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Generic Marking Principles

These general marking principles must be applied by all examiners when marking candidate answers.
They should be applied alongside the specific content of the mark scheme or generic level descriptors
for a question. Each question paper and mark scheme will also comply with these marking principles.

GENERIC MARKING PRINCIPLE 1:
Marks must be awarded in line with:
» the specific content of the mark scheme or the generic level descriptors for the question

» the specific skills defined in the mark scheme or in the generic level descriptors for the question
» the standard of response required by a candidate as exemplified by the standardisation scripts.

GENERIC MARKING PRINCIPLE 2:

Marks awarded are always whole marks (not half marks, or other fractions).

GENERIC MARKING PRINCIPLE 3:
Marks must be awarded positively:

 marks are awarded for correct/valid answers, as defined in the mark scheme. However, credit
is given for valid answers which go beyond the scope of the syllabus and mark scheme,
referring to your Team Leader as appropriate

* marks are awarded when candidates clearly demonstrate what they know and can do

» marks are not deducted for errors

» marks are not deducted for omissions

« answers should only be judged on the quality of spelling, punctuation and grammar when these
features are specifically assessed by the question as indicated by the mark scheme. The
meaning, however, should be unambiguous.

GENERIC MARKING PRINCIPLE 4:

Rules must be applied consistently e.g. in situations where candidates have not followed
instructions or in the application of generic level descriptors.

GENERIC MARKING PRINCIPLE 5:

Marks should be awarded using the full range of marks defined in the mark scheme for the question
(however; the use of the full mark range may be limited according to the quality of the candidate
responses seen).

GENERIC MARKING PRINCIPLE 6:

Marks awarded are based solely on the requirements as defined in the mark scheme. Marks should
not be awarded with grade thresholds or grade descriptors in mind.
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Question Answer Marks
1(a) Explain two reasons why Tourisme Montréal wanted to rebrand itself. 4

Award one mark for each of two reasons, plus an additional mark for an
explanation of each.

Responses may include the following and/or other relevant information:

» Because the brand identity has changed over time (1) what the
destination offered in previous years has evolved and now attracts
different visitors with a different product offering (1)

» Make the city more appealing (1) raise greater awareness of the
city’s creativity, and its modern image as a hub of technology and
innovation (1)

 To create a new USP (1) to stay ahead of the competition (1)

Other relevant responses should also be credited.
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Question Answer Marks
1(b) Discuss the ways Montréal has created an effective destination brand 9

identity.

Candidates are expected to be familiar with how destinations can create a
brand identity. They should be able to combine their theoretical knowledge of
these concepts with information from Fig. 1, to present an applied response
specific to the Montréal as a destination.

Responses may include the following and/or other relevant information:

 Brand name

» Slogan/tagline

* Logo (the accent on the e, the MTL — modern, creative, dynamic)

»  USP (its association with its French identity, superimposed on top of
photographs of uniquely Montréal landmarks, sporting icons etc.)

* Use of colour

»  Price in association with image

» Distinctive packaging

»  Corporate identity

Other relevant responses should also be credited. Mark according to the
levels of response criteria below:

Level 3 (7-9 marks)

Candidates provide a discussion of the ways in which Montréal creates its
brand identity. Candidates will show a clear understanding of the question
and include detailed identification and explanation of the different ways that a
brand identity may be created (listed above). There is sound and frequent
evidence of thorough, detailed and accurate knowledge and understanding of
concepts and principles using appropriate terminology as well as specific
reference to Montréal.

Level 2 (4-6 marks)

Candidates provide an explanation of the ways in which the destination
creates its brand identity. Candidates will show an understanding of the
question and include identification and explanation of one, two or more of the
ways (listed above). The answer is relevant and shows reasonable
knowledge and understanding of specific concepts and principles with some
use of appropriate terminology. There will be some reference to Montréal.

Level 1 (1-3 marks)

Candidates identify/describe ways a destination may create a brand identity
but may not relate to Montréal. The answer is basic and shows limited
knowledge and understanding of specific concepts and principles with limited
use of appropriate terminology.

Level 0 (0 marks)
No content worthy of credit.
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1(c) Evaluate how Tourisme Montréal might overcome the challenge of 12

intangibility for its branded tourism products.

Candidates should use their knowledge and understanding of the challenges
of branding destinations and apply this to the context of Montréal.

» Focus on one brand so customers do not get confused

»  Virtual tours on their website

*  Use customer feedback in their marketing — real people with real
experiences of the destination

» Intangibility can be overcome by overlaying the logo onto photos of
the city in different contexts

* Thelogo can be used in identification with specific land marks, major
attractions, on uniforms, maps, liveries, taxis etc

* Any opportunity to bring the city’s products alive will help overcome
the intangibility factor

»  Other challenges may include trying to make composite products
real — a package, involving more than one provider may not fully
encompass the destination brand

» Diverse range of providers and organisations involved in crafting the
product — adds to the intangibility factor where services add invisible
value to the product

Other relevant responses should also be credited. Mark according to the
levels of response criteria below:

Level 3 (9-12 marks)

Candidates provide evaluative comments about how Tourisme Montréal
might overcome the challenge of intangibility for its branded tourism products.
Candidates will show a clear understanding of the question and include
detailed identification and explanation of specific examples of how the issue
of intangibility might be tackled in Montréal. (listed above). An overall
judgement about which example will be most effective will be made. There is
sound and frequent evidence of thorough, detailed and accurate knowledge
and understanding of concepts and principles using appropriate terminology
as well as specific reference to Tourisme Montréal.

Level 2 (5-8 marks)

Candidates provide an explanation/analysis about how Tourisme Montréal
might overcome the challenge of intangibility for its branded tourism products.
Candidates will show an understanding of the question and include
identification and explanation of one, two or more ways of overcoming
intangibility. (listed above). The answer is relevant and shows reasonable
knowledge and understanding of specific concepts and principles with some
use of appropriate terminology and will make some reference to Montréal.

Level 1 (1-4 marks)

Candidates identify/describe how destinations might overcome the
challenge of intangibility for branded tourism products. There may be no
specific reference to Tourisme Montréal. The answer is basic and will show
limited understanding.

Level 0 (0 marks)
No content worthy of credit.
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2(a) Explain two likely aims of the market research carried out by the DMO. 4

Award one mark for each of two identified aims and a second mark for
explanation.

Responses may include the following and/or other relevant information:

To identify:

* The market (1) to identify market conditions (1)

e Customer needs and wants (1) to be able to work towards improving
customer satisfaction (1)

»  The competition (1) to know who the rivals are and what they are
doing better (1)

» Travel trends and customer behaviours (1) this helps in establishing
specific product requirements (1)

»  Customer preferences for destinations (1) This will also contribute to
customer satisfaction (1)

»  Popularity of destinations (1) understanding what attracts customers
(1)

»  Competition amongst destinations (1) to aim for competitive
advantage (1)

» Stage on the Butler ‘Destination Lifecycle’ model (Exploration,
involvement, development, consolidation, stagnation, decline or
rejuvenation) (1) to anticipate what may happen next in terms of
destination development (1)

Other relevant responses should also be credited.
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2(b) Analyse how the service factors identified by the DMO can be used to 9
raise awareness of the destination’s brand identity with visitors to

Verona.

Candidates are expected to be aware of different communication methods for
raising awareness of a destination brand. They should be able to combine
their theoretical knowledge of these methods with information from Fig. 2, to
present an applied response specific to Verona as a destination.

Responses may include the following and/or other relevant information:

» Signage/information

» Destination environment (transport, parking and road conditions)
»  Websites, especially that of the NTO

» Publicity materials

* Use of social media

*  Email marketing

* Public relations

»  Advertising

e Sales promotion

*  Word of mouth

Here the service factors particularly refer to the use of signage and
destination environment for communicating the brand method.

Other relevant responses should also be credited within the context of the
question. Mark according to the levels of response criteria below:

Level 3 (7-9 marks)

Candidates provide an analysis of how service factors can be used to raise
brand awareness as a communication method. Candidates will show a clear
understanding of the question and include detailed analysis and explanation
of how different communication methods are used to deliver service factors in
Verona (listed above). There is sound and frequent evidence of thorough,
detailed and accurate knowledge and understanding of concepts and
principles using appropriate terminology as well as specific reference to other
communication methods.

Level 2 (4-6 marks)

Candidates provide an explanation of different communication methods in
delivering service factors to visitors. Candidates will show an understanding
of the question and include identification and explanation of one, two or more
of the specific communication methods used in Verona. (listed above). The
answer is relevant and shows reasonable knowledge and understanding of
specific concepts and principles with some use of appropriate terminology.

Level 1 (1-3 marks)

Candidates identify/describe how communication methods can be used to
raise brand awareness but may not be applied to the context of service
factors in Verona. The answer will be basic and will show limited
understanding within the context of the question.

Level 0 (0 marks)
No content worthy of credit.
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2(c) Discuss the view that margin of satisfaction and price-quality ratio 12

could be used as key performance indicators (KPls) for monitoring the
effectiveness of the destination brand for Verona.

Candidates should use their knowledge and understanding of key
performance indicators (KPIs) to apply to this context for Verona.

Responses might cover:

* Margin for satisfaction — is a data set based on levels of satisfaction,
economists use to measure happiness and pleasure with the
product, and how that affects consumer decision making

» The price quality ratio allows organisations to assess customers
perceptions of value for money

» These are both valid sources of data for identifying KPls.

Others include:
»  Destination popularity ranking
* Changes in arrival numbers
* Changes in visitor spend
* Changes in average length of stay
 Changes in occupancy rates
» Job creation within the tourism sector
* Changes in market share
* Brand awareness
* Return on investments (ROI)
*  New/repeat business

Other relevant responses should also be credited. Mark according to the
levels of response criteria below:

Level 3 (9-12 marks)

Candidates provide discussion about monitoring brand effectiveness using
margin of satisfaction and/or price-quality ratio. For the highest marks (11 or
12) both of the identified KPIs will be discussed together with the relative
importance of any of the other more commonly applied KPIs. Candidates will
show a clear understanding of the question and include detailed discussion of
a range of KPlIs (listed above). There is sound and frequent evidence of
thorough, detailed and accurate knowledge and understanding of concepts
and principles using appropriate terminology within the context of Verona.

Level 2 (5-8 marks)

Candidates provide an explanation/analysis of monitoring brand
effectiveness using margin of satisfaction and/or price-quality ratio.
Candidates will show an understanding of the question within the context of
Verona (listed above). The answer is relevant and shows reasonable
knowledge and understanding of specific concepts and principles with some
use of appropriate terminology.
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2(c) Level 1 (1-4 marks)

Candidates identify/describe up to four KPIs. There may be no reference to
the context of Verona and the answer may be basic and show limited
understanding of the question.

Level 0 (0 marks)
No content worthy of credit
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