
Revision Questions for Topic 3.1 Marketing – Mark Scheme 
 
Q1. 
 

   
Answer Mark 

 
AO1=1 
AO2=1 
AO3=1  

For 3 marks, the description will make two relevant points or one developed point which 
describes how an airline could differentiate its service from that offered by  rival airlines. 
The answer must be rooted in the context of an airline to secure all three marks. Two marks 
are awarded for the points which could include a  definition of differentiation, and 1 mark is 
awarded for the use of context.  Possible methods include:  

 Faster service. 
 Shorter check-in times. 
 Lower prices. 
 Bigger luggage allowance. 
 On board meals. 
 More leg room. 
 Airports closer to the destination.  

E.g. Easyjet could offer free meals on its planes (1 mark). This means passengers feel that 
they are getting better value for money compared to Ryanair (1 mark).  They could also offer 
more leg room (1 mark).   This answer would gain three marks since there are two separate 
points and there is use of the airline context.  

         
        (3) 

 
Scroll down to continue  
 



Q2. 
 

   
Indicative content  

AO2=2 
AO3=4 

The aim here is for candidates to make a judgement as to whether increasing advertising or designing new 
features is more effective in allowing Nintendo to improve the sales of its consoles. There is no right or 
wrong answer and the candidate can argue that either method is better, depending on the circumstances. 
Candidates might consider the following possible ideas as part of their answer:   
Increasing advertising:  

 Enhance branding. 
 Target certain market segments. 
 Increases repeat purchases from existing Nintendo customers. 
 Expensive. 
 Not guaranteed to increase sales. 
 Depends on what kind of advertising is done. 
 Will rival firms simply increase their advertising? 

Designing new features:  
 Differentiates their consoles from those of competitors. 
 Makes their consoles unique. 
 Time consuming. 
 Expensive. 
 Will the new features be attractive to the market? 
 Will other manufactures copy the new features? To be evaluative and support the judgement 

made, the candidate might suggest (for example) that the more effective method might be to increase 
advertising  since this will allow Nintendo to boost sales, although this would be dependent on how much 
advertising is done and whether it is done in the right way.  An alternate route to evaluation might come 
through the candidate examining the drawbacks of their chosen option. E.g. advertising is expensive.  

Level Mark Descriptor 

No mark 0 Non-rewardable material.  

Level 1 1-2 A judgement or point is given as to which method is most likely to allow Nintendo to improve 
its sales. If there is just a simple judgement or where the support shows misunderstanding of 
the concept 1 mark should be awarded. If this judgement/point has some simple support, the 
response should be placed at the top of   this level.   

Level 2 3-4 A judgement/point is given on one or both issues with some development/support, which 
includes at least onereason/cause/consequence etc. At the top of this  level this analysis will 
be relevant and linked to the judgement/point made.  

Level 3 5-6 A judgement/point is given on one or both issues with some development/support, which 
includes at least two reasons/causes/consequences etc. and includes  some balance. At the 
top of this level there will be a conclusion drawn from the analysis and the answer will be in 
context.  

 
Q3. 
 

   
Answer  Mark 

AO1=1 
AO2=1 
AO3=1 

For 3 marks, the description will make three relevant points associated with why strong 
branding might be important to Apple. Development will clearly show the importance of 
strong branding to Apple.  Possible reasons include:  

 Makes the business stand out from its competitors (differentiation). 
 Increases the chances of repeat purchase. 
 Enables the business to add value. 
 Allows the business to charge higher prices with limited loss of demand. 
 Makes it harder for new businesses to set up in competition. E.g. Branding allows 

Apple to differentiate its products in the market (1 mark). This makes its products, such as 
the iPod; stand out from its competitors who make cheaper MP3 players (1 mark) and this 
can lead to an increase in sales (1 mark).  This answer would gain three marks since there 
are at least two relevant points made, and there is a clear use of context.  

              (3)  



Q4. 
 

   
Indicative content 

*QWC 
Strands 
(i), (ii) 
and (iii) 
 
AO2=4 
AO3=6  

The aim here is for candidates to make a judgement as to whether 'giving celebrities free bags' (a form of 
promotion) will allow Mulberry to build a successful marketing mix. To demonstrate the evaluative skill, 
candidates could consider the importance of this kind of promotion relative to other elements of the 
marketing mix such as price, product or place or even other types of promotion such as advertising. For 
instance candidates may consider that the quality of the bags/design of bags is much more important than 
a celebrity endorsement. Other candidates might suggest that in the world of designer fashion, having the 
right brand is essential and therefore celebrity endorsement is crucial to building a successful marketing 
mix. Some candidates might consider time periods and suggest that in the longer term having a high quality 
bag (product) might become more important than celebrity endorsement (promotion), especially since 
celebrities themselves can go out of fashion. There is no right or wrong answer to this question, but 
candidates should aim to make a judgement which is supported and balanced. Candidates may consider the 
following ideas as part of their answer:  Reasons why 'giving celebrities free bags' will be beneficial:  

 Enhances Mulberry's branding 
 Makes the brand appear fashionable and cool. 
 Attracts consumers who like those celebrities. 
 Generates lots of free promotion through photographs in magazines. 
 It is a relatively cheap source of promotion compared to advertising. 

Reasons why 'giving celebrities free bags' will not be beneficial:  
 Other elements of the marketing mix may be more important. 
 Potential damage to the brand if the celebrity does something naughty/loses popularity. 
 Not all consumers follow celebrities, so other elements of the marketing mix need to be considered 

as well.  

 

Level Mark Descriptor 

No 
mark 

0 Non-rewardable material.  

Level 
1 

1-4 One relevant point is identified with some development – there can be a maximum of 4 marks if the 
links to the point are relevant – one mark per link (up to a maximum of 3). An alternative route to the 
marks could involve a judgement being given; at the lower end of the level no support will be provided. 
At the top of the level some support will be given.  A list of bullet points will gain up to a maximum of 
three marks, assuming they are all relevant.  The quality of written communication will be poor with 
frequent spelling, punctuation, style and grammar errors.  

Level 
2 

5-7 Candidates consider the importance of giving celebrities free bags in allowing Mulberry to build a 
successful marketing mix and offer two or more reasons/causes/consequences etc. in support.  At the 
middle of the level a judgement/conclusion will be made but with no support and merely re-states the 
question. At the top of the level candidates may offer at least one other undeveloped factor to balance 
out the answer. At the top of the level a judgement/conclusion will be  made with some support given 
although not drawn from the analysis and there may be reference to the Mulberry context.  There will 
be a good level of quality of written communication with few mistakes in spelling, punctuation and 
grammar. The quality of the language used will be appropriate for the subject matter.  

Level 
3 

8-10 Candidates consider the importance of giving celebrities free bags in allowing Mulberry to build a 
successful marketing mix and offer two or more reasons/causes/consequences etc. in support. At the 
lower end of the level some value will be attached to these reasons whilst at the top of the level there 
will be clear recognition of the value of the points  made to the business, identifying an advantage and 
disadvantage, cost/benefit, pro/con etc. or using the 'it depends' rule. At this level candidates are likely 
offer  at least one other developed factor to balance out the answer. At the middle of the level a 
judgement/conclusion will be made with some support drawn from the analysis.  At the top of the level 
a judgement/conclusion will be given clearly drawn from the analysis representing a coherent argument 
and will refer to the Mulberry context.  The quality of written communication will be of a high standard 
with few, if any, errors in spelling, punctuation and grammar. The style of writing and the structure of 
the response will be appropriate and of a high standard and there will be clear evidence that the 
candidate has structured their answer clearly and coherently,  using appropriate terminology.  

 



Q5. 
 

   
Answer  Mark 

AO2=2 1 mark for each appropriate element identified.  Possible answers include:  
 Price. 
 Product. 
 Promotion. 
 Place. Candidates referring to variables related to the 7 Ps whilst not on the 

specification can be rewarded e.g. people, process and packaging.  

         
 (2)  

 
 
Q6. 
 

   Answer Mark 

(a)AO1=1  D  (1) 

(b)AO2=2 
AO3=1 

For 3 marks, there will be one method identified and two clearly identifiable linked strands 
of explanation between the statements. These may contain connective words such as, 'this 
leads to…' 'because…' etc. The explanation must be in the ShakeAway/milkshake context if 
it is to secure all three marks.   Possible methods include:  

 Advertising/promotions/celebrity endorsement. 
 Free samples. 
 Lower prices. 
 Loyalty cards. 

E.g. ShakeAway could lower its prices (1 mark) and this would make the milkshake more 
attractive (1 mark), therefore people will trial the product.   This answer would gain two 
marks since there are at least two linked strands that build the explanation, following the 
identification of a method. However there is insufficient use of context and candidates need 
to go beyond using the name of the company and the word 'milkshake' in their responses. 
Contextualisation could be achieved by referring to the £11.95 price.  (3) 

(c)AO1=1 
 AO2=1 
AO3=1 

For 3 marks, the description will make three relevant points or one developed point 
associated with how ShakeAway can motivate its staff (Shakettes). The answer must be 
rooted in the context of a fast food/milkshake bar to secure all three marks. One of the 
points could include a definition of motivation.  Possible answers include:  

 Higher pay/remuneration. 
 Increased fringe benefits. 
 Improved working conditions. 
 Better communication. 

E.g. Since the Shakettes are likely to have little skill (1 mark), it is unlikely that ShakeAway 
will be able to offer higher pay (1 mark) therefore making the job as fun as possible would 
be a way in which the Shakettes could be motivated (1 mark).   This answer would gain 
three marks since there are at least two linked strands following a point and there is use of 
the ShakeAway context through the recognition of the job of a Shakette being low skill.  (3) 

(d)AO2=2 
 AO3=1  

For 3 marks, there will be one reason identified and two clearly identifiable linked strands 
of explanation between the statements. These may contain connective words such as, 'this 
leads to…' 'because…' etc. The explanation must be in the ShakeAway/milkshake context if 
it is to secure all three marks. Possible reasons include:  

 Reduced waiting time. 
 No need to employ as many Shakettes. 
 Lower cost per milkshake. 
 It would encourage repeat purchase. 

E.g. By increasing productivity, ShakeAway can reduce customer waiting time (1 mark). This 
will increase the number of satisfied customers (1 mark). As a result it is more likely that 
customers will come back instead of buying other drinks from places like Burger King (1 
mark).   This answer would gain three marks since there are at least two linked strands that 
build the explanation following the identification of an impact. The answer also makes 
reference to a rival drinks retailer, contextualising the response.  (3) 



Q7. 
 

   
Answer  Mark 

  AO2=2 1 mark for the identification of each quantitative research method Nintendo could use.  
 Surveys. 
 Questionnaires. 
 Internet. 
 Office for National Statistics data. 
 Market/company reportsAccept any reasonable responses. Candidate can score two marks 

if they state two different methods of quantitative market research.   

   (2)  

 
Q8. 
 

   
Answer  Mark 

(i)AO1=
1 

1 mark for an appropriate response.  Possible answers include:  
 Questionnaires/surveys. 
 Focus groups. 
 Consumer panels. 
 Internet.The question is asking for the identification of a method of qualitative market 

research. Any response is valid so long as it could provide non-numeric data. Be wary of rewarding 
candidates who offer methods which could only generate numerical data. E.g. competitor's sales 
figures.   

           
(1)  

(ii) 
 
AO1=1 
AO2=1 
AO3=1  

For 3 marks, the explanation will show how qualitative data can be used by Apple to improve its 
marketing mix. Within the answer there will be at least two clearly identifiable linked strands of 
explanation. These may contain connective words such as, 'this leads to…' 'because…' etc. To gain 
three marks there must be a clear focus on the use of qualitative data/Apple context (rather than 
just generalised market research data). An answer that does not have this focus can only gain a 
maximum of two marks regardless of the number of linked strands.  Possible answers include:  

 Improve brand. 
 Improve design of products. 
 Improve the range of distribution channels. 
 Change its pricing. 
 Make decisions on promotion. 

E.g. Qualitative research will give Apple information about whether consumers find their computers 
attractive (1 mark). This will enable Apple to change their product design (1 mark), so that 
consumers will pay more (1 mark).  This answer would gain three marks since there are at least two 
linked strands that build the explanation and there is reference to qualitative data/Apple context. 
Do not award the AO2 mark if the candidate simply refers to the name Apple.  

            
     (3)  

 
Q9. 
 

   
Answer  Mark 

  AO1=2 Marketing is the process of anticipating, identifying and satisfying customer needs profitably. 2 
marks for an accurate definition that demonstrates that marketing is more than just selling/ 
promotion/ marketing mix and involves understanding consumers. If an accurate definition is not 
given award 1 mark for an answer that simply refers to 'selling' or lists the 'marketing mix'.   An 
imperfect definition can be raised to 2 marks through the use of an example or some kind of 
accurate elaboration.  

   
(2) 

 
Q10. 
 

 
Answer  Mark 



  AO1=1  D     (1) 

Q11. 
 

   Answer Mark 

(a)AO1=1  B  (1) 

(b)AO1=1 1 mark for the identification of any method of collecting market research.   Possible 
answers include:  

 Focus group. 
 Survey. 
 Questionnaire. 
 Internet/books/magazines. 
 Government reports. 
 Taster sessions. 
 Observations. Accept any other reasonable answer.  (1) 

(c)AO1=1 
 AO3=2 

For 3 marks, there will be one benefit identified and two clearly identifiable linked strands 
of explanation between the statements. These may contain connective words such as, 'this 
leads to…' 'because…' etc.   Possible benefits include:  

 Knowledge of customers/attitudes/changes in preferences/appropriate marketing 
mix. 

 Information on competitors.   
 Identifying gaps in markets. E.g. The business will find out about customers' 

changing preferences (1 mark). This allows the business to change its marketing mix (1 
mark), which means they can out-compete rivals (1 mark).   This answer would gain three 
marks since there are at least two relevant, linked points made, following the identification 
of a valid benefit.  (3) 

(d)AO1=1 
 AO3=2 

For 3 marks, there will be one advantage identified and two clearly identifiable linked 
strands of explanation between the statements. These may contain connective words such 
as, 'this leads to…' 'because…' etc.   Possible advantages include:  

 Increased profit margins. 
 Ability to charge premium prices.   
 Customer loyalty.   
 More repeat purchases.   
 Increased likelihood of product trial.   
 Perceived higher quality. E.g. The business can charge higher prices (1 mark). This is 

because the customer thinks that a branded product is better (1 mark), therefore they will 
pay more because it is more of a necessity to them (1 mark).   This answer would gain three 
marks since there are at least two relevant, linked points made, following the identification 
of a valid advantage.  (3) 

 
 


