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· If this drink was 10p a can would you buy more of it?








Write your definition of demand here:
[image: ]________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Price determines levels of demand 
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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1. Price of substitutes
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

2. [image: ]Alternative brands
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
[image: ]
3. Price of compliments
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

4. [image: ]Changes in consumer income
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

5. [image: ]Trends in fashion and tastes
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________





















6. [image: ]Marketing, advertising and branding
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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7. Population structure / demographics
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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8. Time of year
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
[image: ]
9. Weather and climate
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________



10. [image: ]External shocks
__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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P&OWs Ferries
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P&OWs Ferries
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ExtractB
Demand for healthy crisps grows

They may not be the healthiest snack, but potato crisps remain the UK’s second most
popular snack food. However, with healthier alternatives such as crisps made out of dried
fruit becoming ever more popular, is the classic deep fried potato crisp under threat?

Market research organisation, Mintel, has stated that during the period of negative
economic growth from 2008-2012, demand for UK potato crisps increased by 29%.
However, a Mintel spokesperson highlighted that, ‘at the end of the day crisps are an
indulgent treat but consumers are not oblivious to their health credentials’

This has led to new firms entering the UK crisp market such as those owned by Charlie
Fermor of Perry Court Farms. It produces a new air-dried crisp entirely out of apples.
Charlie stated that ‘our fruit crisps are completely natural. It's just apple. There’s no oil,
sugar or salt or any of that other horrible stuff’ Perry Court Farms have recently signed
contracts to export their air-dried apple crisps to China and Charlie expects revenue to
increase by over 1 000% during 2013.

(Source: adapted from http://www.dailymail.co.uk/news/article-2228633/Farmers-son-Charlie-Fermor-
developed-fruit-crisps-begins-exporting-worldwide.html)
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Assess the consequences for UK crisp manufacturers of changing consumer
preferences towards healthier snack foods.
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Evidence A:  How This American Teenager Turned Her Childhood Hobby into a.
Global Business

| When Bella Weems was 14 years old, she wanted a
car. Bela tried to aise the money by looking after
young chidren but after a few months she had only.

b raised $350.

She wasdisappointed at thelow payment or this

service.As a esul, her parents said that i she
d thought of  new idea, they would gve her an
& e additonal $350 0 help start a businss.
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Bellas own Living Locket® holds a cameo charm in honour of her grandmother, along.
with a sunflower charm and a cupcake charm just because she loves these two things.

o get the business started, Bela held jewelery parties at her house.Friends and family
could come and buy the components o create their own Living Lockets*. She received
positve feedback from people at her parties and they advertised her business by
wearing the lockets.

Bela and her mother set up a small shop in November 201 1. They sold an estimated
560 000 ofjewellery a month during the Christmas season. More importanly,her
customers sent them around the country as gifts. Soon Bella was receiving call from
‘people in diffrent sates across America wanting to buy more.

‘Origami Owl now offers various products, including the ‘Core Collectionthat focuses on
the current trends n jewellery. Rather than jus tlling the story of the wearer, lockets can
now include what the buyer needs to match their fashions. The business buys Swarovski
crystals, which bring sparkde and prestige to the custom-designed stainless seel lockets.
Origami Ows collection also includes patented designs,such as the heart locket.

(Soutce: acapted rom hp:/wwwentrepeeneut comartice/246000)
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Assess the extent to which non-price factors of demand may affect the sales of
Origami Owl's products.
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