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Section A: ANSWER ALL TEN QUESTIONS
Question 1 
Explore the role of Marketing in a range of organisations (minimum 2 organisations). Use examples to illustrate your answer. (2 Marks) 
The role if Marketing in an organisation is vital as it promotes the organisation and establishes a relationship between customers and the organisation. Primark is a very successful business and I believe this is because of their marketing team. Primark’s marketing team plays a huge role in Primark’s success as the marketing team is involved in creating competitive pricing strategies, advertising and sale promotions. Another super successful organisation is Apple I also believe that apple have a huge success due to the key role that the marketing team play in the organisation. Apple’s marketing team focus on their products and brand name unique value proposition which is their designs, apples designs are known for looking beautiful and they are posted all over social media.

Question 2 
Apply the concept of the Product Life Cycle, tracing the life cycle for a range of products (minimum 2 products). (2 Marks) 
The first product which I will be applying the concept of the product life cycle is the iPhone. The first stage is the introduction stage, the iPhone is first introduced in the market in this stage, with iPhone in this stage the price is kept high so that apple can maintain the exclusivity of ownership as iPhone users wouldn’t prefer everyone owning one so at this stage the price is high and only attracts a premium segment of their customers.
The second stage is the Growth stage. At this phase of the product, the audience has begun building some degree of affinity towards the product. In the case of Apple iPhone, at this growth stage the sales are expected to be more thus adding to the overall sales volume. The third stage of the product cycle is the maturity stage. During this phase, the rate at which sales are increasing begins to decline but the sales volume is maintained at a certain level. During this stage many competing products enter the market. Currently the iPhone series has reached maturity stage as the sales have stabilized more. The last stage is the decline stage where at this phase the audience is no longer interested in the product since now new offerings in terms of uniqueness and features compared to other products that are in the earlier stages. In the case of iPhone, the iPhones that are currently in the decline stage are the iPhone 6,7 and 7 plus.
The second product to look at is the Nintendo wii.  Wii has four stages of its Product Life Cycle: introduction, growth, maturity and decline. The introduction stage is the point when the game console is being brought to the market for the first time. The Wii game console was introduced in the US on November 19, 2006 and later launched in the UK in December 8, 2006. During the growth stage, Nintendo Wii experienced an exponential growth as it differentiated its gaming console market from the traditional hard core gamers like Xbox and PS3 thus gaining a large user base. During the rapid growth of Wii, Nintendo sold approximately 10 million consoles worldwide after only being in the market for three years. Nintendo Wii experienced the maturity stage of the product life cycle in 2008 and 2009. During this stage the product cost and sales were stable. At this stage they sold more game console units compared to Xbox and PS3. At the decline stage, sales begin to slowly decrease and costs increase due to extensive promotions of the product in attempt to fight off competition. Wii has been experiencing a decrease in sales after four years since the introduction. 

Question 3 
Discuss the key influences/factors affecting the Buying Decision-Making Process for consumers for example Personal Factors, Social Factors and Psychological Factors.  
(2 Marks) 
The personal factors affecting the Buying Decision-Making Process include age, occupation, lifestyle, social and economic status and the gender of the consumer. When it comes to the psychological factors there are 4 important things affecting the consumer buying behaviour. They include perception, motivation, learning, beliefs and attitudes. Social factors include reference groups, family, and social status.

Question 4 
Describe the purpose and benefits of Marketing Research in an organisation. 
(2 Marks)
 The Purpose of Market Research is to Verify Market need, identify competitors, ensure customer satisfaction and create offerings that either fill a void or provide better value than those already available.  Market research benefits an organization by helping it to clearly understand its customers’ needs and wants. It also helps the organization to identify opportunities. This can be achieved through customer feedbacks which help them in knowing the demands or gaps that are yet to be filled and thus invest on them
Question 5 
What benefits are there to an organisation in carrying out a SWOT (Strengths, Weaknesses, Opportunities and Threats) Analysis? (2 Marks) 
SWOT analysis is useful in analysing the organization’s strengths, weaknesses, opportunities.  and threats. It helps an organization address what it is lacking, minimize risks and take the possible opportunities for success. SWOT analysis gives decision-makers a better awareness and understanding of the changes that may occur and the impact that these changes may have on their business.
Question 6 
Discuss the importance of the “Marketing Mix” to an organisation. (2 Marks) 
Marketing mix is a set of marketing tools that are used by a business to sell products or services to its target customers. Marketing mix is important to an organization for various reasons. Marketing mix enables the identification and arrangement of the marketing elements which allows a business to make profitable marketing decisions. The decisions help a business in developing its strengths while limiting its weaknesses, become more competitive in its market and also improve profitable collaboration between departments and partners.

Question 7 
Describe how the “Promotion” element of the 4Ps (Marketing Communications) can be used by an organisation for their benefit in the marketplace. (2 Marks) 
Promotion is an integral element of the marketing mix. It entails the marketing communication used to inform the target audience of the features, value and merits of a product, service or brand.  The common methods used in promotion include advertising, personal selling, sales promotion, public relations, direct marketing and digital marketing. Promotion is persuasive in nature and its main objective is to communicate, compete and to convince. It is an important element to an organisation as it helps in increasing awareness regarding a product, service or brand, creates interest for the product offerings and it is helpful in generating sales as well as creating brand loyalty from target customers. 
Question 8 
Discuss the role of Branding as part of the “Product” element of the 4Ps. 
(2 Marks) 
Product element in the marketing mix refers to the actual good or service that is offered as a solution to satisfy the needs of your customer. Branding plays a crucial role as part of the product element since it is the identity of a product or service. Branding is useful since people use the name, the logo, the design, or a combination of those to identify as well as differentiate what they want to buy. 
A good product should therefor have a good branding that will deliver a clear message, provide credibility,
Question 9 
Describe the extra 3Ps of the “Extended Marketing Mix” for marketing services. 
(2 Marks) 
the service businesses are different from product centric businesses and therefore it makes sense that they each have unique considerations when it comes to marketing especially considering that services are intangible, perishable, and their production, purchase and consumption are often concurrent. The three extra Ps include;
Process- this entails the flow of activities, service steps, and involvement of the customers. In every service based business, there is a process that is involved in order to make the service possible. The process is important since it contributes to the overall experience a business offers and it can be sued as a differentiating factor from the competition. 
Physical evidence -Since the services are intangible, the business has to make an additional effort into the physical environment where the service is being offered so as to improve the overall experience. Physical evidence entails ambiance, facility design, Equipment, signage, Employee attire, Displays etc.
People- these include the employees and the customers. This element of marketing mix involves employees who provide the service to the customers. The quality of service provided by the company employees contributes significantly to the overall experience of a customer. 

Question 10 
Explain the importance of the Business Environment (Micro-Environment and Macro-Environment) to an organisation. (2 Marks) 
Organizations operate in business environments that consists of both macro and micro environment factors. The micro environment affects the business activities directly while the macro environment has an indirect impact on the business activities on a large scale. The business environment is important to an organization because it brings both threats and opportunities to an organization. Therefore, understanding the business environment helps the management of an organization in future planning and decision making. 

Section B: ANSWER ANY TWO QUESTIONS - (each carry 10 marks) 
Question 1 
a. Differentiate between (i) marketing to businesses in Business-to-Business (B2B) Markets and (ii) marketing to individuals in Business-to-Consumer (B2C) Markets.  
Discuss the key factors which are different between the two markets.  (6 Marks) 
Marketing business-to-business (B2B) is different from marketing business-to-consumer (B2C) in terms of the purchasing process, payment, pricing and the objective. Regarding purchasing process, B2B and B2C differ in that, in B2C, consumers buy products for personal use and purchasing the product or service is simple. In B2B, the business purchase products or services for use in their companies and therefore, the purchasing process is more complex. The payment and pricing also differs in that in B2C, consumers who buy products pay the same price as other consumers while in B2B, the price may vary by customer. The customers who place large orders or negotiate special terms may pay different prices to other customers. The payment mechanisms also differ such that in B2C, once consumers select products and they pay for them at the point of sales using payment mechanisms such as credit or debit cards, checks or cash. In B2B, the payment transactions are more complex since customers select products, place an order and arrange delivery through an agreed logistics channel. Customers do not pay at the time of the order, but receive an invoice which they settle within agreed payment terms. Another difference is that in B2B marketing, the main focus is directed to the logic of the product and its features since the purchasing decision tends to involve little or no emotion. Marketing to the consumer on the other hand, (B2C) the focus is more directed towards the benefits of the product since the purchase decision is more emotional. The consumers are more interested in the benefits that the products or services will bring to them.
b. Evaluate the effectiveness of Marketing Strategies for a range of products (services/goods) of your choice (minimum 2 products). 
Include the influence of Branding, Pricing Strategy, the elements of the Promotional mix, and the influence of Distribution Channel on supplier and end user. (4 Marks) 
 The first product to evaluate the effectiveness of its marketing strategy is McDonalds. The marketing strategy for McDonalds follows product, place, price, promotion and people. McDonalds includes specific non-tangible and tangible features and aspects of its service and products like packaging, looks and desirability. This branding makes the products and services offered by McDonalds unique and different in providing the customer experience. Place mostly includes distribution outlet and channel of the business. It is very important since the service or the product should be accessible to the consumers at the right time, right place and right quantity. McDonalds outlets are located three minutes away from each other and it offers value position that based on the requirement of the consumer. Pricing strategy is one of the most significant aspects in marketing. McDonald’s restaurant has specific value pricing as well as bundling strategy like combo meal, happy meal, family meal and happy price menu in order to improve total sales of the service and product. In terms of promotion, McDonalds has implemented endorsement activities that aids communicate effectively with the potential consumers. The ads and promotional tools used by the company are targeted to catch the interest of the people they reach to massive number of customer at a time. Lastly, McDonalds understands the significance of both consumers and employees. It understands the truth that happy workers can serve properly and led in happy customers.
The other company selected is Apple. Apple uses a branding strategy that focuses on the emotions. This creates a stronger bond with the Apple brand. Regarding pricing strategies, Apple chooses to stay perceived as a luxurious brand. Apple does not engage is pricing strategies such as sales, big discounts, Black Friday sales. Apple does not focus on acquiring new customers through price or by presenting a ratio between price and quality. Instead, Apple makes consumers loyal to their products by offering amazing and outstanding customer experience. Apple Inc. promotes its products in various ways, involving different communications channels and parties. Apple uses advertising, public relations, personal selling and sales promotions in its promotional mix. 
 
Question 3 
a. Explore the five stages in the Buying Decision-Making Process for consumers.         (6 Marks) 
The first step of the buyer decision process is the need recognition stage. Here the consumer recognizes a need or problem and feels a difference between the actual state and some desired state. They try to find goods to satisfy such needs. 
The buyer feels a difference between his or her actual state and some desired state. Internal stimuli can trigger the need. This occurs when one person’s normal needs, such as hunger, thirst, sex, rise to a level high enough to become a driver. External stimuli can also trigger a need. The need may have been triggered by internal stimuli (such as hunger or thirst) or external stimuli (such as advertising or word of mouth).
This leads to the second stage of searching for information about the product. The consumer tries to find out as much as possible about the product’s available brands. The consumer may have heightened attention or may undertake an active search for information. The amount of searching a consumer will do depend on the strength of his drive, the amount of information he starts with, the ease of obtaining more information, the value he places on additional information, and the satisfaction he gets from searching. Buyers or customers can get information about goods from different sources.
Evaluation of alternatives is the third stage of the buying process. Various points of information collected from different sources are used in evaluating different alternatives and their attractiveness.
While evaluating goods and services, different consumers use different bases. Generally, the buyer evaluates the alternatives based on the product’s attributes, the degree of importance, belief in the brand, satisfaction, among others to choose correctly.
 After that, the buyer makes the purchase decision at the fourth stage by selecting the most suitable product. After the alternatives have been evaluated, consumers decide to purchase products and services. They decide to buy the best brand. But their decision is influenced by factors such as the attitudes of other people related to the consumer and unexpected situational factors like expected price and expected product benefits. However, unexpected events may alter the purchase intention. Thus, preferences and even purchase intentions do not always lead to actual purchase choice.
The fifth stage is the post-purchase evaluation, and it is the most important one. Depending on the level of satisfaction or dissatisfaction, the consumer will become a loyal customer or actively avoid the brand and tells others to do so via online reviews and word of mouth
b. Apply the stages of the Buying Decision-Making Process for consumers to two different purchase situations of your choice. (4 Marks) 
 The first product I will use in applying buying decision making process is a phone. The buyer recognized a problem with their old phone and a need for a new phone. Their need was stimulated by an advertisement which showed a new phone in the market with better features. The customer then goes on the internet to search for more information regarding the specific phone that they need. While searching on the internet, the customer comes across other types of phones and brands and they evaluate them using various attractiveness. The buyer then decides to purchase the phone which they had first seen on the advertisement because it is the best brand and it had a discount offer. After using the phone, the customer was very satisfied and they even referred their friend to purchase the same phone. 
The second item will be a camera. In the buying decision making of a camera, the customer recognizes the need for a new camera with better storage and better image stabilization in order to be able to shoot better and longer videos for their YouTube channel. They decided to visit various electronics shops to gather information about the various brands in the market and their specifications. They then evaluate the various brands and types and settles on Nikon D7200. The reason as to why they chose it is because they believe in the Nikon brand and the D7200 camera had bigger storage and good image stabilization. After buying the camera, they were able to make longer videos with better picture quality.
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