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Sticky Note
Usually the question number

Sticky Note
The number of candidates attempting that question

Sticky Note
The mean score is calculated by adding up the individual candidate scores and dividing by the total number of candidates. If all candidates perform well on a particular item, the mean score will be close to the maximum mark. Conversely, if candidates as a whole perform poorly on the item there will be a large difference between the mean score and the maximum mark. A simple comparison of the mean marks will identify those items that contribute significantly to the overall performance of the candidates.However, because the maximum mark may not be the same for each item, a comparison of the means provides only a partial indication of candidate performance. Equal means does not necessarily imply equal performance. For questions with different maximum marks, the facility factor should be used to compare performance.

Sticky Note
The standard deviation measures the spread of the data about the mean score. The larger the standard deviation is, the more dispersed (or less consistent) the candidate performances are for that item. An increase in the standard deviation points to increased diversity amongst candidates, or to a more discriminating paper, as the marks are more dispersed about the centre. By contrast a decrease in the standard deviation would suggest more homogeneity amongst the candidates, or a less discriminating paper, as candidate marks are more clustered about the centre.

Sticky Note
This is the maximum mark for a particular question

Sticky Note
The facility factor for an item expresses the mean mark as a percentage of the maximum mark (Max. Mark) and is a measure of the accessibility of the item. If the mean mark obtained by candidates is close to the maximum mark, the facility factor will be close to 100 per cent and the item would be considered to be very accessible. If on the other hand the mean mark is low when compared with the maximum score, the facility factor will be small and the item considered less accessible to candidates.

Sticky Note
For each item the table shows the number (N) and percentage of candidates who attempted the question. When comparing items on this measure it is important to consider the order in which the items appear on the paper. If the total time available for a paper is limited, there is the possibility of some candidates running out of time. This may result in those items towards the end of the paper having a deflated figure on this measure. If the time allocated to the paper is not considered to be a significant factor, a low percentage may indicate issues of accessibility. Where candidates have a choice of question the statistics evidence candidate preferences, but will also be influenced by the teaching policy within centres.
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Sticky Note

Early on, the candidate makes a good point that all supermarkets will benefit from purchasing economies of scale.  This could be improved by noting that Aldi has fewer product lines and therefore, although Aldi may be relatively small in the UK, the frequent sale of a small number of products still allows them to benefit from purchasing economies of scale.Aldi’s approach to corporate responsibility is also commented upon.  This paragraph has good development and considers the implications of not demonstrating corporate responsibility.  This approach is useful to the candidate in achieving AO3 and AO4 marks as the answer progresses.As the candidate addresses the ‘differences’ element of the question they pick up on the idea of Aldi as an Ltd.  Good use of the case study is demonstrated with the candidate going on to develop the implications of this in allowing Aldi to follow strategies that may not be available if, like traditional supermarkets, they were a Plc.  This structure, which is mirrored in the following paragraph, helps the candidate to generate AO3 and AO4 marks.Towards the end of the answer, there is a sense that the candidate is running out of time as the paragraphs become shorter.  However, the candidate has demonstrated good skills in each of the AO’s throughout their response. It would have been useful for the candidate to give an overall judgement that weighed up key points in order to boost AO4 marks further.












6
A01-4
A02-1
A03-1




















 


 


1 (c) Evaluate Aldi’s plans for organic growth in the UK. [10]


Band 
AO1 AO2 AO3 AO4 


2 marks 2 marks 2 marks 4 marks 


 


   4 marks 
Excellent well-
balanced 
evaluation of Aldi’s 
plans for organic 
growth 
 
Key issues are 
evaluated  


2 


2 marks 
Good and clear 
understanding of 
organic growth 
 
The learner 
demonstrates a 
clear and 
accurate 
understanding of 
organic growth 


2 marks 
Good application to 
Aldi’s plans for 
organic growth in 
the UK 
 
The learner makes 
effective use of the 
case study context  


2 marks 
Good analysis of the 
key issues which 
may be considered 
or encountered 
during organic 
growth 
 
Good well-
developed answer 
explaining the 
implications of 
organic growth  


2-3 marks 
Good  evaluation 
of Aldi’s plans for 
organic growth 
 
The evaluation 
may be one-sided 
 
Some relevant 
issues are 
evaluated 
 
 


1 


1 mark 
Limited 
understanding of 
organic growth 


1 mark 
Limited application 
to Aldi’s plans for 
organic growth in 
the UK 
 
The learner makes 
limited use of the 
case study context  


1 mark 
Limited analysis of 
the issues which 
may be considered 
or encountered 
during organic 
growth 
 
 


1 mark 
Limited evaluation 
of Aldi’s plans for 
organic growth 
 
Unsupported 
judgements are 
made 


0 


0 marks 
No understanding 
of organic growth 


0 marks 
No application to 
Aldi’s plans for  
organic growth in 
the UK 


0 marks 
No valid analysis 


0 marks 
No valid evaluation 


 
  







 


Indicative content: 
 
Aldi is planning to open 80 new stores this year and a further 300 by 2022, rapidly increasing 
the number of its stores. 
 
All of this growth is organic.  There are apparently no plans for acquisition.  
 
At a time when its profit margins are being squeezed it is possible that Aldi might find it difficult 
to raise the finance to pay for this expansion.  This is especially true as it is a private company 
and so will not have access to the stock market to raise funds.  Unless of course there is a 
decision to go public. 
 
Aldi has already been very successful in its growth plans, having captured a significant 
percentage of the market in recent years.  So it must be doing something right. 
 
In addition, as the article says, there are many towns in the UK without an Aldi, so it appears 
that the market is not yet saturated and there is still plenty of room for expansion. 
 
Aldi’s organic growth strategy will assist in achieving purchasing economies of scale. As this 
will reduce the average unit cost, this can assist in providing customers with low prices in Aldi 
stores.  However, this may have been achieved more quickly through external growth. 
 
Diseconomies of scale can be managed more effectively through organic growth.  As Aldi is a 
private limited company external finance may be limited.  Therefore, if Aldi only opens stores 
when finances allow this will help keep gearing and liquidity under control.  External growth, 
with a large capital outlay, may suddenly increase gearing and lower liquidity as external and 
internal finance reserves are put under pressure. 
 
However, Aldi has targeted shoppers who are looking for low priced non-branded goods, which 
may be classified as inferior goods.  However, if the economy expands, and peoples’ incomes 
increase shoppers may well return to traditional brands and traditional supermarkets as they 
shift back to normal and superior goods. 
 
Any other valid point. 
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Sticky Note

This candidate has a clear understanding of Maslow’s hierarchy of needs. All of the stages are correctly outlined and as a result the candidate scores full marks for AO1.However, the candidate has made little use of the ‘department store’ context. Although the candidate frequently mentions John Lewis, there is little in the answer which is specific to the scenario of a department store.  Therefore, the candidate only achieves 1 mark for AO2In terms of analysis, most of the written work is descriptive rather than analytical.  Therefore, the candidate only achieves 1 mark for AO3.
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Sticky Note

This candidate has identified the store openings as a key part of the organic growth strategy.  The script goes on to separate organic from external growth showing clear understanding.  Some of the effects of the organic growth strategy are also in evidence in the first paragraph.  As the examiner is clear that the candidate has good understanding full marks are awarded for AO1.
In terms of AO2, the rate of growth in the source material is commented upon with the indication that it may be detrimental to the business.  The second paragraph ends with a suitable judgement and is credited with AO4 marks.
In the third paragraph comments are made on the specifics of the organic growth plan.  This point is developed before judgements are again made.  The candidate is consistently judging points as they are made in each paragraph which is a good technique to employ.  AO4 is built upon further by a brief end judgment.  
Overall, this is a well applied and judged answer although the effects and knock on effects of the strategy could have been further developed to build AO3 marks. 
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Sticky Note

This response makes excellent use of analysis in order to progress each paragraph to a natural and validated conclusion.  This technique is demonstrated in the first paragraph when the candidate discusses the role of staff in customer facing businesses.  The author notes that helpful staff can improve the shopping experience and lead to recommendations, brand loyalty and repeat trade.  This in turn generates additional revenue and allows the business access to a range of new opportunities through improved profits.  It is precisely this type of in-depth response which can lead to high marks in essays.Both sides of the argument are addressed in equally strong terms and appropriate examples are used throughout the answer.  This has enabled the candidate to score in the top bracket for each of the AO categories.  Conclusions are drawn throughout the response as well as in a summative judgement. As a piece of work the candidate achieves full marks for AO1 and enters in to the top bracket for AO3 and AO4.
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Sticky Note

The first 2 paragraphs briefly outline similarities between Aldi and traditional supermarkets in terms of growth support for UK farmers.  Although these statements achieve level 1 AO1 and AO2 no development or judgement is present.  The candidate would benefit from a discussion about each of these points in order to generate AO3 and AO4 marks.  In the third paragraph this candidate correctly identifies price as a difference between Aldi and traditional supermarkets.  However, as Aldi focus on non-branded food items the comment that both supply the same product is debatable. This point requires explanation in order to be fully justified.  The same point on pricing is made in the next paragraph again with little explanation therefore limiting the opportunity to fully develop AO3 and AO4 marks.A difference in pay rates between Aldi and traditional supermarkets is noted later in the text.  This statement makes good use of the case study but would again benefit from a discussion as to its impact on motivation or working practices in order to progress AO3 and AO4 marks.The end judgement is a summary of earlier points.  It would be more beneficial for the candidate to consider the importance of the differences and similarities in order to create a judgement.  Although the candidate has clearly outlined similarities and differences (AO1: 2 marks) and made good use of the case study information (AO2: 2 marks), the development of points and judgements are limited therefore AO3 and AO4 remain at 1 mark each.
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SECTION A


Answer all the questions in this section.


1. Read the information below and answer the questions that follow.


 Aldi


 Aldi can trace its history to the time when Anna Albrecht opened 
her first shop in Essen, a mining town in Germany, in 1914. In 
1962 the name of the business was shortened from Albrecht 
Discount to Aldi. With a strong focus on organic growth, today 
the company has 4 000 stores worldwide in several countries 
including 785 in the UK and Ireland. This is particularly unusual 
as Aldi is still a private limited company.


 Aldi has the following to say about the way that it operates:


 “Our day-to-day items cost less because we buy them in great 
volume. And because we buy them from the same, hand-picked 
suppliers (whose products are sold under our own labels) we are 
able to negotiate substantial discounts – savings that we then pass on to the customer. 


 We do not spend huge sums of money on fancy displays and gimmicks in order to persuade 
customers to buy.


 Our buyers are experts in their field, from fresh fruit and veg to electronics and fine wines. They 
instinctively have an eye for which products from around the world represent the best quality at 
the best prices. 


 Aldi’s Corporate Responsibility Policy


 We’re committed to offering quality products at the best price. And we also want to help our 
customers lead healthy lifestyles by making our products healthier, giving clear nutritional 
labelling, promoting fresh fruit and vegetables, and encouraging responsible drinking.


 We work with suppliers to ensure safe and fair working conditions throughout our supply chain. 
We want to be able to assure our customers that the people who make our products are treated 
fairly. 


 The long-term success of our business depends on the raw materials of all our products being 
sourced in a sustainable way. We work with our suppliers to minimise the resource intensity of 
our products and the negative environmental impacts of their production. We are committed to 
reducing our carbon footprint and reusing and recycling our waste.


 Our employees are at the heart of our company and our relationship with them is built on the 
principles of cooperation, honesty, trust, respect, individual empowerment, accountability, 
mutual support and learning.


 We believe in supporting the communities within which we operate by supporting charitable 
organisations.”


© WJEC CBAC Ltd.
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 The following is adapted from an article in The Times newspaper on 1 October 2016.


 In the pre-Brexit era German supermarkets have taken a considerable percentage of the UK 
grocery trade but Matthew Barnes, chief executive of Aldi UK, is unhappy with the suggestion 
that the grocer is a “German” supermarket. Last year Aldi had record £7.7 billion sales in the UK. 
This reflected a doubling of sales in three years which has helped to push Aldi’s share of the UK 
grocery market to a high of 6.2 per cent and Mr Barnes says that customers are drawn to its low 
prices and its “Britishness”.  


 “We are a fantastic supporter of British farming and we are the only retailer that has 100 per cent 
British meat all year round – we are a British business,” he says.  


 Aldi may be a British business, and one that has completely shaken up the country’s declining 
grocery sector, but it is also a company whose profits have fallen for the past two years as the 
food price war rages. In 2015 Aldi’s operating profits fell by 1.8 per cent to £256 million. Pre-tax 
profits slid to £213 million, from £249 million in 2014 and £261 million in 2013.


 This decline is not a problem, according to Mr Barnes, even as he admits that “this is the 
toughest it has been for grocers in terms of margins and price deflation in living memory”. Falling 
profits are just a sign that Aldi is adapting to market conditions and ensuring that it will never 
break its promise to shoppers to always give them “that thrill at the till”, as he says. “You know, 
that ‘wow’ feeling that customers feel when they see the receipt and the discount they have 
received.”


 Mr Barnes says that Aldi won’t stop cutting prices either to maintain its position as the country’s 
cheapest grocer, even if it has to fall into the red to maintain its position as price leader. “We 
have never hidden the fact that our margins have come down as they would do reacting to 
any price situation in the market,” he says. “As our competitors have tried to close the [price] 
gap we have moved accordingly. It is here that I think our private ownership helps. We have 
tremendously supportive shareholders behind us and we are here for the long term.”


 In January 2017 The Independent newspaper reported that:


 Aldi is to give more than 3 000 employees a pay rise, overtaking Lidl to become the UK’s highest-
paying supermarket. From next month, Aldi staff will earn £8.53 per hour, raised to £9.75 per 
hour for those who live in London. This is higher than the Government’s national living wage rate 
of £7.20 an hour. It even surpasses the Living Wage Foundation’s voluntary rate of £8.25 per 
hour.


 A total of 3 356 Aldi employees in the UK will benefit from the pay increases. Aldi claimed its rate 
of pay will be the highest in the retail sector, beating fellow German discounter Lidl’s plan to offer 
staff £8.45 per hour nationally from March. The announcement comes just a few months after 
Chancellor Philip Hammond said the mandatory national living wage rate will increase to £7.50 
at the beginning of April – 10p less than expected.


 Matthew Barnes, chief executive officer for Aldi UK, said: “We recognise the valuable contribution 
that our thousands of store employees make every day. Their dedication and commitment is a 
key reason why Aldi is the UK’s fastest-growing supermarket. We employ the best people in 
retail and invest in their training to enable them to carry out a range of different roles in store.”


© WJEC CBAC Ltd.
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 (c) Evaluate Aldi’s plans for organic growth in the UK. [10]


 (d) The key to the success of multinational companies, such as Aldi, is their ability to adapt their 
products, activities and working practices to reflect local needs (known as glocalisation). 
To what extent do you agree with this statement? [10]


 (e) Discuss the likely consequences to Aldi’s stakeholders of the UK’s decision to leave the 
European Union (Brexit). [10]


© WJEC CBAC Ltd.


 Growth


 The chief executive, who is “incredibly hands on” and spends three days a week visiting Aldi 
stores and its rivals, says that falling like-for-like sales are not a problem either, merely a 
consequence of aggressive shop openings. Aldi’s comparable sales could fall further too as the 
expansion programme continues: “We know that there are dozens of towns in the UK where 
there is no Aldi when there could be three, four or even five stores. Aldi will be opening 80 new 
stores this year, bringing the total in the UK to 700.” By 2022 Aldi hopes to have 1 000 stores 
across the country and says that there is “no reason there can’t be an Aldi store in every town 
and city in the UK. There are towns like Bath, Slough and Torquay where there is not a single 
Aldi.”


 Mr Barnes says that his confidence is driven by the “leanness” of its operations, which is why 
Aldi is famous for keeping its costs down. Today Aldi UK has reduced the cost of its operations 
with measures such as only stocking a limited range of products – mostly own brand products 
and best-sellers – and producing “shelf ready” packaging that reduces staff handling time. Mr 
Barnes says that Aldi is ruthless when it comes to cutting products that don’t sell and every extra 
cost, such as its installation of new chill space in more than 100 stores next year as part of its 
£300 million “refresh” programme, is considered carefully.


 “Our leanness makes us the most efficient operator out there with the lowest cost base,” says 
Mr Barnes, who has carried out every task there is from stacking shelves to heading the buying 
operations in Australia before he became UK chief executive. “We can focus intensely on each 
of our 1 500 core products which you simply can’t do when you have 45 000 products (like the 
Big Four grocers). As a private limited company we are in control of our destiny and that is 
exactly what allows us to produce products with Marks & Spencer quality that are cheaper than 
Asda.”


 Mr Barnes said that Aldi had already won the price war. He spends two days each week in the 
office tasting and signing off all food and drink sold at Aldi and says that the next is “quality”.


 Aldi, which was once best described as simply a “hard discounter” has now gained a devoted 
following among Britain’s middle classes. “Our buying teams are working night and day to make 
sure we are always at the right end of price and quality in all ways.”







(A510U30-1)


4


 (c) Evaluate Aldi’s plans for organic growth in the UK. [10]


 (d) The key to the success of multinational companies, such as Aldi, is their ability to adapt their 
products, activities and working practices to reflect local needs (known as glocalisation). 
To what extent do you agree with this statement? [10]


 (e) Discuss the likely consequences to Aldi’s stakeholders of the UK’s decision to leave the 
European Union (Brexit). [10]


© WJEC CBAC Ltd.


 Growth


 The chief executive, who is “incredibly hands on” and spends three days a week visiting Aldi 
stores and its rivals, says that falling like-for-like sales are not a problem either, merely a 
consequence of aggressive shop openings. Aldi’s comparable sales could fall further too as the 
expansion programme continues: “We know that there are dozens of towns in the UK where 
there is no Aldi when there could be three, four or even five stores. Aldi will be opening 80 new 
stores this year, bringing the total in the UK to 700.” By 2022 Aldi hopes to have 1 000 stores 
across the country and says that there is “no reason there can’t be an Aldi store in every town 
and city in the UK. There are towns like Bath, Slough and Torquay where there is not a single 
Aldi.”


 Mr Barnes says that his confidence is driven by the “leanness” of its operations, which is why 
Aldi is famous for keeping its costs down. Today Aldi UK has reduced the cost of its operations 
with measures such as only stocking a limited range of products – mostly own brand products 
and best-sellers – and producing “shelf ready” packaging that reduces staff handling time. Mr 
Barnes says that Aldi is ruthless when it comes to cutting products that don’t sell and every extra 
cost, such as its installation of new chill space in more than 100 stores next year as part of its 
£300 million “refresh” programme, is considered carefully.


 “Our leanness makes us the most efficient operator out there with the lowest cost base,” says 
Mr Barnes, who has carried out every task there is from stacking shelves to heading the buying 
operations in Australia before he became UK chief executive. “We can focus intensely on each 
of our 1 500 core products which you simply can’t do when you have 45 000 products (like the 
Big Four grocers). As a private limited company we are in control of our destiny and that is 
exactly what allows us to produce products with Marks & Spencer quality that are cheaper than 
Asda.”


 Mr Barnes said that Aldi had already won the price war. He spends two days each week in the 
office tasting and signing off all food and drink sold at Aldi and says that the next is “quality”.


 Aldi, which was once best described as simply a “hard discounter” has now gained a devoted 
following among Britain’s middle classes. “Our buying teams are working night and day to make 
sure we are always at the right end of price and quality in all ways.”












 


 
2 (b) Discuss, with the use of examples, the view that, for all businesses “workers are always the 


organisations most important resource”.  [20] 


Band 
AO1 AO3 AO4 


4 marks 8 marks 8 marks 


3 


 
 


6-8 marks 
Excellent analysis of the 
importance of workers to a 
business 
 
Appropriate examples are 
analysed 
  
The analysis is balanced and 
detailed 
 
Analysis of other resources in 
comparison to workers  
 
Key issues have been well-
developed with a clear line of 
argument 
 
In-depth analysis required for this 
band 


6-8 marks 
Excellent evaluation of the view that 
workers are always a business’s most 
important resource 
 
Appropriate examples are evaluated  
 
The evaluation is balanced and 
detailed 
 
Consideration of other resources in 
comparison to workers  
 
Clear judgements are made with 
supporting statements to build an 
argument 
 
A holistic evaluation may be offered 
with an overall conclusion 


2 


3-4 marks 
Good understanding of 
the importance of workers 
to a business 
 
Examples are used to 
show good understanding  


3-5 marks 
Good analysis of the importance 
of workers to a business 
 
1 or 2 appropriate examples are 
analysed  
 
The analysis may include  a 
comparison with other resources 
 
The analysis is uneven with some 
well-developed points and others 
which are more limited in their 
development  


3-5 marks 
Good evaluation of the view that 
workers are always a business’s most 
important resource 
 
Appropriate examples are evaluated 
  
The evaluation provides a reasonably 
well balanced argument 
 
The learner makes judgements with 
some attempt to support their 
evaluation 
 
The answer may contain a brief 
conclusion  


1 


1-2 marks 
Limited understanding of 
the importance of workers 
to a business 
 
Limited use of  
example(s) to show 
knowledge  


1-2 marks
Limited analysis of the importance 
of workers to a business 
 
At least 1 appropriate example is 
briefly analysed  
 
Superficial analysis  


1-2 marks 
Limited evaluation of the view that 
workers are always a business’s most 
important resource 
 
Appropriate example(s) is/are briefly 
evaluated  
Judgements are superficial and 
unsupported 
 
The evaluation is uneven and one-
sided 
 
There is no conclusion  


0 


0 marks 
No understanding of the 
importance of workers to 
a business 


0 marks 
No valid analysis 


0 marks 
No valid evaluation 


 
  







 


Indicative content: 
 
Arguments in favour of the proposition: 
 


 For most businesses workers play a key role in their success especially when the 
worker is required to think for him or herself.   


 
 In dealing with customers workers can, in giving good customer service, increase sales 


and help to retain valuable customers. 
 


 In production, workers are key to achieving consistent quality outputs.  If workers are 
engaged in their work they are likely to increase output as well. 


 
 In research and development workers are vital in the production and development of 


new products. 
 


 
Arguments against the proposition 
 


 It depends on the type of business.  In some industries workers play a more important 
role than in others. 


 
 Some jobs are routine and do not require high levels of skill or commitment by staff. 


 
 If there are high levels of unemployment it should be relatively easy to replace staff. 


 
 Some products more or less sell themselves, e.g., i-phones, the workers role is 


relatively unimportant. 
 


 Other resources can be important such as the role of marketing, operations and 
financial management and can have a larger impact on the success of the business.  


 
Any other valid point. 
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Sticky Note

In this answer, the candidate begins by explaining the reasons why workers are an important resource.  Issues such as customer contact and productivity.  These points are developed to some extent with some judgment.  The candidate is at the lower end of band 2 for each of the AOs.This answer has two main issues, the first being that there is no counter argument.  The candidate give no instances in which the worker may not be the most important resource.  Equally, other resources may be considered the ‘most important’ depending on the circumstance within the industry. Secondly, the question clearly asks for examples.  Aside from one mention of Apple, there are no examples used during the answer.  This again limits the marks achieved for the response.
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SECTION A


Answer all the questions in this section.


1. Read the information below and answer the questions that follow.


 Aldi


 Aldi can trace its history to the time when Anna Albrecht opened 
her first shop in Essen, a mining town in Germany, in 1914. In 
1962 the name of the business was shortened from Albrecht 
Discount to Aldi. With a strong focus on organic growth, today 
the company has 4 000 stores worldwide in several countries 
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as Aldi is still a private limited company.


 Aldi has the following to say about the way that it operates:
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suppliers (whose products are sold under our own labels) we are 
able to negotiate substantial discounts – savings that we then pass on to the customer. 


 We do not spend huge sums of money on fancy displays and gimmicks in order to persuade 
customers to buy.


 Our buyers are experts in their field, from fresh fruit and veg to electronics and fine wines. They 
instinctively have an eye for which products from around the world represent the best quality at 
the best prices. 


 Aldi’s Corporate Responsibility Policy


 We’re committed to offering quality products at the best price. And we also want to help our 
customers lead healthy lifestyles by making our products healthier, giving clear nutritional 
labelling, promoting fresh fruit and vegetables, and encouraging responsible drinking.


 We work with suppliers to ensure safe and fair working conditions throughout our supply chain. 
We want to be able to assure our customers that the people who make our products are treated 
fairly. 


 The long-term success of our business depends on the raw materials of all our products being 
sourced in a sustainable way. We work with our suppliers to minimise the resource intensity of 
our products and the negative environmental impacts of their production. We are committed to 
reducing our carbon footprint and reusing and recycling our waste.


 Our employees are at the heart of our company and our relationship with them is built on the 
principles of cooperation, honesty, trust, respect, individual empowerment, accountability, 
mutual support and learning.


 We believe in supporting the communities within which we operate by supporting charitable 
organisations.”
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 The following is adapted from an article in The Times newspaper on 1 October 2016.


 In the pre-Brexit era German supermarkets have taken a considerable percentage of the UK 
grocery trade but Matthew Barnes, chief executive of Aldi UK, is unhappy with the suggestion 
that the grocer is a “German” supermarket. Last year Aldi had record £7.7 billion sales in the UK. 
This reflected a doubling of sales in three years which has helped to push Aldi’s share of the UK 
grocery market to a high of 6.2 per cent and Mr Barnes says that customers are drawn to its low 
prices and its “Britishness”.  


 “We are a fantastic supporter of British farming and we are the only retailer that has 100 per cent 
British meat all year round – we are a British business,” he says.  


 Aldi may be a British business, and one that has completely shaken up the country’s declining 
grocery sector, but it is also a company whose profits have fallen for the past two years as the 
food price war rages. In 2015 Aldi’s operating profits fell by 1.8 per cent to £256 million. Pre-tax 
profits slid to £213 million, from £249 million in 2014 and £261 million in 2013.


 This decline is not a problem, according to Mr Barnes, even as he admits that “this is the 
toughest it has been for grocers in terms of margins and price deflation in living memory”. Falling 
profits are just a sign that Aldi is adapting to market conditions and ensuring that it will never 
break its promise to shoppers to always give them “that thrill at the till”, as he says. “You know, 
that ‘wow’ feeling that customers feel when they see the receipt and the discount they have 
received.”


 Mr Barnes says that Aldi won’t stop cutting prices either to maintain its position as the country’s 
cheapest grocer, even if it has to fall into the red to maintain its position as price leader. “We 
have never hidden the fact that our margins have come down as they would do reacting to 
any price situation in the market,” he says. “As our competitors have tried to close the [price] 
gap we have moved accordingly. It is here that I think our private ownership helps. We have 
tremendously supportive shareholders behind us and we are here for the long term.”


 In January 2017 The Independent newspaper reported that:


 Aldi is to give more than 3 000 employees a pay rise, overtaking Lidl to become the UK’s highest-
paying supermarket. From next month, Aldi staff will earn £8.53 per hour, raised to £9.75 per 
hour for those who live in London. This is higher than the Government’s national living wage rate 
of £7.20 an hour. It even surpasses the Living Wage Foundation’s voluntary rate of £8.25 per 
hour.


 A total of 3 356 Aldi employees in the UK will benefit from the pay increases. Aldi claimed its rate 
of pay will be the highest in the retail sector, beating fellow German discounter Lidl’s plan to offer 
staff £8.45 per hour nationally from March. The announcement comes just a few months after 
Chancellor Philip Hammond said the mandatory national living wage rate will increase to £7.50 
at the beginning of April – 10p less than expected.


 Matthew Barnes, chief executive officer for Aldi UK, said: “We recognise the valuable contribution 
that our thousands of store employees make every day. Their dedication and commitment is a 
key reason why Aldi is the UK’s fastest-growing supermarket. We employ the best people in 
retail and invest in their training to enable them to carry out a range of different roles in store.”
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 (b) Discuss the similarities and differences between Aldi and traditional supermarkets, 
  such as Tesco and Morrisons, and how this has affected Aldi’s performance. [12]


 (c) Evaluate Aldi’s plans for organic growth in the UK. [10]


 (d) The key to the success of multinational companies, such as Aldi, is their ability to adapt their 
products, activities and working practices to reflect local needs (known as glocalisation). 
To what extent do you agree with this statement? [10]


 (e) Discuss the likely consequences to Aldi’s stakeholders of the UK’s decision to leave the 
European Union (Brexit). [10]


© WJEC CBAC Ltd.


 Growth


 The chief executive, who is “incredibly hands on” and spends three days a week visiting Aldi 
stores and its rivals, says that falling like-for-like sales are not a problem either, merely a 
consequence of aggressive shop openings. Aldi’s comparable sales could fall further too as the 
expansion programme continues: “We know that there are dozens of towns in the UK where 
there is no Aldi when there could be three, four or even five stores. Aldi will be opening 80 new 
stores this year, bringing the total in the UK to 700.” By 2022 Aldi hopes to have 1 000 stores 
across the country and says that there is “no reason there can’t be an Aldi store in every town 
and city in the UK. There are towns like Bath, Slough and Torquay where there is not a single 
Aldi.”


 Mr Barnes says that his confidence is driven by the “leanness” of its operations, which is why 
Aldi is famous for keeping its costs down. Today Aldi UK has reduced the cost of its operations 
with measures such as only stocking a limited range of products – mostly own brand products 
and best-sellers – and producing “shelf ready” packaging that reduces staff handling time. Mr 
Barnes says that Aldi is ruthless when it comes to cutting products that don’t sell and every extra 
cost, such as its installation of new chill space in more than 100 stores next year as part of its 
£300 million “refresh” programme, is considered carefully.


 “Our leanness makes us the most efficient operator out there with the lowest cost base,” says 
Mr Barnes, who has carried out every task there is from stacking shelves to heading the buying 
operations in Australia before he became UK chief executive. “We can focus intensely on each 
of our 1 500 core products which you simply can’t do when you have 45 000 products (like the 
Big Four grocers). As a private limited company we are in control of our destiny and that is 
exactly what allows us to produce products with Marks & Spencer quality that are cheaper than 
Asda.”


 Mr Barnes said that Aldi had already won the price war. He spends two days each week in the 
office tasting and signing off all food and drink sold at Aldi and says that the next is “quality”.


 Aldi, which was once best described as simply a “hard discounter” has now gained a devoted 
following among Britain’s middle classes. “Our buying teams are working night and day to make 
sure we are always at the right end of price and quality in all ways.”
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Sticky Note

This candidate shows a stronger response than that of the previous candidate.  As with the previous candidate, this candidate has not managed to fully identify organic growth.  The answer could relate to growth in general therefore only one AO1 mark is given.As well as identifying the growth in the number of stores, the candidate has picked up on the idea of leanness as a part of the growth strategy.  The effect of this strategy is commented upon therefore the candidate is able to generate both AO2 and AO3 marks.  However, a more thorough demonstration of effects and knock on effects would enable the candidate to move in to AO3 band 2.It is pleasing to see a clear end judgement towards the end of the answer.  Here the candidate considers the growth to have perhaps been too fast and Aldi has suffered as a result.  This goes on to discuss the conditions, which could see the growth strategy end in a successful conclusion.  The inclusion of this information sees the candidate achieving 2 marks for AO4.
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SECTION B


Answer one question from this section.


2. People at work


 


 (b) Discuss, with the use of examples, the view that for all businesses, workers are always 
the organisation’s most important resource. [20]


3. Ethics versus profit


 (a) Explain the type of ethical considerations that an oil company such as BP or Shell would need 
to take into account in operating its business. [10]


 (b) “Few large companies truly value ethical matters since they are mainly interested in 
making as large a profit as possible.” Discuss. [20]


4. Business and society


 (a) Explain how demographic change might affect a holiday company such as Thomas Cook 
or Thomson (TUI). [10]


 (b) Discuss the view that businesses that fail to respond successfully to social factors, such 
as changes in the age profile, culture, lifestyle and preferences of consumers, are likely 
to fail in the long term. [20]


END OF PAPER
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1 (b) Discuss the similarities and differences between Aldi and traditional 
supermarkets, such as Tesco and Morrisons and how this has affected Aldi’s 
performance.    [12] 


Band 
AO1 AO2 AO3 AO4 


2 marks 2 marks 4 marks 4 marks 


3 


  4 marks 
Excellent analysis of 
the ways in which 
Aldi is similar to and 
differs from 
traditional 
supermarkets and 
how this has 
affected its 
performance 
 


Key issues are 
analysed 


4 marks 
Excellent well 
balanced evaluation 
of Aldi's similarities 
and differences with 
traditional 
supermarkets and 
how this has 
affected its 
performance 
 


Key issues are 
evaluated 


2 


2 marks 
Good 
understanding of 
how Aldi  is 
similar to and 
differs from 
traditional 
supermarkets 
 
 


2 marks 
Good application 
to Aldi and 
traditional 
supermarkets 
 
Reference is 
made to the key 
points in the case 
study 


2-3 marks 
Good analysis of the 
ways in which Aldi is 
similar to and/or 
differs from 
traditional 
supermarkets and 
how this has 
affected its 
performance 
  
Relevant issues are 
analysed 


2-3 marks 
Good evaluation of  
Aldi's similarities 
and/or differences 
with traditional 
supermarkets and 
how this has 
affected its 
performance 
 
The evaluation may 
be one-sided 
 


Some relevant 
issues are 
evaluated 


1 


1 mark 
Limited 
understanding of 
how Aldi is similar 
to and/or differs 
from traditional 
supermarkets 


1 mark 
Some application 
to Aldi and/or 
traditional 
supermarkets 
 
Reference is 
made to some 
relevant points in 
the case study 


1 mark 
Limited analysis of 
the ways in which 
Aldi is similar to 
and/or differs from 
traditional 
supermarkets and/or 
how this has 
affected its 
performance 
 


1 mark 
Limited evaluation 
of Aldi's similarities 
and/or differences 
with traditional 
supermarkets 
and/or how this has 
affected its 
performance 


0 


0 marks 
No understanding 
of how Aldi is 
similar to and/or 
differs from 
traditional 
supermarkets 


0 marks 
No application to 
Aldi and 
traditional 
supermarkets 
 


0 marks 
No valid analysis  


0 marks 
No valid evaluation  


  







 


 


Indicative content: 
 
Aldi is a private limited company.  This means that there is not the pressure to produce profits 
to satisfy institutional shareholders.  Aldi is able to take a long-term view on its expansion. 
 
Aldi is committed to low prices even if it means a fall in profits as, in the long-run, this will lead 
to increased expansion of the business. Larger supermarkets are plcs and so are constantly 
under the scrutiny of the stock market. As a result, Aldi has been able to increase its share of 
the market. 
 
Aldi has a limited range of stock but they buy this range in greater bulk, which gives them 
purchasing economies of scale.  This is attractive to customers on limited incomes.  In times of 
economic hardship, this is likely to increase Aldi’s sales. 
 
Aldi does not spend a great deal of money on “fancy displays and gimmicks”, which keeps 
down their costs. 
 
Its buyers are experts in their field.  Because they specialise in fewer product lines they are 
able to find products that “represent the best quality at the best prices”.  As the larger 
supermarkets have so many product lines, it is less easy for them to become expert in any one 
area. 
 
Aldi’s staff are well paid relative to other supermarkets but they are expected to work harder 
and so overall staff costs are low compared to big employers such as Tesco. 
 
Like all supermarkets in this competitive environment, Aldi will need to arrange their marketing 
strategy in order to provide quality products at the right price for customers in the right locations 
and inform them of the product range.   
 
Customer loyalty is as much an issue for Aldi as it is for any supermarket.  As supermarkets 
deal with consumable items then repeat purchase is vital to their long-term strategy.   
 
Any other valid point. 
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Sticky Note

The candidate has managed to secure an AO1 mark by identifying that the organic growth strategy is linked to opening more stores.  However, as there is no clear distinction between organic and external growth AO1 cannot progress above 1 mark.Although the answer is brief, the candidates has managed to use the case study information to identify the number of stores involved in the growth plan and also that the business is not necessarily only seeing benefits from the growth strategy.  As a result, the candidate is able to secure band 1 marks for AO2 and AO4.
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Sticky Note

This answer starts will with the candidate outlining a key difference in product types between Aldi and traditional supermarkets.  The point is well made and makes good use of the case study.  However, development of the implications and judgement on the strategy are both missing.  As a result, no AO3 or AO4 marks are credited at this point.  The point is picked up again and developed in the next paragraph.  Some conditional judgement is also noted in this paragraph.  At this point in the answer the candidate has picked up marks in all 4 AO categories.The candidate moves on to the next part of the answer by discussing product types as a similarity.  Although this point is valid, the effect of its impact is lacking.  More depth is needed here in discussing the impact of the point to pick up AO4 marks. As the answer is completed, we can see another good piece of analysis and a suitable judgement.  However, it would be useful for the candidate to weigh up the points in drawing a summative conclusion as, although strategies are explained, they are seldom judged.
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Sticky Note

This candidate has an excellent understanding of Maslow’s hierarchy of needs demonstrating understanding of each layer and so achieves full marks for AO1.In terms of AO2, this candidate has given some clear understanding of the ‘department store’ context by commenting on ‘discounts in the café within the store’ and ‘teambuilding sessions…where people from different departments…complete group tasks.  In each case, the candidate progresses the answer in order to consider the effects of these actions.  This has led to the awarding of 9 marks out of a possible 10.
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SECTION B


Answer one question from this section.


2. People at work


 (a) Explain how Maslow’s hierarchy of needs might be used to motivate workers who are 
employed in a department store, such as John Lewis or Debenhams. [10]


 (b) Discuss, with the use of examples, the view that for all businesses, workers are always 
the organisation’s most important resource. [20]


3. Ethics versus profit


 (a) Explain the type of ethical considerations that an oil company such as BP or Shell would need 
to take into account in operating its business. [10]


 (b) “Few large companies truly value ethical matters since they are mainly interested in 
making as large a profit as possible.” Discuss. [20]


4. Business and society


 (a) Explain how demographic change might affect a holiday company such as Thomas Cook 
or Thomson (TUI). [10]


 (b) Discuss the view that businesses that fail to respond successfully to social factors, such 
as changes in the age profile, culture, lifestyle and preferences of consumers, are likely 
to fail in the long term. [20]


END OF PAPER
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2 (a) Explain how Maslow’s hierarchy of needs might be used to motivate workers 
who are employed in a department store, such as John Lewis or Debenhams.  
 [10]


Band 
AO1 AO2 AO3 


4 marks 4 marks 2 marks 


3 


3-4 marks 
Excellent understanding of 
Maslow’s hierarchy of 
needs 
 
Clear understanding of at 
least 4 hierarchical layers 
are demonstrated 
 
 
 


3-4 marks 
Excellent application of 
using Maslow’s hierarchy 
of needs to motivate 
workers in a department 
store 
 
Appropriate methods of 
motivation linked to 
Maslow’s hierarchy are 
fully applied to a 
department store 


 


2 


2 marks 
Good understanding of 
Maslow’s hierarchy of 
needs 
 
At least 3 of the layers of 
the hierarchy are 
understood  
 
Or/and 
 
A diagram of Maslow’s 
hierarchy is fully 
completed 


2 marks 
Good application of using 
Maslow’s hierarchy of 
needs to motivate workers 
in a department store 
 
Methods of motivation 
linked to Maslow’s 
hierarchy are applied to a 
department store 


2 marks 
Good analysis of the 
impact of Maslow’s 
hierarchy on motivation at 
a department store 
 
The advantages and/or 
disadvantages of Maslow’s 
hierarchy are clearly 
analysed 


1 


1 mark 
Limited understanding of 
Maslow’s hierarchy of 
needs 
 
1 or 2 layers are briefly 
described 
 
Or/and 
 
A diagram of Maslow’s 
hierarchy is partially 
completed 


1 mark 
Limited application of 
using Maslow’s hierarchy 
of needs to motivate 
workers in a department 
store 


 
At least 1 method of 
motivation linked to 
Maslow’s hierarchy is 
applied to a department 
store  


1 mark 
Limited analysis of the 
impact of Maslow’s 
hierarchy on motivation  
 
1 or 2 advantages or 
disadvantages of Maslow’s 
hierarchy are analysed 


0 


0 marks 
No understanding of 
Maslow’s hierarchy of 
needs 


0 marks 
No application of using 
Maslow’s hierarchy of 
needs to motivate workers 
in a department store 


0 marks 
No valid analysis  


  







 


Indicative content: 
 
An explanation of how a department store can help employees meet the following: 
 
Physiological needs – e.g., by creating a good working environment and paying them well.  
Department stores often pay above the minimum wage so that they can attract good quality 
staff who will do their best to satisfy the stores’ customers.  Equally, hourly pay may be suitable 
to motivate lower level employees such as shop floor staff to attend and engage in work. This 
may be suitable when encouraging staff to work more hours perhaps when a sale is on. 
 
Security needs – e.g., by giving them permanent contracts of employment and guaranteeing 
their hours of work.  For department stores it is important to retain experienced staff in order to 
maintain a good working relationship with their customers. Salary may be used as a more 
consistent pay method so that managers focus on the operation within their department rather 
than how many hours they are at work. In retail many jobs are seasonal. 
 
Social needs – e.g., by having good relations with employees and providing them with social 
facilities/functions.  This can be important in a ‘customer facing’ environment such as a 
department store as the ability of staff to work as a team can affect the customer’s experience 
and potential customer loyalty.  In the case of John Lewis, employees are partners and are 
likely to have a sense of ownership in the business. 
 
Esteem needs – e.g. by providing encouragement to improve skills and gain promotion.  
Department stores often run schemes such as employee of the month.  As Debenhams is a 
national store internal promotions can offer a career ladder to employees.  The prospect of 
career development may encourage staff to work productively as well as reduce absenteeism 
and labour turnover. 
 
Self-actualisation – this may not be possible for all job roles, but, as far as possible, to make 
jobs satisfying for the individual worker.  Workers in department stores need to be empowered 
in order to do their jobs well.  This will help to give them a feeling of self-actualisation, i.e., that 
in doing their job well they are also fulfilling their own potential.  At lower levels of the hierarchy, 
empowerment may lead to departments being able to respond flexibly to customer’s needs.  
Self-actualisation is more likely to take place in the upper levels of these large organisations as 
involvement in strategic decision making is more likely. 
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