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General Comments
This examiner report should be read in conjunction with the question paper and the
published mark scheme. In it, we attempt to provide insight and examples of good and
not so good responses. Centres could use this with candidates to ensure they understand
how marks are awarded.
Many learners have now sat the Unit 9 Marketing test, and it is pleasing to see that
many are well prepared for this paper. The improvement in performance in the two
extended writing questions is dramatic compared to the first one or two tests. The use of
the contextual information provided in the paper continues to improve, with the best
responses making clear links between this data and relevant theory. There are however,
still a large number of candidates who do not have a sound understanding of some of the
key terms and concepts and they continue to perform poorly. The best candidates
continue to demonstrate their wider knowledge of marketing across the whole of the
paper.
A number of candidates continue to provide only a single point for some four mark
questions, despite the explicit instruction to explain two points. Others confused
distribution channels with promotion via the multitude of TV channels now available.
Surprisingly, quite a few candidates failed to describe the meaning of the terms ‘costplus’ pricing and ‘competitive pricing’. These two questions are covered in more detail
later in this report.
In this series, the two extended writing questions Q05(d) and Q11(d) performed well
with a significant number of candidates achieving over 4 marks. Marks were awarded for
two or more well developed points relating to the question. Where candidates scored
lower, the responses were often lists of bullet points or unconnected statements.
In preparation for future series, candidates should focus on fully developing their
understanding of the key terms, but should also focus on how to apply the basic
understanding to the context of the question.
For the 8 mark questions candidates should read the questions carefully, including the
introductory stem which contains relevant contextual information. Candidates then need
to present a balance argument when asked to discuss, evaluate or assess a point – it is
essential that they consider more than one side of an argument, otherwise they will limit
their ability to achieve a higher mark.

Feedback on specific questions
Q01
Surprisingly a large number of candidates were unable to provide the missing word,
opportunities, from the acronym SWOT. Quite a few candidates left the question blank
whilst ‘objectives’ was a common incorrect response.
Q02
This question proved to be challenging for candidates. The desired response was that the
goods sold in supermarkets are ‘consumer goods’. There were a variety of incorrect
responses including consumable goods. Some candidates gave the type of market i.e.
business to consumer (B2C), rather than the type of good. Again this is an example of
candidates not reading or fully understanding the question being asked.
Q03
This question performed as expected. Candidates were asked to ‘give one method of
collecting market research’. Correct responses included carrying out surveys or
interviews, or using focus groups or observation. A number of candidates simply stated
‘the internet’ without quantifying how the internet would be used to collect market
research, and as a result, these candidates failed to achieve a mark. Other incorrect
responses included ‘secondary’ or ‘primary’ research. The question required learners to
identify a specific method, not a type of research.
Q04
Performance on this question was good with more than half the candidates scoring full
marks.
This is an example of a well-developed response which gained two marks.

This weaker response was also awarded 2 marks, one for each purpose. The command
verb was ‘state’, so a detailed development of the response was not required.

In this third response, the candidate scores only one mark for the first purpose. The
second response on USP achieved no reward.

Q05(a)
Candidates were asked to outline the meaning of the term ‘mass market’. Many achieved
one mark for identifying it was a market with a large number of customers, or where the
volumes sold were very high. To achieve the second mark, candidates needed to develop
the response, such as all the customers have similar needs or buy a standard product.
The second mark could also be achieved by giving an example of a mass market good
such as bread or cars or mobile phones. The example could not be ‘sportswear’ or
‘trainers’ as these were given in the stem of the question.
This response gained two marks.

The following response was awarded one mark.

The response below did not give an true definition of the term ‘mass market’ and
therefore did not earn any marks.

Q05(b)
This question also proved challenging, and over half of all candidates scored zero marks.
To achieve full marks, candidates had to provide either a well-developed definition, or a
simple definition with an example. In a large number of cases, candidate mistook the
term distribution channel for TV channels that may be used for promoting a product.
This answer earned two marks and showed an example of a distribution chain.

This was a strong example of a well-developed answer, and earned two marks.

This response was more basic and earned one mark.

This incorrect response related to promotion via TV channels and did not earn credit.

Q05(c)
This is a question where candidates occasionally understood the basic concept of cost
plus pricing, but were unable to give reasons why a business might choose this method
of pricing. Centres need to ensure candidate not only understand the meaning of terms,
but can also use them in a range of contexts. A number of candidates were able to gain
one mark for identifying that cost plus pricing means they can add up the costs and then
add the profit they want to earn. Candidates often confused this pricing method with
price skimming, premium pricing and penetration pricing.

In the following example, the candidate has been given the benefit of doubt and
awarded one mark for identifying that using cost plus pricing ‘means they can make a
profit’ [on each item sold]. No credit has been awarded for the remainder of the
response.

This second example is a better response which has been awarded full marks. In the first
part the candidate describes the process and way they would use it. In the second part
another reason is provided and developed – it is quicker and easier.

Q05(d)
Candidates performed much better on this question/topic than in previous series. Many
were able to breakdown the acronym (PESTLE) and describe the constituent parts.
Candidates were awarded marks in Level 2, for identifying two or three ways in which
PESTLE factors might impact on the business as it expands, and for developing the
response. Where candidates were awarded seven marks, there was a balanced argument
and a clear link to the context, although on the whole these links were rather weak. This
is an improvement on previous performance when very few candidates managed to
achieve band 3 of the mark scheme.
The following answer was awarded seven marks.

Q06
This was a question on marketing, not market research.
This did not stop a large number of candidates giving answers relating to the benefits of
market research, rather than why marketing was important. Those candidates received
zero credit as determined by the mark scheme. The first example is one such response.
The second example is a detailed and correct response to the question.

Q07
This was a question where many candidates were unable to demonstrate basic
knowledge and a significant majority could not provide the correct response i.e. Product
orientation.
Q08
Here the majority of candidates were able to identify that when a business sells its
products to other businesses this is known as a B2B or Business to Business market.
Q09(a)
This question proved very straightforward and many candidates were able to state two
dimensions of a brand. The mark scheme gave a number of examples including the use
of logos, colours, symbols, straplines etc., and many of these were seen in the
candidates’ responses. In the example below, the candidate has achieved one mark for
the first example but zero marks for the second.

Q09(b)
Candidates needed to describe a benefit of branding. Many could give a basic outline of
one benefit, and a number could give a well-developed response. A number of
candidates gave two benefits rather than developing one in detail, and so could only be
awarded one mark. However, many candidates referred to making the product “well
known” which gained no reward, or they simply stated that it would help make the
product a success. The lack of use of the correct terminology restricted performance on
this question.
The response below is a good example of how to score full marks on this type of
question.

Q10(a)
Many candidates were able to gain one mark for this question, but often struggled to
gain the additional mark for an appropriate development. Many candidates identified that
there would be lots of competition in a fast-growing market and therefore the business
may lose customers, but then many failed to explain this linkage. Where candidates did
better, they also identified and explained that they would need to produce more products
to meet growing demand or that demand may be unknown as sales are hard to predict.
The following response gained two marks.

This is an example of a response where the development has not earned credit, but one
mark was awarded for identifying that there would be many competitors.

The following response did not merit any marks.

Q10(b)
In this question, candidates were asked to explain two reasons a business would want to
develop a USP. Many candidates were able to give either two basic reasons without

sufficient or appropriate development, or they were able to give one developed reason
but not the second. Both of these types of response therefore scored half marks.
In this first example, no marks have been awarded for the first response, but the second
part of the answer has been awarded two marks.

The second example has been awarded one mark for each part of the response.

Q11(a)
A number of candidates failed to provide the correct definition of competitive pricing, by
incorrectly stating that competitive pricing meant selling at a low price. They failed to
state that in this pricing method, the price is usually similar to the competition for a
similar product. Other incorrect responses included definitions of skimming or
penetration pricing.

Q11(b)
A number of candidates were able to achieve at least one mark on this question by
identifying one advantage of using e-commerce in a business such as this. Where
candidates suggested this would enable the business to trade internationally, no marks
were awarded as this could not be the case for this type of product. Candidates need to
ensure there is context in their responses. Further, responses linked purely to marketing
rather than selling online did not receive credit. One such example is shown below.

Q11(c)
Many candidates were able to gain two marks for explaining that at the launch stage of
the product life cycle, customers are not familiar with the product and therefore may not
buy it. However, a number failed to make a second developed point. Some candidates
were confused about this part of the PLC, stating that they need to do lots of research
about the product to make sure it will be a success. This is describing the R&D stage
which has already taken place when the product has been launched on to the market.
An example of a full mark response is given below.

Q11(d)
On the whole candidates did well with this question with many gaining marks in mark
band 2, for being able to describe two to three points about the benefits or drawbacks of
viral marketing to the cupcake business. Some candidates gained marks in band 3 for
ensuring they had at least three balanced arguments, all described and with a clear link
to the context. A conclusion was usually present, however, on the whole these
conclusions were weak.
An example of a good response is shown below

At the other end of the spectrum, learners were confused as to what viral marketing
was, and confused this with getting a virus in Bob’s computer system. Other candidates
had lengthy descriptions about other types of marketing that they believed would be
more effective for Bob, and given this was not a requirement of this question, this type
of response scored few if any marks.
An example of a zero mark response that does not answer the question set has been
shown below. It is vague and discusses alternative promotional approaches, which gain
no reward.

