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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 
descriptions 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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Social Science-Specific Marking Principles 
(for point-based marking) 

 
1 Components using point-based marking: 

 Point marking is often used to reward knowledge, understanding and application of skills. 
We give credit where the candidate’s answer shows relevant knowledge, understanding 
and application of skills in answering the question. We do not give credit where the answer 
shows confusion. 

 
 From this it follows that we: 
 

a DO credit answers which are worded differently from the mark scheme if they clearly 
convey the same meaning (unless the mark scheme requires a specific term) 

b DO credit alternative answers/examples which are not written in the mark scheme if they 
are correct 

c DO credit answers where candidates give more than one correct answer in one 
prompt/numbered/scaffolded space where extended writing is required rather than list-type 
answers. For example, questions that require n reasons (e.g. State two reasons …) 

d DO NOT credit answers simply for using a ‘key term’ unless that is all that is required. 
(Check for evidence it is understood and not used wrongly.) 

e DO NOT credit answers which are obviously self-contradicting or trying to cover all 
possibilities 

f DO NOT give further credit for what is effectively repetition of a correct point already 
credited unless the language itself is being tested. This applies equally to ‘mirror 
statements’ (i.e. polluted/not polluted). 

g DO NOT require spellings to be correct, unless this is part of the test. However spellings of 
syllabus terms must allow for clear and unambiguous separation from other syllabus terms 
with which they may be confused (e.g. Corrasion/Corrosion). 

2 Presentation of mark scheme: 
 Slashes (/) or the word ‘or’ separate alternative ways of making the same point 
 Semi colons (;) bullet points (•) or figures in brackets (1) separate different points 
 Content in the answer column in brackets is for examiner information/context to clarify the 

marking but is not required to earn the mark (except Accounting syllabuses where they 
indicate negative numbers). 

3 Calculation questions: 
 The mark scheme will show the steps in the most likely correct method(s), the mark for 

each step, the correct answer(s) and the mark for each answer 
 If working/explanation is considered essential for full credit, this will be indicated in the 

question paper and in the mark scheme. In all other instances, the correct answer to a 
calculation should be given full credit, even if no supporting working is shown 

 Where the candidate uses a valid method which is not covered by the mark scheme, 
award equivalent marks for reaching equivalent stages 

 Where an answer makes use of a candidate’s own incorrect figure from previous working, 
the ‘own figure rule’ applies: full marks will be given if a correct and complete method is 
used. Further guidance will be included in the mark scheme where necessary and any 
exceptions to this general principle will be noted. 
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4 Annotation: 
 For point marking, ticks can be used to indicate correct answers and crosses can be used 

to indicate wrong answers. There is no direct relationship between ticks and marks. Ticks 
have no defined meaning for levels of response marking 

 For levels of response marking, the level awarded should be annotated on the script 
 Other annotations will be used by examiners as agreed during standardisation, and the 

meaning will be understood by all examiners who marked that paper. 
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Assessment objectives  
 
AO1 Knowledge and understanding 
Demonstrate knowledge and understanding of facts, terms and concepts of travel and tourism.  
 
AO2 Application  
Apply knowledge and understanding of facts, terms and concepts to familiar and unfamiliar contexts 
in travel and tourism.  
 
AO3 Analysis  
Analyse travel and tourism issues, showing an understanding of the possible impacts of those issues 
on travel and tourism, and use appropriate research techniques. 
 
AO4 Evaluation  
Evaluate information to develop arguments, understand implications, draw inferences and make 
judgements, recommendations and decisions. 
 
 
Tables A–D will be used for specific questions. Please refer to the question for which tables should be 
used when appropriate. 
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Table A 
 

Level AO1 
Knowledge and 
understanding 

3 marks  

AO3 
Analysis and research 

3 marks 

AO4 
Evaluation  

3 marks 

 Description Description Description 

3 3 marks 
The response contains a 
range of explained valid 
points. 

3 marks 
The response is well-
balanced and considers the 
significance of each of the 
valid points mentioned.   
AND/OR 
The arguments for and 
against each valid point 
mentioned are given. 

3 marks 
The response contains a 
well-supported and 
reasoned conclusion or 
recommendation.  

2 2 marks 
The response contains 
some explained valid points.  

2 marks 
The response gives some 
consideration of the 
significance of some of the 
valid points mentioned.   
OR 
The arguments for and 
against most of the valid 
points mentioned are given.  

2 marks 
The response contains a 
conclusion or 
recommendation with some 
reasoning given. 

1 1 mark 
The response is likely to be 
a list of valid points with little 
or no explanation. 

1 mark 
The response gives some 
consideration to the 
significance of at least one 
valid point.   
OR 
The arguments for or 
against at least one of the 
valid points are given. 

1 mark 
The response contains a 
conclusion or 
recommendation, but no 
supporting evidence or 
reasoning is given. 

0 0 marks 
No creditable response. 

0 marks 
No creditable response. 

0 marks 
No creditable response. 
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Table B 
 

Level  AO2  
Application 

3 marks 

AO3  
Analysis and research 

3 marks 

AO4  
Evaluation 

3 marks 

 Description Description Description 

3 3 marks 
The response includes an 
explanation of why each of 
the points mentioned are 
relevant/suitable to the 
context of the question.  

3 marks 
The response is well-
balanced and considers the 
significance of each of the 
valid points mentioned.   
AND/OR 
The arguments for and 
against each valid point 
mentioned are given. 

3 marks 
The response contains a 
well-supported and 
reasoned conclusion or 
recommendation.  

2 2 marks 
The response includes an 
explanation of why some of 
the points mentioned are 
relevant/suitable to the 
context of the question.  

2 marks 
The response gives some 
consideration of the 
significance of some of the 
valid points mentioned.   
OR 
The arguments for and 
against some of the valid 
points mentioned are given.  

2 marks 
The response contains a 
conclusion or 
recommendation with some 
reasoning given. 

1 1 mark 
At least one point has an 
explanation of why it is 
relevant/suitable to the 
context of the question. 

1 mark 
The response gives some 
consideration of the 
significance of at least one 
valid point.   
OR 
The arguments for or 
against at least one of the 
valid points are given. 

1 mark 
The response contains a 
conclusion or 
recommendation, but no 
supporting evidence or 
reasoning is given. 

0 0 marks 
No creditable response. 

0 marks 
No creditable response. 

0 marks 
No creditable response. 
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Table C  
 

Level AO1 
Knowledge and 
understanding 

4 marks 

AO3 
Analysis and research 

4 marks 

AO4 
Evaluation 

4 marks 

 Description Description Description 

4 4 marks 
The response contains a 
range of valid points with a 
detailed explanation of 
each.  

4 marks 
The response is well-balanced 
and considers the significance 
of each of the valid points 
mentioned.   
AND/OR 
The arguments for and against 
each valid point are given. 

4 marks 
The response contains a 
well-supported and 
reasoned conclusion or 
recommendation.  Some 
reasoning is given about 
why some points are 
more valid than others.  

3 3 marks 
The response contains a 
range of valid points with 
most having a detailed 
explanation.  

3 marks 
The response considers the 
significance of most of the valid 
points mentioned.   
OR 
The arguments for and against 
most valid points are given. 

3 marks 
The response contains a 
well-supported and 
reasoned conclusion or 
recommendation.   

2 2 marks 
The response contains 
some explained valid points.  

2 marks 
The response gives some 
consideration of the 
significance of some of the 
valid points mentioned.   
OR 
The arguments for and against 
some valid points are given.   

2 marks 
The response contains a 
conclusion or 
recommendation with 
some reasoning given. 

1 1 mark 
The response is likely to be 
a list of valid points with little 
or no explanation. 

1 mark 
The response gives some 
consideration of the 
significance of at least one 
valid point.   
OR 
The arguments for or against at 
least one of the valid points are 
given.  

1 mark 
The response contains a 
conclusion or 
recommendation, but no 
supporting evidence or 
reasoning is given. 

0 0 marks 
No creditable response. 

0 marks 
No creditable response. 

0 marks 
No creditable response. 
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Table D 
 

Level AO2 
Application 

4 marks 

AO3 
Analysis and research 

4 marks 

AO4 
Evaluation 

4 marks 

 Description Description Description 

4 4 marks 
The response includes a 
detailed explanation of why 
each point mentioned is 
relevant/suitable to the 
context of the question. 

4 marks 
The response is well-balanced 
and considers the significance 
of each of the valid points 
mentioned.   
AND/OR 
The arguments for and against 
each valid point are given. 

4 marks 
The response contains a 
well-supported and 
reasoned conclusion or 
recommendation.  Some 
reasoning is given about 
why some points are 
more valid than others.  

3 3 marks 
The response includes an 
explanation of why most of 
the points mentioned are 
relevant/suitable to the 
context of the question.  

3 marks 
The response considers the 
significance of most of the valid 
points mentioned.   
OR 
The arguments for and against 
most valid points are given. 

3 marks 
The response contains a 
well-supported and 
reasoned conclusion or 
recommendation.   

2 2 marks 
The response includes an 
explanation of why some of 
the points mentioned are 
relevant/suitable to the 
context of the question. 

2 marks 
The response gives some 
consideration of the 
significance of some of the 
valid points mentioned.   
OR 
The arguments for and against 
some valid points are given.   

2 marks 
The response contains a 
conclusion or 
recommendation with 
some reasoning given. 

1 1 mark 
At least one point made has 
an explanation of why it is 
relevant/suitable to the 
context of the question. 

1 mark 
The response gives some 
consideration of the 
significance of at least one 
valid point.   
OR 
The arguments for or against at 
least one of the valid points are 
given.  

1 mark 
The response contains a 
conclusion or 
recommendation, but no 
supporting evidence or 
reasoning is given. 

0 0 marks 
No creditable response. 

0 marks 
No creditable response. 

0 marks 
No creditable response. 
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Question Answer Marks 

1(a) Explain two ways product positioning can be used to create a positive 
visitor perception for the VisitMorocco brand. 
 
AO1 Knowledge and understanding 
 Visitor perceptions of destination through image 
 Visitor perceptions of destination through reputation 
 Communication methods and presentation of clear and attractive 

destination image 
 Communication methods and presentation of clear and attractive 

destination reputation 
 USP 
 
AO2 Application 
 ONMT has carried out market research to gather visitor perceptions of 

the old image and reputation.  
 Overhaul of the visual brand representation of the country to revitalise the 

brand.  
 By understanding what visitors think of Morocco as a destination, ONMT 

can make the necessary changes/increase appeal/satisfy visitors’ wants 
and needs. 

 Potential visitors and existing visitors will see any unfavourable 
perceptions cleared up in the new brand messages. 

 USP is used to clearly differentiate Morocco from its competitors. 
 Raise awareness as explanation of communicating brand image and 

identity. 
 
Accept all valid responses. 

4 
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Question Answer Marks 

1(b) Discuss the likely reasons why the ONMT wanted to rebrand Morocco. 
 
Use Table B to mark candidate responses to this question. 
 
AO2 – out of 3 marks 
AO3 – out of 3 marks 
AO4 – out of 3 marks 
 
AO2 Application  
 Change the perception of unfavourable stereotypes/bad reputation of a 

destination – by conducting a survey, ONMT was able to understand the 
current perceptions of visitors towards the destination. 

 Create a common vision for the destination and its potential for tourism – 
ONMT changed its visual representation of the brand to use with all 
stakeholders. 

 Provide a consistent representation of the destination by all stakeholders 
– new brand identity can be used by all stakeholders in marketing. 
Morocco to bring more consistency in its approach to attracting tourists 

 Enhance local, regional, national and/or global awareness of a 
destination – ONMT has run the ‘Let’s Meet’ brand campaign to attract 
local/regional domestic tourists and its VisitMorocco campaign 
internationally.  

 Make it more appealing – ONMT wanted to reposition the destination to 
make it more appealing to a wider range of potential visitors/gain 
popularity. 

 
AO3 Analysis and research 
 Once ONMT understand the perceptions of visitors, it can work to change 

any unfavourable stereotypes associated with the destination.  
 Tourism providers in Morocco can work together to use the new brand to 

create shared goals to attract and sustain tourism visits to the country. 
 Working collaboratively with tourism providers, ONMT can create a 

consistent portrayal of the country, using the brand image uniformly to 
attract visitors. 

 ONMT has actively campaigned both domestic and international tourists. 
 By repositioning the destination, ONMT wants to make Morocco more 

appealing to a wider range of customers, this can be achieved by 
reviewing the destination’s marketing mix to emphasise different aspects. 

9 
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Question Answer Marks 

1(b) AO4 Evaluation  
 ONMT wants to change the way Morocco is received as a destination. It 

renews an existing brand with a view to strengthening its position in the 
market, promoting itself with domestic and international visitors from its 
main source markets. 

 ONMT reviews its marketing mix to help in the repositioning of the 
country, to overcome any negative stereotypes associated with the 
previous VisitMorocco brand. 

 By renewing its marketing efforts, ONMT has created ways to connect to 
its domestic market and international visitors. 

 By involving a range of tourism providers, the new brand image will allow 
ONMT to encourage consistent representation amongst a range of 
stakeholders and through careful coordination, ONMT can build a 
common vision through shared goals of all stakeholders to ensure the 
destination brand for Morocco is successful. 

 
Accept all valid responses. 
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Question Answer Marks 

1(c) Evaluate the factors a National Tourism Organisation (NTO) will 
consider before selecting communication methods for its destination 
marketing. 
 
Use Table C to mark candidate responses to this question. 
 
AO1 – out of 4 marks 
AO3 – out of 4 marks 
AO4 – out of 4 marks 
 
AO1 Knowledge and understanding: 
Explanation of these points. 
 Costs/budgets – some NTOs in LEDCs may not have large marketing 

budgets available. 
 Global reach – ability to reach large audiences around the world makes 

marketing more cost effective. 
 24-hour marketing – customers like the ability to find information at any 

time of the day, anywhere in the world. 
 Lead times – creating marketing materials takes time, doing photo 

shoots, recording videos, creating the copy etc. 
 Options for personalisation/customisation – above the line marketing has 

mass media appeal but lacks the personal touch. Emails and DMs can be 
personalised towards a specific customer to make them feel special. 

 Ability to track success/conversion rates – through likes, comments, click 
through rates, reviews etc. 

 
AO3 Analysis and research 
 Costs – will need to stick to the marketing budget as some forms of 

marketing activity can be very expensive. 
 Global reach – choose appropriate communication methods based on the 

audience the NTO is targeting; will want to reach local, regional, national 
and international audiences. 

 24-hour marketing – allows audiences to gain information from the NTO 
across different time zones, and without the need for personnel to be 
available 24/7. 

 Lead times – above the line media often takes time to produce – time for 
designing, editing printing, distribution, lead times for TV adverts and 
billboards are much greater than for a social media post.  

 Options for personalisation/customisation – some methods of 
communication allow for personalisation which makes it easier to target a 
specific customer e.g. email marketing can be addressed personally from 
a database of existing customers. 

 Ability to track success/conversion rates – important to show how 
effective the communication method is in reaching the target audience 
and encourages tourists to visit; comments, reviews as well as click 
through rates etc.  

12 
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Question Answer Marks 

1(c) AO4 Evaluation  
 NTOs will weigh up all of the factors before selecting the communication 

method/s they will use. 
 Cost is likely to be an important factor as employing creative content 

agencies will be expensive – the more elaborate the communication 
method, the bigger the hit to the marketing budget so this has to be 
carefully planned and co-ordinated to ensure the communication method 
brings the required results, which places importance on the ability to track 
success/conversions rates as well. 

 Global reach and 24 hour marketing will also be important considerations 
if marketing campaigns are targeting international audiences. The 
convenience of using digital media as a communication method means 
that there are no issues with opening hours of call centres/customer 
hotlines or different time zones. 

 Lead times are probably less significant, although using influencer 
content on social media takes time to create; TV advertisements also 
have significant lead times as does advertising copy for printed publicity 
materials – using digital media is generally speedier than traditional 
communication methods. 

 Email marketing allows for personalisation which helps encourage 
customers to visit or purchase a tour package but this requires access to 
existing customers’ information through a database so is not always 
possible. 

 
Accept all valid responses. 
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Question Answer Marks 

2(a) Explain two ways Destination Toronto provides a consistent 
representation of Toronto by all stakeholders. 
 
AO1 Knowledge and understanding 
 The DMO works in partnership with city attractions and experience 

providers. 
 The Pass TO Savings is available to everyone/all stakeholders so 

everyone gets the same message/benefits different stakeholders. 
 Appealing to repeat visitors/memorable experience.   
 Media pack provided for business tourism. 
 
AO2 Application 
 Partnership working – those involved in the scheme will all be on brand.  
 Pass is available to local residents and first time visitors, repeat visitors 

as well – those promoting the Pass will be promoting the city’s brand 
message. 

 New customers and repeat visitors – language used (re)discover – 
consistent representation over time for repeat visitors. 

 Consistent branding achieved across all social media by use of the 
images and text from the media pack. 

 
Accept all valid responses. 

4 
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Question Answer Marks 

2(b) Analyse which methods Destination Toronto might find most useful to 
monitor the effectiveness of its destination brand. 
 
Use Table B to mark candidate responses to this question. 
Do not accept KPIs. 
 
AO2 – out of 3 marks 
AO3 – out of 3 marks 
AO4 – out of 3 marks 
 
AO2 Application 
 Type and number of resources invested – e.g. websites, social media, the 

Pass To savings etc. 
 Marketing activities, e.g. number of brochures distributed – surveys 

of/feedback from visitors and providers – domestic visitor numbers, 
international tourist arrivals, day trippers etc. 

 Website traffic, e.g. number of hits – easy to track number of hits on the 
Pass To Savings. 

 Search engine optimisation, e.g. where the website appears in the list of 
results, DMO website, Pass TO website, partner organisations websites. 

 Social media response rates.  
 Attendance at trade fairs/familiarisation trips/incentive tours/number of 

sponsors. 
 
AO3 Analysis and research 
 Type and number of resources invested – the DMO will use multi-channel 

marketing so will need to take careful consideration costs, not spreading 
the messages too thin by having too much media etc. 

 Marketing activities, e.g. number of brochures distributed – if the DMO 
uses traditional methods for promotion – number of people accessing the 
discounts from the Pass TO software. 

 Surveys of visitors and providers – this will be easy to arrange through 
the Pass TO software to put up a pop-up window to gather simple market 
research feedback. 

 Website traffic, e.g. number of hits – Destination Toronto’s website, the 
Pass To website, partner organisation’s websites.  

 Search engine optimisation, e.g. where the website appears in the list of 
results – Destination Toronto might choose to pay to appear first under 
certain key word searches. 

 Social media response rates, e.g. number of followers, numbers of users 
of the Pass during peak, shoulder and off-peak seasons. 

 Attendance at trade fairs, take-up for familiarisation trips/incentive tours, 
numbers of sponsors – whether any opportunities exist for Destination 
Toronto to make their presence known. 

9 
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Question Answer Marks 

2(b) AO4 Evaluation  
 Monitoring how successful the brand has been is important. Destination 

Toronto and its brand partners in the discount pass scheme will monitor 
and evaluate the success of the scheme at regular intervals, throughout 
the year – they will use number of customers who have accessed the 
discounts as a main method of monitoring the performance of the brand 
marketing.   

 Observing the social media response rates is another key means of 
tracking success for the DMO – increased numbers of followers, likes, 
retweets and shares is a key indicator that the brand promotion is 
meeting the right target audience in the right way. Limited numbers of 
online social media engagement clearly mean the reverse.  

 
Accept all valid responses. 
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Question Answer Marks 

2(c) Discuss the importance of market research in defining the specific 
market for a destination. 
 
Use Table C to mark candidate responses to this question.  
Do not accept answers that describe different market research techniques. 
 
AO1 – out of 4 marks 
AO3 – out of 4 marks 
AO4 – out of 4 marks 
 
AO1 Knowledge and understanding 
Market research helps a destination to identify: 
 The market they operate in and know how to target specific customer 

types 
 Customer needs and wants 
 Travel trends and customer behaviours/tastes 
 Customer preferences for destinations 
 Popularity of destinations – how they compare in the rankings with other 

similar destinations 
 Competition amongst destinations – who their rivals are/how to stand out 
 Stage on the Butler ‘Destination Life Cycle’ model (exploration, 

involvement, development, consolidation, stagnation, decline or 
rejuvenation) – where they are on the life cycle model and what this 
means 

 
AO3 Analysis and research 
To identify: 
 The market – try and identify market conditions, the market environment 

in which they operate. 
 Customer needs and wants – this will help them understand which 

products and services to include. 
 Travel trends and customer behaviours – this shows how things change 

over time and encourages them to be as dynamic as the industry they 
operate in. 

 Customer preferences for destinations – this will help determine the types 
of customers they target (cultural tourists are unlikely to be attracted to a 
purpose built attraction; family tourists will be attracted by safe and clean 
beaches). 

 Popularity of destinations – this will help a destination consider the 
features that make a destination popular, and what they can do to 
improve their own popularity. 

 Competition amongst destinations – this is important in knowing who your 
rivals are and what they are doing more successfully than you are. 

 Stage on the Butler ‘Destination Life Cycle’ model (exploration, 
involvement, development, consolidation, stagnation, decline or 
rejuvenation) – this helps in the marketing process – it will determine the 
marketing mix at each review stage to coincide with the lifecycle stages. 

12 
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Question Answer Marks 

2(c) AO4 Evaluation  
 Market research is crucial in helping a destination position itself in the 

market. It needs to understand who its customers are likely to be, what 
they desire from the destination in terms of products, services, facilities 
and the brand itself. A destination must understand the market itself – 
how travel trends and changing customer behaviours are affecting the 
way in which tourists engage in activities and other experiences.  

 A destination will want to research where they sit in the popularity 
rankings – are their rivals a destination with similar or different attributes, 
how do they market themselves, as this may provide a competitive 
advantage and cause a destination to gain a higher market share. 

 Lastly, knowing and understanding the stage on the Butler destination 
lifecycle model will help a destination plan for its future marketing 
strategy, knowing when to make changes to the marketing mix to 
maximise sales and profit. 

 
Accept all valid responses. 

 

 


