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General Comments 
This was the second time that this has been sat. Learners appear to have 

been better prepared for this session than they were in January. All 
questions were attempted, but some learners still demonstrate a weak 

understanding of a number of the key terms in the specification. There are 
some improvements in the use of the contextual information provided in the 
paper, but learners still do not seem well prepared to use and interpret case 

study material. 
 

Where learners did well, they had a good understanding of key terms and 
were able to relate these ideas to the case study information in the paper. 
The best learners had a wider awareness of marketing practice that they 

were able to relate to the examples given in the paper. 
Questions requiring an extended response tended to perform poorly. Many 

learners seemed to struggle developing points in detail and too many 
learner did not recognise the demands of command words such as 
“Evaluate” or “Discuss”. In many cases, learners answered longer questions 

with one sided responses that did not fully explore the different aspects of 
an issue. 

 
In preparation for future series, Learners should focus on developing their 

ability to interpret case studies, using this information to support their 
answers to extended writing tasks. More consideration should be given to 
the positive and negative aspects of situations so that learners have a basis 

for reasoned judgements. 
 

In some cases, learners write too much for simpler questions that require 
them to give or identify a point. Writing long, descriptive responses to 
questions that simply require the candidate to write one or two words, 

might lead to valuable time being wasted which could be better used on 
longer responses. 

 
Learners should also ensure that they understand the key terms in the 
specification, ensuring that they are able to define these terms and to relate 

to them to a range of examples. 
  



 

Q1 
This question proved to be quite accessible to learners with many giving 

examples that related to food service. The examples of service given were 
quite varied.  

 
Q2 
This question also proved accessible to a wide range of learners. Learners 

were able to state a range of different benefits of the development of a 
brand. Brand recognition tended to be a common answer. 

 

Q3 
This question was not generally well answered. Many learners made simple 

errors in their answers, giving responses such as “Graphs” – giving methods 
of presenting quantitative data rather than sources of quantitative data. 
A number of learners were able to give correct answers which tended to 

identify sales figures or government census as sources of quantitative data. 

  



 

Q4 
Many learners were able to achieve one mark on this question by pointing 

out that a gap in the market referred to customer needs that are unmet, 
but many learners struggled to gain a second mark for developing this 

point.  

Q5a 
This question was either well answered by learners or badly answered. 

Many responses gave descriptions of different promotional activities that the 
firm might conduct without stating a life cycle stage. Other learners 

correctly gave two stages of the product life cycle with development and 
growth tending to be popular responses. 

 
 

 
Q5b 
This question proved accessible to a wide range of learners. Many learners 

were able to correctly point out that e commerce relates to buying and 
selling on the internet. 



 

Q5c 
This question was not well answered by learners. Too many responses gave 

a single reason for the use of price skimming, which was often not well 
developed. Learners struggled to provide a second point. 

Some learners were able to give good responses which clearly linked the 
product life stage of the new product to the use of the pricing strategy. 
Other learners were able to note the potential for extra profit that the 

novelty of a new product could give but few learners were able to both give 
and develop two points. 

 

  



 

Q5d 
This question was not well answered. Most responses tended to simply list 

the different elements of the SMART acronym, defining each in turn without 
making any strong link to the context of the question. 

Many learners seemed to misunderstand the question which asked them 
about the use of SMART objectives in the measurement of the success of a 
marketing mix. Learners should be prepared to use the theory covered in 

this unit in different ways, simply being able to define terms is not enough 
to achieve marks on the extended writing questions.  

This is an example of a slightly better than average response, where the 
learner has been able to earn some development marks for showing simple 

examples of how objectives can be used to measure the effectiveness of 
marketing activity. 

 



 

Q6 
This question was generally well answered with most learners achieving a 

mark as a result of being able to suggest a plausible reason for the case 
study businesses owners finding marketing important. 

Q7 
Learners tended to answer this question badly. Learners should have 
recognised from the case study that the business targets a niche market or 

a business to consumer market. Many missed the word „type‟ in the 
question, instead copying information from the case study, as can be seen 

from this example. 
 

Q8 
This question was not well answered by Learners. Many of them did not 

realise that they needed to relate the different types of business model in 
the unit content to the description of the businesses activities in the 
question stem. 

Many learners simply summarised or described the information in the case 
study rather than noting that the business is using an advertising model. 

This response is typical of the kind of incorrect answer given by learners. 

  



 

Q9 
Similar to question 7, learners struggled with this question. Few were able 

to recognise that the business would purchase its supplies from a firm in a 
business to business or capital goods market. 

It is important to prepare learners for questions that require them to 
interpret stimulus material. They should be able to recognise descriptions of 
key pieces of theory. 

The response below is typical of the type of wrong answer given to this 
question – Learners simply copied material from the case study. 

Q10a 
This question proved challenging for learners, many of whom did not 
recognise the description of a brand extension in the question stem. Being 

able to interpret contextual information and relate it to relevant theory is a 
key skill for learners sitting this paper. 

This response is typical of the type of common mistake made on this 
question, with the learners simply listing a number of different terms from 
the unit content. 

 
 

  



 

Q10bi 
This question proved reasonably accessible, with many learners being able 

to correctly name the promotional method that was described. 
In many cases, learners then went on to define this term, something which 

would not get them any additional marks and would only serve to waste 
their time. Learners should be aware of the need to recognise the demands 
of the command word in the question – if they are asked to name a term 

they do not need to give any additional information. This point is illustrated 
well by the following example. 

 
Q10bii 

This question required learners to correctly identify a method of promotion 
from the information in the case study. Most learners were able to achieve a 
mark on this question, with many learners making reference to the use of 

posts on social media sites. 

 

 
  



 

Q10c 
This question required learners to give a simple definition of a term from 

the case study. A significant number of learners made reference to the link 
between brand personality and consumer perceptions without actually 

defining the term.  
Learners should be prepared to define each of the terms in the specification 
and should be able to read questions carefully so that they understand what 

is being asked for in each response. 
The example below is typical of the responses that were seen, where the 

candidate has either misunderstood the term or the question, providing an 
explanation of branding without reference to brand personality. 

 

Q11ai 
This question required learners to correctly select information from the case 

study. Most learners were able to correctly recognise a method of 
investigating competitors, with the majority correctly selecting the sentence 
about visiting competitor‟s stores and websites, as per the following 

example. 

 

  



 

Q11aii 
This question identified a method of research that was used by the business 

and asked learners to suggest ways that the research method could be 
used. Few learners were able to achieve any marks for this question, 

generally appearing to lack knowledge of what a business owner might find 
in a company report. Where learners were able to identify a relevant piece 
of information, too few were able to develop this point any further, thus 

failing to achieve a second mark. 
 

Learners should be prepared to explore the type and usefulness of 

information that might be found through different market research 
methods. 

 
 
 

 
 

 
 
 

 
 

 
 
 

 
 

 
 
 

 
 

 
 
 

 
 

 



 

Q11b 
This question proved challenging for many learners. While a number of 

learners appeared to have some concept of what might be involved in the 
process of benchmarking (e.g. that it involves a comparison with another 

firm), few were able to give any further development of a basic definition. 
Some learners were able to give a simplistic explanation which suggested 
that benchmarking would help the business to make improvements to 

things that are not done as well as competitors. The response below, which 
scored one mark, is typical of this approach. 

 
 

 
 
 

 
 

 
 
 

 
 

 
 
 

 
 

 
 
 

 
 

 



 

11ci 
This question was generally well answered by a range of learners. The 

responses given were often related to either the use of technology to 
manufacture goods or to the use of technology to sell goods. 

In some cases, learners were able to give more imaginative responses that 
linked the use of technology to different aspects of the marketing mix, for 
example, some learners gave interesting suggestions about alternative 

methods of promotion or the use of technology in developing enhanced 
versions of products. 

The example below is typical of the responses seen: 

 
  



 

11cii 
This question was accessible to a range of learners, although only a 

relatively small number were able to score marks for development. Many 
learners were able to suggest one way that interest rates would be a threat 

for the business – that it might reduce consumer spending or that it might 
increase business costs, but few learners were able to develop these points.  
The area of PESTLE analysis seems to be one that many learners have a 

superficial understanding of, but many did not have an in depth 
understanding of this concept and how it is relevant to marketing activity. 

The following example shows how students could achieve two marks for 
making a point and then developing it.  
  



 

11d 
This question was generally accessible to a wide range of learners. Most 

learners were able to make some comments about the suitability of 
supermarkets and a number of learners made valid suggestions of other 

distribution channels that might be more or less suitable. 
Many learners failed to gain higher marks on this question because they 
were not able to give a balance answer. Many learners simply wrote about 

why the business should or should not use supermarkets, without showing 
any consideration of alternatives.  

Learners could be better prepared for questions requiring an assessment or 
an evaluation. They should practice using case study evidence to develop 
answers for and against a point. 

The following example shows how a leaner could achieve a high mark by 
considering arguments for and against the use of a supermarket. This is one 

of two typical approaches seen in better responses. The other approach was 
to compare a supermarket to another distribution channel, typically, the use 
of an online shop – presumably because this was mentioned in the case 

study. 
  



 

 
 

  



 

Grade Boundaries 
 

Unit Max 
Mark 

D M P L1 U 

21325E - Principles of 
Marketing  

50 43 31 20 9 0 

 
External assessment 

The suite of „next generation‟ NQF BTECs include an element of external 
assessment. This external assessment may be through a timetabled paper-
based examination, an onscreen, on demand test or a set-task conducted 

under controlled conditions. 
 

What is a grade boundary? 
A grade boundary is where we „set‟ the level of achievement required to 
obtain a certain grade for the externally assessed unit. We set grade 

boundaries for each grade (Distinction, Merit, Pass and Level 1 fallback). 
Setting grade boundaries 

When we set grade boundaries, we look at the performance of every learner 
who took the assessment. When we can see the full picture of performance, 
our experts are then able to decide where best to place the grade 

boundaries - this means that they decide what the lowest possible mark 
should be for a particular grade. 

 
When our experts set the grade boundaries, they make sure that learners 
receive grades which reflect their ability. Awarding grade boundaries 

ensures that a learner who receives a 'Distinction' grade next year, will have 
similar ability to a learner who has received an 'Distinction‟ grade this year. 

Awarding grade boundaries is conducted to make sure learners achieve the 
grade they deserve to achieve, irrespective of variation in the external 

assessment. 
Variations in externally assessed question papers 
Each exam we set asks different questions and may assess different parts of 

the unit content outlined in the specification. It would be unfair to learners if 
we set the same grade boundaries year on year because then it wouldn't 

take into account that a paper may be slightly easier or more difficult than 
the year before. 
 

Grade boundaries for all papers can be found here: 
http://pastpapers.edexcel.com/content/edexcel/grade-boundaries.html 
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