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SECTION A (COMPULSORY QUESTIONS)

Answer the following multiple-choice questions on the mark-reading sheet supplied with your answer
book Each multiple-choice question counts ONE (1) mark Section A counts 30 marks.

QUESTION 1
The academic field of Business-to-business marketing focuses primarily on

1 analysing the marketing environment, n order to develop a unique product package, which is
then marketed to the chosen customer firms

2 establishing relationships with client organtsations in order to prevent them from supporting
competitive firms

3 selling a product to customer firms that will optimally satisfy their requirements

4 ensuring that the firm’s product 1s marketed so effectively that the profitability objectives are
realised

I
QUESTION 2

Which one of the following statements 1s true regarding the buying behaviour in business-to-
business markets compared to final consumer buying?

1 There are fewer buying influences in organtsational buying
2 There are fewer steps in the organisational buying process
3 Organisational buyers are more heterogeneous
4 The buying process of business customers 1s more unstructured
1]
QUESTION 3

Which one of the following Is not a charactenstic of a business-to-business market?

1 The demand for products i1s dernved from the demand of final customers
2 There are fewer buyers than in B2B markets
3 Demand is less volatile in B2B markets
4 Business markets are more concentrated
(1]
QUESTION 4

Which one of the following statements 1s incorrect regarding the marketing strategy of a business
to business marketer?

Products are more frequently taller-made for client firms
Fewer intermedianes are used

Adverlising 1s less iImportant than personal seling
Branding 1s more important in business markets

HWON =

(1]
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QUESTION 5

A component part that a car manufacturer uses in its motor vehicles is known as a/an

1 foundation product
2 intermediary product
3 faciitating product
4 entering product
[1]
QUESTION 6

When a business chent spends a lot of ime deciding whether to buy the marketer’'s product, or &
competitor's product, due to the financial, performance and social nsk involved in the purchase, I1s
it usually takes place with a

1 new-task buying decision
2 modified rebuy decision
3 straight rebuy decision
4 risk-avesion buymng decision
(11
QUESTION 7

A municipality buying dustbins from a Durban supplier is classified as a(n)

1 government buyer
2 commercial buyer
3 intermediary buyer
4 institutional customer

(1]
QUESTION 8

The allocation of funds by the marketing division to their different promotional activities takes place
at which huerarchical level of an organisation?

1 corporate level

2 funchonal level

3 business-unit level
4 strategic level

[1]
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QUESTION 9

John needs to determine what his firm’s market share 1s before he can decide which target market
strategy to implement In terms of the formal marketing research process this step 1s known as

1 develop the research design
2 conduct secondary research
3 select the data coilection method
4 set the marketing research objectives
(1]
QUESTION 10

Which one of the following i1s not an evaluation criterion that 1s used to determine whether a
segmentation exercise will bear positive results?

1 Wil the firm will be able to select the correct segmentation critena to be able to identify new
segments?

2 Wil the firm be able to successfully focus its marketing effort on the identified market
segments?

3 Wil the firm will be able to compete successfully against competitors in these segments?

4  Will the firm be able to determine the potential sales level of each segment?

[l

QUESTION 11

In the market segmentation exercise the geographic location of customers 1s regarded as a

1 micro-segmentation criterion
2 macro-segmentation criterion
3 homogeneous criterion
4 target market critenon
)|
QUESTION 12

Which one of the following 1s a multi-segment targeting strategy?

1 Niche marketing

2 Homogeneous marketing
3 Heterogeneous marketing
4 Market aggregation

1]
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QUESTION 13

A product that competes in a market where its growth has slowed down, while the company’s
product enjoys the largest market share, will be classified as a  according to the BCG growth-
share matnx

1 Star
2 Dog
3 Cash cow
4 Probiem child
(1]
QUESTION 14

“Specifying the product features” represents which step in the new product development process?

1 Step 1
2 Step 2
3 Step 3
4 Step 4
(1]
QUESTION 15

John's company 1s participating in a highly competitive market where a fight for market share 1s at
the order of the day Competitors aim to exploit new market segments with their existing products
and customer service 1s an important competitive weapon This market 1s in the  of its life cycle

1 introductory stage
2 growth stage

3 matunty stage

4 decline stage

(1]

QUESTION 16

Which one of the following i1s not a type of new product innovation that an organisation can pursue
when developing new products?

resource tnnovation
modular innovation
architectural innovation
radical innovation

W N -

(1}
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QUESTION t7
Which one of the following ts known as incremental innovation?
1 Incremental changes to current products, components and services to enhance the potential

of therr existing product design

2 Mayjor technological breakthroughs resulting in new manufacturning or product components
and new manufactunng systems

3 Developing new components with existing manufacturing systems

4 Integrating existing components in new ways to reconfigure existing manufacturing systems

(1]
QUESTION 18

Which one of the following 1s not a distinguishing characteristic of a service product?

1 inseparable
2 non-varnable
3 perishable

4 intangible

(1
QUESTION 19

Studying the price structures of competitors'products before setiing the price of your company’s
product 1s which step in the pricing process?

1 Step 2
2 Step 3
3 Step 4
4 Step 5
(1]
QUESTION 20

When an organisation sets its prices at a level that will iIncrease its market share 1t is called

profit-ornented pricing
status quo prnicing
sales-onented pricing
supply-oniented pricing

B WG N =

]
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QUESTION 21

Different strategic planning approaches could be followed based on the internal and external
dynamics of an organisation Which one of the following approaches 1s regarded as an
entrepreneurial onientation towards strategic planning and action?

1 Promoting a deep understanding of customers’ and competitors’ behaviour and ensunng that
cross-functional support exists to effectively respond to market needs

2 An inchnation towards nisk-taking, innovativeness and pro-activeness towards environmental
changes

3 Acquisition of knowledge by fostering a shared vision, cpen mindedness, a commitment to
learn and sharing knowledge within and between organisahons

4 Customer vaiue 15 best created through technological innovations of products, services, or
preduction processes

1}

QUESTION 22

Which one of the following i1s not one of the five Cs of Key Account Management (KAM)?

1 Customisation
2  Complexity management
3 Continunty
4  Competitiveness
(11
QUESTION 23

Estabhshing an identity for the product in the mind of a consumer 1s which step in the Process for
bullding strong brand loyalty?

1 Step 1
2 Step 2
3 Step3
4 Step4
(1]
QUESTION 24

According to the Brand pyramid Resonance/Relationship 1s level In the progression towards brand
equity?

Level 1
Level 2
Level 3
Level 4

W N -

(1]
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QUESTION 25

Which ane of the following 1s not an advantage of effective supply chain management?

1 Identifying waste in the supply chain 1s easier
2 Order delivery time I1s Increased
3 Flexibility in order handling and order configuration 1s improved
4 Unit cost decreases although service delivery i1s improved
]
QUESTION 26

I

Complete the sentence 18 the integration of key business processes from end user through to
onginal suppliers, which all contribute materiais, products, services and/or information that add
value for customers and other stakeholders

1 Buyer-suppler relationship management
2 Transportation management
3 Supply chain management
4 Logistics management
1]
QUESTION 27

Which one of the following 1s not an activity of supply chain management?

1 Warehcusing
2 Estimating inventory levels
3 Handling and storning of products
4 identifying channe! members
(1]
QUESTION 28

Integrating selling and buying activities, having a longer partnership focus and involving multiple
departments of both the supplier and buyer compantes represent which kind of buyer/seiler
relationship?

Collaborative retationship
Transactional relatonship
Strategic relationship

Joint-venture relationship

W =

)
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QUESTION 29

‘Developing the marketing commumication mix" i1s which step in the Marketing communications
planning framework?

Step 2
Step 3
Step 4
Step 5

W N -

1
QUESTION 30

Which one of the following 1s the most important promotionai tool used by B2B marketers?

Advertising

Personal seliing
Competitive idding
Product differenbation

AWM =

1]

Total. 30

VERY IMPORTANT! it 1s compulsory that you aiso write your answers to these multipie-
choice questions in your examination answer book
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SECTION B

Study the mini case study and answer TWO (2) of the three questions that follow
Section B counts a total of 40 marks

A STICKY SITUATION
Peter Mathebula and Vincent Andrews are the owner-managers of the firm Adhesives Africa
The company sells a variety of industrial adhesives (glues) for use in the motor, furniture,
printing and leather industries Some of the products they sell are manufactured at their plant in
isando, and some are imported from China All these products are sold under their company’s
brand name Adtech

Until a few years ago, the company performed very well, but lately profits have been declining
steadily - due mainly to an increase in competition in the South African market Over the last few
years ten new adhesives manufacturers have entered the South African market, of which three
are large global organisations Another reason for the decline in the profits of Adtech is the
introduction of new, technically advanced adhesives by the new entrants in the market These
new products also lend themselves more readily to be adapted to the unique requirements of
different industries - even individual customer firms! Furthermore, many of these new
competitors also sell to final consumers, mainly through supermarkets and hardware stores This
allows them to enjoy economies of scale which makes it difficult for Adtech to compete with them
on the basis of cost levels

Up to now Adhesives Africa marketed therr products directly to clent firms, but are now
considering to also using intermediaries to sell their products to business customers There are
intermedianes with good marketing skills that can serve clients country wide On the other hand,
Peter and Vincent want to keep direct contact with client firms, in order to keep track of changing
needs in the market place

Peter and Vincent realise that they have to do something urgently If they want to survive They
know that they need to adapt to the changing needs of their existing and potential customers and
that they need to focus their resources on a few lucrative segments The problem is that Peter
and Vincent do not have adequate marketing know-how Help them by answering two of the
guestions below

QUESTION 1

(a) It1s important for Peter and Vincent to know how their existing and potential customers firms
go about deciding what product they are going to buy and from which supplier These
customer firms go through a rnigorous buying process before making these two decisions
Explain to Peter and Vincent the buying process that their customers follow before a final
buying decision 18 made The theory counts 8 ponts and the practical application of the

theory to Adhesives Africa’s situation count 2 marks
(10)
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Peter and Vincent know thal they will have to adapt their existing products, or develop new
ones, to keep up with the changing demands of customers firms in the adhesives markets
Explain to them the steps that they will have to follow 1n developing new products Discuss
the New product development process (for 6 marks) and show how they need to
practically apply these steps in their business (for 4 marks)
(10)
(20}

QUESTION 2

(a)

(b}

Peter and Vincent have decided to perform a market segmentation exercise as the first
step to determine who their future customers should be They have asked you to explain the
micro-segmentation critena that they should use to segment their market Discuss the micro-
segmentation criteria for 8 marks and apply four of them to Adhesives Africa’s case for 4
marks

(12)

Step 4 of the Strategic planning process entails choosing/formulating a strategy Three
strategy option need to be considered and decided upon, namely the Divestment strategy,
the Competitive sirategy and the Innovation strategy Explain to Peter and Vincent what
these strategies entall and how you believe they should implement them in therr business
The theoretical discussion counts 6 marks and the practical application counts 2 marks
(8)

[20]

QUESTION 3

(a)

(b)

Peter and Vincent know that they have to forge better relationships with their present and
potential chent firms They have asked you to explamn to them (1} what the concept business
relationship means (for 2 marks), (1) why 1t has become important for firms to pursue closer
relationships with customers (for 3 points), () what types of suppher-buyer relationships
there are (for 3 marks), and (v) the dnvers/determinants for successful relationships (for 4
marks)

(12)

Analysing the Buying centre of a present or potential customer firms 1s an important
exercise for Adhesives Africa, as it will afford them the opportunity to tailor therr marketing
efforts to each of these individual clients Explain to Peter and Vincent what 1s meant by a
Buying centre and which aspects need to be looked at when performing this analysis, for 6
marks and show which aspects of clients’ buying centres will be particularly important to
them (for 2 marks)
(8)
[20]

(Total 70)

©
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