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A. STATISTICAL INFORMATION 
The total number of candidates who registered to sit for Intermediate Marketing was 567, which is 62% 

more candidates than in 2019. This confirms a trend of increasing candidate registrations for this subject, 

although one also has to take into consideration the unique circumstances this year, which has led to the 

Main session being moved from May to September. Out of the 567 registered candidates, 103 were 

Absentees (18.2%). 

Table 1 shows the distribution of grades for the Special September Session 2020 of the examination 

GRADE A B C D E F ABS TOTAL 

NUMBER 42 86 133 87 58 58 103 567 

% OF TOTAL 7.4 15.2 23.5 15.3 10.2 10.2 18.2 100 

Table 1: Distribution of grades for Intermediate Marketing, Special September Session 2020 

 

B. GENERAL REMARKS 
Overall, candidates were well aware of basic marketing concepts, such as the 7Ps as well as marketing 

segmentation.  

The examiners noted that whilst there was a fair percentage of candidates who demonstrated the expected 

level of marketing knowledge and comprehension, other candidates found difficulty in answering complex 

concepts, such as those relating to market offerings and marketing management orientations.  

Overall, there was also an evident lack of use and application of Marketing terminology. In section B, many 

candidates failed to obtain marks related to application of marketing theory, as most candidates focused on 

the exclusive use of social media as a promotional tool and omitted other valid methods. In view of this, 

candidates are encouraged to not only memorise particular concepts but also understand them and their 

application, by providing relevant real-world examples.  

 

C. COMMENTS ON SECTION A AND SECTION B 

Section A 

Question 1  

Many candidates provided the correct definition of market offerings as required within this question 

however, few candidates succeeded in providing appropriate examples. The average score for this question 

was 2.09 out of 4 (Median 2, SD 1.5). 

Question 2  

Most candidates did well in this question and correctly listed the four different characteristics of services. 

The average mark was 2.78/4 or 70% (Median 3, SD 1.4). 
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Question 3  

In this question, candidates were required to list the four marketing management orientations and identify 

two reasons why it is important to identify such marketing management orientation. Most candidates did 

well in this question. The average mark was 4.02/6 (Median 5, SD 2.1). 

Question 4  

Question 4 tested candidates on market segmentation. Candidates were also expected to explain two of the 

benefits of market segmentation in consumer markets. Whilst most candidates provided a suitable definition 

of market segmentation and obtained full marks for the first part of the question, many candidates 

mentioned benefits that were too generic. The average score for this question was 3/4 (Median 3, SD 1.2). 

Question 5 

In this question, candidates were required to list four advantages of online data collection in relation to 

primary research. Candidates performed well in this section however, answers lacked the correct 

terminology. The average mark for this question was 3.1/4 (Median 3.3, SD 1.0). 

Question 6  

Candidates found this question most challenging with an average score of 2.42/6 or 40% (median 2, SD 2.4). 

Many candidates answered this question incorrectly and mentioned unrelated aspects of price and pricing, 

such as price elasticity of demand.  

Question 7  

This question tested candidates on one of the fundamental elements of marketing, the 7Ps. Most candidates 

obtained full marks in this question. The average score was 5.6/6 (Median 6, SD 1.0). 

Question 8 

In this question, candidates were asked to list the two types of direct marketing, as well as two associated 

benefits. Most candidates answered the first part of the question correctly however, a good proportion of 

candidates focused on  generic benefits, such as customer satisfaction, rather than benefits that were more 

specific to direct marketing. Average score for this question was 3.45/6 (Median 4, SD 2.1). 

Section B 

All questions in this section are out of 30 marks. Question 10 was the most popular and was chosen by 366 

candidates (79% of candidates who sat for the exam). Question 9 and Question 11 were chosen by 262 

candidates (56%) and 300 candidates (65%) respectively. Question 11 obtained the highest average mark in 

Section B (18.7/30; Median 20, SD 5.6). 

Question 9 

A total of 262 candidates attempted this question obtaining an average score of 17.7 out of 30 or 59% 

(Median 19, SD 6.1). The average mark of 17.7 was the lowest average mark obtained in Section B. 

In part 9a candidates had to list the six elements of a company’s marketing microenvironment, and most 

candidates answered this part correctly. 
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Part 9b required candidates to discuss why it is critical to track the elements of a company’s 

microenvironment. The majority of candidates failed to give a correct answer to this question and to discuss 

these points in depth. 

Part 9c asked candidates to apply two technological forces from the macroenvironment to a sports clothing 

company. Most responses provided were correct. 

Part 9d required candidates to list and discuss trends from the natural environment that are of interest to 

the same sports clothing company. Candidates found difficulty in identifying trends in the natural 

environment and often confused the term with other environments. Most answers were lacking in 

technicality and the use of correct terms.  

Question 10 

Question 10 was the most popular question in section B with 366 attempts. The average score for this 

question was 18.21/30 or 61% (Median 20, SD 6.7). 

Most candidates obtained full marks in part 10a, which asked for a definition of consumer buying behaviour.  

Part 10b required candidates to discuss four factors influencing consumer behaviour, in the context of a 

company selling organic food. Most candidates answered correctly, however marks were lost when 

discussing the application of these factors, as answers lacked depth and relevance. 

In part 10c, the majority of candidates correctly identified the five stages of the consumer buyer decision 

process, however most candidates struggled to discuss how customers go through this process in suitable 

depth. 

Question 11 

A total of 300 candidates attempted this question, for an average score of 18.7 out of 30, or 62% (Median 

20, SD 5.6).  

In part 11a, candidates were required to list the stage of the product life cycle. The majority of the candidates 

answered this question correctly. 

Few candidates managed to provide the full correct diagram of the sales and profits over the product’s life 

cycle that was required in part 11b. Some candidates confused sales and profits or swapped profit with time. 

In part 11c, most candidates failed to provide a comprehensive answer that spanned product, price, 

distribution, advertising and sales promotion. Many responses focused on the refurbishment of the hotel 

and the introduction of a restaurant and spa. Some answers included promotion, particularly social media 

and a few responses discussed price and distribution.  
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D. CONCLUDING COMMENTS 
 
Candidates are strongly encouraged to move away from a sole focus of learning definitions and concepts by 

heart. Candidates are encouraged to explore the thinking that underpins such theories, as this is a 

fundamental step in being able to relate theories to the world around us, and critically appraise situations 

and scenarios. When this process is successful, candidates demonstrate adaptability, flexibility and skills that 

are especially important in today’s complex and dynamic business environment. 

Additionally, although social media has become an essential communication medium in today’s world, both 

for consumers and organisations, it is important for candidates to understand the importance of other 

equally effective, marketing channels. 

 

Chairperson 
Examination Panel 2020 


