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A. STATISTICAL INFORMATION 

The total number of candidates who registered to sit for Advanced Level Marketing was 494, which is 67 

(15.7%) candidates more than in 2018. This confirms a trend of increasing candidate registrations for this 

subject.  

GRADE A B C D E F ABS TOTAL 

NUMBER 24 65 125 50 50 75 105 494 

% OF TOTAL 4.9 13.2 25.3 10.1 10.1 15.2 21.3 100 

Table 1: Distribution of grades for Advanced Level Marketing 2019 First Session  

B. GENERAL REMARKS 

Overall, candidates fared well – scoring an average mark of 105.6 (over a maximum of 200, median score = 

110, standard deviation = 31.0).  In answering Paper, I, candidates obtained an average mark of 57.9% 

(median = 60, standard deviation = 18.9), whereas in answering Paper II, candidates obtained an average 

mark of 48.5 (median = 48, standard deviation = 15.5). 

Observations emerging from the marking of scripts suggest three important issues that future candidates 

need to address in preparing for future Advanced Level Marketing examinations. 

1. Candidates need to devote more effort and focus on content and knowledge. Scripts marked often 

suggested that candidates were unable to discuss terms and concepts correctly.  A proportion of 

answers  also demonstrated a complete unawareness of certain topics in the syllabus. 

2. Candidates need to invoke more imagination and creativity in applying theory to practice (often in 

the form of case studies) or interpreting theory from practice (again from case studies). Most scripts 

are devoid of the use of examples that may well illustrate a candidate’s understanding of a concept 

or an argument. For instance, a proportion of candidates were seemingly unaware that the same four 

stages of a product life cycle (introduction, growth, maturity and decline) are common to brand life 

cycles. Another proportion of candidates could not argue that product life cycles may not be in 

synchrony with brand life cycles (for instance some brands may be in decline stage being taken over 

by better marketed new brands while the product may be still in a growth stage of its life cycle). Yet 

this evidence was provided to them in the case study (Paper II). 

3. Candidates need to devote more effort in managing time under examination conditions. The 

prevalence of incomplete answers particularly when addressing essay type of questions suggests that 

candidates struggle to manage.  

C. COMMENTS ON PAPER I AND PAPER II 

Paper I 

Section A 

Question 1 (maximum mark: 6) 

Average mark = 4.5, median = 5 

A total of 365 candidates tried to distinguish between convenience and shopping products. Most candidates 

could not distinguish correctly between the two because they did not know what a shopping product is.  
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Question 2 (maximum mark:  6) 

Average mark = 4.3, median = 5 

Most of the 388 candidates who attempted this question could correctly distinguish between the product 

and the production concept.  However, a proportion of these candidates could not relate the need for 

continuous product improvements in the product concept or the need for continued improvements in 

production and distribution efficiency in the production concept.  

Question 3 (maximum mark:  4) 

Average mark = 2.9, median = 3 

A total of 388 candidates tried to explain what an internal database is. Most candidates could relate to an 

electronic system that is a collection of consumer and market information obtained from data sources within 

an organization’s network.  However, a proportion of candidates could not relate to the functions of such a 

system (i.e. to help marketing managers identify opportunities and problems, plan programmes and evaluate 

marketing performance). 

Question 4 (maximum mark: 6) 

Average mark = 2.9, median = 3 

Most of the 388 candidates who attempted to answer this question could relate to one or two of the 

decisions correctly. Most candidates could mention the sample size and the sampling procedure, while fewer 

candidates related to the sampling unit. 

Question 5 (maximum mark:  6) 

Average mark = 3.7, median = 4 

The 388 candidates who attempted this question needed to briefly describe three participants in the 

business buying process. Most candidates mentioned three participants correctly (most often relating to 

users, influencers and deciders) but could not delve into sufficient description (e.g. users are the individuals 

who would actually use the purchased product or service). 

Question 6 (maximum mark:  4) 

Average mark = 2.4, median = 3 

Most of the 388 candidates who attempted this question could define correctly product positioning as to 

how products occupy a position in consumers’ minds relative to competing offers. A very small minority 

could also offer an example of variables that define such positioning (e.g. price vs quality). 

Question 7 (maximum mark: 4) 

Average mark = 2.0, median = 3 

A good proportion of the 388 candidates who attempted this question could correctly define marketing 

logistics as the physical distribution system, but only a minority could mention the activities involved in this 

system – planning, implementing and controlling the physical flow of goods, services and relating 

information from points of origin to points of consumption to meet customer requirements at a profit.  
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Question 8 (maximum mark: 4) 

Average mark = 1.8, median = 2 

A small minority of the 388 candidates who attempted this question could mention correctly four tools used 

by public relations professionals. The majority of candidates either opted to mention tools that do not form 

part of the public relations arsenal or left two (or three) tools out from their answer.  

Question 9 (maximum mark: 6) 

Average mark = 3.2, median = 3 

A minority of the 388 candidates could manage to answer in full this question by relating the three benefits 

of direct marketing to buyers, such as convenience, ease, privacy, access to large range of products and 

comparative information, customised information and so on. A proportion of candidates erroneously related 

to the benefits of direct marketing to marketers. 

Question 10 (maximum mark: 4) 

Average mark = 2.7, median = 3 

Most of the 388 candidates who attempted this question could correctly mention four types of retail stores.   

 

Section B 

All questions in this section carried a maximum of 25 marks. Candidates were asked to answer two questions 

from a total of three. 

Question 11 

Average mark = 14.9, median = 16 

A total of 326 candidates attempted this two-part question. In the first part, most candidates could briefly 

describe two or three variables that can be used to segment consumer markets (most popular answers 

related to geographic, demographic and psychographic, often leaving out behavioural variables). In the 

second part, most candidates could apply the geographical and demographic variables to the example 

offered in the question, but failed to be convincing when dealing with behavioural and psychographic 

variables’ application. A significant proportion did not even attempt to discuss how marketers can segment 

the example organisation’s market using behavioural or psychographic variables. Most candidates offered 

scant discussion and lacked examples to illustrate their answer. 

Question 12 

Average mark = 13.4, median = 16 

This was the least popular question in this section, with only 172 candidates attempting to discuss the 

different product mix pricing strategies. Most candidates could mention three or four types of product mix 

pricing strategies out of a total of five. Few candidates could start their answer by relating to an 

organization’s need to maximize profits through a pricing strategy.  

 



Examiners’ Report (2019): AM Marketing 

Page 6 of 8 

 

Question 13 

Average mark = 13.2, median = 13 

A total of 276 candidates attempted this two-part question. Most candidates could aptly describe what a 

non-profit organisation is. Most candidates could also correctly indicate that non-profit organizations need 

marketing as a means to attract membership and support. However, few candidates could offer a convincing 

argument and relate to the use of market research, the adoption of targeting and positioning of the 

implementation of the marketing mix and the use of promotion. Discussions were typically scant and 

virtually devoid of examples. 

 

Paper II 

Section A: Case Study:  Levi Strauss – An Iconic Brand 

Question 1 (maximum mark: 5) 

Average mark = 3.0, median = 3 

Most of the 379 candidates who attempted this question could discuss that a brand has distinct 

characteristics and a clear identity that differentiate it from its competition. A proportion could relate to the 

association between brands and specific attributes, while a minority could mention that a brand must stand 

for something, a promise. 

Question 2 (maximum mark:  5) 

Average mark = 2.6, median = 3 

The 386 candidates who attempted this question were expected to analyse the case study by discussing the 

brand’s heritage (one of the oldest firms in the United States). Few of the candidates could relate to the 

heritage aspect, but rarely did they talk about the innovation that gave the brand its distinctive 

characteristic. 

Question 3 (maximum mark: 9) 

Average mark = 4.0, median = 4 

All 386 candidates who attempted to answer this question were expected to relate to the case study material 

and point at the five factors that led to Levi’s decline in sales over the years. Most students offered a scant 

indication of two or three of these factors, but very rarely could point to four of these factors correctly. 

Question 4 (maximum mark: 8) 

Average mark = 3.7, median = 4 

The 385 candidates who attempted this question were required to distinguish between the product and the 

brand lifecycles (introduction, growth, maturity and decline).  Most candidates gave a correct description of 

the stages for the product life cycle but could not argue that the same stages related to brands from a brand 

management perspective.  Nor could most candidates say that a brand of denim like Levi’s may be at a 

different stage in its brand life cycle compared to the product life cycle for denim (or the asynchrony between 

the different brands’ life cycle stages in a product market that is marked by its own product life cycle). 
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Question 5 (maximum mark: 3) 

Average mark = 0.8, median = 0 

Few of the 385 candidates who attempted this question could point that Levi’s brand is currently in its 

maturity stage considering the indications from the case study. 

Question 6 (maximum mark: 16) 

Average mark = 7.4, median = 7 

Most of the 386 candidates who attempted this question could draw from the case study material and argue 

that Levi’s had revamped women’s denim line in response to emerging athleisure wear (and resulting decline 

in Levi’s business). This strategy involved the employment of new fabric technologies that rendered denim 

to stretch and recover to its original shape rather than remain baggy around the knees. Few candidates could 

also point the Levi’s tried to find a balance between highlighting heritage and being contemporary in its 

communications (such as the use of the iconic trucker jacket). A rare answer also related to how Levis’ 

partnered with Google to create a wearable technology version to access mobile phones through the jacket’s 

sleeve.  

Question 7 (maximum mark: 4) 

Average mark = 0.7, median = 0 

Of the 384 candidates who attempted this question could not relate correctly to brand rejuvenation. 

 

 

Section B 

All questions in this section carried a maximum of 25 marks.  Candidates were asked to answer two questions 

from a total of three. 

Question 1 

Average mark = 13.0, median = 13 

A total of 290 candidates attempted this question about forces impacting on new product development and 

apply theory to the case of the domestic car market. Most answers could only offer a very short summary of 

what could have been a better argued response.  In most cases, candidates related to the meaning of 

technology and its impact on the development of more efficient, intelligent, safer and comfortable cars. 

Some candidates could also relate to the impact of consumer lifestyles leading to more practical, easier to 

drive/park vehicles. Other candidates pointed (correctly) to the impact of the natural environment and 

development less polluting vehicles using hybrid or electric engines, while a small number of candidates 

could point at the impact of government legislation in the form of incentives that drive manufacturers to 

invest in hybrid or electric engine development as well as incentives for consumers to choose such engines 

as opposed to traditional fossil fuel dependent cars. Most answers were also devoid of examples from the 

real world. 
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Question 2 

Average mark = 13.6, median = 14 

A total of 237 candidates attempted to discuss the functions of packaging by relating to the beverage sector. 

Most candidates could mention virtually all of the primary functions of packaging (i.e. holding and protecting 

the product as well as being a marketing tool with obvious communication functions such as standing out of 

the clutter on shelves, attracting buyers, brand recognition, communication of brand positioning, helping 

close a sale and promoting the product). Very few answers offered practical (and logical) examples to 

substantiate their argument. 

Question 3 

Average mark = 13.8, median = 15 

Most of the 237 candidates who attempted this question could mention all elements of the service 

marketing mix (product, price, place, promotion, people, process, physical evidence), as well as offer a brief 

description of each. However, the application of these elements (a new cafeteria) remained very scant and 

devoid of the use of examples. Most answers were exceedingly brief and offered nothing more than mention 

of the service marketing mix elements. 

D. CONCLUDING COMMENTS 

The majority of candidates still find it difficult to reason and apply theory to practice when faced with real-

life case organizations. More importantly, few are the responses which demonstrate imagination and 

creativity when invoking real life examples to illustrate the reasoning within the argument.   

 

 

Chairperson 

Examination Panel 2019  


