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Synopsis 

Independent financial advisers have to address different problems as they pro-

gress through the life cycle stages of their businesses.  A number of researchers, 

however, are of the opinion that small business owners do not have the ability 

to manage the growth-related transitions effectively.  It appears that additional 

guidance is needed to assist independent financial advisers with the survival 

and growth of their small businesses. 

Until now, only a small amount of research has been conducted in this area and 

no formal research study has proposed a marketing mix framework for these 

advisers, portraying the various factors threatening their survival and growth in 

their organisational life cycle, as well as the various marketing mix strategies 

that can be implemented to proactively manage the problems and help generate 

sales growth.  The objective of this study was to propose such a framework to 

offer additional assistance for business survival and sales growth. 

This study was exploratory in nature and commenced with a comprehensive lit-

erature investigation to gain the necessary background to support the empirical 

part of the study.  Different opinions and studies were presented and evaluated, 

which led to the identification of a general business life cycle model as well as a 

number of problems and marketing mix solutions that could potentially occur in 

each life cycle stage.  These literature findings were then further investigated among 

independent financial advisers by means of telephone and personal interviews. 

Following the empirical findings, the recommended framework suggests that 

independent financial advisers may experience three types of problems in their 

businesses:  critical problems, important problems and problems that only need 

consideration.  Independent financial advisers can use four groups of recom-

mended marketing mix strategies to address these problems.  There are also four 

groups of recommended marketing mix strategies that can assist these advisers 

to grow their sales (commission).  These advisers would, however, need to ensure 

that they are aware of and understand the various environmental factors that 

can hinder the successful implementation of the marketing mix strategies.  They 
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also need to be able to use the recommended counterstrategies to address the 

environmental factors. 

Ultimately, the successful implementation of the recommended marketing mix 

strategies could then help independent financial advisers to grow their businesses 

and progress to a more advanced life cycle stage. 
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Samevatting 

Onafhanklike finansiële adviseurs moet verskeie probleme aanspreek soos hulle 

deur die lewensiklusstadiums van hul besighede beweeg.  �n Aantal navorsers 

is egter van mening dat eienaars van kleinsakeondernemings nie die vermoë het 

om die groeiverwante oorgange effektief te bestuur nie.  Dit wil voorkom asof by-

komende leiding nodig is om onafhanklike finansiële adviseurs by te staan met 

die oorlewing en groei van hul kleinsakeondernemings. 

Tot dusver is baie min navorsing hieroor gedoen en het geen formele navorsing-

studie �n bemarkingsamestellingraamwerk vir hierdie adviseurs voorgestel wat 

die verskillende faktore wat hul oorlewing en groei in hul organisasielewensiklus 

bedreig sowel as die verskillende bemarkingsamestellingstrategieë wat geïmple-

menteer kan word om die probleme proaktief te bestuur en verkoopsgroei te help 

genereer, uitbeeld nie.  Die doelwit van hierdie studie was om so �n raamwerk voor 

te stel om bykomende bystand vir besigheidsoorlewing en verkoopsgroei aan te 

bied. 

Hierdie studie was verkennend van aard en het begin met �n omvattende litera-

tuurstudie om die nodige agtergrond te verkry ter ondersteuning van die empiriese 

studie.  Verskillende menings en studies is aangebied en geëvalueer, wat gelei 

het tot die identifisering van �n algemene besigheidslewensiklusmodel sowel as �n 

aantal probleme en bemarkingsamestellingoplossings wat moontlik in elke lewen-

siklusstadium kan voorkom.  Hierdie literatuurbevindinge is toe verder ondersoek 

onder onafhanklike finansiële adviseurs deur middel van telefoon- en persoonlike 

onderhoude. 

Uit die empiriese bevindinge stel die aanbevole raamwerk voor dat onafhanklike 

finansiële adviseurs drie tipes probleme in hul besighede kan ondervind:  

kritieke probleme, belangrike probleme en probleme wat slegs oorweging nodig 

het.  Onafhanklike finansiële adviseurs kan vier groepe aanbevole bemarking-

samestellingstrategieë gebruik om hierdie probleme aan te spreek.  Daar is ook 

vier groepe aanbevole bemarkingsamestellingstrategieë wat hierdie adviseurs 

kan help om hul verkope (kommissie) te verhoog.  Hierdie adviseurs sal egter 
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moet seker maak dat hulle bewus is van die verskillende omgewingsfaktore wat 

die suksesvolle implementering van die bemarkingsamestellingstrategieë kan 

belemmer en dat hulle dit verstaan.  Hulle moet ook die aanbevole teenstrategieë 

kan gebruik om die omgewingsfaktore aan te spreek. 

Uiteindelik kan die suksesvolle implementering van die aanbevole bemarking-

samestellingstrategieë onafhanklike finansiële adviseurs dan help om hul besig-

hede uit te bou en na �n meer gevorderde lewensiklusstadium te vorder. 
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