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SECTION A [COMPULSORY]

READ THE FOLLOWING CASE AND ANSWER THE QUESTIONS BELOW
CLIENT IS KING AS CUSTOMERS BECOME MORE PICKY

Cape Town - By 2020 customer experience will overtake product and price as the key
brand differentiator, according to a report by customer intelligence consulting firm
Walker. "The customer of 2020 will be more informed and in charge of the
experience they receive. They will expect companies to know their individual needs
and personalise the experience. Immediate resolution will not be fast enough as
customers will expect companies to proactively address their current and future

needs," according to the report.

"As customer expectations shift, companies are forced to adapt. To be relevant in
2020, companies must focus on leveraging big data to create a single source of truth

and making customer intelligence accessible throughout the enterprise."

At the same time the Institute of Customer Service has found that a customer’s
intellectual and emotional engagement with a purchase will be the driving factor that
will determine future decisions. This means more emphasis needs to be placed on the
experience a company delivers to create a competitive advantage, according to Fatima

Sullivan, vice-president of customer services for DHL Express sub-Saharan Africa.

“If the customer is not the key focus in all activities, whether it is improvements in
delivery times or query resolution processes, efforts are wasted. Customers know
what they want, and how they want it. You just need to listen to them,” said Sullivan.

“The voice of the customer is, therefore, an important element to consider when
planning your strategies. Customers want to engage with companies who can not only
provide a service, but are able to tailor-make solutions and respond quickly to
changing demands." She said engaged customers understand that things go wrong
sometimes, but they need to trust that you are able to recover from it in a fast and
professional manner. Customers should also be able to access various escalation

channels easily.
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"It’s not just about problem resolution but more importantly, about determining the
root cause, and to ensure that the problem does not occur again," said Sullivan. “We
need to make sure that every individual in the business understands the impact they
can have on the customer experience, and focus on the smaller details that drive
quality."

http://www.fin24 com/Entrepreneurs/Resources/Client-is-king-as-customers-become-more-picky-20150730

- QUESTION 1

a) It is stated from the case above that by 2020 customer experience will overtake
product and price as the key brand differentiator. Discuss. (20 MARKS)

b) "It’s not just about problem resolution but more importantly, about determining
the root cause, and to ensure that the problem does not occur again,” said

Sullivan. Discuss the costs that may arise as a result of poor customer service.
’ (20 MARKS)


http://www.fin24.comlEntrepreneurslResourceslClient-is-king-as-customers-become-more-picky-20150730
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SECTION B

ANSWER ANY THREE (3) QUESTIONS FROM THIS SECTION

QUESTION 2

Consumers often have many needs that are not readily obvious. Just observing their
behavior inside a retail store is not enough to get a true feel for their “needs.”
Describe with examples the five types of needs that most consumers have. (20 MARKS)

QUESTION 3

a) Compare and contrast the marketing plan from the strategic marketing ,
planning process. (8 MARKS)

b) People can emerge with different perceptions of the same object because
of three perceptual processes. Discuss with examples the three perceptual
processes. (12 MARKS)

QUESTION 4

Michael Porter has identified five forces that determine the intrinsic long-run
attractiveness of a market or market segment. Briefly discuss the characteristics of
each of the five forces. (20 MARKS)

QUESTION 5

Services have distinctive characteristics that greatly affect the design of marketing
programs. Discuss these characteristics, giving examples. (20 MARKS)



