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All Candidates' performance across questions

Question Title N Mean SD Max Mark FF Attempt %
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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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1 (c) Forone travel and tourism organisation you have studied, assess its range of products o
and services in targeting different segments of its market. [6]
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N and services in targeting different segments of its market. [6]
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Sticky Note
This response shows a clear description of the range of products and services 
provided by Center Parcs Elveden Forest but would need to add comments on 
their effectiveness in meeting the demands of the different target markets in 
order to achieve the top end of the mark range.
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|| (c) For one travel and tourism organisation you have studied, assess its range of products
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‘K (c) For one travel and tourism organisation you have studied, assess its range of products
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Sticky Note
This is a clear description of the range of products and services provided by
Thorpe Park which meet the demands of different target markets. A clearer 
specific assessment comment would enable this candidate to achieve the top 
mark.
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" (c) For one travel and tourism organisation you have studied, assess its range of products

and services in targeting different segments of its market. [6]

Name of organisation ../W\f')fpk’« ?@rbﬁ

e e e pomsaies o g
Swhoas.. bu hing. ot Low Chdﬂm 1LOU$0
Drondl Qonank” %

004... gO\f %&m 185, \N\ﬂ\ W0y Chadatn

Lenno,. 80 onJcm bigge 0ideS
Hoode. Shodler g C1des.

d\_rj k.. dleO/fa«(_G-d

L Choichine. ,_._,flﬁﬁ

éiSh /'/

1%» {chz So Ahat. MCMF users,
g Occess - AS el as Aoy U

_..0\15 W @cf livg S@a@swmmonww
b perse - ey also. groside. disebled  toiuts

xaminer

12

® WJEC CBAC Lid. (1683-01) Turn over.



3

Examiner
only

.Jf ﬂ (c) For one travel and tourism organisation you have studied, assess its range of products
and services in targeting different segments of its market. [6]
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Sticky Note
This response is mainly descriptive of the range of products and services provided
by Thorpe Park for different segments of its market. There is little attempt at 
assessment, which is largely implied by the use of the word "closer" in the 
penultimate sentence, which allows the candidate to enter the level 2 mark band.
In order to achieve higher marks there should be clear attempt at assessment of 
how the products and services provided meet the needs of the different market segments.


Examiner
only
Qualitative research looks in depth at customers’ opinions,
feelings, attitudes and perceptions.

3 (d) Discuss the advantages and disadvantages to travel and tourism organisations of using

qualitative research data. [6]
19
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Qualitative research looks in depth at customers’ opinions,
feelings, attitudes and perceptions.

(d) Discuss the advantages and disadvantages to travel and tourism organisations of using
qualitative research data. [6]
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Qualitative research looks in depth at customers’ opinions,
feelings, attitudes and perceptions.

-% { (d) Discuss the advantages and disadvantages to travel and tourism organisations of using
qualitative research data. [6]
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Sticky Note
A strong answer showing sound understanding. Mention of the fact that the skills 
required to produce a suitable open ended questionnaire makes qualitative 
research a costly process would enable the candidate to achieve the extra mark.


Qualitative research looks in depth at customers’ opinions,
feelings, attitudes and perceptions.

3 (d) Discuss the advantages and disadvantages to travel and tourism organisations of using
qualitative research data. [6]
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Qualitative research looks in depth at customers’ opinions,
feelings, attitudes and perceptions.

(d) Discuss the advantages and disadvantages to travel and tourism organisations of using
qualitative research data. [6]
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Sticky Note
This is a basic response which does not make any comment on the fact that the aim
of qualitative research is to obtain detailed comments on customers' feelings, desires
attitudes and perceptions of the products and services provided by travel and 
tourism organisations. In order to achieve the top of level 2 the answer would need to 
comment on the skill required in producing suitable questionnaires which make them
costly to administer, to refer to the fact that qualitative research works best with small numbers of respondents due to the time taken to analyse the results and also that 
although giving detailed results it is often difficult for the travel and tourism 
organisation to reach general conclusions about their products and services from 
such research.


Qualitative research looks in depth at customers’ opinions,
feelings, attitudes and perceptions.

& 1 (d) Discuss the advantages and disadvantages to travel and tourism organisations of using
qualitative research data. [6]
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Qualitative research looks in depth at customers’ opinions,
feelings, attitudes and perceptions.

/2]¢ } (d) Discuss the advantages and disadvantages to travel and tourism organisations of using
qualitative research data. [6]
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Sticky Note
The candidate has begun the discussion of the advantages and disadvantages of
using qualitative research which allows the award of a level 2 mark but needs to 
comment on the fact that information is being obtained about the customers' feelings, attitudes, desires and perceptions about the travel and tourism organisation's 
products and services which are subjective. There would need to be a comment on 
both the cost of such research which tends to mean that only small numbers of 
customers are questioned and also on the difficulty of coming to general conclusions 
from the qualitative data obtained.
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5 (c) With reference to the product and place elements of the marketing mix, assess the o

effectiveness of Figure 2 in marketing Marwell Zoo. [8]
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Sticky Note
The candidate has referred to the product and place elements within the resource in 
detail but has only made simplistic comments on the effectiveness of their use within 
the leaflet and hence has not achieved the top mark although the depth of 
understanding demonstrated is of level 3 standard.
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(c) With reference to the product and place elements of the marketing mix, assess the
effectiveness of Figure 2 in marketing Marwell Zoo. [8]
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Sticky Note
This response has used some of the product and place elements selected from the
resource to give a basic description of the leaflet content. The last sentence gives 
some assessment of the effectiveness which moves the candidate into level 2. 
In order to achieve higher marks the candidate would need to include more detail 
of the content together with an assessment of what makes the features referred to 
effective as a part of a marketing communication. 
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15

(c) With reference to the product and place elements of the marketing mix, assess the
effectiveness of Figure 2 in marketing Marwell Zoo.
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Sticky Note
This response has made some attempt at assessment of the leaflet's effectiveness
as a marketing communication which has allowed the award of a level 2 response to 
be made but the answer lacks detailed reference to the product and place elements
within the leaflet. There would need to be clearer identification of these elements and reference to their effectiveness as part of a marketing communication in order to 
achieve a higher mark.
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GCE TRAVEL AND TOURISM - UNIT 3

MARK SCHEME - SUMMER 2014

. . Mark Assessment
Question Possible Answer Allocation Objective

1. (o) Name organisation given. 6 AO2(2)

Levels marked AO4(4)

Level 1 0-3

Descriptive answer which makes little or no attempt

at assessment of the effectiveness in targeting

different market segments.

Level 2

eve 4-6

Clear description for the range of products and
services provided by the named organisation with
clear attempt to assess their effectiveness in meeting
the demands of different target markets.

Maximum of level 1 awarded if no named
organisation has been given.
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Question

Possible Answer

Mark
Allocation

Assessment
Objective

3 (d)

Qualitative research data is detailed as customers
can express their feelings, attitudes, desires and
perceptions with regard to travel and tourism
products and services. However designing suitable
open questions is a skilled activity which is very
costly to produce and administer. It is often difficult
to reach general conclusions but gives detailed
results. Qualitative research works best with small
numbers.

6

AOL(6)

Levels marks

Level 1

Basic discussion of the use of qualitative research
data with emphasis on either advantages or
disadvantages.

Level 2

Clear discussion of the relative advantages and
disadvantages of the use of qualitative research
data within travel and tourism organisations.

Total marks

19
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. . Mark Assessment
Question Possible Answer Allocation | Objective
5 (o) Marwell Zoo leaflet 8 AO2(4)

AO4(4)

Product

Zoo with range of popular animals — tiger,
meerkats, penguins, giraffe
Animals feeding

Animal talks

170 species available to view
Conservation focus

140 acres of grounds

Adventure playground

New aviary

10K fun run

Wedding fayre

Half term activities for children
Summer holiday craft days
Christmas family event
Rhinotastic goodbye

Spooky storytelling around Halloween
Road train

Bably changing facilities

Food outlets including Café Graze
Gift ships
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Question

Possible Answer

Mark
Allocation

Assessment
Objective

Place

Near Winchester and Southampton

Easy access from M3 and M27

Further information from website, Facebook, Flickr,
YouTube, Twitter.

Levels marked

Level 1

Basic description of content of leaflet with limited
reference to either the product or the place
elements of the marketing mix. Little or no
assessment of its effectiveness as a marketing
communication.

Level 2

Clear description of both product and place
elements of the marketing mix in the content of the
leaflet with some attempt at assessment of its
effectiveness as a marketing communication.

Level 3

Well-developed assessment of the effectiveness of
the leaflet as a marketing communication with
detailed comment on the product and place content
of the leaflet in relation to its effectiveness.

(d)

Named organisation must be given.
Levels marked

Level 1

Basic description of one or two promotional
techniques used by a named travel and tourism
organisation with little or no reference to a recent
marketing campaign Little or no evaluation
comments made.

Level 2

Clear description of two or three promotional
techniques used by a named travel and tourism
organisation in a recent marketing campaign with
some evaluation of their effectiveness.

AO2(3)

Total marks

21

TOTAL MARKS FOR PAPER

80
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