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  1    INTRODUCTION 

 
Dear Student, 
 
By now you would have received Tutorial Letter 201 with my feedback on your first assignment 
and you would have completed Assignment 02, as well as the self-assessment assignment, 
Assignment 03. Please compare your answers with the feedback given in this tutorial letter. 
Remember that merely reading through our feedback on these assignments will not help you 
much in getting to know how to structure an answer in the examination. Study the feedback 
given below and make sure you understand why you have might have answered some 
questions incorrectly.  
 
As your lecturer, I wish to remind you that I am at your disposal for academic enquiries. My 
contact details are as follows: 
 
Ms Yu-ting Hung-Joubert 
Office:  AJH van der Walt Building 5-55, Muckleneuk Campus, Pretoria 
Tel: 012 429 8303 
E-mail: marketing@unisa.ac.za 
 
I am here to assist you, but please note that you should only contact your lecturers if you have 
academic enquiries (that is enquiries about the content of the module). The Department of 
Marketing and Retail Management can be contacted at telephone number 012 429 8303. 
Administrative enquiries concerning fees, receipt of assignments, examination dates etc should 
be directed to the relevant administrative departments. See Tutorial Letter 101 for more details. 
 

  2    FEEDBACK ON ASSIGNMENT 02 

 
QUESTION 1 
 
The correct answer is option 3 because conceptual skills include planning, organisation, 
administration, analytical competence and decision-making. Analytical competence is the ability 
to solve complex problems and make decisions with the information provided. Option 1 is 
incorrect because technical skills include product knowledge, selling skills, negotiating skills, 
industry-specific skills and computer literacy. Option 2 is incorrect because human relation skills 
include basic psychology, perception, communication, cooperation and conflict management. 
Option 4 is incorrect because it is not highlighted in the prescribed material. The correct answer 
can be found on page 139 of the prescribed textbook.  
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QUESTION 2 
 
The correct answer is option 1 because intensity refers to the magnitude of mental and 
physical effort exerted by the salesperson in order to achieve goals. The higher the inner drive 
develops for the individual, the greater the effort that will be expended on the activity or project. 
Option 2 is incorrect because persistence refers to the time over which an individual chooses to 
expend effort. Option 3 is incorrect because direction refers to the idea that some people are 
considered “away-people”, who steer away from pain, and others are “towards-people”, who are 
motivated towards seeking pleasure. Option 4 is incorrect because expectancy is not an 
element identified in motivation definitions but rather an element of Vroom’s model. The correct 
answer can be found on page 152 of the prescribed textbook.  
 
QUESTION 3 
 
The correct answer is option 1 because during the introduction stage, the initial strategy is to 
build consumer demand for the product and to establish a viable market for it. The key 
emphasis will be on attracting attention, as well as making production more cost effective. 
Option 2 is incorrect because the growth stage is when a different approach is needed and a 
price reduction promotion is suited. Option 3 is incorrect because during the maturity stage, 
innovative promotion campaigns are needed to outwit the intense competition. Option 4 is 
incorrect because the decline stage is when consumer and trade promotions are used in newer 
segments. The correct answer can be found on page 217 of the prescribed textbook.  
 
QUESTION 4 
 
The correct answer is option 3 because point-of-purchase displays is an example of a trade-
orientated sales promotions used to create the urge of impulse buying. Options 1, 2 and 4 are 
incorrect because they are examples of customer-orientated sales promotions. The correct 
answer can be found on page 210 of the prescribed textbook.  
 
QUESTION 5 
 
The correct answer is option 4 because the Churchill, Ford and Walker model of sales force 
motivation states that if a salesperson is highly motivated, they will put extra effort which will 
lead to better a performance and increased rewards and job satisfaction. Option 1 is incorrect 
because Vroom’s expectancy model is based on three pillars: a reward, positive relationship 
between efforts and performance and favourable rewards for favourable performance. Option 2 
is incorrect because Herzberg’s motivation-hygiene theory is based on factors that lead to job 
satisfaction and dissatisfaction. Option 3 is incorrect because Adam’s inequity model is based 
on two concepts: inputs and outputs. The correct answer can be found on page 158 in the 
prescribed textbook.  
 
QUESTION 6 
 
Option 3 is the correct answer because Thulu will receive 20% of the sales she makes (a 
variable element) and a cell phone with unlimited minutes to call prospects (a fringe benefit). 
Options 1 and 2 are incorrect because she will not receive a fixed salary (a fixed element). 
Option 4 is incorrect because the scenario does not mention that she will be reimbursed. The 
correct answer can be found on page 165 of the prescribed textbook.  
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QUESTION 7 
 
The correct answer is option 1 because online metrics include hits, page views, visitors, 
unique visitors, time spent on site, bounce rates and conversion rates. Option 2 is incorrect 
because competitive metrics include cost of purchase, price comparisons, product performance 
and “share of wallet”, which were not discussed in the case study. Option 3 is incorrect because 
pricing include costs, profits, margins and break-even analysis, which were not discussed in the 
case study. Option 4 is incorrect because brand metrics include brand value and brand equity, 
which were not discussed in the case study. The correct answer can be found on page 226 of 
the prescribed textbook and page 133 of the prescribed textbook.  

 
QUESTION 8 
 
The correct answer is option 2 because the case study mentions price reduction strategies 
such as weekend and seasonal sales which are temporary reductions in prices. Option 1, 2 and 
4 are incorrect because these consumer-orientated sales promotions were not mentioned in the 
case study. The correct answer can be found on page 208 of the prescribed textbook and page 
120 of the case study book. 
 
QUESTION 9 
 
The correct answer is option 4 because brand metrics include brand value and brand equity 
which are  discussed in the case study. Option 1 is incorrect because it refers to the cost per 
sales call, average sales revenue per call and conversion rates which were not discussed in the 
case study. Option 2 is incorrect because channel metrics refer to location performance, 
channel cost, channel coverage and comparisons, which were not discussed in the case study. 
Option 3 is incorrect because pricing includes costs, profits, margins and break-even analyses, 
which were not discussed in the case study. The correct answer can be found on page 226 of 
the prescribed textbook and page 93 of the prescribed textbook.  
 
QUESTION 10 
 
The correct answer is option 1. The cost-per-lead metric determines the marketing or 
advertising cost for every lead the organisation generates. The metric is normally calculated per 
campaign which indicates how expensive or effective a specific marketing or advertising 
campaign has been. Option 2 is incorrect because customer-acquisition-cost metric calculates 
the average marketing and sales costs associated with acquiring a new customer. Option 3 is 
incorrect because the churn-rate metric attempts to measure the percentage of an 
organisation’s existing customers who deliberately stop buying from the organisation or choose 
to buy from another organisation in a given period. Option 4 is incorrect because the 
conversion-rate metric is normally applied to sales staff or the sales team and represents the 
percentage of the leads generated that actually buy something from the organisation within a 
period of time. The correct answer can be found on page 231 to 232 in the prescribed textbook. 
 
QUESTION 11 
 
The correct answer is option 3. A sales contest is used by organisations to motivate sales 
staff to achieve specific sales objectives, and is specifically used for short-term results. Option 1 
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is incorrect because performance bonuses form part of the combination plan since a bonus is 
something extra that is given to sales employees. Option 2 is incorrect because straight 
commission is paid based on the number of insurances or policies sold for the month and do not 
include salary. Option 4 is incorrect because commission is an incentive that is given to 
salespeople when a specific sales objective is achieved. The correct answer can be found on 
page 177 to 178 in the prescribed textbook. 
 
QUESTION 12 
 
The correct answer is option 4. Fringe benefits are extras received by salespeople. Option 1 
is incorrect because variable elements are elements that change and are linked to the 
effectiveness of the salesperson. Option 2 is incorrect because selling expenses are expenses 
incurred when entertaining potential clients or prospects. Option 3 is incorrect because fixed 
elements are part of the remuneration and are set and occur on regular basis. The correct 
answer can be found on page 165 in the prescribed textbook. 
 
QUESTION 13 
 
The correct answer is option 3. Loyalty or reward programmes are when consumers collect 
credits for purchases which can be redeemed for rewards. According to the case study, Gary 
Rom Hairdressing uses a loyalty programme which awards clients points on each visit that can 
be redeemed to provide discount on a later consultation. Options 1, 2 and 4 are incorrect 
because the case study does not mention any of these concepts. The correct answer can be 
found on page 208 in the prescribed textbook and on page 89 in the case study book. 
 
QUESTION 14 
 
The correct answer is option 4. Legitimate power is based on the legal authority bestowed on 
a manager in an organisation. Option 1 is incorrect because it refers to expert power which is 
based on the leader’s skills, knowledge and expertise. Option 2 refers to coercive power which 
is based on the leader’s choice to punish or withhold rewards. Option 3 refers to reward power 
which is based on the manager’s capacity to provide incentives to employees. The correct 
answer can be found on page 140 in the prescribed textbook. 
 
QUESTION 15 
 
The correct answer is option 1. In the benevolent authoritative system there is very little 
teamwork and communication, and motivation is based on a rewards system. Option 2 is 
incorrect because the exploitative authoritative management system is characterised by 
management’s decision-making; thus, any teamwork is excluded. Option 3 is incorrect because 
the consultative management system suggests that motivation is encouraged through using 
rewards. Option 4 is incorrect because the participative management system is characterised by 
trust and confidence that is placed in employees. The correct answer can be found on page 157 
in the prescribed textbook. 
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  3    FEEDBACK ON ASSIGNMENT 03 

 
a) Refer to pages 192 to 193 in the prescribed textbook and pages 118 to 123 of the study 

guide.  
 

Step 1: Review job description (max 2 mark theory, 1 mark application) 
 
A good job description is critical when evaluating a sales force. Management has to understand 
what a salesperson is supposed to do and also how and when. This is essential for 
management to know whether the sales force performed well or not. 
 
Before the sales force is evaluated, management needs to understand and explicitly state what 
is expected from the sales force. Job descriptions are obtained by analysing what the job 
entails, which means understanding the core competencies and skills required to complete the 
tasks of the job. Job descriptions clearly identify and spell out the responsibilities of a specific 
job. If management clearly understands the responsibilities of the sales force, this will enable 
them (the managers) to determine how well the salespeople have performed these 
responsibilities. 
 
Application: salespeople who would be responsible for the marketing and sales of the products. 
 
Step 2: Establish basic policies and sales goals and objectives (max 2 mark theory, 1 
mark application) 
 
Management should establish some basic policies for the evaluation of the sales force. They 
have to develop performance management systems in order for the salespeople to achieve the 
organisation's goals. The policies should establish who will do the rating, when and how often it 
should be done, how the results will be used and on what standards the sales force will be 
evaluated. The skills, outputs and accomplishments which will be evaluated should be derived 
from the job description and be written into the basic performance management policy. The 
policy-makers must determine exactly what areas of performance are going to be evaluated. 
Management should share the information about expectations with their sales force and how 
best these expectations and goals can be achieved. The salespeople must understand, approve 
and enthusiastically support these goals and objectives. 
 
When salespeople are given tasks, they should be aware that their performance will be 
evaluated. This evaluation should be conducted in a systematic and professional manner. 
Organisations should therefore have policies in place to assist the salespeople to achieve the 
goals of the organisation and also to assist management in evaluating the salespeople. These 
policies may provide the following types of guidelines: 
- Who will conduct the performance evaluation? 
- When will the evaluation be done each year? 
- What will be required from the salespeople (e.g. documentation of evidence)? 
- How will the results be used? 
- What are the consequences of the results (e.g. what will the sales force staff receive if they 

have performed well, and what will happen if they have underperformed)? 
- What standards will be used to measure the performance of the sales force? 
- What areas of performance are going to be evaluated? 
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It is therefore important that organisations share this information with their employees so that 
they are not set up to fail. Employees need to know exactly what the organisation expects of 
them and what will happen if they fail to meet expectations. These expectations can be 
regarded as the goals of the objectives. 
 
Application: salespeople who would be responsible for the marketing and sales of the products 
and are expected to do the following each month 

 find 10 new prospects  

 meet sales target of R5 000  

 service existing customers 

 compile progress reports  
 

Formal reviews will be done by Ms Mkhize and Mr Mbeki every six months which was 
communicated to them. During these formal reviews, Ms Mkhize and Mr Mbeki provides 
feedback on their performance, both positive and negative on their strengths and weaknesses. 
Those that did not do well were sent to more training programmes focusing on specific 
weaknesses that they had identified and those that did well were rewarded with bonuses. 
 
Step 3: Determine performance evaluation standards and criteria (max 2 mark theory, 1 
mark application) 

 
Performance standards are planned benchmark levels that sales managers expect the sales 
force to reach at specific times throughout the year. The performance standards (the input) 
must be mutually agreed between the sales force and management as to what level of 
performance is expected in some future period and the sales force must be committed to 
achieve these standards. These standards serve as a guide in planning the work that should be 
done (the output). To measure the efficiency of the organisation's selling effort, management 
must then balance the output against the input. Many organisations assign different weights co 
different performance objectives or several rating scales and balanced scorecards may be 
applied in order to evaluate each performance criterion. 
 
A performance standard is defined as a management-approved expression of the performance 
threshold, requirements that must be met to be appraised at a particular level of performance. 
These serve as a guideline as to what the output should be or what work needs to be done. In 
the process of determining the standards and criteria of evaluation, management needs to 
assign weights to the various areas of evaluation. This means that if a core competency is for 
the salesperson to interact with clients, management should decide how much weight this 
aspect will carry when the performance is viewed holistically. For example, client interactivity 
could be given a weighting of 30%, sales achieved could be weighted 35% and post-sales 
services could be weighted 15%. 
 
Application: Having defined the roles of the salespeople would be expected to do the following 
each month 

 find 10 new prospects  

 meet sales target of R5 000  

 service existing customers 

 compile progress reports  
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Step 4: Agree on individual performance standards (max 2 mark theory, 1 mark 
application) 

 

Once the standards have been set it is vital that these standards and benchmarks are 
communicated to the salespeople. Even if the salespeople were involved in establishing these 
standards, it should still be communicated to ensure that there are no misunderstandings about 
the standards against which the salesperson's performance will be evaluated and compared. 
 
In step three, we established the universal standards, which may differ from one organisation to 
another. However, employees are all unique; their abilities, skills and responsibilities may 
therefore be unique to their situation. As much as the standards are universal, individual 
performance standards need to be set and agreed on. For example, Peter and John might both 
be salespeople, but if Peter was contracted to assist in increasing the client base, then the 
focus in his evaluation will be on the tasks he initiated to attract new clients to the company. If 
John was contracted for some other purpose, the focus of his evaluation will be on that area. It 
is essential that these standards be communicated to the salespeople, as this will help them to 
achieve what is expected of them. 
 
Application: Ms Mkhize communicated these expectations to them on their first day and 
arranged a meeting with each salesperson to discuss it in detail. During the meeting each 
salesperson could adjust (within reason) what was expected of them. 

 

Step 5: Compare performance to standards (max 2 mark theory, 1 mark application) 
 

More than one source is used to evaluate salespeople. All the accumulated information from the 
evaluation bases utilised for evaluating salespeople's performance should be interpreted. This 
step involves comparing the salesperson's efforts and results with the predetermined and 
agreed-upon standards and benchmarks. This  will be done on  a continuous  basis, sometimes 
once a  month, in some organisations one  mid-year formal  review and  again at  the  beginning 
of a  new year. The performance rating will have a direct impact on the calculation of salary 
adjustments and short-term incentive plans if applicable. 
 
In essence, this process entails interpreting the information given to management by the 
salespeople, thus comparing their efforts with the standards set. According to Lab Space 
(2014), management can base their comparison on the monitoring information collected for 
services or activities organised. Then they can summarise the outcomes, as planned, versus 
the actual results. 
 
Application: Ms Mkhize then stated that formal reviews will be done every six months and the 
monthly reports are compared to the set standard communicated to employees at the 
beginning. 

 

Step 6: Discuss results with salespeople, including variations and improvements (max 2 
mark theory, 1 mark application) 

 

It is important that sales managers give prompt and meaningful feedback to their salespeople, 
whether they have performed well or poorly. Salespeople are provided with a written copy of 
their performance review and the sales managers discuss the performance evaluation with each 
salesperson. Well-performing salespeople should be praised as it will enhance their self-esteem 
and self-confidence and they will be more motivated to achieve higher accomplishments. Poorly 



MNM3703/202 

 

 
 

9 

 

performing salespersons should be promptly informed about the need for improvement and that 
they can actually be dismissed for unproductivity if they do not improve within a specific period 
of time. Therefore, the manager can require the salesperson to commit to performance 
improvement to pre-agreed-upon goals. 
 
Once the performance has been compared with the predetermined standards, it is essential that 
the results obtained be discussed with the salespeople. Management needs to provide 
feedback on whether salespeople performed well or not. Where there are differences between 
the targets and the actual performance, these should be discussed and management should 
determine why these variations exist. This will assist them in establishing the means to improve 
future performance. In order for salespeople to perform well, they need to be motivated and 
self-confident. A confident salesperson is a great asset to an organisation. When discussing the 
results, management should use this platform as an opportunity to motivate the salespeople.  
 
Application: During these formal reviews, Ms Mkhize provides feedback on their performance, 
both positive and negative on their strengths and weaknesses. Those that did not do well were 
sent to more training programmes focusing on specific weaknesses that they had identified and 
those that did well were rewarded with bonuses. 

 

Step 7: Take corrective action if necessary (max 2 mark theory, 1 mark application) 
 
Once the sales manager and the salesperson have determined the reasons for performance 
variations, management must take action. When the salesperson's performance is below 
standard, and it is due to a mistake made by the organisation, it is necessary that the policies 
and/or strategies used in the Implementation of the Performance Evaluation Monitoring System 
(IPEMS) be revised. If it is clear that the salesperson did not perform according to the 
standards, the manager should take corrective action by redirecting the salesperson's effort, 
enhancing the individual's personal development, perhaps through formal retraining, and make 
suggestions on how to improve performance. 
 
Let’s say, for example, Charlie has completed the evaluation process and it has been found that 
he underperformed during the specified period. Management needs to decide on the course of 
action as per the job evaluation policy. This means that both parties need to come up with ideas 
or ways to remedy the situation and assist in improving performance. Reasons for differences 
must also be given. Key objectives of corrective action are 
- to remove defects 
- to attain a new state of process performance 
- to maintain or enhance the efficiency and effectiveness of the evaluation process 
 
Application: After each formal review, Ms Mkhize determines whether the job roles and 
responsibilities are still relevant and whether the targets should be adjusted or not. She found 
that most her salespeople were unable to find 10 prospects every month and therefore decided 
to decrease the number based on the average of 7. 
 
b) Refer to page 181 in the prescribed textbook.  

 
Any FOUR can be discussed for one mark each (max 4 marks theory) 
 

 Reliability - The rating criteria should be stable over time and consistently applied. 
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• 

 Job relatedness - The performance evaluation method should be related to the specific job 
activities being evaluated. 
 

 Validity - Valid and accurate assessments should be provided and should measure what 
they are supposed to measure. 
 

 Standardisation - The performance measurement instrument and how the salesperson is 
evaluated should be consistent throughout the organisation. 
 

 Comparability - It must be possible to compare the performance of each salesperson across 
the organisation. 
 

 Discriminability - Differences in performances of individual salespeople must be identifiable. 
 

 Usefulness -The method used should be effective in order for sales managers to make the 
necessary decisions concerning promotions, terminations and compensation. 
 

 Practicality - The performance evaluation process must be easy to understand and to 
implement without taking too much time. 

 

4    CONCLUDING REMARKS 

 
 
You are once again invited to contact me if you experience any academic problems with your 
studies. 
 
I wish you success with your studies! 
 
Ms Y Hung-Joubert 
Department of Marketing and Retail Management 
Unisa 

 


