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Please note that you may see slight differences in font and formatting between this paper and the original. The difference does not impact how the questions should be interpreted
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INSTRUCTIONS 
•   Write your name, in the boxes above. Please write clearly and in capital letters.
•   Use black ink. HB pencil may be used for graphs and diagrams only.
•   Answer all the questions, unless your teacher tells you otherwise.
•   Read each question carefully. Make sure you know what you have to do before starting your answer.
•   Where space is provided below the question, please write your answer there.
•   You may use additional paper, or a specific Answer sheet if one is provided, but you must clearly show the question number(s). 
INFORMATION 
•   The number of marks is given in brackets [ ] at the end of each question or part question.
•   The total number of marks for this paper is 38. 


 
	 
	
	 
	
	

	1.
	Large, global sporting organisations such as Nike and Adidas are recognising the importance of Corporate Social Responsibility (CSR) in the way that their business is conducted across the world.

Describe four reasons why large, well-known sporting businesses see CSR as an important part of their business operations.
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	2.
	Hockborough Ladies Amateur Hockey club has recently been promoted to the top division in its league. This means many improvements need to be made throughout the club, both on and off the pitch.

Describe what the club needs to do to obtain funding to help with this improvement process.
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	3.
	Describe the structure of a local sports organisation such as Hockborough Ladies Amateur Hockey club.
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	4.
	Describe three ways in which a sport business would benefit from successful staff retention.
 
	1
	 

	 

	2
	 

	 

	3
	 

	 



 
	[3]


 







	
 
	
	 
	
	

	5.
	The following table shows four different examples of sport businesses.

For each one, tick the correct column for the type of sports business it is.
 
	Sports business
	Private sector
	Public sector
	Voluntary sector

	Sunday league football team
	
	
	

	Sports marketing agency
	
	
	

	Sports equipment manufacturer
	
	
	

	Local authority swimming pool
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	6.
	Mark is a volunteer who runs climbing clubs in secondary schools. He is keen to offer this service and opportunity to as many young people as possible. Therefore Mark has decided to apply for some extra funding to enable him to increase his provision.

Describe why a club like Mark’s needs to consider Corporate Social Responsibility (CSR).
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	7.
	How a sports business treats its customers can depend on whether it is following a strategy of ‘transaction marketing’ or of ‘relationship marketing’.

Complete the table below showing how a sports business would treat the characteristics of ‘time’ and ‘customer service’ depending on their strategy. An example has been done for you.
 
	Characteristic
	Transaction Marketing
	Relationship Marketing

	Organisational goal
	Make the sale
	Retain customers

	Time
	
	

	Customer service
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	8.
	2,000 sign petition against Wolverhampton Wanderers Football Club - The Money Shop deal 

More than 2,000 people have now signed a petition against Wolverhampton Wanderers’ new sponsorship deal. 

The petition was launched in response to the club’s unveiling of The Money Shop as their main shirt sponsor this week. Some supporters have criticised the three-year deal, believing Wolverhampton Wanderers shouldn't be promoting a payday loan company. The petition calls for Wolverhampton Wanderers to reverse the sponsorship decision and 'rectify this error of judgement'. 

The petition statement in full: 

“Jez Moxey, as CEO of Wolverhampton Wanderers Football Club, we are calling on you to reconsider the sponsorship agreement between the football club and ‘The Money Shop’. Whilst we acknowledge that they have already sponsored the club in the past and that their business practices are completely legal, we feel that the move to become the main sponsor is a step too far forming a significant link between the football club and their business, including their practices. We believe that this significant change is one that impacts negatively on the club to such an extent where we must ask for the association be completely broken between the two entities. 

We strongly feel that that ‘The Money Shop's’ business practices, whilst legal, do not fit with the ethics of the football club, the supporters and the area it represents and believe that this is something that as custodians and employees of the club you should seek to consider and uphold where ever possible. We hope that the club will appreciate and accommodate our strong views on this and are requesting you, as CEO, quickly rectify this error of judgement.” 

Chief Executive Officer (CEO) Jez Moxey defended the deal, saying Wolverhampton Wanderers couldn't have chosen 'a more reputable firm'.
At the sponsorship launch on Wednesday he said:
"It's a highly regulated business. They're here to try and improve the image of the sector. I don't think we could have associated with a more reputable firm. Engagement with fans and community is at the very heart of this relationship." 

The Money Shop has been associated with Wolverhampton Wanderers since 2009 and already sponsors the South Bank stand. 
The company describes itself as a 'diversified financial provider' and offers cash-to-gold and pawn broking services in addition to short-term loans.
The deal has sparked a huge debate online, with some fans criticising the move and others suggesting that maximising income must be the club's priority.

Analyse the benefits and drawbacks of the sponsorship deal between Wolverhampton Wanderers and The Money Shop, taking into consideration all relevant stakeholders.
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END OF QUESTION PAPER




Mark scheme
The examiner comments shown in the “Guidance” column of the mark scheme are taken from the relevant Examiners’ Report. N.B. Examiners’ comments are not available for all questions. 
	Question
	Answer/Indicative content
	Marks
	Guidance

	1
	
	
	Four marks from:
1. a way to meet social and community obligations
2. improves organisation’s reputation/profile
3. develop positive corporate image
4. can be used as a marketing tool/strategy to promote the business e.g. advertising
5. can increase commercial success
6. reaching and engaging with more people (from across the entire social and demographic spectrum)/attract more customers/better workforce
7. regulatory requirement for many sports organisations
8. can enable access to funding
9. it is the correct thing to do ethically/morally
10. consumers are increasingly focussed on CSR issues
11. sport is an effective CSR medium or sport reflects the values of CSR
12. CSR more part of the culture of sports organisations now than previously
	4
	Accept negatives e.g. reputation goes down if company pollute local environment


DNA well known – in question

















Accept examples of values such as fair play, caring for the community, inclusivity

Examiner’s Comments

This question was answered reasonably well; however, few learners actually scored full marks. Many learners were able to describe why businesses see CSR as important, improving reputation and image of the business, attracting more customers and ethically it being the correct thing to do being the most common. However very few learners were able to give 4 reasons and so achieve full marks. It is very important that centres re-iterate to learners that where a question is worth 4 marks that learners need to make 4 points.

	
	
	
	Total
	4
	

	2
	
	
	Five marks from:
1. Identify a suitable source of funding
2. Complete tender/bid documentation
3. Proving a need/demand for service/product
4. Identifying clear goals/aim or impact of funding
5. Proven/demonstrating ability to deliver outcomes
6. Eligibility for funding e.g. must be a recognised sport, size of organisation, location
	5
	

Examiner’s Comments

The answers to this question were some of the weakest on the exam paper. The majority of learners only scored 0, 1 or 2 marks. Many did not seem to realise that the question was asking for a detailed description (it was worth 5 marks) of how to obtain funding. Learners’ answers were often too brief and in many instances, the learners seem to have misinterpreted the question and considered instead how they could use the funding. The question was actually concerned with the process of how to get funding. Where candidates had tried to explain how to get funding their answers often lacked detail and did not specifically state what the whole process involved, which was vital if the students were going to access the higher range of marks.

	
	
	
	Total
	5
	

	3
	
	
	Five marks from
1. Organisations involved - Local Council engagement
e.g. local sports clubs will have a structure with individual positions responsible for local council rules and regulations – e.g. H&S & safeguarding
2. Method to deliver sports development
e.g. establishing a club structure with personnel capable of organising and implementing city & district competitions
3. Individuals/small teams of staff
4. Can be entrepreneurial
or a sports equipment business supplying local schools and clubs
5. Can involve shared job roles
or may involve several part time staff or many responsibilities
6. Target group is local community/small geographical area
7. Single site/small number of premises
8. Can be private, public or voluntary
e.g. source of funding. Can be a retail shop, a local sports centre or a sport specific club run by volunteers
	5
	Synoptic marks linked to Unit 3, LO1 & LO4

One mark for highlighting a structure which engages with local councils or an example of how the structure engages with local councils

Examiner’s Comments

This was another poorly answered question with many learners only offering a very basic description of the structure of a local sports organisation and so they were only able to access 1 or 2 marks. There were also some scripts where this question was left unanswered. The better answers referred to the small number of staff, shared job roles in the club, it was normally only on one site and it targeted the local community. It is very important centres re-iterate to learners that where a question is worth 5 marks that learners need to make 5 points.

	
	
	
	Total
	5
	

	4
	
	
	Three marks from:
1. Less recruitment/training costs
2. More skilled/experienced workforce
3. Staff know the customers better
4. Promoting from within
5. Better motivation/service from employee
6. Team spirit/ethos
7. Job satisfaction/job security
	3 (3x1)
	

	
	
	
	Total
	3
	

	5
	
	
	 
	Sports business
	Private sector
	Public sector
	Voluntary sector

	Sunday league football team
	
	
	x

	Sports marketing agency
	x
	
	

	Sports equipment manu-
facturer
	x
	
	

	Local authority swimming pool
	
	x
	



	4
	Examiner’s Comments

This was the best-answered question on the paper and showed that candidates had a very good understanding of the different types of sports businesses. The majority of candidates scored the maximum of 4 marks on this question.

	
	
	
	Total
	4
	

	6
	
	
	1. So that they meet the obligations to their community/users
2. It can improve the reputation of his organisation
3. It can help him to develop a positive corporate image
4. It can be used as a marketing tool to get more customers/interest in his business
5. Mark can reach out across the social/demographic spectrum/it can allow access for everyone
6. It may be a regulatory/legal requirement for him
7. It can be used to help Mark to access funding
8. It is a strong ethical decision
9. It will ‘fit’ with customer views/opinions
10. Sports reflects CSR and should be used to promote it. E.g. community care/inclusivity
11. Consider impact on the environment
	5
	

Examiner’s Comments

When answering this question, candidates showed good knowledge of CSR and many candidates were able to access full marks. Where lower marks were achieved this was often because candidates did not give five factors in their description. It is very important that once again centres re-iterate to candidates that where a question is worth five marks that candidates need to make five points.

	
	
	
	Total
	5
	

	7
	
	
	
 
	 
	 
	Characteristic
	Transaction Marketing
	Relationship Marketing

	Time
	Short term
	Long term

	Customer service
	Low importance
	High importance



	 



	4
	Examiner’s Comments

This question had a mixed response showing that some centres appeared to have really taught this area very much in line with the teaching content, and candidates answers followed the exact wording of the mark scheme, short/long term and low/high importance. However, weaker answers showed limited knowledge of transaction and relationship marketing and answers were often in vague terms.

	
	
	
	Total
	4
	

	8
	
	
	Football club
Positives –
1. finance for club,
2. maximising income – the best offer to the club?
3. preferential financing agreements for fans,
4. sponsorship leveraging (e.g. selling club products in The Money Shop)
5. Sponsor already visible in the local area as an employer/service
6. There is an existing relationship
Negatives –
7. Upset a number of fans
8. association with ‘payday loan company’,
9. CSR – bad publicity,
10. Sponsor associated with exploitation,
11. Sponsor associated with exploitation,
12. could put off other businesses/potential partners/sponsors from associating themselves with the club
The Sponsor
Positives –
1. improve image of organisation,
2. Good CSR for The Money Shop with the association with a well–known ‘traditional’ family orientated football club,
3. instant access to customer base,
4. publicity and exposure from shirt sponsorship (sales, media exposure),
5. sponsorship leveraging and activation (e.g. having a presence at the club shop at the ground) * see guidance column
6. potential increase in revenue from deal –
Negatives –
1. negative exposure or bad PR
2. financial cost of sponsorship deal,
3. potential loss of custom from fans from ‘rival’ clubs.
The Fans
Positives –
1. increase in income for their club to spend on new players,
2. new facilities etc,
3. preferential loan rates for members,
Negatives –
1. ethical association with organisation (not wanting to be seen supporting a club with a partnership with The Money Shop,
2. some fans see themselves as the kind of people businesses like The Money Shop exploit
3. a feeling that the club don’t understand the supporters
	(8)
	Level 3 (7–8 marks)
A comprehensive answer:
· Detailed knowledge and understanding
· Effective analysis/evaluation and/or discussion/explanation/development
· Clear and consistent practical application of knowledge
· Accurate use of technical and specialist vocabulary
· High standard of written communication.
Level 2 (4–6 marks)
A competent answer:
· Satisfactory knowledge and understanding
· Analysis/evaluation and/or discussion/explanation/development attempted with some success
· Some success in practical application of knowledge
· Technical and specialist vocabulary used with some accuracy
· Written communication generally fluent with few errors.
Level 1 (1–3 marks)
A limited answer:
· Basic knowledge and understanding
· Little or no attempt to analyse/evaluate and/or discuss/explain/develop
· Little or no attempt at practical application of knowledge
· Technical and specialist vocabulary used with limited success
· Written communication lacks fluency and there will be errors, some of which may be intrusive.
* Sponsorship leveraging – refers to how a sponsor uses the benefits they are allocated under the terms of a sponsorship agreement. Leveraging has been defined by Weeks, Cornwell and Drennan (2008) as “the act of using collateral marketing communications to exploit the commercial potential of the association between a sponsor and sponsee” while activation has been defined as those “communications that promote the engagement, involvement, or participation of the sponsorship audience with the sponsor.”

	
	
	
	Total
	8
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