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Question 1

Refer to Fig. 1 (Insert), a situation analysis of tourism in northern Egypt.

(a) Using the statement numbers from Fig. 1 (Insert), complete the SWOT Analysis table below.
Choose only one statement under each heading.

One strength of tourism in northern
Egypt

One weakness of tourism in northern
Egypt

One opportunity for tourism in northern
Egypt

One threat to tourism in northern Egypt

[4]

(b) Explain three market research techniques that tourism providers in northern Egypt could use

to increase visitor numbers.
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(c) Fig. 1 (Insert) suggests that some tourism products in northern Egypt are less popular than
they were.

Explain the suitability of the following pricing policies for use by tourism providers in northern

Egypt:
®  MArKEt SKIMIMING ..eiiiiiiiiiiiii e e e e e e e e e e e e e e e s e e e e e e e e e e nnnnnneeas
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(d) Discuss why marketing and promotion are likely to be important to tourism providers in
northern Egypt.

[Total: 25]
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Question 2

Refer to Fig. 2 (Insert), an advertisement in a travel magazine for a winter sports holiday in the resort
of Whistler, Canada.

(a) Using Fig. 2 (Insert), identify the following:

(i) two market segments at which the advertisement is targeted

(b) Explain the suitability of the following methods of promotion for providers of winter sports
holidays, such as Simply Whistler:

e an advertisement in @ SKi MAJAZINEG ...
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(c) Explain two likely benefits to a provider, such as Simply Whistler, of offering customised
packages.
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(d) Using the advertisement in Fig. 2 (Insert), assess how effectively Simply Whistler has
developed its product to attract customers in a competitive market.

[Total: 25]
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Question 3

Refer to Fig. 3 (Insert), information about walking tourism in rural and coastal areas of Wales, UK.
Walking tourism is a specialised niche market.

(a) Using Fig. 3 (Insert), identify the following:

(i) two ways in which the government helps this specialised niche market

1L SRR
2P EEPP
...................................................................................................................................... [2]

(ii) two ways in which walking tourism in Wales is sustainable
1 PRSP
2 ettt eeeeeeeeeeeeaaaeeeeeeeeeeeeeeaaseteeeeeeeeeeaaa_—eeeeeeeeeeaaannaeeeeeeeeeaaaannaareeeaeeeeaannnnnenees
...................................................................................................................................... [2]

(b) Explain the likely impact of the following factors on walking tourism in Wales:

& SBASONAIIY i ———a—a b a—a b a—a b nnbbanebanranne
o customer eXPeCtatiONS ......ccciiiiiiiii e —a——————
[6]
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(c) Explain three ways in which the creation of a brand image may be used to market specialised
niche tourism products.
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(d) Discuss the reasons why it is important for tourism providers to consider target market
segments when producing effective promotional materials.

[Total: 25]
© UCLES 2014 7096/23/0/N/14



11
Question 4
Refer to Fig. 4 (Insert), information about tourism in Vietham.

(@) (i) At which stage of the product life cycle would you place French and Chinese heritage
tourism in Vietham? Give one reason for your answer.

(i) Give two reasons why it is important for a tourism provider to identify the position of its
product in the product life cycle.

(b) Explain two ways in which the promotion of products, such as French and Chinese heritage
tourism in Vietnam, leads to increased levels of customer interest.
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(c) Explain how the National Administration of Vietham (NAV) might use each of the following
elements of the marketing mix to promote French and Chinese heritage tourism in Vietnam:

L o (o T 11 o RSP
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(d) Evaluate the range of distribution channels which the NAV might use for its French and
Chinese heritage tourism products.

[Total: 25]
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