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1 INTRODUCTION 

Dear Student  

We have great pleasure in welcoming you to the module, Marketing Management (MNM2601). We 

would like you to share our enthusiasm for this field of study and as a first step, we urge you to 

read this preface carefully and thoroughly. Refer to it as often as needed since it will definitely 

make studying this module much easier.  

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 

assignment(s) properly. 

You will receive a number of tutorial letters during the semester. A tutorial letter is our way of 

communicating information to you about teaching, learning and assessment. Tutorial Letter 101 – 

this tutorial letter – contains important information about the scheme of work, the assignments and 

the guidelines for preparing and submitting the assignments for this module. In addition, Tutorial 

Letter 101 provides the prescribed study material and other resources and incorporates how to 

obtain them. 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 assignment(s), preparing for the examination and 

addressing questions to your lecturers. Please make an effort to obtain the prescribed study 

material as soon as possible.  

Later in the semester, you will also receive tutorial letters that provide guidelines for the 

assignments and information on how to prepare for the examination. 

Kindly note that some of this tutorial matter may not be available when you register. Tutorial matter 

that is not available when you register will be posted to you as soon as possible. However, it is 

also available on myUnisa. Please register with myUnisa to enable you to submit assignments, to 

access Library functions and many types of learning resources, to download study material, to 

‘chat’ to the lecturer or fellow students and to participate in online discussion forums. Once 

registered, myUnisa provides you with additional opportunities to take part in activities and 

discussions and to access information regarding assignments, marks and examinations. 

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 because they always contain important and 

sometimes, urgent information. 

We hope that you will enjoy this module and wish you all the best!  
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2 PURPOSE AND OUTCOMES   

2.1 Purpose 

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

marketing. 

2.2 Outcomes 

After completing this module, you should be able to: 

 describe the nature of marketing and the different orientations to marketing; 

 describe the composition of the marketing environment; 

 explain the basic principles of consumer behaviour; 

 explain the use of marketing research and how it can be applied in an organisation; 

 explain customer value for an organisation and the different ways in which an organisation can 

try to retain the consumer; 

 describe the advantages of market segmentation for an organisation and explain and illustrate 

the application of the principles of market segmentation; 

 explain the meaning of product positioning and illustrate the application thereof; 

 explain the importance of the product-related components for a marketer and how these 

principles can be applied; 

 describe the importance of price determination for an organisation and the different price 

decisions that may be applicable to a specific situation; 

 describe the importance of communication decisions and the importance of each component 

of marketing communication such as advertising; 

 explain and illustrate the application of each element of marketing communication to a given 

situation; 

 explain the reason for the addition of two more marketing instruments and their meaning to 

marketing as a whole; 

 describe and illustrate the application of the marketing instruments of people and physical 

evidence to specific practical circumstances; 

 describe the different components in cyber and digital marketing and illustrate the application 

thereof to specific practical situations; 

 explain and illustrate the use of social media in marketing; and 

 describe the different components involved in the planning, implementation and control of a 

marketing strategy. 
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3 LECTURER(S) AND CONTACT DETAILS 

3.1 Lecturer(s) 

My name is Mr MW Mmatli, and I am the lecturer for this module. My contact details are as follow: 

Address:   AJH van der Walt Building, Muckleneuk Campus 

Office number:  5-61 

Telephone:   012 429 8303 

Fax:    086 641 5164 

E-mail:   marketing@unisa.ac.za 

Please note that lecturers should only be contacted for academic enquiries, that is, enquires about 

the content of the module. Letters to lecturers may notbe enclosed with assignments.  

3.2 Lecturer availability 

The lecturer for this module will be available to take telephone calls on academic matters and/or to 

attend to students who may prefer to visit personally for academic engagement. Please note, the 

days and times of the 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 regarding the days and times will 

be communicated by the lecturer in advance through the Announcement option on myUnisa as 

and when they occur. Students are advised to check the module page on myUnisa before making 

telephone calls or visiting the lecturer’s office for academic enquiries/engagements. 

3.3 University 

Administrative enquiries concerning fees, receipt of assignments, examination dates, etc. should 

be directed to the relevant administrative departments as indicated below. 

 

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 (e.g. 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. 

mailto:marketing@unisa.ac.za
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Please note that 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  

Despatch: Study material                                                      despatch@unisa.ac.za  

Finance                                                                                 finan@unisa.ac.za 

ICT (myUnisa & myLife)                                                        MyUnisaHelp@unisa.ac.za 

                                                                                              MyLifeHelp@unisa.ac.za  

 

 

You will find general Unisa contact details in the Study @ Unisa brochure. Please remember to 

use your student number when contacting the University. 

 

4 MODULE-RELATED RESOURCES 

For the procedures requesting Library services (listed below), please consult the Study @ Unisa 

brochure, but below is prescribed and recommended books 

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 and Afrikaans 

(supplied by Unisa) 

 TWO prescribed books (these you must obtain yourself) 

 

The compulsory prescribed book(s) for MNM2601 are: 

 Cant, M.C., Van Heerden, C.H. & Makhitha, K.M. 2017. Marketing management: a South 

African perspective. 3rd ed. Cape Town: Juta. (Available in English only) 

 Nieuwenhuizen, C. & Van Heerden, C.H. 2016. Contemporary retail and marketing case 

studies. 2nd ed. Cape Town: Juta. (Available in English only) 

 

 

The list of official booksellers and their addresses can be found in the Study @ Unisa booklet. 

 

mailto:Study-info@unisa.ac.za
mailto:Assign@unisa.ac.za
mailto:Exam@unisa.ac.za
mailto:despatch@unisa.ac.za
mailto:finan@unisa.ac.za
mailto:MyUnisaHelp@unisa.ac.za
mailto:MyLifeHelp@unisa.ac.za
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Important notice 

When studying your prescribed material, take note of the following: 

 The entire study guide is prescribed for examination purposes. Make sure you are able to answer all the 
questions in the assessment section at the end of each study unit.  

 Only sections in the prescribed book referred to by the study guide are required to be studied for 
examination purposes. For example, if the study guide instructs you to: "Study section 4 in your prescribed 
book", the entire section 4 (including 4.1, 4.1.1, etc.) is included and may be asked in the examination. 

 

Prescribed books can be obtained from the University's official booksellers. 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 Recommended books 

There are rapid developments and constant new applications in the field of marketing 

communication. It is, therefore, recommended that you are exposed to developments in this field 

on a regular basis. This can be done by reading magazines on the topic and by consulting the 

internet. To help you, we shall give you the names of certain websites, books and articles that you 

can read. These are listed in Addendum D. In order to link theory and practice, we recommend 

that you consult additional material in this exciting and interesting field. You can also consult 

magazines, books and relevant websites that you, yourself, find. 

4.3 Electronic reserves (e-reserves) 

There are no e-reserves for this module. 

 

5 STUDENT SUPPORT SERVICES  

For information on the various student support systems and services available at Unisa (e.g. 

student counselling, tutorial classes and language support), please consult the publication Study 

@ Unisa that you received with your study material. 

 Study groups 

It is advisable to have contact with fellow students. One way to do this is to form study groups. The 

addresses of students in your area may be obtained from the following department: 

Directorate: Student Administration and Registration 

PO Box 392 

UNISA 

0003 
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 myUnisa 

Please note that contact with students via the internet is important since all your study material is 

also available under Official Study Material on myUnisa. IT IS EXPECTED THAT YOU TO GO 

ONTO THE myUnisa WEBSITE AT LEAST ONCE A WEEK TO ENSURE YOU RECEIVE ALL 

COMMUNICATION REGARDING THIS MODULE. You will also be able to access the 

Discussion Forum where you can communicate with your lecturers and fellow students. Using 

myUnisa will also help you easily access other resources and information regarding the University.  

If you do not have access to a computer, please call the contact centre at Unisa to enquire about 

using the computer centre at the main campus or at one of our satellite campuses. 

 

To access the myUnisa website, first access the main Unisa website, http://www.unisa.ac.za, and 

then click on the myUnisa link under myStudies > Current students in the orange-coloured block 

near the centre of the web page. This will take you to the myUnisa website. You can also go there 

directly by typing in http://my.unisa.ac.za.  

Please consult the publication Study @ Unisa, which you received with your other study material 

for more information on myUnisa. Should you misplace any of your study material, you can access 

study material on myUnisa. 

 Tutorial support  

Tutor services for students are offered by Unisa as additional academic support at the various 

Unisa regional learning centres throughout the country. A tutorial is an organised session in which 

students and tutor(s) meet regularly at a particular venue and at a scheduled time to discuss 

course material. The main purpose of the tutorial services is to facilitate student learning by 

developing the students’ independent learning skills and assisting students to become motivated. 

Tutorials help the students to develop and enhance their learning experience and academic 

performance through interaction with the tutor and fellow students. Tutorials are not compulsory, 

and willing students receive tutorial support at a nominal fee. Interested students are advised to 

TO REITERATE: 

We use myUnisa to communicate with our students, so it is essential that you register 

with this service as quickly as possible and that you visit myUnisa regularly to keep 

abreast of any new developments or changes. Think about checking myUnisa for any 

communication from the lecturer/department before contacting us telephonically since 

your query may already have been answered on myUnisa. 

http://www.unisa.ac.za/
http://my.unisa.ac.za/
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contact the learning centre closest to them and to enrol for tutorials. For further information on 

tutorials consult the Study @ Unisa brochure. 

 

6 MODULE-SPECIFIC STUDY PLAN 

Below is a proposed study plan for you to work through the study material systematically until the 

examination. It is, however, merely a broad guideline, and you may adapt it to fit your own 

particular time schedule. The time allocated for each topic also serves as an indication of its 

importance within the context of all the prescribed study material. 

Please refer to the Study @ Unisa brochure for general time management and planning skills. 

 

Topic # Topic Time allocated  
Date to be completed 

1st sem. / 2nd sem. 
Main learning areas 

1 Marketing context 18 hours 08 Feb / 30 Jul 
The nature and orientation of 
marketing and the composition of 
the marketing environment 

2 
Consumer 
knowledge 

27 hours 24 Feb / 15 Jul 
Consumer behaviour, marketing 
research, customer value and 
retention 

3 

Market 
segmentation, 
targeting and 
positioning 

10 hours 1 Mar / 21 Aug 
Market segmentation and product 
positioning 

4 
Elements of the 
marketing mix 

45 hours 27 Mar / 15 Sep 
Product, price, distribution and 
communication decisions, 
additional P’s 

5 
Technology in 

marketing 
10 hours 2 Apr / 21 Aug Cyber and digital marketing 

6 
Marketing 

management issues 
10 hours  7 Apr / 27 Sep 

Planning, implementing and 
control 
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7 ASSESSMENT 

7.1 Assessment plan 

The assignments for this module are found in Addendum A and Addendum B in this tutorial letter. 

Before you undertake the assignments, please study the remainder of this section. 

Assignments are seen as part of your learning experience of this module. The process of 

undertaking the assignments includes studying the prescribed textbook, consulting other 

resources, discussing the work with fellow students or tutors and carrying out additional research. 

You are, in fact, actively engaged in learning. Pay attention to the assessment criteria for each 

assignment because these criteria will help you to understand what is required. 

7.2 General assignment numbers 

You have to complete two assignments, each consisting of 15 multiple-choice questions: 

 Assignment 01  

 Assignment 02 

UNIQUE NUMBERS 
 

SEMESTER 1 SEMESTER 2 

Assignment 1 744583 Assignment 1 725431 

Assignment 2 703031 Assignment 2 837164 

 
DUE DATES 

 

SEMESTER 1 SEMESTER 2 

Assignment 1 16 March 2018 Assignment 1 24 August 2018 

Assignment 2 13 April 2018 Assignment 2 28 September 2018 

 

7.3 Submission of assignments 

You may submit your assignment as a hard-copy (using a mark-reading sheet) or electronically via 

myUnisa. Hard-copy assignments should be sent to: 

The Registrar 

PO Box 392 

Unisa 

0003 
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Assignments may not be submitted by fax or e-mail.  

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 unique number for the assignment that you want to submit 

Follow the instructions on the screen. 

For detailed information and requirements concerning the submission of assignments, see the brochure Study @ 
Unisa that you received with your study material. 

 

7.4 Assignments 

7.4.1 Compulsory assignments 

There are TWO compulsory assignments for this module, and both consist of multiple-choice 

questions. There are non-negotiable submission deadlines for each of these two assignments (see 

Addendum A and Addendum B). You must submit the first of these assignments if you wish to gain 

entry to the examination! Both compulsory assignments, however, contribute to your year mark. 

7.4.2 Commentaries and feedback on assignments 

You will receive the correct answers to your assignment questions in Tutorial Letter 201 and 

Tutorial Letter 202. These tutorial letters will be available on myUnisa after the due dates of the 

assignments. 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 next examination. 

 

 

7.4.3 Year marks 

Your year mark, which is based on the mark obtained for the two compulsory assignments, 

contributes 20% towards your final mark, while your examination mark contributes 80%. 

The combined weighted average of your year mark and your examination mark must be 50% or 

above for you to pass the module. However, you must obtain a minimum of 40% in the 
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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 need a final mark of at least 40% to qualify for a supplementary examination.  

8 OTHER ASSESSMENT METHODS 

There are no other assessment methods for this module. 

9 EXAMINATIONS 

For general information and requirements concerning the examinations, see the brochure Study @ 

Unisa that you received with your study material. 

9.1 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. 

 

9.2 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 (first 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 (second semester 

registration), you will write the examination in October/November 2018, while the supplementary 

examination will be written in May/June 2019. 
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During the year, the Examination Section will provide you with general information regarding the 

examination and information on examination venues, examination dates and examination times. 

9.3 Examination paper  

ALL EXAMINATION PAPERS ARE TWO-HOUR EXAMINATIONS! 

The format of the examination paper for undergraduate modules is as follows: 

Second-level modules: 

 Section A is compulsory and counts 30 marks. This section consists of multiple-choice 

questions. 

 Section B is also compulsory and 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. 

 

Comment 

If you are not sure whether your module is a first-, second-, or third-level module, simply check the 

numbering in the module code. For example, MNM1501 is a first-level module, MNM2601 is a 

second-level module, while MNM3603 is a third-level module. 

 

9.4 Previous examination papers  

Previous examination papers can be found on myUnisa. 

 

10 FREQUENTLY ASKED QUESTIONS 

The Study @ Unisa brochure contains an A–Z guide of the most relevant study information.  
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11 ADDENDUM A – ASSIGNMENTS FOR SEMESTER 1   

There are TWO assignments for this module. These assignments are COMPULSORY and both 

must be submitted. Both compulsory assignments contribute to your year mark. You must submit 

the first of these assignments if you wish to gain entry to the examination! THE SUBMISSION 

DATES OF THESE TWO ASSIGNMENTS ARE NON-NEGOTIABLE. 

 

SEMESTER 1: ASSIGNMENT 01 – COMPULSORY – Must be submitted to gain examination 

entry 

When completing the assignment, be sure to use the correct unique number as detailed below: 

 

Semester Assignment Due date Unique number 

1 1 16 March 2018 744583 

 

You will receive the answers to this assignment in Tutorial Letter 201. 

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 7 of this tutorial letter for 

information on the submission of assignments. 

Requirement to complete this assignment: 

You need to read the following case study in: Nieuwenhuizen, C. & Van Heerden, C.H. 2016. 

Contemporary retail and marketing case studies. 2nd ed. Cape Town: Juta. 

 40 Foods Distributors 

 

QUESTION 1 

“Young mothers (28-40) were our primary target market” – Case study: 40 Foods Distributors. 

The process of 40 Foods Distributors dividing a broad target group into clearly identifiable subsets of 

consumers who have common needs, wants or demands is known as …  

1 customer behaviour. 

2 market segmentation. 

3 target marketing.  

4 mass customisation. 
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QUESTION 2 

Which step in the buying process is involved when a customer of 40 Foods Distributors has a need for Miss 

K Ice Cream? 

1 Information search 

2 Information evaluation 

3 Purchase decision 

4 Problem recognition 

QUESTION 3 

Which ONE of the following components of the ABC Model of Attitudes relates to a person’s knowledge and 

perceptions that may be acquired by direct experience with the product and other sources of information? 

1 Affective component  

2 Attitude component 

3 Behavioural component 

4 Cognitive component  

 

QUESTION 4 

Which ONE of the following options is an example of a qualitative research method? 

1 The researcher uses a focus group to obtain a better understanding of consumers’ attitudes to 

anti-bacterial soap. 

2 The researcher gathers information on the gender and age statistics of shoppers purchasing a 

particular electronic device. 

3 The researcher wants to gather data on consumer spending on wholegrain bread for the past three 

years to forecast future selling trends. 

4 The researcher wants to determine the effect of increased advertising expenditure on the level of 

sales. 

 

QUESTION 5 

Tobacco companies not being able to advertise tobacco products through billboards or television 

advertisements due to legislation is an example of the … environment. 

1 political  

2 technological  

3 physical  

4 economic  
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QUESTION 6 

An example of the esteem/ego need in Maslow’s hierarchy of motives is …  

1 accomplishment.  

2 shelter. 

3 friendship. 

4 security. 

 

QUESTION 7 

Which classification of consumer product does the luxury sports car represent that Jackson purchased to 

reward himself for finishing his doctoral studies?  

1 Staple product 

2 Speciality product 

3 Uniform product 

4 Impulse product 

 

QUESTION 8 

When the Miss K Ice Cream experiences a rapid decline in sales in the target market, at which stage of the 

product life cycle is Miss K Ice Cream?  

1 Growth stage  

2 Maturity stage  

3 Saturation stage  

4 Decline stage 

 

QUESTION 9 

“Consumers are shifting to the position that natural is good and processed is bad” – Case study: 40 Foods 

Distributors. 

The … environment refers to 40 Foods Distributors analysing its environment and focusing on political 

aspects, natural resources and interest rates.  

1 market  

2 micro  

3 marketing 

4 macro  
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QUESTION 10 

“Our target market is concerned about nutrition and would like to supply healthy treat experiences to their 

kids” – Case study: 40 Foods Distributors.  

When 40 Foods Distributors segments its customers according to lifestyle, personality and social class, this 

is known as … segmentation. 

1 geographic  

2 demographic  

3 psychographic  

4 behavioural  
 

QUESTION 11 

Which gap in the marketing process is created when customers are not made aware of a product or service 

on offer adequately?  

1 Space gap 

2 Time gap 

3 Information gap 

4 Value gap 
 

QUESTION 12 

The situation of a buyer and 40 Foods Distributors having different views of the quality of the Miss K 

Ice Cream is described by the …  

1 space gap. 

2 information gap. 

3 value gap. 

4 time gap. 
 

QUESTION 13 

“Promotion of Miss K to our main target market, mothers 28-40, has taken place through social media 

platforms” – Case study: 40 Foods Distributors.  

The process of creating a positive image or identity of Miss K Ice Cream in the minds of the consumers by 

40 Foods Distributors is known as … 

1 market development.  

2 product positioning.  

3 market segmentation.  

4 target marketing. 
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QUESTION 14 

When 40 Foods Distributors conducts a study of individuals, groups or organisations, the process it 

employs to select, secure and use and dispose of products, services, experiences or ideas is known as …  

1 customer behaviour. 

2 market segmentation.  

3 target marketing.  

4 social behaviour. 

QUESTION 15 

Which stimuli in the consumer-behaviour model relate to cultural factors, social class, reference groups and 

opinion leaders?  

1 Marketing factors 

2 Individual factors 

3 Environmental factors 

4 Group factors 

 

SEMESTER 1: ASSIGNMENT 02 – COMPULSORY 

 

When completing the mark-reading sheet or submitting this assignment via myUnisa, be sure to 

use the correct unique number as detailed below: 

 

Semester Assignment Due date Unique number 

1 2 13 April 2018 703031 

 

You will receive the answers to this assignment in Tutorial Letter 202, which will be made available 

on myUnisa after the submission of the assignment. 

 

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 7 of this tutorial letter for 

information on the submission of assignments. 

 

Requirement to complete this assignment: 

You need to read the following case study in: Nieuwenhuizen, C. & Van Heerden, C.H. 2016. 

Contemporary retail and marketing case studies. 2nd ed. Cape Town: Juta. 

 Aqua Salveo 
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QUESTION 1 

Aqua Salveo is a family-owned business that focuses on innovative products and aims to acquire the 

necessary national accreditations” – Case study: Aqua Salveo.  

The management of perceptions and strategic relationships between Aqua Salveo, its employees and its 

external stakeholders such as national accreditation agencies is known as …  

1 advertising. 

2 personal selling. 

3 public relations. 

4 sales promotion. 

 

QUESTION 2 

Which type of distribution does South African cellphone networks use in selling airtime vouchers? 

1 Scatter distribution  

2 Intensive distribution  

3 Exclusive distribution  

4 Selective distribution 

 

QUESTION 3 

A blend of marketing communication activities and materials designed to intensify the efforts of the 

marketer’s sales force is known as …  

1 advertising. 

2 personal selling. 

3 public relations. 

4 sales promotion. 

 

QUESTION 4 

“Our pricing is very cost effective and this is one of the motivations for moving forward” – Case study: Aqua 

Salveo. 

 A pricing method of Aqua Salveo that is based more on the competitors’ prices and less on its own costs 

and demands is best described as …  

1 chain-mark-up pricing. 

2 going-rate pricing. 

3 leadership pricing. 

4 pricing by competitive bidding. 
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QUESTION 5 

Which price strategy is based on the amount of sales in units that are necessary for total income to be the 

same as total costs? 

1 Target pricing 

2 Cost-plus pricing 

3 Mark-up pricing 

4 Break-even pricing 

 

QUESTION 6 

Which type of distribution channel does the luxury brand, Louis Vuitton, use for its two stores 

(Johannesburg and Cape Town) in South Africa? 

1 Scatter distribution  

2 Intensive distribution  

3 Exclusive distribution  

4 Selective distribution 

 

QUESTION 7 

… is the promotional tool that may include coupons, contests, premiums and other means of attracting 

consumer attention. 

1 Advertising 

2 Personal selling 

3 Public relations 

4 Sales promotion 

QUESTION 8 

If Aqua Salveo and Mike FM Stereo decide to perform random acts of kindness and distribute donations to 

a specific charity, this is an example of … 

1 social marketing. 

2 green marketing. 

3 cause-related marketing. 

4 charity marketing. 
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QUESTION 9 

“We at Aqua Salveo want to increase our market share nationally and internationally and this can be 

achieved by attracting the right, commited [sic] and experienced agents”. – Case study: Aqua Salveo. 

Which ONE of the following is NOT one of the seven P’s of marketing that Aqua Salveo can apply in its 

marketing strategy? 

1 Place 

2 Process 

3 Payment 

4 Price 

 

QUESTION 10 

… is defined as any form of paid communication to a mass audience in which the sponsor or firm is 

identified.  

1 Personal selling 

2 Sales promotion 

3 Advertising 

4 Direct marketing 

 

QUESTION 11 

Which type of distribution does the South African Lottery use to sell tickets? 

1 Scatter distribution 

2 Intensive distribution 

3 Exclusive distribution 

4 Selective distribution 

                                                                                                    

QUESTION 12 

Which ONE of the following is the CORRECT sequence of the management task process? 

1 Planning, Controlling and Implementation 

2 Implementation, Planning and Controlling 

3 Controlling, Implementation and Planning 

4 Planning, Implementation and Controlling 
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QUESTION 13 

In addition to selling water purification products, Aqua Salveo renders services to its customers.  

Which ONE of the following is NOT a characteristic of a service that Aqua Salveo could offer? 

1 Tangible 

2 Inseparable 

3 Perishable 

4 Variable 

 

QUESTION 14 

Which ONE of the following could be a pricing goal for an organisation such as Aqua Salveo? 

1 Sales-oriented goals 

2 Keep-things-as-they-are goals 

3 Profit-oriented goals  

4 Meeting-the-competition goals 

 

QUESTION 15 

Which is an important factor that Aqua Salveo must consider before it can set a price? 

1 Income of consumers  

2 Inflation 

3 Size of customer base  

4 Price elasticity  
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12 ADDENDUM B – ASSIGNMENTS FOR SEMESTER 2  

There are TWO assignments for this module. These assignments 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 entry to the examination! The submission dates 

of these two assignments are non-negotiable. 

You will receive the answers to these assignments in Tutorial Letter 201 and Tutorial Letter 202, 

which will be made available on myUnisa after the submission of the assignment. 

 

SEMESTER 2: ASSIGNMENT 01 – COMPULSORY – Must be submitted to gain 

examination entry 

When completing the assignment, be sure to use the correct unique number as detailed below: 

 

Semester Assignment Due date Unique number 

2 1  24 August 2018 725431 

 

You will receive the answers to this assignment in Tutorial Letter 201. 

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 7 of this tutorial letter for 

information on the submission of assignments. 

 

Requirement to complete this assignment: 

You need to read the following case study in: Nieuwenhuizen, C. & Van Heerden, C.H. 2016. 

Contemporary retail and marketing case studies. 2nd ed. Cape Town: Juta. 

 On the Dot 
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QUESTION 1 

Tropical fruits can only be grown and harvested in summer, but they must be available throughout the 

year. To achieve this, distributors have to keep large quantities of the fruit in cold storage throughout the 

year. This is an example of the … gap. 

1 value  

2 information  

3 ownership  

4 time  

 

QUESTION 2 

“On the Dot relies heavily on target marketing, as most of our services are tailor-made to cater for the 

specific requirements of the client” – Case study: On the Dot. 

When On the Dot divides its markets according to race, occupation, income and family life cycle, which 

type of segmentation does it use? 

1 Demographic segmentation 

2 Behavioural segmentation 

3 Lifestyle segmentation 

4 Geographic segmentation 

 

QUESTION 3 

The focus of … is to identify core customers, to establish relationships with these customers and to 

maintain and enhance these relationships.  

1 green marketing 

2 public relations 

3 relationship marketing 

4 market relations 
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QUESTION 4 

Assume that On the Dot introduced distribution services to its product/service range. 

If the customers of On the Dot were not made aware of this new product on offer adequately, this would 

describes the … gap. 

1 information  

2 time 

3 value 

4 space 

 

QUESTION 5 

“On the Dot is the most significant multichannel media logistics company in South Africa” – Case study: 

On the Dot. 

The mission, vision and objectives of On the Dot are included in the … environment. 

1 market 

2 micro 

3 technological 

4 macro 

 

QUESTION 6 

Which ONE of the following is NOT a component of the market environment of On the Dot? 

1 Politics  

2 Suppliers 

3 Consumers 

4 Competitors 

                                                                                                                                                        

QUESTION 7 

Steven’s family has been very happy with their PlayStation and colour television. Steven hears about the 

new PlayStation 8. He suggests to his father that they should buy it. Steven plays the role of the … in the 

family decision-making process. 

1 decision-maker 

2 influencer 

3 initiator 

4 purchaser 
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QUESTION 8 

While Gift is waiting in the queue at the till, he decides to buy a chocolate bar that is displayed at the till. 

What type of decision-making is this? 

1 Real decision-making 

2 Impulse decision-making 

3 Personal decision-making 

4 Habitual decision-making 

 

QUESTION 9 

Mike is selling a wide range of vehicles with different attributes. He decides to group his potential buyers 

based on their needs such as preferred interior design and level of income. This process is called … 

1 product positioning. 

2 market segmentation. 

3 target marketing. 

4 in-depth marketing. 

                                                                                                                                                      

QUESTION 10 

On the Dot wants to create a positive image of a new product in the minds of potential consumers to 

convince them to purchase the product. This process is known as … 

1 target marketing. 

2 product prioritisation. 

3 market segmentation.  

4 product positioning. 

 

QUESTION 11 

On the Dot has a full order book during a period of economic prosperity and, therefore, does not take on 

new client projects. This is probably showing … orientation. 

1 marketing 

2 selling 

3 production 

4 societal 
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QUESTION 12 

Mystery-shopper surveys can best be described as a form of … research. 

1 observational  

2 desk  

3       qualitative 

4 attitudinal 

 

QUESTION 13 

Which ONE of the following statements about marketing research is INCORRECT?  

1 Secondary research can be collected in-house.  

2 Secondary research is done after primary research.  

3 Secondary research is quicker than primary research.  

4 Secondary research is cheaper than primary research. 

                                                                                                                                                                    

QUESTION 14 

The core product offered by On the Dot is best defined as the … product. 

1 fundamental benefit of the  

2 secondary attributes of the  

3 non-physical attributes of the 

4 physical attributes of the  

                                                                                                                                                                    

QUESTION 15 

The price of chicken has increased, and chicken consumers are switching to pork because it is cheaper. 

Which factor plays a role in the decision of these consumers to buy pork? 

1 Income of consumers 

2 Substitute products 

3 Complementary products 

4 Import products 
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SEMESTER 2: ASSIGNMENT 02 – COMPULSORY 

When completing the mark-reading sheet or submitting this assignment via myUnisa, be sure to 

use the correct unique number as detailed below: 

 

Semester Assignment Due date Unique number 

2 2 28 September 2018 837164 

 

You will receive the answers to this assignment in Tutorial Letter 202. 

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 8 of this tutorial letter for 

information on the submission of assignments. 

 

Requirement to complete this assignment: 

You need to read the following case study in: Nieuwenhuizen, C. & Van Heerden, C.H. 2016. 

Contemporary retail and marketing case studies. 2nd ed. Cape Town: Juta. 

 Nikon 

 

QUESTION 1 

“Nikon in South Africa has tried to look at the challenges presented and turn them into opportunities. One 

of these challenges includes the move of photography from film-based products into the digital era” – 

Case study: Nikon. 

The services that Nikon offers are ..., which means that they cannot be touched or viewed, unlike a 

product. 

1 inseparable 

2 tangible 

3 intangible 

4 perishable 
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QUESTION 2 

Which of the following items are NOT part of a SWOT analysis? 

a. Social environment 

b. Weaknesses 

c. Opportunities 

d. Technological environment 

 

1 a; b 

2 b; c 

3 c; d 

4 a; d 

 

QUESTION 3 

Which ONE of the following is NOT a role played by people who are employed in a company such as 

Nikon? 

1 Influencer 

2 Modifier 

3 Contractor 

4 Identifier  

 

QUESTION 4 

Which ONE of the following is the correct sequence for the steps that Nikon can follow to ensure 

effective service-staff management? 

1 Staff development, hiring of staff, compensation and reward, job evaluation 

2 Compensation and reward, staff development, hiring of staff, job evaluation 

3 Hiring of staff, staff development, job evaluation, compensation and reward 

4 Hiring of staff, job evaluation, staff development, compensation and reward 

 

QUESTION 5 

Which ONE of the following is NOT a component of a value proposition that Nikon can offer to its 

customers? 

1 Identity 

2 Product 

3 Branding 

4 Environment 



    

30 

QUESTION 6 

Which ONE of the following research methods could Nikon use to investigate a marketing phenomenon 

’after the fact’, that is, a post-mortem of a scenario? This research method attempts to explain, describe 

and clarify the issue. 

1 Qualitative research 

2 Quantitative research 

3 Ad hoc research 

4 Ex post facto research 

 

QUESTION 7 

Online human-resource software packages used by companies as support for the management of their 

human resources have become common tools in large and small companies. These form part of the … 

environment that has an impact on company operations. 

1 macro 

2 technological 

3 physical 

4 demographic 

 

QUESTION 8 

… is how individuals view a product, brand or organisation based on their sense of sight, hearing, smell 

and touch.  

1 Attention 

2 Exposure 

3 Learning ability 

4 Perception  

 

QUESTION 9 

Which price strategy is based on the amount of sales in units that are necessary for total income to be 

the same as total costs? 

1 Target pricing 

2 Cost-plus pricing 

3 Mark-up pricing 

4 Break-even pricing 
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QUESTION 10 

Which ONE of the following is NOT a positive customer-retention strategy? 

1 Delighting the customer 

2 Adding customer value 

3 Pricing the customer 

4 Building customer engagement 

 

QUESTION 11 

Pomegranates are usually available in spring, so distributors must keep large quantities of the fruit in 

cold storage for distribution throughout the year. This is an example of solving the … gap. 

1 space 

2 information 

3 value 

4 time 

 

QUESTION 12 

Which of the following is NOT a criterion that should be used by Nikon for segmenting consumer 

markets? 

1 Size of the segment  

2 Size of the company  

3 Accessibility of the segment by the company  

4 Extent to which members of the segment can be identified 

  

QUESTION 13 

Which ONE of the following represents the sequential stages of the product’s life cycle? 

1 Introduction, growth, maturity, decline 

2 Development, introduction, growth, maturity 

3 Development, growth, maturity, saturation 

4 Introduction, maturity, growth, decline 

 

 

 



    

32 

QUESTION 14 

In marketing terminology and according to the elements of the marketing mix, distribution is often 

referred to as ...  

1 place. 

2 process. 

3 positioning. 

4 promotion. 

 

QUESTION 15 

When ONE or more of the sensory receptors are stimulated, the consumer is said to be … the message. 

1 exposed to 

2 paying attention to 

3 interpreting 

4 recalling 
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13 ADDENDUM C – ACTIVITIES (NOT TO BE SUBMITTED) 

The questions below are examples of the questions that you will be given in your examination. 

The answers to these questions will be provided in Tutorial Letter 202. Please note that you 

do not have to submit these answers for marks; they are only for self-assessment.  

In your examination, you will receive a similar case study to the one below. In some of the 

essay questions, you will be asked to discuss the theory only and in others, you will be asked to 

discuss the theory AND apply the theory PRACTICALLY based on the given case study. 

READ YOUR QUESTIONS CAREFULLY! 

When asked to apply the theory practically or to give an example, I want to see that you 

understood the theory that you discussed by giving me a practical example based on the case 

study. This does not mean that you have to find words and sentences in the case study and 

‘quote’ them as your practical example. You will not obtain your marks if you do this. This is not 

a comprehension test in which you have to locate the answers in the case study. The case 

study is there to provide context to your practical example/application. The answer may not 

necessarily be in the case study word for word; however, you can make your own 

assumptions and adapt the information in the case study to fit your example. 

Read the case study below and answer the questions that follow. 

 

PERFECT BALANCE PRIVATE STUDIO 

The idea of training and nutrition to reach one’s goals began when the owner was 16 years old. 

As a youth, he was a very skinny rugby player who always left the field with an injury. He 

decided that he needed to gain a few pounds of muscle. Reading up on body building and the 

principles of training and nutrition gave him the confidence to train on his own to reach his 

goals. After one month, he could see some results, and he had biceps! This made him realise 

that he could help himself. After leaving school, he underwent his military service and continued 

to pump iron. People started asking him questions about how they could change their bodies 

and improve their lifestyles. This made him realise that he had something everybody wanted – a 

good-looking and healthy body. He was able to assist people in achieving this for themselves by 

educating them about nutrition and training.  

At this stage of his life, he was working for a financial institution. He realised that he would need 

to find a place where he could work with people. Finding finance to set up a business is 

extremely challenging. He sold his house and bought a new house in a busy street just outside 
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the suburb where he grew up. This was not by any means his dream house but was to be his 

place of business. It had a very large back garden and plenty of space for parking. He built a 

little studio at the back of the house. Today, this is Perfect Balance, a fully equipped, personal 

training studio where people’s lives are changed forever. 

The trainers are not only good at training people, but also extremely good at working with and 

understanding people. The clients receive not only training but also meal-planning assistance, 

body assessment and the upgrading of their training programmes. After the trainer has 

concluded the client’s assessment and health screening, meal plans are drawn up on a 

software system designed by leading dieticians from a company called Bio-Ex Systems. If any 

risk factors are detected, the clients are referred to their medical doctors. 

Competitors of Perfect Balance do not only include other small training studios. Perfect Balance 

also competes with larger gyms such as Virgin Active and Planet Fitness for clientele. Perfect 

Balance likes to be seen as the small studio that is set apart from the above-mentioned ‘fancy’ 

gyms and other larger personal-training studios. Perfect Balance achieves this by giving its 

clients exceptional personal attention and affordable membership fees and combining these 

with the very best motivation that their trainers can offer. Perfect Balance will accommodate its 

clients at any time possible. The clients do not feel the necessity to look like models in the gym. 

At Perfect Balance, this is unimportant; they are one big family.  

The only form of advertising used by Perfect Balance is direct communication with the clients. 

Perfect Balance does not have an advertising campaign, and most of its business is referred by 

existing clients. Therefore, word of mouth is its biggest advertiser. Perfect Balance has two 

advertising boards in front of the property. The company also has a website that serves as a 

source of information for its clients. 

Source: Nieuwenhuizen, C. 2012. Business and marketing cases. Cape Town: Juta. 

 

QUESTION 1 

A SWOT analysis is a useful instrument that can have a major effect on a business. Discuss the different 

components of a SWOT analysis and apply all the components to Perfect Balance Private Studio by 

developing a SWOT analysis for the studio. (Four (4) marks for the theoretical discussion and four (4) 

marks for the practical application)  

(8) 
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QUESTION 2 

Discuss any four (4) individual factors that influence consumer behaviour and indicate how each of these 

factors could influence a client in deciding whether or not to join Perfect Balance Private Studio. (Eight 

(8) marks for the theoretical discussion and four (4) marks for the examples) 

   (12) 

QUESTION 3 

Discuss the five (5) characteristics of services and apply them to Perfect Balance Private Studio. (Five 

(5) marks for theoretical discussion and five (5) marks for the practical application) 

 (10) 
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14 ADDENDUM D – ADDITIONAL READING LIST  

There are rapid developments and constant new applications in the field of marketing. It is, 

therefore, important that you stay informed regarding developments in this field. This can be 

done by reading relevant professional magazines and by consulting the internet. 

To help you, we shall give you the names of websites that you should visit and South African 

magazines that you should read. These are listed below.  

However, in order to link theory and practice, we recommend that you find and consult 

additional material in this exciting and interesting field such as other relevant magazines, books 

and websites. 

 

Websites 

I have endeavoured to provide a number of hyperlinks to useful websites for this module. 

Please visit these websites and browse through their content to learn more about the topic. The 

wider you read, the more you will benefit from this course. 

 http://adage.com/ 

 http://www.adweek.com/ 

 http://www.websitemarketing.co.za 

 http://www.marketingpower.com 

 http://www.dmasa.org 

 http://www.marketingtoday.com/ 

 http://www.bizcommunity.co.za 

 http://www.fastmoving.co.za 

 http://www.bmi.com 

 http://www.supermarket.co.za 

 http://www.pressreader.com/catalog/country/south-africa 

 https://www.liquidtelecom.com/infographic?utm_source=infographic&utm_medium=email&ut

m_campaign=5-trends-africa&dm_i=2BTT,T5SL,6A430T,23GL5,1  

 

Books 

There are numerous books available for purchase, and for the time being, you can consult your 

local bookstore and the Unisa Library. You may want to consider the following books: 

http://www.buzcommunity.co.za/
http://www.fastmoving.co.za/
http://www.bmi.com/
http://www.supermarket.co.za/
http://www.pressreader.com/catalog/country/south-africa
https://www.liquidtelecom.com/infographic?utm_source=infographic&utm_medium=email&utm_campaign=5-trends-africa&dm_i=2BTT,T5SL,6A430T,23GL5,1
https://www.liquidtelecom.com/infographic?utm_source=infographic&utm_medium=email&utm_campaign=5-trends-africa&dm_i=2BTT,T5SL,6A430T,23GL5,1
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