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1 INTRODUCTION 
 

Dear Student 

We would like to take this opportunity to welcome you to this revised module, Strategic Planning 
(MNG3701) in the 2015 academic year. In this module you will learn the art of strategic planning 
in a complex business environment. As such, you will be referred to strategy formulation in 
single business organisations in both the private and public sectors. We hope that you will find 
the module interesting and that you will gain valuable theoretical knowledge and have the 
opportunity to apply strategic management concepts in practical situations.  

Repeating students must take note that the contents of the module, the study guide, and the 
prescribed textbook have changed significantly. These changes have been implemented 
because the whole module was reviewed in order to incorporate contemporary strategic 
management content using the latest resources in your study material. In addition, you will be 
introduced to case studies in your formative assessments (assignments). Hence multiple-choice 
questions will no longer be used as a form of formative assessment. The use of case studies is 
in line with summative assessment (examination). 

Strategic Management consists of two modules: Strategic Planning (MNG3701) and Strategy 
Implementation and Control (MNG3702). This module, MNG3701, precedes MNG3702, which 
means that MNG3702 builds on this module. Whereas Strategic Planning basically focuses on 
all the issues involved in strategy formulation, Strategy Implementation and Control involves the 
execution of the strategic plan, as well as effective strategy evaluation and control.  

This is the first tutorial letter for this module. The purpose of this tutorial letter is to: 

• introduce you to the concepts of strategy, strategic management and strategic planning 

• provide information on the programme and our approach to this module 

• provide information on the requisite learning materials and tutorial matter 

• inform you about your lecturers and their contact information 

• list the compulsory assignments that have to be submitted during the semester as well as 
the self-assessment assignments that you have to attempt on your own 

This Tutorial Letter (TL101) contains vital information on the module outcomes and the learning 
units for this module. It also provides essential information on the prescribed book, and how to 
obtain it. It is imperative for you to read this tutorial letter carefully and use it in conjunction with 
the prescribed book and the learning guide. During the course of the semester you will receive a 
number of tutorial letters. These tutorial letters will contain crucial information on the 
assignments. Some will contain model answers providing feedback on the assignments, 
improvement areas and how to communicate with the University.  

Remember, before you schedule a meeting or pick up the telephone, first consult the brochure, 
my Studies @ Unisa, myUnisa, and this tutorial letter (TL101). You may be pleasantly surprised 
to find that one of these three resources will contain the answer you are looking for. Should you 
still have a question, you are most welcome to contact us for assistance. If you have any 
academic queries, do not hesitate to contact us and we will work together to clarify your 
understanding of MNG3701. 
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Since this is a blended module comprising of both printed and online materials, you need to use 
myUnisa to study and complete the learning activities for this course. You also need to visit the 
websites on myUnisa for MNG3701 regularly. Depending on your registration period, the 
websites for your module is MNG3701-15-S1 and MNG3701-15-S2, for the first and second 
semesters, respectively. . 
 
We would like to wish you every success in your academic efforts and we are looking forward to 
meeting you on the myUnisa forum. 
 
 
2 PURPOSE OF AND OUTCOMES FOR THE MODULE 

2.1 Purpose 

Students who complete this module can critically evaluate the competitive strategic choices of a 
business and can explain the complexity of these processes in dynamic and changing 
environments. 

In this module you will learn about strategic planning in a complex, volatile and increasingly 
competitive business environment. As such, you will be referred to strategic formulation in single 
business organisations in both the private and public sectors. 
 

2.2 Specific outcomes and assessment criteria 

There are several outcomes that you need to master on completion of the module: 

Specific outcome 1: Explain strategic management as an innovative approach to 
managing organisations. 

 
Assessment criteria 

• Define strategy, strategic planning and strategic management. 
• Illustrate and explain the strategic management process. 
• Explain the rationale for new perspectives on strategy. 
• Explain the nature of strategic decisions. 
• Describe the different levels of strategy in organisations. 
• Explain the importance, benefits and risks of strategy. 
• Describe the tests for a winning strategy. 
 

Specific outcome 2: Have a sound understanding of and insight into the traditional 
process perspective as well as the more recent strategy-as-practice 
approach to strategic management, strategising and the role of 
strategists in strategic management. 

Assessment criteria 
• Explain the traditional process perspective on strategic management. 
• Explain the importance of strategic thinking and strategic direction setting in strategic 

planning and strategic management. 
• Criticise the traditional process perspective on strategic management. 
• Differentiate meaningfully between deliberate and emergent strategies as a basis for 

strategic decision making and strategising. 
• Explain strategy-as-practice as an effective approach to managing new strategic realities. 
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• Explain the concept of strategising and the role of strategists and managers in the 
context of strategy-as-practice. 

 

Specific outcome 3: Explain the role and strategic importance of analysing an 
organisation's broad or macroenvironment and its task or industry 
environment as part of its strategic planning process. 

 
Assessment criteria 

• Explain the structure of the external environment that organisations have to deal with. 
• Explain the strategic importance of analysing the external environment. 
• Discuss the relevant macroenvironmental factors and forces. 
• Explain the need for macroenvironmental analysis in strategy formulation. 
• Explain the various methods for macroenvironmental analysis. 
• Explain the term “industry” in the context of the external environment. 
• Analyse the structure, dynamics and attractiveness of industries. 
• Identify the impact of industry forces on profitability. 
• Describe the importance of and approach to competitor analysis. 

 
Specific outcome 4: Have a sound understanding of the internal analysis of an 

organisation's strengths and weaknesses, its resources, capabilities 
and competencies as sources of competitive advantage, and the 
relationship between its competitive advantage and its strategy. 

 
Assessment criteria 

• Describe the importance of internal analysis in identifying organisational strengths and 
weaknesses for strategy formulation. 

• Describe an organisation's strategic resources, capabilities and competencies. 
• Explain resources, capabilities and competencies as sources of sustainable competitive 

advantage. 
• Explain how the value of resources, capabilities and competencies is appraised. 
• Explain the role of the resource-based view in internal analysis. 
• Explain the use of the value chain in internal analysis. 
• Explain the concept of sustainable competitive advantage. 

 
 

Specific outcome 5: Have an understanding of the prevailing institutional and external 
environments for business in Africa as well as of the strategies for 
emerging markets in general and markets in Africa in particular. 

 
Assessment criteria 

• Explain the structure of the external environment that organisations have to deal with and 
the institutional environment of Africa in broad terms, with specific reference to the 
African Union (AU) and the Southern African Development Community (SADC). 

• Explain the external environment relating to Africa as a frame of reference for doing 
business in Africa. 

• Identify and explain the drawbacks and obstacles in doing business in Africa. 
• Compare the approach to strategy and strategic management in emerging economies to 

the approach in the developed world. 
• Describe suitable approaches for strategies in emerging markets in general and markets 

in Africa and sub-Saharan Africa in particular. 
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• Explain the role of governments in enhancing business conditions in Africa. 
 

Specific outcome 6: Explain what sustainable organisations are and evaluate strategic 
decisions to determine how they contribute to sustainability. 

 
Assessment criteria 

• Explain why corporate sustainability is important. 
• Describe the four pillars of corporate sustainability. 
• Explain what sustainable organisations are and why they are important. 
• Explain the “triple-bottom line” and why it is important. 
• Explain what corporate social responsibility (CSR) is and give examples of CSR activities 

in a company. 
• Explain the importance of stakeholders and stakeholder management for sustainable 

business. 
• Conduct an analysis of stakeholder salience and make recommendations based on your 

analysis. 
• Explain the importance of ethical business and give examples of what organisations can 

do to promote it. 
• Explain the role of corporate governance in corporate sustainability. 
• Evaluate corporate sustainability in a practical setting. 
• Make recommendations on how organisations can improve their sustainability. 

 

Specific outcome 7: Examine the various generic competitive business level strategies 
available to organisations and explain their appropriateness in 
specific situations. 

 
Assessment criteria 

• Explain the importance of choosing appropriate business level strategies. 
• Explain the levels of strategy in organisations. 
• Distinguish between the different types of business level strategies. 
• Explain how business level strategies are chosen. 
• Assess the advantages and disadvantages of each type of business level strategy. 
• Explain how business level strategies are evaluated. 
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3 CONTACT DETAILS 

3.1 Lecturers 

You are more than welcome to contact the lecturers via e-mail or telephone if you have any 
module or content-related queries. The details of the lecturers responsible for this module are 
as follows: 
 
Name Capacity Office Telephone E-mail 
MrsNVMoraka 

 
 

Primary 
lecturer 

AJH van der Walt 
Building, Room 4-
20, Pretoria 
Campus 

+27 12 
4298752 

moraknv@unisa.ac.za 

Prof N Sewdass 

 

Secondary 
lecturer 

AJH van der Walt 
Building, Room 4-
51, Pretoria 
Campus 

+27 12 
4292795 

sewdan@unisa.ac.za 

 
Module- or content-related queries are of an academic nature and should be directed to your e-
tutor or lecturers. These queries may include questions about the content of assignments, 
difficult concepts that you struggle to grasp, examination questions discussion and so on. 
Please have your study material at hand when you contact us. All queries sent via e-mail must 
include your student number and the module code (MNG3701) in the subject line. 
 
If you are unable to contact the lecturers, you may also contact the postgraduate assistants in 
the strategic management section. In due course, details of the post-graduate assistants will be 
posted on myUnisa via announcements. 
 
Administrative queries, such as questions about examination timetables and assignment marks, 
should be addressed to the relevant administrative section. Consult the brochure, my studies @ 
Unisa, in this regard. Always have your student number at hand when you call the University. 
 
PLEASE NOTE: Letters to lecturers may not be enclosed with or inserted in assignments. 
 

3.2 Department 

This module is offered in the Department of Business Management. This Department’s contact 
details for administrative queries are as follows: 
 

• Telephone number: +27 12 429 4220 
• E-mail address:busman@unisa.ac.za. 

 

mailto:moraknv@unisa.ac.za
mailto:sewdan@unisa.ac.za
mailto:busman@unisa.ac.za
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3.3 University 

Communication with the University  
If you need to contact the University about matters not related to the content of this module, 
please consult the brochure, my Studies @ Unisa. This brochure contains information on how to 
contact the University (e.g. to whom you can write for different queries, important telephone and 
fax numbers, addresses and details of the times certain facilities are open).  
 
Remember to always have your student number at hand when you contact the University.  
 
Below is a quick reference guide to the contact details of various administrative departments 
that students contact often and to which your queries should be addressed. 
 
Directorate/business unit Description of enquiry Short SMS code E-mail address 
Student Admissions and 
Registrations 

Applications and 
registrations 

43578 Study-info@unisa.ac.za 

Student Assessment 
Administration 
 

Assignments and 
examinations 
 

43584 For assignment queries: 
Assign@unisa.ac.za 
For examination queries: 
Exams@unisa.ac.za 

Despatch Study material 43579 despatch@unisa.ac.za 
Finance Student accounts 31954 finan@unisa.ac.za 
ICT (myUnisa & myLife) myUnisa 

myLife e-mail 
43582 MyUnisaHelp@unisa.ac.za 

MyLifeHelp@unisa.ac.za 
 

4 MODULE-RELATED RESOURCES 

4.1 Joining myUnisa 

If you have access to a computer that is linked to the internet, you can quickly access resources 
and information at the University. The myUnisa learning management system is Unisa's online 
campus that will help you to communicate with your e-tutor, lecturers, other students and the 
administrative departments at Unisa – all through the computer and the internet. 

You can start at the main Unisa website, http://www.unisa.ac.za, and then click on the myUnisa 
orange block. This will take you to the myUnisa website. To go to the myUnisa website directly, 
go to https://my.unisa.ac.za. When you are on the myUnisa website, click on “Claim UNISA 
Login” on the right-hand side of the screen. You will then be prompted to give your student 
number in order to claim your initial myUnisa and myLife login details. 

Please consult my Studies @ Unisa for more information on myUnisa. 

4.2 Printed support materials 

To contribute to your success in this online module, we will also provide you with some of the 
study materials in printed format. This will allow you to read the study material, even when you 
are not online. Bear in mind that the printed support material is a copy of everything that you 
can find online on myUnisa. No extra information is contained in the printed material you will 
receive. In other words, you should NOT wait for the printed support material to arrive 
before you start studying. 

4.3 The prescribed Textbook 

Assignments and examinations are based on the prescribed book. You will not be able to 
complete the assignments or study for the examination without using the following prescribed 
book: 

http://www.unisa.ac.za/
https://my.unisa.ac.za/
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Venter, P. (ed), Jansen van Rensburg, M, Davis, A, Nieuwenhuysen, C, Van Zyl, J, Meyer, J, Singh, C & 
Brevis, T. 2014. Practising Strategy: A Southern African Perspective. Cape Town: Juta. 

 
4.4 Tutorial offerings at Unisa 

Please note that as from 2015, online tutorials (e-tutors) will be made available to students 
registered for modules at NQF level 7. This is an NQF level 7 module. 

Once you have been registered for a qualifying module, you will be allocated to a group of 
students with whom you will be interacting during the tuition period as well as an e-tutor who will 
be your tutorial facilitator. Thereafter you will receive an SMS informing you about your group, 
the name of your e-tutor and instructions on how to log on to myUnisa in order to receive further 
information on the e-tutoring process.  

Online tutorials are conducted by qualified e-tutors who are appointed by Unisa, and the service 
is free of charge. All you need to participate in e-tutoring is a computer with an internet 
connection. If you live close to a Unisa regional Centre or a telecentre contracted to Unisa, you 
can visit either of these to access the internet. E-tutoring takes place on myUnisa where you are 
expected to connect with other students in your allocated group. It is the role of the e-tutor to 
guide you through your study material during this interaction process. For you to make the most 
of online tutoring, you need to participate in the online discussions that the e-tutor will be 
facilitating. 

There appear to be certain modules that students repeatedly fail. Face-to-face tutors have been 
appointed for these modules, and tutorials will be offered at the Unisa regional centres. 
Although these tutorials are also offered free of charge, you are required to register at your 
nearest Unisa Regional Centre to confirm your attendance of these classes. 

 

5 MODULE-SPECIFIC APPROACH 

5.1 Blended approach 

In this module a blended approach is followed to delivering study materials and providing 
student support. This means that official study materials are made available in printed format 
and online. Student support for the module is primarily given in an online environment through 
myUnisa tools and e-tutors. More specifically, communication between students and the 
University takes place in an online environment – by e-mail, via the myUnisa Discussion Forum 
and FAQ tools. 
 
You will find our approach in this module different from the approaches followed in most – if not 
all – of your other modules, with the exception of MNG3702. In this module, you will take charge 
of your progress; which means that you are responsible for mastering the outcomes, and you 
will, therefore, have to adhere to a strict study schedule. We will give you all the support that we 
possibly can, but ultimately it will be up to you to decide how you are going to master the 
required knowledge, skills and values in the relevant context. 

You are probably used to memorising facts from a prescribed textbook and reproducing them in 
the examination in order to pass a module. This module, MNG3701, is not about memorising 
facts. It is about mastering certain outcomes and learning. It is about going out into the world 
and appreciating the many sources from which you can draw to find answers to your questions 
– including your own experiences. It is about asking questions, and it is a wonderful way of 
discovering more about the real business world.  
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To achieve the outcomes for this module, you will have to plan your learning experience 
strategically. To do this, you will have to carefully read and reread the section in the learning 
guide entitled, ’Overview’. This section contains critical information to enable you to plan your 
studies, such as the number of hours you will have to spend in order to master the outcomes 
(120 hours), the number of learning units to cover (7), and so on.  

When planning your learning experience, remember that your examination preparation starts 
today. Consider each activity in the learning units as a potential examination question. This 
should be good news to you, because it means that you will not have to put yourself through the 
ordeal of doing a crash course a week before the examination starts. Devote quality time to 
each activity, reflect on the issues raised, ask questions, find answers, question the questions 
and question the answers. 

By the time you write the examination, you should be well prepared, provided you have 
completed all the activities in the study guide, participated actively in the online ’Discussion 
Forums’ tool and have mastered the outcomes and the learning outcome standards listed at the 
beginning of each learning unit.  

 
6 ASSESSMENT 

6.1 Assessment plan 

The main purpose of the assignments is to encourage you to study the prescribed book, and 
learning guide, and to read and reread certain sections in them and to think about the tutorial 
matter in terms of its practical application. With these remarks in mind, the assignment 
questions may sometimes be difficult, and some may even seem ambiguous. The idea is not to 
trick you or catch you out, but to encourage you to think critically about strategic planning. 

The assessment plan for this module comprises the following: 

• Formative assessment – takes place through the compulsory Assignments 01 and 02 
that you are required to submit. Feedback on assignment 01 and 02 will be provided 
in Tutorial Letters 201 and 202, respectively. The assessment template (rubric) and 
assessment criteria for assignments appear after the assignment questions in the 
relevant annexures. 

• Summative assessment – comprises of a two-hour written, closed-book examination 
in which you will be assessed on the relevant theory as well as practical applications 
within the context of the syllabus and learning outcomes. 

The University has a policy of compulsory assignments in all modules for 2015. Assignments 01 
and 02 for MNG3701 are therefore, compulsory. You must submit ASSIGNMENT 01 to gain 
admission to the examination. You will gain admission by submitting the assignment and 
NOT on the strength of the marks you obtain for it. Failure to submit Assignment 01 will mean 
that you will not be admitted to the examination, regardless of whether or not you have 
submitted Assignment 02. 
 

VERY IMPORTANT 
 
Please ensure that your assignments reach us on or before the due dates. You will not be 
admitted to the examination if your assignment is submitted later than the due date. 
Please do not phone us with requests to be admitted to the examination if you have not 
submitted an assignment, or if you submitted it later than the due date. 
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The assignments for the year appear in annexures B, C, D and E of this tutorial letter. Please 
note that the assignments for the first semester differ from those for the second 
semester. It is your responsibility to ensure that you submit the correct assignment for your 
semester of enrolment. If you submit an assignment for the wrong semester of enrolment, it will 
not be marked and you will receive a mark of zero (0) for it.  
 
Below is the breakdown of the formal assignments, as they occur in the semester. 
 

Assignment number 

First semester (annexures B & C) 

(Only for those students who are enrolled for the January to June 
period.) 

Due date Unique number 

01  20 February 2015 629489 

02  20 March 2015 629526 

 

Assignment number 

Second semester (annexures D & E) 

(Only for those students who are enrolled for the July to December 
period.) 

Due date Unique number 

01  07 August 2015 629563 

02  04 September 2015 629576 

 
Assignments are regarded as part of the learning material for this module. As you do the 
assignments, study the prescribed textbook and the study guide, consult other resources and 
discuss the work with fellow students, you are actively engaged in learning. Looking at the 
assessment criteria given for each assignment in annexures B, C, D and E will help to give you 
a clearer understanding of what is required of you.  
 

6.2 Submission of assignments 

Assignments can be submitted in two ways – either by post or electronically via myUnisa. Bear 
in mind that assignments may not be submitted by fax or e-mail. For detailed information on and 
the requirements for assignments, see my Studies @ Unisa. 

Postal assignments should be addressed to 
 
The Registrar 
PO Box 392 
Unisa 
0003 
 

To submit assignments via myUnisa 

• go to www.unisa.ac.za 
• go to myUnisa 

http://www.unisa.ac.za/
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• log in using your student number and password 
• select the programme and the module 
• click on “Assignments” 
• click on “Submit Assignments” 
• follow the instructions 

 

6.3  Assignments guidelines 

6.3.1 Plagiarism 
 

Plagiarism is the act of taking the words, ideas and thoughts of others and passing them off as 
your own. It is a form of theft and involves a number of dishonest activities. Examples of 
plagiarism include copying from the prescribed textbook or any other source, or copying from 
fellow students and passing off their work as your own work.  
 
All students receive the Disciplinary Code for Students (2004) when they register. You are 
advised to study the Code, especially sections 2.1.13 and 2.1.14 (2004:3-4). Kindly read the 
University’s Policy on Copyright Infringement and Plagiarism as well. 

 
Note: Although students may work together when preparing assignments, each student must 
write and submit his or her own individual assignment. In other words, you must submit your 
own ideas in your own words, sometimes interspersed with relevant short quotations that are 
properly referenced. It is unacceptable for students to submit identical assignments on the basis 
that they worked together. That is copying (a form of plagiarism), and none of these 
assignments will be marked. Furthermore, you may be penalised or subjected to disciplinary 
proceedings by the University. 

 
6.3.2 Guidelines on answering assignments 
 
Below are some guidelines that may assist you with written assignments: 
 
Technical requirements 

 
• Always provide a heading to your assignment and a table of contents on the first page. 
• Use headings and subheadings and number them.  
• Start your answer with an introduction, briefly explaining your approach and the 

contents of the answer. You should have only one introduction and one conclusion for 
the entire assignment. 

• Use text references correctly.  
• Include a conclusion to indicate your own perspectives and new insights, based on the 

information in your assignment. You can also make recommendations. Conclude your 
assignment with a short summary in which you repeat the main points of your discussion 
and draw a conclusion.  

• Use the Harvard referencing method in your assignments to refer to sources you have 
consulted. If you do not include in-text references and a bibliography you will be guilty of 
plagiarism.  

• Include a bibliography at the end of your assignment. A bibliography is an alphabetical 
list of all the references (books, articles, journals, internet sources, etc.) cited in your 
assignment. The bibliography must also be compiled according to the Harvard 
referencing method. You will be penalised in the assignments if you do not include a 
bibliography. When you use the internet, you need to provide the details.  



MNG3701/101 

13 

• In the bibliography, indicate the name of the author (if available), the full name of the 
website, the web address and the date on which you have accessed the site. The date is 
important because information on the internet changes continuously. 

• Your work should be of a high technical standard. 
• Use the following page margins: top 2 cm, bottom 2 cm, left 2 cm and right 5 cm (to allow 

space for the marker’s comments). Set your computer to Arial or Times New Roman, font 
size 11 or 12 and 1.5 line spacing. 

• The page limit is a maximum of ten pages (1.5 line spacing) for each assignment. This 
excludes the cover page, table of contents and bibliography. You may be penalised if you 
exceed the maximum number of pages. 

• The cover page of your assignment must clearly indicate your student number, the 
module code and the assignment number. 

• The way in which you present your assignments clearly reflects your character. Do not 
submit untidy and badly presented assignments. Be proud of the work you present. 

• Assignments should be typed if at all possible. If you cannot type your assignment, you 
must ensure that your handwriting is legible.  

• The presentation of the assignment and adherence to the format requirements will also 
contribute five marks towards your assignment mark.  

• The body of an assignment is composed of a discussion under several headings and 
subheadings. These headings should relate to the question numbers. Each of these 
headings is numbered, as indicated in the table in the next page. 
 

HEADING 

TABLE OF CONTENTS 

1 INTRODUCTION 

2 SELECT AN APPROPRIATE HEADING (question 1) 

2.1 Subheading (an aspect of the topic mentioned in the heading) 

2.2 Subheading (another aspect) 

2.3 Subheading (another aspect) 

3 SELECT AN APPROPRIATE HEADING (question 2) 

3.1 Subheading (aspect of the topic in 3) 

3.2 Subheading (aspect of the topic in 3) 

4 SELECT ANOTHER APPROPRIATE HEADING (question 3) 

(Continue in this way until the topic has been fully discussed.) 

5 SUMMARY/CONCLUSION 

6 BIBLIOGRAPHY 

The body of your assignment 

• Your answers should reflect your ability to approach a problem in a structured, analytical 
way. Apply the theories and concepts of strategic management in a coherent way to the 
assignment problem. 

• Discussions of theory should be concise and to the point: use words economically – in 
other words, say as much as possible, but as concisely as possible.  

• Develop a style of writing in which sentences and paragraphs follow one another in a 
logical sequence. 
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• Arguments should follow a logical pattern and be substantiated with suitable references 
or facts. Conclusions should not be based on intuition. Vague generalisations and half-
truths should be avoided in your assignments. 

• Note that the assignment questions will not require you to merely rewrite the material in 
the prescribed book. In all cases, you will be required to show your insight into the topic. 
Make sure you understand the questions in the assignment. If you copy from the 
prescribed book or any other sources, you could be penalised. 

• Arranging your thoughts in such a way that the points follow one another logically is an 
art. Make sure that what you have to say under a specific heading relates to the subject 
of that heading. 

 
Important: 
 
Please ensure that your assignments reach us on or before the due date. Do not e-mail your 
assignments to your lecturer. Do not telephone the lecturer with requests to be admitted to the 
examination if you have not submitted the assignment, or if you submitted it later than the due 
date. NO excuses will be accepted. Your assignment will be marked and returned to you. You 
will receive feedback on Assignments 01 and 02 in Tutorial Letters 201 and 202, respectively.  
 
Remember  
 
Keep a copy of your assignment before you submit the original. 
 
 
6.3.3 Comments and feedback on assignments 
 
All assignments are marked and constructive and ample feedback is provided. Note that only 
one question (out of all the questions) in the assignment will be selected and marked. 
Feedback on the rest of the questions will be sent to all students registered for this module 
in a follow-up tutorial letter and not only to those students who submitted the assignments. 
Feedback on Assignments 01 and 02 will be provided in Tutorial Letters 201 and 202, 
respectively, as discussed above.  
 
As soon as you receive the comments, please check your answers. The assignments and the 
comments on them are a vital part of your learning and should help you to be better prepared 
for the next assignment and the examination.  
 
6.3.4 Assessment guidelines and performance standards 
 
In your preparation for the assignments and the examination, you will probably want to know 
how you will be assessed.  
 
There are different standards for assessing performance. Since this module is based on the 
mastery of certain outcomes, we have identified the following specific criteria that we will use 
when assessing your work: 

 
• your mastery of certain abilities (e.g. your ability to access relevant sources of 

information and identify key concepts in the sources) 
• your ability to attain certain levels of performance (the minimum level of overall 

performance in this module is 50%). 
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6.3.5 The assessment process 

This module has been structured in such a way that you will be able to continuously assess 
your own progress and mastery of all the stated outcomes. To assess your mastery of the 
outcomes, you will obviously have to complete the two assignments. Once you have done this, 
we will give you feedback through marker comments and the attached rubric (scoring sheet) for 
each of your assignments for the specific question that was marked. As stated previously, 
please note that only one question will be marked in your assignment.  

Note:      At this early stage of your learning experience, we need to sound a warning. Not doing 
the assignments and simply memorising the contents of the textbook or the answers 
provided in Tutorial Letters 201 and 202 could mean that you will fail the examination. 

Summative assessment (examination) takes place during the May/June (semester 1) and 
October/November (semester 2) examination periods. The purpose of assessment is to 
evaluate your mastery of all the stated outcomes. 
 
7 SEMESTER MARK AND THE EXAMINATION 
 
Your final mark for this module will be calculated as follows: 

• The semester mark (a combination of the two assignment marks) will contribute a 
maximum of 20% to your final assessment mark for the module, while your examination 
mark will contribute 80%.  

• Irrespective of the semester mark you receive, you must obtain a subminimum of 40% in 
the examination. You will therefore not pass the module if your examination mark is 
less than 40%. 

Example 1: 
 
If you receive an assignment mark of 50% for Assignment 01 and 50% for Assignment 02, the 
average ((50%+50%)/2) for the two assignment marks is multiplied by 20. This equals 10% of 
the final assessment mark. If you obtain 35 out of a possible 70 marks in the examination 
(50%), this percentage is multiplied by 80. This equals 40% of the final assessment mark. The 
assignment (semester) mark and the examination mark are then added together (10% + 40%) 
to give a final assessment mark of 50% for the module.  
 
 
Example 2: 
 
If you receive an assignment mark of 60% for Assignment 01 and 80% for Assignment 02, the 
average ((60%+80%)/2) for the two assignment marks is multiplied by 20. This equals 14% of 
the final assessment mark. If you then obtain 44 out of 70 marks (or 63%) in the examination, 
this figure is multiplied by 80 to give 50,2% of the final assessment mark. The two results are 
then added to give you a final assessment mark of 64% (14% + 50,2%) for the module.  
 

8 OTHER ASSESSMENT METHODS 

 
There are no other assessment methods for this module. 
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9 EXAMINATION 

9.1 Format of the examination 

The format of the examination paper is as follows: 

Duration: 2 hours  
Marks: 70  
Type of question: A brief case study and compulsory essay-type questions based on it  
 
We recommend that you do NOT use previous examination papers as part of your examination 
preparation, as these papers were based on the previous module outcomes (the questions may 
not correspond to the 2015 module outcomes). Note also that the memoranda are not 
available to students. Please do not contact us with requests for model answers. 
 

9.2 Alternative assessment: students who qualify for the final year (FI) concession 

The my Studies @ Unisa brochure contains important information on the FI concession 
procedure to assist those students who still require one or two modules to obtain their degree. 
All students who qualify for the final year (FI) concession will receive an SMS/e-mail to this 
effect from the Student Assessment Administration. For this module, FI students have the 
option to be referred to the next formal examination opportunity or to engage in an alternative 
method of assessment. The alternative method of assessment will be determined by the 
lecturers concerned. More information on the alternative method of assessment will be 
communicated directly to the qualifying students. Alternative methods of assessment are 
subject to stringent academic rules and processes and should not be considered an easier 
option. Failure to achieve the learning outcomes for the module, through the alternative method 
of assessment will result in a student failing and having to re-register for the module concerned. 
 

10 FREQUENTLY ASKED QUESTIONS (FAQs) 

 
See my Studies @ Unisa for a list of the most frequently asked general questions. For 
MNG3701 specifically, FAQs will be posted on the FAQ tool on the myUnisa site. 
 
 
11 CONCLUSION 

 
We trust that you are looking forward to an exciting semester of study. We hope that you will 
apply everything you learn in this module to help you and those around you recognise the 
importance of thinking and acting strategically. This could go a long way towards proactively 
anticipating possible challenges and opportunities within your respective environments, thereby 
preparing you to deal with challenges and opportunities swiftly. 

You are welcome to contact us if you have any queries about this tutorial letter and the 
academic contents of the module as a whole. 
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Best wishes and good luck! 

Kind regards 

Ms NV Moraka 

Prof N Sewdass 
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ANNEXURE A: CASE STUDY: APPLE’S INNOVATION STRATEGY 

Background 
Apple Inc. (AAPL) is based in Cupertino, California. The company designs, manufactures, and markets 
mobile communication and media devices, personal computers, and portable digital music players. 
Apple sells a variety of related software, services, peripherals, networking solutions, and third-party 
digital content and applications. Established on April 1, 1976, by Steve Jobs, Steve Wozniak, and 
Ronald Wayne, and incorporated January 3, 1977, the company was called “Apple Computer, Inc”. for 
the first 30 years, but dropped the word “Computer” on January 9, 2007, to reflect the company’s 
ongoing expansion into the consumer electronics market in addition to its traditional focus on personal 
computers. On September 30, 2013, Apple surpassed Coca-Cola to become the world’s most valuable 
brand in the Omnicom Group’s “Best Global Brands” report. 
 
Think different? 
Apple’s business strategy leverages its unique ability to design and develop its own operating systems, 
hardware, application software, and services to provide its customers new products and solutions with 
superior ease-of-use, seamless integration, and innovative design. Known for its innovation, Apple has 
established a unique reputation in the consumer electronics industry and has a loyal customer base for 
reasons as diverse as its philosophy of aesthetic design to its unusual advertising campaigns. The 
company believes a high-quality buying experience greatly enhances its ability to attract and retain 
customers. Thus, Apple’s strategy includes enhancing and expanding its own retail and online stores 
and its third-party distribution network to effectively reach more customers and provide them with a high-
quality sales and post-sales support experience. 
 
Before returning to Apple, Steve Jobs said in a 1996 interview for Wall Street Week with Louis Rukeyser: 
 
 “Apple was a company that was based on innovation. When I left Apple ten years ago, we were ten 

years ahead of everybody else. The problem was that Apple stood still. Even though it invested 
cumulatively billions in R&D, the output has not been there and people have not caught up with it and 
the differentiation has eroded in particular with respect to Microsoft. And so the way out for Apple, and 
I still think Apple has a future, there’s some awfully good people there and tremendous brand loyalty to 
that company. I think the way out is not to slash and burn, it’s to innovate. That’s how Apple got to its 
glory, and I think that’s how Apple could return to it.” 

 
Apple’s stock price was flat for 2013, although the shares rose 33% in the second half of the year, 
reversing steep losses in the first six months as the company saw concerns regarding slowing revenue 
growth and losing market share to Android. The company saw stock price decline after it reported its first 
quarter 2014 earnings due to disappointing iPhone sales and outlook. Apple chief executive officer 
(CEO), Tim Cook, is facing pressure over a lack of innovation, as Apple has yet to introduce any 
groundbreaking products, although there have been speculations around an iWatch or iTV that could 
offer a new revenue opportunity. 
 
Apple’s strategy 
On low-end devices, Apple CEO, Tim Cook, told Bloomberg Business Week in an interview in 2013, “We 
never had an objective to sell a low-cost phone. Our primary objective is to sell a great phone and 
provide a great experience, and we figured out a way to do it at a lower cost.” Cook’s thoughts echoed 
those of his predecessor, Steve Jobs, whose strategy for Apple had four pillars: 

1. Offer a small number of products. 
2. Focus on the high end. 
3. Give priority to profits over market share. 
4. Create a halo effect that makes people starve for new Apple products. 

 
Differentiation 
Apple attempts to increase market demand for its products through differentiation, which entails making 
its products unique and attractive to consumers. The company’s products have always been designed to 
be ahead of the curve compared to its peers. Despite severe competition, Apple has succeeded in 

http://marketrealist.com/quote-page/aapl/
http://www.businessweek.com/articles/2013-09-20/apple-ceo-tim-cooks-complete-interview-with-bloomberg-businessweek#p1
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creating demand for its products, giving the company power over prices through product differentiation, 
innovative advertising, ensured brand loyalty, and hype around the launch of new products. By focusing 
on customers willing to pay more and maintaining a premium price at the cost of unit volume, Apple also 
set up an artificial entry barrier to competitors. 
 
Apple sells its products and resells third-party products in most of its major markets directly to 
consumers through its retail and online stores and its direct sales force. The company also employs a 
variety of indirect distribution channels, such as third-party cellular network carriers, wholesalers, 
retailers, and value-added resellers. Apple uses a retail strategy called “minimum advertised price” (or 
MAP). Minimum advertised pricing policies prohibit resellers or dealers from advertising a manufacturer’s 
products below a certain minimum price. MAP is usually enforced through marketing subsidies offered 
by a manufacturer to its resellers. 
 
According to Macworld, Apple maintains the popularity of its high-priced products by only offering 
retailers such as Wal-Mart or Best Buy a marginal wholesale discount. This small percentage in savings 
isn’t enough of a profit margin for retailers to offer big discounts on Apple’s products, which means 
customers end up paying a price close to the manufacturer suggested retail price (MSRP). However, a 
retailer could give up this small profit margin and offer products at a discount to attract more customers. 
Apple prevents this scenario by offering monetary incentives to retailers to sell goods at the MAPs fixed 
by the company. 
 
This price strategy is effective insofar as it prevents retailers from competing directly with Apple’s own 
stores, and it also ensures that no one reseller has an advantage over another. So Apple is able to keep 
its distribution channels clean as well as make more money on its direct sales. The Macworld article 
further noted that iPhones were not under a strict pricing model, as they are sold at a lower price with 
wireless contract deals, as retailers gain a commission from carriers. 
 
Premium prices 
Jobs’ vision for Apple was always to create a premier product and charge a premium price. Apple’s 
cheapest products are usually priced in the mid-range, but they ensure a high-quality user experience 
with their features. The hardware and user interface are designed to provide a lot of value for the price, 
which keeps profits high. However, a company can charge a premium price as long as it has a 
competitive advantage, and analysts believe the brand is on the way to losing its “aspirational” status. 
With increasing competition from Android and low-cost smartphones, as well as saturation in the 
developed markets, analysts feel that the company could risk becoming a high-end niche name. 
 
According to IDC’s mobile phone forecast in the third quarter of 2013, a number of trends co-exist in the 
global smartphone market − but none have more of an effect on driving market growth than the steady 
decline in average selling prices (ASPs). Android has enabled a number of new manufacturers to enter 
the smartphone market, supported by a variety of turnkey processing solutions. Many of these handset 
vendors have focused on low-cost devices as a way to build brand awareness. In 2013, IDC expects 
smartphone ASPs to hit $337, down 12.8% from the $387 recorded in 2012. This trend will continue in 
the years to come, and IDC expects smartphone ASPs to gradually drop to $265 by 2017. 
 
Strategic change 
When it comes to smartphone innovation, Apple just changed its strategy in a fundamental way. Instead 
of releasing one new premium product each year, Apple has now adopted the approach favoured by the 
world’s most successful consumer brands: creating a high-end premium line for the most affluent 
customers and a scaled-down product line at a lower price point for everyone else. In the case of Apple, 
it means offering the high-end Apple iPhone 5S in gold, silver and platinum to its most affluent 
customers, and a cheaper iPhone 5C in fun plastic colours for everyone else. In other words, people with 
the gold cards get the gold phones, and the creative types get the colourful phones. Apple’s new 
approach has consequences for innovation in the smartphone market. The innovative new technologies 
that are included as part of the iPhone 5S – like the fingerprint sensor Touch ID, the upgraded camera 
functionality and the new motion sensor chip for fitness apps – were unveiled for the 5S, but not the 5C. 
This means that consumer innovation is a top-down, rather than a bottom-up, process. 
 

http://www.macworld.com/article/2024257/how-apple-sets-its-prices.html
http://marketrealist.com/2013/04/apples-ios-and-samsungs-android-lead-the-land-grab-for-new-enterprise-shelf-space/?utm_source=yahoo&utm_medium=feed&utm_content=inline-1&utm_campaign=apples-premium-pricing-strategy-product-differentiation
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://techcrunch.com/2013/09/10/iphone-5c/
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/five-things-to-know-about-apples-new-iphones/2013/09/10/79bfe02e-1a4a-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/five-things-to-know-about-apples-new-iphones/2013/09/10/79bfe02e-1a4a-11e3-a628-7e6dde8f889d_story.html
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Just as some economists believe that the economic benefits from cutting taxes for the wealthiest citizens 
of a nation will eventually “trickle down” to the broader population, Apple now believes that technological 
innovation will eventually “trickle down” to the broader population of smartphone users. The elite athletes 
and the elite photographers may gravitate to the new iPhone 5S to check out the motion sensor and the 
new camera features. And those innovations, once they’ve been picked up by a company like Nike (a 
partner mentioned by Apple in its presentation), may find their way into the broader consumer 
marketplace. Not that there is anything wrong with that. 
 
That is the way it works with the world’s top consumer brands. Consider, for example, the world’s top 
automakers – they introduce innovations like parking assist and satellite navigation into the high-end 
models first, before rolling them out to every car and every model. A company like Toyota segments its 
product lines so that there is a Lexus for the most affluent customers, but also a high-quality Toyota for 
everyone else. Contrast this approach, though, to the way that Apple has traditionally thought about 
innovation in the smartphone market. The strategy was always to introduce one premium phone at a 
time, and to ensure that the newest smartphone was always the best possible phone in the world. 
According to Apple, the iPhone 5S is “the most forward-thinking smartphone in the world”, but where 
does that leave the 5C? As the world’s second-most forward-thinking phone? 
 
Part of what always made Apple so special and magical − at least, to the Apple fanboys and fangirls− 
was that the one premium product per year strategy meant that a minimum-wage worker could have 
access to the same technology as a Wall Street hedge fund manager. There was never a sense that 
Apple users were viewed as “gold” and “silver” and “platinum” users – it was a sense that all Apple users 
were somehow superior to all the Android users out there. In an Apple retail store, there was never a 
very important person (VIP) room or a special roped-off area for the top Apple users. Everyone was a 
genius. Innovation did not so much trickle down, as it seemed to swell up and emanate from everyday 
people in the crowd. 
 
Now, Apple is back in the position of selling phones the way automakers sell cars, the way financial 
services companies market credit cards, and the way fashion brands launch new product lines for their 
customers. Maybe, as many people have already suggested, that is just a reality of a mature 
smartphone market in which it is harder than ever before to find new buyers. 
 
The good news is that Apple seems to have deflected earlier criticism that it had somehow settled for 
“incremental innovation”. And, by pricing the iPhone 5C at a high enough price point, there is no sense 
that the iPhone 5C will become a cheap, throwaway phone for the world’s lowest-income users. The bad 
news, though, is that Apple must now hope that all the high-end affluent users out there will use their 
smartphones in creative ways, and that this creativity and innovation will be passed down to other Apple 
users in the form of new functionality and new features. Just as we have seen people argue the various 
merits of trickle-down economics, we may soon be arguing the benefits of trickle-down innovation. 
 
Why Apple’s ecosystem is its biggest competitive advantage − Apple’s vertical integration 
Vertical integration has given Apple a competitive advantage, as it owns chip manufacturers, controls 
manufacturing, follows extremely strict software standards, and operates in a nearly closed ecosystem of 
proprietary retail stores. With these advantages, the company has more control over its value chain and, 
more importantly, its component costs. Google’s (GOOG) acquisition of Motorola and Microsoft’s (MSFT) 
acquisition of Nokia were made with the objective of pursuing this end-to-end strategy that has until now 
only worked for Apple. 
 
Apple is known to have the most popular, addictive, and tightly integrated ecosystem of all technology 
companies. The devices and software Apple makes are designed to work well with each other and sync 
easily so that preferences and media can be copied or shared with multiple devices without much effort. 
Applications work on multiple devices at the same time − even with a single purchase − and user 
interfaces are very similar across devices. According to a Harvard Business Review blog posted by Ron 
Adner, when Apple broadened its product portfolio from iPods to iPhones, it carried over not only the 
technology and software that powered the iPod but also users’ entire music collections and iTunes’ 
entire supplier base. The move was not about just switching costs, but also about leveraging existing 
relationships to create an enhanced offering. 
 

http://www.washingtonpost.com/business/technology/five-things-to-know-about-apples-new-iphones/2013/09/10/79bfe02e-1a4a-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/five-things-to-know-about-apples-new-iphones/2013/09/10/79bfe02e-1a4a-11e3-a628-7e6dde8f889d_story.html
http://marketrealist.com/quote-page/goog/
http://marketrealist.com/quote-page/msft/
http://marketrealist.com/2014/01/microsoft-nokia-acquisition/
http://blogs.hbr.org/2012/03/amazon-vs-apple-competing-ecos/
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Currently, Google (GOOG), Microsoft (MSFT), and Amazon (AMZN) have entered the fray by setting up 
their own ecosystems, including devices, books, games, music, media, and storage services. Each of 
these companies has its own distinct strengths and has been trying to grab market share from Apple. 
Amazon leads in e-commerce, while Google dominates online search and advertising. However, Apple 
had a head start with the success of its iPods, iTunes software, and iTunes Store, and Apple was also 
one of the pioneers of touchscreen technology in phones. Apple’s App Store recorded more than $10 
billion in sales in 2013, as the company announced this month. In December alone, customers spent $1 
billion on nearly 3 billion App Store downloads, making December 2013 the most successful month in 
App Store history. 
 
At the 2013 Worldwide Developer Conference (the WWDC), Cook said the Apple developer ecosystem 
includes 6 million developers and that there have been 1.5 million new developers added since WWDC 
in 2012. Apple said on its recent earnings call that as of January 2014, 80% of Internet work operating 
system (iOS) devices are running iOS 7. That dwarfs the single-digit adoption percentage measured for 
the latest version of the Android operating system, and it makes iOS 7 the most popular operating 
system in the world. 
 
A leading supply chain ranked first in the world for the third time 
IT research firm Gartner ranked Apple’s supply chain last year as the best supply chain in the world for 
the third time in a row. Apple’s products and components are manufactured by a number of suppliers 
around the world. The final assembly of most products happens mainly in China.  
 
Apple has built a closed ecosystem, with the company having control over nearly every activity in the 
supply chain – from design to retail. It has outsourced its assembly for economic reasons but has also 
partnered with manufacturing companies that understand that Apple’s products require different 
techniques and approaches, which often must be accommodated by very little lead time.  
 
The company faces a number of expectations from suppliers and draws up exclusivity agreements for 
key components. Accordingly all planning is carried out in secrecy to avoid information leaks. Apple said 
in its annual filing that although most components essential to the company’s business are available 
from multiple sources, a number of components are currently obtained from single or limited sources. 
Plus, the company competes for various components with other market participants for mobile 
communication and media devices and personal computers. Apple uses some custom components that 
are not commonly used by its competitors, and Apple’s new products often use custom components 
available from only one source. 
 
Current CEO Tim Cook was originally brought in by Steve Jobs to make Apple’s supply chain more 
efficient. Cook reduced the number of component suppliers and shut down warehouses to limit 
overstocking. Inventory was reduced from a month to only six days. A recent Bloomberg report said 
Apple is investing a record $10.5 billion in new technology − from assembly robots to milling machines − 
in its supply chain to improve sales that have been slowing due to competition. 
 
A recent study by the U.S. Congress on U.S.-China trade stated that Apple’s innovation in developing 
and engineering the iPod and its ability to source most of its production to low-cost countries, such as 
China, have helped the company become a highly competitive and profitable firm as well as a source for 
high-paying jobs in the U.S. The study looked at the production of an Apple iPod, which was made in 
China by Foxconn, a Taiwanese company. A report last November by Digitimes cited Taiwan-based 
original equipment manufacturers (OEMs) and said that Apple has shaken up its supply chain and that 
OEMs were responsible for both component procurement and production. 
 
Sources 
 
Adapted from:http://www.washingtonpost.com/blogs/innovations/wp/2013/09/11/apples-new-strategy-
trickle-down-innovation/ [Accessed: 10 September 2014] 
 
Adapted from: Nielsen, S. 2014.Why innovation could be the key to Apple’s growth. Market Realist, 29 
January. http://marketrealist.com/2014/01/apple/ [Accessed: 10 September 2014]. 
 

http://marketrealist.com/quote-page/goog/
http://marketrealist.com/quote-page/msft/
http://marketrealist.com/quote-page/amzn/
http://www.bloomberg.com/news/2013-11-13/apple-s-10-5b-on-robots-to-lasers-shores-up-supply-chain.html
http://www.taipeitimes.com/News/taiwan/archives/2013/12/20/2003579434
http://www.digitimes.com/news/a20131120PD205.html?mod=3&q=APPLE
http://www.washingtonpost.com/blogs/innovations/wp/2013/09/11/apples-new-strategy-trickle-down-innovation/
http://www.washingtonpost.com/blogs/innovations/wp/2013/09/11/apples-new-strategy-trickle-down-innovation/
http://marketrealist.com/2014/01/apple/
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ANNEXURE B: COMPULSORY ASSIGNMENT 01 FOR 2015 – SEMESTER 1 

 
Each assignment addresses a number of the learning units and learning outcomes. The outcomes in 
learning units 1, 2, 3 and 4 will be assessed in Assignment 01. Kindly note, the learning outcomes clearly 
indicate the level of thinking skill you need to demonstrate when answering each question in the 
assignment. Also note that the learning outcomes are NOT the assessment questions that should be 
answered. For Assignment 01, semester 1, you must answer the questions in section 1.2 below, based 
on the case study in annexure A: (Apple’s innovation strategy). 
 
Hint: Before completing the questions in section 1.2, read chapters 1, 4, 5, 7, and 8 in the prescribed 
book and learning units 1, 2, 3 and 4 in the learning guide. 
 
Note: You need to answer all the questions in this assignment. Incomplete assignments will not be 
marked and will be returned to you without a mark. 
 
1.1 ASSIGNMENT 01 – SEMESTER 1: INSTRUCTIONS  
 
• Answer all four questions below.  
• Use practical examples to support your answers to questions 1 and 2. 
• Use examples from the case study to support your answers to questions 3 and 4.  
• You must follow the guidelines on answering essay-type questions (see sec 6.3 above). In 

addition, merely copying facts from prescribed books, without substantiating your answers where 
necessary, is insufficient. You need to be able demonstrate that you understand the course 
theory and are able to apply it in practice.  

• You need to comply with the prescribed technical requirements. Structure your answers. Include 
an introduction, main body of discussion and conclusion in your essay. Include references and 
number your headings in the text. Note that up to five marks will be deducted for failing to 
adhere to the technical requirements. 

• The body of your assignment may not exceed ten pages, excluding the cover page, introduction, 
conclusion and references. 

 

1.2 ASSIGNMENT 01 – SEMESTER 1: QUESTIONS 
 
Consult the rubric (scoring sheet) in section 1.3 below for the assessment criteria that will be 
used to assess your answers. 
 
Question 1 
Explain the concepts of strategy, strategic planning and strategic management. Use practical examples 
(3 or more) to support your discussion. [20] 
 
Question 2 
Discuss the importance, benefits and risks of strategy. Use practical examples (3 or more) to support 
your arguments. [20] 

Question 3 
Discuss the concept of competitive advantage and explain the requirements for a sustainable 
competitive advantage for Apple. Use the case study to support your arguments. [20] 

Question 4 
Analyse the structure, dynamics and attractiveness of the industry in which Apple is competing. Use 
examples (3 or more) from the case study to support your answer. [20] 
 
 
 

DUE DATE: 20 FEBRUARY 2015 [UNIQUE NUMBER: 629489] 
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1.3 ASSESSMENT CRITERIA FOR ASSIGNMENT 01– SEMESTER 1 

 

 

 

QUESTION 
UNACCEPTABLE 

(FAIL) 
0-40% 

CLOSE TO FAILING 
40-60% 

GOOD PASS 
60-75% 

OUTSTANDING 
+75% MARK 

1 

Vague explanation of the 
concepts of  strategy, 
strategic planning and 
strategic management 

Discussion lacks detail; only 
theory from prescribed book is 
presented 

Explained the concepts of 
strategy, strategic planning 
and strategic management. 
Discussion supported by 
two practical examples 

Explained the concepts of 
strategy, strategic planning and 
strategic management. Excellent 
and detailed discussion of the 
analysis and evaluation of the 
strategies and (3 or 
more)supportive practical 
examples given 

 

Common-sense approach; 
very poor understanding 

Some understanding 
demonstrated in explaining the 
concepts of strategy, strategic 
planning and strategic 
management 

Good understanding and 
explanation of the concepts 
of  strategy, strategic 
planning and strategic 
management 

In-depth understanding 
demonstrated of the explanation of 
the concepts of strategy, strategic 
planning and strategic 
management 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max20 

2 

Vague explanation of the 
importance, benefits and 
risks of strategy 

Explanation lacks detail or 
copied mainly from the 
prescribed book. Discussion not 
supported with practical 
example/s 

Good explanation of the 
importance, benefits and 
risks of strategy; some 
practical examples given 

Excellent explanation of the 
importance, benefits and risks of 
strategy; many appropriate 
practical examples given 

 

No understanding of the 
importance, benefits and 
risks of strategy 

Some understanding 
demonstrated of the importance, 
benefits and risks of strategy 

Good understanding 
demonstrated of the  
importance, benefits and 
risks of strategy 

In-depth understanding 
demonstrated of the importance, 
benefits and risks of strategy 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

3 

Vague explanation of 
competitive advantage and 
understanding of the 
importance of the 
requirements for a 
sustainable competitive 
advantage for Apple; no 
supportive examples given 
from case study 

Explanation lacks detail in the 
explanation of competitive 
advantage and understanding of 
the importance of the 
requirements for a sustainable 
competitive advantage  for 
Apple; copied mainly from the 
book; insufficient examples 
given to support explanation 

Good explanation of  
competitive advantage and 
understanding of the 
importance of the 
requirements for 
sustainable competitive 
advantage for Apple;  few 
supportive examples given 
from the case study 

Excellent explanation of 
competitive advantage and 
understanding of the importance 
of the requirements for a 
sustainable competitive advantage 
for Apple; explanation supported 
with numerous examples from the 
case study  

 

Common-sense approach; 
very poor understanding of 
the explanation of 
competitive advantage and 
understanding of the 
importance of the 
requirements for a 
sustainable competitive 
advantage for Apple 

Some understanding 
demonstrated of the explanation 
of competitive advantage and 
understanding of the importance 
of the requirements for a 
sustainable competitive 
advantage for Apple 

Good understanding 
demonstrated of the 
explanation of competitive 
advantage and 
understanding of the 
importance of the 
requirements for a 
sustainable competitive 
advantage for Apple 

In-depth understanding 
demonstrated of the explanation of  
a competitive advantage and 
understanding of the importance 
of the requirements for a 
sustainable competitive advantage 
for Apple 

 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

4 

Vague explanation of the 
structure, dynamics and 
attractiveness of the 
industry in which Apple is 
competing. No examples 
from the case study 

Explanation lacks detail on  the 
structure, dynamics and 
attractiveness of the industry in 
which Apple is competing 

Good explanation of the 
structure, dynamics and 
attractiveness of the 
industry in which Apple is 
competing; a few supportive 
examples are given from the 
case study 

Excellent explanation of the 
structure, dynamics and 
attractiveness of the industry in 
which Apple is competing; 
explanation supported with 
numerous examples from the case 
study 

 

Poor understanding of  the 
structure, dynamics and 
attractiveness of the 
industry in which Apple is 
competing 

Some understanding 
demonstrated of the structure, 
dynamics and attractiveness of 
the industry in which Apple is 
competing 

Good understanding 
demonstrated of the 
structure, dynamics and 
attractiveness of the 
industry in which Apple is 
competing 

In-depth understanding 
demonstrated of the structure, 
dynamics and attractiveness of the 
industry in which Apple is 
competing 

 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

Subtotal for any ONE of the four questions marked /20 
Technical requirements /5 

Total /25 

Technical 
aspects 

Table of contents and headings are used 1 No table of contents and no headings are used 0  

Sources are acknowledged/correct referencing 
technique is used 

1 Sources are not acknowledged/incorrect referencing technique 
used 

0  

Bibliography included 1 Bibliography not included 0  
Introduction included 1 Introduction not included 0  
Conclusion included 1 Conclusion not included 0  
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ANNEXURE C: COMPULSORY ASSIGNMENT 02 FOR 2015 – SEMESTER 1 

 

 
Each assignment addresses a number of the learning units and learning outcomes. The outcomes in 
learning units 5, 6 and 7 will be assessed in Assignment 02.  the learning outcomes clearly indicate the 
level of thinking skill you need to demonstrate when answering each question in the assignment. Also 
note that the learning outcomes are NOT the assessment questions that should be answered. For 
Assignment 02, semester 1, you must answer the questions in section 1.2 below, based on the case 
study in annexure A: (Apple’s innovation strategy). 
 
Hint: Before completing the questions in section 1.2, read chapters 1, 2, 3, 6, 7 and 9 in the prescribed 
textbook and learning units 5, 6 and 7 in the learning guide. 
 
Note: You need to answer all the questions in this assignment. Incomplete assignments will not be 
marked and will be returned to you without a mark. 
 
1.1 ASSIGNMENT 02 – SEMESTER 1: INSTRUCTIONS 
 
• Answer all four questions below.  
• Use practical examples to support your answer to question 1. 
• Use examples from the case study in annexure A to support your answers to questions 2, 3 and 

4. 
• You must follow the guidelines on answering essay-type questions (see sec 6.3 above). In 

addition, merely copying facts from prescribed books, without substantiating your answers where 
necessary, is insufficient. .You need to be able demonstrate that you understand the course 
theory and are able to apply it in practice. 

• You need to comply with the prescribed technical requirements. Structure your answers. Include 
an introduction, main body of discussion and conclusion in your report. Include references and 
number your headings in the text. Note that up to five marks will be deducted for not meeting the 
technical requirements. 

• The body of your assignment may not exceed ten pages excluding the cover page, introduction, 
conclusion and references. 

 
1.2 ASSIGNMENT 02 – SEMESTER 1: QUESTIONS 
 
Consult the rubric (scoring sheet) in section 1.3 below for the assessment criteria that will be 
used to assess your answers. 
 
Question 1 
Identify and explain the obstacles of doing business in an African context. Use practical examples (3 or 
more) to support your discussion. [20] 

 
Question 2 
Critically assess the extent to which Apple’s strategy/strategies is/are sustainable. [20] 

  
Question 3 
Describe the types of business level strategy or strategies pursued by Apple. Make use of the case study 
examples to support your answer. [20] 
 
Question 4 
Critically assess the role and importance of internal growth strategies. Make recommendations for Apple. 
 [20] 
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1.3 ASSESSMENT CRITERIA FOR ASSIGNMENT 02– SEMESTER 1 
 

  

QUESTION 
UNACCEPTABLE 

(FAIL) 
0-40% 

CLOSE TO FAILING 
40-60% 

GOOD PASS 
60-75% 

OUTSTANDING 
+75% MARK 

1 

Vague identification  and 
explanation of the 
obstacles of doing 
business in an African 
context 

Explanation lacks detail; only 
theory from prescribed book is 
presented 

Good identification and 
explanation of the obstacles 
of doing business in an 
African context .A few 
examples are  given 

Excellent and detailed 
identification and explanation of 
the obstacles of doing business 
in an African context; relevant 
examples cited 

 

Totally 
inadequateidentification 
and explanation of the 
obstacles of doing 
business in an African 
context 

Reasonableidentification  and 
explanation of the obstacles of 
doing business in an African 
context 

Good understanding 
demonstrated of the  
identification  and explanation 
the obstacles of doing 
business in an African context 

In-depth understanding 
demonstrated of the 
identification and explanation of 
the obstacles of doing business 
in an African context 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max20 

2 

Vague critical  
assessment of the extent 
to which Apple’s 
strategy/strategies of 
Apple is/are sustainable 

Discussion lacks detail of the 
critical assessment of the extent 
to which Apple’s 
strategy/strategies is/are 
sustainable; discussion not 
supported with example(s) from 
the case study 

Good critical assessment of 
the extent to which Apple’s 
strategy/strategies is/are 
sustainable; a few examples 
given from the case study 

Excellent critical assessment of 
the extent to which Apple’s 
strategy/strategies is/are 
sustainable; numerous 
appropriate examples given from 
the case study 

 

Poor critical assessment 
of the extent to which 
Apple’s strategy/strategies 
is/are sustainable 

Some critical assessment of the 
extent to which Apple’s 
strategy/strategies is/are 
sustainable 

Good critical assessment of 
the extent to which Apple’s 
strategy/strategies is/are 
sustainable 

Excellent critical assessment of 
the extent to which Apple’s 
strategy/strategies is/are 
sustainable 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

3 

Vague discussion; no  
analysis of the business 
level strategy pursued by 
Apple 

Evaluation lacks detail; copied 
mainly from prescribed book; 
did not conduct an analysis of 
the business level strategy 
pursued by Apple 

Good  analysis of the 
business level strategy 
pursued by Apple 

Excellent analysis of the 
business level strategy pursued 
by Apple 

 

Common-sense 
approach; extremely poor  
analysis of the business 
level strategy pursued by 
Apple 

Some understanding 
demonstrated of the analysis of 
the business level strategy 
pursued by Apple 

Good understanding 
demonstrated of the business 
level strategy pursued by 
Apple 

In-depth understanding 
demonstrated of the business 
level strategy pursued by Apple 

 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

4 

Vague discussion; no 
critical assessment of the 
role and importance of 
internal growth strategies 

Assessment lacks detail; copied 
mainly from the prescribed 
book; did not perform a critical 
assessment of the role and 
importance of internal growth 
strategies 

Good critical assessment of 
the role and importance of 
internal growth strategies 

Excellent critical assessment of 
the role and importance of 
internal growth strategies; 
recommendations were made 
for Apple 

 

Common-sense 
approach; extremely poor 
critical assessment of the 
role and importance of 
internal growth strategies 

Some understanding 
demonstrated of the role and 
importance of internal growth 
strategies 

Good understanding 
demonstrated of the critical 
assessment of the role and 
importance of internal growth 
strategies 

Excellent critical assessment of 
the role and importance of 
internal growth strategies 

 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

Subtotal for any ONE of the four questions marked /20 
Technical requirements /5 

Total /25 

Technical 
aspects 

Table of contents and headings are used 1 No table of contents and no headings are used 0  

Sources are acknowledged/Correct referencing 
technique is used 

1 Sources are not acknowledged/incorrect referencing technique 
used 

0  

Bibliography included 1 Bibliography not included 0  
Introduction included 1 Introduction not included 0  
Conclusion included 1 Conclusion not included 0  
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ANNEXURE D: COMPULSORY ASSIGNMENT 01 FOR 2015 – SEMESTER 2 
 

 
Each assignment addresses a number of the learning units and learning outcomes. The outcomes in 
learning units 1, 2, 3 and 4 will be assessed in Assignment 01. Kindly note, the learning outcomes clearly 
indicate the level of thinking skill you need to demonstrate when answering each question in the 
assignment. Also note that the learning outcomes are NOT the assessment questions that should be 
answered. For Assignment 01, semester 2, you must answer the questions in section 1.2 below, based 
on the case study in annexure A (Apple’s innovation strategy). 
 
Hint: Before completing the questions in section 1.2, read chapters 1, 4, 5, 7 and 8 in the prescribed 
book, and learning units 1, 2, 3 and 4 in the learning guide. 
 
Note: You need to answer all the questions in this assignment. Incomplete assignments will not be 
marked and will be returned to you without a mark. 
 
1.1 ASSIGNMENT 01 – SEMESTER 2: INSTRUCTIONS  
 
• Answer all four questions below.  
• Use practical examples to support your answer to question 1. 
• Use examples from the case study in annexure A to support your answers to questions 2, 3 and 

4.  
• You must follow the guidelines on answering essay-type questions (see sec 6.3 above). In 

addition, merely copying facts from prescribed books, without substantiating your answers where 
necessary, is insufficient. You need to be able demonstrate that you understand the course 
theory and are able to apply it in practice. 

• You need to comply with the prescribed technical requirements. Structure your answers. Include 
an introduction, main body of discussion and conclusion in your report. Include references and 
number your headings in the text. Note that up to five marks will be deducted for not meeting the 
technical requirements. 

• The body of your assignment may not exceed ten pages, excluding the cover page, introduction, 
conclusion and references. 

 

1.2 ASSIGNMENT 01 – SEMESTER 2: QUESTIONS 
 
Consult the rubric (scoring sheet) in section 1.3 below for the assessment criteria that will be 
used to assess your answers 
 
Question 1 
Critically discuss the shortcomings of the traditional process approach to strategic management and 
identify the new perspectives on strategic management that have emerged in response to these 
shortcomings. [20] 

Question 2 
Critically compare strategic, tactical and operational decisions and use the examples from the case study 
to support your discussion. [20] 
 
Question 3 
Analyse the industry environment in which Apple operates. In your discussion reflect on the parties to 
consider in the industry environment for organisations in the mobile applications industry. [20] 
 
Question 4 
Discuss what is meant by the resource-based view. In your discussion identify Apple’s sources of 
resources, capabilities and core competencies. [20] 
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1.3 ASSESSMENT CRITERIA FOR ASSIGNMENT 01– SEMESTER 2 
 

 
 
 
 
 

QUESTION 
UNACCEPTABLE 

(FAIL) 
0-40% 

CLOSE TO FAIL 
40-60% 

GOOD PASS 
60-75% 

OUTSTANDING 
+75% MARK 

1 

Vague discussion of the  
critical evaluation of the 
shortcomings of the 
traditional process 
perspective and justification 
of the emergence of the 
new perspective on 
strategy 

Discussion lacks detail; only 
theory from the prescribed book 
is presented on the traditional 
process perspective and the 
emergence of the new 
perspective on strategy 

Good critical discussion and 
evaluation of the shortcomings 
of the traditional process 
perspective and justification of 
the emergence of the new 
perspective on strategy. 
Discussion supported by 
practical examples. 

Excellent and detailed critical 
discussion and evaluation of the 
shortcomings of the traditional 
process perspective and 
justification of the emergence of 
the new perspective on strategy. 
Numerous practical examples 
given. 

 

Common-sense approach; 
extremely poor 
understanding 

Some understanding 
demonstrated of critical 
discussion and evaluation of the 
shortcomings of the traditional 
process perspective and 
justification of the emergence of 
the new perspective on strategy 

Good understanding 
demonstrated of evaluation of 
the shortcomings of the 
traditional process perspective 
and justification of the 
emergence of the new 
perspective on strategy 

Excellent understanding 
demonstrated of critical 
discussion and evaluation of the 
shortcomings of the traditional 
process perspective and 
justification of the emergence of 
the new perspective on strategy 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max20 

2 

Vague critical comparison 
of strategic, tactical and 
operational decisions  

Explanation lacks detail or 
copied mainly from the 
prescribed book. Discussion not 
supported with practical 
example/s 

Good critical comparison of 
strategic, tactical and 
operational decisions  

Excellent critical comparison of 
strategic, tactical and operational 
decisions; more than one 
appropriate practical example is 
given 

 

No understanding of 
strategic, tactical and 
operational decisions  

Some understanding 
demonstrated of strategic, 
tactical and operational 
decisions  

Good understanding 
demonstrated of the  
critical comparison of 
strategic, tactical and 
operational decisions  

Excellent understanding 
demonstrated of the differences 
between strategic, tactical and 
operational decisions  

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

3 

Vague analysis of the 
industry environment in 
which Apple operates 

Explanation lacks detail on 
analysis of the industry 
environment in which Apple 
operates; copied mainly from 
prescribed book 

Good analysis of the industry 
environment in in which Apple 
operates 

Excellent analysis of the 
industry environment in which 
Apple operates; three or more 
supportive examples are given 

 

Common-sense approach; 
extremely poor 
understanding of the 
industry environment in in 
which Apple operates 

Some understanding 
demonstrated of the analysis of 
the industry environment in 
which Apple operates 

Good understanding of the 
analysis of the industry 
environment in which Apple 
operates 

Excellent understanding 
demonstrated of the analysis of 
the industry environment in 
which Apple operates 

 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

4 

Vague discussion of the 
resource-based view and 
no identification of Apple’s 
sources of resources, 
capabilities and core 
competencies 

Discussion lacks detail in the 
understanding of the resource-
based view and the identification 
of Apple’s sources of resources, 
capabilities and core 
competencies 

Good discussion of the 
resource-based view and the 
identification of Apple’s 
sources of resources, 
capabilities and core 
competencies 

Excellent discussion of the 
resource-based view and the 
identification of Apple’s sources 
of resources, capabilities and 
core competencies 

 

Common-sense approach; 
extremely poor  discussion 
of the  resource- based 
view and the identification 
of Apple’s sources of 
resources, capabilities and 
core competencies 

Some understanding 
demonstrated of the  resource-
based view and the identification 
of Apple’s sources of resources, 
capabilities and core 
competencies 

Good discussion of the 
resource-based view and the 
identification of Apple’s 
sources of resources, 
capabilities and core 
competencies 

Excellent understanding 
demonstrated of the resource-
based view  and the 
identification of Apple’s sources 
of resources, capabilities and 
core competencies 

 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

Subtotal for any ONE of the four questions marked /20 
Technical requirements /5 

Total /25 

Technical 
aspects 

Table of contents and headings are used 1 No table of contents and no headings are used 0  

Sources are acknowledged/correct referencing technique 
is used 

1 Sources are not acknowledged/incorrect referencing technique 
used 

0  

Bibliography included 1 Bibliography not included 0  
Introduction included 1 Introduction not included 0  
Conclusion included 1 Conclusion not included 0  
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ANNEXURE E: COMPULSORY ASSIGNMENT 02 FOR 2015 – SEMESTER 2 

 
Each assignment addresses a number of the learning units and learning outcomes. The outcomes in 
learning units 5, 6 and 7 will be assessed in Assignment 02. Kindly note, the learning outcomes clearly 
indicate the level of thinking skill you need to demonstrate when answering each question in the 
assignment. Also note that the learning outcomes are NOT the assessment questions that should be 
answered. For Assignment 02, semester 2, you must answer the questions in section 1.2 below, based 
on the case study in annexure A: (Apple’s innovation strategy). 
 
Hint: Before completing the questions in section 1.2, read chapters 1, 2, 3, 6, 7 and 9 in the prescribed 
book, and learning units 5, 6 and 7 in the learning book. 
 
Note: You need to answer all the questions in this assignment. Incomplete assignments will not be 
marked and will be returned to you without a mark. 
 
 
1.1 ASSIGNMENT 02 – SEMESTER 2: INSTRUCTIONS 
 
• Answer all four questions below.  
• Use examples from the case study in annexure A to support your answers to questions 1, 3 and 

4.  
• For question 2, read articles from the web, conduct research and provide practical examples. 
• You must follow the guidelines for answering essay-type questions (see sec 6.3 above). In 

addition, merely copying facts from prescribed books, without substantiating your answers where 
necessary, is insufficient. You need to be able demonstrate that you understand the course 
theory and are able to apply it in practice. 

• You need to comply with the prescribed technical requirements. Structure your answers. Include 
an introduction, main body of discussion and conclusion in your essay. Include references and 
number your headings in the text. Note that up to five marks will be deducted for not meeting the 
technical requirements. 

• The body of your assignment may not exceed ten pages, excluding the cover page, introduction, 
conclusion and references. 

 
 
1.2 ASSIGNMENT 02 – SEMESTER 2: QUESTIONS 
 
Consult the rubric (scoring sheet) in section 1.3 below for the assessment criteria that will be 
used to assess your answers. 
 
Question 1 
Recommend a strategic approach or suitable strategy/strategies that Apple could pursue in emerging 
African markets and sub-Saharan Africa in particular. [20] 

Question 2 
Explain the importance of ethical business and give examples of what Apple could do to promote it. 
Refer to ethical battles between Apple and Samsung to support your explanation. [20] 
 
Question 3 
Distinguish between the different types of business level strategies, and critically evaluate Apple’s 
competitive business level strategy. [20] 
 
Question 4 
Identify alternative strategic options that Apple could pursue in addition to its chosen business level 
strategy. [20] 
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1.3 ASSESSMENT CRITERIA FOR ASSIGNMENT 02– SEMESTER 2 

  

QUESTION UNACCEPTABLE (FAIL) 
0-40% 

CLOSE TO FAIL 
40-60% 

GOOD PASS 
60-75% 

OUTSTANDING 
+75% MARK 

1 

Vague recommendation of  a 
strategic approach or suitable 
strategy/strategies that Apple 
could pursue in emerging 
African markets and sub-
Saharan Africa 

Analysis lacks detail; only 
theory from the prescribed 
book is presented; analysis 
not supported with a 
practical example  

Good recommendation of a 
strategic approach or suitable 
strategy/strategies that Apple 
could pursue in emerging 
African markets and sub-
Saharan Africa 

Excellent and detailed 
recommendation of a strategic 
approach or suitable 
strategy/strategies that Apple 
could pursue in emerging African 
markets and sub-Saharan Africa; 
examples from the case study are 
given 

 

Extremely poor understanding 
demonstrated of the 
recommendation of a 
strategic approach or suitable 
strategy/strategies that Apple 
could pursue in emerging 
African markets and sub-
Saharan Africa 

Some understanding 
demonstrated of the 
recommendation of a 
strategic approach or 
suitable strategy/strategies 
that Apple could pursue in 
emerging African markets 
and sub-Saharan Africa 

Good understanding 
demonstrated of 
therecommendation of a 
strategic approach or suitable 
strategy/strategies that Apple 
could pursue in emerging 
African markets and sub-
Saharan Africa 

Excellent understanding 
demonstrated of the 
recommendation of a strategic 
approach or suitable 
strategy/strategies that Apple 
could pursue in emerging African 
markets and sub-Saharan Africa 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max20 

2 

Vague discussion of the 
importance of ethical 
business 

Explanation lacks detail on 
the importance of ethical 
business. Discussion not 
supported with practical 
examples 

Good discussion of the 
importance of ethical 
business; a few examples 
given 

Excellent explanation of the 
importance of ethical business; 
numerous appropriate practical 
examples given 

 

No understanding of  the 
importance of ethical 
business 

Some understanding of  the 
importance of ethical 
business 

Good understanding 
demonstrated of the 
importance of ethical 
business 

In-depth understanding 
demonstrated of the importance of 
ethical business 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

3 

Vague discussion; no 
distinction between the 
different types of business 
level strategies 

Evaluation lacks detail; 
copied mainly from the  
prescribed book; no 
supportive examples given 
from the case study 

Good evaluation of types of 
business level strategies and 
critical evaluation of Apple’s 
competitive business level 
strategy; a few appropriate 
examples given from the case 
study 

Critical discussion of  the different 
types of business level strategies 
and critical evaluation of Apple’s 
competitive business level 
strategy; numerous appropriate 
examples given from the case 
study 

 

Common-sense approach; 
extremely poor understanding 
of different types of business 
level strategies 

Some understanding 
demonstrated of different 
types of business level 
strategies and critical 
evaluation of Apple’s 
competitive business level 
strategy 

Good understanding 
demonstrated of the different 
types of business level 
strategies and critical 
evaluation of Apple’s 
competitive business level 
strategy 

In-depth understanding  
demonstrated of the different types 
of business level strategies and 
critical evaluation of Apple’s 
competitive business level strategy 

 

0-8 marks 9-12 marks 13-15 marks 16-20 marks Max 20 

4 

Vague discussion; no  
identification of alternative 
strategic options that Apple 
could pursue 

Evaluation lacks detail; 
copied mainly from the 
prescribed book; no 
supportive examples given 
from the case study 

Good  identification of 
alternative strategic options 
that Apple could pursue; a few 
appropriate examples given 
from the case study 

Excellent identification of 
alternative strategic options that 
Apple could pursue; numerous 
appropriate examples given from 
the case study 

 

Common-sense approach; 
extremely poor identification of 
alternative strategic options 
that Apple could pursue 

Some understanding 
demonstrated of the 
identification of alternative 
strategic options that Apple 
could pursue 

Good understanding 
demonstrated of the 
identification of alternative 
strategic options that Apple 
could pursue 

In-depth understanding  
demonstrated of the identification 
of alternative strategic options that 
Apple could pursue 

 

0-8 marks 9-12 marks 13-15 marks  16-20 marks Max 20 

Subtotal for any ONE of the four questions marked /20 
Technical requirements /5 

Total /25 

Technical 
aspects 

Table of contents and headings are used 1 No table of contents and no headings are used 0  

Sources are acknowledged/Correct referencing 
technique is used 

1 Sources are not acknowledged/Incorrect referencing technique 
used 

0  

Bibliography included 1 Bibliography not included 0  
Introduction included 1 Introduction not included 0  
Conclusion included 1 Conclusion not included 0  
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ANNEXURE F: DECLARATION STATEMENT 

 

 

DECLARATION 

 

I, the undersigned, hereby declare that the work contained in this case study project is 
my own original work and that I have acknowledged all additional sources I have used 

and/or quoted directly. 

 

 

 

____________________                                 _________________ 

SIGNATURE           DATE 

 

 

NOTE:  NO ASSIGNMENT WILL BE MARKED 

WITHOUT THIS SIGNED DECLARATION. 
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