UNIVERSITY EXAMINATIONS UNIVERSITEITSEKSAMENS

SA
UNI —
MNM3710 ( 482287) May/June 2015
BRAND MANAGEMENT
Duration 2 Hours 70 Marks
EXAMINERS
FIRST MS LL MANLEY
SECOND MS LE FOURIE
EXTERNAL MRS L WATKINS

Closed bock examination
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This paper consists of seven (7) pages plus instructions for the completion of a mark-reading sheet

This paper consists of two sections, section A and section B Section A 15 compulsory and should be
answered on the mark-reading sheet Answer any twa of the questions In section B In the examination
answer book

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

PLEASE NOTE Write the numbers of the questions you have answered on the cover page of the
examination answer book in the "Question no " column, In the order 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 answering them

3 Your answers must be set out in a systematic and logical way, using appropriate headings and
subheadings

4 Answer the questions in detail
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SECTION A (COMPULSORY QUESTIONS)

Answer the following multipie-choice questions on the mark-reading sheet and in your answer book In
your answer book, write down the question number with the option representing the correct answer next to
it, for example Question 10 1 Each multiple-choice question 1s worth two marks The total of section A 1s
20 marks

QUESTION 1
Brand image refers to the

1 perceptions about a brand as reflected by the brand associations held n the consumer's memory

2 strength of the brand in memory as reflected by the consumer’s ability to identify the brand under
different conditions

3 atiributes the consumer associate with the brand and the consumers attitudes towards it

4 strength of a brand’s presence in the consumer’s mind, which 1s measured by recogmtion and
recall

(2]
QUESTION 2

Points of party are BEST described as

1 associations that are not unique to the brand but may be shared by others

2 ways in which a product or service meets the functional needs of the consumers

3 when consumers have to make a choice based on experiences

4 when a brand's performance and iImagery does not differ mucthi from that of the competition

(2]
QUESTION 3

RayBan sunglasses can BEST be seento have a  brand name classification

1 fichitious
2 assoclative
3 suggestive
4 descnptive
[2]
QUESTION 4

A brand mantra and taglne are developed to express the brand’s

purpose, positioning and personality
image, perscnality and equity
equity, positioning and identity
salience, resonance and stability

oW o

(2]
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QUESTION 5
Internet domain names are exampies of  assets
1 marketing-related
2 artistic-based
3 customer-related
4 technology-based

(2]
QUESTION 6
Nike's “Just do it” I1s an example of a
1 brand mantra
2 tagline
3 logo
4 brand character

[2]
QUESTION 7
Which ONE of the following options 1s a component of Keller's brand equity model?
1 brand loyalty
2 perceved quality
3 brand value
4 brand image

[2]

QUESTION 8

A line extension when there 1s a difference between the prices of the different product varants 1s labelled
a/an

1 honzantal line extension
2 vertical line extension
3 longitudinal brand extension
4 extended line extension
(2]
QUESTION 9

Websites that organise and share particular types of content are referred to as

content aggregators
blogs

social networks
content communities

AN =

{2l
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QUESTION 10

Which ONE of the followings options represent PHASE 3 of the basic brand contact planning process?

1

w

The team conducts a brand contact inventory by identifying all points of contact between the brand
and its stakeholder groups

The team identifies the pnimary brand contact patterns

The team identifies the most influential points of brand contact

The team develops a strategy for brand contact cohesion

(2]

SUBTOTAL: [20]
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SECTION B

Read through the case study below and answer any TWO (2} of the THREE (3) questions that follow
Section B counts 50 marks Structure your answers by using headings and subheadings If you answer all
three of the questions, only the first two written in your answer book will be marked

SAB Launches
New Castle Lite Lime

SABMiller the second-largest brewer in the world produces a large variety of brands including local
favounites such as Castle Lager, Carling Black Label, Hansa Pilsener as well as Premum brands,
including Castle Lite and Castie Milk Stout to name but a few Besides the wide range of products that
are currently offered on the market, SABMiller has now started to capitalise on the growing market
segment of flavoured beer, and has hit the mark by adding its innovation to the category, with their
latest beer extension being Castle Lite Lime

Flavoured beer i1s seen to be one of the fastest-growing sectors in the beer market wortdwide, growing
7% 1n 2013 {Euromonitor International) Recent research indicates that 422 of adult drinkers under the
age of 34 consume flavoured beer on occasion {Reportbuyer com, November 2013) Castle Lite's
through-the-hne Marketing Manager said, "With the flavoured beer category growing globally, the new
preduct innovation has allowed us to take extra cold refreshment to the next level” “The world of
flavoured beers has a continuum, where flavoured beer can range in 1ts beer character and Havour
intensity, from 'beer-like' to 'not beer like' The new Castle Lite Lime offers the onginal Castle Lite beer
taste, with a hint of ime citrus flavour *

This 1s a new style of flavoured beer that 1s lightly flavoured and 1t extends the current market offenng It
1s avallable in 340 ml non-returnable bottles (NRB), 660 ml returnable bottles (RB) and a 440 ml can
nationwide and 1s supported by a through-the-line campaign, including television commercials

Source Adapted from Bizcommunity 2014 SAB launches Castle Lite Lime [Onhine] Avadable from
http //www bizcommunity com/Article/196/162/118435 html [Accessed 2014-12-11]
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QUESTION 1

a)

Discuss and provide examples of ten positioning strategies and select the most appropriate strategy
for SABMiller's Castle Lite Lime (10 marks will be awarded for the theoretical discussion and 9
marks for the examples and 1 mark for the application to SABMiller's Castle Lite Lime}

(20]
b} Discuss the four types of brands and indicate which brand type SABMiller's products would fall into
(4 marks will be awarded for the theoretical discussion, 1 mark application to SABMiller's Castle Lite
{ime)
5]
[25]
QUESTION 2
a) Explain the concept of extrinsic and intrinsic attributes of a brand and provide an exampie for each
relating to the case study (4 marks will be awarded for the theoretical discussion and 2 marks for the
application to the case study)
(6]
b) Discuss line extension, brand extension, concept extension and co-branding and provide an
example for each (8 marks will be awarded for the theoretical discussion, 3 marks for examples and
2 marks for the application to the Castle Lite Lime case study)
[13]
c) Brand orentation recognises that all parts of the brand entity send a message to customers and

other stakeholders Briefly discuss the six elements of brand orientation as identified by Reid,
Luxton and Mavonda (2005) (6 marks will be awarded for the theoretical discussion}

(6]

[25]
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QUESTION 3

a) Discuss the four basic brand structures, provide an example of each and indicate which brand
structure SABMiller follows (8 marks will be awarded for the theoretical discusston, 3 marks for
refevant examples and 2 marks for the application to the case study)

[13]

b}  Discuss the difference between brand identity and brand image (2 marks will be awarded for the
theoretical discussion)

[2]

c)  Discuss the 5 phase basic process of brand contact planning (achieving brand cohesion) (10 marks
will be awarded for the theoretical discussion)

[10)

[25]

SUBTOTAL: [50]

TOTAL. [70]

C]
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