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The following materials have been produced to exemplify possible approaches to the
marking of the GCE in Applied Business Advanced Subsidiary Specification

Unit 1: Creating a marketing proposal. These materials not only include the evidence
that has been produced by candidates but also a series of assessor and moderator
comments down the side of the candidate’s work, pointing out strengths and
weaknesses in the evidence that has been produced. At the end of each assessment
objective there has been an attempt to place the evidence within a certain Mark Band
as well as deciding on the final mark that would be awarded. This decision in each
case is supported by a moderator rational for the Band and mark given.

These materials should be read in conjunction with the Assessment Evidence Grid in
the unit specification, which sets out the evidence required and the details of each of

the Mark Bands.

What follows are snapshots of two candidates’ work — assessment objective one
covered by Ben and assessment objectives two, three and four covered by Jane.

Task 1 Model Answer
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In order to grow and maintain competitive edge all
businesses must set themselves aims and objectives.

Aims outline what the business intends to achieve over a set
period of time, often a year. Company objectives identify
priorities for the organisation. They take account of external
climate and the state of the business. A businesses
marketing strategy should contribute to the achievement of
these objectives.

Objectives state how the business is going to achieve its
aims. A business will set itself general aims and objectives.
For example to increase profit by 4% over the next twelve
months. In order to achieve this general aim it will have to
be broken down into objectives. The objectives will clearly
outline how the business will set about increasing profit by
4%. An objective could be develop a marketing campaign
for the months of April-June in order to stimulate an increase
in demand throughout the summer months.

Ben has produced a
general and concise
introduction to aims and
objectives as an
introduction to the
assessment objective.

8-- #--@(>-)+,%B)
Concise evidence is
required. Encourage
candidates to save time
and effort and focus on
the assessment
requirements. Irrelevant
and superfluous material
will not increase their
marks.

© OCR 2005) Exemplar Materials)
Unit 1: Creating a Marketing Proposal

Oxford, Cambridge and RSA Examinations GCE in Applied Business

-)

Teacher Support Materials



Marketing Objectives
)
A business will draw up a long term strategic plan. This will
contain all its aims and objectives for the future. Each
individual department will then be responsible for helping
achieve the wider objectives of the business.

Therefore Marketing objectives are the objectives that have
been allocated to the marketing department in order to
achieve the general aims of the business.

Henry Windsor College

Is a successful sixth form college based in the East of
England. It has an excellent examination record and
recently gained Beacon Status. Within its catchment area
they are in competition with six other colleges. This means
that it cannot afford to sit back on its laurels.

It is the job of the marketing department to ensure that the
college recruits the allocated number of students each year.
To achieve this it is responsible for ensuring that the
marketing literature produced is suitable for audience and
that it distributed to the correct people.

The marketing department’s aims and objectives are
outlined below:
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In order to achieve these two aims the marketing
department has allocated a member of staff to directly
liaise with each school.

Students have also been invited to spend a special
day within the college during June in order to become
more familiar with the surroundings.

A member of staff from the marketing department has

also been into the two schools supporting their own
careers staff and offering advice to the students.
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The marketing department liaise with the individual

Ben has provided a basic
introduction to marketing
aims and objectives.

N N N N N

Ben has provided an
introduction to the
selected business and
has established a
vocational context.

)
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Concise and to the point
again. The complete
history of a business is
not required. Candidates
should focus instead on
context setting.

Ben has made a basic
identification of the aims
and objectives of his
selected business (see
emboldened text).
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Ben has started to
explain the aims and
objectives of his selected
business. The evidence
demonstrates a sound
understanding of how
aims and objectives link
to the work the marketing
department is required to
undertake.

Evidence at times does
not demonstrate a clear
and comprehensive
understanding of
marketing objectives in
order to achieve Mark
Band 3 as it could have
been enhanced and
further developed.
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schools and become involved in their careers events
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The marketing department is responsible for creating
high profile open evenings in October, November
and March. These give the opportunity for all
potential students to come and visit the college.
These open evening will help convert interested
students into enrolled students.
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The marketing department is currently working with
the local press to ensure that all achievements in the
college receive adequate press coverage.

Departments working together
)
Organisations are broken down into different departments to
help them run smoothly. It also enables jobs to be
undertaken by specialist people. No one department can
run in isolation each is dependent upon the other.

The Marketing department is no exception. In order to
illustrate this interlinkage | am going to discuss how the
marketing department would organise a major open evening
and the other departments they would need to liaise with in
order to achieve their aim of ‘running a high profile, well
attended, and informative open evening’.

Stage One — When?

The $'(A#+,=0) Q#%'(+$#=+would meet with the senior
management team of the college to decide the date of this
meeting. ND$'=) (#-@D(C#-would also be consulted to
check that sufficient personnel would be available to work on
the chosen night — this would include caretakers,
administrative staff, security guards.

Stage Two — Finance

ND$'=) 2#-@D(C#- will be required to consult members of
staff who are not normally contracted to work evenings.
They may need extra payment. This will have to be cleared
with the F,="=C#)Q#%'(+$#=+U)

)
The F,='=C#)Q#%'(+$#=+will allocate the $'(A#+,=0)

8-- #--@(>-)+,%B)

In order to achieve * ' (A)
. ' =QP you will need an
excellent vocational link
with an appropriate
business and its
marketing department.

Ben has provided a basic
introduction into the topic
area. Again concise and
to the point.

Ben has provided a basic
identification of how
functional areas support
the marketing function.

“(A) '=Q) .)
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Q#%'(+$#=+the budget available for the press releases,
brochures to be printed etc.

Stage Three — Production of Materials for the Evening

The $' (A#4=0 Q4% (¥ #=+ will have to liaise with
(#%(@O('%I,C-to sort out the dates by which materials need
to be received in order to advertise the event and also to
have materials ready on the day.

Stage Four — Preparation for the evening

The $'(A#+,=0) Q#%'(+$#=+ will have to liaise with all staff
involved in the event. This will involve letting them know
what they are expected to do, how many people are
expected to attend and where everybody is located within
the building.

Stage Five Evaluation

The $'( A#+,=0) Q#%'(+$#=+) will have prepared a
questionnaire that will be handed out to people who attend
the event. The questionnaire will be handed out by members
of the 'Q$,=,-+(+,@=) Q#%'(##=+ who meet and greet
potential new students and their parents at the entrances to
the college. This will give them information concerning the
success of the event. The questionnaire will identify how,
and where the respondent heard about the evening and also
what they thought of the evening.

The $'(A#+,=0) Q#%'(+$#=+ will then turn this into statistical
data which will be shared with the senior management team
in order to inform decisions in the future.

This information will also help the $'(A#+,=0) Q#%'(+$#=+
measure their success and see if they met one of their aims
and objectives which was to increase the number of people
who attend open evenings by 8%

From the above example you can see that if all the
departments did not pull together the marketing department
would find it very difficult to organise a success open
evening.

What if Scenarios

If the finance department failed to give marketing sufficient
funds to advertise the event effectively the consequences
would be that fewer people would be aware of the event and
therefore this could convert to less students enrolling in the
future.

If reprographics failed to produce the promotional materials

Ben has used numerous
examples to explain the
linkage between the
departments. This level
of coverage would be
considered to be a sound
understanding of the topic
area. Organisation of
material is sound which
clearly helps the cohesion
and flow of material.

*(A) =Q) 7)
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In order to evidence this
easily, encourage
candidates to take a task
that the marketing
department might
undertake and consider
all the departments they
might work with in order

to complete the
designated task.

What if scenarios have
allowed Ben to look at
both sides of the issue
resulting in evidence that
could be considered to
display both breath and
depth. Ben has clearly
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on time people might not know the event is taking place. If

the information brochures were not available in college on

the night prospective students might not get sufficient

information to make informed choices about the courses
they want to do in the future.

When a business sells products rather than a service the
inter-relationship between marketing and other functional
areas might be slightly different. For example if we take
Tescos the support might be as follows

)
W,='=C#)4#%' (+$#=+))
Allocates Marketing Department a budget

* ' (A#H=0)A#% (46 #=H))
Undertakes market research to establish demand
Advertises and promotes products

9'&#-) 4#% (+$H=+)
Notified of the products that customers are demanding —
established through market research
Informed of products about to be promoted — increase
demand expected

X(@QDC+,@9) 4,-+(,ED+,@A#%'(+$#=+)
Informed of the products that are about to be promoted so
that supplies can be guaranteed.

Informed of products that are felt to be most popular

The Marketing departments main aim is to establish
customer trends and then promote the products that are
most likely to make a profit. The department requires
sufficient money from finance in order to do this. Having
established customer trends and potential demand this
information is then passed on to the sales department. If
they fail to respond to this information then the work of the
marketing has been wasted. However, if they follow this
through by ordering the correct items customers needs will
be met and therefore profit levels maintained. If production
and distribution fail to produce the goods at the required
time sales opportunities will be lost.

shown the ability to
understand the
interaction between a
number of different
concepts and ideas.

This has moved the level
of attainment into Mark
Band 3 as Ben has
developed a clear and
comprehensive
understanding of the role
functional areas can play
in supporting marketing
activity.

“(A) 7=Q) P)

This flow diagram is a
basic identification of the
role functional areas can
play in supporting
marketing activity.

In isolation this flow
diagram would achieve
*(A) '=A) L)
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Sometimes a flow
diagram is a good way to
start evidence.
Remember, however, it
will need development to
move it into the higher
mark bands.

A concise conclusion.

)
The Marketing Mix
) Identification of the
The marketing mix consists of the four Ps marketing mix by Ben.
e Product *(A) '=Q) .)
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e Price
e Place
e Promotion

Each part of the marketing mix has to be correct in order for
a product or service to sell successfully. Each part of the
mix needs to with each other. A brilliant new product priced
at too high a price will not sell. A successful mix will
produce customer satisfaction.

In most cases each part of the mix is not equal. The most
important ingredient is the product.

Product
)
The product is something that is offered to the market. A
product could be:

e agood - eg mobile telephone
a service — a dentist
a place — tourist destination
a person — a famous person — eg David Beckham

Businesses will need a different marketing strategy to sell a
mobile phone than a holiday to Crete for two weeks. For the
mobile phone design and performance are more likely to be
important to the customer.

Good marketing means developing products that ‘fit’ the
market. They need to be designed correctly and developed
to keep pace with the every changing market place. In
today’s competitive market place businesses are very
customer driven. This means that they undertake research
in order to develop products that the customer wants.

Price
)
Price plays a major part in the marketing mix. Incorrect
pricing could have the following effects:

e loose customers — if the price is not ‘right’ customers
could buy rival products or services

¢ |oose revenue — if the price is too low the businesses
may not make sufficient profit to survive.

The price that is charged for a product will depend on the
pricing strategy adopted.

Pricing strategies for a new product could include the
following.

Ben has dealt with each
part of the marketing mix
in theory. His evidence is
comprehensive and
demonstrates a thorough
understanding of the
topic. Ben’s evidence
displays both breath and
depth and is clearly
focused with minimal
superfluous material.

Ben will be able to apply
this theory to his own
marketing mix. Ben has
demonstrated a clear and
comprehensive
understanding of the
marketing mix.

“(A) =Q) P)
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Do not just think of this as
a theoretical and abstract
exercise. You will use
this information to create
your own marketing mix
for your chosen product
or service.

M Exemplar Materials)
Unit 1: Creating a Marketing Proposal)

Teacher Support Materials GCE in Applied Business

© OCR 2005

Oxford, Cambridge and RSA Examinations




Skimming involves setting a very high price when the
product is new in the market. A good example of this is
DVD players. The price is lowered gradually and therefore
increasing the number of potential customers.

Penetration pricing involves introducing the product at a low
price to beat the competition and guarantee entry into the
market,

Pricing strategies for an existing product could include the
following

Price leader — the business will set the market price and
competitors will follow.

Price taker — the business will match the market price
Predator — the business will undercut the market.

Once a strategy has been established a business can then
use various tactics. These could include

Loss leaders — certain products are sold at a loss which
encourages buyers into a store where they will buy other
products that will make a profit.

Psychological pricing — prices are set at £1.99 rather than £2
as people think it is cheaper.

Special officers — Buy one get one free (BOGOF). This is
very a common tactic and was used extensively by Boots
through the Christmas period.

Promotion)
)
This is about communication. It involves informing potential
customers about the product or service being offered. The
aim is persuade people to buy the product or service. The
level of promotion used will depend on a number of factors:

e Competitiveness. If the product/service is in a very
competitive market potential consumers will need
reminding of its existence.

e Availability — if the product is in short supply there is
little need to promote it as the business will already
be able to sell all that it can produce.

e How easily the product can be differentiated in the
market — if the differences area obvious to the
customer there may be less need for promotion

e The stage of the product life cycle. A new product will
need a lot of promotional support where as a well
established product may need less promotion.

© OCR 2005) Exemplar Materials)
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The aim of promotion is to be
e informative
e persuasive
e reassuring

Promotion can take many varied formats. The most obvious
one is television, radio and in magazines and newspapers.
However it can also include direct selling and direct
marketing to customers. This is where potential customers
are directly approached and can include telephone calls and
mailshots. Point of sale material is very common especially
in supermarkets which can include free samples and money
off coupons. Incentives include club cars and other loyalty
schemes — Tesco club card, air miles. Public relations
includes sponsorship so that the business promotes a good
image which could encourage potential customers to
purchase their products.

Place
)
This is about availability. It includes the physical place,

availability and timing. The key question facing firms are:

e What are the best outlets for reaching potential
customers?

e How can | convince those outlets to stock my
products?

e What is the most effective way to get my products to
those outlets?

Persuading a retail outlet to stock your product can be quite
a challenge. The store has to take the risk that it might not
sell and is therefore taking up shelf space that could be put
to better use.

In our modern society products are more commonly being
sold over the internet and this has expanded the market
place for many businesses.

When a business has decided where it is going to sell its
product it then has to decide how it is going to get it there.
There are three main channels of distribution.

(1)  Traditional — stock was sold to a wholesaler who then
sold it on to the retailer. This method of distribution is
becoming less common due to superstores and
hypermarkets

(2) Modern — where superstores and large organisations
buy straight from the manufacturer. These large
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businesses then organise their own distribution to
retail outlets.

(3) Direct — sold direct to your own door. This type of
distribution has seen a huge increase due to access
to the internet.

*@QH(+@Q (L @$$#=+)

It is clear that the evidence provided by Ben has been carefully thought out and in the
main displays both breath and depth. Due to the conciseness of the evidence there is
minimal superfluous material. Accurate and appropriate business terminology has
been used throughout and a vocational flavour is very much a feature of Ben’s work.

Ben’s coverage of functional areas and the marketing mix are fully developed and
demonstrate a comprehensive understanding. The weakness in this piece of work was
the coverage of marketing objectives where there is room for further improvement —i.e.
there could have been more depth to Ben’s explanations. As a result Ben would be
awarded * (A)'=Q) P-.7 marks for assessment objective one.

83.)* ' (A): ' =QP (from the Assessment Evidence Grid):

You demonstrate a clear and comprehensive understanding of marketing objectives,
the role functional areas can play in supporting marketing activity and the different
parts of the marketing mix; your evidence displays both breadth and depth.

Z.).7).P.V).J[
The remainder of the exemplar work will focus on the development of a new chocolate
bar for Cadbury’s.
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Task 4 Model Answer (Powerpoint presentation)

| have decided to use both skimming pricing and
competitive pricing. This is because my price is going to
be similar to my competitors, but slightly higher. | have
decided this because my target market is diabetics and
because they are not well catered for in the chocolate
industry. | am going to take advantage of this by slightly
raising my prices.

From the research | carried out | found that people would
be willing to pay between 30 and 50p for a chocolate bar. |
have decided to charge 40p for my product due to this
factor and also due to what my competitors charge.

| have decided not to offer a discount because | feel it
would not be needed as | feel diabetics would try a new
diabetic product.

X(@$@+,@=)

Being a specialist product, my main promotional direction
would be through the various diabetic associations who
produce booklets to help diabetics to control their diet.
These associations would help to promote my product by
mentioning them in their booklets. There are 1.4 million
people in the UK who have been diagnosed with diabetes,
and at least 1 million more have it buy do not yet know.
The number of people with diabetes is escalating in both
the UK and worldwide so there is potentially a big market
out there.

The British Diabetic association produce regular booklets
to keep diabetics up to date on new products. Some
supermarkets have also produced booklets on diabetics
and | would try to get an article put in about my product.
Hospitals have a diabetic clinic which diabetics have to
attend 2-4 times per year and | could promote my products
via leaflets and perhaps even through a vending machine.

There are also websites for diabetics which | could
promote my product one.

=) @A 8--#--@)6@ $ #=+)
X(#- H=+ "',@:)9 o##d ) Comment on speech.
) It appears that Jane’s
X(,C#) presentation in all areas is

applied to her chosen
product — a diabetic
chocolate bar. Despite the
diabetic issue, Jane’s
analysis and interpretation
of her market research is,
in the main, thorough and
comprehensive. As far as
content is concerned, it
provides material for her
presentation. There is very
little general theoretical
evidence with all
information targeted to
Jane’s specific vocational
context.

8-- #--@(>-)+,%B)
Although candidates may
need to draft out their
speech — make sure they
do not read from a script —
use bullet point notes only.
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From research, | have found that most people buy
chocolate bars from Newsagents, Supermarkets and petrol
stations. | am therefore going to sell my product in these. |
am also going to sell my product in vending machines and
in chemists because diabetics have to go in a chemist for
the prescriptions and therefore they may see the chocolate
bar.

| have decided to start off selling my chocolate bar locally
until the product is proven to be a success. | would then
look at the promoting the product nationwide.

95**82")

Upon researching the production and distribution of my
product (chocolate bar) | could see a lot of problems in
competing with large, well established companies and in
order to produce a product that is buyable, | would have to
come up with a new product. After considering this for
some time it appeared to me that there was a niche in the
market for a specialist product. This was the diabetic
market. With this being a specialised market, this would
allow me to produce on a smaller scale until my product
was proven to be a success, before going into mass
production.

As far as | know nobody has used this form of promotion
within this market and | feel there would be great
opportunities within these outlets.

For presentation slides please see separate handout. |
have used the slides to guide me through my speech which
is outlined above.

N N e N N N N N N N N N S N S N
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Make sure that all the
ideas used within the
marketing mix are related
to the results of the primary
and secondary research.
Candidates should back up
their ideas with facts.
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Name of Student: Jane

Date of presentation: 6 November 2005

Product: Launch of new diabetic bar by Cadbury’s

[=+(@QDC+,@=)

Jane started off the presentation by clearly introducing herself
and what the marketing mix actually. She clearly explained
how and why a business would apply the marketing mix in
order to make their product successful in the market place.

X(@QDC+)

Jane gave a clear introduction to new product. She explained
that she did not start off researching the likely success of a
diabetic bar but this idea was borne out of the research she
undertook. She learnt that she would need to find a niche in
the market in order to launch a ‘new product’. Although Jane
was able to state that there are currently 1.4 million diabetics
currently in the UK she had not undertaken any research
which directly linked to the likely success of this type of
product. She could have emphasised the fact that the bar
could be considered to be a healthy option, and related some
of her research more effectively.

X(,C#)

Jane’s ideas on price were based on the research that she
had undertaken. This should have been backed up with
additional research into what producers currently charge of
diabetic products. Are they sold at a premium price due to
their specialist nature and small potential market.

X&'CH#)

Jane had considered a variety of outlets for this new chocolate
bar and made some excellent suggestions. For example she
considered selling the bar in chemists and it was a specialist
item and diabetics would probably be using a chemist to pick
up their prescriptions.

Jane had also considered that the bar could be promoted and
sold through the diabetic association coming up with a good
idea of a specialist vending machine at diabetic clinics.

X(@%@+ @=)

This was again linked to small scale directly aimed at
diabetics. She had considered promotion through the diabetic
association and also through hospital clinics. She had not
considered a major TV launch as she was only aiming at a
small target audience.

Additional witness
comments by assessor on
delivery of speech.

The content of the
presentation was for the
most part non-theoretical
and was applied to Jane’s
particular business context.
The evidence was
sequenced logically in an
appropriate format. One or
two weaknesses have
been identified in my
comments.

There was sound evidence
of professional business
techniques in producing
the presentation which was
in an appropriate format.
Some small problems with
QWC.

Business skills
demonstrated were sound.
The visual aides and other
techniques used to engage
the audience showed a
fithess for purpose.
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Jane’s presentation was very professional she maintained eye
contact with the audience and did not read from a script. The
overall weakness was that it did not directly relate to the
research that she had undertaken.

Signed S Bunce
Date 19 November 2004

*@AH(+@Q (T @$B#=+)

Jane’s presentation was weakened by the fact that her research took her to this idea
but she then failed to extend her research in order to fully support her marketing mix.
This came across in the presentation especially from the questions that were directed
at Jane on the diabetic’s issue. Aside from the diabetic issue Jane’s application of
knowledge and understanding in the majority of cases was linked to research and
analysis that had been carried out at an earlier date although the assessor has
commented on areas of possible improvement in the future (see witness statement).
Jane demonstrated the ability to produce and conduct a professional presentation
using appropriate formats although there were occasional errors of grammar
punctuation and spelling in her handouts. Her presentation skills were sound and
although Jane struggled with some lines of questioning the majority of visual aides and
other techniques used to engage her audience were fit for purpose. Jane for the most
part demonstrated clarity and coherence in her speech with appropriate use of
business terminology.

So overall, a good effort by Jane. Although there were some weaknesses in her
presentation that have been highlighted above and which prevent Jane hitting Mark
Band 3 she still attempted to make use of her wide ranging research and analysis to
create a marketing proposal that would meet the needs of her customers. Jane would
be awarded * ' (A): ' =Q7- T marks for assessment objective two.

837) ' (A): ' =Q. (from the Assessment Evidence Grid):

You apply your marketing proposal to the needs of the customer within the chosen
business context; your presentation skills are sound and the majority of visual aids and
other techniques, used to engage your audience, show a fitness for purpose; you
demonstrate clarity and coherence, with appropriate use of business terminology —
there may be occasional errors of grammar, punctuation and spelling but these are not
intrusive;

)T\)- LD
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Task 3 Model Answer
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Introduction
)
| have undertaken detailed primary and secondary research to
find out what type of chocolate bar | should try and launch.

The results of my research are discussed below.

)
)
Sampling
)
Sampling is the method of selecting your interviewees. There
are a few different methods of sampling and they are:

Random sampling
Stratified sampling
Cluster Sampling
Systematic sampling
Quota sampling.

The method of sampling | have chosen to use is systematic
sampling. In this method of sampling every item is sampled at
random. Items are then selected systematically, for example
every seventh item is chosen until the total number is
achieved.

Having decided on the type of sampling method | would use |
then prepared the following questionnaire. Prior to asking 60
people | tried out the questionnaire. The questions that do not
have a response recorded next to them were withdrawn after
the initial trial as they did not work. | have included the final
results within the questionnaire.

)
)

Jane has briefly
outlined what she
hopes to achieve
through her market
research.

Jane has introduced
the idea of sampling
and her first method of
primary research — a
questionnaire.

8-- #--@(>-)+,%B)
Candidates should
consult the What You
Need To Learn section
of the unit specification
for other appropriate
forms of primary
research.
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Questionnaire

Personal Details
(1) How old are you? Total

0-16 14
17-25 9
26-35 14
36-45 11
45-59 7
60+ 5
(2) Gender

Male 33
Female 27

(3) What is your occupation?

(4) Where do you live

Newcastle 54
Gateshead 6
Sunderland

Other (please specify)

(5) What is your current status?

At school 18
Working full-time 20
Working part-time 15
Unemployed 3
Retired 4
(6) Marital status?

Married 12
Divorced 18
Single 14
In a relationship 16

Product Information

)

(7) Would you be interested in trying a new chocolate bar?
Yes No

(8) How often do you buy chocolate bars?

0-10 times a week 46

11-20 times a week 13

21+ time a week 1

(9) What's your favourite brand of chocolate bar?

Jane has included the
results of her
questionnaires
alongside an example
of the questions used.

8-- #--@(>-)+,%B)
Candidates should be
reminded that they
have the ability to
present their findings in
a number of different
formats. As well as this
approach they could
also include tables,
charts etc. to enhance
the presentation of their
evidence.
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Cadbury 48
Nestle 12
Other (please state)
(10) How much would you be willing to pay for a standard size
bar of chocolate (eg mars bar)?
0-30p 4
30-50p 56
50-70p
70p+
(11) Which of these fillings do you prefer in a chocolate bar?
Toffee 18
Nuts
Fruit
Biscuit 13
Chocolate 17
Other (please specify)
Caramel 12
(12) Where do you usually buy chocolate bars? (tick all that
apply to you)
Newsagents 51
Supermarkets 32
Vending machines 17
Petrol stations 40
Off licence 10
Other (please state)
(13) Where do you currently purchase chocolate?
Newsagents
Supermarkets
Vending machines
Petrol stations
Off licence
(14) What chocolate do you buy now?
Advertising
)
(15) What form of advertising draws your attention most?
TV 38
Radio
Posters
Free Samples 22
Leaflets
Newspaper
Other (please state)
. M Exemplar Materials) © OCR 2005
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(16) What special offers do you prefer?
Buy one get one free (BOGOF) 17
50% extra free 43
Buy two for the price of one

Other (please state)

(17) What is it that attracts you to trying a new chocolate bar?

Price 9

Packaging 2

Recommendation from friends or family 28

Picture of the product on an advert (eg TV advert) 0

Other (please state) Free samples 21

(18) Would you be interested in trying a new

Chocolate bar

Yes 60
No 0

Analysis of Questionnaire Results

Personal Details Section

As you can see from my results | interviewed a wide range of
people. My population consisted of 55% male against 45%
female. This may have distorted the results slightly as
chocolate is often associated with women rather than men.
However, this could give me some ,Q#'-) 'E@D+} | '+)$#=)

?' =+F@($) =#? )CI@C@&'#|V)

The age range | interviewed consisted of 35% below the age of
16, 15% 17-25, 23% 26-35, 19% 36-45, 12% 45-59 and finally
8% 60+. This means that my results cover a whole range of

age groups and has informed me what +I1#-#)Q,FF#(#=+)O(@D%

&@@HAD(¥F)) =#? )CI@QC@&'+##] . My survey was only
conducted locally with 90% of the population living in
Newcastle. The remaining 10% of people came from
Gateshead. | also interviewed a cross section of people when
it came to the current status in terms of work. 30% of my
group were still at school, 33% people worked full time , 25%
part time, 5% were unemployed and finally 7% were
unemployed. These results would give ') ('=0O#) @K),-%@-'E&#
,=C@3%$#P1,Cl) CQD&RF#C#@%&DBHF$'=QU If they are out
of work and do not have much money they might not spend
their money on chocolate. Marital status was also varied. 20%
of the population were married against 30% who were
divorced. 23% people were single and 27% of people were in

Jane has then
performed an initial
interpretation of the
results of her
questionnaire. She has
used percentages as
an analytical tool. This
is one appropriate way
of to interpret the
results of data
collection. Already
there is evidence that
.Fj]gne is looking to target

r analysis into the
development of the
marketing proposal
(see emboldened
phrases).
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a relationship.

Product information Section
)
The first question | asked in this section was not very good.
For the question ‘How often do you buy chocolate?’ | gave too
big a range for the first response of 1-10 times per week. This
achieved a 77% response as most people eat chocolate at
least once per week. | would have been better to make this
section smaller. Interestingly 3% of the population eat
chocolate more that 21 times per week.

My second question in this range asked ‘what is your favourite
brand? | only gave the suggestion of Cadbury and Nestle and
then other. | should have included Mars in this section. 80%
stated that Cadbury was there favourite brand followed by
Nestle at 12%. Mars did not gain any votes. | do not think this
is correct as a lot of people do eat Mars bars regularly. Within
this section | asked people how much they would pay. 93% of
people thought that a reasonable price was between 30 and
50p. Again this might have been too big a range. | should
have asked 30-35p, 36-40p, 41-45p and 46p-50p the results
would then have given me a more accurate figure. The next
question was aimed at finding out what type of filling people
would like to see in a new chocolate bar. My next question
focused on where people currently buy their chocolate from.
34% get their chocolate from Newsagents, 27% from petrol
stations and 21% supermarkets. 11% use vending machines
and 7% from an off-license.

Advertising Section
)
The third section of the questionnaire focused on advertising.
Of the 60 people questioned 63% felt that TV was the most
effective form of advertising. 37% were tempted by the use of
free samples. Radio, posters, leaflets made no impact on the
60 people questioned. When asked about the special offers
that appealed to them them most 28% were attracted by buy
one get one free (BOGOF), the remaining 72% were tempted
by 50% extra free. When asked what attracts them to a new
product 15% were swayed by the price. , 47% through
personal recommendations, 35% free samples and only 3% by
the packaging.

All 60 respondents said they would try a new chocolate bar.

Questionnaire Development

| also asked ten people who had answered the above

Jane’s analysis of this
first method of primary
research is extremely
thorough to the point
whereby she is
suggesting the
limitations of her data
collection. Although to
be encouraged
remember Jane is not
expected to evaluate
her research
methodology. She is
only expected to
evaluate the likely
success of her
marketing proposal at a
later date — excessive
focus on research
methodology will not
gain more marks.
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questionnaire if they would mind answering some further
questions. The additional interview questions are outlined
below:

(1)

You said in the questionnaire that your favourite

chocolate barwas ........... Why is this your favourite chocolate
bar?
(2) Do you usually try new chocolate products on the

market as a matter of course or do you have to be attracted in
some other way?

(3)

(4) Do you consider health implications before buying
chocolate (ie the fat and sugar content)?

(5)  Does the price dictate what chocolate bar you buy? eg
do you go for the cheapest offers or are you prepared to pay
more for a better quality product?

(6)  Why is it that the form of advertising you stated on the
questionnaire draws your attention most?

(7)  Are you more likely to try a new product from a well
established brand name than an un-established brand name?
Why?

(8) Do you tend to stick to buying the products of one brand
name or do you buy from several brand names?

Are you adventurous with good generally? Why?

Out of the ten people | have summarized in detail four of the
responses.

Interviewee one’s responses

His favourite chocolate bar is a Lion bar because this person
said that he liked the fillings. He said that he likes to try new
chocolate bars because he is adventurous. This person also
said that he is adventurous with food generally and this is
because he gets sick of the same foods already available, so
he likes to try new things. He said that he does not consider
health implications before buying chocolate, and when | asked
him if price dictates what chocolate bar he buys he said it
depends on how much money he has at the time. This person
said that their favourite form of advertising is free samples. He

Jane then asked some
of her respondents to
develop their answers
and the results are
shown below. Again
we see that Jane is
methodical in the
planning of her primary
research as she strives
to collect and interpret
information which will
be clearly targeted into
the development of her
marketing proposal.
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said that this is because he gets to see whether he likes
something without having to pay, instead of paying for
something which he may not like. He said that he is more
likely to buy from a well established brand name because he
knows that the chocolate will hopefully tase nice and he said
that he buys from several brand names.

Interview two’s responses

This person’s favourite chocolate bar is a Dairy Crisp Crispy by
Cadbury and they like ti because they think it is different to
other chocolate bars. She said that she usually buys chocolate
bars on the market as a matter of course but said that she is
not adventurous with food generally as she does not know
what is in it. She also said that she does not really think of the
health implications before buying chocolate and she said that if
she likes a chocolate bar then she is prepared to pay more for
it. She also said that television draws her attention most
because she said that it looks nice on television. She said that
she is more likely to buy from a well established brand name
because she is more likely to like it and she said that she buys
from several brand names.

Interview three’s responses

This person’s favourite chocolate bar is a Kitkat and this is
because he thinks that it is tasty, not sickly, filling and nice to
have with a cup of tea. If a new product is on the market he
does not try it as a matter of course as he has to be attracted in
some other way. He said that he is adventurous with food
because he likes to taste different foods. He said that he does
not consider health implications before buying a chocolate bar
and he said that the price is not the main thing. The form of
advertising that draws his attention most is free samples
because they are free, so he tries them. He said that he does
not want to pay for something which he may not like. He says
he is more likely to buy from an established brand name
because he knows that it is bound to be of a high quality
because it is well established and he said that he buys from
several brand names.

Interview four’s responses)
)
This person said that their favourite chocolate bar is a Kitkat
chunky because they find it more satisfying. They said that
they buy chocolate bars as a matter of course and that
generally, they are adventurous with food as they like to try
new things and they are open minded. This person said that
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he prepared to pay more for a higher quality product. He buys
from several brand names and he said that the form of
advertising that draws his attention most is Television and he
said that this is because it is very informative about the
product. Lastly he said he is more likely to buy from a well
established brand name because he trusts the company more.

Summary of Extended Interviews

From looking at my interviewee’s responses, | have picked out
the main points which have been repeated by several
interviewees and | have put them in bullet points below.

e Most of the interviewee’s do not consider health
implications before buying a chocolate bar.

¢ Most people said that they are generally adventurous
with food.

e The forms of advertising which are most popular with
the interviewee’s are free samples and television, so |
think these would be the most effective way of
advertising my product.

e All the interviewee’s said that they buy from several
brand names

e Every interviewee also said that they are most likely to
buy from a well established company.

e Most people said that if they like the chocolate bar then
they would be willing to pay more for it and the price is
not the main thing.

These points are the ones which | shall consider for my new
chocolate bar.

FOCUS GROUP

| got eight people together between the ages of sixteen and
forty to discuss my product. Half the quota was male and the

other female to make it fair. | gave them four topics to discuss.

The status of the British Chocolate industry

e Big and small companies only care about profits

e Cheap labour ie people who work in the coco fields

e Small companies dying out because of competition.
Only a handful survive because of diversification into
other products ie cookies and cakes

e Some companies use more graphic forms of advertising
in order to sell their products

This analysis of the
extended interviews
again shows Jane’s
ability to interpret and
target her primary
research into the
development of her
marketing proposal.

Jane then holds a focus
group — another
effective form of
primary research.)
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e The British chocolate industry is run basically by the big
multinational companies. They have the greatest
market share

e Britain has all but lost its smaller family based
businesses that produce and sell their own chocolate,
because of the lower profit margin the get whilst
competing with the big companies. This is due to the
need to lower prices to compete with larger companies,
and this in turn means the loss of potential profits.

Manufacturing process of chocolate

e Mass production in time has become the chosen form of
efficient production because of the need to satisfy
consumer demand

e Loss of smaller family run companies, home made
chocolate

Price

e Itis expensive to mass-produce, as expensive
machinery is required as well as staff, delivery vans
or lorries and raw materials are also needed

e Its expensive to advertise

e Itis hard to compete with well-established
companies because they mass produce therefore
can afford to compete on prices

Product
e You need t come up with a product that does not
already exist because if it already exists people are less

likely to try it.

Conclusions from Focus Groups

From my focus group | have found that it is going to be hard to
compete with well established companies. Because it is going
to be hard to compete, /)? ,&&H#QW@),=QF) =,CI#) $'(A#+) +@)
Q,FF#(#=+,'"+8G)C| QL@ &'+ () F(QSFSH(GD=t}&-#>-Ul
have also found that smaller companies are dying out because
of competition. This is another reason for finding a niche
market, so | would have a higher chance of surviving.

The way in which | will advertise my new product will have to
be effective as this is the way in which | hope to sell my new
chocolate bar. it is expensive to mass-produce therefore |

could sell my new chocolate bar to another company in the

Again Jane has
analysed and
interpreted the results
of her focus group
research resulting in
her deciding to move
into a niche market for
her chocolate bar (see
emboldened text).
Again another form of
research has been
used by Jane in an
effective way which is
clearly targeted to
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chocolate industry. By doing this | would not need as much
capital and if it was a well established company then my
product would be more likely to do well. therefore leading to
success.

Secondary Market Research - MINTEL

)
Cadbury

6@D=+&,=#epramel, nuts about caramel, Time Out, Fuse,
Flyte, Double Decker, Wispa, Flake, Crunchie, Fudge,
Peppermint Cream, Twirl, Turkish Delight, Wildlife, Curly
Wurly, Spira, Star Bar, Boost, Snack

:&@CA<adbury’s Dairy Milk

I#&F&,=#9hocolate Buttons, Cream Egg

Confectionery division of Cadbury Sweppes plc accounts for
about 40% of the company’s turnover. Cadbury ownes Dr
Pepper, Seven Up, Motts and the recently acquired Snapple
and Orangina brands. These latest acquisions result in soft
drinks accounting for over 60% of the company’s operating
profit.

Within the confectionary market, Cadbuy has a strong range of
brands in all major segments, but specialises in the mass
market. Traditionally, the company’s approach has been to
market ‘Cadburyness’ image as a maker of high quality
chocolate. In support of this approach, Cadbury is currently
involved in a reported £10 million per year deal with Granada
Television to sponsor Coronation Street.

Cadbury has a number of long-established countline brands
including Fry’s Chocolate Cream, Turkish Delight and Flake.
Line extensions have been a feature of Cadbury activity in the
countline market. This route provides sales without the
considerable investment in promotional support that new
brands require. Examples include Wispa Mint, Wispa Gold,
and Wispa Bite and for Flake, Snowflake, Flakes first
permanent brand extension. Multipacks of Cadbury’s most
successful lines have been produced. Cadbury has developed
smaller size products — ‘treatsize’ — available in myultipacks.

Cadbury also has multipacks of its children’s range including
Buttons, Fudge and Curly Wurly. Cream Egg has extended the
period of its availability |, but still uses a pseudo-limited edition
positioning to generate excitement among its core teenage
market. This brand is available in packs of three, and is now
available in vending machines in this pack format.

informing the
development of the
marketing proposal.

8-- #--@(>-)+,%B)
Written summaries are
an excellent way of
drawing research
together and allowing
candidates to focus on
the key points which
will inform their
marketing proposal.

Jane has then used
Mintel to research into
three different
chocolate producers —
this is by now thorough
and comprehensive
interpretation of the
research with Jane
making full use of a
wide range of primary
and secondary
research techniques.

8-- #--@(>-)+,%B)
When using secondary
research candidates
should ensure it has an
intrinsic value —i.e. it
can inform the
development of the
marketing proposal.
They should not simply
put in lots of material
downloaded from the
Internet that has no
worth whatsoever in
informing the marketing
proposal. Information
must be carefully
selected.
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Cadbury’s has recognised the demand for mini products
suitable for children’s parties by relaunching its variety packs
as Scrumptious Pleasures in 2000. This offers a variety of the
most popular Cadbury brands in many forms. Cadbury also
offers the Heaven Sent variety pack of its best selling mini
bars.

Within the chocolate confectionery market, Cadbury has a
strong range of brands in all major segments of the market.
This provides the company with an excellent base from which
to launch seasonal confectionery lines and indeed Cadbury
occupies the top slot in the seasonal confectionery market.
Cadbury’s most successful seasonal confectionery brand is the
Creme Egg. Around 170 million eggs are sold each year.

NESTLE

6@D=+&,=#-KitkKat, Lion Bar, Toffee Crisp, Drifter, Aero,
Walnut Whip

:&@CA:- Yorkie, Aero, Milky Bar

9#&F&,=#- Smarties, Munchies, Rolo, Milky Bar, Buttons.

Nestle is a global player in the chocolate confectionery market
and is also a major manufacturer of foods and beverages.
Nestles confectionery interests were dramatically expanded by
the acquisition of Rowntree Macintosh in 1998 and since then,
the company has exploited the strength of the Rowntree
brands internationally under the guise of the Nestle brand
umbrella.

KitKat is Nestles most important brand in the UK (and the
larges confectionary brand in the UK), with sales of over £250
million in 1999. However, Nestle Rowntree has interests in all
major segments of the confectinery market and has
successfully created some of the most popular brands in the
UK, including Yorkie. After Eight and Polo. All of the
company’s most popular countline, blocks and selfline brands
are all available in multipack format. Nestle holds the number
one position in the multipack market, with a 41% share value in
2000.

Kit Kat is seen as the archetypal lunchbox biscuit, which has
driven sales of multipacks. Indeed, multipacks have been
critical to the success of KitKat and have ensured that the
brand has maintained its leading market position. Rowntree
Nestle has launched multipack versions of KitKat that meet all
possible snack needs of the consumer. These include
Multipacks of two-finger bar, the four-finger bar, Chunky and
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mini and snacksize products. These are available in many
different pack sizes including eights and sixteens.

Nestle has a number of strong brands within the selflines
market. Two of the strongest are Smarties and Rolo, and
these occupy leading positions in the market. Smarties are a
perennially popular children’s product, available in multipacks
of the standard tube format as well as packs of funsize boxes.
A long established Nestle selfline brand, Munchies, is also
available in multipack format.

Nestle Rowntree also produces year-round ‘selection packs’ of
bags containing a variety of its top selling brands — ‘fantastic
minis’ — available in bas of 25 and 50.

Mars

6@D=+&,=#-Mars Bar, Snickers, Twix, Bounty, Milky Way,
Topic, Tracker, Ripple, Milky Wag Magic Starts, Flyte, Topic
Top, Galaxy Hazelnut

:&@CA-BGalaxy

#&F&,=#-M&Ms, Maltesers, Minstrels, Revels

Mars is a $13 billion, privately owned company whose main
businesses include confectionery, pet foods and ice cream.
The company also owns the Uncle Ben’s range of foods. Mars
has been active in extending its brand names across food
categories, for example, ice cream, drinks and desserts.

The company owns some of the strongest brand names in the
confectionery market and adopts a strategy of promoting the
brand name of the product rather than the company name.
Within chocolate confectionery, Mars is particularly strong in
the countline, children’s bite size segments.

The strength of Mars has traditionally been in the countline
segment with mars Bar. Mars successfully extended this brand
into a number of variants king-size and multipacks of Mars
snacktime, snacksize and minis, as well as the standard bar
product. The popularity of the mini version of the product has
been recognised in the launch in 2000 of Five Little Ones, five
individual Mars pieces in a countline wrapper. The product is
targeted at 16-34 year olds.

Mars has made inroads into Galaxy domination of the blocks
market with Galaxy. This brand has single mindedly targeted
women with it its ‘why have cotton when you can have silk’
advertising proposition.
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Within slelflines, Mars has strong brands in the shape of M&Ms
and Maltesers. Launched in the UK in 1985, M&M is the
biggest chocolate variants. The brand used heavyweight
American-style advertising to launch and has endured to
remain a top selling brand which has grown by 40% in the last
5 years andis now worth more than £30 million. The success
of both M&Ms and Maltesers is in part due to their multipack
offers, which include multipacks of the standard bags as well
as minibags. mars offers bags of a range of its best selling
brands under the mars party mix name, available in bags of 25
and 50.

Health and Diet
)
Health issues have surrounded the confectionery market for
many years. The prime concern is that confectionery is high in
fat and sugar and can lead to obesity and tooth decay, as well
as other health problems. Manufacturers have strongly refuted
these claims and assert that, as part of a balanced diet it can
be beneficial in providing energy and nutrients, quite apart from
the pleasure it offers consumers. Special criticism has been
levelled at manufacturers regarding children’s products, with
frequent calls for the banning of confectionery advertisements
aimed at children.

The impact of health issues on the seasonal chocolate market
is less than on other segments of the market. Seasonal
confectionery consumption is all about indulgence and
consumers generally wish to forget about abstinence and
health concerns, at Christmas, Easter and other season
festivals. Consumers allow themselves luxury foods at these
special times of the year.

Occasional health issues emerge which appears to support the
case for chocolate consumption, it may serve to assuage guilt
about consumption and remove possible barriers. Mars made
the most recent of these reports in 2000. The company’s
scientists found that chemicals in chocolate could prevent
blood clots and help blood vessels to relax, lowering the risk of
heart disease.

)
)
Own Label
)
Own-label is relatively unimportant in chocolate confectionery.
The market is heavily branded and relies upon the creation of
imagery and promotion to generate sales. Furthermore,

Jane has then
considered the negative
side to chocolate eating
— how it affects our
health — another
important angle for her
to consider in the
development of her
marketing proposal.
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distribution of chocolate confectionery is still large through a
diverse range of impulse outlets, where retailer strength is
much reduced. The multiple grocers have certainly grown
share inc chocolate confectionery market, initially through the
sale of multipacks and more recently through increased
distribution of individual countlines, selflines and blocks.
However, grocers do not have a strong base on which to offer
chocolate confectionery to the consumer and for this reason,
own-label business is less developed than in other food
categories.

However, own-label is established within Woolworth’s Boots.
Most retailers offer a range across the different segments of
the market, priced below branded lines but often showing
degrees of innovation and targeting that the major
manufacturers have ignored. In order to establish a presence
in the market, retailers must search to find points of difference
in order to make up for the lack of brand values they are able
to offer. Multipacks of best-selling brands are available, but
they occupy only amounts of shelf space. Even with higher
margins than for the brands of the major manufacturer, their
lwo rate of sale cannot justify dominant positions.

Own-label is relatively small in the total chocolate confectionery
market. The market is heavily branded and relies upon the
creation of imagery and promotion to generate sales,
especially for gift items.

Advertising in the run up to events

For confectionery manufacturers purchasing at seasonal times
of year is extremely important sales levels can be highly
significant to the total years sales. The effort in the previous
months in planning, production and distribution may all pay off
in a critical few weeks of sales. If the manufacturer or retailer
has miscalculated, then the result can be missed opportunity of
sales or the requirement to sell off excess stock at significantly
reduced cost.

Demand for seasonal confectionery can be managed, to an
extent, by the level of advertising expenditure, Most
advertising takes the form of promoting the brand rather than
specific seasonal products. This is because, given the high
investment in creating an advertisement, it is usually required
to run for several years, over which time it is likely that the
design and format of season products will change. Advertising
fulfils the role of ensuring that consumers are aware of the
available range and are exposed to motivating messages

Jane has then
researched the
competition — is there
any in terms of own-
label manufacturers?

The final section of
market research looks
at how the industry
relies on advertising to
sell their products.
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about these products. At point of purchase, manufacturers rely
on attractive packaging and display materials to encourage
purchase.

Task 3 Model Example

N N N N N N N N N N N N N N N N

Product

| have found a great deal from my research and what | found
has helped me to come to my decision on my product.

| have decided that my product is going to b a chocolate bar
aimed at a niche market, which will be diabetics. This is
because from my focus group | found that | would need to find
a niche to differentiate my product.))This is because the focus
group said that it would be hard to compete and therefore |
would need to come up with a product that does not already
exist. | then thought of a niche because | could then produce a
chocolate bar that would be in demand and have a higher
chance of being successful.

After researching into different niche markets | could aim my
product at, | found that diabetics were not well catered for in
the chocolate industry. Although there are some diabetic
chocolates on the market, there are very few and they are not
well marketed. | also found that there are a great number of
diabetics. Diabetics have to control their sugar input by eating

Jane by now has
carried out a wealth of
primary and secondary
research techniques.
She is now in a position
to make firm decisions
on what will constitute
her marketing proposal
as she continues to
interpret the data she
has collected.

She first looks at
Product and we do
encounter a small
problem. Jane has
decided to launch a
new diabetic chocolate
bar but her primary or
secondary research
was not aimed at the
diabetic market. This is
a small flaw in Jane’s
ability to target her
initial research into the
development of her
marketing proposal and
numerous examples of
this crop up in the
following section.
However, there are
many other examples
where the linkage back
to the research is
extremely clear:)

Niche market linked
back to focus group but
unclear where diabetic
focus has come from.

Again diabetic
information included but
this information has not
come from Jane’s
original research — see
earlier point.
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more fibrous foods, but they would often like to enjoy a
chocolate bar but the ones on the market now contain too
much sugar. There are other ways of sweetening products
without sugar and this is the area | would look to promote my
product. The competitors | research do not cater for diabetics
at all.

From my research | have come to the conclusion that | am
going to make my Diabetic Chocolate bar for Cadbury.
This is the reasons, which are:

e 80% of the people | asked said that their favourite brand
of chocolate is Cadbury

¢ In the interview, most of the interviewees said that they
would be more likely to try a new chocolate bar from a
well-established brand (which | found from my Mintel
research), | thought people would be more likely to try it
then they would be if | were to launch it with my own
brand name.

e From my focus group | found that smaller companies
are dying out because of high competition from major
companies, so by making my chocolate bar for Cadbury
then it would be more likely to succeed eg from my
Mintel research | found that Cadbury has a strong range
of brands and the company’s approach has been to
market ‘Cadburyness’ image as a maker of high quality
chocolate. Also, with Cadbury being really successful
means that they will have high profit margins, which
means they can afford to spend more on promoting their
products.

| have decided that | will also produce seasonal products for
Easter and Christmas eg Easter Eggs and Selection boxes. |
have decided this based upon what | have found out from my
Mintel Research. From my Mintel research | found that at
seasonal times of year purchasing is extremely important, as
sales levels can be highly significant to the total years sales.
This is one of the reasons, for this but | would also need to do
this to compete with other companies, as if | didn’t then their
sales levels could be significantly higher than mine.

From my questionnaire | have found that 30% people asked
preferred toffee as a filling in a chocolate bar. This was closely
followed by chocolate, which 28% preferred as a filling in a
chocolate bar. | have therefore decided that the filling in a
chocolate bar will be toffee and | have decided that mill
chocolate will cover the toffee. | have decided that milk
chocolate will cover the toffee because there was not much
difference between peoples favourite filling being chocolate or

Further linkages made
with questionnaire
focus group and
secondary research
allowing Jane to
interpret and pull out
the relevant information
that will inform her
marketing proposal.

Again linkages with
secondary research.

Again linkages with
questionnaire
outcomes.

© OCR 2005) Exemplar Materials)
Unit 1: Creating a Marketing Proposal

Oxford, Cambridge and RSA Examinations GCE in Applied Business

\)

Teacher Support Materials




=) @A)

8--#- @)
6@ $#=+)

toffee and | have chosen milk chocolate rather than any other
eg white or dark chocolate because according to my Mintel
research milk chocolate is more popular than any other type of
chocolate. | have also decided that biscuit will also be a filling
as well as toffee because 18% preferred this as a filling and
from my research into diabetes | have found that it would be
better for the chocolate bar to have some fibre in it so that the
energy is released slowly. | decided not to have white
chocolate as a filling in my chocolate bar because it is a
sweeter chocolate and with my aiming my product at diabetics,
my aim is for the chocolate bar to be as low in sugar as
possible.)

| have decided that y target market will be diabetics of all ages.
Although the majority of the people were aged between 26-35,
there was not much difference between the number of people
in each age group. | also decided this because | believe that
all diabetics, who like chocolate, no matter what age would like
to try my new chocolate bar. | also need to attract as many
people as possible to buying my chocolate bar and therefore
this is another reason for not targeting a particular age group.

Price
)
| have decided to use demand-based pricing. This is because |
have set my prices on what | think the consumer is willing to
pay. | am also going to use competitive pricing because my
price is in line with my competitors.

| have decided to set the price of my new chocolate bar at 39p.
This is because:

e nearly every one in the questionnaire said they would be
willing to pay between 30-50p for a chocolate bar (the
size of a mars)

e This is a similar price to what other companies charge
for their chocolate.

e By charging 39p is psychological pricing — feels cheaper
than 40p.

e The interviewees said that price is not the main thing if
they like the product and one third of the people in the
questionnaire work full time and therefore they would be
able to afford my product.

| have decided not to discount as | feel that one would not be
needed, as diabetics would be willing to try the new product.
However, if | find my new product is not selling well, | would
use 50% extra free as the majority of people | asked the

Again linkages with
secondary research.

Back to questionnaire.

Again diabetic issue
appears but no linkage
back to Jane’s original
primary and secondary
research.

Back to questionnaire
although diabetes not a
feature in initial line of
questioning.

Again linkages to
questionnaire and focus
group as rationale for
price.
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questionnaire said that this would be their preferred special
offer.

From researching how much my competitors charge for their
products in different places | have decided my prices for the
different places.

Vending machines — 40p
This is because it is what my competitors are charging is a
round number for the machine.

Supermarket — 39p.

This is what competitors charge but also because
supermarkets tend to charge slightly les than other places, as |
found from my competitor analysis.

Chemist — 39p
This is what competitors charge instead of say 40p so that
consumers think it is cheaper than it is.

Newsagents — 40p
This is because newsagents tend to charge more according to
my competitor analysis.

Petrol Stations — 40p.
Petrol stations tend to charge more than supermarkets.

Promotion

Being a specialist product, my main promotional direction
would be through the various diabetic associations who
produce booklets to help diabetics to control their diet.. These
associations would help to promote my product by mentioning
them in their booklets. There are currently 1.4 million people in
the Uk who have been diagnosed with diabetics and at least a
further one million more have it but do not know yet (found out
from a booklet from the Diabetic Association). The number of
people with diabetes is escalating in both the UK and
worldwide so there is a big market.

The British Diabetic Association produces regular booklets to
keep Diabetics up to date on new products. Some
supermarkets have also produced booklets for diabetics and |
would try to get an article put in about my product. Hospitals
have a diabetic clinic, which diabetics attend 204 times per
annum so | could promote my product via leaflets and even
through vending machines. There are also websites for

Another link to the
questionnaire.

Clear links again back
to the primary and
secondary research
undertaken.

Again more information
on diabetes which
again cannot be traced
back to Jane’s original
research. See earlier
comment.
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diabetics which | could promote my product on.

Later on when my product has proved to be success | will wish
to promote my product on TV and by handing out free samples
as in the questionnaire these were peoples favourite form of
promotion. | could not only aim my product at Diabetics but
also at people who are into healthy eating.

In the questionnaire 47% of people said that they usually try a
new chocolate bar if someone recommend it to them therefore,
by handing out free samples | hope that if people like my
product they will spread the word.

Place

Again clear links back

From the questionnaire | have found that most people buy to outcome of research

chocolate bars from newsagents, supermarkets, and petrol
stations. | am therefore going to sell my product in these. | am
also going to sell my product in vending machines, especially
in the diabetes clinic in hospitals so that they can see it, and |
will also sell my new chocolate product in chemist because
diabetics have to go into chemists for their prescriptions and
therefore they may see the chocolate bar. In the
supermarkets, | will ask for my product to be placed near the till
so that people see them when paying for their shopping.

| will start by selling my chocolate bar locally to see how well it
does because this is where some of my research was carried
out eg the questionnaire, interviews, and focus group. If my
product is proved a success in the Norrtheast, then | will look
into selling my product throughout the UK, and then even
worldwide. Links with primary
research again in
evidence — only linkage
SWOT issue connected with
diabetes information.

Strengths
e Established brand name)
e People recognise and prefer Cadbury’s chocolate)
e Cadbury’s — synonymous with quality) To sum up Jane has
s . then produced a SWOT
e Large organisation — has sufficient funds for a large analysis of the market
scale advertising campaign) in which she is
intending to launch her
Weakness new product. Again
e Other diabetic products) Zggli 3{;‘g§t§§”r‘e”r‘,?;}tns
e Cadbury’s not entered this market before) unsupported by original
research.
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e |Isitlarge enough to mass produce?)
e Research did not focus on diabetics but general public)

Opportunities
e Diabetes is on the increase)
e Very brand name products available for diabetics)
e Also aim product at ‘healthy eating’)
¢ Nation becoming aware of the need to decrease sugar
content in foods)

It is clear that Jane by
now has, on many
occasions, used her
analysis and
comprehensive
interpretation of her
research to inform the
development of her
marketing proposal.
With the exception of
the diabetic issue

Threats whatever Jane has put
e Research costs to ensure that it meets the needs of forward for her
diabetics marketing proposal can
) . . be clearly traced back
o Other diabetic products that are already established on | to her primary and
the market secondary research.)
¢ Not getting the product recognised by the diabetic
association
© OCR 2005) Exemplar Materials) PP)
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There is no doubt that Jane has undertaken comprehensive primary and secondary
market research. She has shown the ability to make full use of a wide range of primary
and secondary research techniques. She has shown sound understanding of the
limitations of data collection and therefore used appropriate data collection techniques
for her particular business context. She has demonstrated sound planning of research
resulting in the collection of appropriate data for the needs of her particular business
context. Data analysis is sound with few errors and weaknesses in statistical
calculations. Her analysis and interpretation has been in the main geared towards
informing the development of her marketing proposal within her chosen business
context. For example, Jane came up with the idea of a chocolate bar as she wanted to
find a niche market which is where her research led her. She used Cadbury’s as they
were the most popular company. She had also discovered that she would need to
have the backing of a leading chocolate manufacturer if the product was ultimately to
be successful.

The main weakness in this assessment objective was the fact that the original research
had not been targeted towards diabetic people and this problem hindered the
candidate’s analysis on a number of occasions with information being put forward for
the marketing proposal that was unsupported and could not be traced back to the
original research.

Despite this weakness Jane’s assessment evidence must be considered holistically.
Her research is comprehensive and wide ranging and her analysis and interpretation is
thorough and effective as she constantly looks to use the outcomes of her research to
inform her marketing proposal. As a result Jane has been awarded * (A)'=Q) P-.L
marks for assessment objective three.

83 P)* ' (A): ' =QP (from the Assessment Evidence Grid):

Your analysis and interpretation of your market research is thorough and
comprehensive and there is an extensive focus on targeting your research and analysis
into the development of the marketing proposal.

Z2).0)..). 7]
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In order to judge the likely success of my marketing proposal
| am going to consider it in the context of the following bullet
points:

v' Whether the marketing objectives are likely to be
fulfilled

v' Whether the needs of potential customers are likely to
be met

v" Whether the proposal is sustainable over time, both in
terms of potential market position and actions of
possible rival competitors

v The likely impact of the proposal on other functional
areas of the business

*This piece of exemplar work was used from assessment
objective two onwards. The candidate has therefore not
considered the marketing objectives of Cadbury’s. The
evidence will therefore not cover this first bullet point. When
making an assessment decision it has been assumed that
the level of achievement for this particular bullet point was
produced to the same level as the work that has been
presented below.

Whether the needs of potential customers are

likely to be met.
)
When | initially undertook my market research | did was
trying to establish a possible market for a new chocolate bar.
My aim was to establish what customers would want from a
new chocolate bar that is not already available.

From my primary research | established that | needed to
create a chocolate bar that would fit into a niche market.

This new bar would have to have the backing of one of the
existing major chocolate manufacturers. | then came up with
the idea of launching a chocolate bar that would be suitable
for diabetics and could also be eaten by the general public as
a healthy option.

| realise now that my research should have then been

Jane has clearly stated
how she will construct
her evidence to make
judgements about the
likely success of her
marketing proposal.

)
8-- #--@(>-)+,%B)
Encourage candidates to
use the bullet points
(and others you feel are
appropriate) from the
What You Need To
Learn section of the unit
specification— this will
provide a contextual
framework for your
evaluation.

Jane has related her
evidence to her initial
research recognising the
errors that she made.
Her conclusions are
appropriate, partly drawn
from her own research
and analysis.

She has attempted to
construct reasoned
arguments from her
judgements. However
the rationale for these
judgements is based on
the diabetes issue which
cannot be traced back to
Jane’s original research.

“(A) *=Q) 7
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extended to look at what type of chocolate bars are currently
on the market for diabetics and also if people with diabetes
would be interested in this new product. My marketing mix
was based on my initial research and | assumed that the
results would apply to diabetics as well as a people who do
not have diabetes.

| think that the needs of my potential customers would be
met. People with diabetes are limited to what they can eat
and the bars that are on the market are considered to be
specialist food and often more expensive than an ordinary
chocolate bar. If my chocolate bar was mass produced it
would enable it to be cheaper. To make this a viable option it
would need to be advertised as a healthy bar so that it would
gain maximum sales.

Due to poor diet the occurrence of diabetes is increasing in
this country and therefore)l feel that there is a growing
potential market for this product. It would enable those
people who find themselves watching their diet to still indulge
in chocolate.

Whether the proposal is sustainable over time, in
both in terms of its potential market position and
actions of rival competitors

)
My proposal was a small launch in the Newcastle area to see
if this new bar did have the potential to sell well. | then
suggested that it should be launched nationwide.

Due to the fact that diabetes is increasing and we are being
encouraged to eat healthier options | feel that this product
has the potential to grow and gain market share. Against its
specialist competitors in the ‘specialist food’ market its price
is fairly low.

A lot of my advertising is going to be through the diabetic
associations and endorsements. This should be relatively
inexpensive and will focus the product direct to part of the
target audience.

In order to get people to see the bar as a health alternative a
large scale advertising campaign will be required. This
would be very expensive and could only be sustained over a
short period of time. However, as Cadbury is a leading

8-- #-@(>-)+,%)
Candidates’ evaluation
should make reference
back to their research
undertaken in
assessment objective
three.

Their ideas must be
backed up with
statements of fact.

Within this second bullet
point Jane has made
appropriate judgements
supported by an attempt
to construct reasoned
arguments. The
problem remains that
Jane keeps linking her
conclusions back to the
diabetics issue which
was unsupported by her
original research. This
does detract slightly from
the appropriateness of
the evaluation and as a
result the best fit mark
band would be

“(A) *=Q) 7
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chocolate manufacturer they will be able to finance such a
campaign and would be able to afford a period of losses if
sales did not increase quickly. If advertising was aimed at
mothers — this chocolate bar could be a healthy option for
children. It would reduced their sugar intake and contain less
calories. In order to be a success it would have to taste as
nice as a normal chocolate bar otherwise people not see it as
a viable alternative.

If the bar was a huge success gaining market share from
normal chocolate bars from both Cadbury’s extensive range
and that of its rivals other companies may consider
developing a similar product. Competitors may also
undertake a period of intensive advertising in order to keep
their own health option bars in the public eye. These will
obviously be direct competition to this new bar.

How the new marketing proposal fits with the
business’s current product-portfolio.

In assessment objective three | have clearly stated all the
products that Cadbury current produce. The have not yet
developed a health eating alternative to their chocolate bars.

This bar would be the first product developed. | think it will
be well received by the general public who do not want to
give up chocolate but are beginning to have concerns over
their diet.

The government is currently looking at an obesity problem
within the country and food manufacturers are being
persuaded to look at the products that they produce. The
development of this no sugar bar for diabetics and the health
conscious would be a step towards meeting some of the
governments concerns over healthy eating within the UK. It
would show that Cadbury do actually care about their
customers. If the bar is as good as a normal bar of chocolate
| think it has the potential to be a winner. In time the same
kind of ingredients could be used to lower the sugar and fat
contents in all their chocolate bars. This would certainly put
them in front of their rivals who at this stage do not appear to
be undertaking research and development into producing a
healthier option for our normal chocolate bar.

The likely impact of the proposal on other
functional areas of the business.

Again this bullet point
has tried to link
judgements to research
that Jane did not actually
directly undertake.
Having decided on her
product she has then
used her general
knowledge of recent
health issues to develop
her overall ideas.

Again further
improvement to Jane’s
evidence is possible.

;'(A) '=Q) 7)
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In order to launch this new bar a lot of department within
Cadbury’s would need to be involved.

The start point is within research and development. Is it
possible to produce a chocolate bar that contains no sugar,
tastes as good as normal chocolate and can be produced for
a selling price of around 40p per bar.

During the pricing stage of the product the finance
department would have to be involved to establish if the cost
of ingredients, labour and production costs could be covered
within the agreed selling price of 40p

Having established costs, and budget research and
development would have to get the production department to
consider how they would manufacture the new bar and make
a prototype.

Armed with the prototype the marketing department would
have to undertake further extensive market research to
establish the potential demand for the product.

Having established a demand for the new product, finance
and production would need to agree budgets and how the
bar was going to be produced.

Marketing and sales would then have to launch the new
product. Their aim would be to get as many people as
possible interested in the new product that they go out and
buy it. They will then recommend it to their friend and
hopefully sales will grow.

Jane has identified how
the proposal would affect
the other functional
areas but has failed to
explain the ,$%'C+)it
would actually have. For
example, would
Cadbury’s have to stop
production of another
line in order to make
room for this new
product? How would
this affect current sales
of existing chocolate
bars?

There is no evaluation in
this section so no Mark
Band can be awarded.
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Apart from a final weak section Jane has, in the main, made appropriate judgements
on the likely success of the marketing proposal, supported by an attempt to construct
reasoned judgements. The weakness in this assessment objective is the fact that the
candidate failed to fully research the demand for a diabetic chocolate bar that could
also be sold to meet the needs of people who wanted to a chocolate bar that contains
less sugar. This detracted from the appropriateness of the reasoned arguments that
were being put forward. Often the arguments were supported by a rationale but there
was definite room for further improvement with the candidate not using their research
as effectively as they could have done.

As a result and applying an holistic best fit view to this assessment evidence Jane has
been awarded *'(A) :' =Q)7 - J marks for assessment objective four.

83V)* ' (A): ' =Q7 (from the Assessment Evidence Grid):

You make appropriate judgements on the likely success of your marketing proposal,
supported by an attempt to construct reasoned arguments.

2))M)
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