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This paper consists of seven (7) pages plus instructions for completing a mark-reading sheet

This paper consists of two (2) sections SECTION A and SECTION B Section A 1s compulsory
and should be answered on the mark-reading sheet provided Answer ANY TWO (2) of the
guestions In Section B in the examination answer book provided

This paper counts a total of 70 marks The marks obtained (out of 70) will be converted to a
percentage (100)

PLEASE NOTE: Wnite the numbers of the questions that you have answered on the
cover page of the examination answer book, in the "Question no" column, in the order
that you have answered them.

HAND IN THE MARK-READING SHEET TOGETHER WITH YOUR EXAMINATION
ANSWER BOOK.

INSTRUCTIONS TO CANDIDATES:

1 Number your answers clearly

2 Read the questions carefully before you answer them

3 Set out your answers in a systematic and logical way by using appropriate headings and
subheadings

4 Answer the questions In detall
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SECTION A

Answer all the following multiple-choice questions on the mark-reading sheet and in your answer
book In your answer book, write down the question number with the option that i1s the correct
answer next to it (for example Question 10 1) Each multiple-choice question counts two (2)
marks The total for Section A 1s 20 marks

QUESTION 1

The 1Brand model has eight steps In which step would marketers be if they are determining
where their key audiences come from and are engaging with them?

1 Step 1
2 Step 2
3 Step 3
4 Step 4
(2]
QUESTION 2

Unlike other trainers on the market, Nike ensures that all their shoes contain a level of arr 1o
ensure runners can train in comfort Which brand element 1s described by this example?

1 Added value
2 Developing entity
3 Indicator
4 Brand reality
[2]
QUESTION 3

Jeep has expanded its brand to include Jeep clothing This 1s an example of which type of
positioning strategy?

1 Positioning by corporate identity

2 Positioning by brand endorsement
3 Category-related posittoning

4 Benefit-related positioning

(2]
QUESTION 4

A nested brand strategy is also known as a/an  strategy

1 multiband

2 concept extension
3 endorsement

4 co-branding
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QUESTION 5

Which ONE of the following new brand paradigms Is the MOST relevant in today’s socrety?

1 The marketing plan drives the organisation
2 A superior brand proposition builds brands
3 Marketing owns the brand
4 Awareness 1s always first
[2]
QUESTION 6

The products that SABMiller produce, such as Lion Lager and Carling Black Label, follow a
brand name structure

1 monelithic
2 dualthic (sub-brand)
3 dualthic (endorsed brand)
4 multilithic
(2]
QUESTION 7

Keller's model of brand equity shows that brand equity Is driven by brand

1 knowledge
2 loyalty
3 associations
4 recall
(2]
QUESTION 8

Communicating the brand eftectively to employees I1s one of the aspects addressed through

1 indirect commurication
2 strategy formulation
3 internal branding
4 social media
(2]
QUESTION 9

Brand tone of voice articulates the brand personality by outlining

the brand’s mantra

the brand'’s tagline or strapline

adjectives and phrases that are “on-brand” or “off-brand”

the brand’s character as expressed by a set of defined values

0N -

[2]
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QUESTION 10
Which ONE of the following is an example of creating brand imagery?

1 Coca-Cola’s above-the-line reminder advertisements such as billboards next to the
highway

2 Providing retallers with refnigerators to ensure a chiled soft drink 1s served to the customer

3 The sense of community and personal belonging that Coca-Cola provides

4 Coca-Cola’s "open happiness” advertising campaigns that promotes fun and happiness

[2]

SUBTOTAL FOR SECTION A: [20]
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SECTION B

Read the case study below and answer any TWO (2) of the three questions that follow Section
B counts 50 marks Structure your answers by using headings and subheadings If you answer
all three questions, only the first two answers in your answer book will be marked.

AFRICAN SUN*
(SOUTH AFRICA)

In 2000, Thabo Mkhize (a South African artist from KwaZulu-Natal [KZN]) graduated from the
National Design School Like any other student, Thabo had study loans to pay off, however,
Thabo found that regutar student jobs were mundane and did not allow him to express his
creativity — and so the African Sun brand was born

African Sun I1s an mnovative company that designs and manufactures watches by using
recyclable products such as old plastic bags and cartons, clothing matenal and alummium tins
It is a unique product that 1s designed to bring various cultural elements, such as local tribal
colours and patterns, into watch designs and caters for a market segment that has never been
explored (a niche market) Not only are the products unigue In design, but the matenals used
are recyclable products By using recyclable products, production costs are low but allow Thabo
to produce quality merchandise

Like any new entrepreneur, Thabo needed to create awareness of his product and he did this by
selling to his frends and at flea markets over weekends Through word of mouth, many KZN
residents became aware of Afncan Sun watches and so sales started to increase Due to
enhanced brand awareness within the local market, Thabo needed to get a store in place to
serve not only as point of sale but also as a manufacturing point The first store was opened In
Margate on 1 December 2000 The location of the store proved to be ideal as many matric
students from all over the country come to Margate over the December holidays Students
found Thabo's products highly creatve and unique, and this resulted in awareness of the
product in other provinces of South Africa

Thabo soon realised that this demand for his product was greater than that in KZN and
therefore decided to do research into opening a store (n Johannesburg Johannesburg, which is
considered the economic hub of South Africa and an entry point for many international tourists,
served as an ideal location to expand his brand The Sandton-based African Sun store was
opened on 27 May 2005 After the faunch of the Sandton store, Thabo realised that he had to
invest more In advertising and therefore decrded to delve into social media platforms such as
Facebook, Twitter and mySpace These adverttsing mediums brought Thabo further brand
exposure and Iinternational awareness of his products To meet the intermational demand,
Thabo created an online store to enable consumers from all over the globe to purchase his
products

In 2010, African Sun expanded the product offering to include watch customigation so that
consumers could bring therr cultural flavour to the product they purchased Product
customisation included aspects such as matenal selection, design and colours used for the
product In 2013, Afncan Sun expanded therr product range by mcluding clocks, pocket
watches, ring watches and necklace watches
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The Afncan Sun brand, which started out as a side project to supplement Thabo’s iIncome has
proven to be very successful over the years The success of the brand lies not only in the fact
that the product 1s unique and addresses a gap In the market, but also Iin that Thabo employs
design interns (much ke he was) and allows his employees to bring their own creativity to the
product This iniiative has made African Sun employees proud of the company that they work
for and ambassadors for the brand

Even though it 1s an international brand in the watch industry, African Sun still stays true to local
nspiration and supports South African businesses in obtaining the recyclable matenals that are
used 1n the manufacturing of their product

*Please note that African Sun, mn the context of this case study, is fictitious and the brand is not
avallable for purchase in stores

QUESTION 1

a) [Discuss the four basic brand structures/approaches, give an example of any two and
identify the structure African Sun used (12 marks for theory, 2 mark for the examples and

1 mark for the application to the case study)
(13)

b}  Discuss the five different types of social media and relate it to the African Sun case study
{5 marks for the theoretical discussion and 5 marks for the application to the case study)
(10)
[25]
QUESTION 2

a) Drscuss and apply the six steps of the posttioning process to African Sun, and identify the
positioning strategy that Afncan Sun used (6 marks for the theoretical discussion, 5 marks
for the application to African Sun and 1 mark for identfying the positioning strategy of
African Sun)

(12)

b) Discuss the four classification categories of brand names, give an example of each and
identify in which category African Sun falls (8 marks for the theoretical discussion, 4
marks for the examples and 1 mark for the application to African Sun)

(13)
[25]
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QUESTION 3

a)

b)

ldentify and discuss the six steps in the zero-based planning of integrated marketing
communication (IMC) programmes (12 marks for the theoretical discussion)

(12)

Aaker identifies five major components or asset categories that make up brand equity
Identify and discuss these five asset categories and give an example of three in relation to
the case study (5 marks for the theoretical discussion and 3 marks for the application to
African Sun)

(8)

According to Buchholz and Wdrdemann (2001), successful brands adhere to growth

codes when they activate a purchase motive in the consumer's mind Discuss these five
growth codes or "portals In the consumer's mind" (5 marks for the theoretical discussion)

(5)

[25]

SUBTOTAL FOR SECTION B: [50]

TOTAL: 70
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