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Question 1

The Beijing Municipal Bureau of Tourism is working in partnership with the Olympic
Organising Committee in order to prepare the city for the Summer Olympic Games in 2008
and for the increased number of visitors it will attract.

The results from a full situation analysis of tourism in Beijing are given below:

1.

2.

(a)

The Marriott International hotel chain will open two more hotels within the city in 2007.
English is not widely spoken throughout China.

3 million cars and 10 million bicycles use the city’s roads, often causing traffic jams.
The airport in Beijing has been expanded to include a VIP lounge.

Visitors to China are advised always to travel with a tour guide for reasons of personal
safety.

Toilets and other facilities are being built around heritage sites such as Tiananmen
Square, the Summer Palace and the Forbidden City.

Local residents are being trained using government funding, in order to provide tourism
services for visitors to the Olympic Games.

Beijing is already China’s top tourist destination.

(i) Identify the statement from the list which shows the greatest strength in tourism in
Beijing.
Statement Number [1]

(ii) Identify one statement from the list which suggests a weakness in tourism in
Beijing.

Statement Number [1]

(iii) There are many opportunities for improving tourism in Beijing. Select one
statement from the list that offers such an opportunity.

Statement Number [1]

(iv) Identify one statement from the list that poses the biggest threat to tourism
provision in Beijing.

Statement Number [1]
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(b) Using the statements on page 2, identify two positive and two negative external vse
influences on tourism within Beijing.
Positive (+) Negative (-)
Political
Economic
Social
Technological
[4]

Crystal Cruises have created an “Adventures in Beijing” package, which allows visitors to

spend three nights in Beijing before or after a 14-night cruise around China.

(c) Identify three component products that make up a holiday package such as this one.
ey O
COMPONENT 2 e s ssss e esssse s ss s sssesssa s sees s eesss s e ssmssssesnssssessens
COMPONENE S st ssssss s ssssss s sssss s s s s ssssssans [31

(d) Explain why travel and tourism providers such as Crystal Cruises offer additional
packages as well as their main product.
.......................................................................................................................................... [6]
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(e) The Beijing Olympic mascot was carefully selected from over 600 suggestions in June
2005. The mascot carries huge marketing potential for the Olympic Games and for
tourism in Beijing through the use of merchandising.

(i) Define the term merchandising.

(ii) Explain why marketing and promotion of the 2008 Olympic Games is important to
the tourism industry of China.
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Question 2 vse
A seat on an aeroplane is an example of a perishable service.
(@) (i) Explain the term perishable service.
................................................................................................................................... [1]
(ii) Insert the following products and services from the list below to complete the table.
Hotel room occupancy
McDonald’s “Happy Meal”
Traveller's cheques
Theme park ride
Tangible Products Perishable Services
1. 1.
2. 2.
[4]
(b) Passengers on an aeroplane may occupy the same type of seat but may have paid
different prices for their ticket. For example, there are 76 different price tariffs charged
on flights between Paris and New York.
Discuss the range of factors that affect the actual price an individual customer will pay
for their airline ticket.
.......................................................................................................................................... [8]
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(c) Travel products are one of the four products most often sold on the Internet. Plane *

tickets valuing $13.5 billion were sold on-line in 2004.

(i) Give one advantage and one disadvantage of on-line sales for the airline
company.

Advantage

Disadvantage 2]

(iii) Draw a distribution diagram to show how on-line tickets are supplied to customers.

(2]

(d) The growth of passenger air traffic has placed more pressure on airports. Existing
airport terminals have been expanded and new terminals have been constructed to
replace those which could not cope with increased air passenger numbers.

Identify six factors of location that are particularly important when choosing the site of
new airport terminals.
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Question 3 *
A car rental company wanting to target its existing customers in order to generate more
sales, carries out market research. It uses its large customer database to identify its most
profitable customers and to construct a customer profile.
(@) (i) State the type of data used by the car rental company.
................................................................................................................................... [1]
(ii) Explain how a customer profile is used in the market research process.
................................................................................................................................... [2]
(b) Compare the benefits of quantitative and qualitative research data.
.......................................................................................................................................... [6]
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(c) Many tourists see holiday car rental as an avoidable extra expense.

Use the product life cycle model to describe the position of car rental within the tourism
industry, giving a reason for your answer.

Position on product life cycle model || ..t snsssssaaenns
Reason --------------------------------------------------------------------------------------------------------------------------------

(d) Explain how the car rental market could be segmented. Give at least two examples of
different market segments.
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(e) A car rental company is finding it difficult to stay in business. It has been advised to *
review its marketing mix.
(i) Name the four elements of the marketing mix.
Element 1 llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll
Element 2 ----------------------------------------------------------------------------------------------------------------------
Element 3 ----------------------------------------------------------------------------------------------------------------------
EIMENEA || oottt ete sttt sttt [4]
(ii) Select the one element of the marketing mix on which the car rental company
should focus its marketing efforts in your opinion. Give a reason for your answer.
Element -------------------------------------------------------------------------------------------------------------------------
Reason lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll
................................................................................................................................... [3]
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Question 4

Most tourism organisations use publicity materials as the main method of communicating
with potential clients.

(@) (i)

(ii)

Give three examples of printed publicity materials used by tourism providers.

Example 1

Example 2

Example 3 [3]

State two main purposes of printed publicity materials.

Purpose 1

Purpose 2 [2]

(b) Modern technology provides several alternatives to brochures.

Identify one technological alternative to a holiday brochure and describe how it works.

Alternative

How it works
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(c) Explain the importance of the AIDA principle in producing printed promotional vse
materials.
.......................................................................................................................................... [8]
(d) Explain the difference between “Above the line” and “Below the line” promotion, using
examples of promotional activities for each.
.......................................................................................................................................... [4]
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(e) The five main stages in organising a promotional campaign are listed below. Put these
into the correct sequence.

Evaluate effectiveness Decide on core message and media
Identify target market Set aims and objectives

Set budget
Stages of a promotional campaign

Stage 1

Stage 2

Stage 3

Stage 4

Stage 5 [5]
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