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Abstract: Parents have become consumers in an educational market and schools find themselves operating in a 

competitive space (Beamish & Morey, 2013). The primary objective of the study is to recommend marketing 

guidelines for independent primary schools, with the focus on physical evidence, and more specifically school 

facilities in the marketing mix.  The methodological approach followed was exploratory and quantitative in 

nature. The sample represents 669 respondents from 30 independent schools in the Gauteng Province of South 

Africa, and the data analysis included descriptive and factor analysis. The main findings are that a computer 

centre is regarded as the most important school facility for parents when selecting an independent primary 

school, followed by a library and sport facilities.  
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Abstract: Due to resource constraints, small firms are especially vulnerable to environmental uncertainty. 

More specifically, previous research has not considered empirically the relationship between small business 

market orientation (MO) and environmental uncertainty. The purpose of this research paper was to explore 

the proclivity of environmental uncertainty and MO behaviours among Botswana’s small service firms. 

Snowball sampling was used to select 249 owner/managers of small firms in the Gaborone metropolis. 

Stepwise regression analysis and structural equation model (AMOS 18) were used to examine the data 

collected. The paper’s findings, addressing a knowledge gap in the small business literature, emphasise the 

importance of small businesses in Botswana orienting themselves to the market, in an environment 

characterised by higher levels of market turbulence, technological turbulence and competition. The findings 

thus explicate the gap in market orientation techniques of small service firms in Botswana.  
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Abstract: The primary objective of the study was to investigate the influence of the traditional internal 

marketing mix (internal product, internal price, internal distribution and internal promotion) on the 

satisfaction levels of employees participating in graduate development programmes (GDP) within retail 

banks in South Africa. Primary data was gathered using a questionnaire with items measuring the internal 

marketing mix, employee satisfaction and affective commitment. The sample consisted of GDP employees 

from three of the major banks in South Africa. The data was factor analysed and a stepwise regression was  
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performed. The findings stipulate that employee satisfaction is influenced by internal product, collaborative 

culture and organisational structure. Therefore, meaningful training and development coupled with coaching 

support, ensuring the right fit between the employee’s skills, personality and the job, clearly defined KPIs 

and the inclusion of career advancement plans, are necessary to enhance employee commitment to their 

employer. Finally, management should consider a clan type culture which encourages teamwork and 

involvement and decentralised organisational structures that promote integration between departments. 
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Abstract: The purpose of this paper is to develop an understanding of luxury brand consumption in 

emerging markets and to explore a new notion associated with brand positioning termed ‘opportunistic 

luxury branding’. Using an extant segmentation approach of luxury brand consumers, the authors examine 

the behaviours and motivations associated with luxury brand consumption and the effect of authenticity in 

this context. Sixteen in-depth interviews were conducted with a diverse group of South African luxury brand 

consumers. The insights derived here suggest that luxury brands can be used as a social marker, but also as 

a business investment, a self-gift and as an indicator of quality. Indexical cues and the location of a retail 

outlet are central to the authentication of luxury brands in emerging markets. Managerial implications are 

proposed with specific reference to luxury brand consumption with the longevity of opportunistic luxury 

brand positioning questioned.  
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