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1 INTRODUCTION 
 
The suggested solution below provides you with the guidelines to answer Assignment 01.   
Make sure that you prepare well for the examination.  
 
 
2 COMMUNICATION WITH LECTURER 
 
We encourage you to contact your lecturer should you experience any difficulties with your 
studies.  Your lecturer for this subject is Mrs A.A Meyer: 
 

 Telephone:   012 429 8303 

 E-mail:   marketing@unisa.ac.za 
 
Please contact us about academic matters only.  Any administrative enquiries should be 
directed to the contact addresses given in the table that follows. 
 

 
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 my studies @ Unisa, which you 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. 
 
Please note that all 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     - dispatch@unisa.ac.za  
Finance        - finan@unisa.ac.za 
ICT (myUnisa & myLife)     - MyUnisaHelp@unisa.ac.za 
         - MyLifeHelp@unisa.ac.za 
Also study Tutorial Letter 301 MRMALL8/2018 for further contact information. 

 
 
3 ASSIGNMENT 1: FEEDBACK 
 
QUESTION 1 
Option 2 is the correct answer. 
Refer to the Clover Danao case study when answering this question. The marketing mix 
elements, also known as the 4 Ps of marketing, include product, price, place or distribution and 
promotion. Options 1, 3 and 4 are incorrect as these options do not specifically refer to the 
distribution of Clover Danao.   More information regarding the marketing mix can be found in 
section 1.2 in your study guide.   
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QUESTION 2 
Option 2 is the correct answer. 
Refer to table 1 in the Danao case study when answering this question.  The new Danao brand 
positioning focused on the LSM 7 – 10 consumers and put emphasis on the inherent goodness 
of fruit juice and focused on the happiness element. Therefore, options B and C are incorrect. 
Refer to section 1.2 in your study guide for more information regarding target segmentation.  
 
QUESTION 3 
Option 1 is the correct answer. 
Refer to the Clover Danao case study when answering this question. Clover Danao focussed on 
television promotion as their above-the-line promotion strategy. Option 2 is incorrect as social 
media was used (Facebook) as their below-the-line promotion strategy.  Options 3 and 4 are 
incorrect as public relations and radio campaigns do not relate to the scenario provided.   
 
QUESTION 4 
Option 1 is the correct answer. 
Refer to the Tropica case study when answering this question. The marketing mix elements 
consist of the product/service, the price, the place/distribution and promotion.  Option 1 dealt 
with the price of Tropica (which forms part of the marketing mix elements) while option 2 dealt 
with the target market of Tropica.  Option 3 dealt with the brand positioning for Tropica while 
option 4 dealt with their competitors. Refer to section 1.2 in your study guide for more 
information regarding the marketing mix.   
 
QUESTION 5 
Option 3 is the correct answer. 
ServQual offers managers a systematic approach to measure and manage service quality. The 
model identifies five core components of service quality. The difference between the 
perceptions and expectations of clients indicates the existence of a service gap. Options 1, 2 
and 4 are not the most appropriate options for the scenario provided in the question. Refer to 
page 62 in the textbook. 
 
QUESTION 6 
Option 4 is the correct answer. 
Refer to the Europcar case study when answering this question. Desired service refers to an 
ideal expectation that reflects what customers actually want compared with the predicted 
service that they are likely to get. Hence, in most instances, desired service reflects a higher 
expectation than predicted service. Options 1, 2 and 3 are incorrect as these options do not 
refer to the scenario provided. Refer to page 53 in your textbook. 
 
QUESTION 7 
Option 1 is the correct answer. 
As can be seen on page 78 in the case study textbook, clients showed a high demand for trust, 
reliability, experience, uncomplicatedness and ease of accessibility. Options 2 – 4 are incorrect 
as these findings did not come out of the migration strategy for Europcar per se.  
 
QUESTION 8 
Refer to the Ocean Basket case study when answering this question. The service quality 
elements are reliability, responsiveness, assurance, empathy and tangibles – and you should 
be able to differentiate between these elements.  Responsiveness refers to when the service 
provider meets the needs of the customer with speed and initiative, in terms of orders as well as 
queries or complaints. Refer to page 57 in your textbook for more information regarding the 
dimensions of service quality. 
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QUESTION 9 
Option 4 is the correct answer.   
The internal marketing environment of an organisation consists of tangible and intangible 
characteristics. Tangible characteristics include organisational resources, functional 
departments, systems and processes, while intangible characteristics include human capital, 
culture, mission and objectives, leadership, alignment and teamwork. Options 1, 2 and 3 are 
incorrect as these options refer to the intangible characteristics of the internal marketing 
environment. Refer to page 101 in your textbook. 
 
QUESTION 10 
Option 4 is the correct option. 
Upward migration means that customers spend more money on a specific product or 
organisation, while downward migration (option 3) refers to customers spending less on a 
product or organisation. Option 1 is incorrect because an incentive scheme refers to an 
arrangement under which additional payments are made to employees as a means of 
increasing production. Option 2 is also incorrect because customer defection refers to the loss 
of clients (which leads to downward migration). Refer to page 35 in your textbook. 
 
QUESTION 11 
Option 4 is the correct option. 
Organisations can group its customers into a commonly used segmentation scheme that divides 
customers into four segments. The platinum segment is composed of the customers with the top 
24% CLVs, and these customers are the most loyal.  
Option 2 is incorrect because the iron segment refers to customers who do not deserve much 
special attention due to their modest CLVs. Option 3 is incorrect because the lead segment 
refers to customers who are in the lowest segment and they often demand a great deal of 
attention but do not buy much. 
 
QUESTION 12 
Option 2 is the correct answer. 
The answer is correct because psychographic segmentation refers to segmentation by means 
of categories such as social class, lifestyle and personality.  Energade has targeted individuals 
who lead an active lifestyle.  These individuals either participate in sporting activities or they 
simply enjoy watching sports of any kind.  The answer can be found on p 6 in the prescribed 
book.   
 
QUESTION 13 
Option 1 is the correct answer.  
The answer is correct because explicit service promises refer to an organisation’s advertising, 
personal selling, contracts and other forms of communication.  It is important to know the 
difference between explicit and implicit service promises. The answer can be found on p 54 in 
the prescribed book. 
                                                                                                                                                 
QUESTION 14 
Option 4 is the correct answer. 
Loyal customers tend to be less price sensitive, permitting the charging of higher prices. For 
example, they will not switch banks for the 5 per cent difference in banking charges. Also 
remember the Pareto principle that illustrates that normally, 80 per cent of the profits are 
derived from 20 per cent of the customers. Refer to page 35 in your prescribed textbook for 
more information regarding customer retention. 
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QUESTION 15 
Option 4 is the correct answer.  
Customer lifetime value is seen in customer equity, which is defined as the total number of the 
discounted lifetime value of all the customers of the business. It is thus the sum of value equity 
(determined by price, service, quality and convenience) brand equity (determined by brand 
awareness, ethics and brand perceptions), relationship equity (determined by loyalty 
programmes, affinity and, community and knowledge building) and perception equity 
(determined by word of mouth and buying products from the business). Refer to pages 10 and 
11 in your prescribed textbook. 
 
 
4 CONCLUSION 
 
It is important that you try to read as many marketing journals and articles as possible.  This 
serves to expand your knowledge and keeps you up to date with trends within the marketing 
and business environment. 
 
 
Mrs A.A. Meyer 
LECTURER 
DEPARTMENT OF MARKETING AND RETAIL MANAGEMENT 
 
 


