
To stay in the market organisations need to consider developing trends that will influence consumer 
behaviour. Explain any four developing trends (2 marks each = 8 marks) and provide an example for each 
trend. (1 mark each = 4 marks).  
 

1. Green marketing: This is where companies focus on producing more environment friendly products     and 

market their products as well as their company as an environmentally friendly company. 

2. Cause related marketing: this is where companies  donate to a specific cause by either spending a % of the 

customers spending on a good cause or spending some of its own revenue towards a good cause. 

3. Gender based marketing: This is where companies can segement a market into gender and focus their 

marketing campaigns on the specific gender chosen, 

4. Black diamonds:   
  
            
Describe four (4) individual factors that will influence the consumer’s decision whether she will purchase 
Will’s products or not. Provide a practical example of each factor (1 mark per individual factor = 4 marks and 
1 mark per example = 4 marks)  
1. Motivation: the driving force within a person that pushes you to act 
2. Perception: entire process of when and individual becomes aware of his environment and interprets it in 

such a way that it would fit in his own frame. 
3. Personality : the psychological characteristics that determines and reflects how a person responds to an 

environment  
4. Attitude : the way people behave consistently in a good and bad way to market related objects or events 
5. Learning: process whereby consumers gets to understand and learn what the product or service does 

 
Explain the ABC model of attitudes to the marketing manager of a company of your choice by discussing its 
three (3) components (2 marks per component = 6 marks) and give an example for any two (2) components 
(2 marks) 
 
A = Affecttive component( feelings or emotions) 
     This component involves emotion and feelings about a product or store. Example… coffee x is overpriced. 
 
B = Behavior component ( actions)  
Represent the outcome of the cognitive and affective components -  Buys or not to buy, 
 
C = Cognition (beliefs) 
Customers knowledge or total belief about a product or store represents the cognitive component of the 
consumers attitude  
 
Explain to the CEO of your choice that there are various types of online users by discussing any four (4) 
types of these online users (2 marks per type = 8 marks).  
 
1. Focused information seekers 

Consumers who know exactly what they want 
2. Unfocused information seekers 

Consumers who are just browsing the internet 
3. Direct buyers 

Consumers who knows exactly what to buy and what they are prepared to pay  
4. Bargain hunters 

Consumers who are actually looking for a good bargain. 
5. Entertainment seekers 



Consumers who take pleasure in the time they spend online surfing the internet. 
 
What is the web 

The web is essentially a way of viewing and organising the information that Is being sent across the 
internet 
 
Discuss the 3 main functions of the web 

1. Communication function 
The web enables cheaper, faster and more effective communication between organisations 
and their customers 

2. An information fuction 
The web enables organisations to gather information about customers including their profiles, 
online behaviour , wants and needs 

3. A business function 
The web can be used as a marketing tool that is used by companies to advertise poducts . 
 

 
 
 
 
 
 
 
 
There are four (4) major functions that attitudes perform. Identify and discuss each function of attitudes 
and provide an example of each function. (2 marks per function = 8 marks and 1 mark per example = 4 
marks).  
1. Utilitarian function- people will make their feelings knows and would generally have more positive attitudes 

towards products they are satisfied with. 
2. Ego – defensive function: most people would want to protect themselves from truth about themselves; 

Marketers recognise this function and advertise Eg: anti- aging cream that makes you look younger. 
3. Value expressive function: refers to how people express their central values to others. 
4. Knowledge function: attitudes is one of the main contributors to a person’s understanding of the 

environment, and can be a means of placing the environment into perspective  
 

Discuss any four (4) types of reference groups that a consumer can refer to in helping her with this buying 
decision and provide an example of each type of reference group. (1 mark per reference group discussion 
= 4 marks and 1 mark per example = 4 marks)      
 

1. Formal reference group eg, work people or dance class 
2. Informal reference group eg , family and friends 
3. Primary reference groups eg,people in the same class at school and whom you have contact with 

daily 
4. Secondary reference groups- a group in another country that we don’t meet face to face but can still 

influence your buying patterns 
5. Membership and non membership reference group, membership of a church  or club, and then non 

membership would be people that still model their behaviour on that if a the member of the club or 
church 

6. Aspirational reference group- eg a group that you aspire to be part of , like a graduate at unisa 
7. Dissociative reference group, these are groups that you avoid eg smokers group. 

 



 
 Discuss the characteristics of personality. 
 
1. Personality reflects individual differences 

There are a large number of people who has the same personality traits, this allows the marketer to group 
people by personality traits, example some people are sociable and some are not sociable  

2. Personality is consistent and long lasting 
3. Personality is conceived of as a whole representing itself in an environment 
4. Personality can change 
           
There are four (4) personality theories which have played a prominent role in the study of the relationship 
between consumer behaviour and personality. Discuss these four personality theories (2 marks per theory 
= 8 marks). 

1.  Freud’s psychoanalytic theory  

Unconscious motives and repressed needs resulting in a non- practical approach to personality 

2. Neo-Freudian theory 

Social relationships are fundamental to the formation of personality 

3. Trait theory 

Personality is composed of a set of traits described by the general response to predispositions  

4. Gestalt theory 

Personality is an outcome of introducing a person to a total environment  
 
 

  
There are four (4) dominant types of households. Identify and discuss each type. (1 mark per type = 4 
marks)  
1. The one person household consist of one independent person’ 
2. The nuclear household consist of a married couple with or without kids 
3. The extended household is the nuclear household plus relatives such as granparents, uncles , 

aunties,cousins etc. 
4. The single parent household consist of one parent and atleast 1 child.   

 
 

Discuss the five (5) stages of the traditional household life cycle and indicate and motivate the stage in 

which Rafael and Sara are based on the case study. (2 marks per stage = 10 marks and 2 marks for the 

motivation) 

 

1. Bachelorhood 

2. Honeymooners 

3. Parenthood 

4. Post parenthood 

5. Dissolution  
        
 
 
 
 



Consumers tend to recognise three (3) different types of brands. Name and discuss each type of brand 
and provide an example of any two (2) types of brands. (2 marks per brand = 6 marks and 1 mark for two 
examples = 2 marks)   
 
1. Manufacture brands- like SONY or Samsung 
2. Store brands like PnP no name, or dischem own brands 
3. Generic brands – a copy of the original and usually sold at competitive pricing.  
 
There are three (3) strategies that companies need to consider when selecting a target market. Discuss 
each strategy (2 marks per strategy = 6 marks) and provide an example for each strategy. (1 mark per 
example = 3 marks) 
 
 
 
 
 
 
 
 
There are usually three (3) roles that a customer can fulfil during a transaction. Discuss the three (3) roles 
and provide an example containing all three roles. (3 marks will be awarded for the theory and 1 mark for the 
example). 
1. Selector 
2. Payer 
3. User  
 
 
Explain to the CEO of your favorite the five (5) steps of the consumer decision-making process in detail 
(2 marks per step = 10 marks) and in sequence (you will be awarded 1 extra mark if the steps are discussed 
in the correct sequence).  
1. Problem recognition 

The individual recognized a need that he wants to satisfy example, I am hungry 
2. Search for information 

The person would search for information about a possible solution ( chicken licken or Burger from Mr 
delivery) 

3. Evaluation of alternatives 
The person assesses or evaluates the alternatives using the information he has at hand, together with his 
experience to try and make a decision. (buy from Mr delivery then I don’t need to drive) 

4. Buying 
The person buys the product chosen 

5. Post buying evaluation 
The person uses the product and evaluates if the product has satisfied the initial problem or need. 
 

 

Discuss the four (4) types of post-buying evaluation responses that a consumer can experience after 

purchasing a product. (2 marks per response = 8 marks)     

1. Post buying satisfaction 

2. Post buying dissatisfaction  

3. Neutral assessment 



4. Post buying conflict, when you uncertain of whether you bought the correct thing or should you have 

bought he alternative      
 

Define nature of perception 

Perception is the process by which people select , organise and interpret a stimuli to form a meaningful picture 

of the world through the 5 senses. 
 
Discuss the three (3) elements of perception and provide an example for each element based on the 
case study (3 marks will be awarded for the theory and 3 marks for the examples based on the case study).   
1. Selective  

Customers will pay selective attention to stimuli. Their interest will only be in those that will appeal to them 
and they will block out the rest. 

2. Subjective 
This element involves how the  person reacts to a stimuli by himself, as every person interprets a stimuli 
differently. 

3. based on an individual frame of reference  
A persons perception is based on his experience and this experience will be used to create a perception 
in the persons frame of reference. 

 

 

 

Discuss the Perceptual process 

1. Exposure 

Is the degree to which people notice a stimuli that is with in range of their sensory receptors 

2. Attention  

gained by an individual, or by stimuli( size, color or position isolation of products/adverts) or by a situation 

3. Interpretation  

When a customer has been exposed to the stimuli , he still has to interprate the message in the advert. 

4. Memory or recall. 

Not all adverts are easily recalled from memeory, marketers can try to create a memory recall by use of a 

demonstration or repetition or a combination of motivation. Attention, experience and repetition. 

 
 

Discuss in sequence the three (3) elements of learning and give an example at any two elements based on 

the case study. (2 marks per element = 6 marks and 1 mark per example = 2 marks) 

1. Stimulus 

The first requirement is a stimulis , which is something that stimulates the learners interest. Marketers can 

stimulate consumers by using physical things ( shape, color , size). Once a customer has received a 

stimulus, they must be motivated to buy the product before learning occures 

2. Response 

It is important to note that a stimulus must be made and the person want to buy a product by going through 

learning its attributes, then only the customer can RESPOND by either buying or rejecting. Therefore a 

response is any action, reaction or state of mind resulting from a stimulis  

3. reinforcement  

When a certain stimulus always create the same response, marketers will use this situation to reinforce . 

This means that reinforcement is the “thing” that causes the individual ti relate the response to the stimuli 

correctly, resulting in repetitive behaviour.      

 



Identify and discuss three (3) theories of learning, and explain how the management of companies could 
apply these theories in practice to influence the consumer learning process. (15 marks will be awarded for the 
theory and 5 marks will be awarded for the practical application.)   
1. Classical conditioning 

Where you learn, and associate 2 stimuli because of the products constant appearance as a pair. 
Example the dog will come to eat only when he hears the bell ringing. The bell represents some reward is 
due. In all kinds of selling, some reward is associated with the product to try and persuade the customer to 
buy 

2. Instrumental conditioning 
Where a person performs behaviours that produce positive outcomes and avoid those that yields negative 
outcomes. Example, an owner of a shop can hand out coffee mugs to everyone for a period of time, 
hoping to turn them over to become regular visitors to the store.It is safe to say that instrumental learning 
can be ascribed to a reward being given to someone following a desired behaviour.( you come  the shop I 
give you a mug) 

3. Cognitive learning 
How the mind thinks and functions. It’s the internal mental process. 
3 types of cognitive learnings are important to marketers 
a) Iconic rote learning – Ketaprfien and headache example. 
b) Vicarious learning – looking at how other people do it, example, work colleagues dress code 
c) Reasoning- creative thinking to restructure how you buy. 

 

 
 

 
Abraham Maslow formulated five (5) levels of needs in a specific order that people will normally follow to 
satisfy their needs. Discuss the five (5) levels of needs in the correct order and motivate the type of need 
that Lucky’s girlfriend has satisfied by buying that vehicle brand. series (10 marks will be awarded for the 
theory and 2 marks for the motivation of the need Luke has satisfied).  
 
1. Physiological needs = basic needs like food and shelter 
2. Safety needs = insurance, safety, alarms 
3. Social needs = need for belonging too or to be loved 
4. Esteem needs =  cars , status 
5. Actualisation needs = education , travel. 

 

 

Discuss the five (5) group factors that influence the consumer’s decision-making process. (1 mark per group 

factor = 5 marks) 

1. Family 

2. Culture 

3. Social class 

4. Reference groups 

5. Opinion leaders                          

 

       

 

 

Discuss the 4 limitations of implementing customers relations management CRM 8 marks 

 



Discuss the 4 types of arousals that causes a recognition of a need 

1. Physiological arousal – personal needs like hunger, sex  

2. Emotional arousal – daydreaming creates an arousal for becoming something example a model 

3. Cognitive arousal – may be triggered by an external stimulus 

4. Environment arousal – smell of food in the environment triggers and need for food. 

 

Discuss and give examples of the 6 market characteristics. 

1. Demographic characteristics 

2. Economic factors 

3. Governmental factors 

4. Physical conditions or environment 

5. Social factors 

6. Technological factors  

 

Discuss the 2 components of market value. 

1. Universal value 

2. Personal value 

 

 

Discuss the market segments and how they influence consumer behaviour 

1. Usage segmentation 

2. Demographic segmentation  

3. Lifestyle and physiographic segmentation 

4. Geographic segmentation 

5. Needs of benefits segmentation 

 

 

 

 
      Lucky’s girlfriend is very loyal towards the specific vehicle brand, but is unaware of the brand loyalty 
process. Explain to her the six (6) steps of the brand loyalty process and give examples to any two 
steps. (12 marks will be awarded for the theory and 2 marks for any two examples based on the case study). 
 

Stage 1: Brand awareness  

The consumer becomes aware of a product or brand as a result of a company’s promotional efforts.  

Stage 2: Brand trial  

The consumer decides to try out the product. A business can assist the consumer in this step by offering 

free samples or a discount in order to persuade customers to try the product. 

Stage 3: Brand image  

The consumer forms a brand image from messages and experience of the brand.   

Stage 4: Brand preference 

The consumer becomes familiar with a particular brand and chooses it from a set of alternative brands. 

Stage 5: Brand habit 

 The consumer purchases the brand habitually, meaning that the consumer purchases the brand regularly. .  

Stage 6: Brand loyalty 

 The consumer is now committed to the brand and displays repeat purchase behaviour. Consumers who are 

loyal to the brand are those who will wait for the product to be available if it is out of stock. 



      
  
Define Diffusion of innovation 

Diffusion of innovation is defined as a process by which new products are communicated to members of a 

society through various channels over a certain time period 

 

 

The 4 elements of Diffusion of innovation 

1. An innovation: is a new idea introduced to society or individuals, for example the first microwave oven.  

2. Communication channels are responsible for disseminating information on new ideas and products. 

Example of channels that are used for this purpose are print media (newspapers and magazines), broadcast 

media (radio and television), and new media (internet).  

3.  Time refers to the amount of time it takes consumers to adopt (accept) a new idea or product.  

4.  Social system refers to members of the society, individuals and groups or organisations that engage in 

problem solving to achieve common goals. 

 

 

 

 

 

 

 

 

Discuss the five (5) categories in the adoption of a new or innovative product and apply each category 

practically based on the case study. (2 marks per category = 10 marks and 1 mark per example = 5 

marks 

1. Innovators.  

These people are the first group of consumers to adopt a new product and they are called the 

enthusiasts. They are the type of consumers who want advanced technology and performance, are 

willing to take risks.  

2. Early adopters. 

 These people are termed the visionaries, and only adopt a product once the innovators have used it. 

Early adopters form an influential consumer group and are the driving force behind the acceptability of 

new products. They spread the message by word of mouth.  

3. Early majority.  

            Consumers in this category prefer products that have been tried and tested, since they avoid risks 

(psychological, financial and performance).  

4.  Late majority. 

            These are pessimistic consumers who do not seek anyone’s opinion and only use the product once they 

have been reassured of its benefits and values. 

5.  Late adopters, laggards or non-adopters.  

            The laggards are termed the sceptics, since they do not believe in new ideas. Instead, they are 

suspicious and prefer things to be done as in the past. 

 

 

 



You are the brand manager for Will’s product range. Discuss ten (10) factors that could influence the spread 
or diffusion of innovation and give practical examples relating to the newly introduced product by Will’s. 
(10 marks will be awarded for theory and 10 marks will be awarded for the examples based on the given case 
study.)       Acronym (CCROT PMTTF) 

 

1.  Complexity.  

This factor refers to the degree of difficulty in terms of the level of understanding and the use of the new 

product. Products that are complex and difficult to use and understand tend to spread slower in the market 

2.  Compatibility.  

This factor refers to whether the product is compatible with the consumers’ values, beliefs and objectives 

regarding its purchase and use. Example, muslim people don’t eat pork therefore diffission wil take longer. 

3.  Relative advantage.  

This factor relates to consumer needs, which are met by innovation, such as reduced costs or new methods of 

doing things. Example a microwave can heat food quicker than a stove 

4.  Observation.  

This factor deals with the extent to which the potential adopter has had the opportunity to monitor the positive 

effects of the product or service when accepting the innovation. If the adopter has had an opportunity to see the 

use and benefits of the product, the possibility of a more rapid diffusion is feasible 

5.  Trial.  

The easier it is to have a low-cost or low-risk trial of the innovation, the more rapid its diffusion. An example 

of this is the introduction of a new flavour of Jacobs Kronung coffee, where consumers are given sample 

sachets in order to try out the product. In trying out the product, consumers run no risk of losing money as the 

trial sachets are free. This increases the speed of diffusion as consumers can taste the new product and will 

purchase it if they are satisfied.  

6.  Perceived risk.  

Should the risk of trying out the innovative product or service be high, diffusion will be slow. Example, 

financial risk that cannot be exchanged for a refund. 

7.  Marketing effort. 

The marketing mix consists of 7 Ps, which are activities executed by the organisation to influence the rate of 

diffusion. Marketers are expected to communicate product attributes, such as features, quality and benefits to 

consumers, using, for example the 7 Ps: price, place (eg CNA), promotion (eg TV, magazines), product (eg 

Nintendo WII), people (eg teenagers, young adults and the internal staff), process and physical evidence (eg 

layout, displays in store) to communicate the Nintendo WII, for example, to the target market to increase the 

spread of innovation.  

8.  Type of group. 

 The target market determines the rate at which innovation will be diffused,example, young teenagers would be 

more interested in sony playstaion than older people. Targeting the right group can cause rapid diffustion.  

9.  Type of decision. 

Decisions are made collectively or individually. Collective decisions are those made by more than one 

consumer, for example, family members (mothers, fathers and children). Collective decisions may result in 

slow rates of diffusion, since family members may not have the same opinion about buying a new product, 

such as a Nintendo WII or a Sony play station. The speed of diffusion in such a case is slow.  

10. Fulfilment of perceived need. 

 When the satisfaction that will be derived from the innovation is obvious in terms of meeting the need, the 

diffusion is more rapid. For example, the Nintendo WII offers features such as powerful new motion-sensing 

controllers and uses Bluetooth, as opposed to other game stations, such as the Sony playstation. Consumers 



will, therefore, perceive the Nintendo WII as more capable of satisfying their needs and it will be adopted 

quicker by the consumers. 

 

 

Discuss the 6 steps taken by individual consumers when adopting a new innovative product 

1. Awareness.  

The consumer becomes aware of the product via communication channels, such as the broadcast media 

(radio and television) or print media (magazines and newspapers ecetra.  

2.  Interest.  

The consumer knows about the product but still lacks information. If consumers become interested they 

will try to obtain information on the product. This information may be obtained from secondary sources, 

such as magazines and articles.  

3. Evaluation.  

Consumers evaluate the product on the basis of their past experiences.   

4. Trial.  

At this stage, the consumer may buy the product to determine if it meets his or her needs. It is important for 

marketers to use samples as a means of trial. 

5.  Decision. 

Once the product has been tested, the consumer decides to adopt or reject the new product. Consumers 

adopt a new product if they are satisfied with it and value its benefits and may, consequently, even become 

regular users. 

 

6. Confirmation.  

The consumer searches for more information pertaining to the product they have purchased. This may be 

done by speaking to other consumers who use the soap, or by reading magazines and articles to get a clear 

understanding of the use and benefits of the product. Subsequently, the consumer conducts a post-purchase 

evaluation to decide whether or not he or she will purchase the product again. 


