
             MNM3713/201/2/2018 

 

 

 

 

 
 

Tutorial Letter 201/2/2018 
 

SERVICES MARKETING 
 

     

                  

Semester 2  

 

Department of  

Marketing and Retail Management 

 
 

 

 

 

 

  

 

 

 

Bar code 

MNM3713

3 



                                                     2                                           MNM3713/201/1 
 

 

   Contents           Page 

 1. Introduction             2

    

 2. Previous examination question and memorandum                                     3

    

3. Guidelines to Assignment 01                                                                           6 

    4.    Concluding remark            9

         

 

 1.   INTRODUCTION 

 

You are now well on your way with your studies in the 2018 academic year. Compare the 

guidelines to assignment 01 given below and make sure you understand why you have 

answered some question incorrectly.  

The lecturer for this module is Mr Danie Theron. Please note that you should only contact 

the lecturer if you have academic enquiries (that is, enquires about the content of the study 

material). You may contact him via the Marketing helpline. The contact details are as 

follows: 

Address: AJH van der Walt Building, Muckleneuk campus  

Telephone: 012 429 8303 

Fax number: 012 429 3759 

E-mail: marketing@unisa.ac.za 

 

Administrative queries regading payments, receipt of assignments, examination dates, 

etcetera must be directed to the correct administrative department. 

 

 

 

 

 

 

 

 

 

mailto:marketing@unisa.ac.za
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2. PREVIOUS EXAMINATION QUESTION AND MEMORANDUM 

PLEASE NOTE THAT THIS IS ONLY AN EXAMPLE OF A PAST EXAMINATION 

QUESTION. YOUR EXAMINATION QUESTIONS MIGHT LOOK QUITE DIFFERENT.  

 

In the exam it will read: Study the mini case study and answer any TWO (2) of the following 

three questions. Section B counts 50 marks.  

(We discuss only one question here.) 

 

                                    Securelife  - not that secure  

Victor Machado is the manager and owner of Securelife, a long and short term insurance 

brokerage company. The company markets the insurance packages (policies) of many of 

the large insurance firms, such as Sanlam, Old Mutual, Discovery, Liberty, Momentum and 

Mutual and Federal. Securelife has branches in all the big cities and towns in South Africa 

and in neighbouring countries.  

 

Victor is committed to rendering excellent customer service to his clients by implementing 

training programmes to ensure that his employees serve the firm’s customers very well. 

One of the compulsory training programmes that employees have to do is to enrol for a 

course in customer service management at Unisa. The customer service performance of 

each employee is also an important element in their IPE (Individual Performance 

Evaluation).  

 

Victor has been doing formal market research among customers about their perceptions 

of the service quality of the business on an ongoing basis and time and time again the 

results are not satisfactory at all. Victor says the following to you: “I am very disillusioned 

about the results of my research efforts. Every time customers mention different aspects 

that they are unsatisfied with. We also experience a significant drop-out of customers within 

their first three years with us, although we grow faster in terms of new customers joining 

us. I don’t know what more I can do to ensure that we serve our customers better. Even if 

I only keep half of the customers that leave this company will grow like a house on fire”.  

 

“I know you are a customer service expert. Please look at my research findings and make 

recommendation on what you believe I should do. Please write me a report and present it 

to my managers at our next strategic planning session that takes place a week from now”.  

 

Write the report by answering two of the three questions below. 
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QUESTION 1 

 

(a) Victor Machado is worried about the fact that his company has fared poorly in the 

research venture, especially in terms of the personal contact his employees have 

with clients. Explain to him the main decision areas of service interactions which 

are the levels of interaction, the types of service interaction and the timing of 

service interaction. Discuss the theory for 10 marks and the practical application 

to the situation of Securelife for 5 marks. 

                 (13) 
 

(b) Victor Machado uses pictures of his modern office building in his marketing material 

so as to convince would be clients that he is not a fly-by-night tour operator. He is, 

however, not sure which aspects of the physical environment (Servicescape) are 

really important to impact positively on visiting clients. Explain to him the physical 

dimensions which form part of the Framework for understanding the effect of 

physical evidence on customers’ behaviour. Do not discuss customer 

behaviour/responses in your answer. The theory counts 9 marks and the practical 

application counts 3 marks. 

                                                                                                                                   (12) 

 
                [25] 

Memorandum 
 
Question 1(a)     Service interactions 
 

 Levels of interaction:  SG sec 9.11 (p70) and PB sec 7.2.1      √ √ √ √   
 

- High-contact level: Customer involvement (not presence) crucial. Partly 
true for  Securelife 

 
- Medium-contact level: Customer involvement (not presence) only at 

certain phases of service delivery/consumption. Probably true for 
Securelife – employee/customer interaction.  

 
- Low-contact level: Hardly any interaction with clients (physical, telephone 

or otherwise).  
 

 Types of service delivery contacts/interactions: SG sec 9.1.2 (p70) and PB sec 
7.2.2 (pp184 – 185)    √ √ √ √   

 
-   Customer visits service provider: Not relevant in Securelife’s case. 

 
- Service provider visits customer: True for Securelife when visiting 

customer for needs and damage assessments. 
 
- Service delivery at arm’s length: Mostly true for Securelife. Dealings mostly 

over the phone. 
 

-  
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 Timing of service delivery  SG p73 and PB sec 7.3.1 (p188 – 190)   √ √ √ √   
 

- Length of service delivery: Securelife’s interactions with clients probably 
between long and short. 

 
- Permanence of service delivery: Continuous, occasional, seldom. 

Securelife probably occasional at needs assessment and handling claims. 
  

- Payment considerations: Before, after, both or monthly  
 

Practical application (impression mark)  √ √ √ √ √ 
 
Question 1(b)  Physical dimensions of the Servicescape 
 
PLEASE NOTE: Another examination question that can also come from this 

section focuses on how consumer behaviour is influenced by the Servicescape 

Adapted figure of physical framework (2 marks) 

3 groups of factors: 

 Ambient conditions   √ 
- Temperature                     √√ 
- Air quality 
- Noice 
- Music 
- Odour 

 

 Space/functionality: space = arrangement √, functionality = contribution to service 
delivery and need satisfaction √ 

- Layout                             √√ 
- Equipment         
- Furnishings 

 

 Signs, symbols & artefacts: cues for customer actions  √ 
- Signage                         √√ 
- Personal artefacts 
- Style of décor 

 

Practical application                             √√√ 
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3. GUIDELINES TO ASSIGNMENT 01 

 

Question 1 

The correct answer is 3.  
 
The patient’s core need is to be healthy and a competent doctor is the core service that is 

required. If a doctor is well-known to be an excellent heart surgeon it will serve as service 

image of the ‘product” he is “selling”. 

 

Question 2 

The correct answer is 3 which is an example of a new service marketing mix element 

namely Process. This element of the service marketing mix is discussed in section 9.2 of 

the study guide and the relevant section in the prescribed book. 

Option 1 is an example of service promotion, option 3 reflects on marketing research, and 

option 4 reflects on both a pricing issue and a place (distribution) issue, which are part of 

the traditional marketing mix. 

 

Question  3    

The correct answer is 4. 

The service marketing mix consists of seven elements. Three are mentioned in this 

question, namely price (“fee”), distribution (“branches”) and marketing communication or 

promotion (“called telephonically”). The fourth option refers to marketing research which is 

not an element of the service marketing mix. The service marketing mix is discussed in sec 

1.3 and 1.4 in the study guide. 

 

Question 4 

The correct option is 4. Option 3 has originally been marked as correct, but has been 

changed. This is a difficult question as two “products” are at play here, namely the house 

that needs to be sold, and the service rendered by an estate agent. The house, as primary 

product, is a high-risk transaction for Peter and therefore requires high involvement from 

his side. On the other hand he believes that estate agents as service providers render 

basically the same service and there are therefore little difference in the “brands” that are 

available. If Peter was buying a house, and not selling one, brand differences (houses) 

would have been high, which would have rendered the whole transaction as complex 

buying behaviour. The answer to this question is taken from table on p16 of the study 

guide. 
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Question 5 

The correct option is 3. The correct option was originally been given as 2, but has been 

changed. Sarah has already looked at all the tertiary institutions and evaluated them 

against a set of buying criteria that are important to her before she decided on Unisa. This 

is probably her first or second service encounter with Unisa. However, completing the 

registration form represents a degree of commitment from her side to “buy the product”. 

Two other buying options would be to decide not to enroll, or to postpone her decision. The 

buying decision forms part of the service encounter stage according to the study guide in 

sec 2.2. 

 

Question 6  

The answer is 2. The answer has originally be given as 1, but has been changed. This is 

not an example of secondary research because the information was collected first-hand. 

Because it is a sample size of respondents (clients) is small, the information gathered 

cannot be regarded as quantitative data, as it cannot be subjected to rigorous statistical 

analysis.    

 

Question 7   

The correct answer is 1. It was originally indicated that option 2 is correct but it has been 

changed. The universe from which the respondents will be chosen is called the target 

population. A sampling frame is a “list or other device” used to define a researcher's 

population of interest. 

 

Question 8  

The correct answer is 3, which is not an advantage of primary research. Primary  research 

usually entails a formal research venture (design) which requires expensive field research. 

You must be able to distinguish between primary and secondary research and quantitative 

and qualitative data/information. Study section 3.3 in the study guide. 

 

Question  9  

This question has not been marked as two alternatives may be regarded as correct, namely  

the Transcendent and the Value-based approach to gauging service quality as both are 

basically based upon the perceptions of customers regarding a specific service. Study sec 

5.1 in the study guide. Make sure that you are able to distinguish between these 

approaches in multiple choice questions in the exam. 
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Question   10      

The correct answer is 1.  

Option 3 refers to an action of a service provider towards a client. Option 4 reflects on the 

actions of an organisation that make a customer comfortable about his dealings with the 

firm. These actions prevent the feeling of dissonance that a customer may experience after 

he has made a purchase. 

 

Question 11   

The correct option is 3. 

The SERFQUAL technique for determining service quality measures the perceptions of 

customers before and after they have consumed the organisation’s service. Study sec 

5.5.1 in the study guide. 

 

Question 12   

The correct answer is 4. The other options are nonsensical. 

 

Question 13    

The correct option is 4. 

The knowledge gap is being closed by doing research among customers. The findings 

serve as a guideline for future actions. The research has also highlighted the standards 

gap in the sense that management was mistaken about what customers really want. 

Rendering good service will close the delivery gap. A good promotion campaign will be 

only a small part of the new service “package” that will be presented to customers. The 

Gaps theory is discussed in sec 5.6 in the study guide. 

 

Question 14  

The correct answer is 2. Service development is discussed in sec 6.2.3 of the study   

guide. 

 

Question 15   

The correct answer is 1. Study section 6.2.3 in the study guide. 
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4. CONCLUDING REMARK 

 
You are once again invited to contact us if you experience any problems with your studies. 

Kind regards, 

 

Mr DP Theron 

Department of Marketing and Retail Management 

Unisa 

 


