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1 INTRODUCTION 
Dear Student 

 
Marketing is regarded as a core business function without which the organisation could not 
survive. In many ways this is true, since marketing identifies potential, profitable target markets 
and then guides the organisation to produce a product or service that meets the needs of the 
target market. Studying marketing can be interesting and exciting as we look at the procedures 
and strategic processes that define the marketing function, the consumer, what drives buying 
behaviour, the marketing environment and how it influences our business decisions.We shall do 
our best to make your study of this module interesting, useful and successful.You will be well on 
your way to success if you start studying early in the semester and resolve to do the 
assignments properly. Because this is a fully online module, you will need to use myUnisa to 
study and complete the learning activities for this course. You will therefore need to visit the 
module site on myUnisa for MNM2602 frequently. The site for semester 1 is MNM2602-2018-S1 
and the site for semester 2 is MNM2602-2018-S2. In addition, you will receive this tutorial letter 
and printed copies of the online study material for your module. While this printed material may 
appear to be different from the online study material, it will be exactly the same and will have 
been copied from the myUnisa website. 
 
Tutorial Letter 101 – this tutorial letter – contains important information about the scheme of 
work, the assignments and guidelines for preparing and submitting the assignments for this 
module. Furthermore, the prescribed study material and other resources and how to obtain it 
are provided further on. We have also included general information about this module, as well 
as administrative guidelines. We urge you to read it carefully and to keep it at hand when 
working through the study material, preparing the assignments, preparing for the examination 
and addressing questions to your lecturers. 
 
You will also receive Tutorial Letter 301 MRMALL8/2018 at the start of the semester. Please 
read it in combination with Tutorial Letter 101, as it gives you an idea of generally important 
information when studying at a distance in this department and in the School of Management 
Sciences. Later on in the semester you will also receive tutorial letters providing guidelines to 
the assignments and information on how to prepare for the examination. 
 
From the onset we would like to point out that you must read all the tutorial letters you 
receive during the semester immediately and carefully, as they always contain important and, 
sometimes, urgent information. 
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1.1 Getting started … 

You can go online to access your study material and see what to do for the module. Go to 
https://my.unisa.ac.za and log in using your student number and password. You will see 
MNM2602-18-S1 or MNM2602-18-S2 in the row of modules in the orange tabs across the top of 
the web page. If you cannot find it in the orange tabs, you could also check in the "More" tab. 
Click on the module you want to open. 
 
In addition, you will receive this tutorial letter and printed copies of the online study material for 
your module. While this printed material may appear to be different from the online study 
material, it will be exactly the same and will have been copied from the myUnisa website. 
 
We wish you much success in your studies! 

 

2 OVERVIEW OF ESSENTIALS OF MARKETING (MNM2602) 

2.1 Purpose 

 
The aim of this module is to provide insight into and an understanding of the basic principles of 
marketing. 
 

2.2 Outcomes 

After completing this module, you should be able to demonstrate a solid knowledge and sound 
understanding of: 
 
 explain the nature of marketing and how it developed 
 discuss where marketing fits into the organisation 
 explain the different orientations towards markets and relationship marketing 
 demonstrate the functioning of the marketing process 
 explain the composition and functioning of the marketing environment 
 demonstrate the influence of the micro, market and macroenvironment on marketing 
 perform a SWOT analysis 
 explain the marketing information system 
 demonstrate the use of the marketing research process 
 explain the implications of market potential and sales forecasting 
 explain the implications of different types of purchase decisions 
 illustrate the influence of the individual and group factors influencing consumer behaviour 
 apply the buying decision-making process to a practical situation 
 explain the concepts in organisational buying behaviour 
 illustrate the use of market segmentation, targeting and positioning 
 demonstrate how to use the bases for segmenting consumer markets 
 explain the process of market targeting 
 illustrate the positioning process and positioning methods 
 explain the link between the core information areas and marketing decisions 
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3 LECTURER(S) AND CONTACT DETAILS 

3.1 Lecturer(s) 

My name is Mrs Letitia Fourie and I am the lecturer for this module. My contact details are as 
follows: 
 
Address:  AJH van der Walt Building,  
Office number: 5-65 
Telephone:   012 429 8303 
Fax:    086 620 4942 
E-mail:   marketing@unisa.ac.za 
 
To avoid disappointment, make an appointment with me beforehand if you wish to see me in 
person. Whenever you write to me, please include your student number to enable me to help 
you more effectively. 
 
3.2 Lecturer availability 
 
The lecturer for this module will be available to take phone calls on academic matters and/or to 
attend to students who may prefer to visit personally for academic engagement. However, the 
days and times of lecturer’s availability will be communicated in the module page on myUnisa. 
These days and times are subject to change from time to time in order to accommodate the 
lecturer’s work schedule and other commitments. The changes on the days and times will be 
communicated by the lecturer in advance through the announcement option on myUnisa as and 
when this will happen. Students are advised to check the module page on myUnisa before 
making phone calls or visiting the lecturer’s office for academic enquiries/engagements to avoid 
disappointment. 
 

Please note that lecturers should only be contacted for academic enquiries, that is, enquires 
about the content of the module. If you want to enquire about your student account or whether 
or not we have received your assignment, please refer to section 3.3 below. Letters to 
lecturers may NOT be enclosed with assignments. 

 
3.3 University 
 
To contact the University follow the instructions in the brochure Study@Unisa. Remember to 
have your student number available whenever you contact the University. In the table below are 
some of the most important university contact details: 
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Communication with the administrative departments of the University 
 
If you need to contact the University about matters not related to the content of this subject, please consult the 
booklet Study@Unisa that you received with your study material. This booklet contains information on how to 
contact the University (for example, to whom you can write for different queries, important telephone and fax 
numbers, addresses and details of the times certain facilities are open).  
 
Always have your student number at hand when you contact the University. 

Please note that all administrative enquiries should be directed to the following: 

Student admissions and registrations  Study-info@unisa.ac.za 
Student assessment administration for assignments Assign@unisa.ac.za 
Student assessment administration for examination Exam@unisa.ac.za / examadmission@unisa.ac.za  
Despatch: Study material    despatch@unisa.ac.za 
Finance      finan@unisa.ac.za 
ICT (myUnisa & myLIfe    MyUnisaHelp@unisa.ac.za 
       MyLifeHelp@unisa.ac.za 
 
Also study Tutorial letter 301 MRMALL8/2018 for further contact information. 

 

4 MODULE RELATED RESOURCES 

4.1 Prescribed books 
 
The tutorial matter for this module consists of the following:  
 ONE study guide and a number of tutorial letters available in English only (supplied by 

Unisa) 
 TWO prescribed books (which you must obtain yourself) 

 
The compulsory prescribed books for this module are: 
 Cant, M.C. 2016. Essentials of marketing. 5th edition. Cape Town: Juta. 
 Niewenhuizen, C. & van Heerden, C.H. 2016. Contemporary Retail and Marketing Case 

Studies. 2nd Edition. Cape Town: Juta. 
 
Prescribed books can be obtained from the University's official booksellers, see a list of official 
booksellers and their addresses in Study@Unisa booklet. If you have difficulty in locating your 
book(s) at these booksellers, please contact the Prescribed Books Section at 012 429 4152 or 
e-mail vospresc@unisa.ac.za. 
 
4.2 Page reference guide 
 
The study guide for MNM2602 is based on an earlier edition of Essentials of Marketing. A page 
reference guide was compiled to link the prescribed book to the relevant sections in the study 
guide. The page reference guide can be found in ADDENDUM A. 
 
4.3 Joining myUnisa 
 
If you have access to a computer that is linked to the internet, you can quickly access resources 
and information at the University. The myUnisa learning management system is the University's 
online campus that will help you communicate with your lecturers, with other students and with 
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the administrative departments at Unisa – all through the computer and the internet. You can 
start at the main Unisa website at http://www.unisa.ac.za and then click on the myUnisa orange 
block. This will take you to the myUnisa website. To go to the myUnisa website directly, go to 
https://my.unisa.ac.za. Click on the Claim UNISA Login on the right-hand side of the screen on 
the myUnisa website. You will then be prompted to give your student number in order to claim 
your initial myUnisa details as well as your myLife e-mail login details. For more information on 
myUnisa, consult the brochure Study@Unisa, which you received with your study material. 
 
It is very important that you log in to myUnisa regularly. We recommend that you log in at least 
once a week or every 10 days to do the following: 
 Check for new announcements. You could also set up your myLife e-mail in such a way 

that you will receive the announcement e-mails on your cellphone. 
 Participate in the discussion forum activities. For every learning unit in this module, there is 

an activity to do. Although these activities are not compulsory we would like you to discuss 
these with your fellow students, your lecturer and e-tutors (if available) on the discussion 
forum. Don't skip these activities, because they will help you to better understand the 
theory of the module. 

 
4.4 Other resources – printed support material 
 
Because we want you to be successful in this module, we also provide you with some of the 
study material in printed format. This will allow you to read the study material even if you are not 
online. The printed study material will be sent to you at the beginning of the semester, but you 
do not have to wait for it before you start studying – you can go online as soon as you have 
registered and find all your study material there. The material we will send you is an offline 
copy of the formal content for the online module. Having an offline copy will enable you to study 
for this module WITHOUT having to use the internet or to go to an internet café. It will save you 
time and money, and you will be able to read and re-read the material and start doing the 
activities. We hope that by giving you extra ways to study the material and practise all of the 
activities, this system will help you succeed in the module. To get the most out of the course 
you MUST go online regularly to complete the activities and assignments on time. 
 
Remember, the printed support material is back-up material for everything that is found online 
on myUnisa. It does not contain any extra information. In other words, do NOT wait for the 
printed support material to arrive before you start studying. 
 
4.5 Library services and resource information  
 
For detailed information, go to the Unisa website at http://www.unisa.ac.za/ and click on 
Library. The Library has compiled numerous library guides: 
 finding recommended reading in the print collection and e-reserves –

http://libguides.unisa.ac.za/request/undergrad 
 requesting material – http://libguides.unisa.ac.za/request/request 
 finding, obtaining and using library resources and tools to assist in research – 

http://libguides.unisa.ac.za/Research_Skills 
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 contacting the Library/finding us on social media/frequently asked questions – 
http://libguides.unisa.ac.za/ask 

 
4.6 Predatory providers of classes and examination support 
 
Please be aware of the existence of multiple fraudulent and predatory providers of classes and 
examination guidance to Unisa students. Please note that Unisa do not have agreements with 
any of these agencies/schools/colleges to provide tuition or support to our students. Unisa also 
do not provide these predators with study material, guidelines or your contact information.  
These providers may not have the necessary expertise to assist you and often charge 
exorbitant fees. If you receive an invitation from any agency or College, it is best to confirm with 
your lecturer if the provider is a legitimate Unisa partner. 
 
4.7 TVET Agreements 
 
Unisa, however, have agreements with a number of TVET Colleges to provide contact tuition 
and support for students in the following Higher Certificates: 

‐ Higher Certificate in Economic & Management Sciences 
‐ Higher Certificate in Banking 
‐ Higher Certificate in Tourism 
‐ Higher Certificate in Accounting Sciences 

More information on this is available on the Unisa website. 
 

5 MODULE-SPECIFIC STUDY PLAN 
 

Below is a study plan that we propose you use to work through the study material systematically 
until the examination time. However, it is merely a broad guideline and you may adapt it to fit 
your own particular time schedule. The time allocated to each topic also serves as an indication 
of its importance within the context of all the prescribed study material. Please see the 
Study@Unisa brochure for general time management and planning skills. 
 

Study 
unit 

Study unit name 
Time 
taken 

Date to be completed 

Semester 01 Semester 02 

1 Marketing management 10 hrs 17/02 04/08 

2 The marketing environment 20 hrs 24/02 11/08 

3 Marketing research 20 hrs 03/03 15/08 

4 Consumer behaviour 20 hrs 10/03 18/08 

5 Market segmentation 10 hrs 17/03 25/08 

6 Market targeting 10 hrs 24/03 01/09 

7 Product positioning 10 hrs 31/03 08/09 

8 The marketing mix 10 hrs 04/04 15/09 

9 The planning, implementation and control process 10 hrs 07/04 22/09 

TOTAL 120 hrs 
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6 ASSESSMENT 
 
6.1 General remarks 
 
The assignments for this module are contained and in ADDENDUM B and ADDENDUM C, 
further on in this tutorial letter. Before you do the assignments please study the rest of this 
section. 

 
Assignments are seen as part of your learning experience for this module. The process of doing 
the assignment includes studying the prescribed textbook, consulting other resources, 
discussing the work with fellow students or tutors, or doing additional research. You are, in fact, 
actively engaged in learning. Pay attention to the assessment criteria for each assignment as 
these criteria will help you to understand what is required of you. 
 
6.2 Submission of assignments 
 
You are encouraged to submit your assignments for this module electronically via myUnisa. 
Remember that the due date is the last day that you can submit your assignment. I advise you 
NOT to wait until the due date before you submit your assignments on myUnisa, as the 
system might be very busy or down for routine maintenance. 
 

To submit an assignment via myUnisa: 
 

 Go to myUnisa 
 Log in with your student number and password. 
 Select the module. 
 Click on “assignments” in the left-hand menu. 
 Click on the assignment number you want to submit. 
 Follow the instructions on the screen. 

                                                                                                                                                           
For detailed information and requirements as far as the submission of assignments are 
concerned, see the brochure: Study@Unisa that you received with your study material. 
 
You may submit your assignment in hard-copy (using a mark-reading sheet) but this method is 
not recommended. Hard-copy assignments should be sent to: 
The Registrar 
PO Box 392 
UNISA 
0003 
 
Assignments may not be submitted by fax or e-mail.  
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PLEASE NOTE:  

Enquiries about assignments (for example, whether or not the University has received 
your assignment, or the date on which an assignment was returned to you) must be 
addressed to Assign@unisa.ac.za. (Also read section 3 above.) You might also find 
information on myUnisa. 

 
6.3 Extensions for assignments 
 
Since assignments are marked electronically and the guidelines on answering the assignments 
are also made available on myUnisa after the due date, extensions cannot be granted for the 
submission of assignments. 
 
6.4 Compulsory and self-evaluation assignments  
 
 Compulsory assignments and submission dates 

 
There are TWO compulsory assignments for this module, both which are in the form of fifteen 
multiple-choice questions. There are non-negotiable submission deadlines for each of these two 
assignments (see ADDENDUM A and ADDENDUM B further on).  
 

IMPORTANT 

You need to submit the first of these assignments if you wish to gain entry to the examination! 
Both compulsory assignments, however, contribute to your year mark. 

 Self-evaluation assignment  
 

You will see that there is also a THIRD assignment that is for self-evaluation purposes only. It is 
in the form of an essay-type question and you must NOT submit this assignment to Unisa for 
marking. Instead, the guidelines for answering this assignment have been provided in tutorial 
letter 202. This will help you to mark your assignment after you have completed it. 
 
6.5 Commentaries and feedback on assignments 
 
You will receive the correct answers to your assignment questions in Tutorial Letters 201 (for 
assignment 01) and 202 (for assignment 02 and the self-evaluation assignment). These tutorial 
letters will be sent to you after the due dates of the assignments and will also be available on 
myUnisa. The assignments and the commentaries on these assignments constitute an 
important part of your learning and should help you to be better prepared for the next 
assignment and the examination. 
 
6.6 Year marks 
 
Your year mark, based on the mark obtained for the two compulsory assignments, contributes 
20% towards your final mark, while your examination mark contributes 80%. 
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The combined weighted average of your year mark and examination mark must be 50% or 
higher for you to pass the module. However, you must obtain a minimum of 40% in the 
examination, regardless of your year mark. If you obtain less than 40% in the examination your 
year mark will not be taken into account and you will fail.  
 
For example:  
 
Assignment mark 01 = 60%  
Assignment mark 02 = 80% 
Average mark = 70% (60% + 80% / 2) 
20% of the assignment mark = 14% 
 
Examination mark = 50% 
80% of the examination mark = 40% 
 
Final mark = (20% assignment mark) + (80% examination mark)  
  = 14%  +  40% 
  = 54% 
 
You will need a final mark of at least 40% to qualify for a supplementary examination. Refer to 
Tutorial Letter 301 MRMALL8/2018 for more information. 
 
 

7 EXAMINATION  
 
For general information and requirements as far as examinations are concerned, see the 
brochure: Study@Unisa which you received with your study material. 
 
7.1 Examination admission 
 
Examination admission will be granted to all students who submit the first compulsory 
assignment. Students who do not submit the first assignment will NOT be allowed to write 
the examination. No extensions will be granted for the submission of assignments. 
 
 
7.2 Examination period 
 
This module is offered on a semester basis, which means that there are two registrations each 
year. If you register at the start of the year (1st semester registration), you will write the 
examination in May/June 2018, while the supplementary examination (if applicable to you) will 
be written in October/November 2018. If you register in the middle of the year (2nd semester 
registration), you will write the examination in October/November 2018, while the supplementary 
examination will be written in May/June 2019. 
 
During the year the Examination Section will provide you with information regarding the 
examination in general, as well as information on examination venues, examination dates and 
examination times. 
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7.3 Examination paper 
 
The format of the examination paper for this module is as follows: 
 
ALL EXAMINATION PAPERS ARE TWO-HOUR EXAMINATIONS! 
Second-level modules: 
 

• The examination paper comprises two sections: 
• Section A is compulsory and counts 30 marks. This section will consist of multiple-choice 

questions. 
• Section B counts 40 marks. You will be given three 20-mark questions, of which you have 

to answer any two. These questions will be essay-type questions and may have 
subsections. These questions may be based on a case study.  

 
7.4 Previous examination papers 
 
The Examination Department places previous examination papers on myUnisa. Please note 
that these examination papers are provided to give you an idea of the format of the examination 
and you should not regard them as an indication of the actual question of the examination that 
you will write; the format of examination papers may vary from year to year and the curriculum 
might have changed which will make some questions not relevant to you. I advise you, not to 
focus on the previous examination papers only as the questions you will get in the examination 
will be different. However, please see the specific examination guidelines that are provided with 
this tutorial letter. No further examination papers will be provided, nor can I provide you with 
memoranda for the examination papers. 
 

8 FREQUENTLY ASKED QUESTIONS 

 
The Study@Unisa brochure contains an A-Z guide of the most relevant study information. You 
can also find FAQs specific to MNM2602 on myUnisa. To access the FAQs, go to your module 
site and click on the FAQ tab on the left hand side. 
 

9 CONCLUSION 
 
Do not hesitate to contact us by e-mail if you are experiencing problems with the content of this 
tutorial letter or with any academic aspect of the module. 
Remember that the module requires you to work at your studies – the more you do, the more 
you will get out of your studies.We wish you a fascinating and satisfying journey through the 
learning material and trust that you will complete the module successfully. 
 
Enjoy the journey! 
 

Mrs LE Fourie 
Department of Marketing and Retail Management 
UNISA 
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ADDENDUM A – PAGE REFERENCE GUIDE 
 

The study guide for MNM2602 is based on an earlier edition of Essentials of Marketing. Use this 
page reference guide to link the prescribed book to the relevant sections in the study guide. If 
subheading 1.1 is mentioned it means that you need to study everything under that subheading 
including 1.1.1 – 1.1.9 (this is an example). 
 

ALL THE INFORMATION COVERED IN THIS PAGE REFERENCE GUIDE IS EXAMINABLE! 
 

Study unit 
Sections to be studied 

in the study guide 
Essentials of Marketing 

5th Edition 

Study unit 1:  
Marketing management (Chapter 1) 

 
1.1 What is marketing? Section 1.1 – 1.3  

Page 1 – 6 

 
1.2 The marketing concept 
 

Section 1.4  
Page 6 – 10 

 
1.3 The marketing process 
 

Section 1.6 
Page 12 – 16  

Study unit 2: 
The marketing environment 
(Chapter 2) 

 
2.1 The marketing environment 
 

 
Entire chapter 2 
Page 26 – 45  

Study unit 3: 
Marketing research 
(Chapter 4) 

 
3.1 Marketing research in context 
 

 
Entire chapter 4 
Page 62 – 109  

Study unit 4: 
Consumer behavior 
(Chapter 5) 

 
4.1 Individual factors that influence consumer 

behaviour  

 
Section 5.1+ 5.2 
Page 112 – 125  
 

 
4.2 Group factors that influence consumer 

behaviour 
 

 
Section 5.3 
Page 125 – 129  
 

 
4.3 The consumer decision making process 

 
Section 5.4 
Page 130 – 132 
 

 
4.4 Consumer decision making versus 

business decision making 
 

Not covered in prescribed 
book 
Study the study guide only 
If it refers you to the 
textbook in the study guide 
please ignore it and only 
study what is in the study 
guide 
 

 
4.5 Business decision making scenarios 
 
 

Study unit 5: 
Market segmentation 
(Chapter 6) 

5.1 Segmentation defined 
Section 6.2 
Page 134 – 135 

5.2 Advantage and disadvantages of market 
segmentation 

Section 6.3 + Section 6.4 
Page 135 – 136  

5.3 Prerequisites for market segmentation 
Section 6.7 
Page 138 – 139  

5.4 Bases for consumer segmentation 
Section 6.8 
Page 139 – 151  

5.5 Bases for segmenting industrial markets 
(business markets) 

Section 6.9  
Page 151 – 152   

Add section:  
5.6 Why segmentation fails 

Section 6.10 
Page 152 – 153   
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Study unit 
Sections to be studied 

in the study guide 
Essentials of Marketing 

5th Edition 

Study unit 6: 
Market targeting 
(Chapter 6) 

6.1 Evaluating market segments 
Section 6.11 
Page 153 – 156  

6.2 Market targeting approaches 
Section 6.11.2 
Page 156 – 157 

Study unit 7: 
Product positioning 
(Chapter 6) 

7.1 Product positioning 
Section 6.12 
Page 157 – 158  

7.2 Product positioning maps 
Section 6.12.1 
Page 158 – 159 

7.3 The positioning process 
Section 6.12.2 
Page 159 – 161 

7.3.1 Repositioning a product 
Section 6.13 
Page 162 – 163  

7.4 Positioning methods 
Section 6.12.3 + Section 
6.12.4 
Page 161 – 162  

Study unit 8: 
The marketing mix 
(Chapter 7) 

8.1 The marketing mix 
Section 7.10 
Page 181 – 182   

8.2 Product decisions 
Section 7.10.1 
Page 182 

8.3 Price decisions 
Section 7.10.2 
Page 183 

8.4 Distribution decisions 
Section 7.10.3 
Page 183 – 184  

8.5 Promotion decisions 
Section 7.10.4 
Page 184 – 185  

 
Study unit 9: 
The planning, implementation and 
control process (Chapter 8) 
 

The whole study unit 
Entire chapter 8 
Page 189 – 199 
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ADDENDUM B – ASSIGNMENTS FOR SEMESTER 1 
 

There are THREE assignments for this module. The FIRST TWO assignments (the  
multiple-choice Assignments 01 and 02) are COMPULSORY and must be submitted. Both 
compulsory assignments contribute to your year mark. You need to submit the first of these 
assignments if you wish to gain admission to the examination! The due dates of these two 
assignments are non-negotiable. 
 

The third assignment (03) is a self-assessment assignment and must NOT be submitted for 
marking. 
 

ASSIGNMENT 01 – COMPULSORY – Must be submitted to gain admission to the examination  
 

When completing the mark-reading sheet or submitting this assignment via myUnisa, be sure to 
use the correct unique number as detailed below: 
 

Semester Due date 
Unique 
number 

1 16 March 2018 723430 
 

This assignment consists of 15 multiple-choice questions. Each question is worth one mark, and 
your mark out of 15 will be converted to a percentage. Refer to section 6 of this tutorial letter for 
information on the submission of assignments. 
 

What you need to do to complete this assignment: 
 

You need to study units 1 to 4 in your study guide and the relevant pages in your prescribed 
book. 
 

Also read the following case studies in Niewenhuizen, C & Van Heerden, CH. 2016. 
Contemporary retail and marketing case studies. 2nd edition. Cape Town: Juta. 

 

 Dial-a-Surprize 

 Tsogo Sun 

 Jam & Daisies 

 The Rollasole Business 
 

QUESTION 1 
 
Rafik wants to purchase a drone. However, he is not knowledgeable about this type of product. 
This is an example of the … gap between production and consumption. 
 
1 space 
2 information  
3 ownership 
4 value 
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QUESTION 2 
 
“To make gift shopping a convenient, pleasurable and easy task, and to deliver a complete 
service of such high standard that the client feels compelled to make Dial-a-Surprize their first 
port of call when it comes to buying gifts.” 
 
The above quotation from the Dial-a-Surprize case study can BEST be described as an 
example of a … environment variable. 
 
1 micro  
2 macro 
3 market  
4 broad 
 
QUESTION 3 
 
Riley is looking into the healthy eating habits of full-time employees in their company. She is 
interviewing Sarah about what she eats for dinner each night. Sarah is not honest with Riley 
and indicates that she eats salads and vegetables every night. The truth is that Sarah does not 
have time to cook and currently lives on unhealthy takeaways. She is not honest with Riley as 
she believes Riley wants to hear that she is being healthy. This is an example of … bias. 
 
1 interviewer 
2 non-response 
3 respondent 
4 probability 
 
QUESTION 4 
 
Which ONE of the following is an example of cognitive dissonance? 
 
1 Gary’s wife goes shopping for groceries and pays for them; he therefore does not have a 

say in what she buys. 
2 Ravi bought an expensive coffee pod machine. After making the first cup of coffee, he 

starts to wonder if he made the correct decision in buying this expensive machine as he 
did not like the cup of coffee as much as he likes instant coffee.  

3 Sipho has been a chef for 25 years. Over the years he has tried numerous knife brands. 
He now knows from experience to only buy a certain brand of knives as they last a lot 
longer and do not have to be sharpened as often. 

4 Jan and his family use the advertisement breaks while watching television to catch up on 
each other’s day. 
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QUESTION 5 
 
Consider the SWOT analysis that Jam & Daisies conducted. Which ONE of the following is 
TRUE with regard to the marketing environment? 
 
1 They identified competitors as a threat, which is part of the market environment. 
2 They identified unexpected events as an opportunity, which is part of the macro 

environment. 
3 They identified location as a weakness, which is part of the macro environment. 
4 They identified the weakening rand as a threat, which is part of the micro environment. 
 
QUESTION 6 
 
To create projections, scenarios and models, which provide a better grasp of the alternative 
options for decision-making is the purpose of the … subsystem of the marketing information 
system. 
 
1 marketing intelligence 
2 internal reporting  
3 marketing research  
4 statistical  
 
QUESTION 7 
 
From the Tsogo Sun case study, it is evident that the company follows a ... 
 
1 marketing orientation (pure marketing concept). 
2 societal marketing orientation. 
3 production orientation. 
4 sales orientation. 
 
QUESTION 8 
 
Which ONE of the following is an example of an esteem need in Maslow’s hierarchy of needs? 
 
1 Brian buys milk, bread, vegetables and fruit for consumption at home. 
2 Tshepo has been studying towards his BCom Marketing degree, a lifelong dream. He will 

receive his degree at a graduation ceremony this month. 
3 Mary bought a MercedesBenz to reflect her success in her business. 
4 ABI manufactures their products at their designated plant, but the products are consumed 

all over South Africa and need to be distributed to all consumers. 
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QUESTION 9 
 
Read the section on “Corporate clients” in the Dial-a-Surprize case study. In this section they 
speak about research conducted in the USA in 2007. Which research method was used to 
collect this data? 
 
1 observation 
2 experimentation 
3 focus group 
4 survey 
 
QUESTION 10 
 
Which ONE of the following examples BEST represents a long-term objective in the micro 
environment? 
 
1 Bali Furniture wants to increase their sales volumes by 5% this month. 
2 Joe’s Burgers want to maximise profitability to achieve the highest possible ROI. 
3 Hounds Animal Shelter wants to increase their efficiency in cleaning cages and feeding 

animals in the shelter.  
4 Direct Insurance wants to develop their middle managers by making sure they all have a 

university degree. 
 
QUESTION 11 
 
Eggs are categorised across the board according to their mass into small, medium, large, extra-
large and jumbo size. This is an example of which universal marketing function? 
 
1 transport management 
2 standardising and grading 
3 securing marketing information 
4 advertising management 
 
QUESTION 12 
 
Read the Jam & Daisies case study. Under which of the following competitive marketing 
structures would Jam & Daisies fall?  
 
1 perfect competition  
2 oligopoly  
3 monopolistic competition  
4 monopoly  
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QUESTION 13 
 
Jabu owns a spaza shop in Soweto. He buys milk from a nearby farmer to sell in his shop for a 
profit. The sale between Jabu and the farmer is an example of a … market.  
 
1 consumer  
2 industrial 
3 reseller 
4 primary 
 
QUESTION 14 
 
Adri can’t decide if she must ask the demographic question first or last in the questionnaire that 
she will use in her research. During which step of the marketing research process is this type of 
matter dealt with?  
 
1 step 1: Identify and define the problem or opportunity 
2 step 3: Determine the research objectives 
3 step 5: Select the method of collecting information 
4 step 6: Design the form for collecting the information 
 
QUESTION 15 
 
After reading the Rollasole case study, which ONE of the following statements would you say is 
CORRECT with regard to group factors and Rollasole? 
 
1 Rollasole can acquire a shoe factory to manufacture Rollasoles locally. 
2 Perez Hilton is featured in the Rollasole case study and can be considered to be an 

opinion leader by consumers. 
3 Rollasole is all about adapting to women’s fast-paced lifestyle by providing them with 

immediate comfort anywhere.  
4 The decision to buy Rollasoles is one that the family will greatly influence. 
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ASSIGNMENT 02 – COMPULSORY – Contributes to your year mark  

 
When completing the mark-reading sheet or submitting this assignment via myUnisa, be sure to 
use the correct unique number as detailed below: 
 

Semester Due date 
Unique 
number 

1 13 April 2018 655033 
 
This assignment consists of 15 multiple-choice questions. Each question is worth one mark, and 
your mark out of 15 will be converted to a percentage. Refer to section 6 of this tutorial letter for 
information on the submission of assignments. 
 

What you need to do to complete this assignment: 

 
You need to study units 5 to 9 in your study guide and the relevant pages in your prescribed 
book. 

 

Also read the following case studies in Niewenhuizen, C & Van Heerden, CH. 2016. 
Contemporary retail and marketing case studies. 2nd edition. Cape Town: Juta. 

 

 Tiger Brands 

 Dial-a-Surprize 

  Jam & Daisies 

  Primedia 

 
QUESTION 1 
 
Read the section on brand personality, brand essence and target market in the Jam & Daisies 
case study. What base of segmentation do Jam & Daisies predominantly use to segment their 
market? 
 
1 demographic 
2 psychographic 
3 behavioural 
4 geographic 
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Use this scenario to answer questions 2 and 3  
 

Bentley South Africa has one dealer in South Africa that sells this British luxury car. They have 
a clear profile of their segment and know what the purchasing power and potential profit on 
their car is. 

 
 
QUESTION 2 
 
Which ONE of the following is a disadvantage of the target market strategy that Bentley uses? 
 
1 It is a highly expensive strategy. 
2 The product offering may be unoriginal. 
3 The market segment can be too narrow. 
4 May cut into sales of existing products. 
 
QUESTION 3 
 
Which ONE of the following prerequisites for market segmentation does Bentley fulfil because 
they know their market? 
 
1 It must be measurable. 
2 It must be geographic. 
3 It must be actionable. 
4 It must be accessible. 

 
QUESTION 4 
 
According to Dial-a-Surprize, corporate gifting is part of which element of their customers’ 
marketing mix? 
 
1 product 
2 price 
3 place 
4 promotion 
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QUESTION 5 
 
Which ONE of the following options contains the steps of the marketing evaluation and control 
model in the correct sequence? 
 
1 Establish performance criteria, develop performance projections, develop a marketing 

organisation, develop a marketing plan, control marketing performance, take corrective 
action.  

2 Establish performance criteria, control marketing performance, develop a marketing plan, 
develop performance projections, develop a marketing organisation, take corrective action. 

3 Establish performance criteria, develop a marketing organisation, develop a marketing 
plan, control marketing performance, develop performance projections, take corrective 
action. 

4 Establish performance criteria, develop a marketing plan, develop a marketing 
organisation, develop performance projections, control marketing performance, take 
corrective action. 

 
QUESTION 6 
 
Gugu organises exclusive children’s birthday parties in Gauteng. She does everything from 
getting a suitable venue, to arranging the décor according to the theme selected and the party 
packs for the children. Which ONE of the following represents the BEST segment for Gugu? 
 
1 men aged 18 – 25 years whose average household income is R180 000 per annum and 

who live in a rural area 
2 single mothers aged 25 – 35 years who earn an average household income of R450 000 

per annum and who live in a suburban area 
3 married couples aged 20 – 40 years who earn an average household income of R750 000 

per annum and who live in Bloemfontein 
4 unmarried couples with one child, who live in Kimberley in suburban areas and who 

regularly eat at the Spur 
 
QUESTION 7 
 
Read the “All Gold” section in the Tiger Brands case study. Which targeting strategy does All 
Gold use? 
 
1 niche targeting 
2 intense targeting 
3 multi-segment targeting 
4 market targeting 
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QUESTION 8 
 
Visit the following website to answer this question: www.sabisabi.com   
 
The figure below illustrates a typical positioning map using hotels’ quality and price points. In 
which quadrant of the positioning map would you position Sabi Sabi? 

 

  

 

 

 

 

 

 

 

 

 

 

1 quadrant A 
2 quadrant B 
3 quadrant C 
4 quadrant D 
 
QUESTION 9 
 
Ronald identified Vodacom, MTN, Telkom Mobile and Cell C as competitors. Ronald is currently 
busy with which step of the positioning process? 
 
1 determining consumers’ perceptions 
2 analysing the intensity of his brand’s current positioning 
3 selection of a positioning strategy  
4 identifying a relevant set of competitive brands 
 

A B 

C D 

Low price High price 

Low quality 

High quality 
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QUESTION 10 
 
The change that is discussed in the Primedia case study under “Legislative changes” which 
deals with the “Secrecy Bill”, can be considered to be … for the media industry.  
 
1 a weakness 
2 a threat  
3 a micro factor 
4 an internal factor  
 
QUESTION 11 
 
A segment that was chosen for a perfume brand contained females aged 25 - 30 years, who 
had a university degree and earned an average annual income of R550 000. Which 
segmentation base was used to identify this segment?   
 
1 psychographic  
2 demographic  
3 behaviouristic 
4 geographic  
 
QUESTION 12 
 
A cellular network provider offers two different products. The first product is called pay-as-you-
go and the consumer can decide how much they want to spend in a month by buying airtime as 
they need it. The second product is called a contract and the consumer pays a subscription per 
month and receives a bill at the end of the month for calls and data used which they need to 
pay. Each of these products has a different strategy, target market and marketing mix 
developed specifically for it. This is an example of … targeting. 
 
1 competitive  
2 concentrated 
3 undifferentiated 
4 multi-segment  
 
QUESTION 13 
 
Read the “KOO” section in the Tiger Brands case study. Which positioning strategy does KOO 
MOSTLY use? 
 
1 attention positioning 
2 emotions positioning 
3 use/application positioning 
4 product class positioning 
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QUESTION 14 
 
Which ONE of the following is an example of a pricing decision? 
 
1 Nicole’s Jewellery grew immensely using only a Facebook page as the marketing method. 

She decides to spend R20 000 on an advertisement in Glamour magazine to reach her 
target market. 

2 TNT Bookstore decides to add an online shop to their website to reach a wider target 
market.  

3 Didis Baked Beans spends R1.5 million on redesigning their packaging to be a plastic 
container instead of a tin.  

4 TD Beverages conducted research on demand for different flavour juices and decided to 
sell orange juice for R8,99 a bottle and strawberry juice for R9,99 per bottle. 

 
QUESTION 15 
 
The process of putting marketing strategies into action refers to … 
 
1 planning. 
2 implementation. 
3 control. 
4 sales. 
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ASSIGNMENT 03 – SELF-ASSESSMENTEVALUATION – Not to be submitted 
 
Note that the assignment question below is a good example of a typical examination question 
and should be used in your preparation for the examination. As a general guideline, we suggest 
that you write approximately 4 pages for this assignment (and 2½ pages in the examination for 
a 20-mark question). Do not expect a high mark if you do not produce the correct volume and 
content, or do not apply the theory in a practical way. Guidelines for answering this assignment 
will be provided in Tutorial Letter 202. 
 

To answer this question, you will need to read the 4 a Kid case study in Niewenhuizen, C & 
Van Heerden, CH. 2016. Contemporary retail and marketing case studies. 2nd edition. Cape 
Town: Juta. 

 
QUESTION 
 
Discuss all the market environmental variables and apply them to 4 a Kid practically. You may 
make any necessary assumptions with regard to 4 a Kid in your practical application (9 marks 
will be awarded for the theory and 3 marks for the practical application). 

(12) 
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ADDENDUM C – ASSIGNMENTS FOR SEMESTER 2 
 

There are THREE assignments for this module. The FIRST TWO assignments (the  
multiple-choice Assignments 01 and 02) are COMPULSORY and must be submitted. Both 
compulsory assignments contribute to your year mark. You need to submit the first of these 
assignments if you wish to gain admission to the examination! The due dates of these two 
assignments are non-negotiable. 
 

The third assignment (03) is a self-assessment assignment and must NOT be submitted for 
marking. 
 

ASSIGNMENT 01 – COMPULSORY – Must be submitted to gain admission to the examination  
 

When completing the mark-reading sheet or submitting this assignment via myUnisa, be sure to 
use the correct unique number as detailed below: 
 

Semester Due date 
Unique 
number 

2 24 August 2018 751922 
 

This assignment consists of 15 multiple-choice questions. Each question is worth one mark, and 
your mark out of 15 will be converted to a percentage. Refer to section 6 of this tutorial letter for 
information on the submission of assignments. 
 

What you need to do to complete this assignment: 

 
You need to study units 1 to 4 in your study guide and the relevant pages in the prescribed 
book. 

 

Also read the following case studies in Niewenhuizen, C & Van Heerden, CH. 2016. 
Contemporary retail and marketing case studies. 2nd edition. Cape Town: Juta. 

 

 OneTwoSix Architects 

 Jam & Daisies 

 Dial-a-Surprize 

 Tsogo Sun 

 The Rollasole Business 

 
QUESTION 1 
 
Game Stores stock a wide variety of heaters and carry large amounts of stock in winter because 
heaters sell more in colder months. This is an example of which universal marketing function of 
marketing? 
 
1 securing marketing information 
2 financing  
3 transport 
4 standardising and grading 
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QUESTION 2 
 
Read the OneTwoSix Architects case study. Under which of the following competitive marketing 
structures would OneTwoSix Architects fall?  
 
1 perfect competition  

2 oligopoly  

3 monopolistic competition  

4 monopoly  
 
QUESTION 3 
 
Themba is conducting research regarding the types of over-the-counter medicine that 
consumers purchase for colds and flu. Themba carries out this task by asking people in 
Brooklyn Mall what they purchase. This is an example of … sampling.  
 
1 probability 
2 convenience 
3 cluster 
4 simple random 
 
QUESTION 4 
 
Which ONE of the following is an example of learning? 
 
1 Gary’s wife goes shopping for groceries and pays for them; he therefore does not have a 

say in what she buys. 
2 Ravi bought an expensive pod coffee machine. After making the first cup of coffee, he 

starts to wonder if he made the correct decision in buying this expensive machine as he 
did not like the cup of coffee as much as he likes instant coffee.  

3 Sipho has been a chef for 25 years. Over the years he has tried numerous knife brands. 
He now knows from experience to only buy a certain brand of knives as they last a lot 
longer and do not have to be sharpened as often. 

4 Jan and his family use advertisement breaks while watching television to catch up on each 
other’s day. 

 
QUESTION 5 
 
Consider the SWOT analysis that Jam & Daisies conducted. Which ONE of the following is true 
with regard to the marketing environment? 
 
1 They identified competitors as an opportunity, which is part of the market environment. 
2 They identified unexpected events as a threat, which is part of the macro environment. 
3 They identified location as a strength, which is part of the macro environment. 
4 They identified the weakening rand as a threat, which is part of the micro environment. 



MNM2602/101/3/2018 
 

29 

QUESTION 6 
 
In the Dial-a-Surprize case study, table 1 is an example of … data to Dial-a-Surprize. 
 
1 secondary  
2 probability  
3 primary  
4 qualitative 
 
QUESTION 7 
 
Yolande took out a car insurance policy with King Price Insurance to cover her costs if she is in 
an accident or her car gets stolen. Which ONE of the following needs in Maslow’s hierarchical 
classification BEST represents Yolande’s purchase? 
 
1 physiological need 
2 esteem need 
3 social need 
4 safety need 
 
QUESTION 8 
 
Devi is in the process of buying a house and she is currently doing research by asking friends 
and family for advice.  This is an example of the … phase in the consumer decision-making 
process. 
 
1 need recognition  
2 search for information 
3 evaluation 
4 purchase decision 
 
QUESTION 9 
 
“To provide superior customer service within the continent and deliver a quality product with 
passion and integrity”  
 
The above quotation from the Rollasole case study can be described as an example of a … 
environment variable. 
 
1 market 
2 macro 
3 micro 
4 broad 
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QUESTION 10 
 
Which ONE of the following is an example of a variable in the physical environment?  
 
1 The prices of petrol and diesel are increasing by 23 cents and 11 cents per litre, 

respectively. 
2 Consumers are more health conscious and are looking for products that are better quality 

and healthier for them. 
3 Unemployment in South Africa is very high, which has a direct effect on consumer 

expenditure and demand for products and services. 
4 Climate change is threatening water supply, resulting in consumers needing to become 

more self-sufficient by, for example, storing rainwater. 
 
QUESTION 11 
 
Rafik wants to purchase a drone. However, he is not willing to pay R200 000 for the drone that 
he wants as he feels it is too expensive. He is willing to pay R150 000. This is an example of the 
… gap between production and consumption. 
 
1 space 
2 information  
3 ownership 
4 value 
 
QUESTION 12 
 
After reading the Rollasole case study, which individual factor would you say will play a role in a 
consumer purchasing Rollasole’s everyday product? 
 
1 price 
2 lifestyle 
3 family 
4 culture 
 
QUESTION 13 
 
From the Tsogo Sun case study, it is evident that the company follows a ... 
 
1 marketing orientation (pure marketing concept). 
2 societal marketing orientation. 
3 production orientation. 
4 sales orientation. 
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QUESTION 14 
 
Which step of the marketing research process deals with whether to pursue exploratory or 
descriptive research? 
 
1 step 1: Identify and define the problem or opportunity 
2 step 3: Determine the research objectives 
3 step 5: Select the method of collecting information 
4 step 6: Design the form for collecting the information 
 
QUESTION 15 
 
Which ONE of the following is an example of an esteem need in Maslow’s hierarchy of needs? 
 
1 Brian buys milk, bread, vegetables and fruit for consumption at home. 
2 Tshepo has been studying towards his BCom Marketing degree, a lifelong dream. He will 

receive his degree at a graduation ceremony this month. 
3 Mary bought a MercedesBenz to reflect her success in her business. 
4 ABI manufactures their products at their designated plant, but the products are consumed 

all over South Africa and need to be distributed to all consumers. 
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ASSIGNMENT 02 – COMPULSORY – Contributes to your year mark  

 
When completing the mark-reading sheet or submitting this assignment via myUnisa, be sure to 
use the correct unique number as detailed below: 
 

Semester Due date 
Unique 
number 

2 28 September 2018 702165 
 
This assignment consists of 15 multiple-choice questions. Each question is worth one mark, and 
your mark out of 15 will be converted to a percentage. Refer to section 6 of this tutorial letter for 
information on the submission of assignments. 
 

What you need to do to complete this assignment: 

 
You need to study units 5 to 9 in your study guide and the relevant pages in the prescribed 
book. 

 

Also read the following case studies in Niewenhuizen, C & Van Heerden, CH. 2016. 
Contemporary retail and marketing case studies. 2nd edition. Cape Town: Juta. 

 

 Primedia 

 The Rollasole Business 

 Tiger Brands 

 Jam & Daisies 

 Dial-a-Surprize 

 
QUESTION 1 
 
Which ONE of the following combinations is relevant for geographic segmentation? 
 
1 confirmists, transitionals, progressives, non-conformists and today-ers 
2 living Standard Measure, male, single, income, age and religion 
3 market density, micromarketing, climate and region 
4 user status, usage rate, attitude towards the product and loyalty status 
 
QUESTION 2 
 
In the Primedia case study there is a section dealing with “Legislative changes”.  This section 
deals with changes relating to advertising of gambling and alcohol brands. This can be 
considered as … for the media industry.  
 
1 an internal factor 
2 a weakness 
3 a micro factor 
4 a threat 
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QUESTION 3 
 
When customers only have a vague idea of a particular brand, it is known as … positioning. 
 
1 over 
2 doubtful  
3 confused  
4 under  
 
QUESTION 4 
 
The main purpose of the Rollasole vending machines relates to which element of the marketing 
mix? 
 
1 product 
2 price 
3 place 
4 promotion 

 
QUESTION 5 
 
The process of assessing mistakes before or during a project to ensure more effectivity in the 
future refers to … 
 
1 planning. 
2 implementation. 
3 control. 
4 positioning. 
 
QUESTION 6 
 
A bakery makes wedding cakes and birthday cakes for adults and children. They can thus 
divide the market into different segments and can develop a separate marketing strategy for 
each one. This is an example of which pre-requisite for market segmentation? 
 
1 It must be actionable. 
2 It must be measurable. 
3 It must be large enough. 
4 It must be accessible. 
 



 

34 

QUESTION 7 
 
Read the “Jungle Oats” section in the Tiger Brands case study. Which targeting strategy does 
Jungle Oats use? 
 
1 undifferentiated targeting 
2 intense targeting 
3 multi-segment targeting 
4 market targeting 
 
QUESTION 8 
 
Outdoor Cafe is a retailer that sells various kinds of outdoor equipment from tents to outdoor 
clothing to hunting supplies. Outdoor Cafe can thus divides the market into different segments 
and can develop a separate marketing strategy for each one. Which ONE of the following is a 
disadvantage of this target market strategy?  
 
1 It can cut into sales of new products. 
2 The product offering can be unoriginal and derivative. 
3 The market segments are narrow or may be constantly shifting. 
4 It is extremely expensive as resources are stretched. 
 
QUESTION 9 
 
Read the section on brand personality, brand essence and target market in the Jam & Daisies 
case study. Which ONE of the following segmentation bases was not stated explicitly as being 
used by Jam & Daisies to segment their market? 
 
1 demographic 
2 psychographic 
3 behavioural 
4 geographic 
 
QUESTION 10 
 
According to Dial-a-Surprize, corporate gifting is part of which element of their customers’ 
marketing mix? 
 
1 product 
2 price 
3 place 
4 promotion 
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QUESTION 11 
 
Sibongile is a seamstress, and for the past 10 years she has made all kinds of clothes. 
However, she decides that she wants to move away from making all kinds of clothes and start to 
target brides for making wedding dresses. Sibongile is considering … targeting strategy. 
 
1 a concentrated  
2 a multi-segmented 
3 an attractive 
4 an undifferentiated 
 
QUESTION 12 
 
From the Primedia case study, it appears that the company has used a ... positioning method.  
 
1 attribute  

2 product category  

3 quality/price  

4 competitor  
 
QUESTION 13 
 
Which ONE of the following is an example of a promotion decision? 
 
1 Nicole’s Jewellery is an online store; she decides to open a brick-and-mortar shop at a 

popular mall in Johannesburg to reach a wider target market.  
2 TNT Bookstore only uses word-of-mouth advertising. It wants to increase its marketing 

activities in 2017 by advertising in the local newspaper as well. 
3 Diane sells flowers in a shop in Polokwane. She decides to also start selling vases and 

greeting cards to increase her sales.  
4 Terry’s Coffee Shop conducted research on the demand for different cakes. Because the 

carrot cake is more popular than the chocolate cake, they decide to sell the carrot cake for 
R10 more per slice than the chocolate cake. 
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Use this information to answer questions 14 and 15  

Visit the following game lodge website to answer the following two questions: 
www.mhondoro.com  

 
QUESTION 14 
 
The figure below illustrates a typical positioning map using hotels’ quality and price points. In 
which quadrant of the positioning map would you position Mhondoro Game Lodge? 

 

 

 

 

 

 

 

 

 

 

 

 

1 quadrant A 
2 quadrant B 
3 quadrant C 
4 quadrant D 
 
QUESTION 15 
 
Which ONE of the following represents the BEST segment for Mhondoro Game Lodge? 
 
1 men aged 18 – 25 years whose average household income is R180 000 per annum and 

who live in a rural area. 
2 single mothers aged 25 – 35 years who earn an average household income of R350 000 

per annum and who live in a suburban area 
3 married couples aged 25 – 40 years without children, who earn an average household 

income of R850 000 per annum 
4 unmarried couples with three children, who live in Cape Town in suburban areas and who 

regularly eat at the Spur 

A B 

C D 

Low quality High quality 

High price 

Low price 
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ASSIGNMENT 03 – SELF-ASSESSMENT EVALUATION – Not to be submitted 
 
Note that the assignment question below is a good example of a typical examination question 
and should be used in your preparation for the examination. As a general guideline, we suggest 
that you write approximately 4 pages for this assignment (and 2½ pages in the examination for 
a 20-mark question). Do not expect a high mark if you do not produce the correct volume and 
content, or do not apply the theory in a practical way. Guidelines for answering this assignment 
will be provided in Tutorial Letter 202. 
 

To answer this question, you will need to read the 4 a Kid case study in Niewenhuizen, C & 
Van Heerden, CH. 2016. Contemporary retail and marketing case studies. 2nd edition. Cape 
Town: Juta. 

 
QUESTION 
 
Discuss all the market environmental variables and apply them to 4 a Kid practically. You may 
make any necessary assumptions with regard to 4 a Kid in your practical application (9 marks 
will be awarded for the theory and 3 marks for the practical application). 

(12) 


