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Question 1

Refer to Fig. 1 (Insert), an advertisement for a tour in Cambodia, a country in South East Asia.

(@) (i) Using Fig. 1 (Insert), suggest two target markets for the Cambodia’s Finest tour.

(i) Travel Star Worldwide offers a discount to customers combining two of its South East
Asia tours. State two advantages to providers of making such an offer.

(b) Explain how three fixed or variable costs may influence the price of a product such as
Cambodia’s Finest tour.
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(c) Explain two reasons why Travel Star Worldwide might have chosen travel agents as a
distribution channel for tourism products such as Cambodia’s Finest tour.
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(d) Discuss the role of timing in planning an effective travel and tourism promotional campaign.

[Total: 25]
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Question 2
Refer to Fig. 2 (Insert), a press release about Paint Experience, a specialist tour operator.

(@) (i) Give two reasons why Paint Experience’s product should be placed at the growth stage
of the product life cycle model.

(ii) Give two marketing activities that tour operators, such as Paint Experience, are likely to
carry out during the research stage of the product life cycle model.

(b) Explain the suitability of the following methods of promotion to specialist tour operators such
as Paint Experience:
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(c) Explain two ways in which a marketing campaign by Paint Experience is likely to benefit the
tourism industry of Morocco.
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(d) Evaluate the possible ways in which Paint Experience could develop its product/service mix
to increase its market share.

[Total: 25]
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Question 3

Refer to Fig. 3 (Insert), information about ‘Wonders of Dubrovnik’. This is a promotional campaign by
the Croatian National Tourist Board. Dubrovnik is a city in the eastern European country of Croatia.

(@) (i) Identify from Fig. 3 (Insert), two target markets of the ‘Wonders of Dubrovnik’ campaign.
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(b) Explain three marketing functions of organisations such as the Croatian National Tourist
Board.
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(c) Explain how each of the following may be used to create a brand image for a promotional
campaign such as ‘Wonders of Dubrovnik’:
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(d) Cities such as Dubrovnik are popular as short break destinations. Refer to Fig. 4 (Insert), an
advertisement produced as part of the ‘Wonders of Dubrovnik’ promotional campaign.

Using the AIDA model, evaluate the effectiveness of the advertisement in Fig. 4 (Insert), as a
piece of promotional material in promoting tourism in Dubrovnik.

[Total: 25]
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Question 4

Refer to Fig. 5 (Insert), the results of a SWOT analysis carried out by the Panama Tourism Authority.
Panama is a country in central America.

(a) Using the statement numbers from Fig. 5 (Insert), complete the SWOT analysis table below,
choosing only one statement under each heading.

One strength of tourism in Panama One weakness of tourism in Panama

One opportunity for tourism in Panama One threat to tourism in Panama

[4]
(b) Most cruise ship passengers visit Panama City for less than one day. Explain how the following
aspects of the marketing mix could be used to encourage cruise ship passengers to spend

more money during their visit to Panama City:
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(c¢) Using Fig. 5 (Insert), identify and explain two aspects of Panama’s location that will appeal to
foreign visitors.
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(d) Assess the suitability of different pricing policies in encouraging increased hotel occupancy
rates in the beach areas of Panama.

[Total: 25]
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