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A. STATISTICAL INFORMATION 

The total number of candidates who registered to sit for Intermediate Marketing was 350, which is 12.5% 

more candidates than in 2018. This confirms a trend of increasing candidate registrations for this subject. 

GRADE A B C D E F ABS TOTAL 

NUMBER 29 55 81 43 36 31 75 350 

% OF TOTAL 8.3 15.7 23.1 12.3 10.3 8.9 21.4 100 

Table 1: Distribution of grades for Intermediate Marketing, First Session 2019 

B. GENERAL REMARKS 

Overall the students did well and showed appropriate knowledge and comprehension in their answers.  

 The examiners are concerned by the struggle, of a good percentage of candidates, to go beyond memorising 

and reproducing the textbook. These candidates get full marks for questions that require memorising 

concepts e.g. “List x” or “Define y” but are stuck if asked to apply the principles by debating, differentiating, 

appraising or examining the respective concepts.  Candidates are encouraged to not only memorize the 

principles but also understand them and their application.  

High-performing students excel in application and analysis. 

C. COMMENTS ON SECTION A AND SECTION B 

Section A 

Question 1  

Most of the candidates did relatively well in this question with an average score of 2.7/4 (Median 3, SD 1.4) 

Marks were lost because the candidates mixed primary research with secondary research or did not provide 

a clear answer that justifies the assigned marks. 

Question 2  

In this question the candidates were asked to briefly explain customer satisfaction and mention two 

associated benefits. While most students did very well in this question, average score 3.4/4 (Median 34, SD 

0.8), some candidates provided an incorrect answer.  In some cases, candidates wrote down random points 

about what they thought that customer satisfaction is rather than what the theory states; this often results 

in key aspects being left out. 

 

Question3  

Most candidates obtained full marks in this question. The average mark was 3.6/4 or 91% (Median 4, SD 0.8).  

 

Question 4  

In Question 4 the candidates were asked to list the six actors of the micro environment close to the company 

that affect its ability to serve its customers. The average score for this question was 4.4 out of 6 (Median 5, 

SD 2.1). A few candidates did not answer this question or listed less than 6 items. 
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Question 5 

Question 5 expected the candidates to ‘briefly explain’ one strength and one weakness of data collection 

using the telephone as a method of contact. However, some responses simply listed the two items rather 

than explained. Other responses were more than a page long to answer the question, even though the 

question asked for a brief explanation. Future candidates are encouraged to take note of the instructions 

that are associated to the question and take this into consideration when evaluating the detail that the 

question affords. Average score for this question was 3.1/4 (Median 4, SD 1.1) 

 

Question 6  

The candidates found this question the most challenging, with an average score of 2.8/5 (median 3, SD 1.7) 

or 55% 

 

Question 7  

Question 7 asked the candidates to briefly define undifferentiated (mass) marketing. In this case, some 

candidates focused on mass production rather than marketing. Average 2.2/4 (Median 2, SD 1.6) 

 

Question 8 

Question 8 investigated the candidates’ knowledge on characteristics of a service., Average score 2.7/4 

(Median 4, SD 1.6) 

Question 9  

 Candidates were expected to list and briefly describe the stages of the product life cycle. In this case marks 

were lost either because the candidate did not know one or more of the stages or were not able to describe 

them appropriately. Some candidates supported their explanation with a related diagram. Average 3.7/5 

(Median 4, SD 1.6) 

 

Section B 

All marks in this section are out of 30 marks. Most candidates opted to respond to question 10 and 11 with 

212 and 261 candidates respectively, while 69 candidates selected question 12. 

 

Question 10  

212 candidates attempted this question with an average score of 16.5/30 or 55% (Median 17, SD 7.7) 

In question 10a candidates had to explain what direct marketing is. Some lost marks because they confused 

direct marketing with advertising and/or promotional tools. 

10c carried 15 marks. Some candidates struggled with answering this question with responses often lacking 

sufficient depth and analysis to merit the allotted marks.  

Candidates are encouraged to go beyond memorising lists and be able to apply the marketing concepts. 
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Question 11  

Question 11 was the most popular question in section B with 261 attempts. It was also the question with the 

highest average score 20.3/30 or 67% (Median 22, SD 7.1) 

In part a, some candidates attempted to explain the stages of the consumer buyer decision process without 

actually mentioning the stages thus opting for a mere discussion from a general knowledge perspective.  

In part b, most candidates did very well. As earlier noted, some candidates seem to struggle on the 

application of marketing concepts. A few candidates demonstrated a broader knowledge other than the 

textbook.  

 

Question 12  

Few candidates attempted this question. (n=69) Most of the candidates who answered this question did 

well, with a median of 20/30. Interestingly, there is a significant relationship between the students who 

selected this question and those who performed well overall in the exam.  

D. CONCLUDING COMMENTS 

Although quality is more important than quantity, there are cases where a good degree of quality 

necessitates length and depth.  At times some candidates wrote short answers that lacked depth, and this 

made it difficult for them to build a solid argument offering an exposition of the train of thought. 

 

In general, candidates tend to do well when asked to remember textbook cases but seem to struggle with 

applying and analysing marketing principles and practices. On the other hand, candidates who go beyond 

memorising the textbook and are able to analyse and apply marketing principles in context, tend to perform 

very well. Section B offers the opportunity to demonstrate these skills. 
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