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SYNOPSIS

Managers and marketing practitioners are spending more time and limited resources on
finding new ways to acquire and retain customers. This study pursues the goal, to assist
marketing practitioners, with a model of constructs and concepts, encapsulating all
relevant sources of sustainable competitive advantages (SCA(s)) they should consider
when conceptualizing, planning and implementing strategies to achieve a sustainable

competitive edge for his/her SBU or firm in the global marketplace.

Qualitative research is employed to establish the terminology currently in use, as well as
to expand the list of possible sources of SCA, already identified by academics and

practitioners in a wide variety of business disciplines.

Quantitative research is employed to rate and rank these sources and to categorize all

sources in 4 domains.

The resulting SCA model is a circular model with 4 domains and 20 sources of SCA(s).
The 4 domains are:

Preferred Positioning; Superior Finite Resources; Superior Infinite Resources and
Superior Competencies and Capabilities.

According to the quantitative research results, the majority of respondents rate all four
domains as able and important contributors in planning for a SCA for a SBU or firm.
The 20 sources of SCA receive very different ratings and rankings from respondents in
different subgroups of the sample group. Marketing and business experience of the
respondents, as well as the industry which the respondents consider to be their leaming

ground, has a noticeable impact on the evaluation of the sources.
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SINOPSIS

Besigheidsbestuurders en bemarkingspesialiste spandeer deesdae meer tyd en beperkte
hupbronne aan die verkryging van nuwe maniere om kliénte te kry en te behou. Hierdie
navorsingstudie poog om besige bemarkingspesialiste te ondersteun, deur middel van‘n
model wat die moontlike bronne van instandhoubare markvoordeel, uiteensit. Hierdie
model poog om alle relevante bronne wat die bestuurder moet oorweeg in die strategiese
beplanning vir instandhoubare markvoordeel, vir sy/haar besigheidseenheid of firma,

uiteen te sit.

Kwalitatiewe navorsing is gebruik om die terminologie wat huidiglik in die markplek
gebruik word, en reeds deur akademici en praktisyns in ‘n verkeidenheid van
besigheidsdissiplines geidentifiseer is, te bepaal. Verder is dit gebruik om die lys van

bronne sover moontlik uit te brei.

Kwantiatiewe navorsing word gebruik om die bronne te rangskik en in 4 kategorié te

verdeel.

Die model wat sodoende ontwikkel is, is ‘n sirkel-model wat uit 4 kategorié en 20 bronne
bestaan. Hierdie 4 kategorié is:

“Preferred Positioning; Superior Finite Resources; Superior Infinite Resources and
Superior Competencies and Capabilities.” Volgens die kwantitatiewe
navorsingsresultate, word al vier hierdie katagori€¢ van bronne, deur die oorgrote
meerderheid van die respondente, as uiters belangrik beskou. Die 20 bronne, word egter
dramaties verskillend bejeén deur verskillend respondent-subgroepe. Bemarkings- en
bestuurservaring, sowel as die industrie waarin die respondent ondervinding opgebou het,

speel ‘n waarmeembare rol in die evaluering van die bronne.

ses
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