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General Marking Guidance  
 
 

• All candidates must receive the same treatment.  Examiners must mark the 
first candidate in exactly the same way as they mark the last. 

• Mark schemes should be applied positively. Candidates must be rewarded for 
what they have shown they can do rather than penalised for omissions.  

• Examiners should mark according to the mark scheme not according to their 
perception of where the grade boundaries may lie.  

• There is no ceiling on achievement. All marks on the mark scheme should be 
used appropriately.  

• All the marks on the mark scheme are designed to be awarded. Examiners 
should always award full marks if deserved, i.e. if the answer matches the 
mark scheme.  Examiners should also be prepared to award zero marks if the 
candidate’s response is not worthy of credit according to the mark scheme. 

• Where some judgement is required, mark schemes will provide the principles 
by which marks will be awarded and exemplification may be limited. 

• When examiners are in doubt regarding the application of the mark scheme 
to a candidate’s response, the team leader must be consulted. 

• Crossed out work should be marked UNLESS the candidate has replaced it 
with an alternative response. 
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Easy to carry – can be fitted into a 
handbag/large pocket – most 

ndbags/many coat pockets are at least 
 size. 

Easy to read when out of the house – does 
not take up much space when fully open – 
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Only one copy needs to be produced on-
e – customers will download this one 
py – will help to keep costs down – the 
 magazine will need multiple copies – 
ch customer will pick up their own copy.  

A wide potential target audience – many 
ople have access to the internet – may 
 using Post Office Ltd/Royal Mail on-line 
rvices and find the magazine – in post 
fices it will reach target market – 
stomers will be in the post office using 
e of it services. 
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On-line can easily provide access to 
evious editions – simply needs a link to 
ready created pages – this could raise 
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st/hard copy will deteriorate. 
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 the business – these competitions 
ggest that the business is more than just 
out making profits. 

 

Sales promotion – short term incentives to 
rchase products – competitions will 
courage customers to pick up the 
agazine and consider purchasing Post 
fice products. 

ot accept below the line) 

rk or type of 
on 

rk o
rst nding of 

 

or why 
nds of 

yp  

(3) 

 
 
Question 
Number 

Answer Mark 

3(b)(i) 

2
 

AO  
MB
MB2  
MB =

AO3

1   = 1 
 = 1 

3  
 

 

1 

MB1 =
MB2 =

 
Customers must have recently bought a 
post office product – a sale must have been 
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courage them to buy more than one 
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sitive to write. 
e letter is about a product that was 
ally liked – the letter will be published in 
e magazine – this will show products in a 
od light – Post Offi
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The prize is £6,000 worth of goods – this 

ll encourage many people to enter – will 
el this is generous prize – create positive 
blicity for the business. 
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An attractive prize – may encourage more 
ople to pick up/access the magazine – 
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It is a legal requirement – unsolicited 
direct marketing by phone or email is 

nned by law – if the boxes are not 
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mpetition entrants by phone or 
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May not be picked up from post offices 
ewer being read than print run 
ggests – this will suggest promotion is 
ore effective than it actually is. 
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May be picked up but not read – many 
ople pick up free literature because 
is free – may find they do not have 
e to read it. 

Only certain parts may be read – Post 
fice Ltd will not know which parts – 
ll be unable to measure the 
fectiveness of specific parts/or 
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Unable to show movement – cars are 
ing sold – the way they 
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Example below has taken the 20 second Gold 
package 
• 20 seconds is long enough to get a good 

message over – longer is expensive and 
may lose audience’s interest – has 7 peak 
viewing slots so will reach a wide audience 
– peak time are when most people will be 
watching – has digital effects which allow 
animation – this will make the 
advertisement more interesting/attract 
attention - so easier to get message 
across. 
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Enhancing the business’s image

Manikins in casual wear in front of a 
b ckdrop with large letters saying ‘Mix any

for £40’ – size of the letters stands out 
d attract attention – message reinforced 
th the same message on a large circle in 
nt of the manikins. 

rong yellow background – helps to show 
f the clothes being worn – stands out 
m other window displays. 

 
• The manikins are dressed in jeans, T-shirts 

and light jackets and trainers – the image 
of The Officers Club is moving more 
towards casual clothes – dressing the 
manikins in these clothes reinforces that 
image. 

• Manikins are of young men – the name of 
the business suggests clothes for older men 
– the manikins and the casual clothes show 
that the business is targeting a younger 
age group. 
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etable they could be wasting time at 
e station - using persuasive promotion is 

tomer know when the 

p
p

is ill creat
 

ma ion 
m 2 

or why this 
ion is 

m rs 
im m 3 

or why 
ve 
on is not 

imum 2  (max

 

ma ion) 
(6

 
Question 
Number 

Answer Mark 

9(c
 

AO2

) 

 
MB3 = 1 

 
AO3 

MB3 = 1 
 

AO4 
MB3 = 1 

 

 
• Available by phoning National Rail 

Enquiries – can be consulted 24 hours a day 
– can access information when the 
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check train times before they go to the 
station – cannot use printed information if 
it is only available at the station. 
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banks for loans – Sterling Direct Finance is 
less well known – telephone will contact a 
wide range of potential customers – the 
loan facilities can then be explained. 
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6921 – Investigating Promotion – Jan 2008 – Content and AOs Grids 
 
Content area distribution 
 
Question Content area 
 6.1 6.4 o al 6.2 6.3 T t
1 3    3 
2 (a)  3   3 
2 (b)  3   3 
2 (c)  4  4 8 
3 (a) 3    3 
3 (b)(i) 5    5 
3 (b)(ii) 5    5 
3 (c)   3  3 
4   3  3 6 
5  6   6 
6 (a) 2 3   5 
6 (b)   3  3 
7 2   5 7 
8 (a)  1   1 
8 (b) 1 3  2 6 
8 (c)  2  1 3 
9 (a) 1    1 
9 (b)  3  3 6 
9 (c)  3   3 
10 (a)  2   2 
10 (b)  2  3 5 
10 (c)   3  3 
      
Total 22 38 9 21 90 
Target 22 38 9 21 90 
 



AOs Grid 
 

AO1: Band 
equivalent 

AO2: Band 
equivalent 

AO3: Band 
equivalent 

AO4: Band 
equivalent 

 Question 

1 2 3 1 2 3 1 2 3  3 1 2 
1     1   3   2   
2 (a) 1  1        3 1   
2 (b) 3           3  
2 (c)   2 1 1    2 1 1 8  
3 (a) 1  1       3 1   
3 (b)(i)  1 1 1 1 1     5   
3 (b)(ii)  1 1 1 1 1     5   
3 (c)  1  1 1     3    
4          4 1 1 6  
5  3         6 3   
6 (a)    4 1       5  
6 (b) 1   1       3 1   
7    1   1 1 1 1 1 7 1 
8 (a)     1      1   
8 (b) 1  1 1  1 1     6 1 
8 (c)  1 1 1      3    
9 (a)       1      1 
9 (b)   1  1 1 1 1    6 1  
9 (c)      1  1   1 3  
10 (a) 1      1      2 
10 (b) 1  1     1 1 5 1   
10 (c) 3           3  
              
Total 15  5 13 8 6 9 6 3 8 4 4 90 9
Target              
If Top 18  6 16 8 7 8 5  4  12  9 10 4 
Top  36   31   22   18   
Bottom  27   22   14   9   
If 
Bottom 

13 9 5 11 6 5 6 5 3 5 2 2  

              
Balance 45 27 18 80          
Target 45 27 18 90          
 


