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Section B

Q4 (d)

Level descriptors

Marks
0-8

e No knowledge or understanding of relevant issues, concepts
0 and theories.
e No use of appropriate terminology.

e Little knowledge and understanding of relevant issues,
concepts and theories.

1-2 e Little use of appropriate terminology.

e No evidence of judgments and/or conclusions.

e No reference is made to the information in the case study.

e A description with some knowledge and/or understanding of
relevant issues, concepts and theories.

e Some use of appropriate terminology.

34 e No evidence of judgments and/or conclusions.

e Some reference is made to the information in the case study,
not just to the name of the organization.

e The response is mainly theoretical.

e A response with relevant knowledge and understanding of
relevant issues, concepts and theories.

e A response that uses relevant and appropriate terminology.

5-6 e Evidence of judgments and/or conclusions that are little
more than unsubstantiated statements that has balanced
analysis and demonstrates understanding.

e Explicit references to the information in the case study are
made at places in the response.

e A response with accurate, specific, well-detailed knowledge
and understanding of relevant issues, concepts and theories.

e A response that uses appropriate terminology competently

7-8 throughout the response.

e A response that includes judgments and/or conclusions that
is well supported and underpinned by a balanced analysis.

e Explicit references to the information in the case study are
made throughout the response.
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SECTION A

(a) Define the following terms:

@

product life cycle (line 32)

Product life cycle refers to the fact that any new product, once
commercialized (i.e. first launched on the market) progresses through a
sequence of stages conventionally called “introduction”, ‘“growth”,
“maturity” and “decline”. The product life cycle (often abbreviated as PLC)
is mainly associated with changes in marketing (as the marketing strategy
needs to adapt according to the stage).

Product sales

Introduction Growth ~ Maturity Decline

Candidates may include a figure showing a product life cycle (with the
named stages); this can enable them to score [2 marks] but this is not
required.

Candidates are not expected to word their definition exactly as above.

Award [I mark] for a basic definition that conveys partial knowledge and
understanding.

Award [2 marks] for a full, clear definition that conveys knowledge and
understanding similar to the answer above. Key concept: sequential stages.

For only a relevant: example or application to the case study award
[1 mark].

[2 marks]



-6- M10/3/BUSMT/SP1/ENG/TZ0/XX/M

(i) brand loyalty (line 51). [2 marks]

Brand loyalty refers to consumers’ commitment to purchase products from a
particular brand (literally, it means “fidelity”, “allegiance”, “faithfulness” to
one brand and not to its competitors). The central idea is that of
repurchasing. Brand loyalty is often regarded as the ultimate goal of

marketing.

Candidates are not expected to word their definition exactly as above.

Award [1 mark] for a basic definition that conveys partial knowledge and
understanding.

Award [2 marks] for a full, clear definition that conveys knowledge and
understanding similar to the answer above. Key concept: repurchasing.

For only a relevant: example or application to the case study award
[1 mark].



-7 M10/3/BUSMT/SP1/ENG/TZ0/XX/M

(b) With reference to N-Pharma and its new drug Pharmatics, distinguish
between “above the line and below the line promotion” (line 45). [4 marks]

Above the line (ATL) promotion refers to advertising a brand (N-Pharma, in this
case) through conventional forms of mass media such as television, radio and
newspaper. To launch its new anti-aging drug Pharmatics, N-Pharma may have
led a national campaign on television, with famous actresses praising the
beneficial effects of Pharmatics to keep their skin smooth and youthful.

Below the line (BTL) promotion refers to advertising through short-term, focused
methods such as direct mail, public relations and sales promotions; for N-Pharma,
it could include discount coupons, sponsorship of health-related events,
point-of-sale displays (e.g. in drug stores) or giving away samples of Pharmatics
through doctors. (Most of the pharmaceutical companies actually do BTL
promotion through doctors, as for a patient, personal advice from a doctor may
hold more value than commercial advertisements.)

NB: “Direct to Consumer” (DTC) advertising is only permitted in some
countries. Candidates should not be penalized if they do not discuss TV adverts.

Accept any other relevant answer.

[1 mark]
The answer shows some confused or limited understanding of the difference
between ATL and BTL promotion.

[2 marks]
The two concepts are understood, but they are not clearly defined or not applied
to the case study.

[3 marks]
The two types of promotion are presented and the distinction is clear; one type of
promotion (ATL or BTL) is well illustrated but the other is not.

[4 marks]

The two types of promotion are well presented and the distinction is clear;
ATL and BTL are defined as two advertising strategies and the distinction
between them is clearly illustrated.
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