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* This fields are required to be filled 
ALL QUESTIONS MUST BE ANSWERED. TO ANSWER THE QUESTIONS, USE THIS DOCUMENT. 
Assessment 2 – BSBMKG516 Profile International Markets 
Please complete this assessment and submit for marking. This forms part of your assessment for BSBMKG516 Profile International Markets.

The following documents are related to this unit.
·  BSBMKG516 Unit of Competency
·  BSBMKG516 Learner Guide
Word count 
In this assessment some of the questions include a word count. This is a guideline only, but your answers should not vary substantially (i.e. +/- 10%) from the word count provided. Microsoft Word includes a word count tool. 

Reasonable Adjustment 
Whilst reasonable adjustments can be made in terms of the way in which evidence of performance is gathered, the evidence criteria for making competent/not yet competent decisions (and/or awarding grades) cannot be altered in any way. That is, the standards expected are the same irrespective of the group and/or individual being assessed; otherwise comparability of standards will be compromised. Please consult your trainer or the Director of Studies if you have any questions or special needs. 
Instructions to the Student
Please read all the information given to you before you start this assessment. If you do not understand some or all the questions, please discuss them with your trainer/ trainer. Answer all questions in your own words. The questions are designed to assess your understanding of the unit as well as your underpinning knowledge. Please follow the below mentioned instructions before starting the assessment. 
· This is not a group assessment. Submit the assessment individually unless instructed otherwise.
· Submitted documents must have the following criteria. Font must be Times New Roman, Font Size needs to be 12, line spacing must be Single line.

Assessment Requirements
Students must answer all questions and demonstrate all required skills to a satisfactory standard. If you do not answer some questions, and are therefore deemed to be Not Yet Satisfactory, your trainer/ trainer   may ask you supplementary questions to determine your competence. Should you still be deemed Not Yet Satisfactory, you will have the opportunity to undertake a supplementary assessment or appeal the result. 
This assessment is intended to be equitable, fair and just.  If you feel that the college should change any aspect of this assessment to be fair, equitable or just, immediately contact your trainer who will attempt to make alterative arrangements.

[bookmark: _gjdgxs]Submission details
· When you are ready to submit your assessments, upload the files in ACCIT Moodle, either by dragging and dropping your assessment into the space provided or browsing the files on your computer. 
· Upload this assessment online in ACCIT Moodle once you have completed your assessment with all required evidence attached. 
· It is important that you keep a copy of all electronic assessments submitted to ACCIT Moodle. 
Note: Please submit all assessment components in one file, or with as few attachments and separate documents as possible; i.e. do not include templates or emails in separate documents – place them all in the one document. 

Performance objective
The students need to understand how to select potential international markets for further investigation, identify target market, profile target audience, and develop positioning strategy. 

Assessment description  
This assessment provides case study on how to profile international markets.
To complete this assessment successfully refer to the case study and answer the questions in as much detail as possible.






















Case Study

	
TruEco is now in South Africa
TruEco Group is an Australian trading company. TruEco is planning to launch an ecommerce website to sell their personal care products in South Africa. South Africa is a broad-based, growing economy that accounted for more than 31 percent of sub-Saharan Africa’s GDP. This country has a stable banking system and business-friendly environment.[image: Image result for south africa demographics]
Demographic profile of South Africa    
	Age structure

	0-14 yrs.
	28.27%

	15-24 yrs.
	17.61%

	25-54 yrs.
	41.78%

	55-64 yrs. 
	6.66%

	65 yrs. and above
	5.68%



Median age
	Total
	27.1 yrs.

	Male
	26.9 yrs.

	Female
	27.3 yrs. 



Sex Ratio
Data suggest that the population is predominantly of female population. On average, the population consists of 48.2% of male population and 51.7% of female population. On average, South Africa had a sex ratio of 98 (98 males per 100 females).
	At birth
	1.02 male(s)/female

	0-14 yrs.
	1.01 male(s)/female

	15-24 yrs. 
	0.98 male(s)/female

	25-54 yrs. 
	1.02 male(s)/female

	55-64 yrs. 
	0.87 male(s)/female

	65 yrs. and above 
	0.98 male(s)/female


[image: Multi-ethnic business team]
	Ethnic Groups

	Black Africans
	80.20%

	White
	8.40%

	Coloured (mixed race)
	8.80%

	Indian and Asian
	2.50%



Geographic Segmentation 
Major cities are: [image: Image result for cape town wallpaper]
· Johannesburg
· Cape Town
· Durban
· Pretoria
· Port Elizabeth
· Vereeniging
Urbanisation – 65.8% of total population 
Income Groups in South Africa
	Annual income
	Monthly income
	Classification 

	R 0-R 19,000
	R 0-R 1,583
	Lowest 

	R19,001- R 86,000
	R1,584 – R 7,167
	Second lowest

	R 86,001 – R 197,000
	R 7,168 – R 16,417
	Low emerging middle

	R 197,001 – R 400,000
	R 16,418 – R 33,333
	Emerging middle 

	R 400,001 – R 688,000
	R 33,334 – R 57,333
	Lower middle 

	R 688,001 – R 1,481,000
	R 57,334 – R 123,417
	Upper middle 

	R 1,481,001 – R 2,360,000
	R 123,418 – R 196,667
	Upper income/ Emerging affluent 

	R 2,360,001+
	R 196,668+
	Affluent 



Psychographic Segmentation
South African consumers are generally very brand conscious. The middle class in particular, including the new black middle class, has relatively high spending levels. These consumers seek sophisticated products and tend to spend less on vital commodities or housing. South Africans take into high consideration, their personal appearance. The perception of value for money is by far the biggest factor influencing South African consumers when they consider a brand or a retail store and make a purchase decision. The South African consumer is generally brand loyal, but only if the price is considered as value for money. Products don’t necessarily have to be in the lowest price tier, but any price premium needs to be explicitly linked to well-defined benefits. South African consumers shop across channels looking for discounts, which has led to a quick growth in online retailing.[image: Image result for south african people shopping]
The after-sales service is extremely important in South Africa. The growing number of single-person households is driving increased demand for products targeting single consumers, such as single-serve ready meals and other packaged food, a trend that is expected to continue in the near future.
Almost 47% of the total population use internet. South Africans are spending just over 5 hours a day accessing the internet from laptops and computers and 3 hours a day from mobile phones. 





[bookmark: _30j0zll]Codes of Practice (Trade-related) in TruEco.com

Code of Practice are guidelines for fair dealing between the company and its customers, and letting the customers know what the business agrees to do when dealing with them. The code of practice of trueco.com/south-Africa are as follows:
 
· Those items for shipment to countries outside of Australia may be subject to taxes, customs duties and fees levied by the destination country ("Import Fees"). The recipient of the shipment is the importer of record in the destination country and is responsible for all Import fees.
· The total shipping cost is calculated by adding the "Per Shipment" cost and the "Per Item" cost. The "Per Item" cost may be based on the number of items, the weight, or volume (referred to as the dimensional weight) of each package. "Per Item" costs listed below as applying per pound apply to actual weight and dimensional weight.
· To return, pack your item securely, inserting any paperwork that was included when you requested your return from the Online Returns Centre. If you don't have the original product packaging, use a sturdy box and include padding such as packing bubbles or newspaper. Attach your return label to the package.






Question 1 
	Objectives
	· Identify and analyse complex text to determine business requirements and possibilities
· Use clear, accurate and relevant language to organise and record information and complete workplace documentation
· Participate in verbal exchanges using appropriate language and features
· Elicit views and opinions of others using active listening and questioning
· Analyse complex numerical data and making conclusions using standard statistical terminology
· Adhere to organisational policies and objectives and consider own role for its contribution to broader goals of work environment
· Develop plans and use effective organisational skills to complete tasks with awareness of how they may contribute to longer-term operational and strategic goals
· Use formal decision-making processes, set or clarifying goals, gather information and identify and evaluate several choices against set of criteria
· Use digital tools to conduct and record market profiling activities

	
A) Read the Code of Practice of TruEco.com and explain how it affects the organisation. (within 150-200 words)

B) Build a market survey questionnaire with total ten open and close ended questions to profile international market in South Africa. Use the TruEco company letterhead (published in Moodle) to write the questions. Please use the TruEco letterhead word doc file to write the answer. 
Attach the file separately while submitting your assessment. 

C) Do a role-play with your trainer to discuss plans to profile an international market. Seek views and opinions using active listening and questioning skills, and appropriate language. Your trainer will use the observation checklist to mark you off. 

D) Using numerical customer data determine which product will go for which target group and create customer profiles as per your understanding. 

· Shaving gel

· Sunscreen 

· Anti-aging cream

(within 120-150 words for each item)


E) Discuss the below topics with your trainer –  

· Talk about how organisational policies and objectives affect employees’ work, and how their work contributes to the organisation’s objectives.

· Provide some examples of a workplace of your choice. 

F) Plan and complete one complex workplace task for TruEco. 

(within 250-300 words)

You should:

· Develop a plan for the task with specific goals for TruEco.com in South Africa

· Complete tasks with awareness of how they may contribute to longer-term operational and strategic goals for TruEco.com in South Africa 

· Use formal decision-making processes, evaluating choices against a set of criteria for TruEco.com in South Africa

Please refer to Appendix 1 for the Marketing plan template. 

G) Watch the video - https://www.youtube.com/watch?v=DcWZHqQ9Hg8 and answer the below question. 

Complete one marketing task used for TruEco.com in South Africa that requires recording market profiling using digital tools. 
(within 120-150 words)

	A) The codes of practice are employed in order to form a fair relationship between the company and its customers. Furthermore, these codes of practices would be letting the customers know exactly what the company is agreeing to while dealing with them. Any product that TruEco sells in South Africa would be subject to tax. This means this is the additional cost that will come up the original cost of the product as well. This will be paid by the customers of TruEco. This might make the product more costly for these customers to buy. This will lead to a decrease in sales over the first year. Furthermore, the customer would incur shipment costs as well. This will be dependent on the shipment and the item. The bigger the shipment sand the number of items would increase the cost. This will make their products even more expensive than they originally were. This will also likely increase the chance of product returns, if customers find even a single defect, they might not consider this a valued purchase. 

	B) 

	C) You do not need to write any answer here

	D) For Shaving gel, the demographic would be mostly focused on the male group. A further classification of the demographic will include several more factors. Within the age structure, the target demographic is going to be from the age group of 15 to 24 till the age group of 65 years and above. Furthermore, it will be focused on the males of the different ethnic groups present in the country. This includes Black Africans, White, Coloured and finally Indians and Asians. Additionally, the emerging middle class has the highest potential for a target market. This is because they have the most disposable income and are looking for products that are brand based and value based. The focus would be on the major cities of South Africa such as Johannesburg, Cape Town, Durban and many more.
For Sunscreen, the demographic data will contain a variety of different aspects. Primarily, it has no designated age group but primarily it will be focused on the people between the age groups of 15 to 24 till the age group of 65 years and above. Secondly, both males and females would be considered as the part of the demographic for the target market for the sunscreen. However, ethnicity will play a vital role in the selection of the demographic for the target market. This is because races will melanin deficiency will require more the use of sunscreen than anyone else. In this manner, white ethnic groups would be the primary target market for sunscreen. The other ethnic groups would require it even less than the selected one. Lastly, all the major cities would be in focus for the product target market. Lastly, the emerging middle-income households would be the major target market.
For Anti-aging cream, several factors need to be recognised in order to form a target group. If the age structure is to be looked at than people at an older phase of their life would require this product more than anything. This is why people from the age group of 25 to 54 till the age group of 65 years and above would be the most appropriate target age group. Furthermore, females would be the target age group concerning sex. Furthermore, as the country’s population has a higher percentage of females within it than it is an optimum place for product targeting. Women of all ethnicities would be an optimum target market for this product as well. This is because this type of product is quite popular with every women of every ethnicity. Again, the emerging middle and the low emerging middle class would be targeted in all the major cities of South Africa.

	E) You do not need to write any answer here

	F) The work has been done in Appendix 1

	G) One of the most prominent activities that any e-commerce website requires web traffic on its site. This means more and more people coming onto their website, buying their products and even forwarding links of said products to other consumers. Now there are several tools out there that can help TruEco.com with increasing traffic at their website and can help in effectively market their products. Ahrefs can help in ecommerce sites locating from where the traffic other ecommerce is getting from. This way one can analyse the products that are the highest traffic and able to incorporate an alternative of it onto its website. This way it has launched an innovative product as well as increased traffic on its site as well.

















Question 2
	Objectives
	· Summarise cultural aspects relevant to international markets profiled
· Explain market profiling techniques and related software programs
· Outline organisational requirements for presentation of completed profile
· Summarise relevant legislation, codes of practice and national standards affecting marketing operations
· Identify sources of external and internal information on international markets

	
A) List four aspects of cultural appropriateness in international markets. 
(within 40-60 words)

B) List four demographic and psychographic descriptors you may list in a market profile.

C) List three software programs that can be used to construct market profiles. 

D) Outline the possible organisational requirements for the presentation of a completed profile. (within 150-200 words)

E) Summarise each of the following: (within 100-120 words for each)

· Employer responsibilities under WHS legislation

· The Privacy Principles (contained in the Privacy Act)

· Employee checklists for e-commerce

F) List three possible sources of external and internal information on international markets. 

	A) 
· The primary aspect is the language predominantly used in the international market.
· The customs and taboos that are widely accepted in that market.
· The business norms practiced
· The beliefs related to religion and the celebrations conducted. 


	B) 
	Demographic descriptors
	Psychographic descriptors

	
· Age
· Ethnicity
· Occupation 
· Birth rate
	
· Habits
· Hobbies
· Spending habits
· Values





	C) 
· ProReal Time
· Windotrader
· Overcharts

	D) There are certain organisational requirements for the presentation of a completed profile. Primarily, a potential international market needs to be chosen. This international market would be further researched in order to determine its viability. Then within that market, the target market would be identified. The target market would be the one to whom the products would be sold to. The target market would be identified using different parameters. Use of targeting strategies would be very useful in categorizing the target market. Then the identified market would be profiled. This profiling would be based on different demographic characteristics such as age, gender, income and many other descriptors could be used. Furthermore, the use of psychographic descriptors would also be used in order to profile the selected target market. Then the positioning strategy would be determined. The positioning strategy would be chosen in order to meet the marketing requirements. Culture appropriateness of the positioning strategies chosen, would be checked. Lastly, a positioning implementation plan would be put into place that works in accordance with the requirements of the organization.

	E) Under the WHS legislation policy, every employer has certain responsibilities. Employers must give employees a safe working environment and to investigate any work hazard reports and correct them. Employers must regularly review and improve their safety and health programs. Furthermore, employers need to ensure that all employees understand their responsibilities. Employers also need to consult staff and the employees regarding decisions that might impact the safety at the workplace. They also need to keep a register that documents the number of injuries that have occurred at the workplace. Finally, they need to offer return to work programs for workers who had been injured. 
In the Privacy Act there are a total of twelve privacy principles that are very informative. The collection of personal information is governed by the first, second, third and the fourth principle. These four principles detail when personal information can be collected. They further detail where it can be collected from and lastly the means or methods for collecting personal information are all detailed in the first four principles. The fifth principle governs the method that the personal information is stored with. The sixth principle gives people the right to access information about themselves. Whereas, the 7th principle gives right of correct information regarding themselves. The 8th, 9th, 10th and 11th principle guides regarding restrictions on how the data would be used. Lastly, the 12th principle how the unique identifiers could be used. 
Employee checklist for ecommerce would contain the following things. Firstly, a clear job description needs to be created. It should be specified that what type of employee the company is looking for. Then determining who will be doing the recruiting. This is because recruitment takes too much time and sometimes it is better to outsource it to someone else.  Maintaining accurate tax records is another aspect of the employee checklist for e-commerce. Helping employees to get started is also part of the employee checklist. This is because most new employees do not understand all the aspects of the job and need a bit of a helping hand. Remembering key dates and tasks and understanding the rights of employees, while also remembering the responsibilities of an employer towards his employees. 

	F) 
	External information 
	Internal information 

	
· Government sources
· Foundations
· Media
	
· Fiscal reports
· GDP
· Foreign embassies







Question 3
	Objectives
	· Make a list of potential international markets for further investigation
· Identify information sources to inform process for selection of international markets
· Determine and document criteria to determine suitability of international markets for product or service
· Access and use information sources to determine suitability of international markets for product or service to be marketed
· Select international markets for profiling
· Evaluate and choose approaches for determining and describe total market within selected countries, for a product or service
· Define target market for a product or service in terms of prospective users/consumers, selected market segment/s, and cultural appropriateness of product or service
· Use segment descriptors to describe target market
· Identify available marketing strategic options and select targeting strategy that best meets requirements of the marketing plan
· Check cultural appropriateness of chosen targeting strategy using available information sources
· Describe total and selected market and selected market segment/s as a consumer profile
· Ensure consumer profile identifies consumer characteristics in standard statistical terms and/or descriptive terms used in media selection
· Use demographic data and/or psychographic descriptions in consumer profile in accordance with requirements of the marketing plan
· Identify available positioning strategies and choose a strategy to meet marketing requirements and consumer profile, including culture of profiled groups
· Check cultural appropriateness of chosen positioning strategies using available information sources
· Complete international market profiling based on established criteria, specific targeting and positioning strategies
· Produce targeting and positioning strategies accounting for cultural differences

	
A) Complete one international market profile based on established criteria, specific targeting and positioning strategies from below. (within 200-250 words)

· Select South Africa for potential international markets for further investigation
· Identify the target market based on established criteria in South Africa
· Profile the target audience in South Africa 

B) Produce targeting and positioning strategies for TruEco’s international marketing in South Africa including - 

· Identifying available positioning and targeting strategies for TruEco ecommerce website to sell personal care products in South Africa 

· Checking cultural appropriateness of chosen positioning strategies using available information sources in South Africa 

Identify all of them and produce a report. (within 300 to 350 words)

	A) South Africa has been chosen as the potential international market for the purpose of this work. South Africa is one of the fastest growing economies in the world. It accounts for a considerable number of the gross domestic product of the entire African continent. In numerical form, a total of around thirty one percent of the total GDP of the Sub-Saharan Africa. Furthermore, the country is market ripe for taking. This is because it has a stable banking system with low amounts of frauds and unknown money transfers. Also, it has a very business friendly environment. These are some of the things that make this country the perfect international market choice.
The target market within South Africa would mostly be of the age group 24 years and above. This is because this age group and above are all professionals and working-class citizens. Furthermore, the main focus in the target group would be black Africans as they make up most of the South Africa’s ethnic groups. It constitutes of around eighty percent of the total population and hold a strong base in the community. Furthermore, they are also the ones in the emerging middle class. They have a higher level of disposable income. Also, they prefer spending more money on personal attire such as shoes, clothing or any other aspect of the physical look rather than on vital commodities or even things like housing. They are also very brand loyal but if the price of the product is not fully covered by the value of the product, they can easily change their minds. 

	[bookmark: _1fob9te][bookmark: _GoBack]B) In order to position the company in the international market of South Africa. There are different types of positioning strategies such as quality positioning, value or price positioning, benefit positioning, problem and solution positioning, competitor-based positioning and celebrity driven positioning. Some of the most prominent ones out of the above-mentioned positioning strategies that TruEco could use quality positioning, and value or price positioning (Iyer et al, 2019). Quality positioning could be used to target those customers that want quality products for the price they pay for. This is why quality positioning can be an important tool to work with. Furthermore, value-based pricing positioning can also be used as the emerging middle-income households spends more on branded things. This means that they are ready to pay a higher price if they receive the same value from the product. Whereas, the target segments have been found in the above part, TruEco can use strategies such as mass marketing, and differentiated marketing in order to target its market segments (Cui and Choudhury, 2015). Under mass marketing, the same type of marketing strategy would be used for all types of customer segments chosen in South Africa. However, within the differentiated marketing strategies, each customer segment identified would be marketed to differently from the other. In mass marketing, the largest homogeneous population of customers is targeted. Whereas, in differentiated marketing, each segment will be targeted in a particular way and selective benefits will be given by TruEco to each one of them. Lastly, the brand positioning strategies used for the products of TruEco can be put into effect. This is because a cultural appropriation analysis done shows that the positioning and the targeting strategies used have been done by taking into consideration the cultural aspects of the country as well. Using the available information sources the positioning strategies were determined (Suh, et al, 2016).
















[bookmark: _3znysh7]Appendix 1
	
Marketing Planning Template
	Marketing Goal
	Strategies/Tactics 
	Material needed

	The goal of the task would be to launch the company’s three main products. These would be the shaving cream, sunscreen and anti-aging cream. Launching a new product is an arduous task as it requires a multitude of techniques and tools in order to fully saturate the whole market. The market would be the South Africa. Which is ripe for the taking due to the increasing emerging middle class. Plus, this is the market that is accounting for nearly twenty four percent of the total GDP of the total continent.   
	In order to successfully launch these three products several strategies and tactics would be used.  Primarily a pricing strategy is needed that will help keep the balance in gaining customers and increase the requirement of the product by letting people know about it. One of the strategies that can be used for product launching is social media. It is one of those tools that can help to attract a large number of customers by making them aware of the attributes of the product. Initiating a product launch events is also a strategy that can be used to attract a lot of people willing to buy the product. 
	Different materials will be required to initiate the events. However, some major materials acting belongs to tools such as electronic devices, flyers, banners and commercials that can be floated randomly or by paid advertisement. Along with this a physical locality is required that can act as a service centre for the product by letting people know it in real life. Other minor resources are social media brand page, availability of active member who can respond when required as well as the availability of a support system that can help to evaluate the queries and concerns of the people who are interested in the product. 














Observation Checklist to be completed in ACCIT Moodle
	Student’s name
	

	Assessor’s name
	

	Unit of Competence
(Code and Title)
	BSBMKG516 Profile International Markets

	Date(s) of assessment
	

	For Question 1 C

	· The student showed formal approach 
	Yes  
☐       
	No 
☐

	· The student used industry-specific terminology 
	Yes  
☐       
	No 
☐

	· The student showed professionalism 
	Yes  
☐       
	No 
☐

	· The student used proper verbal and body language accurately representing his/her role in the discussion
	Yes 
☐        
	No 
☐

	For Question 1 E

	· The student demonstrated his/her ability to develop plans
	Yes  
☐       
	No 
☐

	· The student used effective organisational skills
	Yes  
☐       
	No 
☐

	· The student contributed to long-term operational and strategic goals
	Yes  
☐       
	No 
☐

	· The student used formal decision-making process
	Yes  
☐       
	No 
☐

	Comments

	Provide your comments here:








	The learner’s performance was:
	Not yet satisfactory ☐
	Satisfactory ☐

	If not yet satisfactory, date for reassessment:
	

	Assessor’s signature
	

























Marking Sheet for Assignment: Profile International Markets
	 Did the candidate
	Competent

	
	Yes
	No

	Answer all questions and address all the requirements specified in the Assessment Task?
	☐
	☐



Student Submission Checklist:
	Trainer name is written on the first page
	☐

	Student name is written on the first page
	☐

	Student number is written on the first page
	☐

	The student submits the assessment within the due date
	☐

	1. The student incorporates employability skills (such as communication, team work, problem solving, initiative, technology, self-management& learning)
2. 
	☐

	The student used the required style for this document 
	☐








	Comments:
Comments will be provided as feedback files or in ACCIT Moodle







	

	Result:
	☐ Satisfactory
	☐ Not Satisfactory

	
	The declaration below will appear when you click submit in ACCIT Moodle assessment submission link. You must check the checkbox and click submit. A draft copy will not be accepted as submission.

	Student Declaration:
This assignment is my own work, except where I have acknowledged the use of the works of other people. I have retained a copy for further reference.





	

	Trainer:
I declare that I have conducted a fair, valid, reliable and flexible assessment with this student, and I have provided appropriate feedback
	Date:
	

	
	Signature:
	







References
Cui, G. and Choudhury, P., 2015. Effective strategies for ethnic segmentation and marketing. In Proceedings of the 1998 Multicultural Marketing Conference (pp. 354-358). Springer, Cham.
Iyer, P., Davari, A., Zolfagharian, M. and Paswan, A., 2019. Market orientation, positioning strategy and brand performance. Industrial Marketing Management, 81, pp.16-29.
Suh, Y., Hur, J. and Davies, G., 2016. Cultural appropriation and the country of origin effect. Journal of Business Research, 69(8), pp.2721-2730.

	ABN: 80 126 576 896
		National Provider Code: 91412
		CRICOS Code: 02978C

	Version: 1.0
		Doc ID: SPAI-1305050396-8182
		

	
	Page 1 of 1



image4.jpg




image1.gif
INDIAN
OCEAN





image2.jpg




image3.jpg




image5.jpg
ACCIT

AUSTRALIAN COLLEGE OF COMMERCE
'AND INFORMATION TECHNOLOGY




