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ABSTRACT 

In this study brand loyalty of pharmaceutical livestock products among commercial 

farmers was measured. The purpose of the study was to assist agribusinesses to 

identify the dominant determinant when commercial farmers purchase pharmaceutical 

livestock products from them. 

The study analysed two marketing mix elements price and product (specifically brand 

name) in farmer buying behaviour. A structured questionnaire was used to employ an 

empirical study in a quantitative style to determine the commercial farmers‟ perceptions 

and buying behaviour when they buy pharmaceutical livestock products. 

For agribusinesses the study makes it clear where to focus resources and energy in 

today‟s dynamic, uncertain and competitive environment that agribusinesses operate in, 

specifically in the North West Province of South Africa. 

The literature study addressed the brand loyalty constructs and their application in the 

agricultural market. Resultantly the contribution to the body of knowledge pertains to 

brand loyalty‟s influence in the marketing strategy (price and brand name). The study 

also explored opportunities for the successful distribution of pharmaceutical livestock 

products through agribusinesses. 

Management of agribusinesses will have to adopt a market-oriented strategy that will 

assist agribusinesses on various dimensions of performance and will have a significant 

positive effect on return on assets, sales growth and sustainability. The inputs and 

assistance of the suppliers and marketers are of utmost importance and will add value 

to the execution of agribusinesses‟ marketing strategy. 

   

Key terms:  Agriculture, Agribusiness, consumer behaviour, farmer buyer behaviour, 

buying behaviour process, brand loyalty, pharmaceutical livestock 

products. 
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CHAPTER 1 

INTRODUCTION 

 

1.1 INTRODUCTION 

1.1.1 Agriculture in South Africa 

Despite its relative small share (somewhere between 2.6% and 3%) of the total GDP in 

South Africa, the Department of Agriculture, Forestry and Fisheries (DAFF, 2013a) states 

that primary agriculture is still an important sector in the South African economy.  

Agriculture remains a significant provider of employment, especially in the rural areas, and 

a major earner of foreign exchange.   

The primary agricultural sector has grown by an average of approximately 11.8% per 

annum since 1970, while the total economy grew by 14.9% per annum over the same 

period, resulting in a drop in agriculture‟s share of the GDP from 7.1% in 1970 to 1.9% in 

2011 (DAFF, 2013a). Agriculture‟s role in the economy is a combination of backward and 

forward linkages to other sectors. Purchases of goods such as fertilizers, seeds, cattle feed 

and implements form backward linkages with the manufacturing sector, while forward 

linkages are established through the supply of raw materials to the manufacturing industry.  
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Figure 1.1: Expenditure on intermediate goods and services 

Source: DAFF (2013a) 

According to Botha (PwC, 2014:7) volatile weather patterns, higher input costs due to 

currency depreciation and the question mark that lingers over land reform add to the 

already high-risk profile of farming in South Africa. 

But, there is a bright side to the economic outlook for agriculture as well, according to 

Botha (PwC, 2014:7). Calculations based on official data from the first three Quarters of 

2013 indicate that 80% of the value added by agriculture is represented by gross operating 

surplus.  This percentage compares favourably with other industries, for example: 

 Mining – 62%; 

 Manufacturing – 29%; and 

 Wholesale & retail – 60%. 

In addition to the total South African economy 49%, shows that agriculture has not only 

outperformed other industries, but also the economy as a whole. Farming experts is of 

meaning that this trend will improve in the future as a result of new technologies. 

Although 80% of land in South Africa is used for agriculture and subsistence farming, only 

12% is usable for agriculture production, of this 12% of land, only 22% is classified as high 

potential arable land, the rest is used for grazing (GCIS, 2012). Notwithstanding this fact, 

South Africa, with a contribution of more than 50%, is the largest contributor to growth in 
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agricultural exports from SADC countries (Southern Africa Trade Hub, 2011). The main 

agricultural activities are crop production, mixed farming, cattle ranching, sheep farming, 

dairy farming, game ranching, aquaculture, beekeeping and winemaking.  

The definition of gross income of producers, according to DAFF (2013a), is the value of 

sales and production for other uses, plus the value of changes in inventories. For 2011/12 

this amount was R161 131 million, compared to R132 189 million the previous year, an 

increase of 21, 9%. In Fig 1.2 can be seen what the contribution each major product made 

to the total gross income of producers. 

Figure 1.2: Gross income from major products 

 

Source: DAFF (2013a) 

The total production during the production season, calculated at the average basic prices 

that were received by producers for 2011/2012 is estimated at R158 557 million.  This 

figure is an increase of 12.9% on the previous years‟ R140 433 million. This increase, 

according to DAFF (2013a), is mainly a result of higher field crop prices that were 

achieved. Animal products contributed 47.7% of the total production amount. 
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Figure 1.3: Gross value of agricultural production 

Source: DAFF (2013a) 

South Africa can be seen as a country that is a net exporter of agricultural products, is food 

secure, and has a good infrastructure to support the industry. Agriculture as an industry is 

becoming more and more significant as a contributor to the South African economy and 

acts as the backbone of socio-economic development in the country, remarks Weilbach 

(PwC, 2014:3). 

1.1.2 Agricultural businesses in South Africa 

The Marketing of Agricultural Products Act (No. 47 of 1996) (SA, 1996) effectively ended 

government control of agricultural products. This promoted a free market in agricultural 

products, as a result of the termination of the monopolistic marketing boards. The 

agricultural co-operatives lost their monopolistic powers as well as their allocated 

geographical areas while the subsidies received from government were dramatically 

reduced or stopped all together (Ortman & King, 2007:47).  

As a result of the deregulation of the agricultural sector, a significant number of co-

operatives converted to private and public companies in order to facilitate the change of 

ownership and the expansion of the range of products and services offered by companies 

competing in the open market. Typical examples of big co-operatives that were 

transformed into companies are the Oos-Transvaal Co-operative (Afgri (Pty) Ltd.), 

Sentraalwes Co-operative (Senwes Ltd.) and Noordwes Co-operative (NWK Ltd.).   
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Research by PricewaterhouseCoopers Inc. indicated that 38% of the respondents in the 

Agribusinesses Insights Survey 2013/2014 perceived that the main reason for growth 

expectations of agribusinesses in the next 12 months is new joint ventures and / or 

strategic business alliances (PwC, 2014:2). Various mergers and acquisitions have taken 

place within the agricultural industry as a response to the change in market conditions and 

competition. Once such an example is the recently Afgri (Pty) Ltd. and Senwes Ltd. 

decided to merge their retail outlets to form a company named Hinterland who competes, 

not only in the agribusinesses market with cattle feed, pharmaceutical livestock products, 

seed, fertilizers and so forth but also in the hardware and outdoor markets. 

Co-operatives were founded to serve the members of the co-operative, and were therefore 

not profit oriented (NCBA, 2008). In contrast, companies consider its first responsibility as 

creating wealth for the shareholders, which is measured by the share price and dividends 

(Meggison et al., 2008:23). Many agri-businesses that exist today were founded as co-

operatives and the abovementioned two goals contradict each other inside these 

businesses. Farmers are the majority shareholders (member interests were converted into 

company shares) of these converted businesses and also remained the primary customer 

base of such businesses. This study refers to private agri-businesses which include the 

present agricultural co-operative retail outlets, agricultural companies‟ retail outlets, as well 

as privately owned businesses that sell agricultural commodities and pharmaceutical 

livestock products to commercial farmers. 

Shareholders expect a high return on their investment by way of profits, but as customers 

they expect good services and products at a low price. The farmer demands that the agri-

business adds value to his business (farm), rather than make profit as a business 

(Alsemgeest & Smit, 2012:85). 

The agribusinesses, according to Ortman and King (2007:62), play an important role in the 

development of a country‟s agricultural sector as suppliers or farming requisites, marketers 

of agricultural commodities and providing services such as storage and transport.  

Depopulation and decaying of infrastructure in the rural areas as well as the phenomena 

that large farmers become larger and smaller farmers seize to exist are factors that agri-

businesses have to cope with.  As the number of commercial farmers decreases, 
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competition for their businesses is increasing.  Retail outlets of agribusinesses have a low 

barrier for entry to competitors. 

As a result of fast-changing technologies, ever-increasing changes in customer demand 

and the growing levels of intense global competition, businesses have to adapt to have the 

best fit with the market they operate in.  

Ehlers and Lazenby (2007:2) say that some companies outperform their rivals with fewer 

resources, capital and even specialist employees.  They also say that competitive 

advantage is the edge that an organisation has over others, and therefore a strategy can 

be defined as an effort or deliberate action that an organisation implements to outperform 

its rivals. 

According to McShane and Von Glinow (2010:7) organisations are considered effective 

when they have a good fit with their external environment, when their internal subsystems 

are configured for a high-performance workplace, when they are learning organisations, 

and they satisfy the needs of key stakeholders. Understanding and managing expectations 

to assist in diagnosing problems and to create and sustain long-term customer 

relationships becomes evident. Resultantly, it is of utmost importance that agribusinesses 

should use its resources as wisely as possible to guarantee sustained profitability.  
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1.1.3 Pharmaceutical livestock products  

1.1.3.1 Pharmaceutical livestock products in South Africa 

In the definitions of the Act of Fertilisers, Farm feeds, Agricultural remedies and Stock 

remedies (Act 36 of 1947) (SA, 1947) ‘stock remedy’ means a substance intended or 

offered to be used in connection with domestic animals, livestock, poultry, fish or wild 

animals (including wild birds),for the diagnosis, prevention, treatment or cure of any 

disease, infection or other unhealthy condition, or for the maintenance or improvement of 

health, growth, production or working capacity, but excluding any substance in so far as it 

is controlled under the Medicines and Related Substances Control Act (Act 101 of 1965) 

(SA,1965). 

All stock remedies (pharmaceutical livestock products) that are registered under Act 36 of 

1947 (SA, 1947) may be distributed to customers through the retail outlets of various 

agribusinesses. Pharmaceutical livestock products that are registered under Act 101 of 

1965 may only be subscribed and / or used by a veterinary surgeon or a pharmacist. 

1.1.3.2 The economic importance of pharmaceutical livestock products 

Animal production in South Africa contributes 47.7% of the total production of agricultural 

products for the production year 2011/12.  Cattle and calves slaughtered contribute 15.9% 

to the above mentioned 47.7% (DAFF, 2013a).   

 

South Africa has not reached its full potential in the productivity of the country‟s beef 

industry, compared to other countries. This is partly due to the low productivity of the 

informal beef farming sector in South Africa.  The South African beef industry would be 

ideally positioned to take advantage of Africa‟s increasing middle class, and their 

associated demand for red meat, if the industry could address this productivity issue.  It is 

projected that the population of Africa will double from one billion to two billion by 2050.  

National beef demand and supply projected to 2020, shows a shortfall of 50 000 ton per 

annum.  It would be advantageous if this shortfall could be met locally. Increased 

productivity is therefore essential for the industry, and improved animal health plays a vital 

part (Phillips, 2013). 
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Phillips further states that there are more animals in the informal than in the formal 

livestock sector. If calving and weaning percentages can be increased through improved 

infrastructure and training and better herd, grazing and livestock health management by 

the informal livestock sector, beef production could increase significantly.  Unfortunately 

these small-scale rural black beef farmers have minimal access to formal communications 

networks, have little to no knowledge that could help them improve productivity (Phillips, 

2013). 

 

This study focuses on the pharmaceutical livestock products that are sold in agri- 

businesses throughout a geographical area where a specific agribusiness operates which 

is mainly in the North West Province of South Africa.   

 

Figure 1.4: Geographical area of agri-businesses 

 

  

Source: Suidwes (2013) 
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According to the South African Animal Health Association (SAAHA), the total sales of 

pharmaceutical livestock products in South Africa for 2013 were R1 832 million. This figure 

includes pharmaceutical livestock products that are registered under both Medicines and 

Related Substances Control Act (Act 101 of 1965)(SA,1965) as well as Fertilisers, Farm 

feeds, Agricultural remedies and Stock remedies (Act 36 of 1947)(SA, 1947).  SAAHA 

categorise the products in a functionality manner, the following four categories were used 

in this study, as these account for 80% of total sales of pharmaceutical livestock products. 

Table 1.1: Definitions of SAAHA categories 

Category Definition of the category 

Vaccines An antigenic substance prepared from 
the causative agent of a disease or a 
synthetic substitute, used to provide 
immunity against one or several diseases 

Antimicrobials Active against microbes. Also known in 
layman terms as antibiotics. 

Ectoparasiticides Spray, dip or pour-on that control 
parasites on the hide of animals. 

Anthelmintics (Chiefly of medicines) used to control 
parasitic worms. 

Source: Oxford Dictionaries (2014) 
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Figure 1.5: SAAHA Animal Health Market 2013 – South Africa 

 

Source: SAAHA (2013) 

 

The retail stores of agribusinesses have been in a privileged situation by having a captured 

market because the farmers were shareholders in these stores which brought some loyalty 

and commitment.  Stores also had the advantage of being the only suppliers, especially in 

the rural areas, of agricultural goods and other complementary products to the farming 

community (Jacobs, 2007).  

 

1.2 PROBLEM STATEMENT 

Various agribusinesses have retail branches in rural communities in the North West 

province of South Africa.  The decaying infrastructure in rural areas and the prevalence of 

semi-dysfunctional local authorities as well as the depopulation, contribute to the difficulties 

of these businesses, according to Du Plessis (cited by Sherry, 2012).   

 

It is estimated by the Council for scientific and industrial research in South Africa (CSIR, 

2011) that 88% of South Africa‟s freight is transported by road, as a result of the decaying 

of the railway network, causing severe deterioration to the road network.  The supply of 
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water by local authorities is considered to be a national crisis according to Lund (Financial 

Mail, 2014). He states that the two main reasons for this predicament is the inadequate 

maintenance that is done over the last two decades to the water infrastructure as well as 

the severe lack of technical and engineering skills in government, to maintain and manage 

South Africa‟s water resources and infrastructure. 

The primary objectives of every business are the maximisation of profit and the long-term 

survival of the business, thus sustainable profitability (Cant et al., 2006:9). Most of the 

commercial farmers who are customers of agribusinesses are also shareholders of these 

businesses.  As shareholders they expect return on their capital in the form of dividends 

and increased share price, but also a variety of quality products at low prices. 

The retail stores of agri-businesses compete with small private competitors with low cost 

structures, these competitors, often owner / manager type of businesses do not have to 

invest in assets such as:  buildings, systems and human resources.  They therefore can 

survive on low margins.  It is difficult for agribusinesses to compete with these competitors 

with a low price strategy. 

Pharmaceutical livestock products are a significant part of the product range in these retail 

branches and are sold to commercial farmers, existence farmers as well as small-scale 

rural farmers.  In Table 1.2, the quantity of animals in North West as a percentage to the 

national quantity enhances the importance of animal production in this geographical area. 
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Table 1.2: Animal census:  May 2013 

May 2013 North West RSA 
North West as % to 

RSA 

Cattle 
1,729,461 

 
13,915,600 

 
12% 

Sheep 
688,276 

 
24,485,593 

 
3% 

Goat 
703,453 

 
6,136,135 

 
11% 

Source:  Ferreira (2014) 

Pharmaceutical livestock products are important as animal health not only plays a major 

role in the productivity of cattle but it also enhances national food security and facilitate 

market access for livestock and their products.  It also protects people from food borne and 

other zoonoses (diseases that can be transmitted from infected animals to people) like Rift 

valley Fever, Anthrax, Rabies and Bird flu.  

Greater responsibility should be taken by livestock farmers for the health of their livestock. 

The health of the national herd should be a collective effort from both the government and 

farmers, so that productivity and trade possibilities could be enhanced for South Africa, 

according to Maja (cited by Schutte, 2014:35).  Maja also says that the Directorate Animal 

Health (DAH) was praised by the World Organisation for Animal Health (OIE) for their effort 

in reinstating South Africa‟s Foot-and-Mouth-Disease-free status, following a three-year 

ban, as a result of Foot-and-Mouth-Disease outbreak three years ago.  This situation has 

seriously harmed livestock industries that were regular exporters.     

Healthy animals have increased growth and fertility and are therefore more profitable to the 

farmer.  Hunter (2005:3) says that it is alarming that there still are so many outbreaks of 

preventable cattle disease.  According to Hunter in 2000, a reported number by DAFF 

(2013b) of 1 633 outbreaks occurred. If ten animals were affected by each outbreak, 16 

330 animals would be affected and a potential cost/loss of R8 million to R10 million was 

incurred.  

Pharmaceutical livestock products can be utilized to prevent cattle diseases when used to 

immunize animals (vaccines).  Production can be increased by controlling both internal and 



13 
 

external parasites like: roundworms, flukes, ticks, and fleas negatively affect the animals‟ 

health by consuming nutrients and blood. 

Pests like mosquitoes, flies, and gnats spread diseases such as: Rift valley fever, Bleu 

tongue and more, and can be controlled by using dips, sprays or pour-on products.  

Infected or sick animals can be cured by the use of antimicrobials. 

Availability of the correct pharmaceutical livestock products is important as diseases as 

well as pests are seasonal and infections can spread rapidly throughout the farmers‟ entire 

herd leading to enormous financial losses. 

Pharmaceutical livestock products are developed and produced by pharmaceutical 

companies that specialise in animal diseases.  As with the rest of the pharmaceutical 

industry there are patented and generic products and prices differ substantially.  There are 

well established brands of patented products that have been used for years, but also new 

and generic products at a fraction of the cost of the patented products. 

According to Payette and Grand-Kels (2013:772), one mechanism to reduce costs is to 

increase utilization of generic medications.  This raised the question of brand name versus 

price. 

1.3 RESEARCH QUESTIONS 

 Under what circumstances will customers choose a cheaper alternative 

pharmaceutical livestock products than the older trusted brand name product? 

 Does brand name prevail over price when it comes to choice of pharmaceutical 

livestock products among commercial farmers? 

 Should resources and effort be allocated in a price strategy or in brand-name 

awareness strategy, which strategy will have a positive impact on sales of 

pharmaceutical livestock products in agri-businesses? 
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1.4 EXPECTED CONTRIBUTION OF THE STUDY 

This study will attempt to make a contribution to the individuals‟ understanding of the role of 

price and brand name on commercial farmers‟ choice of pharmaceutical livestock product. 

For agribusinesses the study will make it clear where to focus resources and energy in 

today‟s dynamic, uncertain and competitive environment that agribusinesses operate in, 

specifically in the North West Province of South Africa. 

The literature study addressed the brand loyalty constructs and their application in the 

agricultural market. Resultantly the contribution to the body of knowledge pertains to brand 

loyalty‟s influence in the marketing strategy (price and brand name). The study also 

explored opportunities for the successful distribution of pharmaceutical livestock products 

through agribusinesses. 

 

1.5 RESEARCH OBJECTIVES 

The primary objective of this study is to analyse the marketing mix elements price or 

product (specifically brand name) in farmer buying behaviour. 

The secondary objectives to service the primary objective are to: 

 Establish what the dominant determinant in choosing a pharmaceutical livestock 

product at agribusinesses is. 

 Suggest a marketing strategy that will be more effective in enhancing the dominant 

determinant of choice of product.  

 Make a positive contribution to the sustainability of the product range of 

pharmaceutical livestock products. 

 

1.6 METHODOLOGY 

The research consisted of a literature review and an empirical study. Regarding the theory, 

the study firstly focussed on consumer buying behaviour, where after the focus shifted 

towards brand loyalty and its influences on buying behaviour. Regarding the quantitative 

empirical study, the researcher employed structured questionnaires to record farmer 
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buying behaviour and perceptions on a quantitative scale. Customers were split in three 

categories that depended on the number of cattle, sheep and goats that the farmer own. 

Questionnaires consist of questions that measure the dominant determinant in choosing a 

pharmaceutical livestock product at agribusinesses, price or brand name. Questionnaires 

were handed to customers to fill out in various agribusinesses in the geographical area of 

an operating Agricultural company as shown in Figure1.2. 

 

1.7 OUTLINE AND STRUCTURE  

Chapter 1: Introduction 

Chapter 1 will provide an introduction into the importance of the agricultural sector in the 

social and economic development of South Africa, and more specific with the role that 

agribusiness has to play in the sector. 

Chapter 2: Price and brand as market strategy 

This chapter will concentrate on the theory surrounding the problem. 

Chapter 3: Results and Outcomes 

The outcome of the questionnaires as well as a discussion on the finding in terms of which 

is the best marketing strategy to follow at the hand of the information in Chapter 2 as 

compared to the results of the questionnaires. 

Chapter4: Conclusion and Recommendations 

Various solutions were investigated and reported. The study concluded with limitations and 

areas for future research. 

 

1.8  SUMMARY 

This chapter gives an overview on animal production in the North West province, and the 

contribution thereof in the agriculture industry of South Africa. It emphasises the 

importance of animal health and the vital role it plays in the productivity and profitability of 

livestock farming. 
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Pharmaceutical livestock products are a significant part of the product ranges that are sold 

to farmers by agribusinesses. The primary objective of the present study is to analyse the 

marketing mix elements price or product (specifically brand name) in farmer buying 

behaviour. 

The chapter includes the problem definition, the study objectives, the scope of the study, 

and the methodology followed in the study. 

The next chapter deals with the literature study with the focus on the two marketing mix 

elements price and product (specifically brand name) of pharmaceutical livestock products. 

The literature study portrays the ideal state or methodologies for buying behaviour at the 

hand of this two marketing mix elements. The application of these two elements is 

elaborated at the hand of practical applications as part of the marketing strategies of 

agribusinesses in the North West province of South Africa, that sell these pharmaceutical 

livestock products to commercial farmers in a given geographical area. 
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CHAPTER 2 

PRICE AND BRAND 

 

2.1 INTRODUCTION 

Consumers‟ decisions to buy or not to buy are influenced by various factors. It would 

therefore be appropriate to investigate these factors by doing a literature study as follow in 

this chapter. 

When there is a spread of similar products and selling points, as in the pharmaceutical 

livestock products market, the consumer will spend his or her money on the product which 

is the best value for money option, considering personal preference and price. 

The decision what to purchase, is at all times a decision the consumer makes for 

themselves. As businesses we cannot force the consumer what or where to buy, but we 

can endeavour to influence these decisions. Market segment improvement leads to 

increased turnover which leads to improved profitability and sustainability, if utilized 

correctly. 

To achieve this goal, a strategy must be put in place that will result in changing buying 

decisions. As part of a consumer directed marketing strategy, price and brand name of 

products as two of the elements that need to be communicated. 

Considering that consumers have limited resources (cash) to spend, the value for money 

proposition is applicable. Brand names of products communicate unique characteristics 

and reliability to consumers, and therefore consumers are prepared to pay more for brand 

names with which they are familiar or can identify with. They trust that the brand will deliver 

the desired results. However, there is a point or circumstances where the price of the 

product will have a bigger influence as the brand name when the purchasing decision has 

to be made by the commercial farmer. 

For a company the circumstances within which the buying decision is made, affects its 

profitability directly. In a price strategy lower profit margins are often applicable, but if the 
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brand name is communicated it leads to advertising and promotions costs which have to be 

incurred to achieve consumer awareness. 

It would therefore be worth-their-wile for a company to know where to apply energy and 

resources (in the price strategy or brand awareness) in order to achieve the best possible 

influence on consumers of pharmaceutical livestock products‟ purchasing decisions. 

In this chapter the literature study is conducted to discuss the influence that brand, as well 

as price, have on the decision-making process of commercial farmers in the 

pharmaceutical livestock products market. 

 

2.2. CONSUMER DECISION-MAKING: INFLEUNCING VARIABLES 

Commercial farmers are confronted with buying decisions every day, just like any other 

consumer. In the case of buying pharmaceutical livestock products, there are a few factors 

that can obviously influence a farmer‟s buying decision. 

Things like the type of animals that they keep, do the farmer want to cure a sick animal of a 

specific disease, or do the farmer want to prevent disease by means of vaccinations? The 

mentioned factors to be considered can actually help the farmer to make the appropriate 

decision, what complicates the decision will be if there is more than one option available. 

Different brands of pharmaceutical products can be used for the same disease or different 

brands of dips and sprays to control parasites and pests on the animals. These products 

differ in packaging, price and perceived quality. 

Efforts by marketers should make these buying decisions a key focus point. If the 

influencing variables are understood by marketers, market share will grow as a result of 

satisfied farmers. 

According to Du Plessis and Rosseau (2003:110) buying decisions can be divided into two 

broad categories: 

 Internal or individual 

 External or environmental  
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Figure 2.1: Consumer decision-making: influencing variables 

 

Source: Du Plessis and Rosseau (2003:110) 

2.2.1 Individual influencing variables 

There are six individual influencing variables that play a part in the internal thought 

process, which may lead to a buying decision. The six variables are: 

2.2.1.1 Needs  

Needs are physical or emotional requirements and are forces directed towards specific 

goals that can be achieved by purchase behaviour.   

Commercial farmers keep cattle, sheep goats and other animals to make a living off, or as 

an additional income to mixed farming. The health of animals determines the profitability of 

the herd, as healthy animals will grow and reproduce the commercial farmer can sell some 

of the animals. If there is a disease of international concern like foot and mouth disease or 

mad cow disease in a country, animals and their products may not be exported (Schutte, 

2014:1).  

Pharmaceutical livestock products among commercial farmers can be used as a precaution 

to disease or as treatment for animals that are already sick. Most parasites like ticks need 

warmer temperatures as well as moisture for their eggs to hatch. Tick infestations in the 
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North West region of South Africa is much lower in the winter months and explode in spring 

with the first rainfall, according to Odendaal et al. (2011:21). 

For this reason Odendaal et al. (2011:21) recommend that farmers vaccinate cattle in early 

spring, before the rainy season. Vaccines are the same germs that make cattle sick, that 

are modified and changed, so it would not make the animal sick when the vaccine is given 

to the animal. The animal‟s defence system is activated by the vaccine, whenever the 

animal is exposed to the same disease in future, its body will be ready to defend itself. 

Vaccines are therefore only used for healthy animals, to prevent disease at a later stage.   

Many animal diseases are spread around herds by biting insects and parasites like 

mosquitoes and tics. The lower population of these pests in winter also lower the chances 

of diseases, if vaccinated in early spring it gives the animal‟s immune system enough time 

to be ready for higher population of pests that spread disease. 

Vitamins and minerals are given to animals to support their immune system. 

In summer time farmers use dips and sprays on the animals to reduce the number of pests 

on animals that will prevent the risk of illness. 

Although not in all cases lethal, worms in sheep and goats can make them weak, and 

prevent the animals from growth and reproduction as well as make them vulnerable to 

illness as a result of blood loss. The infestation of these worms also escalates in hot and 

wet climate conditions. 

Antimicrobial products (antibiotics) can be administered to animals that are already ill, in an 

attempt to help them to recover. 

2.2.1.2 Motives  

Motives make consumers aware of their needs and are the force for acting on these needs.  

Motives can be seen as inner states that energise, activate, motivate and direct behaviour 

towards purchasing decisions. Consumers‟ motivations and goals depend on how 

consumers interpret macro-environmental factors, local content, and social networks within 

their own personal history, circumstances and values (Arnould et al., 2004:288). 
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The motivation of higher income out of an existing herd, become more applicable in 

commercial farming. There is an increase in demand for meat, but only a restricted amount 

of resources, especially water and land according to Le Roux (2012:34).   

Le Roux says that for the following three decades the demand in meat will rise as a result 

of growth in the world population, rising income and urbanisation. Especially in developing 

countries like South Africa, there is scope for farmers to implement production systems in 

livestock farming that will ensure higher efficiency, and environmental sustainability. Animal 

health plays a vital part in these intensive livestock production systems. 

2.2.1.3 Personality 

Personality: Where motives inspire individuals to act on their needs, personality is the 

reason why an individual will act in a specific manner in the buying situation. A combination 

of unique, individual characteristics that reflect consistent and enduring patterns of 

behaviour is called a person‟s personality. Schiffman and Kanuk (2004:150) say that 

customers tend to prefer products that preserve, enhance alter or extend their self-image 

or personality.  

For example, the commercial farmer needs to upkeep the land and livestock to a certain 

level, in order to be seen as a successful and professional commercial farmer. In view 

hereof, such farmer would like to identify with a perceived successful brand of 

pharmaceutical livestock products.  Inferior products will damage this image of the farm, 

and its financial wellbeing.  

2.2.1.4 Perception 

Environmental information that is organised into people‟s concept of reality is a 

psychological process that creates perceptions. Perceptions influence the way consumers 

view product brands, stores and services. Although some people‟s perceptions might be 

unrealistic at times, these perceptions constitute their concept of reality – what is perceived 

is real for the perceiver.  

Schiffman and Kanuk (2004:199) are of the opinion that businesses should realise that 

they are in business not only because they offer good quality products and prices; they are 

also in business because consumers hold particular views about them. Consumers 
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develop images of products, brands, advertisements and companies as a result or their 

perception.  

Agribusinesses should therefore know what media commercial farmers expose themselves 

to, how they interpret information, how to capture their attention and what their perceptions 

are about the agribusinesses. Perceptions have strategic implications for agribusinesses, 

because commercial farmers make decisions based on what they perceive rather than on 

the basis of objective reality. 

2.2.1.5 Learning 

Reward for successful responses and punishment for unsuccessful responses is the 

starting point for the reinforcement of learning experiences according to Du Plessis and 

Rousseau (2003:111). This may spark the occurrence that some buying behaviours 

become habits.  Learning can thus reflect changes in the probability of behaviour as a 

result of past experience. Consequently, the purchasing act, whether rational, deliberate or 

impulsive, is the result of a learning experience. 

If a commercial farmer would buy a specific pharmaceutical livestock product, that was the 

solution to a specific situation, a need is satisfied; continued reinforcement usually leads to 

brand loyalty for a particular brand or product. However, if the farmer‟s learning experience 

has been negative, the farmer will respond to the stimuli from competitive brands. 

2.2.1.6 Attitudes 

According to Du Plessis and Rousseau (2003:111), attitudes are learned behaviour as to 

react to a situation or an object in a consistently favourable or unfavourable way. Attitudes 

imply taking a position of likeliness or dislike of a product or service. Hawkins et al. 

(2004:395) say that organisations can use their knowledge of consumer‟s attitudes to 

develop two strategies: one strategy reinforces existing attitudes, and another tries to 

change them. 

In the case of reinforcing or changing attitudes agribusinesses use promotions to achieve 

higher turnover with lower margin on specific popular pharmaceutical livestock products, on 

the same promotion will also appear products that are not so popular or even new to the 

range of pharmaceutical livestock products. If more information about the products or 
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testimonies of commercial farmers‟ results with the product is published with the promotion, 

a favourable attitude will lead to a favourable behaviour, such as buying or trying out the 

product 

2.2.2 Environmental influences 

Also six environmental influences were identified and can be defined as follows: 

2.2.2.1 Culture 

Cultural influences are beliefs, norms, values and customs that are learnt by an individual 

from the society that they live in. It is the way things are done and these beliefs, norms, 

values and customs may become common patterns of behaviour, according to Du Plessis 

and Rousseau (2003:112). Hawkins et al. (2004:152) say that societies can be subdivided 

into small subcultures that consist of people who are similar in terms of their ethnic group, 

customs and the way they behave, thus sharing distinguishing values and patterns of 

behaviour, such as race and religion. 

For example, farmers in the same geographical area will probably attend the same farmers‟ 

study group or union, have similar beliefs, and will interact on a social level at the gholf or 

bowling club. 

2.2.2.2 Social class 

Social class is defined by Shiffman and Kanuk (2004:372) as the division of members of 

the same society into a hierarchy.  Members of each class will have relative the same 

status.  Each social class is different in occupation, education, income, ownership and 

affiliation.  Peter and Olson (2005:342) say that social class is important to businesses 

because people of different social classes have different behaviour.  AgriSETA (2010) 

reported that “South Africa‟s agricultural sector is characterized by dualism: a modern 

commercial farming sector using hired farm workers alongside small-scale farmers, mostly 

in the former homeland areas.  These two groups of farmers can be from a different social 

class. 
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2.2.2.3 Reference groups 

Reference groups, according to Du Plessis and Rousseau (2003:112) are a group with 

whom an individual can identify. This group is used as a standard for self-evaluation or as 

a source of personal values and goals. The compiling of beliefs, attitudes and behaviour by 

an individual would use these reference groups as a reference point.  Many young farmers 

that are taken in by their parents as part of the business identify with greater ease with their 

own age group, than their parents. They would rather test a pharmaceutical livestock 

product or production system that is proven to give positive results by somebody of their 

own age-group. 

2.2.2.4 Family influences 

Household members may influence each other, by means of expertise or seniority when it 

comes to making decisions. As consumers this may lead to joint decisions. If a 

pharmaceutical livestock product is been successfully used on a farm for several years, it 

will be hard for the children of that farmer, to convince their parents to use an alternative 

product. If the financial decisions are still made by the parents, their seniority will prevail, 

and the family will use the products on the farm that the parents are accustomed to.  

2.2.2.5 Economic demand factors 

Price, financial risk, and investment opportunities are considered at the background of 

household income. The potential purchasing power of a consumer is based on the 

availability of money but is also restricted by the lack of money or creditworthiness, 

according to Du Plessis and Rousseau (2003:112). 

As a result of a severe drought trough in certain parts of South Africa in 2012 till 2014, 

grass and pastures were scarce as food for cattle. Farmers had to buy food to keep their 

herd alive.  In such severe conditions a commercial farmer may buy a cheaper alternative, 

than the trusted, more expensive brand. 
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2.2.2.6 Business and marketing influences 

These influences originate from direct contact with a company, whether at a retail outlet, 

personal selling, sales promotion and advertising. Schiffman and Kanuk (2004:553) are of 

opinion that a business‟ marketing activities are a direct attempt to reach, inform and 

persuade consumers to buy and use its products.  

Agribusinesses can influence commercial farmers‟ decision-making processes by making 

them aware of their needs, supplying information and convincing them to purchase their 

products by means of a marketing strategy that is implemented at the hand of the 

marketing mix: price, product, promotion, place (distribution), process, people, and physical 

evidence. These components are aimed at a specific group of consumers, in this study, 

commercial farmers that buy pharmaceutical livestock products from agribusinesses in a 

specific geographical area of the North West and Free State Provinces of South Africa. 

2.2.3.1 External environmental influences 

In the pharmaceutical livestock products market there are certain external environmental 

influences, which also have a great influence on the buying behaviour of commercial 

livestock farmers. These influences are unique in the sense that the commercial farmer 

does not have any control over these influences. Examples of external environmental 

influences are as follow: 

2.2.3.1.1 Climatic conditions 

A severe drought in certain parts of South Africa resulted in the North West Province being 

declared a Disaster Area in August 2013. Eight bags each of cattle feed were allocated to a 

total of 16 000 farmers in North West Province. The last of the feed were delivered in 

March 2014. Not only was the feed not enough, it was delivered too late, and as a result 

many farmers had to sell some of their cattle to prevent starvation and bankruptcy. Many of 

these sold cattle were slaughtered, and farmers did not start to buy replacing cattle to 

improve the numbers of their breeding herd. 

The lower numbers of breeding herd will reflect in lower turnover of agribusinesses, selling 

cattle feed and pharmaceutical livestock products. 
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2.2.3.1.2 Resistance to products in pests 

The inefficient use of pharmaceutical livestock products can cause pests and parasites to 

become resistant to certain pharmaceutical livestock products. The resistance of the pests 

and parasites is an increased ability to survive the effect that those certain group of 

pharmaceutical livestock products supposed to have on them. Only a very few new groups 

of pharmaceutical livestock products are developed the past three decades. 

The resistance of pests and parasites has a negative influence on the productivity and 

economic viability of a herd. It can, not only cause the death of the animals, but also 

increase the cost of the pharmaceutical livestock products, because more than one product 

must be used to have a controlling effect on the pests or parasites. If pests and parasites 

are not efficiently controlled, the productivity of the herd is suppressed as a result of poor 

immune systems, and a very low fertility (Taylor, 2005:21). 

2.2.3.3 Biosecurity 

According to Grobler (2014:50), biosecurity relates to bio-exclusion, where preventative 

measures are taken to avoid disease introduction to the farm, and bio-containment, where 

measures are taken to avoid within-farm transmission of infectious agents and spread to 

other farms. 

When cattle are purchased they may already be infected by an area specific disease.  

Once transported and on the new owner‟s farm, they become ill. If a spot-on diagnosis is 

done, the cattle can be treated with an effective pharmaceutical product for the specific 

disease and hopefully the farmer can save some of the newly bought animals.  If the new 

cattle were in contact with other animals on the farm, they have to be treated as well. 

 

2.3 TYPES OF BUYING DECISION BEHAVIOUR 

Some purchases are far simpler than other. With the easy ones it is simple almost routine 

and can eventually become habitual. The other more complicated ones, involves extensive 

information gathering and evaluation, and is subject to sometimes subtle influences. For 
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example, think of all the time and energy that goes into the buying decision of a house or a 

new car. 

According to Kotler and Armstrong (2012:175) there are four types of buying decision 

behaviour. More complex decisions usually involve more buying participants and more 

buyer deliberation. Figure 2.2 shows the types of consumer buying behaviour based on the 

degree of buyer involvement and the degree of differences among brands. 

Figure 2.2 Four types of buying behaviour 

 

Source: Kotler and Armstrong, (2012:175) 

 Complex Buying Behaviour: Consumers undertake complex buying behaviour when 

there is perceived obvious differences among brands, and when they are highly 

involved in a purchase. It is important for marketers to take note of the need of 

consumers to gather information in the process of complex buying behaviour. They 

need to stress the differentiation in their brands‟ features and also describe the 

brands‟ benefits. 

 Dissonance-reducing buying behaviour: This is consumer buying behaviour in 

situations where there is high consumer involvement but few perceived 

differentiation among brands. In this case buyers may shop around for what is 

available but make a buying decision quite quick. The possibility exists that they may 

respond primarily to a fair price or a delightful shopping experience. 

 Habitual buying behaviour: When there is low customer involvement and few 

outstanding perceived brand differences, it creates a situation where consumers are 

characterised by habitual buying behaviour. They do not search extensively for 
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information about the brands, evaluate brand characteristics, and make weighty 

decisions about which brands to buy. Because consumers are not loyal to brands in 

this buying behaviour, marketers often use price and sales promotions to promote 

buying. 

 Variety-Seeking buying behaviour: In situations where there is low consumer 

involvement but significant perceived brand differences the situations would be 

characterised by variety-seeking buying behaviour. In these situations consumers do 

a lot of brand switching. They would not necessarily be unsatisfied with the brand 

they bought, but would easily switch just for the sake of variety. In this situation the 

market strategy will differ for the market leader. 

If the commercial farmer is satisfied that he or she is getting value for their money, they are 

satisfied to part with the cash. For pharmaceutical livestock products this value is closely 

related to trust, especially when considering vaccines.  When an animal is vaccinated there 

is no immediate, visible result. The commercial farmers place their trust in the claims made 

by the manufacturer. This trust will be driven by previous experience, relationship with the 

salesperson, endorsement by a veterinarian and / or other Key Opinion Leaders 

(Successful farmers in the geographical area). This situation is more those of complex 

buying behaviour. 

Tick control products, in addition, visible efficacy will influence this trust. The dip is applied, 

and in a specific timeframe the animals are parasite free. Animals can be monitored to 

determine how long it will be before ticks are seen again. Dissonance-reducing buying 

behaviour is present here, because there is less perceived differentiation among brands, 

although dips usually are one of the more expensive items in the range of pharmaceutical 

livestock products, farmers will buy an alternative with more ease, because it is easier to 

evaluate the efficacy himself. 

Lower value items, like antimicrobials and wound spray, will either be habitual or variety-

seeking buying behaviour. The brand of those products that are available, or on promotion 

at the local agribusiness, is the product that will be sold to the commercial farmer.   
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2.2.3  Buyer decision process 

According to Kotler and Armstrong (2012:175) the actual purchase decision is part of a 

much larger buying process. As illustrated in Fig 2.1, the process starts with need 

recognition and ends with post purchase behaviour. Along the way the buyer may decide 

not to buy, this is why it is important for marketers to focus on the entire buying process, 

and not only on the buying decision. 

Figure 2.3 Buyer decision process 

 

Source: Kotler & Armstrong (2012:176) 

 Need recognition:  When internal or external stimuli let a need rise to a point where it 

becomes a drive, it is called need recognition. Marketers should research what kind 

of needs or problems exist, and what is it in a product that led the consumer to it – 

hoping it is a solution for the problem or need.  Agribusinesses must help 

commercial farmers to recognise the need for pharmaceutical livestock products as 

part of profitable, sustainable livestock farming. A marketing strategy can be 

developed to solve the farmers‟ needs.  Especially the age old saying: “Prevention is 

better than cure.” will be applicable if the financial benefits of a small amount spent 

on pharmaceutical livestock products are considered in comparison to the loss that 

can be occurred if livestock dies.  The next step involves the search for information 

about the available alternatives. 

 Information search: As more information is obtained, the consumer becomes aware 

of the available brands, they also obtain information on the features of the brand and 

product.  There are three groups of information gatherers when it comes to 

commercial farmers. The older more traditional, set-in-their-ways farmers, will 

contact the veterinarian or a perceived trustworthy source of information, if they are 

confronted with a disease or situation that is new or rare.  The younger generation 

uses internet, social media as a source of information.  The small scale-farmers, 
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especially those in the rural areas and communities do not have access to internet, 

magazines and books, and word-of-mouth is their source of information, this group 

seem to be more brand loyal than the other. 

 Evaluation of alternatives: Knowledge that is obtained during the information search 

is used to compare brands and evaluate the differences between them. Value for 

money and trust in the perceived performance of the product will be part of the 

evaluation process, especially when there are more than two alternatives available. 

One of the objectives of this study is to establish what the dominant determinant in 

choosing a pharmaceutical livestock product at agribusinesses is.  

 Purchase decision: Preferences and even purchase intentions do not always result 

in actual purchase choice. Unexpected situational factors and sometimes the 

attitudes of others may change a consumer‟s purchase intentions. Generally a 

consumer will decide to buy the most preferred brand. Another objective of the study 

is to suggest a marketing strategy that will be more effective in enhancing the 

dominant determinant of choice of product. 

 Post purchase behaviour: The consumer takes further action after purchase. This 

action is based on the satisfaction or dissatisfaction with the brand they purchased. 

Commercial farmers do have expectations relating to the perceived performance of 

the brand they bought. Buyer discomfort caused by post purchase conflict is called 

cognitive dissonance. Sometimes commercial farmers will buy another brand, 

because of availability or price, and then continue to buy this brand, if they do not 

get the same results that they expected from the previous brand, they will loud and 

clear let you know that the change was not an improvement. 

Marketers of agribusinesses can simply by being involved in the whole process, determine 

ways to create needs where it does not exist yet. They also can help change unfavourable 

attitudes toward brand, by finding a way to change either the product or consumers‟ 

perceptions about the product. Marketers that can build relationships, which are based on 

satisfied customers, grow their brands‟ market share. At commercial farmer level product 

brands that have built trust definitely add value and decrease the impact of price on the 

buying decision. This is demonstrated by a number of strong brands in pharmaceutical 

livestock products. Despite new generic entrants or in some cases even improved 
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products, entering the market older trusted brands have maintained a dominant market 

share at premium pricing. 

2.4 BRANDING 

2.4.1 Corporate branding 

According to Kotler and Armstrong (2013:255) a name, term, sign, symbol design, or a 

combination of these, that identifies the products or services of one seller or group of 

sellers and differentiates them from those of competitors would be considered a brand. 

Oosthuizen (2011:13) says that a brand is a living identity; it should motivate personnel of 

companies to be their best inside the companies, and inspire confidence and satisfaction in 

the external audience. 

Brand is viewed by customers as an important part of a product, and can add value to the 

product. When customers attach meanings to brands a brand relationship is developed. 

A strong brand should have a rich, clear brand identity. The identity of the brand is a set of 

associations that consumers attach to the brand and marketers must create and maintain 

these associations. These associations imply a promise to customers from the company. 

Brand identity represents what the company wants the brand to stand for, is the train of 

thought of Du Plessis and Rosseau (2003: 326). The company‟s‟ trademark and brand 

name provide legal protection for unique product features that otherwise might be copied 

by competitors. 

2.4.2 Brand loyalty 

Brand loyalty exists when a consumer shows loyalty as part of a long-term relationship to a 

certain brand.  The perceived benefit in a consumer‟s mind created by maintaining a 

relationship with a brand, the product or seller combination, leads to purchase repetition 

(Varey, 2002:153). This perception could be the result of many different factors, the 

following three proven to be the most prominent. 

 Good product quality 

 Proven usefulness 

 Effective marketing communications 
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When a customer insists on a specific brand, and would not settle for other competitive 

brands, the situation is called brand insistence. This is the ultimate goal from a marketing 

point of view. In the case of brand insistence it is very difficult for competitors to grow 

market share in that market as a result of brand insistence that lead to specialty value in 

consumer perception. 

Factors that keep consumers loyal to a brand (Oosthuizen, 2011:17): 

 Provision of high quality; 

 Consistent performance; 

 Familiarity; 

 Offer good value for the price; 

 Compatibility with personalities; and 

 Solution of problems. 

2.4.3  Brand positioning 

According to Kotler and Armstrong (2012:256) positioning of brands must take place in the 

target customers‟ minds. As brands are powerful assets that must be carefully developed 

and managed the positioning of the brand will be a focus point for marketers. 

Brand positioning can take place on three levels: 

 Product attributes. This will be the least desirable level for brand positioning, as 

competitors can copy attributes with very little effort. 

 Desirable benefit. A brand will be better positioned by associating its name with a 

desirable benefit. Some successful brands positioned on benefits are Wal-Mart 

(low prices), Nike (performance), and Lexus (quality). 

 Beliefs and values. Strongest brands are positioned on this level and create a 

strong emotional attachment to the brand. These brands rely less on tangible 

attributes, but more on creating surprise, passion, and excitement that surrounds 

the brand. 

The brand strength indicates the sustainability of a business and is an indication of its 

financial value. Strong brands are responsible for good profit margins and gives better 

access to distribution channels; it also sets a good foundation for product extensions. It is 
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evident that brands not only have a positive impact on sustainability and growth of 

companies, but it also creates shareholders‟ value. 

 

2.5 PRICE  

2.5.1 Defining price 

According to Kotler and Armstrong (2012:314) a price is the sum of all the values that a 

customer will be willing to give up to obtain the benefits of having or using a product or 

service. Although price was the main factor affecting buyer‟s choice in history, non-price 

factors have gained increasing importance in recent decades. Despite this, price is still 

considered one of the most important elements that determine a company‟s market share 

and profitability. 

Price can be seen as the most unusual element of the marketing mix. One reason for this 

is the fact that all the other elements including marketing research, creates negative cash 

flow and is seen as an expenditure for companies, price is the only element that generate 

revenues. 

Price also can be changed quickly, and that makes it one of the most flexible elements of 

the mix. 

If pricing is not handled well it can be a headache for executives and managers, but with a 

little improvement in margins on pricing large increases in profitability can be achieved.   

2.5.2  Pricing decisions 

It is important to consider that pricing is a part of a company‟s value proposition; price plays 

a key role in creating customer value and building customer relationships.  According to 

Martin-Consuegra et al. (2007:464) if a customer perceives the prices of the business as 

being fair, the perception is positively correlated with customer satisfaction.  

The major pricing strategies to consider in setting price, according to Kotler and Armstrong 

(2013:315) are discussed below. 
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2.5.2.1 Customer value based pricing  

This uses the buyer‟s perception of value, and not the seller‟s cost, as the key to pricing. 

Customer perception of the product‟s value sets the price ceiling, if a company‟ prices a 

product below its costs, profits will suffer. Between these two polarities the most desirable 

pricing strategy is one that delivers both, value to the customers, and profits to the 

company. Two types of value-based pricing are mentioned: 

 Good-value pricing – The right combination of quality and good service at a fair 

price is the aim of this strategy.  It normally involves introducing less-expensive 

versions of established, brand-name products. Especially with new developed and 

generic alternatives to pharmaceutical livestock products, this type of pricing is 

popular. Profit margins for agribusinesses are fair, and the manufacturers or 

distributors claim similar performance. 

 Value-added pricing – rather than cutting prices to meet competition, they attach 

value-added features and services to differentiate their products and thus their 

higher prices. This is a recent addition to the pharmaceutical livestock products. 

New entrants in the market make use of combinations of different types of dips that 

will control both flying and biting pests. Different vitamins and minerals are also 

added to dose products, in this combination, parasites are controlled but the 

immune system of the animal gets a boost as well. Some farmers consider the 

saving in labour as a result of these combination products as the biggest advantage, 

and pay a premium for that. 

2.5.2.2 Cost based pricing  

The costs of a product may be an important element in the company‟s pricing strategy. 

Manufacturing, distributing, and selling the product plus a fair rate of return for its effort and 

risk, are costs that are taken into consideration by a business. Whereas customer-value 

perceptions set the price ceiling, costs set the floor for the price that the company can 

charge. 
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Businesses divide costs into two categories: 

 Fixed cost (also known as overhead) are costs like: salaries, rent, interest and 

other cost that do not vary with production or sales levels. 

 Variable cost varies with the number of units produced, and will entail cost like 

raw material, wages, packaging and more. 

Total costs are the sum of the fixed and variable costs for any given level of production.  A 

business will do pricing in a manner that will enable them to cover the total expenditure of 

the total production cost at any given level of production. In the light of this study this 

method is not applicable, for agribusinesses do not manufacture any of the pharmaceutical 

livestock products; they only sell it to the commercial farmers. 

Cost, however, must be managed carefully because operating a business with similar 

services and products than a competitor, will give the company competitive advantage if 

they could do so at lower cost than their rivals.   

Cost-plus pricing is the method that is generally used to provide a service or a product at a 

price that is calculated by adding the variable and fixed costs plus a mark-up as profit. This 

method is normally used to determine the selling price of pharmaceutical livestock products 

in agribusinesses. It may seem over simplified but have the following three advantages: 

 Businesses is more certain of costs than demand, it is thus easier to set the price 

according to cost as according to demand. 

 When all the companies in the same industry use the similar method of pricing, 

prices to the customers seem to be more equal, and price competition is minimised. 

 The method seem to be a win-win situation for sellers and buyers, because sellers 

earn a good profit with the mark-up, but do not take advantage of buyers when 

demand increases. 

Break-even analysis and target profit pricing is also a popular method, to ensure that 

companies do the pricing of products in such a manner that not only cost are covered, but 

also that the desired profit is generated. According to Seal et al. (2012:239) profits at 

break-even point are zero. Therefore, the break-even point can be computed by finding 
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that point where sales just equal the total of the variable expenses plus the fixed expenses. 

In Figure 2.4 a break-even chart for determining target return price and break-even volume 

is demonstrated. 

Figure 2.4  Chart for determining target-return-price and break-even volume 

 

Source:  Kotler and Armstrong (2012) 

2.5.2.3 Competition based pricing  

Pricing in this strategy is done with competitors‟ strategies, costs, prices and market 

offerings as a basis. Consumers‟ perceptions are based on the comparison of similar 

products‟ value and price offered by different companies. 

When prices of competitors are researched the following must be taken into consideration: 

 How does your company‟s value offering compare to those of competitors? 

 What is the competitors pricing strategy, and how strong are they? 

 On what principle will the company base decisions about the price they charge 

in comparison to those of the competitors? 

  

http://imgite.com/
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2.5.3 Other Internal and External Considerations affecting price decisions  

2.5.3.1 Overall marketing strategy, objectives and mix 

Price is only one of the elements that play a part in the company‟s overall marketing 

strategy. Making pricing decisions must take in consideration the company‟s overall 

marketing strategy. The target market and positioning of the company is the prime concern, 

the marketing mix (that includes price) will follow after this main issues is addressed. The 

pricing strategy will mainly be influenced by decisions on market position. 

Pricing, however, can play an important role in helping to meet companies‟ objectives at 

many levels. A company can set the price to: 

 Attract new customers or retain existing ones profitably. 

 Prevent rivals from entering the market or set prices at competitors‟ levels to 

stabilise the market. 

 Temporarily create excitement for a brand. 

 Stimulate sales of one product by another product‟s higher demand in the 

product line. 

Price decisions must be coordinated with product design, distribution, and promotion 

decisions to form a consistent and effective integrated marketing program, taking in 

consideration that price is only one of the marketing tools that is to a company‟s disposal to 

achieve its marketing objectives. 

 

2.5.3.2 Organisational considerations 

On an organisational level it should be clear who is in control of pricing. Pricing decisions 

could be made either at store level or being centralised at head office. Be it the top 

management or the marketing department, but responsibility should be taken for the 

decisions as well as actions taken, as pricing do have a direct influence on the company‟s‟ 

bottom-line figure. 
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2.5.3.3 Market and demand  

Till and Heckler (2009:22) explain that the price is the cost of the package of attributes, 

messages and meanings that are represented by the brand. In the consumers‟ minds there 

is a direct link between price and value of the brand. Thus Price reflects value. Both 

consumer and industrial buyers balance the price of a product or service against the 

benefits of owing it. This is why it is important for marketers to have an understanding of 

the relationship between price and demand for the company‟s product. 

According to Janse van Rensburg et al. (2011:142) retailers‟ window of pricing, varies with 

different types of markets, and that economists recognize four types of markets, that each 

present a different pricing challenge. 

 Pure competition markets have many buyers and sellers, one single buyer or 

seller would not influence the market enough to have an effect on the price. 

Usually it involves standardised product and firms could enter or exit the industry 

easily. 

 Pure monopoly is a market where one seller is the sole provider of the product 

or service. Because in most cases the product or service is unique, entry of 

additional companies are blocked, and the seller does not make any effort to 

differentiate its product. 

 Monopolistic competition exists where there is a large number of sellers that 

manufacture differentiated products. Usually the competition in this market 

would rather take place on the attributes of a product than on the price. Entry 

and exit from monopolistically competitive industries is quite easy. 

 Oligopoly involves a few sellers that make standardised or differentiated 

products available to the market. In these industries companies must take the 

strategy of their rivals in account in determining its own price and output. 

The demand curve is a result of the price of a product that may lead to a different level of 

demand. The curve illustrates that at a certain price and time a specific number of units will 

be bought in a given time of period, if the price will increase, buyers with limited budgets 

will buy less of the specific commodity. If the demand changes only a little bit if the price is 

increased, the demand is elastic. This usually occurs when a higher price signals higher 
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quality and status, resulting in higher demand despite the price increase. In the situations 

where the demand changes drastically with only a slight price increase and then the 

demand is considered to be inelastic as illustrated in Fig 2.5. 

Figure 2.5  Price elasticity of demand 

 

Source: Kotler and Armstrong (2012:327) 

2.5.3.4 The Economy  

As seen in the 2008/9 meltdown of the economy worldwide, consumers re-evaluates the 

price versus quality perception they had before. Even with the severe drought that certain 

parts of South Africa experienced during the past few years, buying behaviour of 

commercial farmers was influenced. Because the spendable income of many households 

decreased with the recession or drought in this case, the most obvious response of 

marketers was to cut price and stimulate sales. As lower prices make products more 

affordable it helps increase short-term sales. But these short-term increases may have 

undesirable long-term consequences, because lower margins mean lower profit. Rather 

than lowering prices, many companies are instead focusing on more affordable items in 

their product mixes. Even when buyers have limited resources in the form of spendable 

money, they still balance the price they pay against the value they receive. 

2.4.3.5 Other external factors  

There are several other factors to consider beyond the economy and the market.  

Distributors and resellers‟ reaction to a change in price is one of it. To help them to resell 

effectively, keep their support and encourage sustainable growth for them, they must be 

taken in consideration with price setting. 

Elastic demand Inelastic demand 
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The law and legislation as well as the present corporate governance can also be another 

factor to take into consideration as an important external factor. 

Social concerns may also need to be taken in consideration. Making a profit in the short-

term, but polluting or destroying, may end-up in the closing down of businesses with the 

accompanied losses in income and jobs.   

2.5.4  Pricing strategies 

As circumstances in the market change, it is wise to adjust strategy, so that the company 

will have the best fit in the market it operates.  Pricing strategies usually change as the 

product progresses through its life cycle.  Especially when new products are introduced to 

the market, setting the price can be challenging. Two strategies are used to set prices for 

new products: market-skimming pricing and market-penetration pricing. 

2.5.4.1 Market-skimming pricing  

Companies set a higher price because they have the substantial competitive advantage in 

being the first with a differentiated product, this result in lower, but more profitable sales. 

The higher price and margins tend to attract new rivals into the market so the price 

inevitably lowers, due to the increased supply. 

Figure 2.6 Market-skimming vs. Market-penetration 

 

(Source: Calabash, 2014) 
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2.4.4.2 Market-penetration pricing  

Companies set a low initial price to penetrate the market quickly and deeply, they hope this 

will enlarge market share by winning over a large consumer base in a short period of time. 

Prices of products in this strategy are set artificially low, till the objective of larger market 

share is reached, and then the prices are increased. 

2.4.4.3 Product mix pricing strategies  

When a product is part of a product mix, the strategy for setting the price of a product often 

had to be changed. Product mix pricing strategies is categorised into five categories as set 

out in Table 2.1. 

Table 2.1 Product Mix Pricing 

PRICING SITUATION DESCRIPTION 

Product line pricing Setting prices across an entire product 
line. 

Optional product pricing Pricing optional or accessory products sold 
with the main products. 

Captive product pricing Pricing products that must be used with 
the main product. 

By-product pricing Pricing low-value by-products to get rid of 
them. 

Product bundle pricing Pricing bundles of products sold together. 

Source: Kotler and Armstrong (2012:329) 

2.5.5  Responding to price changes 

If prices of a rival in the industry are changed a company would be irresponsible if the 

change is not investigated.  Besides the influence a price change might have on the market 

a company must consider its own situations and strategy, but also the possible reaction of 

consumers, and other competitors.  

Kotler and Armstrong (2012:351) explain that if a company waits too long to react to such a 

price change, it may lose market share, but to simply cut prices may also be devastating in 

the long-run, and maybe not the best option for sustainable profit and growth. 
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According to the above authors there are four possible responses: 

 Reduce price. It will be a balancing act to see where are “low hanging fruit” , to 

reduce price might negatively impact on the company‟s probability in the short-

run, but if service, quality and marketing communication are reduced as a result 

thereof, the company would have some negative long-term consequences. 

 Raise the perceived value. It may be cheaper to improve market communication 

where the relative value of the company‟s product and quality gets focused 

attention, in an attempt to keep market share and thus also the same profit 

margin. 

 Improve quality and increase price. 

 Launch low-price “fighter-brand”. By adding an entry-level item or creating a 

separate low-cost brand. 

Pricing should be market related and profit driven. This means competitive pricing, but with 

a sense of category management whereby losses on one product can be subsidised with 

good margins of another. To strive to be the lowest on price may have short-term increase 

in sales but may not be a good strategy in the long-run in terms of sustainability. 

 

2.6 SUMMARY 

The focus of Chapter 2 was on two elements in the marketing mix of a consumer driven 

marketing strategy. The chapter started with a definition of consumer behaviour and a 

broad overview of different decision-making influences, to serve as background 

information. The consumer decision-making process and resulting buying patterns and 

preferences are an important area of study in consumer behaviour. 

The remainder of the chapter focused on two elements in the marketing mix of a consumer 

driven marketing strategy: the price of a product as well as the brand of a product. These 

two elements can be communicated to commercial farmers in such a way that their buying 

decision may be influenced when they make a decision on what pharmaceutical livestock 

product to buy. Bearing in mind that the purchase decision is only part of the larger buying 
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process itself, it is necessary for marketers of agribusinesses to focus on the entire process 

and not on the decision itself.  

McCarthy (2010:20) states that farmers in rural Australia are not only increasingly affluent, 

but also increasingly savvy business people, that they are a lucrative market but one to be 

respected.  

This is very true for the commercial farmers of South Africa as well, and marketers need to 

look at it as a serious and credible place to do business. 

Internet is an increasingly important medium for engaging people, and online banking is 

key for agribusiness, the challenge ahead for agribusinesses is to use more online 

community forums. In areas where farms are desolated, and the only road to the nearest 

town is a dirt road, local farmers are well known to the personnel of the agribusinesses, 

they will phone or e-mail and make up an order to be booked out on their account. The 

products are put together with the invoice; the farmer only stops and picks up the parcel. 

This method saves valuable time for the farmer.  This buying behaviour confirms the 

importance of service and availability of product in the agribusinesses to the commercial 

farmers. 

In the case of pharmaceutical livestock products, availability is a serious factor. Availability 

can mean the difference between life and death to farmers‟ animals. Farmers that are 

brand loyal will buy the alternative product, but often come back with complaints and insist 

on the brand that they prefer.  

The price point of the item complicates the buying decision. Items with a low rand value like 

a wound spray or milking cream are often bought spontaneously, neither the price nor the 

brand is very important, and not much information is gathered about the products. But if it 

is a dip or a dose product of several hundreds of Rands, the brand, the price and perceived 

performance are issues that are investigated before a buying decision is made. 

External factors influence the buying decision of commercial farmers, and the farmers do 

not have control over some of those factors. The severe drought had a negative impact on 

the cash flow of commercial farmers. Instead of keeping their herd in top condition, it was a 

struggle to survive through the winter; only the bare necessities like immunisations and 
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curing sick animals were done. In these conditions a cheaper alternative is sometimes 

used, although the perceived performance is lower than those of the premium brand, but it 

is affordable. 

Internet gives information to commercial farmers that were not so readily available in the 

past, when they only had books and magazines to gather information from. It is easier to 

gather information about newly developed pharmaceutical products, or new entrants in the 

market, than in the past. Also forums and information desks on outbreaks of diseases per 

area are popular under commercial farmers. 

In the recent drought-stricken area of the North West province, more cattle feed was 

gathered and distributed amongst farmers with communication on Facebook, than what 

was allocated to farmers by the Disaster Management Office of the government. Social 

media and other cell phone messages can be considered as alternative methods of 

gathering and sending information even in the rural areas.   

Having said that, the old saying of “People buy, from people they like.” is still applicable.  In 

the market of pharmaceutical livestock products it is evident that where there is a marketer 

that build trust over a period of time and is involved in the community, with farmers days, 

information sessions and sponsorships of sport clubs or school activities, the brand that he 

or she present are supported by the farmers. 

Brands that want to communicate with commercial farmers in the North West need to be 

heavily involved in the community and industry groups. Relevance and trust (respect) are 

other key concepts that brand should embrace when targeting commercial farmers. 

Commercial farmers are confronted with many challenges throughout their everyday 

existence such as absent personnel, sick animals or a pipe-burst that left the animals 

without drinking water. The commercial farmers trust a marketer that provides solutions to 

these problems, instead of someone that just sell products. Solutions to the problems they 

experience help them to be more profitable and sustainable. 

The world is going to have increased demand for producing food as the global population 

rises and South-African farmers will be playing an important part in the world food process. 
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Agribusiness that deliver a good service, have stock available at a reasonable price, will be 

well positioned to make profit and be sustainable in the agriculture market. 

Chapter 2 served as the literature study and theoretical background to this study. In the 

next chapter the results of the empirical research are presented. 
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CHAPTER 3 

RESEARCH METHODOLOGY AND RESULTS 

 

3.1  INTRODUCTION 

With a changing environment as a result of technology, climatic conditions and legislation, 

agribusinesses‟ management will have to adapt and accept the challenge to foster a 

climate to enhance skills and use what they learn from consumer behaviour as a strategic 

tool to create flexibility, change, innovation and responsiveness in order to gain market 

share and sustain profitability and sustainability in the agricultural market. 

 

The old conventional rules of business may not be sufficient and local and global 

competition, rapid technological progress, new markets and customers will force 

agribusinesses to become more in touch with the buying behaviour of commercial farmers 

in order to survive and prosper. Agribusinesses cannot force commercial farmers what or 

where to buy, but they can endeavour to influence these decisions. 

 

The primary objective of this study is to analyse the marketing mix elements price or 

product (specifically brand name) in commercial farmer‟s buying behaviour when they buy 

pharmaceutical livestock products from agribusinesses. Price and brand name of a product 

are two of the marketing mix elements, if correctly utilized, that can influence the buying 

decision of commercial farmers. 

 

This chapter provides insight into ways and methods that were employed in gathering the 

information for the empirical research of this study. Furthermore, the method of data 

collection and questionnaires are described. The chapter will further investigate the data 

processing, analysis and evaluation of results. 
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3.2  RESEARCH METHODOLOGY 

The research employed structured questionnaires and to record farmer buying behaviour 

and perceptions on a quantitative scale. Questionnaires consist of questions that measure 

the dominant determinant in choosing a pharmaceutical livestock product at 

agribusinesses, price or brand name. Questions were divided in four categories: 

 Antimicrobials; 

 Ectoparasiticides; 

 Anthelmintics; and 

 Vaccines. 

The answers were tested to determine if there was a difference in buying behaviour and 

perceptions between these four categories. SAAHA categorises pharmaceutical animal 

livestock products in a functional manner, the mentioned four categories used in the 

questionnaire, account for 80% of total sales of pharmaceutical livestock products in South 

Africa (SAAHA, 2013). 

 

3.3  RESULTS 

All statistical calculations were done by Statistical Consultation Services at the North-West 

University (Potchefstroom Campus) using the Statistical Package for Social Sciences (IBM 

SPSS Statistics Version 22). 
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3.3.1 Demography  

The demographic profile of the respondents is presented at the hand of the following 

figures: 

Figure 3.1: Age groups of participants 

 

The ages of commercial farmers were accounted for, from 20 years of age, and were 

categorised like listed in Figure 3.1. A total of 51 participants were between the ages of 31 

to 60, which accounts for 85% of the participants. 

Figure 3.2 Level of qualification 

 

5 

10 

27 

14 

4 

20-30

31-40

41-50

51-60

61+

28 

19 

10 

2 1 

Gr. 12

Diploma

B.Degree

Hons. Degree

M. Degree



49 
 

The level of qualification that was obtained by commercial farmers was part of the 

demographic information of the questionnaire. Although Gr.7 (Primary School) as well as a 

Doctoral degree was part of the categories of qualification, none of the participants fit into 

those two categories. Almost half (28) of the participants obtained Matric, and 19 

participants obtained a Diploma. Thus 78.3% of the respondents obtained Matric or a 

Diploma, the rest of the participants obtained a B-degree, or higher. 

Figure 3.3 Ethnical group 

 

The participants‟ ethnic composition was 54 white commercial farmers, 4 black commercial 

farmers and 2 coloured. Indians were also part of the demographic categories under 

Ethnical Group, but none of the participants fall into that category. It must be mentioned 

that all the commercial farmers own at least 100 animals, which could be cattle, sheep or 

goats. 

The sample group consists of 43 male participants and 17 female participants. The quantity 

of animals that a commercial farmer own was divided into three categories, as shown in 

Table 3.1. 

Table.3.1: Quantity of animals 

Quantity of cattle, sheep or goats 

0 - 100 

101 - 500 

500+ 

 

54 

4 2 

White

Black

Coloured
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Animals accounted for cattle, sheep and goats. The frequencies of quantities of animals 

owned by commercial farmers were stated as follow by participants. 

Table.3.2: Frequency of quantity of animals 

 0-100 101-500 500+ 

Cattle 14 30 10 

Sheep 27 8 2 

Goats 12 0 0 

 

A commercial farmer that own more than 300 animals, would be considered a larger 

commercial farmer. A commercial farmer that own less than 300 animals would be 

consider a smaller farmer. The sum of 300 animals could consist only of one category of 

animals, but could also be made up by 100 of each of the categories of animals. For 

example: A commercial farmer with 500 cattle would be considered a larger farmer, but 

also a commercial farmer with 100 cattle, 200 sheep and 100 goats, will be considered a 

larger farmer, while a commercial farmer with 100 cattle and 100 sheep will be considered 

a smaller farmer. 

3.3.2 Frequency of questionnaire 

A Likert scale was used and coded from 1 to 5 portraying the response values as: 

 1 = Strongly Agree; 

 2 = Agree; 

 3 = Undecided; 

 4 = Disagree; and 

 5 = Strongly disagree 

 

The frequency of the answers is listed below.  The mean and standard deviation of the 

answers on each question of the sample group as a whole were calculated. Low mean (<2) 

values mean that respondents agree with the scenario while high values (>4) shows 

disagreement). High standard deviations (>1.5) mean that the respondents differ in their 

perception regarding the scenario. 
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Table.3.3 Frequency answers to questionnaire 

No Question 

Pharmaceutical 

livestock product 

group 

S
tr

o
n

g
ly

 A
g
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e
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e
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d
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e
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n

g
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a
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M
e
a
n

 

S
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n
d

a
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D
e
v
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o

n
 

1 

 

I am very satisfied with 

the listed pharmaceutical 

livestock brands I 

purchase. 

Antimicrobials 26 31 2 1 0 1.6 .64 

Ectoparasiticides 24 35 2 0 0 1.6 .52 

Anthelmintics 22 36 2 0 0 1.7 .54 

Vaccines 21 33 5 1 0 1.8 .67 

2 

Distinctive product 

attributes of 

pharmaceutical livestock 

products keep me brand 

loyal. 

Antimicrobials 16 26 15 3 0 2.1 .85 

Ectoparasiticides 16 28 13 3 0 2.1 .83 

Anthelmintics 19 26 13 2 0 2.0 .82 

Vaccines 19 24 15 2 0 2.0 .84 

3 

My loyalty towards a 

particular pharmaceutical 

livestock brand increases 

when I am satisfied with 

that brand. 

Antimicrobials 32 27 1 0 0 1.5 .54 

Ectoparasiticides 32 27 1 0 0 1.5 .54 

Anthelmintics 31 28 1 0 0 1.5 .54 

Vaccines 31 26 3 0 0 1.5 .60 

4 

 

I do not repeat a purchase 

if I am dissatisfied about a 

particular pharmaceutical 

livestock brand. 

Antimicrobials 45 10 2 2 1 1.4 .85 

Ectoparasiticides 43 14 2 1 0 1.4 .71 

Anthelmintics 43 13 3 1 0 1.4 .74 

Vaccines 43 10 4 2 1 1.5 .89 

5 

 

I attain pleasure from the 

pharmaceutical livestock 

brands I am loyal towards. 

Antimicrobials 14 38 8 0 0 1.9 .60 

Ectoparasiticides 14 39 7 0 0 1.9 .58 

Anthelmintics 13 40 7 0 0 1.9 .57 

Vaccines 13 34 13 0 0 2.0 .66 

6 

 

I do not switch 

pharmaceutical livestock 

brands because of the 

high cost implications. 

Antimicrobials 5 9 17 28 1 3.2 1.00 

Ectoparasiticides 6 11 16 26 1 3.1 1.05 

Anthelmintics 6 10 16 27 1 3.1 1.04 

Vaccines 5 9 17 28 1 3.2 1.00 
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7 

I do not switch 

pharmaceutical livestock 

brands because of the 

effort required to reach a 

level of comfort. 

Antimicrobials 5 13 12 23 7 3.2 1.17 

Ectoparasiticides 5 13 10 26 6 3.3 1.16 

Anthelmintics 4 14 12 23 7 3.3 1.14 

Vaccines 4 15 10 24 7 3.3 1.16 

8 

 

I avoid switching 

pharmaceutical livestock 

brands due to the risks 

involved. 

Antimicrobials 6 24 11 16 3 2.8 1.11 

Ectoparasiticides 4 27 11 15 3 2.8 1.06 

Anthelmintics 4 26 11 17 2 2.8 1.04 

Vaccines 7 23 12 16 2 2.7 1.09 

9 

 

I switch pharmaceutical 

livestock brands 

according to the prevailing 

economic conditions. 

Antimicrobials 24 23 5 7 1 2.0 1.06 

Ectoparasiticides 24 23 5 7 1 2.0 1.06 

Anthelmintics 24 23 5 7 1 2.0 1.06 

Vaccines 25 21 6 7 1 2.0 1.07 

10 

 

I trust the pharmaceutical 

livestock brands I am 

loyal towards. 

Antimicrobials 19 41 0 0 0 1.7 .47 

Ectoparasiticides 19 40 1 0 0 1.7 .50 

Anthelmintics 18 42 0 0 0 1.7 .46 

Vaccines 19 40 1 0 0 1.7 .50 

11 

 

I have confidence in the 

pharmaceutical livestock 

brand that I am loyal to. 

Antimicrobials 22 35 3 0 0 1.7 .57 

Ectoparasiticides 22 36 2 0 0 1.7 .54 

Anthelmintics 22 36 2 0 0 1.7 .54 

Vaccines 21 35 4 0 0 1.7 .58 

12 

 

The pharmaceutical 

livestock brand I purchase 

has consistently high 

quality. 

Antimicrobials 21 31 8 0 0 1.8 .67 

Ectoparasiticides 19 31 10 0 0 1.9 .68 

Anthelmintics 19 33 8 0 0 1.8 .65 

Vaccines 20 30 10 0 0 1.8 .69 

13 

 

The reputation of a 

pharmaceutical livestock 

brand is a key factor in 

me maintaining brand 

loyalty. 

Antimicrobials 19 30 4 6 1 2.0 .97 

Ectoparasiticides 18 31 4 6 1 2.0 .97 

Anthelmintics 18 29 6 6 1 2.1 .98 

Vaccines 19 29 5 5 2 2.0 1.02 
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14 

 

I prefer to maintain a long 

term relationship with a 

pharmaceutical livestock 

brand. 

Antimicrobials 19 25 12 4 0 2.0 .89 

Ectoparasiticides 19 25 13 3 0 2.0 .86 

Anthelmintics 18 26 12 4 0 2.0 .88 

Vaccines 19 26 11 4 0 2.0 .88 

15 

 

I maintain a relationship 

with a pharmaceutical 

livestock brand in keeping 

with my personality. 

Antimicrobials 6 23 19 9 3 2.7 1.02 

Ectoparasiticides 6 24 18 9 3 2.7 1.02 

Anthelmintics 6 24 18 9 3 2.7 1.02 

Vaccines 6 23 19 9 3 2.7 1.02 

16 

 

I maintain a relationship 

with a pharmaceutical 

livestock brand that 

focuses and 

communicates with me. 

Antimicrobials 13 40 5 2 0 1.9 .66 

Ectoparasiticides 14 38 6 2 0 1.9 .69 

Anthelmintics 14 38 6 2 0 1.9 .69 

Vaccines 14 40 4 2 0 1.9 .66 

17 

 

I have a passionate and 

emotional relationship 

with the pharmaceutical 

livestock brands I am 

loyal to. 

Antimicrobials 7 41 9 3 0 2.1 .68 

Ectoparasiticides 6 41 10 3 0 2.2 .67 

Anthelmintics 6 41 10 3 0 2.2 .67 

Vaccines 7 41 9 3 0 2.1 .68 

18 

Loyalty towards a 

pharmaceutical livestock 

brand increases the more 

I am involved with it.  

Antimicrobials 6 38 13 3 0 2.2 .69 

Ectoparasiticides 5 41 11 3 0 2.2 .66 

Anthelmintics 5 41 11 3 0 2.2 .66 

Vaccines 6 39 12 3 0 2.2 .68 

19 

Involvement with a 

pharmaceutical livestock 

brand intensifies my 

arousal and interest 

towards that brand. 

Antimicrobials 10 35 9 5 0 2.2 .88 

Ectoparasiticides 10 34 10 5 1 2.2 .88 

Anthelmintics 11 34 9 5 1 2.2 .89 

Vaccines 10 33 11 5 1 2.2 .89 

20 

 

I consider other 

pharmaceutical livestock 

brands when my 

involvement with my 

pharmaceutical livestock 

brand diminishes. 

Antimicrobials 10 25 18 7 0 2.4 .90 

Ectoparasiticides 10 24 20 6 0 2.4 .88 

Anthelmintics 9 25 20 6 0 2.4 .87 

Vaccines 10 25 18 7 0 2.4 .90 
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21 

My choice of a 

pharmaceutical livestock 

brand is influenced by the 

involvement others have 

with their pharmaceutical 

livestock brand. 

Antimicrobials 9 20 13 17 1 2.7 1.10 

Ectoparasiticides 9 21 12 16 2 2.7 1.13 

Anthelmintics 9 20 13 17 1 2.7 1.10 

Vaccines 9 20 13 17 1 2.7 1.10 

22 

My pharmaceutical 

livestock brand loyalty is 

based on product quality 

and expected 

performance. 

Antimicrobials 37 21 1 1 0 1.4 .62 

Ectoparasiticides 39 18 2 1 0 1.4 .65 

Anthelmintics 39 19 1 1 0 1.4 .62 

Vaccines 39 19 1 1 0 1.4 .62 

23 

I have an emotional 

attachment with the 

pharmaceutical livestock 

brands I am loyal towards. 

Antimicrobials 5 19 13 19 4 3.0 1.12 

Ectoparasiticides 5 19 14 18 4 3.0 1.11 

Anthelmintics 5 20 13 18 4 2.9 1.12 

Vaccines 5 19 13 19 4 3.0 1.12 

24 

Price worthiness is a key 

influence in my loyalty 

towards pharmaceutical 

livestock brands.  

. 

Antimicrobials 34 20 4 2 0 1.6 .77 

Ectoparasiticides 33 21 4 2 0 1.6 .77 

Anthelmintics 34 21 3 2 0 1.6 .75 

Vaccines 34 20 4 2 0 1.6 .77 

25 

The pharmaceutical 

livestock brands that I am 

loyal to enhance my 

social self-concept. 

Antimicrobials 5 18 18 13 6 3.0 1.13 

Ectoparasiticides 5 17 19 12 7 3.0 1.14 

Anthelmintics 5 18 18 12 7 3.0 1.15 

Vaccines 5 17 19 13 6 3.0 1.12 

26 

 

I am very satisfied with 

the listed pharmaceutical 

livestock brands I 

purchase. 

Antimicrobials 22 37 1 0 0 1.7 .52 

Ectoparasiticides 23 36 1 0 0 1.6 .52 

Anthelmintics 22 37 1 0 0 1.7 .52 

Vaccines 23 35 2 0 0 1.7 .55 

27 

 

I have pledged my loyalty 

to particular 

pharmaceutical livestock 

brands. 

Antimicrobials 9 24 10 14 3 2.6 1.15 

Ectoparasiticides 10 23 8 16 3 2.7 1.19 

Anthelmintics 9 25 9 14 3 2.6 1.15 

Vaccines 9 23 11 14 3 2.7 1.15 
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28 

 

I do not purchase/sample 

other pharmaceutical 

livestock brands if my 

pharmaceutical livestock 

brand is unavailable. 

Antimicrobials 4 11 11 30 4 3.3 1.07 

Ectoparasiticides 4 10 12 30 4 3.3 1.05 

Anthelmintics 4 11 11 29 5 3.3 1.08 

Vaccines 4 10 12 30 4 3.3 1.05 

29 

 

I identify with the 

pharmaceutical livestock 

brand that I consume and 

feel as part of the brand 

community. 

Antimicrobials 3 32 15 9 1 2.6 .87 

Ectoparasiticides 3 33 16 7 1 2.5 .83 

Anthelmintics 3 33 16 7 1 2.5 .83 

Vaccines 4 31 16 8 1 2.5 .87 

30 

I remain committed to a 

pharmaceutical livestock 

brand even through price 

increases and declining 

popularity. 

Antimicrobials 5 14 19 18 4 3.0 1.07 

Ectoparasiticides 5 12 21 18 4 3.1 1.06 

Anthelmintics 4 12 19 21 4 3.2 1.04 

Vaccines 5 12 19 19 5 3.1 1.09 

31 

 

My loyalty towards  

pharmaceutical livestock 

brands is purely habitual 

Antimicrobials 3 12 8 33 4 3.4 1.04 

Ectoparasiticides 3 12 8 33 4 3.4 1.04 

Anthelmintics 3 11 9 33 4 3.4 1.03 

Vaccines 3 12 8 33 4 3.4 1.04 

32 

 

I do not necessarily 

purchase the same 

pharmaceutical livestock 

brands all the time. 

Antimicrobials 6 24 14 14 2 2.7 1.05 

Ectoparasiticides 4 26 16 12 2 2.7 .98 

Anthelmintics 4 27 13 14 2 2.7 1.01 

Vaccines 6 23 13 16 2 2.8 1.07 

33 

 

I always sample new 

pharmaceutical livestock 

brands as soon as they 

are available. 

Antimicrobials 8 13 19 20 0 2.9 1.04 

Ectoparasiticides 8 14 22 16 0 2.8 1.00 

Anthelmintics 8 13 21 18 0 2.8 1.02 

Vaccines 7 14 21 18 0 2.8 .99 

34 

 

I establish a 

pharmaceutical livestock 

brand purchasing pattern 

and seldom deviate from 

it. 

Antimicrobials 10 26 7 16 1 2.5 1.11 

Ectoparasiticides 8 26 9 16 1 2.6 1.08 

Anthelmintics 8 28 8 15 1 2.6 1.06 

Vaccines 9 26 7 17 1 2.6 1.11 
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35 

The pharmaceutical 

livestock brands that I am 

loyal towards makes a 

difference in my life. 

Antimicrobials 8 29 13 9 1 2.4 .96 

Ectoparasiticides 7 31 13 8 1 2.4 .93 

Anthelmintics 7 30 13 9 1 2.5 .95 

Vaccines 8 29 14 8 1 2.4 .94 

36 

 

I am distressed when I am 

unable to use/purchase a 

particular pharmaceutical 

livestock brand. 

Antimicrobials 28 15 4 12 1 2.1 1.23 

Ectoparasiticides 29 15 4 11 1 2.0 1.21 

Anthelmintics 29 12 4 14 1 2.1 1.28 

Vaccines 29 15 4 11 1 2.0 1.21 

37 

 

The pharmaceutical 

livestock brands that I am 

loyal towards stands for 

issues that actually 

matters. 

Antimicrobials 11 38 8 3 0 2.1 .72 

Ectoparasiticides 11 37 9 3 0 2.1 .73 

Anthelmintics 12 36 9 3 0 2.1 .75 

Vaccines 12 35 10 2 1 2.1 .81 

38 

The pharmaceutical 

livestock brands that I am 

loyal towards have 

freshness about them and 

portray positive 

significance. 

Antimicrobials 8 33 13 6 0 2.3 .83 

Ectoparasiticides 8 32 14 6 0 2.3 .83 

Anthelmintics 9 31 14 6 0 2.3 .85 

Vaccines 8 32 14 6 0 2.3 .83 

39 

I know that a 

pharmaceutical livestock 

brand is relevant through 

the brand messages 

communicated. 

Antimicrobials 8 40 9 3 0 2.1 .69 

Ectoparasiticides 8 39 10 3 0 2.1 .70 

Anthelmintics 9 38 10 3 0 2.1 .72 

Vaccines 9 39 9 3 0 2.1 .71 

40 

The pharmaceutical 

livestock brands that I am 

loyal towards are 

constantly updating and 

improving so as to stay 

relevant. 

Antimicrobials 12 22 21 4 1 2.3 .93 

Ectoparasiticides 11 22 22 4 1 2.4 .92 

Anthelmintics 11 23 21 4 1 2.4 .92 

Vaccines 11 23 21 4 1 2.4 .92 

41 

 

I evaluate a 

pharmaceutical livestock 

brand based on perceived 

performance. 

Antimicrobials 29 30 1 0 0 1.5 .54 

Ectoparasiticides 29 29 2 0 0 1.6 .57 

Anthelmintics 29 30 1 0 0 1.5 .54 

Vaccines 30 29 1 0 0 1.5 .54 
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42 

I will switch 

pharmaceutical livestock 

brand loyalty should a 

better performing 

pharmaceutical livestock 

brand be available. 

Antimicrobials 31 21 7 1 0 1.6 .76 

Ectoparasiticides 29 23 7 1 0 1.7 .75 

Anthelmintics 30 22 7 1 0 1.7 .76 

Vaccines 30 22 7 1 0 1.7 .76 

43 

 

I am loyal only towards 

the top performing 

pharmaceutical livestock 

brand.   

Antimicrobials 7 22 18 12 1 2.6 .99 

Ectoparasiticides 7 22 18 12 1 2.6 .99 

Anthelmintics 8 21 18 12 1 2.6 1.01 

Vaccines 8 21 18 12 1 2.6 1.01 

44 

My loyalty towards a 

pharmaceutical livestock 

brand is based on the 

choice of pharmaceutical 

livestock brand used by 

my family.  

Antimicrobials 3 12 17 22 6 3.3 1.06 

Ectoparasiticides 3 11 18 22 6 3.3 1.04 

Anthelmintics 3 12 17 22 6 3.3 1.06 

Vaccines 3 11 18 22 6 3.3 1.04 

 

It is clear from the table that the respondents have similar views on all the questions 

(hence the low standard deviations reported). Regarding the perceptions on the questions 

posed, none is deemed as unimportant, while most are deemed to be important. The 

respondents were unsure with regard to a number of questions and recorded scores 

ranging between 2 and 4. Although the secondary measure of the standard deviation is 

higher on these questions, it still shows conformity between the respondents as the value 

is still well below the set deviation in the study (1.5). 

The questions in the questionnaire consist of twelve categories that measure brand loyalty 

factors. These factors are indicated in Table 3.4.  Interpretations according to the mean 

answer on each of the categories was made to determine which factors will have an 

influence on average, in commercial farmers‟ buying behaviour when they purchase 

pharmaceutical livestock products. 
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Table 3.4 Categories of questionnaire 

Categories of Brand Loyalty Question Numbers 

Customer Satisfaction Question 1 - 5 

Switching cost or Risk aversion Question 6 - 9 

Brand Trust Question 10 - 13 

Relationship Proneness Question 14 - 17 

Involvement Question 18 - 21 

Perceived Value Question 22 - 25 

Commitment Question 26 - 30 

Repeat Purchase Question 31 - 34 

Brand Affect Question 35 - 36 

Brand Relevance Question 37 - 40 

Brand Performance Question 41 - 43 

Family Question 44 

 

3.3.2.1 Customer Satisfaction 

The mean of almost all the answers were closer to 2 (Agree) that indicated that commercial 

farmers agreed on the statements in the questionnaire that indicates, customer satisfaction 

encourage their brand loyalty when they buy pharmaceutical livestock products.  

However on Question 4: “I do not repeat a purchase if I am dissatisfied about a particular 

pharmaceutical livestock brand.” On average (means ranging between 1.37 and 1.48) 

commercial farmers answered closer to 1 (Strongly agree) than to 2 (Agree), which means 

that they would not repeat a purchase if the perceived performance was not delivered by 

the brand of pharmaceutical livestock product that was bought. 

3.3.2.2. Switching cost - or risk aversion 

The mean of four of the five statements that involve switching cost or risk aversion, 

commercial farmers indicate that they were on average, unsure if this factor would 
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influence their brand loyalty with means of these answers ranging between 2.7 and 3.3 (3 = 

Undecided).   

Question 9: “I switch pharmaceutical livestock brands according to the prevailing economic 

conditions.”  To this statement the commercial farmers on average strongly agreed (means 

ranging between1.06 and 1.07). This implies that commercial farmers will not be brand 

loyal in buying pharmaceutical livestock products if the economic conditions are negative 

and that they will on average buy the cheaper alternative if they cannot afford the brand 

name that they prefer. 

3.3.2.3. Brand Trust 

On average (with means ranging between 1.67 and 2.05) commercial farmers agreed that 

they trust the brand they are loyal to. 

3.3.2.4. Relationship Proneness 

According to the average answer, commercial farmers are prone to have a relationship with 

their preferred pharmaceutical livestock product brand (means ranging between 1.93 and 

2.17). On average they agree that they prefer to have a passionate, long-term relationship 

with a pharmaceutical livestock brand that communicates with them and focus on them. 

They are, however, on average more indecisive (means ranging between 2.65 and 2.67) 

on Question 15: “I maintain a relationship with a pharmaceutical livestock brand in keeping 

with my personality.” 

3.3.2.5. Brand Involvement 

Commercial farmers agree on average (with means between 2.2 and 2.38) that brand 

involvement keep them brand loyal. However on Question 21: “My choice of a 

pharmaceutical livestock brand is influenced by the involvement others have with their 

pharmaceutical livestock brand.” Commercial farmers prone to be more indecisive (with 

means of 2.68) if the involvement of others with a pharmaceutical livestock brand have an 

influence on their own brand loyalty. 
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3.3.2.6. Perceived value 

In the perceived value of a pharmaceutical livestock product, commercial farmers, on 

average, strongly agree (with means between 1.4 and 1.5) that the perceived performance 

and the value-for-money factors strongly contribute to their brand loyalty.  They were on 

average (with means between 2.93 to 2.98) indecisive if the perceived value of a brand of 

pharmaceutical livestock product would enhance their emotional attachment or their social 

self-concept. 

3.3.2.7. Brand Commitment 

Commercial farmers on average are unsure (with means between 2.58 to 3.12) if they will 

pledge their loyalty to the brand of pharmaceutical livestock products that they use.  They 

are also indecisive about purchasing or sampling alternatives, and do not confirm that they 

feel part of the brand community. On average they are also unsure if they will be brand 

loyal if prices increase and popularity decreases of the brand of pharmaceutical livestock 

products that they consume. 

However they agree on average (with means 1.63 to 1.65) in Question 26: “I am very 

satisfied with the listed pharmaceutical livestock brands I purchase.”, that they are very 

satisfied with the brand of pharmaceutical livestock product that they currently use. 

3.3.2.8. Repeat purchases 

Where repeated purchases of pharmaceutical livestock products occur, commercial 

farmers on average (with means between 2.55 to 3.38) are indecisive in having a habitual 

purchasing pattern, they are also not sure if they would not deviate from their established 

purchasing pattern, and thus also do not buy the same brand of pharmaceutical livestock 

products every time. 

3.3.2.9. Brand Affect 

On average commercial farmers agree (with means between 2.00 to 2.43) that the brand of 

pharmaceutical livestock product that they buy makes a difference in their lives and that 

they are distressed when the brand that they prefer is not available. 
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3.3.2.10. Brand relevance 

The brand relevance of pharmaceutical livestock products could be enhanced by the 

messages the brand communicates. If the brand stands for issues that really matters it is 

another plus point. To be relevant a brand must be updated and improved continuously. To 

all these statements commercial farmers on average agree (with means between 2.05 to 

2.37) if their brand loyalty was considered to be influenced by the relevance of the brand of 

pharmaceutical livestock product that they buy. 

3.3.2.11. Brand performance 

On average commercial farmers agree (with means from 1.52 to 1.65) that they evaluate a 

pharmaceutical livestock brand on the perceived performance of that brand.  They further 

agree that they will switch brands, if a better performing brand is available.  Commercial 

farmers are, however, unsure (with means of 2.62) if they are loyal to the top performing 

brand. 

3.3.2.12. Family 

Commercial farmers are indecisive (with means of 3.27) if their brand loyalty on purchasing 

pharmaceutical livestock products is influenced by the choice of brand their families use. 

3.3.2.13 Summary of Brand loyalty factors 

The mean values of the brand loyalty factors are summarised in Figure 3.5.  The figure 

clearly shows that none of the factors is deemed to be unimportant while a number are 

deemed important (<2).  
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Figure 3.4:  Brand loyalty constructs 

  

Customer satisfaction is the most important brand loyalty construct followed by Brand 

performance and Brand trust. In practice this means that a product brand has to perform 

well on the farm when applied to animals, instilling trust in the brand backed up by good 

customer service from the supplier. In combination these three factors form the foundation 

of brand loyalty in animal pharmaceutical products. 

  

3.4  SUMMARY 

Methodological issues as well as considerations with regard to gathering the data were 

discussed at the start of this chapter. The survey results were then presented in a 

frequency table. The survey results were analysed in the context of the research objectives 

and the broader problem area. 

The survey data included biographical information of commercial farmers with 100 or more 

animals on the farm that buy pharmaceutical livestock products from agribusinesses in the 
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geographical area where a specific agribusiness operates.  Animals accounted for sheep, 

goats and cattle. 

The survey sourced information on the buying behaviour, and perceptions of commercial 

farmers in the North West Province, when buying pharmaceutical livestock products.  The 

information gathered by the survey was used in chapter four to construct the buying 

behaviour profile of commercial farmers when buying pharmaceutical livestock products 

from an agribusiness.  
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CHAPTER 4 

CONCLUSIONS AND RECOMMENDATIONS 

 

4.1 INTRODUCTION 

Agribusinesses will only be sustainable if they put their resources to use in an efficient 

manner.  This ensures increased sales as a result of growth in market share. “Every sale 

has five basic obstacles: need, money, hurry, desire and trust.” (Ziglar, 2014). 

Agribusinesses‟ goal is to win every potential customer and influence every decision that 

has the potential of becoming a transaction. 

This chapter further suggests tangible recommendations to facilitate agribusinesses when 

marketing pharmaceutical livestock products to commercial farmers. The recommendations 

aim to provide an advisory framework for the marketers of agribusinesses. This should 

assist them in focusing resources and energy on the marketing mix elements that 

influences the buying behaviour of commercial farmers when they purchase 

pharmaceutical livestock products, the most.  

This will be followed by a critical evaluation of the study. The critical evaluation will include 

suggestions for further studies, as well as limitations on the research being done in this 

particular study. 

 

4.2  CONCLUSIONS 

The purpose of this chapter is to conclude the empirical study in Chapter 3 by drafting a 

profile of the brand loyalty of the commercial farmers when purchasing pharmaceutical 

livestock products. Conclusions are made, based on the findings and research results. 
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4.2.1 Customer satisfaction 

The brand loyalty of commercial farmers is increased if they are satisfied with the brand of 

pharmaceutical livestock products they purchase from the agribusiness. Satisfaction is 

driven by distinctive product attributes of the brand they purchase. Brand loyalty also 

increases if farmers attain pleasure from the brand of pharmaceutical livestock products 

they buy.  

Commercial farmers are very assertive that they would not repeat purchases of a specific 

brand, if the brand does not adhere to the perceived performance.  

Pharmaceutical livestock products are bought and used by commercial farmers to prevent 

and cure disease. This will increase the productivity of the herd that will ensure profitability 

and sustainability of the farmers. But if the product does not deliver the perceived 

performance, the farmer incurs losses. 

4.2.2 Switching cost or risk aversion 

Commercial farmers were uncertain if they would not switch brand of pharmaceutical 

livestock products as a result of: 

 The cost implication; 

 Possible risk involved; and 

 The effort it takes to get used to a new product.  

This confirms that the barrier to entry of the pharmaceutical livestock product market is low, 

but may also be as a result of the availability of the preferred brand of pharmaceutical 

livestock product in the agribusinesses. 

Commercial farmers strongly agree that they would switch brand according to the 

prevailing economic conditions. This means that they would buy the brand they prefer if 

they can afford it in good economic conditions, but would be obliged to buy the cheaper 

alternative if the economy is weak. The North West Province where the study was 

conducted has experienced very dry climatic conditions the past two years. Many cattle 

were slaughtered because the commercial farmers did not have enough food for the 
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animals to survive the winter. This had a negative impact on the cash flow of commercial 

farmers which main source of income was the selling of production animals. 

4.2.3 Brand trust 

Two of the key factors that create trust in a brand are the reputation of the brand and 

consistently high quality of the products. Trust (that is earned by a brand) enables 

commercial farmers to purchasing pharmaceutical livestock products of their preferred 

brand with confidence, and this increases brand loyalty.   

4.2.4 Relationship proneness 

Commercial farmers are prone to have passionate and long-term relationship with a 

specific brand of pharmaceutical livestock products. They prefer to maintain such 

relationship if the brand communicates and focus on them. This is because every 

commercial farmer experiences challenges that are unique to his business. Challenges 

would differ depending factors such as: the type of animals kept, the geographical area of 

the land where the animals are kept, the size of the herd and the management style of the 

commercial farmer.  

Commercial farmers, however, are more uncertain if they would maintain a relationship 

with a brand, because the brand is in keeping with their personality. This is the result of 

commercial farmers experiencing pharmaceutical livestock products as a means of 

increased productivity that leads to profitability and sustainability of their business, and not 

as a product that enhances their person itself. 

4.2.5 Involvement 

Brand involvement increases brand loyalty of commercial farmers when they buy 

pharmaceutical livestock products. They are unsure if the involvement of others would 

increase their brand loyalty, and it could therefore be concluded that they prefer 

involvement to be individually maintained. 
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4.2.6 Perceived value 

Purchasing pharmaceutical livestock products are a business transaction to commercial 

farmers. They want value for money and perceived performance is key in keeping them 

brand loyal. The brand that the farmers prefer does not boost social self-concept nor are 

they emotionally attached to the brand. Products are seen as a means of increased 

production of their herd. 

4.2.7 Commitment 

Commercial farmers are not brand committed and feel unsure of being part of the brand 

community. This results in commercial farmers being unsure if they would pledge their 

loyalty to a specific brand of pharmaceutical livestock products. Another two matters that 

make them unsure about their brand loyalty are the availability of their preferred brand 

products and price increases or popularity decreases in the brand they prefer to purchase. 

It can be concluded from the above that the availability of the pharmaceutical livestock 

products and weak economic conditions can have a negative impact on the brand loyalty of 

commercial farmers. 

4.2.8 Repeat purchase 

Commercial farmers are unsure if they would form a habitual purchasing pattern, and not 

deviate from it, when there is repeated purchasing of products. This may be a result of the 

preferred brand not being available to purchase at the agribusiness. Another reason for not 

repeating purchases of the same product is resistance. Pests and parasites may become 

resistant over time to the active ingredient of the pharmaceutical livestock product if used 

continuously. 

Resistance being the reason for deviating from purchasing patterns is confirmed as 

commercial farmers agree that they do not always sample new products as soon as it is 

available. So they would prefer the brand they trust but if resistance sets in, the product will 

be ineffective in controlling pests and parasites and the commercial farmer will be 

pressured to use an alternative active ingredient, which may not necessarily be the brand 

the farmer prefers. 

  



68 
 

4.2.9 Brand affect 

Brands that commercial farmers are loyal to, makes a difference in their lives, and they are 

distressed if those brands are not available to them to use or purchase. Losses that are 

inflicted by products not being available or not delivering the perceived benefits, have a 

negative influence on the productivity of the herd, this has a direct negative influence on 

the farmers‟ profit. 

4.2.10 Brand relevance 

On average commercial farmers agree that their brand loyalty was increased by the brand 

relevance of the pharmaceutical livestock products they buy. Brand relevance is portrayed 

by the following three attributes of a pharmaceutical livestock product: 

 Freshness and positive significance; 

 Updating and improvement; and 

 Messages being communicated. 

As commercial farmers each is dealing with a unique set of challenges, brand relevance 

would enhance the fact that products can rather be considered to be solutions to these 

challenges, as being products to be consumed. 

4.2.11  Brand performance 

Brand loyalty of commercial farmers is increased if the brand of pharmaceutical livestock 

product they purchase delivers the perceived performance, and commercial farmers will 

switch brand if there comes an alternative available that delivers better performance. This 

is a result of commercial farmers considering pharmaceutical livestock products as a 

means of increased productivity of the herd.   

Loyalty to the top performing brand is however an uncertainty. This may be as a result of 

climatic conditions. Commercial farmers in the North West Province, where the study was 

conducted were struck by a severe drought the past two years, and could not afford the top 

performing brand. Or in the case of vaccines where the performance of the product is not 

visible, and only become evident when the immunity of the animal is challenged when 

there is an outbreak of a disease that the animal is immunised against.  
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4.2.12  Family 

Brand loyalty of commercial farmers is not influenced by the choice of brand their families 

prefer, and this may again be as a result of commercial farmers seeing pharmaceutical 

livestock products as a means to increased productivity. Individual circumstances like: the 

type of animals, management styles, availability of products and geographical location may 

differ between family members, influencing the brand loyalty of different family members. 

 

4.3  RECOMMENDATIONS 

The empirical research conducted in this regard highlighted a number of criteria that 

agribusinesses need to take into consideration when selling pharmaceutical livestock 

products to commercial farmers in the North West Province. The recommendations also 

consist of matters that concern the suppliers and marketers of the pharmaceutical livestock 

market. 

4.3.1 Recommendations to suppliers (manufacturers) 

At end user level product brands that have built trust most definitely add value and 

decreases the impact of price on the buying decision. This is demonstrated by a number of 

strong brands in pharmaceutical livestock products that despite new generic entrants, or in 

some cases even improved products entering the market, have maintained a dominant 

market share at premium pricing.  

It is important not to ignore that the pharmaceutical livestock market have a low barrier to 

entry. Commercial farmers will switch brand if the price, performance or availability of the 

brand does not meet their expectations and needs. 

The only factors that will increase brand loyalty in pharmaceutical livestock brands are the 

perceived performance and trust in the brand as well as the brand relevance. Brand 

relevance is obtained when there is freshness about the brand and if the brand portrays a 

positive significance. Updating and improving the brand to stay relevant is of utmost 

importance. 
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Being first to market and having opportunity to build trust in a brand name is a definite 

asset in pharmaceutical livestock products. 

4.3.2 Recommendations to marketers 

Commercial farmers place their trust in the claims made by the manufacturer of 

pharmaceutical livestock products. This trust will be driven by previous experience, 

relationships with marketers and endorsement by veterinarians and other key opinion 

leaders (farmers). 

It is important for marketers to build a trust relationship with the commercial farmer for the 

following reasons: 

 Each farmer has a unique set of challenges to face; marketers must know what 

those challenges are, so that they can suggest solutions. 

 Post purchase behaviour must be followed up. Is the farmer satisfied with the 

product or not? This will determine repeated sales. 

 If the marketer presents a new entrant in the market, commercial farmers will 

consider information from a trustworthy source before switching brands. 

Marketers that recommend an opposition product out of care for the herd, is not 

considering the commission they earn, but instead supply the farmer with the most suitable 

solution. This type of behaviour may seem not logical, but will improve the farmer‟s profit 

and sustainability. Marketers‟ main consideration must be to focus on distinctive product 

attributes, for this increases brand loyalty. 

4.3.3 Recommendations to agribusinesses 

Brand trust is increased when a brand has a positive reputation for consistently high 

quality. It is important that this is enhanced by the branches of agribusinesses in the 

following: 

 A positive shopping experience, in a facility that complements the brand, and 

what it stands for. 

 All requirements in terms of the receiving, storage and selling of pharmaceutical 

livestock products must be adhered to. For example, the cold chain of vaccines, 
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no direct sunlight and extreme room temperatures (above 25 degree Celsius), 

expiry dates. 

 Availability of preferred brand products at a reasonable price that confirm the 

concept of value for money. 

Customer satisfaction surveys can help agribusinesses in the category management of 

pharmaceutical products. Commercial farmers would not repeat purchasing a product that 

did not deliver the perceived performance. If the correct category management take place, 

it will ensure that the product range of pharmaceutical livestock products consist of the 

products that enhance customer satisfaction. This will also prevent the scenario of surplus 

stock that do not sell, and sit on the shelf until it reaches its expiry date. 

Climatic and economic conditions must be considered by agribusinesses; both the 

authentic brand product as well as a more affordable alternative should be available in the 

branches. Commercial farmers will be brand loyal, only if they can afford the more 

expensive product and if it is available. 

The availability of products will increase the level of customer satisfaction, commercial 

farmers are distressed if they cannot use or purchase the brand of their choice. It will be a 

competitive advantage if the availability of stock is a focal area of an agribusiness, because 

availability can increase market share over other distributors. 

To be a channel of communication of distinctive product attributes, as well as the perceived 

performance of pharmaceutical livestock products could also gain market share for 

agribusinesses. Farmer‟s days, Study group meetings, shows and promotions confirm the 

perception that suppliers and agribusinesses work together to ensure the availability and 

competitive pricing of pharmaceutical livestock products to commercial farmers. 

Brand is part of building product value. At the top level the company brand endorses all 

products with the company values. Company brand buy value at the agribusinesses 

because it is the character of the brand that is aligned with and perceived to add value to 

the agribusiness. 

  



72 
 

4.4  ACHIEVING THE RESEARCH OBJECTIVES  

4.4.1   The primary objective  

The primary objective of the present study was to analyse the marketing mix elements 

price or product (specifically brand name) in farmer buying behaviour. 

This was done in the literature study that was conducted in Chapter 2. The secondary 

objectives were formulated to address the primary objective. 

4.4.2   The secondary objectives 

The secondary objectives to service the primary objective are to: 

 Establish what the dominant determinant is in choosing a pharmaceutical livestock 

product at agribusinesses.  

 Suggest a marketing strategy that will be more effective in enhancing the dominant 

determinant of choice of product.  

 Make a positive contribution to the sustainability of the product range of 

pharmaceutical livestock products. 

4.4.2.1 The dominant determinant 

The empirical study of Chapter 3 concluded that the brand is the dominant determinant in 

choosing a pharmaceutical livestock product. Commercial farmers will buy the brand of 

product that they prefer, and will only switch, if it is not available or according to the 

prevailing economic conditions. 

 

4.4.2.2 A marketing strategy 

Walker et al. (2008:100) state that if a company delivers what the customer wants and 

needs – what others (competitors) do not deliver effectively – and promote it successfully, 

the world would beat a path to your door. 

Agribusinesses are the distributors of several brands of pharmaceutical livestock products. 

To focus on the price of the product, with aggressive sales tactics can easily be matched 
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by competitors. Simply spending more on selling efforts usually does not create a 

sustainable competitive advantage. Management of agribusinesses will have to adopt a 

market-oriented strategy that will assist agribusinesses on various dimensions of 

performance and will have a significant positive effect on return on assets, sales growth 

and sustainability. The inputs and assistance of the suppliers and marketers are of utmost 

importance and will add value to the execution of agribusinesses‟ marketing strategy. In 

Table 4.1 it is demonstrated what business activity or function enhances a market-oriented 

strategy in agribusinesses. 

Table 4.1: Market-oriented organisations 

Business activity of 

function 

Marketing orientation 

Product offering Primary focus on customers‟ needs and market 

opportunities. There are small scale farmers, and 

emerging farmers, that is a different market segment than 

commercial farmers, and could be an opportunity for 

market share. 

Product line Broad. The preferred brand as well as a cheaper 

alternative – depending on the economic conditions. 

Products must also be available in different sizes to 

accommodate differences in size of herd. 

Different active ingredients of product ranges will enable 

farmers to manage resistance of pests and parasites. 

Pricing Based on perceive benefits provided. 

Research Market research; focus on identifying new opportunities 

and applying new technology to satisfy customers‟ 

needs.  Electronic buying, or ordering enable farmers to 

confirm availability, compare prices, and save time and 

money. 
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Packaging / Merchandising Designed for customer convenience, a promotional tool. 

Merchandising must group similar products together, and 

not suppliers products together. This enables farmers to 

compare prices of similar products with different brands 

easily, as well as the perceived performance. 

Credit A customer service; a tool to attract customers. 

Promotion Emphasis on product benefits and ability to satisfy 

customers‟ needs or solve problems. 

 

4.4.2.2 Positive contribution to the sustainability of the product range 

A positive contribution to the sustainability of the product range of pharmaceutical livestock 

products has been made for agribusinesses. For some commercial farmers in the North 

West Province, the animals they keep are their only source of income, or the biggest 

contribution to their income. Agribusinesses play an important role in the distribution of the 

sometimes critically needed pharmaceutical livestock products, especially in the rural 

areas. 

 

4.5  AREAS FOR FURTHER RESEARCH 

There are a number of studies being done on the brand loyalty of commercial farmers.  No 

evidence was found of prior research in the North West Province that focuses specifically 

on the brand loyalty of commercial farmers on pharmaceutical livestock products. 

Therefore this study can be conducted in different areas where this kind of research is 

required, or even other products that are relevant to the farmer other than pharmaceutical 

livestock products. 

The questionnaires used in the study were filled out by commercial farmers with more than 

100 animals on the farm, and thus did not include small scale farmers or emerging farmers. 

Only sheep, goats and cattle were accounted for, so the study did not include pork and 

chicken, which is part of meat production. 
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4.6  SUMMARY  

The focus of this study was on the brand loyalty of commercial farmers in the geographical 

area of an agribusiness when purchasing pharmaceutical livestock products.  

A literature study was conducted on the buying behaviour of consumers, as well as the 

factors that influence the decisions of consumers. No businesses can force consumers 

where or what to buy, but businesses can try to influence the decisions that consumers 

make, in the process of purchasing. 

Two elements in the marketing mix, that is used to influence the buying behaviour of the 

consumer, were highlighted in this study. The price or product (specifically brand name) in 

farmer buying behaviour when they buy pharmaceutical livestock products was analysed. 

A structured questionnaire was used to employ an empirical study on a quantitative style to 

determine the commercial farmers‟ perceptions and buying behaviour when they buy 

pharmaceutical livestock products. Questionnaires were handed out to commercial farmers 

with more than 100 animals on the farm, in the geographical area where a specific 

agribusiness operates. Animals represented in the questionnaires accounted for sheep, 

goats and cattle. 

Conclusions are made, based on the findings and research results of the study. The 

dominant determinant when choosing a pharmaceutical livestock product at an 

agribusiness is the brand name of the product. Commercial farmers will be brand loyal, 

given the brand they prefer is available, and the prevailing economic conditions enables 

them to afford it. 

Recommendations to suppliers (manufacturers), marketers and agribusinesses are made 

at the hand of these findings. A marketing strategy is suggested to agribusinesses that may 

assist them to sustainable distribute pharmaceutical livestock products as part of the 

product ranges in their stores.   

The world is going to have increased demand for producing food as the global population 

rises and South African farmers will be playing an important part in the global food chain.  
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Agribusiness that deliver a good service, have stock available at a reasonable price, will be 

well positioned to make profit and be sustainable in the agriculture market. 
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Appendix A: Vraelys 

 

Beste Deelnemer, 

Dankie vir die tyd wat u neem om hierdie opname te voltooi. 

Die doel van die vraelys is om persepsies, menings en gevoelens te toets van deelnemers 

rakend die prysverskil van soortgelyke veemiddels van verskillende handelsmerke.  Die 

doel van die studie is om „n handelsmerklojaliteit model saam te stel, wat die drywers van 

handelsmerk lojaliteit by kommersiële boere aandui. 

Die inligting wat versamel word in hierdie vraelys sal aangewend word om bemarkers 

bewus te maak van die faktore wat „n invloed op handelsmerk lojaliteit het. 

Voltooi asseblief elke vraag om die betroubaarheid en geldigheid van die studie te 

verseker. 

Die voltooiing van die vraelys is vrywillig.  Inligting op die vraelys kan u hoegenaamd nie as 

individu identifiseer nie, en is dus anoniem.  Des nie teen staande onderneem die 

navorser(s) om die inligting hierin konfidensieel te hou, en slegs vir die doeleindes van 

navorsing te gebruik. 

Die uwe 

Annette Neethling 

 

 

 

Bron van vraelys items: Moolla (2011) 

Research into brand loyalty in fast moving consumer goods (FMCG) 
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Navorsingsvraelys om faktore in handelsmerklojaliteit van veemiddels te bepaal 

Die vraelys is sewe bladsye lank, en behoort slegs 10 - 15 minute te neem om te voltooi. 

Antwoord asseblief deur slegs ‘n kruisie in die toepaslike blokkie te trek. 

Afdeling 1 – Demografie 

Skolastiese kwalifikasie 

Laerskool Hoërskool Diploma B. Graad 

Hons  M. Graad PhD  

 

 

Etniese Groep 

Blank  

Swart  

Kleurling  

Indiër  

 

 

Aantal kommersiële vee 

Beeste Skape Bokke 

0 - 100 0 - 100 0 - 100 

101 - 500 101 - 500 101 - 500 

500+ 500+ 500+ 

 

  

Ouderdom Groep 

20 - 30  

31 - 40  

41 - 50  

51 - 60  

61+  

Geslag 

Manlik  

Vroulik  
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Trek ‘n kruisie in die blokkie van u keuse, slegs 1 kruisie per kategorie asseblief. 

Voorbeeld 

Nr Vraag Veemiddel 
kategorie 

S
te

m
 b

e
s
li

s
 

s
a

a
m

 

S
te

m
 s

a
a

m
 

O
n

s
e

k
e

r 

S
te

m
 n

ie
 

s
a

a
m

 n
ie

 

S
te

m
 g

la
d

 

n
ie

 s
a
a

m
 n

ie
 

 
Ek is baie tevrede met die 
handelsmerk van veemiddels 
wat ek huidig koop. 

Antibiotika x     

Opgietmiddel    x  

Doseermiddel  x    

Entstof   x   

 

 

Nr Vraag 
Veemiddel 
kategorie 

S
te

m
 b

e
s
li

s
 

s
a

a
m

 

S
te

m
 s

a
a

m
 

O
n

s
e

k
e

r 

S
te

m
 n

ie
 

s
a

a
m

 n
ie

 

S
te

m
 g

la
d

 n
ie

 

s
a

a
m

 n
ie

 

1 
Ek is baie tevrede met die 
handelsmerk van veemiddels 
wat ek huidig koop. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

2 
Unieke produk eienskappe hou 
my lojaal aan die handelsmerk. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

3 

My lojaliteit teenoor „n spesifieke 
veemiddel handelsmerk verhoog 
wanneer ek tevrede is met 
daardie handelsmerk. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

4 
Ek herhaal nie aankope 
wanneer ek ontevrede is met „n 
veemiddel handelsmerk nie. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      
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Nr Vraag 
Veemiddel 
kategorie 

S
te

m
 b

e
s
li

s
 

s
a

a
m

 

S
te

m
 s

a
a

m
 

O
n

s
e

k
e

r 

S
te

m
 n

ie
 

s
a

a
m

 n
ie

 

S
te

m
 g

la
d

 n
ie

 

s
a

a
m

 n
ie

 

5 
Ek verkry genoegdoening uit die 
handelsmerk waaroor ek lojaal 
is. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

6 
Ek verskuif nie van handelsmerk 
nie, as gevolg van die hoë koste 
verbonde aan die verskuiwing. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

7 

Ek verskuif nie van handelsmerk 
nie, want dit is moeite om 
vertroud te raak met „n 
alternatief.  

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

8 
Ek verskuif nie van handelsmerk 
nie, as gevolg van die risiko‟s 
daaraan verbonde. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

9 
Ek sal van handelsmerk verskuif 
as gevolg van die heersende 
ekonomiese toestande. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

10 
Ek vertrou die handelsmerk 
waaroor ek lojaal is. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

11 
Ek maak staat op die veemiddel 
handelsmerk teenoor wie ek 
lojaal is. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

12 
Die veemiddel handelsmerk wat 
ek koop, beskik oor volgehoue 
hoë kwaliteit. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      
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Nr Vraag 
Veemiddel 
kategorie 

S
te

m
 b

e
s
li

s
 

s
a

a
m
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te

m
 s

a
a

m
 

O
n

s
e

k
e

r 

S
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m
 n

ie
 s

a
a

m
 

n
ie

 

S
te

m
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d

 n
ie

 

s
a

a
m

 n
ie

 

13 

Die reputasie van „n 
handelsmerk is „n sleutelfaktor 
in my lojaliteit teenoor die 
handelsmerk. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

14 
Ek verkies om „n langtermyn 
verhouding met „n veemiddel 
handelsmerk te handhaaf. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

15 
Ek handhaaf „n verhouding met 
die veemiddel handelsmerk, wat 
my persoonlikheid weerspieël. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

16 

Ek handhaaf „n verhouding met 
die veemiddel handelsmerk wat 
op my fokus, en met my 
kommunikeer. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

17 

Ek is passievol oor die 
verhouding wat ek met die 
veemiddel handelsmerk 
(waaroor ek lojaal is) het. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

18 
Die mate waarin ek betrokke is 
by „n veemiddel handelsmerk, 
verhoog my lojaliteit.  

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

19 

Betrokkenheid by „n veemiddel 
handelsmerk prikkel my 
belangstelling in die 
handelsmerk. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

20 

Ek oorweeg „n alternatiewe 
handelsmerk van veemiddels, 
wanneer my betrokkenheid by 
my handelsmerk van 
veemiddels minder raak. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      
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Nr Vraag 
Veemiddel 
kategorie 

S
te

m
 b

e
s
li

s
 

s
a
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e

k
e
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S
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m
 n
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 s

a
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m
 

n
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S
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m
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d

 n
ie

 

s
a

a
m

 n
ie

 

21 

My keuse van veemiddel 
handelsmerk, word bepaal deur 
ander se betrokkenheid by hul 
veemiddel handelsmerk. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

22 

My lojaliteit teenoor „n 
veemiddel handelsmerk is 
gebaseer op produk kwaliteit en 
verwagte resultate. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

23 
Ek het „n emosionele verbintenis 
met die veemiddel handelsmerk 
waaroor ek lojaal is. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

24 
Waarde vir geld is „n sleutel 
faktor in my lojaliteit teenoor „n 
veemiddel handelsmerk. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

25 
Die veemiddel handelsmerk wat 
my lojaliteit geniet, bevestig my 
sosiale stand. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

26 
Ek is baie tevrede met die 
handelsmerke van veemiddels 
wat ek huidig koop. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

27 
Ek het my lojaliteit aan „n 
spesifieke veemiddel 
handelsmerk verklaar. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

28 

Ek koop of gebruik nie ander 
veemiddel handelsmerke indien 
my veemiddel handelsmerk nie 
beskikbaar is nie. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      
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Nr Vraag 
Veemiddel 
kategorie 

S
te
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e
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e
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S
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 n
ie

 

s
a
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m

 n
ie

 

29 

Ek identifiseer met die 
veemiddel handelsmerk wat ek 
gebruik en voel deel van die 
handelsmerk gemeenskap. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

30 

Ek bly lojaal teenoor veemiddel 
handelsmerke, self tydens 
prysverhogings, of as hul 
gewildheid afneem. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

31 
My lojaliteit teenoor „n 
veemiddel handelsmerk is bloot 
uit gewoonte. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

32 
Ek koop nie deurlopend 
dieselfde veemiddel 
handelsmerk nie. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

33 
Ek toets graag nuwe veemiddel 
handelsmerke sodra dit 
beskikbaar is. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

34 
Ek vestig „n veemiddel 
handelsmerk kooppatroon, en 
wyk nie sommer daarvan af nie. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

35 
Die veemiddel handelsmerk wat 
my lojaliteit geniet, maak „n 
verskil in my lewe. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

36 

Ek is omgekrap wanneer ek nie 
die veemiddel handelsmerk van 
my keuse kan koop of gebruik 
nie. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      
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Nr Vraag 
Veemiddel 
kategorie 

S
te

m
 b

e
s
li

s
 

s
a

a
m

 

S
te

m
 s

a
a

m
 

O
n

s
e

k
e

r 

S
te

m
 n

ie
 s

a
a

m
 

n
ie

 

S
te

m
 g

la
d

 n
ie

 

s
a

a
m

 n
ie

 

37 
Die veemiddel handelsmerk 
waaroor ek lojaal is, staan vir 
goed wat vir my saak maak. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

38 

Die veemiddel handelsmerk 
waaroor ek lojaal is, het „n 
varsheid en „n positiwiteit 
rondom dit. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

39 
Ek weet dat „n veemiddel 
handelsmerk relevant is deur die 
boodskap wat dit kommunikeer. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

40 

Die veemiddel handelsmerk wat 
ek ondersteun, word gedurig 
opdateer en verbeter, sodat dit 
kompeterend bly. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

41 
Ek beoordeel „n veemiddel 
handelsmerk op die verwagte 
resultaat. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

42 

Ek sal van handelsmerk 
verander indien „n handelsmerk 
met beter resultate beskikbaar 
is. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

43 
Ek is slegs lojaal teenoor die 
top-presterende veemiddel 
handelsmerk. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      
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44 
Ek is lojaal teenoor die 
veemiddel handelsmerk wat my 
familie gebruik. 

Antibiotika      

Opgietmiddel      

Doseermiddel      

Entstof      

 

BAIE DANKIE 
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Appendix B: Letter from language editor 
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