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1 INTRODUCTION 
 
The suggested solution below provides you with the guidelines to answer Assignment 02 and 
Assignment 03.   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 FEEDBACK ON ASSIGNMENT 2 
 
QUESTION 1 
Option 3 is the correct answer. 
Refer to the Suzuki case study when answering this question.  The dealer activity campaign 
objective strives to encourage sales staff to close a sales deal. Motivating and training 
employees refers to internal marketing. Internal marketing is a management philosophy in terms 
of which employees are managed as internal customers of the organisation.  Refer to section 
7.2 in your study guide for more information regarding internal marketing. 
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QUESTION 2 
Option 4 is the correct answer. 
Refer to the Suzuki case study when answering this question. Refer to section 11.5.1 in your 
study guide for more information regarding the RACE formula. The term “RACE” is drawn from 
research, analysis, communication and evaluation.  
 
QUESTION 3 
Option 4 is the correct answer. 
Refer to the 1st for Woman case study when answering this question. Influencers have 
infrequent contact, or no contact, with consumers. However, they are very much a part of the 
company’s marketing strategy. An example of influences would be members of a management 
team such as those responsible for product development. Options 1, 2 and 3 are incorrect 
because the scenario does not refer to influencers. Refer to section 7.8 in your study guide. 
 
QUESTION 4 
Option 2 is the correct answer. 
Refer to the Soviet case study when answering this question. Most customers just want 
someone to take responsibility for the inconvenience caused by the service failure. When a 
service employee takes the blame it has an emotionally calming effect on customers.  
 
QUESTION 5 
Option 3 is the correct answer. 
Refer to the Soviet case study when answering this question.  Soviet identified three tiers 
consisting of different media suitable for communicating different creative themes. Tier 1 has a 
promotional theme that consists of above-and below-the-line elements. Tier 2 has a promotional 
theme that is usually created to communicate the product and is supports by social media.  Tier 
3 consists of social media elements, Soviet website communication as well as the Soviet 
Bunker.  The Soviet Bunker is an internal site that all Soviet Group employees have access to. 
All contact and promotional information that needs to be communicated to staff is loaded into 
the Bunker, therefore tier 3 refers to internal marketing.  For more information regarding internal 
marketing and communication, refer to topic 4 in your study guide. 
 
QUESTION 6 
Accessory equipment refers to equipment that is needed to make it possible to produce the final 
product, although it does not form part of the final product. Option 1 is incorrect because mining 
products refers to products that are taken from the earth, such as coal and iron. Option 2 is 
incorrect because installations include capital equipment, buildings and heavy machinery. 
Option 4 is incorrect because operating supplies refers to supplies, which are directly or 
indirectly in the production process. Refer to page 136 in your textbook. 
 
QUESTION 7 
Option 2 is the correct answer. 
The statements for options 1, 3 and 4 are correct because the triple bottom line refers to the 
financial, social and environmental performance of an organisation and many social and 
environmental effects cannot be directly measured in a currency format. Refer to page 156 in 
your textbook. 
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QUESTION 8 
Option 3 is the correct answer. 
Transactional exchanges refer to the anonymous purchasing that takes place between people. 
Option 1 is incorrect because collaborative exchanges refer to where there is a relationship 
between the buyer and the seller, in other words, where there is trust and commitment between 
parties. Option 2 is incorrect because high-commitment exchanges, as the term suggest, refers 
to high involvement between parties and where parties will not be anonymous. Option 4 is 
incorrect because value-adding exchanges refer to the combination between transactional and 
collaborative exchanges. Refer to page141 in the textbook. 
 
QUESTION 9 
Option 3 is the correct answer. 
To calculate the CLV, three sorts of information are needed, namely the anticipated lifetime of 
the customer relationship in months or years (option 1), the customer satisfaction index rate 
(Option 2) and  the profit in each future period adjusted for any customer (option 4). Option 3 is 
incorrect because in order to measure CLV, the customer satisfaction index rate is not 
necessary. Refer to page 184 in the textbook. 
 
QUESTION 10 
Option 1 is the correct answer. 
Job culture refer to the implementation of a specific project, where the team is required to 
complete a specific task by co-operating with the other people involved in the project. Option 2 
is incorrect because person culture refers to individuals who determines the culture of the 
organisation. Option 3 is incorrect because a central person defines power culture. Option 4 is 
incorrect because role culture refers to the positions that each individual holds. Refer to pages 
202 – 203 in the textbook. 
 
QUESTION 11 
Option 4 is the correct answer. 
One-to-one marketing works on the principle of marketing to and targeting a customer 
individually. In other words, one-to-one marketing refers to a customer relationship 
management strategy emphasising personalised interactions with customers. Option 2 is 
incorrect because customisation refers to refers to modifying something to suit a particular 
individual. Option 3 is incorrect because personalisation refers to the process that enables 
communication, products and/or services to bear the name of the customer, thus adding value 
to the customer as they position themselves with others. Refer to page 114 in the textbook. 
 
QUESTION 12 
Option 1 is the correct answer. 
Stakeholder engagement refers to the activity of opening communication and interaction with a 
specific stakeholder. Options 2, 3 and 4 are incorrect as these options to not form part of the 
stages in the stakeholder relationship process. Refer to page 163 in the textbook for the correct 
answer. 
 
QUESTION 13 
Option 2 is correct.  
Competitive benchmarking is a continues process for evaluating organisation’s products, 
services and work process that are considered to be best practices, for the purpose of 
organisational improvement. Refer to page 189 in your textbook. 
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QUESTION 14 
Option 1 is the correct answer. 
Enterprise solutions are software solutions aimed at large corporations and usually build into 
existing enterprise resource planning systems. Option 2 is incorrect as hosted solutions are 
owned, maintained and hosted by a third-party supplier at a remote site. Option 3 is incorrect as 
mobile CRM are fully-featured software solution accessible via smartphones, tablet devices, 
personal digital assistants and netbooks. Option 4 is incorrect as stand-alone solutions are 
house at the company and managed by its own employees. Refer to page 214 in the textbook. 
 
QUESTION 15 
Option 3 is the correct option. 
The churn rate is a metric to measure the percentage of a company’s existing customers who 
deliberately stop buying from the company or choose to buy from another company in a given 
period. Refer to page 237 in your textbook. 
 
 
4 FEEDBACK ON ASSIGNMENT 3 
 
After studying the case study you need to cover the following theory and also provide practical 
applications of the theory: 
 
a.    Explanation of one-to-one marketing.              
 
One-to-one marketing works on the principle of marketing to, and targeting, a customer 
individually. It seeks to sell that one specific customer as many products as possible over a 
period of time and across different product lines.   This requires a change in mindset in that the 
focus is not the number of customers that the organisation seeks to reach with the product; 
rather it is the number of products that each individual customer buys that counts.  This is 
known as the share of customer. Hence, one-to-one marketing does not mean interacting on a 
1:1 (one-to-one) basis with every customer, but rather evaluating each customer and 
determining a marketing strategy based on the profitability of the group or customer (you must 
be able to stress that 1:1 does not mean interacting on a 1:1 basis).    
 
b.  Explanation and discussion of the steps in the one-to-one marketing process.  
 
To answer this question, you need first to discuss the relevant theory and then apply it 
practically to the case study.  
 

 Step 1: Identify individual customers and establish how they can be reached. 
It must be possible for the organisation not only to identify its customers, but to specifically 
identify its valuable customers.  In identifying these valuable customers, it is necessary to have 
a great deal of information about these customers.  It is not enough to have their ages, income 
and other demographic criteria. Database management needs to be used in order to collect 
detailed information.  This would include a record of customers purchasing behaviour as well as 
their preferences over a period of time.  It may require the co-operation of customers to make 
this information available, as required by the learning relationship.  Example of practical 
application:  Here, Suzuki Auto South Africa can identify their valuable customers through the 
use of normal database management system. 
 

 Step 2: Differentiate customers by needs and values. 
In order to make the one-to-one experience meaningful, it is necessary that customers can be 
differentiated according to their needs and the values that make them unique from each other.  
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The differentiation will indicate the most suitable and appropriate strategies that can be used to 
reach them with the organisation’s product. 
 

 Step 3: Interact with customers to establish a dialogue. 
Creating customer dialogue is a vital part of building customer relationships.  Without dialogue, 
no relationship can develop or flourish.  The organisation has to determine the best ways of 
establishing customer contact in order to develop a meaningful dialogue with its customers.  To 
create dialogue it is necessary that customers and the organisation are prepared to exchange 
views about much more than just customers purchasing activities.  This requires a high degree 
of participation and commitment from both parties.  One of the ways of increasing the dialogue 
is to make use of technology, such as the Internet, websites, voice mail and SMSs. 
 

 Step 4: Customise the organisation’s products. 
Once customers have informed you about their perceived needs, it is necessary to ensure that 
you have a product that can meet these needs.  This forms part of the mass customisation 
process that your organisation has developed.  It may involve customising the product or 
service itself.  Without this customisation process, the information that has been gathered is of 
no use and is not being adequately exploited.  
 

 Step 5: Make the relationship a continuous learning relationship. 
This step focuses on the long term building that takes place with respect to the relationship.  
Relationships are not static, and as such require continual inputs from both parties if they are to 
be regarded as mutually beneficial.  Once having created a one-to-one organisational view of 
each customer, it is necessary for the organisation to ensure that the products offered are 
customised to meet the needs of its various types of customers. 
 
c.   Explanation and discussion of key benefits of one-to-one marketing. 
 

 The ability to track defections by customers:  
 In the case of mass products, the manufacturer of a breakfast cereal knows the sales levels in 
a specific geographical area, but does not know how these fit together or the specific detail of 
each sale.  If a customer does not purchase the product for a specific reason, there is no way 
the organisation can keep track of this information.  It is only through one-to-one (1:1) marketing 
that the organisation can track defections and attempt to find the reason for these defections. 
 

 The ability to know customers more deeply and therefore be able to satisfy needs 
more adequately:  Information concerning the customers can be collected and used to develop 
products and services that satisfy the customers’ needs better. 
 
d.    Differences between one-to-one marketing and mass marketing 
 

 Mass marketing seeks to sell to as many customers as possible whereas, one-to-one 
marketing seeks to sell as many products as possible to one customer at a time. 

 

 Mass marketing seeks to continually identify new customers while one-to-one marketing 
seeks new business from current customers. 

 

 In mass marketing the focus is directed to economies of scale; in one-to-one marketing the 
focus in directed to economies of scope (this refers to the extent of the knowledge that the 
organisation has concerning a customer, where the more information an organisation has, 
the better the quality of the relationship with the customer). 
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5 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.  All the best and good luck with your examination. 
 
 
Mrs A.A. Meyer 
LECTURER 
DEPARTMENT OF MARKETING AND RETAIL MANAGEMENT 
 
 


