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1 INTRODUCTION 

 

Dear Student  

Welcome to this module in strategic marketing. We hope you will find it interesting and 
rewarding. We will do our best to assist you in completing this module successfully. To complete 
this module successfully, you have to start studying early in the semester and resolve to do the 
assignment(s) properly. 

This module is intended for all existing and future marketing practitioners who need to gain 
knowledge on marketing management at strategic level in an organisation. Learners targeted 
include those from the SMME and big business environments, as well as entrepreneurs wishing 
to gain better skills in this sphere of marketing. Skills in marketing at the strategic level are 
becoming increasingly important, especially given the turbulent times in the global market which 
are being experienced currently. Issues, such as increasing deregulation, fragmentation of 
markets, the diverse nature of the African market environment, the rapid rate of technological 
changes and the increasing pressures on marketers, make skills in strategic marketing an 
absolute priority. A need exists for the development of competencies in the area of strategic 
marketing to ensure that the crucial skills are successfully integrated into the marketing activities 
of the learner at their place of work. 

You will receive a number of tutorial letters during the semester. A tutorial letter is our way of 
communicating with you about teaching, learning and assessment.  
 
Tutorial Letter 101 – this tutorial letter – contains important information about the scheme of 
work, the assignments and guidelines for preparing and submitting the assignments for this 
module. Furthermore, it also gives details of the prescribed study material and other resources 
and how to obtain them. We have also included general information about this module, as well 
as administrative guidelines. We urge you to read Tutorial Letter 101 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. 
 
You will also receive Tutorial Letter 301 MRMALLE8/2018 at the start of the semester. Please 
read it in combination with Tutorial Letter 101, as it gives you an idea of generally important 
information when studying at a distance with this department and at the School of Management 
Sciences. Later on in the semester you will also receive tutorial letters providing guidelines to 
the assignments and information on how to prepare for the examination. 
 
From the onset, we would like to point out that you must read all the tutorial letters you receive 
during the semester immediately and carefully, as they always contain important and, 
sometimes, urgent information. 
 
We hope that you will enjoy this module and wish you all the best! 
 
1.1 Tutorial material 

 
• Tutorial Letters 101 and 301 
• Study guide(s), Tutorial Letters 201 and 202 
• Learner package  
• Textbook(s) 
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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, but is also available on 
myUnisa. 

 
You must be registered on myUnisa to be able to submit assignments, have access to the 
Library functions and all sorts of learning resources, download study material, "chat" to their 
lecturers or fellow students about their studies and the challenges they encounter and 
participate in online discussion forums. myUnisa provides you with additional opportunities to 
take part in activities and discussions of relevance to your module topics, assignments, marks 
and examinations. 

 

2 PURPOSE AND OUTCOMES   

2.1 Purpose 

The purpose of this module is to enable students who have enrolled for this module in Strategic 

Marketing to study the ways in which a business pursues its objectives in a changing and highly 

competitive market. You will study the four main phases that will be used as the thrust of 

strategic marketing strategy, namely strategic analysis, market strategies, planning and strategy 

evaluation and control. 

2.2 Outcomes 

After completing this module, you should be able to: 

 Explain the nature of strategic marketing. 

 Demonstrate the ability to perform a strategic analysis by analysing the macro-environment, 

the market, the competitors and the internal environment. 

 Illustrate the use of market strategies by identifying a sustainable competitive advantage, the 

development of competitive strategies and the development strategies in the organisation 

life cycle. 

 Demonstrate the ability to plan and implement strategies by practically applying the strategic 

marketing management plan. 

 Illustrate the use of strategy evaluation and control. 

 

3 LECTURER(S) AND CONTACT DETAILS 

3.1 Lecturer(s) 

My name is Ms Monique du Bruyn and I am the lecturer for this module. My contact details are 
as follows: 
 
Address:    AJH van der Walt Building, Muckleneuk Campus, Office 5-79 
Tel:    +27(0)12 429 8303 
Fax:    +27(0)12 429 3759  
E-mail:    edbruym@unisa.ac.za 
 
You may also contact me via myUnisa! 
 

mailto:edbruym@unisa.ac.za
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3.2 Lecturer availability 

 
The lecturer for this module will be available to take phone calls on academic matters and/or to 
attend to students who may prefer to visit personally for academic engagement. However, the 
days and times of lecturer’s availability will be communicated in the module page on myUnisa. 
These days and times are subject to change from time to time in order to accommodate the 
lecturer’s work schedule and other commitments. The changes on the days and times will be 
communicated by the lecturer in advance through the announcement option on myUnisa as and 
when this happen. Students are advised to check the module page on myUnisa before making 
phone calls or visiting the lecturer’s office for academic enquiries/engagements.  
 

3.3 Department  

Department of Marketing and Retail Management 

Tel:    +27(0)12 429 8303  

Fax:    +27(0)12 429 3759  

E-mail:   marketing@unisa.ac.za 
 

3.4 University 

Communication with the administrative departments of the university  

If you need to contact the university about matters not related to the content of this module, please 

consult the booklet Study @ Unisa, which you should have received with your study material. This 

booklet contains information on how to contact the university (for example, to whom you can write 

for different queries, important telephone and fax numbers, addresses and details of the times 

certain facilities are open). Always have your student number at hand when you contact the 

university. 

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 

4 MODULE-RELATED RESOURCES 

 

4.1 Prescribed books 

 

The tutorial material 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 textbooks (which you must obtain yourself) 

mailto:marketing@unisa.ac.za
mailto:MyLifeHelp@unisa.ac.za
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The compulsory prescribed textbooks for module MNM3709 are: 

 Wiid, J.A. 2016. (2nd ed). Strategic Marketing. Cape Town: Juta 

 Drotsky, A. & Van Heerden, C.H. 2013. Applied Marketing Cases. Cape Town, Juta  

4.2 Recommended books 

 Ferrell, OC. & Hartline, MD. 2007. Marketing strategy. 4th edition. Ohio: South- 

Western. 

 Hollenson, S. 2003. Marketing management – a relationship approach. Harlow: 

Pearson Education. 

 Hooley, G., Saunders, J. & Piercy, N. 2004. Marketing strategy and competitive 

positioning. 3rd edition. Harlow: Prentice Hall. 

 Kerin, RA., Hartley, S., Berkowitz, E. & Rudelius, W. 2006. Marketing. 8th edition. 

New York: McGraw-Hill. 

 Cohen, WA. 2001. The marketing plan. 3rd edition. New York: Wiley. 

 

4.3 Electronic reserves (e-reserves) 

There are no electronic reserves for this module. 

 

Below are number of hyperlinks to useful websites relevant to this module. Please visit these 

websites and browse through its content to learn more about the topic. The wider you read, the 

more you will benefit from this course. 

 

 www.marketingmag.com.au 

 www.marketingweb.co.za 

 www.themarketingsite.com 

 www.marketingprofs.com 

 

4.4 Library services and resources information  

For brief information, go to www.unisa.ac.za/brochures/studies  

 

For detailed information, go to http://www.unisa.ac.za/library. For research support and services 
of personal librarians, click on “Research support”. 

 

The library has compiled a number of library guides: 

 Finding recommended reading in the print collection and e-reserves –

http://libguides.unisa.ac.za/request/undergrad 

 Requesting material – http://libguides.unisa.ac.za/request/request 

 Postgraduate information services – http://libguides.unisa.ac.za/request/postgrad 

http://www.marketingmag.com.au/
http://www.marketingweb.co.za/
http://www.themarketingsite.com/
http://www.marketingprofs.com/
http://www.unisa.ac.za/brochures/studies
http://www.unisa.ac.za/library
http://libguides.unisa.ac.za/request/undergrad
http://libguides.unisa.ac.za/request/request
http://libguides.unisa.ac.za/request/postgrad
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 Finding, obtaining and using library resources and tools to assist in doing research – 

http://libguides.unisa.ac.za/Research_Skills 

 How to contact the library/find us on social media/frequently asked questions – 

http://libguides.unisa.ac.za/ask 

 

5 STUDENT SUPPORT SERVICES  

5.1. What it entails to study online  
 

This module is presented online, which means the way it is delivered differs from some of the 

other more “traditional” ways of teaching at Unisa.  

 

 This means that all the study material and learning activities are designed to be 

available online on myUnisa. Although we will send you printed material to support 

your studies, this module is specifically designed for online studying.  

 

 This also means that all the assignments must be submitted online. It means that 

you do all your activities and submit (upload) all your assignment on myUnisa.  

 

This means that all the communication between yourself and the university takes place 

online – by e-mail, in the Discussion Forums and through the Questions and Answers 

option on myUnisa. You can use all of these ways to ask questions and contact your lecturers. 

This also means that your lecturers will communicate with you in the same way – through e-

mails, with Announcements, in Discussion Forums and through Questions and Answers. 

 

5.2. Study groups 

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

groups. You can obtain the contact details of students in your area from the following 

department: 

Directorate: Student Administration and Registration 

PO Box 392 

Unisa 

0003 
 

5.3. myUnisa 

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

is available under Official Study Material on myUnisa. You will also be able to utilise the 

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

Utilising myUnisa will also help you to get easy access to other resources and information at 

the university. If you do not have access to a computer, please call the contact centre to 

enquire about using the Unisa computer centre at the main campus or our satellite 

campuses. 

 

 

TO REITERATE: 

http://libguides.unisa.ac.za/Research_Skills
http://libguides.unisa.ac.za/ask
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We use myUnisa to communicate with 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. Check myUnisa for any communication from the 

lecturer/department before phoning us, since your query may already have been answered 

on myUnisa. 

 

To go to the myUnisa website, start at the main Unisa website at http://www.unisa.ac.za and 

click on the myUnisa orange block near the centre of the web page. This will take you to the 

myUnisa website. To go to the myUnisa website directly, go to https://my.unisa.ac.za and then 

click on the Claim UNISA Login. You will then be prompted to give your student number to 

claim your myUnisa login details. 

Please consult Study @ Unisa for more information on myUnisa. If you should misplace any of 

your printed study material, you can access the relevant study material on myUnisa. 

5.4. Tutorial support 

 

As from 2013, Unisa offers online tutorials (e-tutoring) to students registered for modules at 

NQF levels 5, 6 and 7, which means qualifying first, second and third-year modules. Once you 

have been registered for a qualifying module, you will be allocated to a group of students with 

whom you will be interacting during the tuition period, as well as an e-tutor who will be your 

tutorial facilitator. You will then receive an SMS informing you about your group, the name of 

your e-tutor and instructions on how to log onto myUnisa to receive further information on the e-

tutoring process. 

 

Online tutorials are conducted by qualified e-tutors who are appointed by Unisa and this service 

is offered free of charge. All you need to participate in e-tutoring is a computer and internet 

access. If you live close to a Unisa regional centre or a telecentre contracted by Unisa, you can 

visit any of these centres to access the internet. This tutoring is conducted on myUnisa where 

you are expected to connect with other students in your allocated group. It is the role of the e-

tutor to guide you through your study material during this interaction process. To get the most 

out of online tutoring, you need to participate in the online discussions that the e-tutor will be 

facilitating.  

 

Unisa offers other tutor services for students as additional academic support at the various 

Unisa regional centres nationwide. A tutorial is an organised session where students and 

tutor(s) meet regularly at a particular venue and at scheduled times to discuss study material. 

There are modules that students seem to fail repeatedly and, therefore, face-to-face tutors and 

tutorials for these specific modules have been allocated and are presented and facilitated at the 

various Unisa regional centres. These tutorials are also offered free of charge, however, it is 

important for you to register at your nearest Unisa regional centre to secure attendance of these 

classes.   

 

The main purpose of the tutorial services is to facilitate students’ learning by developing the 

students’ independent learning skills and assisting them to become motivated. Tutorials help 

students to develop and enhance their learning experience and academic performance through 

interaction with the tutors and fellow students. Tutorials are not compulsory and willing students 

http://www.unisa.ac.za/
https://my.unisa.ac.za/
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receive tutorial support. Interested students are advised to consult a regional centre closest to 

them to enrol for the relevant tutorials. For further information on tutorials, consult Study @ 

Unisa. 

 
5.5. Predatory providers of classes and examination support 

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

 
Unisa, however, have agreements with a number of TVET Colleges to provide contact tuition 
and support for students in the following Higher Certificates: 
 

 Higher Certificate in Economic & Management Sciences 

 Higher Certificate in Banking 

 Higher Certificate in Tourism 

 Higher Certificate in Accounting Sciences 
 

More information on this is available on the Unisa website. 
 

6 STUDY PLAN 

Below is a study plan that we suggest you use to work through the study material 

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

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

importance within the context of all the prescribed study material. 

 

 

Topic 

no. 

 

Topic 

 

Time 

taken 

Date    to    be 

completed for 

Semester 1 and  

Semester 2 

 

Main learning areas 

1 Introduction to 

strategic marketing 

24 hours 11 February & 

11 July 

The nature of strategic marketing 

2 Strategic analysis 36 hours 25 March & 

1 August 

Analysing the macro-environment, Market 
analysis, customer management, 
competitor analysis and internal analysis 

3 Marketing 
strategies 

36 hours 8 April & 
22 August 

Identification  of  SCA’s,  competitive 

4 Strategy planning 
and implementation 
& globalisation 

24 hours 29 April & 

19 September 

Strategies, strategies in the life cycle and       
strategies       for       building relationships 
with key stakeholders 
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7 PRACTICAL WORK AND WORK-INTEGRATED LEARNING 

There is no practical work and work-integrated learning for this module. 

 

8 ASSESSMENT 

8.1 Assessment criteria 

There are TWO compulsory assignments for this module, one of which is an essay-type 

question, and the other one is in the form of ten multiple-choice questions. There are non-

negotiable submission deadlines (due dates) for each of these two assignments (see Appendix 

A). You must submit the first of these assignments to obtain admission to write the 

examination. Both compulsory assignments contribute to your year mark. 

8.2 Assessment plan 

You will find the assignments for this module (Semesters 1 and 2) in Appendices A, B and C 

below in this tutorial letter. Before you do the assignments, please study the rest of this section.  

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

the assignment includes studying the prescribed textbook, consulting other resources, 

discussing the work with fellow students or tutors and doing additional research. In fact, you are 

actively engaged in learning. Pay attention to the assessment criteria for each assignment as 

these criteria will help you to understand what is required of you.  

8.3 Assignment numbers 

8.3.1 General assignment numbers 

The assignment numbers are indicated in the appendices or addendum. 

8.3.2 Unique assignment numbers 

The unique assignment numbers are indicated in the appendices or addendum. 

8.4 Assignment due dates 

The compulsory due dates and the relevant unique numbers are indicated in the appendices: 

Refer to Appendix A in the addendum for the various assignment questions for the two 

semesters. Be careful to choose the assignment that is relevant for the particular semester that 

you are registered for.  
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The submission dates are as follows: 

Semester 1  

 Assignment 01 (16 March 2018) 

 Assignment 02 (13 April 2018) 

 

Semester 2  

 Assignment 01 (24 August 2018) 

 Assignment 02 (28 September 2018) 

 

Semester 1 and Semester 2  

 Self-assessment assignment (Assignment 03) (not to be submitted) 

8.5 Submission of assignments 

You may print and submit your assignment as hard copy (completed mark-reading sheets), or 

submit (upload) it electronically on myUnisa. 

 

Hard-copy assignments should be sent to: 

The Registrar 

PO Box 392 

Unisa 

0003 

 

If you submit (upload) your assignments electronically on myUnisa, follow these steps:  

 Go to myUnisa. 

 Log in with your student number and password. 

 Select the module. 

 Click on Assignments in the left-hand menu. 

 Click on the assignment number you want to submit. 

 Follow the instructions on the page. 

                                                                                                                                                                              

For detailed information and requirements regarding the submission of assignments, 

consult Study @ Unisa. 

 

Please note: E-mail enquiries about assignments (e.g. if the university has received your 

assignment, or the date on which an assignment was returned to you) must be sent to the 

Assignment Department at assign@unisa.ac.za (see section 3 above and myUnisa). 

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

8.6 The assignments 

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

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

(see Appendix A). You need to submit the first of these assignments to obtain entry to the 

examination. Both compulsory assignments, however, contribute to your year mark.  
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8.7 Other assessment methods 

There are no other assessment methods for this module, except the two assignments, that 
contribute to your year mark, as well as the final examination that will be written at the end of 
the semester. 

8.8  The examination 

8.8.1  Examination admission  

Please note that students receive admission to write the examination if they submit the first 

assignment on or before the relevant due date. Students who do not submit the first assignment 

will not get admission the examination. 

Consult Study @ Unisa for general examination guidelines, requirements to obtain access to 

the examination and examination preparation guidelines.  

8.8.2 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 and the supplementary examination (if applicable to you) 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 and the supplementary 

examination in January/February 2019.   

During the year, the Examination Section will provide you with information regarding the 

examination in general, as well as information on examination venues, examination dates and 

examination times. 

8.8.3 Examination paper  

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

ALL EXAMINATION PAPERS ARE TWO-HOUR EXAMINATIONS 

 

Third-level modules 

 The examination paper consists of two sections: 

 

o Section A is compulsory and counts 20 marks. This section consists of multiple-

choice questions. 

 

o Section B counts 50 marks. It consists of three 25-mark questions, of which you have 

to answer any two. These questions are essay/written questions and may have 

subsections. These questions may be based on a case study.  
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8.9   Year mark 

Based on the mark obtained for the two compulsory assignments, your year mark contributes 

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

 

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

higher for you to pass the module. However, you must obtain a minimum of 40% in the 

examination, regardless of your year mark. If you obtain less than 40% in the examination, 

your year mark will not be taken into account and you will fail.  

 

For example:  

 

Assignment mark 01 = 60%  

Assignment mark 02 = 80% 

Average mark           = 70% (60% + 80% / 2) 

20% of the assignment mark = 14% 

 

Examination mark = 50% 

80% of the examination mark = 40% 

 

Final mark  = (20% assignment mark) + (80% examination mark)  

   = 14% + 40% 

   = 54%  

 

You will need a final mark of at least 45% to qualify for a supplementary examination. Consult 

Tutorial Letter MRMALL8/301/2018 for more information. 

 

9 FREQUENTLY ASKED QUESTIONS 

The frequently asked questions (FAQs) are available on myUnisa. 

 

10 IN CLOSING 

We hope that you will enjoy this module. We believe it to be a very useful and practical module. 

Remember that the module requires you to work at your studies – the more you do, the more 

you will get out of your studies. Do not hesitate to contact me if you have any academic queries 

or encounter any problems with your studies.  

Kind regards 

Ms M Du Bruyn  
Lecturer 
Department of Marketing and Retail Management 
Unisa  
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 APPENDIX A: ASSIGNMENTS FOR SEMESTER 1 AND 2 

There are TWO compulsory assignments and ONE self-assessment assignment for this 

module. The TWO COMPULSORY assignments must be submitted (Assignments 01 and 02). 

Both compulsory assignments contribute to your year mark. You must submit Assignment 01 

to obtain admission to the examination. The due dates for these two assignments are non-

negotiable. Students who are registered for Semester 1 must do the two compulsory 

assignments in Appendix A and students who are registered for Semester 2 must do the two 

compulsory assignments in Appendix A.  

Please note: The self-assessment assignment is Assignment 03 and is the same for students 

who are registered for Semester 1 and Semester 2. This assignment should not be submitted.   

SEMESTER 1: ASSIGNMENT 01 – COMPULSORY  

Must be submitted to obtain admission to the examination  

When you complete the mark-reading sheet or submit this assignment on myUnisa, make sure 

you use the correct unique number as indicated below: 

Semester Ass no. Due date Unique number 

1 1 16/03/2018 802606   
 
Read the Ocean Basket case study in Drotsky, A. & Van Heerden, CH. 2013. Applied 
Marketing Cases. Cape Town: Juta. 
 

QUESTION 

 
a) Organisations such as Ocean Basket have a number of core competencies they use as 

their sustainable competitive advantage. Discuss the four criteria for a sustainable 
competitive advantage and give a practical example for each criterion in relation to Ocean 
Basket (2 marks will be awarded for the theory of each of the four criteria and 4 marks for 
the practical application).           

(12) 
 
b) Discuss any five sources of sustainable competitive advantage and give an example of any 

three chosen sources of sustainable competitive advantage that are applicable to Ocean 
Basket (10 marks will be awarded for the theory and 3 marks for the practical examples).   

(13) 
 
We expect the answer to be approximately two (2) typed pages long (Arial 11 font, one and a 
half spacing and with 2.5 cm borders all round). Under NO circumstances should you copy 
and paste verbatim from any sources you refer to – this is plagiarism. All sources that you 
consult should be fully referenced and you should phrase the discussion in YOUR OWN 
WORDS.] 

 
The answer to this assignment will be provided in Tutorial Letter MNM3709/201/1/2018, 
which will be available on myUnisa. 
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SEMESTER 1: ASSIGNMENT 02 – COMPULSORY  

Must be submitted to obtain admission to the examination  

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

use the correct unique number as detailed below: 
 

Semester Ass no. Due date Unique number 

1 2 13/04/2018 690495 

 
This assignment consists of fifteen multiple-choice questions. Each question is worth 1 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. 
 

To answer the following questions, please refer to the “Clover Danao” case study in 
the prescribed textbook, Applied Marketing Cases. 
 
QUESTION 1 

 
According to Porter’s generic strategy model, there are only two variables that Clover 
Danao should consider when categorising products. Which one of the following options 
consists of these two variables? 
 
 

1.     Competitive scope and competitive advantage 
2.     Competitive scope and economies of scale 
3.     Competitive advantage and profitability 
4.     Competitive advantage and economies of scale 
 
 
QUESTION 2 

 
Which one of the following response strategies that Clover Danao can follow in reaction 
to the changes in the environment is incorrect? 
 
 

1.     Do nothing because that does not involve risk. 
2.     Attack to improve position. 
3.     Keeping the back door open. 
4.     Fight the identified challenge. 
 

 
QUESTION 3 

 
In real life, despite the wealth of information available to businesses, Clover Danao 
management can still make a number of mistakes when deciding on the future of 
Clover Danao in designing strategies. Which one of the following is not one of those 
mistakes? 
 

1.     procrastination 
2.     not making sufficient financial resources available 
3.     thinking too small and too afraid to introduce new, big ideas 
4.     making hasty decisions 
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To answer the following questions, please refer to the “Ocean Basket” case study in the 
Applied Marketing Cases prescribed textbook. 

 

QUESTION 4 

 
The threat of new entrants in the seafood market that Ocean Basket operates in depends on 
the barriers to entry. Key entry barriers include the following: 
 

a      a cost advantage 
b      product differentiation 
c      the image of substitutes 
d      rivalry between direct competitors 
 

1.     a b 
2.     b d 
3.     a b c 
4.     a b c d 
 

QUESTION 5 

 
Customer knowledge management in the seafood industry is essential for the survival of 
Ocean Basket. Which one of the following statements regarding customer knowledge 
management is incorrect? 
 

1.     A competitive price always translates into value for customers. 
2.     Value is created when customers receive more than what was originally offered. 
3.     The person who serves the customer can add customer value. 
4.     Customers not only look at the benefits received, but also at the perceived costs. 
 
QUESTION 6 

 
There are five steps in the internal analysis process that Ocean Basket can consider. 
Which one of the following may be regarded as the third step of the internal analysis 
process? 
 

1.     Set organisational objectives to address key issues. 
2.     Examine organisational resources and capabilities. 
3.     Conduct a gap analysis between the objectives and the organisational resources. 
4.     Identify primary organisational drivers. 
 

 
To answer the following questions, please refer to the “Vital Health Foods” case study 
in the Applied Marketing Cases prescribed textbook. 
 
QUESTION 7 

 
Which of the following marketing strategy elements have been identified for helping Vital 
Health Foods maintain its position in the case of new product entries by the organisation? 
 

1. narrow product lines  
2. large entry scale 
3. high product quality 
4. heavy promotional expenditure 
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QUESTION 8 

 
 

In the case of Vital Health Foods, which one of the following statements is incorrect regarding 
the Blue Ocean Strategy Canvas? 
 

1.     Businesses should not only focus on satisfying the needs of customers in the current 
market. 
2.     The true success of an organisation should not be found in winning small battles, but 
rather in making competitors irrelevant. 
3.     In the current playing field of a “red ocean”, competitors are usually involved in a bloody 
battle about increasing profits. 
4.     Businesses following a Blue Ocean Strategy do not use competitors as their benchmark, 
but rather strive to launch new innovative products to add real value to the market. 
 
QUESTION 9 

 
Which one of the following is not an advantage that can be realised by Vital Health Foods 
when following a focus strategy? 
 

1.     avoiding distraction or the dilution of the strategy 
2.     making an impact with limited resources 
3.     difficult to imitate by competitors 
4.     providing a positioning device reducing competitive pressures 
 

 
QUESTION 10 
 

Which one of the following is not one of the four approaches to strategy formulation? 
 

1.     the classical approach 
2.     the analytical approach 
3.     the evolutionary approach 
4.     the systematic approach 
 

QUESTION 11 
 

According to the 5P’s of strategy in business, strategy . . . refers to the strategy that looks 
downwards towards the meeting of customer needs, and outwards towards the external 
competitive market. 
 
1. plan 
2. ploy 
3. pattern 
4. position 
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QUESTION 12 

 
In principle, which ONE of the following explains the internal operational, managerial, resource 
and marketing factors that managers believe have a competitive advantage and which allow 
them to provide a solid foundation for their organisation’s activities? 
 
1. Weaknesses 
2. Threats  
3. Opportunities 
4. Strengths 
 
QUESTION 13 

 
Segmenting consumers based on the specific benefits they are searching for from the product, 
such as convenience and status or value, is referred to as . . . segmentation base. 
 
1. psychographic 
2. behavioural 
3. benefits sought 
4. demographic 
 
QUESTION 14 

 
When evaluating the attractiveness of a market segment, which one may NOT be considered as 
one of the aspects covered in the checklist for evaluating the attractiveness of each potential 
market? 
 
1. Segment size 
2. Segment growth rate 
3. Competitors 
4. Lifestyle standards 
 
QUESTION 15 

 
Loyalty measurement is essential in CRM (Customer Relationship Management). However, the 
main reasons a company may have in building a strong CRM is not only centred around loyalty 
but on objectives also. Therefore, . . . is NOT one of the main objectives of CRM. 

1. market niching  
2. behaviour prediction  
3. customer profitability 
4. personalization 
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SEMESTER 2: ASSIGNMENT 01 – COMPULSORY  

Must be submitted to obtain admission to the examination  

 

Semester Ass no. Due date Unique number 

2 1 24/08/2018 687585 
 

Read the Ocean Basket case study in Drotsky, A. & Van Heerden, CH. 2013. Applied 
Marketing Cases. Cape Town: Juta. 
 
a) Ocean Basket made a strategic decision to go global (globalisation) and took advantage of 

exporting and importing goods and services. Analyse the seven benefits of globalisation 

and give examples relating to Ocean Basket (7 marks will be awarded for analysing the 
seven benefits of globalisation and 7 marks for practical examples of each). 

(14) 
 

To answer the following question, please refer to the “Clover Tropika” case study in the 
prescribed textbook, Applied Marketing Cases. 

 
b) Use Porter’s five-forces model to assess Clover Tropika’s current position in the industry, 

and give an example to any one of the forces discussed relating to the case study (10 
marks for discussing the theory (2 marks for each factor) and 1 mark for the example). 

 (11) 
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SEMESTER 2: 

ASSIGNMENT 02 – COMPULSORY  

Must be submitted to obtain admission to the examination  

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

use the correct unique number as detailed below: 
 

Semester Ass no. Due date Unique number 

2 2 28/09/2018 812134 

 
This assignment consists of ten multiple-choice questions. Each question is worth 1 mark 
and your mark out of 10 will be converted to a percentage. Refer to section 8 of this tutorial 
letter for information on the submission of assignments. 

 

To answer the following questions, please refer to the “8ta” case study in the 
prescribed textbook, Applied Marketing Cases. 

 

QUESTION 1 

 

According  to  the  nature  of  strategic  marketing,  there  are  different  strategy  levels  in  
an organisation. Which one of the following strategy levels describes 8ta’s sense of 
purpose and maps out future opportunities and threats to the organisation’s resources? 

 

1.   functional strategy 

2.   market strategy 

3.   corporate strategy 

4.   business strategy 
 
QUESTION 2 

 

A marketing manager of 8ta can use a SWOT analysis to analyse the marketing 
environment for planning purposes and to examine internal and external factors that may 
affect 8ta as an organisation. The following situation best represents a “threat” in the SWOT 
analysis of 8ta: 
 

1.   an organisation having a low number of employees and being unable to reach 
production targets 

2.   forming a partnership with a company that is experiencing financial 
difficulties 

3.   improving company products and relationships, and incorporating them in the 
marketing plan 

4.   changes in the economy and increased inflation rates affecting your organisation’s 
prices 
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QUESTION 3 

 

Which one of the following may not be regarded by 8ta as a guideline for successful 
relationship management? 

1.   secure executive support 

2.   restriction of services offered by the organisation 

3.   making the shared information system easy to use and accessible 
4.   ensuring that employees understand how the system functions before implementing it 
 
QUESTION 4 

 

Organisations, such as 8ta, can use customer research for diverse purposes. Surveys 
and observations form part of . . . research. 

1.   qualitative 

2.   quantitative 

3.   exploratory 

4.   causal 
 

 
QUESTION 5 

 

When conducting a market analysis, 8ta’s marketing manager can use customer 
characteristics to create market segments. Age, gender, income, life-cycle stage, race, 
religion and nationality are regarded as bases for the . . .  segmentation. 

1.   geographic 

2.   psychographic 

3.   demographic 

4.   geodemographic 

 

To answer the following questions, please refer to the Soviet case study in the 
Applied Marketing Cases prescribed textbook. 

 

QUESTION 6 

 

According to Porter’s model of competitive forces, in which category of the five forces does 
an increase in the intensity of competition between Soviet and other retailers selling the 
same products in the market fall? 

1.  industry competitors 

2.   bargaining power of buyers 

3.   bargaining power of suppliers 
4.   the threat of new entrants 
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QUESTION 7 

 

Which one of the following  may  not  be  regarded  by  Soviet  as  one  of  the  sources  of  
its sustainable competitive advantage? 

1.   human resources 

2.   market share 

3.   organisational resources 
4.   relational benefits 
 
QUESTION 8 

 

According to the balanced scorecard, which one of the following questions may be addressed 
in the category of “internal perspective” of Soviet’s vision and strategy? 
 

1.   To succeed financially, how should we appear to our customers? 

2.   To achieve our vision, how should we appear to our customers? 

3.   To achieve our vision, how will we sustain our ability to change and improve? 

4.   To satisfy our shareholders and customers, what business processes must we excel at? 

 

QUESTION 9 

 

There are many benefits of globalisation for Soviet. One of the benefits is 

1.   increasing sales 

2.  brand awareness 

3.   product elimination 

4.   staff empowerment 
 

 
QUESTION 10 

 

The BCG growth-share matrix indicates the market growth rate and the product’s 
relative market shares. In the case of Soviet, the . . . are SBUs with low market growth, 
high relative market share and large positive cash flow. 

 

1.   stars 

2.   question marks 

3.   cash cows 
4.   dogs 
 
QUESTION 11 
 

When conducting a market analysis, the customer’s ability to buy the product is limited by 
factors such as . . .  
 
1. cost factors, packaging and size factors, and spatial availability 
2. Experience, cost factors, and spatial availability. 
3. Satisfaction, interaction, and rights. 
4. Rights, cost factors, packaging and size factors, and spatial availability 
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QUESTION 12 

 
The formula for calculating the gross profit in a company is . . . 
 
1. Total sales plus cost of goods bought. 
2. Total sales minus cost of goods sold 
3. Total sales plus total revenues 
4. Total revenues minus cost of sales 
 
QUESTION 13 

 
Which ONE of the following is regarded as the first step in planning the customer experience in 
the customer experience management process?  
 
1. Understanding the customers better through research 
2. Preparing for an overall customer experience vision 
3. Identifying the touch points 
4. Determine experience expectations per touch point 
 
QUESTION 14 

 
With regards to the new market entry strategies, which ONE of the following options does NOT 
form part of the advantages of being a pioneer in the market? 
 
1. First choice of market segments and positions 
2. The pioneer defines the rule of the game 
3. Economies of scale and experience 
4. Business strategy and customer relationships 
 
QUESTION 15 

 
Market challengers are attracted to growing markets for various reasons, including: 
 
1. having an organisation with a low number of employees and being unable to reach 

production targets 
2. early participation in a growth market necessary to make sure that the company keeps 

pace with technology. 
3. forming a partnership with a company that is experiencing financial difficulties 
4. improving company products and relationships, and incorporating them in the marketing 

plan 
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SEMESTER 1 AND 2: 
SELF-ASSESSMENT ASSIGNMENT (Not to be submitted) 

 
Note that the assignment question below is a good example of a typical examination question 
and you should keep this in mind as a general guideline when you prepare for the examination. 
Do not expect a high mark if the length and content of your answer are not sufficient, or if you 
do not apply the theory in practice, do not produce the correct volume and content, or do not 
apply the theory in a practical way. Below are guidelines for answering this assignment: 
Describe how an organisation would utilise the media planning process as their guide to 
media planning (10 marks for the theory of the media planning process). 

 

GUIDELINES TO ANSWER THE SELF-ASSESSMENT ASSIGNMENT 

 

The media planning process 

 

Step 1 – brief 
Step 2 – media objective 
Step  3 – media strategy 
Step  4 – media plan 
 

These steps will now be discussed individually below: 

 

1    BRIEF 
 

Step 1 ( brief) forms the foundation of the media plan. Without a solid brief, the plan is 
unlikely to be successful. The questions that the organisation have to take into 
consideration during the media planning process and in the brief include the following: 
 

 Is  advertising  a  viable  option  or  should  the  other  elements  of  the  marketing 
communication mix be   considered (promotions, direct marketing, public relations)? 

 Are the advertising objectives realistic? 

 Is the target achievable? Can it be improved or should it perhaps be redefined? 

 Is there enough, too much or too little money to do the job? How big is the media 
budget? 

 Can media exposure do the job in the set time frame? 

 Is the creative team “missing any tricks”? Can the media help? 
 
In  other  words,  the  media  plan  can  only  be  adequate  if  the  brief  is  comprehensive  
and informative. 
 

What is the difference between the media brief, the advertising brief and the creative brief? 
See the relevant section in the prescribed textbook. 

 
2    MEDIA OBJECTIVES 

 
Media objectives are the goals or results that the media plan are designed to achieve. A 
decision  should  be  made  on  which  media  platforms  to  use  that  will  contribute  to  the 
achievement of the marketing objectives of the organisation. The media strategy is developed 
as a direct response to a set of objectives, but often these objectives tend to be the creative or 
advertising objectives, rather than a set of specific media objectives. The crux of the media 
strategy is the selection of the media platforms – the inter-media decision. 
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3    MEDIA STRATEGY 

 
The overall aim of the media strategy is to provide the means, or the “how'', to achieve 
the media objective. In this step, the media planner needs to select the media platforms to be 
used. Below are some of the criteria to use in making this decision: creative compatibility and 
media qualities; target market exposure; timing of exposure; track record; practical constraints; 
budget constraints and competitive frame. 
 

4  MEDIA PLAN 

 

The  details  for  each  recommended  media  platform  are  then  planned. A calculation and 
comparison are done using the overall plan and objectives, set out in step 2 of the process. 
In this part of the process, the proverbial “nuts and bolts” of the media plan come together. 
Details of each medium platform are planned, media are listed, frequency is estimated, 
dates/deadlines are recorded, costs are calculated and performance is calculated. 

 

CONCLUSION 

 

The above discussion is merely a guideline to answer this particular assignment. You 
must supplement your answer with additional sources of reference and describe how you 
will apply this in practice in the retail organisation where you work. 
 


