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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. 

 
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 (2): 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 (3): 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. 
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Question (4): Alternative 3 is correct. 

 
A company which applies the policy of single supplements is probably not meeting the basic customer 
needs of options and fairness. Single travellers who have to pay this supplement will probably feel that 
they are not being treated fairly and that other avenues are not available to help them achieve what 
they want accomplished. See page 57 of the study guide. 
 
Question (5): Alternative 5 is correct. 

 
The fact that information plays an important role in the tourism industry, plus the perishability of its 
product, makes it easy for people to claim that the company did something wrong and caused 
them harm. See page 13 of the study guide. 
 
Question (6): Alternative 5 is correct. 

 
The claim that Thompsons Holidays provided remarkable service, expert knowledge and best 
deals for 32 years creates an impression that it is a reliable (and therefore reputable) company. 
This reduces perceived risk. See page 93 of the study guide. 
 
Question (7): Alternative 3 is correct. 

 
Emancipated tourists - those who have respect for the host country's culture, nature and population; 
have higher moral values are well behaved in general. See the discussion on page 10 of the study 
guide. 
 
Question (8): Alternative 2 is correct. 

 
An eco-tourist is someone whose main motivation for taking a trip is to see wildlife and communities 
in their natural habitat. See pages 34 to 35 of the study guide. 
 
Question (9): Alternative 5 is correct. 

 
If tourism can contribute toward building social welfare and preserving the environment, it may 
reflect Maslow’s self-actualisation needs level. See the discussion on page 47 of the study guide. 

 
Question (10): Alternative 5 is correct. 

 
Social and cultural forces feature in this scenario, which makes the point that travellers are increasingly 
environmentally and socially aware. Political forces feature in this scenario because if reflects 
consumerism, a political force. It highlights the fact that travellers choose service providers who are 
environmentally and socially aware.   See the discussion on pages 9 to 11 of the study guide. 
 
Question (11): Alternative 1 is correct. 

 
The website offers customers the opportunity to lodge complaints about poor service, as well as report 
good service. It consequently provides for the right to fair and honest dealings. See pages 13 and 14 
of the study guide.  
 

Question (12): Alternative 5 is correct. 

 
The website offers an opportunity for companies to respond to customers’ complaints.  They have to 
indicate how they will address the particular customer’s concerns.  The website consequently provides 
for the basic consumer right of accountability from suppliers.   See pages 13 and 14 of the study 
guide.  
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Question (13): Alternative 2 is correct. 
 
See the discussion of the basic customer needs on which customers evaluate companies on page 57 
of the study guide. The main customer needs that were not met, as described in paragraphs 1 and 2, 
are those for friendliness and information.  He was not greeted politely and courteously and he was not 
informed about the company’s products, policies and procedures. 
 
Question (14): Alternative 3 is correct. 

 
See the discussion on customers’ generic expectations on pages 59 and 60 of the study guide. His 
two generic expectations which were not met in particular were those for courtesy and personal 
attention. In terms of courtesy, customers expect to be treated in a professional manner.  In terms of 
personal attention, customers expect that the company they are dealing with cares about them as 
individuals. They expect to be told what services will be provided, and they expect someone to be 
interested in and take care of their problems (and do something about them). They do not want to have 
to find things out for themselves. 
 
Question (15): Alternative 5 is correct. 
 
By ignoring the customer, the staff member did not meet his expectation of accessibility. Customers 
expect prompt and efficient service. They want their questions answered and their needs met as 
soon as possible. See page 59 of the study guide. 
 
Question (16): Alternative 5 is correct. 

 
Based on the concerns customers may experience at each need level, Maslow’s social and 
esteem need levels feature in the scenario.  The staff member was unfriendly and made the customer 
feel uncomfortable.  Furthermore, she did not seem to demonstrate appreciation for the customer's 
patronage. See page 45 of the study guide. 
 
Question (17): 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.  His self-actualisation need level reflects the need to realise one's true 
potential. Some people, for example, travel because of a need to learn and grow. In combination, these 
two needs feature most strongly in the scenario.  See pages 46 to 48 of the study guide. 
 
Question (18): Alternative 3 is correct. 

 
A company which applies the policy of single supplements is probably not meeting the basic customer 
needs of options and fairness. Single travellers who have to pay this supplement will probably feel that 
they are not being treated fairly and that other avenues are not available to help them achieve what 
they want accomplished. See pages 45 to 48 of the study guide. 
 
Question (19): Alternative 1 is correct. 
 
By providing for the needs of single travellers, the company is making use of market segmentation. 
This implies searching for ways in which the heterogeneous holiday market can be segmented into 
groups of consumers that are as homogeneous as possible. Each of these groups is supposed to 
have different motivations and propensities for travel and to perceive different “benefits” from their 
holiday taking. See page 120 of the study guide.  
 
Question (20): Alternative 3 is correct. 

 

The so-called no-frills airlines originated in the early 1990s because leisure and business travellers 
were looking for bargains in air travel. This is indicative of the emerging tourism market in which 
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budget packages feature prominently. Most passengers book directly with these airlines, reflecting the 
emerging trend towards direct bookings. See page 33 of the study guide. 
Question (21):  Alternative 3 is correct. 

Question (22):  Alternative 5 is correct. 

Question (23):  Alternative 5 is correct. 

Question (24):  Alternative 5 is correct. 
 
Question (25):  Alternative 1 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. 
 

Question (1): Alternative 3 is correct 

 
Tourism jobs in particular require three types of understanding and abilities, namely factual 
knowledge, skill and attitude. See page 147 of the study guide. 

 
Question (2): Alternative 3 is correct 

 
Customer-contact employees need to learn to use the company's computer system, as well as any 
associated devices such as modems, backup storage systems, and network linkages. See page 
153 of the study guide.  

 
Question (3): Alternative 5 is correct 

 

The fact that information plays an important role in the tourism industry, plus the perishability of 
its product, makes it easy for people to claim that the company did something wrong and caused 
them harm. See page 13 of the study guide. 

 
Question (4): Alternative 5 is correct 

 
The self-actualisation need level is the highest in Maslow's hierarchy of needs and refers to the 
need to realise one's true potential. The quote from the newspaper article reflects how a person's 
inner drive for success can overcome obstacles in his or her environment. See page 35 of the study 
guide. 

 
Question (5): Alternative 3 is correct 

 
Maslow's theory is dynamic.  A person's position on the hierarchy of needs can therefore change, 
depending on factors such as time and the person's situation. For instance, our needs when we 
are fifty are likely to be considerably different from the needs we had when we were twenty. See 
the discussion on page 48 of the study guide. 
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Question (6): 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 
training session. See page 57 of the study guide. 

 
Question (7): Alternative 5 is correct 

 
Although the advertisement reflects motivators to some extent, the company uses an e xternal 
determinant to its advantage – it points out that people can escape winter by visiting Mauritius, 
which is known for its mild climate. See the discussion on pages 77 to 81 of the study guide. 

 
Question (8): Alternative 1 is correct. 

 
Customer-contact employees play a very important role in service delivery, because of the 
inseparability and simultaneity of services.  Simultaneity refers to the fact that services are usually 
produced and consumed at the same time. If, for instance, a customer-contact employee is rude to 
a customer, the encounter cannot be replaced and can only be rectified by means of the service 
recovery process. Inseparability refers to the fact that the production and performance of a service 
tend to take place at the same time and the service provider cannot be separated from the service. 
The service provider and the customer, therefore, meet face to face. If this encounter is a bad 
experience for customers, because of the behaviour of customer-contact employees, it may cause 
customers to avoid doing business with the company again.  Consult pages 55 to 56 of the study 
guide on the impact of customer-contact staff on tourists' first impressions. 

 
Question (9): Alternative 3 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 lodge is situated in a malaria-free 
area. It therefore mainly deals with the physical risk visitors may perceive, because the possibility 
of harm to themselves or others is lessened. See the discussion on page 93 of the study guide. 

 
Question (10): Alternative 3 is correct 

 
Peripheral services indeed influence customers’ decision-making – they may actually play a 
determining role in their decisions. When two or more companies are competing in the same 
market or similar basic services, the only thing that distinguishes them is the peripheral services 
they offer. Customers may therefore look for the company that offers the most peripherals for the 
same price, or they may be willing to pay a premium to obtain additional peripherals. See pages 88 
to 89 of the study guide. 

 
Question (11): Alternative 3 is correct 

 
Motivators refer to the factors that motivate a tourist to purchase a particular product.  Holiday 
experiences may therefore meet a series of deep psychological needs in travellers. For many people, 
educational opportunity serves as a real motivation for their travels. They may, for instance, want 
to see a natural heritage site such as the area in which Makweti Safari Lodge is situated. See page 
68 of the study guide. 

 
Question (12): Alternative 5 is correct 

 
The three distinguishing service characteristics – intangibility, variability (heterogeneity) and the 
inseparability of production and consumption – make it difficult for consumers to evaluate a service's 
quality or worth before or sometimes even during the purchase.  Consumers may therefore require 
more information about the efficiency of a service and quality signals to help them evaluate it. See 
page 91 of the study guide. 
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Question (13): Alternative 3 is correct 

 
Although Thandi may probably also be frustrated because she feels that she was provided incorrect 
information, the best explanation for her frustration is that she probably expected the invisible 
services (cleaning  the rooms) to be finished by check-in  time. Customers take these services 
for granted and usually become annoyed when such services become "visible". See page 89 of 
the study guide. 

 
Question (14): Alternative 4 is correct 

 
Complaint analysis, obtaining information on customers by means of toll-free numbers and 
employee and customer visit 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 (15): Alternative 1 is correct 

 
Market segmentation involves dividing a market into smaller, homogeneous groups with similar 
preferences and needs so that tourism practitioners can target these specific needs and preferences. 
Seekers Travel probably realised that gay travellers could be a lucrative market and that their 
needs were not being adequately met by other travel management companies.  This created a gap 
in the market on which Seekers Travel could focus. See page 120 of the study guide. 

 
Question (16): Alternative 5 is correct 

 
Although all the options apply, it would probably especially be advisable to the SAA to identify fail 
points in their service encounters. They should identify places where something could go wrong in 
their service process.  For each fail point, they should identify corrective actions and train customer-
contact employees on these points.  In this way, they proactively design and build in solutions for 
potential problems instead of being forced to react to problems as and when they occur. See page 
168 of the study guide. 

 
Question (17): Alternative 1 is correct 

 
It would definitely be advisable for SAA to pay attention to its ways of handling customer flow. 
“Cservice”, however, particularly points out that it should try to minimise travellers’  frustration  and 
inconvenience. Service software tools usually involve the personal touch of customer service. 
SAA probably has to re- evaluate its software such as handling customer flow so that they reduce 
their customers’ frustrations. See page 169 of the study guide. 

 

Question (18): Alternative 2 is correct 

 
Rika may have become "robotised" because she has had to deal with customers' needs and requests 
continuously over the past five years. She may also have suffered abuse from customers, which 
may have caused her to become defensive and uncaring. She may require follow-up training or job 
rotation to motivate her again. See pages 172 to 174 of the study guide. 
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Question (19): Alternative 3 is correct 

 
Empowering customer-contact employees means that a manager needs to give them the discretion 
and guidelines to enable them to make their own decisions about job-related activities. If Lindiwe 
could do this, her team members would be able to meet customers'  needs quickly and effectively.  
This would mean that Lindiwe will have to relinquish some of her control and her need to have the 
final say in most decisions. See pages 156 to 157 of the study guide. 

 
Question (20): Alternative 2 is correct 

 
It is often difficult to develop a reward programme that meets everyone’s requirements, but the 
reward scheme should, as far as possible, appeal to everyone in the programme. Gift vouchers are 
regarded as flexible, but their disadvantage is that the recipient does not immediately  receive 
something  tangible. Small rewards can furthermore be as effective as big ones if they are used 
properly. See pages 162 to 165 of the study guide. 

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. 
 
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. 
 
Question (2): Alternative 4 is correct. 
 
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. 
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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. 
 
Since a number of alternatives are correct, this item will not be considered during the marking 
process.  See pages 202 to 208 of the study guide.  
  
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 of the study guide. Messages delivered over the phone rely 90 per cent on tone of 
voice and 10 per cent on the actual words spoken 
 
Question (9): Alternative 3 is correct. 

 
See page 243 of the study guide. There is a fairly good guarantee that the message will be delivered. 
 
Question (10): Alternative 4 is correct. 

 
See page 253 of the study guide. It is advisable to phone the customer to clear up any 
misunderstanding. 
 

Question (11): Alternative 5 is correct. 

 
See page 262 of the study guide. 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 of the study guide. 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. 
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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. 
 

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. 
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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] 

SECTION B 

 
(1) In some countries service is regarded as demeaning. What is your opinion on this? (5) 

 
See page 187 of the study guide. 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). 
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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. 
 

(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) 

 
See page 269 of the study guide. 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. 
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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. 

 

(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 (May/June 2019 exam period). If you fail the supplementary 
examination, you will have to register for this module again. 
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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 (i.e. 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 2, 3, 5, 9, 10 and 12 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. 

 
 

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 questions 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) 
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(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] 

 
 
 

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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