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Abstract 

The Drakensberger is a medium-framed black cattle breed indigenous to South Africa. 

The breed is concentrated mainly in Mpumalanga, the Eastern Free State and Kwazulu 

Natal. The breed fares well in key requirements for successful cattle farming. The 

North West Province and Northern Free State are some of the major cattle producing 

areas in South Africa. The Drakensberger does not enjoy a large market share in the 

region, at around 5-10%. The reasons for this lack of popularity of the breed, are not 

evident. 

The study aims to establish why the breed in the region does not have the market 

share it seemingly deserves. Farmers are resistant to farm with the breed despite its 

good qualities. A literature review was performed to gain background on the cattle 

industry. Some breeds, their attributes and reasons for being successful, were 

explored. The Drakensberger was researched in detail, examining the breed's 

potential. From literature it was evident that the breed has no fatal flaws and even 

outperforms certain breeds in some aspects. The current positioning of the breed in 

the market was described. A questionnaire was designed in order to determine which 

cattle breeds respondents prefer, why they prefer these breeds, what the sentiment 

of respondents in the region is towards the Drakensberger and reasons for the 

sentiments. A sample was selected and the questionnaires were completed through 

personal interviews. The areas covered were in the North West and Northern Free 

State. 

From the responses it was established that almost 50% of respondents farm with 

Bonsmara and Simmentaler breeds. The Drakensberger did not feature highly. It was 

found that farmers prefer the breeds due to hardiness, fertility, weaning weight and 

the colour of the breed. The Drakensberger is not a very popular breed and not well 

known. The main reasons for farmers not choosing the breed are based on a lack of 

information, perceptions that the black breed is more sensitive towards heat and that 

farmers prefer red cattle. Respondents indicated being somewhat aware of evidence 

dispelling perceptions around the breed and indicated that the research is valuable to 

an extent. It was concluded that the Drakensberger is not reaching its potential in the 

region due to the black colour of the breed and due to a lack of quality information of 
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the breed. It is recommended that a focused information and promotion campaign be 

launched in order to improve the image of the breed and to increase market share. 

Key terms: Drakensberger breed of cattle; marketing of cattle; potential of cattle; 

marketing perceptions; characteristics of cattle; black beef cattle. 
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Opsomming 

Die Drakensberger is 'n mediumraam swart beesras, inheems tot Suid-Afrika. Die ras is 

hoofsaaklik gekonsentreer in Mpumalanga, dele van die Vrystaat en dele van Kwazulu 

Natal. Die ras vaar betreklik goed in kriteria wat noodsaaklik is vir 'n suksesvolle 

beesboerdery. Die Noordwes provinsie en die noordelike Vrystaat is belangrike 

beesboergebied in Suid-Afrika, maar die Drakensberger is nie 'n gewilde ras in die 

areas nie, met slegs 5-10% markaandeel. Die redes vir die relatiewe lae populariteit is 

onduidelik. 

Die studie beoog om vas te stel waarom die ras nie die markandeel in die area geniet 

wat dit oenskynlik verdien nie. Boere verkies hoofsaaklik ander rasse ten spyte van 

die Drakensberger se goeie eienskappe. 'n Literatuurstudie is uitgevoer om agtergrond 

op te bou oar die beesboerderybedryf. Sommige gewilde rasse, hulle eienskappe en 

redes vir hut populariteit, is ondersoek. Die Drakensberger is in detail ondersoek en 

die potensiaal vasgestel. Vanuit die literatuurstudie is dit duidelik dat die ras geen 

fatale tekortkominge het nie en selfs sommige rasse in sekere aspekte uitstof. Die 

huidige posisie van die ras in die mark is oak beskryf. 'n Vraelys is antwerp om vas te 

stet watter rasse boere verkies, waarom hulle die rasse verkies, wat die gevoel 

teenoor die Drakensberger is in die gebied en die redes vir die sentimente. Moontlike 

respondente is geYdentifiseer en die vraelys is deur die respondente voltooi deur kart, 

persoonlike onderhoude. 

Uit die resultate van die vraelys is dit duidelik dat bykans 50% van respondente 

Bonsmaras en Simmentalers verkies. Die Drakensberger was nie baie gewild nie. Dit is 

gevind dat die respondente hulle huidige rasse verkies a.g. v. hulle gehardheid, 

vrugbaarheid, speengewig en die kleur van die ras. Kennis van respondente insake die 

Drakensberger is beperk. Die hoofredes waarom die Drakensberger nie verkies word 

nie is a.g.v. 'n gebrek aan inligting, 'n persepsie dat die swart ras meer sensitief is vir 

hitte en omdat die ras nie rooi is nie. Respondente het aangedui dat hulle tot 'n mate 

bewus is van navorsing wat persepsies mag verander en dat hulle redelike geloof het 

in die navorsing. Die gevolgtrekking was dat die Drakensberger nie gewild is in die 

area nie a. g. v. 'n gebrek a an inligting en die swart kleur van die ras. Dit is voorgestel 

dat 'n gefokusde inligtings- en bemarkingsprojek van stapel gestuur moet word om die 

ras se beeld te bestuur en gewildheid uit te bou. 
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CHAPTER 1: INTRODUCTION TO STUDY 

1. 1 Introduction to cattle farming 

Cattle farming forms an integral part of the economy and culture of South Africans. 

Agriculture contributes around 2.2 % to the South African GDP. Cattle and calves 

contribute around 12% to the agricultural GDP (Thato, 2009), which in turn 

contributes around R1 00 billion to the total SA GDP of around 2 000 billion 

Rands/annum (Anon., 2009a) . This confirms the industry's importance in the 

economy. 

In this cattle and calves industry, farmers are spoilt for choice between different 

breeds, having to choose between indigenous or imported breeds and having to 

choose a species in these categories. No single breed dominates the market. 

Table 2.1: Beef ownership percentages by breed (Ramsay et al. , 2003). 

Position Breed type %of total 

1 Bonsmara 15.9 

2 Hereford 12.7 

3 Simmentaler 12.3 

4 Limousin 8.9 

5 SA Angus 8.2 

6 Beef master 6 

7 Drakensberger 5.3 
I 

8 Sussex 4.5 

9 Charolais 4.2 

10 Holstein 4.1 

11 Afrikaner 3.8 

12 Santa Gertrudis 3.4 

Brahman /Simbra/ Bran gus 5.3 
Other 5.4 

The Drakensberger cattle breed was bred in South Africa, specifically adapted to 

South African conditions. It is relatively inexpensive when compared to some other 

breeds and it fares well in important cattle features like fertility feed conversion 

ratio and weight gain. It is reasonably resilient against illness and pests (Foster et al. , 

2008b). All these attributes were taken into account when the Drakensberger Cattle 

Breeding Association adopted their mantra "Die winsbees / The profit breed". 
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Evidence points towards the Drakensberger being a well-balanced animal adapted to 

South African conditions and fares well in key performance areas. The question 

remains: Is it as profitable as it could be? 

Considering the various positive attributes associated with the Drakensberger, one 

would imagine that it is a popular breed throughout South Africa. The breed 's 

excellent adaptability to various conditions results in very little prohibitive grazing 

types and climates (Anon., 2009b). This is, however, not the case. There are certain 

areas where the Drakensberger is a prevalent breed, but there are large areas where 

other breeds totally dominate. The areas where relatively strong presences of the 

Drakensberger are observed are the following: 

• Eastern regions of Mpumalanga, with the Drakensberger Cattle Breeders 

Organisation based in Volksrust. 

• Certain parts of the North Free State 

• Small pockets in the Northern and Eastern Cape. 

Figure 1. 1: Area of Drakensberger concentration 
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One of the most prominent cattle producing areas in South Africa is the North West 

Province (Morgenthal et at., 2004). However, the Drakensberger breed is not very 

popular in this region . The majority of cattle farmers ' preferences in the North West 

are Bonsmara and Simmentaler cattle from the Author's personal observation . From 

casual observation, the reasons for this prejudice against the breed are not clear. 

In the challenging economic environment currently experienced on a global scale, it is 

imperative to act proactively in any business so as to ensure sustainabHity and to 

survive the economic downturn. This is also the case with the Drakensberger Cattle 

Breeders Association. With everyone battening the hatches to ride out the economic 

storm, it is difficult to win market share in well-established markets. 

It seems that the underlying unpopularity of the Drakensberger breed has its origin 

mainly in the perceptions of the farmers and not from fact. These perceptions can, 

however, not be taken lightly. Perceptions influence thoughts that again influence 

actions, which results in the Drakensberger not being as successful as it can and the 

Drakensberger breeders feeling the financial impacts of these perceptions. 

Some wrongful perceptions of the breed include; among others , that: 

• the breed fares badly in feedlots, and 

• the animals are sensitive to heat due to their black colour. 

Other breeds have also made significant progress in terms of breeding cattle with 

little or no horns, which might be a disadvantage with the Drakensberger. 

1. 2 Background to the study 

During a previous study (Pentz, 2008) the Drakensberger breed sparked the author's 

interest. During the compact literature study performed in this study, the author 

realised that the Drakensberger breed is quite popular in South Africa, but apparently 

only in certain areas. 

Taking into consideration all the positive attributes associated with the breeds, the 

relatively limited popularity begs the question: Would the breed's popularity increase 

if the breed is presented an marketed better to the agricultural community or does an 
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inherent problem exist in terms of the breed or farmer's perceptions that would 

cause an intensive marketing campaign to deliver marginal if any results. 

1. 3 Problem statement 

The Drakensberger cattle breed is a South African developed breed, which fares well 

or the best in various cattle comparison criteria, especially in terms of profitability 

(Anon., 2009b). However, it seems that the breed is not as popular as it could or 

should be, when considering these facts. 

There are certain regions where the breed has made great strides in terms of 

popularity and market share. However, there are key strategic areas in terms of 

cattle farming where the breed is rarely found. The reasons for this unpopularity are 

not clear, but there are indications that other breeds are preferred - especially in the 

North West Province - based on perceptions in the minds of farmers. 

The questions that the Drakensberger Breeders' Associations should answer, are the 

following: 

• Why do farmers in the North West Province prefer Bonsmara and Simmentaler 

cattle; in other words, which attributes of these breeds make farmers choose 

them above the Drakensberger? 

• What is the top-of-mind response of North West farmers when the 

Drakensberger breed is mentioned to them? 

• What are the prohibiting factors considered, albeit perceptions, when farmers 

in the North West do not choose the Drakensberger? 

• What are the specific perceptions of farmers in the North West Province of the 

Drakensberger breed in terms of key cattle performance indicators, for 

example fertility, feed conversion ratio, suitability to feedlots, resistance 

against pests and illness and most importantly, overall profitability of the 

breed? 

• Should these and other incorrect perceptions exist amongst North West 

farmers? How should they be educated and the breed marketed to this market 

in order to increase its popularity in the region? 
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In summary, the problem could be stated as why do North West farmers prefer other 

breeds to the Drakensberger, are the concerns of the farmers valid, how could valid 

concerns be addressed by the association and invalid perceptions be quelled and how 

should the Drakensberger Breeders' Association position the breed to gain market 

share in the North West Province? Why is this and what could be done to increase the 

populari ty of the breed if possible? 

1.4 Objectives of the study 

1.4.1 Primary Objective 

The primary objective is the following: 

To establish what the sentiment is of cattle farmers in the North West area towards 

the Drakensberger breed on cattle and mixed farms. In addition, to establish why 

farmers, if applicable, prefer other breeds to the Drakensberger - what are the 

attributes why farmers choose their specific breeds? Finally to determine whether 

parties with a stake in the Drakensberger are making inroads into the North West 

Province. 

1.4.2 Secondary Objectives 

The secondary objectives are to: 

1. establish exactly what the competitive advantage of the Drakensberger breed 

is and how it is marketed to the farming community. 

2. establish what the current marketing strategy of the Drakensberger Breeders 

Association is and to make recommendations to improve the strategy, if 

applicable. 

1 . 5 Scope of the study 

1 .5.1 Discipline and subject 

The study covers the current market image of the Drakensberger Breed and the 

marketing strategy currently employed. The disciplines covered, should include 

marketing as the main subject and include (but is not limited to) economics, 

management of change, agricultural economics and entrepreneurship. 
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1.5.2 Geographical demarcation 

The study focuses on the North West province in South Africa. Some parts of the 

Northern Free State were included, due to similar farming conditions in these two 

areas. 

1 .5.3 Industry and organisation 

The industry studied, is the beef livestock industry and the organisation mainly 

concerned with Drakensberger cattle, is the Drakensberger Cattle Breeders' 

Association. 

1.6 Research methodology 

1.6.1 Literature and background study 

A literature survey was conducted in order to gain the necessary background insight 

into the breed, its history, its current status and its expected future. To a limited 

extent, the required literature was found at the Agricultural Research Council, the 

North West, US and Pretoria University libraries and the internet. 

In order to learn more about the breed, an interview was arranged with a 

representative from the Breeders' Association by using a questionnaire. This 

background information was recorded. 

1 .6.2 Empirical study 

An empirical study was performed to gather data to address the problem statement 

and the research objectives. The following aspects will be taken into account during 

the empirical research: 

• Questionnaire design, data collection and analysis. 

The questionnaire design is consistent with the method of collecting data. The data 

was collected by doing short personal interviews with farmers. There are therefore 

some questions to collect quantitative data, which is analysed, but some open-ended 

questions are included in order to obtain better recommendations in terms of an 

improved marketing strategy. 

• Study population 
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The study was conducted amongst the population of cattle and mixed farmers in 

North West and Northern Free State. The sample was a convenience sample utilising 

existing personal contacts of the author and contacts established via literature. This 

is due to the relatively large distances between farms and security concerns of 

farmers, their not allowing strangers on their property. 

1 . 7 Limitations of the study 

Due to time limitations and practical considerations, the following limitations 

occurred in the study as well as the results. 

• The proposed study does not aim to compare the Drakensberger breed specifically 

with another breed; the breed is only compared to cattle in general. 

• The study is not a biological study aiming to find possible biological faults in the 

breed and to solve it. Shortcomings of the breed will be based on perceptions of 

people and not on scientific research results. 

• Due to the limitations associated with the agricultural community, the sample 

might not be as large as to give 100% unambiguous results. However, the sample 

will be as large as practically possible. 

• For the purpose of this study, mostly commercial cattle farmers were considered. 

1 . 8 Layout of the study 

It is envisaged for the study to utilise a standard research layout with appendices 

where applicable. The proposed structure is as follows: 

1. CHAPTER 1 - Introduction, research proposal and study overview 

The rationale for the study and the method followed in the study to address some 

problem statements is discussed. 

2. CHAPTER 2 - Cattle Farming 

The results of a literature survey on cattle farming and Drakensberger marketing is 

presented. 
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3. CHAPTER 3 - Research methodology 

The approach to questionnaire design, sample identification and data gathering is 

described. 

4. CHAPTER 4 - Results and discussion 

The results gathered from the questionnaire are described and summarised in 

graphical format. 

5. CHAPTER 5 - Conclusions and recommendations 

Conclusions are drawn from the results in the chapter and some recommendations 

are made from the author's perspective. 

A copy of the questionnaire presented to respondents, is included in Appendix 1. 

1.9 Summary 

Chapter 1 introduces the questions to be investigated and the method of 

investigating. Chapters and their respective contents are briefly described. Chapter 2 

follows, which provides some necessary background from available literature. 
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CHAPTER 2: CATTLE FARMING 

2. 1 Introduction to cattle farming 

The cattle farming industry in South Africa in general is introduced in the first 

chapter. In summary, the beef cattle industry is a largely fragmented industry (Roets, 

2004: 1) and is not dominated by a few role players in terms of breed, production and 

the like. The industry, as with others, is embattled in the current economic climate. 

In South Africa, additional challenges exist in the political milieu, especially in terms 

of land reform (Mingo, 2002) . 

The industry, although undergoing changes, still places value on existing beliefs, 

practices and traditions. These perceptions, amongst other factors, influence the 

choice of breed farmers make. In order for a single breed to become and remain in a 

strong market position, the farmers advocating the breed, are to surmount all the 

challenges that plague the world and country as a whole today. In addition, the 

unique challenges that exist in the South African cattle industry are to be addressed. 

2. 2 Cattle farming in South Africa 

Cattle farming in South Africa is discussed according to a few distinguishing features. 

These features include the following: 

• Different cattle breeds 

• The South African farming environment 

• Key success factors required for cattle farming 

• Marketing channels of cattle 

• Some Drakensberger characteristics 

2.2.1 Beef cattle breeds - some background 

It has been mentioned in the first chapter that South African beef cattle farmers are 

spoilt for choice when it comes to the number of breeds. Some of the popular breeds 

will be discussed in brief. 
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• Bonsmara- market share 15.9% (Anon., 2009c) 

The Bonsmara breed was developed through some cross-breeding by the late 

professor Jan Bonsma. It is the only cattle breed in the world to have been 

developed through objectively recording performance data. The breed was mainly 

developed in response to the British breeds not being able to handle the subtropic 

climate and relatively high temperatures in South Africa. The first Bonsmara 

calves were born in 1943. 

The Bonsmara is quite popular amongst 

South African farmers and is gaining 

popularity abroad. The breed fares well 

in warm to hot climates i. t.o most key 

success factors regarding cattle 

breeding. The brand is well-established 

and the animals can command superior 

prices to many other breeds solely based on the Bonsmara brand, which might put 

off cash-strapped potential buyers. 

• Hereford - market share 12.7% (Anon., 2009d) 

The Hereford originated in the United Kingdom in 1742 near Herefordshire as an 

answer to fulfil the expanding need for beef following the industrial revolution. 

The Hereford distinguished itself 

with high beef yield and production 

efficiency, which is still a breed 

attribute today. Herefords are hardy 

and are strong survivors. This 

feature increased the 

popularity of the breed throughout 

the world, especially in the 

United States. The Hereford also proved itself adaptable to relevant conditions as 

consumers demanded leaner beef cuts after 1950. The Hereford rose to the 

challenge. The breed also ranks high in the fertility category. Considering its rich 

history and excellent features, the Hereford earned its strong place in the South

African cattle market and should be a strong contender for years to come. 
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• Simmentaler -market share 12.3% (Anon., 2009e) 

The Simmentaler breed originated in Switzerland in the Simme River valley. It is 

reckoned as one of the strongest cross-breeding breeds available and gained huge 

popularity worldwide. The breed has the second largest breeding association in 

the world after the Holstein and is also known as Fleckvieh, Abondance, Pezzata 

Rossa, Montbeliarde and Simmental. 

until the local breeders could supply the demand. 

The first Simmentalers were 

introduced to South Africa 

when President Steyn of the 

Free State established a stud in 

1905. The breed did not 

occupy a strong position in the 

South African market until the 

1960's when tests revealed its 

excellent attributes. Imports of 

the breed increased drastically 

The breed fares well in aspects like the reproduction index, weaning weight, 

yearling weight of heifers and feedlot growth. The breeders association is active in 

providing support to Simmentaler farmers and the association maintains very strict 

criteria for qualifying animals. Although also an imported breed it captures a large 

part of the cattle market in South Africa. One possible challenge with Simmentaler 

animals is their relative heat sensitivity when judging rectal temperatures in high 

ambient heat (Foster, 2008b: 2). 

• Limousin - 8. 9% market share (Anon., 2009f) 

The Limousin is a breed with a long history, originating in the South of France in 

the 1800's. The animals fare well in rocky and harsh conditions and were often 

used as draught animals prior to fattening them up for slaughter. The Limousin 

was first imported from France to South Africa in 1974 and has since made large 

headway into the local market. 
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The Limousin is pictured in South 

Africa as a medium-framed animal 

that calves easily and fares very well 

in hybrids or cross breeding. They can 

feed efficiently on the veld and has a 

high feed conversion ratio, which 

should suit commercial farmers and 

feedlots. They are, however, more suitable to the highveld regions of South 

Africa, which might hamper a countrywide growth strategy. 

• SA Angus - 8.2% market share (Anon., 2009g) 

The Angus originated in the cold Scottish highlands and is currently numerically 

the largest breed in the world. It is 

quite popular in South Africa, 

especially in the Free State, Western 

Cape and Kwazulu Natal. The breed 

can withstand the extreme cold of 

some parts of South Africa well and 

therefore, is a popular choice in cold 

areas and areas with winter rainfall. 

The Angus possesses many of the important traits required by cattle farmers, but 

is renowned for its mother-cow features for example fertility and milk production. 

Many of the Angus cattle are black in colour and therefore might also suffer from 

the stigma that it can not withstand heat well, although this is not scientifically 

proven . 
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• Beefmaster - 6.0% market share. (Anon., 2009b) 

The Beefmaster originated in Texas in 

1908 when a breeder crossed a 

Brahman, Hereford and Shorthorn. The 

purpose of the cattle when developing 

the breed, was the production of beef 

and other attributes were not pursued 

strongly. The breeding program 

produced the Beefmaster as we know it 

today. 

• Drakensberger - 5.3% market share (Anon., 2009b) 

The Drakensberger is an indigenous South African breed that was discovered by 

Vasco Da Gama in the 1400's. It has many excellent attributes, but is limited to 

some parts of South Africa (mainly Mpumalanga and the Free State). The breed 

will be discussed in more detail further in the text. 
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• Sussex - 4.5% market share (Anon., 2009h) 

The Sussex is one of the oldest and purest cattle breeds. The breed has been 

recorded as early as 1066 in England. The breed was imported to South Africa for 

the first time in the early 1900's by Mr Alec Holm of the Potchefstroom 

Agricultural College. 

The breed has many winning characteristics, but its 

strong features are mainly its: 

o size (medium-sized) 

o hardiness and 

o milk abundance. 

• Charolais - 4 .2% market share (Anon., 2009y) 

The exact origins of the breed is not 

known, but is suspected to have 

originated in France in the BOO's -

900's. It is a large breed with a thick, 

matted coat. Whether it be i. t.o. the 

coat or not, the breed was found to 

be more prone to heat sensitivity 

(Foster, 2008b: 2) than other breeds 

tested. 

2.2.2 Farming and breeding environment 

The farming environment is unpredictable at the best of times. Add to this 

environment the current economic climate and the political situation in South Africa 

and the ingredients for an uncertain environment are in place. Some specifics of the 

environment are discussed below. 
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2.2.2.1. Capacity of South Africa to carry cattle 

South Africa is not a water-rich country as compared to other cattle farming 

countries, for example England (Anon., 2009i). Beef cattle require quite a lot of 

water to live and for the meat to be processed, so not the whole country is suitable 

to cattle farming. A grazing possibility map appears below 

Figure 2.3: Grazing capacities of different regions of South Africa (hectares 
required) 

Source: Morgenthal et a/., 2004 
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It is evident that the eastern and northern regions of the country are more suitable to 

natural grazing (Morgenthal et al. , 2004) due to the availability of rainfall / water. This 

map does not take into account synthetic feed provision to cattle by farmers. As is 

expected, the more water-hungry beef cattle farming industry is more concentrated 

in the water-rich area and the livestock more resistant to drought; for example, 

certain sheep breeds are more concentrated towards the more arid southern and 

western parts of the country. 

The amount of cattle has increased in South Africa in recent years, with head of 

cattle increasing with 1 million from 12.6million in 1994 to 13.5 million in 2004 alone 

(Anon. , 2009j). Except for the Western and Northern Cape and Limpopo, stocking 

densities of all provinces have increased or remained constant since 1994. Provinces 

that are most overstocked and overgrazed are the Eastern Cape, North West, 
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KwaZulu-Natal , Limpopo, and Mpumalanga, where large tracts of communal range 

lands are prevalent. 

However, i t is important to note that stocking densities exceed grazing capacities in 

all provinces. This factor delivers a major contribution towards desertification of the 

land. 

The North West province is one of the regions of South Africa with a relatively low 

rainfall, but with large communal and range lands. This, coupled with the 

impoverished state of the province and numerous land claims pending, creates a 

storm in terms of stable and sustainable cattle farming in the province. 

Some other aspects of the environment in which cattle farmers operate in within 

South Africa and more specifically the North West province - to which this study is 

limited - will be discussed below. 

Some aspects of the micro-environment are listed below. Not all aspects are discussed 

in this section, as a Porters 5 forces analysis follows later including these aspects. 

2.2.2.2. The industry 

There is not one dedicated seller and/or farmer of the various cattle breeds, but 

Breeders' Associations play the most active role in the marketing of breeds. (Anon., 

2009b. , Anon. , 2009e, Anon. , 2009l, Anon ., 2009k). The Breeders' Associations are in 

general more interest groups than self-sustaining businesses. The associations exist in 

order to promote the breed and to provide the members with the advantages of a 

well-established, managed and marketed breed. 

However, the associations usually have management structures and systems in place. 

Although the member's income does not rely solely on the association, the association 

is managed as a business and not as a type of club. Attributes of a normal running 

concern can therefore, be ascribed to these associations. 

The cattle farming environment and mix are described as a cross between the 

breeders' association and individual breeders, when applicable. 
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2.2.2.3. Public entities 

Various types of public entities are also included in the cattle farming environment, 

where a public is any group that has an actual or potential interest or impact on an 

organisation to achieve its objectives (Kotler and Armstrong, 2008:70). 

• Financial Publics 

Financial publics influence the cattle sellers to obtain funds. It is not easy to 

obtain finance to purchase cattle (Anon., 2009n) therefore, the purchasing 

decision of cattle buyers is something well-considered. This should be kept in 

mind when marketing a certain breed. 

• Media Publics 

Media publics could be seen as a vehicle to deliver news, good and bad, 

information and marketing messages of cattle to the interested consumer or 

market. As the farming media is dominated largely by a few well-established 

brands in South Africa, this is a public that should be managed with the 

necessary caution and attention. 

• Government Publics 

Government publics in the agricultural milieu are starting to become more of a 

factor to contend with in the recent past (Mkizhe, 2009). These possible and 

probable influences and interventions from government for example rural 

development and the Land Redistribution Policy, should defini tely be included 

in the horizon planning of cattle marketers. 

• Citizen action publics 

The citizen action public is still a relatively small factor to contend with in 

cattle marketing, but it has the potential to develop into a major influence. 

With pressures from all spheres on consumers to reduce their carbon footprints 

in order to curb global warming (The Star, 2008) the consumption of beef might 

become a cause of disagreement. Certain overzealous pressure groups might 

influence the public towards the consumption of beef, which might have a 

significant influence on the market. 
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• Local publics 

Due to a large portion of cattle farming taking place in rural areas with small 

communities, local publics should not be ignored in the cattle marketing 

environment. Opinion leaders play an especially important role in close-knit 

communities and they might not be easy to sway as soon as a belief is 

entrenched. 

• General public 

As the public seldom is exposed to the sellers of cattle, this is a factor, which 

should be lower on the priority list when considering the cattle marketing 

environment. 

• Internal publics 

Internal publics in cattle breeders and sellers could play an important role, 

especially where intensive farming takes place with established organisational 

structures. As with any organisation, disgruntled workers could wreak havoc 

with the image of a company, as well as its resources. This should not be 

ignored when considering the marketing environment. 

Some aspects of the macro-environment are elaborated upon below 

2.2.2.4. Demographicforces 

Demography is the study of people. People are equal to markets; therefore, 

demographic forces are significant to marketers, including cattle marketers. As the 

geographical area under discussion involves mainly the North West province, some 

salient aspects will be discussed. North West, at a glance, could be characterised as 

follows (Pauw, 2005: 6): 

• . Medium-size province, covering 116 320 km2
, or 9, 7 per cent of the total 

surface area of South Africa. 

• Home to approximately 4 million people that constitutes 8.2% of the South 

African population. 

• Contributes approximately 6% to the National GOP. 
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• Registering a decreasing population growth per annum that reached less 

than 1% growth rate between 2001 and 2006. 

• Outside mining, in the private sector activity is very modest. 

• Has decreased its percentage contribution to the national labour force. 

• Composed of areas that are mostly rural in nature. 

• Has a low population density and inadequate infrastructure, especially in 

the remote rural areas. 

• Has inherited backlogs in basic service delivery and maintenance that will 

take time to eradicate. 

• Its population is predominantly poor with high levels of illiteracy and 

dependency that affect their productivity and ability to compete for jobs. 

• Is characterized by great inequalities between the rich and poor as well as 

disparities between urban and rural. 

• It is faced by HIV I Aids as a social and economic challenge. 

• Available resources are unevenly distributed and offer limited potential for 

improved delivery of services and growth. 

Three specific aspects of the demography of the North West province are discussed, 

racial composi tion, income distribution and skills level. The differences in generations 

will also be briefly discussed. 

2.2.4.1 Racial Composition 

The racial composition of the NW province appears as follows. 

Figure 2.2: Racial composition of population and workforce in NW province 
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It is evident that the overwhelming majority in the NW falls within the African group. 

As will be seen in the following pages the African population in NW is largely not a 

market with considerable purchasing power due to various reasons, such as lack of 

skills and the legacy of the previous dispensation of South Africa. This fact should be 

considered when attempting to market any product in the province. One general 

factor acting in favour of the cattle market in the province, is that the African 

population places a high value on owning cattle. 

2.2.4.2 Income distribution 

As can be expected, the income distribution, especially amongst racial lines is quite 

skew in the province. Differences are also evident between citizens involved in 

agriculture and citizens involved in other economic spheres. A summary appears in 

the figure below. 

Figure 2.3: Income distribution between racial groups and between agricultural 
and non-agricultural population in the NW province (see axis description in 
text) 
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They-axis on figure 2.3 is known as the poverty index. The index is described as the 

proportion of people living in poverty officially. 

As can be expected, the agricultural non-white population displays the greatest 

proportion of the population living in poverty. Interesting to note, is that in the white 
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population, people involved in agriculture, are less prone to poverty than whites not 

involved in agriculture are. 

Although it might seem that the non-white agricultural market is not as attractive as 

the white agricultural market, the population proportions should be kept in mind. The 

potential market for cattle is as large if not larger in the black community than in the 

white community. It is therefore, important not to focus marketing efforts on only 

one sector of the population. 

2.2.4.3 Skills levels 

Skills level differences in the province are also well defined. Although farming is a 

skill not necessarily taught by formal education, the skills level of a population group 

is a factor that should be considered when constructing a marketing plan, especially 

in terms of marketing channels (Lamb et at., 2004:87) . The skills levels of some 

population groups are summarised in the figure below. 

Figure 2.4: Skills levels in the NW province 
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The skills levels in the NW province are not reassuring, especially when compared to 

provinces like Gauteng and the Western Cape. In terms of farming, this should not be 

a prohibitive trait. However, people not skilled in terms of literacy and basic science, 

might not be easy to convince to abandon their traditions and beliefs in terms of 

cattle selection. A new breed might therefore, be more challenging to introduce than 

in a higher skilled environment. 
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2.2.4.4 Generation differences/gaps 

It is well-known that younger generation X and Y individuals are less prone to follow 

tradition and blindly in the footsteps of their parents (Kotler & Armstrong., 2008:70) . 

Couple this to the phenomenon of urbanisation happening in South Africa and 

worldwide (Mathee et at. , 2008) it leaves the cattle marketer with an ageing 

population of farmers and breeders. Even if young people stay behind in the rural 

areas of the NW province, they are not automatically inclined to follow a career in 

farming, which has an impact on current and future cattle markets. 

2.2.2.5. Economicforces 

Economic forces consist of forces that affect consumer purchasing power and 

spending patterns (Kotler & Armstrong., 2008:68). During the recent economic 

upswing in 2003 - 2007, consumers have become more risky spenders and it was not as 

difficult for marketers to convince consumers to part with their money. However, in 

recent months and years the economy of the NW province, along with the global 

economy, has moved into tough times. 

Cash is not readily available, as is credit. This causes consumers to act more 

conservative towards investments while they are moving into a survival mode, 

attempting to hang onto their indebted assets and a good credit record. It should 

therefore, be taken into account that potential cattle buyers should be very sensitive 

towards price and Return on Investment (ROI) in the capital-scarce short- to medium

terms. This might spell an opportunity for lower-cost breeders and producers, while 

breeders that might have enjoyed good results in the economic heydays with 

expensive and popular brands, might lose some market share to lower-priced 

alternatives. 

Although the contribution of agriculture of the NW province to the provincial GOP is 

quite small at between 6 and 11% and the NW province to the South African GOP is 

only around 6-7% (Anon., 2009o), the current and potential cattle market is relatively 

large. North West is sometimes known as the "Texas of South Africa" (Anon. , 2009p). 

Therefore, in terms of economic forces in the cattle farming environment, there are 

mixed signals. There is a large potential market, but current market conditions do 

not favour aggressive spending on marketing efforts. Therefore, the current economic 
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environment is a balancing act in North West and worldwide, with a balance being 

sought between short-term survival and longer term strategic objectives. 

2.2.2.6. Natural Environment/forces 

In the case of agriculture and cattle farming, the natural environment plays a 

significant role. In the case of extensive farming where farmers rely on natural 

grazing for their cattle, the business is almost completely dependent on the weather 

and climate. In terms of yearly concerns cattle farmers and marketers have to 

contend with factors such as drought, floods and the like, which have significant 

influences on meat and subsequently, on cattle prices. 

As an example, the influence of drought on the long- and short-term on meat prices 

are quite complex (Taljaard, 2005) . In the short-term, drought may send meat prices 

plummeting as farmers attempt to download cattle, which make demands on already 

dwindling natural resources, on the market to protect their grazing. On the longer 

term, the drought will result in farmers having fewer cattle. If the demand for meat 

does not reduce in relation to the decrease in cattle numbers, the meat prices will 

tend to rise until a new equilibrium price is met. This is but one example of the 

complex relation between the natural environment and the economics of cattle 

farming and breeding. A forward-thinking marketer should attempt to take into 

consideration all information to his/ her disposal in order to perform successful 

horizon and scenario planning (Howard, 2009) . 

Another factor that cannot be ignored, is the influence of climate change on the 

agricultural industry. Political and social pressures are mounting to adopt breeding 

methods and philosophies that are socially responsible and contribute minimally 

towards global warming and subsequent climate change. 

2.2.2. 7. Technological Environment 

The field of cattle farming is a far cry from what it had been 20 years ago. Advances 

in technology have enabled farmers to increase profitability, decrease labour 

intensiveness and in general, to manage and control their herds more efficiently than 

before. Technologies like ultrasound in slaughtering to establish remaining breed 

potential (Vanek et al. , 2008), bar-coding to identify specific individuals, radio

tagging (Siriram, 2006) , PLC controlled feeding and the immense power of Information 
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and Communication Technology (ICT) in marketing, are but a few examples in a 

myriad of possible technologies that can aid the cattle farmer and marketer. 

The use of technology in farming and marketing is a science on its own and will not be 

elaborated on for the purpose of this study. However, it is of utmost importance for 

the breeder and marketer to stay abreast of these aids, otherwise firms and 

individuals that stubbornly stick to traditional methods and technologies will be Left 

behind in the wake of those who embraced technology. 

2.2.2.8. Political Environment 

The political environment plays a significant role in agriculture globally, but in South 

Africa it is a critical factor to take into consideration. Due to the current government 

attempting to redistribute Land to previously disadvantaged individuals through acts 

and incentives (Mingo, 2002), many white farmers are hesitant to expand their 

operations. Some are even cautious to maintain their current operations as fears of 

Zimbabwe-type Land grabs escalate. On the contrary, emerging Black farmers might 

have an expansionary outlook on their businesses. Therefore, the marketer of cattle 

should take cognisance of the attitude of white and previously disadvantaged farmers 

alike when crafting strategy (Hough et al., 2008: 20). 

An opportunity in agriculture also exists due to political reforms. As government calls 

for faster and more substantial BBBEE (Broad-based Black Economic Empowerment) 

across all industries, including agriculture Black and White farmers alike, could strike 

up rewarding partnerships (Williams, 2005: 477) if these deals are done ethically and 

using sound business principles (Anon., 2009q and Fig, 2005). Cattle breeders and 

marketers who use the current political environment wisely, could gain a considerable 

competitive advantage in the industry. 

2.2.2.9. Cultural Environment 

The cultural environment has many facets that can influence the cattle farming and 

marketing environment. 

One example is the tradition of lobola payment to the parents of potential brides in 

Black culture (Ansell, 2001: 697). This cultural tradition influences the way the Black 

population view cattle, although the traditional payment of cattle to parents have 

been largely replaced with cash payments, especially in urban communities. 
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Another influence is the perception that the population has of cattle producing 

companies. As people become more environmentally conscious, they demand 

companies and breeders that operate their businesses in an environmentally 

responsible manner (Ferrers, 1997: 32). 

As the subject of animal rights is also gaining airtime and cementing itself in the 

minds of people, this is also an important factor to consider when farming with, 

breeding and marketing cattle (Sjeklocha, 2008: 14). Inhumane methods are no longer 

tolerated if they are brought to light. 

The subjects discussed in the paragraphs above describes in broad terms the 

marketing environment in which the marketers of cattle, including those of the 

Drakensberger breed, operates within. These aspects are important when crafting and 

executing a marketing plan. The marketing mixture is the tools used in the marketing 

environment in order to achieve business success. 

2.2.2.9. Porters 5 Forces Analysis 

A Porters 5 Forces analysis is performed on the cattle farming industry in order to 

place the cattle farming industry into perspective with specific reference to the 

Drakensberger breed. 

Figure 2.5: Porters 5 Forces diagram 
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Each of these aspects are discussed in turn. 

2.2.2.9. I Bargaining power of Suppliers 

The role of suppliers to the industry and the Drakensberger breeders is difficult to 

define quantitatively. Suppliers to a farmer in one region are probably different to 

suppliers to farmers in other regions, except for highly specialised commodities for 

example medicines. 

Suppliers are therefore, not seen as a large threat or competitive advantage in the 

cattle marketing environment. However, marketers of cattle, are they as associations 

or as individuals, should remain vigilant for moves and future trends in suppliers that 

are monopolies and oligopolies (Carbaugh, 2007), for example, the suppliers of 

medicines and fertilisers used in planted grazing. 

2.2.2.9.2 Bargaining power of Buyers 

The importance of this aspect in the five forces can not be overemphasized. In all 

enterprises, customers are the lifeblood of the organisation and individuals, without 

which the business will wither away and cease to exist. In general, customers are 

divided into consumer markets, business markets, government markets and 

international markets. These will be discussed in brief. 

Cattle farmers and breeders very seldom sell animals to end-consumers or to the 

government; therefore these markets are not major considerations in the marketing 

of cattle. 

The major market for cattle breeders is the business-to-business market, albeit other 

breeders, other farmers requiring bulls for cross-breeding purposes, abattoirs, or 

feedlots. Marketing efforts should therefore, be aimed mainly towards this market. A 

consumer pull for a certain breed through the value chain, would probably not be 

very effective, as meat consumers usually do not care which type of cattle they eat, 

as long as the quality of the meat is acceptable. 

The international market for cattle holds potential for specific breeds, although 

currently it is quite limited . In terms of immediate neighbours, Swaziland, Botswana, 

Zimbabwe and Namibia are importers of cattle from South Africa (Pretorius, 2003: 

12). In global and very specific terms, the USA and Australia are in search of the 
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marbling gene in meat and might import cattle to incorporate this gene into their 

gene pools (Anon. , 2009r). Coincidentally, the Drakensberger breed has good marbling 

of fat in its meat and might therefore be sought after in selected international 

markets. 

2.2.2.9.3 Competitive rivalry within the industry 

Competitors are of the most pertinent aspects of the marketing environment for 

cattle marketing. There are a myriad of breeds and crosses for farmers and breeders 

alike to choose from. Long-accepted traditions and norms heavily influence decision 

makers in the cattle industry and this makes it difficult for competitors to gain 

market share from other breeds. In the case of the Drakensberger breed, there are 

numerous competitors with larger market share and more resources to support 

marketing efforts (Scholtz et at., 2008: 96). 

2.2.2.9.4 Threat of new Entrants 

The threat of new entrants in the cattle farming industry is relevant, but not the 

greatest threat to current players in the industry. Considering the time and cost of 

entry, to establish real competition to established cattle farmers does not happen 

overnight. It is an expensive exercise to become a cattle farmer, unless you build the 

business over many years. In some aspects of the industry, economies of scale come 

into play, especially considering feedlots (Anon. , 2009c). It can be concluded that 

there are relevant barriers to entry for new entrants, that might alleviate this 

particular threat in the industry, but the barriers are surmountable. 

2.2.2.9.5 Threat of Substitution 

In terms of substitute products, beef stares significant competition in the face by 

chicken and pork (Olivier, 2004: 223). As consumers become more cost- and health

conscious, these substitutes are gaining market share with buyers of meat. Lamb and 

mutton are not such great threats of substituting beef due to the higher price it 

commands and the higher fat content in general. Beef might even be substituted by 

plant products as more people are turning vegan and vegetarian. The threat of 

substitute products is therefore, a definite factor to consider in the cattle farming 

industry. 
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2.2.3 Key Success Factors in cattle farming 

Several factors have to be in place in order to have a successful cattle farming 

operation. There are generic factors, which is needed for any type of cattle and 

factors that differ from breed to breed, which could afford a farmer a competitive 

advantage in certain circumstances. The generic key success factors are (Anon., 

2009m) as follows. 

• A stable or growing market for the cattle 

• Ample food and water for the cattle, be it grazing or commercial feed 

• A suitable climate 

• Absence of factors that shrink the livestock significantly, for example predators 

and stock thieves 

• Access to reliable cattle transport channels 

• Access to reliable marketing channels 

• Adequate veterinary care when required 

• Skilled and experienced farmers and supervision 

These factors, amongst others, are critical to achieve success in the cattle industry. 

There are also factors that usually differ from breed to breed which might constitute 

the failure or success of a cattle enterprise. Some of these factors with definitions 

where required, are (Bisschoff & Lotriet; 2008 and Anon., 2009t). 

• Temperament/disposition - A measure of relative aggressiveness or docility of 

animals in unfamiliar situations. Usually a docile animal is preferred to ease 

handling, but where theft is concerned, a more aggressive breed might be 

preferable. 

• Maternal properties - How good a mother is in the breed in terms of providing 

milk, protecting calves and the like? 

• Fertility of cows - How readily are cows of the breed becoming pregnant af ter 

being fertilised by a bull? 

• Growth rate - The rate at which a calf increases in mass after birth . A table of 

typical growth rates for South African cattle is shown below. 
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Table 2.2.1: Growth rates of some South African breeds 

NJAol...,._, 

Pro-wMnlno 
-ng --..ng PoJI-g AGR/Poll 

s.- abbrovtatlon n• BW(ko) WW (kQ) ADG (g) 365d (g ) SOOd (a ) CW (kQ) AQAA3 ' 100 RGR"3.100 wooning AGR 

Afrikaner Air 38391 33 230 707 478 458 457 0.95 0.0985 9.6 
Bonsmara Bo 397477 36 236 832 565 518 477 0.99 0.0895 11.1 
Brahman Br 57722 32 204 810 620 549 475 1.05 0.1 104 9.5 

Brown Swiss BS 1496 39 195 921 661 606 543 1 0.1045 9.6 
Charolais c 4412 41 225 957 743 671 512 0.99 0.1284 7.7 

Drakensberaer D 56976 36 161 825 542 507 48.1 0.98 0.0866 11.3 
Hereford H 25295 35 178 784 606 531 488 0.91 0.2985 3.2 
Umousln L 1143 38 206 914 720 651 561 1.01 0.1113 7.7 

Ngunl N 16609 27 205 648 414 401 387 1.01 0.0895 9.7 
Ponzaauer p 5373 38 219 882 608 531 506 0.98 0.0806 10.5 

Ana us SA 20082 13 206 845 627 570 478 1.04 0.1194 7.4 
Santa Gertrudis SG 32337 36 222 913 682 611 496 1.03 0.1191 6.8 

Shortham Sh 5861 31 203 830 573 513 448 1.01 0.0925 9.4 
Simmentaler s 53788 39 236 965 709 616 534 1.02 0.1045 7.9 
South Devon so 9159 41 110 902 645 601 511 0.96 0.1104 7.7 

Sussex Sx 19279 36 214 875 641 591 552 1 0.1194 7.4 
Total/Average 745400 35.9 210 853 615 558 500 

n· • Number of weaning reco<ds ; ADG • (205d age adjusted weight ·birthweighV205); ADA . (Age adjusted weight ·birth weight) /age: RGR - (lnW2·1nWI) I (t2-t1) 

Source: Schoeman, 1996 

• Hardiness - The abHlty of a breed to survive adverse conditions, for example 

harsh winters, reduced feed availabHlty and Hlness. 

• Adaptability - How easily can a breed adapt to differing circumstances than it 

is used to, for example warmer temperatures, sour instead of sweet veld and a 

differing environment. 

• Meat quality - When butchered, which grade an average carcass of the breed 

wHl obtain. This might significantly influence profitabHlty of the breed. 

• Productive llfespan - How old can a bull be and stHl sire calves and how old can 

a cow be and still give birth. The longer the productive lifespan, the more 

profitable the breed. A high productive lifespan is in the region of 15 - 18 

years. 

• Recovery abllity - How well wHl the specific breed's animals recover after 

adverse conditions for example a drought or harsh winter? 

• Feed conversion ratio - Units of feed consumed per unit of weight gained. The 

feed conversion ratio of one of the large feedlots in South Africa per animal 

weight is shown below to form an idea of the numbers involved. 
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Figure 2.6: Feed conversion ratios in a Karan Beef feedlot 
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• Ability to utilise natural grazing - How well can a breed sustain itself on natural 

grazing alone? 

• Serving capacity - The willingness, motivation and ability of bulls of a breed to 

detect and fertilise females in estrus. 

• Ease of calving - How much attention does a cow need when calving and is the 

survival rate for cows and calves good during calving? 

• Prepotencey - The ability of a parent cow or bull to transmit its traits and 

characteristics to its calves. 

• Heat sensitivity - How well does a certain breed perform in high temperatures 

often experienced in South Africa? 

• Mortality rate - How many calves do not make it to productive cattle? An 

average mortality rate is around 1-2% (Anon. , 2009u) 

These factors are but some that are important in order to create and sustain a 

successful cattle farming business. Other factors also come into play, in other words 

there is always the possibility of an unexpected circumstance that could severely 

affect a cattle farmer and he/she should always remain vigilant. 
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2.2.4 Marketing channels applicable to cattle 

Due to the very nature of cattle farming and marketing, the channels of marketing 

and distribution plays an important role in the marketing mix. Traditional marketing 

channels, for example retailers and convenience stores, do not apply; therefore more 

specialised channels are used and should be managed accordingly. 

The marketing channels mainly used for cattle marketing are the following (Anon., 

2009u). 

• Out of hand 

• Farmers association' auctions 

• Privately held auctions 

• A feedlot or through a custom feedlot 

• For slaughter at abattoir - directly or after on farm fattening / feedlot 

A description of these marketing intermediaries follows. 

2.2.4. 1 Marketing intermediaries 

Marketing intermediaries play a major part in the selling of cattle. In the Eastern 

Cape as an example (Musemwa et al. , 2007), a major part of cattle marketing takes 

place through intermediaries in the likes of auctions and abattoirs (see fig. 2. 7). For 

this study, it is assumed that the Eastern Cape can at least be extrapolated 

directionally to other parts of South Africa in terms of cattle marketing channels. 

Figure 2. 7: Marketing channels of cattle farmers in the Eastern Cape in 2007 
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Marketing intermediaries in cattle farming are therefore, an integral part of th~ 

success of the farmer or association. This is especially relevant in the small 

communities where farmers often operate in. A bad relationship with an auctioneer or 

abbatoir closest to the seller could have far-reaching effects on the seller's business. 

This study focuses mainly on live cattle sold for breeding, so the more relevant 

marketing channels and intermediaries are: out of hand, association and private 

auctions where marketing efforts should be focused. 

2.2.4.2 Promotion 

In order to achieve successful and sustainable business in the cattle marketing 

industry it is necessary for the breeder or farmer to sell his/her cattle in the relevant 

market. The consumers and/or buyers in the market place need to be made aware, 

informed and reminded about a product and its positive attributes. Promotion 

channels are used to achieve this goal. Some of the promotion channels are 

deliberated upon below. 

In terms of promotion, cattle marketing do not follow the established channels of end 

consumer goods, which makes for challenges, but also for opportunities. 

• Farmers marketing direct to abattoirs and consumers (Ross, 2008) 

This approach demands time and commitment from the 

farmer /breeder /marketer. It could be very effective if healthy relationships 

are built between the parties involved, but is also quite risky, due to the fact 

that many resources might be spent on one or two clients. If the market of a 

farmer depends on one or two decision-makers, the farmer could be 

compromised if that person changes his/her mind. 

In terms of the Drakensberger, there is no evidence to suggest that Drakensberger 

breeders and farmers favour this route. 

• Advertisements in publications, like the Farmers Weekly and 

Landbouweekblad (Bisschoff & Lotriet, 2008) 

Using this channel is quite popular amongst cattle marketers. It is suitable due 

to the target market for these publications also being a target market largely 
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for cattle. Advertising cattle in mainstream publications for example, You and 

Weg, would reach a very small portion of the target market. High impact (large 

surface area) such as professionally designed advertisements in suitable 

publications could be expensive and should be carefully considered. 

The Drakensberger society does not use this channel extensively, as the 

coverage in Landbouweekblad and Farmers Weekly is minor when compared to 

other breeds like the Bonsmara. 

• In-depth articles in publications aimed at the target market (Cronje, 2007) 

Breeders and farmers could place promotional articles in publications where 

research is presented that point out the positive attributes of a breed and 

dispel myths. When independent research is performed that could positively 

influence the image of the breed, it is also sometimes published as an 

editorial. This manner of advertising is highly effective and inexpensive. 

The Drakensberger breed has appeared in a few of these types of articles, for 

example where its insensitivity to heat and performance in feedlots were 

discussed (Foster, 2003 & Frylinck, 2003). 

• Direct marketing 

Farmers' Days/"Boeredae" are sometimes used to promote a certain 

agricultural product or products (Van der Westhuizen, 2006). These Farmers' 

Days almost have a carnival atmosphere, where the product can be 

experienced through almost all the senses. This type of marketing could be 

quite effective if it is focused and the purpose of the day is not confused with 

the event. Marketing of this type has been used by the Drakensberger Breeders 

Society (Drakensberger newsletter, 2008), but the effectiveness for such an 

effort is difficult to determine for any product. 

Breed competitions/"kuddekompetisies" are similar to farmers' days (Gouws, 

2008), but here animals are directly compared according to certain criteria and 

winners in the different categories are selected. This channel might attract 

potential customers, but it might draw only participants already involved with 

the breed. Evidence of the Drakensberger Society utilising this channel is 
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sparse, but a certain group of breeders in the Brandfort district (6+ breeders) 

in the Free State launch annual competitions (Landbouweekblad, 2005). 

• Internet 

As with everything else, the ubiquitous internet is starting to play a major role 

in cattle advertising (Bearden, 2004). This channel could be especially useful 

where potential buyers and sellers are geographically far apart as is often the 

case with farmers. Potential clients can view pictures of potential animals and 

the whole history of the farm and its animals from their own homes. The 

Drakensberger society has been using the internet very effectively to 

communicate amongst each other, but a more concerted effort is needed to 

expose the breed on the internet to external parties (Bisschoff & Lotriet, 

2008). 

2.2.4.3 Logistics (Anon., 2009u) 

On the logistical side, cattle are large, heavy and fragile products that have to be 

handled with the correct precautions in order to prevent illness, injury and condition 

deterioration at the lowest possible cost in a reasonable time-frame. The available 

logistic channels for transporting cattle are the following. 

• Herding by road 

Up to not too long ago this was the only available mode of transport for cattle. 

It is still the major method of moving cattle on a farm or between close-lying 

farms. If a point of sale or transport node such as a railway loading point is 

close by, this is also the least costly mode of transport. The negative impact on 

the animal in terms of shrinkage and bruising is also at a minimum with this 

mode of transport when it is conducted at a realistic pace of 10-12 km per day. 

• Transport by rail 

Rail transport has played a significant role in centralizing markets and 

marketing of cattle. It has opened new markets to farmers by bridging the 

distance gap to an extent. It is expected for rail transport to fulfil the long 

distance transportation role to a certain extent for a long time coming. The 
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importance of rail transport has, however, declined in the transport of cattle 

for slaughter. 

• Road transport 

As with many other goods and commodities, road transport has taken over a 

large part of the cattle transportation business. This is mainly due to the 

flexibility and ease that come with transporting cattle by road. Road transport 

also reduces stress to livestock, due to long travelling times. Shorter, more 

direct transport also reduces shrinkage due to low water intake and food 

consumption of animals in transit . Shrinkage could be between 4 and 6% for 

trips up to 70km, but increases up to 8 to 9% for longer trips. 

Convenience, cost and consideration of animal comfort should be the deciding factors 

when deciding on a mode of transport. If distance is not a limitation, allowing animals 

to walk to their destination is very cost-effective and amounts to the minimum stress 

for animals. It is however, not recommended to herd animals to a place of slaughter. 

Rail transport is usually cheaper than transport by road and should be considered 

whenever livestock is to be transported . Farmers have to pay for a full truck, 

whether fully utilised or not, which could decrease efficiency; therefore planning is 

vital when using rail. Rail transport usually increases travel time due to delays and 

frequent stops, which could affect cattle negatively. Road transport is usually fast , 

di rect and quite flexible. Travel time is reduced, but the cost associated per km 

travelled, is usually higher than with other modes. It is also important to pay 

attention to the design of cattle transport trucks in order to minimize stress and 

injury to animals. 

An important factor to consider, is animal health and injury during transportation. 

Especially pregnant cows are susceptible to falling ill due to sicknesses such as transit 

fever, or display similar symptoms as with milk fever. 

In order to reduce stress and injury, there are simple precautions that reduce these 

occurrences. By having good truck design and to know which animals to separate and 

keep together during trips, helps to reduce financial loss and loss of corporate image 

as a result of stressed and injured animals. 
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Animals experiencing stress, also results in inferior carcass quality. Meat tenderness, 

flavour, colour and the ability to retain moisture, are negatively influenced by stress 

in animals and it is therefore, in the interest of the animals and the farmer to 

minimise cattle transport, especially prior to slaughter and to keep stress to the 

animals at a minimum. 

In terms of the Drakensberger, the role of transport is important due to the relatively 

concentrated occurrence of the breed in certain parts of the country. 

2.2.5 Cattle stud breeders 

Stud breeders are farmers that promote pure animals of a specific breed for breeding 

and to increase the gene pool. The Drakensberger Stud Breeders' Association will be 

discussed as an example. 

The mission of the Drakensberger Breeders' Association is " ... to propagate the 

traditional black animals carrying a maximum amount of high quality beef without 

sacrificing of the breed's inherent qualities" (Anon. , 2009c) . This mission 

encapsulates what most breeder associations are about. The Drakensberger stud has 

currently registered around 14 000 pure females and around 5 300 pure males, with 

numbers increasing steadily. In order to be registered as a Drakensberger stud animal, 

visual and performance tests are conducted regularly on eligible animals in order to 

maintain the quality of the stud. These requirements have resulted in vast 

improvements in weaning weight and calving percentage of animals. 

The breeders' society issues certificates to confirm the purity of the stud animals to 

commercial breeders of the cattle. This ensures that the animals comply to the 

breeders society standards of excellence and aslo enables cattle owners to demand 

premium prices for their animals. 

It stands to reason that the role of stud breeders is crucial for the sustainability and 

growth of any purebred cattle, including the Drakensberger. These associations should 

be on the forefront of promoting the breed, and this is even more so in the case of a 

lesser known breed. The breeders' associations are the ambassadors for the breed and 

could contribute immensely to brand building and market share gain of the breed if 

managed and promoted effectively. 
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2.2.6 The Drakensberger Breed 

The Drakensberger is an indigenous breed with its origins in South Africa (Anon., 

2009y). Vasco DaGama rounded the Cape in 1947 and exchanged three bracelets for a 

black ox. The meat from the cattle was highly appraised by him and his company and 

the breed caught the attention of the settlers. 

Almost 400 years later the Voortrekkers used the black breed in the Great Trek in 

1836 and it became known as Vaderland cattle (Anon. , 2009b) . Some of the farmers of 

the Great Trek settled in the Volksrust area of the current Mpumalanga (then 

Transvaal) . Of these farmers the Uys family played a dominant role in the breeding of 

the Drakensberger and the breed became known as "Uys" cattle (Anon., 2009v). 

The breed was also known as "Kemp" cattle and "Tin-Tin blacks" until The 

Drakensberger Cattle Breeders' Association was formed on 7 November 1947 in the 

Volksrust area in Mpumalanga. The association gained immediate official recognition 

and the "Drakensberger" name was born, as this breed was prevalent mostly in the 

sour veld from Dordrecht in the Cape with its influence expanding Northwards and 

Eastwards for more than a thousand kilometres (Anon. , 2009b.) 

All Drakensbergers are characteristically black all over. The breeders' association 

describes the Drakensberger as " ... smooth-coated black, strikingly Long, deep

bodied, medium- to Large-framed beef animal with a tranquil (serene) temperament 

that was born, bred and developed in South Africa for the whole of Africa" (Anon. , 

2009b). According to the association, the breed is also totally unrelated to any breed 

in the world today. This feature has been established by strict selection utilising 

scientific norms. The breed is thus self-sufficient in terms of the gene pool. 

Not surprisingly, the breeders' association and its members have a great passion for 

the breed. Experience has shown that the breed has excellent adaptability, great 

maternal instinct, low calf mortality rates and in general, fares excellently in most of 

the criteria used to rate cattle. Therefore the great faith the breeders' association 

displays in their mantra "Die Winsbees/The Profit Breed". 

It seems therefore, that the Drakensberger is a well-adapted, pure cattle breed that 

promises great returns on investment for its breeders. This begs the question: Why is 

i t relatively underutilised in specific areas, specifically the North West province. 
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2.2.6. 1 The Drakensberger animal 

The product/animal is probably the single most important factor in the choosing of a 

cattle breed. Breeders buy and breed with cattte in the light of the significant and 

unique attributes of the breed. When all the other elements of the marketing strategy 

are in good shape but the product does not live up to standards and expectations, the 

complete marketing effort will fail. This is even more so in the case with cattle due 

to the high costs associated with changing a breeders breed of choice (Bisschoff ft 

Lotriet, 2008). 

There are numerous factors to consider when choosing a specific cattle breed, but the 

most important factors as determined in a study amongst industry stakeholders, are 

as discussed in a previous paragraph (Bisschoff ft Lotriet, 2008 ft Anon. , 2009t); 

Fertility, adaptability, heritability/force of parents' properties and attributes to their 

offspring, temperament/disposition, growth rate, recuperating ability (for example 

after cold winters or drought), calf size, meat quality, longevity, maternal attributes, 

profitability, indigenous or not, serving ability/ability of bulls to impregnate cows, 

hardiness, ability to graze on the veld and feed conversion ratio. 

Of these properties, the most significant were found to be fertility (25%), adaptability 

(17%), heritability (12%) and temperament (10%). 

In terms of the Drakensberger the breed fares well in the following areas (Anon., 

2009b) 

• Fertility - see table below for indication 

Table 2.2.2: Indication of fertility of Drakensberger 

FERTILITY: conception rates over a 12 year period on sourveld . 

Cows ................... 92% 

Heifers ........ .... ....... 100% 

Reconception of heifers ................... 90 o/o 

= an ICP of 394 days. 

IMPORTANT! 92% of the cows/heifers calved down within the first third of the calving season after a 

mating season of75 days only. 

Source: Anon. , 2009b 
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• Adaptability 

• Hardiness 

• Maternal Properties 

• Profitability 

• Low mortality rate (see figure below) 

Figure 2.8: Mortality rate of Drakensberger 
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Other 

It is evident that the mortality rate of the Drakensberger is lower than other 

breeds in imporatnt aspects, for example abortion, birth, natural and ticks. This is 

a positive in any animal breeder 's business. 

• Grazing ability 

• Temperament 

• Longevity and productive life 

• Resistance to ticks (Foster et al. , 2008). 

From the attributes in which the Drakensberger fares well as mentioned above, it 

seems that in terms of product that there is not much to fault the breed on. However, 

when it comes to marketing and definitely in the case of cattle farming, perceptions 

many times overshadow fact (Kreitner & Kinicki. . 2007: 589). 
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2.2.6.2 Drakensberger pricing 

Cattle prices are hard to predict and are subject to many factors, such as the climate 

and weather, trends in cattle farming (more stud farming or more herds), brand 

popularity and the like. 

Data on cattle prices are not always most valid and up to date due to the many 

transactions that are not coordinated, but trends can be drawn from some auction 

information. 

In terms of price, the Drakensberger is a very "middle of the road" type of breed. It 

does not warrant a price premium due to brand popularity, as is the case with 

Bonsmaras (Bisschoff ft Lotriet, 2008). In a recent auction the average price for a 

Drakensberger bull was R22 000 with a highest price of RBO 000, which is a record for 

a Drakensberger bull. The highest cow price was RB 000 (Anon. , 2009b). Compare 

these prices with an average bull price of R57 000 for Bonsmaras in 2007 with a 

highest price of R 325 000 (Anon., 2009w) and it is evident that the Drakensberger is 

modestly priced in the market. 

These relatively inexpensive prices for the Drakensberger could be an asset and a 

liability for the breed. If a breeder or farmer is considering changing his/her breed, 

the cost of change is not as high as with other more expensive breeds. Breeders can 

also purchase a purebred bull to use in cross breeding at competitive prices from the 

Drakensberger stall. 

However, the low prices imply that Drakensbergers are not demanding a price 

premium on the market. A price premium on a breed could sway potential breeders or 

farmers towards a breed due to the fact that their cattle can command higher prices 

at sales and auctions. 

A universal threat to cattle prices is beef imports from countries like New Zealand 

and South America. With the increase in globalization, this threat should be 

recognised and managed accordingly (Anon. , 2009x). 
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2.2.7 Market perceptions of the Drakensberger 

With the Drakensberger, there is no shortage of perception, negative or positive. 

Some of the product perceptions will be discussed below. 

Perception 1: Drakensbergers are susceptible to heat stress. 

Conclusion: False 

Due to the black colour of the Drakensberger hide it is perceived that he breed might 

suffer in hot climates. However, it has been found that the Drakensberger 

experiences normal core temperatures when subjected to heat when compared to 

Afrikaners, Bonsmaras, Brafords, Charolais and Simmentaler. The study was 

performed in Zastron in 2007/2008 by the University of the Free State (Foster et al. , 

2008). It concluded that only two of the tested breeds, which might experience stress 

in severe temperatures, are the Charolais and Simmentaler. 

It has also been found that the Drakensberger does not experience heat stress during 

very hot summers in the Tosca district (Gouws, 2009: 13) on a real working farm. 

Therefore, the perception that the Drakensberger is heat-sensitive is simply not true, 

but the perception remains. 

Perception 2: Drakensbergers do not fare well in feedlots. 

Conclusion: False 

In a study performed by the Agriculture Research Council (Frylinck et at., 2003: 231) 

it was found that the Drakensberger fared at least on average and above average in 

some instances such as the following. 

• Growth performance 

• Carcass characteristics 

• Meat quality 

In the study, the Drakensberger was compared to popular indigenous breeds. Once 

again, scientific fact dispels the perception of poor performance in feedlots, but the 

perception still influences buyer behaviour. 
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Perception: The Drakensberger is prone to Dermatosparaxis (a skin disease) 

Conclusion: False 

A study performed by the South African Veterinary Organisation in 2008 (Holm, 2008) 

has concluded that the Drakensberger is actually less prone to the disease than other 

breeds. Although this perception is not as strong as the others are, it needs to be 

taken into account in terms of brand management. 

2.2.7.1 Perceptual research 

A study was performed in 2008 by Bisscoff & Lotriet in order to ascertain the 

perceptions in the market. The study involved Drakensberger farmers, Drakensberger 

breeders, and farmers breeding and farming with other breeds. The study compared 

15 traits of the Drakensberger between the traits and between breeds. The traits are 

shown below. 

1. Temperament 

2. Adaptability 

3. Ability to utilise natural grazing 

4. Maternal qualities 

5. Meat quality 

6. Serving capacity 

7. Fertility of cows 

8. Productive lifespan 

9. Ease of calving 

10. Growth rate 

11. Recovery ability 

12. Prepotencey 

13. Hardiness 

14. Feed conversion ratio 

15. Heat sensitivity 

Some of the results of the study are summarised in the figures below (numbers 

correspond to traits in the table, y·Axis refers to Lickert Scale with a higher value 

suggesting a more positive perception). 
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Figure 2. 9: Drakensberger compared to other breeds (ander rasse) and average 
(gemiddeld) 
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Figure 2. 10: Drakensberger compared to specific other breeds 
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Figure 2.11: Drakensberger compared to Drakensberger cross breeds (X ras) 
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Figure 2. 12: Drakensberger compared to cross breeds and mixture crosses 
(Gemengde X) 
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It is evident that the breeders of Drakensbergers view the breed in a much more 

positive light than do breeders of other breeds. This is to be expected. It is 

interesting to note that int the Drakensberger breeders' perception of the breeds, 

maternal properties are less positive than for other traits, although the Drakensberger 

is an excellent mother breed. It is also interesting to note that Drakensberger 

breeders share the sentiment that the breed is heat-sensitive, which is a market-wide 

perception. 

In conclusion, there are numerous perceptions in the market concerning the 

Drakensberger. These perceptions could influence the buying decisions of potential 

clients and one of the focus areas of the breeding society should be, to investigate 

these perceptions and dispel incorrect ideas which might negatively influence the 

brand. 

2.3 Summary 

The literature study performed, is quite general in terms of cattle and the 

Drakensberger breed. The technical details of the breed are not delved into very 

deeply, but sufficiently in order for the author to gain an understanding into the key 

success factors of the Drakensberger cattle breeding and marketing business. 

The knowledge gained in the literature survey, will now be used in order to compile a 

questionnaire to present to a sample of farmers in the NW district, in order to 

establish current perceptions of the Drakensberger breed in the province. The survey 

will also be utilised to gain insight into which interventions might sway farmers' 

negative perceptions concerning the breed in order to devise a more successful 

marketing strategy. 
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CHAPTER 3: RESEARCH METHODOLOGY 

Two modes of collecting empirical data were utilised. Both are subsequently 

discussed. 

3.1 Pilot study: Drakensberger Cattle Breeders Association 

3.1 .1 Why the pilot study? 

In order to gain insight into the cattle marketing environment, the author embarked 

on a pilot study. The goal of the study was to inform the researcher of the current 

Drakensberger marketing situation, the marketing strategy employed and future 

trends. The pilot study was also used to guide the author in compiling the 

questionnaire to be used in the gathering of more empirical data. 

3.1 .2 Method of conducting the pilot study 

It was decided to have a discussion with someone who was well-versed in cattle 

farming. Another requirement of the subject to be interviewed, was that he/ she 

should at least be fairly familiar with the Drakensberger cattle breed. The 

Drakensberger Cattle Breeders Association was contacted and a suitable candidate 

was suggested. 

The candidate suggested, was Dr Johan Fourie. Johan Fourie is a physician at the 

Wilmed Park hospital in Klerksdorp. In addition, Johan Fourie has been and still is a 

stud breeder of Drakensberger cattle for the past 35 years. He has vast experience 

with the breed. Johan was appointed as the marketing director for the Drakensberger 

Cattle Breeders Association in 2008. 

A personal interview was conducted with Johan Fourie at his consulting rooms at 

Wilmed Park hospital on 17 July 2009. The interview covered the following topics. 

• The involvement of Dr Fourie with the breed - past and present 

• Perceptions of the Drakensberger breed experienced by Johan in his years of 

involvement with the breed 

• Current marketing methods employed by the breeders' association 

• Future trends in the marketing of cattle and the Drakensberger specifically 

• General discussion regarding the breed 
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The transcript of the interview appears in Chapter 4 - results and discussion. 

3.2 Empirical data gathering from farmers 

3.2.1 Questionnaire design 

The questionnaire was designed in order to gain insight into the perceptions that 

farmers have in general about the cattle breed they farm with and the reasons for 

these perceptions. It is also designed to establish what the farmers' perceptions are 

about the Drakensberger cattle breed and the reasons for these perceptions. The 

general discussion attempts to distil the essence of cattle farming for each farmer 

and the author attempts to understand from the answers, what it is that drives 

farmers in purchasing decisions. 

3.2. 1.1 Quantitative sections 

The first quantitative section of the questionnaire determines which cattle breed the 

farmers prefer and the reasons for this choice. The second quantitative section 

determines the perceptions farmers have around the Drakensberger breed, the 

reasons for these perceptions and possible avenues that might influence these 

perceptions. 

3.2. 1.2 Qualitative section 

The qualitative section of the questionnaire was a general discussion with each 

farmer. The general discussion is presented in section 3.2.1 , but in short, it attempts 

to condense the farmers' sentiments into a sentence or two. 

A copy of the questionnaire appears in appendix A. 

3.2.2 Data collection 

3.2.2. 1 Method of collecting data and sample size 

The method of data collection was conducting short personal interviews with farmers. 

The original list of farmers (original sources) was collected by the author by utilising 

personal contacts at work and in the family. The list was grown by collecting 

references from the initial list from the farmers during interviews. Data were 

collected over a period of five days, travelling to the relevant respondents. The 

possible respondents were contacted via telephone and appointments were arranged. 
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Six original sources were identified in order to attempt that not all respondents are 

acquainted. 

Although personal interviews were the method of choice a small percentage of 

farmers were interviewed over the telephone due to schedule constraints (around 

10%). Each interview lasted between 10 minutes and an hour, depending on time 

constraints and on the individual farmers. It was explained to the respondents, that 

the interviewer did not represent the Drakensberger breed in any way and that he 

would not be personally offended in any manner should the respondents have 

delivered harsh criticism or vice versa. 

In terms of sample size, a number of 30 farmers were decided upon. Forty possible 

respondents were initially contacted and the successful interviews amounted to 30. 

This relatively modest sample size was chosen due to the practical considerations of 

distances travelled and the total time it took to conduct one interview, travel time 

included. 

3.2.2.2 Geographic distribution of respondents 

The study was limited to the North West province and areas of the Northern Free 

State. The following magisterial districts were covered. 

• Delareyville 

• Lichtenburg 

• Vryburg 

• Koster 

• Ventersdorp 

• Parys 

• Heilbron 

• Koppies 
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3.2.2.3 Age and sex 

All respondents were in the 20 - 70 age range, with the majority being between 40 

and 49 years. All respondents were male and own the farms where they keep cattle. 

3. 3 Summary 

The research methodology of the study is described in chapter 3. The study was 

conducted by performing a pilot study with a subject matter expert and by gathering 

empirical data from cattle farmers. Chapter 4 describes the results gathered in the 

study. 
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CHAPTER 4: RESULTS AND DISCUSSION 

4.1 Introduction 

The results that were gathered during the research will be discussed in the following 

chapter. The results are presented as the pilot study results, which are mostly 

qualitative and in terms of the empirical results, which are mostly quantitative with 

qualitative aspects. 

4. 2 Pilot study with Drakensberger Breeders Association marketing director 

The pilot study conducted as an interview and discussed in paragraph 3.1 is presented 

in a question and answer format. 

Question 1: What is your involvement with the Drakensberger cattle breed? 

Answer: He has been farming with the breed for 35 years and serves on the 

Drakensberger Breeders' society board. 

Discussion: The respondent should , due to his long and active involvement with the 

breed, have expert knowledge on the subject. His position might influence his view on 

the breed. 

Question 2 : In your opinion, why is the Drakensberger a breed to consider when 

farming with cattle? 

Answer and discussion: 

1. The breed has survived through centuries (350 years). 

This statement has been confirmed in literature. Due to the long development period 

of the modern-day breed, some selection should have taken place and many of the 

unwanted characteristics should be eliminated. 

2. It is a pure breed and possesses good genetic make-up 
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This attribute of the breed could count in its favour or against it. Some farmers prefer 

cross-bred cattle due the good properties from both breeds appearing in the cross

bred calves. However, a pure breed should be more predictable when producing 

offspring. 

3. The Drakensberger is a hardy breed 

This positive attribute counts in favour of the Drakensberger with most farmers. This 

is especially the case in extensive farming, where grazing quantity and quality is 

inconsistent and cattle have to survive the seasonal extremes experienced in South 

Africa. 

4. It has low mortality statistics ( 1.4% calf mortality) 

This is obviously an asset in any farmer's book. However, mortality rates did not 

feature highly on the list of desired attributes in cattle as described in the discussion 

of the questionnaire results. 

5. The Drakensberger has one of the best maternal instincts amongst cattle 

This attribute is highly rated amongst farmers, especially the amount of milk the cow 

can provide to its calves. This is also one of the key success factors when choosing a 

breed. 

6. Not very expensive, which is an advantage in beef-producing breeds 

If an animal is not expensive to purchase it counts in favour of the breed. When 

farming commercially and the animals are used only for selling to feedlots or for meat 

production, a low initial price lowers the total lifecycle cost of one animal. However, 

if a farmer has limited land and needs to sell each animal at a premium, for example 

with some studs, a higher selling price for each animal could tip the scales to the 

pricier breed. 

7. The Drakensberger is very adaptable 
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Being adaptable is crucial to the success of a cattle breed farmed commercially and 

that is bred, transported and raised all over the country. Many farmers change their 

grazing as the seasons change and cattle bought at an auction is basically always 

moved to a different habitat than it is used to. An animal that is not adaptable, would 

not survive and subsequently will not be sought after in the market. 

8. The Drakensberger is indigenous to South Africa 

Currently this attribute is not as important, but in the near future this might become 

an important selling point of the breed in South Africa. The government is more prone 

to endorse the breed, and as the breed's natural habitat is South Africa, is well 

adapted to the circumstances. The carbon footprint of an indigenous breed should 

also be lower overall than that of an imported breed. 

9. Good meat quality is to be expected with the Drakensberger 

This feature, together with price and availability, is what influences the ultimate 

purchase decision, that of the consumer. A breed can perform superior to competitors 

on a farm, but if consumers do not purchase it, the breed will surely fail in a 

commercial sense. 

The Drakensberger has the added advantage that the marbling of fat in its meat is 

well spread, which is a popular feature in the American and Australian market that 

might open new possibilities for the breed. 

10. Longevity (bulls can impregnate cows up to 12 years of age) 

This characteristic improves the economics of the breed, as the bulls are generally 

the most expensive when building a herd. 

Question 3: What are the provinces in which the Drakensberger is most populous? 

Answer: Mpumalanga, Free State and Natal in that order. 

Discussion: It is interesting to note that the other provinces do no seem to have a lot 

of Drakensbergers being farmed. This is one of the questions being researched by this 
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from heat stress, this perception remains amongst farmers. Farmers also, in general, 

prefer red cattle, that might influence the marketability of the Drakensberger. 

Question 7: The author has read that a perception exists that Drakensbergers do not 

fare well in feedlots. Is this the case? If not, is there any supporting evidence? 

Answer: There was one case of a feedlot in the North West where the Drakensberger 

did not fare well in a feedlot. It is however felt that this was an exception. The black 

colour of the breed also could confuse observers in a feedlot where many other black 

breeds are present. Karan beef is starting to introduce Drakensbergers to their 

feedlots due to the low mortality rate experienced with the breed. 

Discussion: The sentiment of Drakensbergers not faring well in feedlots was also 

observed in the interviews with some farmers, especially farmers in the Northern Free 

State. The scientific evidence, however, disproves this perception, but the perception 

still influences farmers and feedlots' purchasing decisions. 

Question 8: What in your opinion, would it take to change perceptions of the breed 

in the North West province? 

Answer: Farmers should start becoming aware of the quality of the Drakensberger. 

Bulls should be pushed into the market. These bulls should produce offspring and the 

calves will bear the evidence of the excellent qualities of the breed. 

Discussion: These suggestions are valid, but most established farmers are reluctant to 

adopt a new breed for cross-breeding or for commercial purposes. This is due to the 

perceived risk associated with an unknown genetic makeup and also as a result of the 

high cost of switching breeds. High switching costs are especially relevant when 

farmers do not utilise cross-breeding with various breeds, but are limited to one or 

two breeds. A market segment where the Drakensberger might make some impact, is 

farmers or potential farmers that have not decided on a breed yet or who have not 

inherited a herd from their families. 
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General discussion with Dr Fourie 

In a general discussion following the Q&:A session with Dr Fourie, he expressed the 

following sentiments. 

1. Point raised by respondent: In order to market the breed, a high-level approach 

is required for success. The marketers of the breed should consider the medium- to 

long-term trends in the industry and government direction when crafting a marketing 

strategy. The marketers should strive to position the breed as a superior package, 

taking into account current and future trends in the market environment - a 1 0-year 

horizon plan should be devised. 

Discussion: This approach should involve discussions with government, local and 

regional authorities, publics, and large players in the cattle business. Current and 

future strategic objectives in the industry should be determined and acted upon. 

1. Point raised by respondent: The target market should be carefully considered for 

the breed. Should attempts be made to sway farmers currently farming with other 

breeds, or should new entrants be targeted more aggressively in order to ensure the 

sustainable growth of the breed? 

Discussion: From responses to the questionnaires and general discussions with 

farmers, it is evident that to lead and manage change in the community, will requi re 

time and significant resources. New entrants might be a more viable target market. 

The interview provided some insight into the Drakensberger breed and the cattle 

business. It was used as an aid in compiling the questionnaire presented to the 

farmers identified as respondents. 

4.3 Empirical results and discussion 

The gathering of empirical results was discussed previously. The results are presented 

as the question appearing in the questionnaire (Afrikaans and English translations). 

The totalled results are presented in graphical format and discussed. 
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4.3.1 Quantitative results 

4.3. 1.1 Age 

Figure 4. 1: Age distribution of respondents 
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The age distribution across respondents is quite regular. The majority of respondents 

are older than 30 years, with nobody above 70, although not explicitly stated . All 

respondents have been farming either as a sole source of income or part time since 

finishing school - this was not a specific question on the questionnaire, but was 

mentioned in the general discussion. It can therefore be deduced that most 

respondents have around 20 years or more experience in farming. 

This relatively high age of cattle farmers presents a marketing challenge for the 

Drakensberger association in that people are in general more resistant to change at a 

higher age, due to the substantial investments made in their current breed and 

perceptions ingrained over the years of farming. Many farmers are also utilising land 

that has been in the family for two or more generations, so cattle herds are often 

inherited, which makes the lower resistance to change of younger farmers less 

promising to the Drakensberger. 
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4.3.1 - Section A: Current Breed 

4.3. 1.2 Breed 

Question: With which cattle breed do you farm/ Met watter beesras boer u? 

Figure 4. 2: Breeds farmed by respondents 
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It is evident that the most popular breed by far in the region, is the Bonsmara, which 

corresponds to the findings in the literature survey. Many farmers say that they are 

impressed with the history of the Bonsmara and feel that it is a breed very suitable to 

South African conditions, although it has imported cattle genes incorporated. The 

differences in prevalence of breeds in this study and the literature survey numbers 

should be attributed to regional factors. The next most popular breed is the 

Simmentaler. It was the perception of the respondents that Simmentalers produce 

heavy weaning-weight calves, which is an important consideration when selling 

animals to feedlots. 

Quite surprisingly, 10 % of farmers do farm with Drakensbergers to some extent, but 

the roles Drakensbergers play in their herds, are usually minimal. It is also interesting 

to note that in a sample of 30 farmers as many breeds are farmed with (more than 

10). One of the reasons for the large range of breeds, is that quite a few of the 

farmers use cross-breeding and are constantly experimenting with new breeds in an 

attempt to breed cross-breeds with the optimal properties. 

57 



One breed that seems to be making headway in the market, is the Boran. Some of the 

farmers interviewed said that it is a very hardy breed. The reason it is not very 

popular at this stage, is the prohibitive cost to start a herd. According to some of the 

farmers a female Boran animal costs around R50 000, which is too much for an 

emerging or startup farmer. 

4.3.1.3 Type offarming 

Question: Are you farming stud or commercial or both? I Boer u stoet of kommersieel 

of beide? 

Figure 4.3: Type of farming of respondents 
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The majority of farmers, at around 75%, are farming commercially. This is due to the 

fact that farmers usually have other farming interests as well, for example producing 

crops and farming with other animals as well , for example sheep. Therefore, they can 

not expend all their energy and time on the cattle being farmed . The farmers rely on 

the cattle to utilise the grazing on the land with some additional licks and occasional 

higher nutrient feed, for example harvested maize lands. According to literature, the 

Drakensberger fares well when utilising natural grazing, which is a feature that could 

lead to an increase in market share. 

Of the respondents that utilise stud farming one of the reasons of utilising this type of 

farming, is the relative scarceness of land. When the farmer's land is not large 

enough to sustain many cattle, he/ she could, if managed properly, gain a larger 
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return on selling fewer, more expensive animals, therefore stud animals. This is 

another advantage of the Baran breed that, according to the farmers farming with it, 

can utilise almost solely natural grazing, still be in good condition and fetch premium 

prices. 

All respondents bar one - which utilises extensive and intensive farming - utilise 

extensive farming, although this is not specifically stated in the questionnaire 

responses. Rather than having feedlots, the farmers supply weaned calves to feedlots 

or sell animals at auctions or out of hand. This is another result of farmers usually 

practising a mixed type of farming on their land and not relying solely on cattle sales 

for their livelihood. One observation by the author is that if an entrepreneur could 

have a quite vertically integrated value chain, that includes rearing cattle and selling 

meat products to retailers or end-consumers, the price advantage of some of the less 

expensive cattle breeds could be utilised to the fullest. Consumers do not know and 

usually do not care, from which breed of animal their steak or sausage originate from 

and make purchasing decisions accordingly 

4.3. /.4 Utilisation of cross- breeding 

Question: Do you utilise cross-breeding in your herd? I Maak u enigsins gebruik van 

kruisteling in u kudde? 

Figure 4.4: Utilisation of cross-breeding in the herds of respondents 
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Two schools of thought are distinctly evident from the results: Either use cross

breeding to the full or not at all. More than 35% of farmers either use cross-breeding 

exclusively or not at all. Taking into consideration that only 10% of the respondents 

are stud farmers, it is evident that a large proportion of farmers have faith in pure 

races. 

It should also be taken into account that the most popular of breeds, the Bonsmara, is 

already a cross-breed (cross between Hereford, Shorthorn and Afrikaner breeds), 

which gained purebred status only at a later stage. The promoters of farming with 

purebred cattle, which farm with Bonsmaras, have already gained the advantages 

associated with cross-breeding. 

The other majority of farmers utilise cross-breeding exclusively at 35% of 

respondents. According to these farmers, the utilisation of the advantage of cross

breeding gives their herds a competitive advantage to purebred animals. These 

farmers are experimental in their methods in many instances and might be a potential 

target market for the Drakensberger breed. 

In the interview with Dr Fourie, he also stressed the fact that one avenue of 

promoting the breed is to convince farmers to utilise Drakensberger bulls in order to 

impregnate their cows. This will afford the new farmers regarding the Drakensberger 

to experience the breed first-hand. Assuming that acceptable quality bulls are used in 

the breeding program, the farmers should realise the potential of the breed through 

the resulting calves from the program. 
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4.3. 1.5 Method of gathering infonnation 

Question: Where did you gather information on your current breed? I Waar het u die 

infighting ingesamel wat u laat besluit het om met u huidige ras te boer? 

Figure 4.5: Method of gathering information on current breed 
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The vast majority of farmers collected information on their current breed through 

performing their own research, or historically. Upon enquiry, the research they 

performed on their own consisted of observing animals on other farms and through 

trial and error on their own farms. It should be noted that a part of the own research 

also consists of information gathered at shows and auctions, therefore the " own 

research" category includes information from friends and colleagues and shows and 

auctions. 

What was evident from the interviews with respondents, is that farmers do not have 

access to latest research findings. This might therefore, skew their views in favour of 

their current breed. Farmers also gathered a large proportion of their information 

historically with either their parents or other family farming with a specific breed. 

The farmers, therefore, farming with a breed historically might not have gained the 

exposure to sufficient numbers of other quality breeds to an extent that warrants a 

possible shift. 
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A significant proportion of farmers also gathered information from friends and 

colleagues. Some of the own research indicated by farmers, also include information 

from friends and colleagues. As is the case with any purchasing decision, contacts in 

the same industry have a significant impact on the opinion of the enquirer. This 

phenomenon might count against the Drakensbergers efforts to gain market share. 

The word-of-mouth process is in a way autocatalytic in the sense that the fewer 

people farming with a certain breed, the less exposure the breed will enjoy and the 

fewer farmers will eventually consider the breed. 

4.3.1.6 Reasons for farming with current breed 

Question: According to you, what makes your breed the best to farm with? I Wat, 

volgens u, maak u ras die beste om mee te boer? 

Figure 4.6: Reasons for farmers choosing their current breed 
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In this question the respondents were allowed to make more than one choice of cattle 

attribute. The most significant property when choosing a breed for the respondents 

concerned, was hardiness. This is a crucial cattle property in South Africa, which is 

subjected to extremes in terms of temperature and availability of grazing, for 

example in drought times. Another reason for hardiness being such a significant 

requirement for a breed amongst farmers, is the largely extensive and commercial 
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type of farming being utilised. The animals are therefore, not being constantly 

observed and supervised and have to be able to be self-sustaining for a few days at a 

time. Many farmers' land is located in remote areas with little access to veterinary 

skills. Animals that are regularly in need of medical attention are therefore, not a 

popular choice, which tip the scales in the direction of a hardy breed as well. The 

Drakensberger is known to be able to survive harsh conditions quite successfully and 

this attribute of the breed should be leveraged. 

A heavy weight at weaning is also a major factor when considering a breed for a herd. 

As many farmers market animals to feedlots, a higher calf mass at weaning age results 

in more cash coming the farmers way when selling the calves. 

Naturally, animals that are more fertile, are also more in demand. Farmers who are in 

the business of selling calves at weaning age are in the numbers game. The more 

calves available, the larger the profit. Another important aspect of fertility is the age 

at which a cow can be impregnated by a bull and the latest age in which animals can 

still breed with acceptable risk. 

The feed conversion ratio also features high on the list of desired properties when 

selecting a breed . As land and subsequently grazing is scarce, the more efficiently 

animals convert grazing and feed materials, the more animals a piece of land can 

sustain and the higher the profits to the farmer, with less production inputs. A higher 

feed conversion ratio of animals will also appeal to environmentally conscious 

consumers, as the carbon footprint of an animal that uses less feed, is smaller than 

one that requires more. 

Maternal properties of a breed dictate to an extent how successful the calves of the 

breed are and how fast the calves are ready to be weaned. An important aspect of a 

good mother animal, is the amount and quality of milk the cows produce for their 

calves. The Drakensberger is known as a good mother and this attribute counts in 

favour of the breed in marketing efforts. Other features such as popularity, theft 

concerns, quality of meat, prices of the breed and mortality all rated less than five % 

on the scale. 

What is interesting to note, is that not one respondent mentioned profitability as a 

key feature when selecting a breed. This might be due to the other features 
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culminating ultimately in profitability and therefore, not worth mentioning. This 

might also indicate that a profit analysis of animals are not performed ri gorously, 

taking into account the full lifecycle cost of the animals and the long-term 

performances of a breed on the farms. Ultimately the profitability is the raison d'etre 

for keeping and raising cattle, although this is not always evident. The Drakensberger 

mantra of " The profit breed/Die Winsbees" might therefore not appeal to farmers as 

much as hoped for by the promoters of the breed. 

Featuring in the "other" category are the following attributes. 

• Red colour of breed 

• Temperament 

• Growth rate 

• Functional effectiveness - how well does a breed perform at a certain time 

under certain conditions with a certain goal or market in mind. This is seen as 

one of the Drakensbergers advantages 

• Trends in the market - supply and demand considerations 

• Performance in feedlots 

• Adaptability 

• Ease of calving 

• Inertia to change from the farmer 

• Aesthetically pleasing 

• Current breed has good group instinct 

The Drakensberger fares quite well in most of the categories mentioned. 

Therefore, it should not be impossible to at least make prospective cattle buyers 

at least consider the Drakensberger as a breed. 
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4.3.1 -Section 8 : The Drakensberger 

4.3.1. 7 Knowledge of Drakensberger 

Question: How well do you know the Drakensberger breed/ Hoe bekend is u met die 

Drakensberger beesras? 

Figure 4. 7: Level of knowledge of Drakensberger of respondents 
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The knowledge level of respondents regarding the Drakensberger, is quite evenly 

spread, ranging from 33% not having any knowledge at all to 20% having some 

knowledge. The portion of respondents knowing the breed reasonably well and 

expert, is both around 23%. 

What is surprising, is the amount of people that do not know the breed at all. Upon 

enquiry, the respondents indicated that they have seen the breed only briefly beside 

the road or at an auction or do not even know what it looks like. This might indicate 

that the exposure of the breed in the farming community has not been adequate. 

What is interesting, is that many respondents seem to have expert knowledge of the 

breed, although not a large proportion of respondents have Drakensbergers in their 

herd. As before, upon enquiry some respondents indicated that they have farmed with 

the Drakensberger before, to a greater or lesser extent. 
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The respondents that know the breed somewhat, usually have friends or neighbours 

that own or owned the breed and gained their knowledge in this manner. It might be 

said that the respondents that know the animals somewhat, might have a negative 

influence on farmers of the breed not possessing any knowledge at all. Someone 

armed with a little knowledge is not well-informed and might unknowingly disperse 

incorrect information to totally uninformed individuals. It is therefore, important to 

the promoters of the Drakensberger to send out a clear message that reaches the 

maximum respondents. 

4.3.1.8 Method of gathering information on the Drakensberger 

Question: Where did you hear about the breed and gathered information?/ Waar het u 

van die ras te hare gekom en inligting ingesamel? 

Figure 4.8: Information gathering on the Drakensberger by respondents 
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The methods of gathering information on the Drakensberger are mainly own research 

(27% of respondents), friends and colleagues (27% of respondents) and Not Applicable 

(N / A -22% of respondents) . 
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Respondents performing their own research, include some information from friends 

and colleagues, as the two are not mutually exclusive. A potential problem when 

relying on own research when researching a breed, is the bias of the researcher. 

Someone that has been an avid Bonsmara farmer for years, should unconsciously filter 

from the information on the Drakensberger the parts that affirm his/her choice of 

breed. Similar caution should be exercised when information is gathered from friends 

and colleagues, as they will probably be biased towards their respective breeds. 

The relatively high proportion of N I A responses verifies the lack of information on the 

breed that is available. The proportion of "historical" responses at 13% mostly comes 

from farmers that have farmed with the Drakensberger in the past, but have mostly 

ceased to do so. The percentage of respondents learning about the Drakensberger at 

shows and auctions, are low at 7%. However, the majority of farmers indicated that 

they do attend shows and auctions. This raises the question of the presence of the 

Drakensberger at these events. Is it sufficient to make an impact or should the 

Drakensberger profile be raised? 

What is again interesting to note, is that no respondents have indicated their method 

of gaining information as the media. Either this points towards the Drakensberger 

media coverage being insufficient or that those respondents do not notice information 

on cattle in the media. Taking into consideration that respondents also showed a zero 

inclination of using the media when researching their own breed, the latter might be 

true. 

4.3.1.9 Role of the Drakensberger Breeders' Association and marketers of the breed 

Question: Has the Drakensberger Breeders' Association or other marketers of the 

breed ever contacted you?/ Is u a/ genader deur die Drakensberger Telersvereniging of 

ander bemarkers van die ras op welke manier om die ras bekend te stel? 
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Figure 4. 9: Marketing efforts of the Drakensberger as experienced by respondents 

Frequency that Drakensbergers were marketed directly to respondents 
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It is quite evident that the impact of direct marketing of the Drakensberger breed is 

not significant whatsoever. Respondents indicated that they have never had contact 

with any representative of the breed in 80% of responses. A total of 10% of 

respondents were contacted once or twice and the respondents being contacted 

regularly or continuously are less than 10%. 

These results indicate that if there is any direct marketing of the breed in the North 

West or Northern Free State regions, it has an insignificant reach. Although 

respondents indicated that, they also have not been contacted in any way or 

significantly by representatives of their current breed, this figure might point towards 

a marketing opportunity for the breed. 

Taking into account the current methods of gathering information by respondents on 

the Drakensberger, which is mainly through own research and friends and colleagues, 

the opportunity exits of establishing contact with current or potential cattle farmers, 

providing relevant and correct information on the Drakensberger and possibly dispel 

some myths and correct perceptions currently existing of the breed. 
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4.3. 1.10 General sentiment of respondents towards the Drakensberger 

Question: What is your general sentiment towards the Drakensberger breed? I Wat is u 

algemene gevoel om trent die Drakensberger ras? 

Figure 4. 10: General sentiment of respondents towards the Drakesnberger 
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The majority of respondents ' sentiments towards the Drakensberger, are not all bad, 

with around 33% having an average opinion of the breed and 30% responding that it is 

a good breed. Around 13% of respondents feel that the Drakensberger is an excellent 

breed, with 7% responding that the Drakensberger is a poor breed. Between 16% and 

17% of respondents have no opinion on the breed due to being too unfamiliar with the 

breed. 

The respondents that rate the breed as being excellent, have all farmed with the 

breed in the past or do currently have Drakensbergers in their herd. This phenomenon 

was also described by Bisschoff and Lotriet in 2008 as described in the literature 

survey. 

Upon enquiry, the respondents that rated the breed as poor, have limited experience 

and mostly refer to one or two observations of possibly substandard animals. 
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Respondents that rate the breed as good or average, usually know someone that 

farms with the breed and have some experience with the breed. 

The most salient feature of this set of responses is the disconcerting proportion of 

respondents that lack an opinion on the Drakensberger, due to a lack of information 

at around 17%. This illustrates the absence of a top-of-mind awareness of the breed in 

the farming community being observed. Although not everyone prefers the Bonsmara, 

all respondents know about it and should be able to form an opinion about the breed. 

This lack of knowledge on the breed is a cause of concern and should be addressed. 

4.3. 1. 1 I Influence of marketing on respondents' perception of the breed 

Question: Has marketing influenced your perception of the breed whatsoever? I Het 

bemarking op enige manier u persepsie omtrent die ras beTnvloed? 

Figure 4.11: Influence of marketing on perception of the Drakensberger 
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The majority of respondents have not shaped their perceptions on the Drakensberger 

as a result of marketing efforts at more than 60% of respondents not being influenced. 

Marginally more than 10% have been reasonably influenced, with the respondents 
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being slightly and strongly influenced being less than 10%. The N/ A proportion is at 

around 13%. 

The reasons for not being influenced by marketing, could be many and diverse. The 

distilled message is that it does not influence respondents regarding the 

Drakensberger and this points towards the current Drakensberger marketing messages 

either not reaching farmers or not having any impact. However, these reasons need to 

be established in order for the Drakensberger Cattle Breeders' Association to devise 

an effective marketing plan, reaching a high proportion of the target market and 

having the desired impact. 

From personal experience: the author has travelled through the North West province 

rather extensively. Advertisements were observed for the Bonsmara, Angus and 

Simmentalers beside the road and in local newspapers. The only Drakensberger 

marketing instrument of the Drakensberger was seen on entering and leaving Vryburg, 

to an extent lost amongst the numerous related signages observed. 

4.3.1.12 Respondents ' propensity tofarm with the Drakensberger 

Quest;on: Have you ever considered farming exclusively with the Drakensberger? I Het 

u a! oorweeg om uitsluitlik met die ras te boer? 

Figure 4.12: Respondents' inclination to farm with the Drakensberger 
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The proportion of respondents indicating that they have never considered farming 

with Drakensbergers, is alarmingly high at around 83%. Respondents indicating that 

they have considered it sometimes, are quite scarce at 10%. Considering farming with 

the Drakensberger regularly or continuously by respondents, are almost non-existent 

at less than 5% for each of the categories. 

The proportion of respondents indicating that they have never considered farming 

with the Drakensberger, although high, includes a large proportion of respondents 

that have not considered the breed due to a lack of knowledge on the breed. This is 

to an extent in the control of the marketers of the breed and might change in the 

future. 

Although these results might seem to be spelling doom and gloom for the marketers of 

Drakensbergers, this is not necessarily the case. Many farmers, being established in 

their current breed have simply not considered other options yet. Creating awareness 

amongst farmers of the advantages and disadvantages of the breed, coupled with 

some success stories, might change this outlook significantly. 

Respondents that consider farming with the Drakensberger regularly or continuously, 

have good reasons to do so. These staunch supporters of the breed could act as 

ambassadors for the breed and aid the marketing efforts if managed in the correct 

manner. 

72 



4.3. 1.13 Drakensberger bulls used for cross-breeding 

Questjon: Have you ever considered using the bulls for cross-breeding? I Het u a/ 

oorweeg om die bulle vir kruisteling te gebruik? 

Figure 4.13: Proportion of respondents considering Drakensberger bulls for cross 
breeding 
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The results on this question are clearly summarised in the graph. Drakensberger bulls 

are not considered good cross-breeding material, even by respondents that will 

consider farming with the breed. The reason for this is unclear, although the 

Drakensberger being considered as a very good maternal animal, might result in the 

bulls not being the sex of choice in the breed. 

However, according to Dr Johan Fourie in his interview, getting bulls used as cross

breeding material, is an important part of introducing t he breed to farmers in the 

North West and displaying the breed 's positive attributes. By introducing bulls that 

sire numerous calves with more than one cow, assuming the bull is of superior quali ty, 

the traits of the Drakensberger should be displayed in many calves. Farmers will 

experience first-hand the advantages and disadvantages of the breed and will at least 

be able to make an informed decision, not one originating only from anecdotes. 

As stated previously Drakensberger bulls are competitively priced when compared to 

breeds such as the Beran and Bonsmara. Therefore the cross-breeding might be more 
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attractive to a borderline Drakensberger farmer than having to replace a large part of 

his/her herd with thoroughbred Drakensbergers. 

4.3.1.14 Reasons preventing respondents fromfarming with Drakensbergers 

Question: What would prevent you from farming with the breed? I Wat keer u om met 

die ras te boer? 

Figure 4.14: Respondents' reasons for not farming with the Drakensberger 
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Respondents' reasons for not farming with Drakensbergers, is heavily biased towards 

the colour of the breed. The perception that a black animal is more sensitive towards 

heat, has a strong influence on respondents, with around 26% indicating the black 

colour the reason for not choosing to farm with the Drakensberger. The most selected 

reason for not selecting the Drakensberger to farm with, is also the colour, but not 

due to heat sensitivity. It is well-known that red cattle is the chosen colour of animals 

for farming in South Africa. The respondents affirmed this with 32%, indicating that 

they do not choose the Drakensberger due to its not being red . The colour as a reason 

for not choosing a breed, is a choice not based on scientific evidence, but rather on 
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ingrained perceptions and anecdotal evidence. Unfortunately these perceptions 

influence purchasing decisions of farmers to the detriment of the Drakensberger. 

Another reason for not choosing the Drakensberger based mostly on perceptions, is 

the perceived poor performance and weight gain of the breed in feedlots. Although 

instances of this poor performance have occurred in the past, it is not the case in the 

majority of instances. Another aspect to be considered in this response, is that black 

animals are difficult to distinguish in a crowded environment, for example a feedlot. 

This confusion during identification of animals could also lead to perceptions that the 

Drakensberger does not fare well in feedlots. 

Around 12% of respondents indicated that they do not consider the Drakensberger as 

the animal of choice, due to not knowing the breed. This phenomenon has been 

indicated in responses to other questions as well. Respondents indicated that they 

perceive the breed as unpopular with subsequent low demand for the animals in 6% of 

responses. This could in some cases count as an advantage, depending how vertically 

integrated the farmers' operations are, but for the typical commercial cattle farmers 

this is of concern. 

Other reasons for the Drakensberger not being popular to farm with include: 

• Initial perceptions of weaning weight being low 

• Marketability not on par with that of other breeds 

• Perceived comparatively low growth rates - which relates to performance in 

feedlots, as discussed previously. 

• Some respondents indicated that the Drakensberger is not a speciality beef or 

milk breed. This perception might result in pure meat farmers steering away 

from the breed. 

• The Drakensberger is not currently a part of the farmers ' breeding program. 

• The area where the respondents are farming is not suitable for the 

Drakensberger. 

• Ticks stick to the Drakensberger more easily than they stick to the farmers' 

current breed. 

What is once more interesting to note, is that the price paid for the animal and the 

price received, did not elicit a single response from the farmers. 
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4.3. 1.15 Awareness of Drakensberger outstanding traits 

Question: Are you aware that the Drakensberger fares exceptionally well in terms of 

profitability, resistance to ticks, fat distribution and maternal properties? I Is u bewus 

dat die Drakensberger volgens studies baie beeste in die skadu stet in terme van 

winsgewendheid, bestandheid teen peste, temperament, mortaliteit, vetverspreiding, 

moederseienskappe en inheemsheid? 

Figure 4.15: Awareness of respondents of Drakensberger positive traits 
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The awareness of respondents of the Drakensbergers' areas of above average 

performance, is spread evenly. Respondents not being aware of these areas, for 

example maternal properties, fat marbling and profitability at all, are 33%. This result 

corresponds with a large proportion of respondents not being familiar with the breed 

at all. 

Respondents that are slightly and somewhat aware, occur at 30% and 20% 

respectively. These respondents know that the Drakensberger has something to offer, 

but many still prefer not to farm with the breed due to various reasons discussed 

previously. The source of this awareness is, as indicated, mostly own research 

performed by farmers that seldom includes personal observations of the breed over 
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an extended period. Such observations might swing borderline potential 

Drakensberger farmers to considering the breed more strongly. 

Around 17% of respondents are strongly aware of the positive aspects of farming with 

and selling Drakensbergers. However, some still do not see the Drakensberger as their 

breed of choice due to ingrained beliefs and seemingly insurmountable hurdles. 

Farmers that are strongly aware of the reasons to choose the Drakensberger, but still 

prefer other breeds, might be difficult too convince otherwise. 

4.3. I .16 Awareness of re!)pondents of studies performed to dispel unjustified perceptions of the 
Drakensberger as one of the objectives 

Question: Are you aware of studies that some of the leading universities are doing 

where they compare some cattle breeds, including the Drakensberger, in terms of heat 

resistance, resistance to ticks and feedlot performance? I Is u bewus van navorsing 

wat gedoen word deur leidende universiteite insake beesrasse en het u vertroue in die 

navorsing? 

Figure 4.16: Awareness of respondents of studies, including the Drakensberger, as 
peformed by universities 
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The awareness of respondents of studies conducted by universities, is evenly 

distributed, with respondents being strongly aware at 17% and respondents being 

reasonably aware, at 33%. Respondents being not at all aware and slightly aware, lie 

at 27% and 23% in that order. 
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As many of the negative perceptions of the Drakensberger, for example the breed's 

perceived sensitivity to heat, are being researched scientifically and disproved in 

most cases, it is imperative that this research is made known to the target farming 

market. Valuable resources are invested in performing these studies by various 

stakeholders, but the research remain academic if not communicated and 

implemented as and when required. 

4.3. 1. 17 Perceived value of research by respondents 

Question: Do you think this research is valid and adds value to what happens in 

practice? I Dink u die navorsing is geldig en voeg waarde toe in praktyk? 

Figure 4. 17: Perceived practical value of research on cattle breeds by respondents 
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It appears that respondents have reasonable faith in research performed by 

universities and its application in practice. Around 44% believe in the value of the 

research to a reasonable extent, with only around 3% not believing the research 

whatsoever. This is quite encouraging to the Drakensberger marketer, as research is 

already available that might put the breed in a more positive light than is currently 

the case with the respondents. 

Some concerns raised by the f armers concerning the research , are that it was not 

conducted in the North West. Another concern is, that Drakensbergers were in some 
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cases not compared to directly comparable animals, for example the Charolais, which 

is a large-frame imported breed and the Drakensberger is a smaller-frame indigenous 

breed. However, it appears that the research is accepted reasonably well by the 

farmers and this should be leveraged where possible. 

4. 3. 1. 18 Detailed analysis: Bonsmara and Simmentaler 

As it stands, the Bonsmara is the most popular breed in the areas under discussion. 

The second most popular is the Simmentaler. Therefore these two breeds are, at first 

glance, the most serious competition for the Drakensberger. 

Judging by the responses, it appears that the most featured reason for not choosing to 

farm with the Drakensberger, is the colour, due to perception that a black colour 

results in heat stress and for black not being red. The top three reasons why the 

farmers of these two breeds choose not to farm with the Drakensberger, is 

summarised in figure 4.18 below. 

Figure 4. 18 Major reasons for Bonsmara and Simmentaler farmers not choosing 
Drakensberger as a breed 
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In the author's opinion the figure above captures the essence of the study. It 

describes the reasons why 80 - 90% of almost 50% of cattle owners (the proportion 

that farms with Bonsmaras and Simmentalers) do not choose to farm with 

Drakensbergers. 

79 



What is striking, is that the reasons are based on perceptions and lack of knowledge in 

around 86% of the cases. The breed being unfamiliar, accounts for between 12 and 

21 % of the reasons. Of Bonsmara owners, 22% avoid the Drakensbergers due to the 

black colour that is perceived to make the animals more susceptible to heat stress. 

Simmentaler owners present this reasoning around 25% of the time. This perception 

has been dispelled through scientific research that has been published, yet the stigma 

remains. 

Bonsmara owners prefer not to farm with the Drakensberger, due to its not being red 

43% of the time and Simmentaler farmers 50%. The red colour being the more popular 

choice has been described previously and is to a certain extent an autocatalytic 

phenomenon. The more popular the red animals, the more popular they will become 

due to the perceived higher market value of these breeds. The task of the 

Drakensberger marketer is to encourage current and potential farmers do look past 

these perceptions and to make rational and informed choices on the Drakensberger. 

4.3.2: General comments of respondents not captured in the analysis in 4.3.1.1 -
4.3.1.18 

Due to the method of completing questionnaires of the author via personal interviews 

with respondents, some general deliberation about cattle farming and the 

Drakensberger took place. Some of the general discussions were incorporated in the 

results already presented, but some are presented below, with discussions where 

applicable. 

1. The Drakensberger is a good breed under the correct circumstances 

This comment has featured with numerous farmers. The perception exists that the 

Drakensberger is not suited to the North West and Northern Free State. Respondents 

were of opinion that Drakensbergers are more suited to the areas in which it currently 

enjoys popularity - the Mpumalanga highveld and parts of natal and the Free State. 

Research has indicated that the Drakensberger should fare well in conditions in the 

North West and this should be more widely publicised. 
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2. The Boran is chosen due to its being a grass- and leaf-eater, as well as being 

cold and heat resistant 

The Drakensberger being a successful leaf-eater or not was not part of the scope of 

this study, but might be elaborated on in subsequent work. Indications are that the 

Drakensberger is also quite tolerant to temperature extremes and therefore, this 

should not count against the breed. 

3. The Baran is an aesthetically pleasing breed, modern in South Africa and has 

good group instinct to protect calves 

In the case of being aesthetically pleasing, beauty is in the eye of the beholder. It is a 

matter of personal taste. In terms of the group instinct, this aspect was not 

researched in the Drakensberger. 

4. Farmers prefer a breed that has broad cows 

The Drakensberger is a medium-frame breed and should not be penalised on this 

account. 

5. Red animals are beautiful and fetch higher market prices 

This aspect has been discussed in previous paragraphs, but the fact remains, due to 

the red animals being seen as more beautiful, they command higher prices in general 

and are therefore, more popular. 

6. Respondents are swayed by the Bonsmara due to many reasons, one of which is 

the extensive research that has been conducted in developing the breed 

The Bonsmara has indeed been rigorously developed for South Af rican conditions and 

this is a competitive advantage of the breed. 

7. When selling meat it should be more profitable to pay a lower price for a breed 

that will result in similar expenses than a more expensive breed 

This aspect has been touched upon previously in this study. This might be of 

advantage to the Drakensberger, which has a relatively low purchase price when 

compared to breeds like the Bonsmara and Baran. 
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8. The Drakensberger marketing efforts have focused mainly on White farmers in 

the past 

The sentiment was that Black farmers might have felt excluded from the marketing 

efforts in the past. This might not be a major reason for the current relative low 

popularity of the breed in the North West, but it is an important consideration in 

future. Land redistribution should result in a rising Black farming community which 

will make important purchasing decisions in years to come. 

9. Bonsmaras are sought after by feedlots and they fare well in these feedlots 

As stated previously, a perception exists that the Drakensberger does not fare well in 

feedlots. This perception has also been dispelled through scientific research and this 

development should be made known to the market. 

10. Important to consider a breed that fares well when receiving supplementary 

feed which is expensive 

It has been indicated that the Drakensberger is able to sustain itself well on the veld 

and have a good feed conversion ratio, therefore it should also fare well in this 

criterion. 

11. It is important for farmers to like the breed that they are farming with to 

achieve success 

This sentiment has been echoed by numerous farmers. It is not necessarily something 

within the marketer's control, although the marketer can inform and educate 

farmers on the breeds in order to quell dislikes based on incorrect perceptions. 

12. Heavy cattle struggle when being herded through thick sand. Smaller frame 

animals like the Drakensberger, has an advantage in this respect 

This is a very specific requirement applicable to farmers that have the type of land 

abundant with sand. This will probably make the Drakensberger more alluring to only 

a few farmers. 
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13. Farmers need to personally farm with a breed in order to evaluate it properly 

Numerous farmers have indicated this to be true. It poses a challenge to the 

marketer of the Drakensberger, as farmers are reluctant to spend money on 

experimental ventures. Innovative ways to demonstrate the Drakensberger are 

required. 

14. In any research conducted, the Drakensberger should be compared to other 

small-framed animals for example the Nguni, Tuli and Afrikaner and should be 

specific to an area 

This suggestion is not always practical, as many of the smaller-frame animals do not 

enjoy a significant market share, which might reduce the value of the research. 

Research facilities are also not available in all types of environment, therefore 

scientific extrapolation of data is sometimes required to draw at least directional 

conclusions. 

15. The type of feed a farmer has available, dictates the choice of cattle breed 

The Drakensberger has demonstrated to be able to effectively utilise a range of feed, 

for example natural grazing and feedlots , therefore this should not count against the 

breed. 

16. Black animals are not good work animals 

This should not be of major concern to marketers, even if true, due to working 

animals having been largely replaced by mechanised means, except in the case of 

subsistence farmers. 

17. Meat production and quality are the most important parameters for farmers 

The Drakensberger fares well in this aspect, especially in terms of meat quality, 

therefore this requirement might count in favour of the Drakensberger. The 

Drakensberger has also been indicated as having very tender meat. 
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18. The Drakensberger is not a speciality breed - in between meat and milk 

This aspect has not been researched in this study. However, milk production has been 

indicated as very important even to cattle farmers. 

19. Drakensberger has a good carcass 

This might count in favour of the Drakensberger when cattle is being sold in carcass 

form to butchers. 

20. Has considered Drakensbergers as embryo carriers 

This aspect has not been covered in this paper, but could warrant additional research 

as a potential market for the breed. 

21. Drakensbergers handle drought well and gives birth easily 

These advantages of the breed are described under the breed hardiness and maternal 

properties. 

22. A farmer that is also involved in cattle auctions, has indicated that the 

demand for Drakensbergers is increasing in the Vryburg area 

This is encouraging for the breed, and considering that the Vryburg area is one of the 

major cattle markets is South Africa, this might not be only a fleeting phenomenon. 

23. A specific breeder introduced Drakensbergers of inferior quality in the 

Vryburg area years ago. This has shaped the perception of the breed negatively in 

the area 

This occurence goes to show how important it is for the breed and the brand to 

always market top quality animals. The knock-on effect of a single short-term 

decision is enormous. 

24. General comment: Many farmers have indicated that they welcome this type 

of research and feedback. They have also indicated that they would like to gain 

more insight into the Drakensberger breed 
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These are encouraging signs for the Drakensberger Cattle Breeders' society. It 

indicates that farmers do not reject the breed in principle and that a fertile breeding 

ground exists for applicable and focused promotion efforts and PR for the 

Drakensberger. 

4.4 Summary 

Chapter 4 describes the results gained from the study. It is evident that the 

Drakensberger is not popular in the regions described and the reasons are mainly lack 

of information and the black colour of the breed. 

The information was mainly gathered from farmers that farm with mainly other 

breeds than the Drakensberger. Although most of the data is semi-quantitative and 

give indications pertaining to trends in the industry, some of the most valuable 

information resulted from open-ended questions with qualitative discussions with 

farmers. In any business, it is the numbers that matter, but in the case of perception 

management the 41Why" question becomes important to address, as has been 

addressed in chapter 4. Chapter 5 concludes the study and presents some 

recommendations from the author. 
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CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS 

5.1 Introduction 

In this chapter conclusions are drawn from the results presented in chapter 4. The 

problem statements and objectives discussed in Chapter 1 are discussed in turn. The 

chapter ends by making some recommendations to the marketers of the 

Drakensberger cattle breed to sustain the viability of the breed and to improve the 

popularity of the breed in future. 

5.2 Conclusions 

The following conclusions are drawn from this study, referring to the objectives 

defined in Chapter 1. 

5.2.1 Primary Objectives 

1. Establish what the sentiment is of cattle farmers in the North West area towards 

the Drakensberger breed on cattle and mixed farms. 

Conclusions 

• The general sentiment of cattle farmers in the North West of the 

Drakensberger is average to below average. 

• Farmers in the North West and Northern Free State predominantly choose 

the Bonsmara breed to farm with, followed by the Simmentaler. 

• The Drakensberger ranked fourth out of eight breeds as choice of breed in 

the North West according to respondents at around 10% of farmers keeping 

Drakensbergers. 

2. Establish why farmers, if applicable, prefer other breeds to the Drakensberger -

what are the attributes why farmers choose their specific breeds? 

Conclusions 

• Evidence indicates that farmers in the North West and Northern Free 

State do not choose the Drakensberger due to perceptions. 

• The majority of respondents indicated that they prefer not to farm with 

the Drakensberger due to the breed being black. Perceptions still exist 
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that due to the black colour, the breed suffers from heat stress. The 

other reason for not choosing a black breed, is due to the larger 

popularity of red cattle in South Africa. 

• A large proportion of farmers do not have adequate knowledge of the 

breed in order to make an informed decision whether or not to use it on 

their farms. 

• Many respondents indicate that they think that the Drakensberger is not 

suitable for the North West area, but indicated that it is a good breed 

under the right conditions. 

• Respondents did not indicate that they feel that there is a fundamental 

flaw with the Drakensberger. The existence and management of 

perceptions are partly to blame for the breed not being very popular. 

• If correctly pitched, the Drakensberger has the potential to gain 

significant market share in the regions studied in the investigation. 

3. Establish whether parties with stakes in the Drakensberger are making inroads 

into the North West Province. 

Conclusions 

• Judging by the relative unpopularity of the Drakensberger, it does not seem 

if the Drakensberger has gained significant market share in the North West 

and Northern Free State. 

• Isolated responses from farmers indicated that the Drakensberger is gaining 

market share in the Vryburg area, but this has not been confirmed. 

5.2.2 Secondary Objectives 

1. Establish exactly what the competitive advantage of the Drakensberger breed is 

and how it is marketed to the farming community. 
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Conclusions 

• The Drakensberger is a good "all-rounder" cattle breed. It offers all the key 

success factors of a successful breed. 

• The Drakensberger stands from the crowd in terms of value for money and 

maternal properties. 

• Due to the breed being well-established and successful in key areas, but not 

very popular in the North West region at this stage, it offers large growth 

potential. 

2. Establish what the current marketing strategy of the Drakensberger Breeders 

Association is and make recommendations to improve the strategy if applicable. 

Conclusions 

• The current target market of the Drakensberger appears to be mainly White 

and established farmers. 

• At this stage the Drakensberger competes quite strongly with other breeds in 

terms of price. 

• The Drakensberger is being positioned as "The Profit Breed". This attribute did 

not seem to carry a large weight amongst farmers, but rather intrinsic cattle 

properties that lead to profit. 

• The presence of the breed and marketing efforts of the breed in the North 

West region is not very strong. 

• Many respondents have barely heard of the breed - this indicates one aspect of 

a potential growing market for the breed in the region. 

5.2.3 General Conclusions 

Conclusions not specifically linked to the study objectives are the following: 

• Farmers are interested in getting to know the Drakensberger better, which is 

encouraging to the breeders' association. 

• Respondents feel that cattle are to a large extent area-bound. According to 

respondents, the North West is not the optimum area for the Drakensberger. 
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• Personal taste is a very significant influence in a farmer's choice of breed. 

Many respondents indicated that a farmer has to love a breed to make it 

successful on his farm. 

• It was surprising to the author that the red cattle colour carries such a 

premium, according to the respondents. Even in the case where a non-red 

breed could offer better qualities, a red breed is still preferred. 

• Farmers that have ventured into farming with Drakensbergers, have only praise 

for the breed. This indicates that as soon as a minimum critical mass of 

Drakensberger farmers are reached, potential exists for strong market share 

growth from the breed. 

5. 3 Recommendations 

Recommendations are presented under the following headings - Recommendations to 

improve the marketing strategy and general recommendations. 

5.3.1 Recommendations to improve the marketing strategy 

The four aspects of the marketing mix are discussed in turn. 

5.3. 1.1 Product 

As indicated by the literature survey and by the respondents, the product meets the 

criteria to be successful. The black colour of the breed is an attribute not possible to 

change and perceptions around it can and should be managed. However, extreme 

care should be exercised to promote only excellent quality animals, as it has been 

demonstrated that poor quality animals can tarnish the breed and brand, with far

reaching consequences. 

5.3. 1.2 Price 

The Drakensberger is well-priced for current market conditions. The good value for 

money of the breed is currently one of the competitive advantages of the breed and 

the breeders' association should not couple an image of exclusivity to the breed by 

charging premium prices. When demand picks up adequately the pricing strategy 

could be revised to find the new balance of supply and demand. 
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5.3. /. 3 Place/Distribution 

Currently the Drakensberger is not well-distributed in the North West region due to 

the relative low market share the breed commands. The distribution should at this 

stage not drive the market, but potential sellers of the Drakensbergers should be able 

to distribute animals effectively and efficiently when the need arises. 

5.3. 1.4 Promotion 

The promotion aspect of the marketing strategy is where the most significant 

potential and potential for improvement exist. From the study, it is clear that the 

presence of the Drakensberger in the minds of people in the North West people is 

quite low. Another aspect of the image of the breed is, that it is quite often 

influenced by age-old perceptions originating from numerous sources that are rarely 

scientifically valid. The marketing strategy in terms of promotion could at this stage 

also be described as somewhat reactive. A more proactive approach should be 

incorporated into the current strategy. The following specific actions are suggested. 

• Farmers lack information on the Drakensberger in order to make purchasing 

decisions. Provide this information. 

• Make available resources to expel the perception that black cattle suffer from 

heat stress. Efforts in this regard have been made, but more than isolated 

media articles are required . 

• Tangible examples of Drakensberger success stories are required in the North 

West region. This could be provided by "seeding" some Drakensberger animals 

on selected high profile farms, even if it means that these animals have to be 

provided at cost price or at a loss. Farmers are not easily swayed by paper 

evidence and such a venture could afford the farmers an opportunity to see the 

animal and its performance in the flesh. 

• Although expensive in some cases, direct marketing of the breed should be 

considered. Many respondents are aware of the Drakensberger, but do not 

delve deeper, due to inaccessible or overly technical information provided. 

When visiting respondents, farmers asked for more information on the breed 

and in general, are open for receiving information. 

• The presence of the breed should be increased in the region in terms of visible 

advertising and the media. The author observed a strong Bonsmara and 
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Simmentaler presence in terms of signage and in the regional news. The 

Drakensberger did not have that presence. 

• The Drakensberger Breeders' Association should engage with local and national 

government and other stakeholders in the cattle industry in order to determine 

the long- and medium-term direction of cattle farming in South Africa. Taking 

into account forthcoming information, the Drakensberger marketers should 

position the breed in order to meet current and future marketing trends. 

• Some evidence exists that the type of meat the Drakensberger delivers, is 

sought after in international markets, for example Australia and the USA. This 

potential should be investigated and leveraged, if feasible. The black colour of 

the breed will count in its favour, especially in the USA market. 

5.3.2 General Recommendations 

• Credible farmers that are part of the rural friends and colleague's network, 

should be convinced about the positive experiences of farming with 

Drakensbergers. One of the strongest influences of perception amongst farmers 

is their networks and this should be leveraged. 

• Conduct small-scale studies in the North West, specifically to dispel myths on 

heat stress, feedlot performance and the like. Publish the findings widespread. 

• Allow farmers that do farm with Drakensbergers and experience problems to 

get fast and efficient assistance from breed experts. This could avoid isolated 

inferior quality animals and similar occurrences to inflict damage on an already 

fragile breed image. 

• The breeders' association should devise a feasible action plan to obtain the 

funds to finance some of the promotion activities. Lack of funding is a 

significant obstacle for the building of the breed image, but it is essential for 

the long-term sustainability. Stop running alongside the bicycle. Take the time 

to come to a standstill, get on and progress at a more acceptable pace. 

• The Drakensberger breeders should make a conscious effort to target the next 

generation of farmers (students and farmers in training). Their views and 

perceptions are generally less ingrained and they will probably be more open to 

conviction to consider the Drakensberger. 
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Summary 

In summary, the study comprised the following: 

In Chapter 1 an introduction to the topic was given. The reasons for deciding on the 

topic were described as being the relative unpopularity of the Drakensberger breed 

and the reasons for this. 

In Chapter 2 the literature was surveyed and cattle farming in general discussed. 

Several cattle breeds popular in South Africa were discussed briefly and the 

Drakensberger breed was discussed in some detail. Attributes of the breed and 

perceptions regarding the breed were also discussed. The current marketing strategy 

for the breed is briefly summarised. 

Chapter 3 describes the research methodology and the way of conducting the 

empirical research. The research was mainly conducted by interviewing cattle 

farmers about their preferences and the reasons for these preferences. 

Chapter 4 discusses the results from the research in some detail and point ouit trends 

and reasons for the choices that farmers make in terms of cattle farming. Some open

ended questions and answers provide some feedback into personal tastes of farmers. 

In Chapter 5 conclusions is drawn from the data and results and recommendations are 

made to advance the breed in future. 
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APPENDIX 

Appendix A: Questionnaire 

Vraelys: Drakensberger persepsles dissertasie 

Naam: 

Distrik: 

Ouderdom: 

Agtergrond 

Met walter beesraslse boer U? 

2 Boer u intensief (stoetery of voerkraal) of ekstensief? 

[ lntensief IEkstensief 

3 Maak u gebruik van kruisteling? 

2 3 4 
U~slu~lik Meesal Soms Nooit 

4 Wat het u laat besluit om met u huidige ras te boer? 

[Histories IEie navorsing Pnligting verkry va_r1_skoue_. veilings ens. 

[lnligting van vriende/kollegas I IMediareklame 

lAncer I lspesifiseer 

5 Wat, volgens u, maak u ras die beste om mee te boer? 

Prys (betaal) 

IMortaliteit @ewildheid IWins/opbrengs IDiefstal 

IVeldvermoo Ivov IMoederseienskaB Ivleiskwal~eit 

[Ander fspesifiseer 

Orakensberger 

6 Hoe bekend is u met die Drakensberger beesras? 

2 3 4 
Glad nie Bie~ie Aedelik Goed 

7 Waar het u van die ras te hore gekom en inligting ingesamel? 

[Histories IEie navorsing pnligting verkry van skoue, veilings ens. 

Pnligting van vriende/kollegas I I Mediareklame 

IAnaer I lspesifiseer 
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8 Is u at genader deur die Drakensberger Telersvereniging op welke manier om die ras bekend te stet? 

2 3 4 
Nooit Soms Gereeld Knaend 

9 Wat is u algemene gevoel omtrent die ras? 

Swak 
3 

Uitst:kend I Goed 

10 Het bemarking op enige manier u persepsie omtrent die ras bel nvtoed? 

2 3 4 
Glad nie EHens Redelik Sterk 

11 Het u at oorweeg om uitsluitlik met die ras te boer? 

2 3 4 
Nooit Soms Gereeld Van plan 

12 Het u at oorweeg om die bulle vir kruisteling te gebruik? 

2 3 4 
Nooit Soms Gereetd Van plan 

13 Wat keer u om met die ras te boer? 

lPrys (betaal) lPrys (ontvang) IOnbekend aan u I 

[Ktellriwarm) jvoerkraatprestasie longewitd 

jAnder Jspesiliseer 

14 Is u bewus dat die Drakensberger volgens studies baie beeste in die skadu stet in terme van winsgewendheid, 
bestandheid teen peste, temperament, mortaliteij, vetverspreiding, moederseienskappe en inheemsheid? 

2 3 4 
Glad nie Ellens Redetik Sterk 

15 Is u bewus van navorsing wat gedoen word deur leidende universiteite insake beesrasse en he! u vertroue in die navorsing? 

2 3 4 
Glad nie EHens Redelik Sterk 

16 Algemene gesprek oor die Drakensberger (oop vraag) 
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Questionnaire: Drakensberger cattle 

Name: 

Distrlel: 

Background 

Age: 

<30 
30-39 
40-49 
50-59 
60 and above 

2 With which cattle breed do you farm? 

Bonsmara 
Simmentaler 
Santa Gertrudis 
Baran 
Sussex 
Drakensberger 
Afrikaner 
Angus 
Brahman 
Simbra 
Other 

3 Are you farming stud or commercial or both? 

Stud 
Commercial 
Both 

4 Do you make use of cross-breeding? 

Exclusively 
Mostly 
Seldom 
Never 

5 Where did you gather information from your current breed? 

Historical 
Own research 

Shows and auctions 

Friends/colleagues 
Media 
Other 

6 According to you, what makes your breed the best to farm with? 

Ferti ty 
Hardiness 
Price paid 
Price received 
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Drakensberger 

7 How well do you know the Drakensberger breed 

Not at all 
Somewhat 
Reasonably well 
Expert 

8 Where did you hear about the breed and gathered information? 

Hystorical 
Own research 
Shows and auctions 
Friends/colleagues 
Media 
N/A 
Other 

9 Has the Drakensberger Breeders Association or other marketers of the breed ever contacted you? 

Never 
Once or twice 
Regularly 
Continuously 

10 What is your general sentiment towards the breed? 

Poor 
Average 
Good 
Excellent 
No opinon due to lack of information 

11 Has marketing influenced your perception of the breed whatsoever? 

Not at all 
Slightly 
Reasonably 
Strongly 
N/A 

12 Have you ever considered farming exclusively with the Drakensberger 

Never 
Sometimes 
Regularly 
Continuously 

13 Have you ever considered using the bulls for cross-breeding? 

Never 
Sometimes 
Regularly 
Continuously 

14 What would prevent you from farming with the breed? 

Price paid 
Price received 
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