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Sources for use with Section A

Extract A

Żabka Polska

Żabka is a chain of shops in Poland. The business started in 1998 and now has over 8,000 
shops in Poland. Most of these shops are run by people who have paid for one of the 
franchising opportunities offered by Żabka.

As well as selling a variety of groceries, the shops sell hot drinks and snacks that include 
hot soup and hot sandwiches. It is also possible to send parcels from the shops, saving 
customers time from having to visit post offices.

More than 15 million Polish consumers live within 500 metres of the nearest Żabka. It 
prides itself on being close to its customers and understanding their needs. Żabka shops 
are developed with customers in mind. The shops are not only in the centre of large cities 
but in smaller towns too.

Żabka’s head office is in Poznań, where the six members of the Management Board are 
based. They make the decisions for Żabka, such as whether to use zero based budgeting 
for marketing the stores.

Extract B

Sales revenue data in Polish złoty (zł) from a Żabka shop January–March 2022

Jan Feb Mar

Budgeted income (zł) 95 000 100 000 100 000

Actual income (zł) 95 752 110 555 95 780

Extract C

Polish Government announces plans for lower income tax

In 2022, the Polish Government announced plans to reduce income tax (the tax paid on 
personal income from paid and self-employment). It has presented the plans as part of its 
measures to protect Poles from the economic consequences of higher costs of living.
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Source for use with Section B

Extract D 	

Game, set and match

Each year, Wilson produces 100 million tennis balls at its factory near Bangkok, Thailand. 
The factory covers an area of 11,000 m2 and operates 24 hours a day.

Although it looks simple, a tennis ball goes through 24 stages during the production 
process. These stages include:

•	 crushing rubber to form a core for the ball

•	 cutting the core to size

•	 cutting felt into shapes to wrap around the rubber core

•	 joining the rubber core and felt shapes using glue.

Rubber used to make the tennis balls is sourced from Thailand, as well as imported from 
nearby Asian countries such as Vietnam and Malaysia.

Machinery is used for many of the stages but employees are needed to operate the 
machinery and to carry out some of the more complex and skilful tasks. One of these is 
wrapping the felt around the rubber core as this is more accurate when done by hand.

Wilson supplies tennis balls to many of the professional tennis tournaments that take 
place around the world each year. The most tennis balls supplied for a single  
tournament are for the French Open and the US Open. These tournaments each use 
70,000 tennis balls.

Each ball must meet a strict specification, according to weight, size and hardness.  
The materials must be consistent to meet the requirements of the International  
Tennis Federation.
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Source for use with Section C

Extract E

Asian Biscuit and Confectionery Ltd (ABC)

ABC was established in 2012. It produces the Goodlife brand of biscuits, crackers and 
sweets at its large factory in Nepal. The factory has fully-automated production facilities 
and six baking zones, each 76 metres long. It is the largest biscuit factory in Nepal.

Unmatched by other businesses in Nepal, ABC prides itself on baking products to the 
highest quality and the best taste. Goodlife is able to compete with international brands 
by selling at competitive prices.

ABC aims to attract Nepalese customers away from buying imported biscuits to buying 
the Goodlife brand. The brand is marketed using the slogan, ‘for a good life, have a good 
bite’. The idea being that it makes the customer think of it as a good and healthy  
lifestyle brand.

To maximise its potential to achieve this aim, ABC believes it needs to invest in new 
production equipment and advertising. It currently promotes many of its biscuits, such 
as Goodlife Coconut Cookies and Goodlife Nice Biscuits, via YouTube videos, featuring its 
slogan. It periodically runs ‘lucky draws’ for wholesale customers making bulk purchases 
of Goodlife biscuits.
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