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Introduction 
 
This report has been written by the lead examiner for the BTEC Principles of 
Marketing unit. It is designed to help you understand how learners performed 
overall in the exam. For each question there is a brief analysis of learner 
responses. You will also find example learner responses from Level 2 Pass and 
Distinction learners. We hope this will help you to prepare your learners for 
future examination series. 



 

Grade Boundaries 
 
Grade boundaries for this, and all other papers, can be found on the website on 
this link: 
http://www.edexcel.com/iwantto/Pages/all-grade-boundaries.aspx 
 
 

Grade Unclassified Level 1 
Pass 

Level 2 
Pass Merit Distinction 

Boundary 
Mark 0 12 22 32 43 



 

General Comments 
 
This was the first time that this paper has been sat. Learners did not appear well 
prepared for the paper overall. While most questions were attempted, a weak 
understanding of key terms was demonstrated. The use of contextual 
information to develop responses was weak or absent altogether in many cases. 
 
Where learners did well, they were able to make use of the case study material 
to develop answers that were contextualised and analytical. The best candidates 
were able to demonstrate some understanding of how the scenarios in the paper 
related to cotemporary marketing practice. 
 
Learners appeared to find this paper challenging, particularly those questions 
requiring the development of a longer response. In many cases, learners simply 
provided responses which repeated information from the stimulus material 
without applying marketing theories appropriately. In a number of cases, 
candidates gave answers that appeared to reflect general knowledge rather than 
any specialised understanding of marketing activities. 
 
In preparation for future series, centres should focus on the analysis of case 
study material as the basis for identifying and applying relevant marketing 
theories. Learners should be familiar with the full range of content from the 
specification and ought to be able to examine the application of these concepts 
in different scenarios.  
 
The ability to recognise the demands of a question is also important. Candidates 
should understand the different responses required for different command 
words, for example, give, explain or evaluate. 
  



 

Q1 
 
This question proved quite accessible to candidates, with a majority being able 
to correctly add the missing word. 

 
 
Q2 
 
Most candidates were able to correctly give an example of a consumer good. 
Popular examples included types of mobile phone or food products. In a few 
cases, candidates misinterpreted the question and provided a definition of the 
term consumer good instead and, although the understood the concept, did not 
achieve a mark as they had not interpreted the question correctly. When 
preparing candidates for this test, they should be reminded that they need to 
read questions carefully and provide an appropriate response. 
 

 
 
  



 

Q3a 
 
This question was answered reasonably well with candidates able to suggest at 
least one reason for carrying out market research. In some cases, candidates 
correctly gave one purpose of market research which they then repeated in 
different terms in an attempt to make a second point. Most candidates provided 
a response which made reference to trends in the market, the behaviour of 
customers and the behaviour of competitors.  
 

 
 
 
 
Q3b 
 
This question was generally not well answered. In many cases, candidates 
suggested forms of primary research, gave a definition of secondary research or 
made reference to the internet. Responses which simply stated ‘the internet’ 
were not accepted due to the wide range of different primary research methods 
that use the internet, such as online surveys or soliciting comments on social 
media. Where candidates qualified their response, for example, by pointing out 
that a business can find material that has been published on a website, they 
were awarded a mark. 
 

 



 

Q3c 
 
This question was generally not well answered. While some candidates were able 
to correctly state one or more examples of quantitative data, other candidates 
made a number of common errors. A significant number of responses made 
reference to qualitative data, suggesting that they do not fully understand the 
difference. Other candidates did not understand that they had to give examples 
and, instead, wrote a definition of either quantitative or qualitative data. 
 
Some candidates did not achieve a mark as they misinterpreted the question 
and gave examples of the presentation of quantitative data, for example, 
responses such as ‘pie chart’ were not awarded a mark – this is not an example 
of quantitative data, rather it is an example of how the data could be displayed 
in a report or presentation. 
 

 
 
 
Q4a 
 
Overall, this question was not well answered. A number of candidates were able 
to achieve one mark for making reference to the characteristics of a niche 
market, for example its size or its focus on specific customer needs. Better 
responses included a valid example of a niche market. 
 

 
 
Weaker responses lacked a clear understanding of the difference between niche 
marketing and market segmentation, with some candidates treating these 
concepts as if they were interchangeable. In some cases candidates made 
assumptions, such as there being no competition in a niche market or that the 
niche being small indicated that a business will not make large profits. 
 



 

Q4b 
 
This question was not well answered. A significant number of candidates gave 
responses that developed a single explanation of why a business might seek to 
develop a USP. A second response was either not well developed, repeated the 
first or made a point that was not relevant. 
 
Correct answers tended to make points relating to differentiation. A number of 
candidates made common mistakes, such as asserting that a USP would create 
awareness of a brand or that it would lead to higher profits. This is an area that 
didn’t seem to be well understood by candidates.  
 
 

 
  



 

Q4c 
 
This question proved to be accessible to a wide range of candidates. Weaker 
learners were able to demonstrate knowledge of one or more elements of the 
marketing mix and/or the factors that can influence these elements. Learners 
approaching the Pass grade were able to demonstrate an understanding of the 
links between the elements of the marking mix and factors that might influence 
it. 
 

 
 
The best responses to this question developed strong links between elements of 
the marketing mix and their influences. In a minority of cases, candidates made 
good use of their wider knowledge of the market for high-tech consumer goods 
in order to illustrate their response. For example, one candidate noted that, as 
part of the augmented product for the smartwatch, Mandarin should bundle 
items such as headphones and memory cards in order to add value. This was 



 

then linked to the likelihood of greater competition and the need to justify a high 
price.  
 
In order to prepare candidates for this type of question, it is important to 
emphasise the need to thoroughly develop answers in the context of the 
question. Many responses simply demonstrated the candidates’ knowledge of the 
topic without any development. 
 
 
Q5 
 
Responses to this question tended to demonstrate a good understanding of the 
importance of marketing. The majority of incorrect responses showed candidates 
confusing marketing with market research. 
 

  
 
 
Q6 
 
This question was not well answered. A majority of candidates failed to correctly 
recognise that Pizza Perfection sells products to other businesses, and that they 
are therefore targeting a Business to Business Market. 
  
Many candidates focussed on the fact that the business sells pizzas and that this 
type of product is likely to have a wide appeal. 
 

 
  



 

Q7 
 
This question was not well answered on the whole with many learners 
misunderstanding or misinterpreting the information in the question stem. A 
significant number of candidates thought that Pizza Perfection was a customer 
orientated business. 
 

 
 
The ability to develop a response based on the interpretation of stimulus 
material is a key part of succeeding in this assessment. Candidates should be 
prepared to respond to questions of this type for future exam series. 
 
 
Q8a 
 
A significant majority of candidates were able to access this question, with 
company logos proving by far the most popular response to this question.  
 

 
 
 
  



 

Q8b 
 
Overall, this question was reasonably well answered with a number of candidates 
able to demonstrate some understanding of the benefits of branding. Questions 
such as this, that allowed learners to demonstrate their knowledge of abstract 
theory, tended to perform well. In preparation for future series, learners should 
ensure that they are able to link their theoretical knowledge to examples in 
stimulus material, such as case studies. 
 

 
 
 
9a 
 
A number of candidates did not perform well on this question. As with other 
questions of this type, candidates were not able to make good use of the 
stimulus material.  
 
The Pizza Perfection case study presented methods of promotion that the 
business is both planning to use and currently uses. The question asked 
candidates to identify the methods of promotion that the business is planning to 
use. The methods given in the case study, such as a website or guerrilla 
marketing, were provided by a number of candidates, but a larger number gave 
current methods of promotion, such as TV advertising. This suggests that 
learners were not reading the question correctly, or that they were not using 
their reading time effectively to scrutinise the case study material. 
 

 
  



 

Q10a 
 
This question was generally quite well answered by candidates, with many 
responses providing details of how a specific method of market research could 
be used in order to identify target customers. Candidates failed to achieve full 
marks where they had simply identified or described methods of market 
research. 
 

 

 
 
 
 
  



 

Q10b 
 
This question was generally well answered and proved to be accessible to a wide 
range of candidates. Learners tended to make good use of the stimulus material 
and were able to recognise the lack of competition in that part of the market. 
More able candidates were also able to question the reason for this lack of 
competition. Some candidates were able to achieve two marks for developing an 
advantage, while others identified an advantage and a disadvantage. A smaller 
number of candidates were able to develop both an advantage and a 
disadvantage in order to achieve full marks.  
 
The ability to recognise the demands of a question with the ‘explain’ command 
word is an important part of a candidate’s ability to succeed on this paper. Being 
able to give a point and provide a detailed development of that point is 
something that candidates should be encouraged to practice.  
 
Similar stimulus material is likely to be used in future examination series and 
candidates should be prepared to analyse diagrams related to the marketing 
theories in the specification. 
 

 

 
  



 

Q10ci 
 
This question was generally answered well by a range of different learners. Many 
were able to correctly identify the distribution channels that were identified in 
the case study. 
 

 
 
 
  



 

Q10cii 
 
This question elicited a range of different responses, with many candidates able 
to state possible reasons for the importance of distribution channels. There were 
two common reasons why learners failed to achieve marks on this question. 
Some candidates provided a very detailed explanation of a single reason, 
without giving a second, limiting their score to two marks. In other cases, 
learners gave a reason for the importance of selecting an appropriate 
distribution channel but did not provide any development of this point.  
 
When preparing candidates for this examination, it is important to remind them 
to read the question carefully so that they know how many points they should 
provide in their response. 
 

 
  



 

Q10d 
 
This question elicited a number of disappointing responses. Many candidates 
were unable to demonstrate any understanding of guerrilla advertising. In many 
cases, candidates were able to infer from the case study that the costs of 
guerrilla advertising are less than those of television advertising, but were able 
to provide no further development on this point. 
 
Better prepared candidates were able to develop a discussion relating to the 
appropriateness of this method of promotion, specifically the likelihood of it 
‘going viral’ and thus reaching a meaningful audience. However, a majority of 
candidates performed poorly on this question, owing to their lack of knowledge 
of guerrilla advertising. Developing knowledge of the different forms of 
promotion that might be used by businesses should form part of candidates’ 
preparation for this examination, as should consideration of the appropriateness 
of these forms of promotion for different types of business. 
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