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You will now be the examiner. Refer to the example answers below to help you mark your own, or your partner’s, exam practice answers.
Points-based questions
Questions 1–4 are points-based questions. A mark is given for each correct point or development of the point, up to the maximum number of marks allowed for the question.
State the main social media platform that London Camera Exchange utilises in their marketing campaigns. (1 mark)
Example answer
· Instagram (or Meta) (1)
Name two additional social media platforms that London Camera Exchange utilise in their marketing campaigns. (2 marks)
Example answer (any two)
· Facebook (1)
· YouTube (1)
· TikTok (1)
Explain one change in consumer behaviour which has influenced London Camera Exchange’s marketing activities. (2 marks)
Example answer
· Consumers are increasingly shifting away from in-store shopping to browsing and purchasing camera equipment online. (1)
· As a result, LCE has had to focus on making authentic content which is ‘person-centric’ rather than ‘product-centric’. The way that LCE has achieved this is to place cameras in a contextualised way into the hands of real people. (1)
Explain one impact that suppliers have on London Camera Exchange’s marketing activities. (3 marks)
Example answer
· Suppliers influence the timing and budget of a retailer’s promotional 
campaigns. (1) 
· LCE can align their advertising with major product launches and promotional events run by key manufacturers (Canon, Nikon, Sony, etc.). (1) 
· This allows LCE to maximise their own marketing budget through cooperative advertising (where suppliers split marketing costs), resulting in a higher return on investment. (1)
Extended open-response questions
Questions 5–7 are extended, open-response questions. These require a more developed response that follows the structure below:
· Make a point.
· Provide evidence.
· Develop an explanation and link it back to the scenario.
The following pages provide guidance on how 6-, 9- and 12-mark questions are marked, with example content. Note: the example answers provided are intended to serve as a guide and won’t cover everything. If you are making relevant points that do not appear in the mark scheme below, they will still be credited. 
Here is a guide to how many ‘points’ are recommended for each type of question:
· 6-mark questions: (at least) two, but ideally three, developed points
· 9-mark questions: (at least) four developed points
· 12-mark questions: (at least) six developed points
For extended questions, there are three ‘levels’ of response. Basic answers that only state a point are not likely to achieve higher marks. Making a point and developing it is key. The more developed and detailed a response, the more likely it is to gain higher marks. 
Examiners will refer to the grading grid for each question type. They will read the grading descriptors to help them decide which is the best fit for the overall quality of the answer. The best answers will use correct terminology, link to the scenario and provide a conclusion, if relevant to the command word. (Note: questions that use ‘Evaluate’ as a command word require students to make a reasoned judgement, based on the pros and cons, and this should be supported by a final conclusion. Equally, depending on the context and type of information being presented, it may be relevant to include a conclusion for ‘Discuss’-style questions.)
Before marking questions 5, 6 and 7, refamiliarise yourself with the case study and read the grade descriptors in the marking grids. Then, read the questions and the responses to be marked. As you mark your own, or your partner’s, work, use a coloured pen to clearly identify where marks were gained. Wherever appropriate, note one point – or development of a point – that could have improved the response.
6-mark question
Discuss how London Camera Exchange uses social media to reach a new target market. (6 marks)
Marking guidance
As this is a ‘discuss’ question, students will need to undertake an analysis which considers the positives and negatives of any action by LCE. Therefore, when making a point, students should balance the potential advantages of any action against the potential disadvantages. 
Answers could include, but are not limited to, the following:
Youth engagement
· Point: Social media marketing (particularly Instagram/TikTok) can encourage greater engagement with a younger audience (currently an area of focus for 
LCE). (1)
· Evidence: Marketing videos that enable potential buyers and camera users to benefit from ‘first-look’/product demonstration content. This is key for younger users who may have less disposable income, encouraging confidence/trust and building a consumer base. (1)
· Explanation/application: As most TikTok users will be from a younger demographic, LCE may struggle to engage older demographics. Currently LCE benefits from having a large clientele from the older demographic, therefore, they would need to retain some traditional media to engage this audience. (1)
Influencer marketing
· Point: Influencer marketing can enable LCE to diversify into profitable, niche markets, such as the second-hand camera market. (1)
Evidence: Influencers can offer associated legitimacy, or ‘social proof’, encouraging footfall in stores, generating trust and engaging new audiences for LCE. (1)
Explanation/application: LCE must take care with the age, gender and other demographic characteristics of influencers, as this will be directly relevant to the audience they are hoping to attract. (1)
Corporate and decentralised store-based marketing
· Point: LCE must take care to balance its social media strategy between corporate and decentralised store-based marketing. (1)
· Evidence: Corporate social media can be used to build overall brand equity and national manufacturing launches. (1)
· Explanation/application: However, individual store-based social media marketing can post about localised content, local second-hand items, capturing location-specific markets (1).

Example Level 3 answer 
As the London Camera Exchange (LCE) has a current older demographic, LCE can effectively use a multi-platform social media strategy to reach new target markets by matching specific content to different demographic segments. For instance, LCE can utilise younger, video-centric platforms like TikTok or Instagram. One of the strategies used is to post ‘first-look’ videos and product demonstrations. Because camera gear is a high-cost, high-involvement purchase, these videos act as a virtual product trial, reducing the perceived financial risk for younger buyers. This helps LCE break out of its traditional, older customer base by building buying confidence online before a new consumer ever steps into a shop. As the TikTok audience is a young demographic, LCE is much less likely to have an impact with older demographics using TikTok as its main social media. For this reason, LCE needs to invest in traditional marketing to promote new products to this older audience. 
Furthermore, LCE can utilise influencer marketing as part of its social media strategy to efficiently access new specific, highly profitable niche markets. For LCE, second-hand camera sales are an important income stream. Of course, second-hand cameras are much more affordable than new equipment, which is a huge plus for LCE’s young adult market. By partnering with recognisable, young, niche users, such as local skateboarders, LCE leverages social proof. The recommendation of an expert they can relate to persuades potential buyers within niche groups to trust LCE for specialist gear, seamlessly introducing the brand to entirely new audiences. LCE needs to consider the age, gender and other demographic characteristics of influencers carefully based on which audience they are hoping to attract.  
However, to successfully balance this social media strategy, LCE (as an overall national brand) must manage the dynamic between corporate and decentralised store-based marketing. While corporate social media builds overall brand equity and handles national manufacturer launches, individual store-based social media accounts allow for crucial localised marketing. Individual stores can post about highly local content or local second-hand stock items they need to sell, capturing new location-specific target markets. 
Mark scheme
	Level
	Mark
	Descriptor – Discuss 6 marks
ALL traits carry equal weighting.

	0
	0
	No rewardable material.

	1
	1–2
	Demonstrates a basic analysis of the situation by superficially breaking down the different aspects into component parts (AO3a).
Demonstrates basic application of knowledge and understanding that is partially relevant to the context of the question (AO2).

	2
	3–4
	Demonstrates a good analysis of the situation by breaking down the different aspects into component parts (AO3a).
Demonstrates good application of knowledge and understanding that is relevant to the context of the question (AO2).

	3
	5–6
	Demonstrates a thorough analysis of the situation by comprehensively breaking down the different aspects into their component parts (AO3a).
Demonstrates comprehensive application of knowledge and understanding that is consistently relevant to the context of the question (AO2).
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9-mark question
Discuss the possible impacts of London Camera Exchange’s decision to use social media influencers in their campaigns. (9 marks)
Marking guidance
For 9- and 12-mark responses, students are marked according to how well they develop their points, rather than per point. The sample answers below serve as a guide to how points might be allocated but, more importantly, they act as a guide to how points ought to be developed by students to obtain full marks. Depending on the nature of the question, a 3:1 advantage:disadvantage (or vice versa) ratio is a useful structure for your response, but a balanced 2:2 advantage:disadvantage ratio is also well suited to a 9-mark response. Remember: this is a ‘Discuss’ question that requires a discussion of impacts, both positive and negative, and you must sum up your response with a conclusion that briefly states the case for influencers having a positive or negative impact when it comes to LCE’s marketing strategy. Note: your conclusion should be no more than 2–3 sentences in length (roughly 20–40 words).
Answers could include, but are not limited to, the following:
Positive impacts
Market segmentation
· Point: Different influencers can engage specialised market ‘segments’ that traditional marketing cannot easily reach. (1)
· Evidence: Shop-staff influencers can partner with the local community to create content with community members who enjoy skateboarding. (1)
· Explanation/application: LCE can showcase the specialised, affordable, second-hand, possibly high-end lenses directly to a dedicated audience of young skateboarders, leading to specialised media. (1)
Expert voice
· Point: Influencers are seen by potential customers as ‘experts’. (1)
· Evidence: This provides authenticity and acts as ‘social proof’ encouraging trust and encouragement to purchase. By actively demonstrating equipment, and showcasing the high-quality images or videos produced using LCE’s gear, consumer confidence can be enhanced. (1) 
· Explanation/application: This exposure can increase brand awareness, driving online traffic and physical footfall to stores. (1) 
Word-of-mouth
· Point: The use of influencers can result in more engaging content – influencers know how to engage directly with their market. This can spark word-of-mouth recommendations across online photography forums and communities. (1)
· Evidence: Therefore, LCE will enjoy a greater return on investment on their marketing spend, compared to generic street advertising, which applies a ‘catch-all’ approach rather than a specific, precise, targeted one. (1)
· Explanation/application: Every pound spent is directed to a relevant consumer base and, therefore, a key consumer market. (1)
Negative impacts
Lack of direct control/expense
· Point: LCE is unable to directly control influencers who may engage in conduct that negatively impacts brand reputation. (1)
· Evidence: If an influencer is embroiled in a scandal, LCE’s reputation can be negatively affected by association. Likewise, if the quality of the influencer’s content drops, it may impact LCE. (1)
· Explanation/application: Additionally, top-tier influencers can be expensive to retain, with no guarantee that investment will result in increased sales. (1) 
Audience fatigue
· Point: An influencer may promote too many different brands, resulting in a loss of authenticity with respect to their recommendation. (1)
· Evidence: A specialist community of photography enthusiasts may become cynical of an influencer they consider to be insincere. (1)
· Explanation/application: As LCE is currently in significant competition with other companies retailing cameras (Amazon, etc.), any negative perception could be damaging. (1)
Choice of influencer
· Point: If an influencer has a huge reach and engagement, they are likely to encourage increased revenue for LCE through a campaign. (1)
· Evidence: However, if they are engaged in scandal, this is likely to have a detrimental impact on LCE’s business. Also, they are likely to be more expensive. (1)
· Explanation/application: Any negative response to a highly popular influencer could have a significant, negative impact on LCE’s business, and take time to fix. (1)
Capacity of stores to meet need
· Point: LCE’s plan to use local store workers as influencers has advantages, namely, the local voice, and an understanding of localised priorities. (1)
· Evidence: However, there is a requirement that these local workers have a core role outside of marketing, namely managing, running and selling in the shop. (1)
Explanation/application: The dual role could become confusing and impact the ability of local stores to deliver for customers. (1)
Mark scheme
	Level
	Mark
	Descriptor – Discuss 9 marks
Trait 2 (AO2) carries twice as much weighting as trait 1 (AO3a).

	0
	0
	No rewardable material.

	1
	1–3
	Demonstrates a basic analysis of the situation by superficially breaking down the different aspects into component parts (AO3a).
Demonstrates basic application of knowledge and understanding that is partially relevant to the context of the question (AO2).

	2
	4–6
	Demonstrates a good analysis of the situation by breaking down the different aspects into component parts (AO3a).
Demonstrates good application of knowledge and understanding that is relevant to the context of the question (AO2).

	3
	7–9
	Demonstrates a thorough analysis of the situation by comprehensively breaking down the different aspects into their component parts (AO3a).
Demonstrates comprehensive application of knowledge and understanding that is consistently relevant to the context of the question (AO2).
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12-mark question
Evaluate how social media marketing can improve London Camera Exchange’s omnichannel marketing approach. (12 marks)
Marking guidance
As this is an ‘evaluate’ question, you are expected to weigh up both sides of an issue/argument (the pros and cons) and make a judgement. In this case, it would be the effectiveness of social media in improving LCE’s omnichannel marketing approach. As this is an ‘evaluate’ question, consider different sides of the issue and develop a competing argument before making a reasoned judgement. Apply your points clearly to LCE throughout. Your conclusion should follow from your analysis and explain which argument is stronger and why.
Answers could include, but are not limited to, the following:
Improving
Social media and omnichannel marketing
· Point: Social media is the omnichannel glue that binds the customer at the centre of the sales and marketing ecosystem.
· Evidence: Having an omnichannel approach is essential for a specialist high-street retailer, and a key part of LCE’s approach since it has both a national and local presence.
· Explanation/application: The use of social media within the omnichannel approach means that the company is protected from adverse changes such as government uncertainty.  
Commercial impact
· Point: There can be positive and negative commercial impacts from using a social media approach. 
· Evidence: The use of the store workers as ‘influencers’ has potential for a positive commercial impact. 
· Explanation/application: Using them in this way can increase staff morale and skills. 
Engagement growth
· Point: Social media supports the omnichannel approach, growing engagement via likes, comments and shares on platforms such as Instagram and TikTok. 
· Evidence: This allows LCE to engage with a potential new consumer base: young adults.  
· Explanation/application: By using short-form media content (reels, shorts, etc.), LCE can drive traffic to their website. This bridges the gap between digital discovery and final purchase, unlocking a new sales market at a highly affordable cost.  
Instant updates
· Point: Unlike traditional advertising media (television or radio), social media allows LCE to update consumers instantly and at minimal cost.
· Evidence: The only relevant variable is staff time. Updates can be added daily and in line with manufacturer updates. Updates can be relevant to stock within shops, new ranges and seasonal ranges. 
· Explanation/application: This can ensure adjustments take place in real time, enabling stores to meet sales targets. 
Not improving
Lack of access/interest
· Point: Not all those within the relevant consumer base for LCE will follow social media accounts or have internet access. For example, some platforms will age-gate content.
· Evidence: The government is reforming the ways in which young people engage with content online and LCE will need to be mindful of this. 
· Explanation/application: Overreliance on social media can create a disjointed experience based on age, some older consumers may prefer traditional forms of advertisement.  
Costs
· Point: The effectiveness of social media is linked to the frequency of update and engagement with content. It can be costly to employ staff specifically for this purpose.
· Evidence: Likewise, social media can produce harmful reputational consequences without effective quality assurance and monitoring. 
· Explanation/application: Maintaining this high level can be difficult if LCE operates social media with limited staff or part-time management. This would have an impact on the omnichannel approach, causing possible delays and making it less seamless. 
Irritation
· Point: Young consumers can find social media ads intrusive. They may opt for adblockers or choose to scroll past.
· Evidence: If LCE cannot overcome this, their social media strategy will not be impactful, making the strategy less cost-effective.
· Explanation/application: This will require constant monitoring and innovation. 
Mark scheme
	Level
	Mark
	Descriptor – Evaluate 12 marks
Trait 2 (AO2) carries twice as much weighting as trait 1 (AO3a) and trait 3 (AO3b).

	0
	0
	No rewardable material.

	1
	1–4
	Demonstrates a basic analysis of the situation by superficially breaking down the different aspects into component parts (AO3a).
Demonstrates basic application of knowledge and understanding that is partially relevant to the context of the question (AO2).
Demonstrates a basic evaluation which partially considers different factors/events and competing points, leading to a conclusion which is superficial or unsupported (AO3b).

	2
	5–8
	Demonstrates a good analysis of the situation by breaking down the different aspects into component parts (AO3a).
Demonstrates good application of knowledge and understanding that is relevant to the context of the question (AO2).
Demonstrates a good evaluation which considers different factors/events and competing points, leading to a conclusion which is partially supported (AO3b).

	3
	9–12
	Demonstrates a thorough analysis of the situation by comprehensively breaking down the different aspects into their component parts (AO3a).
Demonstrates comprehensive application of knowledge and understanding that is consistently relevant to the context of the question (AO2).
Demonstrates a thorough evaluation which comprehensively considers different factors/events and competing points, leading to a conclusion which is well supported (AO3b).
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