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All Candidates' performance across questions

Question Title N Mean S D Max Mark F F Attempt %
1 (a) 2191 2.1 1 4 51.4 100
1 (b) 2145 1.9 1.4 3 62.3 97.9
1 (c) 2192 2.4 0.7 3 80.9 100
1 (d) 2189 5 1.7 8 62.6 99.9
1 (e) 2186 0.8 0.7 2 39 99.7
1 (f) 2132 3.7 2.2 8 45.8 97.3
2 (a) 2188 0.9 0.7 2 44 99.8

2 (b) (i) 2180 1.6 0.7 2 78.7 99.5
2 (b) (ii) 2181 0.9 0.6 2 43 99.5
2 (c) (i) 2175 1 0.7 2 51.9 99.2
2 (c) (ii) 2168 1.9 1.2 4 47.6 98.9

2 (d) 2178 5.3 2.4 10 52.8 99.4
3 (a) 2124 0.4 0.6 2 21.3 96.9
3 (b) 2123 4.1 2 8 50.7 96.8
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A01-1
A03-1
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A01-2


A03-1


A04-1


The candidate displays some understanding of the key features of both quantitative and qualitative market research but 
the answer lacks detail in terms of specific knowledge. The explanation of the usefulness of these forms of market 
research is limited. The evaluation of the drawbacks of both quantitative and qualitative market research were rather 
general when referring to drawbacks such as inaccurate results giving misleading data.












2


A02-0


A04-2


The candidate includes judgement about how the data can be useful to 
focus advertising to certain ages. However, there is a lack of application 
to the data as the candidate does not state which particular age ranges 
should be focused on. The answer does not consider the usefulness of the 
data in terms of its limitations. 
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Question Mark Scheme Total 


1. (c) Outline why obtaining a tattoo is regarded as a ‘want’ rather than a 
‘need’.  


3 


AO1: 2 marks 
AO2: 1 mark 


Award 1 mark for each valid point. 


Indicative content: 
• Needs are what people need to survive – food, shelter, warmth.
• Wants are what we desire or want to have.
• Needs are limited but wants are unlimited.
• We do not need tattoos but desire to have them for a variety of


reasons in order to satisfy our wants.
• Having a tattoo will not help us survive but may give us pleasure.


1. (d) Analyse the factors that may affect the demand for tattoos in the UK. [8] 


Band 
AO1 AO2 AO3 


3 marks 2 marks 3 marks 


3 


3 marks 
Excellent understanding 
of at least two factors 
that affect demand for a 
service.  


3 marks 
Excellent analysis of at least 
two factors that affect 
demand for tattoos in the 
UK. 


2 


2 marks 
Good understanding of 
at least two factors that 
affect demand for a 
service. 


2 marks 
Good application to the tattoo 
market in the UK. 


2 marks 
Good analysis of the factors 
that affect demand for 
tattoos in the UK. 


The answer may be 
unbalanced, with only one 
factor explained in detail.  


1 
1 mark 


Limited understanding of 
the factor(s) that affect 
demand for a service. 


1 mark 
Limited application to the 
tattoo market in the UK.  


1 mark 
Limited analysis of the 
factor(s) that affect demand 
for tattoos in the UK. 


0 
0 marks 


No understanding 
demonstrated. 


0 marks 
No application evident 


0 marks 
No analysis undertaken. 
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Indicative content: 
• Tastes and fashion – tastes have changed and tattoos have become more socially


acceptable. Celebrities such as Gareth Bale and an ever-increasing number of
famous people are influencing their fans to follow their example.


• Changes in price – more will be demanded at lower prices and vice versa.
• More disposable income is available for people to spend on ‘luxuries’ and tattoos


are available across a very wide price range.
• Government legislation - in relation to the regulation of tattoo parlours and tattoo


artists has given the consumer greater confidence that the procedure is safer than in
the past.


• Advertising and Publicity – the increased presence of tattoo outlets on the UK high
streets results in greater awareness as well as a considerable amount of on-line
advertising. Bad publicity may also have an impact when stories of medical issues
arising from poor practice appear in the media.


• Age structure of the population – if the age structure of the population changes
then there will be more or less demand according to the numbers in each category.
Fig 1 suggests that younger age groups purchase the service more than older
groups.


• Seasonal – people may be more inclined to have tattoos in the summer when they
are more visible.


Question Mark Scheme Total 


1. (e) What is meant by the term ‘niche market’? 2 


AO1: 2 marks 


Award 1 mark for each valid point. 


Targets the smaller segment of a larger market (1) where customers have 
specific needs and wants (1) 
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8


A01-1
A03-0


2







A01-4


A03-2


A04-2


An excellent understanding of the key features of both quantitative and qualitative market research is illustrated resulting in 4 
marks for AO1. There is also a good explanation of the usefulness of both quantitative and qualitative market research to a business. 
The evaluation of the drawbacks of both quantitative and qualitative market research is good resulting in 2 marks for AO4.  
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A01-3
A02-1
A03-2


The candidate displays excellent understanding of the factors that affect demand 
namely price, income, tastes and fashion. The answer includes some limited 
application to the tattoo market in the UK. When referring to a decrease in 
income, the candidate explains that individuals are more likely to buy 
necessities rather than tattoos. The analysis of the factors that affect demand is 
good but not excellent.
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A02-2


A04-2


The candidate considers fully the usefulness of the data in 
terms of its benefits and limitations. The answer is also well 
applied to the data provided in the question.
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GCE BUSINESS 


SUMMER 2019 MARK SCHEME 


UNIT 1: BUSINESS OPPORTUNITIES 


Question Mark Scheme Total 


1. (a) Consider how useful the information in Fig.1 might be to those 
thinking about opening a tattoo parlour in 2019. 


4 


AO2: 2 marks (max 2 marks) - award 1 mark for each correct statement 
about the data 


AO4: 2 marks (max 2 marks) - award 1 mark for each judgement about the 
data 


Indicative content: 
• It indicates segments by age, indicating the relative size of each


age group and where promotion may be most effectively targeted.
• The age group 30-39 are the biggest segment for tattoos.
• It indicates that there is a significant market in the UK for tattoos.
• However, it is 4 years out of date and therefore might be invalid.
• It is research undertaken for UK as a whole and therefore may not


be the same in Wales.
• The usefulness is limited as it does not indicate the trend over time


- Is demand rising or falling?
• Any other valid point.


1. (b) Using Fig.2 calculate the number of people in the UK in 2015 who say 
they have ‘no regrets’ about having a tattoo. 


3 


AO2: 3 marks 


Number in UK population with tattoos 
 = 65 110 000 x 0.19 (x1) = 12 370 900 (x1) 


Number who have no regrets having a tattoo 
= 12 370 900 x 0.86 = 10 638 974 (x1) 


Correct answer only award 3 marks 


OFR applies 
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Entrepreneurs have opened registered tattoo parlours in almost every town across the country, 
eager to satisfy the ‘wants’ of an ever increasing number of customers, many of whom have been 
inspired by the rich and famous. Wales is no exception, with the likes of Gareth Bale inspiring 
people to follow his example. The tattoo market can no longer be regarded as ‘niche’ because it 
is now highly competitive. Tattoo parlours are relatively easy to set up, though health and safety 
regulations have to be met. A large number of small businesses operate in the market.


(c) Outline why obtaining a tattoo is regarded as a ‘want’ rather than a ‘need’. [3]


(d) Analyse the factors that may affect the demand for tattoos in the UK. [8]


Q1
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Entrepreneurs have opened registered tattoo parlours in almost every town across the country, 
eager to satisfy the ‘wants’ of an ever increasing number of customers, many of whom have been 
inspired by the rich and famous. Wales is no exception, with the likes of Gareth Bale inspiring 
people to follow his example. The tattoo market can no longer be regarded as ‘niche’ because it 
is now highly competitive. Tattoo parlours are relatively easy to set up, though health and safety 
regulations have to be met. A large number of small businesses operate in the market.


(c) Outline why obtaining a tattoo is regarded as a ‘want’ rather than a ‘need’. [3]


(d) Analyse the factors that may affect the demand for tattoos in the UK. [8]
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The candidate displays excellent understanding of the factors that affect demand namely 
income, fashion, competition and promotion. However, the answer is not applied to the 
tattoo market which has resulted in no AO2 marks. The analysis of the factors that affect 
demand is good but not excellent as it is not applied to the tattoo market.
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A03-2


A01-2
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The candidate applies the answer to the data provided referring to the age group 
(30-39 year olds) with the highest percentage of tattoos. The usefulness of the data in 
terms of its benefits are also considered in detail i.e. targeting advertising towards 
the relevant market in a way which appeals to them. 
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A01-2.  A03-1.
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A01-3


A03-1


A04-1


The candidate displays a good understanding of the key features of both quantitative and qualitative 
market research but the explanation of the usefulness of these forms of market research is limited. The 
evaluation of the drawbacks of both quantitative and qualitative market research were rather general 
when referring to drawbacks such as bias, time consuming and inaccurate results.





















(2510U10-1) Turn over.09


9


© WJEC CBAC Ltd.


(ii) Analyse the importance of a Deed of Partnership to a business such as Jackson’s
Pies. [4]


(d) Explain what is meant by quantitative and qualitative market research and evaluate the
usefulness of both to a business such as Jackson’s Pies.       [10]


2
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2. (d) Explain what is meant by quantitative and qualitative market research and 
evaluate the usefulness of both to a business such as Jackson's Pies. [10] 


Band 
AO1 AO3 AO4 


4 marks 2 marks 4 marks 


3 


4 marks 
Excellent understanding of 
the key features of both 
quantitative and qualitative 
market research. 


4 marks 
Excellent evaluation of the 
usefulness of undertaking 
both quantitative and 
qualitative market research 
to a business. 


2 


2-3 marks
Good understanding of the 
key features of both/either 
quantitative and qualitative 
market research. 


2 marks 
A good explanation of the 
usefulness of both 
quantitative and qualitative 
market research to a 
business. 


2-3 marks
A good evaluation of the 
usefulness of undertaking 
both/either quantitative and 
qualitative market research 
to a business. 


1 


1 mark 
Limited knowledge of the 
key features of both/either 
quantitative and qualitative 
market research. 


1 mark 
A limited explanation of the 
usefulness of both/either 
quantitative and qualitative 
market research to a 
business. 


1 mark 
A limited evaluation of the 
usefulness of undertaking 
both/either quantitative and 
qualitative market research 
to business. 


0 
0 marks 


No knowledge is 
demonstrated. 


0 marks 
No analysis evident. 


0 marks 
No evaluation undertaken. 
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Indicative content: 


Understanding 
• Quantitative market research involves the collection of data that can be measured.
• Based on facts that can be tested in a mathematical format.
• Collection of statistical data from sources such as sales figures.
• Data is collected from customers using questionnaires with closed questions.


• Qualitative market research involves the collection of data about attitudes, beliefs
and intentions.


• Views and opinions are gathered through open questioning such as ‘What do you
enjoy about our pies?’


• Focus groups and interviews are typically used to gather qualitative data – allowing
two-way interaction to take place.


• Professional marketing psychologists are often employed in order that the findings
can be made into meaningful, useful data.


Analysis and evaluation 
• Quantitative data leads to objective conclusions which can be tested to ensure their


statistical validity.
• The requirements of the research can be clearly laid out and specific guidelines can


be given to those undertaking the research in order that the required information is
obtained.


• Findings are clear and unambiguous but closed questions can result in narrow
findings which may not fully reveal valuable marketing information.


• Qualitative data helps to gain a more realistic, in-depth view of customers and
potential customers.


• The forms of research used allows greater interaction as questioning is open-ended
– allowing the research to be extended and adapted.


• Interpreting such data can be difficult and small businesses are unlikely to have the
expertise amongst their staff to carry this out meaningfully.


• Quantitative research often leads to a need to carry out further, qualitative research
in order to seek the answers required. Both methods are likely to involve a significant
cost. Small businesses are unlikely to be able to afford to carry out a great deal of
market research. This is a dilemma for small businesses as they could make
strategic decisions based on inadequate research – resulting in failure.


• Quality market research is always helpful. However, poor quality research, whether
quantitative or qualitative will not prove to be useful for any small business.
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Answer all the questions in the spaces provided.


1. The Office for National Statistics estimates the population of the United Kingdom to be
65 110 000 and the desire of a significant proportion of UK citizens to have a tattoo seems to
show no sign of diminishing.
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(a) Consider how useful the information in Fig. 1 might be to those thinking about opening a
tattoo parlour in 2019. [4]


Fig. 1 Percentage of people who have tattoos in the UK in 2015 by age range
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The candidate displays a good understanding of the factors that affect demand 
namely price and income. The answer includes some limited application to the 
tattoo market in the UK as tattoos are referred to as luxury goods and a want in 
the answer. The analysis is limited as it lacks explanation and development.
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