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General Comments 
 

This was the fifth time that this paper has been sat. Learners did not appear 
well prepared for the paper. Most questions were attempted, but a number 

of responses suggested weak subject knowledge, especially where questions 
required learners to relate material to a given context.  
 

Where learners performed well on this paper, they were able to 
demonstrate an understanding of a range of concepts, making clear links 

between theory and the data provided. A number of the best responses 
demonstrated the ability of students to support their answers using relevant 
examples. Especially popular were examples relating to smartphones and 

clothing retailers. 
 

Many students seemed to be better prepared for the types of question set in 
this paper. For example, where a four mark question requires learners to 
make two points, many more students are now attempting to do so. 

Learners appeared to find this paper challenging, particularly those 
questions relating to a context, given that both scenarios were based on 

firms in industries with which learners are likely to have less prior 
knowledge. Centres are advised to prepare students for future series by 

supporting them in understanding how to apply their understanding of unit 
content to unfamiliar contexts. 
 

In preparation for future sittings of this exam, 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. Students should understand, 
for example, the difference between giving an explanation and an 

evaluation. 
  



 

Q1 
 

This question proved less accessible to students, with a number being 
unable to correctly recognise the description of a brand extension. This type 

of question, where students have to recognise a marketing technique from a 
description, is a common part of the assessment of this unit and something 
for which students could be prepared through starter and plenary activities 

where they are given similar descriptions from which to identify relevant 
marketing activities. 

 

 
 

Q2 
 

Most students were able to correctly identify the data provided as being 
market share. 
 

One common misconception when answering this question was to give the 
term “shareholder”. Students need to be aware of the differences between 

different technical terms from this and other units. Again, when preparing 
students for this unit, a useful starter or plenary activity might be to ask  to 
identify examples/descriptions of different types of data from flash cards. 

 
 

  



 

Q3(a) 
 

Many students were able to correctly identify that bulldozers are an 
example of capital goods. One common mistake made on this question was 

to give the market in which these goods are sold (e.g. B2B) rather than the 
name of the type of goods. 
 

 

Q3(b) 
 

This question divided students, with a number suggesting that bulldozers 
are sold in a business to consumer market. It is important that students are 

able to recognise the difference between B2B and B2C markets. 
 

Q4(a) 

 
This question was generally well answered. Most students were able to 
identify some form of promotion. 

 
 

 
 

 



 

Q4(b)(i) 
 

Overall, this question produced a wide range of responses. Many candiates 
were able to talk about issues that might need to take into account when 

selecting a location. Many related to the presence of a target market in the 
local area or proximity to competitors. 
 

 

 
 

Q4(b)(ii) 
 
This question was generally not well answered with a number of students 

struggling to explain why a business such as Cash for Clothes might need to 
give their customers access to parking. Relatively few responses made use 

of the context of the question and many simply gave generic answers such 
as “in order to get customers” which was not sufficient to be given any 
marks. 

 
It is also worth noting that a number of students found that they could not 

write a response in the space available.  should be encouraged to ask for 
additional sheets of paper if they feel that they need more space to answer 
questions. This will ensure that appropriate attention is given to their 

extended response when it is processed for online marking. 
 

 
 
 

 
 

 



 

Q4(c) 
 

This question was not well answered. A number of students were able to 
give a reason as to why a business might want to create a USP, but 

relatively few were able to develop their suggestions or to provide a second 
reason. 
 

In many cases, students attempted to give a second reason for creating a 
USP but the second part of their answer simply repeated the first half using 

different words. A key part of preparation for this exam should be to help 
students understand how they might make separate and distinct points for 
questions such as this. They should also be given advice on how to expand 

on their initial answer in response to the “explain” command verb. Many 
students tended to give a meandering answer that offered little meaningful 

elaboration on their reasons for creating a USP – eg a detailed comment 
about how a USP might make a firm different from competitors was often 
given, but this was rarely qualified with any comment about why a firm 

might want to be different from competitors. 
 

 

 

 
Q4(d) 
 

This question proved to be accessible to a wide range of students. Weaker 
students were able to demonstrate knowledge of the elements of the 

marketing mix often gaining up to three marks for references to product, 
price, place and/or promotion. Better responses showed a clear link 
between ethical issues and the specific marketing issues that the firm might 

need to address. Few learners managed to achieve more than 3 marks for 
this question. Answers achieving more than 4 marks were very rare. When 

preparing students for this examination, it is important to ensure that they 



 

understand that in order to achieve more than 4 marks on these 8 mark 
questions, they must consider different sides of an issue. Too many 

responses were limited to four marks because students focused solely on 
negative arguments.  

 
 

 
 

 
 

 



 

Q5(a) 
 

Responses to this question tended to demonstrate a good understanding of 
secondary research. The majority of students were able to identify a 

relevant example from the preceding case study. 
 

 
 
 Q5(b) 

 
This question was also well answered, with a majority of students being 

able to correctly identify a relevant example from the case study. 

 

Q6(a) 
 

This question performed relatively well with a number of students able to 
give an accurate definition. The best responses to this question tended to be 
given in context, with many students making reference to the theatre 

manager seeking information about shows to run in future. 
 

 

 
 

 



 

Q6(b) 
 

While most students attempted this question, relatively few were able to 
accurately answer it. Students should be aware that they may need to 

demonstrate an awareness of both the positive and negative aspects of the 
marketing activity in the specification and that this might relate to 
implications for a firm or for its customers. 

 

 

 
7(a) 

 
This question seemed to be quite challenging for some students , with a 
number being unable to explain why a limited promotion budget might be 

problematic for a business. The best responses tended to relate to problems 
such as a limited range of promotional activities or not being able to 

produce high quality promotional material. 
 

 
 
 

 
 

 
 
 

 
 

 



 

7(b) 
 

This question was generally well answered, with a number of students being 
able to recognise that a small, regional business would need specific types 

of promotion. A few students gave generic and inappropriate answers such 
as television advertising, but this tended to be relatively rare.  
 

 

8(a) 
 

This question tended to perform relatively well, with many students able to 
give a simple definition of the key term. 

 

 
8(b) 
 

This question also proved accessible to a range of students, with a number 
noting that steps such as creating a logo or gaining a celebrity endorsement 

would help to develop a brand. Some of the best responses seen linked the 
idea of a celebrity endorsement with the context of the case study, 
suggesting that the theatre could use famous actors and actresses to 

promote their shows. 
 

 



 

8(c) 
 

While a number of students were able to achieve two marks on this 
question by giving two benefits of developing a brand, relatively few were 

able to achieve 3 or 4 marks because their answers were not developed and 
they did not provide any elaboration as to why the points that they have 
given are a benefit of developing a brand. The example below demonstrates 

this well where the candidate has gained one mark for noting that a brand 
allows customers to recognise your business, but they have not gone on to 

indicate why this might be useful. 
 

 

 
9(a) 
 

This question proved to be accessible to a number of students, with most 
being able to give a definition of ecommerce. The best responses used the 

context of the theatre business to point out that customers could book 
tickets online, but a number of other students also pointed out that 
ecommerce relates to buying and/or selling online. Some students were 

able to give examples of Ecommerce businesses such as Amazon or Ebay. 
 

 



 

9(b) 
 

As with other four mark questions on this paper, many students tended to 
be able to make one to two valid points, but were often not able to develop 

their ideas. This is an area that learners would benefit from practising. This 
is a key exam skills that could be practised in a relatively enjoyable way. 
For example by organising plenaries where learners create four mark 

answers to this type of question by combining statements on cards. 
 

 

 

 
 
 

9(c) 
 

This question tended to be relatively challenging for students, with many 
failing to get more than three marks. While most students seemed to be 
able to demonstrate knowledge of the issues relating to competing in a 

growing market, too few were able to link these points to the theatre 
business from the case study. 

 
The best responses to this question tended to focus on the opportunities for 
growth and expansion of the business and some learners were able to 

balance this with the threat of new businesses entering the market. 
 

A key area for practising with learners in the run up to future examinations 
is the writing of an effective conclusion. Where a question asks students to 
give an evaluation, they must make a judgement that is supported by the 

evidence that they have analysed in their essay. Too many students simply 
wrote a list of theoretical points with no link to context. Some students 

attempted to make use of case study material, but they simply copied large 



 

quotes without making any comments or criticisms. This is an area that it 
appears many students need to practice. 
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