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Welcome to the ninth 

edition of this newsletter  for 2009
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WAT IS BEMARKING?
Bemarking is die proses wat ondernemings gebruik om die hoeveelheid produkte wat aan 'n spesifieke groep mense wat die 
onderneming as teiken het verkoop word, te skep en te vermeerder. 
Met bemarking gebruik jy jou kennis van die omgewing en tree op 'n spesifieke manier daaroor op. 
'n Amptelike definisie daarvan wat jy dalk in 'n MBA-klas mag raakloop, beskryf bemarking as: "die proses van die beplanning en 
uitvoering van die uitdink, prysbepaling, bevordering en verspreiding van idees, goedere en dienste om transaksies te skep wat die 
doelwitte van indiwidue en organisasies bevredig" - Woordeboek van Bemarkingsterminologie 
Enige onderneming het verkope nodig om aan die gang te bly. Geld wat uit verkope gemaak word, moet personeel se salarisse en 
baie ander kostes dek wat nodig is om jou onderneming te bedryf.
Bemarking skep ook die beeld van jou organisasie en dit is belangrik om 'n goeie indruk in die mark te maak. Dit laat jou 
teikenmarkgroep positief voel oor jou onderneming, wat jou eie handelsmerk is. Die teikenmark is die spesifieke groep mense op 
wie jy jou produk mik. 
VIER BELANGRIKE ASPEKTE VAN BEMARKING
Daar is vier belangrike faktore in enige goeie bemarkingsplan: 
Produk - (die item of diens wat jy aan die mark bied) 
Prys - (die bedrag wat jy vir die produk, diens of item vra) 
Plek - (hoe en waar jy die produk versprei) 
Promosie - (hoe jy met die mark kommunikeer en hulle van jou produk laat weet) 
Dié vier word ook die Bemarkingsmengsel of die 4Psgenoem. 

1. Produk:
As jy weet wat jou teikenmark se behoefte is en die regte produk het wat daaraan voldoen, beteken dit dat jy aan die eerste vereiste 
voldoen het, naamlik die Produk. Jou produk voldoen aan 'n behoefte in die mark wat nie bevredig is nie. Om dit reg te kry is dit 
belangrik om jou teikenmark te ken, en te weet wat hulle wil hê en nodig het. Die gesegde:"die kliënt is altyd reg" hou baie water, en 
die kliënt sal of hulle beursies die praatwerk laat doen of self oor jou produk praat. Dit is dus belangrik om na hulle te luister en 
verantwoordelik op te tree as 'n bemarker wat hulle veranderende behoeftes in ag neem. 
2. Prys:
Dit is die tweede P van basiese bemarking. Die vraag wat jy jouself moet afvra is of jou produk die regte prys het? As jy te veel vir 
jou produk vra, sal die teikenmark nie in staat wees om dit te koop nie. Hulle sal dit dalk nie kan bekostig nie, of die waarde van jou 
produk stem in hulle oë nie ooreen met die prys nie, en hulle sal dus nie daarvoor betaal nie. As jy te min vra, sal die teikenmark 
dalk dink dat daar iets vals of goedkoop aan is en hulle mag dalk nie verbind wil word met so 'n prysbepaling nie. 
Dit is ook baie belangrik om te weet wat jou mededingers vra. Jou mededingers kan dalk 'n fout met hulle prys maak, en jy kan dalk 
'n beter produk teen 'n beter prys verskaf! Dit is 'n samestelling van instink en wetenskap. 
3. Plek:
Dit is die derde P wat bepaal hoe jy jou produk by jou kliënte kry; van ontwikkeling af tot op die stadium waar dit 100% gereed is om 
aangekoop te word. Jy kan byvoorbeeld in 'n spesifieke gebied vervaardig, waar jy ruimte nodig het. Dit word dus baie belangrik dat 
jy 'n goeie verspreidingsnetwerk het om jou produk te kry waar dit moet wees. 
Afhangende van jou produk sal jy verskillende behoeftes hê. Vrugteprodusente het byvoorbeeld 'n vloot verkoelingsvragmotors 
nodig om hulle produkte by die regte plekke uit te kry. 
Die ander aspek hiervan is dat jy moet seker maak dat jou produk op die regte plekke verkoop word. As hulle op die verkeerde 
plekke is, sal jy nie jou hoof-teikenmark bereik nie. 
4. Promosie:
Dit is die metode wat jy gebruik om jou teikenmark te oorreed om jou produk te koop. Daar is verskeie maniere om dit te doen, en
die mees bekende aspek van promosie is advertensies. Dit is wanneer jy 'n reklameagentskap aanstel om advertensies vir jou 
produk te ontwerp en hulle in koerante te plaas, of as jy 'n groot advertensiebegroting het, op tv. Advertensies word ook "bo-die-lyn-
bemarking" genoem. 
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We arrived in Oudtshoorn just after unseasonal heavy rainfall had turned the surrounding gravel roads into a slippery brown slush 
that coated our car from door to bonnet.  In need of a car wash, we pulled into a facility close to the town’s sports grounds.  I had no 
sooner parked the vehicle at the tail of a longish queue – a busy establishment is always a good sign – when I was greeted by the 
owner.  The fifty-something gent with a big smile approached and, despite the volume of cars industriously being washed, polished 
and vacuumed, gave me the distinct impression that he had been waiting all morning just for me to arrive.  After a short discussion 
where I explained my requirements, I left to do some shopping.

I arrived back about half an hour earlier than instructed to find his team applying the finishing touches to our car.  The owner saw 
me arrive and quickly came over.  “Leave your trolley over here,” he said.  “We’ll pack your shopping away as soon as we’re done 
with your car.” With that he invited me into his waiting area – a room with windows overlooking the production line with several 
small café-style tables.  He offered me a cup of coffee and introduced himself.  (For the sake of anonymity let’s just say his name is 
Danie.)  He poured the coffee for me and gestured for me to sit at one of the tables.  I was surprised when he joined me at the table 
in spite of the fact that the car wash was obviously very busy and running at (what looked like) near capacity. 

It turns out that my amiable host was indeed a veteran of the on-trade.  This explained his ability to make me feel instantly at home.  
That he was able to deploy smiling, well-trained staff members who were able to soak up the busy workload without fuss was, I 
suppose, another clue: you rarely see efficiency like that outside of a well run restaurant. Danie had a story to tell of how he’d 
started off owning a bar and ended up being in the car wash business. 

As Danie finished his story and I surveyed the well-run car wash business, it dawned on me that the on-trade provides probably the 
best all-round business training.  Think about it.  At every level, the tolerance for failure is absolutely zero.  Your waitrons and front-
of-house people learn people skills they will never learn at any university: a waitress has to learn to manage an intoxicated 
businessman with wandering hands; the kitchen staff has to turn out plate after plate of perfect meals to a room full of critical 
wannabe culinary experts.  From procurement to production, from manufacture to marketing, I believe the on-trade is the best 
business school bar none.

It is no wonder a business friend of mine who owns a sizable financial services company in Johannesburg often poaches client 
services staff members who have impressed him with their service at restaurants.  And it is little wonder that Danie in Oudtshoorn 
was able to apply the skills he learned from his pub to such good effect running his car wash.
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As the OUDTSHOORN BUSINESS CHAMBER moves forward 
and we try to deliver more, we require the assistance of our 
members to share their successes, developments and expertise 
with us – communication is a two way street – we are only as 
strong as our members.  If there are areas in which members 
think we are weak, we would like to know about this so that we 
may improve our service and the manner in which our 
experienced staff deliver to our members.  
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Here are few tips for saving some time on those nec essary 

calls, and maybe freeing up time for other things:
Map It Out
When important calls need to be made to clients or investors, make 
an outline of everything you need to discuss before making the call. 
Give them a run down of what to expect from the call. If he/she 
knows that you have an agenda in mind, that might help to keep 
them from making small talk or changing the subject.
Be Honest
Whether making or receiving a call, don’t be afraid to tell the other 
person that your time is limited and, though he/she will have your 
full attention, you’re on a deadline, etc. It’s better to be up front 
about your time crunch, in a warm and professional manner, than to 
huff and puff in the background of the call in anticipation of moving 
on. 
Try Alternatives
Don’t always resort to a telephone call. Try sending and e-mail with 
the information or questions you have to share instead. But be sure 
to ask the recipient to respond at their earliest convenience or to 
confirm with you that the e-mail was received (many e-mail 
programs have an automatic system that will alert you when your e-
mail is read by the recipient). 
Phone Conference
To avoid missed calls and the ever annoying case of phone tag, 
schedule a follow-up call, especially if the person you’re talking with 
also has a busy schedule. That way, he/she expects the call, knows 
when they will receive further information, and you are sure to catch 
each other. 
Though these small tips may not give you much more time in the 
day, they will help you to save a little, not to mention avoid some 
hassle and annoyance in the process. And hey, every little bit 
counts, right.


