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Grade Boundaries
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, at
Distinction, Merit and Pass.

Setting grade boundaries

When we set grade boundaries, we look at the performance of every learner who took
the external 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 is 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 is conducted to ensure learners
achieve the grade they deserve to achieve, irrespective of variation in the external
assessment.

Variations in external assessments

Each external assessment 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 for each assessment, because then it would not take
accessibility into account.

Grade boundaries for this, and all other papers, are on the website via this link:

http://www.edexcel.com/iwantto/Pages/grade-boundaries.aspx

Unit 9: Principles of Marketing

Level 1 Level 2
Grade
P P M D
Boundary Mark 12 21 30 40
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Introduction

This lead examiner report should be read in conjunction with the question paper and
the published mark scheme. We attempt to provide insight and examples of good and
not so good responses. Centres could use this with learners to ensure they understand
how marks are awarded. This was the 10" time learners have sat the Unit 9 Marketing
test, and it is pleasing to see an continuation of the improved pass rate from the 1801
series.

Introduction to the Overall Performance of the
Unit

There was an improvement in achievement over the 1706 paper and a similar level of
performance against 1801. However, there continued to be relatively weak performance
in the last extended writing question on PESTLE analysis and in particular, its application
to the case study context. This lack of ability to apply concepts to the context given in
the question prevents learners achieving at higher levels. The best responses make
clear links between the data provided in the scenario or stem of the question and
relevant theory.

At the pass level. There continue to be a large number of learners who do not have a
sound understanding of some of the key terms and concepts in the specification.
Benchmarking again causes learners difficulty as do some of less familiar terms such as
orientation. The best responses demonstrated learners’ ability to recall and apply a
wide range of marketing concepts from across the whole specification.

In preparation for future series, learners should continue to focus on fully developing
their understanding of the key terms. They should also understand how to apply their
basic understanding of these concepts to the context given in the question. They should
be exposed to a number of different types of businesses such as B2B and B2C, and
those that provide of goods and services, and understand how businesses such as
these win customers, carry out research, and benchmark themselves against
competitors.

For the 8 mark questions, learners should read the questions carefully, including the
introductory stem which can contain additional contextual information. Learners then
need to present a balanced argument when asked to discuss, evaluate or assess a point
- it is essential learners consider more than one point of view if there is to be balance,
otherwise they will limit their ability to achieve a higher mark.



Individual Questions

Section A
Qo1

Many learners were unable to identify that the first stage of the product life cycle as
research and development. Research or development alone was also accepted as an
appropriate response. ‘Idea’ or ‘launch’ were two of the incorrect responses seen. Other
learners simply left the question unanswered.

Q02

Fewer learners than expected were able to give a factor that businesses would take into
consideration when deciding on a suitable location. Correct responses included not to
close to suppliers or close to customers. Many learners left this question unanswered
whilst others gave vague responses such as near shops.

Qo3

This question performed as expected. Learners were asked to give two methods of
collecting qualitative data. Surveys, focus groups and questionnaires were the most
common responses. Vague responses such as ‘going door to door’ could not be
awarded as this did not show sufficient understanding. Some learners defined the term
stating that it is a way of learning about customer opinion. Whilst a correct definition,
this response did not answer the question so could not be rewarded.

Qo4

This question was about business models. The specification identifies marketing, sales
and advertising in the unit content. Some learners did not display knowledge of this
part of the specification or gave responses about types of markets instead such as B2B
or B2C. Others confused this with a business plan.



Q05

Learners were asked to state the meaning of the ‘O’ in SWOT, and a surprising number
failed to do so. The most common error was ‘Objectives’, or learners simply left the
question unanswered.

Q06

The question proved challenging for pass level learners. Rather than ask for a definition
of a capital good, learners were asked to provide an example of a capital good. Many
could do so, but a significant number either did not know the meaning of the term and
therefore could not provide a correct response, of they gave inappropriate responses
such as raw materials or finance. This is another example where learners lose marks
due to their lack of knowledge of the unit content.

Q07 (a)

This question was answered well with over 75% achieving one or more marks for stating
two benefits of building a distinctive brand. Correct responses included building loyalty
or raising customer awareness.

Some learners failed to demonstrate this level of understanding and again left the
question unanswered of gave vague and inaccurate responses as shown in the
examples below.

“They would always have customers”

The response did not achieve a mark as the response is not correct. A distinctive brand
does not guarantee customers.

In this next response, the candidate scored no mark as the response was inaccurate.
“It could be hard to make money”

The question asked learners to give two benefits so they did not have to explain why the
benefit the gave was advantageous to the business.



Q07 (b)

Not surprisingly, many learners scored two or more marks from this 4 mark question on
the reasons a business would use market research. Learners needed to identify and
then explain why market research would be used.

Some learners gained only 2 marks for simply stating two reasons as shown in the
example below:

“To identify customer needs”

“To identify competitors”

The next response below is a good example as it identifies a reason and also explains
how this can be used by the business.

“A business would use market research to find a target market for the
products it intends to produce and this will then enable them to target
promotional activities directly at this target audience”.

“To help identify trends in a market so the business see if the market is
growing or shrinking and so can decide whether to develop new
products or not”

Qo8

This was the first extended writing question on the paper and performed as expected,
with a range of marks gained from zero to the full 8 marks. More than half of learners
were able to achieve marks in band 2 (4 or more) for identifying and explaining in
context, at least one advantage and one disadvantage of the case study business using
e-commerce. To achieve band 2 marks, learners needed to make two points and
develop them both in an appropriate way. Where band 1 marks were given (1-3 marks),
learners tended to identify up to three valid points, or identify and explain one
advantage or disadvantage to the business of using e-commerce. At this level, points
made tended to be generic and not linked to the case study business.

The example below scored 7 marks. The learner identifies at a number of advantages of
using e-commerce and then develops these points. The response is balanced as it also
considered the disadvantages of e-commerce and again these points are developed.



To achieve 8 marks, the learner should have provided a clearer link to the case study.
For example, given the business sells fragile items, there may need to be a
consideration of how goods could be delivered without them being damaged
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In contrast, the following is an example of a band 1 response. Three mark are awarded
for listing some advantages and disadvantages of using e-commerce. No points are
developed and so is basically a list, although both advantages and disadvantgaes have
been identified.
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Section B

Questions in this section were about “Little Poppets”, an indoor soft play business.
Q09

A significant number of learners were able to state at least one reason why marketing
would be important to a business. Correct responses included gain market share or
increase sales, encourage loyalty, or build reputation.

The question was about marketing, not market research, so inaccurate responses
identified things such as find out about competitors or customer needs.

Q10

Possibly the best performing question in the paper, learners were required to identify
three methods of promotion a business could use. Many correct responses were seen
gaining all three marks and correct responses included advertising in newspapers or
online, using personal selling or using sales promotions such as discounts and
vouchers.

‘Word of mouth’ was not rewarded as the business has no control over this method.
Similarly, advertising was seen to be too vague to reward unless qualified by the
medium e.g. TV advert.

Q11

In this simple recall question, learners were asked to state the meaning of the 'R’ in
SMART obijectives. Surprising a third of learners failed to do so. Common errors
included ‘research’ or ‘reasonable’. These mistakes were not limited to pass level
learners.

Q12a

In the stem to this question, learners were told that ‘Little Poppets’ operates in a
services market, and learners had to identify one other type of market. The anticipated
response was Goods market, but a number of other acceptable responses included
capital goods market, niche or mass markets, and B2B or B2C markets.

A number of learners gave ‘product market’ as their response, which is not a market
identified in the specification and therefore failed to score the mark.

Q12b

In this recall question, learners were informed that the business was market orientated
and learners were then asked to identify one other type of orientation. The correct

11



response being product orientation, which almost a third of learners correctly
identified.

There were a variety of incorrect responses including family orientation or service
orientation.

Q13a

A significant number of learners were able to identify a dimension of a brand. Correct
answers included logos, colours, symbols or slogans.

B2B was one of the incorrect responses seen, again demonstrating a lack of knowledge
of the unit content and the definitions/concepts. There were also a large number of
blank responses.

Q13b

The question required learners to state two ways that the business could benchmark
themselves against competitors.

The response below is a good example
“compare the range of activities offered”

“compare its prices to competitors for the two-hour session after

3pmll
This second response went beyond that required of the question but demonstrates this
learners ability to answer a question using the context provided in the scenario.

Q14a

This question required learners to identify the planned marketing activities in the
scenario and then explain how these could help the business achieve its corporate
objective of increasing market share. Responses that discuss competitive (lower) prices
were not rewarded as these were excluded in the question. Despite this, a number of
learners did discuss pricing strategies, and this demonstrates the need for learners to
read the question carefully.

Good examples included:

12



“Extending the range of activities such as messy play will attract more
customers compared to those who attended before”

“Providing activities for children over eight will increase the target
market bringing in new customers who may have used competitor
facilities in the past”

“By using online promotion, they will create a greater awareness
of the business which could attract customers who were not previously
aware of them or who used competitors”.

Some learners did not score on this question because they proposed their own
activities or discussed activities the business was already using, rather than those
proposed in the scenario.

Q14b

This question required learners to explain how setting prices below the levels of
competitors could increase revenues.

The question was looking to elicit the response that lower prices will increase demand
and that if demand increases sufficiently, total revenues will increase even though unit
prices levels fall.

In this first example response below, no marks have been awarded.

“It allows customers to have a choice of higher prices which will
increase profits”

The learner has not provided sufficient explanation that the higher prices of
competitors may encourage them to swop and use ‘Little Poppets'.

The following response gains one mark for identifies one potential reason revenue may
increase, but it does not explain the link between price and demand.

“More people will come if prices are lower because its cheap.”

The following response gained full marks. It identifies price is a method of gaining a
competitive advantage and explains how this can increase demand at the business by
taking customers away from competitors.

13



“It will give the business a competitive advantage over competitors
who charge more and these customers will move to Little Poppets
increasing the number of customers’.

Q14c

Following on from the previous question, here learners needed to explain a potential
disadvantage of setting low prices.

Appropriate responses included:

e Competitors might have more power and so can lower prices beyond those of
Little poppets
Price may be so low that it is lower than the cost of providing the service
Customers may be put off by the low price believing this is an inferior or poor-
quality service

e Profits could fall and therefore the business may not be able to expand as
intended.

The following response was awarded one mark.

“Customers may think it is too cheap”

The response was not developed further. It did not state that as a consequence,
demand might be lower.

In this example, both marks were awarded as the problem was identified then
developed further.

“Lower prices will attract more customers and the play area might
become too busy so customers are put off”

14



Q14d

Very few learners were able to score the mark available for this question on price
elasticity.

Many learners discussed that it meant prices were flexible or that prices might change
at different times of the day or year, or simply left the question unanswered.

In the example below, the learner scores the mark by giving an example of how price
elasticity applies.

“it is how demand changes e.g. falls or rises as a result of changes in
price”.

A better response is shown below.

“the degree of responsiveness of a change in demand of a product to a
change in its price”.

Q1l4e

This question required learners to state how PED could impact the business. Many
failed to attempt to attempt the question or simply stated profits would fall.

The MS response was that demand will rise by a greater amount than that by which
prices fell. Learners were also rewarded if they gave the formula for calculating PED and
this demonstrates good understanding.

In the following responses, learners achieved the mark available.
“increase in number of customers and therefore increase in profits”.

“could impact the business because prices are lower which could lead to
increase in sales and revenues”.

“if they increase prices they could lose a lot of customers”.

15



Q15

This second extended writing question was poorly answered with many scoring marks
in band 1 or less. The question required learners to discuss the advantages and
disadvantages of the business using PESTLE analysis when making decisions. Many
learners could identify the elements of PESTLE and so gained 1 mark. Others were able
to give an advantage such as it helps identify external factors that could impact on the
businesses plans. Others were able to identify disadvantages such as it can be time
consuming, the data may be out of date, or the business may not have staff with the
right skills to carry out this type of analysis.

Few learners were able to put their responses into the context of this child play
business. Learners were rewarded for identifying elements of PESTLE and then
discussing how for example a change in laws such as regulations regarding child safety
might affect the business.

It is important that learners know how marks are allocated in this type of question. As
with QO08, a levels-based mark scheme is used. To achieve band 2, learners would be
required to make at least two valid points and then develop each in an appropriate way.
The command word used in this question was ‘discuss’, therefore in order to achieve
higher marks, learners would be required to consider both sides of the argument;
advantages and disadvantages, but they did not need to provide a conclusion.

The following example demonstrates a 6 mark response, placing it in the level 2 band. A
number of valid points are made, each with some development.

16
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To achieve the next band and be awarded 7 or 8 marks, the response needed to be
balance and consider disadvantages rather than simply identify and develop how pestle
could be useful.
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The following examples scored zero marks, demonstrating no understanding of the
concept.
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The following responses gains band 2 marks. At first glance this looks to be a list of
points which would limit it to band 1. However, many of these points are correctly

expanded in context to the play area business.

19



( Tc\t ,lwl(owfn& are He zg‘wdaole

[ / sf Afj the PESTLE ann’:js?.;wl”ht‘pfd*‘v!fwéx'},o .....
kihowo 3000( £ onorn ¢ rondiions ool 4 ke th/qnﬁ‘cc)r a4 them

Point

like an frerzase ‘n '"*Rtm}'m*téma/dwaomé(:ﬂdwny

to. above. £ 580 b.vu.n......&pm i erdve. Fe muke. onece pragi:

g Llan 9 Yo  PESILE qmﬂ...‘cysﬁ..imm.5:&1..!’,!.,(.v,..hl.(pw_wflﬂkuﬂm

Develop

"'0 kogw how pecple. spend their 4ime correntn and add
K4 4 Point

and developed

‘tm’:”nﬁad‘rv?ﬁh ¢Wf+5[aﬂgtlzktp{hgfnj_pth AT with context

3- Usiaa he PESTLE m«q)&ds will voob ! e

LitH e [pvf'pc4s to ollﬁn “p.a website &0 thal ,pea,.l(e Loek

....... ﬁ(éxﬁm..“&.ﬁﬁﬁ.[({.ﬁ‘.s....,p.n..:..bn.&........Tf.ﬁ....a.l[tzf.&!........Lr.t.I.acg..‘.ad.....(.myz.‘::A..Z...u..,--..,

Point

& st;hb. 7""\’ PESILE. Aml’fjd[\ Wﬂ( ‘(MLI <

da ongdee qur(r ...... Ve leinnin, w..‘....‘.GL‘.I..IRL':'LQES.,.u.ﬂ.lﬂﬁ_ﬂlﬂ;éi’:“m

!
(‘lﬂ‘rf&fﬂc*bJaknawwffvaf-.lﬂwéﬂfgfmpw}aht ............

20




xowngle  fo_ see p-vslos, glhss. Yook is.
. 1"+1L‘im[ .;ul.“ Wm" chideleens [ context o

T"ﬁi_ +u“9w'"L«j At ‘*'!' d".s AN ﬂ&t B T
_dedsian o i) Tttt fzﬂﬁt{s#.:m mhﬁnb Uwr«ad'fr"‘f‘a
oo it [ty e oy _adiulbies b epiecs bewmuse. s caadin ALH....

. L.urfmirpf!z pmg’ﬁ? lyrﬁ*ﬂf;; Point not clear
u.fift@ SPEATLE amtw.&m el w.a.s'}e 'If;\: er

"ﬂ(- me: business. because 1wl neecl dime 4o caregedi ..
research. iwslead %Juﬁlmrﬂ[n ot ‘bn;wﬂms

Clplee g L.Vgrh""l-, g dgddlers y}“ﬂ area | Pointand developed with context

al Lfsjnb LESTLE. mLU.sas will -!':mﬂ Lty Poppets
JG #fara.-li;. Mieuib.. a'pw‘,l' z’-fﬂ'ﬂemkj and._ "E;tﬂb*twlr ”‘4
intecest cotes. ﬂ/l’“(rt" (M nwke 11 set low Pribes aate..

L Wiss ol e pryits.. pus'lc»mms are. will k. g e pic.

Point not clear

" L SLENALES. .
Vﬁm? PE&TLE ﬁhﬁ’. 5. lead fo. the slaess.
l"’m’!h@ 2l Lﬂ@h .FW?H’ERJ"'DE’L‘JI bwflf}:? e cenus et p’wﬁﬂ_;

_on _ysin ? enline . prom rz.‘..ﬂ...ff.:!..-_......'f...;.-.A.:.sa.!...&p._r.f@...fa.:fr.se.tle;.!_ai:%.......
Point not relevant to PESTLE

Lk mq-@'\ﬁ (H: eery. eapeedve  and useless ]
. ’ﬂ(pﬂc"wsiery The odentages g Uttle Pppets vsing

........ TESTLE aralgs are more !‘m'_*a*'(- than the disateoes anad
H‘\eftd-a*‘t IlF faw- glﬂwld vse r'f' ‘

21



Summary

Based on their performance on this paper, learners should:

Have a sound understanding of the key terms and concepts from the
specification and be able to use these in the context given in the question.

Have studied a range of different businesses such as, B2B, B2C, Mass and Niche
market, goods and service, and be able to suggest how the marketing mix may
have to change for each type of market.

Use the stimulus material provided together with the stem of the question to
understand the context. This context must be used in the answer if learners are
to gain the higher marks.

Ensure they read the question and the stem and that they answer the question
that has been set by the examiner, not some other question. For example, in
Q14a some learners discussed their own proposed activities rather than those
in the scenario.

For explain type questions, learners need to make a point that addresses the
question and then develop the response to explain the point or state why that
point is important.

Ensure that both sides of the argument are discussed when responding to the 8
mark extended writing questions. To achieve the highest marks, the answer
should be well balanced. For example, if asked to discuss the importance of say
the use of PESTLE analysis, learners should cover both the advantages and
disadvantages to score higher marks.
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