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 c
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s.

 T
he

re
 is

 n
o 

di
re

ct
 

re
la

tio
ns

hi
p 

be
tw

ee
n 

tic
ks

 a
nd

 m
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 d
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 m
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 m
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 b
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 b
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 b
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at
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 b
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 m
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at
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 b
us

in
es

s 
co

nt
ex

t.

1 
m

ar
k

K
no

w
le

dg
e 

of
 o

ne
 re

le
va

nt
 p

oi
nt

 is
 u

se
d 

to
 a

ns
w

er
 th
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O
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no

w
le

dg
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an
d 

un
de

rs
ta

nd
in

g
2 

m
ar

ks
A

O
2 

A
pp

lic
at

io
n

2 
m

ar
ks

A
O

3 
A

na
ly

si
s

4 
m

ar
ks

D
es

cr
ip

tio
n

D
es

cr
ip

tio
n

D
es

cr
ip

tio
n
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3–

4 
m

ar
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D
ev

el
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ed
 a

na
ly

si
s

	•
D

ev
el

op
ed

 a
na

ly
si

s 
th

at
 id

en
tif

ie
s 

co
nn

ec
tio

ns
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et
w

ee
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es
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 c
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se

qu
en
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of
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ts

. 
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 m
ar
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]

	•
D

ev
el

op
ed

 a
na

ly
si

s 
th

at
 id

en
tif

ie
s 

co
nn

ec
tio

ns
 b

et
w

ee
n 

ca
us

es
, i

m
pa

ct
s 

an
d/

or
 c
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se

qu
en

ce
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of
 o

ne
 p

oi
nt
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[3

 m
ar
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]

1
1–
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	•
K

no
w

le
dg

e 
of
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o 

re
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va
nt

 p
oi

nt
s 
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ed

 to
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w

er
 th
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 m
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w
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 re
le

va
nt

 p
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 c
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 c
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 b
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 c
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 c
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 p
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.
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m
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m
ar

ks

A
O

2 
A

pp
lic

at
io

n
2 

m
ar

ks
A

O
3 

A
na

ly
si

s
2 

m
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m
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 c
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 k
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at
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ie
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w

ee
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, i
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or
 

co
ns

eq
ue

nc
es

.

3–
4 

m
ar

ks
D

ev
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 m
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m
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m
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 m
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is
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m
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at
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t o
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 m
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 m
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 p
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at
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r p
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l p
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 p
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 p
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