
 

1 

 

Philip Allan Publishers © 2015 

Volume 21, Number 4, April 2015 

Revision 

BUSS4 Section A practice exam 
question 
Luke Perry 

Hopefully you should by now be well and truly immersed in the pre-release research theme 
into UK manufacturing. The April 2015 edition of BUSINESS REVIEW contains a whole range of 
examples that you can utilise in your responses to build effective arguments. 

The nature of the Section A questions are that they will be based on the pre-release bullet 
points but will also include an item or stimulus material that you MUST refer to during your 
response. An exemplar question and answer with commentary follows and draws on 
examples that have featured in the latest edition of the magazine to show you what an A-
grade answer looks like. Remember that to achieve an A grade you should be aiming for at 
least 30 out of 40 marks on each essay question. 

Sample exam question 
UK manufacturing firms pessimistic about 2015 
The return of the Eurozone crisis and the slowing of the domestic economy have 
seriously dented the confidence of UK manufacturers. There are especially weak sales 
prospects in Europe, the destination of around half of Britain’s exports, and also the 
Middle East. 

A third of manufacturers said they see more risks than opportunities for their 
businesses in the year ahead. 

Separately, the latest ‘Business in Britain’ report from Lloyds Bank reveals that the 
construction and manufacturing sectors registered the biggest fall in confidence out 
of any industry over the last six months. 

Output from the sector still languishes some 6 per cent below 2008 levels. 

To what extent is the return of the Eurozone crisis more a threat than an opportunity 
for UK manufacturing firms? 

Justify your answer with reference to your research and the item.  (40 marks) 

Sample plan 
Key question: is it MORE a threat than an opportunity? A judgement has to be made in 
relation to this. Keep this in mind throughout and come to a definite answer at the end of the 
essay. 
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It will depend on a number of key factors: 

• The precise nature of the industry/firm and where they do business. Companies such 
as JCB and JLR will look for opportunities outside the Eurozone and will target 
emerging markets so might be less of an issue. 

• Companies such as BAE will be dependent on the economic conditions and also the 
political stability of certain areas for business — might be worth looking at the state of 
the economy and the likelihood of political unrest. 

• Elasticity of products — this is a key area. Certain products will be more or less 
price/income elastic. Link to shoe industry and different brands. Bring in Denby as 
well in terms of its target audience 

• Certain products will not necessarily be international and will do well from just 
domestic demand, e.g. Buxton water. 

• Certain products are in niche markets and so will be less under threat from external 
pressures and it will be their internal organisation that determines their successes, 
e.g. Cathelco 

Sample answer 
Examiner comments in bold. 

Ultimately the answer to this question will depend on the particular business itself and the 
industry in which it operates. This will dictate whether the economic conditions are more of a 
threat than an opportunity. Clearly, UK firms that are dependent on trade within the Eurozone 
are likely to be under threat. As the case study suggests, the areas where the confidence is 
lowest appear to be in the construction and manufacturing industry. 

Having a plan is recommended. This opening paragraph sets the scene for what will 
follow and is already starting to be evaluative — the candidate is trying to establish 
key arguments and overall judgement. It will be interesting to see how this is 
developed. 

However, there are a number of UK manufacturers such as JCB and Jaguar Land Rover 
(JLR) that have previously identified that the major areas of growth for their businesses lie 
outside of the EU. They have looked to exploit the growing incomes and high economic 
growth rates that are on offer in emerging markets such as China and the other BRIC 
economies. By aiming at these areas, the firms are able to continue to thrive, as they can 
benefit from their established reputation, which they can then use in the form of asset-led 
marketing, and look to tap into the consumers that are willing to pay a higher price for a high 
quality and well-known brand. This means that while the Eurozone is a rather stagnated 
market, they have been able to move their main area of business into countries that will not 
be impacted by the economic slowdown that is prevalent in the Eurozone itself. These 
companies have been able to identify early that the growth potential for sales lies elsewhere 
and so the continued poor performance in the EU is not a threat to them as they have 
diversified and moved into alternative markets (market development under Ansoff) and so 
for them their new markets are very much an opportunity in the future. 
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Really nice opening paragraph; nice line of argument (developed), in context and is 
also staying very much focused on the question set.  

Rap and Ran and E2 as the candidate has given some support to his or her judgement 
already. A decent start. 

The largest threat to UK manufacturing is faced by firms that conduct most of their business 
within the Eurozone. As the stimulus suggests, this is the majority of UK manufacturing firms, 
and so the present situation is clearly a threat to the success of these firms. While the 
interest rates are at a historically low level, to try and encourage consumer spending and 
capital investment by firms, the fact that there has been no real sign of an upturn in the 
economic conditions suggests that firms are struggling with the issue of deflation as prices 
are actually falling. The costs that firm face tend to stay constant and so this has led to a 
number of businesses struggling with either accepting reduced profit margins or being forced 
into closure as their businesses are simply no longer viable. This is clearly the case with the 
majority of British shoe manufacturers who have had to admit defeat as they can simply not 
compete with the low-cost manufacturers who can produce the products at a fraction of the 
price. As the majority of the Eurozone has been in a recession, this has led to a greater 
emphasis on price competitiveness as consumers have been faced with falling disposable 
incomes, due to austerity measures put in place. For products that are neither differentiated 
or cost leaders (Porter), the present economic situation has been and continues to be a 
major threat to the survival of the firms. 

This paragraph demonstrates good use of evaluative knowledge from the start — 
prioritising the importance of ‘largest’ threat and using this to develop a line of 
argument. The example could have been used better as it is not fully developed in 
context, but the use of theory and line of argument is strong throughout. 

Rap and Gan and at least E2+. 

However, companies that are able to differentiate themselves and have a relatively lower 
income/price elasticity for their products have arguably been less affected and will see the 
current market conditions as less of a threat. While it is arguable whether the opportunities 
are substantial right now, if they are able to survive and maintain their position in the market, 
with a potential upturn in the business cycle, the opportunities might be available in the long 
run. A good example of this would be Denby Pottery. While 70% of its products are sold 
within the domestic market, it produces a high-end product that faces relatively inelastic 
demand, as Denby tends to sell to higher-end establishments that are arguably less 
impacted by a downturn in the economy, as they can target their products at a wealthier 
market segment and also exploit the demand for their products in areas such as wedding 
gifts, which allows them to continue to thrive in their particular niche market. The fact that 
Denby is also exporting more and looking to develop its brand outside the UK means that 
while the opportunity within the EU might not be as substantial as elsewhere, it is able to use 
its international reputation and brand loyalty to target wealthier customers around the globe, 
and so for UK manufacturing firms that are operating within a market that is less sensitive to 
price, the ability to open up and exploit alternative markets is to be seen as a further 
opportunity rather than a threat. 



 

4 

 

Philip Allan Publishers © 2015 

This paragraph is better in terms of application, as is takes the example and develops 
it more fully into a connected and relevant example. The candidate is showing a good 
understanding of the key issues and is also staying focused on the question.  

Gap– and Gan+ definitely E2+ but probably tipped into E3 by now. 

A further example of the Eurozone crisis being less of a threat is evident in markets that 
provide staple products such as bottled water. While this industry is dominated by a number 
of major firms, these companies often enjoy particular monopoly power within their domestic 
markets and so while Evian might be the market leader within France, UK manufacturers 
such as Buxton can continue to prosper within the domestic market, despite what is 
happening elsewhere. This is also the case for particular firms and industries such as BAE 
and Cathelco, which operate and provide products for customers not based on the 
geographical location but the degree of need and this again suggests that for these firms the 
most important factor is not necessarily the current economic conditions but how the firms 
can organise and exploit their particular markets. 

Some nice knowledge and examples — but not really developed. However, adds 
weight to Gap, as candidate is clearly showing a range of examples from his or her 
research together with use of the case study/stimulus material. 

Gap and Gan already awarded. 

In my opinion, the most significant issue about the current Eurozone crisis is the extent to 
which UK manufacturing firms are exposed to it in terms of where they trade and who their 
customers are. For firms that have the majority of their business with partners inside the EU, 
then they are clearly going to be impacted by potential reduced custom, lower sales, and 
reduced profit margins. However, at the same time, if these firms are able to either protect 
themselves in some way, by either focusing more closely on the domestic market, by 
differentiating themselves via a particular USP or by exploiting opportunities outside of the 
EU, then it can be argued that for these firms in particular the current economic downturn 
can actually be used to their advantage and help them to thrive and enjoy longer term 
success. It is really important in my view that firms take advantage of the changing market 
place and open themselves up to opportunities outside of their traditional areas. The 
continued decline within Europe should be a warning to UK manufacturing firms and a 
reminder that while they may have enjoyed success in these markets previously, they now 
need to look beyond these areas and try and make the most of the opportunities outside of 
the EU. Therefore, I believe that it is vital that firms look to exploit opportunities that are 
clearly there in emerging markets and look to avoid the threats of just operating within an 
area where confidence is low and potential for sales and profits are much lower than outside 
of the EU. If firms can organise themselves internally and look to market and develop their 
brand further afield as is the case with JLR and JCB, then in my view the opportunities are 
still there — although it might be the case that the historic emerging markets have already 
been tapped into and that UK firms look to develop in other areas such as Africa. This could 
be through either production sites or market opportunities but given the fluid nature of 
business, I firmly believe that threats are opportunities if managed correctly. 

Although the last sentence feels slightly pre-rehearsed, overall, everything that has 
gone before it shows a candidate that has stayed focused on the question throughout 
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and who is using very strong and evaluative language in his or her approach to the 
question.  

BUSS4 examiners are expected to stand back at the end of the response and make a 
judgement as to how well the candidate has answered the question set in terms of 
application, analysis and evaluation. 

Overall: 

• Application is good — range of examples that focus precisely on the question 
set and are used well. 

• Analysis is good — arguments are developed within the context of the 
question, with nice use of theory throughout and identification of key issues. 

• Evaluation is good — judgments are well supported and backed up. Candidate 
is prioritising what the key arguments are and how important they are in 
relation to the question set. 

Marks: 

• Level 5: good application and good analysis = 24 marks 

• Evaluation = Level 3 = 14 marks 

• Total = 38 marks 

This resource is part of BUSINESS REVIEW, a magazine written for A-level students by 
subject experts. To subscribe to the full magazine go to 
www.hoddereducation.co.uk/businessreview 


