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Question 1

Refer to Fig. 1 (Insert), information about the Wonder of Asia marketing campaign carried out by the
Sri Lanka Tourism Promotion Bureau (SLTPB). Sri Lanka is an island destination in the Indian Ocean.

(@) (i) SrilLanka has created a brand image through the use of the Wonder of Asia strapline.

Define the term brand image.

(i) Straplines, such as the Wonder of Asia, are one way that brand image can be created
using promotion.

State two ways, other than using promotion, tourism providers create brand image.

L OSSOSO PP PP PPN

72 OSSO

(2]

(b) Explain three advantages to SLTPB of using electronic media as a method of promotion.
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(c) SLTPB works closely with different trade partners to distribute the tourism products of Sri
Lanka to customers.

Explain the benefits to SLTPB of encouraging the use of the following distribution channels in
the tourism industry:
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(d) Analyse the effectiveness of familiarisation trips in helping to develop the product portfolio for
a retail travel agent.

[Total: 25]
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Question 2

Refer to Fig. 2 (Insert), an advertisement for Egyptian Duo Holidays, a tour operator offering holiday
packages to Egypt. Egypt is a country linking northeast Africa with the Middle East.

(@) (i) Define the term holiday package.

....................................................................................................................................... [2]

(ii) Identify two target markets for the advertised holiday package.
SRR
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(b) Explain two pricing policies shown in the advertisement.
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(c) Explain the importance of the following factors that influence the choice of locations for the
advertised holiday package:
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(d) Discuss how this tour operator could develop its products and services to cater for the needs
of families.

[Total: 25]
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Question 3

Refer to Fig. 3 (Insert), information about a marketing strategy for the Promote Iceland tourism authority.
Iceland is a country in Europe.

(@) (i) Define, using an example for Iceland, the term geographic market segment.

....................................................................................................................................... [2]
(a) (ii) Identify two examples of psychographic market segments that Iceland sometimes
targets.
0 PSPPSR
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(2]
(b) Explain the benefits of using each of the following marketing and promotion techniques:
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[6]
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(c) Explain two reasons why tourism authorities, such as Promote Iceland, use marketing
strategies.
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(d) Discuss how travel and tourism providers in Iceland might overcome the issue of seasonality.

[Total: 25]
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Question 4
Refer to Fig. 4 (Insert), information about Sporting Moments, a tour operator which specialises in sports
tourism, especially corporate hospitality packages for major sporting events. Corporate hospitality is

also a form of business tourism.

(@) (i) Explain, using an example, what is meant by the term specialised tour operator.

(a) (ii)) Other than sports tourism, state two types of tourism packages often offered by
specialised tour operators.

1L PSR
2SR

[2]

(b) Explain three reasons why business customers may choose a tailor-made package.
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(c) Explain how the following factors might determine the price that Sporting Moments charges
customers to attend a major sporting event:
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(d) Discuss the importance of each component of the marketing mix for a tour operator, such as
Sporting Moments.

[Total: 25]
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