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Question 1

1.1 Read the following case study and answer the question/s that follow:

At S’JAVA Bottled Water, a marketing intern plays a crucial role in managing invoices related
to new marketing campaigns. As vendors submit their invoices, often via email or through the
company's procurement platform, the intern must first ensure that each invoice is complete.
This includes verifying that it contains the vendor's details, the invoice number and date, a

detailed breakdown of services rendered, the total amount due, and the payment terms.

Once the invoices are received, the intern conducts an initial review to confirm that the
services align with the agreed contract and that the amounts fall within the allocated budget
for the campaign. To keep track of all invoices, the intern creates a comprehensive invoice log.
This log includes key details such as the invoice number, vendor name, date received, amount
due, and approval status. Additionally, any supporting documents like contracts or email

confirmations are gathered and attached for reference.

The next step involves preparing a request for approval. The intern drafts an email to their
supervisor or the finance department, summarizing the invoice and highlighting any
discrepancies or issues. This email includes the invoice and any relevant supporting
documents. If a response is not received within a few days, the intern is encouraged to send

a polite follow-up email to ensure the request is addressed.

Once the finance department reviews and approves the invoice, the payment is processed. It
is essential for the intern to provide any additional information required by the finance team to
facilitate this process. After payment is confirmed, the intern should update the invoice log to

reflect the status accurately.

Finally, all invoices and related documents should be stored in an organized digital folder for
easy future retrieval. At the end of the campaign, it is beneficial for the intern to review the
invoicing process to identify areas for improvement. By following these steps, the marketing
intern not only ensures a smooth invoice approval process but also contributes to the overall
success of S’JAVA Bottled Water's marketing initiatives. Effective communication, attention to
detail, and timeliness are vital skills that will enhance the intern's experience and support the

company’s operations.




1.1.1 As a Marketing intern for S’java what can you do to assist in the process of

receiving and get approval for payment of invoices? (10)




1.1.2 Read the following case study and answer the question/s that follow:

Here's a budget template for Thabo's Toy Store that includes both planned and actual
figures for 2020.

Thabo's Toy Store Budget for 2020

Category Planned (R) Actual (R) Variance (R)
Revenue

Sales Revenue 200 000 180 000 -20 000
Other Income 10 000 8 000 -2 000

Total Revenue 210 000 188 000 -22 000

Expenses
Rent 15 000 15 000 0
Utilities 4 000 4 500 -500

Salaries 50 000 48 000 2,000




Category Planned (R) Actual (R) Variance (R)
Marketing 8 000 10 000 ?b
Miscellaneous 3 000 2 500 ?c

Total Expenses 80 000 80 000 0

Surplus ?a 13 000 -17 000

1.1.2.1 Calculate the Surplus (a).

(1)

1.1.2.2 Calculate the variance for Marketing (b).

(1)

1.1.2.3 Calculate the variance for Miscellaneous (c).

(1)

1.1.2.4 Compile a brief report analysing the planned versus actual budget and suggest

possible reasons for the variance?

(7)




1.2.1 Read the following case study and answer the question/s that follow:

Aphrodite Kitchenware specializes in high-quality kitchen tools and gadgets, aiming to provide
innovative solutions for home cooks. The company has been operational for three years and
is looking to assess its performance metrics over the last fiscal year. The sales revenue target
for the year was set at R500 000, but the actual revenue achieved was R475 000, resulting in
a variance of -R25 000. This shortfall indicates potential issues in market reach or product
demand. Additionally, the gross profit margin target was 40%, while the actual margin was
38%, reflecting a slight decline of 2%. This decrease suggests increased costs of goods sold

or pricing challenges that have impacted overall profitability.

Customer acquisition cost (CAC) was another critical metric, with a target of R50 and an actual
cost of R65, resulting in a variance of +R15. This higher CAC indicates that marketing
strategies may need reevaluation to attract customers more efficiently. The customer retention
rate, targeted at 75%, fell to 70%, showing a variance of -5%. A lower retention rate suggests
that existing customers are not returning as frequently, potentially due to product satisfaction
or increased competition. The inventory turnover ratio, which was targeted at 5 times, ended
up at 4 times, indicating a variance of -1. This lower ratio signifies slower sales or overstock

issues, which can tie up capital and affect cash flow. Lastly, the Net Promoter Score (NPS)




aimed for a target of 60 but achieved only 55, reflecting a variance of -5. This score indicates
that while customers are generally satisfied, there is still room for improvement in customer

experience and loyalty.

In summary, Aphrodite Kitchenware faced challenges in meeting several key performance
indicators in the past fiscal year. The sales revenue fell short primarily due to ineffective
marketing strategies and heightened competition. The decrease in gross profit margin
indicates rising costs that need to be managed. Moreover, the increase in customer acquisition
costs highlights the necessity for a more efficient marketing approach, while the drop in
customer retention rates suggests that improving customer satisfaction and engagement is
crucial. The inventory turnover ratio indicates potential overstock issues that could impact cash
flow, and the NPS score reveals that enhancing customer loyalty and word-of-mouth referrals
is essential. To address these challenges, Aphrodite Kitchenware should consider revising its
marketing strategies to focus on targeted advertising, enhancing product quality and support
through customer feedback, optimizing inventory management to align levels with demand,
and developing loyalty programs to increase retention rates and encourage repeat purchases.
By taking these actions, the company can improve its overall performance and achieve its

strategic goals in the upcoming year.

1.2.1.1 What was the planned sales revenue for Aphrodite Kitchenware in the last fiscal

year? (1)
a. R475 000
b,R500 000
c. R550 000
d. R450 000
1.2.1.2 What was the actual sales revenue achieved by Aphrodite Kitchenware? (1)
a. R500 000
b. R475 000
c. R450 000
d. R400 000
1.2.1.3 How much did the sales revenue fall short of the target? (1)

a. R15 000




b. R25 000

c. R30 000

d. R20 000

1.2.1.4 What was the target gross profit margin for the year?
g. 35%

b. 40%

c. 45%

d. 30%

1.2.1.5 What was the actual gross profit margin achieved?

a. 38%

b. 40%

c. 36%

d. 37%

1.2.1.6 What was the customer acquisition cost (CAC) target?
a. R40

b. R50

c. R60

d. R70

1.2.1.7 What was the actual CAC reported by Aphrodite Kitchenware?
a. R50

b. R55

c. R65

d. R70

1.2.1.8 What was the target customer retention rate?

a. 70%

b. 75%

(1)

(1)

(1)

(1)

(1)




c. 80%

a. 85%

1.2.1.9 What was the actual customer retention rate achieved? (1)
a. 75%%

b. 70%

c. 68%

d. 72%

1.2.1.10 What was the target inventory turnover ratio? (1)
a. 4 times

b. 5 times

C. 6 times

d. 3 times

1.21.1
1.21.2
1.21.3
1.21.4
1.21.5
1.2.1.6
1.21.7
1.21.8
1.21.9
1.2.1.10

Read the following case study and answer the question/s that follow:

Zeerust Tyre Centre is a well-established automotive service provider specializing in the sale
and installation of tyres, as well as offering a range of vehicle maintenance services. Over the
past fiscal year, the business has focused on improving its operational efficiency and customer
satisfaction. In this reporting period, the centre set several key performance metrics to

evaluate its performance.

10




The sales revenue target for the year was R3,000,000, but the actual revenue achieved was
R2,700,000, resulting in a shortfall of R300,000. This decline indicates challenges in attracting
new customers and upselling additional services. The customer acquisition cost was higher
than anticipated, with a target of R600 compared to an actual cost of R750. This higher CAC
suggests that marketing efforts were not as effective in converting leads into customers. The
customer retention rate also fell short of expectations, with a target of 85% but an actual rate
of only 80%. This lower retention rate points to potential issues with service quality or customer
satisfaction that need to be addressed. Furthermore, the gross profit margin was below target
at 35%, compared to the expected 40%, indicating that increased costs of goods sold or

competitive pricing pressures may be affecting profitability.

Average service times increased significantly, with a target of 1 hour but an actual duration of
1.5 hours. This longer service time may lead to customer dissatisfaction and reduced
throughput. Additionally, the company’s market share declined from a target of 20% to only
15%, reflecting increased competition and highlighting the need for improved marketing
strategies. Customer satisfaction scores also showed a decline, with a target of 90%
compared to an actual score of 85%. This score underscores areas where the customer
experience could be enhanced, particularly in service quality and turnaround time. Finally, the
return on investment (ROI) was lower than expected, at 25% against a target of 30%,
suggesting that investments in marketing and operational improvements are not yielding the

anticipated returns.

In summary, Zeerust Tyre Centre encountered several challenges in achieving its performance
metrics over the past fiscal year. The shortfall in sales revenue, higher customer acquisition
costs, and declining customer retention rates highlight significant areas for improvement.
Additionally, the lower gross profit margin, extended average service times, and decreased
market share underscore the necessity for enhanced marketing strategies and operational
efficiencies. By focusing on these areas, Zeerust Tyre Centre can work towards achieving its

strategic goals and improving its market position in the upcoming year.

1.2.2 As the Marketing Manager of Zeerust Tyre Centre write report on performance

metrics as per the case study. (10)
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Read the following case study and answer the question/s that follow:

The Place is a boutique hotel located in KwaZulu-Natal, known for its unique design,
personalized service, and beautiful views of the surrounding landscape. Over the past year,
the hotel has focused on enhancing guest experiences and improving its service offerings. To
evaluate its performance, The Place has gathered customer feedback through various

channels, including online reviews, surveys, and direct comments.

In the recent reporting period, The Place set several key performance metrics to assess its
success and areas for improvement. The hotel aimed to achieve a target occupancy rate of
80%, while the actual occupancy rate was 75%. This shortfall suggests challenges in attracting
guests, particularly during the off-peak season. The average daily rate (ADR) target was set
at R1,200, but the actual ADR achieved was R1,000. This variance indicates potential pricing
issues or competition from nearby accommodations. The hotel also aimed for a customer

satisfaction score of 90%, but the actual score was 85%, reflecting areas that require attention.

In terms of customer feedback, numerous unstructured comments were gathered from guests.
Many guests praised the hotel's ambiance and decor, describing it as “charming” and
“Instagram-worthy.” However, some guests noted issues with service speed, particularly
during peak dining hours, with comments like “service was slow, but the food was delicious.”
Others highlighted the need for better communication regarding amenities, stating, “| wish |

had known about the spa services beforehand; it would have made my stay even better.”

Several guests mentioned the cleanliness of the rooms positively, with remarks such as “the
rooms were spotless and well-maintained.” However, some feedback pointed out that the Wi-
Fi connectivity was inconsistent, with comments like “the internet was slow in my room, which

made it hard to work.”

Guests also provided suggestions for improvement. Some recommended offering more local
experiences or tours, saying, “It would be great to have guided tours of the area available.”
Others suggested improving the breakfast menu variety, with comments like “I loved the
breakfast, but | would appreciate more options.” In summary, The Place has received a mix of
positive and constructive feedback from its guests. While the hotel excels in ambiance and

cleanliness, it faces challenges related to service speed and guest communication. By
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addressing these areas and leveraging customer suggestions, The Place can enhance its

offerings and improve overall guest satisfaction in the upcoming year.

SUB- TOTAL: 40 marks
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Question 2

2.1 Write a formal report to the Marketing Manager of The Place highlighting elements
of positive and negative feedback from customers and make recommendations on how

to satisfy customer needs. (15)

15




Read the following case study and answer the question/s that follow:

Steve Madden sneakers have gained popularity among fashion-forward individuals,
particularly millennials and Gen Z consumers who value style, comfort, and affordability. The
brand is known for its trendy designs that seamlessly blend street style with contemporary
fashion, making them a go-to choice for those looking to make a statement. In a recent
marketing campaign, Steve Madden introduced a new line of sneakers called the “Urban Chic
Collection.” These sneakers feature bold colors, unique patterns, and innovative materials that
cater to the tastes of young, urban dwellers. The collection emphasizes versatility, allowing

wearers to pair the sneakers with casual outfits or dress them up for a night out.

The specific target market for Steve Madden sneakers includes young adults aged 18 to 35
who are fashion-conscious and active on social media platforms. This demographic seeks
footwear that reflects their personal style while offering comfort for their busy lifestyles. They
often prioritize brands that align with their values, such as sustainability and ethical production
practices. To reach this audience, Steve Madden leveraged social media influencers and

fashion bloggers to showcase the Urban Chic Collection. By partnering with popular figures

16




who resonate with their target market, the brand effectively generated buzz and excitement
around the new line. Engaging content, including styling tips and user-generated posts, helped

create a community around the sneakers, encouraging customers to share their own looks.

Steve Madden sneakers, particularly the Urban Chic Collection, cater to a specific target
market of young, fashion-forward individuals. By focusing on trendy designs, comfort, and
affordability, the brand successfully appeals to the values and preferences of millennials and

Gen Z consumers, making it a desirable choice in the competitive sneaker market.

2.2.1 As the Marketing Specialist for Steve Madden write a comprehensive report on

product features, advantages, and benefits for the specific target market. (20)

(Hint proper report format to be used)
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Read the following case study and answer the question/s that follow:

Samson's Hair Care, specializing in remedies for male balding and shower solutions, has seen
varied sales trends over the past five years. In 2019, sales reached R4 million, boosted by a
new line of hair regrowth products. This increased to R5 million in 2020, driven by heightened

grooming awareness during the pandemic.

However, in 2021, sales dipped to R4.5 million due to increased competition. In 2022, sales
rebounded to R5.5 million following the launch of a subscription service, attracting customers

seeking convenience. By 2023, sales hit a record R6 million, aided by the introduction of

18




revitalizing shampoos and conditioners. Samson's Hair Care has effectively navigated market

challenges and opportunities, positioning itself for continued growth in the male grooming

sector.
2.3.1a What does term sales trend mean? (1)
2.3.1.b What is the general trend of sales revenue for Samson's Hair Care? (2)

2.3.1 ¢ As a marketing expert advise Samson on possible ways, they could use to

correct the sales dip in 2021. (2)

2.3.2a What would be the likely effect of the liquidation of Black Like Us a direct

competitor to Samson’s Hair Care on Samson sales revenue. (1)

2.3.2 List 4 benefits of understanding the sales trends of a product or an industry. (4)

19




SUB- TOTAL.: 45 marks
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Question 2

Read the following case study and answer the question/s that follow:

You are the marketing Manager for Sizanani Medical Aid Fund and you are responsible for the
inbound call centre which deals with sales. Sizananii has3 main packages on offer namely the
DeluxeMed which caters for high-net-worth customers and has unlimited medical coverage,
the Siyazama package which offers private hospital admission as well as a selected specialist
and unlimited GP visits. They also have the Basic Plan which allows limited visits to GPs on
the network and basic hospitalisation for a limited number of days. You have been asked to

train 10 new agents on selling in the contact centre.

3.1.1 Prepare a customer communication script for the new agents to utilise when

fielding a call from a potential customer. (25)

(Hint: Your answer should show the main headings the learner has to be creative and

make a submission worthy of the allocated marks)
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Read the following case study and answer the question/s that follow:

LReeds Car Hire recently launched a targeted marketing campaign aimed at increasing
bookings and expanding its customer base. The campaign focused on promoting affordable
rates, a diverse fleet of vehicles, and exceptional customer service. To gauge its effectiveness,
LReeds implemented a systematic approach to collect and evaluate leads and responses from

various role players.

As the campaign progressed, LReeds utilized online forms, social media engagement, and
direct outreach to generate leads. The marketing team set a goal to obtain 500 leads over the
three-month campaign period. They also established key performance indicators (KPIs) to

measure response rates, customer inquiries, and booking conversions.

At the end of the campaign, LReeds analyzed the data collected. The results showed that the
company generated 700 leads, surpassing its initial goal. Of these leads, 60% came from
online inquiries, particularly through social media promotions and the website. The remaining

40% resulted from direct outreach efforts and referral programs.

In terms of response activities, LReeds found that the average response time to customer
inquiries was under two hours, which was well within the desired timeframe. Customer
feedback revealed that timely responses contributed significantly to customer satisfaction and

increased the likelihood of booking.

The booking conversion rate from leads was 25%, indicating that 175 leads resulted in
confirmed bookings. Customers appreciated the competitive pricing and the variety of vehicles
available, which aligned with their travel needs. Additionally, the follow-up surveys indicated a

high level of satisfaction with the booking process and vehicle quality.

Overall, the campaign was deemed successful, not only in exceeding lead generation goals
but also in fostering positive customer experiences. The evaluation of leads and responses

highlighted the effectiveness of digital marketing strategies and the importance of prompt
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customer service in driving conversions. Moving forward, LReeds Car Hire plans to continue
refining its marketing efforts based on these insights to further enhance customer engagement

and increase bookings.

3.1.2 Answer the following questions

3.1.2.1 What was the primary goal of LReeds Car Hire’s marketing campaign? (1)
a. Increase brand awareness
b. Generate leads and bookings
c. Expand the vehicle fleet
d

Improve customer service
3.1.2.2 How many leads did LReeds Car Hire aim to generate during the campaign? (1)

a. 300
b. 500
c.700

d. 1000

3.1.2.3 What percentage of leads came from online inquiries? (1)

a.30%

b.40%

c.50%

d. 60%
3.1.2.4 What was the average response time to customer inquiries? (1)
1 hour

2 hours

3 hours

o o T o

4 hours
3.1.2.5 What was the booking conversion rate from leads? (1)

e. 10%
f. 15%
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g. 25%
h. 35%

3.1.2.6 How many confirmed bookings resulted from the leads generated? (1)

a.100

b.150

c.175

d. 200

3.1.2.7 Which marketing strategy contributed most to lead generation? (1)

a. Print ads

b. Social media promotions

c. Television commercials

d. Billboards

3.1.2.8 What aspect of customer service received positive feedback? (1)
a. Vehicle variety
b. Pricing
c. Timely responses
d. Online booking system

3.1.2.9 What was one of the key performance indicators (KPls) used to measure

campaign success? (1)

a. Number of vehicles rented

b
C.
d

3.1.2.10

Customer satisfaction scores
Response rates

Social media followers

What future plans did LReeds Car Hire consider based on the campaign

evaluation? (1)

a.
b.

C.

Reduce marketing budget
Expand vehicle fleet
Refine marketing efforts

Change customer service policies
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3.1.21
3.1.2.2
3.1.2.3
3.1.24
3.1.25
3.1.2.6
3.1.2.7
3.1.2.8
3.1.2.9
3.1.2.10

Read the following case study and answer the question/s that follow:

Vodafone, a leading telecommunications company, provides mobile and broadband services
across various markets. Recently, the company has faced challenges in meeting customer
expectations, particularly regarding service reliability, customer support, and billing
transparency. In a recent customer survey, Vodafone discovered that many customers
expressed dissatisfaction with several aspects of their service. Customers reported frequent
network outages and slow data speeds, which hindered their daily usage. Additionally, many
experienced long wait times when reaching out to customer service, leading to frustration and
unresolved issues. Confusion also arose over unexpected charges on bills, with customers

feeling inadequately informed about their plans and usage limits.

Customers typically expect reliable and fast network service, quick and efficient support when
issues arise, and clear and transparent billing practices. To evaluate the customer experience,
Vodafone implemented a comprehensive evaluation process. This included conducting
surveys targeting customers who had recently interacted with the services and analyzing

feedback on social media platforms for real-time insights.

Performance metrics were tracked, including service uptime against industry benchmarks,
average response times and resolution rates in customer service, and the percentage of billing
inquiries resolved satisfactorily. Feedback analysis highlighted common themes related to
service reliability, support, and billing, while root cause analysis investigated internal

processes leading to outages, delays in support, and billing errors.
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The findings revealed significant performance gaps. Network outages were found to be higher
than industry standards, contributing to customer dissatisfaction. Average wait times for
customer support exceeded ten minutes, with many customers reporting multiple transfers
before reaching a resolution. Furthermore, a considerable percentage of customers reported
confusion over charges, indicating a need for clearer communication regarding billing
practices. By evaluating these gaps in service reliability, customer support, and billing
transparency, Vodafone can gain a better understanding of how its performance aligns with
customer expectations. This evaluation is critical for impacting customer satisfaction and
loyalty. Establishing regular monitoring and feedback mechanisms will be essential for

ensuring continuous improvement in the future.

3.2.1 As the Marketing Manager for Vodafone prepare a report to management with
recommendations (minimum 6) on how to close the gap between the actual customer

experience and their expectations (15)
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Read the following case study and answer the question/s that follow:

Black Panther Shoe Polish recently launched a comprehensive marketing campaign aimed at
increasing brand awareness and sales. The campaign, titled "Step Up Your Shine," focused
on promoting the product's unique qualities, such as its quick-drying formula and long-lasting
shine. The campaign utilized social media, influencer partnerships, and in-store promotions to

reach a broader audience.

As the campaign unfolded, Black Panther Shoe Polish set a goal to increase sales by 30%
over a three-month period and engage with at least 1,000 customers directly through feedback
and interactions. The marketing team implemented various strategies, including eye-catching
advertisements on social media platforms, engaging content showcasing shoe care tips, and
collaborations with popular fashion influencers. At the end of the campaign, Black Panther
Shoe Polish exceeded its sales goal, achieving a remarkable 40% increase in sales. The
social media reach significantly expanded, with over 50,000 impressions on posts related to
the campaign. Customer engagement was strong, with the brand receiving feedback from

more than 1,200 customers, surpassing its interaction target.

Customer feedback highlighted several key points. Many users praised the ease of application
and the impressive shine that the polish provided. A common sentiment was that the product
not only made their shoes look great but also protected them from scuffs and weather damage.
Additionally, customers appreciated the informative content shared during the campaign,
which helped them understand proper shoe care techniques. Beyond shoe care, consumers
shared creative alternative uses for Black Panther Shoe Polish. Some reported using it to
enhance the appearance of leather handbags and jackets, noting that it revitalized and
protected these items as well. Others mentioned using the polish on furniture, especially

leather chairs, to maintain their shine and prevent wear.

The campaign also featured a customer contest, where participants shared before-and-after
photos of their shoes after using Black Panther Shoe Polish. This initiative generated
excitement and showcased the product's effectiveness, resulting in a vibrant online community

around the brand.
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The "Step Up Your Shine" campaign was deemed a resounding success. Black Panther Shoe
Polish not only achieved its sales and engagement goals but also strengthened its relationship
with customers through meaningful interactions and valuable feedback. Moving forward, the
brand plans to incorporate customer suggestions into future product development and

marketing strategies, particularly considering the innovative uses consumers have discovered.

3.2.2 Identify alternative ways that customers are using the product (15)
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SUB- TOTAL: 65 marks

GRAND TOTAL: 150 marks
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