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ABSTRACT

Grocery stores in South Africa require both proactive and reactive communication methods to
maintain sales owing to the country's competitive landscape, shifting consumer preferences, and
rapidly evolving economic and technological advancements. The aim of the study was to
investigate the MCS’s in grocery retail sector of KZN Province, South Africa. Primary and
secondary goals were established for this study in order to solve the aforementioned challenges:
The primary objective of this study was to investigate the MCS’s in grocery retail sector of KZN
Province, South Africa. The following secondary objectives were set for this study to support the
primary objective: to determine the MCS’s adopted by the grocery retailers in attracting
customers; to determine the application of the MCS’s in the grocery retail industry. to determine

the challenges of adopting and implementing MCS'’s in the grocery retail industry.

In view of this, a qualitative approach was adopted in the study and case study design with ten
grocery retail stores. The study employed thematic analysis and data analysis was also done
using Atlas.ti. The study found the specific MCS’s adopted, namely; business sustainability
strategy, customer loyalty strategy and effective customer acquisition strategy. The study also
discovered that grocery retailers use both new and traditional media. In particular, social media
and online marketing are frequently used in communicating and attracting customers. The findings
reveal that the success of these MCS’s is determined by improved customer satisfaction and

business transformation.

KEY TERMS:
Marketing communication strategies; marketing communication mix; grocery retail sector;

customers; customer-centric approach.
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CHAPTER 1

ORIENTATION AND OVERVIEW OF THE STUDY

1.1 INTRODUCTION AND BACKGROUND OF THE STUDY

It is expected of grocery stores worldwide to adapt to a rapidly changing environment. According
to Ray and Sack (2020), the corona-virus-19 (COVID-19) pandemic has brought attention to and
intensified technological advancements in the retail sector, particularly the increasing need for e-
commerce and online food shopping in South Africa. Furthermore, demand for door-to-door
consumer deliveries has increased, and with it, so have consumer expectations for free, quick
delivery (Datex, 2017; Brink, Heyns, and Kilbourn, 2019). Owing to the enormous development of
online sales in all major markets, traditional shops have implemented multi-channel and omni-
channel approaches to trade and satisfy the expectations of their customers (Marchet at al.,
2018). Various communication resolutions were first required to communicate with customers to
address the issues raised by virtual market, which including several, disorganised supply
frequencies to reach diverse market groups (Galipoglu at al., 2018).

Dicey (2016) asserts that outside variables, including social and environmental ones, along with
their difficulties, have also had an impact on the retail industry in South Africa (SA). The economy
in South Africa shrank by 0.3% in 2016 (Stats SA 2016). Marchet et al. (2018) revealed that the
large grocery merchants have seen a decrease in larger consumer online purchases, which has
been linked to both a slowdown in economic growth and an increase in the amount of foreign
vendors joining the market. In 2017, the return on equity (ROE) of South African retailers was
good, sitting at 22.3%, out of the 12 major retailers, despite all of these challenges. The retalil
industry continues to do well overall (Neboh and Mbhele, 2020). However, the COVID-19
pandemic in 2019 caused a drop in food retail performance (Ray and Sack, 2020). The retail
competitiveness in South Africa has evolved into a marketing issue, prompting the use of various

marketing communication strategies (Neboh and Mbhele, 2020).

Various academics (Yim, 2014, cited by Lekhanya, 2015; Aremu and Lawal, 2012; Mustapha,
2013; Mgisha, 2019) underscore the importance of marketing communication in such a
competitive context. Most academics have maintained that MCSs are used in understanding
consumers' purchasing habits, as well as how businesses can connect with their target audience

and what their preferences are for particular products.
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Mgisha (2019) asserts that further research is necessary to determine whether the MCS’s used
by retailers are effective in generating a sufficient ROE, as well as the scientific approach
underlying these strategies in the grocery retail industry. These data are needed to help
organisations do two things: first, keep customers longer so they can increase tax contributions
and employment opportunities; and second, improve baseline data in the literature, particularly
regarding how combined MCS’s can be used to study how customers perceive any grocery store
(Mgisha, 2019). Consequently, the perseverance of this study was to study the MCS’s employed
by grocery stores in the KwaZulu-Natal (KZN) Province of South Africa to draw in customers. KZN

was selected since it would minimise travel expenses for the researcher.

1.2 PROBLEM STATEMENT

Grocery stores in South Africa require both proactive and reactive communication methods to
maintain sales owing to the country's competitive environment, shifting consumer preferences,
and rapidly evolving economic and technological advancements. Because of this, the main effect
of a MCS is a cycle of deals aimed at customers to sway their decisions and increase sales very
quickly. An increase in the number of companies entering the South African retail sector presents
unknown difficulties for established retailers, who then struggle to develop unique and successful
strategies to stay in business and increase ROE. This is especially relevant to KZN grocery stores,
who are under intense market competition (Motala, 2017; Ray and Sack, 2020).

In comparison to marketing management, the existing scholarly literature (Morrison, 2010; Berger,
2014) focuses more on how sales are perceived to be running. Although it is anticipated that
consumers' experiences and satisfactions would influence marketing communication efforts, their
opinions regarding effective marketing communication have not yet been studied. It is not the
ideal scenario because marketing reviews are typically conducted when issues arise, at which
point the marketing managers are considered (Lekhanya, 2015; Gossen and Kropfeld 2022).
Moreover, effective MCS’s require regular situational assessments, even in cases where
marketing communication practices are operating well. This allows for pertinent adjustments to be

made and updates to be made (Queenmary and Shivany, 2019).
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According to Neboh and Mbhele (2020), managers can enhance their ability to respond
appropriately and practically to the continuously evolving technology landscape and economic
downturn by utilising MCS’s. It is the responsibility of grocery retailers in KZN to do market
research, ascertain client demands and create MCS’s to meet those objectives (Brink, Heyns and
Kilbourn, 2019). Therefore, there is a lack of empirical literature regarding the marketing
communication tactics that work in this shifting environment to draw in clients and how well they
accomplish that goal (Styger, 2018). According to Lekhanya (2015), failing to provide customers
with information about MCS’s that work and whether they want to improve their strategies could
lead to a failure to influence the customers' purchasing decisions, which could also have an impact
on their ability to increase revenue during a slow period. To keep such customers loyal to the
firms, it is important to consider the empirical gap. Ray and Sack (2020) coincide with Neboh and
Mbhele (2020) regarding the efficacious reaction strategies to the evolving environment.
Furthermore, they state that recent research (Ray and Sack, 2020; Ogunlela and Tengeh, 2020)
has demonstrated that the COVID-19 disease poses a challenge, as the majority of grocery shops
adopted novel tactics for remaining competitive. Despite this, the topic of this pandemic is still
relatively understudied. This insight led to the subsequent derivation of the research problem for
this work.

According to this perspective, marketing managers must look into MCS'’s that work to draw clients,
win their trust and loyalty and close sales to generate income for grocery stores. The majority of
the relevant research to date is based outside of South Africa, and as far as the researcher is
aware, no studies have been done to investigate the current MCS’s among grocery shops in KZN
(Queenmary and Shivany, 2019). Despite this, it was crucial for grocery stores to reach out to
their marketplace, set aside money for marketing initiatives, communicate clearly with both
present and potential customers, and promote and enhance the quality of their advertising
materials (Mapheto, 2014; Hughes and Fill 2016; Thwala and Slabber, 2018).

Retailers must be able to modify their marketing strategy in response to the ever-changing retail
landscape. Retail marketing can assist retailers in staying ahead of the curve and reaching their
target clients as efficiently as possible so they can adjust to shifting market conditions (Zubdul,
Hasrat, and Siti,2023).
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1.3. RESEARCH PURPOSE, OBJECTIVES AND MOTIVATION
1.3.1 Aim of the Study

The aim of the study was to investigate the MCS’s in grocery retail sector of KZN Province, South

Africa.
Research Objectives

Primary and secondary goals were established for this study in order to solve the
aforementioned challenges:

1.3.1.1 Primary Objective
The primary objective of this study was to investigate the MCS’s in grocery retail sector of KZN

Province, South Africa.

1.3.1.2 Secondary Objectives
The following secondary objectives were set for this study to support the primary objective:
a. Todetermine the MCS’s adopted by the grocery retailers in attracting customers.

b. To determine the application of the MCS'’s in the grocery retail industry.

c. To determine the challenges of adopting and implementing MCS’s in the grocery retail

industry.

1.3.2 Research Questions

The study attempted to answer the questions stated below.

1.3.2.1 Primary Research Question

What are the MCS’s used in grocery retail sector of KZN Province in South Africa?

1.3.2.2 Secondary Research Questions

a. What are the MCS’s adopted by the grocery retailers in attracting customers?
b. How are the MCS’s applied in the grocery retail industry?

c. What are the challenges of adopting and implementing MCS’s in the grocery retail industry?

15



1.4. PRELIMINARY LITERATURE STUDY

1.4.1 Introduction

The view of the literature for this research was informed by the nature of the study goals. Each of
the planned study's objectives was broken down into subheadings in this literature review. This
research used and analysed the discussion, as well as assess the body of existing literature,
through global, regional, and local lenses. A literature review, according to Damon (2012), is a
thorough account of knowledge found in the literature in relation to your personally chosen subject
of research. In a literature review, literature is outlined, condensed, assessed, and explained.

Kotler and Keller (2012) claim that marketing is a collaborative process in which businesses
create, deliver and run quality goods and services to satisfy customers' needs and aspirations.
Furthermore, Mullins and Walker (2013) concur with Kotler and Keller (2012) that marketing is a
set of activities assisting businesses and people in fulfilling their objectives and goals via mutual
benefit and the establishment of enduring relationships. Lekhanya (2015) defines marketing as
the process of producing and providing desirable products and services to potential clients,
encompassing all activities associated with drawing in and keeping devoted clients.
Consequently, competitors need to understand the needs, wants, and requirements of their target
market before they can satisfy them with superior products, needs and wants as well as easily

accessible customer services in order to keep them as clients.

Conversely, Armstrong and Kotler (2013) characterise marketing as "the profitable management
of client connections that arise when people choose to satisfy their needs through a substitution
association." Awan and Hashmi (2014) define marketing as a strategy for educating consumers
about a business, its goods and services. Therefore, the direct approach a business uses to reach
out to its target market is called marketing. To do this, the five components of the marketing mix

are employed.
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1.4.2 Theoretical Framework

Marketing strategies have been built upon the principles of the Communication Theory and
Awareness, Interest, Desire, and Action (AIDA) model (Bagwell, 2013). Even during the midst of
the Fourth Industrial Revolution, in a 21st century, important decisions that result in the execution
of a marketing strategy are still made using this theory (Berger, 2014; James-MacEachern and
Yun, 2017).

Communication Theory

Communication theory is a continuous process of interpretation. It makes the assumption that all
levels of involvement are involved in the interactive process of communication. The
Communicative Constitution of Organizations (CCO) approach is gaining popularity to analyse
communication in strategic communication theory. According to James-MacEachern and Yun
(2017), CCO thinking is based on the idea that communication is the main model for describing
social reality rather than just a tangential by-product of human behaviour (Schoeneborn and
Blaschke, 2014).

Awareness, Interest, Desire, and Action (AIDA) model.

To enable its products to be accepted by the target market, marketers should begin by attracting
attention or acquiring awareness, stimulating interest, inspiring want, and inducing action or
purchase in prospects, according to the Awareness, Interest, Desire, and Action (AIDA) model.
According to the hierarchy of effects model, a buyer's purchasing choice is influenced by factors
such as product benefits conviction, brand preference, brand liking, product advantages and

features knowledge, and product awareness.

1.4.3 Marketing Strategy

Kotler et al. (2013) define marketing strategy as the process by which businesses use their
marketing judgment to try and achieve their specific marketing objectives. A marketing plan should
attempt to completely satisfy current customers, as they will then spread the word about the
product or service. This is according to Berndt and Tait (2012). Retailers might benefit from starting
their marketing plan development process with the definition of marketing. Marketing is described
as the study, planning, carrying out, and monitoring of well-defined programs intended to induce

voluntary value exchanges with a target market in order to attain (Kotler 2012). According to Kotler
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and Fox (1995), marketing comprises developing an organization’s services to align with the
needs and preferences of the target market in addition to using effective selling techniques,
communication, and distribution to educate, inspire, and service the markets. According to Kotler
(2012), a business unit's marketing strategy is the marketing reasoning it uses to achieve its

marketing objectives.

Marketing tactics are well known for significantly enhancing a company's performance.
Furthermore, the growth of social networking campaigns and the evolution of promotional and
advertising strategies have both served as evidence of their relevance. Owing to this, there are
now new participants in the market and the established firms in the sector are using revolutionary

marketing communication tactics (Gbolagade, Adesola and Oyewale, 2013; Marchet et al., 2018).

1.4.4 Marketing Communication Strategies

The MCS is the blueprint for utilising every aspect of the Promotional Mix (Lamb et al., 2012).
Through persuading, instructing, educating, and reminding target markets of the advantages of
the company's goods and services, the MCS promotes mutually beneficial interactions. Every
component of marketing communications is managed and coordinated to help with the creation of
a promotional composite (Lamb et al., 2012).

There seems to be a consensus definition of "marketing communication” among scholars.
Marketing communications, according to Dmitrijevs and Dolbnev (2013), is the direct or indirect
process used by businesses to educate, convince, or remind consumers about goods or services.
Piercy (2013) and Fill and Jamieson (2006) define marketing communications as management's
strategy for establishing a connection between a company and its various audiences. A definition

more pertinent to the proposed study states that marketing communications encompasses all
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planned message types employed to develop brand advertising, public relations, sales promotion,
packaging, events and sponsorship, direct marketing, personal selling, customer service, and
product placement (Ouwersloot and Duncan, 2008, cited by Oduniami and Emannuel, 2014).

All businesses require a favourable and easily available medium that facilitates the target market's
learning about the company's offerings (Odunlami and Emmanuel 2014). A well-intended MCS
can even enhance the sales of a company's goods or services (Lamb et al. 2012). The
development of promotion tactics is motivated by the company's positioning and the market.
Building a marketing communication plan for a company entails a number of steps, according to

Cravens and Piercy (2013).

1.4.4.1 Steps in Designing MCS
a) Setting communication objectives — help in deciding how the MCS's elements are applied
in the marketing platform; clearly defined objectives will guarantee that every effort is made

in a particular area (Egan, 2011).

b) Determining the functions of each component in the promotion component. — Setting up
techniques for each component of the promotion's expected contribution is essential. It
facilitates the development of the strategy for each promotion aspect (Silverman, 2013).

c) Estimating the promotional budget — The goal of the corporate marketing budget is to
improve the efficacy of advertising, not to determine the optimal budget size. A promotional
budget in some industries might just include estimated promotions and "sales advertising"
costs; nonetheless, the marketer believes that every dollar spent on marketing
communication should help the organisation to achieve its objectives. The marketing
manager must, therefore, ascertain which MCS’s worked each year and which ones worked
best for particular products (Khan, 2014). This will help to guarantee that the allocated money

is used as effectively as possible.

d) Collection of the approaches for each advertising component — These strategies have to
support the intended brand positioning and be consistent with the target market plan.
Strategies for every facet of promotion must take past occurrences into account (Silverman,
2013).
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e) Combining and implementing the promotional mechanisms strategies — Grocery stores
need to develop and put into action an integrated communications plan for both business

and consumer goods.

f) Evaluating the utility of the integrated promotion strategies) To make sure a method is

suitable for the intended use, it is imperative that it be thoroughly assessed.

To engage with customers and those who influence their purchase decisions, a company's MCS
should help to manage its communication initiatives and coordinate and integrate all marketing
communication aspects (Cravens and Piercy 2013). According to Egan (2011), if a company's
products are appealing to customers, they will establish a relationship with it and be more likely
to stick around and make future purchases. This enhances the company's reputation and
increases its overall visibility. The goal of marketing communications, which is a part of the
marketing mix, is to tell target customers about the firm, its products and services (Hughes and
Fill 2016, referenced by Thwala and Slabber, 2018). Its function might change based on the
circumstances and the task at hand. Therefore, it is not as straightforward as it might seem.

1.4.5 Application of MCS through Marketing Communication Mix (Promotion Mix)

Marketing techniques like promotions, commercials, and other marketing tools are used to
successfully engage with potential customers to draw in buyers of goods and services. Retail
establishments need to provide value in order to satisfy customer needs and maintain a
competitive advantage. This is possible by using efficient marketing mix techniques to influence

consumer demand for their goods and services (Khan, 2014).

Moogan (2011) asserts that while "hard copy" promotions like direct mail and catalogues and
frequent "mass media" advertising are important components of the marketing mix, technology
and e-documents are becoming more and more important sources of the promotional mix.
According to Bagwell (2013), the organisation and its many investors still rely heavily on the
website as a marketing communications tool. The versatility of smartphones and other mobile
devices as helpful tools for connecting and drawing in new customers should be highlighted,
though. Parallel to this, Allais (2016), cited by Motala (2017), concurs with Moogan (2011) that
promotions and similar events represent the most effective forms of marketing communication,
even in light of the growing significance of digital media. More is involved in promotion than merely

participating in a range of communication-related activities. It is important to design and execute
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the promotional mix in a way that aligns with the organisation's objectives (Berger, 2014).
According to Styger (2018), the growing environment has played a significant role in the
expansion of integrated marketing communication (IMC) as clients become more accustomed to
technological advancements and alterations in the social milieu. These advances have an impact
on consumer purchasing behaviours as well as how they receive and interpret marketing

materials, as demonstrated by the growth of online commerce.

A generic term for various forms of planned messaging intended to promote a brand is marketing
communications, according to its definition. According to Cravens and Piercy (2013), Polyorat
(2014), Motala (2017), a few examples are product placement, events and sponsorships,

packaging, public relations, sales promotion, direct marketing, personal selling, and events.

1.4.5.1 Elements of Marketing Communication Mix

The components of the Marketing Communication Mix are as follows:

a) Advertising. This entails any kind of broad presentation and endorsement of concepts by
a designated sponsor via print or digital media. Retail marketers use a range of
communication channels to interact with their current and potential customers, including
interactive advertising, print, television, sports, and the arts, to mention a few (Ratiu and
Avram, 2014).

b) Occurrences and encounters. These are corporately sponsored activities and initiatives
aimed at fostering atypical or unexpected brand-related connections with customers
outside of the formal arena, such as in the fields of entertainment, the arts and sports
(Piercy, 2013).

c) Sales promotion. Piercy (2013) highlights that this pertains to a range of temporary
incentives designed to promote the trial or acquisition of goods and services. The list
consists of trade promotions, employee promotions (such contests and drawings), and
model and ticket promotions.

d) Events and experiences. These are corporately sponsored activities and initiatives aimed
at fostering atypical or unexpected brand-related connections with customers outside of
the formal arena, such as in the fields of entertainment, the arts and sports (Piercy, 2013).

e) Public relations. A range of initiatives, either internal or external, designed to safeguard a
brand and its marketing messages. By responding to or dispelling unfavourable rumours,

stories, and incidents, retailers can enhance their reputation (Kotler, 2012; Lamb et al.,
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f)

h)

2012). Alhakimi and Qasem (2014) assert that the public perception of the store and the
Customer Satisfaction Index play a significant role in fostering customer loyalty since
contented customers advocate for the business and entice others to make purchases

there.

Direct Marketing. This includes speaking with prospective clients directly through
communication channels such the phone, email, fax, mail, and the Internet (Kotler, 2012).
Instead of the customer traveling to the market, Ratiu and Avram (2014) claim that direct
marketing delivers the market directly into the offices of potential customers. Direct
marketing is the process of speaking with consumers directly instead of through

intermediaries in the form of commercial media.

Interactive Marketing. This is founded on intentionally designed events and initiatives that
draw in present or future clients in an online setting to increase brand recognition, enhance
the brand's image, or encourage sales of goods and services, either directly or indirectly.
A retail store, for instance, could provide an internship programme for a marketing and
social media assistant. The intern would be responsible for managing and answering all
inquiries on various social media platforms, maximising online presence through the
application of strategic and creative marketing activities to increase customer interaction
(Lekhanya, 2015).

Buzz Marketing or Word-of-Mouth Marketing. This includes all oral, writing, or electronic
correspondence between people regarding the acquisition or utilisation of a good or
service (whether positive or bad) (Mapheto, 2014).

Personal Selling. A face-to-face meeting allows a salesperson to provide a presentation,
field questions, and build rapport with one or more potential customers. Offering a
captivating speech to an audience in person is the essence of personal selling, a subset
of interpersonal selling. It is the best strategy for influencing the preferences, convictions,
and behaviour of consumers. According to Bangura (2011), attitude is the sole

consideration in personal selling.
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}) New Media. Social networking sites provide as a platform for businesses to interact,
communicate and exchange content with their target audience thanks to the New Media,
a contemporary marketing communication tool (Schnalke, 2012).

k) Packaging. When it comes to increasing a product's value, packaging is one of the most
crucial and effective marketing communication tools. Packaging is an extremely effective
tool for advertising and disseminating information about products (Mgayi, 2015:16). It
permits an organisation to display its goods in oppaosition to those of other organisations.

1.4.6 Marketing Communication Challenges in Grocery Retail Stores

Today’s market is characterised by simultaneous change, speed and intense competition. Modern
business practices are impacted by new technologies, which also give enterprises access to new
markets. Due to these pressures, businesses must swiftly adjust to new non-conformities and
demand conditions within the short product lifespan. They do this by developing marketing
strategies and marketing communication plans (Marjanova and Stajanova, 2012). According to
Hadiyati (2015), as customers' expectations for new elements and regular product revolutions
rise, the development of innovative technologies has an impact on the business system and

increases opportunities for new markets.

Executives in marketing communications operate in an unpredictable environment, therefore they
must prepare carefully (Bellamy, 2011 in Lekhanya, 2015). Sarma (2013) and Hadiyati (2015)
claim that grocery retailers must overcome a significant marketing obstacle in order to prosper.
The primary challenges are those related to products and markets, which result from heightened
rivalry between identical products on the market that are priced differently based on the customer
buying class that specific grocery shop is trying to reach.

The question of whether marketing initiatives improve a company's performance is not well-
supported by scientific evidence. It seems that an organisation can grow and expand without a
marketing plan to some extent because word-of-mouth (such as referrals, reviews, and prior
stays) is so potent and raises demand (Lekhanya, 2015). Thwala and Slabbert (2018) propose
that the implementation of many supplementary marketing tactics is deemed negative in retail
enterprises. For instance, it is said that some of these businesses have shortcomings with regard

to pricing and sales training.
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1.5. RESEARCH METHODOLOGY

Research methodology, according to Sekaran and Bougie (2016), is the approach that must be
used when conducting research, encompassing the theoretical and philosophical presumptions
that research is built on as well as the implications for the process.

1.5.1 Research Approach, Design and Method

The study used a qualitative approach to comprehend opinions and viewpoints. By using analysis
to delve deeper into issues, the qualitative approach facilitates the discovery of novel ideas and
unique points of view. This approach collects data through a variety of semi-structured or
unstructured methods, including one-on-one interviews (Creswell, 2014). Sekaran and Bougue
(2016) define a qualitative approach as one in which the researcher regularly fabricates
information claims that are mostly based on constructivist or participative attitudes. Examples of
inquiry approaches include case studies, ethnographies, narratives, and grounded theory
investigations. According to Berger (2014), a quantitative approach is one that makes use of a
guestionnaire in an empirical study of social phenomena that is methodically conducted using
statistical, mathematical, or computational techniques. Research using mixed methods involves
collecting data in both quantitative and qualitative forms, combining them and using a range of
designs, such as theoretical frameworks and philosophical norms (Creswell 2014).

Open-ended interview questions were employed in the researcher's qualitative methodology. As
defined by Silverman (2013), an interview guide is a set of questions and thematic ranges that
the interviewer should cover during the process. Though this is only a guide, the interviewer will
have a list of questions prepared; deviating from the format is encouraged and will not be viewed
negatively. The researcher used semi-structured interviews to comprehend respondents' opinions
and perceptions. By using analysis to delve deeper into issues, the qualitative approach made it
possible to find fresh ideas and unique points of view. By using this method, the individuals were
able to provide the data with additional context or depth. Therefore, the researcher started to
understand the reasoning behind the response or attitude rather of just responding, "no," to a

guestion.

According to Sekaran and Bougie (2016), a research design is a blueprint or strategy created to
address the researcher's study question through the collection, measurement and analysis of
data. To identify and characterise the features of the variables of interest in a scenario, the

researcher employed a descriptive research methodology. The purpose of this study was to
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gather respondents' opinions about the efficacy of marketing communication tactics employed by

grocery stores in the South African province of KZN to draw in customers. The semi-structured
interviews were employed with the variety of data.

As the researcher used qualitative approach, interviews were used to gather data for this study,
it was situated within an interpretive research paradigm. Since the researcher had to comprehend
the experiences, attitudes, customs, and behaviours of the managers, the research paradigm had
a significant influence on this study. The researcher set out to find out what individuals thought
about the most recent marketing communication tactics used by the grocery industry to attract
new customers. Datex (2017) asserts that qualitative data generation techniques are incorporated
into the interpretive research paradigm. Some have dubbed this type of study paradigm the "soft
paradigm" (Forsey, 2012; Zohrabi, 2013).

The phenomenological approach was the main reason behind the qualitative research used in
this study. A phenomenological approach centres research on people's first-hand experiences,
with the writer's point of view serving as the actual beginning point (Datex, 2017). Semi-structured
interviews were employed as the research approach for conducting a study. Accordingly, the
researcher used the interview technique of research to determine and characterise the
characteristics of the variables of interest in a given situation. The goal of the suggested study
was to find out what respondents thought about the marketing communication tactics grocery
stores in the KZN Province were doing to draw in customers. The process of gathering data

included semi-structured interviews. The interview served as the data source for the study.

1.5.2 Data Collection

To accomplish the goals of this research, information was gathered and examined. As far as the
researcher is aware, gathering data makes sample control easier. To increase reliability, a data
collection tool was employed in this investigation. A data collection instrument is a device used to
collect data for any kind of research (Mgisha, 2019). Creswell (2014) defines data collecting
techniques as the procedures that include establishing the parameters of the study, gathering
information through organized or unstructured observations, interviews, and graphic materials, as

well as starting the data recording phase.

This study used semi-structured interviews with open-ended questions because they allow for

flexibility in the interview flow and allow conclusions that align with the study's objectives to be
25



formed. The advantage of semi-structured interviews is that participants can provide historical

information and much more particular information than with other methods of data collecting.
According to Creswell (2014), there are limitations to interviews, such as the fact that not everyone
is as perceptive and fluent. To help interviewees better understand each question and deliver the

perceived correct answers, the researcher allowed them to reword each one.

The researcher created a list of questions based on study prompts and questions to help with the
interview process (Forsey, 2012). Interpreting the conversation involved both the interviewees
and the researcher (Forsey, 2012). Consequently, after getting approval from the relevant
authorities and the participants' assent, the researcher set up interviews with the subjects.

Appointments were set up for telephone interviews based on the participant's request.

Before starting the interview, the researcher started by asking the participant's consent to record
a session and gave a brief explanation of the purpose of the study. Then, questions about your
life will be asked. In order to give the participant ample time to completely respond and offer
follow-up questions as needed for clarity and depth, the researcher asked each interview question
one at a time (Bunaiyan and Mcwilliams, 2018). Included in the Interview Guide was a list of
inquiries pertaining to the study questions. During the interview, the researcher made notes on
potential follow-up questions. Throughout the interview, the researcher made notes regarding
potential follow-up inquiries. After the interview, the researcher asked the participant if there was
anything further they would like to discuss. After transcribing the interview, the researcher
expressed gratitude to the subject and informed them that there might be a chance for a follow-

up interview (Forsey, 2012). Every interview had a recording.

1.5.3 Data Analysis and Interpretation

Sekaran and Bougie (2016) define data analysis as the act of assessing data by applying logical
and analytical reasoning to analyse each element of the data. In this study, the researcher
employed thematic analysis, and a software program called ATLAS.ti to effectively analyse, code
data and interpret effectively. ATLAS.ti, according to Creswell (2014), is a sophisticated
workspace for analysing massive amounts of written, graphical, audio, and video data
gualitatively. It includes several advanced tools for carrying out the duties that come with any
methodical approach to "soft" data. Coding entails segmenting phrases, sentences, or photos into
categories and labelling those categories with a key term based on the text data or images

acquired during data collection. There are several software’s used in qualitative research, such
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as NVivo, Quirkos, MAXQDA. However, the most sufficient software for this study was the
ATLAS.ti with trusted results (Maree, 2016). The reason behind the selection of this software is
that it is faster and the most efficient way of storing and locating qualitative data (Creswell, 2014).

1.5.4 Study Setting

The study was carried out in the KZN township of Richards Bay, which is located in the King
Cetshwayo District. The grocery retail stores in Richards Bay were chosen as the study's target
region because of their combination of food stores and commercial space, as well as because

the study setting's size made data collecting feasible.

1.5.5 Population

According to Creswell (2013), a target population is any group of people, institutions or other
entities from which a study's sample might be drawn. This group can significantly affect
generalisability, or how broadly the study's conclusions can be extended to the target population.
According to Abutabenjeh and Jaradat (2018), a target population is the subset of the broader
population from which a researcher seeks to investigate and take conclusions.

The grocery-selling retail stores made up the study population. Supermarkets were among the
retail stores that employed marketing managers. The study's target group comprised 30 retalil
managers of groceries in Richards Bay Township. The size of the retail store was the primary
variable of interest. Supermarkets were defined as grocery retail stores with three or more pay
points, and the participants in this category were marketing managers. Data were only gathered
from the stores where permission to participate in the study was granted after an informed consent

procedure.

1.5.6. Sample

According to Maree (2016), an excessively large sample size in qualitative research can impede
the researcher’s ability to gather comprehensive and detailed data. That being said, a sample size
should not be so small that theoretical and data saturation are unachievable (Sandelowski 2016).
The development of theory is, to put it simply, the focus of theoretical saturation, which is sample
size and has to do with the number of participants and acts/episodes that have to happen before
any more information can be received. Conversely, data saturation occurs when all themes and

categories are fully occupied and no new data is produced (Maree, 2016).
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Both probability and non-probability sampling are widely used techniques in sampling, while there
are many more (Elfil and Negida, 2017). Probability and non-probability are the two categories
into which Sekaran and Bougie (2016) subdivide sample techniques. The foundation of probability
approaches is applied mathematics and the concept of randomness, while non-probability
methods rely on selection through non-random processes. In contrast to non-probability sampling
techniques, probability samples meet the prerequisites for using applied arithmetic to accurately

simplify to the population.

The non-probability sampling approach was utilised in this inquiry. More importantly, the researcher
received good theoretical reasons for the components included in the sample and improved data
collection accuracy by using the purposive sampling approach. A relevant factor ensures that
participants are chosen to reflect a group, phenomena, area, occurrence, or type, according to
Creswell (2014), who describes this sort of non-random sampling. Accordingly, the researcher chose
individuals who had at least five years of experience working in the marketing department and who

met certain prerequisites.

According to Saunders and Lewis (2012), non-probability sampling techniques work best in
situations where there is no complete list of population members and it is unknown which ones
will be chosen. With the express purpose of increasing data collection accuracy and providing the
researcher with sound theoretical justifications for the sample's constituent parts, the purposive
sampling approach was employed. According to Creswell (2014), this kind of non-random
sampling makes sure that participants are selected to reflect a group, phenomenon, location,

occurrence, or type in respect to a pertinent criterion.

To gather information, the researcher deliberately selected ten marketing managers as a sample.
The ten marketing managers who made up the purposive sample were chosen based on the
positions they occupy, and the expectation is that they will supply the pertinent information
required by the researcher to answer this study’s research questions. One of the selection criteria
was that the manager had to work in the marketing department of the grocery retail industry for
at least five years. This decision was made with the understanding that all grocery retail store
managers are in constant communication with both staff and consumers to meet their
expectations. The researcher also aimed to comprehend the essence of experiences around an
event, gather information through in-depth interviews, and analyse the information utilising
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experience and meaningful themes. Since they meet the requirements, the researcher has set, up
to ten individuals may be chosen purposefully.

1.6. TRUSTWORTHINESS

1.6.1. Credibility

According to Korstjensa and Moser (2018), credibility is the level of confidence that may be put in
the veracity of study findings. The credibility of the research was proven in this study by proving
that the conclusions accurately represent the original opinions of the participants derived from
their original data.

1.6.2. Transferability

This speaks to how easily findings from qualitative research may be adapted to a variety of
contexts or participants (Datex, 2017). It was simple to determine how trustworthy the study was.
According to Khan (2014), it is not the responsibility of the researcher to assess the study's
transferability, rather to ensure accuracy of data collection and data analysis allowing other
researchers to judge the transferability of the study. The interview was recorded and transcription
enhanced transferability as well. This would enable another researcher to use the study's

methodology to replicate the findings.

1.6.3. Confirmability
1.6.4. Validity and reliability of the study

The research study's conclusions which could be verified by additional researchers is referred to
confirmability. Verifying that the data and conclusions drawn from them are clearly derived from
the data and are not the product of the researcher's imagination is the goal of confirmability
(Korstjensa and Moser, 2018).

1.6.4.1. Validity of the Study

Quialitative validity, according to Gibbs (2007, cited by Creswell 2014), entail the methods used
by the researcher to guarantee the accuracy of the results. To avoid embellishing or distorting the
facts and occurrences, the researcher employed descriptive validity, describing instead the
information that the participants would provide. The researcher presented to a group of three

specialists to confirm the validity of this planned investigation. Member checking was used to
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verify the accuracy of the qualitative findings, and an external evaluation of the entire project was

conducted.

1.6.4.2. Reliability of the Study

Aresearcher's approach needs to be uniform across many researchers and organisations in order
to maintain qualitative reliability (Creswell, 2014). Congruence within this planned inquiry would
make advantage of reliability. The integrity within "defines the reliability of the findings distributed
in a test, confirming that the multiple items employed to assess the various ideas produce
trustworthy ratings,” (Khan, 2014). Aspects of reliability include score consistency, the
dependability and reproducibility of study results (Zohrabi, 2013), and the constancy of outcomes
throughout time (Bashir, Afzal and Azeem, 2008, referenced by Tlapana, 2017). Sekaran and
Bougie (2013) contend that a measure's dependability indicates how free of bias (i.e., inaccuracy)
it is, allowing for consistent assessment across an extended period of time and in a range of
circumstances. Put another way, a measure's reliability—a sign of the instrument's consistency

and stability in measuring a concept—determines how valuable it is.

1.7. ETHICAL ISSUES
Since this study involved human participants and ethical approval was required, ethical
considerations had to be considered. The clearance was received; more certificates and

documentation are included in Appendix 2.

Ethics are the standards of behaviour that define what is and not appropriate (Styger 2018). The
following factors were considered when gathering data. The researcher will ensure that the
subjects of the study are not misled about the nature of the investigation and will avoid exposing

them to personal or potentially upsetting information.

The researcher applied to the UNISA Research Ethics Committee for ethical clearance.
Accordingly, the University of South Africa's ethics committee was consulted for permission to
carry out the study. The investigator made certain that the investigation complied with UNISA's
Policy on Research Ethics (UNISA, 2017). Furthermore, the goal of the study was communicated
to the managers and owners of grocery stores. All participants received certificates of ethical

clearance, and the study's specifications were explained.
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Participants were given the choice of a phone interview owing to the COVID-19 pandemic in the
nation. In this regard, the researcher sent a complimentary letter outlining the specific reasons
why this research study was required at this time. Most importantly, the UNISA Ethics Review
Committees (ERCs) accepted and reviewed petitions for research ethics in compliance with the
shutdown requirements. Nevertheless, they made it apparent that they did not want the study to
start right away in those cases. The interview conversation style chosen by the participants was
considered. Every participant had the chance to respond to the questions posed by the
researcher. It was planned that the interview would last for 45 minutes. In semi-structured
interviews, pre-planned questions helped to direct the conversation and cut down on idle chatter.
The investigator ensured that participants understood the UNISA research ethics policy, which
includes their right to confidentiality and voluntary participation; refraining from engaging in
harmful, harassing, or discriminatory behaviour toward them; protecting and upholding their
privacy, confidentiality, and dignity; treating research participants as distinct individuals and
appreciating their differences; and optimising imprecision. To ensure objectivity, the researcher
gave participants the ability to access, view and identify materials they had contributed both before

and after the data analysis procedure.

1.8. PRE-TEST

Before the final interview questions were finalised, pretesting was conducted to explore difficulties
that may have developed throughout the study. A pilot study is a small-scale evaluation of a
research approach that was utilised in a bigger, more rigorous investigation. Because the goal of
a pilot research is to avoid costly mistakes, such as a pricey but flawed large-scale study, it is also
known as a feasibility study. A pre-test, according to Janghorban, Latifnejad and Taghipour
(2014), is guided by the objectives such as how it will take you to finish the survey. If there are
any queries that need to be answered or if there are any themes that need to be clarified; if there
are any questions that are confusing, ambiguous, or redundant; if there are any questions that can
be answered with a simple yes or no; What do participants think about the survey's overall format
and if a face-to-face interview or a self-administered questionnaire should be used; and whether
there are any additional questions that may be asked? Hence, based on the findings of the pre-
testing, the interview protocol was improved accordingly. Janghorban, et al. (2014) argue that the
interview questions should at least be several times for interview protocol. Therefore, in this study,

three participants were part of pre-testing.
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1.9. STUDY LIMITATIONS

The study's worth is not diminished by the following limitations, but they are nonetheless important
to note. The study's sample consisted solely of KZN retail marketing managers. Because retail
managers from other provinces in South Africa were not included in the study's sample, there was
a geographical bias and the study's findings could not be extended to the entire nation. The study's
geographic reach was limited to a single province owing to budgetary, COVID-19, and scheduling

constraints, as visiting multiple locations could have disseminated the virus.

1.10. FEASIBILITY OF THE STUDY

This study was made possible by the uninterrupted collection of data from the King Cetshwayo
District in the KZN Province of South Africa, as well as the availability of the necessary
respondents. Their involvement made the study to be concluded successfully. Primary data from

the interview responses of the participants was used in this study.

111 KNOWLEDGE DISSEMINATION

Several thesis formats were used to describe the results and analyses of the intended research.
The researcher also hopes to publish this study’s results in journals, seminars, conferences, and
other venues. According to Parekh et al (2010), distribution bias occurs when the results of a
study's dissemination profile are dependent on the direction or intensity of their findings. They
maintain that a distribution profile is characterised by potential users’ awareness of the

accessibility of analytic findings or results.

1.12 CONTRIBUTION OF THE STUDY TO ACADEMIA

The study’s deeper scholarly contribution is found in its examination of marketing communication
strategies used in the grocery retail industry in the South African province of KZN. Through an
examination of this particular setting, the research provides insights into the distinct opportunities,
problems, and dynamics that are present in this industry. It also broadens the understanding of
marketing communication strategies by presenting the actual data from the location that may not
have received enough attention in scholarly literature. Future research, legislative choices, and
business practices in the grocery retail sector in South Africa and possibly other similar places across

the world can all benefit from this study.
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1.13 CHAPTER OUTLINE

The backdrop, research problem, goal, research questions, objectives, and
methodology of the study was outlined in this chapter, which also
provided an overview of the research issue.

The research technique was the main topic of this chapter. It included the
following topics: population and sample, research design, research

technique, study area, data gathering method, data analysis method, and
study limits.

This chapter examined the research on higher education institutions' use of
marketing communication strategies to draw in prospective students. This
chapter examined marketing strategies, the promotional mix, admissions
process elements, and the role of staff in marketing colleges. The
theoretical foundation that directed this investigation was also supplied in
this chapter.

This chapter presented the data and its analysis, which involved using
Atlas.ti software to analyse the information obtained through interviews
with the target population. It contained the conclusions and explanations
of the findings based on the goals and the research questions in an effort
to address the research question.

The study's conclusion and recommendations were presented in this
chapter. Limitations and areas for future researched were also presented

Figure 1.1: Thesis chaptler layout




1.14 CHAPTER SUMMARY

This chapter serves as a roadmap for the research through discussing the problem statement and
outlining the research objectives, aim of the research and the outlining of the research project
guestions. The next chapter is postulated on the number of studies conducted by scholars, and it

views various articles and authors about the problem that is being researched.
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CHAPTER 2

LITERATURE STUDY

2.1 INTRODUCTION

In the previous chapter, a general idea of the topic is presented with a background of it. This
chapter discusses the relevant literature review that assisted in answering the research questions
of this study. This chapter included a discussion on marketing strategy, MCS, application of MCS’s
using marketing communication mix, and marketing communication challenges in grocery retail

stores. The chapter concluded with a discussion on the theoretical framework.

2.2 THEORETICAL FRAMEWORK

The theory of communication serves as the foundation for this study. Communication theory is an
ongoing process of meaning construction. According to this theory, strategic communication must
be viewed as an agile management process, with a focus on providing these spaces for strategy
formulation and execution as well as testing decisions through continuous loops of negotiation and

presentation (Gossel, 2022).

2.2.1 Communication theory

Communication theory is a continuous process of interpretation. It makes the assumption that all
levels of involvement are involved in the interactive process of communication (Zubdul, Hasrat,
and Siti, 2023). This process, which focuses on the internal and exterior arenas of continuing
negotiations, constructions, and meaning presentations, is omnidirectional rather than necessarily

two-way (Betteke van Ruler, 2021).

The model of communication, commonly known as Laswell's model, was created by Lawswell in
1948. A number of distinguishing features of this model were employed to regulate the kind of
communication that was transmitted from the sender to the recipient. This covers the sender, the
content, the medium, and the impact of the message's dissemination. All of this will have an
impact on the way the communication works as well as the recipient's final reaction. How you
communicate with your clients and consumers is outlined in a communication model. The way

you engage with various people is what we mean when we discuss the models of communication
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(Styger 2018).

The Communicative Constitution of Organizations (CCO) approach is gaining popularity to
analyse communication in strategic communication theory (Berger, 2014). According to Mafofo
and Banda (2014), CCO thinking is based on the idea that communication is the main model for
describing social reality rather than just a tangential by-product of human behaviour
(Schoeneborn and Blaschke, 2014). With their explanation that reality is not something out there,
but something that humans make themselves, Berger (2014) popularised this interpretation,
which draws on the Chicago School of Urban Sociology. The notion that this building is
accomplished through participatory interactions between individuals is typical of CCO and related
techniques (Gossel, 2022).

Using speech theory as their foundation, Taylor and Van Every (2002) developed the Montreal
CCO model and took a co-orientational approach to communication. They concentrated on
regular human interactions because, according to them, organisation develops through members'
layered sense-making processes that are always renegotiated (Taylor and Van Every, 2002).
They advocate for people to go near one another, which could result in moments of agreement,
but these agreements are always renegotiated. Co-orientation, according to Taylor and Every, is
an ongoing, evolving process of these relationships (Gossel, 2022).

2.2.2 AIDA Model
The AIDA model has dominated the literature, and AIDA was a major influence on the beginnings

of advertising research. In 1925, Strong modified it for advertising. Attention, Interest, Desire, and
Action are all shortened to AIDA. This idea follows a linear path, starting with drawing attention in
order to raise awareness and unveil the brand. Next, through its communication about the goods,
the advertisement need to pique people's curiosity and foster a favorable attitude. An advertiser
can create desire by persuading the consumer to feel a certain way about the product or the way
a problem-solution is executed. The final step is action, so there must be some incentives for the

buyer to purchase the goods (Gossel, 2022).

AIDA pros and cons
AIDA is well-known and simple to explain to other members of the team or organization. AIDA is
still accurate in my opinion, and it's a wonderful place to start for those who aren't big model fans.

Even though this is a basic methodology to ensure goal accuracy, AIDA can help define more
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meaningful goals for marketing communications. The issue lies in the fact that consumers do not
always follow this logical, sequential thought-feel-action sequence. It depends on the product, the
individual using it, and even the person's everyday disposition; some people are more impulsive
than others (Koekemoer, 2014)

AIDA considers the product to be for all markets, regardless of the type of product market. It also
disregards the incentive type and circumstance. AIDA asserts efficacy throughout the entire
marketing communications process as well. Lately, there has been an increased emphasis on
awareness and comprehension as the two primary behavioral responses in advertising. Not every
stage is equally crucial for advertising. The hierarchy-of-effects model, which comes next, will
account for even more layers (Zubdul, Hasrat, and Siti, 2023).

2.2.3 The hierarchy of effects model

To enable its products to be accepted by the target market, marketers should begin by attracting
attention or acquiring awareness, stimulating interest, inspiring want, and inducing action or
purchase in prospects, according to the Awareness, Interest, Desire, and Action (AIDA) model.
Before the customers buy in any grocery retail store, they look for what the store offers, reviews
and if the grocery retail stores are offering products that will satisfy their needs. The goal of the

grocery retailers is to promote their offerings to their target audiences (Mafofo and Banda, 2014).

1961 In 1961, Lavidge and Steiner presented an additional paradigm for useful assessments of
the efficacy of advertising. In a way, this marked a revolution in marketing communications. Since
then, this model has proven helpful. The concept is meant to be based on a traditional
psychological paradigm that categorizes behavior into three states: motivational, emotional, and

cognitive (Korstjensa and Moser, 2018).

They were interested in learning the roles that advertising should play in order to increase its
efficacy. Although most advertising serves to increase sales, not all advertising does. There are
some long-term repercussions. According to this approach, most customers go through seven

stages before becoming convinced about a product (Korstjensa and Moser, 2018).
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According to the hierarchy of effects model, a buyer's purchasing choice is influenced by marketing
communication strategies as well as factors such as product benefits conviction, brand preference,
brand liking, product advantages and features knowledge, and product awareness. Customers
use a variety of media to choose retail stores when they want to purchase goods and services,
and they tailor the media to their needs. The basic conclusion of these models is that persuasive
communication should be adequately done at each level of the adoption buying process (Abaya
2004; Koekemoer, 2014; Zubdul, Hasrat, and Siti, 2023).

The hierarchy of effects model pros and cons.

The hierarchy-of-effects approach proposed by Lavidge and Steiner is not without its benefits and
drawbacks. Similar to AIDA, clients don't necessarily move through the phases in a straight line.
It is also criticized for placing insufficient emphasis on innovation, as many advertising makers
strive to come up with the next big, original idea. Another is that it does not link to empirical
verifications and is not thorough enough. 16 However, the reason | like it so much is that it has a
lot more levels than the AIDA model and offers a lot of helpful advice on how to set goals at each
level. However, the notion of high or low involvement is absent. The FCB-grid, the upcoming

model, incorporates these features.

According to Gossen and Kropfeld (2022), marketing communication technologies can help
businesses to gain a competitive advantage, increase sales and profits, and save money, time,
and worry. Marketing communication encircles customers and assists them in moving through the
various stages of the purchasing process. At the same time, the organisation solidifies its image,
builds a discourse, and nourishes its client relationship. Customers can be protected against the
inevitable onslaught of competition by using 'Relationship Marketing,’ which cements a
relationship of loyalty with them. A competitive advantage is the capacity to keep a customer for

life.

2.3 MARKETING STRATEGY

Marketing is well-defined as the study, planning, execution, and management of well-defined

programmes meant to induce voluntary value exchanges with a target market to meet business

objectives (Kotler and Fox, 1985, quoted by Polyorat, 2014). Kotler et al., (2013) define marketing
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strategy as the business decision-making process that companies use to try to achieve their
specific marketing objectives. It is said that marketing comprises tailoring an organisation's
offerings to the needs and preferences of the target market in addition to using effective
distribution, communication, and pricing strategies to educate, inspire, and service the markets
(Kotler and Fox 1995, referenced by Motala, 2017). Marketing strategy is described by Kotler
(2012) and Khan (2014) as the marketing reasoning used by a business unit to achieve its
marketing goals. The goal of a marketing strategy, according to Balouei Jamkhaneh, Pool, Javad,
et al. (2015), is to satisfy current customers completely and utterly, who will then spread word-of-

mouth advertising about how happy they are with the product/service.

The development of this strategy considers organisational decisions as well as the overall
business plan. The researchers had a very inconsistent definition of marketing strategy. Cravens
and Piercy (2013) and Polyorat (2014) buttress that the firm's current operations serve as a
representation of the marketing strategy. They do, however, have different perspectives on the
connections between marketing strategy and competitive advantage. Furthermore, Piercy (2013)
asserts that competitive advantage results from surpassing competitors in certain activities. In the
same vein, Polyorat (2014) view marketing strategy as including all actions that contribute to
maintaining competitive advantage. Additionally, Polyorat (2014) views marketing strategy as a
directive for the action. In a different vein, Speculand (2014) defines marketing strategy as the
distribution of resources devoted to marketing to achieve corporate objectives. When defining
marketing strategy as decisions and actions designed to meet customer expectations, Ullal and
Thonse Hawaldar (2018) and Mustafa and Al-Abdallah (2020) presented a more creative insight.
In both studies, marketing strategy was defined as the process through which the organisation
chooses its target markets, segmentation, and positioning. According to Kotler (2012), strategy
determines target markets and the value proposition for the customers based on earlier analysis
of the prospects. In addition, Mustafa and Al-Abdallah (2020) articulate that the term “marketing
mix” is a foundation model for businesses, historically centred around product, price, place, and

promotion.

The description offered takes a broad view of the marketing strategy, serving as a guide for the
company's marketing initiatives. Using segmentation, targeting and positioning as a foundation,
strategic decisions were made regarding the general direction of the product. The marketing mix
and the implementation techniques of the strategy are related to the tactical choices. The sub-
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headings that follow look more closely at these marketing strategy elements (Ullal and Thonse
Hawaldar, 2018).

2.3.1 Segmentation

A marketing strategy known as segmentation separates a large, diverse market of consumers
into smaller groups known as segments based on characteristics that the segments’ participants
share (Kotler, 2012; Bagwell, 2013; Sulikova, 2019). Therefore, segments are tiny, focused
groupings that have some shared traits. The company can select the segment or segments of
clients it will target and modify its marketing plan as necessary based on the analysis of the
segments. A corporation with a single focus can offer more suited products and services to its
clients and increase communication effectiveness. Companies are said to find it easier to
concentrate on the needs of many market segments than to market to every customer by creating
only one product (Khan, 2014). According to Sulikova (2019), buyers behave differently and have

various demands and perceptions.

2.3.2 Targeting
Making targeting decisions is the next step in creating a consistent marketing plan. The
segmentation that was previously established is eroded by targeting. The company must

determine which of the 17 segments it should serve once the clients have been divided into those

categories (Silverman, 2013; Balouei Jamkhane et al. 2015). According to Khan (2014), the
corporation must consider both the segment's appeal and its fit with the company when deciding
which segment to concentrate on. A determination of a segment's attractiveness is established
by examining a variety of financial factors, including its size, growth, purchasing power,
competitors, and suppliers. When evaluating the overall profitability of the segments, these factors
must be considered. Prior to choosing a target market sector, the business fit must also be
assessed. According to Balouei Jamkhane et al. (2015), businesses should consider their goals
and available resources in addition to any potential consequences on the macro environment,
including the environment, politics, and other macro-environmental factors. The segments that
the organisation will focus on in their strategy can only be sensibly chosen after careful study of

the aforementioned factors (Zubdul, Hasrat, and Siti, 2023).

2.3.3 Positioning
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After identifying segmentation and targeting, the positioning is the final component of the strategic
decisions. Positioning is a company's effort to shape a customer's view of its unique offering and
image (Kotler, 2012). When discussing positioning, Silverman (2013) refers to the idea of brand
image, which is, in their opinion, a collection of choices that result in the targeted customers
having the intended feelings about the company. Positioning is done through the marketing mix,
which creates the desired perception, and results in improved distinction from competitors working
in the same industry. According to Kotler (2012) and Shah and Nair (2011), a perceptual map is
a useful tool for assessing rival positioning and choosing the company's own position. By
displaying the market environment and client perspectives on several dimensions, it is
accomplished. Blind spots can be identified, and a new positioning opportunity is discovered by
examining client perceptions and propensities (Sulikova, 2019).

2.3.4 Marketing mix

According to Shah and Nair (2011), there are two model variables that make up the conceptual
model of marketing mix. The first has a direct impact on customer satisfaction, while the second
is about customer loyalty. The first product and location-related variables, on the other hand,
include brand, quality and distribution channels, all of which have an impact on consumer
satisfaction. Advertising, price strategy and communication are the second sorts of variables that

influence consumer loyalty. Any of these elements has an impact on the marketing mix notion.

The creation of the marketing mix reflects tactical marketing choices. Four components make up
the marketing mix, as outlined by McCarthy's 4Ps: price, place, product, and promotion. These
demand both financial and skill resources and are best suited for large organizations. The item or
service that the business sells to clients is referred to as the product (Khan, 2014). Price is the
sum of money that consumers must pay for the good or service they have acquired (Ratiu and
Avram, 2014). Place refers to the store where the product is sold, and promotion is the message
that the marketing teams create to inform consumers about what is available (Balouei Jamkhaneh,
et al., 2015).

Marketing strategies have been developed using the concept of the marketing mix (Bagwell,
2013). In the Fourth Industrial Revolution of the 21st century, this concept is still used to guide
important choices that result in the implementation of marketing plans. A marketing mix theory
aims to arrange every element of a marketing strategy according to the behaviours, preferences,

and psychological makeup of the target market (James-MacEachern and Yun, 2017).
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2.4 ADVANTAGES OF MARKETING STRATEGY

The following are the advantages of marketing strategy:

2.4.1 Promotes Your Business to a Target Audience

Without attracting the customers who are most likely to purchase your goods or services, you
cannot expect to succeed in business. A marketing strategy is the most efficient way to connect
with this crucial demographic, which is referred to as your target audience (Balouei Jamkhane et
al., 2015). According to Morgan and Whitler (2019), if you have successfully targeted this
audience, you are aware of their customs, tendencies, demands, and preferences, as well as the
social media platforms where they prefer to congregate. The ways you will advertise your firm are
shaped by this information. To reach your audience on social media platforms, for instance, if you
run a comic book business, internet marketing may be more advantageous than traditional
advertising (Mustafa and Al-Abdallah, 2020).

2.4.2 Helps You Understand Your Customers

According to Khan (2014), before creating a marketing strategy, market research must be
conducted, which can provide reams of information that you can use repeatedly to improve the
product development and stay on top of trends and changes in your target audience's behaviour
(Mustafa and Al-Abdallah, 2020). Helps Brand Your Business

Your marketing strategy should, according to Ullal and Thonse Hawaldar (2018), convey the
culture, values and purpose of your company in addition to increasing leads and turning them into
customers. The process of communicating that vision to your audience is the heart of branding.
For instance, simplicity, elegance, design, and function are the core components of Apple's
marketing approach. Their products are elegant, straightforward, stunning, and functional in many
ways. When people think of Apple, they envision a business whose products are constantly at the

forefront of technology, design and aesthetic appeal.

2.5 DRIVERS AND BARRIERS OF MARKETING STRATEGY
2.5.1 Drivers of Marketing Strategy

According to Morgan and Whitler (2019), innovation, focus and leverage are drivers of the firm’s

marketing strategy. The organisation incorporates these three key principles of marketing
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excellence into their methods and strategy for conceptualising, planning and carrying out your
marketing endeavours. They can greatly boost the return on your market investments when

combined.

2.5.1.1 Innovation

Only a thorough understanding of customers' constantly changing needs can lead to true market
innovation. By understanding what is valuable, to whom, and why is made possible by this
knowledge, companies can develop and fine-tune a solid market-driven business plan armed with
this customer and market insight. This understanding also enables companies to create
appealing, distinctive offers that cater to the demands of a precisely defined market. Greater
customer value, higher barriers to entry for competitors, and profitable growth are all benefits of
differentiated offerings (Morgan and Whitler, 2019).

Since there has been so much research on innovation, there are different definitions of the
concept. Porter (1990) argues that innovation is the key to achieving sustainable competitive
advantage in the 1990s (Slavkovic and Babic, 2013). Innovation is the application of knowledge
to create novel goods and services (Wilson, 2007). Since people’s expertise, technological
advancements and organisational cultural elements, innovation has also been described as a

practice that encompasses organisational learning, with a degree of ambiguity and an inherent
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probability for transformation, necessitating the clarification of issues during its implementation
(Souza and Bruno-Faria, 2013). Some people define innovation as the enhancement and
implementation of unique ideas by professionals who interact with others throughout time within

an organisation.

2.5.1.2 Focus

Having distinct goods and services and noticeably well-defined markets, it is essential to
concentrate your efforts on target categories. Companies engage the market in two different ways:
proactively and reactively. When acting receptively, you choose whether to take advantage of any
opportunities, only using the opportunity cost of the present. First, you must comprehend how
distinct groups' requirements differ from one another. Then you can carry out market
segmentation in a way that makes it possible for you to pinpoint your highest-value market
segments. You can optimise effect and lower go-to-market risk by concentrating your efforts on
the market segments with the highest value (Styger, 2018). When you have selected a small
number of high-value market segments, you can develop very specific value proposals and
convincing market messaging (Morgan and Whitler, 2019).

2.5.1.3 Leverage

After creating a unique offering, a message that is focused, and a persuading value proposition
for your target market, it is time to increase market penetration and your impact. Too many
companies are either too slow, too inefficient, or neglect to conduct top-notch sales and marketing
campaigns and accompanying deliverables, which leads to them underperforming once they
reach this point even though they have a superior offering and value proposition. According to
Morgan and Whitler (2019), it is imperative to utilize appropriate resources at the appropriate time

and cost to ensure a prompt, efficient, and economical execution of your go-to-market strategy.

2.5.2 Barriers of Marketing Strategy

Balouei Jamkhane et al. (2015) assert that the most crucial management factor in the process of
strategic marketing is the effective implementation of marketing strategy. Most businesses
encounter obstacles while executing marketing strategy, according to research on the topic.

Hence, the following are the barriers of marketing strategy:

e Insufficient communication insufficient communication;
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e Lack of control over or attention to the marketing environment forces; and
e Lack of understanding customers.

Operational problems in marketing are said to be caused by improper and ineffective
communication between the product management, sales and customer support groups. The
development of a concurrent marketing strategy that closely coordinates and effectively integrates
key operations is necessary. Therefore, this interaction should be strengthened to bring the
perspectives of clients and designers even closer together. By engaging with customers and
involving them in the design and manufacturing processes, the issue will, therefore, be lessened
(Balouei Jamkhane et al., 2015).

2.6 MARKETING COMMUNICATION

The definition of the term "marketing communication” appears to have been agreed upon by
academics. Marketing communication is characterised by Dmitrijevs and Dolbnev (2013) as a
direct or indirect procedure used by businesses to educate, convince, or remind customers about
goods or services. Furthermore, Piercy (2013) describes marketing communications as
management's strategy for establishing a connection between a company and its many
audiences, which was further clarified by Fill and Jamieson (2006). A definition of marketing
communications more relevant to this study is that it is defined as a communal term for all the
different types of planned messages used to build a brand: advertising, public relations, sales
promotion, direct marketing, personal selling, packaging, events and sponsorship, customer

service, and product placement.

All organisations need an easily navigable and user-friendly medium that enables their target
market to understand more about their offerings (Odunlami and Emmanuel, 2014). A well-
intended marketing communication strategy, according to Lamb et al., (2012), eventually
increases business, product, or service sales. The development of promotion strategies is
influenced by the company's market and positioning. Building a marketing communication plan

for a firm, according to Cravens and Piercy (2013), entails several steps.

2.6.1 Marketing Communication Strategies (MCS)

The plan for making use of every element of the promotional mix is known as the MCS (Lamb, et
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al., 2012). Through convincing, instructing, enlightening, and reminding target markets of the

Advantages of the company's goods and services, the MCS fosters equally fulfilling interactions.

To help with the creation of a promotional composite, every facet of marketing communications

is managed and coordinated (Lamb et al., 2012). The steps involved in creating a MCS are as

follows.

2.6.1.1 Steps in Designing MCS

a)

b)

d)

e)

Setting communication objectives — help determine the application of the MCS's elements
on the marketing platform; clearly defined objectives will guarantee that every effort is

made in a designated area (Egan, 2011).

Determining the functions of each component in the promotion component. — Establishing
methods for every aspect of the promotion's anticipated impact is essential. It helps to

establish the strategy for every promotion element (Silverman, 2013).

Estimating the promotional budget — The goal of the company's marketing budget is to
improve the efficiency of advertising, not to determine how much money is best to spend.
In many industries, estimated promotions and "sales advertising" charges make up the
majority of a promotional budget; nonetheless, every rand spent on marketing
communication must help the marketer achieve their marketing communication objectives.
As a result, the marketing manager needs to evaluate which tactics and marketing
communication methods performed better year over year for particular commodities
(Khan, 2014). This will make it easier to guarantee that the budget's allotted funds are

used as effectively as feasible.

Collection of the approaches for each advertising component — Both these tactics and the

target market approach need to support the desired brand positioning. Previous events
must be considered while developing approaches for each promotion component
(Silverman, 2013).

Combining and implementing the promotional mechanisms strategies — Grocery stores
have to design and put into action an integrated communications plan for both consumer

and commercial products.
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f)  Evaluating the utility of the integrated promotion strategies — To ensure that each strategy
is appropriate for the intended usage, it is critical to evaluate it in detail.

The function of a MCS is to support the management of a business's communication campaigns,
as well as the synchronisation and integration of all marketing communication components in
order to engage with consumers and those who impact their purchasing decisions (Cravens and
Piercy, 2013). According to Egan (2011), customers who find a business's products or services
appealing will develop a relationship with the business, stay longer and spend more money. These
actions contribute to the business' overall visibility and reputation. The objective of marketing
communications is to convey different types of information about the business, its products and
services to target consumers (Hughes and Fill 2016, cited by Thwala and Slabber, 2018). Its

purpose, however, is situational and task-specific; so it is not as simple as it seems.

To effectively interact with potential customers and draw in buyers of goods and services,
marketers employ techniques including promotions, advertisements and other marketing tools.
Retail establishments must provide value to their clients to expand and create a long-lasting
competitive advantage. According to Khan (2014), companies can do this by utilising effective
marketing mix strategies to impact consumer demand for their goods and offerings.

2.7 APPLICATION OF MARKETING COMMUNICATION STRATEGIES
The MCS’s are grounded by how they are developed, implemented and applied in sending the
business message to the target audiences. When applying the MCS’s, the marketing

communication mix is the main method implemented (Allais, 2016).

2.7.1 Marketing Communication Mix (Promotion Mix)

Moogan (2011) asserts that conventional marketing mix elements include regular mass media
advertising and hard copy promotions like catalogues and direct mail; yet e-documents and
technology are starting to play a bigger role in the promotional mix. According to Bagwell (2013),
the company's website continues to be a crucial marketing communication tool for its numerous
investors. However, it is important to emphasise the adaptability of mobile and smart phones as
useful tools for communication and attracting new customers. Similarly, Allais (2016), quoted by
Motala (2017), agrees with Moogan (2011) that the best MCS’s are promotions and similar events,
even in light of the growing importance of digital media. Promotion calls for more than just

partaking in a range of communication-related activities. According to Berger (2014), the
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promotional mix need to be devised and executed in a manner that accomplishes the goals of the
organisation. According to Styger (2018), the expansion of IMC has been significantly impacted
by the changing environment since clients are exposed to changes in the social context and
technical improvements. These developments influence customer purchasing patterns and their

perception of and response to marketing materials, as seen by the growth of e-commerce.

Styger (2018) defines marketing communications as a catch-all word for any type of prepared
message meant to build a brand. A few examples include customer service, product placement,
events and sponsorships, packaging, direct marketing, sales promotion, public relations, and

personal selling (Cravens and Piercy, 2013; Polyorat, 2014; Motala, 2017).

2.7.2 Elements of Marketing Communication Mix

Occurrence
sand
encounters

New media

Elements of
Marketing
Communication

Mix

Word-of-
Mouth
Marketing

Public
relations

Figure 2.1: Elements of the Marketing Communication Mix
Source: Adapted from Ratiu and Avram (2014) and Lekhanya (2015).
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The eight components of the Marketing Communication Mix are as follows:

a)

b)

d)

e)

f)

Advertising. This describes any kind of broad presentation and endorsement of concepts
by a designated sponsor via print or digital media. Retail marketers use a range of
communication channels to interact with their current and potential customers, including
interactive advertising, print, television, sports, and the arts, to mention a few (Ratiu and
Avram, 2014).

Occurrences and encounters. These are corporately sponsored activities and initiatives
aimed at fostering atypical or unexpected brand-related connections with customers
outside of the formal arena, such as in the fields of entertainment, the arts and sports
(Piercy, 2013).

Sales promotion. Piercy (2013) highlights that this pertains to a range of temporary
incentives designed to promote the trial or acquisition of goods and services. The list
consists of trade promotions, employee promotions (such contests and drawings), and
model and ticket promotions.

Events and experiences. These are corporately sponsored activities and initiatives aimed
at fostering atypical or unexpected brand-related connections with customers outside of
the formal arena, such as in the fields of entertainment, the arts and sports (Piercy, 2013).

Public relations. A range of initiatives, either internal or external, designed to safeguard a
brand and its marketing messages. By responding to or dispelling unfavourable rumours,
stories, and incidents, retailers can enhance their reputation (Kotler, 2012; Lamb et al.,
2012). Alhakimi and Qasem (2014) assert that the public perception of the store and the
Customer Satisfaction Index play a significant role in fostering customer loyalty since
contented customers advocate for the business and entice others to make purchases

there.

Direct Marketing. This includes speaking with prospective clients directly through
communication channels such the phone, email, fax, mail, and the internet (Kotler, 2012).
Instead of the customer travelling to the market, Ratiu and Avram (2014) claim that direct
marketing delivers the market directly into the offices of potential customers. Direct
marketing is the process of speaking with consumers directly instead of through

intermediaries in the form of commercial media.
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g) Interactive Marketing. This is founded on intentionally designed events and initiatives that
draw in present or future clients in an online setting to increase brand recognition, enhance
the brand's image, or encourage sales of goods and services, either directly or indirectly.
A retall store, for instance, could provide an internship programme for a marketing and
social media assistant. The intern would be responsible for managing and answering all
inquiries on various social media platforms, maximising online presence through the
application of strategic and creative marketing activities to increase customer interaction
(Lekhanya, 2015).

h) Buzz Marketing or Word-of-Mouth Marketing. This includes all oral, writing, or electronic
correspondence between people regarding the acquisition or utilisation of a good or
service (whether positive or bad) (Mapheto, 2014).

i) Personal Selling. A face-to-face meeting allows a salesperson to provide a presentation,
field questions and build rapport with one or more potential customers. Offering a
captivating speech to an audience in person is the essence of personal selling, a subset
of interpersonal selling. It is the best strategy for influencing the preferences, convictions,
and behaviour of consumers. According to Bangura (2011), attitude is the sole

consideration in personal selling.

i) New Media. Social networking sites provide as a platform for businesses to interact,
communicate and exchange content with their target audience thanks to the New Media,

a contemporary marketing communication tool (Schnalke, 2012).

k) Packaging. When it comes to increasing a product's value, packaging is one of the most
crucial and effective marketing communication tools. Packaging is an extremely effective
tool for advertising and disseminating information about products (Mgayi, 2015:16). It

permits an organisation to display its goods in oppaosition to those of other organisations.

When using the elements of the marketing mix, according to Bagwell (2013), there are challenges
you encounter in the business which may come from internal or external forces. It is, therefore,

essential to know possible challenges, research about them and plan accordingly in advance to
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overcome them without a backward fall in terms of the market share.

2.8 MARKETING COMMUNICATION CHALLENGES IN GROCERY RETAIL STORES

The market of today is defined by intense rivalry, rapidity and ongoing change. Modern
technologies have an impact on how organisations operate, and they also help enterprises reach
a wider market. These dynamics force businesses to quickly adapt, through marketing and the
development of MCS’s, to new nonconformities and demand conditions within a condensed
product lifecycle (Hadiyati, 2015; Gossen and Kropfeld 2022). According to Allison (2022), the

emergence of new technologies affects the corporate system and opens up new markets since

consumers have increased expectations for novel features and the ongoing innovation of existing

products.

As per Thwala and Slabber (2018), marketing communication managers need to make adequate
plans due to their work in an unpredictable setting. The most important obstacles to success for
grocery retailers, according to Mustafa and Al-Abdallah (2020), are product and market
competitions. This is because there is more competition in the market for the same products,
which are sold at different prices based on the consumer buying class that the grocery store is
targeting.

The idea that marketing operations boost a company's performance is not well supported by
scientific research. It seems that a firm can grow and flourish to some level without a marketing
plan because word-of-mouth (such as referrals, reviews, and past stays) marketing is so powerful
and generates demand (Lekhanya, 2015). Furthermore, Thwala and Slabbert (2018) contend that
retail companies suffer when additional marketing strategies are implemented. For instance, it is

thought that some of these companies have problems with pricing and sales training.

The supermarket industry has never been the same since the COVID-19 outbreak. In 2020,
customer behaviour was substantially affected by the retail market, unlike any other year in recent
memory (Allison, 2022). Global public health initiatives in reaction to the COVID-19 epidemic had
an immediate and significant impact on consumers' capacity for and desire for in-person shopping.
Grocery stores, therefore, suffered the considerable effects of changing consumer behaviours,
perceptions and expectations on retailers because they were considered "vital companies" and

were not prone to long-term closure (Gossen and Kropfeld 2022). Additionally, stockpiling
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behaviours affected customer loyalty to brands and stores by posing new inventory management

issues for grocery stores (Allison, 2022).

2.9 CHAPTER SUMMARY

A literature review on marketing, integrated marketing and MCS was provided in this chapter.
According to the chapter, marketing is about more than just managing products and services; it is
also about managing stakeholder relationships, which benefits both parties. The marketing
literature states that by creating and implementing targeted resource deployment plans meant to
achieve marketing objectives in a target market, a company's marketing efforts have an impact

on both its financial performance and its market.
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CHAPTER 3

RESEARCH METHODOLOGY

3.1. INTRODUCTION

The second chapter acknowledged the literature review on MCS'’s, including the discussion on
marketing strategy, MCS, application of the MCS using marketing communication mix (promotion
mix), and marketing communication challenges in grocery retail stores. Chapter 3 denotes the
overview of the research methodology implemented in this study to answer the research
guestions. Research technique, according to Marchet et al. (2018), explains the framework in
connection to a particular set of presumptions that can be utilised to perform research. It provides
a framework that shapes the conclusions of the inquiry. According to Sekaran and Bougie (2016),
it is crucial that the researcher explains the rationale behind the methodologies chosen and offers
evidence for those choices. This chapter covered each step-in detail, including the research
paradigm, approach, design, site selection, participants, and justification. Additionally, ethical
considerations and reliable methods employed in the study were reviewed in an endeavour to
investigate the MCS in grocery retail stores.

3.2 RESEARCH PARADIGM

According to Cohen, Marion, and Morrison (2018), paradigms are diverse ways of viewing the
world and assumptions about its nature and our ability to understand or know about it. Ling and
Ling (2017) contend that identifying the research paradigm makes the reasoning behind a certain
research exercise transparent and testable. Empirical-analytic, pragmatic, interpretive, critical,
post-structuralist, and transcendental research paradigms are among the six categories identified
by Cohen et al. (2018).

According to Cohen et al. (2018), a paradigm is a shared interpretation of reality and a worldview
that consists of a set of expectations about how things should operate. According to Burlew
(2015), there are two primary areas of philosophy: ontology and epistemology. Ontology entails
the study of facts as they exist and the general nature of things that exist is the subject of ontology.
Ontology views social entities' nature as either objective or subjective (Burlew, 2015). From an

ontological perspective, humans are viewed as anticipatory, meaning-making entities that actively
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generate and interpret their own meanings (Cohen et al., 2018). Furthermore, the proponents of
ontology posit that various interpretations of a situation are legitimate and that facts are able to
support different interpretations.

On the contrary, epistemology is the approach to understanding the nature of reality (Burlew,
2015). Knowledge and methods of knowing are encapsulated in it. Epistemology addresses the
necessity to provide an answer to the question of what constitutes or ought to be considered
acceptable knowledge in a profession and might be positivist or interpretivist (Ling and Ling,
2017). With Burlew (2015), positivist and interpretivist are sometimes known as quantitative and
gualitative paradigms. There have, however, been numerous more iterations of these (Datex,
2017). The paradigm variants that are more well-known are pragmatism paradigm, constructivist
paradigm, post-positivism paradigm, and transformative paradigm.

Myers (2019) asserts that pragmatics subscribe to the theory that reality is dynamic due to the
constantly shifting conditions. As such, they employ the framework that most closely matches the
research topic they are examining rather than a single research paradigm. The constructivist
paradigm holds that people develop their own ideas about the world by reflecting on their past
experiences. Understanding the meanings people make of their experiences is the aim of
constructivist inquiry. Consequently, qualitative techniques such as case studies and interviews
are frequently utilized (Myers, 2019). In order to gain a more individualized viewpoint, post-
positivists depart from the notion that reality is a given and embrace a more probabilistic view of
it. They contend that research findings can never be completely objective and that a researcher's
perspective and biases can never be completely removed from the data (Korstjensa and Moser,
2018). Transformational researchers generally integrate qualitative and quantitative
methodologies to enhance comprehension of the variations in community interactions, advance

social justice, and ultimately accomplish transformative change (Myers, 2019).

Interpretivism pertains to qualitative research investigations and is employed to get a knowledge
of the world as perceived by the individuals themselves (Rossman and Rollis, 2012; Datex, 2017).
Businesses can face distinctive and complex situations - situations that are the result of a specific
set of circumstances and people coming together at a specific time. —An interpretivist philosophy
has been argued to be ideal when conducting business and management research, particularly

in a field like marketing (which serves as the foundation of this research) (Saunders, Lewis and
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Thornhill, 2016).

With participant interviews serving as the primary method of data collection, this study fell under
the interpretive research paradigm. This study was heavily influenced by the research paradigm
since it required the researcher to comprehend the experiences, attitudes, customs, and
behaviours of the managers. Therefore, finding out how people felt about the latest marketing
communication tactics used by the grocery industry to attract new customers was the researcher's

goal.

According to Junjie and Yingxin (2022), interpretivism promotes researchers to seek out first-hand
knowledge and consider multiple viewpoints on a certain social setting. In this situation, the
researcher looked for varied viewpoints on MCS’s from marketing managers who might elaborate
on their personal experiences with the phenomenon. Cohen et al. (2018) claim that the
interpretivist paradigm similarly tries to delve inside the subject and comprehend from the inside.
The aforementioned outcome was achieved by conducting participant interviews and questioning
them regarding the marketing communication tactics they use to draw customers in the grocery

retail sector.

3.3 RESEARCH APPROACH: A QUALITATIVE STUDY

It was crucial to weigh all the options before selecting a particular approach for gathering data for
the study. In doing so, it is important to distinguish between qualitative and quantitative research
methods. According to what their names imply, qualitative studies rely on qualitative information
(i.e., words, sentences, and narratives) while quantitative studies depend on quantitative

information (i.e., statistics and figures) (Niholm, 2021).

The research used a qualitative methodology. A qualitative research strategy, according to Myers
(2019), is a notion that incorporates a range of non-numerical data gathering and analysis

techniques, with the goal of studying characteristics or attributes that are difficult to quantify. The

complex nature of a given event is usually studied using qualitative research methods to
comprehend and explain it from the viewpoint of the participants. Not only do researchers seek
to understand what is occurring, but also how and why it is occurring in the particular manner that
it is (Myers, 2019).

The goal of qualitative research was to better understand individuals as well as the social and
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cultural environments in which they live. The intricacy and diversity of the environment under
investigation can be explored and expressed through this kind of research (Myers, 2019). The
gualitative method excludes data and empirical calculations, in contrast to the quantitative
approach. As opposed to this, data are descriptive and come in the form of observations and
interview notes (Mahajan, 2018). Instead of precise responses, participants provided in-depth
explanations of the phenomenon under investigation (Nilholm, 2021). The researcher used semi-
structured interviews to communicate with marketing managers to comprehend the complexity of
the situation. As such, this method assisted the researcher in answering the study questions and
developing the marketing communication plans in the grocery retail stores in KZN Province, South

Africa, with a focus on Richards Bay.

The method that was selected has benefits. According to some, one advantage of qualitative
research is the "ability to build theory" because data alone cannot produce a theory; rather, the
researcher must use data to do so (Mohajan, 2018; Shufutinsky, 2020). When conducting a
gualitative investigation, it is possible for events to take unexpected turns and for items to appear
that were not initially anticipated.

Wilkinson and Birmingham (2003) contend that counting numbers (often associated with
guantitative research) dilutes the quality of information acquired, making it of little utility. This
suggests yet another advantage of the qualitative approach. Rather, qualitative researchers visit
the people, places, institutions, and situations to examine behaviour in its "natural setting"
(Mahajan, 2018). Similar to this, the researcher went to the grocery retail establishments where
the marketing managers were and asked them for permission to collect data and then report using

the participants' answers (Creswell, 2017).

Equally, qualitative research has been criticised for lacking analytical discipline, scholarly rigour,
and being fundamentally biased despite all of its complexity and potential for discovery
(Shufutinsky, 2020). One explanation for this is that the researcher is the primary instrument in a
gualitative study, which increases the possibility of bias depending on the researcher's beliefs and

background in interpreting data and findings. According to Shufutinsky (2020), using one's "self”

is a crucial strategy for combating potential bias. By engaging in self-reflection and introspection,
the researcher was able to identify her own biases and determine how likely it was for them to

affect the study's findings.

Another drawback of a qualitative study is that interactions with participants and the researcher
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might have a significant impact on participants' experiences (Boje, 2019). Prior to the interview,
the researcher developed an excellent rapport with the participants. More importantly, each
interview's introduction was designed to make participants feel comfortable. The introduction
reemphasised the issues of confidentiality and anonymity, the goal of the study, and the handling
of data.

It became clear that there is no perfect research strategy; each one has benefits and drawbacks.
No research methodology can be seen as superior to another, according to Creswell (2017),
because they are all applied in various circumstances. As a result, it is up to each researcher to

implement procedures that lessen the influence of its drawbacks.

3.4 RESEARCH DESIGN

A research design is an outline or strategy for collecting, evaluating and interpreting data that is
created to address the study question posed by the investigator (Sekaran and Bougie, 2016). To
fully comprehend the marketing communication techniques employed by grocery merchants in
Richards Bay, KZN, South Africa, to draw customers, a qualitative approach was deemed the
most appropriate for this study (Saunders et al., 2016). The philosophy of naturalism or
interpretivism, which tries to comprehend phenomena in context-specific circumstances,
frequently has qualitative research as an essential component (Shufutinsky, 2020). According to
Silverman (2013) and Sekaran and Bougie (2016), it frequently concentrates on a small number
of cases in an effort to acquire detail (such as people's perceptions of and interactions with specific
environments). According to Marshall and Rossman (2016), the intricacy of social connections
represented in daily life and the meanings that people ascribe to these interactions interest

gualitative researchers.

The descriptive research was adopted in this study. According to Van Wyk (2012), the primary
goal of descriptive research is to give a true and reliable depiction of the variables or elements
that are related to the research topic. It is created so that researchers can watch, note and
characterise significant traits of the individuals or phenomenon to form hypotheses for further
research. For the purpose of gathering data for descriptive studies, case studies and survey
instruments such as questionnaires, interviews, rating scales, and checklists are frequently used
(Bhandari, 2021).

The study adopted a case study design. Theoretically, a case study could be an individual, group,
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community, episode, or event, according to Kumar (2011), who also notes that the entire study
population is viewed as a single entity. In this instance, the chosen retail sector (grocery retalil
sector) served as a case study since it was viewed as one entity made up of various entities,
specifically various grocery stores providing the groceries. Bhandari (2021) adds that, similar to
how the study was conducted directly with the marketing managers, case studies examine
institutional behaviour directly rather than indirectly or through an abstract manner.

3.5. POPULATION AND SAMPLING

The entirety of subjects or members who meet a certain set of requirements or characteristics is
known as the population (Bhandari, 2021). In this instance, the populace consisted of supermarket
retail stores. Supermarkets and marketing managers were employed by retail stores. Richards
Bay, a settlement in KZN's King Cetshwayo District and under the uMhlathuze Municipality, is
where the study was carried out. The selection of the focus area for this study was the grocery
retail stores in Richards Bay, which was made possible by the study setting's size, mix of grocery
stores and commercial spaces, and feasibility of data collecting. Thirty grocery retail managers
from Richards Bay Township made up the study's population. The retail store's size was the
primary variable of interest. Supermarkets were defined as grocery retail stores with three or more

pay points; managers were the participants in this category.

According to Sekaran and Bougie (2016), there are two categories: probability and non-
probability. While probability approaches are grounded in the ideas of randomness and applied
mathematics, non-probability methods rely on selection using non-random techniques. Therefore,
when non- probability sampling techniques do not meet the conditions for accurately simplifying

to the population through applied math, probability sampling does.

The non-probability sampling strategy was used in this investigation. To be more precise, the
purposive sampling strategy was used to increase the accuracy of the data that was gathered and
to provide the scholar with sound speculative justification for the selection of sample components.
In respect to a critical benchmark, Creswell (2014) claims that this sort of non- random selection

ensures that participants are selected to reflect a group, phenomenon, place, incident, or type.

In this study, information-rich subjects were found via non-probability purposive sampling. Based

on Creswell (2014), the researcher could not have found the participants' qualities and knowledge
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anywhere else. Because the researcher has employed the purposive sampling, the people who
provided the required information were ten out of 30 grocery retail managers. To gather
information, the researcher deliberately selected ten marketing managers as a sample. The ten
marketing managers that make up the purposive sample were chosen based on the positions
they occupy, and they were expected to supply the pertinent information the researcher required
to respond to the questions this study posed. One of the selection criteria required of the manager
was that they work for at least five years in the grocery retail industry's marketing department.

The decision was made based on the observation that all grocery retail store managers interact
with both staff and customers to meet their expectations. Managers with different levels of
experience bring unigue perspectives to the research study. More experienced managers have a
wealth of knowledge and insights gained through years of working in the industry, while newer
managers may provide fresh ideas and perspectives. Understanding their experiences and
expertise can help to identify best practices and uncover any industry-specific challenges that
need to be addressed. Hence, five years was selected purposively as it falls within the criteria the
researcher was looking for.

The researcher also aimed to comprehend the essence of experiences around an event, gather
information through in-depth interviews, and analyse the information utilising experience and
meaningful themes. As a result, up to ten volunteers were chosen on purpose because they met

the requirements the researcher had set out.

According to Maree (2016), an excessively large sample size in qualitative research can impede
the researcher's ability to gather comprehensive and detailed data. That being said, a sample size
should not be so small that theoretical and data saturation are unachievable (Sandelowski 2016).
The development of theory is to focus on theoretical saturation, which is sample size and has to
do with the number of participants and acts/episodes that have to happen before any more
information can be received. Conversely, data saturation occurs when all themes and categories

are fully occupied and no new data is produced (Maree, 2016).

Moser and Korstjens (2018) address the difficult issue of how large of a sample is sufficient,
contending that the sampling strategy is suitable when the chosen participants and settings are
adequate to produce the data required for a thorough knowledge of the phenomenon under
research. Moser and Korstjens are supported by Mousin (2019), who contends that the crucial
inquiry to make is whether the sample gave the researcher access to enough data to answer the

research questions. In the end, Mousin (2019) concludes that the major problem with qualitative
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sampling is how to focus deliberately and profoundly rather than how to characterise. As a result,
the sample of ten individuals is justified because it gave sufficient data to answer the study
objectives.

3.6 DATA COLLECTION TECHNIQUE

A data collection procedure consists of a set of connected actions or techniques used to obtain
data and prepare it for analysis. The purpose of gathering data is to document information, make
decisions, address significant issues, and distribute the information (Creswell et al., 2009;
Creswell, 2014). As examples of data collection techniques are focus group talks, interviews,
observations, and textual and visual analysis (Islam and Aldaihani 2022). The chosen method of

data collection was semi-structured interviews.

3.6.1 Semi-structured interview

Researchers use open-ended questions to get data from participants during a semi-structured
interview (Desorickheere and Vanghn, 2018). According to Cheron, Salvagni and Calomby
(2022), an "interview" is just an exchange of opinions between two persons about a subject that
interests them both. Additionally, according to Cheron, et al. (2022), the interview allows for the
co-production of data with all participants rather than just data collection. When the researcher
asked the questions, probed, rephrased, and created follow-up questions to help participants
comprehend and answer by sharing personal experiences on the topic, data were co-produced.
To provide "rich data" (Creswell, 2014), semi-structured interviews also give participants the
freedom to respond on their "own terms" (May, 2011).

Ten participants (marketing managers) participated in the data collection. According to Creswell
(2017), there should be a limited number of questions that are designed to elicit the ideas and
opinions of the participants. Inquiries centered on the application of the MCS'’s used to draw in
consumers, the use of marketing strategies, and the difficulties in establishing and putting into
practice MCS’s in the grocery retail sector. Prior to the interview, the participants got access to
the interview guide, which helped them prepare more effectively and provide relevant information.
In addition, ten marketing managers participated in interviews and filled out the interview
guidelines. In the meantime, the researcher took notes, clarified questions as needed, and
provided more information. As a result, this made it possible to draw findings that satisfied the

study's goals.
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Advantages

Semi-structured interview guestions can be changed, added to, or taken out (Urais 2021).
Furthermore, Urais (ibid) emphasises the adaptability of the selected data collection method.
According to Kumar (2011), unlike a questionnaire, there is no opportunity for outside consultation
during an interview; hence, the results are a real reflection of the target population. The study
employed semi-structured interviews with open-ended questions because they permit flexibility in
the interview's flow, facilitating the development of findings that align with the study's goals. In the
end, semi-structured interviews are suggested by Islam and Aldaihani (2022) as the most practical
approach for exploring rich material. Additionally, they point out that participants can offer
historical information and that semi-structured interviews yield far more extensive information than

other methods of data gathering.

Disadvantages

Creswell (2014) asserts that there are certain restrictions on interviews, such as the fact that not
everyone is as perceptive and fluent as others. To remedy this, the researcher gave the
respondents the opportunity to restate each question in a way that helped them comprehend it
better and hence deliver the right perceived replies. In general, interviews take too much time
(Kumar, 2011).

Saturation

Throughout the study process, the saturation of data was carefully taken into account to guarantee
completeness and comprehensiveness in capturing the viewpoints and insights of the participants.
Every interview was done until new theme or data could be discerned, a sign of saturation.
Furthermore, triangulation was used to increase the validity and reliability of the results by combining

several data sources and methodologies.

3.7 DATA ANALYSIS

Data analysis, according to Sekaran and Bougie (2016), is the process of analysing data by
looking at each component of the given data using logical and analytical reasoning. The analysis

of data involves grouping the information gathered, in this case from interviews, into components
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that are then individually reviewed to draw conclusions and inferences that are coherent and
relevant. Meaningful conclusions imply that the findings must be pertinent to the stated study
aims. The study employed thematic analysis. Thematic analysis, according to Maree (2016),
involves looking for, analysing, and reporting recurring or frequent patterns within a data set.
Through the data analysis process, the researcher was able to discern common experiences
among participants in the form of patterns and themes. Data for analysis was coded using the
gualitative computer data analysis tool Atlas.ti. According to Creswell (2014), manual coding is a
difficult and time-consuming procedure, and using a computer like this is a quicker and more
efficient approach to store and locate qualitative data. The study employed the methodologies

delineated by Creswell (2014) for the purpose of qualitative data analysis, as elaborated below.

First, data were organised to get them ready for analysis. The raw data from the interview was
acquired through interview guides and audio recordings. To ensure that the participants' opinions
and ideas were accurately recorded, a word document containing the raw interview data
transcription was sent to them. The information was categorised and put in a tabular format
according to the question number, label, questions and answers description, and other factors.
According to Asiedu (2020), setting up files for analysis include thinking about safe file storage
and choosing the analysis technique.

Reading over all of the data was the next stage. Getting a general understanding of the material
and having the opportunity to consider its overall significance, depth, reliability, and application
are the steps in this process (Creswell, 2014). Upon closely examining the raw data transcribed,
it became apparent that some of the information was not relevant enough to be used. To focus
exclusively on the data pertinent to the study and eliminate the less important ones, the study
employed the "winnow" approach suggested by Guest, MacQueen, and Namey (2012). Data were
put through the coding process using some of the concepts from the codes that were obtained

through winnowing.

Coding every piece of data was the next stage. To create descriptions and themes through open

coding, the study classified the phrases into categories and then segmented the data depending
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on the originality and commonality of the participants' responses (Creswell, 2014; Rossman and
Rallis, 2012; Asiedu, 2020). These include groupings and subgroups within the data, the quantity
of codes (grounded), the density of quotations, the objects connected to the codes (network), and

SO on.

Interpreting the themes and descriptions was the final phase. As claimed by Asiedu (2020), the
study evaluated the meaning of themes by carefully selecting what makes sense in the themes
and the categories generated by the analysis. In Chapter 4, the results are provided.

3.8 TRUSTWORTHINESS

According to Nemouch and Holmes (2002), trustworthiness in qualitative, interpretative research
is defined as the calibre of the data and findings. According to Nemouchi and Holmes (2022) and
Johnson, Adkins, and Chauvin (2020), the criteria of credibility, transferability, dependability, and
confirmability were utilised to determine the study's overall trustworthiness.

3.8.1 Credibility

According to Korstjensa and Moser (2018), credibility is the level of confidence that may be put in
the veracity of study results. By proving that the conclusions accurately reflected the participants'
initial thoughts derived from their original data, the research's legitimacy was proven. To help
participants in preparing for the interview, participants should be given pertinent information prior
to the interview (Saunders, et al., 2016). This will help participants establish their credibility. For
this study, the researcher meticulously transcribed the interviews and checked each one for
accuracy. Additionally, in order for the participants to prepare for the interview, they were given

the interview guide and details on important terms used in this study.

3.8.2 Transferability

This is the degree to which findings from qualitative research can be utilised with other
respondents or scenarios (Datex, 2017; Maree, 2017). Transferability was achieved by the
researcher by providing sufficient information for readers to decide whether the findings hold true
in other contexts. Using the perspectives of the participants (marketing managers) who shared

their personal experiences of the phenomenon to provide a comprehensive understanding, the
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use of marketing communication tactics in the grocery retail sector to draw customers was

explained in depth.

3.8.3 Dependability

Dependability is the quality of the qualitative data collection process (Haven and Van Grootel,
2019). According to Johnson et al. (2020), reliable research includes detailed descriptions of the
study procedure that allow the work to be replicated. The question that should be asked in terms
of dependability, according to Haven and Van Grootel (2019), is: Are the research questions
explicit, and are the characteristics of the research study consistent with them? The researcher
made sure that interpretations were supported by data while analysing the data. The dependability
of the research was improved by using an independent consultant appointed by UNISA to assist
with how to alanyse data using an online software called Atlas. The study's objectives and
research questions were both made apparent. Dependability also refers to the extent to which the
study's findings may be verified by additional sources (Maree, 2017).

3.8.4 Confirmability

According to Korstjensa and Moser (2018), confirmability is the process of proving that the data
and resultant interpretations are derived directly from the data and are not the product of the
inquirer's imagination. Confirmability, according to Maree (2017), refers to the audit trail of the
research. If an external researcher were to follow the audit trail i.e. the same data and research
context, they would have comparable findings. In this study, the research findings were examined
to see if evidence gathered during the literature review may support any of them. The goal of
research is to enable readers or other people to "mimic your study" (Grad Coach, 2020).

3.9 VALIDITY AND RELIABILITY

According to Saunders et al. (2016), researchers can also change the definitions of reliability and

validity to fit a qualitative approach.

3.9.1 Validity of the study
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Validity of results includes evaluation of the measuring instrument in terms of the degree to which
such an instrument accurately measures what it claims to measure (Grad Coach, 2020). More
specifically, validity in qualitative research refers to the researcher's capacity to access
participant’s knowledge and experiences and determine whether they are able to deduce the
participants' intended meaning. In contrast, it could be how precisely the participant's story
captures the social phenomenon that it refers to (Silverman, 2013).

Techniques such as face validity; content validity, convergent validity and discriminant validity are
often used to make such a determination (Cheron et al., 2022). Therefore, to avoid exaggerating
or manipulating the data and events, the researcher employed descriptive validity, describing
instead the facts that the subjects had provided to her. The researcher presented to a group of
two specialists to ensure the validity of the intended investigation.

3.9.2 Reliability of the Study

The data gathering method of semi-structured interviews with open-ended questions was
employed to ensure reliability. According to Gibson (2007), referenced in Creswell (2014), semi-
structured interviews offer flexibility in the interview flow, enabling the creation of findings to match
the study's objectives. This study made advantage of reliability. According to Khan (2014), the
internal cohesion measures the validity of the results presented in an examination by verifying
that the numerous items used to rate the different concepts yield reliable ratings. A study's
dependability and reproducibility, the consistency of results across time, and the consistency of
scores are all aspects of reliability (Bashir, Afzal, and Azeem, 2008, quoted by Tlapana, 2017).
Sekaran and Bougie (2013) contend that a measure's dependability indicates how free of bias
(i.e., inaccuracy) it is, allowing for consistent assessment across an extended period of time and
in a range of circumstances. Stated differently, the usefulness of a measure can be ascertained
by looking at its reliability, which is a measure of the instrument's consistency and stability in

measuring a concept.

3.10 ETHICAL CONSIDERATIONS

According to McMillan and Schumacher (2014), qualitative research has the potential to
compromise privacy; as a result, researchers must take precautions. According to Johnson et al.
(2020), ethical conduct describes how moral standards and values are integrated into the
research process. According to Marshall and Rossman (2016), a study's trustworthiness should
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not only be determined by its design but also by the strategy for the researcher’s ethical interaction
with the participants. It is especially crucial to take any ethical concerns into account because
qualitative research entails interaction with other people. The majority of ethical issues, according
to Leedy and Ormrod (2010) and Silverman (2013), fall into one of four categories: voluntary
participation and the right to withdraw, protection from harm, informed consent (respect), and right
to privacy or protection of research participants.

3.10.1 Permission and ethical clearance

The authority must provide ethical clearance and explicitly state that each person engages of their
own free will and may withdraw from the study at any moment if they so choose. The researcher
followed UNISA research ethics guidelines. In this study, the researcher adhered to all ethical
guidelines, and in compliance with the research ethical policy, permission to carry out the
investigation was obtained from all relevant institutions. The owners and managers of food stores
provided a gatekeeper's letter, granting permission to conduct research. Subsequently, the
UNISA's Research Ethics Committee was consulted and provided ethical clearance. Participants
and business owners were given the assurance that the information gathered would only be
utilised for this study, and that the researcher and her supervisor would be the only one with
access to it. Moreover, participants were also given the assurance that only pseudonyms and

codes would be used, and that their names would in no way be mentioned in the study's results.

3.10.2 Informed consent

The most often used strategy in the sector is to ensure that participants and, if needed, those in
charge of them, give their informed consent. The rights towards informed consent and privacy are
particularly crucial for the semi-structured interview conducted as part of the research. According
to Locke and Struck (2019), informed consent refers to the process through which a researcher
assists participants in understanding not just what they are consenting to by taking part in this
research study, but also the potential consequences of doing so. Informed consent, according to
Cohen et al. (2018), apportion participants some of the blame if something goes wrong with the
study. When individuals are knowingly recruited for a study, they should be told of the goals and
advantages of the study as well as of their rights and protections as participants. Acquiring
informed consent is likewise required (Cooper and Schindler, 2014). By signing the consent form,
participants declared their approval. Process consent was used in addition to informed consent,

in which participants were only asked once to consent to the study based on their understanding
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of the information given to them.

According to Cohen et al. (2018), letting individuals know about the study could disrupt the
participants' normal behaviour, reduce the scope of the data collected, and cause the richest and
most genuine data to be overlooked. Further critiquing the usage of ethics committee models,
Cohen et al. (2018) claim that panels may be unduly concerned with upholding their institution's

reputation and may obstruct researchers who attempt to question choices.

3.10.3 Anonymity and confidentiality

According to Nyumba et al. (2018), anonymity is the capacity of the researcher to conceal the
identity of participants. To maintain confidentiality, information from a participant must not be
disclosed in a way that could be used to identify the person (Cohen et al., 2018:130). Participants
received guarantees that any information they supplied would not be talked with or made public.
The selected grocery businesses received letters of informed consent. These letters raised ethical

concerns, and confidentiality and privacy were assured to each and every participant.

3.10.4 Protection from harm

The protection of participants' interests and safety, as well as those of those who may be impacted
by the research, is the primary concern of research ethics (Liu et al., 2015). There are various
methods to break down these principles. The right of an individual to decline participation in the
planned study was honoured to safeguard participants' rights. There was no physical,
psychological, or emotional harm done to participants. During the interview sessions, no delicate

issues were brought up.

3.10.5 Voluntary participation

Ensuring that people freely choose to participate is necessary for voluntary participation.
According to McMillan and Schumacher (2014), voluntary participation prohibits participants from
being forced, threatened, or obliged to engage. All participants signed consent forms and
participated voluntarily. Additionally, participants were made aware of the provision allowing them
to withdraw from the study at any time without incurring any penalties (McMillan and Schumacher,
2014).
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In this context, it is appropriate to discuss plagiarism, which is defined as explicitly replicating
someone else's work or utilising their ideas without giving credit to the original author, as well as
data manipulation or fabrication (Kraak, 2003; Johnson et al., 2020). To prevent plagiarism, the
researcher cited and included a list of references for each source that was used to obtain the

data.

3.11 LIMITATIONS OF THE STUDY

The study's worth was not diminished by the following limitations, but they are nonetheless
important to note. The study's qualitative research approach encountered the typical challenges
associated with a limited sample size of respondents. It is crucial that the researcher emphasises
that the study is not fully typical of all grocery store managers in KZN owing to the small sample
size of ten respondents.

The qualitative technigue was applied as a single-reach strategy. However, if other methods, such
as quantitative and mixed methods, were investigated, they might produce different outcomes.
Similar to interviews, other qualitative data collection methods, including focus groups and

guestionnaires, may produce varied results.

For this study, only KZN retail marketing managers were involved. As a result, the study's
conclusions were not applicable to the entire country, resulting in a geographical bias because
the sample of retail managers from other provinces was excluded. The geographic scope of the

study was limited to a single province owing to budgetary and scheduling constraints.

3.12 MY ROLE AS A RESEARCHER

Owing to the possibility that certain interpretations may be influenced by personal opinions, the
researcher cannot entirely dissociate themselves from the study (Creswell, 2017). Participants
must confirm interview transcripts for them to be reliable (Butler, 2016). The marketing managers
included in the study were permitted to read the transcriptions of the interviews to confirm that
they accurately captured the words of the participants by the grocery store owners and those in
charge of authorising participation (general or store managers) (Creswell, 2017). As a result, the

study's conclusions are produced as the result of widespread interpretations (Lock and Struck,
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2019). The validity and authenticity of the research are also increased through common
interpretations (Creswell, 2017).

If methods are not properly handled, bias problems will unavoidably emerge during a backyard
study. The researcher used reflectivity to lessen this. According to Creswell (2017), reflection
places the reader as a component of the data being studied. The researcher also considered how
she contributed to the collection and analysis of data (Mouson, 2002). The researcher is the main
source of data, therefore according to Shufutinsky (2020), the research should be aware of and
responsive to current events. Throughout the investigation, the researcher was accommodating

of different viewpoints and receptive to constructive criticism.

3.13 CHAPTER SUMMARY

An elaborate summary of the technique used in this research has been given in this chapter. As
the methodologies used in this research study, the researcher had described the qualitative.
Examining the marketing communication tactics used by grocery stores in KZN Province to attract
new consumers was the primary goal of the study. It was determined that the semi-structured
interview was the best strategy for gathering data to meet the goals of the study. The chapter
ended with a discussion of the reliability of the data gathered, the research's ethical implications,
and its limits. The key information gathered from the interviews was transcription and content
analysed. In the next chapter (Chapter 4), the results of this analysis and the research findings

will be covered in more detail.
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CHAPTER 4:

DATA ANALYSIS AND PRESENTATION

4.1 INTRODUCTION

This chapter provides the results and findings of the data collected by the interview guide
regarding the MCS’s particularly within the grocery retail sector in KZN Province, under
uMhlathuze Local Municipality. The main aim of the study was to explore the MCS’s in grocery
retail sector at uMhlathuze Local Municipality which is under KZN Province in South Africa. This
study sought to guide KZN grocery retailers in decision-making and create an environment for
independent food chains to expand marketing departments and use customer service tools to

meet product and customer needs.

4.2 DEMOGRAPHIC INFORMATION

Determining the demographic characteristics of the study's sampled participants was the aim of
this section. Demographic characteristics were deliberated as fundamental in this research on the
basis that it is important to know the level of experience that the participants have, it is imperative
to know their gender distribution, and it is also important to know their age, whether the industry
is youth dominated or adult dominated. Hence, all the aforementioned factors make the

demographic profiling of participants essential in this study.

In line with this, the findings from the demographic analysis are shown in Table 4.1.
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Table 4.1 Summary of demographic information

Company e Responde | Responde | Respondent ?522?;?;?” Respondent Kev Role
code code nt Gender nt Age Position ; P y
Experience
Marketing
4GRS 1 #1 Female o5 5 The.task involves managing stock, budgeting for the branch, and tracking stock
manager profit and loss.
4GRS 2 4 Female 8 Marketing manager 6 The role |nvqlves maintaining stock avgllablll!ty, advertising on social media,
and addressing customer concerns or inquiries.
4GRS 3 43 Male 33 Store manager 5 Focus on customer interest by engaging with them on social media and posting
products that meet their needs.
The role involves managing the floor, ensuring tasks are completed, informing
#GRS 4 #4 Male 38 Marketing manager 7 customers about products and services via social media, and planning,
organizing, and implementing strategies.
. The process involves planning, implementing, organising, controlling, and
#GRS 5 #5 Female 36 Marketing manager 6 bringing clients and management at the centre.
The role involves defining and managing brands, monitoring social media,
#GRS 6 #6 Male 42 Store manager 6 producing internal communication, and training employees about new and
promoted products.
4GRS 7 47 Female a5 Marketing manager 7 The role involves ensuring product _r:\valle_lblllty, timely promotions, and open
trade doors to ensure customer satisfaction.
The role involves enhancing employee satisfaction by creating effective
#GRS 8 #8 Female 47 Store manager 5 staffing strategies, attracting talent, building a successful sales team through
weekly training, and regularly checking and recording sales.
The manager oversees the store's front, oversees the promotional team, plans
#GRS 9 #9 Male 47 Store manager 6 the monthly schedule, organizes paperwork, and ensures timely completion of
employee duties.
4GRS 10 #10 Female 55 Store manager 9 The role involves promotion, sales, product management, and financial

management for the marketing department and distribution.
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In order to be eligible to participate in this study as outlined in Table 4.1, the participants had to

meet one of the following requirements:
= Be the retail store owner or manager;
= Be in the grocery retail industry;
= Have adequate experience in the retail industry of at least five years or more; and

= Be part and parcel of the marketing department, amongst other things.

4.2.1 Age and Gender

The age of the respondents has been categorised in a range. Within the context of this study, age
18-37 are considered as youth, from age 38-47 they are considered as young adults, and from
48 years and above they are considered as adults. Between the ages of 18-27, only one
participant fell under this category, while the ages between 28-37, only three participants fell under
this category. Most of the participants who were working in the managerial position fell under the
category between the ages of 38 and 47 with the total number of five participants. Under the
category of ages above 48, only one participant was found in this category. Based on the findings
from Table 4.1, it is clear that the youth are falling behind in terms of the managerial positions.
The majority that was found to be active and well represented in terms of the association between

age and managerial position were young adults (age between 38-47).

Understanding the age range and gender of the participants provide insights into their perspective
and preferences. Different age groups and genders may have varying shopping habits,
preferences, and needs (Islam and Aldaihani, 2022). This information helped the researcher to
tailor marketing communication strategies to specific target demographics. By considering the
age and gender of participants, the research study gained a comprehensive understanding of the
marketing communication strategies employed in grocery retail stores. This insight can be used
to develop targeted and effective communication strategies that resonate with the store's target

audience and align with the company's goals and values.

From the findings presented in Table 4.1, it is suggested that females were dominant and the

business is more attractive to females than males in terms of the participation rate and in
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management positions with the total number of six out of ten. The participation rate of males was
four in total out of ten. On the basis of the data depicted in this category of gender, females are
leading in terms of the managerial position, especially in the retail shops that were available for

interviews.

4.2.2 Position and Experience

All participants hold the managerial positions, play the managerial role in managing the store,
planning, implementing, organising, controlling, and communicating with their target market. They
al have adequate experience in the retail industry of five years and above and were part and

parcel of the marketing department. Hence, all managers fit the researcher’s sampling criteria.

Youth participation in managerial positions in the grocery retail sector is very low and the
information depicted on Table 4.1 suggests that young people are not well represented in
leadership positions. The prevalence of this group among participants may be explained by the
fact that grocery retail outlets employ managers over the age of 46, who are likely to have

considerable and relevant work experience.

Table 4.1 shows that the young adults are the majority in terms of employment, they are
dominating the employment space in both on managerial positions as well as in terms of number
of years employed. The researcher discovered that the higher the age, the higher the years of
experience. Furthermore, the study established the positions respondents held, and the number
of years in the management position. All the participants fell under the study’s selection criteria
as they all have been in the management positions for five years and above. The findings showed
that three respondents have five years, four respondents with six years, two respondents with

seven years and one participant with nine years of experience in the management position.

Therefore, having qualifying respondents helps to gain much clarity on the MCS used in the
grocery retail sector to draw consumers and enhances the quality of the study’s findings. It is
essential to note that the participants were store managers and marketing managers and all of

them were part and parcel of the marketing departments.
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4.3 OVERALL AIM OF THE STUDY

For this study, the main aim was to explore the MCS in retail industry for groceries at uMhlathuze
Local Municipality which is under the province of KZN in South Africa.

4.4 SUMMARY OF THE CODING PROCESS

The study coded the data for analysis using the qualitative computer data analysis tool Atlas.ti.
Manual coding is considered a tedious and time-consuming operation, atlas.ti is a quicker and
more efficient program to save and locate qualitative data. The study employed thematic analysis.
The data from interviews were organised and transcribed into a word document. The data were
then reviewed to identify relevant information and eliminate irrelevant data. The study used coding
to categorise and segment the data, and themes and descriptions were created based on the

coding. The results of the analysis are presented in this chapter.

4.5 DATA ANALYSIS

This section discusses the analysis of data. To analyse the data, the researcher used Atlas ti
version 7.5. The ATLAS ti user guide and reference (2013) describes this qualitative data analysis
program as a potent workbench for qualitative analysis of substantial amounts of textual,
graphical, audio, and video data. The researcher gave close attention to the participants
interpretations, synthesising them into ideas that accurately reflect the study population and study

circumstances.

4.5.1 Research Question 1: What are the MCS’s adopted by grocery retailers to attract
customers?

The first research question sought to determine the MCS’s (MCS) adopted by grocery retailers to
attract customers in the grocery retail sector at uMhlathuze Local Municipality which is under the
province of KZN in South Africa. In answering this question, the study focused on three
overarching dimensions namely, the specific strategies adopted, the factors that contribute to the

development of these strategies, and the relevance of adopting such strategies as shown in
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Figure 4.1 and elucidate thereof.

1. Specific strategies

' 2. Contributing Factors

3. MCS usefulness

Figure 4.1: The dimensions of MCS adoption
Source: Researcher’s own construct from the field data (2023)

4.5.1.1 MCS adoption

Figure 4.2 shows the three themes that emerged from the in-depth examination of the strategies
implemented within the grocery retail sector. These are business sustainability strategy, customer
loyalty strategy, and effective customer acquisition strategy. Each theme encapsulates the list of

codes that culminated in it (refer to Figure 4.2). These themes are elaborated next:

= Business sustainability strategy

The business sustainability strategy is the first theme that emerged from the study’s quest to
determine the specific strategies adopted by the grocery retail section. This is a strategy the
business uses to ensure operational continuity. This strategy is carried out through the offering of
discounted sales and adapting to the market trends or changes as alluded to by #5, and #6

respectively:

“Our campaign has an interest to increase the profit in terms of sales” (GRS 5, Marketing Manager).

“...we are more into social media pop up ads, YouTube and sale papers. Through all these we are
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able notify our customers when there is a sale” (GRS 6, Store Manager).

Additionally, the shops carrying out activities as building strong brand, financial planning and align
marketing channels, leading to ensure business sustainability as indicated by #9 and #10

respectively:

“We account for the financial in planning for creating a marketing communication strategy” (GRS

9, Store Manager).

“We align our marketing channels to promote our products and services and always make sure our

customers are happy with what they buy from us” (GRS 10, Marketing Manager).

= Customer loyalty strategy

The second theme emerged from the data analysis is customer loyalty strategy in establishing
the specific strategies adopted by the grocery retail section. This is the strategy the business uses
to ensure customer satisfaction. This strategy is implemented by knowing the needs of customers,
customer attraction, customer engagement and customer communication, as #3 opined: “By the
use of social media, we communicate easy with customers and get to know their needs. We collect data to
cater for their needs or preferences”, and #4 stated “...we advertise our products in that it attracts
customers... Through surveys about how people become aware about their surroundings, that helps us
realize what platforms should we use for marketing”, and #8 opined “normally we use social media
platforms to attract customers”. In addition, businesses use customer attention to comprehend the
customers buying behaviour, in view of this #3 stated: “We use celebrities as brand ambassadors to
use our products and that attract their follower to come and buy the same products”. In doing all these,
the shops seek to build strong customer loyalty and this then constitutes the customer loyalty

strategy.
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= Effective customer acquisition strategy

The data analysis revealed a third theme, which is effective customer acquisition strategy. This
theme helped to identify the particular tactics that the grocery retail area had implemented. The
effective customer acquisition is the strategy businesses use on how they get their customers. In
getting more customers, shops use unique selling proposition and do target marketing by firstly
identifying and then segment target audience according to their needs they offer them with, as
alluded by #6: “Doing surveys to get to know our target market better to offer what they need”, #7 added

that “we introduced a free call store number for customer surveys”.

From the findings, grocery retailers do market research and collect data in analysing what
customers want so that they will be able to get those customers to acquire their products and
services, and to obtain a competitive advantage, as alluded by #2: “Through data collection making
sure that social media platforms do work in attracting customers using pop up ads” Similarly, #3 stated

that “We collect data to cater for their needs or preferences”.

Additionally, grocery retailers use customer acquisition to draw clients because it enables
consistent and pertinent message across several media. By using this strategy, you may draw
customers in, keep them informed about the products available in the store, and increase brand
recognition. It allows for the development of a distinctive selling offer and the ability to target
various societal groups. This strategy is generally seen as being successful in luring new clients
and keeping existing ones, as opined by both #7 and #9 respectively:

“The marketing strategies we use are social media, TV Ads, newspapers, Billboards, and door to

door handouts. We normally do it repeatedly to reach our target market. In the past, we have

developed a store merchandising and inventory description available on shelves for customers to

easily be answered for new introduced brands they are not familiar with” (GRS 7, Marketing

Manager).
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“We are still using a blueprint strategy in identifying our target market and target customers, match
our customer problems with our offerings and provide the best products and services for customer
satisfaction. When customers are satisfied, they repeat buys and recruit others to buy the same
offerings” (GRS 9, Store Manager).

The MCS adopted by Grocery Retail Shops
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Figure 4.2: The MCS adopted by Grocery Retail Shops



Source: Researcher’s own construct from the field data (2023).

4.5.1.2 The usefulness of MCS adoption by Grocery Retail Shops

This section shows the findings of the factors that contribute to MCS development. There are two

distinct themes that have emerged from the analysis. These themes comprise business

advancement and customer engagement. A collection of distinct codes shapes each theme.

Please see Figure 4.3. A detailed explanation of these concepts will be given in the following

sections.

The usefulness of MCS adoption by grocery retail shops
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Figure 4.3: The usefulness of MCS adoption by grocery retail shops

Source: Researcher’s own construct from the field data (2023

=  Business advancement

First, the data analysis revealed a theme of business advancement in determining the utility of
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MCS adoption by grocery retail stores. Within the context of this study, business advancement is
used to advance the business and to draw customers since it enables consistent and multichannel
communication. Grocery retailers use MCS for consistence and relevant messaging across
different channels to advance their businesses. In support of this, as opined by both #1 and #2

respectively:

“It does attract customers as everyone now is into media, distress by viewing media and our pop-
up ads then attract and grab their attention to come and buy our products” (GRS 1, Marketing

Manager).

“It does attract customers. Through social media platforms such as Facebook, Instagram and

tweeter...” (GRS 2, Marketing Manager).

The findings revealed that the use of MCS in grocery retail shops promotes brand awareness,
attracts clients, and keeps them informed about the offers of the store, as #7 stated “...it ensures
that our customers can expect the same calibre of experience from our brand every time they buy from us,
for example, brand awareness building”. The use of MCS also enables targeting various societal
groups and developing a unique selling proposition, as #8 opined “people are on social networks

more than before so there is no easier way to attract and get customers beside social media”.

= Customer engagement
The second element that surfaced from the data analysis to determine the utility of MCS adoption
by grocery retail stores is customer engagement. This is explained in the study that MCS’s to
attract customers and brings about customer loyalty, as #1 asserted that “It does attract customers
as everyone now is into media...”, similarly #2 adds “It does attract customers”. MCS also help to retail
customers, as opined by #6 “...it will attract customers and has always attracted the right customers
who are in need of our products. It also makes customers refer other customers when our product satisfied

their needs”.
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Additionally, customer engagement as suggested in the study helps to grab customers' attention,
keeps them up to date with store offerings, as #2 stated “Through social media platforms such as
Facebook, Instagram and Tweeter make sure that we keep our customers up to date with
everything in the store”.

4.5.1.3 Factors contributing to the MCS development

The results of the data analysis are shown in this part, which also identifies three major themes
that emerged. These three themes encompass research analysis findings, external factors, and
business performing factors. Every theme consists of a set of particular codes that have helped

shape it. (A graphic representation can be found in Figure 4.2.) A thorough explanation of these

concepts has been provided in the sections that follow.

The factors contributing to MCS development
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Figure 4.4: The factors contributing to MCS development

Source: Researcher’s own construct from the field data (2023)
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development. This factor clarifies that through social media surveys and business research,
grocery retailers get customer opinions and reactions about their satisfaction regarding the
product or service that the business is offering to its customers, as alluded by #3 “By comparing
past and recent ways in which the business is conducted and also used social media surveys for customer

suggestions to overcome changes”.

= External factors

The data analysis revealed a second theme, which is external factors in identifying the elements
influencing the development of MCS. With regards to this factor, the findings reveal that major
changes in the business environment can be identified through external factors such as
government regulation, customer feedback and environmental trends contributing to the
development of the MCS. Grocery retailers operate by following government regulations, as
opined by #1: “We are going according to government regulations, e.g., with COVID-19 we were using

essentials like sprays making sure that customers come and be safe within the store”.

From the findings, grocery retailers also use customer feedback to regularly check what makes
customers happy and steaking to that and apply the fact that the customers are key to business

success, as opined by both #2 and #3 respectively:

“Checking what makes the customers happy and applying the fact that the customers are always
right” (GRS 2, Marketing Manager).

“By comparing past and recent ways in which the business is conducted and also used social media

surveys for customer suggestions to overcome changes” (GRS 3, Store Manager).

Additionally, the findings reveal that grocery retail stores also use environmental trends as
dynamics in the environment to improve and manage change, as stated by both #6: “Through
environmental trends on social media and by including customer suggestions and opinions we manage to
solve customer-based problems easily”, and #7: “The effect of external factors in the business such as
economic, technological, societal and governmental influences affect how we operate. We always adapt

and improve our strategies in a way that it suites the changes at that time”.

= Business performing factors.
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Business performing factors in identifying the components leading to MCS development is the
third theme that came from the data study. Business performance, within the context of this study,

is determined by sales and profit analysis, as #8 and #9 opined respectively:

“I realize when | started to have more foot at the business and the sales started to improve and

they were much better than before” (GRS 8, Store Manager).

“I identify major changes through ongoing sale and profit out of the operational expenses” (GRS 9,

Store Manager).

The results show that in order to overcome operational challenges in a retail sector, the
development of marketing communication is one of the most important elements of current
marketing, while being difficult to develop and undergoing substantial changes, as opined by both
#5 and #6:

“We always play as a team and strategize. We had Covid19 challenges through our operations,
however, | managed to restructure our daily schedules and successfully implemented new
strategies and took advantage by following government regulations. Customers trusted us and kept

on coming to buy” (GRS 5, Marketing Manager).

“I plan for any risks that could arise unexpectedly” (GRS 9, Store Manager).

From the findings, the stock availability issues due to unforeseen circumstances has major impact
on the effectiveness of the business, as alluded by #4: “Delays in the availability of stock when there
are protests. In these instances, we make sure that stock is limited per customer and if stock is delayed,

we make sure that there are home deliveries”.

4.5.2 Research Question 2: How are MCS’s applied in grocery retail stores?

The second study question was to ascertain how grocery retailers applied marketing
communication methods to draw clients in the grocery retail sector. In answering this question, the
study focused on three overarching dimensions namely, the methods adopted, the success
determining factors and the stakeholder satisfaction and sustainability as shown in Figure 4.5 and

elucidate thereof.
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Figure 4.5: The MCS application methods

Source: Researcher’s own construct from the field data (2023)

4.5.2.1 The MCS (MCS) application methods

This section discusses the three topics that arose from the grocery retail businesses thorough
analysis of the MCS application methods, as seen in figure 4.6. These are digital marketing, social
media marketing, word-of-mouth marketing, advertising, sales promotion and direct marketing.
Each theme encapsulates the list of codes that culminated in it (refer to Figure 4.6). These themes
are elaborated below:

= Digital Marketing

The digital marketing is the first theme that emerged from the study’s search to determine the
MCS application methods by the grocery retail section. In this regard, the findings imply that digital
marketing is about promoting the business and to connect with customers using the internet.
Grocery retailers make sales online using online marketing and google advertisement, as #10

alluded:
“We are currently using... and YouTube popup ads” (GRS 9, Store Manager).

“We also use Google advertisements” (GRS 10, Marketing Manager).

From the findings, grocery retail stores also make use of mobile app marketing where customers
download the application, register and get store notifications whenever there is an update or sale,
as opined by #5: “We have an app for the store where if you have downloaded and registered you
automatically receive updates like sales we have in our retail”. The purpose of the grocery retailers is

to drive discovery and increase buyer engagement.
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= Social Media Marketing
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Figure 4.5.1: Social Media Marketing
Source: Researcher’s own construct from the field data (2023)

Social media marketing is the second subject that arose from the study's attempt to identify the
MCS implementation techniques by the grocery retailers. Social media marketing is the most
utilized application of the grocery retail strategies. Figure 4.5.1 is essentially showing the
frequency of social media’s each appearance and it appeared a number of times as well as from

the responses of the participants.

From the findings, grocery retail stores promote their products and services using social media
marketing technigues such as social media links and Facebook, as stated by #5, #9 and #10:

“...such as social networks (... Facebook)” (GRS 5, Marketing Manager)
“We are currently using social media such as Facebook...” (GRS 9, Store Manager)
“We use Facebook to advertise and promote goods and services” (GRS 10, Marketing Manager)

Amongst all the social media platforms, Facebook is suggested as the most used platforms. The

rationale behind this selection was that social media, particularly Facebook is very cheap

85



compared to other forms of advertisement tools. According to the study social media marketing
have resulted in a change in the MCS’s used by the grocery retail store marketing communication
departments. Hence, retail businesses must give value to their customers' desired demands in

order to succeed and create a long-lasting competitive edge.

In this regard, the study suggest that the relevancy of the retail stores has been demonstrated by
the rise in social media links, it appears that social media promotions do draw a lot of customers,
as alluded by #2, #4 and #5:

“We are using social media platforms to keep the communities posted when there are sales and

discounts on items in the store” (GRS 2, Marketing Manager).

“The strategy we use is social media. By alerting them about sales, discounts, stock that we have
added that is essential to their daily living” (GRS 4, Marketing Manager).

The best recent method for engaging with potential clients and luring them to buy products and
services is advised to be social media marketing, as opined by #5 “We communicate with our
customers through different platforms such as social networks (twitter, Facebook)” and #9 “We are currently

using social media...”.

The study also suggests that the application of social media marketing in the grocery retail sector
is a successful strategy for marketing and finally attracting more customers, as alluded by #6 and

#9 respectively:

“We now have fast ways of reaching customers like social media posting which spread news all
over the country. If one customer has bought our advertised product and is satisfied, his or her

comment grabs the attention of others to come and buy” (GRS 6, Store Manager).

“With these social platforms we build a good relationship with our customers and attend complains

if there are any and come up with a win-win solution to keep them happy it” (GRS 9, Store Manager).

The research showed that grocery retail stores use social media as a versatile marketing tool to

boost connection, develop a communication strategy, and monitor results. This makes it evident
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that a social media strategy can help with marketing communication objectives in a way that is

intangible.

The MCS application methods by the Grocery Retail Shops
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Figure 4.6: The MCS application methods by the Grocery Retail Shops

Source: Researcher’s own construct from the field data (2023)

= Word-of-mouth Marketing



The word-of-mouth Marketing is the third theme that emerged from the study’s quest to determine
the MCS application methods by the grocery retail stores. In grocery retail stores, according to
the findings, MCS'’s are applied through various channels such the word-of-mouth. Word of mouth
is about spreading the information about the business products and services. Grocery retailers
use customer referrals and influencer marketing, as #6 alluded:

“...If one customer has bought our advertised product and is satisfied, his or her comment grabs the
attention of others to come and buy” (GRS 6, Store Manager).

= Advertising

The fourth element that surfaced from the data analysis was advertising, which stemmed from the
study's attempt to identify the MCS application techniques used by supermarket retail outlets. With
regards to this, advertising is the promotional technique used to bring the message about the
business products and services. The findings suggest that grocery retailers use advertising to
repeat the message of their offerings over and over again by using billboards advertising where
one advertisement is repeatedly to reach many people at the same time, as #3 alluded: “...we use

billboards and sometimes posters” and #7 “We use advertising...”

The findings also revealed that grocery retail stores are still using traditional means of advertising
such as newspaper advertising in order to send the message of their offerings to existing and

potential customers, as #3 mentioned: “We communicate with customers via newspaper...”

=  Sales Promotions

The fifth theme that came from the study's attempt to determine MCS application strategies by
grocery retail outlets is sales promotion. Sales promotion is the marketing technique used to
increase sales in the business. In line with this, the findings suggest that grocery retailers engage
in promotional efforts such as free gifts, points rewards system and special deals to encourage
consumers to make quick purchases. The goal is to provide consumers with a more immediate
reward and access them to new offerings, as #8 said:

“We use ...., sales promotion.... We developed a loyalty program for customers and offer them
free gifts, samples, or points towards rewards. We sometimes offer them special deals, discounts

or early access to new items (GRS 8, Store Manager).

Additionally, grocery retail stores also use buy one and get one free for same item as part of
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promoting their products, as #3 mentioned “...promoting goods and services to our customers through

sales, buy one get one free

= Direct Marketing

The direct marketing is the sixth theme that appeared from the study’s search to regulate the MCS
application methods by the grocery retail stores. Within the context of this study, direct marketing
is the form advertising by communicating with customers directly. From the findings, the grocery
retailers use direct marketing informing consumers about goods and services. This is done
through face-to-face interactions and sending SMS to customers, as #7 and #10 opined

respectively:
“We use...and face-to-face giving sale papers to customers” (GRS 7, Marketing Manager).

“We use SMSs to inform our customers about any sale, changes in our operations” (GRS 10,
Marketing Manager).

4.5.2.2 The MCS success determining factors.

The results of our data analysis are shown in this section, where two main themes that emerged
from the data study are presented. These two themes encompass improved customer satisfaction
and business transformation. Each theme encompasses a collection of specific codes that have
contributed to its formulation. (Please refer to Figure 4.7 for a visual representation.) In the

subsequent sections, a detailed elaboration of these themes has been explained.

89



The MCS success determining factors
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Figure 4.6: The MCS success determining factors

Source: Researcher’s own construct from the field data (2023).

» |mproved customer satisfaction
The first theme that arose from the study’s pursuit to look at the MCS success determining factors
by the grocery retail section is improved customer satisfaction. This factor is defined as
measurements used to determine the satisfaction of customers pertaining the business offerings.
In line with this, the findings revealed that grocery retailers use customer satisfaction, repeated

purchases and positive feedback to keep their customers satisfied, as #2, #8 and #9 alluded:

“The current strategies are successful because the more we use these certain strategies is the

more the customers come in their numbers as many as they are” (GRS 2, Marketing Manager).

“I believe they are successful, because the products that are selling more are the ones that we
advertise on the one of our social media platforms, so it means people did see them advertised

and they are running to buy” (GRS 8, Store Manager).

“...for each promotional goods and sales advertised on social platforms we do get customers

buying and most of them come to buy in bulk it” (GRS 9, Store Manager).
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Additionally, customer satisfaction is suggested to be seen through customer referrals and gaining
new customers showing that customers are still satisfied with their product and services, as #3

opined: “...customer repeating buy and also encouraging others to buy from us”.

= Business transformation
The study's second theme, business transformation, arose from its attempt to examine the MCS
success deciding elements by the grocery retail area. Nosiness transformation refers to an
initiative that makes operational changes in the business. In this regard, the grocery retailers use
increased sales and maintaining a smooth operation in the grocery retail stores as the success
determining factors in the transformation of their businesses, as alluded by #1, #4 and #5
respectively:

“We promote back to school via SMS and Facebook and that increase our sales, we even make
100% profit” (GRS 1, Marketing Manager).
We have gained more customers which means more sales for the store” (GRS 4, Marketing

Manager).

“...our operations are smooth” (GRS 5, Marketing Manager).

From the findings, these strategies have led to fulfilling business objectives and higher profit
margins, as #3, the store manager opined: “Yes, they are successful because most of fundamentals

aims of the business are fulfilled, such as increasing profit”.

Additionally, the grocery retailers use avoiding losses factor as a major of business transformation.
as #5, #6 and #9 stated:

“They are successful because we have not made a loss through using them in our marketing
campaigns...” (GRS 5, Marketing Manager)

“Yes, they are active since we have not made a noticeable loss that could lead to a backward shift

in the market share scheme” (GRS 6, Store Manager)
“We have not made any loss from our sales...” (GRS 9, Store Manager).

“The store has not made any loss since the development of new strategies” (GRS 4, Marketing

Manager).
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4.5.2.3 The Stakeholder satisfaction and sustainability

The results of the data analysis are presented in this part, which highlights three main themes
that emerged from it. These three themes encompass customer focus and sustainability,
shareholder engagement and satisfaction, and ensuring operational excellence. Each theme
encompasses a collection of specific codes that have contributed to its formulation. (Please refer
to Figure 4.8 for a visual representation.) In the subsequent sections, a detailed elaboration of

these themes has been explained.

Stakeholder satisfaction and sustainability
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Figure 4.6: Stakeholder satisfaction and sustainability

Source: Researcher’s own construct from the field data (2023)

= Customer focus and sustainability

The first theme that emerged from the study’s search to determine the stakeholder satisfaction
and sustainability in the grocery retail section is customer focus and sustainability. Within the

context of this study, customer focus and sustainability means to build a good relationship with
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customers focusing on them and satisfying their needs and attract them to buy from your grocery
stores in order to ensure sustainability. Grocery retail stores prioritise customer needs, as #5

opined: “We ensure that at all costs we put our customers first...”.

Additionally, the findings reveal that grocery retailers also ensure customer satisfaction and
sustainability by aligning strategy with customers’ interests, as #6 mentioned “We ensure that the
store is always in line with trends...”, and by ensuring that they keep customers informed about price
changes and sales, as alluded by #4 “By alerting the community about our sales and in that way our
sales within the store increases”, and #10: “. We do monthly discount sales to attract working consumer

class for the 15th, 25th and month end sale. We also make combo sales”.

= Shareholder engagement and satisfaction

The study's pursuit of identifying sustainability and stakeholder satisfaction in the grocery retalil
sector gave rise to a second theme: shareholder engagement and satisfaction. In this regard,
shareholder engagement and satisfaction refers to all ways that are used to influence
shareholders and satisfy them. Grocery retailers do that by keeping stakeholders informed about

price changes, as #6 alluded: “...inform them of all improvements or changes and be sustainable”.J

From the findings, grocery retailers maintain shareholder engagement and satisfaction through
loyalty, reporting back to shareholders with financial reports yearly as the key to retaining of their
stakeholders, and informing them about any changes in the market share, as asserted by #3:
“alerting them of all the goods and bad happening in our store, changes in the market share and send them
our financial reports yearly”. Moreover, grocery retail stores also engage and satisfy shareholders
by informing them about profit and loss and new strategies implemented for growth, as #2 opined:
“Letting the shareholders know whenever there is a price increase, profit or loss and new strategies

implemented for growth”.

= Ensuring operational excellence

Ensuring operational excellence is the third element that came to light during the study's
investigation of stakeholder satisfaction and sustainability in the grocery retail sector. This is about

delivering value through continuous operational improvements. With regards to this, to ensure

93



operational excellence, marketing communication management department in the grocery retalil
stores focus on strategies such as avoiding stock loss, as opined by #1 “by making sure that we are
not having stock loss”, increasing sales to ensure sustainability and make sure that they keep their
stakeholders updated with their operations, #1 adds, ‘increase sales to gain more profit, that gives

assurance and trust that we are sustainable”, and #3 “By increasing sales...”.

The findings also revealed that grocery retailers establish effective communication with their
shareholders to keep a good relationship and retain them, as alluded by #5, #7 and #9

respectively:

“...update our target market with all relevant information and that increase sales which also attract
stakeholders. We make sure we are sustainable to keep our stakeholders' trust”, (GRS 5, Marketing

Manager).

#7 By ensuring that we communicate with them and making sure everyone is on the same page,
identifying their interests and send them appropriate level of engagement, such as having meetings
with them for any available updates”, (GRS 7, Marketing Manager).

#9 “We let them know everything we are doing that is about the development, innovation, external
threats from external factors affecting the company growth and our increase in sales and
competitive edges. We do this to keep them updated and avoid surprises of any unknown risks it”,
(GRS 9, Store Manager).

4.5.3 Research Question 3: What are the challenges of adopting and implementing

MCS’s in grocery retail stores?

Within the uMhlathuze local Municipality, situated in the KZN region of South Africa, the third
research question was to ascertain the obstacles associated with the adoption and execution of
MCS’s in the grocery retail sector. In answering this question, the study focused on three
overarching dimensions namely, the challenges of implementing MCS and the ways of improving

an adoption and implementation of MCS’s success as shown in Figure 4.9 and elucidate thereof.
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Figure 4.9: The challenges of implementing MCS
Source: Researcher’s own construct from the field data (2023).

4.5.3.1 The challenges of implementing MCS

This section presents the outcome of our data analysis, revealing four distinct themes that have
risen from the data analysis. These four themes encompass limited communication channels
leading to potential brand criticism going unnoticed, disadvantaged individuals without access to
smartphones and are not familiar with the internet, unpredictable environmental factors and
potential risks associated with advanced technology. A variety of particular codes have contributed
to the development of each theme. For an illustration, please see Figure 4.10. The explanations
of these themes have been provided in the following sections.
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The challenges of implementing MCS
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Figure 4.10: The challenges of implementing MCS

Source: Researcher’s own construct from the field data (2023)

= Limited communication channels leading to potential brand criticism going unnoticed.

The initial finding from the study aimed at identifying the obstacles associated with implementing
MCS in the grocery retail industry is that there are "limited communication channels leading to
potential brand criticism going unnoticed. In this regard, the findings revealed that the challenges
of adopting and implementing MCS’s in grocery retail stores include language barriers among
customers, barriers to communication and limited communication channels, as #2 and #6 opined
respectively:

“...for implementing a new way of including all 11 languages when advertising on social platforms

which will benefit young and old stakeholders since South Africa is a diverse country”, (GS 2,

Marketing Manager).

“There are too many communication channels, but we only use the few. This poses a challenge
because when a potential customer criticises our brand, we may not see it, that becomes a threat”
(GRS 6, Store Manager).

96



» Disadvantaged individuals
Within the context of this study, the disadvantaged individuals are the persons without access to
smartphones and are not familiar with the internet. This is the second theme of this section. In
this regard, the findings suggest that marketing grocery retail stores encounter challenges of
implementing MCS since their communications do not reach all their target market as there are
disadvantaged individuals living in rural areas without internet access. In support of this, #2 stated:
“Considering that there are disadvantaged people from rural areas who do not have access to
television, smart phones with internet poses a problem since face-to-face campaigns are no longer

effective” (GRS 2, Marketing Manager).

Moreover, the findings also suggest that there are misfortune and inconveniences in reaching

other buyers who are not familiar with the internet, as #4 stated:
“With the use of internet marketing, the challenges that we face include that our communique won't be
able to reach senior buyers (pensioners) since they are not familiar with the internet” GRS 4, Marketing

Manager).

= Unpredictable environment factors
The study's attempt to identify the difficulties in applying MCS in the grocery retail industry gave
rise to this third theme. This refers to the uncertainty about the future outcomes of the
environment. In line with this, the findings revealed that grocery retail sector had unforeseen
consequences of the COVID-19 pandemic with the intensive and massive competition, as
mentioned by #4: “Face-to-face competitions after covid19 because we do not know how people would

receive it. Since there are many changes after the pandemic”.

The findings also suggest that customer behaviour was affected by the COVID-19 with high level
of competition. The grocery retail stores suffered the unbearable effects of changing customer
behaviours and their expectations, and the need to adapt to changing consumer preferences and
prioritise health and safety, as #7 alluded:
“There are challenges. COVID-19 brought with a high standard of health and safety and now
customers only buy fresh and latest food. That poses challenges for us to not only buy goods from

suppliers but long-lasting goods that will satisfy customers” (GRS 7, Marketing Manager).

Additionally, the issue of electricity has a negative impact in the grocery retail stores, as #3 opined:

“As there is loadshedding taking place, some products do not absorb ice for so long, ending up being
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taken back to suppliers for some bad reasons; this creates a bad impact to us. The issue of electricity
is affecting us as grocery retailers and seemingly this issue is slowly fragging us down” (GRS 3, Store
Manager).

= Potential risk associated with advanced technology.
This is the fourth theme that resulted from the investigation into the difficulties associated with
deploying MCS in the grocery retail industry. In this regard, potential risks associated with
advanced technology, such as technical difficulties, advanced technology and technological
influence poses challenges of implementing MCS’s, as #9 alluded:

“Yes, because we are approaching 5th Industrial Revolution with highly advanced technology and
this artificial intelligence system that makes things easy with lots of uncalculated risks that might
rise any time. However, we are doing our best to overcome all challenges encountered by us and
our customers it” (GRS 9, Store Manager).

4.5.3.2 The ways of improving an adoption and implementation of MCS’s success

The results of our data analysis are shown in this section, where three main themes that emerged
from the data analysis are presented. These three themes encompass adopting customer-centric
approach, proper campaign management and the importance of utilising technology. Every theme
consists of a group of particular codes that have helped shape it (For a graphic illustration, please
see Figure 4.11). These concepts have been elaborated and explored in detail in the following

parts.
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4.11: The ways of improving implementation of MCS

Source: Researcher’s own construct from the field data (2023).

= Adopting customer-centric approach
The first theme that came out of the study's attempt to figure out how to better deploy MCS in the
grocery retail industry was adopting customer-centric approach. In this regard, adopting customer-
centric approach in improving implementation of MCS is about engaging with customers to

overcome challenges interrupting the implementation of MCS. In support of this, the findings

suggest that grocery retailers use customer engagement as a way of improving the
implementation of MCS, as #9 opined:
“We did a live competition on Facebook and our official page was new, with technical problems we
ended up not been able to read all comments for answers. We then did a survey on the best method
to use for promoting our no name brands. Now we create an online competition, and the system

picks the winner for us” (GRS 9, Store Manager).
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From the findings, the grocery retailers have the need to adapt to changing consumer preferences
and prioritise health and safety. They ensure that they follow external threats trends and come up
with strategies to overcome them. They do this by considering and adapting to changing
consumer preferences, as #6 mentioned:
“...there was a Rainbow chicken disease that trended on social media while we had advertised it on
sale prior without knowing there will be a problem. Our campaign was going to be a competition. People
did not enter in numbers because they feared for their life. We changed from rainbow chicken 2kg to

Sasko bottle, container and two [loves of] bread for the winner” (GRS 6, Store Manager).

= Proper campaign management

The second theme to emerge from the study's search to find strategies to improve MCS
implementation in the grocery retail sector is proper campaign management. In line with this, the
need for proper research before executing marketing campaigns is referred to proper campaign
management. The findings suggest that grocery retailers improve the implementation of MCS by
considering the importance of research, as #8 opined:

“We tried advertising using billboards in and around town and that did not go well until we chose to

use social media platforms. What | learned from that was that it's important to do proper research

before you do something because if we did our research, we were going to come right” (GRS 8,

Store Manager).

From the findings, for some grocery retail stores there has been unsuccessful marketing
campaigns while other grocery retail stores have not had any unsuccessful campaigns because
they do proper planning, organising campaigns, testing campaigns before reaching their target
market, as #3, the store manager stated: “There has not been an unsuccessful campaign. This is due
to that | plan, organise and test all store marketing campaigns before we go to people”, and #5, the

marketing manager also added “There has not been an unsuccessful campaign; all the campaigns have
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been and always successful. This is because we plan, test and implement”. The findings also reveal
that grocery retailers ensure teamwork as #5 opined “We work as a team”. Additionally, the lessons
learned included the importance of proper planning, organisation and testing before implementing

the MCS.

=  The importance of utilising technology
The importance of utilising technology is the second theme that appeared from the aggregation
of improving the implementation of MCS in the grocery retail sector. In this regard, the
fundamental importance of technology in a business environment is shown to be a very important
tool for business success today. The relevance of the grocery retail stores has been demonstrated
by the importance of internet usage, as #4 opined:

“During the pandemic we conducted a face-to-face campaign about promotions, and people did not
come. Lesson learnt is that the internet is very vital in our community because our sales peaked”
(GRS 4, Marketing Manager).

The findings suggest that utilising technology effectively has become one of the most essential
aspect of business in the grocery retail sector. Grocery retail campaigns are changing as a result
of the technological advancement such as the use of artificial intelligence systems, as the grocery

retail business models rely on electronic commerce to communicate with customers. Grocery

retail stores rely more on utilising technology and other grocery retail stores are now using only

online campaigns to advertise and communicate with their customers, as #1, #2 and #6 opined:
“There were a limited number of customers arriving in the retail store while we planned an in store
campaign. The marketing campaign was to use the advertisements only on television and | learned
that technology is essential” (GRS 2, Marketing Manager).

“Since we no longer doing a face-to-face campaign for over six years now, | cannot say there is
any that has not been successful. (GRS 1, Marketing Manager).

“We are using e-commerce campaigns now...” (GRS 6, Store Manager).
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4.6 CHAPTER SUMMARY
This chapter described the main aim of the study which was to explore the MCS’s in grocery retail

sector at uMhlathuze Local Municipality which is under the province of KZN in South Africa. The
objectives of the study were to determine the MCS’s adopted by the grocery retailers in attracting
customers, to determine the MCS’s adopted by the grocery retailers in attracting customers, and

to determine the challenges of adopting and implementing MCS’s in the grocery retail industry.

To determine the MCS’s adopted by the grocery retail stores, the study found business
sustainability strategy, customer loyalty strategy, and effective customer acquisition strategy as
the most adopted strategies by the grocery retailers. To determine application of MCS’s by the
grocery retailers in attracting customers, the study found digital marketing, social media marketing,
word-of-mouth marketing, advertising, sales promotion and direct marketing as the most used

methods in applying MCS’s.

To determine the stakeholder satisfaction and sustainability, the study found customer focus and
sustainability, shareholder engagement and satisfaction, and ensuring operational excellence as
the most important aspects that help the businesses to be sustainable and engage with
stakeholders. In determining the challenges of adopting and implementing MCS'’s in grocery retail
stores, the study found limited communication channels leading to potential brand criticism going
unnoticed, disadvantaged individuals without access to smartphones and are not familiar with the
internet, unpredictable environmental factors and potential risks associated with advanced
technology as the main challenges that businesses encounter inimplementing MCS’s in the grocery

retail sector.

102



CHAPTER 5

SUMMARY OF THE FINDINGS, CONCLUSION AND RECOMMENDATIONS

5.1 INTRODUCTION

The previous chapters represented the research question, objectives, literature review,
methodology and the empirical findings of the study. This chapter presents the summary of the
findings, conclusions and recommendations of the study.

5.2 DISCUSSION OF THE FINDINGS

The purpose of the study was to investigate the MCS’s in the grocery retail sector of KZN
Province, South Africa. Therefore, utilising the following research questions, this study sought to
investigate the marketing communication techniques in the grocery retail sector at uMhlathuze

Local Municipality, which is under KZN Province in South Africa:

5.2.2 Research question 1:
What are the MCS'’s adopted by the grocery retailers in attracting customers?

According to Khan (2014), marketing strategies including advertisements, promotions and other
tools are used to effectively connect with potential clients to draw in buyers of goods and services.
Therefore, retail establishments need to provide value to meet the needs of their customers and
maintain a sustainable competitive advantage. This can be achieved by influencing consumer
demand for their goods and services through the effective use of marketing mix strategies. To this
end, the study found the specific strategies adopted, namely business sustainability strategy,
customer loyalty strategy and effective customer acquisition strategy. The business sustainability
strategy focuses on ensuring operational continuity through discounted sales, adapting to market
trends, building a strong brand, financial planning, and aligning marketing channels. It also
includes building strong customer loyalty. Lastly, the effective customer acquisition strategy
involves unique selling propositions, target marketing, market research, data collection, and
consistent messaging across various media channels. It aims to attract new customers and retain
existing ones. The aforementioned strategies as part of the findings seems to be the new

knowledge adding to the literature, therefore, narrowing the knowledge gap on MCS’s.

The study found the usefulness of adopting MCS’s in grocery retail shops. The two factors are
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business advancement and customer engagement. Business advancement focuses on using
MCS for consistent and multichannel communication to attract customers, promote brand
awareness and develop unique selling propositions. Customer engagement emphasises using
MCS to attract and retain customers, grab their attention and keep them informed about store
offerings. Furthermore, the study found that there are factors contributing to MCS development,
namely; research analysis findings, external factors and business performing factors. Research
analysis findings involve using social media surveys and business research to gather customer
opinions and reactions. External factors include government regulations, customer feedback and
environmental trends that influence MCS development. Business performing factors consider
sales and profit analysis, overcoming operational challenges and stock availability issues.
Customers are exposed to changes in the social context and technical improvements, which
supports Styger's (2018) claim that the environment has had a major impact on the growth of
marketing communication methods. These developments influence customer purchasing patterns
and their perception of and response to marketing materials, as seen by the growth of e-

commerce.

5.2.2 Research question 2:
How are the MCS’s applied in the Grocery Retail industry?

The objective of Research Question 2 sought to examine the application of the MCS’s in the
grocery retail sector. The study found that digital marketing, social media marketing, word-of-
mouth marketing, advertising, sales promotion, and direct marketing are the main methods used.
Digital marketing involves promoting the business and connecting with customers online through
platforms like Google ads and YouTube popup ads. Social media marketing is widely used. The
literature presented the methods used in the application of MCS’s for business prepared message
intended to develop a brand. These 11 marketing communication tools make up the marketing
communication mix: advertising, promotion of sales, occurrences and encounters, sales

promotion, new media, events and experiences, public relations, direct marketing, interactive

marketing, buzz marketing or word-of-mouth marketing, personal selling and packaging (Cravens
and Piercy, 2013; Polyorat, 2014; Motala, 2017; Styger, 2018). However, social media marketing
was not indicated as the most used method. Hence, the study adds on the existing literature that
social media as part of new media marketing has become the number one effective method

among all the methods applied, with Facebook being the most used social media platform.
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Additionally, grocery retail stores use social media to advertise and promote their products and
services. Word-of-mouth marketing involves spreading information about the business through
customer referrals and influencer marketing. Advertising is done through billboards and posters,
as well as traditional means like newspaper ads. Sales promotions include offering free gifts,
points rewards systems, special deals, and buy one get one free promotions. Direct marketing

involves face-to-face interactions and sending SMS’s to customers.

The findings reveal that the success of these MCS’s is determined by improved customer
satisfaction and business transformation. Grocery retailers use customer satisfaction, repeated
purchases, positive feedback, increased sales, and smooth operations as indicators of success.
The present study's results are consistent with earlier research (Cravens and Piercy, 2013;
Hughes and Fill, 2016; Thwala and Slabber, 2018), which found that the goal of a MCS is to
support an organisation's communication initiatives and the integration and coordination of all
components of marketing communication to engage with consumers and influential individuals. If
a company's products are appealing to customers, they will spend more money and develop a
stronger tie with the business. Overall visibility and reputation of the business are boosted by this.
Reaching potential customers with different types of information about the business, its products,
and services is the aim of marketing communications (Hughes and Fill 2016; Thwala and Slabber,
2018).

The findings further revealed that stakeholder satisfaction and sustainability are achieved through
customer focus and sustainability, shareholder engagement and satisfaction, and ensuring
operational excellence. Grocery retailers prioritise customer needs, align strategies with customer
interests, keep stakeholders informed about price changes and sales, and engage with
shareholders to build trust and retain them. In line with the findings, Sulikova (2019) in the
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literature revealed that there are two model variables that make up the conceptual model of
marketing mix. The first has a direct impact on customer satisfaction, while the second is about
customer loyalty. The first product and location-related variables, on the other hand, include
brand, quality and distribution channels, all of which have an impact on consumer satisfaction.
Advertising, price strategy and communication are the second sorts of variables that influence

consumer loyalty.

5.2.3 Research question 3:

What are the challenges of adopting and implementing MCS’s in the Grocery Retail Industry?

The objective of Research Question 3 sought to focus on the challenges of adopting and
implementing MCS’s in grocery retail stores. The study found four main challenges: limited
communication channels leading to potential brand criticism going unnoticed, disadvantaged
individuals without access to smartphones and familiarity with the internet, unpredictable
environmental factors such as the impact of the COVID-19 pandemic and electricity issues, and
potential risks associated with advanced technology.

The way businesses operate nowadays is impacted by new technologies, which also help
companies to reach a wider market. Due to these dynamics, businesses must quickly adapt to
new nonconformities and demand circumstances during the short product lifespan. They achieve
this by using marketing and developing MCS (Hadiyati, 2015; Gossen and Kropfeld 2022).
According to Allison (2022), the emergence of new technologies affects the corporate system and
opens up new markets since consumers have increased expectations for novel features and the

ongoing innovation of existing products.

According to Thwala and Slabber (2018), the literature showed that the main obstacles facing the
grocery retail industry are product and market competitions brought on by heightened competition
for the same products, which are offered at varying prices based on the customer buying class
that the grocery store is targeting. However, the study contradicts literature as the findings
revealed the recent challenges are limited communication channels leading to potential brand
criticism going unnoticed, disadvantaged individuals without access to smartphones and
familiarity with the internet, unpredictable environmental factors (COVID-19 pandemic and

electricity issues, and potential risks associated with advanced technology).

106



Global public health initiatives in reaction to the COVID-19 epidemic had an immediate and
significant impact on consumers' capacity for and desire for in-person shopping. Grocery stores
suffered the considerable effects of changing consumer behaviours, perceptions and
expectations on retailers because they were considered "vital companies" and were not prone to
long-term closure (Gossen and Kropfeld 2022). Additionally, stockpiling behaviours affected
customer loyalty to brands and stores by posing new inventory management issues for grocery
stores (Allison, 2022).

The study further found that to improve the adoption and implementation of MCS’s, adopting a
customer-centric approach, proper campaign management and the importance of utilising
technology do improve the implementation of MCS in the grocery retail sector. Grocery retailers
engage with customers and prioritise health and safety, conduct proper research before executing
campaigns, and utilise technology effectively through internet usage and e-commerce campaigns.

5.3 CONCLUSION

Chapter 5 presented and explained the results of the empirical research about the MCS’s in
grocery retail sector at uMhlathuze Local Municipality which is under KZN Province in South
Africa. On the basis of the outcomes, this study concluded that there are indeed MCS’s used in
the grocery retail sector in communicating, attracting and promoting the business. The MCS is
the heart of the business, particularly in grocery retail stores. The rationale behind this assertion
was based on the fact that without marketing, the store can never have customers. Additionally,
it was crucial that the grocery retailers understand the perceptions and expectations of customers
and translate them into marketing communication activities that would attract both the existing

and potential customers.

The study also concluded that grocery retailers use both new and traditional media, the analysis
added new knowledge of the MCS’s used to attract customers in the retail industry. In particular,
this study discovered that social media and online marketing are frequently used in
communicating with customers, attracting them and advertising the business offerings.
Furthermore, all of the research participants use online and social media marketing as their main
means of marketing communications, indicating that the digital revolution has had a significant

impact on them.
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Based on these revelations, the researcher concludes that the increase in completion in the
market of the similar offerings at different prices could have a greater impact on the success of
the business. It is crucial that grocery retailers understand that using a successful marketing mix

will result in more effective marketing communications.

5.4 RECOMMENDATIONS

The primary research conducted confirmed the MCS’s used in the grocery retail sector in
attracting customers, and the following recommendations were made:

a. It is recommended that the grocery retailers make use of these strategies and measure
the effectiveness of their current MCS to stay competitive and advance their businesses

and engage with customers.

b. It is recommended that marketing communication departments plan properly when they
are to embark on the marketing process to keep up with technological advancements and

avoid risks associated with technology.

c. It is also recommended that the grocery retailers plan and maintain customer-centric
approach and proper campaign management to improve the adoption and implementation

of the effective and proficient MCS’s in the grocery retail sector.

d. The marketing communication managers are recommended to plan properly because they
work in an uncertain environment. The COVID-19 pandemic may not be the last one to
occur. Keeping in mind the interests of its stakeholders and the organisation as a whole,
grocery merchants must establish procedures and be prepared to act quickly in the event

of future emergencies.

e. A structural shortage of energy supply will remain one of the nation's most urgent issues
as its antiquated infrastructure deteriorates and needs to be upgraded. Owing to the
complicated and ever-changing impact load shedding has on consumers, all South African
firms, particularly those in the retail sector, need to consider the economic impacts of this

practice.

5.5 LIMITATIONS OF THE STUDY

The limitations of this study are worth mentioning, however, they did not limit the value of the
study.
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The limited sample size (ten participants) was the primary constraint of the study. Consequently,
it is not possible to extrapolate some of the findings to a wider population. Future research might
take a wider sample size. Furthermore, the only method of gathering data that was employed was
semi-structured interviews. Different outcomes might be obtained with different instruments, such
as document analysis, focus groups and questionnaires. Moreover, as the study exclusively
employed a qualitative methodology, outcomes from other quantitative and mixed methodologies

techniques may differ.

This study only covered KZN retail marketing managers. The study's conclusions were not
applicable to the entire country because of geographical bias resulting from the exclusion of retail
managers from other provinces in South Africa from the sample. The study's geographic scope
was limited to a single province owing to budgetary and scheduling restrictions. Future research

might take a look at multiple cities.

5.6 AREAS FOR FUTURE RESEARCH

This study included strategies for gathering qualitative data. Comparing qualitative with
guantitative data reveals that the former is significantly "thicker" in information. But when
compared to samples of quantitative data, the sample size for qualitative data is noticeably less.
Because of this, it becomes more difficult for qualitative research to be broadly applicable. To
enhance the generalisability of the research findings, a quantitative questionnaire might be
developed based on the qualitative findings of this study and evaluated on a larger sample of
participants in subsequent research. Further areas for research that could follow on this study

include the following:

a. The future study can look at social media marketing strategy as it was found as the most

used platform to communicate with customers.

b. The future study could have a direct input from customers to hear the voice of the customer
and better understanding on which MCS’s attract potential customers to choose buying from

a specific grocery retail store.

c. Additionally, there is the shortage of South African specific literature regarding the MCS’s
that the grocery retail stores use to attract customers. Therefore, more qualitative studies

based on the attraction of potential customers using MCS’s are recommended.
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APPENDIX 6: INFORMATION SHEET

A

unweruty
of south afrcs

UNISA

INFORMATION SHEET

Dear Prospective participant,

You are invited to participate in a semi-structured interview conducted by Makhosi Maphanga,
student number 14794608, under the supervision of Mrs. N Nemtajela, a Lecturer in the
Department of Operations Management towards a Master of Commerce degree at the University
of South Africa.

You were selected to participate in this semi-structured interview because you are the marketing
manager in a grocery store, and you have been in this industry for longer enough to have the
relevant experience about marketing communication strategies. You will not be eligible to
participate if you have less that 5 years' experience n the marketing department. By participating
in this project, you agree that the information you provide may be used for research purposes,
including dissemination through peer-reviewed publications and conference proceedings.

It is anticipated that the information we gain from this semi-structured interview will help us to
determine the Integrated Marketing Communication tools adopted by the grocery retailers in
attracting customers; to determine the application of Marketing Strategy in the grocery Retail
Stores; and to determine the challenges of adopting and implementing Marketing Communication
Strategies in the Grocery Retail Industry. You are, however, under no obligation to participate
and you can withdraw from the study prior to completing the interview. If you choose to participate
in it will take up no more than 45 minutes of your time.

You will not benefit from your participation as an individual, however, it is envisioned that the
findings of this study will be shared with the participants. Hence, the different marketing
communication strategies used by other marketing managers will help other participants by
implementing them in the company's communication initiatives, as well as the coordination and
integration of all marketing communication aspects to connect with customers and those impacting

University of South Africa

Preller Street. Muckleneuk Ridge. City of Tshwane

PO Bax 392 UNISA 0003 Scuth Afrca

Telephone: 427 12429 3111 Facsrvle: 427 124294150
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their purchasing decisions. This will helpthem to raise the company's general visibility and improve its
repute.

We do not foresee that you will experience any negative consequences by completing the survey.
The researcher(s) undertake to keep any nformation provided herein confidential, not to let it out
of our possession and to report on the findings from the perspective of the participating group and
not from the perspective of an individual.
The interview will be recorded. The records will be kept for five years for audit purposes
where after it will be permanently destroyed, hard copies will be shredded, and electronic
versions will be permanently deleted from the hard drive of the computer You will not be
reimbursed or receive any incentives for your participation in the survey.

The research was reviewed and approved by the UNISA Ethics Review Committee. The primary
researcher, Makhosi Maphanga, can be contacted during office hours at 078 186 2256 or
14794608 @ mylife .unisa.ac.za. The study leader, Mrs. N. Nematajela, can be contacted during
office hours at 061 228 2633 or nemtan @ unisa.ac.za. Should you have any questions regarding
the ethical aspects of the study, you can contact Dr Marianne Engelbrecht of the CEMS Research
Ethics on engelm1@ unisa.ac.za. Alternatively, you can report any serious unethical behaviour at
the University's Toll Free Hotline 0800 86 96 93.

University of Scuth Afrnc:

Preller Street. Muckleneuk Ridge, City of T
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APPENDIX 7: CONSENT FORM

UNISA

o8 South e

PARTICIPANT INFORMATION SHEET
Date: 30 August 2022
Title: An Exploration Study on Marketing Communication Strategies in grocery retail sector of
KwaZulu Matal province, South Africa.

Dear Prospective Participant

My name is Makhosi Maphanga, student number 14794608, and | am doing research with
Mrs. N. Nemtajela, a lecturer in the Department of Operations Management bwards a Master

of Commerce Degree at the University of South Africa. We have funding from NRF for

persuing research studies. We are inviting you to participate in a study entitled:

An Exploration Study on Marketing Communication Strategies in grocery retail sector of
KwaZulu Natal province, South Africa.

WHAT IS THE PURPOSE OF THE STUDY?

I am conducting this research to find out the Marketing Communication Strategies suitable for
attracting customers to gain customer trust and loyalty and make sale for revenue in grocery
retailers. As far as the researcher can evaluate, no studies have been conducted so far to examine
the current Marketing Communication Strategies among grocery Retail Stores in the Kwa-Zulu
Matal Province of South Africa, and much of the related research to-date is based outside the
country  Despite all that, it remains vital for grocery retailers to communicate with their target
audience; budget for marketing campaigns, communicate effectively with potential and current
buyers, and do market and improve their advertising material's quality.

WHY AM | BEING INVITED TO PARTICIPATE?
You are invited because you are the marketing manager in a grocery retail store and you have
been in this industry for longer enough to have the relevant experience about the marketing

communication strategies.
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WHAT IS THE NATURE OF MY PARTICIPATION IN THIS STUDY?

This study involves semi-structured interviews. The researcher will conduct face to face
interview. Your role as a participant will be to answer the guestions that will be asked during
the interview. Questions that will be asked in the interview are:

1. Please tell me more about yourself, your experience, how long you are in your current post,
elc?

2. Can you describe your key performance areas?

3. Could you tell me more about the different functions, responsibilities, and activities of the
Marketing Communication Department within this grocery store?

4. Would you tell me how you execute a fully integrated strategic marketing communication
plan?

5. Do you think following an integrated marketing communication approach in a marketing
campaign will attract customers?

6. How have you developed marketing communication strategies in the past?

7.Describe the marketing communication strategies you are using to build a relationship with
your customers to attract them to buy from your grocery store?

8. How does the Communication Management Department attract and maintain its
stakeholders?

9. How did you identify major changes in the business environment and how did you develop
astrategic plan to take advantage of them?

10. If you think the current marketing communication strategies are successful, can you
explain why you think so?

11. Are there any challenges you are facing in implementing your marketing strategies?
Please explain your answer.

12. Tell me about a marketing campaign you conducted that was not successful. What did you
learn from that? 13. Can you briefly describe any other aspect about the marketing

communication strategies that was not addressed in the interview

CAN | WITHDRAW FROM THIS STUDY EVEN AFTER HAVING AGREED TO
PARTICIPATE?
Participating in this study is voluntary and you are under no obligation to consent to
participation.  you do decide to take part, you will be given this information sheet to keep
and be asked to sign a written consent form. You are free to withdraw at any time and without
giving a reason.

WHAT ARE THE POTENTIAL BENEFITS OF TAKING PART IN THIS STUDY?
There are no potential benefits but participating in the study will help to identify the marketing
communication used to attract customers that are effective and sustaining the grocery retailers

127



in KwaZulu Natal province, Richards Bay City, and how they can be improved through the
active strategies.

ARE THEIR ANY NEGATIVE CONSEQUENCES FOR ME IF | PARTICIPATE IN THE
RESEARCH PROJECT?

There will be no negative consequences or any inconveniences as participants will not be
expose o any harm. The researcher will make sure this research is conducted in a manner
that will minimize possible harm. However, should the researcher perceive any participants to
be negatively affected by the research a debriefing session would be conducted. Participants
will only answer the questions during the interview and confidentiality will be maintained.

WILL THE INFORMATION THAT | CONVEY TO THE RESEARCHER AND MY IDENTITY
BE KEPT CONFIDENTIAL?

Your name will not be recorded anywhere and no one will be able to connect you to the
answers you give. Your answers will be given a code number or a pseudonym and you will be
referred to in this way inthe data, any publications, or other research reporting methods such
as conference proceedings. These documents will be in my possession and it will not be
mentioned to any report. All responses will be dealt with confidentially. The recordings and
ranscripts of the interview will be in a locked cabinel. The research information will be
accessed by the researcher and the supervisor because they are able to maintain
confidentiality.

The anonymous data of participants may be used for other purposes such as research report,
journal articles and conference proceedings. Although individual participation will not be

identifiable in such reports.

HOW WILL THE RESEARCHER(S) PROTECT THE SECURITY OF DATA?

Hard copies of your answers will be stored by the researcher for a period of five years in a
locked cupboard at the researcher's home for future research or academic purposes;
electronic information will be stored on a password protected computer. Future use of the
stored data will be subject to further Research Ethics Review and approval if applicable.
Hardcopies be shredded and the electronic copies will be permanently deleted from the hard
drive of the computer using relevant software programs.

WILL | RECEIVE PAYMENT OR ANY INCENTIVES FOR PARTICIPATING IN THIS
STUDY?

Participation in the research is voluntary so there will be no money or incentives given to
participants.
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HAS THE STUDY RECEIVED ETHICS APPROVAL?

This study has received written approval from the Research Ethics Review Committee of the
University of South Africa (UNISA). A copy of the approval letter can be obtained from the
researcher if you so wish.

HOW WILL | BE INFORMED OF THE FINDINGS/RESULTS OF THE RESEARCH?

If you would like to be informed of the final research findings, please contact Mrs. N Nemtajela
on 061 228 2633 or nemtan@unisa.ac.za. The findings are accessible for five years. Please

do not use home telephone numbers. Departmental and/or mobile phone numbers are
acceptable. Should you require any further information or want to contact the researcher about
any aspect of this study, Makhosi Maphanga on 078 186 2256 or
14794608 @ mylife.unisa.ac.za.

Alternatively, you can contact the CEMS Research Ethics and Integrity Advisor if you have
any concerns:

Dr Marianne Engelbrecht

engelm1@unisa.ac.za

Thank you for taking time to read this information sheet and for participating in this study.
Thank you.

Makhosi Maphanga.
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APPENDIX 8: INTERVIEW GUIDE

P

ureveryty
of south afrca

UNISA

The following interview guide will be used:
Opening the interview (all covered in less than 5 minutes)

1. Thank the participant for the time taken to contribute to the research.
2. COutline the purpose of the research and progress.

SECTION A

1. Gender
Male
Female

2. Race
African
Colored
White
Indian

3. Nationality
South Africa
Non-South African

4. Age
18 -27
28 -37
38 —-47
48 +
a. Please tell me more about yourself, your experience, how long you are in your current post,
etc.?

b. Can you describe your key performance areas?

c. Could you tell me more about the different functions, responsibilities, and activities of the
Marketing Communication Department within this grocery store?
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SECTION B

What are the Marketing Communication Strategies used in grocery retail sector of KwaZulu
Natal province in South Africa?

1. What are the Marketing Communication strategies adopted by grocery retail shops in
attracting customers?

a. what are the marketing communication strategies you are adopting in attracting customers?

b. Do you think using marketing communication strategies in grocery retail sector attract
customers?

¢ what are the factors contributing to the development of marketing communication strategies?

2. How are the Marketing Communication Strategies applied in grocery Retail Stores?

a. How are you applying the marketing communication strategies to build a relationship with your
customers and attract them to buy from your grocery store?

b. Do you think the current marketing communication strategies are successful? Briefly explain
why you think so.

c¢. How does the Communication Management Department satisfy and sustain its stakeholders?

3. What are the challenges of adopting and implementing Marketing Communication
Strategies in grocery Retail Stores?

a. Are there any challenges you are facing on implementing your marketing communication
strategies? Briefly explain.

b. Tell me about a marketing campaign you conducted that was not successful. What did you
learn from that?

c. What are the ways of improving the implementation of marketing communication strategies?

Thank you for participating!!!tt!tii
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APPENDIX 9: TURNITIN REPORT
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APPENDIX 10: COMPREHENSIVE FINDINGS WITH RESPECT TO THE KEY QUOTES, AND KEY WORDS FROM THE PARTICIPANTS ON MCS ADOPTION IN GROCERY RETAIL SECTOR.

OBJECTIVE 1: Todetermine the Marketing Communication Strategies (MCS) adopted by the grocery retailersin attracting customers.

INTERVIEW GUIDE

KEY QUOTATIONS

KEY ELEMENTS FROM THE

ATLAStj. REFERENCE

Communication

Strategies adopted by
Grocery Retail Shops

@)

#6. By establishing our overarching campaign goals. Create adaptable marketing assets and messaging Doing surveys to get to know our target market

better to offer what they need, before we were more on TV advertisements and radio ads, however, now we are more into social media pop up ads,
YouTube and sale papers. Through all these we are able notify our customers whenthere is a sale (GRS 6, Store Manager)

#7. The marketing strategies we use are social media, TV Ads, newspapers, Billboards, and door to door handouts. We normally do it repeatedly to
reach our target markel In the past we have developed a store merchandising and inventory description available on shelves for customers lo easily be
answered for new introduced brands they are not famiJiar with. We introduced a free call store number for customer surveys. (GRS 7, Marketing
Manager)

#8. Normally we use social media platforms to attract customers simply because inthese days few people are not on social media networks, so even

most of our customers are on social networks. That makes it easier to showcase whatever we want to show. Hence, | would say social media is our main
communicating tool. In the pastit was difficult but back then we were using Billboards orpamphlets to try and reach out to our customers (GRS 8, store
Manager)

#9, As the marketing management team, we account for the financialin planning for creating a marketing communication strategy. It is always a must
that we work on having our own unique selling proposition at allcosts in order to differentiate us from the competitors. We then come up with the
marketing strategies to use in reaching target market and maintain those strategies. If the strategy works well, we then continue withil We are stillusing
ablueprint strategy inidentifying our target market and target customers, march our customer problems with our offerings and provide the best products
and services for customer satisfaction. When customers are satisfied, they repeat buys and recruit other to buy the same offerings it. (GRS 9, Store
Manager)

#10. The first and foremost thing we do is to firstly identify our store target audiences andif they are in need of our offerings. We align our marketing
channels to promote our products and services and always make sure our customers are happy withwhat they buy from us. We deveJoped marketing
strategies by setting our goals, objectives and mission using our mission statement to reach our company objectives. Developing a strategy needs a
deep plan, testing the strategy and implementing it (GRS 10, Marketing Manager)

QUESTIONS NARRATIVES
#1. We are more into social media links as we are nolonger into radio advertisements. From newspaper to flyers and now we are using social media |
thinkit's going accordingly with the 4thindustrial revolution. (GRS 1, Marketing Manager) )
) ) o ) Business growth
#2. Ensure that all branded contacts acustomer or prospect receives for a product, service or organizations are relevant to that person and consistent Financial stabilit
over lime. Through data collection making sure that social media platforms do work in attracting customers using pop up ads (GRS 2, Marketing _ Y
Manager) Profit
#3. 1be..use..ot social media, we communicate easy with customers and get to know their needs. We collect data to cater for their needs or Sales
preferences. We use celebrities as brand ambassadors to use our products and that attract their follower to come and buy the same products. Thisis Financial planning
how we have been developing our strategy (GRS 3, store Manager) Marketing channels alignment
#4. We use directed and internet marketing strategic plans. For example, we advertise our products inthat it attracts customers, and that is done Marketing management
successfully through planning. Through surveys about how people become aware about their surroundings, that helps us realize what platforms should ) )
we use for marketing. (GRS 4, Marketing Manager) Campaign planning
#5, A fully integrated communication strategy means that there should be ways to consolidate all sectors in the organization. Our campaign has an Branding
interest to increase the profit in terms of sales. Withtechnology becoming acentre of transformation thereis also ateam of management we have that| customer attention
lead to make sure we develop working strategies. We consider trends and plan how to win them and use them as our strategies (GRS 5, Marketing .
M customer attraction
Marketing anager)

customer loyalty

customer needs

customer satisfaction
customer focus
customer-centric approach
customer engagement
customer communication
Unique sel ing proposition
Competitive differentiation
Market research & Data collection
Target audience identification
Target market segmentation
Target market

Diversity

customer acquisition

Transcript 7:1- 2
Transcript 8 : S

Transcript4: 2- 15

MCS usefulnessin the

grocery business

&)

#1. It does attract customers as everyone now is into media, distress by viewing media and our pop-up ads then attract and grab their attention tocome
and buy our produc's. (GRS 1, Marketing Manager)

#2. It does attract customers. Through social media platforms such as Facebook, Lostwcam and tweeter, we make sure that we keep our customers up
to date with everything in the store. (GRS 2, Marketing Manager)

#3. Itis effective in attracting customers because customers have easily access tothe updates concerning the goods in our store, olld.also inform others
about the products we offer, which is good for the business. (GRS 3, Store Manager)

#4. Yes. When working with people you need to have anintegrated strategy that willgrab and attract customers to buy your products. (GRS 4, Marketing
Manager)

#5. Yes, because clients are based ondifferent sectors and being able to tap into all sectors of society through your advertising that will yield better
results. (GRS 5, Marketing Manager)

#6. Yes, it will attract customers and has always attracted the right customers who are in need of our products. Halso makes customers refer other
customers when our product satisfied their needs. (GRS 6, Store Manager)

#7. Yes, it does attract customers because this strategy for usit ensures that our customers can expect the same calibre of experience from our brand
every time they buy from us, for example, brand awareness building. (GRS 7, Marketing Manager)

#8. As | mentioned above people are on social networks more than before so there is no easier way to attract and gel customers beside social
media.(GRS B, Store Manager)

#9. Yes, simply because aflerimplementing the strategy and seeing the change in sales proves that integrated marketing communication strategies are
more effective in attracting customers compared to previously used strategies, such as giving out pamphlets il (GRS 9, store Manager)

#10. According to my side it does attract customers to buy our products because we are using it and we also make sales. The store isin a good
condition financially and we hope we wiO continue like this. (GRS 10, Marketing Manager)

IMC strategies allow for consistent

and relevant messaging across

dJfferent channels.
They build brand awareness.
They enable targeting different

sectors of society and creating a
unique selling proposition

They heJp lo attractcustomers:

They heJp to grab customers

attention.
They keep customers upto date
with store offering.

They lead to customer acquisition

Transcript 7: 3

Transcript £: 20-22
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CON’T: OBIJECTIVE 1: To determine the Marketing Communication Strategies (MCS) adopted by the grocery retailers in attracting customers.

INTERVIEW GUIDE
QUESTIONS

KEY QUOTATIONS

KEY ELEMENTS FROM THE
NARRATIVES

ATLAS ti, REFERENCE

The factors contributing
of MCS development.

3)

#1. We are going according to government regulations, e.g., with Covid19 we were using essentials like sprays making sure that customers come and
be safe within the store. (GRS 1, Marketing Manager)

#2. Checking what makes the customers happy and applying the fact that the customers are always right. (GRS 2, Marketing Manager)

#3. By comparing past and recent ways in which the business is conducted and alsQ used social media surveys for customer suggestions to overcome
changes. (GRS 3. Store Manager)

#4. Delays in the availability of stock when there are protests. In these instances, we make sure that stock is limited per customer and if stock is delayed,

we make sure that there are home deliveries. (GRS 4, Markefing Manager).

#5. We always play as a team and strategize. We had Covid19 challenges through our operations, however, | managed to restructure our daily
schedules and successfully implemented new strategies and took advantage by following government regulations. Customers trusted us and kept on
coming to buy. (GRS 3, Marketing Manager)

#6. Through environmental trends on social media and by including customer suggestions and opinions we manage to solve customer-based problems
easily.(GRS 6, Store Manager)

#17. The effect of external factors in the business such as economic, technological, societal and governmental influences affect how we operate. We
always adapt and improve our strategies in a way that it suites the changes at that time. (GRS 7, Marketing Manager)

#8. | realize when | started to have more foot at the business and the sales started to improve and they were much better than before. So, my plan was
to have more, and enough stock of what people want so that | will take advantage of the sudden food count change of the store. (GRS 8, Store
Manager)

#9. | identify major changes through ongoing sale and profit out of the operational expenses. | plan for any risks that could arise unexpectedly it. (GRS 9,

Store Manager)

#10. By testing working strategies’ effectiveness. As the retail store we offer short term goods like vegetables for a specific time. When the is less sale
we then identify major changes and make discounted sales to avoid a huge loss. A decrease in sale might come from a higher price compared to
competitors and small business vendors, so a price decrease has always been a working strategy for us. (GRS 10, Marketing Manager)

Social media surveys
Business research
Government regulations
Competitor analysis
Customer feedback
Environment trends
Sales and Profit analysis
Operational challenges
Stock availability issues

Business Opportunities

Transcript 8: 3

Transcript 4 :
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OBJECTIVE 2: To determine the applicatiorn of Marlketing Communication Strategyin the Grocery Retail Industry.

INTERVIEW GUILIE
QUIESUONS

KEY QUOTATIONS

KEY EILEMENJS FROM THE NARRATIVES

ATIAS 0.,REFERENCE:

Application of MCS

)

#1. Sending SMS for any communicalion gives cuslomers an assurance llhat we keepilheir details, \lhen we have a sale, :Ci00.rul or have anything to oontacl
llhem with. (GRS 1, Mar/l.eting .M&nager)

#2. We are using social medr,a tplafforms to keeplhe communities pos,tecl whern there are sales alild discounts on iiems in the sfore. (GRS 2, Marketing
M.anager)

#3. We communicate with customers via newspaper alld promoting goods and service!S to our cusl.omers fhrouglil sa:les, buy -one get one free,ar.11;J.a . we
use billboards and sometimes posters. (GRS 3, store Manager)

#4. The s Iraiegy we 111se is social media. By alerting hem about sales, discounts, sloct that \i1e ha.v-e added thatis essenifal to their daily living. (GRS 4,
Marketing Man.egelj.

#5.. We communicate with ouT ouslomers through <lifferenl platforms S'l.Ich as social neb.volk:s (twitter, Fa ebook). \W:e have an app for the store where if you
1lhave downloaded and registered you automatically receive up<!ales like sales we ha.vein our lrelail. (GRS 5, M&rkeling Manager,

#6. We now have fas!v,ays of reacfllingicustomers like s,ocial medla posting \'Jhich spread news all over Itte counlry. It' one cus.tomer has bought our
atlvemsed prod'.ud and is saiisfied, his or her commen1grabs the attention of olhers 1o come and buy. (GRS 6, Siare Manager,

#7. We use advertising, direct markeling, i111teme:| markeiing, sales prnmofion and face-1o-face gi'll:ing sale papers to customers (GRS 7, Marke.ling Manage!)

#a We developed a loyaltyogram forcustomers and offerlhem free gifts, sa:m: es, or po.inls towards rewards. We sometimes offer them:special deals,
.1 oUINJ:i;or early access to new items. (GRS 8, store Manager)

#.'9. We are currently u ng sociallmedia sudh as Faoebook, Twitter and YouTube popup &lIs. \iVith iltlese social platforms.we build a good rel!l.tionsh(p Vlitti
our customers and attend complains it there are any and come u;p \1.mh a \".ril'\-'lvin solution to lkeep them ha,ppy it. (GRS 9, Slore Manager)

#10. We use SMSs to inform our customers about allly sale, changes in our operations. We use Facebook to adverlise an<! promote gooos and servieoes We
also use Google advertisements.(GRS 1Q, Marketing Man-ager)

=  Online marlceting

=  Google advertisement
=  Mobile app mark.eling
" Soci:al Media Links

=  Facebook

] Customer referrals

. Influencer marketing
. Posl.ers
. Billbomnds

L] Newspa,pers

= Television advertising

. Loyalty offers,& p.rogram.

*  Freegifts

*  Early access to 11mvitems (Try and
bl..lY)

=  Discount

*  Poinls reward systems

. Buy one gel., one free offer:

*  Speci:aldeals

=  Door fiodoor malketing

»  Retal markeling

=  Face-lo-face interactions

" Sendilllg SMS

Transrripl8: 1

Transcript 5: 1 -18

Assessrng MCS

applrcation s<uccess

@)

#1. Yes, | think so. We proFllOie back.to school via SMS and Faccebook and Iflalincrease our sales, we even m..ke 10:()% profil. Hence, om current
sirategies are suooessful and salisfyin!Ju,s.(GRS 1, MarkeJing Mana.ge,J

#2. The ctlrreillt strategies. are sucoes.sful because the more we use these certain strategies is the more 1he ctlstomers come in their numbers as many as
tihey are. (GRS 2, Marketing Mamigaj

#3-. Yes, they are sm:cessfu'l because mos1of lfLmdamenlta:ls aims of 1he business ar-e fulli'lled, !.uch asiocreasing profi ousiomer repeatilllg buy and also
encolllraging oth:e.rs to buy from us. (GRS 3, Store Manager)

#4. The s,tore has not made any loss since 1lhe dev,e:lopmenlof neu,slrat ies. We lilave g,ained more cuslomers uth'icfl m:e,.allls more sales tor the store
(GRS 4, Marketiflf] Manager)

#5. They are successful because we hav-e not made aloss 1llhrough 111sing themin our marl\:e,ting campaigns an.di our operations are smoolh. We see a
working stratfl!lJY by using ii and 1.esling ii.before irnplemenltng in the slore. (GRS 5, Marketing Manager)

#6. Yes, they are 111Clive since vr,e h,ave noi made a noticerable loss 1lhat coul lead to a tlacbv-ard shifil:in the martet share scheme. (GRS 6, Store Manager)

#7. They are doing well for us Iboecause in our implementation we have sent messages through the use oHhem to tile right ;people and at the right time. This
is adjusled irn our salles. (GRS 7, M.arkeling Man.ager).

#8. | believe ttiey are succe!Ssfull, because the products Ihalare selling more are the ones that we advertise on th-e ane of our social media platforms, so it
means people did see them &lvemsed and they are running to bu,y (GRS B, Store Manager)

#9. Wehave not made any loss fto:m ouT sales an<! for each pmmolional goods and sa:les a.dw rtised on soaial platforms we do get cuslomers buytng and
most of them come to buy in bulk it. (GRS 9, Stvre Manager:).

#10.. Tiley are definitely working as we aire still using Itilem. Our marketing slr.:degies turned into our number one approach lo communicale wilh customers.
When a stralfllJY is not workin!J, we change if wihourl hesitating. (GRS 10, M.arkeling Man.ager)

®  Customer advocacy

®  Customer satisfaction

®  Gaining new customers

®  Repeated purchases

®  Positive iseedback

®  Customer referrals

®  Maintain a smooth O[Peration irn
1rhe grocery retail stores_

®  Avoiding lo-s.ses

"  linc-reased sales

®  Fulfilling business objective

®  IHigher profit margins

®  Q[Perational excellence

Transcript 8: 4

Tr.a:nscript 5: 20-45
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CON’T: OBIJECTIVE 2: To determine the application of Marketing Communication Strategy in the Grocery Retail Industry.

INTERVIEW GUIDE
QUESTIONS

KEY QUOTATIONS

KEY ELEMENTS FROM THE

NARRATIVES

Stakeholder satisfaction
and sustainability

(3)

#1. By making sure that we are not having stock loss and increase sales to gain more profit, that gives assurance and trust that we are sustainable.(GRS
1, Marketing Manager)

#2. Letting the customers, shareholders, employees know whenever there is a price increase, profit or loss and new strategies implemented for growth.
(GRS 2, Marketing Manager)

#3. By increasing sales, alerting them of all the goods and bad happening in cur store, changes in the market share and send them our financial reports
yearly. (GRS 3, Store Manager)

#4, By alerting the community about our sales and in that way our sales within the store increases. (GRS 4, Marketing Manager)

#5. We ensure that at all costs we put our customers first, update our target market with all relevant information and that increase sales which also
attract stakeholders. We make sure we are sustainable to keep our stakeholders’ frust (GRS 5, Marketing Manager)

#6. We ensure that the store is always in line with trends, make profit, inform them of all improvements or changes and be sustainable. (GRS 6, Store
Manager)

#7. By ensuring that we communicate with them and making sure everyene is on the same page, identifying their interests and send them appropriate
level of engagement, such as having meetings with them for any available updates. (GRS 7, Marketing Manager)

#8. Know your stakeholders, prioritize your stakeholders, understand your stakeholders, establish effective communication, and align current strategy
with your stakeholders. (GRS 8, Sfore Manager)

#9. We let them know everything we are doing that is about the development, innovation, external threats from external factors affecting the company
growth and our increase in sales and competitive edges. We do this to keep them updated and avoid surprises of any unknown risks it. (GRS 9. Store
Msanager)

#10. By designing aftracting advertisements, making bright and full of relevant information pests and promotional advertisements. We do monthly
discount sales to attract working consumer class for the 15th, 25th and month end sale. We also make combo sales (GRS 10, Marketing Manager)

ATLAS ti, REFERENCE

Keeping customers informed about

price changes.

Aligning strategy with customers
interest and updates

Prioritising customers’ needs
Alerting shareholders about sales
Informing shareholders about
changes in market share
Keeping shareholders informed
about profit or loss.

Keeping shareholders informed
new strategies implemented for
growth.

Sharing financial report with
shareholders

Avoiding stock loss

Establishing effective
communication

Increasing sales to ensure
sustainability

Transcript 8 - 2

Transcript 5: 45- 50
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OBJECTIVE 3: To determine the challenges of adopting and implementing Marketing Communication Strategies in the Grocery Retail Industry.

INTERVIEW GUIDE KEY ELEMENTS FROM THE 5
QUESTIONS KEY QUOTATIONS NARRATIVES ATLAS ti. TRANSCRIPT REFERENCES
= Considerations for face-to-face
competitions post-COVID-19
=  Difficulty in reaching senior buyers

who are not familiar with the

#1. We don't see difficulties as.yet because our team work hard to ensure everything is under control. Other strategy we use is calling customer at the store internet.

for our promotions. This strategy is seasonal and working for us to attract passing by. (GRS 1, Marketing Manager) - Language barriers in diverse

#2. Recently there are no challenges except for implementing a new way of including all eleven languages when advertising on social platforms which will countries

benefit young and old stakeholders since South Africa is a diverse country. Considering that there are disadvantaged people from rural areas who do not R . 20

have access to television, smart phones with internet poses a problem since face-to-face campaigns are no longer effective. (GRS 2, Marketing Manager) =  Limited communication channels

#3. As there is load shedding taking place, some products do not absorb ice for so long, ending up being taken back to suppliers for some bad reasons, this leading to potential brand criticism

creates a bad impact to us. The issue of electricity is affecting us as grocery retailers and seemingly this issue is slowly fragging us down. (GRS 3, Store going unnoticed.

Manages). = Potential risks associated with

Challenges of #4. With the use of internet marketing, the challenges that we face include that our communique won't be able to reach senior buyers (pensioners) since they advanced technology.
implementing are not familiar with the internet. Face-to-face competitions after covid19 because we do not know how people would receive it. Since there are many o ]
o changes after the pandemic.(GRS 4, Marketing Manager) =  Prioritise health and safety.
marketing . .
o #5. As much as there are daily basic challenges when you work with different people as a manager | plan for situations in advance and solve them The challenge of reaching
communicaton immediately. Hence, | don’t take them as successful challenges because | manage to overcome them. We also meet our target market through customer disadvantaged individuals without Transcript 9 1 -3
strategies referrals because we excel in our operations. (GRS 5, Marketing Manager) access to television or smartphones
#6. There are too many communication channels, but we only use the few. This poses a challenge because when a potential customer criticizes our brand, with internet
(1) we may not see it, that becomes a threat. (GRS 6, Store Manager)

#7. There are challenges. Covid-1S brought with a high standard of health and safety and now customers only buy fresh and latest food. That poses
challenges for us to not only buy goods from suppliers but long-lasting goods that will satisfy customers. (GRS 7, Marketing Manager)

#8. So for everything seems fine | have not come across any challenges. So, | believe that it is working right for us. (GRS 8, Store Manager)

#9. Yes, because we are approaching 5th industrial revolution with highly advanced technology and this Artificial Intelligence system that makes things easy
with lots of uncalculated risks that might rise any time. However, we are doing our best to overcome all challenges encountered by us and our customers it.
(GRS 9, Store Manager)

#10. | cannot say there any challenges as.yet. Marketing communication strategies can work for you for a short period of time or a long time. You can plan a
strategy for a short term and only to find that it works for over 3 years. (GRS 10, Marketing Manager)

= The level of competition
= The need for proper research
before executing marketing

strategies.

= The need to adapt to changing
consumer preference.

= the use of Al systems in the retail
industry

=  The use of customer referrals to
reach target markets.

=  The impact of electricity issues on
grocery retailers

CON'T: OBIJECTIVE 3: To determine the challenges of adopting and implementing Marketing Communication Strategies in the Grocery Retail Industry.

INTERVIEW GUIDE
QUESTIONS

KEY QUOTATIONS

KEY ELEMENTS FROM THE
NARRATIVES

ATLAS ti. TRANSCRIPT REFERENCES

The ways of improving
the implementation
marketing
communication
strategies

(2)

#1. Since we no longer doing a face-to-face campaign for over 6 years now, | cannot say there is any that has not been successful. (GRS 1, Marketing
Manager)

#2. There were a limited number of customers arriving in the retail store while we planned an in store campaign. The marketing campaign was fo use the
advertisements only on television and | learned that technology is essential. (GRS 2, Marketing Manager)

#3. There has not been an unsuccessful campaign. This is due to that | plan, grganise and test all store marketing campaigns before we go to people. (GRS
3, Store Manager)

#4. During the pandemic we conducted a face-to-face campaign about promotions, and people did not come. Lesson leamt is that the internet is very vital in
our community because our sales peaked. (GRS 4, Marketing Manager).

#5. There has not been an unsuccessful campaign, all the campaigns have been and always successful. This is because we plan, test and implement. We
work as a team.(GRS 5, Marketing Manager)

#6. We are using e-commerce campaigns now, but there was a Rainbow chicken disease that trended on social media while we had advertised it on sale

prior without knowing there will be a problem. Our campaign was going to be a competition. People did not enter in numbers because they feared for their life.

We changed from rainbow chicken 2kg to Sasko bottle, container and 2 breads for the winner.(GRS 6, Store Manager)
#7. None (GRS 7, Marketing Manager)

#8. Billboards we tried advertising using billboards in and around town and that did not go well until we chose to use social media platforms. What | learned
from that was that it's important to do proper research before you do something because if we did our research we were going to come right. (GRS 8, Store
Manager)

#9. The did a live competition on Facebook and our official page was new, with technical problems we ended up not been able to read all comments for
answers. We then did a survey on the best method to use for promoting our no name brands. Now we create an online competition, and the system picks the
winner for us it (Food Lovers Market, Store Manager)

#10. Luckily enough all the marketing campaigns that | have conducted were successful. (GRS 10, Marketing Manager)

=  Customer engagement

=  Prioritise health and safety.

=  The use of customer referrals to
reach target markets.

= The need to adapt to changing
consumer preference.

= |mportance of research

=  Ensure teamwork.

= Organizing

=  Proper planning

= Campaign testing

= Long-term planning

= The importance of internet usage

=  Utilise technology effectively.

=  The use of Al systems in the retail
industry

Transcript 9: 4-5
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