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QUESTION 1

Three levels of services are involved in any purchase. List the three (3) levels of services. (3 marks)

QUESTION 2

In relation to figure 1 below, answer the question that follows:
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Figure 1: The AIDA Model

When designing promotional messages, marketers use the AIDA Model (Purchasing funnel) which
identifies cognitive stages an individual goes through during the buying process for a good or
services.

With practical examples, discuss each stage of the AIDA model and applying it to a customer wishing
to purchase a flight ticket to the Bahamas to celebrate his/her graduation. (16 marks)

QUESTION 3

With relevant examples, list and discuss the four (4) methods used in evaluating the effectiveness of
promotional campaign. (16 marks)

QUESTION 4

After-sales service plays a crucial role in ensuring the long-term credibility of a company and brand
image. Itincludes a follow-up visit to customers, service guarantees, and any extra benefits and
tangible products offered along with the main service. This is done to reinforce the image quality,
strength and durability of the company’s services.

With relevant examples, list ten (10) benefits or importance of after-sales-service to the marketer.

(20 marks)
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QUESTION 5
With practical examples, discuss any five (5) characteristics of the tourism industry

(20 marks)
QUESTION 6

According to Total Quality Management Institute, the concept and vocabulary of quality is elusive.
Different people interpret quality differently. Few can define quality in measurable terms that can
be operationalised. When asked what differentiate their product or service, the banker will answer
“service,” health care worker will answer “quality health care,” the hotel restaurant employee will
answer “customer satisfaction,” and the manufacturer will simply answer “quality product.” When
pressed to provide a specific definition and measurement, few can do so.

With practical examples, discuss the five (5) principal approaches to defining quality.

(25 marks)
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