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FOREWORD VOLUME 4(1) 2010

This is the 4th issue of the Journal of Business and Management Dynamics (JBMD). The journal was 
initiated in 2008 in the Faculty of Business by Professor Ferreira, the editor at the time. This issue 
further cements the strategy of the journal to consolidate research links with external institutions. 
This has been done by means of publishing the research of academics at other universities and 
drawing on the reviewing expertise of national and international academics. 

The global economy is in recession and is expected to experience a protracted period of stagflation. 
Business survival in this period will depend on the quality of the product offered by the business and 
its ability to meet customer needs in a unique and cost-effective way. The article on product design 
as a means by which companies can increase competiveness is therefore timely. In the same vein 
product marketing and differentiation based on understanding customer needs and demographics in 
the diverse South African market is also a potential source of competitive advantage as detailed in 
the article on the application of the extended marketing mix in the fast food retail space. Increased 
competition in the face of shrinking household and corporate budgets calls for marketing strategies 
that are target market specific and have a strong appeal to client lifestyles and corporate philosophies, 
therefore the article on the use of marathon sponsorship as a way of extending a brand speaks 
strongly to aligning a product and its marketing to the lifestyles and needs of the customer. The 
focus of this issue on product design as a management tool, client focused marketing, and brand 
extension is ideal as businesses will survive the stagflation storm based on the strength of their 
products, and appropriateness of their marketing strategy. 

We hope that the readers find the articles stimulating and thought-provoking and agree that the 
standard is of such quality that it can stand up to the highest level of scrutiny. 

Professor A. Slabbert
Head: Research Department, Faculty of Business, Cape Peninsula University of Technology (CPUT)

JOURNAL POLICIES

The primary purpose of the Journal of Business and Management Dynamics (JBMD) is to publish 
research articles in the fields of entrepreneurship, innovation, business management, finance and 
the humanities. Practical papers, empirical papers, new approaches and techniques, viewpoints, 
case studies and conceptual papers will be considered for publication. The journal serves as a 
communication forum for advancing entrepreneurship and business management theory and practice 
in southern Africa and elsewhere. Its aim is the improvement and further development of these fields 
and it is intended for both business practitioners and academics.

REVIEW PROCESS

Each article submitted for publication must be submitted as a full article together with a short 
summary (250 words) of the article. The Editorial Board, consisting of senior academics in the 
Faculty of Business at the Cape Peninsula University of Technology (CPUT) will conduct the initial 
review of articles in order to select those which are suitable for peer review. Authors will be notified 
through official communication from the Editor if their articles have been accepted for peer review 
and publication. Articles which are selected for peer review will be sent to the Editorial Review 
Board, which consists of a large number of respected local and international academics representing 
a wide variety of fields in business and management. Authors will be required to comprehensively 
address the comments made by the Editorial Review Board before articles are published. Neither 
authors nor reviewers are identified in the double-blind review process.
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Editor sends 
comments and 
corrections to 
author for action

Author submits 
articles to 
editor in 
response to 
call for papers

Editor collates 
all submissions 
and submits 
to the Editorial 
Board (EB)

EB reviews selections and 
selects papers for peer 
review by members of 
the International Editorial 
Review Board (ERB)

ERB members 
send comments 
and corrections 
to editor 

Editor sends papers 
to the ERB for “double 
blind” review by members 
selected by the EB

Review process for the JBMD

WHAT TO SUBMIT

The journal will consider articles in the form of research, conceptual, practice and empirical papers. 
Book reviews and viewpoints will also be considered. Submissions which are not presented in the 
standard academic article format will not be considered – for example, summaries of research theses 
which have not been converted into an article format will not be considered.

SUBMISSION REQUIREMENTS

When submitting authors must agree to the following:

 • They have not submitted and will not submit their manuscript to another entity while the 
manuscript is under review at the JBMD. Authors will be required to sign a disclaimer to this 
effect.

 • They will only submit manuscripts and empirical reports that have not been published previously, 
and will be required to sign a disclaimer to this effect.

 • Their manuscripts are prepared according to the prescribed style of the JMBD. Manuscripts that 
are not appropriately prepared will not be considered.

 • Authors whose articles are selected for peer review will be required to provide documentary 
evidence that the study has been through an ethics process and has received ethical clearance.

AUTHOR GUIDE

Authors are required to submit their manuscripts according to the following guidelines. The editor 
will not consider articles which do not follow these guidelines:

General format guide

Item Detail
Body text
Font style Arial
Font size 11
Paragraph spacing 1.5
Paragraph alignment Justified
Article structure
Title
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Font style Arial
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Paragraph spacing 1.5
Paragraph alignment Justified
Article structure
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Abstract
•	 Abstract structure Include: the objectives, research design and methods, main 

results and findings, conclusion and contribution to body of 
knowledge

•	 Abstract length Maximum: 250 words
Key words Maximum of five words that characterise the principal themes 

covered by the paper
Introduction Include: identification of the problem, aim of the study, 

contribution to body of knowledge 
Literature review Concise annotation or critique of the literature in the specific 

subject area
Research design and methodology Where applicable, include sample, measuring instruments, etc.
Findings (results analysis and discussion) Link findings with literature, include the limitations of the study
Recommendations Include directions for future research
Conclusion
Reference list

Detailed format guide

Item Detail
Title page This must contain the full title of the paper, and the full 

names, affiliation, full address and contact information 
of every author. The name of the corresponding author 
should be marked with an asterisk (*).

Body Appropriate headings and subheadings should be used 
to segment the manuscript to enhance readability.

Length The whole document should not exceed 17 pages 
including the abstract and list of references. Documents 
exceeding 17 pages will not be considered for review.

Headings: style General: Arial 12, Bold, 1.5 spacing.
Only three levels of headings are used in this 
journal. In addition to the general heading formatting 
indicated above, the three different levels of  
headings must be formatted as described:
Main headings – must be in capital letters, left 
aligned
Second-level headings – must be in title case (note 
that “and”, “of”, “to”, etc. must be in lower case), left 
aligned
Third-level headings – must be in sentence case – 
i.e. only the first word has a capital – italicised and 
indented. 
This is illustrated as follows:
DATA COLLECTION                                        [1ST level]
Population and Sample                                 [2nd level]
 Study population                                          [3rd level]
Note: do not skip steps – for example do not 
use 3rd level headings unless you have used a 
2nd level heading first.

Headings: numbering Headings and subheadings should not be numbered.
Footnotes and endnotes Footnotes and endnotes should NOT be used for 

reference or any other purposes (clarification, etc.)
Tables and figures: placement Tables and figures should be applied in the text, as close 

as possible to the appropriate discussion
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Item Detail
Tables and figures: numbering Tables and figures should be numbered consecutively in 

Arabic numerals (i.e. 1, 2, 3, 4, 5 ... etc.)
Tables and figures: title headings placement and 
formatting

Placement: The titles of tables and figures should be 
OUTSIDE and ABOVE of the actual table or figure. 
Formatting: The heading must include the figure/
table number and the title of the figure/table. The 
figure/table number must be in BOLD Arial 12. 
The title of the figure/table must also be Arial 12 
but NOT BOLD. The figure/table number and title 
should separated by a colon, with a space after the 
colon.
As illustrated:
Figure 1: Repo rate (2000–2009)
Table 7: Direct costs of care

Referencing style •	 The Harvard referencing style should be used. 
•	 For three or more authors: use the name of the first 

author followed by ‘et al.’ (not in italics).
•	 Always put full stops between initials.
•	 In the text, when the whole reference is in brackets, 

use a comma after the author’s name, and a colon 
after the year, for example: (Mahalati, 2006:12); if 
only the date and the page numbers are in brackets 
then no comma after the name is required, for 
example: Mahalati (2006:12).

•	 In the reference list there must be NO BRACKETS 
around the year.

•	 Online sources need to be consistent; show the 
URL in small caps with no punctuation after the 
URL. Conclude with the date in square brackets 
[20 July 2008] followed by full stop outside of the 
brackets. An example: http://www.cput.ac.za [20 
January 2010].

•	 Style for dates – all dates in UK/SA style, e.g. 
28 February 2010, not 28.02.2010, or any other 
variation. Use this in every instance where a full 
date is needed, in the text and in the references; no 
other method should be used.

Reference list general issues A reference list must be included at the end of the 
document. All publications cited in the text should be 
included in the reference list. Authors must check that 
the spelling of names and dates etc. of the citations used 
in the text agree with those in the reference list.

Referencing style References must be listed alphabetically by author’s 
surname. The initials of the author must be included. 
There must be no brackets around the year of the 
publication. 

Quotation marks Use double quotation marks (use single if using within 
double quotation marks).

Quotations These must be indented with no quotation marks if there 
are 30 words or more; use a smaller font (Arial 10 point).

En dashes Use for pages ranges, etc. (typed by pressing the CTRL 
and minus sign key simultaneously on the keyboard) e.g.  
2000–2001
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thousands and millions, e.g. 1 000 and 1 000 000, 
NOT 1,000 and 1,000,000.

•	 Use a decimal point rather than a comma when 
showing numbers with decimals e.g. 12.9 NOT 12,9

Captions Table and figure captions (titles) should be placed 
above the table/figure, and sources below the figure/
table.
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Item Detail
Prescribed language English (UK); ensure this is the default language selection in the spell check
Common errors Language and spelling

Among (not amongst)
Closed-ended question (not close)
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Human resource management (not resources)
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ETHICS AND ASSIGNMENT OF COPYRIGHT

The JBMD promotes ethical conduct in research, and as such all authors must be able to show, 
upon request, that their research has gone through an ethics process and must provide documentary 
proof of ethical clearance. All articles that are selected for the peer review process will be required 
to provide documentary proof of ethical clearance for the specific research that is submitted for 
publication. All authors whose articles are accepted for publication will also be required to sign an 
“assignment of copyright” form prior to publication of the article.
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IS THERE A RELATIONSHIP BETWEEN RACE AND THE 
ELEMENTS OF THE EXTENDED MARKETING MIX IN 
BUYER DECISION-MAKING? – EXPLORING A FAST-

FOOD CHICKEN RETAIL BRAND IN GAUTENG
Prof Mornay Roberts-Lombard & Glen Madiba, University of Johannesburg

Professor Mornay Roberts-Lombard is the Head of the Department of Marketing at the 
University of Johannesburg. His research interests are Relationship Marketing, Customer 
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articles and holds a PhD in Business Management degree from the North West University in 
Potchefstroom.
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holds a Masters degree in Business Management from the University of Johannesburg.

ABSTRACT

The fast-food industry in South Africa is experiencing numerous market-related changes, 
ranging from intense globalisation forces to heightening competition levels. Consequently, as 
a result of these forces, fastfood retailers in South Africa are intensifying their production and 
mostly their marketing strategies as a defensive way to counter the impact imposed by these 
environmental changes. Changing demographics and lifestyles are also resulting in people being 
more pressed for time and unable to prepare food at home. Therefore this study investigates 
whether races experience the influence of the extended marketing mix elements differently in 
their intention to purchase from a fast-food chicken retail brand in Gauteng. The target population 
for this study included all visitors to a fast-food chicken retailer in the greater Johannesburg 
Metropolitan region in Gauteng from which a convenience sample of 209 was selected. The 
study established that black consumers illustrated a strong focus on the quality of food offerings, 
indicated a sensitivity towards price, viewed the level of service delivery by employees as having 
an important influence on their future decision-making regarding fast-food purchases, and prefer 
a fast-food outlet that provides a playroom for their children. Finally, strategies to improve the 
health component of fast-food products, as well as a continuous advancement of product variety 
to reach an ever-growing diverse target market, are necessary to stimulate demand and thereby 
enhance target market growth. Ultimately, this will contribute to the success of fast-food retailers, 
which will ensure a growth in outlet numbers and ultimately also contribute to job creation.

Key words and phrases: consumers, fast-food, influence, extended marketing mix

INTRODUCTION 

The consumer market of the fast-food industry in South Africa makes it important to continuously 
spend large amounts of money on advertising brands and to reinvent food and product offerings in 
order to retain customers. The reason for this is that in 2009 and 2010 twenty-seven per cent of South 
Africans chose fast-food brands over home meals. Some of the factors affecting growth in the fast-
food industry are the consumers’ demand for convenient foods and the availability of disposable 
income (Whitfield, 2011). The South African fast-food industry is worth almost R7.2 billion, with 
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the chicken component of the industry worth R3.4 billion (Shilubana, 2011). Growth in the fast-food 
industry could be attributed to suitable factors such as the rising value of household time, rising 
household incomes and the growing black middle class market segment (Stewart, 2004: 7). Fast-food  
brands in South Africa are positioning themselves through the quality of their product offerings 
(Lockyer, 2007: 35). In addition, these brands are also offering special products and they have their 
own manufacturing divisions for the production of their products (Welgens, 2011: 5). 

Kotler, Armstrong and Tait (2010: 150) argue that changing demographics and lifestyles are 
resulting in people being more pressed for time and unable to prepare food at home. In South Africa, 
the fast-food retail chains are continuously becoming more dependent on public preference for menu 
and ambience to ensure that they satisfy consumer needs and secure their survival. The fast-food 
retail chains that consider health concerns of consumers will increase the likelihood that consumers 
visit them. It therefore becomes imperative for the fast-food industry to continuously spend large 
amounts of money on the advertising of their brands, to reinvent food and product offerings in 
order to retain customer support, and to remain aware of the price sensitivity of consumers due to 
the availability of competitor products (Terblanche, 2006: 32–34). Considering the demographic 
change in the South African fast-food market, as well as increased competition amongst role 
players in the fast-food industry since 1994, this article will attempt to indicate whether there is a 
difference amongst race groups regarding the influence of the elements of the extended marketing 
mix on consumer intention to purchase in a fast-food retail setting. It furthermore wants to illustrate 
whether there is a relationship between the elements of the extended marketing mix and consumers’ 
intention to purchase from a fast-food chicken retail brand. The following sections will include a 
literature review and an explanation of the problem statement. There will also be an elaboration 
on the research objectives and methodology. The article will conclude with major findings and 
management implications. 

LITERATURE OVERVIEW

A Customer-driven Marketing Strategy for the Fast-food Industry

Consumers are central to the marketing strategy of a business. The goal of such a strategy is to create 
value for customers and build professional customer relationships. The marketing strategy is a tool 
by which the business hopes to create customer value and achieve profitable relationships (Hess, 
Story & Danes, 2011: 15). The business decides which customers it will serve (segmentation and 
targeting), and how these customers will be served (differentiation and positioning). It identifies the 
total market, then divides it into smaller segments, selects the most promising segments, and focuses 
on serving profitable and satisfying customers in these segments (Kotler & Armstrong, 2009: 47). 

The marketing strategy of a business involves two aspects, namely decision-making activities 
regarding the target customers of the business, and its marketing mix development to appeal to the 
target market. This is achieved by positioning the products and services of the business in a superior 
manner. Furthermore, the effectiveness of a marketing strategy may be judged by evaluating the 
variance between the customers’ perception of the market and the market offering of the business 
(Sengupta & Chattopadhyay, 2006: 330). It is therefore important for businesses to focus on the 
development of products and services that are required by consumers in order to survive in a modern 
competitive market environment. Businesses need to attract customers away from competitors and 
retain them by offering products and services of greater value (Adams, 2005: 302–303). Businesses 
have also realised that they cannot profitably serve all consumers in the market, because the market 
consists of different types of consumers with different needs (Carter & Chitturi, 2009: 83). Therefore, 
a business has to divide the total market into different segments and develop strategies for serving 
these segments profitably (Kotler & Armstrong, 2009: 48). 
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Market Segmentation 

The marketing strategies that target every consumer are not effective because consumers have 
different characteristics. The market needs to be divided into groups that have the same needs to 
ensure an effective response to particular marketing actions (White, 2010: 164; Belch & Belch,  
2004: 44). It is therefore essential to understand the groups’ characteristics such as race and purchasing 
patterns. In the fast-food industry, marketers take employment trends, changes in income levels and 
purchasing patterns and lifestyle into account when they promote goods and services (Kurtz & 
Boone, 2006: 289–290). The focus of socio-cultural segmentation is on how group variables, family 
life-cycle variables, social class and culture can be utilised to divide groups into homogeneous 
segments (Schiffman & Kanuk, 2007: 43–47).

Market Targeting 

The choice of the target market involves the evaluation of the resources of the business to produce 
a marketing mix that would meet the needs of the target market. This also involves an evaluation 
to determine whether meeting the needs of the target market is consistent with the objectives of 
the business (Ivy, 2008: 289–290). The size and number of competitors that are marketing their 
products or services to the target market are also considered. A business can define its target market 
as a large number of people or a small group (Cant, Brink & Brijball, 2006: 12–13). For example, 
McDonald’s could not have had the success they have experienced without their appeal to younger 
generations of consumers, such as children and teenagers. They cultivate this market and invest 
heavily in television advertising aimed specifically at children (Thurner, 2008: 123). 

Market Differentiation and Positioning 

Venter (2007: 41–42) stipulates that the differentiation of a business strategy emphasises a product 
to be unique in the market, provides a distinct advantage, and sets apart a product from competing 
brands. The customers who know other brands in a product category compare and rank them 
according to the differences they perceive. Such differences could be in terms of the quality of 
the product offered, the variety of product offerings available, the price charged for the product, 
convenience of purchase, as well as the level of service delivery as perceived by the customer 
(Duncan, 2005: 75). Therefore, a well-formulated marketing strategy will guide a business on how 
to meet the needs of the target market (Chen, 2009: 20). The marketing mix that will best meet the 
needs of the target market and generate revenue for the business is essential for the survival of the 
business (Hu, 2009: 283).

GENERATION Y

A generation, also known as age cohort, is a group of people who have experienced a common social, 
political, historical and economic environment (Hawkins, Best & Coney, 2004: 120). Generation Y 
represents those people who were born between 1976–1994, who have lived all their lives in a 
multimedia environment, where they cannot imagine life without the internet, ATMs, DVDs, DVRs, 
cable television and connectedness (Foscht, Schloffer, Maloles & Chia, 2009: 230).

PROBLEM STATEMENT

It is a challenge for businesses to understand how customers might respond to the elements of 
the extended marketing mix. This is especially important considering the increased competitive 
nature of the fast-food industry in South Africa, the change in target market demographics of the 
fast-food retail groups since 1994, as well as a proportionate decline in fast-food product sales of 
5% since 2005. Furthermore, the Gauteng Province has also represented the largest consumption 
of fast-food products on an annual basis since 1994, and also reflects the largest diversity amongst 
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fast-food consumers in South Africa (Welgens, 2011: 10). Chintagunta, Nair and Sukumar (2009: 
422–423) state that the study of consumers provides clues for developing new products, product 
features, prices, communication channels, messages, as well as the most convenient location for the 
positioning of outlets or branches to ensure continued customer support. It is against this background 
and the ever-increasing competitive nature of the fast-food industry in South Africa that this study 
intends to investigate the influence of the elements of the extended marketing mix on consumers’ 
intention to purchase in a fast-food chicken retail environment.

SIGNIFICANCE OF THE RESEARCH

The study is significant since previous research in the fast-food industry in South Africa has not 
focused specifically on race and its relationship to the extended elements of the marketing mix at 
a fast-food chicken retailer in Gauteng. Guidelines will be provided to guide the management of 
a fast-food chicken retail brand on key, pertinent aspects relating to the elements of the extended 
marketing mix which are of relevance to its marketing strategy. 

RESEARCH OBJECTIVES 

Primary Objective

 • To explore the influence of the elements of the extended marketing mix on consumers’ intention 
to purchase from a fast-food chicken retail brand in Gauteng. 

Secondary Objectives

 • To establish whether race groups perceive the influence of the elements of the extended 
marketing mix on their intention to purchase fast-foods differently.

 • To determine which elements of the extended marketing mix have overall the most significant 
influence on the intention of consumers to purchase fast-food.

RESEARCH HYPOTHESES

Ho1:  Race groups do not perceive the influence of the elements of the extended marketing mix on 
their intention to purchase fast-food differently. 

Ha1:  Race groups do perceive the influence of the elements of the extended marketing mix 
 on their intention to purchase fast-food differently.
Ho2: There is no overall difference in influence between the elements of the extended marketing 

mix on consumers’ intention to purchase fast-food.
Ha2: There is an overall difference in influence between the elements of the extended 
 marketing mix on consumers’ intention to purchase fast-food.

METHODOLOGY

This study made use of a quantitative research approach and applied a descriptive research focus, 
since it primarily depended on the interviewing of respondents (consumers of fast-food products). 
The study was furthermore cross-sectional since the respondents were interviewed at a single 
point in time. The population for this study included all visitors to a fast-food chicken retail brand 
in the greater Johannesburg Metropolitan area of the Gauteng Province. For the purpose of the 
study, a convenience sample of 209 sample elements were selected. The questionnaire comprised 
a structured format and incorporated two types of questions. Closed-ended questions were used 
to gather demographic data on the profile of the respondents, and a five-point Likert-type scale 
with statements to determine the influence of the elements of the extended marketing mix on 
consumers’ intention to purchase from a fast-food chicken retailer, was applied. Cronbach’s alpha 
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was used to determine the reliability of the measurement sets in the study. Nunnally and Bernstein  
(1994: 264–265) recommend Cronbach Alpha scores above the 0.7 cut-off value. Table 1 illustrates 
the Cronbach Alpha values for the different constructs. 

Table 1: Cronbach Alpha values 

CONSTRUCTS CRONBACH ALPHA VALUES

Product 0.788

Price 0.756

Place 0.750

Promotion 0.788

People 0.756

Physical Evidence 0.774

Processes 0.781

Personal interviews were used in this study to complete structured questionnaires. To ensure the 
participation of the maximum number of population elements, interviews were arranged on the 
premises of a fast-food chicken retailer. Data processing and analysis were executed by using 
the computer programmes SAS (SAS Institute, 1990) and SPSS (SPSS Version 12.0, 2004). The 
Independent Sample T-Test and the Pearson Chi-square Test were used to determine whether 
significant differences exist between the responses of the different race groups in the study. 
Considering that the researcher relied on a 95% level of confidence, or a 5% level of significance  
(á = 0.05), a p-value of less than or equal to 0.05 indicates a significant influence of the independent 
variable on the dependent variable. The overall mean and p-values were used to show which 
construct is more important when consumers make a decision to purchase from a fast-food chicken 
retail brand.

MAJOR FINDINGS

It becomes increasingly important for fast-food retailers to apply the elements of the extended 
marketing mix in a strategic manner to ensure the future survival of the fast-food group within a 
highly competitive environment. The major findings of the study will be listed below. This section 
will discuss the factor, race, that relates to the target market of a fast-food chicken retailer. Race will 
be discussed according to the elements of the extended marketing mix to emphasise its relevance 
to that specific element. Tables 2(a) and 2(b) illustrate the individual mean and p-values for the 
different race groups in the study. 

Table 2(a): The individual mean and p-values for the different race groups in the study

RACE PRODUCT PRICE PLACE

Mean P-value Mean P-value Mean P-value

Black 3.977 * 0.001 3.887 * 0.000 4.001 * 0.000

White 2.888 0.064 2.766 0.053 3.889 * 0.002

Coloured 2.978 0.070 2.999 0.057 3.775 * 0.005

Indian 2.799 0.067 3.000 0.060 3.887 * 0.004

* The construct has a significant influence on the biographical variable “race” where the p-value is 
less than 0.05. 
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Table 2(b): The individual mean and p-values for the different race groups n the study

RACE PROMOTION PERSONNEL PHYSICAL 
EVIDENCE

PROCESSES

Mean P-value Mean P-value Mean P-value Mean P-value

Black 3.997 * 0.002 4.112 * 0.000 4.334 * 0.001 4.055 * 0.000

White 3.988 * 0.000 3.001 0.055 3.111 0.061 4.123 * 0.005

Coloured 3.669 * 0.001 3.044 0.061 3.177 0.059 2.997 0.056

Indian 3.769 * 0.000 3.115 0.058 3.002 0.055 3.006 0.060

* The construct has a significant influence on the biographical variable “race” where the p-value is 
less than 0.05. 

Race 

The following discussion examines the race of the respondents. This information is necessary to 
enable the researcher to obtain information on the differences which the four identified race groups 
have regarding the elements of the extended marketing mix.

Race and product 

Black respondents put the largest emphasis on the importance of product quality and product variety 
when purchasing from a fast-food chicken retail brand (p-value = 0.001). This implies that this 
race group primarily considers aspects such as the quality, packaging and variety of food products 
offered by the fast-food chicken retail brand, and the health status of fast-food products when making 
a purchase decision at the outlets of the chicken retailer. Furthermore, white, coloured and Indian 
respondents do not put a strong emphasis on product quality and product variety when making a 
purchase decision (refer to Table 2(a)). The decision by white, coloured and Indian respondents to 
purchase from a fast-food chicken retailer is more habitual in nature, motivated by necessity, rather 
than product quality and product variety offered by these outlets. 

Race and price

According to the findings, black respondents in the study are sensitive towards the price charged 
for products when making a purchase decision at a fast-food chicken retail outlet. Table 2(a) 
indicates that the construct “price” has a significant influence on the decision-making ability of 
black consumers when purchasing from the fast-food chicken retailer in the study. (p-value = 0.000). 
This race group therefore expects the price of products offered by the fast-food brand to reflect 
value through quality and variety to meet their expectations. It could further be argued that the 
price sensitivity of black consumers could also be the result of a lower disposable income available 
to spend on fast-food products. Table 2(a) further illustrates that price does not have a significant 
impact on the purchase intention of white, coloured and Indian consumers when purchasing from 
a fast-food chicken retailer. This implies that these race groups would be more easily motivated to 
purchase products from the retailer irrespective of the prices charged. The economic conditions in 
South Africa, as well as special price promotions, would not necessarily encourage or demotivate 
these race groups to purchase from the fast-food chicken retail brand in the study. 

Race and place

According to Table 2(a), the construct “place” has a significant influence on the purchasing decision 
of all the race groups in the study when buying from the fast-food retailer in the study (p-value = 
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0.000, 0.002, 0.005, 0.004). The different race groups in the study consider the following three factors 
before a decision is made to purchase from the fast-food chicken retailer in the study. Factor 1 refers 
to the location of the fast-food outlet. The closer the outlet is located to a consumer in these race 
groups, the higher the possibility of purchase. This implies that the outlet must be easily accessible 
to the consumer. Factor 2 includes the availability of food products on demand. Consumers in all 
the race groups will be more inclined to purchase when their preferences are satisfied, whilst factor 
3 refers to the availability of a drive-through option at the different outlets of the fast-food chicken 
retailer in the study. 

Race and promotion

All the race groups in the study are of the opinion that promotion has a direct influence on their 
decision to purchase from the fast-food chicken retailer in the study (p-value = 0.002, 0.000, 0.001, 
0.000). This implies that these race groups consider different factors before a decision is made to 
purchase from the fast-food chicken retailer. Factor 1 refers to the availability of promotions at the 
fast-food outlet. The number of promotions, as well as the duration of the promotions, will influence 
the level of support which the different race groups in the study have towards the fast-food brand. 
The second factor relates to the product variety that is available through the promotional offerings at 
these outlets. Factor 3 refers to word-of-mouth recommendations from friends, family or colleagues 
based on promotional offerings from the fast-food chicken retailer, and internal promotions that could 
change the consumer’s original purchasing decision and which directly impact on the consumer’s 
decision to purchase. 

Race and personnel 

The construct “personnel” has a significant influence on the decision-making ability of the black 
race group when purchasing products from the fast-food chicken retailer in the study (p-value = 
0.000). This implies that black consumers consider different factors before a decision is made 
to purchase from a fast-food chicken retailer. One factor is whether personnel are committed to 
creating a service-oriented culture. This includes the ability of personnel to deliver a service in a 
fast and efficient manner with a friendly smile, whether they are motivated to perform their tasks, 
and whether they are visible in a clean uniform. Furthermore, the white, coloured and Indian race 
groups indicated a lower level of sensitivity towards the influence of personnel on their decision to 
purchase from the fast-food brand in the study. These race groups will continue to purchase from the 
retail brand even when the customer service level offered by its personnel falls below the accepted 
standard. The decision to make a purchase by the white, coloured and Indian race groups is out of 
preference for the fast-food brand. 

Race and physical evidence

The different race groups in the study vary with regard to the influence of physical evidence on their 
decision to purchase products from the fast-food chicken retail brand in the study. The black race 
group indicated strongly that physical evidence will have an influence on their decision to purchase 
from the fast food retailer (refer to Table 2(b), where the p-value = 0.001). This group will consider 
various aspects relating to physical evidence before a decision to purchase is made. These aspects 
are whether an outlet of the fast-food retailer has a parking area for motor vehicles, whether the 
menu board inside an outlet clearly indicates the different prices for food products, whether the 
layout of furniture inside the outlet encourages the consumer to eat inside the outlet and whether the 
temperature inside the outlet is well controlled to create a positive climate for purchases. In addition, 
although white, coloured and Indian race groups do consider physical evidence to make a purchase 
decision at the fast-food chicken retailer in the study, these race groups will continue to purchase 
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from the fast-food brand even when their needs are not satisfied in terms of the factors listed above. 
This is an indication that physical evidence does not have a significant influence on the decision of 
these race groups to purchase food products from the retailer. 

Race and processes

Both black and white respondents are influenced by service delivery and customer complaint 
management procedures of the fast-food retailer in the study (refer to Table 2(b), where the 
p-value = 0.000, 0.005). These race groups further highlighted a broad spectrum of factors that will 
influence them to purchase from the retail brand. These factors are whether the retail brand (through 
its available outlets) has the ability to shorten the customer waiting time during the food delivery 
process; whether it supports their service delivery process through the use of new technology; 
whether its service delivery processes are able to meet service demand variations and whether 
the drive-through service at the different outlets of the brand provides customers with a shorter 
waiting time. The coloured and Indian race groups stated that their purchase decision is not directly 
influenced by the factors listed above. 

The Overall Mean Scores for the Elements of the Extended Marketing Mix and Its 
Influence on Consumers’ Intention to Purchase from a Fast-food Chicken Retailer

The ranked means and overall p-values of the different constructs in Table 3 are illustrated next. The 
means indicate which element of the marketing mix has a larger influence when consumers make a 
decision to purchase from the fast-food chicken retail brand in the study. The p-values for the seven 
constructs in the study indicate the overall significance that the construct has on consumers’ decision 
to purchase from the retail brand. 

Table 3: The overall means and p-values for the constructs in the study

CONSTRUCT MEAN P-VALUE

Product 3.8607 0.000 

Price 3.7177 0.000 

Place 3.6649 0.000 

Promotion 3.6286 0.000 

Personnel 3.6001 0.000

Physical Evidence 3.4920 0.027

Processes 3.3120 0.041

With regard to the element “product”, factors such as the quality of fast-food products (e.g. the 
temperature of the food when presented to the consumer, the size of the food offering and the extent 
to which the spiciness of the food satisfies the needs of the consumer), as well as the packaging in 
which the food is provided (e.g. Is the consumer provided with information on product composition 
and recipes?) are important to the consumer before a decision is made to purchase from the fast-
food retail brand in the study. The provision of a variety of healthy food products also motivates 
consumers to purchase fast food. Considering an overall mean value of 3.8607, this construct is 
perceived to be the most important element of the marketing mix when consumers make a decision 
to purchase from the fast-food chicken retailer in the study. The p-value of 0.000 for this construct 
further indicates the significant influence it has on the overall intention of consumers to purchase 
from the fast-food retail brand.
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The respondents in the study indicated that they are price sensitive and that price discounts 
(including price coupons) offered by the fast-food retailer could have an influence on their decision 
to purchase from the retail chain. The results further illustrate that consumers do consider the “value 
for money” offering that they receive for the price that they pay. Considering an overall mean 
value of 3.7177, this construct is also strongly considered by consumers when purchasing from 
the different outlets of the fast-food retailer in the study. The p-value of 0.000 for this construct 
further indicates the significant influence it has on the intention of consumers to purchase from the 
fast-food brand. In terms of place, the accessibility of the outlets of the fast-food retailer by car or 
on foot, whether the fast-food retailer is in close proximity to the consumer and whether the outlets 
of the fast-food chicken retailer are available in shopping malls are important considerations when 
a decision is made to purchase a meal from the fast-food chicken retailer. Considering an overall 
mean value of 3.6649, this construct was ranked the third most important element of the marketing 
mix to be considered when purchasing fast-food products. The p-value of 0.000 for this construct 
further indicates the significant influence it has on the intention of consumers to purchase from the 
fast-food retail brand in the study.

In terms of promotion, respondents indicated that they prefer to obtain information about the 
products of the fast-food retailer from various advertising mediums. Such mediums should create 
awareness of available food products offered by the retailer, should raise the knowledge of the general 
public on the food products on offer and should clearly indicate which sales promotional offerings 
are available, the time period, as well as from which outlet (i.e. where is the outlet located?). It is 
also important for the fast-food retailer to use internal promotions to inform consumers about new 
food products on offer, as well as special price offerings. With an overall mean value of 3.6286, this 
construct is also perceived to be of importance when making a decision to purchase from the retail 
brand. The p-value of 0.000 for this construct further indicates the significant influence it has on the 
intention of consumers to purchase from the fast-food chicken retailer in the study. 

With regard to personnel, the research results indicate that consumers are influenced by the ability 
of employees to deliver a fast and friendly service. The staff’s knowledge of menu items, product 
ingredients, as well as the maintenance of high hygienic standards when preparing and serving food 
products to consumers, has an influential role on consumers’ decision-making to purchase from the 
fast-food brand. Taking into account that the overall mean value for this construct was 3.6001, this 
construct is also considered when consumers make a decision to purchase from the fast-food chicken 
retail brand in the study. The p-value of 0.000 for this construct further indicates the significant 
influence it has on the intention of consumers to purchase from the fast-food retailer in the study. 

Relating to physical evidence, respondents stated that aspects such as the architectural design 
of the outlets of the fast-food retailer, the type of furniture inside the outlet, the temperature, and 
the music played inside an outlet at the time of purchase do have a direct influence on consumers’ 
decision to purchase food products from the fast-food chicken retailer in the study. Considering an 
overall mean value of 3.4920, this construct is considered when consumers illustrate an intention to 
purchase food from a fast-food retailer in the study. The p-value of 0.027 for this construct further 
indicates the significant influence it has on the intention of consumers to purchase from the fast-food 
retailer. Finally, with regard to processes, the results illustrate that, considering all the elements 
in the extended marketing mix, consumers place the least emphasis on the complaints handling 
process and the availability of new technology to deliver a customer service. Although respondents 
did not place a high value on this element of the extended marketing mix, it remains a competitive, 
differentiating factor in the fast-food industry. Therefore, although this construct has an overall 
mean value of 3.3120, this construct is still perceived to have an influence on consumers’ intention 
to purchase from the fast-food chicken retailer in the study. The p-value of 0.041 for this construct 
therefore indicates the influence it has on the intention of consumers to purchase from the fast-food 
brand in the study. 
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The empirical results therefore suggest that: 
 • Ho1 be rejected and Ha1 be accepted. Race groups do perceive the influence of the elements of 

the extended marketing mix on their intention to purchase fast-food differently. 
 • Ho2 be rejected and Ha2 be accepted. There is an overall difference in influence between the 

elements of the extended marketing mix and consumers’ intention to purchase from a fast-food 
chicken retailer. 

MANANGEMENT IMPLICATIONS 

Place

The increased competitiveness of the fast-food industry in South Africa requires that the management 
of fast-food retail brands become more aware of the influence which the elements of the extended 
marketing mix have on consumers’ intention to purchase from them. There should be a greater 
awareness of the importance to be continually involved in the development of new products, the 
purpose of which should be to meet the specific needs of consumers. It is furthermore also essential for 
the management of the fast-food retailer to improve on the quality of its products and also to experiment 
with product ingredients to create new tastes. Such experimentation must be done in conjunction with 
consumer research to ensure that consumer needs are satisfied over the long term. A greater awareness 
of the health preferences of consumer groups when marketing the products of the fast-food retail 
brand could enhance its level of customer satisfaction and retention. South Africans have become 
increasingly health-conscious over the past decade, and the adaptation of the product menu of the 
fast-food retail brand to reflect a wider variety of products with a health focus (e.g. a larger variety 
of salad products, ice cream offerings with a lower sugar content, and chicken pieces prepared with 
steam rather than baked in oil) could enhance customer support amongst health-conscious consumers. 
In addition, packaging should also display information on both the ingredients and nutritional value of 
food products for the perusal of consumers. The logo of the fast-food brand should also be different 
from the colour of the box to eliminate the use of coordinating colours on the box and to promote the 
food products. It is important therefore to develop packages that maintain the freshness of the food 
products for a longer time. Furthermore, managers at the different fast-food outlets of the retail brand 
in the study also need to be aware that the colour of the bags that are used by customers to carry the 
food products purchased is not perceived as attractive. It is therefore recommended that these bags 
should be produced in colour and with handles to ensure better carrying ability. 

Price

In terms of price, a fast-food retailer should become more conscious of the sensitivity of the black 
race group towards the prices charged for food products. This consumer group indicated a strong 
willingness to purchase from the fast-food retailer in the study when discounts are offered (e.g. 
price promotions) or when prices charged are perceived as affordable. To stimulate growth in 
this market segment, the fast-food retailer in the study needs to consider revising the prices of 
food products such as burgers, twister meals and cold drinks, because they are considered to be 
expensive by this consumer group. By considering this recommendation, the fast-food retail brand 
illustrates an awareness of consumer suggestions to improve product development which could 
enhance consumer satisfaction levels, thereby customer loyalty. It is therefore necessary to become 
increasingly proactive in ensuring continued growth and customer support through the offering of 
increased product promotions and price discounts at their outlets. 

Promotion

The marketing managers of the fast-food brand in the study need to rigorously advertise in local 
newspapers and use price discounts to promote their food products against those of competitors. 
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This is an important consideration if the fast-food brand wants to strengthen its relationship with its 
current consumers, the reasons being that they specifically consider local newspaper advertisements 
and price discounts when making a decision to purchase from a fast-food outlet. In addition, 
respondents from all race groups also indicated that they use word-of-mouth recommendations from 
friends, relatives and colleagues to influence their decision to purchase from a fast-food outlet. 
The management of fast-food brands therefore needs to ensure that the level of service delivery 
to consumers, as well as the quality and variety of products available (especially where the target 
market becomes more health-conscious) is based on the preferences of the target market. It is only 
when the needs and wants of customers are satisfied, that they would be willing to communicate 
their experience to colleagues, family and friends in a positive manner. Therefore, considering the 
competitive nature of the fast-food industry in South Africa, it is also recommended to use creative 
mediums such as electronic billboards on freeways and highways, new-age mediums such as cellular 
phone advertising and community promotions (e.g. at schools, universities and shopping centres) to 
promote products to the public. Increased community involvement to enhance the brand of a fast-
food retailer amongst the South African public through sponsorships, donations and fund-raising 
initiatives can stimulate the awareness of the retailers’ products amongst the local population. 
Through these efforts, a fast-food retailer can enhance the support of South Africans for its products. 

Place 

A fast-food retailer needs to consider accessing student centres at university campuses in South 
Africa to enhance its presence amongst generation Y consumers. Currently, this consumer group 
is a growing market segment for fast-food products and needs to be stimulated by being provided 
with convenient access for purchasing. Furthermore, both female consumers as well as consumers 
in the age group 20–35 also indicated that aspects such as the proximity of a fast-food outlet to 
their workplace or home influence their decision to purchase from the fast-food retail chain. The 
management of fast-food brands also needs to ensure that all its outlets offer a drive-through option 
to enhance the speed of service delivery. The introduction of mobile fast-food outlets in hospitals, 
prisons and office blocks can also be considered by the management of a fast-food retail brand to 
strengthen the competitive position, visibility and accessibility of the fast-food retailer in a highly 
competitive market. It is therefore emphasised that the approach of fast-food retailers in South 
Africa should be to bring their sales outlets closer to the consumer. 

Personnel 

To ensure its survival in an ever-changing market environment, a fast-food brand should secure 
the continuous training of employees on aspects such as product knowledge (inclusive of aspects 
such as the ingredients used in the production of a specific product – specifically if requested by a 
health-conscious consumer) and interpersonal and communication skills. To enhance a relationship 
with these consumer groups, a fast-food retailer would need to ensure that its staff delivers a service 
to consumers in an efficient and friendly manner, that their knowledge on products offered to the 
market is comprehensive, and that products are delivered in an environment that is perceived to be 
hygienic by the consumer. In addition, this is important considering that a fast-food retailer could 
use service delivery as a competitive advantage over competitors when product quality and variety 
are widely used as a means of differentiation in the industry. It therefore remains important for the 
management of a fast-food retail brand in South Africa to ensure that employees are professionally 
trained to deal with demanding customers during peak business hours (e.g. between 13:00–14:00 and 
17:00–20:00). It is in the interest of a fast-food retailer to take cognisance of this, since the largest 
proportion of purchases are conducted during these hours. The ability of a fast-food retailer to satisfy 
customer needs will be tested primarily during this time segment. Furthermore, it is recommended 
that the management of a fast-food retailer should also ensure the hiring of employees who illustrate 



12 Journal of Business and Management Dynamics (JBMD)

initiative by being sensitive to customer needs and wants, and who do not rely on policies and 
procedures alone. 

Physical evidence

To enhance the customer experience inside a fast-food outlet, the use of audio-visual aids on the 
menu board in all outlets should be enhanced. This would allow a fast-food retailer to provide more 
information on the menu board to inform customers about special offerings, as well as new products 
to be introduced. The management of fast-food retail brands also needs to ensure that their outlets are 
more spacious to allow for easier movement of people inside the outlet and to introduce large tables 
and comfortable chairs for more convenient dining. In addition, an increased number of playrooms 
for children needs to be introduced to eliminate congestion. A video screen with sound options 
could also be attached to the dining room tables inside the outlet to enable parents to monitor their 
children in the playroom whilst enjoying their food products. To strengthen its competitive edge, 
the management of a fast-food retail brand also needs to introduce a delivery option to customers 
who want to place an order and have it delivered to their homes. This would enhance the customer 
service experience of consumers, and also increase the market share of the fast-food retailer in the 
long term. A pertinent focus must also be placed on aspects such as the layout of furniture in an 
outlet to encourage consumers to eat inside the outlet, and the temperature inside a fast-food outlet 
should be controlled to stimulate a positive experience when visiting the fast-food retail chain. By 
addressing these issues, the management of fast-food retail brands would be able to strengthen its 
market share and secure long-term customer loyalty. Furthermore, fast-food retailers also need to 
consider the installation of vending machines within fast-food outlets to ensure that customers do 
not stand in long queues for cold drinks when wishing to purchase them. This is especially relevant 
when consumers decide to purchase cold drinks after their food products. 

Processes

Finally, to secure a competitive advantage through service delivery, the management of fast-food 
brands needs to ensure that employees deliver a service in a professional manner. A stronger 
sensitivity is also required by both employees and management of fast-food retail brands in South 
Africa towards customer complaints, and that such complaints are managed in a manner that will 
secure customer satisfaction. At outlet level, customer complaints should be privately handled by 
the outlet manager, outside of the public view to secure privacy. If a complaint cannot be resolved at 
outlet level, it should be directed to the head office to secure a speedy resolution. Customers should 
be provided with an answer to a complaint within 24 hours. Technology should also be applied 
more pertinently to enhance the experience of the customer in the service delivery process. This 
could be in the form of SMS or e-mail notification to the consumer after a complaint was lodged and 
assessed. Finally, the time it takes to purchase food and drinks from the drive-through counter at a 
fast-food retailer needs to be decreased to ensure a faster turnover of customers. However, this needs 
to be managed in a manner that will still secure the delivery of a friendly and professional service to 
ensure long-term customer satisfaction. 

CONCLUSION

The management of the fast-food retail brand in the study should be aware of the fact that race 
groups are influenced differently by the elements of the extended marketing mix when considering 
a purchase from a fast-food retailer. In terms of race, the results clearly illustrate that the black race 
group is the most sensitive towards the quality and variety of products offered, as well as the price 
charged for food products. A stronger focus on promotional campaigns that focus on price discounts 
should be considered to stimulate product purchases. This is especially relevant considering that 
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the black consumer group in South Africa comprises the largest purchasers of fast-food chicken 
products. Strategies to improve the health component of these products, as well as a continuous 
advancement of product variety to reach an ever-growing diverse target market, are necessary to 
stimulate demand and thereby enhance target market growth. Ultimately, this will contribute to the 
success of the fast-food retailer in South Africa, which will ensure a growth in outlet numbers and 
ultimately also contribute to job creation. 
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ABSTRACT

The business environment is becoming more and more competitive as a result of an increasingly 
globalised economy and the resultant increase in customer expectations. In response, companies 
are increasing their competitiveness through knowledge management. Although business 
managers could use design as knowledge creation management, they are not using it as widely 
as they might as a result of a poor understanding of the contribution of design. This raises the 
question of how the understanding of design can be improved. A conceptual framework was 
drawn up, which could assist managers to acquire a sufficient understanding of design. This 
framework also indicated how design could be both a user and producer of knowledge and, 
thus, could contribute to a continuous competitive advantage. A curriculum was developed 
which could provide managers with an effective understanding of design in order to increase a 
company’s competitiveness by managing design as part of the knowledge creation management 
of a company. 

INTRODUCTION

As early as 1980, De Geus (1980: 17) mentioned that “Over the long term, the only sustainable 
competitive advantage may be an organisation’s ability to learn faster than its competition.” Today 
this remark is taken as referring to the creation of new knowledge as part of a knowledge management 
strategy.

This paper will indicate that competitiveness can be improved by using new product design as 
a knowledge creation management tool. The business environment is becoming more competitive 
as a result of the globalised economy. Design can contribute to the competitiveness of a business 
by contributing to innovation and, in so doing, to knowledge creation. The traditional design 
process will be depicted as both a user and producer of knowledge. After comprehensive research, 
recommen dations are made on how business managers can acquire a sufficient understanding of 
product design in order to use these processes as a knowledge creation manage ment tool. 

THEORETICAL BACKGROUND

Competition is Increasing Customer Expectations

Two main factors in the marketplace have increased customer expectations and highlight the 
importance of achieving a competitive edge for leading companies. These are the effects of 
globalisation and a slowdown in the world economy. 
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Globalisation is characterised by the fact that distance and national borders no longer matter, the 
ease with which business with customers across the globe can take place and that the nation, state 
and geography are no longer relevant for economic success (Loots, 2001: 2–3). The information 
technology revolution sped up communi cation around the world, and with it came deregulation and 
the elimination of trade barriers. Competition increased as companies started to compete with one 
another across the globe. For the customer, increased competition means increased offerings, both 
quantitatively and qualitatively. 

Competition between companies has also increased due to a slowdown in the world economy. 
Apart from the most recent global economic crisis in 2008/9, the slow world economy can be traced 
back to a few dominant events in the USA a few years ago. In April 2000 the Nasdaq lost a third 
of its value and in March 2001 a recession began. Six months after that, two planes hit the World 
Trade Centre and another crashed into the Pentagon. Although this recession technically ended in 
late 2001, the aftereffects continued to plague the economy (Norris, 2003).

In the European Union, the average per capita economic growth dropped steadily from 2.6 per 
cent annually in the 1970s to just 1.7 per cent in the 1990s. At the same time Britain reported that its 
economy had grown at the most sluggish pace in 10 years. In addition, the German economy shrank 
at the end of 2002 (Leonhardt, 2003). Towards the end of 2008 the world economy slowed down so 
much that the worst economic crisis since 1933 is feared.

As a result of globalisation (more offerings) and slow economic growth (fewer customers), 
competition has increased between companies, which leads to increased offerings, and thus providing 
customers with increased options. These increased choices raise customers’ expectations and make 
them more demanding. Customers have become spoilt for choice. As a result, the continuous 
development of products has become essential for companies to survive.

Competitive Advantage Needed

A business can compete successfully only if the continuous development of products can lead to a 
competitive advantage. The best competitive advantage is a temporary monopoly created when the 
product offering adds unique value to a specific set of customers. Unless the firm is in a monopoly 
position, competition will force it to engage in ruthless price wars resulting in zero profits. To create 
a temporary monopoly, the company needs to be different. The product offering must add value in a 
way that nobody else can (Holmberg & Riddestrale, 2000: 35). A sustainable competitive advantage 
for most companies is thus based on continuous innovation.

Innovation, according to the SOED (1993: 1373) comes from the Latin novare meaning to make 
new, which comes from the root novus meaning new. An innovation is described as the introduction 
of something new; or the alteration of something established. Mirriam-Webster (2001: 736) concurs 
with this definition as it describes innovate as to renew; to introduce new methods. Management 
authors such as Stoner et al. (1995: 426) describe creativity as the translation of a new idea into a 
new company (Apple computers), a new product (Sony Walkman), a new service (Federal Express’s 
overnight delivery), a new process (one queue for multiple services at a bank) or a new method of 
production (computer-aided design and manufacturing).

A definition of innovation, in terms of product design, is provided by Walsh et al. (1992: 16). 
Innovation is used to describe the whole activity from invention (the discovery of the new device, 
product, process or system) to the point of first commercial or social use. Such a description includes 
all the various activities involved in converting a new idea, invention or discovery into a novel 
product or industrial process in commercial or social use. The innovation design process according 
to Roy and Potter (1990: 33) includes the technical, design, production, financial and marketing 
steps necessary for the first commercial sales of a new (or improved) manufactured product or the 
first commercial use of a new (or improved) manufacturing process. 
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To be able to innovate permanently, knowledge is paramount. Knowledge manage ment is one of 
the key constituents in the management process. Whoever has the greatest insight in innovation and 
better skills in applying this insight will be more successful that the competition.

Knowledge Management as Competitive Advantage

Knowledge management has risen to prominence in most organisations mainly as a result of the 
nature of the globalised economy and the loss of expertise through corporate downsizing, outsourcing 
and staff reductions in the West in the 1980s. Companies rediscovered in the 1990s that employees have 
skills and knowledge that are not readily available to (or captured by) the organisation. Organisations 
that downsized found that they had lost much of their organisatinal memory or intellectual capital. 
Rather than innovating, firms found themselves reinventing the wheel and repeating the mistakes of 
the past (Little et al., 2002: 299). In many cases people who had been made redundant had to be rehired, 
often as consultants, because their knowledge was found to be irreplaceable (Quintas, 2002: 5).

The rationale and background of knowledge management is that an organisation that increases 
its knowledge, can increase its competitiveness. Quintas (2002: 11) states that the key relationship 
between knowledge and competitive advantage lies in the potential for knowledge creation to lead 
to innovation, which, in turn, provides the basis for competitive advantage. According to Keys and 
Fulmer (1998: 7) other competitive advantages, such as capital resources, technical innovation, or 
even management talent, can be made obsolete by a competitor who reads the changing environment 
and learns in a more appropriate manner.

New Product Design as Knowledge Creation Management

This section highlights the role that product design can and does play in innovation and in the new 
knowledge-based economy. Knowledge was traditionally generated by research and development 
but in the new economy research, design and development are required as design adds innovation. 
In the process design uses knowledge and produces knowledge. 

Design uses knowledge by integrating knowledge from other disciplines. This integration is done 
through research of existing knowledge. To design an object requires a great deal of technical and 
instrumental knowledge, much of which originates in other discipline areas. When, for example, a new 
coffee machine is required, the designer must have a workable understanding of, for example, plastics 
(for the outer shell), the process of making coffee, heating requirements, etc. This research can happen 
outside as well as inside the company. An example of design drawing from the pool of the company 
knowledge is the practice by 3M. One of 3M’s accepted norms is that products belong to divisions but 
technologies belong to the company. The company encourages people to work collectively to shared 
goals and values. They can share resources, including knowledge (Ghosal, Bartlett & Moran, 2000: 127).

Knowledge is drawn from various sources in order to increase the quality of the design solution. 
According to Snoek and Hekkert (1999: 168), the total amount of knowledge related to a certain 
design problem, including both the initial state of knowledge and the goal state of the problem, 
as well as a set of operators that can produce new states of knowledge from existing states of 
knowledge, is metaphorically called the solution space. The solution space of a design problem 
involves knowledge from a variety of domains. The complexity of most design problems requires 
gathering of additional information, either from domains closely related to the problem at hand 
or even from domains that have not been related to this particular problem before. Thus, the final 
solution space expands from the initial solution space. Productive thinking, i.e. restructuring the 
information in the final solution space, will lead to a creative solution to the design problem (Snoek 
& Hekkert, 1999: 168).

Using and producing knowledge in design can never be separated, as they are intertwined and 
often have a cause–result relationship. Design can produce knowledge when designers contribute 
their knowledge to an organisation. Designers can create knowledge by the generation of concepts, 
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the critical evaluation of existing products or idea generation. Designers can also turn the most 
appropriate concepts into product ideas and ultimately into viable products. Sanchez and Mahoney 
(1999: 68), for example, indicate how the new product information structure is an output of the 
design process and thus represents knowledge creation.

By generating knowledge, design con contribute to a sustainable competitive advantage. 
Holmberg and Ridderstrale (2000: 34) argue that future success of com panies is dependent on 
the development of conditions that facilitate the continuous (re)creation of customer value or, put 
differently, continuous innovation. For companies to compete successfully, a system of continuous 
innovation is, therefore, essential. Such a system can be the holistic design process. 

Holistic Design (Conceptual Model)

This section proposes a conceptual model of a holistic design process, which companies can apply 
in order to use and produce knowledge in their quest to be competitive. 

Start of the design process

The design process starts with acquiring knowledge on various aspects in preparation for the actual 
design process. Any design starts with a design brief. The brief usually, but not always, derives from 
market research. (See Figure 1.)
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New product, service or process
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Figure 1: Product Design as a Knowledge Creation Management Tool (conceptual model)
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There is a natural interaction between the designer and the market. The origin of a product can be 
either based on market information or in the creativity of the designer. On the one hand the designer 
could follow the market by reacting to market information and deliver a product for which there 
is known demand. This usually leads to incremental or continuous development and involves less 
risk. On the other hand the designer could lead the market by anticipating future trends and deliver a 
product for unmet or as yet unknown consumer needs. This usually leads to radical or discontinuous 
development and involves a higher degree of risk taking. The difference between these approaches 
relates to the push and pull marketing approaches. Theoretically the answer is not an either/or but 
both. The ideal new product should satisfy a known need in the market and, at the same time, be 
radically new.

Apart from the brief and market information, the designer should be au fait with certain company 
information. It is important that the designer comprehend the relationship of the new product to 
the rest of the company. The designer should understand the strategic direction of the company, 
knowing which aspects are fixed (e.g. the main purpose of the product) and which are open to 
creative design.

When research on the above is completed, it can be condensed into problem statement. (See 
Figure 1.) An example of a problem statement could be: Design an upmarket timepiece for young 
adults that could be produced by any subcontractor, but would sell for less than R1 000.

The design process

With all the preparations done, the problem can be addressed through the following four processes. 
The designer will use or increase his/her domain-specific knowledge of the design process to guide 
the process and make sure that it arrives at the desired end – a new product, service or process. 
The designer will also use or increase his/her domain-specific knowledge on non-design disciplines 
(Friedman 200a, 200b and Young, 2001). The design process will proceed as follows:
 • Conceptual design: The stage in which alternative solutions and design variants for solving 

the problem are generated and selected for further development. This process includes the 
knowledge-creation process. In this process the designer uses theoretical knowledge or sophia 
(theory driven knowledge) and generates mainly tacit knowledge as the conceptualisation will 
happen in the mind of the designer.

 • Embodiment of design: The stage in which one or more design concepts are translated into 
layout drawings and/or prototypes or full-scale mock-ups. In this process the designer uses 
skills or practical knowledge also known as techne (skills-driven practice) and generates explicit 
knowledge, as the tacit knowledge of the previous process is being formalised and expressed.

 • Detailed design: The stage in which the chosen design from the embodiment stage is developed 
and optimised in detail. Tacit and explicit knowledge are combined and further knowledge is 
created when the material is specified and the design engineered for ease of manufacture and 
maintenance. Detailed working drawings and specification or computerised instructions are 
drawn up. 

 • Evaluation of design: It is imperative that designs are evaluated. Not only is the outcome of 
the design process evaluated against explicit knowledge (e.g. brief or company’s mission 
statement), but they are also evaluated against tacit knowledge (e.g. the opinion of the designer 
or manager). If the outcome is not satisfactory, it is back to the conceptual design stage. 

Outcome of the design process

The outcome of the design process is a new product, service or process. Knowledge is produced in 
the process that can be incorporated into the strategic and functional management of the company. 
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RESEARCH

It has been established that design can contribute to the competitiveness of a business. The design 
input, like any other in a business, needs to be managed. Design management refers to the process 
through which design is integrated into the rest of a company’s business functions. Unfortunately 
business managers do not use design as widely as they might as a result of a poor understanding of the 
contribution of design. This raises the question of how the understanding of design can be improved. 

Only a few companies have incorporated design in their businesses, notwithstanding the advances 
of design management and the fact that the benefits of design are the subject of many publications. 
As these companies are the exception rather than the rule, it is an indication that design is not 
recognised sufficiently. Some of the reasons lie in the perceived risk of design, an inability by 
senior personnel to manage the design process and a different approach by designers and marketers 
towards executing their respective responsibilities. The reasons centre around a mutual misunder-
standing between designers and other staff members, built on what seems like a lack of sufficient 
knowledge of one another’s contribution to the benefit of the company. 

As a result, it was investigated what managers should understand about product design in order to 
use it as a source of knowledge creation. This investigation was done through a questionnaire survey 
and two focus group discussions (Groenewald, 2009). 

Questionnaire Survey 

A questionnaire survey was applied in order to find out what designers say managers should know 
about design. Section One outlined the background information and represented a wide spectrum 
of respondents from 22 countries. The results can be interpreted with confidence, although caution 
is advised against generalisation. According to Section Two respondents felt that it was important 
for managers to know the role that the design application could play in business solutions, case 
histories and the competitive advantage. The difference between design disciplines and which 
design discipline is best suited to solve a problem, were not indicated as important.

Section Three indicated the importance of managers to be aware of the integration of design with 
business. In more detail, they were:
 • Design should be included as early in the development process as possible.
 • Design is an integrated team effort between company, employees and designers.
 • Design information should be integrated with the workflow process of the company, which 

includes (placed in order of support) marketing, manufacturing, service delivery, finances and 
human resources.

Section Four centred on the importance of managers knowing about the design process. In general, 
the issues early on in the design process (for example the psychology of creativity) did not receive 
much support, with the writing of a creative brief, a significant exception. The importance of design 
as a multidisciplinary approach received the strongest support, while the respondents also felt that it 
was important for managers to understand the presentation of a design and the implementation of a 
design, as well as the short-term effectiveness and long-term significance.

Section Five centred further on the importance of managers being knowledgable about the 
presentation of the design application. A very strong negative correlation indicated that respondents 
felt that the more technical the information in the design presentation, the less important they were 
for managers to know about. The respondents felt that it is important for managers to know about (in 
order of support) the proposed alternative reality the designer was presenting, popularised drawings, 
written report(s) accompanying the design and working drawings. 

Section Six centred on the importance of managers knowing about the implementation of the 
design application. The respondents felt that it was important for managers to understand all four 
items listed. The items were (in order of support): The design application was to be implemented as 
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an integral part of the overall business strategy, the implementation of the design application could 
be a long-term process, the implementation of a design application could involve many experts from 
other fields and the manager should be involved on an ongoing basis in the implemen tation of the 
design application. 

Section Seven centred on the importance for managers to understand the risk analysis when 
dealing with design. The respondents felt that all four items listed were important for managers to 
know. The items were (in order of support): Integrating a design application is a calculated risk, the 
designer cannot guarantee an increase in sales, proper research can lower the risk and the designer 
carries part of the risk. 

In summary, the questionnaire managed to distinguish in a statistically significant manner 
between certain items that were indicated by designers as important for managers to understand 
and other items that designers felt were unimportant. In general, the items that were design-specific, 
such as conceptualisation and the psychology of creativity, were indicated as unimportant and the 
items close to managing a business, such as the writing of a creative brief and the risk factors, were 
indicated as important for managers to understand. The items that were indicated as important are 
included in the proposed curriculum for managers to learn about the design discipline. 

Focus Group Discussions

Two focus group discussions agreed in the main with the results of the questionnaire survey. A focus 
group with product designers agreed in general with the results of the questionnaire survey, with the 
exception of Section Four. The group felt that managers should understand the whole design process. 
Another aspect of importance was that the manager should trust the designer. The group also made 
suggestions for a number of topics that should be included in a curriculum about design awareness 
for management students. The focus group with marketing managers also agreed that the marketing 
manager should be involved in the whole design process, although the level of involvement during 
the conceptual design phase is minimal. They felt that it is important for the marketing manager to 
have an understanding of this phase but he/she only becomes involved when there are problems or 
deviations. The marketing managers stressed the importance of clear communication during the 
whole design process. 

It can therefore be concluded that the questionnaire survey and both focus groups indicated 
that managers need to have a general understanding of the design process but they do not need to 
understand the design discipline in detail. As a result the whole design process should be included 
in a curriculum, but not in detail. A curriculum should include an overview of the design process 
providing managers with a holistic view of the design process. 

Managers are not Taught about New Product Design

With an established selection of what managers need to understand, it is important to ascertain 
whether this content forms part of their education at tertiary institutions, especially in South Africa. 
The next step was thus to investigate whether future managers are educated by tertiary institutions 
to use product design to increase competitiveness.

Information was received from 13 universities on the subject nomenclature in management, 
marketing and entrepreneurship offerings. At none of the universities was there any reference to 
creativity or innovation as an official name of a subject. At seven of the 13 universities (or 54%), 
there was no mention of creativity or innovation at all, not even as part of a subject. At six of the 
13 universities (or 46%), there was some mention of creativity or innovation as part of a subject 
but this is not strong enough to be included in the official name of the subject. At the management 
faculties/departments of the universities of technology (former technikons) there was no reference 
to creativity or innovation in the official name of a subject. The design discipline was not mentioned 
anywhere at either the universi ties or universities of technology. 
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Based on the information received, it can be concluded that the offerings to management students 
at South African universities or universities of technology do not put much emphasis on creativity 
or innovation, while the design discipline is totally ignored. A cautionary note should, however, be 
added, as this conclusion was reached through the information supplied by the tertiary institutions, 
which consisted of only the subject names. More in-depth research is thus recommended. 

The Framework Could Work

Design projects of 18 fourth-year design students were analysed according to the proposed 
framework. All 18 projects indicated clearly how the product design process used and produced 
knowledge. The framework was thus successfully tested as a means to assist managers to acquire a 
sufficient understanding of product design. 

CONCLUSIONS

It was firstly concluded that evidence in the literature does exist that product design can improve 
competitiveness in a business, but that it is not always used as widely as it could be. Traditional 
approaches to integrate product design with the decision making of a business has only had limited 
success. A new approach is therefore necessary. Such an approach can be found in the use of product 
design as a knowledge management creation tool in order to increase competitiveness. This, however, 
requires that business managers should have a certain understanding of product design. A framework 
was developed that will assist managers to acquire such an understanding. It was then established 
that managers should have an overall under standing of the design process, but not necessarily an 
in-depth understanding of the design discipline. Unfortunately future business managers are not 
educated at South African tertiary institutions to understand enough about product design in order to 
use it to increase competitiveness. A proposed framework that could assist managers to acquire such 
an understanding was successfully tested in practice. This finding leads to the recommendations in 
the next paragraph.

RECOMMENDATIONS

This study would like to make two recommendations: How design can be integrated with business 
management and a curriculum that can provide business managers with a sufficient understanding 
of product design in order to manage the integration.

Firstly, it is recommended that design becomes part of a business and is managed on the same basis 
as any other business function such as marketing, finances or human resources. Sometimes these 
functions are managed by specialists, for example, when a marketing manager holds a qualification 
in marketing. The same can happen with the design function, where a qualified designer can be 
responsible for the design function. 

The problem is more acute at the general management level. For general managers (or directors 
or chief executive officers, etcetera) to manage a business with its specific functions, they need to 
have a sufficient understanding of the most important issues and the vocabulary of each individual 
function. This is at the heart of many management training programmes, such as the MBA. Similarly, 
general managers must have a sufficient understanding of the most important issues of design and 
its vocabulary. 
 • On a practical level, someone needs to be able to manage the design process on the same basis 

as he/she would manage any other business process. This can be referred to as operational 
design management.

 • On a functional level, someone needs to be able to manage a design department, whether 
in-house, outsourced or a combination. This level can be referred to as functional design 
management. 
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 • On a more analytical level, someone needs to be able to manage design as a strategic resource 
as part of the decision-making process, on the same basis as he/she would all the other strategic 
resources. This can be referred to as strategic design management. Design should be a holistic 
part of the process of formulating, implementing, and evaluating cross-functional decisions that 
enables an organisation to achieve its objectives, and should be applied like any other resource. 

In order to be competitive in the globalised economy, with outsourced functions and networked 
organisations, managers tend to manage competencies; they do not necessarily possess them. The 
general manager may be the best human resources manager, but if he/she attends to all the human 
resource issues, it is most likely that he/she will neglect his/her role as general manager. That 
role is primarily to pay attention to the strategic management of the organisation. Specialists are 
appointed, or often contracted in, to devote all their attention to a specific function of the business. 
In a similar way, designers must be appointed, or contracted in, to pay all their attention to the design 
function of the business. They will be the innovation specialists in the same manner as the company 
makes use of marketing, finances, human resources and production specialists. In order to increase 
competitiveness, good managers are people who have a sufficient understanding of all the specialist 
business functions which enables them to synergistically coordinate them. Against this background, 
a curriculum on design for managers is proposed.

Secondly, a curriculum is recommended which could provide managers with sufficient understanding 
to manage design as they would manage any other business function. The curriculum is divided into 
project design management, functional design management and strategic design management.

The outcomes of the curriculum can be formulated as follows: 

After studying project design management, a student should be able to:
 • Describe the role of design in business.
 • Describe the design process.
 • Write a creative brief.
 • Understand a design presentation.
 • Implement a design application.

After studying functional design management, a student should be able to:
 • Integrate design in a company’s management structure.
 • Effectively source design.
 • Manage the design linkage/interface.
 • Overcome barriers to the integration of design.
 • Manage designers.

After studying strategic design management, a student should be able to:
 • Describe the importance of the strategic role of design.
 • Write a strategic brief.
 • Use design as a source of sustainable competitive advantage.
 • Minimise the risk of implementing a design.

Managers can obtain a functional knowledge of product design by following the proposed curriculum. 
How such a curriculum fits conceptually in the business management theory, is graphically portrayed 
in Figure 6.2. Globalisation impacts on individual companies in many ways. Some of these factors 
are political, technological, cultural, socio-economic, legislative and environmental. The managerial 
ethos and increased competition further impact on individual companies. All these factors have an 
influence on the profitability of the company. Profitability can be increased by product design and 
knowledge management, and can be still further increased by using product design as knowledge 
creation management. Such an increase in profitability is, however, conditional on the fact that 
managers have a functional understanding of the product design process. 
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Figure 6.2: Summary of the need for a curriculum on product design for managers

SUMMARY

This paper indicated that evidence in the literature suggested that managers could use product design 
to improve competitiveness. Unfortunately business managers do not use design as widely as they 
might as a result of a poor understanding of the contribution of design. This raises the question of 
how the understanding of design can be improved. As a result of a questionnaire survey, a selection 



Increasing Competitiveness through the Application of Product Design as a Knowledge  
Creation Management Tool 25

of items for managers to know about design was drawn up. Two focus group discussions agreed in 
the main with these findings, but also made smaller adjustments. A conceptual framework was drawn 
up which could assist managers to acquire a sufficient understanding of design. This framework also 
indicated how design could be both a user and producer of knowledge and thus could contribute to 
a continuous competitive advantage. 

Further investigation showed that in the education of business managers, creativity and innovation 
did not receive sufficient attention. In response a curriculum was developed which could provide 
managers with an effective understanding of design in order to increase a company’s competitiveness 
by managing design as part of the knowledge creation management of a company. 
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ABSTRACT

Brand extension is considered as a strategy to enhance an organisation’s brand assets. Therefore, 
with a total of R4.8 billion spent on sports sponsorship in South Africa in 2008, the research 
considered whether marathon sponsorship can enable brand extensions. The study involved the 
use of self-administered questionnaires administered among 122 athletes who participated in a 
full marathon in the Cape Peninsula, South Africa, during March 2010 and used by default a 
convenience sampling technique, hence the exploratory nature thereof. Findings, among others, 
suggest that respondents will purchase a new product addition of the brand, which sponsored the 
marathon. The findings should complement marketing practitioners’ strategies, especially brand 
extension strategy, through marathon sponsorship.

Key words: brand extension, brand equity, sponsorship, marathon sponsorship

INTRODUCTION 

Sponsorship can be used to transmit brand and corporate messages, which may be combined with 
other communication tools. A sponsor’s survey (cited in Fulvia, 2007: 33) illustrates that the most 
essential factor for sponsorships is building brand equity, while a second essential factor is the 
increase of brand awareness. According to Ansoff’s product/market expansion grid (cited in Keller, 
2008: 490), brand extension strategy may be understood as a company’s new product development 
strategy. The company will develop a new product and the new product will use the company’s 
existing brand or a combination of a new brand and an existing brand (Keller, 2008: 491). Therefore, 
sponsorship may be an important communication tool to launch or develop new or existing brands.

BMI Sport (cited in Rose, 2008: 34) mentions that R4.8 billion was spent on sports sponsorship 
in South Africa in 2008, of which R2.6 billion was direct spending and R2.2 billion was “leveraged 



28 Journal of Business and Management Dynamics (JBMD)

spending” for indirect spending such as advertising, promotion, media and so on. South Africa’s 
average annual growth in the sports sponsoring market is more rapid than in North America and 
Europe (Fulvia, 2007: 29). Hence, the focus of this study is to consider whether marathon sponsorship 
can support brand extension as a strategy of brand management.

PROBLEM STATEMENT

The research problem is that it is unknown whether marathon sponsorship can support brand 
extension as a strategy of brand management.

OBJECTIVES

The objectives of this research are to:
 • understand the importance of brand extension as brand management strategy;
 • investigate the value of sports sponsorship as a tool to develop brand extension;
 • disseminate the results to academics and practitioners.

RESEARCH QUESTION

The main research question is: Can marathon sponsorship support brand extension?

Sub-questions

 • What general factors affect the success of brand extension?
 • Which of the general success factors can be supported by marathon events?

LITERATURE REVIEW

The literature review investigated the importance of brand extension as brand management strategy 
and specifically the brand extension success factors, which is an objective of the research.

Brand Extension

The value placed on brand extension is quantified by Simms (2005: 35) who estimates that 82 per 
cent of new product launches are brand extensions. In establishing brand extensions, marketers hope 
to gain access to new customers and markets by building on established brands, namely parent or 
core brands. A parent brand with strong brand equity allows for brand extension. Moreover, most 
companies use an established brand name to promote their new products as their core strategic 
growth plan but do not introduce a new brand name. Brand extensions can be divided into line 
extension and category extension. A line extension may be when a sports drink brand introduces 
a new flavour addition to the existing ready-to-drink line and a category extension may be when a 
sports drink brand introduces a snack bar (Keller, 2008: 491).

Aaker (1991: 209) was one of the initial researchers to investigate brand extension and stated 
that it is a natural strategy for a company to grow its assets. Indeed, the brand name that a company 
has developed is the most marketable and significant asset of several companies. Hence, utilising it 
to launch new product categories is an essential and intelligent strategic growth option. However, 
not all brand names would have positive effects on extensions. As shown in Figure 1, according to 
Aaker’s (1991: 209) original brand extension model, in general, there are five different effects of 
extending a brand name to a new product. 
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The bad
The brand name fails 
to help the extension

The good
The brand name

aids the extension

EFFECTS OF EXTENDING 
A BRAND TO A NEW 

PRODUCT

More good
The extension enhances 

the brand name

More ugly
New brand name 

is foregone

The ugly
The brand name 

is damaged

Figure 1: Results of extending a brand name
Source: Aaker (1991: 209)

The five effects include the helpful side, as well as the potential damage to a brand name because 
of extensions. Aaker (1991: 209) describes these effects as “the good, more good, the bad, the 
ugly and more ugly”. ‘The good’ relates to when a brand name brings helpful and useful effects 
to the extension, which involves brand associations, quality associations, awareness/presence and 
trial purchase. “More good” refers to when the extension is able to develop the core or parent 
brand. This means that the extension should reinforce the brand’s image, support the brand and 
quality associations as well as provide name recognition and associations to new segments. Whereas 
“the bad” means that the brand name fails to help or does not add value to the extension. In this 
instance the brand extensions motivate negative attribute associations, the extensions confuse the 
name of the brand, the extensions fit the brand poorly, the extension is perceived as poor quality and 
the extension is not supported. “The ugly” effect will damage the key asset of a firm, namely the 
brand name, which, as a consequence, creates undesirable attribute associations, weakening existing 
brand associations, damaging the brand’s perceived quality, or altering existing brand associations. 
Finally, the worst effect and result of extending a brand is a foregone opportunity to create new 
brand equity, which is called “more ugly”.

Factors that Influence Successful Brand Extension

The perceived quality of the core product can influence evaluation of the extension product; hence, 
the extension fit should be considered. According to Aaker and Keller’s (1990: 28) findings, 
perceived quality of the core brand’s original context is important for evaluation of the extension, 
as long as there is a correlation between the original and the extension product class. This was 
found by Völckner and Sattler (2006: 18) to still hold as the authors report that the parent brand and 
extension fit is the most essential driver of brand extension success. Other factors that also support 
successful extension include “marketing support, parent-brand conviction, retailer acceptance, and  
parent-brand experience”. Brand extension is reciprocal as the extension brand can also benefit the 
parent brand’s image (Balachander & Ghose, 2003: 4). Aaker and Keller (1990: 38) introduced 
the founding argument that the more similarities the parent and extension category have, the more 
chance for brand extensions’ success. Furthermore, Tauber (cited in Aaker, 1991: 211) concludes 
in a comprehensive study that seven popular fit approaches to brand extension were found after 
researching 276 brand extensions. These fit approaches are “same product with a different appearance; 
distinctive taste/ingredient/component; companion product; customer franchise; expertise; benefit/
attribute/feature and designer or ethnic image”. The seven fit approaches provide a framework of 
finding either a related and similar, or different fit between the original and extension product.
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There are three features of the core brand that will probably influence the evaluation of the brand 
extension. According to research findings of Aaker and Keller (1990: 29), perceived quality of the 
core brand will affect a consumer’s evaluation of the brand extension. Perceived fit level between 
the core brand and the category, as well as association of the core brand, can be another two features, 
which affect consumers’ evaluation of brand extension. Aaker and Keller (1990: 29) found that 
the higher the quality perceptions of the core brand, the more favourable the attitudes will be from 
consumers towards the extension brand. Also, a brand that has a higher perceived quality has a wider 
space to implement brand extension than one that has poor perceived quality (Aaker & Keller, 1992: 
37). Patro and Jaiswal’s (2003: 70) research supports this and shows that both quality and fit have a 
strong direct effect on brand extension.

Moreover, higher levels of marketing support in terms of advertising lead to higher levels of 
perceived fit (Klink & Smith, 2001). Nevertheless, Smith (1992: 12) and Smith and Park (1992: 298) 
proved that it is more important to implement the marketing promotion strategy to the extension 
product, rather than to the core brand and product. When brand extensions are brought to market, 
marketing communication plays a key role in attracting attention to the brand (O’Guinn, Allen 
& Semenik, 2006: 24). With regards to brand equity management strategies, brand extension can 
usually help to develop brand awareness, as well as reinforce brand associations. In addition, event 
sponsorship, publicity and symbol exposure can all improve awareness. Also, a long-term orientation 
positively influences brand extension success (Henseler, Horváth, Sarstedt & Zimmermann, 2010: 12)

Sports Sponsorship

Smith and Taylor (2004: 488) imply that there are two levels for sponsorship objectives, namely 
corporate and product-related. In general, the communication objectives of the two levels are: providing 
information to create brand awareness; changing perceptions of the corporate, product or brand to 
enhance attitudes; influencing intentions; and increasing or stabilising demand (Masterman, 2007: 
33). In addition, according to Masterman (2007: 65), sponsorships can also develop internal relations 
and competitive advantage. Not only can sponsorship become a team-building activity, but it can also 
provide a chance for an employee’s family and community to become involved in the event. Competitive 
advantage can be gained by prohibiting competitors to take any advantage of the sponsorship.

According to a sponsor’s survey (cited in Fulvia, 2007: 33), findings showed that the most 
important factor for sponsorships is brand equity building (81%), while other main objectives, which 
were also considered as essential by respondents, include brand awareness (74%); driving sales 
(54%); stakeholder relationship management (39%) and motivating employees (37%). Moreover, 
compared with advertising, sponsorship can be cost-effective in terms of reaching a particular 
audience. Sponsorship is able to access specific types of audiences, which is probably difficult to 
reach via other marketing communication. Hence, sponsorship has developed integrated and cost-
effective communication (Smith & Taylor, 2004: 485).

IEG Group’s data (cited in Lesego, 2005: 22) shows that R192 billion was spent on sponsorship 
in 2004 globally. Of this, America spent at least 40 per cent of the amount, Europe 28 per cent, 
while 19 per cent was spent in the Pacific regions, 8 per cent in Central and South America, and 5 
per cent was spent in other regions, including South Africa. Nevertheless, from 2005 to 2006 South 
Africa’s average growth in the sports sponsoring market was 18 per cent, while North America’s 
and Europe’s growth were 10.5 per cent and 10.9 per cent, respectively. In addition, BMI Sport’s 
data (cited in University of Pretoria, 2009: 37) indicates that in 2007, R3 065 million was spent on 
sports sponsorship in South Africa.

Fulvia (2006: 33) states that smaller niche sports (such as road running and mountain biking) 
hold potential value. In terms of the smaller niche sports market, Smith (cited in Fulvia, 2006: 33) 
states that: “it has particular value for challenger brands that are entering the market that need to 
create awareness quickly”. Fulvia also believes that although some of the niche sports have not 
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been explored extensively by sponsors, these opportunities hold a potential for growth in the sports 
sponsorship market. According to the race diary of Runner’s World (2009), approximately 850 
marathons were held in South Africa during 2009.

Impact of Sponsorship on Brand Equity

Sponsorship is able to achieve brand awareness and brand awareness can be developed by creating 
brand associations. However, the challenge is to identify suitable associations that strengthen the 
required image of a brand (Duncan, 2008: 613). Although sports sponsorship is able to attract 
and involve customers and other stakeholders, those who participate are probably merely a small 
percentage of a brand’s target audience. Therefore, the company should involve more potential and 
actual audiences by creating interesting elements that will attract media, thus implementing brand 
publicity, as well. “Sponsorships both differentiate and add value to brands” (Duncan 2008: 613). 
For instance, by sponsoring Orlando Pirates Adidas adds value to its brand by being associated 
with a team that won three trophies in a single season. This strengthens one of Adidas’s core brand 
associations, namely performance (Adidas, 2011). 

Brand extension strategy can follow a “new products within existing markets” development 
strategy or a “new products within new markets” development strategy. The development of new 
products within existing target markets is understood as a product development strategy. The strategy 
aims to introduce and sell new products to loyal consumers and consumers that have strong core 
brand awareness (Masterman, 2007: 202). The development of new products within new markets 
strategy may be a difficult and riskier strategy, because not only may fierce competition exist in new 
markets but several difficulties also present themselves for new product development and growth.

Roy and Cornwell (2003: 386) prove that, in the same event, sponsors that have high equity 
brands obtain more perceived congruence than sponsors that have low brand equity. As a result, 
the company that has high brand equity may find it easier to improve brand awareness and image 
via sponsoring a sport event because it can gain a better perceived fit with the sponsorship activity 
even without several marketing communications. In addition, consumer response indicates that both 
the sponsor’s and the event’s information is “accessed from memory and the new information is 
compared with the schema”, which is explained as a mental structure that stores, organisers and 
guides experiences (Roy & Graeff, 2003: 360). Hence, it is essential to investigate attitudes towards 
brands from a consumer perspective. 

Roy and Graeff (2003: 370) assert that there is a positive relationship between the perceived fit of 
a sponsoring brand and an event. Hence, sponsoring events can be an effective way for companies 
to promote their products and services when there are better perceived linkages between a sponsor 
and an event. Additionally, according to Mullin, Hardy and Sutton (2000: 261), both large and small 
companies’ marketing executives found that “linking their messages to leisure pursuits conveys 
these messages immediately and credibly”. A reason for this is that it reaches its target consumers 
through their lifestyles, namely the persuasive environment. Therefore, it is essential to explore 
association of the company/product with the event. “By establishing a link with an event, a company 
shares the credibility of the event itself while delivering its message to a consumer who is apt to be 
relaxed and thus more receptive”. Therefore, use of advertising, sales promotion, public relations 
and other communication tools, which enhance the perceived fit between the event and sponsoring 
brands, is a significant marketing campaign that creates awareness among consumers and the firm’s 
sponsorship (Roy & Graeff, 2003: 371).

RESEARCH DESIGN AND METHODOLOGY

Overall, a positivistic and theory testing research approach with a cross-sectional research strategy 
was employed for the study. Keeping the objectives of the study in mind, a two-pronged research 
design was opted for, namely a pilot study, which was followed by a self-completion sample survey. 
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Design and Sample

The pilot study sought to validate the questionnaire as well as the intended interviewing procedure 
to be followed for the main sample survey. In this regard a similar marathon, which was held two 
weeks prior to the main event, acted as a pilot study. In total 47 questionnaires were received and 
processed. No changes were deemed necessary for the measuring instrument and the research 
procedure was accepted unconditionally. 

Given the homogenous population under consideration, meaning all targeted respondents were 
marathon athletes, a self-administrated intercept in-person drop-off sample survey was decided upon 
for the sample survey (Chisnall, 2001: 154 and Zikmund & Babin, 2010: 224). The key advantages 
relating to this type of survey include, among others, the overall reduced costs, the respondent’s 
control relating to the completion of the survey, the anonymity of the respondent and the absence of 
interviewer bias (Zikmund, Babin, Carr & Griffon, 2010: 220). 

Given the limited time and financial resources available, a hundred completed questionnaires 
were deemed to be sufficient. In order to achieve this intended target, the researchers were guided by 
Chisnall (2001: 154) who indicates that the response rate of self-administrated sample surveys were 
estimated to be between 64 to 89 per cent. Thus by accepting the worst case scenario, a hundred and 
fifty questionnaires were distributed amongst participants of the marathon while registering the day 
before the event. This was done from the registration area where most athletes queue for their running 
registration and number collection for the next day’s race. The location was, therefore, convenient for 
the researchers, who requested the queuing athletes to complete the questionnaire. Given the availability 
of athletes during registration for the event and the fact that questionnaires were handed out by field staff 
to the very first 150 marathon athletes, the sampling technique resembled more of a convenience sample 
rather than being a simple random sample, hence the exploratory nature of the study. 

In total, 122 athletes who enrolled for the full marathon (42.2km) completed the questionnaires. 
This represented a response rate of 81.3% which is in line with Chisnall’s (2001: 154) estimations. 
Being at the higher end of the response scale can be attributed to the near perfect incidence rate 
of athletes registering for the event. More so, the physical presence of field staff handing out and 
collecting completed questionnaires, the covering letter attached to each questionnaire, as well as a 
prize on offer for completing the questionnaire added to the high response rate. 

Measuring Instrument

Given the control of the respondent when completing the questionnaire (listed as a key advantage 
earlier), it is to be noted that the potential for error is high as there exists no opportunity to monitor 
or interact with the respondent during the course of the interview. Not only can respondents omit or 
misinterpret questions, but they may even refuse participation (Burns & Bush, 2002: 244  - 245). Thus, 
in order to counteract this key drawback, a short and simplified questionnaire was administered. 

The questionnaire contained 17 questions of both a nominal and interval nature. The nominal data 
was used to determine certain classifications by means of closed-ended questions and the interval 
questions, i.e. the five point Likert scale were used to measure the more complex aspects of brand 
and brand recognition (McDaniel & Gates, 2001: 302). 

The choice of using a Likert scale was mainly driven by the various issues to be tested. Thus, 
instead of using unstructured or open-ended questions to attain respondents’ opinion or position 
on branding, a more comparative vehicle was sought. The Likert scale proved to be advantageous 
in this regard for its flexibility, economy and ease of completion. The flexible scaling technique 
allows for qualitative in-depth statements to be reduced to short and focused statements, which are 
then rated by respondents. It allows for appropriate usage of vocabulary whether it be sophisticated, 
technical or simply straightforward. It furthermore takes much less time to complete, process and 
collate the data. And finally, the battery of items can easily be composed especially as the brand 
issues have been identified beforehand from the literature review (Alreck & Settle, 1995: 116–118).
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The questionnaire was divided in two interrelated yet logical sections. See the attached 
questionnaire in Appendix A in this regard.

FINDINGS

As all questions in section A of the measuring instrument related to the most recent/last marathon 
participated in (excluding the current marathon), it is to be noted that the results therefore do not 
reflect the brand perceptions of marathon runners for a singular event, but depicts brand perceptions 
of a range of similar events participated in.

Demographic Profile

The sample showed that there was nearly three times the number of males compared to females 
(74.6% vs 25.4%). Also, 43.4 per cent of respondents were between 18 to 40 years old; about 36 per 
cent were between the age of 41 to 50 years; while approximately 20 per cent of respondents were 
50 years of age and older. Furthermore, the greater part of athletes (42%), belong to the diploma/
degree education category, while the postgraduate diploma/degree category comprised 31 per cent. 
Moreover, the total percentage of both lower than Grade 12 and Grade 12 (Matric) was approximately 
26 per cent of the total athletes. The sample also revealed that the majority of respondents placed 
themselves into three key occupations, namely: managerial/executive; professional (medical/law); 
and engineering/technical, which comprised 63 per cent of the total number of respondents. English 
was the main home language, comprising more than 50 per cent of the total full marathon athletes. 
In comparison, Afrikaans was the second majority home language, with approximately 41 per cent 
of the total number of respondents. And finally the mean value of the athletes’ running years was 
estimated at 10.8 years and about 23 per cent of athletes have been participating in marathon events 
for 16 years and longer. Thus, most of the athletes have gained sufficient experience in respect of 
marathon events, which would render their opinions as representative.

The demographic profile of the respondents provides insight into the typical marathon athlete, 
which should guide branding strategy. The findings of this study indicate that as far as marathon 
sponsorship is concerned branding strategy should be targeted at males (about 75%), the two age 
groups of 18 to 40 and 41 to 50 years (combined about 79%), the educated (about 73%) occupying 
managerial/executive, professional and engineering/technical positions (about 63%), who speak 
English and Afrikaans (about 91%) and are experienced athletes. The demographic profile informs 
academics and practitioners of the value of the marathon participants as target group.

Attitudes towards Marathon Sponsorships and Brand Extensions

The majority of respondents (75.3%) reported that a qualified marathon enhances the sponsor’s 
brand image and 70.7 per cent considered it good to have the same sponsor sponsoring a marathon 
continuously. Also 73.4 per cent noted that the sponsor’s brand was visible at the previous event 
and 69.8 per cent thought that sponsoring the marathon enhanced awareness of the sponsor’s brand/
product. In contrast less than half of respondents (47.5%) were of the opinion that a sponsor that has 
high media coverage is essential for their participation in a marathon. Brand recall of the sponsor’s 
brand of the most recent marathon participated in (excluding current marathon) was 67.9 per cent. 
Moreover, as far as quality is concerned, 65.8 per cent of the athletes regarded sponsoring the 
marathon as enhancing the perception of the quality of the sponsor’s brand/product. In addition 62.4 
per cent will recommend the sponsor’s brand/product to friends or family and those who indicated 
that there was a good fit/relatedness between the sponsor’s brand/product and the marathon 
accounted for 61.5%. Finally those that felt that the experience of the marathon will influence their 
decision to buy a new product addition to the brand that sponsored the marathon was 55.5% and 55.8  
per cent indicated that a new product addition of the brand that sponsored the most recent/ last 
marathon will be bought. 
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The respondents’ attitude towards marathon sponsorship and brand extension indicates the value 
of a marathon as a tool to develop brand extension. The majority of respondents indicated that a 
qualified marathon enhances the sponsor’s brand image, sponsoring the marathon enhanced brand 
awareness and recall, perceived quality of the sponsor’s brand was enhanced, and a that a brand 
extension of the sponsor’s brand will be bought. 

DISCUSSION

The research supported Fulvia (2007: 33) who mentions that sponsorship can be used to transmit 
brand and corporate messages, as 61.5% of respondents reported a good relationship between the 
sponsor’s brand/product and the marathon. Aaker and Keller’s (1990: 28), however, reiterate that 
there should be a correlation between the original and the extension product class. Through this 
fit brand messages are communicated to participants. Health associations could be transmitted 
when a brand like Flora sponsors a marathon and energy replacement/performance when Energade 
sponsors a marathon. Additionally, according to Mullin, Hardy and Sutton (2000: 261), both large 
and small companies’ marketing executives found that “linking their messages to leisure pursuits 
conveys these messages immediately and credibly”. A reason is that it reaches its target consumers 
through their lifestyles, which is a persuasive environment. It is essential to explore association of 
the company/product with the event. “By establishing a link with an event, a company shares the 
credibility of the event itself while delivering its message to a consumer who is apt to be relaxed and 
thus more receptive” (Mullin, Hardy & Sutton, 2000: 261). A marathon may thus be a favourable 
environment to introduce a brand extension, because consumers may be more receptive to additions 
of the sponsor at the marathon.

Enhance Perceived Quality

The higher the perceived quality of the parent brand the more favourable the attitudes from consumers 
towards the extension brand (Keller & Aaker, 1990: 29). The research found that almost two thirds 
of all respondents were of the opinion that sponsoring a marathon enhances the perceived quality of 
the sponsor’s brand/product. Therefore, sponsoring a marathon should support the introduction of 
a brand extension.

Enhance Athletes’ Awareness of the Sponsor’s Brand/Product

Fulvia (2007: 33) also mentions that the main aims of sponsorships are building brand equity and 
increasing brand awareness. Of the participants, 67.9 per cent could recall the sponsor’s brand of 
the most recent marathon they participated in and sponsoring the marathon increased the awareness 
of the sponsor’s brand for 69.8 per cent of respondents. According to Duffy (2003: 50) sponsorship 
provides consumers with a real and honest environment in which to experience a product or brand, 
while traditional advertising campaigns are more concerned with creating fictitious associations. 
Hence, sponsorship is an effective means to enhance consumers’ awareness of a brand/product.

Cost Effectiveness

Brand managers should consider marathon sponsorship because the study showed significant 
benefits in terms of recall (67.9%), awareness (69.8%), enhancement of quality associations (65.8%) 
and recommendations to friends and/or family (62.4%). The low importance of media coverage may 
be linked to the next point of discussion, which is the recommendation that a marathon should be 
rendered a qualified marathon. In doing so information about the marathon would be communicated 
to athletes via racing diaries, racing clubs and so on, lessening the need for high media coverage 
and reducing media spend for the sponsor. This reinforces Smith and Taylor’s (2004: 485) view 
that compared with advertising; sponsorship can be cost-effective in terms of reaching a particular 
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audience. The relatively lower cost of marathon sponsorship may make funds available for other 
forms of marketing, like promotions, which can support brand extension.

Render Marathon Qualified

The highest rating for the survey was recorded regarding rendering a marathon a qualified marathon. 
Three out of four respondents (75.3%) were of the opinion that rendering a marathon a qualified 
marathon would enhance the sponsor’s brand image. A qualified marathon in South Africa probably 
means more formal and serious running for athletes who have participated in various marathons. 
Hence, a qualified marathon expresses a more reliable and professional image and experience for 
both athletes and spectators, which provide a significant link with a sponsor’s product and brand, and 
hence enhances the sponsor’s image. The association between a qualified marathon and a sponsor 
is able to express a high perceived quality of the sponsor’s product for athletes and audiences. 
Furthermore, according to Aaker (1991: 213), perceived quality of a brand name is a key factor, 
which influences the success of its extension. Therefore, because a marathon can improve a brand’s 
perceived quality, it should support brand extension.

Visibility

A majority of the athletes indicated that the sponsor’s brand was visible at the previous marathon 
(73.4). This is probably due to the less cluttered communication space at a marathon where only 
a limited number of brands are competing for attention. This offers an ideal environment, which 
affords a brand extension the “space” to be introduced.

Continuous Sponsorship

Respondents believed that it would also be positive if the same sponsor sponsored a marathon 
continuously (70.7%). One advantage of this is that it would enhance athletes’ awareness of the 
sponsor’s brand and product through repetition, which should support successful brand extension.

Experience Marketing

Sponsorship as a specific type of communication can create experiences that appeal to additional 
dimensions and all senses, which encourage fan participation, which renders the event’s experiences 
memorable (Mullin, Hardy & Sutton, 2000: 262). According to Duffy (2003: 6), beyond the functional 
attributes of products, brand experiences should provide consumers with positive experiences, which 
realise their desires, expectations and aspirations. Hence, sponsorship may become an important 
link between sponsors/brands, consumers and their emotional attributes. Hence a marathon should 
be an ideal platform for a sports drink to introduce, for example, an energy bar brand extension 
because consumers will be receptive to the experience.

Managerial Implications

Sponsoring a marathon as a vehicle for brand extension should be considered by marketers. Not 
only does it augment the image of the brand, but it also provides for high brand recall. At the same 
time it enhances the perception of the quality of the sponsor’s brand/product and feeds word-of-
mouth marketing efforts with the majority of athletes recommending the sponsor’s brand to others. 
Furthermore, as seen in the study, the profile of a marathon is very event-specific and should be 
regarded as a niche market to the overall consumer profile of the brand. 

Respondents indicated that their experience of the marathon influences their decision to buy a new 
product addition of the brand that sponsored the marathon, which has implications as it suggests that 
the sponsor of a marathon should be intimately involved in the organisation of the event. 

Finally, in the instance where marathons are used to support a brand extension strategy, a long-
term commitment to the sponsorship is imperative.
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Limitations and Future Research

The study investigated the effectiveness of marathon sponsorship as an enabler of brand extension; 
hence there is a limitation that the results may be marathon specific, which may not be representative 
of all marathon sponsorships. Even though acceptable as sampling design, the non-probability 
convenience sample may have the problem that the sample may be biased, because not all possible 
respondents have a chance of selection. Future research that validates factors of brand extension 
success in other marathons using stratified probability sampling and different locations would be 
beneficial.

CONCLUSION

Aaker (1991: 213) states that the first step for consumers to accept a new product is not only to 
develop awareness of the brand name, but also to associate the name with the product category. In 
this case, how to increase consumers’ awareness of a brand and product becomes the first problem 
of brand extension. Hence, this study aimed to research whether marathon sponsorship is able to be 
a communication tool, which enhances consumers’ awareness of brand extension. In addition, it is 
expensive to create awareness of a new product’s name and to associate the name with a product 
category. Thus, this study researched whether marathon sponsorship can achieve brand extension 
effectively.

The study found that, as a local event, marathon sponsorship is an effective marketing 
communication tool for sponsors to use as means to communicate with its target consumers in order 
to increase their awareness of the sponsor’s brand and product. According to D’Allesandro (cited in 
Keller, 2008: 263), the best events are either big in scope such as the FIFA World Cup, Olympics, 
or local such as city marathons and university rugby competitions. 

Also, according to Keller (2008: 263), the amount of sponsorship expenditure is normally two to 
three times less than the budget used for related marketing activities. Hence, marathon sponsorship 
is cost-effective and more economical compared to other marketing communication campaigns. 
In addition, this research discovered that most of the marathon athletes found that the marathon 
sponsorship enhanced their awareness of the sponsor’s brand and product. According to Duffy 
(2003: 46), sports sponsorship is mainly effective to impel awareness of a brand launch or re-
launch. Therefore, marathon sponsorship can be used as a marketing communication tool as means 
to achieve effective and successful brand extension.
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APPENDIX A: Research questionnaire

SECTION A

The questions below concern the most recent/last  
marathon you participated in before today’s marathon 
(excluding today’s marathon).
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1. I can recall the sponsor’s brand of the most recent marathon  
 I participated in (excluding this marathon). 

1–1 –2 –3 –4 –5

2. The sponsor’s brand was visible at the previous event. 2–1 –2 –3 –4 –5

3. It is good to have the same sponsor sponsoring a marathon 
 continuously.

3–1 –2 –3 –4 –5

4. Sponsoring the marathon enhanced my awareness of the 
 sponsor’s brand/product.

4–1 –2 –3 –4 –5

5. Sponsoring the marathon enhanced my perception of the 
 quality of the sponsor’s brand/product.

5–1 –2 –3 –4 –5

6. A qualified marathon enhances the sponsor’s brand image. 6–1 –2 –3 –4 –5

7. A good fit/relatedness between the sponsor’s brand/product 
 and the marathon is very important.

7–1 –2 –3 –4 –5

8. A sponsor with high media coverage is essential for me to 
 participate in a marathon.

8–1 –2 –3 –4 –5

9. I will buy a new product addition of the brand which 
 sponsored the marathon.

9–1 –2 –3 –4 –5

10. My experience of the marathon will influence my decision to 
 buying a new product addition of the brand which sponsored 
 the marathon.

10–1 –2 –3 –4 –5

11. I will tell my friends/family about the sponsor’s brand/product. 11–1 –2 –3 –4 –5

SECTION B

12. For how many years have you been running?  years

13. Gender Male  Female 

14. Age 18 – 40  41 – 50  50+ 

15. Education Lower than Grade 12  Matric 
Diploma, degree  Post-graduate 

16. Occupation Professional (med, law, etc.) 
Managerial, executive  Adminstrative, clerical 
Engineering, technical  Maketing, sales 
Skilled craft or trade  Semi-skilled occupation 
Other, specify: 

17. Home language Xhosa  English  
Afrikaans  Other specify: 

Thank you for your co-operation!


