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This examination question paper remains the property of the Unlversity of South Africa and may not be
removed from the examination venue.

This paper consists of seventeen (17) pages and instructions for completing a mark-reading sheet.

This 1s a closed-book examination During the examination sesslons you may not consult notes of
any kind or consult with any person except the invigilator

Please complete the attendance register on the back page, tear off and hand to the
invigilator.

This paper consists of one (1) section. Section A 1s compulsory and should he answered on the mark-
reading sheet provided. Answer all the questions

Thus paper counts a total of 70 marks The marks obtained (out of 70) wil be converted to a
percentage (out of 100)

PLEASE NOTE:

HAND IN THE MARK-READING SHEET.

INSTRUCTIONS TO CANDIDATES

1 Read the questions carefully before answering
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QUESTION 1

orientation Indicates that all actions should be aimed at satistying the needs and wants of the
target market

Customer
Systems

Profit
Organisational

R

m
QUESTION 2

refers 1o all the activities that relate to people giving something up m order to receive something
they would rather have.

Consumption
Budgehng
Exchange
Satsfaction

e

(1)
QUESTION 3

Gaps 1 the marketng process can be described as core marketing aspects Which ONE of the
following may be referred to as one of the core marketing aspecis?

Exchange and marketing
Vaiue satisfaction and quairty
Promotion and production
Financial stability

Call S

v
QUESTION 4
Cnce a consumer has paid for a new product, the .  gap Is bridged.
spacs
time
ownership
value

W N =

M
QUESTICN 5

. are agents who do not take ttie of products they sell They provide services to facilitate the selling
process

Middlemen

Auxiliary enterprises
Sales representatives
Sales intermeadianes

BN -

(1)
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QUESTION 6

For consumers to be able to buy or use the product, they need to know about t This s an example of
the. gap.

space
information
vailue
ownership

HwWN

(n
QUESTION 7

. provide support services to facilitate the selling process and are not directly mvolved in the transfer
of title

Auxiliary enterpnses
Sales intermedianes
Middlemen
Wholesalers

SR

(1)
QUESTION 8

Marketing . can be defined as those that are used fo transfer the market offering to the buyer, and
falls under the three categories, namely: primary, auxiliary and exchange

orientations
activities
environments
concepts

BN -

(1)
QUESTION 9

Which ONE of the following 1s NOT a component of athitude?

cognitive
affective
behavioural
stimulus

TR e

M
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QUESTION 10

A managerial philosophy where an orgarisation should focus on meeting the needs of customers,
ensure that all departments and people In the orgarusation are focused on satisfying customers and In
the proccess make a profit 1s the definition of the

marketing concept

product concept.

consumer decision-making process
marketing research process

B o R

(1
QUESTION 11

There are three management tasks n the fieid of marketing managemert. In the tasks listed below,
which ONE 1s excluded in the three management tasks?

Planning
Implementation
Controi
Analysis

oW n

(1)
QUESTION 12

entals examining and choosing between varous ways of using rnarketing opportunties,
countering marketing threats and achieving marketing objectives

Controlling
Evaluating
Planming
Implementing

powp -

QUESTION 13
Is the following statement true or false?

Adaptive planning is an iterative process framework for orgimising numerous information flows,
analyses, issues and opinions that leads to joint strategic decisions

1 True
2 False
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QUESTION 14

Which ONE of the following 1s NOT regarded as one of the components of the marketing
environment?

1. Micro
2. Macro
3. Business
4. Market

(1
QUESTION 15

The —environment consists of those elements that the organisation has direct control or influence
over

magcro
micro
market
business

W N =

(1)
QUESTION 16
In the micro-environment, the following variables fall under the strategic direction category

scope, goals and objectives.

sales, profit and customer relationships.
marketing budgst, skills and abilities
competiiion, marketing channels and goals

Ll

(1)
QUESTION 17

The define/s the fundamental, urique purpose of a business and identifies 1ts customers and
products or services. It is also considered as a declaration of an organisation’s reason of existence

goals
objectives
vision
mission

BN -

(1)
QUESTION 18

There are certain guidelines that need to be followed when an organisation seis its goais and
objectives. Therefore, objectives should be

profit-oriented, intncate and manageable.
simple, measurable and realistic.
transparent, simple and infintte.

simple, profit-onented and exclusive.

LN

(1)
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QUESTION 19

Which ONE of the following are areas n which an orgamisation wiil set its business or long-term
objectives?

Mai ket standing, productivity, profitabilty and innovation

Customer ortentation, profit, survival and growth

Increase in the sales and marxet share and efficiency motive

Marketing instrument obtectives and increase n the sales and market share

»@op

(1)
QUESTION 20

Which ONE of the following s an area in which an orgamsation will set its functional or short-term
objectives?

1 Innovation
2 Productivty
3 Efficiency motive
4 Financtal resources
(M
QUESTION 21

The four marketng instruments that are also known as the 4P's of marketing mix are.

1 product, place, promotion and profit.
2 pnce, product, place and promotion.
3 product, place, profit and price.

4 profit, place, pnce and promaotion

(1)
QUESTION 22
Which ONE of the followirg 1s NOT a varnabie to consider tn marketing management?

Sales

Profit

Customer rzlationships
Human resources

AN

e
QUESTION 23

The environment refers to those vanables that may be infiuenced by the organisation but which
cannoct be directly controlied by the organisation

micro
market
magro
business

N =

(1)
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QUESTION 24

. . . are the reason a business exists and #t I1s the orgamsation’s responsibiity to ensure that their
needs and wants are satished and that they produce products that will be offered to them with the
purpose of making & proftt.

Retailers
Wholesalers
Consumers
Producers

Ll I -

(M
QUESTION 25

The market where individuals and houssholds buy goods and services for personal consumption Is
called the . market.

international
reseller
consumer
mdusinal

swp -

(1)
QUESTION 26

markets are made up of organisations that buy goods and services for further processing or for
use In their manufacturng process.

Consumer
Industrial
Reseller
Government

Lol N

)
QUESTION 27

In the bustiness world, #t is normal for organisations In the same Industry to be competitars Which
ONE of the following is regarded as an example of two organisations selling the same product, In the
same industry?

Foschini and Edgars
CTM and Truworths
Bradiows and Spar
Shopnte and Coca-Cola

LAY S

M
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QUESTION 28
Which option BEST describes the charactenstics of a monopohstic competition market structure?

one competitor; almost no product substitutes

few competitors; homogeneous or differentiated products
unlimited competitors, homogeneous product

many competitors, product differentiation with many substitutes

ENI AR

1)
QUESTION 29
Which ONE of the following may be regarded as an example of oligopoly?

Farmers’ markets

Teikom and Eskom
Mercedes Benz and BMW
Computer companies

EESR NI

{1
QUESTICN 30

The .. environment refers to those factors or vanables in the environment over which the indvidual
business has no control These factors nftuence the business and need to be constantly monitored as
they change continuously.

micro
macro
market
compettive

E o & B IR

(1)
QUESTION 31

Which ONE of the following may NOT be regarded as one of the components of the economic
environment?

Inflation

Interest rates
Unemployment
Product development

NS SR

(1)
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QUESTION 32

A SWOT analysts 1s a useful instrument for helping managers to idertfy the strengths, weaknesses
opportunities and threats of a business Which of the following are regarded as internal factors?

T

opportuniies and weaknesses
strengths and weaknesses
strengths and threats
opportunities and threats

B

1)
QUESTION 33

Anfa .is a resource, skill or other advantage relative to competitors and the needs of the market
which the business serves or expects to serve It is also a distinctive competence that gives the
business a competitive advantage in the marketplace.

opportunity
threat

strength
weakness

»oop o

(1)
QUESTION 34

1s the decision-making process used in selecting, evaluating, using and dispasing of products and
services

Consumer behaviour
Marketing management
Procurement management
Marketing information systems

RS

(1)
QUESTION 35

Maslow’s hierarchy of needs classiftes needs according to their importance to human beings Maslow
describes . . needs as the most basic needs such as water, food and sleep

safety and security
belongingness
physiological
esteem

RN

(1)
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QUESTION 36

Which ONE of the following best describes belongingness or sociai needs in Maslow’s hierarchy of
needs?

1 The most basic needs such as food, water and sleep.

2 Needs that arise after physioiogical motives have been mimmally satisfied such as securtty,
heaith and family

3. Needs reflected in a desire for friendship, family, sense of being loved and approval

4. Needs that nclude the desire for recognition, confidence, reputation and respect.

(1)
QUESTION 37

. 1s how individuals see (select, organise and mnterpret) a product, brand or orgarusation based on
therr frve senses of sight, hearng, smell, taste and touch

Behaviour
Perception
Belief
Afttude

IR I\

(1
QUESTION 38
Which ONE of the following 1s the correct order of the four distinct steps of the perception process?

interpretation, attention, exposure, recall
exposure, recall, attention, interpretation
attention, exposurs, recall, interpretation
exposure, attention, interpretation, recail

AW N -

M
QUESTION 39

in a marketing context, can be defined as the direct or anticipated cranges in the behaviour of the
consumer due to experience gained

Learning
Attitude
Perception
Motivation

L

(1)
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QUESTION 40

Which ONE of the following does NOT fall under the category of “auxihary marketing activities'?

Storage
Financing
Risk taking
Purchasing

W

(1)
QUESTION 41

A reference group that individuals intentionally avoid being associated with is called a/an . group

membership
automatic
negative
assoclative

W=

M
QUESTION 42

When buying bread, Peter purchases a loaf of Blue Ribbon bread automatically each time without
even considering other brands. This is an example of . decision-making

real
impulse
habituat
trial

EC N

(1
QUESTION 43

is a structured process that 1s used to gather and analyse data regarding a particular opportunity
or threat in order to assist marketing managers to make informed decisions

A SWQT analysis

Marketing information system
Consumer decision-making process
Data processing

AN

M
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QUESTION 44
Which ONE of the following 1s the first step in the marketing research process?

Select the appropriate research design
Describe the research problem.
Process the information acquired
Prepare the research design.

bW

(1)
QUESTION 45

research attempts 1o Investigate variables and predictors of future happenings in the marketing
environment. it deals with current 1ssues as opposed to past incidents

Exploratory
Predictive
Longitudinal
Post hoc

FNIE XIS VP

M
QUESTION 46

The process of deciding which market segment(s) to pursue by oniy corcentrating on the specific
segment(s) i1s called market

1 targeting

2 segmenting.
3 posttioning
4. preference

(M
QUESTION 47
Is the following statement true or false?

The mam aim of segmentation is basically to enhance customer satistaction and the profitability of the
sharehoirders

1. True
2. Faise

(1)
QUESTION 48
Which ONE of the following statements BEST describes psychographic segmentation?

Segmenting the market by dividing it into world regions, and countries

Segmenting customers according to their race, for example coloured, white or Indian.
Segmenting the market by ohserving the consumer’s frequency of using a product
Classifying people according to thetr values, beliefs, opinions and interests

LR

(1)
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QUESTION 49

What refers to the process whereby marketers make provision for different market segments based on
how frequently buyers purchase their preducts?

1 user status

2. usage rate

3 loyalty status

4. purchase occaslons

(M
QUESTION 50

Which ONE of the following ts the last step in the positioning process?

Develop a posihoning strategy that best satisfies consumer preferences
Determine the consumer's perceptions of your brand and competing brands.
Determine which vanables consumers prefer

Analyse the strength of major brands

A\

(1)
QUESTION 51

Which ONE of the following is NOT one of the seven positioning methods that marketers can use?

attribute positioning
benefit positioning
geographic positioning
user posttioning

W =

(1)
QUESTION 52

Which ONE of the following BEST represents an example of a durable product?

focod

a television set
toothpaste
perfume

BN

(1)
QUESTION 53

Which ONE of the following options represent the correct order of the four phases in the product Iife
cycle?

Introductory, maturity, growth, decline
Introductory, decline, growth, maturity
Introductory, growth, matunty, decline
introductory, decline, matunty, growth

il e

1)

[TURN OVER]



14 MNM1503
OCTOBER/NOVEMBER 2014

QUESTION 54

The . . phase 1s charactensed by a strong growth (0 sales n the target market, especially because of
the increase in repurchasing and purchases across a wide spectrum by the majority of consumers.

decline
growth
masurity
mtroductary

N

M
QUESTION 55

is the process of determining the cost to consumers of a company's product/service offering that
they will be willing to pay under particular circumstances at a particular time

1. Market share

2. Retum on investment
3. Income growth

4 Prce setling

QUESTION 56
What are the three objectives that the communcation process ams to achieve?

To infarm, persuads, and remind

To inform, increase sales, and convince

To remind, persuade, and promote

To remind, increase attention, and build image

PR N QN

1)
QUESTION 57

Noise means that a message has been distorted because of disturbances Which ONE of the following
is NOT one of the three types of disturbances that can occur during communication?

internal disturbances
ntegrated disturbance
competitive disturbances
external disturbances

M
QUESTION 58

The five basic Instruments that can be used to communicats with the consumer are. .., personal
seling, sales promotion, public relations and sponsorships

marketing
production
advertising
branding

i S

()
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QUESTION 59

- . Is described as a one-on-one communication between the customer and the business through its
representative as a means of convincing the specifically targeted customer to purchase the product,
service or idea

Direct marketing
Sales promotion
Personal selling
Direct publicity

M
QUESTION 60

What type of promotion is amed at making intermediaries buy and sell large quantities of a company's
products?

sales force promotions
consumer sales promotions
wholesaler-retaller promotions
trade promotions

pWN =

(1
QUESTION 61

Which ONE of the following 1s the first step 1n the pnice-setting process?

Selection of the price
Determination of the price objective
Price adjustment considerations.
Cost determinant of price.

E A

(1)
QUESTION 62

In the seven-step approach that can be adopted when posttioning brands, which ONE of the following
may be regarded as the last step?

1 Selecting positioning strategies

2. Determining consumers’ perceptions
3. Identifying determinant vanables

4. Analysing the brand’s current position

(1)

[TURN OVER]
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QUESTION 63

There are threa types of costs that marketers of orgamsations may select from wher using the cost
determination of price. Which ONE of the followtng 1s NOT a type of cost?

1. Vanable cost
2 Fiverd cost
3. Tofal cost
4 Market cost

QUESTION 64
Which ONE of the following formuiasfequations 1s correct?

Total Cost = Fixed Cost — Variabla Cost
Total Cost = Fixed Cost + Variable Cost
Total Cost = Vanable Cost - Fixed Cost
Varable Cost = Fixed Cost + Total Cost

SN

(1)
QUESTION 65

When a marketer promotes a brand new concept or service for the first tme, 1t 1s known as .
advertising.

product
defensive
pioneer
reminder

(1)
QUESTION &6

What refers to a short-term commumcation instrument that is used by marketers to promote the
company's product, service or 1dea and is mostly aimed at ensunng that the customer buys with
meentive-offering and interest-creating actvities?

Personal seiling
Sauies promotion
Direct marketing
Relationship management

R
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QUESTION 67

. elimnates the middleman by communicating information about a product or service directly to the
consumer with the aim of eliciting an achon

1 Personal sglling
2 Sales promotion
3. Direct marketing
4. Relationship management

M
QUESTION 68

Which ONE of the following 1s NOT a direct marketing mathod that marketers may use if they want to
use direct marksting as a communication channel?

Telemarketing
Direct matl
Catalogues
Samples

SRR

(1
QUESTION 69

A . .15 abusiness that sells goods to other businesses who will then resell those goods to the final
user

wholesaler
producer
manufacturer
consumer

mwN o

(M
QUESTION 70

The process of selling a product through as many surtable wholesalers or retallers as possible, who
will stock and/or sell the product1s knownas  distribution.

selective
intensive
exclusive
centralised

N -

(1)
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