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Instructions to candidates 

Read the instructions below before answering any 

questions 
 

Three hours are allowed for this paper which carries a total of 
160 marks, as follows: 

Part I 

1 compulsory question (case study) 80 marks 
Part II 

2 questions selected from 3 (scenarios) 40 marks each for a total of 80marks 

 

 
• You should answer the question in Part I, and two out of the three 

questions in Part II.  
 

• You  are  advised  to  spend  no  more  than  90  minutes  on  Part  I  and  
45  minutes  on  each  question selected in Part II.  

 
• It  is  recommended  that  you  spend  15  minutes  reading  and  

planning  your  answer  to  the  case study  and  75  minutes  answering  

it,  and  that  you  spend  10  minutes  reading  and  planning  your 
answer to each scenario and 35 minutes answering it. 

 
• A  case  study  tests  extensively across  syllabus  learning  outcomes,  

whilst  a  scenario  will  be  more  focused on specific learning outcomes.  

 
• Read  carefully  all  questions  and  information  provided  before  starting  

to  answer.    Your answer will be marked strictly in accordance with the 
question set.  

 

• You may find it helpful in some places to make rough notes in the answer 
booklet.  If you do this, you should cross through these notes before you 

hand in the booklet.  
 

• Answer each question on a new page.  If a question has more than one 

part, leave six lines blank after each part.  

  



PART I 
Case study 

This question is worth 80 marks 
You should include relevant examples and further reading in 

your answer where applicable 

 

 

 

QUESTION 1 

CASE STUDY 

The annual business symposium organised by the Ministry of Finance brings 
together all the various business professionals from different financial 

services industries to discuss particular topics of current interest. 

One of the many debates on the agenda has the following theme: 
 

“Marketing – an invaluable tool or a waste of money?” 
 

The debate is one wherein a panel of speakers take one point of view 

arguing in favour of marketing and another panel of speakers who argue 
against the need of marketing. The symposium is attended by a group of 

live audience and is also broadcast on the National television station. 

 

QUESTION 

You are one of the panellists representing the insurance industry arguing 

in favour of marketing.  
 

You seek to promote the role of marketing and the effectiveness of having 
a structured marketing strategy in place, providing convincing examples of 

how marketing effectively returns tangible results to the firm.  

Prepare your speech. 

(80 marks) 

  



PART II 
Scenarios 

Answer TWO of the following THREE questions. 
Each question is worth 40 marks 

 

_____________________________________________ 
  
 
QUESTION 2 

SCENARIO 

The term marketing mix is a foundation model for businesses and has been 

defined as the set of marketing tools that the firm uses to pursue its 

marketing objectives in the target market. Traditionally, the marketing mix 

was always thought as composed of four main pillars commonly known as 

the “4 Ps” – Product, Price, Promotion and Place. 

By the 1980s, a number of theorists were calling for an expanded and 

modified framework that would be more useful to service marketers and in 

1981, Booms and Bitner proposed a model of 7 Ps (comprising the original 

4 Ps plus process, people and physical evidence) as being more applicable 

for services marketing. 

 

QUESTION 

In the light of the additional 3 Ps of process, people and physical evidence, 

describe how these are relevant to an insurance concern which is designing 

its new marketing strategy based on today’s modern environment. 

                  (40 marks) 

 
 

 

 
 

 
 

 

 
 

 
 

 
 



 

QUESTION 3 

SCENARIO 

Umbrella insurance is a new market entrant that prides itself in having the 

cheapest travel insurance premium in the country they operate in. So much 

so that Umbrella insurance promotes an advert saying that “if you get a 

quote from an insurer you can come to us and we will guarantee a lower 

price”. 

The product they sell is a revamped version of the traditional travel policy 

including specific cover for tech equipment and Covid-19. It allows users to 

initiate cover at the prompt of a button on a specially designed app that is 

accessible from one’s mobile phone. 

 

QUESTION 

In the light of the competition that Umbrella insurance brings to the market 

with respect to the price and product, how would you advice the 

management of your insurance company at ABC Insurance Company Ltd if 

you were asked to analyse the competitive features and the effectiveness 

of ABC’s own travel insurance product. 

                          (40 marks) 

 
  



 

QUESTION 4 

SCENARIO 

Lemonade is a New York City-based online insurance company offering low-

cost renters and homeowners’ insurance.  

The company boasts that they are a self-proclaimed purpose-built, 

technology-first, vertically-integrated insurance carrier with a product and 

mission moulded entirely around their audience. 

 

QUESTION 

Discuss how Lemonade’s promotion and distribution marketing strategies 

would be different from the traditional insurer, the latter using sales 

representatives for distribution purposes and makes use of static 

promotional marketing campaigns. 

                  (40 marks) 

 

 

 


