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Dear Student 
 
 

1. INTRODUCTION 

 
This is the final tutorial letter for IOP1502 for this semester. In this tutorial letter we provide guidelines 
on the examination and on how to do assignments 01, 02 and 03.  
 
 

2. FEEDBACK: ASSIGNMENT 01 

 
The correct answers to Assignment 01 are given below. If you had problems with the assignment or 
you need to know why a specific alternative is correct, read through this discussion. We include the 
numbers of the pages in the study guide where the answer to each question can be found. 
 
Question (1):  Alternative 4 is correct 

 
Technology has had a huge impact on the service sector, especially in the tourism industry. As is 
evident in the scenario, see the discussion on page 15 and 16 of the study guide. 
 
Question (2):  Alternative 2 is correct. 

 
Consumerism can be regarded as a technological force that affects the service environment. The 
most relevant option is (2).  See the discussion on page 12 (consumerism) of the study guide. 
 
Question (3):  Alternative 3 is correct 
 
Consumers have the right to demand contracts/agreements in easily understood and plain 
language is the right to information. See the discussion on page 14 of the study guide. 
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Question (4):  Alternative 4 is correct. 
 
Although senior citizens play an important role in the tourism industry, because they often have the 
time and money available to travel, Swartbrooke and Horner do not identify them as an emerging 
market. See the discussion on pages 31 to 37 of the study guide. 
 
Question (5):  Alternative 3 is correct. 
Maslow’s social need level reflects needs such as those for friendship, love, affection, and a sense 
of belonging and acceptance.  The social need level in Maslow's needs hierarchy features most 
strongly in the advertisement because it plays on people’s need to visit their friends and family. 
See page 47 of the study guide. 
 
Question (6):  Alternative 3 is correct. 

Maslow's theory is dynamic. A person's position on the hierarchy of needs is fluid and can move up 
or down depending on a variety of factors. It changes with time and the person's situation. See 
page 48 of the study guide. 

Question (7):  Alternative 1 is correct. 
 
The type of risk that is dealt with when arranging one's holiday in advance and leaving as little as 
possible to chance, is the functional risk. See the discussion on page 93 of your study guide. 
 
Question (8):  Alternative 3 is correct. 
 
The notification that children under the age of six years stay for free when sharing with their parents 
caters for the full nest 1. See page 48 of the study guide. 
   
Question (9):  Alternative 4 is correct. 
 
Perception minus expectation equals satisfaction. See page 55 of the study guide. 
 
Question (10):  Alternative 5 is correct. 
 
Consistent is not a characteristic of customer-friendly system.  The characteristics of customer- 
friendly system are accessible, accurate, integrated, customer-driven, fast, easy to understand and 
total transparent. See page 167 of the study guide. 
 
Question (11):  Alternative 2 is correct. 
 
Technology does not replace human contact, such as a friendly smile, and personal service of a 
well-trained waiter, or a humorous remark at the right time. Customers paying for service are paying 
for human help.  See page 16 of the study guide. 
 

Question (12):  Alternative 3 is correct. 

 
Options and alternatives – customer need to feel that other venues are available to help them 
achieve what they want accomplished. See the discussion on page 57. 
 
Question (13):  Alternative 2 is correct. 
 
Peripheral services are the minor services and service “add-ons” that companies provides. 
See page 89 in the study guide 
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Question (14):  Alternative 4 is correct. 
 
The right to choose will be violated if the airlines abolish paper tickets 
 
Question (15):  Alternative 5 is  correct. 
 

Accessibility – Customers expect prompt and efficient service. See page 59 of the study guide. 
 
Question (16):  Alternative 5 is  correct. 
 
Job knowledge – Customers expect employees to know the fact about their job and their company. 
See page 60 of the study guide. 
 
Question (17):  Alternative 1 is correct. 
 
Consistency – customers expect to be given the same information, no matter to whom they talk to. 
See page 60 of the study guide.  
 

Question (18):  Alternative 1 is correct. 

 

It is evident in this scenario that the South African government has recognised tourism as one of 
the country's top five economic growth sectors, which reflects the impact of political forces. See 
page 12 of the study guide. 
 
Question (19):  Alternative 5 is correct. 
 
Domestic tourism will also be promoted, especially to encourage a sustained leisure travel culture 
among those in the country who traditionally do not have a history of holiday travel (impact of 
social and cultural forces). See pages 9 to 11 of the study guide. 
 
Question (20):  Alternative 5 is correct 
 
If tourism can contribute toward sustainable job creation, transformation and poverty alleviation in 
South Africa, it may enable some of the country’s citizens to realise their true potential.  This is 
reflected in Maslow’s self-actualisation needs level. See the discussion on page 47 of the study 
guide. 
 
Question (21):  Alternative 2 is correct.  
Question (22):  Alternative 5 is correct. 
Question (23):  Alternative 5 is correct. 
Question (24):  Alternative 5 is correct. 
Question (25):  Alternative 5 is correct. 
 

TOTAL:  [25] 

 

3. FEEDBACK: ASSIGNMENT 02  

 
The correct answers to Assignment 02 are given below. If you had problems with the assignment or 
you need to know why a specific alternative is correct, read through this discussion. We include the 
numbers of the pages in the study guide where the answer to each question can be found. 
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Question (1):  Alternative 2 is correct. 
 
The tendency for crime statistics in South Africa to remain a matter of concern, despite the fact that 
the South African government has succeeded in creating a tourism infrastructure, is related to the 
impact of political forces on tourism decision making (see page 12). In the case of external 
determinants, the tourism industry should be aware that an isolated negative occurrence, such as 
the bombing of the World Trade Center, may act as a determinant of future tourist behaviour (see 
pages 77 to 81 of the study guide). 
 
Question (2):  Alternative 2 is correct. 
 
In the light of the tendency for the labour force in general in South Africa not to be sufficiently aware 
as yet of the importance of excellent customer service, managers in the tourism environment have 
to pay special attention to training to make them aware of their important role in this regard. See the 
discussion on pages 151 to 153 of the study guide. 
 
Question (3):  Alternative 4 is correct. 
 
Some experts believe that friendliness is the most basic of all customer needs. Friendliness includes 
greeting people politely and courteously. You can therefore point out this aspect in your explanation. 
See page 57 of the study guide.  
 
Question (4):  Alternative 4 is correct. 
 
Empathy is an important prerequisite for service providers. This skill is largely based on listening and 
determining the essence of what customers are saying. See pages 59 and 60 of the study guide. 
 
Question (5):  Alternative 2 is correct. 
 
The FIFO queuing systems are an example of service software. Service software tools usually 
involve the personal touch in customer service, such as handling customer flow. See page 172 of 
the study guide.  
 
Question (6):  Alternative 4 is correct. 
 
Employee visiting teams involve the company's sending out teams consisting of customer-contact 
employees, supervisors and support people to look at the customers’ “points of contact” (with the 
company as well as its competitors) from the customers' point of view. With the aid of information 
obtained in this way, a company can determine the advantages and disadvantages of its service 
delivery system as compared with alternative systems. See page 127 of the study guide.  
 
Question (7):  Alternative 3 is correct. 
 
See page 93 in the study guide.  
 
Question (8):  Alternative 5 is correct. 
 
See page 93 in the study guide.  
 
Question (9):  Alternative 2 is correct. 
 
See page 93 in the study guide. 
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Question (10):  Alternative 2 is correct. 
 
The commitment of top management is especially important when implementing a service strategy. 
The single biggest difference between companies that are customer focused and those that are not 
is the degree to which executives and managers model the behaviour and values reflected in the 
service strategy. See pages 132 to 133 of the study guide.  
 
Question (11):  Alternative 3 is correct. 
 
The best service standards are not necessarily created by management, they should be created by 
management and staff jointly.  The best standards are created by management and staff working 
together on the basis of their mutual understanding of customer needs. See page 140 of the study 
guide.  
 
Question (12):  Alternative 2 is correct. 
 
Some companies allow senior management to acquire first-hand experience by, for instance, acting 
as front-line customer-service personnel as a form of customer research. This is known as role 
reversal and is an informal method of customer research. See pages 127 to 128 of the study guide.  
 
Question (13):  Alternative 4 is correct. 
 
While all the other options refer to formal methods of customer research, this does not apply to toll- 
free numbers. Complaints analysis, obtaining information on customers by means of toll-free 
numbers and employee and customer visiting teams are regarded as informal methods of customer 
research.  Information about customers’ needs can also be obtained in a more formal manner, such 
as by means of surveys, focus groups and mystery shopping.  Some consulting companies 
specialise in mystery shopping.  An outsider plays the role of the customer and gives feedback on a 
specific company’s customer-contact performance. See page 128 of the study guide.  
 
Question (14):  Alternative 1 is correct. 
 
A company needs to establish its service niche and its customers’ needs before deciding on a service 
strategy.  Before it can provide excellent customer service, the company needs to consider who its 
clients are, what their needs are, what its service niche is or in other words, which market segments 
it will cater for.  
 
Understanding the nature of its market is vital when it comes to delivering quality customer service. 
This knowledge enables the company to focus its efforts on matters that are crucial to its customers 
in terms of quality customer service. That is why it is important to fully understand the segment or 
niche of the industry which it serves. See pages 116 to 125 of the study guide  
 
Question (15):  Alternative 4 is correct. 
 
A large company (with more than 1 500 employees) needs a minimum of three years on average to 
implement an entire service improvement programme and it will take about one year before any 
significant results are achieved. See page 134 of the study guide.  
 
Question (16):  Alternative 1 is correct. 
 
Companies can indeed use their service hardware to add value to the service delivered to customers.  
See pages 171 to 172 of the study guide.  
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Question (17):  Alternative 5 is correct. 
 
All of the options refer to guidelines for managing waiting time to help customers feel they are getting 
better service, except for the option of first serving customers who arrive first, which is one of the 
most popular queuing systems.  See pages 173 to 174 of the study guide.  
 
Question (18):  Alternative 2 is correct. 
 
Secondary (peripheral) services should indeed complement, support and add value to primary 
services. In the case of the advertisement for Dubai airport, it should be pointed out that its First and 
Business class lounges offer unparalleled luxury, with unsurpassed levels of comfort and an endless 
list of round-the-clock services that are at the travellers’ disposal. This may result in its peripheral 
service playing a determining role in customer decisions. See page 89 of the study guide. 
 
Question (19):  Alternative 4 is correct. 
 
High-speed computer-based communication and reservation facilities certainly do hold numerous 
advantages for the tourism industry, but technology can never replace human contact. See page 16 
of the study guide.  
 
Question (20):  Alternative 1 is correct. 
 
Tourists may face various risks because it is difficult to tell beforehand what the consequences of 
their purchases may be. The advertisement points out that the airport has won several awards, which 
may reduce the functional risk visitors may perceive, because the possibility that the airport might 
not live up to their expectations is reduced. See the discussion on page 93. Furthermore, as indicated 
earlier, positioning refers to the technique of establishing an image for a specific product or service 
in relation to competing brands. The airline focuses on the quality of its contact staff, which may 
establish a unique image. Consult pages 58 and 59 of the study guide for a brief discussion of 
positioning. 
 

TOTAL:  [20] 
 
 

4. FEEDBACK:  ASSIGNMENT 03 
 
Unfortunately, we had to prepare this tutorial letter before your third assignment was due, so we 
cannot provide you with feedback on matters such as the number of students who submitted 
assignments and the types of mistakes they made. In the past, however, only a few students 
submitted Assignment 03 for marking.  
 
The quality of these assignments ranged from poor to excellent. The main characteristic that 
distinguished excellent from poor assignments was whether or not students went to the trouble of 
looking for information on or examples of how the material in this module features in their own 
environments. The rest of the information that is required for the assignment is mainly available in 
the study guide and will probably not present much of a challenge.  
 
The correct answers to Assignment 03 are provided below. If you had problems with the assignment 
or you need to know why a specific alternative is correct, read this discussion. We include the 
numbers of the pages in the study guide where the answer to each question can be found. We hope 
this will help you, especially when you are revising the work.  
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SECTION A  
Question (1):  Alternative 2 is correct. 
 
The responsibilities of customer-contact staff can be divided into three general areas, namely 
proficiency, professionalism and pride. The cabin attendant did not act in a professional manner See 
the discussion on page 191 of the study guide.  
 
It is the responsibility of customer-contact employees to minimise negative impressions and 
maximise positive impressions. See the discussion on page 192 of the study guide. 
 
Question (3):  Alternative 3 is correct. 
 
The emotional component of abilities probably poses the greatest challenge to customer-contact 
staff. See the discussion on page 194 of the study guide.  
 
Question (4):  Alternative 1 is correct. 
 
It would be advisable to look for people with social skills and a desire to serve.  See page 147 of the 
study guide.  
 
Question (5):  Alternative 2 is correct. 
 
Managers in the tourism environment should pay attention to matters such as reward and 
recognition, especially to the selection of suitable staff with a view to making them aware of the 
importance of excellent service and the appointment of suitable staff to service positions.  However, 
they will especially have to train staff to acquire the abilities they need for their role in ensuring the 
success of the enterprise.  Although training as such is not discussed, you can consult page 167 of 
the study guide on the "attitude problem" certain cultures have with service delivery. 
 
Question (6):  Please ignore this question.  
 
We could not include the advertisement in the tutorial letter and therefore have not considered this 
item for marking.  
  
Question (7):  Alternative 3 is correct. 
 
A person's nonverbal communication (which includes his or her body language, gestures, posture, 
facial expressions and eye contact) contributes a great deal to his or her message.  See the 
discussion on pages 219 to 223 of the study guide.  
 
Question (8):  Alternative 5 is correct. 
 
See page 231. Messages delivered over the phone rely 90per cent on tone of voice and 10 per 
cent on the actual words spoken 
 
Question (9):  Alternative 3 is correct. 
 
See page 243. There is a fairly good guarantee that the message will be delivered. 
 
Question (10):  Alternative 4 is correct. 
 
See page 253. It is advisable to phone the customer to clear up any misunderstanding.  
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Question (11):  Alternative 5 is correct. 
 
See page 262. Customer-contact staff frequently interact with customers and are able to obtain 
valuable information from them.  
 
Question (12):  Alternative 4 is correct. 
 
See page 267. Rude customers may demonstrate this negative behaviour because of their own 
uncertainties.  
 
Question (13):  Alternative 3 is correct. 
 
The service triangle includes customer focus, strategy, and staff and customer-friendly systems.  All 
these factors should have an impact on a manager's management style, but they are not included 
as such in the service triangle. See pages 307 to 308 of the study guide.  
  
 
Question (14):  Alternative 5 is correct. 
 
An organisation's goal should be to contain errors and defects within the organisation.  If a 
dissatisfied customer's complaint is dealt with satisfactorily, he or she might become loyal to  the  
company. Furthermore, if such an issue is dealt with satisfactorily, it prevents customers from telling 
other people about their negative experiences with the organisation. See page 259 of the study 
guide.  
 
Question (15):  Alternative 1 is correct. 
 
Service recovery includes all the steps that a company's staff takes to change a disappointed 
customer into a satisfied one. It is evident that SA Airlink handled “Fussy’s” complaint satisfactorily. 
The two steps in the service recovery process that are not mentioned in the scenario are to apologise 
and to follow up. See pages 269 to 271 of the study guide.  
 
Question (16):  Alternative 2 is correct. 
 
Although it can sometimes be disconcerting to have to handle an argumentative customer, service 
providers should not feel threatened by this because a hostile person usually calms down after a 
while. See pages 266 to 267 of the study guide.  
 
Question (17):  Alternative 5 is correct. 
 
The two steps that are evident in this paragraph are apologising and empathising.  The group guest 
relations manager apologised and indicated that she understood that “Thu 123” did not have access 
to fax facilities while he was travelling. See pages 269 to 271 of the study guide.  
 
Question (18):  Alternative 1 is correct. 
 
All the options except alternative 1 apply to customer retention programmes.  Small tourism 
enterprises can also profitably target repeat guests. In fact, they might find it easier than large 
organisations to adopt personalised marketing approaches that are aimed at attracting repeat 
visitors. See page 313 of the study guide.  
 
Question (19):  Alternative 2 is correct. 
 
Companies can achieve a competitive advantage by focusing on customer value. The hotel’s 
procedural and interpersonal components both appear to have been lacking. In terms of the 
interpersonal component, a customer's interaction with employees is part of the total experience.  
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The hotel’s customer-contact staff member was not helpful enough and did not handle his booking 
competently. The procedural component has to do with the procedure that a company requires 
customers to follow when doing business with them, which may include filling out forms. The staff 
member, for instance, did not fax the necessary documentation to “Thu 123”. See the discussion on 
pages 306 to 307 of the study guide.  
 
Question (20):  Alternative 2 is correct. 
 
Although all the options apply to learning from customer complaints, the hotel should especially bear 
in mind that retaining customers is more important than identifying or reprimanding guilty staff 
members. See pages 260 to 264 of the study guide.  
 
Question (21):  Alternative 3 is correct. 
 
Customer-contact staff sometimes have to say "no" to customers because they are unable to help 
them. It would therefore be advisable for you, as the owner of a caravan park, to show all the 
available options when you have to tell a customer that there is no space available. By pointing out 
an alternative caravan park, you can make sure that the customer does not feel neglected because 
your behaviour indicates that you value her business and are willing to help. See pages 273 to 274 
of the study guide.  
  
Question (22):  Alternative 5 is correct. 
 
Although all the options apply to service quality in the tourism environment, SAA should bear in mind 
that sustaining quality is important, irrespective of which of their market segments they are targeting. 
“Kuki” complained because she felt that economy class passengers were neglected. See pages 282 
to 283 of the study guide. 
 
Question (23):  Alternative 2 is correct. 
 
Companies that operate with customers in view are aware that it is important to know what customers 
think of them. The customer evaluates a company's performance according to his or her perceptions, 
and these perceptions are more important than what the company believes the customer should 
view as important. See pages 283 to 287 of the study guide. 
 
Question (24):  Alternative 1 is correct. 
 
The golden rule of customer value is that companies should listen to their customers. See page 302 
of the study guide. 
 
Question (25):  Alternative 5 is correct. 
 
The main deficiency is that customers cannot see you. See page 231 of the study guide.  
 

TOTAL:  [25] 
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SECTION B 
 
(1) In some countries service is regarded as demeaning. What is your opinion on this? 

   (5) 
 
Although your opinion will influence your answer, the following are some ideas on the question that 
you might consider:  
 
Some school leavers in South Africa seem to have an "attitude problem" about entering jobs in the 
tourism industry. This can be explained by the fact that some cultures find it hard to accept the 
concept of service because of its connection with the word "servant". A more modern view of service 
is that roles have become more fluid and that all of us offer service and assistance to one another at 
one time or another. This means that there is a big difference between being a good service provider, 
serving others and being servile.  
 
The idea that most of us also have internal customers in our own organisations has had a huge 
impact on making roles in modern organisations more fluid. A staff member's internal customer is 
his or her own boss; a boss's internal customers are his or her staff. They are each others' customers 
at different times and their roles might switch throughout the day.  
 
The theme "the privilege of the platform" has been developed to remind people of the great 
opportunity and responsibility they have to make an impact on people's lives. When applied to 
customer-contact employees, it means that whatever service we render can be our platform (whether 
it is serving coffee, answering the phone or being responsible for correspondence).  
 
Some experts point out that an employee is not doing customers a favour by serving them; customers 
are doing the employee a favour by giving him or her the opportunity to serve them. This implies that 
if employees have no desire to serve others, it would perhaps be better for them to find a job where 
they do not have to interact with other people.  
 
Other experts believe it is a myth that service jobs are low-paid and menial. Jobs in the tourism 
industry might not be the best-paid in the country but they are far from menial. Travel agents, for 
instance, have to be familiar with a large number of destinations and be competent in the use of 
complex computer systems. Flight attendants are well trained, and hotel and restaurant management 
is a highly complex business. Many white-collar jobs involving computer skills are also available in 
the industry. As companies become increasingly aware of the importance of customer service, those 
jobs that deal directly with hotel, restaurant and other travel customers are gradually being given 
more authority and responsibility and offer higher wages.  
 
Lastly, remember that no one can make you feel inferior without your permission.  
 
(2) (a) Include five articles or advertisements which cover any aspect of the tourism 

industry.   
 
 (b) Indicate the relevance of each of these articles or advertisements to any aspect of 

the tourism industry covered in the module on Customer Service in Tourism. (10) 
 
Please refer to our previous discussion. Some students merely included pictures instead of articles 

or advertisements with their assignments. It is essential that the written text (copy) of articles and 

advertisements be included so that the marker can evaluate whether a student is capable of applying 

the contents of the module correctly. 

 
We are looking forward to seeing what information you will include in your assignments this 
semester. It is heartening when students make the effort to search for information in the media and 
apply the theory to it. 
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(3) Service recovery includes all the actions a company's staff takes to transform a 
disappointed customer into a satisfied customer. Discuss the steps in the service-
recovery process.         (10) 

 
The service-recovery process begins when a customer’s problem has been identified. Although six 
steps in the service-recovery process have been identified, they need not all necessarily be taken in 
respect of all customers. Customer-contact employees should use what they know about their 
company's products and services, and what they can discover about their customers' problems, to 
customise their actions to the specific situation. 
 
The following six steps in combination make service recovery systematic, memorable and satisfying: 
 
(1) Apologise.  The objective here is not to determine who is to blame, but to solve the problem. 

The first step is to acknowledge the fact that   ̶at least from the customer's perspective  ̶ a 
problem exists. The company representative should therefore start by apologising personally 
and sincerely. Customers want someone to acknowledge that a problem occurred and to 
show concern about their disappointment.  

 
(2) Listen and empathise. The company representatives should treat customers in a way that 

shows that they care about them and their problem. They should not tell customers what they 
should have done to avoid the problem in the first place. By listening and empathising, the 
company representative helps customers to relax, get the problem out of their systems and 
feel that they are talking to someone who really cares about putting things right. 

 
Let the other person know that you value him or her as a person. Demonstrate that you have heard 

the person and respect his or her opinion. 
 
(3) Fix the problem quickly and fairly. After listening carefully so that they can know exactly 

what the problem is, staff should work to resolve the problem on the basis of customer 
information and suggestions. Usually what customers want now is what they wanted 
originally, and they want it as soon as possible.  

 
(4) Offer atonement. Customers will regard a company's recovery system highly if it includes 

some form of atonement that indicates that the company considers the mistake they made 
unacceptable, that it will not happen again and that they care about keeping the client's 
business. These actions of atonement by the company are also known as care tokens. Care 
tokens do not have to be expensive, but they do have to show tangibly that the company is 
sorry about a mistake that occurred (eg when a restaurant gives a client a free glass of wine 
because something was wrong with his or her meal). Care tokens often take the form of a 
discount on future meals, purchases or services. 

 
Atonement gives customers something tangible to make up for the inconvenience caused by 

the problem. It usually includes a handwritten note to thank customers for their patience and 

understanding.  

 
(5) Keep your promises. Recovery time is vital because the company's system has already 

failed once in the customer's opinion. If the company's staff make promises they cannot keep 
in trying to turn the customer’s feeling of disappointment into satisfaction, this can have a 
negative impact. 

 
Employees should therefore be realistic about what they can deliver, and how soon. 
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(6) Follow up. Staff should check back in a few days or weeks to make sure that the customer 
is satisfied. This can build loyalty that can act as a safeguard against future situations where 
the customer might again be dissatisfied. A company should not assume that they have fixed 
the problem or that the customer is satisfied. They have to check to make sure.  

 

TOTAL:  [50] 
 
 

5. THE EXAMINATION 
 
As pointed out in Tutorial Letter 101, the format of the examination paper is as follows: 
 
Duration:   Two hours 
Composition: Section A consists of 50 multiple-choice questions; Section B consists of three 

questions worth five marks each, of which you have to answer one; Section C 
consists of four questions worth 10 marks each, of which you have to answer 
two. 

Total marks:  75 marks (to be converted to a percentage) 
 
The multiple-choice questions in the examination are similar to those in your assignments. Some 
examples of essay-type questions appear in Section 5.1. 
 
The pass mark is 50 percent. If you are admitted to the supplementary examination, you have to 
rewrite the examination next semester (Oct/Nov 2018 exam period). If you fail the supplementary 
examination, you will have to register for this module again. 
 
You will be required to answer some of the examination questions on a mark-reading sheet. Consult 
the brochure Study @ Unisa on how to complete the mark-reading sheet correctly. You will be 
required to answer the essay-type questions in an examination book. 
 
Important: The examination will cover the entire curriculum (ie the whole study guide and the 
assignments). The multiple-choice questions will therefore cover the whole syllabus. You may benefit 
from browsing through the multiple-choice questions in tutorial letter 101 (both semesters) during 
your examination preparation and considering how you would approach them. You should pay 
special attention to study units 1, 3, 9, 13 and 14 for the essay-type questions (five or 10 marks). We 
will not include any advertisements in the questions this year.  
 
 

A special request: In the examination paper we ask you to indicate the questions you have 
answered on the front page of your examination book. Could you please do this? If students do 
not indicate the questions they have answered, we have to check all the examination books and 
indicate on the front page of each book which questions they answered. This is quite time 
consuming.  
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5.1 EXAMPLE OF AN EXAMINATION PAPER 

 
 

SECTION B 
 

ANSWER ANY ONE (1) OF THE FOLLOWING THREE (3) QUESTIONS. 

 

Please indicate the number of the question you answer on the front page of your examination 

answer book. 

 

(1) Recognition and reward can take on many forms.  Discuss the elements of an effective reward 

system.          (5) 

 

(2) Technology does not replace human contact.  Discuss this statement with the aid of examples. 

            (5) 

(3) Customer-contact employees' ability to read customers' body language is very important in 

the tourism industry.  Explain the primary aspects of body language.  (5) 

 

          TOTAL SECTION B:  [5] 

SECTION C 

 

ANSWER ANY TWO (2) OF THE FOLLOWING FOUR (4) QUESTIONS. 

 

Please indicate the numbers of the questions you answer on the front page of your 

examination answer book. 

 

(1) Technology has an increasing impact on the service environment and most companies today 
communicate with their customers by e-mail, but the basic guidelines for effective 
communication still apply.  Explain this statement with reference to: 

 

 the benefits of e-mail compared to telephonic communication 

 e-mail conventions 

 handling e-mail from dissatisfied customers      (10) 
 

(2) Service recovery includes all the actions that a company's staff takes to change a 

disappointed customer into a satisfied customer. Discuss the steps involved in the service-

recovery process.          (10) 

 

(3) Experts believe that, new web-based and mobile technologies have become important 

drivers of change in travel behaviour.  Explain the advantages and the disadvantages of web-

based technologies in terms of service delivery.      (10) 

 

(4) Selling to existing customers is far more profitable than selling to new ones.  Explain why this 

statement is true.          (10) 

 

          TOTAL SECTION C:  [20] 
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6. CONCLUSION 
 
 
Best wishes for the examination.  Please contact us if you have any further queries. 
 
Kind regards. 
 
Leona Ungerer 
Reneilwe Matabologa 
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