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General Feedback for Unit 2 Portfolios

The majority of the candidates’ work was clearly annotated for the strands a to f. Such
annotation assists the moderation process.

Including the feedback sheet and the final mark sheet with each portfolio was helpful and of
value to the moderator. The portfolio pagination and page referencing on the final feedback
sheet are very helpful. It is clear from these sheets that there is a system of internal
Standardisation in place as outlined on page 17 of the specification.

It is good that candidates are encouraged to word process their work. A title page, identifying
the organisation being investigated, would be helpful. Possible evidence for f3 could include
successive, annotated versions of the item of promotional material.

If candidates wish to include examples of the organisation’s printed material, such as
promotional materials, then the candidates should annotate them, to clarify why they have
been included in the portfolio, and place them at an appropriate position in their portfolios.
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Candidate A

GCSE Leisure and Tourism (1495)

Unit 4876: Marketing in leisure and tourism

Commentary
Centre Mark 35

Explanatory information, such as the notes on Market Research, would be better included with the rest
of the work as appropriate (e.g. with strand c). This candidate’s work would benefit from proof-reading.

al, a2 agreed
bl agreed

c1 the evidence for this is outlined on p8 but identified as ¢2; the evidence on p7 is concerned with
target customers and marketing activities rather than with market research.

d1 agreed for Drayton Manor but the work for Alton Towers is very brief; some of the work annotated as
d1 is in fact about event planning rather than the promotional materials.

d2 — no attempt has been made to address this.

d3 agreed. The candidate would be best advised to complete d2 so that a holistic consideration of his
work would robustly support his claim for a higher grade.

el, e2 agreed, although Opportunities are rather brief; e3 agreed.
f1, f2 agreed
f3 — not met — agreed, but although the candidate has not stated his aims and objectives he has

identified the target audience, the production of the second leaflet has demonstrated that he can plan
and produce promotional materials and he does make an attempt to evaluate it on p21.
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Leisure and Tourism

Marketing

One of the key factors about marketing is that you need to get
the right things to the right people.lf you can go to the right
people to get them developed in the end these people will end up
with a huge profit and a lot better off. Another thing about
marketing is that it is a huge orgonisation in the marketing
industry.

Market Reseach is where they think about the products and if
they are going to do well and be suited for that particular
area.They have to think about if the product is going to do well
when its developed.These are just some of the things they have
to check before its developed and ready for the shops.There are
three types of market research the first one is a postal survey this
is where people come round posting questionaires into your post
and seeing ifyou respond to there product. The second type isa
telephone survey that is where the compony ring you and ask
you questions persuading you to buy there product.The third
type is a Personal survey this is where people hand out leaflets
to see if you like there idea.Finally the last one is the observation
survey this is when they put there product on the shelf and sees
if anyone takes intrest.

Target Marketing is where they look at people to see if there
product is suitable for them.For example there might be a ride
targeting just a certain age.Another reason is that they may
judge it on your gender .The final point on target marketing is
ethnicity this is where they concentrate on your religion and
where you come from.
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Types of Market Research

Postal Survey | |

One type of market research is called postal survey
means that what ever you are doing is done through a
questionaire which gets posted to you a selected

person. When all the information is collected it will be
used to help there orgonisation.One of the good things
about a postal survey is that you can do it when ever you
want and mainly in your own time,but like anything else
in the world there has to be bad points such as not a lot
of people return them and you can't write the right
questions suitable for everyone.

Telephone Surveys

The reason why people use telephone surveys is because
it is quick and provides the informationthat you need
instantly. Another good point about the telephone surveys
is that they are quite cheaper than any other method and
a lot easier to use.A bad point about the telephone
surveys is that when you ring the people they might not
want to speak to you at this particular moment in time
and ecspecially if they have just come home from work
after a long hard day.

Personal Survey

With the personal surveys people are usually more
willing to respond than to an interview for instance,only
because it's harder for them to say.A bad point about the
personal surveysis that they could easily be

rushed. Another bad point is that some of the questions
might be personal and some people might not answer
them.
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Observation Survey

Observations is when a trained market researchers watch
how the customers react to the products and services that
are provided.A very good point about the observation
surveysis that it can give a better understanding of how
the customers behave and what there point of view is to
the orgonisation.
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Leisure and Tourism

Product is one of the 4p’s in the market industry.It
involves both goods and services in the business.It
covers most physical objects food,drink and sports
equipment.Another vital point about the product is the
brand name.For example if you went out and brought a
pair of puma sprint trainers it would be a lot more
interesting to say than just a pair of white trainers.You
also need the aftersales,for instance if you brought a tv
and then you took it home and found out it did not work
you would want to take it back and get a new one or get
a refund that is the whole thing about aftersales.

Price is always important that the orgonisation of the
company get the right price for there product.If they
don’t they could loose out on some serious money.Price
is always a difficult situation because they need a lot of
money to build it in the first place,but money is not
everything in a business you need good hard workers a
nice big factory and then deal with the money.l mean if
you do get a lot of money your business can be very
succesful but you also need the other things.

The place is important for where the people go and buy
the companys products.The place that is selling the
product must have high excpectations for themselves to
do well.If the place is not very well looked after and you
can see the inside and out imperssions count for

- everything.If it looks a mess you are not going to get
anyone coming in and haveing a look at your products.
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Adveriising
Advertising is when an organisalion pays for the publication or
broadcasts the information that describes the products and
. services in your favourite way. The advertising can be displayed
in a number of different ways and can be seen by the whole
world, it can also be done regional. These are some of the ways
you can do this: Radio

Cinema

Magazines

Television

Direct Marketing

Direct Marketing is one of the fastest types of promotion. It
sends promotional material directly to your Customers. This can
be done by post, telephone or door to door. A good advantage or
direct marketing is that you can target the individual people who
you think that will be interested in it the most.

Public Reiations

Public relations is the planned attempt to create your favourite
image of any organisations. One of the advantages about pubhic
relations is that it is free of charge. Public relations often means
contacting the media such as newspapers, radio and television 10
publicise the information about the organisations and its
products . This can be done by issuing the press with the story
itself. The ideas mainly come from the journalist who is
covering the story. The idea of public relations is to get the
name of the organisation well known across the country.

12
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Personai Seliing

Personal Sclling involves a direct sale between the two
organisations and its customers .You can do this on the
telephone or face to face. Most of the people who work there in
the industry of Jeisure and tourism will sometimes be involved
in a situation on a frequent basis. Personal Selling does not
persuade people to buy something they just simply achieve a
sale.

Dispiays

A lot of leisure and Tourism organisations use different displays
to promote a product. The most common part of displays 1s
posters in windows and on doors. For example a shop might
have a poster on it this is a prime example of dispiays.

Sponsorship

Sponsorship involves one organisation giving financial or other
support for its name being associated with the product. For
example all the teams 1 the English lcagues displays the name of
its sponsors you get these by looking on the strip and what boots
they are wearing . The FA cup has also been sponsored by a
number of different of things in the past.

Demonstrations

One of the main problems with this promotional technique is
that the person can’t experience the product. Due to this the
organisations arrange the demonstration first so they can see it
for themselves.

© OCR 2004 GCSE in Leisure and Tourism (Double Award) 13
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Marketing and Market research
at Drayton Manor

Market research at Drayton Manor aims to satisfy

there customers in the best possible way.They aim

to get different age groups to the park mostly the

younger generation because they are the people

who visit the park most often.Drayton Manor

targets people really from ages 14-44.In two seasons

73% of the people will re-visit drayton manor

between 2-6 times.Drayton Manor also has a large

target market %q}know this due to the park itself |

but some of the people they aim to get to drayton PN

manor are the following: o
Children “
Caravans and campers
Schools,colleges and

universities.

Disabled groups
Famalies out for the dayv

The way that Drayton Manor targets there

customers is by schools and colleges and handing

out leaflets.Promotional adverts and libaries these

are all very important ways that Drayton Manor

target some of there customers.A couple of other .

ways that drayton manor promotes itself is by LR

Radio,publicity days,Educational journals,and new
rides and attractions.
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How Drayton manor does
market research

The company docs not have a promotions ,marketing or
advertising department. These functions have been
carried out for the last 20 years by outside agencies.
These are companies that are paid to do research for
Drayton Manor by visiting homes and asking questions
on Drayton Manor and any promotions it has used, or by
inviting groups of people to talk about adverts or other
promotions that Drayton Manor have done or want (o do
in the future.
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Introduction: .
Drayton Manor is one of the most well known theme parks in

Great Britianto this day. We all know drayton manor as a theme
park that only has rides there, but this is not the case drayton
manor has a lot more to offer such as a zoo,a farm,three
museums and a nature trail. |

Product:
Drayton Manor has a wide range ofproductsthat it offers for
its customers. These are just some of the things it has to offer to
you.Jt has over 100 rides and attractions,an arcade for all the
youngones who enjoy that kind of thing,retail outlets and a
nature trail. There are many,many more things drayton manor
has to offer to you.Drayton Manor really has always been
knownfor its ridesthere are over100 so i have picked out some of
my personal favourites that i think you might enjoy and they are:
The Shockwave,this ride is the only stand up roller coasterin
curope it whirls people 120 feet in the air to make there hearts ..
raceand get there adrenalin pumping like it's never pumped ‘x A
before.This is a fantastic ride that i think everyone will N
enjoy.The second ride is the Apocalypse,this is a thrill seeking
~ ride that everyone enjoys.You are tilted at an agonising angle of
20 degrees vertical then you are hoisted upwards on a half-ton
launch shuttle.The third ride is called the storm force 10,this is
the fastest wetknuckle ride in britain.It reachesa high speed of
40 mph and drops a whopping 62 feet.The fourth and final ride
is the Malstrom this ride consists of a huge wheel that swings
sidewards reaching quite a high speed.This is also the latest ride
to drayton manor and it's a customers favourite.

Price:

The price is one of the key factors for any business exspecially
for theme parks such as Drayton Manor and Alton Towers.The
price for a school party to visit Drayton Manor from marchto @ "
september is £7.50 per pupil. This covers the entrance fee which e
entitles you to go on any ride you wish to go on for the whole

day. |

|
Y

AN
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Factors that influence price

Direct costs

~ Promotional costs- These are very high

Environment- to much litter atter events

Staffing- More staff the more wages you have to pay

out.

Maintainance- All the rides have to get maintanence

all the time because if something goes wrong lives /.

. . i
will be 1in danger. PR

Indirect costs

Competition- Drayton manor can not charge more
than there main competetors and they are :

Alton Towers

American Adventure

Sea life centre

Thorpe park

People of perception- how much people think there
day out is worth.

© OCR 2004 GCSE in Leisure and Tourism (Double Award) 17
Oxford, Cambridge and RSA Examinations



Direct Railways and access to Dravton
Manorx

Drayton manor park is near to Tamworth. The important
roads to this 1s A4091,A446,A5,A543.The key cities are
Nottingham, Burton on trent, Oxford, Glasgow, London,
Leeds, Ashby, Birmingham, Manchester. The motorways
which are close are: M6, M5, M42.Different places by
Drayton manor are: Birmingham city centre, :
Birmingham international airport, Belfry golf club. aj--""

e &
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For pupils to go to Drayton Manor from the 1st to the 19th July
will cost you £9.00 per person and has to be booked 1 week in
advance.If you are 14 years old and over it will cost you £16.50
and £14.50 after 4pm.If you are a child which is 13years old will

. cost £12.50and £10.50 after 4pm.Drayton Manor targets a whole
bunch of different kinds of people and ages.If you are an OAP
which is over 65 it will cost you £8.00 per personand £6.00 after
4pm.Drayton Manor also targets disabeled people it doesn't |
matter if you are in a wheel chair or on crutches or you have got -~
a terrible disease drayton manor still wants you to come along | i L
and have the time of your life at there theme park and enjoy it """,
while you've got the chance. One of the key points about drayton -
manors price structure is that it can change with a click of the
“fingers. If the price goes up to much you are going to lose your
customers and if the price is to low well then you are not going
t0 get enough money to survive with running the theme park.
Drayton Manors prices have to be just wright because of
competition they have to put up with such as Alton
Towers,American Adventures,Sea life centre and Lego Land
these places are stiff competition for Drayton Manor so it hasto
get it's performance just right.

The place drayton manor has a lot of history behind it for
example during world war 2 drayton manor was used by the
army for servising tanks.The first amount of land brought was
60 acres by the Bryan family in 1949.0ver the years drayton
manor has progressed a lot it's now attracting tourists from all
over the world,and is bringing in 1 million people every year.At
the start drayton manor also began as a restraunt and didn't open
it's first ride until 1964. After the first ride was built they kept {;,
piling in the rides and now they have got over 100 ridesand | 31"
amusements to keep everyone satisfide.Nowadays drayton ’
manor is all up to date with everyone. They attract millions of
people and are a very sucsesful business.If you ever have any
problems of getting to drayton manor all that will change when
you read this, The main roads are near to the
m42,m6,m5,Birmingham Airport and not far away from

* Wolverhampton and Walsall. This means it's easy exsesable for

© OCR 2004 GCSE in Leisure and Tourism (Double Award) 19
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everyone in the UK.

Drayton Manor has it's own way of advertising it's theme park

the way they have advertised these ones is buy leaflet's the first

one is advertising group visits.Inside it tells us about the

different ways to pay you can do that by cash or credit PR
card.Inside it also tells us about prices and what they have to | 7\ |
offer for it's customers.Another leaflet they are advertising is i\_:/
about the zoo this is really just targeting young children and

there famalies.Inside the leaflet it tells us about the different

kinds of animals and there names and what they do.It also gives

us information about what time the zoo opens and what times

you can see them.

A different leaflet for drayton manor is advertising the ‘
museums,shops and restraunts they all have to offer.On the b
of the leaflet there is 2 map telling you how to get there.It also
tells you about what was there before everything began.It gives
us further detail about the hotel, this includes 14 well appointed
en suite bedrooms,colour tv,radio and coffe making facilities.

20 GCSE in Leisure and Tourism (Double Award) © OCR 2004
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Drayton Manor promotes itself in a number of different ways

which includes special offers, VIP cards,family tickets and a

prize draw these are just four of the ways that they do this.If
drayton manor didn't have thes options they could be dealing

P S

with a few minor problems.Drayton Manor also hosts special | AN
events such as: Charity clubs M
Leaflets and brouchers
> Television

Radio and mail shots

They to have to have the tools to do this and they are:
Word of mouth
Advertising
Sponserships
Personal selling and Exhebitions

© OCR 2004 GCSE in Leisure and Tourism (Double Award) 21
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More products at Drayton Manor

Maelstrom

Maelstrom is a new stomach turning ride at Drayton Manor. It
holds 32 people and it is all seated.The ride swings into a height
of 22.5m at an angle of 95 degrees to 120 degrees. The height
restriction is 1.3 metres.

Stormforce 10 | N

Stormforce 10 is the fastest wet knuckle ride in Britian and the
first in Europe.This ride reaches a high speed of 40mph and
drops an amazing 62 feet.

Splash Canyon

Splash canyon is one of the best water rides at Drayton Manor.It
also has a special machine that makes the rapids whirl people
round in there boats.It is a massive 475 metre ride with on board
21 specially designed boats.

Apocalypse

The apocalypse is one of the most thrill seeking rides in Drayton
Manor.lt tilts you an agonising 20 degrees vertical then you are
hoisted upwards on the shock of your life.

Shockwave

Shockwave is Europe’s only standing roller coaster to this

. day.The ride was brought to Drayton Manor in 1994 and is still
a huge craze at Drayton Manor and reaches over 1 million
people every year to this ride.

GCSE in Leisure and Tourism (Double Award) © OCR 2004
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Products related to target
audience

Teenagers

. At drayton manor the rides targeted for teenagers are:
Malestrom
Stormtorce 10

Shockwave R
Apocolypse \ 5 .
OAP’S

. Some of the oap’s have not got a lot to do and the only
things they can do is : -

Crazy golf

Museums

Children

. The children have quite a bit that they can do_at
drayton manor and that is:

Visiting the zoo

Going on rides such as pirate cove, farm and jubilee

circuis.

They can also go and have a walk around the fagfljl_m'

SN
LT
Pobe o
Lo F

Families . i\i‘*_-w"’f

. The famailies too can do a lot such as :

Going round the zoo -

Playing on the jungle ride and going on the zoo train for
~a few hours.

© OCR 2004 GCSE in Leisure and Tourism (Double Award)
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SERVICES AT DRAYTON
MANOR

There are many other services at Drayton Manor apart from the
rides and they are:

« Guest services & meeting point
+ Museum

+ Exit

» Park Office

« Height restriction applies

« Ride photography

« Gift shop Baseball caps, t-shirts
« Family restraunts

« Mother and baby feeding

« Baby change

« Games

» Tiolets

» Disabeled tiolets

- Wristband sales

» Telephones

- First aid

« Clokeroom

« Car parks Triangle,Duck decoy,Longwood,Fairfield
- Picnic area

« Bar

« Live entertainment

« Touring caravans

« Zoo train

They also have different kinds of snack bars such as:

« In the entrance plazza they have a cafateria,bar meals and
Iunches.

+ In the aerial park they have a fish & chip bar.

« In the pirate cove there is a burger bar and seating area

24 GCSE in Leisure and Tourism (Double Award) © OCR 2004
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Products related to targef
audience

Teenagers

. At drayton manor the rides targeted for teenagers are:
Malestrom
Stormforce 10

Shockwave ””"‘; o
Apocolypse g‘li\w,,
OAP’S

. Some of the oap’s have not got a lot to do and the only
things they can do is :

Crazy golf

Museums

Children

. The children have quite a bit that they can do_at
drayton manor and that is:

Visiting the zoo

Going on rides such as pirate cove, farm and jubilee

circuis.

They can also go and have a walk around the farm

E .li | \M:_W/f’

. The famailies too can do a lot such as :

Going round the zoo -

Playing on the jungle ride and going on the zoo train for
~a few hours.
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~ Evaluation of Drayton Manors
Promotional Material

I have looked at materials from drayton manor using AIDA i
think that:

Attention has used a good sense of colour, bold titles and
headlines.They have also used different fonts and titles
throughout the leaflet. One of the disadvantages about the leaflet
is that it hasn't shown any celebrity's and has to much writing.

Intrest means in this case that most of the leaflet has not to
much writing and is well spaced out except for the history
section and directions.

Desire they have used action pitcures and a few descriptive
words but it could do with a few more of these.

Action this has gave us everythink we need to know I"pr
example it has: <

=,
%,

,:':r 'P;_N\_.-.
A map VA
. L
A website e
Telephone number
Home Adress
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My Evaluation of my Drayton
Manor Leatlet

I have been researching on Drayton Manors leaflet’s and
whilst getting information i have been doing my own and
trying to see what one is the best.I think my leaflet is the
best because 1 have given further detail to what drayton
manor has put in there own.Such as i1 have given further
detail about more rides,the zoo and more about the
celebrity’s that have came to drayton manor and that

have opened there rides such as the pop group Steps

came and opened the ride Stormforce 10.1 have also put

in a map of the main roads that you have to tollow to get
there.I have also given a map of the zoo so that the
younger people and there family’s can find there way
around and see what animals they want to visit
next.Overall i think my leaflet was better than drayton
manors because i have gave a better explonation on what
my leaflet has to offer. My leaflet is targeting teenagers | r:l“ |
and adults mainly because it shows and gives you detail -~
about the bigger riges which are not designed for the
younger childrerf”T'wo it gives information on the

celebritys that go and that have been there in the

past.Three it has got directions on how to get to drayton
manor itself.These directions will mainly be used for the
adults b/mf still come in useful for anyone who needs
them:And finally it has not got that much writing in it SO
that 1s probably a good thing for the teenagers who are -
going to be moaning that they will have to read a great

big leaflet with loads of writing in it. /
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Evaluation on my new Drayton Manor
leaflet

I think that my new Drayton Manor leaflet is a lot better
than my orlglonal one because 1 have made this one with
a lot more of pictures, writing and useful information.In
this leaflet 1 have used a lot more action pictures from
the Drayton Manor website itself.Some of the pictures i
have used are the different types of rides that Drayion
Manor has to offer such as Stormforce 10 and the
Shockwave. 1 have also this time used a lot more
services that Drayton Manor have there. I have also used
colour{even though it is printed in black and white}i did

not use this the last time and i thmk it has improved
tremendously.

T
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S.W.O.T on Drayton

Manor
_ STRENGTHS

. familt orienated in concept,management and entertainment.

. The approachability, attitude and flexibilityof the
management.

« Accessible location.

- Size of local catchment.

» Freedom of choice,ticketing systm.

. There is a variety of zoos farms and museums

. The park is poisitioned Birmingham and the south west and
the conurbation of nottingham in the noth east.

- Ample parking is provided.

+ Wristband and ticketing systm,

- The park gives careful thought to the placement of its rides
and attractions. |

. Most amusements and theme parks attempt to provide rides
and attractions to all age groups.

« The park offers 100 rides and attractions.

.
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S.W.0O.T on Drayton
Manor

Weakness

- Parking has to be accomadated in the park grounds.

« Dependent on family market.

» lack of skill and qualification in the industry in general.

- The theme park Drayton manor for it’s size is quite small.

« The parks main catchment area is within a fifty mile radius of
the park.

» The park is open in winter from november - march at
weekends.

 The park does a full 45% of its business during July and
August.

» The park only owns 250 acres of land.

« Very few of the staff are recruited from
Birmingham, Wolverhampton,Cannock and Walsall areas are
due to travel problems. |

........
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OPPORTUNITY

. Expansion - Drayton Manor has 250 acres of land expansion
plans and spaces for new rides.

Diversification - has hotel chain with 3 hotels in South Wales
and planning permission granted for hotel on site

N
] 3 A L4 |\

Furture as a family business and the ability to resist pressure of a
“buy out” or take over.
by \F A 1N T
« Alton towers |
« American world of Adventure
« West Midlands safari park
« Chessington world of Adventure
« Thorpe park

+ Camelot
- Blackpool Pleasure Beach
\ MY B M N A

+ Sea life centre

« Cadbury World LT
+ Snow Dome L
« Bowling S

« Proposed Shakespeare Centre
» Eating out and Shopping
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How Drayton Manor could

improve.

These are some of the ways that Drayton Manor could

impriove thereselves: -

+ Build a car park because to many people park on the
grass. |

- Have more staff working there from the local areas.

- Should develop new rides for different age types such
as teenagers or gardens for the elderly.

- 'The park 1s quite small so expand it by taking out
some of the park area and put in new rides.
People only come within a 50 mile radius so more
advertising around different areas/nationally

+ Have the park open all year round instead of just at
weekends during November to March.

+ Buy more land to open new things such as rides and
farms for the children.They could also build new areas

.

such as hotels, sports centres, Health farm etc...
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A.l.LD.A

I have looked at the Drayton Manor website and 1
think that:

ATTENTION

The Drayton Manor website has a lot of good
qualities such as good use of bold colours that can
easily attract people to look at it in further detail.It
also has a good layout structure this is to break up
the different parts of the paragraphs.Another thing
it has to offer is that it uses a number of celebritys
to promote there new products such as rides.For
example Drayton Manor had steps in to launch
stormforce 10 when it first came out.

Interest and Desire

Another thing that Drayton Manor has to offer on
there website is they have good action pitcures.For
example there is a wide variety of pitcres that you
can view of the rides in action.However it doesnt
show a range of children getting excited whilst on
the rides.Another thing that it doesnt have a lot of
1s descriptive words such as feel taste and touch. o

Action S
Also on the Drayton Manor website it has a lot of
usetul details such as a map.this is useful because if
you are a tourist you would need all the help you
could get to get there.It also has telephone
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A.LD.A

number,adress and website these are all very useful
for people who need this particular information.

My View A
The final thing that i think is good about the F
Drayton Manor website is that it allows you to look
at information that is useful,different links to other
sites and you are able to download all kinds of
information about Drayton Manor park.So really i
think that the whole website is a great success. 1
think that the website could be improved by having
a few more descriptive words.
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How Alton Towers plans a special event

~ Alton Towers planned a m-people concert on 15th june
1996. SIM concerts offered 35,000 tickets on sale for
- only £21. |

How they promoted it

The way that they promoted this was by
magazines,newspapers,direct mail and the Alton towers
fan club for 4-13 year olds.They also used cinemas and
tv adverts,press and also on there website.

Thines f led o1 dered

There were a lot of things that needed to be considered

before the event itself:

+ Security-{35,000 extra visitors} f/““\

- Medical tents- {accidents} i" s /"
Stage/ video- for people who need to see rlgiifat the
back.

Security passes-for people who might try to get in
there when they shouldn’t be.

- Crowd management teams-the crowd might get out of
hand.

- Corporate hospitality-Very important because they get
a lot of money.

» Disabled platform access-Very inportant for people
with special needs.

« Additional catering services- 1mp0rtant because the
people need to eat and drink.

- Fencing to keep all the people in.
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. Information flyer to notify local residents-They need :*}\ 1]
to do this to let the locals know what is going on,so
they wont have no complaints.

- Temporary tiolets-So people can go if need be.

- Additional lighting-nned lighting to see the band

- Police-to keep crime down.

- Official band merchancising-to get souvenirs and
make more money

- Additional signage-people can move around more
easier.

How alton towers plans an event

Alton Towers plans an event by using a flow chart that
highlights the key points and what they have to do from
start to finish eg the cost to Alton Towers,final
briefing,finalising any issues.A copy of its flow chart can
be found at the back of my portfolio.

P, :

[ B

H yo

i Lo
How Alton Towers evaluates an event R ;

L <

They evaluate these by seeing how many people
came,how much money they made,costs eg for the things
they had to higher for the event and secondary spend eg
purchase of items.
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PLANNING AN EVENT A

Flowchart

" i

INITIAL ENQUIRY

P i

REPLY

DISCUSS EVENT & MAKE DETAILED
RECOMMENDATIONS_ .

LARGE COST TO ALTON TOWERS?

BRIEF ALTON TOWERS’ DEPARTMENTS ON
RESPONSIBILITIES - '

e L 0
COMPLETE NECESSARY FINANCIAL
TRANSACTIONS .. .~

‘ CREDIT CARD CHECKS OK?

CONFIRM FINAL REQUIREMENTS

FINAL BRIEFING
CO-ORDINATE EVENT ACTIVITIES

PN

EVENT RUNNING SMCOTHLY?

e R

ENCOURAGE SECONDARY YISITS

! Bl o

FINALISE FINANCIAL ISSUES -

FOLLOW-UP VISIT/LETTER

ENTER NEW RECORD ONTO DATABASE

EVALUATE

SCHOOLS PACK
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S.W.0.T ANALYSIS FOR THE

M PEOPLE CONCERT AT
ALTON TOWERS

STRENGTHS

- Increases revenue from concert tickets.

* Increases revenue from the secondary spend within the
arena.

- National PR,consumer and music press. ii‘*

« costs of site fee. e

« Traffic orgonisers/ congestion on roads.

- Farly park close in the different areas of the park.
» Car park problems.

QPPERTUNITIES

+ PR activity for Alton Towers

» More demonstrations on Alton towers successful
events.

+ More merchandise potential.

» Create better database. e

- Develop VIP hospitallity packages. I

Threats

- There could be damage to alton towers developments
in the future if it is not a success

© OCR 2004
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+ In 1996 England v Scotland european championship
{football}. |

- There needs to be hospitality for local residents.

- Theme park guests enjoy different activity.
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leaflet

I think that the Alton Towers leaflt is a lot better than the
Drayton Manor leaflet because Alton towers uses a lot
more detail and presents it in a better way by using
different kinds of colours and layout. Drayton Manor and
Alton Towers do not use a map which would be really
important for people such as tourists and people who do \}
not know the parks or where they are. .
Drayton Manor also give out a lot more detail about the

extra services and facillities that they have got, whereas

Alton Towers has fewer details.Alton towers also do not

have any kiind of adress for people who need to find out
where they have to go.Alton towers too do not have a lot

of action pictures whereas Drayton Manor had more than
enough.
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How Alton Towers and Dravyton
Manor evaluate themselves

- Both Alton towers and drayton manor evaluate
promotions in the same way:

- Numbers of visitors/visiting times{try to get more in
offpeak times}.

4

s “,: B
Pl

- Numbers of promotional tickets collected. WD

.

- Numbers of special groups going to Drayton Manor ™

and Alton towers

- Through the use of questionaires to see if promotions
have been remembered by the customer.

- Through market research

How to improve promotions
Both Alton towers and Drayton manor could improve the
way they promote thereselves in a number of ways:
Sponsorship by sponsoring local or national football
teams.Or tv programmes such as coranation street they
are sponsored by cadburys. \
By merchandising itself e.gpens,baloons,t-shirts, st1ckers
and bags. Thiis would help promote itself with kids.

...w'"
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It uses celebrities
to promote their
product eg steps

Drayton manor
promotes itself
within a 50 mile
radius of the area

Drayton manor has

an entrance wristband
systm which means
you dont have to pay
more money {0 go on a
different ride.

s
o

They don’t use celebs

Alton towers just has
a virtual queing systm

kakaka __‘_’,__;v’

Alton towers has a
different style which
means you only pay
the one price for the
whole day.But if you
pay a little extra
money you can get
virtual queing that
allows you to get on
to the ride at a certain
time.

Similarities between Alton towers and Drayton monor
are that all there promotional techniques are the
same.For example t.v.,direct mail, website and
leaflets.Another similarity about the two is that they both

42
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! : " ;
at Drayton manor and
Alton towers

have family tickets and both have concessions for the
disabeled groups. They also evaluate there promotions in

vertually the same way by looking at how many ,f’f -
discounted tickets they get,by visitor numbers ect. Q"‘

© OCR 2004 GCSE in Leisure and Tourism (Double Award) 43
Oxford, Cambridge and RSA Examinations



Disadvantages of Advantages of

Drayton Manor - | Alton Towers
A disadvantage of | An advantage of
Drayton manor s that " Alton towers is that
they only promote there they promote ther

selves within a 50 mile radius-  selves nationally.
within the area so really " | |
only locals go to Drayton manor.

Another bad point is that Another good point is

they dont advertise there that they promote

selves as much as Alton thereselves in more

Towers does. ways than one such as
Newsletters and
concerts.
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BIBLIOGRAPHY

Literature

The book i used to help me research about my drayton manor
investigation was called Collins Jeisure and Tourism.This gave
me information on the 4ps and market research.

Websites
www.DraytonManor.co.uk.

This gave me information about the prices,opening times and
details about the rides.I also got pitcures about the rides ,they
was a great help because i could put bits of writing next to it to
say what is going on.One of the bad points about using the
websites was that sometimes i couldn’t get the information that 1
needed at the time and sometimes the printer wouldn’t work and
i couldn’t get the things that 1 needed.

Dravton Manor Material

I also used the leaflets that i was sent; this gave me good action
pitcures and other details that i could put in to my investigation
like:

» Promoting drayton manor

- SWOT

» History
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Candidate B

GCSE Leisure and Tourism (1495)

Unit 4876: Marketing in leisure and tourism

Commentary

Centre Mark 17

Much of this portfolio lacks clear annotation; what annotation exists is mainly on the left hand margin
and may well be lost if this work is bound or stapled before being submitted. The strands also lack
page referencing.

al agreed

bl agreed; b2 not met since the evidence for b1 is not a ‘full description’; b3 is an alternative approach
but is only partly met because of the lack of a ‘full description’. Consequently the candidate is restricted
to a mark in the b1 strand.

cl agreed

d1 agreed

el agreed; there is no evidence for e2 as the SWOT analysis is basic, not detailed, despite the
comment on the feedback sheet

f1 met, but not in full since no target audience is identified and some basic information (opening times,
prices, location) is omitted.
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CADBURY WORLD

N L
Cadbury opened Cadbury World in 1990 in@;ﬁmevilic.-Birmingham. To a re-
quest of the public Cadbury World decided to let t public visit as they
thought it would be a great way to make money. Cadbury continyed to listen to
the public. The board gave backing as they invested £5 mi?n/f: improve-
ment. Cadbury World continued to improve by adding sevéral-atfraction such
as the Fantasy Factory in 1994 to the Cadabra ride v

Product 'Development
1994-2002

1994-Fantasy Factory
1996-Manufacturing
1997-Cadabra
1998-Coronation Street

- 1999-Cocoa Road
2000-Yowie & Video o
2000-Cadbury Land

2(001-Cadbury Story

Making Chocolate, History of Advertising
2002-Chocolate in Europe |

Development of the
L & T Industry

As the public now no more about Leisure and Tourism facilities they are able
to know the location and services the industry. With the increase of car owner-
ship an public transport that makes it easier for the public to get to Leisure and
Tourism facility. There is also shorter working weeks and also longer holiday
pay that also helps the public spend more time at the facilities. With everyone
being able to afford at least 1 day out this gives-a better chance to Leisure and
Tourism indudties | o

ﬂ“';’.‘
o

o,
fock!
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- - CADBURYM

d’) "/Tmlets to relieve yourself / adults, child, familys, students oap, s/needs adult /chﬂd
Resturants - familys can eat there.
Education - adults / students learn about the business side.
Postbox - to save people time.
Baby changing - makes it easy for familys so they can stay Ionger
Cafe - aimed at everyone / to relaxe and have some lunch,
Vending machine - everyone but its a ripoff.
‘ First aid room - make people feel safe while they re there.
Tals o] Freecar- aimed at adults, specizal needs adults.
Q er Disabld facilitys - to encourage, make disabled people come. . o

Snack room - aimed at kids and students/ so don"t have to catry bags. £
Cadabra ride - aimed at kids and special needs kids because its colourful, r,&w@"&f
Phones - adults, familys, students, oaps/ touse in emergencys maybe.é P i@" ;
Factory access - everyone/ to see¢ the chocolate being made
Booking line -

o A Leehs CA @v‘m g > AR

_—

—

—— Lt

' el g A

Pﬁ)(ﬂdc]f . Prosvelr A(’t\’%. "JM%/‘Y
Serviced oo dy Ve d

oyl e ol sk ot sports
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Admission Prices

[~ ADULT _

CHILD £6.60

. FAMILY 2X2 £26.80

o  FAMILY 2X3 £32.00
STUDENT £7.00
‘SENIOR CITIZEN ~ £7.00
‘§/NEEDS ADULT £6.10
S/NEEDSCHILD ~ £4.00

PRODUCT

i
.......

SERVICES

“Chocolate first aid
‘Clothes Restraunts
Sweets Park
“Tour Tolets
- Gifts “Phones
‘Photo's ~Shop
- Bducation Post Box
: Vendmg Machines Cafe
Bags Free Parking
Stationary Security
‘Food - Staff -
f"'j/

B

- j?W-k

[

C'/’I!‘/ff("‘&f? -

P  srth h’?‘ﬁ&

/“hmr/t/{

Spdind- T A ~ {u;frm/m%
Folugedi’o 1

f‘isiz\

The
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Cadbury World is placed in Bournville which is in the west midlands
and is dedicated to chocolate. The name Bournville was given after Bourn
named after a river that ran through the town and Ville the French is for
town. . ' : o

- People come within a two hour driving distance to visit Cadbury wprld
as it can be accessed by road, rail and narrowboat. | g av Pildagriead

In Cadbury world there is more spare capacity as a direct consequence
of technology. As less workers were needed Cadbury world was created.

Cadbury world is sold in many places such as Tourist Information Cen-
tres, colleges even the Sea Life Centre who are in Competition with Cadbury
WOI‘IdI._ — -
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Cadbury world promotion

Advertising
~ Cadbury world advemse on : Radio
Chocolate Wrappers
Selection boxes
Leaflets

The promotlon for radio is on 100.70 Heart FM which is a popular radio
station and is in the catchment area of the west midlands. Other promotions are on
chocolate wrappers and selection boxes ther is infomation of where Cadbury world is
phone numbers of booking lines. There is also Leaflets where you can find in Leisure
information centres and Leisure and Tourism attractions. Yy’rﬂnd on many
leaflets directions or a map of how to get there.

Public Relations

Public relations is part of Cadbury world gaining more publicity. Cadbury
world have sét up many activities one of these is C.L.I.C cancer leukemia in children.
Cadbury world set up different activities such as fun days and trip to look around the
factory.

Sales Promotion /

Cadbury world also advertise : On Buses
On Trains
In Magazines
In Newspapers
On Trains and Buses Cadbury is only advertised in the Catchment area. Train
stations sometimes offer disscounts and vouchers which inclueds free admission to

Cadbury world as well do magazines and newspapers.
Merchandising /

All the merchandising éan‘y the Cadbury world logo so it increases the profile.
There is a wide range of merchandising from Cups, pens, pencils, spoons to. hats, 1=

shirts and even coats. P
-

o

Brochures

Brochures are another way of promotion but they carry more mfomatmn to
Leaflets. They are sent to Schools and Colleges to encourage them te"Come on trips.
They also send Booklets with contain facts about Cadbury W

N el c’jzoodﬁ

3

&
<
N
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New Idea

A new idea to improve the services could be a Cadbury space ship. The

space ship would pick up people from{different placcs take them to Cadbury
- world there would be a minimum fee of 20p. There will be things to do for
Jittle children e.g. drawing . The space ship will pick up anybody who needs
a lift it is also available for schools and O.A.P classes the space ship will
also take the people back from where they were picked up from there will

also be facilities for disabled people

]

Alternative Approach

there are 10 space ships working thoughout the day and
here is a table to show you when the first one leaves and the last

one leaves.

time table

MON 8.30 Every 20 mins 3.30
TUE 8.30 Every 20 mins 3.30
WED 8.30 Every 20 mins 3.30
THU CLLOSED

FRI 8.00 Every 20 mins 1.00
SAT 8.00 Every 15 mins 4.00
SUN 9.00 Every 30 mins 4.00

There will be six stops between birmingham city centre and
cadbury world and the closer you are the cheeper the fair will be

1st stop= £1 adult 50p Children & Oap

2nd stop= 90p Adult 45p Children & Qap
31rd Stop= 80p Adult 40p Children & Oap
4th stop= 70p Adult 35p Children & Oap
5th Stop= 60p Adult 30p Children & Oap
6th Stop=50p Adult 20p Children & Qap

54 GCSE in Leisure and Tourism (Double Award) © OCR 2004
Oxford, Cambridge and RSA Examinations



Cadbury World i) { B phion A =l Page 1011 (

¥
[t :<§§;
Cadbury World opensd a further 3 new attractions in January 2001 ol
successful millennium year.

After spending over £2.3 mithon in 2000 an 3 new features including the £2 miltion
Cadbury Land show, Cadbury Word is fe invest a further £500.000 on the riew sets.

Eroup Visitors They are the tatest phase in the long lerm investment and improvement pfan that
: hegan in January 1997,

Schoots

Bulletin Board Special Events

Baoking Info

Activities Look out for news about special events at Cadbury Worid in 2003°..

FUR & GEIMES s oo oy g g T R R

Bontorget during alt school holidays Cadbury World is

wmf To o extremely busy - baook early to avoid disappoirtment. A
FAQ's reservation is essential to guarantee admission. During
How To Find Us busy periods visitors without a reservation may be
Buy Chocolare Online turnedaway. .. e ;
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Market research is the way organlsanons find out what their
customers really want and how they view services. /

The importance of market research is the tremendous investment
required for a totally new product, consumer research is an
essential element in the process and reactions of the public are
carefully evaluated at every stage, from the initial coneept to the
final product ready for launch on the market

Cadbury world look closely to the different kinds of market
segments such as:

* Gender |
° Age co A
* Social group e S A

* Ethnic groups /

* Life style

There are many different types of people which Cadbury world
have to satisfy.

While at the Cadbury world factory they may ask you to fill out

a questionnaire to get your opinions of the factory after visiting,
they do this so they know what the public think of the factory

the services which they provide and whether they enjoyed the

day. It would also ask other kinds of information such as &>
they got there whether by car, bus, train. What sort of ages did

they bring along? /b-‘.l

-~ i ™
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b Marketingmix S '_ (

A comparison of the organisation’s promotional campaign -
with the campaign of one other leisure and tourism.,

'The marketing mix is made up of four different factors which work
indencently, but you need all four for an organisation to have success.

The four factors are:
Place- Whare it is located -
Product- What they sell to the public

Price- How much does it cost _
Promotion- Where it is promoted eg. radio, bilboards

(acl éwéf poeriA

/9/&%’( - éafﬂ%’%( Lt mghar m»d' }o N,.,) Conlty”
Prochueh - +ioles  owd! o oo - |
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Candidate C

GCSE Leisure and Tourism (1495)

Unit 4876: Marketing in leisure and tourism

Commentary

Centre Mark 25

The use of a standard font format throughout is to be recommended. A clear, easy-to-read font, such
as Times Roman or Arial, would be helpful to both the moderator and the assessor. Explanatory
information would be better included with the rest of the work as appropriate.

al, a2 agreed

bl agreed

cl agreed, c2 not met — much of what is annotated as c2 is about what the market segments are rather
than detailing the research activities undertaken by Alton Towers to identify them.

d1 agreed

el not met — this is a SWOT analysis for an event rather than for ‘the chosen organisation’ as stipulated
in the specifications.

f1 not quite met; f2 not met but both would be if the poster included opening times and dates.
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Year 10 GNVQ - Leisure and Tourism

. ' Unit 1 — General Feedback

Feedback No: /

Name;

Content: (What you should have done so far)

Chosen Organisation: A\!hﬂ oo ( AT_)
Marketing b4~
g e

# Marketing Research .
¥4 4 Market Research at a chosen organisation [
% %% Marketing Mix H/a _
~xw Investigation into the Marketing mix at a chosen organisation [v}/
AIDA Analysis of the organisations promotional material [ |
Produced your own promotional material for that organisation [ | -
Evaluated your promo material / Target audience [ ]

SWOT Analysis for the chosen organisation []

Action / Tasks:

Ot Yoo ned 2 b AT s ek

Completion By: (,\3/6"6;_3’_ /

e L L s o M o e dow

© OCR 2004
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M

Year 10 Apphed GCSE Lelsm'e and Tourlsm

Name: i -.}' .

Feedback No: 4 Cwidl

Rough Guide 11/50 = GG 16/580 = FF 21/50 = EE 26/50 = DD 3280 =CC
T

Initial Score: 25 /50 m -

Description

a) PmductslServmes!PﬂciugShuctnm L]»lé (F S ﬁf) §-© ,p '?’J |
Bttt lavintovhhiag
:. b Distribution Channe e Qocaton 2 n @ J ( f '7‘)

Coir Rod) 2 VoL
-: "“Lé‘“ M‘“F’ °(- o od \uc‘J cj:,mMgh e,

0 Marl;etRuearchat - | f ‘L\-I"‘lé ‘ = .
sws XAKJMLM JLEL«MMM
cobe 100d e Yyw 4 nk% 2 e e
\t‘%ﬂ §{b("\c 4xx§m,cu |

: d) Compsre promotions between two organisations (7L 8 PD tj-20 - ]'\W" AT ?'“'“;E'
g"_k“:'jm a% LONAT F“’“&“'“‘A Ca'zfz“é’lme@.h’[—\g_&‘kn_,

o et e R
@ SWOT analys e (e |
— A LN QM &:aagjguf)b_r S wy of

) Own promotional material PO ¥ ):2.)

P W Wa\‘oa\w a—u!«(s\x e o Ay
DU AT W i e

\"QJ‘%‘&H‘&«-@# Wmtbbuql
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Marheting - What people want.

Jarheting is when people find out what
people want then bevelbping the produces to
mahe a profit.

- Marheting Research : )’ZZarheting
RAesearch is when compernies try and find
out what age they need for resterants e.g
young adults. “Income if people own a car
company they look for people to own a
certain amount of money because they wont
be able to pay for the car.

OGargeting Marheting ;
Ghere are all different types of target
marheling like age,sex,aendor,income,and
location. |
“Age: “Al a theme parh on some of
the rides they target a certain age. Foller
Costers are not for children under the age
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of 10.

Sex: Ata sports centre some nights
they bave are manly women nights. Ghat is
bassed on a club just for women and no men.

Gendor: Ghe genbor is bassed on
men and women, .
“Income: Go see if they
mahe anouth money to buy the car off the
company,that they bave been loohing for.
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The Marketing Mix.

The ¢ p's is all about makeihg and
selling products. products is all about the
name Of the item.Competitioh is too see
if they Can persuad people to buy the
product instead Of ahy other companyies.
Quality is all about the quality and
standed Of the item that they are
fnakeing. Catisfaction is all about if the
people like it or not.If they don't like the
product then they don't sell ahything.
Price is about if the product is to cheap
then they don't make ahy profit. If the
product is to dear then they still don't
Mmake g profit.

Promotion is about where they can
advertise there product like on the tv, on
the radio and also magazines. People go
round the street giving peoplelaeflets sO
we Cah take in the information. Displays
people g0 rouhd putting posters oh
billboards. The last ahd finial p is Place.
Place, location to see if the product is
near a place were you live.
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Types of Market Research

Postal surveys: Postal survey are done through a ques-
tionnaire which is posted to a number of people. The best
“advantages of doing a postal survey is that the fill in the
questionnaire in their own time. One of the most diffi-
cult things about 3 postal survey is writing the question
so that everybody can understand them.

Personal survey: Personal surveys use questionnaires in a
face- to-face situation. People are usually more willing to
respond to interviews that are in person, only because it is
harder to say ‘no’ than on the phone. It also easier to
throw 3 way a postal survey.

Observation: Observation is when trained market re~
searches watch how new use and react towards an organi-
sation’s products and services. Observation however can
be very expensive because 3 lot of staff time is required in
carrying out the research.

Telephone Surveys: Leisure and tourism organisations use
telephone surveys because it is quick and provides instant
“informations. You and family may already have experi-
enced 3 telephone survey. Although it is generally more
expensive than a postal questionnaires, it is cheaper than
some other methods.

75
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I

ostal sUrPeys

A po;ta[ survey is done througl a questionnair
whicl is posted to a number of selected people.
Many leisure and tourisrm organisations use |
this type of marketing research. The
information information collected will then be
used to help improve the services that they offer
fto tbeir customers. |

One of the great advantages of a postal survey
is that people can fill in the questionnair in
their own ﬁme.Many organisations encaourage
people to reply by enclosing a return stamped
addressed envelope. Some even offer incentives
such as prize draws for those who answer.

A nother advantage of postal questionnairs is

that they are relatively cheap to use compar’ed
witb otber metbads.
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. YDy investigation into Alton Towers

Alton Jowers has know to be one of the
A Y's biggest theme parks ever. SAlton
Jowers has know to be successful perks for
families and friends to in joy a good day out.
JE you want to come along and have a great
day out then follow the road signs onto the
m6 motorway or the m1.

77
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e four o on Plton Jowers

Ttice: Jfhice at gflton JJowets is offen cheap. fot in-
stant for a child aged 72+ /ot one day will onfy cost £78.50.
Chilalten aged between £ ~ 77 /ot one day i3 onsy £75.50. J%e
annualpass af glion [Jfowers is a greatl way ro explore all the
tides gou nevet get fo KO on in one day. J#e price fot the an-
nual pass age 72+ i3 £59.00 Hou think that is cheap wait un-
#lgou see the price of the chillren aged £ ~ /7 i3 ondy £49.00.
élton Jowets annual pass Fves you unlimited ensry to
olon Jowers all season long.

Ollace: f2lton gfowers is situated in 500 actes of Staf
jotdsfiire countyyside. Lheaty sign posted feom the ot/ and
; the patk is auptoximately 5O miles [Siemingham and 50
miles south of flanchester. ;ihe neatest train stations ate lo-
cated /8 miles away in Frtoke on Jient and StafFord. Slron
owets was otiginally buitt on a stotely fome.

O’ romotion: olton (Jowets has a whole tange of leaylets
and booklets on what is arallable at the theme  vath. O the
lealets and booklets it shows | you the avalilable at the there
path, and what facilities theee /s e.g. baby changing tooms,
flentie ateas, cHlton (Jowets i located in the  yellow pages.

roducts: Fhe main  ptoducts at (¥ ton Jowers fas fo
be the fantastic tides they offet. flion JJowets also some Jfan-
sf s Like RFC, ofe onalds and fizza fut.
Glton towets ofFers loads of baby facilities, plenic ateas and
disable facilitles, @

© OCR 2004
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+ School parties are targeted by direct calls and direct mail.
Visits to Alton Towers are communicated to schools as 3
fun and educational day out. An onsite education cen-
tre has been established to help students with assign-

ments on park. | | -
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How Alton Towers plans 3 special event

This investigation shows how Alton Towers plans 3
special event on the M people party in 1996. Alton towers
are all ways planning parties so they have to be good. The
promoter, SIM concerts éFfered SS,OOO tickets to the
event for a cost of £21, with a combined ticket for the

~concert and park costing £32. . @ .

How Alton Towers promote events |

- Alton Towers advertise in magazines, newspapers, direct
~mail, fun club added value club for 4-13 year olds with

special benefits and also across the internet.

10 things you need to plan an event __ |
Fencing- To stop people going out and stop people
coming in. N -
Temporary toilets- For people when they need the loo.
Disabled platform access— For the disabled people to see
the show and get around easy. | - |

Additional catering services-— Food for people that are

hungry. |
Crowed management teams- To stop people from.get-

ting crushed and stamped on. L

Additional lighting- In case any of the lights break. |
 Medical tents/ control room- In case any of the visitors
feel ill or something. |
2ecurity passes— In case people who haven‘t paid try to
get in for nothing. |

© OCR 2004
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Power/water supp y— neecl water in case they run out and
" power if any thing goes wrong.

Corporate hosgltallgg In case any ofthe visitors are seri-

ously ill. o
. A
- Q)
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Alton Towers Using A Flowchart

Alton Towers use a flowchart when they

plan a special event. Look at some of the
things they use?

1
h !

Credit card check OX?
Tvaluate

Brief Alton Towers departments on re-
sponsibility

Initial enquiry

Confirm finial requirements
Co-ordinate event activities
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Products at Alton Towers
Alton Towers is one of the best places to go
for a family day out. If you have children at the age
of 2-10 you can go to all the fantastic places like,
Adventure land, Story book land or even the fan
tastic Peter Rabbit and Friends on ice.

r——
e .

. _‘\ .
Al
ra
‘\

Some of the more exciting rides are for young
adults and children aged 11-20 years old. They can
go for the rides like Oblivion, Black Hole, Nemesis
and Corkscrew.

Alton Towers has a variety of restaurants e.q.
McDonalds, KFC and even Pizza Hut. |

so you can take the air and have a good look
around. Alton Towers 3lso has 3 monorail station
that will take you all round the park.

Alton Towers has also got a sky ride s’ca’cionso
A

at Alton towers there is 3 Cadbury’s chocolate
house, were you can go and get loads of chocolate
for you and the fami[y.
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services af Alton Towers

Baby changingrooms
Baby supplies
First aid

Picnic area

Fast food
Icecream
Toilets
Telephones
Disabled facilities
Live music
Restaurants

Sec urity

Cash dispenser
Ride photography
Hot drinks

Height restric tion

84
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Forbidden Valley Air 1.4m
Nemesis 1.4m Dynamo
1.4m Ripsaw 1.4m The
Blade Minimum height
0.9m. 0.9m - 1.1m must be
accompanied by an adult

X - Sector Oblivion 1.4m
Enterprise 0.9m. 0.9m -
1.4m must be accompanied
by an adult Submission
1.2m Black Hole 1.2m

Katanga Canyon Runaway
Mine Train 0.9m. 0.9m -
1.1m must be accompanied
by an adult Congo River
Rapids 0.9m. 0.9m - 1.1m
must be accompanied by an
adult

Merrie England Log Flume
(0.9m. 0.9m - 1.1m must be
accompanied by an adult
Swan Boat Ride 1.3m unless
accompanied by an adult
Tea Cups 0.9m. 0.9 - 1.1m
must be accompanied by an
adult

The Towets Hex (0.9m.
0.9m - 1.2m must be accom-
panied by an adult

Gloomy Wood Duel 1.1m
unless accompanied by an
adult

UG Land Bone Shaker
1.2m UG Bugs 1m - Max
1.5m Cotkscrew 1.2m UG
Swinger 1.2m

Height Restrictions

Cred Street Cred Street
Carousel 1.3m unless ac-
companied by an adult New
Children’s Playground Max
1.5m Toyland Tours 1.3m
unless accompanied by an
adult Frog Hopper 1m un-
less accompanied by an
adult Vintage Car Ride 1Im
unless accompanied by an
adult

New Adventure Land The
Beastie 1.2m unless accom-
panied by an adult Gal-
loper's Carousel 1.3m unless
accompanied by an adult

0Old Macdonald's Farm
01d Macdonald's Tractor
Ride 1m unless accompa-
nied by an adult Riverbank
Eye Spy 1.3m unless accom-
panied by an adult Doodle
Doo Derby 1m unless ac-
companied by an adult

Storybook Land Squirrel
Nutty i.1m unless accompa-
nied by an adult Skyride
Children under 4 must be
accompanied

Ride Name — Nemesis
Launch Date~ 19.03.94
Cost- £10 Million

‘total G Force— 4 G’s

Track Length— 716 Metres
Height of Drop— 13 Metres
Ride Duration— 195 Seconds

Ride Name— Corkscrew

Launch Date— Revamped on
24.03.99

Cost- £3 Million

Total G Force—~3 G’s

Track Length — 750 Metres

Height of Drop—22 Metres

Ride Duration— 90 Seconds
Maximum Speed— 65 km Per Hour
Capacity Per car-24 Passengers '
Capacity Per Hour- 1200 Passengers

Ride Name~ Oblivion

Launch Date— 14.03.98

Cost — £12 Million

Total G Force- 4.5 G’s

Track Length 373 Metres

Height Of Drop-—- 60 Metres

Ride Duration— 160 Seconds
Maximum Speed— 110 km Per Hour
Capacity Per Car-16 Passengers
Capacity Per Hour— 1900 Passengers

Maximum Speed— 81 km Per Hour

Capacity per car— 32 Passengers
Capacity per hour— 1400 Passengers

© OCR 2004
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Flace at Ultan Tewens

By can _Alton Towers is clearly signpested from the fol-
bowing moetouvays: bca(wfﬂutgmtﬁ—mfgmw&an,?&' mo junc-
tian 16.

%M!M%ldaw: .
Mileo HIM

London | - J61 258

Bivmingham 46 74

Manchesten 47 75

Glasgouw 255 408

Bristol 141 226 F
(B ,

Porntsmouth - 204 326 @,

By Rail Duxing the season virgin trains, centval
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Roads and Rail Links

Road links: M1, M6, M42, M69. A52, A50, A38, A500.

Close by cities: - Birmingham, Derby, Stafford, Stoke.

Rail links:  Virgin Trains~ Stafford is the main rail link and coach transfers to

Alton Towers.
Midland Mainline- From London with coach transfers and park

entrance.
Central Trains- All in one ticket to Alton Towers including con-

nection to park. “

e
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Prices at Alton Towers

At Alton Towers there is 3 wide variety of different
prices. From the different ranges ofpnces here is 3

few: O @

[ndividuals

children aged between 4 — 11 will cost £15.50, chll-
* dren aged 12+ cost £18.50. Alton Towers also in-
clude visits for OAP’s and Disabled people. The
price for OAP’s and disabled only costs £12.50.

Groups | |
Family tickets are available for £62.00. Alton tow-

ets has hotel quests for 12= for only £17.50, they

even have hotel quests for children aged between
4 ~ 11 this will only cost €14.50.

Special interest

Alton Towers includes annual passes for an amazing
£59.00 for children age 12+,

Annual passes are even given to children age be-
tween 4 — 11 and it will only cost £49.00.
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How AI_’con Towers does Market Research and |

‘Promotions. T
: | | . | CLxce

What type of promotions does Alton Towers do?  Alton
Towers runs promotions only with partners who reflect
equal brand values to Alton Towers e.g. Pizza Hut, Cad-~
bury’s, walkers, Kodak, Tesco and Woolworth’s. The main
types of promotions used by Alton Towers include BOGOF
tickets (buy one get one free), children go free when one
adult pays full price, and limited discounted tickets. The
promotion plan must be deliver high quality communica-
tion of the Alton Towers brand, national coverage, cover
varying market sectors and ultimately ensure the Alton
Towers brand is not devalued. |

Alton Towers does market research by handing out Ques-
tionnaire, also placing questionnaires on car windscreens

and in their hotel bedrooms. The types of information that
they get includes: |

+ 47.8% of the people are professional people.

What is the age of visitors to Alton Towers!

- The most number of people are aged between 18-24
years old.

+ The least amount of people that go are aged between
55+.

89
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What areas of the country do visitors to Alton Towers
travel from? | |
- 32.7% travel from the Midlands, and South West has the
least amount of visitors with 1.2%.

A
What type of people visit Alton Towers? O@

The types of people that visit Alton Towers are people
that come in large groups e.g. Coach groups, Companies,
School parties and Group organisers.

How Alton Towers Target Visitots.

Since not everybody is able to visit by car. Alton Towers
works with companies, group organisers and school/
colleges to enable these potential quests to visit. Therefore
targeting, various types of people needs to be planned to
achieve maximum benefit. For individuals the main adver-
tising and promotion are implemented.

- Coach groups and group organisers are targeted via di-
rect calls from sales representatives, direct mail and trade

O
{ f

- Companies are 3 vital part of the trade market for Alton
Towers and are targeted via the main TV campaign, trade
PR, direct mail 3and direct calls from sales representatives.

a0 GCSE in Leisure and Tourism (Double Award) © OCR 2004
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SWOT on M people Concert At Alton
Towers

Strengths: Sold all tickets.
Disabled access for people to get around.

Weaknesses: Congestion in village around
Alton Towers. | | o
Not enough car parking spaces. @ -

Qpportunities: To do move concerts.
Get them selves know for not just rides.

Threats: Noise- local people complained.
Lots of rubbish everywhere.

© OCR 2004 GCSE in Leisure and Tourism (Double Award) 91
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ﬁﬁ ﬁ ﬁ ﬁ‘ ﬁ Here are some pictures of the

rides at Alton Towers. There are

St
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load more like Corkscrew, Log
flume, Blackhole and Nemesis.
Oblivion
A » Ripsaw
* Congo river rapids
‘ * 3d Cinema e
* The Blade

children e.g :
“‘ *  Old Macdonald’s tractor ride
i *  The canal boat ride

%%%%@%%

ehvi

] i There are also restaurants,

& & & ﬁ B B B vy oo sy e

away restaurants. Alton Towers

i et j Prices
Child 12+ £24.50 also supply disabled facilities, Family £74.00
Child 4-11 £20.50 security, Telephones, Firstaid, o Ap/ Disabled £15.50
Adult £24.50 lce cream and Picnic Aveas.  primary school children £16.00
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g Address: Alton Towers, Stafford-
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¥
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SWOT on M people Concert At Alton
| Towers |

Strengths: Sold all tickets. |
Disabled access for people to get around.

Weaknesses: Congestion in village around

Alton Towers. | .
Not enough car parking spaces. @@ -

Opportunities: To do more concerts.
Get them selves know for not just rides.

Threats: Noise- local people complained.
Lots of rubbish everywhere.
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Cvaluation on my (lton Towers Poster

My 1llton Towers poster contains somg information
about pricgs, services, products and somge picturgs and
- rideg information. My poster has lots of detail about the
rides and how to get here. There is a map of the park,
where {lton Towgrs is located and the wags to get here.

There is some picturgs of the rides at 'ﬁltt;'ﬁjwws.
_ o

Things [ could improve arg I could of prin off in col-
our, I eould have included opening times and dates, |
could of also used celebritigs. -

T

My targets i tg’&:) .
My poster targets familigs because they usg ma

to get here they also use telephong numbers. Pictures of
the park map to show children some of the rides at diton
Towers. For adults there is serviegs to show them differ-
ent things that {dlton Towers have ¢.8. cash machings,
baby changing rooms and restaurants. Parents can see
how muach it will cost for a family to go to dlton Towers
becausg it has the information on the poster.
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A.LD.A For Alton Towers Web Site. D; .

Alton Towers web site has quite a good colour for back-
ground although it would look better if it was blue. The back-
ground is purple and it stands out. Alton Towers background
should be blue as Alton Towers is all about getting wet. Alton
Towers has lots of different headlines to break up big ones to
little ones. The headlines are colourful to make it interesting,
some of the headlines tell you a lot of information. Alton Tow-
ers does not have different styles of font for different head-
lines. The layout of the headlines gets broken up into boxes so
you don’t have to read all the information. Alton towers has
on celebrities that go to the park.

Interest: S -

Alton Towers has lots of action Pictures such as people enjoy-
ing themselyes on lots of fantastic rides. E.G. Oblivion, Air,
Log flume and nemesis. Also pictures of little children on rides
such as squirrel nutty ride and Adventure land.

Desire: | |

There are very few of the words touch, feel and taste. They
really should put these words onto the web site to make it
more interesting. :

Action:

Map: There is not a map on the web site to say were the
theme park is.

Telephone Number: They have numbers for different for differ-
ent things that you want to know, E.g. disabled info, booking
info. .
Address: No have no information about the address.

I think that the Alton Towers web site could be better and
put information that should be on the web site like the ad-
dress, map.

© OCR 2004 GCSE in Leisure and Tourism (Double Award)
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Marketing and Promotions at Warwick Castle,

| )
TV Advertising- Warwick castle plans regular TV cam]félﬁls,
which can be an expensive form of advertising. Warwick castle
advertise on the UK and central news. Central TV is the televi-
sion area which covers Warwickshire.

Radio Advertising- Radio stations that have been used by War-
wick castle include-Heart FM, BRMB, Mercia, Fox FM, North-
ampton 7 sound and many more. Warwick castle promoting spe-
cial events at Warwick castle on specific days throughout the
year or marketing the ‘Kingmaker’s feast’ e.g. at Christmas.

Press Advertising- Warwick castle uses “ advertorials” to adver-
tise in magazines e.g. Radio Times, full page 1995, Sainsbury’s
magazine- full page advertorial 1996. |

Trade Advertising— Trade advertising is used to reach a wide cus-
tomer market e.g. Coach Operators, and appeal to a large num-
ber of press readers, with one advertisement. Examples of trade
publications;- “ Coach Tours UK” and “Group Travel Organ-
iser” magazines, and British Tourist Authority publicatic:@

Promotional Literature- There is a range of literal produced by
Warwick castle, specific to the various customer markets. In ad-
dition, trade customers promote visits to Warwick castle, to
their customers Le. the General Public, so they also have sup-
plies of consumer literature.
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Marketing and Promotions at Warwick Castle

Exhibitions— Trade shows/Exhibitions are exhibited at and at-
tended, rather than consumer exhibitions and are an excellent
means to promote the Castle to a large number of Trade custom-

ers, in any given day. @)
Public Relations— These will focus on newsworthy stories (* see
the Jo Brand article on the historical survey) and will be sent to
local press, women's magazines and national press, matching the
story content to the type of publication.

Market Research— Market Research is vital in any modern mar-
keting organisation, especially a “consumer-led” organisation like
Warwick castle. Warwick castle uses market research techniques
to find out more about both existing customers and potential
customers; once you know who is your “typical” customer (I.e.
the customer profile) then you can target other potential custom-
ers, in the same categories. i
Primary Research- involves surveying customers face-to-face, e.g.
asking visitors questions as they arrive/leave the Castle.
Secondary Research/Desk Research- can also be carried out by
the Castle- analysing existing data e.g. independent surveys and
statistics. A Market Research Agency is used who devise the
questionnaire, in collaboration with the Marketing Department.
The questionnaire is designed to ask pertinent questions, which
will enable the Castle to gather more information, in general and
specific to different areas of the business. Typical questions in-
clude;- “ What was your favourize attraction within the Castle
Sroundss”

“ What nrade you deciide to viszt the Castle fodays”

© OCR 2004 GCSE in Leisure and Tourism (Double Award)
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~ Comparing Promotions at Alton Towers and
Warwick Castle.

S
D -
Alton Towers Advertising ~ Warwick Castle
Advertising on the Advertising on the
central television. central news.
| Direct Mail |
NONE NONE

Public Relations

Press invited in to Thesé will focus on

try out new rides e. newsworthy stories.

g. AlR. |
Personal selling

NONE NONE

At Alton Towers isplays At Warwick Castle

Sponsorships
NONE NONE

Demonstrations

NONE NONE
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Candidate D

GCSE Leisure and Tourism (1495)

Unit 4876: Customer Service In leisure and
tourism

Commentary

Moderated Mark 45

al agreed, a2 agreed, a3 met — just — since the candidate could have also investigated the pricing of
currency and insurance for example.

bl agreed, b2 agreed, b3 agreed (NB this strand is not annotated).

cl not met (there is lots of theory here but only one statement ‘HH uses types of market research...” on
pl that attempts to identify the types of market research undertaken by the HH); c2 and ¢3 are not met
for similar reasons (for c2 the candidate needs to expand upon cl. For c3 they need to have some idea
of the costs of these forms of market research to the company and evaluate these in terms of the
usefulness of the information they provide).

d1 agreed, d2 agreed, d3 agreed

el agreed, e2 agreed, e3 agreed (but the candidate could consider the need for an organisation to build
on its strengths to have a robust claim to the highest mark)

f — the use of successive, annotated versions of the item of promotional material and the inclusion of a
planning grid are excellent ways to help the candidates achieve f3
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Leisure and Tourism.
Unit 2 — Strand A
Task 1 — Product.

Marketing Mix.

The marketing mix looks at the four main factors that need to be

considered to make marketing successful, having determined its

marketing strategy, a business needs to apply the right

marketing mix to carry it out successfully these factors are often

called the four P’s: .

» Product: To give the customer what they want and what they -
are looking to purchase.

o Place: This is where the customer goes to buy the product.

¢ Price; What the customer is willing to pay and to see if they
can afford the price.

e Promotion: The customer knows about the product and what
the product is about.

All of these factors are important to a Leisure and Tourism
organisation that is why Holiday Hypermarket use all of these -
factors, to get the right product to the right people at the right
price and at the right time. E.g. Holiday Hypermarket may have
an excellent product but if it is not priced competitively or the
customers cannot travel to it but most importantly the customer
must of heard of the company before the holiday can be
purchased.

Why the product is important?

The product is important because it provides the customer with
what they want and what they are looking for, also it covers all
the other areas so the customer knows what they are buying and
helps them to make the right decision. The product also covers
the area of being a good or a service, the product is also
something hopefully sold to customers. The marketing strategy
for a product, or the range of product progresses is likely to be
charge and amended, depending on its success.
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2 B

. At Holiday Hypermarket the products must be to a very good
standard because they want their customers to return to book
their future holidays. If Holiday Hypermarket has everything
there to suit all families’ needs this is why the customers should
return to Holiday Hypermarket in the future. I know that
Holiday Hypermarket spend a lot of time ensuring that the
products they offer have specific features that will appeal to
their target markets.

Goods and Services.

I am now going to be looking how products can be in two forms
- ‘goods’ and ‘services’ and what goods and services the
organisation can offer. Goods are something you can take away
with you and something that you can touch, because you are the
customer while a service is something you can’t take away as
the customer you can not touch this benefits. Leisure centres
also use goods and services and I looked at Friary Grange
Leisure Centre in Lichfield this is where I researched the
information for my presentation. The goods at the Leisure
Centre are swimming caps, table tennis balls, nose clips and
various other items. These are something you can take away
with you they offer you theses so that you go back to the
organisation to purchase more of the products: While the
services are food, drinks and toilet etc. These are services you
cannot take away with you they offer you these facilities so that
you return to the organisation and purchase again. If the services
are good at the organisation the customer will then want to
return to the organisation.

Good and services at Holiday Hypermarket:

The goods and services at Holiday Hypermarket are very wide
ranging the goods are brochures, tickets and change that you
take home with you these are, to a very good standard because
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you don’t get charged for any of these goods. They also do this

- so that they can attract more customers to their organisation they
try so hard to offer these that their customers will book there
holidays in the future. The services of Holiday Hypermarket are
the holidays, the café and the car park. On the other hand they
offer you toilets, information, and customer service and a
children’s area which you can’t take home with you. They are
very good facilities because it is a lot different to other
organisations by offering all these facilities they attract all age
groups. E.g. Young children enjoy going to the organisation
because there is a play area for them plus other facilities, the
teenage gender also like going to the organisation because there
are facilities for them e.g. “The Movies’ and the ski machine.

~ Adults like to book their holidays there because they offer a
great customer service and a lot of holidays for them to choose
from, as well as all the good facilities they offer.

Product features:

Product features are the characteristics that the customer

recognises when they buy the overall product e.g. the product

features of Holiday Hypermarket are:

e Fun: A pleasant, enjoyable and light-hearted place to work.

e Innovative; Holiday Hypermarket is a completely new idea,
product, or system to how we work.

¢ Superb Customer service: This is how helpful we are at
giving what the customer wants. The customer service is very
good because I have tested it out by asking their staff to find
-out information from their computer of a particular holiday. I
feel this is a brilliant service which they offer as it helps the
customer find out what holiday they are looking for W1thout
too much hassle.

This was how the manager of Holiday Hypermarket described

their organisation as fun, innovative and a superb customer

service.
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Yes I do think that Holiday Hypermarket supports all of the
. views of the product features because it is near to a retail park,
- 1t’s open seven days a week even Sundays which is longer than
the retailers in Walsall town centre. As well as being so big it
helps attract more customers, there is also lots of fun and
activities to see and do e.g. The video and Internet facilities.
The “safari” children’s area also supports the view of the
product features because you can leave your children there
while you book your holiday.

Brand Names:

Brand Names are when a particular product that is well known
and to a good standard of quality so people will purchase it. It is
also important that the brand name suits the product and that it
will attract the right customers. Adidas is a brand name and it
appeals to anybody who enjoys wearing leisure clothing and is
involved with sport, also Holiday Hypermarket is a brand name
which gives a good image to their customers they also have a
slogan, which is “won’t be beaten on price.”

The manager of Holiday HypermarKet explained there
organisation as, “We have to be well known and we have to
have a good reputation because if we don’t we will not attract as
many customers as we need.” I feel Holiday Hypermarket is not
at the highest point of the organisations yet and they can still
Srow.

Holiday Hypermarket deals with four main tour operators.they
are usually called “The big four”. ¢ First Choice, Thompson,
Thomas Cook, and Airtours.’ They use these companies because
they are also brand names and their customers know that too.
They are likely to sell all of their holidays, there is also another
big name Holiday Hypermarket deals with they are Virgin they
also sell lots of products and their customers know that they are

purchasing top quality.
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In Holiday Hypermarket they have decorated the diner in an
. American theme S0 they will attract more customers to go to
America after 11" September 2001, because people associate
the brand names with being well known e.g. Elvis, Marilyn
Monroe and Coca-Cola. |

After Sales Service:

An after sale service is what the customer receives aﬁer they
have paid for there holiday also many customers require
additional after sales service when the organisation recognises
the after sales service is important part of the overall product. At
Holiday Hypermarket they offer an after sales service that you
can change your money for free that means no commission, all
in one building. They also offer you the chance to your change
your holiday or the accommodation even after you have booked
it. They Advise the customers to make sure they have a current
passport and that they have holiday insurance, make sure you
advise the customer to have the appropriate injections. Also give
the customer written conformation of the total cost of all the
holiday. Holiday Hypermarket offers you a chance to change
your money into the right currency commission free. Also when
you have returned for you holiday.

At Holiday Hypermarket they are very happy to deal with there
customers complaints. As they like to know what there
customers like and what they don’t like, about there organisation
so they offer a customer service desk to find out what the
problem is, and to find out who they could resolve the problem.

The effects of the product life cycle:

The product life cycle is when the product passes through four
different stages this is because the Leisure and Tourism market
is always changing and sometimes even popular products can
suffer in the decline because the sales start to decline or fewer
customers want the products. The stages are:
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¢ Introduction: This is when the product is first introduced to
an organisation, the product is most likely to start off low
because many people will not have heard about the it e.g.
Space holidays.
o Growth: This is when more customers are aware of the
product and sales start to rise that is if the customers like the
it e.g. holidays to the Far East.
e Maturity: This is when the sales are at their highest but
mostly remain at that high level, and mostly the same
customers will keep buying the product e.g. holidays to
Florida and Spain.
¢ Decline: This is when the demand for the product starts to
" decline because the customer has either got the product and
they want to go there anymore. Or it does not suit the
customers needs e.g. holidays to Yugoslavia.

Introduction, Growth, Maturity, Decline:

The product life cycle is very important to a leisure and tourism
organisation e.g. Holiday Hypermarket because not everybody
likes the same holidays and different people like to visit new
destinations. It is also important to have products at these four
stages even though they have 1000°s of them. At Holiday
Hypermarket the holidays are at all different stages, the
Holidays that are at the growth and introduction stages are
China and the Far East and holidays to space this is because
more people would like to go there. The holidays at the
maturity stage are holidays to Florida and Spain especially
Menorca because families like and enjoy visiting there and like
visiting many times after that. Now the holidays at the decline
are Russia and Yugoslavia because the customers do not want to
g0 to these destinations because they are not very popular
anymore. The product life cycle is important for the future of -
Holiday Hypermarket because they have to know what holidays
people will enjoy and will visit in the future e.g. China and The
Far East. Also with the product life cycle the company does not
always like to sell many products in the decline because the
company knows that they are not going to be selling a lot more
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- of these holidays. E.g. holidays to Russia, these holidays are in
. decline there are new destinations increasing and new holidays
are being introduced in the growth section in the future the
company benefits with the product life cycle. Lots of Leisure
- and Tourism organisations who understand the idea of the
product life cycle will develop and offer lots of different

. products at different stages of the product life cycle. As one

product begins at the introduction and growth stages another one
begins to pass from maturity to decline. The organisations also
try to keep the products at the introduction stage for as short as
possible because it tends to be the least profitable. While the
products at the growth and maturity stage are the most profitable
because there is less advertising needed because it has already
been purchased by many customers and the customers keep
returnmg to buy the products

Here is a demonstration of the Product Life Cvcle

iatm'ty

I Sxowth

Lanngh
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Holiday Hypermarket e .
Holiday

Wolverhampton Street

WALSALL

West Midlands Hypermarket
WS2 8DD '

Telephone . : 0870 600 8002 ' )
Fax Number : (01922) 615613 U L\{c\
VAT Reg. : 715 2853 38 A c

ABTA Number : G0375

FIRST VIEW 13NOV 1223 0409a R401% 803
SELECT ROCM CHOICE FIRST CHOICE
02 SEATS (Q2AUG

SAT 02AUGO3 BHX/PMI 0815/1130 PB6A

SAT 16AUG03 PMI/BHX 1945/2115 7111
BARCELO TORRENOVA APTS 716 8C
TORRENOVA AMMB 99C/AMMB 99D
9 STUDIO 2/2+1C -
& 1ROOM 1/3 -
5 1ROOM 1/z2+2¢ -

MEAL, SUPPS: BB +4.50 HB +10.50
1 RESERVE 2 ALTS 3 RE-SEL 4 DATA -

.************“WE WILL NOT BE BEATEN ON PRICEM %k kit ok k& sk &%
Please ask for full details

BAKERS
DOLPHIN
. ' Holida
holidayhypermarket.co.uk Fivparmarkes
Haliday Hypermarket is a trading name of Holicay Hypermarkets {1998) Limited, Registration No. 3647615,
Haliday Hypermarket is part of the First Choke Holidays PLC Group of Companies. TRAVEL
Registered Office: First Choice House, London Road, Crawley, West Sussex, RH10 5GX. CHOICE
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Holiday BHypermarket

Wolverhampton Street ' Hoiiday

WALSALL

West Midlands HVDEPITIE!!‘:I([E_E
WS2 8DD -
Telephone . 0870 600 8002 )

Fax Number  : (01922) 615613 VvV E!m\
VAT Reg. ¢ 715 2853 38 v

ABTA Number : G0375

FIRST VIEW 13NOV 1223 0154a R4019 S03

QUICK-COSTING Pax Sub-total
CADULT PRICE 2 1410.00
FLIGHT SUPPLEMENT 2 152.00
TRAVEL AGENT SAVING (%) 1 - 169.20
TOTAL COST 1432.80
DEPCSIT DUE WHEN CONFIRMING 220.00

1 RESERVE 2 ROOM CHOICE 3 RE-COST -

kkkkkkkw k¥ "WE WILL NOT BE BEATEN ON DPRICE"**%tdkkkdddthdk
Please ask for full details

BAKERS
DOLPFHIN
; : Holida
holidayhypermarket.co.uk Fysarmarkiy
Holiday Hyparmarket is a trading name of Holiday Hypermarkets {1998} Limited, Registration No, 3647615,
Hollday Hyparmarket i part of the First Choice Holidays PLC Group of Companiaes. TRAVEL
Registered Office: First Choice Housa, Londan Road, Crawley, Wast Sussex, RH10 9GX, : CHOICE
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Leisure and Tourism. L
Strand A- Product and Price.

-Task 2- Price

Price in the marketing mix:

The marketing mix consists of the four main factors that need to

be considered to make marketing successful. These are very

important to a Leisure and Tourism because it is all about how

the customer gets the products. These are often called the four

P’s: :

e Product: This is to give the customer what they want and
what they are looking for. |

¢ Place: This is where the customer goes to buy the product.

o Price: This is important because this is what the customer is
willing the pay. |

e Promotion: This is to attract the product to the customer.

All of these factors are very important but I feel that the price
always the main reason, if the price is too high. The customers may
not be able to afford it, however if the price is to low the
organisation will not make a profit.

Why the price can attract the customer or lose the customer:

The price is very important because it can either attract or lose

the business. If price reflects what the customer is willing to pay
for their product, e.g. Holiday Hypermarket has to get the right
price so the customers who purchase the holidays gets value for
their money, if not they will not sell them. I have another.
example of why the price is important. T was looking to

purchase an Aston Villa football shirt but I decided against this
due to the price being to high, as before the shop lost a customer
because the price was too high.

The price is especially important to a Leisure and Tourism
organisation because they have to get the right price to attract
customers. If it is to high they might not purchase the product or
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not return in the future they could take the business elsewhere, b
this means your company will lose the opportunity of making
profit and new business because the price is not what the
customer is willing to pay.

The actual selling prices:

The actual selling price is very important because it refers to
how much the customer is charged for what they have
purchased. All Leisure and Tourism organisations has to think
about this very hard so that the customers purchase the final
product Each organisation has four main areas to consider they
are:

e How much the company pays to provide the product.

e What the customers willing pay.

e What the competitors are charging.

e What the companies required profit margin is.

At Holiday Hypermarket they offer many service for free they
do this for certain reasons e.g. Brochures, customer service,
child’s area and many more they do this so they have a good
relationship with the pubic, also to get a good reputation from
their customers. Like other organisations they have services,
which the customer has to pay for e.g. the café this a service,
which is another source of generating income.

|
Flights to Preveza from Gatwick, Manchester
UK Departure Tax included {1
ACCOMMODATION 3‘;‘;:‘1"] Figs Croug Aghlos Niolaos S |
TYPE Studia i Apt 2 Badroom Apt Room 7814 Flight
BOARD sC 5C SC HE SC_| Only
NO. OF PAX - 2 2 3 4 2 3 4 Ackit Chid | tet | 2nd
DURATICN R EARD 7?14? 147 [1a] 7 [14] 7 [ 1] 7 |14]| 7 |14a|Chid|Chid] PVK
© |3May-9-May 1247 277 204 208|282 {304 (248 | 261 | 290 | 396 | 286 | 00| 249 | 266 | 437 | 615 | 351 | 444|129 | 169} 183
10-May - 16-May 267 | 292 | 504| 341 | 292 | 917 | 256 | 274 | 309 | 352 | 208 | 304 | 259 | 279|449 | 620 [ 362 | 454) 120 | 188 201
17-May - 23-May | 267 | 320 | 314 979 502 | 351 | 284 | 307 | 319 380 | 304 | 350 | 260 | 314|479 | a7 [a02 |a7a| 100 | 170| E&W
Z  |24-May - 30-May | 346 | 357 | 394| 407 | 376 | 370 [ 330 | 334 | 401 | 410 | 384 | 387 | 344 | 300|524 [ 724 | 437 | 529|199 [ 230| a7
E S1May - 13-Jun | 317 | 974 | 64| 424 040 | 094 | 012 | 54 | 471 | 438 | G54 404 | O14 | 566 554 | 789 | 441 | 550|199 | 2ee| 2@ |
E 14-Jun - 20-Jun | 325 | 381 | 374| 431|350 | 300 {321 | 354 | 379 | 444 | 364 | 400 | 324 | 961|574 |81 459 |s576) 149|189 240 |
W & [2tdun-4-Ju |32 | 384 377 | 436 | 361 | 404 [ 324 | 350 | 984|445 366 | 414 | 37| 366 570 | ses 464 [ se9| 149 | 180 | 243
0 S [0 vt |37 | 397 | a64| 449 | 560 | 414 | 301 | omo | ave | 462 | 374 | 424 | 204 | o7e| 5o |17 |42 [ 501|169 [10a| 2s
gE'IE-JuI-w-ju\ 330 | 419 | 389 | 469 | 372 | 434 | 334 | 380 | 304 | 484 | 377 | 444 | 337 | 304|566 | 849 | 440 | 589 | 169 | 198 | 256
= & 1oul-25ul 388 | 467 | 434| 508 | 417 | 471|370 | 424 | 442 | 62 | 422 | 482 | 362 | 431|630 | 934 | 499 644 189 | 219| 278
O & (264w 1-Aug | 406 | 488 | 454 539 | 406 | 501 | 387 | 451 | 454 | 559 | 442 | 514 | 401 | 459|684 | 979|506 | 679|248 [ 279| 295
ﬂg 2-Aug - 15-Aug | 997 | 469 | 446 519 | 429 | 481|369 | 432 | 454 | 536 | 434 | aga | 292 | 441|674 | 974 | 524 [ 674 | 269 | 209 | 267
€ @ |16-Aug-22-Aug |396 | 447 | 444] 409|426 [ 462 | 387 | 414 | 454|514 | 432 | 474 391 422 684 [ 014 514 [ 639 269 | 209| 278
I:-)g 23-Aug - 20-Aug | 408 | 417 | 454| 469 | 438 | 434 | 307 | 367 | 464 | 484 | 441|444 | 401 | 394 604 | B49 |47R | 04| 200 | 279 275
I " 30-Aug-12-Gep | 385 | 396 | a34| 447|417 | i1d | 379 | 368 | 442 | 461|402 | 424 | 3@a| ara| s7a | rov [4e2 | 674|209 | 249| 267
E 13.Sep - 19-Sep | 366 | 377 | 414| 427 | 307 {207 | 350 | 851 | 421 441 | 402 408 | 362 | 250| 520 | eva | 427 | 514|200 | 249| 257
g 20-Sep - 25-Sep | 339 | 367 | 384| 417| 260 | 367 | 332 | 342 | 392 | 431 | 374 | 306 | 334 | 349|407 | 654 400 | 492|209 | 249 232
27-Sep -3-0n | 916 | 347 | 364| 397 | 349 | 369 | 911 | 324 | 369 | 408 | 354 | 377 | 314 | 331 ao4 651|407 | 479 105 220| 185
aOct-a1-0ct | 271|271 319 319 208 | 308 | 269 | 289 | 324 | 324 | 300 | o0m | 272 | 272|460 |e44 [2e2 | 471|148 180|191
EXTRA WEEK 5 - T1os|(ee) 9 12| Be [(108)] 112 [t133) 98 [igy| 91 |(10s) 259 [t336)] 161 |(210)] 114 |(135) i
2] 3in Aoom
E Supp\an:mms.’ 1 In Studio !‘;ggn %T{ﬂn@)
E {reducticns)  |LS E4.50 MSgiopn  HS (EIDED)
% par person MS E475 HS N Suts 995
g_ pear day HS £5.00 S e
0 Sun €855
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For the |atest prices, see your travel agent or call Thomas Cook direct ~

Hnliday Inn Mai East/Reef May Jun Jul Au <
i n g Sep Oct
Village Orlando Twin Centre 15 2205 :
v 5 e Frr i T 5 s = e
3o lext for board basis Code: U24WL2 215 a8 26 1047 - llm i 112?5 12&3:, 3 #g gﬁﬂ- ?;?6 | lﬁ‘}[‘i‘: = :;’:-:“2 doubla 1?2"7
Double room : ] i ; - i) AR ¢ {per person per nght)
{2 2l shing 14 nights 6 | 157 1508 158 W |omes | e 1549 BULER T At sl e
1st/Ind Chikd 1 nights o Bl9 [T 1. 89 [+:] | 194 e

Basic holiday prices ara per person, in £°s, including £20 Air Passenger Duty Ramember fo add flight suopler‘nnnu {see page L10} and insurance premiums (see inside back c e —
parson charge will be applicable lo all prices shown and will be advised and added as an extra charge at the time of booking, This is as a result of increased aviation and security :;:‘&- F&r{:ﬁ;ﬂrﬁ? !mimm pOga 24-25, Important note - an axira per
haliday information and baaking conditions, please see pages 104 - 109, - Tmation an extra chargas and surcharges, pricas, general

. |zt

b

‘i For the:Thomas Cook Extra price see price grid-abov

dard price is up to £50 off the price grid above; for Thomas Cook Economy price is up to fi00'0
further details see pages 8/9 _ e : further details see pages 8/

. Thomas Cook Stan

For the latest prices, see your travel agent or call Thomas Cook direc

Quality Inn Plaza May Jun Jul Aug Sep . Oct

Room only Code: UOOHD4 1/5- - §/6- 2f6- 1y7- 7f7- 18- U 82 g = Dosble room m
ws 6 s 7 197 1578 B i wio | e | i ey

Doublstoom  Trights | 849 399 835 859 239 1075 1039 g5 | 889 | 19| e79 ml-m‘"“'""“’"“""‘“’ 4

{2 adults sharing] 14 nights 1049 1139 999 1065 1169 1345 1239 1105 1035 1045 3rd - 5t adult redn £13

Exira Week | 339 369 269: 119 339 399 409 49 329 L3690

1st Child Hanigts|{ 9 99 9 99 99 [T % | o8

Zdchid, .0 T/4nights| 249 339 29 | a9 - 38 _ 4 409 33 328 o) ane

Lst/2nd Child Extra Weak 49 59 49 49 49 129 198 ' 249 49 R U

Basic holiday prices are per parsan, In £'s, including £20 Air Passenger Duty Remember to add fight suppisments {see page 110} and insurance premiums (see inside back cover). Far car rental extras see page 24-25. Important note - an exira pet
person charge will be applicable to all prices shown and will be advised and added as an exra charge at the time of booking. This is as a resutt of increased aviation and security costs. For information an axtra charges and surcharges, prices, general
a

faliday information and boaking conditions, please see pages 104 - 109,

SAVE urro £200 pexcourte sce page o7/ detas (seeyourtave agent forth e

For the Thomas Cook Extra

price see price grid above - -

Thomas Cook om

tandard price is Up to £56 off the price gri

. :further details see'pages 8/9 ¢

N
’\/%w

I have shown some information of prices from Holiday
Hypermarket, their brochures show that on average their
holidays cost between £300- £500 per person as this is what the
manager Fiona explained to us. E.g. Holiday Hypermarket offer
a holiday to go to Greece, in a studio at peak time for 7 days at
£467.That shows that on average holidays cost between £300-
£500. However it costs more to fly to places which are in
America. The reason of this is because the market has increased
due to what happened on 11™ September 2001.

As you may know Holiday Hypermarket is a travel agent not a
tour operator they do not decide the prices of the holidays the
tour operators do. Like all Leisure and Tourism organisations
Holiday Hypermarket gain a percentage of the holiday if they
did not do this they would not make a profit, the prices of the
organisation often vary depending on the time of the. Certain
days of the week i.e. Mondays and Wednesdays they have
special offers this is when the product is being offered at a
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reduced price to attract more sales e.g. OAP’s and single parent
. families.

Holiday Hypermarket has a policy, which is ‘Won’t be beaten
on price’, this means if the customer can find the same holiday
somewhere else at a cheaper price. Holiday Hypermarket will
give the customer the difference between the cost of the holiday
back to the customer they will always be a competitive
organisation according to the manager.

The actual selling price varies according to the time of the year
you are looking at going on holiday these are called the ‘inand
out seasons and peak and off peak times’. The peak times are
when the demand is at the highest and when the customers are
most likely to purchase the product. E.g. the peak times at
Holiday Hypermarket are May, June, July and August the most
popular time of the week is Saturdays and Sundays when the
customers are most likely to book their holidays because this
when the customers are most likely to be not at work. The off
peak times are November, December and March and the most
unpopular time of the week is Tuesdays and Wednesdays
because this is when most of the customers are at work. The
most popular time the customers take holidays are during the
school holidays this is when most families want to take a
holiday. The low prices and times the people want to go on |
holiday are during the winter because the demand of the holiday
is not very high. If the customer is looking at travelling to one of
Greece’s smaller islands it will cost around £504 per person in
the high season. However in the low season to go to the same
place it would cost around £416 per person, so you can already
see the difference as not many people would go on holiday at
that time of the year. Holiday Hypermarket is a member of
ABTA, which means: the Association of British Travel Agents
this means that all holidays that are booked through an ABTA
approved travel agent, your holiday is guaranteed if the tour
operator becomes insolvent.
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Credit terms: Credit terms are if the organisation allows the

. customer to pay for the product in smaller individual payments,

- e.g. Holiday Hypermarket mostly use this term if the customer
can not afford to pay for it in full because it is too expensive. I
think this term is very useful and very handy for young families
and most organisations should offer this facility.

At Holiday Hypermarket credit terms maybe needed because
some of their customers may not be able to afford the
payment in one go especially if the customer has small
children. They also may not be able to afford it because they
might be a special occasion coming up. Credit terms might
also be needed because; the customer may not want the
product at that at certain time.

The cost of your holiday must be paid in full to the travel agent
before you can travel. The tickets for your holiday will either
arrive through the post or will be ready for you to collect at the
travel agent. The tickets will arrive twenty-eight days before the
holiday or the customer will be able to collect them twenty-eight
days before they leave to travel on their holiday. If you do not
pay the full total you will lose the deposit. When Holiday
Hypermarket are setting there prices the providers of the
organisation are often keen to be seen to be providing good
value for money to their customers. E.g. they don’t want their
prices too high so that the customers do not purchase the
products but on the other hand they want to make profit on the
product so it has to be at a reasonable price.

Concessions and Special rates offered: A concession is when
you agree to let someone have or do something e.g. Holiday
Hypermarket might reduce the cost of the holiday per person so
they sell all of the places. They mostly offer concessions to
customers who have organised groups travelling with them such
as Children, Pensioners, the unemployed and students. The
organisations like to attract customers, who might not have
brought the product before, or achieve more customers to buy
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- the product. They also could offer their customers a concession
. on ‘three weeks of the price of two’ or ‘two weeks for the price

of one’ this would then attract the customers to go for that
holiday.

Special rates: Special rates are away to attract more customers to
the organisation because they offer rates to there customers who
might not otherwise buy the product due to this you might not
attract as many customers to the business or they may not be
able to afford the product. E.g. If Holiday Hypermarket has not
sold all of their holidays they will offer a special rate to sell

them at a cheaper price. This is a very good way of attracting the
customers to purchase the product.

Free Child Places | |
@ Wa have allocated 2 limited numbar of free child places at a
) wide range of apartments, giving you the opportunity to make
KI'_PRSEEO soma. big savings. The offer is applicable at apartments featuring
_ the ‘Kids Go Free' symbd'[hmhepl:csmsubjmm
 conditions (see balow) and are only available of a first come, first served’ basis
- 30 book as eartyaspmsiblewmd dlsappoinmnt. '

Reduced Child Prices

Evan if afl of our Fres Child Places have gone, you will seill find farnlly savings
across our entire range of holidays:

Self Catering: Look at the child price column on the price panels for the
reduced prices applicable to your first and second child.

Hotels: Look at the child price column on the prica panels for the reduced
price applicable to your first child. All other children must pay tha adult price.
Plaase nat, children paying child pricas (inciuding those who receive £30.00 of'the spplicable child
price) do not coune whan clculsting the sccupancy of stdies and spartments See page 5 for
further under cecupancy charges.

Free Weeks:
3 Weeks for the Price of 2

On selected accommodation you can enjoy an extra week

free. This offer appiles to all accommodation marked with the
- 3FOR2 symbol shown.This offer is available if you depart before [9

May and after 15 September 2003 and applies to the basic

heliday price, any supplemants are payable in full. This oﬁnr cannot be usad in
conjunction with any other offer.

2 Weeks for the Price of 1

Another great offer, on selected datas and properties in October {see sach
. price panel} to Greece you can enjoy 2 two waek holiday in a studio or

apartment at the same price as a one week holiday. This offer can ba
combined with one other offer of your choice,
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. Holiday Hypermarket use concessions /special rates by offering
‘kids go free places’ this is available on a ‘first come’, “first
served basis’ Holiday Hypermarket advise the customer to book
early as possible to avoid disappointment. They also offer a
student discounts if you are booking as part of a group.

Discounts: A discount is a reduction of the original price of
something e.g. Holiday Hypermarket might post their customers
discount vouchers if the customer has complained about a recent
holiday. They might give you a discount if a number of people

are travelling with you on holiday. The intention of the

discounts is to attract customers who might not otherwise buy

the products because they may not be able to afford the prices.
The organisation may also use discounts to fill in the number of
places on the holidays so they will reduce the price to sell the
places.

Special offers: Special offers are facilities that are reduced
prices to there customers for a certain period. E.g. Holiday
Hypermarket offer special offers for summer holidays when it is
coming to the end of the season when they are having trouble
selling all the holidays. Travel agents usually advertise special
offers and late availability holidays to increase the sales, they
also advertise special offers in newspapers and magazines they
do this so the customer can see the reduced rate. When I visited
Holiday Hypermarket I noticed that the ‘Late Availability’ sign
was in the corner as you leave. It was also broken so it was not
easy to see. I think they did this because they will have wanted
their customers to book their holidays but when they are leaving
they can now see that they would have saved some money.

© OCR 2004 GCSE in Leisure and Tourism (Double Award) 121
Oxford, Cambridge and RSA Examinations



‘Guaranteed

" on flights booked atleast 8 weeks prior to
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Extension task: - _

Strengths: . |

I feel Holiday Hypermarket has many strengths because it is
different to other travel agents because it is so big based on a
retail park and it also has many different products to offer at a
competitive price. E.g. it has brilliant customer service and it
has everything the customer needs under one roof. There is also
one other strength Holiday Hypermarket has that is idéd for all
families because it has children’s play area. They also have
excellent facilities e.g. the ski machine; the movies and the
children’s play area and good toilet facilities too. Holiday
Hypermarket is also on a retail park so they have the chance to
sell more products than the normal high street travel agents.
~ Also the store in Walsall sells as many holidays as thirteen

~ average sized travel agents so they sell a lot of holidays.
Weaknesses: |
As I have mentioned before Holiday Hypermarket is excellent,
but all organisations always have a down fall and Holiday |
~ Hypermarket have some weaknesses they can improve on. They
could improve the maintenance of the outlet e.g. the broken
signs and facilities e.g. the car needs to be mended and, they
also need to consider getting some brighter lighting so their
customers can see more easily. They could also improve the
diner to make it into a café for example they could actually have
a kitchen where they sell snacks, hot food and drinks to attract
more customers. Also at Holiday Hypermarket there are long
waiting times at the weekend when people are booking there
holidays so they could introduce more staff to the organisation
this means that they then sell there products at a quicker pace.
Improvements: ,
Holiday Hypermarket could also improve some of their products
- offered to their customer’s; e.g. they could make the diner into a
proper café to attract more customers. They could also make the
children’s play area into a créche so parents know that they can
leave there children so there can book there holiday and they
know there children are in safe hands. Also to sell more holidays
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to go to a particular place Holiday Hypermarket could offera
. ‘movie’ video for those particular places to attract more '
customers so that Holiday Hypermarket sell more products to
those places e.g. Vietnam, the Far east instead of just holidays to
America. Also make the ‘late availability’ stand out easier to see
and offer some better offers on there. E.g. more holiday offers to
other areas of the world. They could also find a special area in
the building where they just sell holidays to Australia like they
have done with the USA. There is not enough staff because of
the long waiting times especially at the weekends because they
expect around about 800-1000 visitors but they only expect 200-
300 visitors on Tuesdays/ Wednesdays because a lot of people
are at work.
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. Extension Task:

Strengths: Holiday Hypermarket uses the pricing structure to a
very good standard because they offer a lot of different
structures to make the organisation too the best of its -
availability. E.g. Special rates, special offers and discounts they
do this so they can attract more customers. They also are
attracting younger people because of all the other facilities e.g.
the ski machine and child’s area they are also attracting students
to get a cheaper price if they are booking as part of a group.I =~
- feel that Holiday Hypermarket’s actual selling price is very |
competitive compared to other travel agents, they are very much
equal even though Holiday Hypermarket is a lot different to
other organisations. They offer facilities to all the family e.g. the
Internet centre, Ski machine and children’s area. I also feel by
~ offering credit terms to the customers they feel happier because

~ they have a longer time to pay for the holidays as long as they
pay a deposit they also offer commission free on all currency.
Holiday Hypermarket can offer very competitively priced -
holidays, this is due to the tour operators offering them better
prices than other travel agents because they sell more holidays. -

Weaknesses: Holiday Hypermarket has a very good pricing
structure but I feel that 90 days credit terms is too long from
when they book their holiday and they could make it too 60-80
days like most other travel agents give there customers. They
could also introduce some of their own pricing structures e.g.
they could do a reduced price for six months when you would
like to travel to any part of Spain and America. They could also
offer 30% of all 18-30 holidays so the customer gets a cheaper
rate. I also feel that Holiday Hypermarket don’t really have very
strong discounts / special offers so they need to offer more to the
~customer in that particular area. They could make their ‘Late
Auvailability’ and other sighs more attractive so that more
customers would go to that area in the store.
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Improvements: Holiday Hypermarket could offer instalments
. L.e. 12 months to pay of the holiday. They could come up with

- more concessions to attract more customers who might not
otherwise buy the product or they could reduce the cost of the
holiday especially if it is particularly expensive. E.g. reduce the
price of the holiday if there are six or more people travelling on
the holiday. They could also make the credit terms a bit stronger
e.g. Pay for the holiday over a period of time, especially if the
holiday is particularly expensive. The organisation would also
benefit if they were to get their own pricing structure to improve -
their prices and make them better. E.g. they could focus on
making there own pricing structure for a country or a island
where they don’t sell many holidays or they could try to make
up there own pricing structure for holidays that are booked out
side of Europe to not to the Far East. The customer could also
pay £200 per month until the holiday is paid for in full this
would secure the holiday so the customer will know the holiday
is paid for. Holiday Hypermarket could also offer their
customers a voucher for a free weekend away if you have spent
£1000 per holiday you book, or they could offer you a voucher
 of money off your next holiday if you book with Hohday
Hypermarket.
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Leisure and Tourism | Q )
Market Research ~ C (7
Task one strand C. :

How Leisure and Tourism organisations use market research:
A Leisure Tourism organisation can use market research to meet
- the customer’s needs by finding out from each customer who
visits the organisation what they like and dislike about it and
what products and services the company could develop and
promote. They can do this by carrying out some different market
research e.g. observations this is when specialised market
researcher’s carry out investigations to see how the customers
react to the organisations products and services. They could also
use postal surveys this is when the organisation picks a number
- of selected people and send them mailing through the post. I
think market research is very good to a Leisure and Tourism
organisation because they need to have a clear idea about whom
there customers are. Holiday Hypermarket uses types of market
research so they know what their customers do and don’t like
about the products that they offer. Also some tour operators give
their customers questionnaires to fill in when there are
collecting there tickets or on the aeroplane as they return from
there destinations. The tour operator’s e.g. Airtours can then
pass this information on to Holiday Hypermarket from their
customers on how they can improve their organisation. All over
the country Holiday Hypermarket heavily rely on a centralised
marketing department so they deliver important market- related
information this is a good devise because there employees can
get the information to the customers quicker. All of this
information comes from the head office in Crawley.

How they carry out market research:

A Leisure and Tourism organisation carries out market research
to find out what their customers really want. They also use
Market segments this is so the organisation target they products
at the right types of people who are going to be purchasing the
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Leisure and Tourism | L O |
Unit 2 Marketing ()

Strand C Market Research. L

What is Target rnarketmg les]
Target Marketing is a group of customers who purchase a

particular product or service. Target Marketing is made up of
different needs and expectations of the customers, it can ensure
that the marketing of the organisation is to a good standard, they
can tell this by using different techniques. Market Segments:
This is when the organisation splits the needs of the customers
into different segments. Holiday Hypermarket offers different
holidays for different types of people e.g. Holidays for the
retired, young adults, single parents and families. Market
research: Market research helps identify customers needs and
wants, this tool is very useful of all Leisure and Tourism
organisations. Holiday Hypermarket offer a variety of services
to their customers ranging from holidays too currency exchange.
They can also use this information to target specific groups or
customers to help them find the correct market to target their
products. All Leisure and Tourism organisations especially use |
market research to find out what their customers really want.
The benefit of Market research is that if the company uses
market research to develop better sales as it meets customers
needs and wants.

How a Leisure and Tourism organisation can use target
marketing: 2¢ il

Very few products are brought by everyone but most businesses
aim their products at certain groups of people, by dividing up
markets in a way called segmentation. Leisure and Tourism
organisations use target marketing to develop and promote their
products so they appeal to the right market segment. Holiday
Hypermarket offer lots of different products so they suit all their
customers needs e.g. They offer different holidays, for young
adults, retired people and people with families they offer these
because they all have a different lifestyle. Holiday Hypermarket
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offer all different holidays to different target markets or they
_ would not be profitable due to not selling all their holidays.

Some of the target markets are:
' 7 Cled |

Age: -

Age is when the products are aimed at a particular age group;
age can also mean how long the product has been in existence
e.g. Holiday Hypermarket offer holidays for all different age
groups, young adults, retired people, single parents and families.
The holidays they offer for young adults are “Club 18-30” This
means that people who are aged 18-30 can go on these holidays.
These holidays appeal to them due to the activities, which they
offer e.g. clubbing holidays, beach activities and etc. They also
offer “Saga holidays” which caters for people who are over 50
years old. At Holiday Hypermarket they offer special discounts
for OAP’s if they book their holidays on a Wednesday. Age
breaks up everything into certain groups of how old the product
is. This helps Holiday Hypermarket because they know what
different holidays their customers age groups enjoy.

Gender:

Gender is the sex of the person who is purchasing the product
¢.g. Some men would look at purchasing golfing holidays if they
were interested in that particular sport. While some females
would purchase beauty and therapy holidays or weekend breaks
because it is relaxing and away from their everyday routine.
Some leisure activities and products are aimed at Males and
Females this is because the other sex might not enjoy what the
other one does. Target marketing helps Holiday Hypermarket
with the gender because they know from market research what
holiday’s appeal to the different people.

Lifestyle:
Lifestyle is how people live and the way they lead their lives,

the lifestyle is one of the biggest influences on the type of
Leisure and Tourism products that we buy. Holiday
Hypermarket would offer different holidays to young people
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than what they would offer to retired people because they live a
different lifestyle. They would offer a young person snow-

~ boarding holidays and holidays to livelier places e.g. Ibiza and
some parts of Greece. While they would offer older people
holidays to the countryside and to quiet places e.g. France, Italy
and etc. The store caters for both ‘Economy’ and ‘Luxury’ 2ClesZ
holidays. Low credit terms are also available and if this is the
case the deposits are only required three — four months before
you travel. The lifestyle improves Holiday Hypermarket because
they know what holiday’s particular people enjoy they know

this from Market Research it also helps them because they try to
link it with how much income the customers have by what there
jobs are.

Ethnicity:

This is involving different racial group’s e.g. Asians, Afro
Caribbean’s and British some of these may have specific
Leisure and Tourism needs according to their Religion, this can
also change the customers needs due to this the company may
need to create separate market segments. Holiday Hypermarket
may offer holidays to suit Asians and etc by offering them
reductions on travel back to there own country also when they
are travelling to there different destinations the airline could
offer them different menus to suit there dietary requu‘ements of
different religious groups. -

Other types of customers:

Holiday Hypermarket targets their holidays at what sells the best
they target these at the public. All kinds of group bookings can
be taken for example: Honeymoons, stag and hen parities,
Surfing holidays, Action and Adventure holidays and skiing
holidays. They also offer holidays for those people who are less
able to travel around e.g. Disabled holidays.
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. Extension Task:

Xl ol 3
Task one Part A:
Market research is a very good method of marketing but this
method still needs to be developed further for example: Market
research is all about what the customer wants from particular
goods and services which are going to be developed by the
company for this to work effectively. The company has to
receive customer reactions to the products and services they are
going to offer, their opinions for improvements to make the

products and services better before they market the product and

what would be their reason for purchasing the products or
services. The organisation needs to use market research when
they are looking to develop and promote new products and
services this gives the organisation a clear idea of what the
customers wants. Market research also has its benefits because a
lot of the activities are very cost effective. E.g. The Postal
Surveys: This is very cost effective as it is not expensive in
comparison to other methods of market research, it’s quick and
easy so it does not take a lot of the customers time. Personal
Surveys: This is a very good method of market research because
the customer is more willing to respond to the questions because
a trained market researcher conducts it. This is also a good way
to develop products offered to the customers as the market
researcher could show illustrations of the products to the
customers.

Task Two Part A:

Target Marketing is another brilliant method of marketing
because it focuses at a group of customers who buy a particular
products and services. Target Marketing is made up of the
customer’s range of needs and expectations e.g. Age, gender or
lifestyle. The strengths are that the company knows what
particular groups like and dislike about the products and
services the organisation offer. They can also see what sort of
people the products and services are targeted at e.g. how old
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they are, what kind of job they have. Target Marketing is a

good marketing method because it is a greater customer
satisfaction, which leads on to higher sales and a bigger profit

margin. In the long the company is the one who benefits. Target

Marketing is also good because it offer different products for

different types of people e.g. Holidays for families, retired

people or single parents. | | 'L%\

| L

Task One Part B:

Leisure and Tourism organisations could change market
research so some of the surveys are cheaper and involves more
customers’ participation. E.g. When the customers visit’s the
organisation they are asked if they would answer surveys which
would ask them what they like and don’t like to make them feel
more involved. Let them know how the company is going to

- develop and promote the products and services. To make Market
Research more cost effective the organisation could mail their
customers with questionnaires to gain ideas from their target
audience when they produce goods. With telephone
questionnaires if the customer has access to a fax machine the
organisation could fax them information and ask them to kindly
fill it in and fax it back, or send them a pre-paided envelope.
Lastly to make Personal Surveys more cost effective the
organisation could give ten of their customers the same surveys
and ask them if they would put their view in private.

Task Two Part B:

With Target Marketing the Leisure and Tourism organisation
could break up the groups into small groups e.g. the age groups
could be broken into 16-30, 30-50 and 50 plus. They could also
make the activities more distinct from other target markets and
carry out other activities with different Target Markets e.g. The
gender of people what holiday’s male and female would enjoy.
The organisation could combined the age and gender together
by asking their customers what holidays they would enjoy from
the particular age groups. The market segments are good but
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adding more categories to make them stronger and think about
. other types of customers to improve them.

1)
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Leisure and Tourism
Unit 2 Marketing
Strand B Place

The Marketing Mix:

The third P of the marketing mix is the place. Place is concerned
with how the goods and services are distributed to the
customers, this is how the customer purchases the products e.g.
Holiday Hypermarket have to attract their customers to go back
to their organisation to book holidays in the future. The ‘place’
element of the marketing mix is very important because it is
where the customer goes to purchase the product and the facility
can not be bought to the customer. E.g. If the place is too far for
the customers to travel to the company will not achieve their
targets of selling holidays. It is also important that all travel
agents are close to other competitive travel agents so that they
can attract more customers to the organisation but your travel
agent has to have the best prices so that you can gain the sale.
The other elements of the marketing mix make the products of
the best quality but place are particularly important because this
is where the customer actually goes for the products. If the |
availability is achieved customers are more likely to purchase
the holidays. However the place element is not the only part OK
the marketing mix for example:

P

o The product: This provides the product with what the
customer wants.

» The Price: This is what the customer is willing to pay. .

o Promotion techniques: This is so the customer knows about /
the products for example: Free child place, Two weeks for -

the price of one or one night free accommodation.

Throughout my research in Holiday Hypermarket’s location, I
have also found out information about the distribution channels,
the type of outlet that Holiday Hypermarket use, How they
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make there products available to there customers, the location of -
. the Leisure and Tourism organisation and the outlet design that -
they use. I am going to describe all of these points in both of my
strand B coursework, task one and two.

I have also researched in other Leisure and Tourism
organisations location. For example: The Friary Grange Leisure
Centre is located just off the A51 on the northern side of
Lichfield. The Centre is part of a school and a Leisure complex.
This tells the reader where they are located and how to travel to
the Leisure and Tourism organisation. On the Friary Grange
Leisure Centre’s promotional leaflet, it contains a map to
customers know where to travel too, a telephone and an address,
opening times, information on bookings, and important
information about what products and services they offer there
customers. For example: The Pulserate Fitness Centre, Tennis
courts, Sunbeds, Food and Drink facilities and many more. I feel
that because The Friary Grange Leisure Centres promotional
Leaflets are very effective and colourful, they attract more
customers to there Leisure and Tourism organisation. Both The
Leisure and Tourism organisations that I have discussed use
 effective promotional materials and techniques to improve other e
areas of Their organisation. For example: The type of outlet [/
design that they use, and the distribution of there products.

The distribution channel:

The distribution channel is the ways in which the customer can
purchase the product; the distribution is the delivering of a good
or a service to various people or to the organisation e.g. The
travel agent may send their customers brochures to see if they
are happy with their service. The location does not just mean
where a Leisure and Tourism facility is but also the ways in
which a customer can buy it-this is known as distribution. For
example: If a customer of Holiday Hypermarket’s are going on
holiday to New York the location of the product would be The
USA. Holiday Hypermarket offer their customers a chance to
buy the holiday in Holiday Hypermarket the tour operator would
then distributes the product. Holiday Hypermarket uses lots of
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distribution channels to attract new and existing customers to

. their organisation. E.g. they use their website on the Internet as
one of their distribution channels to make their organisation
available from their homes or at work so the customer does not
have to travel to the outlet. You could also book your holiday
over the telephone or on line via the Internet which is quicker
and easier than travelling to the outlet. You could also book the
holiday with Holiday Hypermarket (the travel agent) and book
the flight with (the tour operator) e.g. Airtours, First Choice,
Thomas Cook and Thompson. The Distribution channel is a
very important part of how the organisation is run. Holiday
Hypermarket offer there customers the chance of booking there
holiday over the Internet and their website, which is designed to
make Holiday Hypermarket more available to peoples homes-
rather than them having to travel to the outlet in Walsall. Also
Holiday Hypermarket offer their customers the chance of |
booking there holiday with Holiday Hypermarket (The Travel
Agent) and book their flight with the Tour operators. For
example: Thomas Cook, Airtours, First Choice and Thompson.
Distribution can also mean, in economics, term applied to two
different, but related, processes. For example: (1) The division
among the members of society, as individuals, of the national
income and wealth; (2) Distribution also means the
apportionment of the value of the output of goods among the
factors or agents of production-namely, labour, land and capital
and management. ] have also researched in distribution because
I feel that all Leisure and Tourism organisations, including
Holiday Hypermarket use distribution to a very good standard. /
This information was researched from Microsoft Encarta 1999.

What the type of outlet is:

The type of outlet is influence on the location of the facility, it is
important to choose the right type of outlet and location to make
the product profitable, the type of outlet also has to fit the

general image of the organisation and its customers. For

example Holiday Hypermarket would have a very different type
of outlet on a retail park compared to a children’s clothes shop
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because they offer different products". The type of outlet would
. also be different in a historic town then in the high street.

What type of outlet Holiday anerrna:rket use: .

Holiday Hypermarket is a different type of outlet compared to
other travel agents because it is a lot bigger and better. Due to
the firm being larger it can pass of cheaper prices due to it
gaining certain economies of scales such as bulk buying. For
example: Holiday Hypermarket buys a large chunk of the
holiday spaces available from the tour operators at discounted
prices it can then pass the discounts to the consumers as a result
it can undercut its competitors and rivals to secure more .
customers to book the holiday. It is based on a retail park so it is
away from the smaller travel agents in the town centre, the -
manager Fiona explained The Hypermarket has a company
objective which means: That it is our company policy to be on a
retail park. Holiday Hypermarket is different to the high street
travel agents because they do not like to blend in with the other
high street shops while they like to be different by offering more
facilities. They benefit the customer by being large because the
store sells as many holidays as thirteen average sized travel
agents this is because they can offer competitve prices and offer
‘more facilities to customers, this then becomes more profitable
so they can sell their holidays at a cheapcr price. The Holiday -
Hypermarket I visited with school was in Walsall, it is called a [/
“flagship store” which means that it is one of the top stores in
the country and they usually sell everything that all the other
stores can offer. There are thirty-seven Holiday Hypermarket
stores all over the country, I have also visited another Holiday
Hypermarket in Birmingham I feel that the Walsall store is a lot
better because they are more customer friendly and they have a
better customer service. Holiday Hypermarket have gone one
step better than all the other travel agents because they are a lot
bigger and they use better facilities they have also made the
organisation more fun for smaller children and more customer
friendly. Holiday Hypermarket is so big they can offer more
facilities this due to them having a very larger floor space and
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the buildings being very tall so they have a lot of room to have

. themes, e.g. Frosty Palace, the Safari child area and the Movies -

area. Holiday Hypermarket is very dark inside so all the
facilities have the right effect. The type of outlet used also is to
do with target markets because the type of outlet fits in with the
general image of the organisation and its customers. The market
segments is to meet the needs of different types of customers
who have a range of needs and expectations. E.g. age, gender,

- social groups, lifestyle and ethnicity. This is important so that
the organisation attracts the correct customers to their
organisation if not then they will not be as profitable and not sell
as many products to there customers. Holiday Hypermarket has
to sell holidays for all different age groups and different genders
because not everybody enjoys the same holidays. The type
outlet is also very good at Holiday Hypermarket because it
attracts all kinds of customers thlS is because they offer facilities
to attract them.

How the product is available to their customers of Hohd_y
Hypermarket:

Holiday Hypermarket makes a lot of their products available to
their customers because they offer a lot of different facilities to
suit all of their needs. E.g. they offer free parking for all their
customers, the Co-op travel agent over the road charges £1.20.
Holiday Hypermarket make there products more attractive and
available compared to there competitors due there hours of
business the travel agent is open from 8.00am to 7.00pm during
weeknights. This makes the products far more attractive to
potential customers because Holiday Hypermarket open longer -
hours and with over 37 branches countrywide and the Walsall
branch the a ‘flagship’ store, Holiday Hypermarket that is based
in Walsall sells as many holidays as 13 average sized travel
agents. The Leisure and Tourism organisation is so large they
are able to offer bigger discounts, also because Holiday
Hypermarket are open on Sundays they have a bigger market of
customers to there competitors in the high street are not open
longer hours and on Sundays. Holiday Hypermarket do not like
to think that they are turning customers away at 7.00pm on the
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~ weeknights and Saturdays and Sundays this is why they try to

. keep there Leisure and Tourism organisation open until there
customers are happy with the products that they have purchased.
The travel agent is sometimes opened until 9.30pm this so that
the customer is happy with the products-holidays, foreign
currency, travel insurance.
They do this to attract more customers and so the customers
have a larger choice to choose from. They also make their
products available to their customers because they use so much
ICT at the organisation to make it more home friendly they also
offer you websites so the customer can see any more special
offers or discounts. The organisation uses the Internet because it
is open 24 hours a day it means you can book your holiday
anytime of the day in case if you are at work during the daytim
even at one o-clock in the mommg
Holiday Hypermarket promise that they w111 give their customer
the full difference and a discount on the accommodation that
they have booked. For example: If the customer has booked
their holiday and they are looking to travel to in Crete, which is

a Greek island and the accommodation that the customer is
staying in is on the other travel agents. For example: Lunn Poly
and they are offering the customer a cheaper price the manager
of Holiday Hypermarket (Ms F Corbett) will offer the customer

' the full difference and a discount on the accommodation.
 Holiday Hypermarket do this because they want to keep a good
reputation hence the slogan “Won't be beaten on price.”

At Holiday Hypermarket it takes you an average 45 minutes to
book an average holiday providing you know what resort and
accommodation you are looking for. Also if the customer
wanted to then they could book the holiday with The
Hypermarket and then book their fights with the tour operator
the customer could safe there money because the tour operator
may offer them discounts.

At Holiday Hypermarket they have a particular busy time and
quieter times. January is one of their busy times because it is
when their customers are looking at booking their summer
holidays the customers would book now because the holiday
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may be cheaper after Christmas and they are more likely to be
. able to afford it. August is another one of their busy times

‘because this is when their customers are looking to book there
winter holidays or last minute deals of their summer holidays
and they are likely to be cheaper now. They also have busy
times of the week and quite times, the busy times are the
weekend because they can expect 800-1000 visitors. This is
because a lot of their customers are not at work and they time to
shop for their holidays. While on Tuesdays and Wednesdays the
only expect 200-300 visitors this is because most people are at -
work or if they have small children they are most likely to be at

‘home looking after them even though there is a play area at the
Hypermarket. However if they made the play area into a créche
then there patents would not be scared to leave then because
they are in safe hands. Holiday Hypermarket could offer
discounts or special on Tuesdays and Wednesdays to attract a lot
more customers or offer 10 or 20 % days to attract more
customers. Holiday Hypermarket deal with another company
called Telesales phone enquiries when the store staff is dealing
with customers face-to- face this facility is for the customers
who phone Holiday Hypermarket when their store staff are busy
with other customers so the staff are not interrupted.

I feel that Holiday Hypermarket target their customers, and
may their products available to all age groups because, they
offer lots of different products and services. For example: ‘The
Movies’, ‘Joe’s Diner’ this attracts small children and adults
because it is different to other high street Travel Agents. For
example: Co-op Travel that is situated on the retail park across
the way from Holiday Hypermarket. They also make there
products particularly available to customers because if their /
store staff are busy with customers in the Travel Agent another
company called Telesales phone enquiries help there customers
chose an holiday for them. This means that store staff can
contact other customers later on in the week.
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Leisure and Tourism
Location and QOutlet Design
Strand B Task 2

The Location:

A location is a place, or the position of something. I am now
going to describe Holiday Hypermarket’s location and the
reasons for it.

The Location of the Holiday Hypermarket is in the West
Midlands on the out skirts of Walsall town centre at
Wolverhampton Street. It is within a few miles of junction 10 of
the M6 because of their location it is easy to find and they
attract more customers. The location is very important because it
is situated on the junction of Wolverhampton Street and Blue
Lane West on a large retail park there is another travel agent in
proximity to the Holiday Hypermarket. The benefits of the close
location of its rivals company ensure the Holiday Hypermarket
is competitve in its prices and promotional techniques to ensure
they establish increased market share and growth. Another
factor that ensures that customers continually book their
holidays at the Holiday Hypermarket is its distribution channels.
If the location of Holiday Hypermarket were not in a good place
it would not attract so many customers and would be not
successful as it 1s not easily assessable.

Here are some maps where Hohdav I—vaermarket is located:

Holiday
Hypermarket
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Here 1 have shown a map of Walsall. Customers can find where
Holiday Hypermarket is located.
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The reasons for the location of Holiday Hypermarket:
Holiday Hypermarket has to be in a good location because they
are a large travel agent and they expect a lot of customers and
without the attraction of the right sort of customers then the
company won’t be profitable. Holiday Hypermarket is located in
a well known community and attract customers with bright
lights and signs e.g. Holiday Hypermarket is written in bright
colours like yellow and orange so it is easy to read by passers
by. There are also bus stops and routes for the customers and
their employers so they have easy excess to the organisation.
The transport links are very important to the organisation so it is
easier for the customers to travel to the company. E.g. In
Walsall they have a railway station for commuters who travel to
get the best deals on there holidays because they offer cheaper
prices. As you ready know Holiday Hypermarket is not in the
centre of Walsall but they are based in order to encourage
families and people who travel in cars all over the West
Midlands. The population who visits Holiday Hypermarket each
month is approximately 23,000 they know this information
because each Holiday Hypermarket store in the country has a
‘Foot fall’ counter this enables Holiday Hypermarket to know
how many potential customers enter the building. The store is
also good for customers because it is near by Walsall town
centre and near other business and travel agents. As a result the
company could benchmark against competitors or introduce
pricing strategies that undermine competitors. Holiday
Hypermarket used to be part of the Co-op travel group, they
started to expand and became more popular by attracting more
customers so they decided to move to larger premises and
become one of the leading travel agents. Holiday Hypermarket
has a lot of connections with the Internet, they also offer a lot of
facilities at their organisation which is connected to the Internet
due to this they make their customers feel more at home. This
then makes them feel that they don’t have to travel to book there
holiday which makes the customer feel happier and the
customers receives better service. The weaknesses with Holiday
Hypermarket’s location are that there are no housjgg/éstates due
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to its location being on a retail park. I feel that they lose custom
because it is more likely that they will not travel to book their

~ holidays. It would be easier for the customers who live nearer to
the organisation because they get better deals on their holidays
and they don’t have to travel they far to get them. This means
that if you do not have a vehicle you would have to use other
means of transport. Also at Holiday Hypermarket there is a lot
of car parking spares for those people who do have a car and it
is free for anyone who goes to their organisation. The climate of

Holiday Hypermarket has a friendly and helpful atmosphere due

to friendly and approachable staff. Holiday Hypermarket is

located outside of Walsall town centre. There are good and bad |

points about there location:

Good points for Holiday Hypermarket’s location: |

e They can attract lots of customers because they are baged’in a
large type of outlet. |

e They can offer lots of products and services because they are
based in a larger outlet compared to other hlgh strﬁt/&avel
agents.

¢ They are based on a retail park so if customers are travelling
to other stops they are most likely to travel to Hohday
Hypermarket. To receive a cheaper holiday. "

e The location is within a few miles of the M6 to gain more
customers.

e They are near bus routes for staff and customers/

e Location is well known in the community and can be seen by
passers by.

e Location is important to Hohday Hypermarket, hence they

- advertise their location on their website.

e The manager of the Walsall store (Ms F Corbett) said that
Holiday Hypermarket used to be based in the Co-op across .
the road, but they foun /o’ut that Holiday Hypenna.rket was a
success.

The bad points for the location of Holiday Hypermarket:
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¢ Holiday Hypermarket is located out of Walsall town centre
this means that they can loss custom to other high street
travel agents. | '

e There customers may feel that they offer too many products
and services and there customers may not have enough time KQNDL
to look around the travel agent.

e Holiday Hypermarket is close to another travel agent (Co-op)
they may loss custom because customers may travel there and

not y{f)liday Hypermarket.

What the outlet design actually means:

The outlet design is what the organisation looks like inside the
building and the way the organisation is laid out. E.g. in Holiday
Hypermarket they need to think about where and how they
design their facilities to make there organisation look attractive,
this should then attract more customers to book there holidays at

the organisation. - /

The outlet design of the Holiday Hypermarket:

The outlet design of Holiday Hypermarket is very strong’

because it is a very clear and unique compared to other travel
agents. Holiday Hypermarket is sectioned off by using lots of
different colours and lots of different themes. E.g. they have a
ship in the middle of the shop to indicate holidays to different
destinations they do this so the customers know where to look

for the holidays brochures in which they would like to travel

too. Holiday Hypermarket offers a range of activities to suit all
the needs that visit their organisation. E.g. They offer a “Safari
children’s” area to suit the needs of younger children, they also
offer facilities of the teenager gender for example “Movies,

diner facilities and the ski machine” to keep them entertained
while their parents can book their holiday in peace. Holiday -
Hypermarket also offer other services than other travel agent

for example customers can purchase from the Bureaux de

change commission free on all foreign currency which is
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different to other travel agents. They also have another design
‘which is different to most other travel agents: * The diner”
because they offer the customers a place to relax after having
booked their holiday. There is also an area where the customers
can sit down and look through the holiday brochures before
booking or just to see what type of holidays they offer. Also
when you walk into the organisation there is a ‘Foot
Fall’counter this enables Holiday Hypermarket to know how
many customers may enter the organisation. Holiday
Hypermarket have a company policy is for Holiday
Hypermarket to be well designed using many features, trying to
make the design fun to attract all age groups. For example:
Children, young adults, retired people and etc. The design layout
is with each section of each type of holiday separately
positioned. The store layout has certain different features. For
example: Walls displays. For example: The Frosty Palace,
World landmarks, 50’°s singers and etc. The store is also spilt up
into sections. For example: Joe’s diner, Jungle créche, Pyramids
and etc. UK and European holidays are also spilt into sections
along with a section of USA. e

The reasons of Holiday Hypermarket’s outlet design:
Holiday Hypermarket has a company policy that they are
designed using many features also the each type of holiday is
separately positioned. They do this to attract lots of customers to
the organisation it is also designed for all ages and designed for
the customers to have fun at Holiday Hypermarket because it
suits all age groups. The layout of the Hypermarket is very clear
~ and tidy because there is different stands of different themes and
activities. For example: The Movies, pyramids and Jungle
children’s area. Holiday Hypermarket’s design is a lot better
compared to other travel agents because it is more designed fiot
younger children as they offer more facilities for them. Also
when I visited Holiday Hypermarket with my parents we all
enjoyed it because it was different to the normal travel agents it
offered more facilities and more things to see and do than the
high street travel agents. All around the Hypermarket there are
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wall displays depicting 1950’s icons suchas Marilyn Monroe
and Elvis Presley he is also showing on a video screen in the
diner. The company also displays the famous route 66, the
Holiday Hypermarket use these techniques to attract more
customers to the organisation as possible and use their outlet to
go on family holidays to the USA. The Holiday Hypermarket
also has another link with the film industry in the USA by
having a black car at the organisation from the movie Grease.
The outlet design’s benefits are that they offer lots of facilities
so that it is different to other travel agents because it attracts all
~ types of customers from young to old. They offer lots of special
discounts for a group party, young people elderly people single
parents and etc and there is a selected area for those enquires.
There are different areas for different selections €.g. an area on
America, honeymoons, special holidays, and a sailing ship area
in the middie of the outlet de51g11 that sells holidays to Europe
and to the UK.

I feel that Holiday Hypermarket’s has the right type of outlet
design because of the leisu_rc and Tourism organisation that they
run.

Holiday anemlarket had to consider certain points when they
were looking for the right type of outlet design; here are some of
them points:

e What is the climate like?
o Is their sufficient public transport in the area?

e Are there already similar facilities in the area, will the
Leisure and Tourism organisation attract enough customers?

e How many car-parking spaces there is and what does it cost?

e Will the orgamsat1on be able to find staff and suppliers in the
area? | .

e Are there other facilities nearby that will attract people.
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Good p_omts for Holiday anermarket’s outlet des1g11_

e The Travel Agent has a Company policy that Holiday
Hypermarket is to be designed using many features trying to
- make the design fun. B o«
e The design of the layout is with each section and type of \9/“0)}
holiday separately positioned. . -
e The outlet design is different to other hlgh Street Travel
Agents. For example: Lunn Poly, Co-op Travel and etc,
because they attract all age groups, genders, llfestyles, soc:lal
groups and ethnic groups. /

e The store layout:

U Hohday Hypermarket uses lots of wall d1$p1ays For example:
'50’s singers, Elvis showing on a video screen, Frosty Palace,
The Movies and etc.

e Sections are all around the Leisure and Tourism orgamsatlon
For example: The Pyramids, Juke box, Ski simulator, Joe’s
diner and etc.

o Spemal areas for different holidays that they offerV

Bad points for the outlet des ign of Holiday Hypennarket’

Travel Agents: N N
o The sections are not separated so that the customer can see \yﬂ)'
them.

o I feel that the Leisure and Tourism organlsatlon has bad
- lighting facilities. :

e When customers enter the Leisure and Tourism organisation I
feel that they cannot see the Late deals because ofye/ wall
that is in front of them.

o There are broken facilities in the Travel Agents.

I feel that Holiday Hypermarket’s outlet design is sectloned off
by using different coloured lighting services. For example:
Some areas of the Travel Agents are brighter than others. For
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example: Where the Travel Agent co-ordinators are located is
brighter than the Holiday Cyber market. They position |
spotlights over the holiday brochures; this is to attract customers
to go to that particular area. To section off certain areas inside

the store, designers can put certain symbols and signs to do with
that particular area. For example: In the USA section designers
can put up signs such as: ‘Route 66°, ‘Busch Gardens 5 minutes
away’, ‘Hard Rock Café’ This would attract customers to go to
the USA because they will know these products services well.

Here are the benefits of Holiday anerrharl_(et’s outlet design:

e Holiday Hypermarket is bigger than other Travel Agents; this
means they can offer more products and services to their
customers. For example: There design aftracts all market
segments because it is designed using many features, trying
to make the design fun, such as the Jungle créchefor small
children. - |

e They use different colours and different lights to separate
different products and services that they offer their
customers.

e Holiday Hypermarket merchandise their brochures in an area,
which attract the customer when they enter the Leisurg.and
Tourism organisation.

e Holiday Hypermarket pride themselves on being able to sell
more holidays than there competitors Stats show that op,
average they sell as many holidays as 13 high street Travel
Agents would sell. For example: Lunn Poly.

e Holiday Hypermarket’s benefits for the outlet design is that
they offer customers a diner, this is so that they can have hot
and cold drinks while waiting to book their holiday.

e The Leisure and Tourism organisation offer their custqp:rérs a
free chance to surf the Internet to find either a flight for their
holiday or a car hire purchase. -

e Holiday Hypermarket attracts all customers from all age
groups for all different types of holidays. For example:
Retired people are most likely to book an cruise holiday,
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while young adults are most likely to book an holiday with
‘Club 18-30° because of the night life and fun atmospj€re.
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Leisure and Tourism
Unit Two Strand B Place
Extension task.

Task one: , -

Holiday Hypermarket make their products available to their
customers by using lots of different distribution techniques for
example, the distribution channel and the type of outlet used.
These techniques are very effective because they work to gain
customers to book their holidays; distribution channels work
effectively because it is the way the customers can buy the
products. Holiday Hypermarket has also got disadvantages to
how they make their products available to their customers. They
are. That they have not employed enough staff at the weekends
because they deal with another company called Telesales phone
enquiries they deal with these when the store staff is dealing
with another customers in a face-to-face situation. This is not
always a very good service because the customers may not
receive the correct information or they might not find out what
they are looking for. Also the staff at Holiday Hypermarket may
not return the customers calls due to this they will then loos the
custom. Holiday Hypermarket also offer there customers a
chance to book there holidays on the Internet instead of
travelling to the organisation, if you are looking to find a better -
deal you could book your holidays directly from the tour
operators. This service is not also that good because some
people may not have a computer or the Internet those customers
are also loosing business because another travel agent may do a
Dbetter job for them. Holiday Hypermarket uses a different type
of outlet because it is larger than other travel agents and it offers
more facilities. It is based on a retail park this makes them |
individual, the benefit with this is that the store in Walsall sells
as many holidays of what thirteen averaged sized travel agents,
due to this they can offer there holidays at a cheaper price.
However the disadvantages are that they are not in the centre of
Walsall so due to this they can then loss custom to other travel
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agents. Some customers may like small and friendly travel
agents instead of large agents because of the helpfulness and
time usually given this eSpeCIally appeals to the older gender
because they might have been going to a particular travel agent
for many years.

I am now going to explain the advantaces and disadvantages for
each element of place that Holiday Hypermarket use;

Product availability:

Advantages:

o The Travel Agent is open seven days a week, 9.00-7.00pm
and even longer in the summer time.

e Holiday Hypermarket offer all visitors free parking- whilst

< Co-op Travel Agent across the road charges £1.20.
/ ¢ Customers can book with people through a telephone llnk up
/ at busy times in the store.

o Customers can use the Internet with limited websites to hire
a car.

Here are the disadvantages:

e On Saturdays and Sundays Holiday Hypermarket can expect
800-1000 so customers can expect a long wait to book their
holiday.

o Telesales staff deals with phone enquires- when store staff
are busy dealing with customers face-to-face. The problem |
with this 1s the telesales may not know the answer to their 1/
questions.

Distribution Channel that Holiday Hvpermarket use:

¢ Customers can book the holiday with Holiday Hypermarket
the Travel Agent and book their flight with the Tour
Operator. For example: Thompson, Thomas Cook, First
Choice and Airtours.
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o Customers can book using the Internet and their website, this
is designed to make Holiday Hypermarket more available to
people while they are at home this is rather them having to
travel to the outlet.

Disadvantages:

» Some customers may have a computer or the Internet service,
this can make the products less available from their homes.

o The customer may want to book there holiday with Holiday
Hypermarket and not with different Tour Operators. e

r

v

The Type of Outlet’s Advantages:

o The Walsall store is called a ‘Flagship’ store.

e There are 37 Holiday Hypermarket stores in the UK.

o The Walsall store sells as many holidays as 13 average sized
travel agents.

o Holiday Hypermarket is based on a retail park outside
Walsall town centre, this is unusual, and the manager said
this is the company objective. /

e The manager says that Holiday Hypermarket can not be
based in the High street like other Travel Agents.

¢ Holiday Hypermarket is a large and very tall Travel Agent.

Disadvantages:

» Holiday Hypermarket are not based in the High street this can
‘become a problem because if there customers are shopping in
the town centre they may not have enough time to travel to ’_
the Leisure and Tourism organisation. 4
¢ Holiday Hypermarket is based on a retail park and there is
another Travel Agent Co-op on the other side of the Retail
Park.

Holiday Hypermarket’s advantages for there location:
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They are near bus routes for staff and customers.

The location is within a few miles of the M6 to gain more
customers. \ |

The location of the Leisure and Tourism organisationisina
well know community and can be seen by passers by.

They are-based in an area in order to encourage families in
cars and people with less ability to move around easily.
Customers can park directly outside the Leisure and Tourism
organisation as opposed to other High street Travel Agents.
Holiday Hypermarket moved to this place a few years ago to
become a larger company and to expand.

Holiday Hypermarket used to be based in the Co-op across
the road, but they found the Holiday Hypermarket element a

Success. i

Disadvantages:

They are not near other High street Travel Agents.

Other Travel Agent is just across the road, also based on a /
Retail Park.

They might loss customers to High Street Travel Agents that

are nearer other leading shops.

Qutlet Design:

The layout of the store is an advantage because customers can
see all the products and service that Holiday Hypermarket
offers very clearly.

The company has a policy that Hohday Hypermarket i is to be
designed using many features; they do this so that the store
looks fun. |

The design of the layout is with each section and type of
holiday separately positioned.

The Leisure and Tourism organisation is certain products and
services to attract there customers: /
Wall displays. For examplc 50’s singers, The Frosty Palace, *
Motel (‘Psycho") and Elvis is shown on a video screen.
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+ Holiday Hypermarket also use 50’s memorabilia.

e They section their store. For example: Jungle créche,
pyramids. movies, dining area, the sailing ship in the middle
of the Leisure and Tourism organisation for UK and
European holidays, a section for the USA and the cyber
market,

Disadvantages: - \/

o The store can look little over crowded.

¢ [ feel that there are too many sections around the store. For
example: Jungle créche, The movies, Ski simulator and etc.

o Holiday Hypermarket offer there customers lots of different
holidays in lots of different places, this can cause problems
for the customers because they may not know which holiday
is where in the Leisure and Tourism organisation.

In this section I have described different facilities at the Leisure
and Tourism organisation. '

Task Two:

- This technique is very good because this makes the products
available to the customers in a very good way because it is all to
do with the location. The location of the Hypermarket in on a

- retail park it is not directly in Walsall town centre but it is not to
far away. It is near other shops and there is another travel agent
just over the way from them, I don’t think this really effects the
Hypermarket’s trade because they offer a lot more services and
products compared to Co-op Travel. The Holiday Hypermarket
is also near the M6 Junction 10 this means it is easier for
commuters to find them and they are more likely to attract more
customers because they are easier to find than other travel
agents. Holiday Hypermarket is in a very good location because
they attract so many customers also if they were not in a good
location they would not be so successful. However at the same
time Holiday Hypermarket can also loss custom because they

L
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are not in the centre of Walsall so other business can take the
custom because they are more likely to go somewhere nearer
there home. The outlet that Holiday Hypermarket use is to a

very good standard inside the shop all of the items are very clear
- and very well laid out they do this so it is easier for the
customers to see what they are looking for. E.g. There is a
whole section on America. They also offer you another area that
is just to do with one partial product for example they offer a
modal of a small cruise ship, for everything to do with cruises.
However there are also disadvantages to the outlet design if
Holiday Hypermarket it is not very easy to see the different
sections of the store so they should try to separate it up into
different colours or displays. They could also put brighter signs
up so the customers can see the different products and services
that they offer e.g. fix the ‘late availability’ sign and advertise
other signs so that the customers know what they are oﬂ‘ermg in
that particular area.

Task Two Part B:

- If Holiday Hypermarket were looking to relocate a site is nearer

to housing estates this is ideal for potential customers due to the
Leisure and Tourism organisation being local and in located in

the right place, residents choose to book their holiday. Or on a
complex with other shops so could further attract customers to

the organisation e.g. they could be on a complex with other

kinds of businesses i.e. Hairdressers, Supermarkets and a

pharmacy, because they are located here it could boost sales as
shoppers at the supermarket won’t directly be looking to book

there holiday. However by passing Holiday Hypermarket

- customers would be interested in the promotions and packages )
they provide. There complex would be good if it was not o
directly by the towns town centre but it was close to housing

estates. If they did not want to do that then they could split the
Holiday Hypermarket’s into smaller store around town centre’s

e.g. Make two or three stores around Walsall. They could

change the outlet design to make it more spread out for example
split up some of the facilities that they offer e.g. ‘the holiday
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cyber market’. Holiday Hypermarket could section the store off
more so that the customers can see the products better e.g. _
Change the colour of the design for each section. If they did not
want to do that then they could section the store off by putting
brighter lights around the building by saying what each area
means e.g. Use different coloured lights. Holiday Hypermarket
can include different products and services however slick to key
themes and ideas don’t change layout to confuse consumers
make the outlet design simple if need they couid revamp
packages and promotions. Changes can he made seasonally. For
example: summer, winter and etc. Holiday Hypermarket target
their customers at different age groups of families and children,
young adults, single parents and retired people they target there -
products are all these different age groups because they want to
attract all types of customers. When I visited Holiday
Hypermarket I had a discussion with the manager Ms F Corbett
on of the questions that I asked was: What is your most popular
target group? They answered me: A family with 2.4 children
this is because there are more people to people to travel with,
and holidays are times when people like to get together.
I feel that the location for a new Holiday Hypermarket would be
particular good because they would attract more customers
because they are nearby other shops, and a housing estate. I feel
that Holiday Hypermarket would attract more customers if they
moved to this new location because if a family has small
children that live over the road on the housing estate they could
easily walk over and book there new holiday. They will also
attract customers because if Holiday Hypermarket was to be
located by other shops. For example: Hairdressers, a
Supermarket or a pharmacy they would attract new and exiting
customers because if they were going to do some shopping they
may be attracted in from the outside displays that Holiday |
Hypermarket offer there customers. Holiday Hypermarket /"
would attract customers from the outside of their leisure and
Tourism organisation because of the range of window displays.
They use bright colours that are inviting, they provide clear

- information and are professionally written. The window displays
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that they use are to draw in customers from the outside, Holiday
Hypermarket also advertises during busy periods due to the _
seasonal nature of the industry. Holiday Hypermarket advertises
through local radio, local newspapers, billboards, the teletext,
bus stop signs, ambient media and etc. these are al ways that
they can attract new and exiting customers if they were to move
Leisure and Tourism organisations. I have some points on
distribution and the location of Holiday Hypermarket and why it
is important. Inner city areas are a bigger scope for customers
but costs the Leisure and Tourism organisation more money,
however with Greenfield sites in outer suburbs costs are
minimal, but there is a lack of potential customers. The real life

~ case study such as Robert Board or Co-op Travel, (that are

- located in the Lichfield area) earn more profit and more
customers because they are nearer housing estates and near
other business such as: Co-op supermarket, Spar Newsagents
and Co-op pharmacy. In the long run Holiday Hypermarket
would attract more customers if they were to relocate.

Here is a demonstration what where Holiday Hypermarket could
locate themselves so that they are in the best location possible:

Holiday Hairdiessers Pharmacy Supermarket
Hvnermarket : '
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Housing Estates

This would be a gbod place to have Holiday Hypermarket
because it is near other shops and it can attract more customers

" in this location. | v/
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Here is a map of Holiday Hypermarket that I have shown earlier
in my ‘Place coursework’. This shows where Holiday
Hypermarket’s Walsall branch is Jocated at the moment.
However I have explained a new location that they could
considered if they were looking to relocate,
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Leisure and Tourism

~ Unit two Strand D
Promotion methods

(a) Fully explain the importance of ‘promotion’ as part of th
marketing mix for Leisure and Tourism organisations.

(b) Describe in detail how each of the two Leisure and
Tourism organisations use at least. two of the following
Dromotlonal techmg es. | -

A. The forth and final part of the marketing mix is promotion
-methods, when a Leisure and Tourism organisation is
attempting to persuade the customers to purchase a particular
~ product. In order for this to work effectively the company needs
to think which promotional techniques and materials they are
going to use for example:
Advertising
Direct marketing
‘Public relations
Personal selling
Displays
Sales promotion |
This part of the marketing mix is Just as important as the other
three parts because without the promotion the customers will not
know regarding the products that you are looking to promote
and then finally sell. An example of this is Friary Grange
Leisure Centre the promotion methods that they use are:
Adbvertising, Displays, Sales promotions and Direct marketing.
All successful Leisure and Tourism organisations use a range of
promotlonal techniques. The promononal part of the marketing
mix is compared to product, place and price this is because the
¢ Product provides with what the customer wants.
e The place makes sure the customer knows where to buy the
products. |
¢ And the price is what the customer is willing to pay.
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- Promotion is all to do with the customer’s awareness of the

_ product, if the customer does not know about the product then
how are they to know where to purchase it. Holiday -
Hypermarket also use promotional techniques such as,
Advertising, Public Relations, Direct Marketing, Personal
selling, Sponsorship, Displays, Sales Promotion and
Demonstrations. They use all of these promotional techniques so
that their products and services suit the needs and wants of all
target groups. Their most effective promotional technique that
Holiday Hypermarket use is personal selling this is because
there are 37 stores located in the UK, and each store has a very
strong sales team. With Walsall’s Branch having 20 sales staff,
that is all well trained, they provide a very good customer
service and are very knowledgeable about the products that they
offer. '

B. Iam looking at comparing a leisure centres promotional
methods to a travel agents:

They are both Leisure and Tourism orgamsatlons but they run

different businesses.

The Promotional methods that Friary Grange Leisure Centre
use are advertising this is the paid-for publication, display or
broadcast of information that describes a product or service in a
particular way. Advertising can be carried out in several ways,
it can be national or regional, national is when the whole
country knows about the product or service while regional is
when a small part of the country, for example: The West
Midlands is an example of regional news. Advertising is also
known as than medium this means of communicating news or
information to the public. Media is a plural of medium and this
means more than one media.

Friary Grange:
This Leisure Centre uses the promotlon methods of
Advertising to attract more customers to join the organisation
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they do this in several ways, For example: leaflets, billboards

~ and the local newspapers. When you walk into the Leisure
Centre you will see billboards showing what types of facilities
they offer, there are also leaflets on the front of the help desk
this is because they want people to inquire about all facilities
that they offer. The Friary Grange Leisure Centre also advertise
by employing people to mail shot leaflets through the doors of
local houses in the Lichfield area. Advertising at The Friary
Grange Leisure Centre is also used with the local radio station *
Centre FM”. Friary Grange use this radio station because it is
local and people throughout Lichfield and Tamworth arca may
listen to the station. The Friary Grange leisure Centre also
advertises their products and services on local billboards around
the Lichfield area. For example: In April 2002 The Pulserate
Fitness Centre was equipped with new gymnasium this was
advertised this around the Lichfield area on local billboards to
attract new customers to join the Leisure Centre because now
offer new equipment. The company could attract more
customers to join the Leisure and Tourism organisation by
advertising in the local media. For example: The Lichfield
Mercury, although many people don’t read the paper, this
method is relatively cheap and can increase numbers to 5 — 10
new customers, I feel that it is well worth it.

Another promotional method that The Friary Grange Leisure
Centre uses is Sales promotion this is short-term activities
intended to encourage interest in a particular product. For
example a travel agent might have an offer on a particular

~ holiday for the next two weeks. The Travel agent are most
likely to do this if the cannot fill all of the places on that
particular holiday or that it might be coming to the end of the
season and they need to fill the places of the air lines travelling
out to the location.

Friary Grange Leisure Centre uses Sale promotions to attract
more customers to their organisation in particular they do this if.
A Family of four go swimming on a Saturday afternoon; they
offer them ¢ Two children for the price of one’. This is a good
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promotional method because it attracts more families, which in

_ turn more customers to spend money after they have, been
swimming i.e. eating and drinking in the snack bar. Friary
Grange also offers all of their customer’s money-off vouchers if
they are not happy with a particular product or service that they
offer. This is what you call customer service most customers
look for a good customer service in a Leisure and Tourism
organisation because they know if there is a problem it will be
resolved.

I feel that The Friary Grange Leisure Centres best promotional
method is advertising. This is because many people can read the
products and services that they offer and they can see if they
want to book any fitness classes with them. Another example of
Sales promotion at The Friary Grange Leisure Centre, Is if
members join for the Solitaire 12 month membership they can
have free access to all leisure activities. For example: The
swimming pool, Swash courts and etc. Also they try to promote
the snack bar by offering a reduced price of members. For
example: All customers who spend two hours in the Friary’s
swimming pool receive £2 off any meal brought from the snack
bar. |

Now I am going to talk about some of the promotional methods
that Holiday Hypermarket use:

1 have described two promotional technique for The Friary
Grange leisure Centre, for part B of my task one I am now going
to describe the same two promotional techniques for the Travel
Agent Holiday Hypermarket.

Advertising : Holiday Hypermarket advertise all there holidays,
they do this because they want to attract new customers to there
Leisure and Tourism organisation. Holiday Hypermarket
especially advertises their holidays during busy periods to the
seasonal nature of the leisure and Tourism industry. Holiday
Hypermarket advertises holidays through local radio,
newspapers, billboards, teletext, Shop windows and bus stops
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signs. Holiday Hypermarket also advertises their products and

. services also over the Internet on their website address. Also
because holiday Hypermarket are open seven days a week, until
seven on weeknights and on Sundays they are open from ten
o’clock until five PM in the evening. I feel that this is really
effective because if their customers work in the daytime they
can book there holiday either after work of on the weekends.
‘When I visited the Leisure and Tourism one of the questions I
asked was “What is the busiest day that you are open? And
why do you think that particular day is busy?” The answer to
that question was Saturday’s and Sunday’s that is because many
people are off work and they are most likely to have more time
to shop for there holidays especially if they don’t have children.
Holiday Hypermarket is different to normal high street travel
agents because thcy are open on Sunday’s this makes their
products and services more available there customers who visit
the Leisure and Tourism organisation I feel that Holiday
Hypermarket attract lots of customers because they are open on
Sundays. |

I am now going to talk about Holiday Hypermarket’s other
promotional technique that they use:

Sales Promotion:

Holiday Hypermarket’s sales promotion is to a very good
standard they offer a range of special deals to their customers.
The sales promotion that Holiday Hypermarket use is really
effective because the company uses catchy slogans and logo’s
for their promotional campaigns. Last summer Holiday
Hypermarket used sales promotions such as ¢ Stripping of’,
‘Catch us with our prices down’ for late deals and ‘Buy one get
one for free’- B.0.G.O.F.F. Holiday Hypermarket uses another
sale promotion: This is if a family of four book a holiday and
the accommodation that they are looking at staying in has a
childfree place. This means that the second child has the
accommodation for free. Holiday Hypermarket offer Sales
promotional so that they can encourage interest in particular
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products for a short time only. Holiday Hypermarket also uses
other promotional techniques and materials together. For
example: They use Brochures and Leaflets together with Sales
promotions to attract more customers. They offer them money-
off-vouchers in there promotional leaflets on specific holidays
that are not doing particularly well, e.g. Holidays to the Far-East
and China. If certain stores achieve over 5,00 sales in a month,
discounts are offered to the same customers, if they revisit the
Leisure and Tourism organisation to rebook a holiday.

Here are some examples of Holiday Hypermarket’s Sales
promotions that they use:

e Discounts.

¢ Price reductions.

¢ Money-off-vouchers.

e Free gifts given with purchase.

e  Entry to competitions and prize draws on purchase.
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Leisure and Tourism
Unit two strand D
Promotional Methods

Describe in detail how each of the two Leisure and Tourism
oreanisations use at least two of the following promotional
materials.

A. Both Leisure and Tourism organisations that I am using for
my promotional methods coursework use lots of promotional
techniques to increase sales. However all Leisure and
Tourism organisations want to promote there products and
services to there best of there ability so that they attract lots
of customers to there organisation, this happens if they are
well designed, the text and images work well with what they
are offering. |

The Friary Grange Leisure Centre use both advertisements and
brochures and leaflets to advertise the services to their
customers, they do this because they want to gain more sales-at
the Leisure Centre. Also promote the Leisure centre and get
positive feedback from consumers who in turn repay theirs with
their custom.

Advertisements: :

Adverts can be used in a variety of ways such as being placed
newspapers, magazines, radio and on the television. The
advertisements need to focus on a key fact that their customers
may not be willing to spend as much time looking at
advertisements than looking at other promotional materials like
brochure or leaflets and other merchandising materials. In order
for certain adverts to attract large audiences it must be made
briefly and have catchy punch lives in order to attract potential
customers. Also in order for advertisements to work effectively
it needs to follow the AIDA principles.
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The Friary Grange Leisure Centre need to advertise products

. and services which are at the introduce scale so they can
increase awareness but existing products sales need promote
which haven’t been too successful with the changes in the
leisure and recreational industry.

Consumers don’t like products or services that are one

dimensional and only offer limited benefits successful products
will offer a range of activities at an affordable cost.

The Friary Grange Leisure Centre uses advertisements to
promote their service to their customers in different ways. For
example: They advertise new services that they are looking to
offer in the next couple of weeks e.g. a new service was
launched for teenagers and titled  Teenfit’. They also use
advertisements to advertise they excising products and services
that are not attracting a lot of customers. The Friary Grange
Leisure Centre also advertises courses as soon as the customer
enters the Leisure Centre my do this by offering them leaflets on
the courses they offer and information on each one. Most of the
leaflets and advertisements are very colourful and have lot of
information and text. Also Friary Granges promotional activities
the type of font used is to try create a strong image about the
product. Promoters will try to use a font that is in keeping with
the image of the product. I feel that Friary Grange Leisure
Centre use a combination of different fonts to create an unusual
and effective impact. The Friary Grange Leisure also use quite a
lot of images and pictures, this is a very effective way of
promotion, because the customer can see how the service is like
and provides an insight to the promotional leaflet. This is a good
method to promote their products and services are the layout of
the promotional material, the way that pictures/images and text
are laid out. On the front of The Friary Granges Leisure centres
promotional material tends to use bold font and underlining to
promote there products and services they use these techniques
because of the use of an imaginative headline can often be very
effective in attracting the customers attention. This designing
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effective promotional materials is all part of the attention part of
. ATDA. | |

Throughout my research in leisure and Tourism organisation
according to the promotional techniques and materials I have
found out that The Friary Grange Leisure Centre’s promotional
materials could be improved, that is why I am designing my
promotional leaflet for the Leisure Centre. The promotional
leaflet that I have shown is from the Pulserate Fitness Centre
located in The Friary Grange Leisure Centre. I feel that this
could be improved because they have photocopied the leaflet in
black and white, there is no use of colour, which makes the
leaflet less attractive to their customers. Inside the leaflet there
is information about the Pulserate Fitness Studio’s, Opening and
closing time of the centre, there is also information about peak
and off-peak times. The peak and off-peak times is when the
customer is offered a reduced rate on the full price. At the
Pulserate Fitness Centre the off-peak times is Monday to Friday
opening to 5.00pm, at the weekends its 12.00 noon until
6.00pm. Also in The Pulserate Fitness Centre there is
information about membership types. For example: Premier,
Solitaire, Solitaire Aerobic, Leisure Gym Passport and Teen-Fit;

* TInside the promotional material there is information about each
of there services for example: the Solitaire, is an unlimited use
depending on the period of membership 3, 6 orl2 months of the
Pulserate Fitness Centre. This membership offers you a free
programme updates and a free leisure activity passport
membership for the period of Solitaire membership, because
The Friary Grange Leisure Centre offer many facilities I feel
that they can attract a very big customer base. For example:
Teenagers, Over Forty year olds and over 18’s. Also between
8.00 am to 6.30 am on Tuesdays and Thursdays they can attract
customers before and after work time. This leaflet is not very -
colourful, it tells the reader a lot of information about The
Pulserate Fitness Centre, and about The Friary Grange Leisure
Centre, but lacks variety due to lack of colour could be off
putting to teenagers. For example: Too much reading. In
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conclusion to this question I feel that The Friary Grange Leisure

_ Centre promotional techniques and materials are very effective,
in what their general purpose is to provide a service to a wide
range of customers.

The Friary Grange Leisure Centre also uses brochures and
leaflet to increase their customer’s awareness of the products
and services, which they offer. Brochures and leaflets are some
of the most widely promotional materials in Leisure and
Tourism industries.

Here are some examples of what Leisure and Tourism
organisations use promotional materials for:

e Sport Centres facilities and programmes

¢ Holiday brochures/holiday guides.

¢ Hotels and there facilities.

e Transport timetables.

Brochures and leaflets are most likely to contain a lot of
information. I feel that they are a good source of information.

The Friary Grange Leisure Centre uses brochures and leaflets to
promote new facilities. They are designed in a way so that they
are eye catching, this makes the customers pick them up. The
promotional leaflet and brochures are located all over the leisure
centre, for example: there are leaflets in the Pulscrate Fitness
Studio, at the front reception and on the help desk. On the leaflet
The Friary Grange Leisure Centre is boldly written on top then
there is a picture to do with the facility that they are offering and
at the bottom of the leaflet they have mentioned whom it is run
by. Inside the promotional leaflet the pictures and text are all
split up into different headings under all of the membership type
that they offer, also at the bottom of the leaflet there is a box for
the peak and off peak times.

On the back of the leaflet there are sixteen rules of what users of
the gym can and can’t do. Also there is a box on how you
become a member of the Pulserate Fitness Studio. The leaflet
are designed so that they are not expensive and they are easy to
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read, slim and small so that they are easy to fit in the back
. pockets of there customers clothes.
The materials are made available to the customers because they
are out on show all over the Leisure Centre.

Now I am going to talk about the way that Holiday Hypermarket
use promotional methods:

Along with The Friary Grange Leisure Centre Holiday
Hypermarket also use Advertisements to promote there
facilities. I feel that there promotional leaflet are different
because they are always offering discounts on holidays or
weekend breaks for example: Save up to 20% on 2003 breaks
with Butlins holidays. Or 15% off on 2003 British holidays.
Holiday Hypermarket’s advertisements are a lot more colourful
than lots of other travel agents; also the text is all in different
colours as well as all of the images that they use are different
families and people enjoying themselves when they are on
holiday. They also offer their facilities at a reduced price. Also
through my promotional campaign I have looked at lots of
Holiday Hypermarket’s advertisements and I can see that there
is always a telephone number or a website address at the bottom
of the advertisement. Holiday Hypermarket make there products
available to there customers because of all the shapes and sizes
that they use. The promotional materials do not contain a lot of
words but I feel that they images get the picture across to the
customers on the leaflet it shows people either at the beach or
having a good time. This leaflet that I have shown is very
effective because it is colourful, it contains lots of information
the products that they are offering. I also feel that this
promotional material is effective because it is showing that
England are having good weather and why should you travel
aboard to have sunny weather and a good time. The
promotional leaflet is also effective because it is separated into
four different boxes for the four different companies. For’
example: Haven, British Holidays and etc. However on the
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.bottom of the leaflet there are terms and conditions for the
. holiday breaks, they are telling the reader that all offers are

- subject to availability, cannot be combined with any other offers

and are subject to the terms and conditions as stated in the
current brochures. Also the offer runs out by the 31 ' December
2003. The customer can tell if the Leisure and Tourism
organisation uses effective advertising because it should contain
some of these questions:

e Do they tell you how you can pay?

e Do they tell you the times when you can get information over
the phone? o

e Are any further details including the name of come one you
an talk to?

e Do they include a map or instructions on how to get to the
Leisure and Tourism organisation?

o Is an Internet address given?

I am now going to explain the other promotional material for -
Holiday Hypermarket:

Brochures and Leaflets:

All Leisure and Tourism organisations use brochures and
leaflets to promote their products and services. Holiday
Hypermarket combine there sales promotion and brochures and
leaflets together. For example: here is a successful sales
promotion that Holiday Hypermarket had last year: Buy one get
one for free- B.0.G.0O.F.F. Throughout my research on the
Holiday Hypermarket I have found out that this is the most
successful promotional material. When I visited Holiday
Hypermarket I picked up promotional brochures and leaflets
from all over the Leisure and Tourism organisation including
Holiday cyber market, the sailing ship. Which is located in the
Holiday Hypermarket that contain leaflets promoting
commission free on all foreign currency the centre of the Travel
Agent and at The bureaux De Change. The promotional leaflet
that is shown was collected from the sailing ship this is because
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they deal with UK and European holidays, and this offer was to
_ travel with either Haven, British Holidays, Butlins or Warner.

They are offering the customer a saving of 15% on 2003

holidays with Haven and British Holidays. Warner Holidays are

offering there customers 10% off 2003 breaks and lastly Butlins
are advertising 20% also off 2003 breaks. When I visited

Holiday Hypermarket the sales team talked to our group about

the promotional techniques and materials that they use. I asked

them some questions about there promotional campaigns here is
an example of one of the questions that I asked: Why does

Holiday Hypermarket use more brochures and leaflets than

advertisements? They answered me: Because unlike many

advertisements, brochures and leaflets often contain a lot more
information. The customers feel that this is because customers

see them as a source of information rather than simply as a

promotional material. Every leisure and Tourism organisation

use promotional brochures and leaflets because they want to
attract new and exiting customers all of the time, whatever
organisation they are operating. If Holiday Hypermarket were to
design a new promotional leaflet for next years summer offers,
they will have to think about certain items:

e The layout of the brochure or leaflet.

e [s it to contain a picture or image of the Leisure and Tourism
organisation?

e Opening times and a price list of the organisation.

e The right colours and the right font. For example: The
Ieisure and Tourism organisation may use red or blue to
attract the reader’s attention.

e Always tell the reader what you are advertising,

Holiday Hypermarket especially use Brochures and Leaflets if
they are looking to promote a new product (Holiday) or service.
For example: (A new facility that they are offering at the leisure
and tourism organisation.) For example: If Disney Land Paris is
looking to promote new children’s ride. The Brochure or
Leaflets is going to have to look eye catching for children,
colourful, big and bold font, it will have to contain a contract

© OCR 2004 GCSE in Leisure and Tourism (Double Award) 185
Oxford, Cambridge and RSA Examinations



0

number or address and a price list also information about what
. they are offering. I feel that brochures and Leaflets is a really
effective promotional material because:

¢ The customer can take the promotional material home with
them to read about the products and services that the Leisure
and Tourism organisation offers then.

e The promotional material should contain a contract number
or address so the customer can contract the Leisure and
Tourism organisation if they have any problems.

e A brochure or leaflet is to contain more information than an
advertisement.

e There should be a map or directions on how to travel to the
Leisure and Tourism organisation.

I have looked at two promotional materials for Holiday
Hypermarket and [ have now decided to look at another
promotional material that Holiday Hypermarket use to a very
good standard.

The Internet:

Computers and the Internet are one of the greatest advances in
producing effective promotional materials. Most Leisure and
Tourism organisations will have access to a computer that
allows them to design their own promotional materials quickly
and cheaply. Many Leisure and Tourism organisations now use
channels such as the Internet to send out promotional materials
to their customers.

Holiday Hypermarket also has a brilliant Internet website,
address which customers can book there holidays on. They also
offer them ‘holiday games’ for which county that they are
travelling to. The good thing with having a website on the
Internet is that if their customer can not travel to the
Hypermarket. Or they are at work all day and the shop is closed
by the time they return from work, they can book their holiday
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at any time of the day. Also on Holiday Hypermarket’s website

- address there is a map and an explanation of the Jocation of each
Holiday Hypermarket in-the UK there is also an explanation of
what each of the store offers the customers. The images and the
text on the website address are very colourful, and big and bold
font is used, also when you log on to the Internet address, there
are different categories with what they offer. For example:
Terms and conditions, Holidays and etc. However the problem
with the Internet website is that some people may not have
aaccess to a computer. The materials are made available to the
customers in quick and easy way because it is easier to log onto
the Internet than what it is going to the organisation also you can
go on the Internet at home or at work/college in your free time.
Holiday Hypermarket also use, brochures and leaflet, videos and
press releases to also promote their holidays. However they do
not use merchandising.
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This is the promotional material that I have described for
_ Holiday Hypermarket:
SAVE up to ;

5%

on 2003 holidays
] Quote code BKAO3

e e gt

~This offer excludes Christimas and New Year, +This offer applies to accommedation onl) i
. o I 2 ly and excludes Christmas and New Year,
All offers are subject to availability, Cannot be combined with any other offers and are subject to the terms and conditions as stated in the current blochure:.oﬁ:rasrare available unth 31 December 2003

This is the promotional material that I have described for The
Friary Grange Leisure Centre:

oo
N
23 Y
233
-
= 1

4
FRIARY GRANGE
LEISURE CENTRE

188 GCSE in Leisure and Tourism (Double Award) © OCR 2004
Oxford, Cambridge and RSA Examinations



GCSE IN LEISURE AND TOURISM

ASSESSMENT REVIEW SHEET

Name of Student:

Unit: 2 Strand: o " Task: 3

Assessment evidence working towards: _ o

Comments (with date/s)

. ‘ =t fi
I ks v S Ars Ex oo Eue R AT R P e et 0 orme l
. : ' : ' -
Apwioid, cw bttt  AeLE e Tw e sy or & A, D APy uE ke TS
- . ~— —_— a IR ¥
-4 '3 LY. Ny ‘_'o‘i’ﬁ‘. - o [ edan i X . '
“waage
ALt a '
(L) ey <o P JP vt g &!l-&."'*“"‘ iy v T 85 e ¥ L
0 ) ’ w L
Ttewm 1 Ruie. wmwog *=aATEervace . aat e % ACLd, P
TaA T EAS -
‘t.‘\-i e o T MO Rl T A RE VL E T 4 Ky oz Mo, B 8 O R ]
. . {
Sepctocda P G AT o oM Tt  FasT CealL€
6 L;c\ ‘1&.‘ =€ LoO e . 3 I-a&.'rl. -—os g PR - wfr W i G
iy et e T — Dik e, €4 ‘5’@:...1&":_ é-‘,....‘t!.l‘k;
Ciaypa Ty —AO LT N ‘
. . .ttlf-lt€5 . S E o\ T
Airod. . {a
X c‘-dﬁ‘lé‘ -0 ey Fu“"l‘_)‘ P N B i, ~lL ETre
P - |
Cl Sl & L oA | vl e Pg aa% !!,
. ]
LY.
gl
ER T ™ e LWL, L e v Qo v=x '
i-“{}ﬂ"l\a-!
Done .
© OCR 2004 GCSE in Leisure and Tourism (Double Award) 189

Oxford, Cambridge and RSA Examinations



~ Leisure and Tourism

Strand D Task Three

(a) Explain, using examples, how the most appropriate type of
promotional technique and material to be used by a Leisure
and Tourism organisation will depend upon:

(1) The type of Leisure and Tourism organisation.
(ii) The nature of the product being promoted
(111) The type of customer being targeted.

(b) Referring to Task 1 and 2, describe in detail how each of the
two Leisure and Tourism organisations uses as many of the
listed promotional techniques and materials as possible.
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Part A:

I fee! that the most appropriate type of promotional technique
and material that are used by Leisure and Tourism organisation
are Brochures and Leaflets due to the fact it can attract all type
of customer’s. Brochures and Leaflets can also promote all types
of products. For example: Sport’s timetables, Holiday guides,
and transports timetables for tourist information. With
advertisements you can offer lots of different products and
services in lots of different forms for example billboards,
leaflets and brochures and window signs.

Brochures and Leaflets are also essential for a Leisure and
Tourism organisation because they are €asy for customers to
take thermn home with them, easy to carry and quite small there
also carry lots of information on the organisation.

This is an example from The Friary Grange Leisure Centre:

DISTRICT COUNCIL
P "

‘Lichfield

4
FRIARY GRANGE
LEISLIRE CENTRE
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_The nature of this product that is being promoted is that the
organisation wants to attract more customers to join the
Pulserate Fitness Gym. Every customer that is targeted for the
Pulserate Fitness Gym has to be over the age of sixteen, In order
for this promotional technique to work well. The Friary Grange
Leisure Centre will have to think about opinions for there
market research for example. The age groups for the target
customers, the gender, the lifestyle and the social group, or
families. This promotional material is particularly good if The
Friary Grange Leisure Centre are trying to attract new customers
who have not been to the leisure centre before for example over
forty year olds. These target markets may not have a lot of time
on their hands and they would just like to pick up a leaflet and
see what the organisation offers them. If the leaflet is
particularly good then the customers would consider joining the
fitness centre. However there is another target market who
would most likely use this fitness centre, for example Men aged
between 18-30 this is a good target market because they would
want to keep fit and healthy, and meet new people at the same
time. They are also most likely to have more time on their
hands, especially at the weekends because they have not got
other commitments. For example: Children and work base
activities. To improve this promotional leaflet the Friary Grange
Leisure Centre could make it more colourful and brighter to
attract the target customer. Also they could include more
information one what the actual products and services are that
the Pulserate fitness gym offers. Another improvement, which
The Friary Grange Leisure Centre could implement, is an
induction session for first time users. They could also offer a
discount on refreshments after they are used the fitness studio.
Also meal deals - £5 for lunch includes any snack, drink and
meal.

S

iy

Along with Holiday Hypermarket The Friary Grange Leisure
Centre also consider the nature of the product that they are
promoting, for example: The Friary Grange Leisure Centre offer
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there customers that are between 14-16 a fitness room
_membership. Teen fit can be used only during off peak hour’s
i.e. Weekdays until 5.00 p.m. Weekends from 12.00 noon until .
6.00 p.m. The promotional leaflet contains information about
what happens when the child reaches there 16™ birthday, and
also information about the conditions of membership to be
aware of. The leaflet is attracted to 14-16 year olds because they
use bright colours, picture and images of people enjoying
themselves while they are at the Friary’s Pulserate Fitness
Centre. On the back of the promotional material there is
information about booking procedures.
 feel that this leaflet is really effective for the age group that
they are looking to target their products at, this is because they
use very informal works and expressions. E.g. 2 and wot.

I have also researched into another leaflet that The Friary
Grange leisure Centre have designed for there customers the
nature of this product that they are promoting is children’s
parties along with the Teen Fit leaflet this is also very colourful
and they use big bold font. When the customer opens the leaflet
there is a party price list, a party booking form. On another form
where is information from The Lichfield District Council’s
conditions for hire this contains information about what the
Leisure Centre can and can’t do, Information to the party
organiser and information about what the children can and can’t
do. Inside The Friary Grange’s promotional leaflet there is five
parties to chose from, e.g. Three poll parties, a Fit “n” Fun Party
and a Bouncy Castle Party. There is also four packages to chose
form which include, the use of the full hall with a choice of up
to five sports it includes football, basketball, badminton or short
tennis. Another package which the Friary Grange Leisure Centre
offer there customers is the use of the whole hall with a bouncy
castle on one court and the choice of up to four sports. Also
other information that is contained on the leaflet is information
on the party food that the Leisure and Tourism organisation
offers, and details on the booking procedures. This leaflet is
really effective because it attracts children and adults, with the
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big bold font that they use and the colourful pictures and paper.

_The promotional leaflet also contains a party booking form, this
makes their products and services more available from the
customer’s home, e.g. they could take the leaflet home discuss
the products and services that they offer and also talk to the
child that the party is for.

I feel that Brochures and Leaflets are more appropriate
promotional techniques and materials compared to direct
marketing, public relation, sponsorship, video’s, and the
internet. This is because the customer can take this promotional
material home with them, also a Brochure or Leaflet can contain
a lot of information about the products and services that the
Leisure and Tourism organisation offer them. The Leisure and
Tourism organisation can use lots of different Brochures and
Leaflets for all different facilities that they offer. For example
The Friary Grange Leisure Centre offer their customers a
Leaflet for The Pulserate Fitness Centre that is located inside the
Leisure and Tourism organisation, General Centre Information,
Information Children’s on Parties and other Exercise Classes.
They do this so that their customers are attracted to all sorts of
different activities also The Friary Grange Leisure Centre try to
make there products available to there customers by offering the
exercise classes on different night of the week. For example: On
a Monday they offer there customers, Kick Aerobics, Legs,
Tums & Bums, Body Works, Step and Yoga while on a Tuesday
they offer there customers, The running club, Abs & Back,
Beginners Step and Hi/ Lo. Also in the week moming they
offer customers chance to use the créche that is offered. That
cost a small fee of 70p per class, per child. They do this so that
they attract more customers to join their exercise classes. I also
feel that Brochures and Leaflets that The Friary Grange Leisure
Centre uses are to a very good standard because they offer
leaflets for all areas of the Leisure Centre. For example: The
Teen-fit Classes, Swimming classes information and etc.

The age group:
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Many products are aimed at people of a particular age, for
- example Club 18-30 is targeted at young adults who are looking
a going on holiday to have some fun.

Gender:

Some Leisure and tourism organisations offer activities and
products to one particular gender for example aerobics is mostly
targeted at the female gender and Rugby is most likely to be
targeted at the male gender because they are mostly to be
interested in the game. However in the modern era any age and
gender can do any sport and activities if they want to.

Lifestyle:

Lifestyle is a combination of work pattern, income, marital
status, family commitments and leisure and social habits, so
lifestyle describes the way in which we live our lives. Some
people may argue that lifestyle is one of the biggest influences
on the type of leisure and tourism products that we buy.

Social group:

Most people place themselves and other in a social group or
class according to their job. For example there are working class
people and middle class people. Many Leisure and Tourism
products are seen to be attractive to a particular class.

Finally Ethnicity:

Different Ethnic groups may have specific leisure and tourism
needs. Also religious beliefs can also have an impact on the
customers needs. For example a Indian may need specific needs

compared to a Pakistani.

Holiday Hypermarket also use target marketing along with all
Leisure and Tourism organisations.

Also when I looking around the Holiday Hypermarket I
recognised that advertising was the most effected promotional
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technique that they use, that is why T am going to describe this
. technique.

The nature of this promotional leaflet is to try to attract new
customers to book there holidays with Holiday Hypermarket,
the Holiday Hypermarket also want to attract the target age
group of any person would enjoys snowsports €.g.
Snowboarding, and snowblading. On the back of the
promotional leaflet they are offering you a change for a free
entry to win back the cost of your First Choice Ski holiday. It
also tells you what Ski packages that they do and the terms and
condition. Holiday Hypermarket is part of the First Choice
travel group, and they want to attract more customers to book
snowsporting holidays, I feel that these holidays are an up
coming process and many people enjoy snow connected
holidays. |

These as a sample of the promotjonal material that I am

describing:
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-On the bottom of this promotional leaflet there is a contact

number and the name of the Leisure and Tourism organisation
where the leaflet is from. The promotional leaflet is very
colourful and there is lots of important information about the
holiday that they are offering. I feel that this promotional leaflet
works well because the images show that people are having a
good time on there holiday, there is also lots of different
activities to choose from when they are looking to book there
holidays. This also works well because it is small and easy to fit
in the customers pocket, but it contains lots of information. The
disadvantages with this promotional leaflet is that the text is
written and presented close together so it may be hard for some
customers to read the information. Also the other disadvantage
with this promotional leaflet is that they are not really targeting
a specific target audience. They are just targeting any one who
enjoys going on skiing holidays. The Holiday Hypermarket are
trying to increase there sales of skiing holidays. To improve this
promotional leaflet Holiday Hypermarket could make the
awareness to one particular target market; they could also offer
reductions if a group of six people book a skiing holiday. |
Holiday Hypermarket offers their products at all different target
markets and at all different age groups. The nature of their
products that their target customers at are depending on the type
of holiday that they are looking to travel on. For example: If
Holiday Hypermarket were designing a leaflet for Disney Land
Paris, they would be targeting their products at children and
families. Holiday Hypermarket would have to consider certain
points when they were designing there brochure or leaflet, such
as:

e They may not want the brochure or leaflet to contain lots of
information, because they are targeting the products at
children and families.

e The brochure or leaflet would be most likely to be very
colourful and bold font is likely to be used.

‘e It is most likely to have pictures or images of young people
enjoying themselves.
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‘Holiday Hypermarket is most likely to have young people on

their promotional leaflets because Disney Land Paris offers their
customers, children’s fun rides, a chance to meet and speak to
the Disney characters and a really good time at the resort.

Another example that Holiday Hypermarket targets their
product effectively is Cruise holidays; these are most likely to
target the older generations. E.g. 40 plus this can be either
because, they may not have children to contend with, the may
have more money on there hands because they may have paid
the mortgage, they may have early retirement or may now work
part time. If Holiday Hypermarket were looking at designing a
new promotional leaflet for cruises, it would probably contain
more information because of the age group they are targeting
their products at, it may contain a timetable of what they may be
doing when they are on their holidays. What places they will be |
visiting while they are on the Cruise ship and information about
the accommodation, dining facilities and evening facilities.

The promotional leaflets will probably have a picture of one of
their company’s ships, it will be colourful and big bold font will
also be used. Inside the leaflet is may contain information about
the cruise ship, about the accommodation and about what
services the customers will in offered in the evening time.

I feel that Holiday Hypermarket make all there nature of there
products really available to there customers because they try to
target all there customers, what age group, gender, lifestyle,
social group, or ethnicity their customer belong to. They also try
to target all there customers needs and wants. For example: If
they are not happy with a particular part of any holiday they will
cither contact the airline, the accommodation to sort the problem
out.

Along with the Friary Grange leisure Centre I feel that
Brochures and Leaflets are the more appropriate promotional
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materials than Merchandising materials, advertisements, Videos,

Internet sites, Press Releases for Holiday Hypermarket is this
because customers can take the leaflet home with them, while
with advertisements they can’t. However people tend to
remember adverts do every potential customer, read every page
of a brochure before they throw it away. Also Holiday
Hypermarket offer their customers all different promotional
materials for products and services that they offer their
customers. Holiday Hypermarket does not use merchandising
materials because they are not very popular, and they feel that
they would gain customers from this. Holiday Hypermarket use
Videos to promote holidays to far away countries such as the
Far East, China and etc. With promoting these hohdays they
attract more customers to travel there.

Part B:

Both the two Leisure and Tourism organisations use many
promotional techniques and materials. For example: The Friary
Grange Leisure Centre use Advertising, Direct Marketing,
Personal Selling, Displays, Demonstrations and Sales
Promotion, and the techniques that they use are Advertisements,
Brochures and Leaflets, Press releases.

Holiday Hypermarket uses both promotional techniques and
materials. For example: Advertising, Direct Marketing, Public
Relations, Personal Selling, Displays, Sponsorship,
Demonstrations and Sales Promotion. The materials that they
use are as follows: Advertisements, Brochures and Leaflets,
Videos, Press releases and a Web Site. They use all of this
promotional techniques and materials because they want to
attract lots of customers and make the organisation very well
known regionally and nationally.

1 am now going to describe how each of the two Leisure and
Tourism Organisations use as many of the promotlonal
techniques and materials. -

Holiday Hypermarket:

Adyvertising: Holiday Hypermarket advertlses during busy

- periods to the seasonal nature of the Leisure and Tourism
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industry. Holiday Hypermarket advertise their holidays through
local radio, newspapers, billboards, teletext, shop windows and
bus stops signs. They do this because they want to sell more
holidays in order for them to do this they need to attract more
customers.

Direct Marketing: Holiday Hypermarket uses a mailing system
to target customers with special offers. This is mainly used in
January and October, this is when the “Mail shot’ either targets
existing customers who have purchased a holiday before or an
accredited supplier of the Direct Marketing Association.
However there is a low response rate to direct marketing.

Public Relations: Holiday Hypermarket takes positive steps
toward obtaining positive Public Relations. The company’s
Head Office provides media packs to publishers on request.
Articles about Holiday Hypermarket have appeared in national,
regional, local and trade press. Holiday Hypermarket use Public
Relations to support its promotion. I feel that Public Relations is
a very good promotional technique and it is very cost effective.

Personal Selling: Holiday Hypermarket uses a lot of Personal
Selling, there are 37 stores located in the UK, and each store has
a strong sales team. Walsall’s store has 20 sales staff; the team
are well trained, provide a very good customer service and are
very knowledgeable about the products they offer. They use lots
of different promotional techniques to ensure they get the best
possible out comes.

Displays: Holiday Hypermarket uses displays in and around the
shop floor. They use bright colours because they are inviting,
they provide clear information and are profession. They also use
displays around Walsall town centre, for example: Bus stop
signs. Window displays are used to attract people in from the
outside.
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Sponsorship: Holiday Hypermarket does not do a lot of
sponsoring because they feel it cost too much money. Holiday
Hypermarket sponsors local football clubs. Also with
sponsoring it does not really attract a lot of customers to the
organisation because they are not acknowledged in a company
which sells holidays.

Demonstrations; All round the travel agent Holiday
Hypermarket offer all kinds for demonstration. For example:
Food and drink is supplied in ‘Joe’s diner’ this is making the
Leisure and Tourism organisation feel home and friendly and
also attract new customers to the organisation. They also
frequently offers presentation evenings to customers they do this
to attract customers to new attractions and destinations. I feel
that this promotional technique works really well because many
customers like coming to these events. | "

Sales Promotion: Holiday Hypermarket offers a range of special
deals to customers. Last year Holiday Hypermarket did a

massive sale promotion on buy one holiday and get a second

one for free, the Leisure and Tourism organisation uses catchy
slogans for its promotional campaigns. Holiday Hypermarket

also has a company catchy slogan * We won’t be beaten on
price.’

From all this information a have collect I have found out and
Advertising, Personal Selling and Sales Promotion are the most
effective promotional technique.

I am now going to describe the promotional materials that
Holiday Hypermarket use:

Brochures and [ eaflets: This promotional technique is very cost
effective and they are a very good promotional technique
because they are easy for there customers to pick up when they
walk into the Leisure and Tourism organisation, they can also fit
into back pockets of there customers trousers. According to the
target market the organisation will have to think about the
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s nformation that it contains and the different colours that they

-use. For example a ten year aged boy would not like to read as

much information as a sixty-year-old man. Holiday
Hypermarket use brochures and lcaflets to atiract customers to
look at what promotional leaflet they are trying to sell. For
example: They offer their customers commission free foreign
currency, by attracting people to use this deal they distribute
brochures and leaflets to make the deal well known.

Advertisements: Along with brochures and leaflets
advertisements are a very good promotional technique because
they are big and bold, they are also noticeable from a long way
away. Holiday Hypermarket use advertisements as soon as you
walk into the Travel agent this is because they want to attract
people to buy particular holidays. They use window displays to
attract “walkers by’. This is very helpful to the organisation
because people may by travelling to a destination and they will
see that Holiday Hypermarket is offering a promotional deal.

Videos; Holiday Hypermarket uses videos 1o promote new
destinations and new types of holidays. For example they have a
special video room in the Leisure and Tourism organisation to
promote holiday that are further away from Europe. I think they
have done this because after 11™ September 2001 and fewer
people have not wanted to travel to places like America, a
counties in the Middle East. For example: UAE due to terrorism

Web site address: Holiday Iypermarket has there own web site
address for customers who want to book or find information out
over the Internet. This is very useful because customers may
have Internet access but they might not be able to travel the
travel agent. On their Internet web site you can find out where
the entire Holiday Hypermarket’s are located in the UK. You
can also look at what the organisation offers you when you
travel to the organisation.
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Press releases: Holiday Hypermarket uses press releases in the

_local newspapers * The express and Star’ and the “Walsall
observer’ This is because they want to attract customers from all
over the Walsall area to travel to the Leisure and Tourism
organisation. Press releases may be expensive but money is paid
back as large amounts of customers read press releases to find
out the local news. Holiday Hypermarket’s are very bright and
colourful.

Now I am going to about The Friary Grange Leisure Centre’s
promotional techniques and material’s.

~ Advertising: The Friary Grange Leisure Centre uses advertising
to promotional all the courses and information that they offer to
do with the organisation. For example they offer an
advertisement for The Pulserate fitness centre. They do this
because they want to attract new customers to join the Pulserate
fitness centre. The Friary Grange Leisure Centre usually
advertise there products and services at particular quite times.
For example In the winter they ‘Mail shot’ different people with
what facilities they offer.

Direct Marketing: The Friary Grange Leisure Centre uses Direct
Marketing by mailing target customers with specific offers. The
Friary Grange do not really use Direct Marketing to the extend
that they should, I feel they should improve it so that there is
more work on targeting the customers. I do not feel that this is
very effective.

Personal Selling: The Friary Grange Leisure Centre personal
selling is efficient because they have a sales team of 12 just at
the Lichfield branch. Friary Grange’s sales team is well trained,
they provide a good customer service. To improve the personal
selling they could offer more free induction classes and make it
more cost effective?
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Displays: The Friary Grange Leisure Centre uses a range of
different displays. For example: in-store displays and bright and
inviting colours. Also up by the café area there are lots of bright
signs which tell the customers all about the Leisure Centre. Also
on the help desk there is a book, which their customers can write
to tell them what their problems are with the Leisure Centre.

Demonstrations: Friary Grange uses demonstrations by offering
a presentation evening. For example They do this if they are
trying to offer a new product or service, when the Pulserate
Fitness Centre was first introduced the Leisure Centre, they
offered there new customers food an drink facilities, and there
was a range of guest speakers talking about the new Fiiness
Centre.

Qales Promotion: The Leisure and Tourism organisation offers a
range of special deals to customers. Around the time of
Christmas the Leisure Centre offers there customers a reduced
price, also around the time of July the also offer there customers
a reduced price in the Leisure Link price. This is a very good
promotional technique because it attracts a lot of customers.

The Friary Grange Leisure Centre also use promotional
materials:

Advertisements: The Friary Grange Leisure Centre uses lot of
advertisements to promote new and existing products and
services. For example: They use Flying with information on
there products that they offer: e.g. Badminton Courses, and on
Billboards. For effective advertisements the important factor is
to ensure that it follows the AIDA principles.

You can tell if they are effective advertisements because they
should include: |

e Do they give you an address and telephone number.

e Do they tell you how you can pay?
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e Do they tell you the times when you can get information over
the phone?

e Do they include a map or instructions on how to get to
attractions?

e Are any further details included, such as the name or
someone to talk to?

o Is an Internet address given? If it is you might like to see
whether the website gives you the information promised in
the adverisement.

Brochures and Leaflets: The Friary Grange Leisure Centre uses
brochures and leaflets to promote the products and services that
they offer. They use brochures and leaflets for each course that
they deal with. For example they offer different leaflets for
children’s parties, and other leaflet for which services they are
offering. The downfalls to Friary Grange’s promotional
materials are that they are not colourful or bright. At The Friary
they could offer more facilities for children. For example:
summer play schemes, or after school clubs. Also I feel that the
brochures and leaflets need to include more images.

From all the Leisure and Tourism organisations I have studied 1
have founded out that the most effective promotional techniques
are Advertising, Personal Selling and Displays. The most
effective promotional materials are Advertisements, and
Brochures and Leaflets. |

Most Leisure and Tourism organisations use marketing strategy
here is an example of the marketing:

Sales promotion

Advertising 4 , A 3 Public Relations
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Personal Selling

All businesses use this marketing strategy to attract more
customers to their organisation. If particular Holiday
Hypermarket uses this strategy because, when I visited the
organisation they told me how they use this strategy to sell their
holidays.
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Leisure and Tourism
Unit 2 Strand D
Task 4.

For both Leisure and Tourism organisations suggest and justify
other relevant promotional techniques and materials that each
could use to promote themselves and their products.

(1) Both of the Leisure and Tourism organisations that I
have investigated use lots of promotional techniques
and materials to make there products very well known
locally and nationally, they do this because they want to
attract lots of new and existing customers to there
organisation. However there are still some promotional
techniques and materials that they don’t use for
example:

Here are The Friary Grange Leisure Centre’s promotional
techniques that they don’t use: :

Sponsorship: The Friary Grange Leisure Centre do not use
sporisorship because Lichfield council has ownership, and it
would cost too much money to sponsor a local organisation.
However they could sponsor Lichfield Football Club, to gain
more money and attract new customers to their organisation. For
Example: There is another Leisure Centre in the Lichfield area
called King Edward The sixth and they sponsor The Lichfield
Hockey Club. I feel that they do this because they are a new
company, with not as many customers as The Friary Grange
Leisure Centre. However the Lichfield District Council also
owns them. The other problem with sponsorship is that it costs a
lot of money, in printing the materials. An example of
sponsorship is Arsenal Football Club, their kit sponsor is Nike
and their club sponsor is O2 the mobile phone Company.

Public relations: The Friary Grange Leisure Centre do not use
Public relations is the planned attempt to create a favourable
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image of an organisation. One of the main advantages of Public

. relations is that it is free! So why don’t The Friary Grange
Leisure use this promotional technique? It is often involves
liaising with the media. For example: Newspapers, the radio and
the television. Also to persuade them to publicise information
about the organisation and its products. I feel that The Friary
Grange Leisure Centre do not use Public relations because they
are not that well known, in order for PR to work they will need
to advertise there products and services more so that they attract
more customers. The Friary Grange Leisure Centre could use
Public relations by advertising on Local radio stations such as
Centre FM, Heart FM and BRMB. This would attract people
from all over the Midlands. Or in the local newspapers, €.g. The
Mercury and The Lichfield post.

Here are the promotional materials that The Friary Grange
Leisure Centre do not use:

Merchandising Materials: This promotional material is very
expensive. Merchandising refers to materials that are sold or
given away to customers that help to promote an organisation’s
main products. Merchandising Materials usually feature the
organisation’s name: Here are some examples of merchandising:

Pens

Bags

Posters

Badges

Mouse mats
T-shirts and etc.

I feel that The Friary Grange Leisure Centre would really

benefit from merchandising materials. One example for
merchandising is Oxfam these are a charity run group who try
and raise money for people who live in third world counties,
They use merchandising materials such as: pens, posters and etc.
The Friary Grange Leisure Centre is not the only Leisure Centre
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in the Lichfield area but they would be the only one who use
- merchandising materials, so it would make a real difference.

Videos: The Friary Grange Leisure Centre does not use Videos
because they are too expensive. One of the ways that many
organisations have overcome this difficulty is by producing
videos showing customers actually using experiencing the
services and products. Out of the promotional materials that I
have investigated in I feel that videos are not a very effective
promotional material because once the customer have seen the
video they are not likely to watch it again this is because they
probably don’t have time. They feel that the offer they are
promoting is not very effective. The Friary Grange Leisure
Centre could use the same scheme as what Holiday
Hypermarket do. For example: They have a video playing in the
background while their customers are booking their holidays.

Internet Sites: The Friary Grange Leisure Centre do not use
internet sites because they are owned by the council and they
probably feel that they are too expensive to run. However
throughout my research on The Friary Grange Leisure Centre, I
looked on The Lichfield District Councils homepage and under
the headings of Leisure Centres: Friary Granges appeared, it told
the customers a contract number, what leisure facilities that they
offer and directions on how to get there.

When | have researching Holiday Hypermarket’s promotional
techniques and materials I found that they use all there
promotional techniques listed. Also there is only one
promotional material that they do not use.

Merchandising materials: Holiday Hypermarket does not use
merchandising materials because it is too expensive.
Merchandising materials were originally given away free to
encourage customers to return and buy the products again.
However 1 have that merchandising is a really effective way to
promoting products and services. Holiday Hypermarket could
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send new and exjsting customers merchandising products such
. as:

Pens

Drink coasters
Posters

Mouse mats
Balloons.

This would increase customer sales, and make other people
more aware of the Leisure and Tourism organisation. Holiday
Hypermarket would really benefit from using merchandising
materials because the organisation would become better know
locally and nationally. Also if Holiday Hypermarket did not
want to use merchandising, they could ‘Mail Shot’ new and
existing customers to increase the sale of there holidays.

How could the promotional techniques and materials, which
could be improved fo_r the Leisure and Tourism organisation?

The Promotional techniques that The Friary Grange Leisure
Centre could improve are direct marketing, Personal Selling and
Demonstrations. I feel that these could be improved because
they are not used to the best of there ability.

Direct Marketing: I feel that The Friary Grange Leisure Centre
do not send or give promotional materials directly to individual
customers. Direct Marketing is one of the fastest growing areas
of promotional and The Friary Grange Leisure Centre could use
it a lot more effectively. When I was researching about The

~ Friary Grange Leisure Centre I found out that they only mail
shot customers who have a Leisure link membership. With this
technique that they use they are not introducing new customers
to their Leisure Centre. The Friary Grange Leisure Centre could
improve this technique. For example: They might send out a
direct mail letter about a forthcoming event at the Leisure
Centre to customers who have been to similar facilities before in
the past.

© OCR 2004 GCSE in Leisure and Tourism (Double Award) 211
Oxford, Cambridge and RSA Examinations



2D

. Personal selling: The Friary Grange Leisure Centre could
improve there personal selling to there customers. Personal
selling is a bit like direct marketing. Personal selling involves
direct sales contact between an organisation and its customers. It
can be carried out face-to-face or over the telephone. Even
though The Friary Grange Leisure Centre use Personal selling I
feel that they could improve it if they follow different stages:

e They could find out what sort of Leisure activities they like
getting involved with.

e Always provide the customers with the honest and accurate
information.

e Do not pressure customers into buying something they are
unsure about.

¢ Describe the products and services that the organisation has.

e Explain how the customers go about buying the products that
they have chosen.

e Always check if the customer is satisfied with what they have
bought.

This step by step plan is what all organisations should complete

to have effective Personal selling.

Also because there is a new Leisure Centre in the Lichfield area

I feel that Friary Grange is loosing competition because there

are new facilities there.

Demonstrations: The Friary Grange Leisure Centre only use
demonstrations if a customer is unsure about any and equipment
that they have been using, or that they are about to use. To
improve there demonstrations they should show each customer
that uses the gym for health and safety reasons, because the
leisure centre does not show each customer how to use there
equipment they could in serious trouble if a customer reports

them.

The Friary Granee Leisure Centre only uses a small amount of
promotional materials. For example: Advertisements and
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Brochures and Leaflets. 1 feel that they use it to the best of there
- ability.

T am now going to talk about the promotional techniques that
could be improved for Holiday Hypermarket:

Displays: Even though Holiday Hypermarket uses a range of in-
store and window displays. I feel that they could improve them.
For example: They could use a computer so that they writing
look professionally written. They could also use more inviting
colours instead of just green and blue, also include more
information about what they are offering, and about the Leisure
and Tourism organisation.

Here are the promotional materials that Holidav Hypermarket
could improve:

Press releases: The Holiday Hypermarket use press releases in
there local newspapers, and they use billboard in and around the
‘Walsall and Birmingham area, this is because there travel agents
are based in these areas. Holiday Hypermarket could improve
their press releases to make sure that they follow the same that
ATDA applies to. Holiday Hypermarket could advertise in the
Evening Mail, which comes out every evening in the West
Midlands. This would improve sales because the travel agent
would become well know and attract more customers to the
Leisure and Tourism organisation.

C.

You must explain how you gathered your information e.g.
additional contact with each organisation, research from other
leisure and tourism organisations:

While T have been investigating in promotional materials I have
been looking at ail types of Leisure and Tourism organisation’s
for example: Travel agents, Leisure Centre and etc. I have done
all of this research so that my promotional leaflet that I design
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for The Friary Grange Leisure Centre includes lots of

. information about the Leisure Centre and about what they do.
All of the Leisure and Tourism organisations that I have
investigated in all use advertisements in and around the Leisure
and Tourism organisation, to attract more customers. They also
use brochures and leaflets so that their customers can take the
information home with them and see what the Leisure and
Tourism organisation offers then as a customer. I feel that
Holiday Hypermarket use the most promotional techniques and
materials from all the Leisure and Tourism organisations that in
have listed this is because they are know locally and nationally
and they have a very wide customer base. For example: They
offer holiday for families, single parents, retired people,
holidays for young adults and etc. They do this because they
want to attract customers from all age groups, genders, lifestyle
and social groups, to book holidays from there organisation.
Holiday Hypermarket also uses billboard in and around the
Walsall area to promote their products and services to all kinds
of customers. They have an Internet website, which customers
can book holidays or view different types of accommodation.
For example: Villa’s, Hotel’s or apartments depending on what
type of holiday you are looking on going on. Also on the
Holiday Hypermarket website page there are maps to show
where each Hypermarket is located. You can also find
information out about the Travel agent.

Throughout my research on Holiday Hypermarket I have been
on a number of visits to the Walsall branch, to find information
out about marketing and promotional materials and techniques.
When I have been there I have listened to talks about what the
organisation is, what it does, how it does it, why it does it, and
when it sells holidays. When I have been there a team of
management came in to talk about the marketing side to the
travel agent.

[ am going to talk about The Friary Grange’s sources _of
information:
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When 1 visited The Friary Grange Leisure Centre to find out
research about what promotional materials and techniques that
they use, I also found out other information about what they do
at the organisation that is revenant to marketing and promotional
work.

Firstly I put together I series of questions that I could ask either
the receptionist or the manager at the Leisure and Tourism
organisation. These questions consisted of 1.what promotional
technigues and materials do you use? And why do you use
these? 2. The promotional techniques and materials, which you
think, could be improved for the Leisure and Tourism
organisation?3. What other promotional techniques and
materials could The Friary Grange Leisure Centre use? 1also
asked questions about marking For example: 1. Do you use
market segmentations? 2. If so which ones do you use? And
which are the most effective? 3. Do you use the SWOT analysis
to improve your organisation?

I asked these sorts of questions so that I got a full view of what
The Friary Grange Leisure Centre do to make their organisation
to the best of their ability. The Leisure and Tourism organisation
also uses presentations that are held on various evenings, which
include a talk from management and marketing, they are mostly
to do this if they are promoting a new facility, or if they are
looking at improving the Leisure Centre. I feel that if The Friary
Grange Leisure Centre was to become a better Leisure and
Tourism organisation they would need to use more promotional
techniques and materials. For example they could use press
releases, merchandising materials and videos to improve their
organisation so that they attract more customers to their
organisation. If they wanted to use more promotional techniques
they should use Public Relations, Sponsorship, or Personal
Selling, this would make their products and services more
variable to there customers because they are use different
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Promotional techniques so that the leisure and Tourism
organisation becomes well known.

Now I have researched into The Friary Grange Leisure Centre
and Holiday Hypermarket Travel Agents, I have found out that
Holiday Hypermarket use to most Prometional Techniques,
because they use them all, and they use all the Promotional
Materials apart from one which is Merchandising Materials.
However The Friary Grange Leisure Centre use only two
Promotional techniques and they use six Promotional materials.

I have also listed the Promotional Techniques and Materials,
which I think, could be improved for the Leisure and Tourism
organisation. I feel that the ones that I have chosen are really
appropriate for both the Leisure and Tourism organisations. I
have chosen Direct Marketing, Personal Selling and
Demonstrations for the promotional techniques that could be
improve for The Friary Grange Leisure Centre and because they
only use two promotional materials they could introduce some
other ones. For Holiday Hypermarket the improvements for
Promotional Techniques are Displays and the improvements for
Promotional Materials are Press Releases. If the both Leisure
and Tourism organisation were to improve these promotional
methods there organisations would be profitable and would
attract a lot more customers.

Throughout the time that T have been researching in Leisure
and Tourism companies I have collected information from all
kind of organisations. For example Robert Board Travel Agents
in the Lichfield area, and Co-op Travel which is also in
Lichfield. T have also collected other information from other
Leisure Centres. I also researched on the Internet i.e. Web pages
and I collected leaflets and brochures from the chosen
organisation.
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Here are some examples of the sources of information that]1

have researched in, from other Leisure and Tourism

oreanisations. These examples are from The Friary Grange

Leisure Centre that is located in the Lichfield area.
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Here are some examples of the sources of information that [
have researched in from other Leisure and Tourism
organisations. These examples are from Co-op Travel which is a

Travel a; aent that is located in the Lichfield area.
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9™ AUGUST 2003

AT A GREAT PRICE OF:

~

£14.50 ADULTS
£13.50 CHILD/OAP

EXPERIENCE THE THRILLS OF THE PLEASURE BEACH, WITH
OVER 140 RIDES ON A 42 ACRE SITE, OR STROLL ALONG
THE GOLDEN MILE WHICH IS FULL OF ATTRACTIONS AND

THINGS TO DO. |

Operated by
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Here are some examples of the sources of information that I
have researched in from other Leisure and Tourism
oreanisations. These examples are from Holiday Hypermarket

" Travel agents thev are logesasmm " hrea,

Short Breaks
& Holidays at 13

UK coastal
Holiday Parks

TO 1vewsr

220 GCSE in Leisure and Tourism (Double Award) © OCR 2004
Oxford, Cambridge and RSA Examinations



[ eisure and Tourism
Strand D Unit two
Promotional Techniques and materials

Extension Task:

Referring to Tasks 1-4 you are to compare the promotional
techniques and materials used by two Leisure and Tourism
organisations. I should consider: '

(i) The differences, with reasons
(i1) The similarities, with differences
(ii1) Your conclusions. |

I have researched into different promotional techniques and
materials.

I have discovered that The Friary Grange Le1sure Centre doesn’t
as many promotional techniques and materials as Holiday
Hypermarket. These are the promotional techniques that The
Friary Grange Leisure Centre uses, Advertising, Direct
Marketing, Personal Selling, Displays, Demonstrations, and
Sales Promotion. The promotional materials that The Friary
Grange Leisure Centre uses: Advertisements and brochures and
Leaflets.

However Holiday Hypermarket use Advertising, Direct
Marketing, Public Relations, Personal Selling, Displays,
Sponsorship, Demonstrations and Sales Promotion as there
promotional techniques and the promotional materials that they
use are as follows: Advertisements, Brochures and [eaflets,
Videos, Press Releases and Internet Sites. |

The Friary Grange Leisure Centre use their Promotional
T@phmques in a different way to Holiday Hypermarket because
Friary Grange is a Leisure Centre and Holiday Hypermarket is a
Travel Agent. Holiday Hypermarket are also a lot bigger
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organisation compared to The Friary Grange Leisure Centre

_ because there are 37 store located in the UK while there 1s only
two Friary Granges. Those are located in Lichfield Staffordshire
and the other Leisure Centre in located in Banbury in
Oxfordshire both of the Leisure Centre’s offer their customers to
same facilities.

Advertisements:

Even though The Friary Grange Leisure Centre is a lot smaller
than Holiday Hypermarket they still advertise by using the same
methods. When you walk into The Friary Grange Leisure there
are big advertisements telling customers that they have entered
The Friary Grange Leisure Centre, on this advertisement there is
information that is telling the customers what products and
services they offer. For example: Exercise classes in the
Pulserate Fitness Centre, Information about the swimming pool
and etc. Holiday Hypermarket also uses advertisements when
customers walk into the Leisure and Tourism, at the front of the
organisation. Holiday Hypermarket especially advertises during
busy periods due to the seasonal nature of the industry. Holiday
Hypermarket advertises through the local newspapers, local
radio stations, bus stop signs and on billboards around the
Walsall area. All Leisure and Tourism organisations advertise
because they want to attract new and exiting customers to their
Ieisure and Tourism organisation. The Friary Grange Leisure
Centre advertises through brochures and leaflets, billboards
around the Lichfield area and on the local radio stations, which
included Centre fm, and Heart fm.

Direct Marketing:

Both The Friary Grange Leisure Centre and Holiday
Hypermarket use mailings to target customers with specific
offers. Holiday Hypermarket ‘Mail shot’ either new or exiting
customers. For example: They find this information out from
customers who have previously purchased a holiday from
Holiday Hypermarket or an accredited supplier of the Direct
Marketing Association (DMA). The Friary Grange Leisure
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Centre also use Direct Marketing and while I visited the leisure
. and Tourism organisation I asked them a few questions about
there promotional work: 1. When you mail your customers
what response rate do you receive? Their answer was: direct
mailings prove to have a low response rate, usually below 5%.
From the answer of my question I feel that The Friary Grange
Leisure Centre do not usually carry out Direct Mailing. The
Friary Grange Leisure Centre are most likely to mail a customer
if they either have a new product or service that they need to
promote, or they are not doing particular well with a facility that
they offer.

Personal Selling:

Both Holiday Hypermarket and The Friary Grange Leisure

Centre use Personal Selling in different ways. Due to the fact

that one is a Travel Agent and the other is a Leisure Centre.

Holiday Hypermarket has 37 stores located in the UK. Each

store has a strong sales team. Walsall’s store has 20 sales staff,

each of them are well trained, they provide a good customer
service and know a great deal about the products that they offer.

Holiday Hypermarket also uses a strong technological

equipment which means that computers and central databases

are provided on booking availability. The Friary Grange Leisure

Centre have a different kind of personal seiling because they

usually telephone the customers, but Holiday Hypermarket tend

not t00. As The Friary Grange Leisure Centre tend to use
telephone personal selling they have to think about many
successful stages:

e Not pressurising customers into buying something they are
unsure about.

e Identify the customers needs and expectations, the personal
seller has to ask the right questions and listen carefully to
what the customers wants.

e They have to describe the products and services that the
leisure and Tourism organisation is offering their customers.
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o They must provide the customers with honest and accurate
information so that they can decide what product suits their
needs.

e Explain alternatives so that the customer can have
alternatives.

e Always check to see if the customer is happy with there
products.

Displays:

Holiday Hypermarket use a range of in store and window

displays. They use bright colours that attract customers because

they are inviting, they provide clear information and are
professionally written. They also use window displays to attract
customers who walk passed the Leisure and Tourism
organisation. They offer their customers brochures and leaflets,
which are located around the Leisure and Tourism organisation.

Also when customers enter the travel agent there are big and

bold advertisements that tells them what promotional offers that

they are offering. For example: At the start of August they offer
customers a reduction on late summer holidays e.g. to Greece,

Spain and etc. The Friary Grange Leisure Centre uses displays

in a different advertisement way, because they try not to use

window displays. This is because they are not located on a

public walkway, this means that customers cannot see the -

Leisure and Tourism if they were a drive past in the car or walk

by. They feel that the best displays are in and around the Leisure

Centre this is because they can attract customer’s attention.

The Friary Grange Leisure Centre does not use sponsorship
because they feel that they don’t gain a much profit. However
Holiday Hypermarket do use sponsorship, such as local football
teams and companies.

Sales Promotion;

Both Leisure and Tourism organisations that I am describing use
Qales Promotion however is different ways. Holiday
Hypermarket offers a range of special deals to there customers.
The company use catchy slogan for there promotional
campaigns, such as: ‘Stripping off” this was where the company

2 . .
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has allocated £5 million for discounts and ‘Catch us with our
prices down’ a Sale Promotion for late holiday deals. Holiday
Hypermarket also uscs the slogan ‘We won’t be beaten on
price’. This means that if a customer can find a cheaper deal for
the same holiday at another Travel Agent, Holiday Hypermarket
will give them the full difference and a discount on either travel
insurance, foreign currency or the flight to the destination. The
Friary Grange Leisure Centre use sales Promotions differently to
Holiday Hypermarket because the likely to offer there customers
money off vouchers if they are not happy with a particular
product or service that, The Friary Grange Leisure Centre have
offered them either. In the Pulserate Fitness Centre or in the
general Leisure Centre. They also enter there customers into
competition and prize draws if they are a member of the Leisure
link, this attracts customers to enter the service because they can
win six mouths free membership to the Leisure Centre, or a
reduction on the price of a membership. E.g. 15% off each
member that joins from the same family. The Friary Grange
Leisure Centre uses sales promotions with other techniques. For
example: They might use a direct mail letter and include a
money-off voucher or place a newspaper advertisement in the
local newspaper that includes a competition.

Demonstrations:

Holiday Hypermarket frequently offers presentation evening to
customers, which include a range of guest speakers which use
videos and presentation materials. They do this because they
want to attract more customers to book holiday with them.
These nights are usually centred on specialist holidays that are
achieving high sales. For example: China and the Far East are
not doing particularly well with holiday sales, as result
presentations won’t be shown. The Friary Grange Leisure
Centre uses demonstrations especially in the Pulserate Fitness
Centre. For example: If the Leisure Centre has a new product or
services that customers have not used before. The Pulserate
Fitness Centre offers them a free demonstration on how to use
the equipment. Also if the customer is a new member or it’s
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there first time they have been they have been to use The

" Pulserate Fitness Centre they have to give there customer a free
demonstration on the equipment that they offer, this is for health
and safety reasons. I feel that demonstrations are a very
effective promotional technique because it can atiract lots of
customers. Due to the fact that customers are always interested
in new and exciting products and demonstrating them is an easy
method to make the product popular as consumers know how to
use it.

Both Holiday Hypermarket and The Friary Grange Leisure
Centre use different promotional methods here are the main
differences.

Advertisements:

Holiday Hypermarket uses advertisements to attract more
customers to the Leisure and Tourism organisation they use
advertisements in great depth and are located all over the store
attract customers because they offer lots of different products
and services. For example: ‘Holiday cyber market’ and the
‘Movies’ offer customers advertisements of brochures and
leaflets on holidays that are not doing particularly well. For
example: Snowboarding holidays are not doing well throughout
June, July and August 2003 because of the hot weather
throughout England and Wales. They also offer commission free
on all foreign currency. The Friary Grange Leisure Centre uses
advertisements when you enter the Leisure and Tourism
organisation. For example: They promote to the customers a
Pulserate Fitness Centre. The advertisement includes the
opening and closing times of the fitness centre, what products
and services they offer to particular target markets and the day
and time that they offer the products or services. The Friary
Grange Leisure Centre also uses advertisements to advertise
what new products and services they are looking to offer their
CuStomers.

Brochures and Leaflets:
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Both Holiday Hypermarket and The Friary Grange Leisure

_ Centre use brochures and leaflets to promote there products
(holidays) and services (facilities that they offer at the Leisure
and Tourism organisation. For example: Holiday cyber market.)
Holiday Hypermarket’s brochures and leaflets consist of
commission free on all foreign currency, late deals on slow
moving holidays, reduction on travel insurance and airport
transfers. There brochures and leaflet are always very colourful,
and contain a lot of important information, including
information about the Travel Agent, information about the offer
they are selling, pictures and images about the offer, and other
important information. Holiday Hypermarket feels that: Unlike
many advertisements, brochures and leaflets often contain a lot

~of information. They feel that this is because customers see
them as a source of information rather than simply as a
promotional material.
The Friary Grange Leisure Centre brochures and leaflets are
also very effective because they target their customers with the
different colours, pictures, and information that they use. For
example: The language they use, formal or informal considering
the target market, Children or over forty-fives. Their brochures
and leaflets are very simple but contain lots of important
information; they have the same format for each of their
brochures and leaflets. However they use different colours,
language and pictures to suit the target market. For example:
The brochure and leaflet that they have designed for the
Pulserate Fitness Centre, is blue with a picture of weights this
attracts customers to join the fitness centre because they want to
keep fit and healthy. Inside the leaflet there is information about
what services they offer, information about off and on peak
time, opening and closing times and membership fees. Also
because the Lichfield District Council owns them, on every
leaflet they contain the symbol.
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“The Friary Grange Leisure Centre does not use Videos, as they
do not have a web site address also they don’t use press releases
or don’t merchandise products. -

I have described the differences between the promotional
techniques and materials that both Holiday Hypermarket and
The Friary Grange Leisure Centre use L am going to describe the
similarities that they have between the both Leisure and
Tourism organisations. -

Both Leisure and Tourism organisation have similarities
because they both use promotional techniques and materials.

Advertising:

Holiday Hypermarket and The Friary Grange Leisure Centre
both use advertising to attract more customers to book a holiday
or to join the Leisure Centre. If Holiday Hypermarket are
offering their customers a late deal on holidays that have not
done very well throughout that season. For example: If Greek
holidays have not done particular well they will offer their
customers a reduction to off the full price. The Friary Grange
Leisure Centre also uses this technique if one of their products
or services have not done particular well. For example: Children
badminton classes. Badminton classes have a 12-week term, half
way between the 12 weeks if the class is not too popular they
will reduce the price. Both the Leisure and Tourism
organisations also advertise new products and services that they
are looking to promote in the near future. For example: Holiday
Hypermarket might be looking to advertise holidays to Out of
space, and The Friary Grange Leisure Centre may want 10
promote a new service that they are looking to offer. For
example: Cricket classes throughout the summer holidays for 7-
11 year olds. Both Leisure and Tourism organisations feel that
these are too effective promotional techniques that they useto a
very good standard.

When the two Leisure and Tourism advertise their products and
services: The options include:
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¢ Through newspapers

Billboards

Posters

Magazines

Cinema

Television (both terrestrial and satellite)

o Teletext (the information service on commercial television)
¢ Radio

Both Leisure and Tourism organisations may be national,
regional or local. However they both don’t use:

e Television

o Cinema

They do not use these options of advertising because they feel .
that it is may be too expensive, or they may not attract a lot of
customers.

Direct Marketing: |

Both Holiday Hypermarket and The Friary Grange Leisure
Centre use Direct Marketing as a promotional technique, they
both feel that it is one of the fastest growing areas of promotion.
The Friary Grange Leisure carry out there Direct Marketing in
the same way, it involves sending or giving promotional
materials directly to individual customers. They both use
mailing to target customers with specific offers. ‘Mail shot’ is
the most effective Direct Marketing this is because it is obtained
from customers, who have previously purchased a holiday from
Holiday Hypermarket or who have previously been a member of
The Friary Grange’s Leisure Link membership. Both the leisure
and Tourism organisations do this so that they can attract more
customers to join or book these services.

Personal Selling:

I feel that Personal Selling is a really effective promotional
technique. What makes a really good sales teams is if:

e They well trained

e Provide a good customer service
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e Are very knowledgeable about there products and services
that the offer.

o Ifthey are provided with a strong technological support. For
example: PCs linked to central databases that provide a story
booking availability.

Both Holiday Hypermarket and The Friary Grange Leisure

Centre have very strong sales teams. Holiday Hypermarket’s

contain 20 sales staffs and The Friary Grange Leisure centres

sales team contains 15 sales staffs. The Friary Grange Leisure

Centre feels that personal selling is really effective because it

can be carried out face-to-face or over the telephone, they also

frequently involve customers in selling situations. Holiday

Hypermarket also frequently involves customers that book a

holiday with them in a selling situation.

Displays:

Holiday Hypermarket uses a range of in store and window
displays to attract customers, who pass by the Leisure and
Tourism organisation, They use bright colours, that are inviting,
they provide clear information and are professionally written.
Holiday Hypermarket uses window displays to attract customers
from the outside of the Leisure and Tourism organisation. 1 feel
that displays are a really effective promotional technique
because they can attract any age, gender, lifestyle, social group
or ethnicity. Holiday Hypermarket’s displays are particularly
attractive because they are brightly coloured, contain lots of
important information and they always target the customer with
effective advertising. The Friary Grange Leisure Centre also
uses effective displays in and around the Leisure and Tourism
organisation. For example: When customers enter the
organisation there is information about what products and
services they offer their, e.g. The Pulserate Fitness Centre,
Children activities and etc. Their displays are brightly coloured,
contain the price, what they are offering and important
information about what they are offering. Another similarity is
that they also have the Leisure and Tourism organisation’s logo
or slogan. For example: ¢ We won’t be beaten on price’.
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Sales Promotion: |

. Holiday Hypermarket and The Friary Grange Leisure Centre use
Sales Promotions to attract more customers to book a holiday or
join the Leisure Centre. They both offer a range of special deals
to there customers. Holiday Hypermarket uses catchy slogans
for there promotional campaigns. For example: ‘Buy One Get
One For Free’ this campaign was adopted for two years and has
been very successful. They also have other Sales Promotions for
late deals. They also have there own Sales Promotion, which is:
‘We won’t be beaten on price’ Holiday Hypermarket and The
Friary Grange Leisure Centre use Sales Promotion as a short
term activity that is intended to encourage interest in a particular
product. For example: If a holiday to a particular place is not
done very well at Holiday Hypermarket they will reduce the
price for a short time and hope the places will seil. This is
called predatory prices undercutting competitors. The Friary
Grange Leisure Centre also has special promotion campaigns to
atiract customers to join the Leisure link service that they offer.
For example: The Leisure link service costs: £45 per year.
However when June is approaching, they offer their customers a
discount on the price of £20 this is so they can attract more
customers to join for the remaining part of the year. They also
offer a Sale Promotion on there swimming facilities on
Saturdays. If a family of four go swimming on a Saturday
afternoon they offer their customers a Sales promotion of ‘Kids
Go For Free® this attracts families to go swimming to The Friary
Grange Leisure Centre on Saturday afternoon’s because there
price is competitive. The Sales Promotions that The Friary
Grange Leisure Centre uses are the same as Holiday
Hypermarket’s even though they run different Leisure and
Tourism organisations.

I am finally going to discuss the similarities of The Friary
Grange Leisure Centre and Holiday Hypermarket’s
demonstrations, which they use:

Holiday Hypermarket frequently offers presentations evenings
to their customers, which include a range of guest speakers.

© OCR 2004 _ GCSE in Leisure and Tourism (Double Award) 231
Oxford, Cambridge and RSA Examinations



193

They also use promotional materials, which include, videos,

. presentation materials. Food and Drink services are also
supplied on these evening to create a positive experience for
customers. These nights are usually for holidays that are not
doing particularly well. For example: holidays to China and to
the Far East. Also after September 11"™ 2001 holidays to
America were on the decline, this was due to the threat of
terrorism, large hotels could also be targeted. While The Friary
Grange Leisure Centre uses the same type of demonstrations,
but they run a different Leisure and Tourism organisation. For
example: The Friary Grange Leisure Centre’s Pulserate Fitness
Centre offers new customers a free trial when they are a new
member to the Fitness Centre, or if there is a new service that
they are offing there customers. For example: A new rowing
machine. The Friary Grange Leisure Centre carries out this
service for heath and safety reasons. They also use presentations
like Holiday Hypermarket does. For example: When children
have passed there swimming COUurses, they present them with
their certificates of achievements. This usually takes place on a
the first Monday after the course has finished parents and
families are invited to the prize giving where food and drinks
are available.

My conclusion to the similarities and differences of the
promotional techniques and materials that Holiday Hypermarket
uses and what The Friary Grange Leisure Centre uses.

I feel that the most effective promotional technique are:
Displays, Personal selling, Advertising and Sales promotion this
is because every Leisure and Tourism organisation will not use
every promotional technique but they are most likely to use one
or more of the four that I have mentioned. 1 feel that the most
cffective promotional material that Holiday Hypermarket uses
and that The Friary Grange Leisure Centre uses are advertising
and Brochures and Leaflets this is because both the Leisure and
Tourism organisation do not carry out all the promotional
materials that are offered. This is because they know they may
not receive a very big success rate. Holiday Hypermarket use
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five out of the six promotional materials that are mentioned,

" while The Friary Grange Leisure Centre only use two out of the
six materials listed. I feel that the way that The Friary Grange
[eisure Centre use their promotional techniques and materials
differently to the way that Holiday Hypermarket use theirs
because they are offering different products and services
because of the Leisure and Tourism organisation that they run.
For example: A Travel Agent, and a Leisure Centre. 1 feel that
Holiday Hypermarket target their customers more. For example:
Seasonal brochures are sent to potential customers in January,
which is called ‘Mail shot’. While The Friary Grange Leisure
Centre like to target certain age groups. For example: They offer
teenagers facilities called ‘Teen-Fit’. This is when teenagers
between the age of 14-16 are able to work out in the Pulserate
Fitness Centre’s dance studio, in the off peak time between 5.00
p m in the weeknights and between 12.00 noon until 6.00 p m
on Saturdays. Two different Leisure and Tourism organisations
carry out different promotional techniques and materials
because they may have different targets that they have been set.
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Leisure and Tourism
Unit 2 Strand E.
SWOT Analvsis.

Al
ASWOT analyms is an assessment tool / model that looks at:

e Strengths: What points the organisation is strong at. This also
means a well-known company and a good reputation for a
quality product.

o Weaknesses: What points the organisation fails in, where
they lack strength. This is where they lack suitable products
and it needs better equipment to do a better job.

e Opportunities: How you could improve the organisation to
make it better. This also means they need to expand the
organisation to offer new products.

e Threats: This is when your organisation want to be the
biggest and best in the area and they want to sell the best
products.

The strengths and weaknesses of the organisation are mainly
internal to the firm while the opportunities and threats are
essentially external to them.

All Leisure and Tourism organisations need to reflect analyse

their position and their products that they sell This is what they

are interested in:

o Past Performance: This is how much the orgamsatlon sells
and markets for each product.

e Present Position; This is the ways the organisation operates
and how the customers are satisfied with the products.

e Likely Future Situation: This is what the organisation is
looking to sell in the future and the market share and product
development.
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The organisation needs to use the two main techniques to make
. the products to the best of its ability, analyse the past, and
present and future market performance.

How a Leisure and Tourism organisation can use this:

A Leisure and tourism organisation can use the SWOT analysis
to try and build a better organisation where you will attract more
customers to make more money and make your business more
profitable the organisation can also find out from the SWOT
analysis what is good or bad about it. What is wrong about the
organisation from the customer’s point of views.

This is how a Leisure and Tourism could carry out a SWOT
analysis:

A Leisure and Tourism organisation could carry out a SWOT
analysis by asking their employees how they could improve
their organisation. They could carry out surveys on their
customers to see what their views are, you also could use market
research 1o find out what their customers really want and ask
them what their strengths, weaknesses, opportunities and threats
to the business. Holiday Hypermarket could also think about
carrying out surveys out on their customer’s e.g. Postal surveys,
personal surveys, telephone questioners and etc.

Here is a SWOT analysis on Holiday Hypermarket.

Strengths. Weaknesses.
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' Holiday Hypermarket is e

¢ Excellent facilities
» Holiday Hypermarket attractsalot | e

o Good toilet facilities.
e There is lots of car paring spaces | ®

competitively priced.

Holiday Hypermarket can demand | e

better pieces from the tour-
operators due to their size then

they can pass benefits ontothe | e
customer.
o Helpful and friendly staff. o

of customers.

It has every thing youneedtogo | e

on Holiday in one roof.

at Holiday Hypermarket.

There are 37 Holiday L

Hypermarket’s all over the
country.

The store in Walsall sells as many
holidays as 13 average sized travel
agents.

It is a very big organisation
(approx 11,500 square feet.)

There is long waiting time at Hohday-
Hypermarket.

Some of the facilities are broken there
e.g. The Car and one of the facilities in
the “Holiday cyber market.”

There could have more seating around
the Hypermarket.

The television in the children’s play
area was fuzzy.

The “Late Availability” sign was
broken.

In the Hypermarket the lighting was
not very good and because it was not
very bright.

Holiday Hypermarket could get some
stronger discounts or special offers.
They could also get some better
pricing structures on certain holidays.

Opportunities

Threats

e Holiday Hypermarket could get
some stronger or better discount
offers.

e They could make the diner into a
proper café to attract more
customers.

e The one problem is there is-
another big travel agent just across
the retail park from Holiday
Hypermarket.

e Holiday Hypermarket is not in the
centre of Walsall so some smaller
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/ ¢ They could have more seating travel agents could get the

around the building. business.

¢ Holiday Hypermarket could e There is also room next to Holiday
make the children’s area into a Hypermarket to build more travel
creche. agents.

If they do not want to do that
they could improve the
children’s play area to make it
better.

I do not think there is enough
staff because of the long waiting
times especially at the weekends.

The SWOT analysis extension task:

A. The Holiday Hypermarket is a brilliant organisation but I _
feel they need to consider these arcas for future development
The weaknesses: They need to consider getting some more
seating area for the building, repair any broken facilities and
try to get some brighter lighting. Holiday Hypermarket’s
benefits of addressing the weaknesses are that they can find
out what their customers really want instead of guessing
what they would like. The Opportunities of Holiday
Hypermarket that they need to considered are: They could
get some stronger or better discount offers, make the diner
into a proper café to attract more customers and make the
children’s area into a créche. Holiday Hypermarket could
advertise the improvements via the media, through
advertising on local radio, television and newspapers. The
Threats: This is what threats they need to consider are: Not
being in the centre of Walsall town due to this smaller travel
agents could get the business and another threat is there is
big travel agent just across the retail park. Holiday
Hypermarket could minimise the impact of their threats by
using more promotional techniques. More competitive prices
also offer customers free child places, better discounts and
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lastly they could offer more products than the Co-op Travel
to try to gain more customers than what they do.

B. I'feel the SWOT analysis is very useful to a leisure and
tourism organisation. The SWOT analysis is especially
important to Holiday Hypermarket because they are who are
going to be purchasing the products the customers have to like
what they are purchasing or else the organisation will not be
profitable. They have to find out what their customers do and
don’t like and what they feel there opportunities are and threats
are to improve their organisation so yes the SWOT analysis is
very useful.
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/l_/(;k“ Leisure and Tourism
i Q/ th - Unit two Strand F
&% Task one

I am producing a promotional material for The Friary Grange
Leisure Centre, Pulserate Fitness Centre due to the fact they
need to improve their leaflet design to attract more customers.
The target market is male and females, which are over the age of
forty. Due to the fact that few people in this segment participate.
The Pulserate Fitness Centre. I feel that this is the best age

- group to target my promotional material at, as many people in
this age segment have children which have grown up or at
university, and either moved out of there home. Also some
people may want to retire early or not work long hours.
However they may not want to work out, as much due to their.~”
age, or that they are too busy with other commitments. "~

Throughout my research I have decided that I am going to
target specific market segments. |
For example: I have chosen my promotional leaflet will target
both male and female’s, and the age group target is over forty
year olds. The social group that 1 have decided on will be
middle class. This is because at the age of forty you are most
likely to want more expensive items and you will most likely
want to spend more money on yourself, because you have not
got other commitment’s e.g. Small children. The type of leisure -
facility that I have decided to promote is ideal for any lifesW

Sources of information that I have used are leaflets [ have
collected from the leisure, telling me what activities that they
do, price lists, information on how to get to the leisure centre,
the opening times, and what children activities they offer. I have
also asked friends and family about the leisure centre. For
example, My mother, and my Auntie as I want to find out what
other people think about the leisure centre. I have also collected e

AW

Y other mfonnatlon from another Leisure and Tourism : L
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organisation called King Edward the sixth in Lichfield to see
* what else I could include in my promotional leaflet. For

example I could include a membership price list, and general
information about the Leisure and Tourism organisation, with
different pictures/images. However when I have been
researching on those Leisure and Tourism organisations I found
out that there was no website address for either organisation,
limiting channels of communication and scope for potential
customers because of no website address I feel I have sufficient
information. If there was a website address I might have been
able to find more information on the terms and conditions and
the organisation and I might have also found out about other
people opinions of the Leisure and Tourism organisation.

I am going to describe the market segments: - \/

Target Marketing:
Target markets mean the group of customers who buy a

particular product or service. For most Leisure and Tourism
organisations the market is made up of different types of
customers range of needs and expectations. These different
types are known as market segments, the Leisure and Tourism
organisations want to attract lots of customers, they do @sby
offering them different market segments.

Age: o _
All Leisure and Tourism organisations aim their products and

services to customers of a particular age. For example: I am
targeting my Pulserate Fitness Centre leaflet at over forty-year-
olds. This is because I feel they need to attract more customers
of this age group. All Leisure and Tourism organisations target
specific age groups because an over forty year old would not
like the same products and services as an 18-30 year old.

Gender: | |
Some Leisure and Tourism activities target there products and
services at either male of females, this is because some Leisure
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and Tourism either attract male or females. For example:

- Women are most likely to enjoy dancing classes, while male
members are more likely to enjoy rugby classes. However in the
modern day traditional gender distinctions are now becoming
blurred. With my Leisure and Tourism leaflet that I am
designing it for The Pulserate Fitness Centre, for both genders
this is because I feel that they could attract more male and

female members over the age of forty. \/

Lifestyle:
Lifestyle is a combination of work patterns, income, marital

status, family commitments and Leisure and social habits. This
means that lifestyle describes the way in which we live our
lives. I feel that the lifestyle that we live in is one of the biggest
influences of the Leisure products that we buy. The Friary
Grange Leisure Centre targets their customer’s lifestyle so that
they are attracting the right customers. For example: A couple
with no children would lead a different life and different leisure

needs to a retired couple. /\/
Social group:

Most people place themselves in social groups according to
what career they face. For example: A teacher or a Leisure
Centre Manager is classed as a Middle-level manager and
professionals, which is social class B. While a Ride attendant,
kitchen porters or a cleaner is classed as a semi-skilled and
unskilled manual worker. Which is social class D. Many Leisure
and Tourism products are seen to be attractive to a particular

class. . / :

Ethnicity: |

Different ethnic groups may have specific Leisure and Tourism
need. For example: Asians may have different needs and
expectations to a Muslin, this is because they have a different
ethnic group. Religious beliefs also make an impact on
customer’s needs, this would mean that the Leisure and Tourism
organisation would have to create a different market segment.
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The Friary Grange Leisure Centre tries to target their customers -
all in the same way.

I have described all the market segments and I am now going to
discuss the market segmentation variables for the Leisure and
Tourism organisation.

I have researched on the segmentation variables of the Leisure
and Tourism organisation, the leaflet that I have designed
appeals to both genders, and the age group of over forty’s. I
want to attract this-age group to join the Pulserate Fitness Centre
at The Friary Grange Leisure Centre. [ have also targeted my
promotional leaflet at this age group because I feel that when
male and females reach this age group they are not that
interested in heath and fitness. Most of there children will be
older and they will want to spend more time doing their own
activities with there own age groups.

I have also researched into the Lifestyle and social group
segmentation, I found out that. The lifestyle that I am targeting
is a combination of work patterns, income, marital status, family
commitments and leisure and social habits, lifestyle is the way
in which we live your lives. For example, a male or female who
is forty + will live a different lifestyle to a couple with young
children, then again a couple with young children will have
different leisure needs to a retired couple. People who are over
the age of forty are mostly to have more money and more time
to spend on themselves. This is because they probably do not
have children living at home, and they make want to think about
having a early retirement if they are in there 50°s-60’s. I have
also thought about the social group in which I am targeting my
promotional leaflet at. The social group is most likely to be
senior manager and professionals such as an Doctor, or a
lawyer, Middle-level managers and professionals such as an
Teacher or a Leisure Centre Manager, or skilled manual workers
such as an Electrician. Many Leisure and Tourism products are
seen to be attractive to a particular class. |
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nt/product being prom

The Pulserate Fitness
~centre offers you:

Attention all Customers
Visit our fitness suite,
with extensive exercise
technelogy including tread-
mills, steppers, rowers,
cycles and cross trainers
for aerobic powers com-
plementing a full range of
resistance and weight
training station for muscle
building and toning. Our
qualified instructors are
permanently available to
assist you.

The Pulserate fitness cen-
tre is located in The Fri-
ary érange Leisure Cen-

. tre.

Ideal for a workout
whether you are a be-
ginner, have been referred
by your GP or are top sports
competitor. This fully air
conditioned facility offers
you a complete fitness pack-
age targeted to meet your
individua! needs.

The Pulserate Dance Studio.

Our dance and wz.:auu studio

. has a sprung floor for ab-

sorbing all the shocks. There

‘are 25 exercise classes per

week for you to choose from,
including step aerobic, kick

"aerobics, yoga and tai chi
“all under guidance of leading
_instructors. All abilities are
. catered for in the Fitness

Centre,

There are several Member-

ship types:

Premier: This membership is
unlimited for 12-months of
both the Fitness and Aerobic
Studio. This membership in-
cludes FREE programme up-

‘dates and FREE 12 months

leisure Activity passport

___membership.

Leisure Gym Passport: Our
basic membership includes
your inductien and allows en-
try to the Fitness Studio on
@ pay as you use basis. The
membership fee is renewable
each year.

Solitaire: This is unlimited
use depending on the period
of membership 3, 6, or 12
menths of the Pulserate Fit-
ness Studio. Membership in-
cludes FREE programme Ac-
tivity Passport membership
for the period of Solitaire

This: is what
you will feel
like when you
have worked
out at the
Pulserate fit-
ness centre,

The Friary m..mﬂ« Leisure Centre,
Eastern Averiue, )
Liehfleld,

Staffs,

w513 TEW

4

ddress: and telephone numbe
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The _uc_mn__..ﬂn Fitness
centre offers you:

_Attention all Customers
Visit our fitness suite,
with extensive exercise
technology including tread-
mills, steppers, rowers,
cycles and cross trainers
for aerobic powers com-
plementing a full range of
resistance and weight
training station for muscle
building and toning. Our
qualified instructors are
permanently available to
assist you.

The Pulserate Titness cen-
Tre i5 focated in The Fri-
ary Grange Leisure Cen—
tre,

aream =S

!
ﬁ
\
®

e B

Ideal for a workout
whether you are a be-
ginner, have been referred

. by your &P or are top sports

competitor. This fully air
conditioned facility offers
you a complete fitness pack-
age targeted to meet your
individual needs.

The Pulserate Dance Studio.

Our dance and fitness studio
has a sprung floor for ab-
sorbing all the shocks. There
are 25 exercise classes per
week for you to choose from,
including step aerobic, kick
aerobics, yoga and tai chi
all under guidance of leading
instructors. All abilities are
catered for in the Fitness
Centre.

There are several Member-

Premier: This membership is
unlimited for 12-months of
both the Fitness and Aerobic
Studio. This membership in-
cludes FREE programme up-
dates and FREE 12 months

leisure Activity passport
membership.

Leisure Gym Passport: Our:
basic membership includes
your induction and allows en-
try to the Fitness Studio on
@ pay as you use basis. The
membership fee is renewable
each year.

Solitaire: This is unlimited
use depending on the period
of membership 3, 6, or 12
months of the Pulserate Fit-
ness Studio. Membership in-
cludes FREE programme Ac-
tivity Passport membership
for the period of Solitaire

This ‘is what
you will feel
like when you
have worked

\ out at the

P\ Y\ Pulserate fit-

m ness centre,

The Friary Grange Leisure Certre,
Eastern Avenue, .
Lichfield,

Staffs,

Ws13 7EW
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Here are some examples of the sources of information that |
. have researched in from other Ieisure and Tourism

organisations. These examples are from The Walsall Leather
_Museum.
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. Activities are offered. An

ary Grange Leisure Centre .
'iary Grange Leisure Centre |
les itself on being one of
-most comprehensive lei-

e facilities in the area.

¢ (L)
Mm ()

: Leisure Centre of fer

re customers the benefit
m becoming a leisure link

nber this enables them to
e discounted prices at all

there leisure centre.

2 leisure centre has very |
y access for people with .
ibilities and a wide variety |
dction loop is fitness on re-
tion for the hard of hear-
Changing and shower fa-
ties are available for your
cial needs and the swim-

g pool has a pool hoist,

2 leisure centre is open
en days a week

ekday opening 6.30 am
‘urday opening 9 am

iday opening 8 am

. il 10.30 pm every day.

Membership Fees
Annual joining fee (Pay as you use) £20.50
Premier membership 12 mounts (Gym and
Classes) £347.00 _
Solitaire 3 month Gym Membership £82.00
Solitaire 6 mouth Gym Membership
£143.00
Solitaire 12 month Gym Membership
£265.00
Solitaire Aerobic 12 month Membership.

FRIARY GRANGE LEISURE CENTRE, IS LOCATED
JUST ON THE NORTHEN SIGE OF LICHFIELD.

ACCESS 1S OFF EASTERN AVENUE. THE COM-
PLEX. THERE IS ADEQUATE CAR PARKING BESIDE
THE SCHOOL{ TURN LEFT ON ENTERING THE
SITE). IF APPROACHING THE LEISURE CENTRE ON
FOOT, TURN RISHT OM ENTERING THE SITE.
FOR FURTHER INFORMATION CONTACT TELE-
PHONE FRIARY GRANGE LEISURE CENTER ON:
01543 308842 ,

The Friary Grange Leisure Centre
Eastern Avenue
Lichfield

Telephone: 01543 308842

I NEED TO PUT A MAP
IN HERENINN

INFORMATION
TO JOIN THE
PULSERATE
FITNESS CENTRE

" Jain for a better lifestyle”

Calling all over forty's come and

Jjoin the Pulserate fitness centre.

" Telephone number: 01543 308842
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ecdlar con
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" uding treadmills, steppers,

The P.__mn,..n.qa
Fitness centre

offers you:

ttention all Customers Visit
ir fitness suite, with exten-
ve exercise technology in-

wers, cycles and cross train-
*s for aerobic powers comple-
enting a full range of resis-
ince and weight training sta-
on for muscle building and
ming. Our qualified instruc-

irs are permanently available

» assist you.

he Pulserate fitness centre is

cated in The Friary Grange m

sisure Centfre.

..._.”:..\..-mennn_ for ¢ workout

" whether you are a bes-
ginner, have been referred
by your 6P or are top sports
competitor. This fully air
conditioned facility offers
you a complete fitness pack-
age targeted to meet your
individual needs,

The _u..__mn.ﬁo.wn Dance Studio.

Our dance and fitness studio
has a sprung floor for ab-
sorbing all the shocks. There
are 25 exercise classes per
week for you to choose from,
including step aerabice, kick
aerobics, yoga and tai chi
all under guidance of leading
instructors. All abilities are
catered for.

There_are several Member-
ship types:

Premier: This membership is
unlimited for 12-mounts of
both the Fitness and Aerobic
Studio. This membership in-
cludes FREE programme up-
dates and FREE 12 months
leisure Activity passport

membership.

e Leisure 6ym Passport: Our

basic membership includes
your induction and allows en-
try to the Fitness Studio on
a pay as you use basis. The
membership fee is renewable
each year.

Solitaire: This is unlimited
use depending on the period
of membership 3, 6, or 12
months of the Pulserate Fit-
ness Studio. Membership in-
cludes FREE programme Ac-
tivity Passport membership
for the peried of Solitaire
membership.

This is what
you will feel
like when you
have worked
out at the

% Pulserate fit-
ness centre.

The Friary Grange Leisure Centre

Eastern Avenue
Lichfleld
Stoffs

w513 7EW

R T lac bk au .. meam mane -
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Friary Grange Leisure Centre
prides itself on being one of
the most comprehengive lei-
sure facilities in the area.

The Leisure Centre offer
there customers the benefit
from becoming a leisure link
member this enables them to
have discounted prices at all
of there [eisure centre.

]
The leisure centre has very
easy access for people with
disabilities and a wide variety
of activities are offered. An
induction loop is fitness on re-
ception for the hard of hear-
ing. Changing and shower fa-
cilities are available for your
special needs and the swim-
ming pool has a pool hoist.

The leisure centre is open
seven days a week

Weekday opening 6.30 am
Saturday opening 9 am
Sunday opening 8 am
Until 10.30 pm every day.

B

1 completed this

. Tha Fridry Grange _..m...v.__...n [

FRIARY GRANGE LEISURE CENTRE, 15 LO-

CATED JUST ON THE MNORTHEN SIDE OF
LICHFIELD.

ACCESS 15 OFF EASTERN AVENUE. THE cOM-
PLEX. THERE 1S ADEQUATE CAR PARKING BE-
SIDE THE SCHOOL( TURN LEFT ON ENTERING
THE SITE), IF APPROACHING THE LEISURE
CENTRE ON FOOT, TURN RIGHT ON ENTERING
THE SITE. FOR FURTHER INFORMATION CON-
TACT TELEPHONE FRIARY GRANGE LEISURE
CENTER ON: 01543 308842

The Friary Grange Leisure Centre
PR Eastern Avenue

Lechfield

Staffs

Telephone: 01543 308342

promotional leaflet on the 22™ May 2003

~ INFORMATION
i FOR
" VISITORS

Cowdd do
uth o
"For finer things in life"  ‘ettr
ML%._J
Wrong telephor

Tel: 555 555 5555
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I have collected this information from The Lichfield District
Council’s website page: T have collected this because if
customers from other areas of The West Midlands want to find
out information about The Leisure and Touri sSm organisation
they have easy access over the Internet.

I have included information about Places of Interest in the
Lichfield area. For example: The Lichfield Cathedral. Lastly [
have include information on Iichfield’s statistical information,

For example: The population, Household information and I have
also enclosed information about the distances by road — from

Lichfield, N
A&
Q)
v
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Llchfleld City Council

The Time in LIChﬁeId i5 6:19:48 PM

Hews Releasag 0

Placeg of Interest .

Sport &t pisyre

umfiefd Quiz

Lithiields Waridw:de

Best Yalue Parformancs
Plan 2603

Search the website for:

lichfiakd

Sports & Leisure

An abundance of leisure and recreational facilities. More information on activities,
clubs, societies and interest groups in the Lichfield area is available from the

Tourist Information Centre, Donegal House, Bore Street.

Sports

King Edward VI Leisure Centre {operated by Lichfield District Council}

King Edward VI Leisure Centre on Kings Hill provides a wide range of sporting activities.
Facilities inciude a multi-purpese Sports Hall (32m x 18m) which can be used for foothall,
netbatl, badminton, table tennis, basketball, volleyball, short mat bawis, ete, an activity room,
squash courts, sunbeds and a floodlit, full-size synthetic pitch. Thie Sports Centre organises -
excellent training and tuition courses covering most major sports.

Friary Grange: L eisureCentre (Eastenr:Avenue) (operated: by Lichfiéld Distriet
Council)
The Fr:ary Grange Centre on Eastem Avenuapmwdesfom‘wm-tange of sportmg;mteresm

3 T rsm equngpeckfar’badmrnmtrbaslcetball, fem Tyt e
gq quash Courtswith-averhead viewimg: garrery"'ﬁtrresg’ﬂﬁonr Sau na Swteand Sorarmmﬂ‘lme
i% alsevan.outdparfivediit area'whicf can ‘be used.as.four tepnis-courts, one*five=a-side,

rietBatFand gemeralfness trainifgs Tie Sports'Céntre organises excellent training-amdwition

courses covering most major sports.

Rugby
Lichfield Rugby Football Club. With its modem club facitities off Damford Lane, the Rugby
Club has achieved some major successes on the national scene,

Tennis

Both the Lichfield Lawn Tennis Club; and the Lichfield Friary Club have fioodlit courts which
Weather, are in use all year round.
Cricket and Hockey Club
The Lichfield Cricket and Hockey Club has a new ground and premnses off Eastern Avenue.
Website: www lichfieldhockey.co.uk
Arts
Guildhall
The Lichfield District Arts Association runs a fine programme of events including theatre,
exhibitions, folk and jarz concerts, in the Guitdhall, Bore Skreet.
The Civic Hall
The former Civic Hall on Castle Dyke is currently undergoing a £5 million refurbishment to
make it an excellent new theatre and business centre, the Lichfield Garrick. For details go to
www lichfieldoarrick.com
Dancing
There zre several local classes. including the Bojangles Dance Studio, Wiltell Road. There are
also the famous "Ryknild Rabble”, the "Lichfield Morris Men®, and the ladies’ side "Three
Spirgs Morris®.
Art Gallery
There is a small gallery in the Library building on The Friary.
http://www.lichfield. gov. uk/community.ihtml 25/09/03
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Here are some examples of the sources of information that I
have researched in from other Leisure and Tourism
orgamsaﬁons These examples are from The Friary Grange
Leisure centre in Lichfield.

% FRIARY GRANGE LEISURECENTRE 4 i
AR Price List e |
: 1
Effective from January 2003 Quoted Prices are Member Prices !
: e el e |
Monday - Fria VI
Saturday -Sunad . _ S . IR
Annual Membership charges F o T . q)
Lichfield District Residenus AU T . Q b :
Those living Qutside the District. Y . B T SR, B TR @
r T
Swimming . N .
Swim Books {boek of 10 swims}*
Badminton/Skort Tennis ' E
Table Tennis AT QA
rerobics s LEISURE CENTRE .
Squiash i
Aikido S
Hire
Fitness Suite .
Fiiness Books (book of 10 admi 8
Leisure Gym Passport C P B .
Solitaire 3rmonths T o o _
& months : y : hd
e, v Pulserate Fitness
Aerobic (12 mor ’
prenic o - Studio
Sunbed 2
Sunbed 3 O .
Créche 1 hour
Roller Disco ’ o _ L
Tennis Courts o T Rt S ey
Tennis Courts — Floodlit . o S
Outside Football N ‘Lichfield
. Floodli
Outside Foatball-Floodlit F BISTRICT COUNCIL
Admission Charge for Non-M e W o
Adult per person _ i
Child per person R : Sm N 5
" Aerabic price covers —All e . M | o -u
Ea A B
T
o Friary Grange Leisure Centre -
0 Eastern Avenue, Lichfield, Staffordshire
N - Telephone 01543 308842
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Leisure and Tourism q/g((fb\
Unit Two Strand F
Promotion methods

Part A:

Extension Task:

[ am going to design and make a piece of promotional material
for the Pulserate fitness centre which is located inside The
Friary Grange Leisure Centre, in order for this to work well I am
going to have to think about certain aims and objectives. The
purpose of this promotional leaflet is to increase customer
awareness as a Leisure and Tourism organisation will want to
attract customers to purchase their products in order for the
organisation to obtain the sales targets that have been set. The
Leisure and Tourism organisation will also want to increase
customer sales to either the organisation or to the product they
are looking to promote, certain aims therefore have to be taken
into account. For example: They could offer their customers a
reduced price when they are looking at signing up to a leisure
link membership.

However at the same time the Leisure and Tourism organisation
will still want to obtain there existing customers if not they will
be obtaining the sales heed.

The Lichfield District Council runs the Friary Grange Leisure
Centre. This means they are part of the public sector. Public
sector organisations are largely funded by central or local
government this influences their strategies and polices. Other
public sector organisations include many Leisure Centres, for
example: The Friary Grange, and King Edwards Sixth Leisure
Centres. Tourist boards and art centres such as, The New
Walsall Art Gallery. The public sector services are provided for
the public and paid for, collectively, through government. Their
operation 1s usually ultimately accountable to elected bodies,
including local councils and the parliament. Commercially-

© OCR 2004 GCSE in Leisure and Tourism (Double Award) 257
Oxford, Cambridge and RSA Examinations



m@(ﬁ

operation public services are frequently subsidised. Most public

. sectors are non-profit making and I really feel that The Friary
Grange Leisure Centre is a non-profit making Leisure and
Tourism organisation. From the promotional materials that 1
have investigated in, it does not really make a difference if the
Leisure and Tourism organisations are public, private or
voluntary sector. The Friary Grange Leisure Centre uses less
promotional techniques and materials than Holiday
Hypermarket. However this does not make the Leisure Centre a
different Leisure and Tourism organisation to the Travel Agent
(Holiday Hypermarket.) Private sector are usually profit
making, there are other Leisure Centre that are part of the
private sector. I have also looked at the voluntary sector these
organisations are managed and operated largely by volunteers.
They are often non-profit-making or charitable, such as local
sports clubs and travel clubs.

For this promotional material I am trying to attract more
customers for the Leisure and Tourism organisation especially
for the Pulserate fitness studio I have chosen this because I feel
that this area needs improvement with the promotional
advertising. Also there is a new Leisure Centre in Lichfield and
I feel that they are attracting more customers than the Friary
Grange Leisure Centre. If the organisation were to improve their
promotional materials they would then improve the image of the
products and services they offer, a result of this is that they
would attract more customers. However at the same time the
organisation still wants to gain a social profit. For example they
could open a “Teenfit” for teenagers on Wednesday evenings
and Sunday mornings. This would encourage teenagers to bring
along a friend, which in turn would generate new business, and
at the same time keeping fit. I feel this would be one way of
attracting new and young people to the Leisure Centre. Another
way of attracting young and the older gender is by offering them
Yoga courses, this would attract all age groups and many people
would enjoy it. Also the aims and objectives of this promotional
campaign would be to improve the awareness throughout the
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neighbourhood. Friary Grange Leisure Centre could then

. promote their facilities in and around Lichfield City Centre to
increase more customers to join the organisation. The Leisure
Centre would also become more noticed because of this they
should attract more new customers in the long term.

The aim and objectives for the oreanisation to attract the taroet
market:

If I was designing my promotional leaflet for a children’s club.
For example: a créche, I would use bright colours and images of
people having a great time, with all the activities.

I am a designing my promotional leaflet for The Friary Grange
Leisure Centre to try to attract more customers in join the
organisation. I am specially going to be deigning the leaflet for
either The Pulserate fitness centre, or an informational guide for
all visitors.

My aim is to make a leaflet that is bright and colourful, that has
lots of information on what the organisation has to offer; it will
have to contain particular information:

* A contact number or address.

¢ Text and images that are to do with the information.

* Operate information about the products and services they
offer.

* Rules and regulations on the equipment.
How long the classes/activities last for.

¢ What other actives they offer.

My objectives for my promotional leaflet:

e To gain profit in The Friary Granges sales.

e To attract new customers.

* To retain existing customers.

® To raise awareness for the product or the Leisure Centre.
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¢ To attract customers from the other leading leisure centre in -
the area.

* Try to make the leisure centre well known.

Now I have done part A of my work I have decided that my
target audience are: Men and women over the age of forty who
want to use the Pulserate ﬁtness centre at The Friary Grange
Leisure Centre.
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Leisure and Tourism
- Unit two Strand F
Promotional Methods ¢ )
' 'ay

Part B:

Extension Task:

For my promotional piece of material I have chosen to base it
on The Pulserate Fitness Centre which is located in The Friary
Grange Leisure Centre this is because I feel they could do with
help in designing a new promotional leaflet. The particular area
of the organisation that I feel needs to be improved is the Pulsate
fitness Studio this is a very popular area, which many people
enjoy. The target segment group is anyone who is looking at
getting fit and anyone who enjoys exercising and playing sport,
these people have to be over the age of sixteen. They can be
male or female and have to be responsible for themselves and
look after the equipment that they are using. The customers who
are most likely to use the studio are male-female-between the
ages of eighteen to forty, as they want to kegﬂhe;‘;r body
looking in great shape.

Currently from my research that I have collected I have learned
that the over forty age group don’t really use the Pulserate

Fitness Studio this is because they lead busy lives and they don’t

have a lot of time on there hands to exercise and keep fit. The
potential high spenders are male and female aged between
eighteen to thirty, this is because they are likely not to have
children and they are likely not to have other commitments.

I feel that this target audience is very easy to relate to because
it is very wide-ranging and it attracts all age groups. However
with the help of my promotional material I can hopefully
improve sales of the products and increase the customers and the
awareness to the products. I can also hopefully improve the
customers who are over the age of forty by offer I cheaper price
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to exercise. For example: I could offer them a 10% discount on

. all classes and booking that they make. They could also offer
them a buy one get one for free on ¢ach new member that they
attract to the organisation.

From the research that I have collected I am going to make my
leaflet for the target market of men and women over the age of
forty. This is because I feel more people in this age group could
use the Pulserate fitness centre. I have found this out from
asking the receptionist questions on which age group use the
fitness centre the most and who use the fitness centre the least. 1
have also collect information on all of the facilities that the
leisure centre offers, and I feel that this area needs to be

improved. /

I have also researched in segmentation variables; I am going to
research in this because I feel I need to target the right
customers with my promotional leaflet. I will need to sturdy age,
gender, social group and lifestyle.

Age: The age group that I have chosen on is forty plus this is
because I feel that not many people from this age group visits
the Pulserate Fitness Centre, I am designing my leaflet so that I
can attract more customers to join the Pulserate Fitness Centre.
When people reach the age of forty I feel that they either think
that they are too old to work out or that they don’t want; but I
feel that they are still young and that they should keep fit and
healthy. By the time you reach forty you are most likely to have
more time on other hands because your children have grow up
or they might want to retire early if they are aged between 50-60
years old.

Gender: My promotional leaflet will appeal to both male and
female this is because I want to attract all kinds to customers to
the organisation. I want to target my promotional leaflet at male
and female that are over the age of forty because I feel that not a
lot of this age and gender visit the organisation. However some
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Leisure activities and products are aimed mainly at male or

. female. At the Pulserate Fitness Centre they also offer to male
gender dance classes, this is because they know that some male
members would like to join in with the dance classes and some
would not, that’s why they offer a variety of different products
and services. On the other hand females enjoy both dance
classes and working out the Pulserate Fitness Gym.

Lifestyle: The lifestyle group that I am targeting my
promotional leaflet at is middle to upper class customers. This is
because I feel that-over forty year olds are most likely to have
disposable income. For example: They could have paid their
mortgage off, or their children have grown up and left home.
Lifestyle is a combination of work patterns, income, marital
status, family commitments and leisure and social habits. In
other words lifestyle describes the way in which we live ours
lives. I feel that the type of lifestyle that customers live is one of
the biggest influences on the type of Leisure and Tourism
products that there customers buy, this can also depend on the
Leisure and Tourism organisation that you are running. For
example: a Travel Agent, which sells: Holidays, or a Leisure
Centre that offers customers a service of keeping fit and healthy
and a product of food and drink services. Another examples of
the type of lifestyle customer’s lead are likely to be very
different. For example: Couples with young children are likely
to have very different Leisure need to those of a retired couple.

Social group: Most people place themselves and others in a
social group or class according to their job. The social group
that I am targeting for my promotional leaflet is senior manager
and professionals such as a solicitor, Doctor. A middle-level
managers and professionals such as teachers or a travel agent.
Also the other social group that I am looking at is skilled manual
workers, which are people like hairdressers and etc. All of these
people that I have mentioned all seam like the jobs that the over
forty social groups would do. However I want to target all social

groups in my promotional material. /
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Leisure and Tourism QL(B Cre
Unit Two Strand F “V
Promotional Methods

Part C:

- Extension Task:

I am going to design a promotional leaflet for the Pulserate
Fitness Centre, which is located in The Friary Grange leisure
Centre.

From when I started this promotional methods campaign I had
to firstly think about the layout of how I would design
promotional leaflets and posters. I had to think about what I
would need to include in my leaflet. For example:

e The font that I use

-« The Name of the organisation

o Address/ telephone or a website address

e The price of the products and the right price for the target
market

e How to get the product

o The dates of the product being available

e A picture- aiming at kind of picture to attract your kind of
customers.

¢ And lastly the special offers that they organisation are
looking to offer.

I will have to consider all of these promotional materials for my
leaflet in order for it to work to its best of its ability. For my
research I have visited Holiday Hypermarket and The Friary
Grange Leisure Centre, I have collected leaflet and posters for
my research I have also asked questions on certain promotional
methods and materials at Friary Grange and at Holiday
Hypermarket.

As you know that I am going to base my promotional material
on Friary Grange Leisuré Centre, however I have also collected
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information from other Leisure and Tourism organisations. For -

example: King Edward the sixth in Lichfield, Aston Villa

Leisure Centre in Aston and Aston Unity Cricket Club.

When I started to plan my promotional material I had to take
into consideration what I would put into the leaflet:

The name of the company

What I am offering
Address/contact number

How long the offer is available for
Pictures that relate to the leaflet
The price of the particular product

The outline of my promotional material is to:

Choose which promotional material I am going to do
Make sure that I have done efficient plan and research
The target audience for my promotional material
Make sure that the promotional material is presented
accurately

Firstly with my promotional material I decided to outline the
business and the type of promotional material that I am going to
choose. Secondly I decided what course/ activity I am going to
advertise, I also think about the information and images I am
going to place on my leaflet, and the font and how big I am
going to have the text. I will have to tell the customers how long
the promotional offer is on for and how much it will cost. Lastly
I will have to evaluate my final products and see how I can
improve it for the second time round. For example: I will have
to clearly label the relevant points in my drafts and the sources
of information, and explain the product.
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Throughout my planing campaign I am going to have to think

_ about four main aspects:

¢ The date which the target is set for.
¢ What will T do to complete the task?
¢ How will I do it?

e WhyisitIdoit?

e When it has to been done for?

I'will also have to think about what the particular target
audience get attracted by when they see an advertisement.

o Text - size —- bold — style
e Graphics

e Spacing

e Irrelevant information
e A photo

e Colour

e Major facts clear

» Neatness

e Bullet points

e Stands out

© OCR 2004
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Leisure and Tourism
Unit two
Strand F part C

All of the promotional materials that I have studied from Leisure
and Tourism organisations I have found that Friary Grange
Leisure Centres are the most effective. I have collected
information from, Holiday Hypermarket, Aston Villa Football
Club, King Edward VI and The Friary Grange Leisure Centre.

I have analysed them all and found out that, I will need to use
persuasive language, it will have to contain images and text,
which tells them what the leisure centre offers, a contact number
and address. Also at school I have been designing copies of
promotional leaflets, from this I have learnt that I need more
thought on what I am going to include in the promotional leaflet.
For example: I have learnt that images are just as good as text
because it gives the reader a full view of what you are talking
about.

I have also learnt that getting other peoples opinions of the
Leisure Centre is very important for example: My opinions from
different members of pubic could be in the form of
questionnaires and market research. This will help me attract
more people to the organisation because they can see other
people’s points of views, I also learnt that it is good to put
images in my promotional leaflet because picture attract
customers, and a picture can more than text.
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e The size of the brochure.

I have collected these promotional materials from The Friary
Grange Leisure Centre because I feel it is one of the most
comprehensive leisure facilities in the Lichfield area. T also
collected promotional materials from Holiday Hypermarket
because when I visited the organisation I decided that there were
really good promotional materials all over the organisation..
Holiday Hypermarket offers lot of different leaflets on what
holiday’s offer of example: Last year they offered their
customers a promotional deal on, buy one holiday and get the
second one for free. This offer increased customer sales on their
holiday that they offer; it also increased other promotional

- facilities that they offer, for example, leaflets on the other types
of facilities that they offer. I also collected promotional
materials from competitive Leisure and Tourism organisations
in the area for example King Edwards the VI leisure centre from
these promotional materials I can see that they don’t offer as
many facilities as Friary Grange. I also feel that their |
promotional materials are not as presented as Friary Granges.

Here is an example of there of there promotional materials that
they offer.

Leaflets.

Press releases.

Advertisements

Contact number and address.

Internet website

Flyers on what new services they are offering.
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nal methods work on the 16™ May
. | 2003.
Hypermarket §g I feel that this leaflet is
' particularly good because
it gives the reader a full

view of what the services
they offer.

it also looks professional, I
also feel that it affects the
customers emotion because it
is funny as on the front of the
leaflet there is a man dressed
in ladies clothes.

.collected the leaflet from Holiday
| Hypermarket,
They are looking to promote

irs when customers are on holiday.
| leaflet also gives you information
| the type of cars that you can hire,
| you delivery terms and collection

| and an internet address.
|bad points with the advertisement
in association with  [s that I feel there is too much

S u n c a rs ting on the back, and some people
ot car e may not have time to read all

the leaflet. Also the leaflet could
do with more writing on the front
to make the reader pick it up.

However there are also good
points with this leaflet.

For example: it is colourful,

the font is big and bright,

the picture does not fill all

of the page so the reader can see

ithey give you a telephone number \/

/

what the company is offering. / |
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Need a:brea k? | S

onal materials on the 16™ May

g with the first promotional leaflet
s is also by Holiday Hypermarket
the leaflet is offering you 20%
inter savers with Superbreak and
Hotel Breaks they are

offering you over

2000 UK hotels in over

400 locations.

Holiday Hypermarket are
offering the customers

special prices

_lth prlces to smt every budget and | if they book now.

Holiday Hypermarket offer there
nternatlonal brands to choose from stomers a choice of telephoning or

a website address /

_ 0% Wmter savers

M

_adlsson and many more why not
- ie bad points with this promotional

reat YOUI‘SEIf' . leaflet is that they could do with
Vo e L | more information on
SR | the rooms and facilities.
o . The good points are that
Superbreak Mini-Holidays ‘i it is telling you regarding
Voted No.1 by travel agents since 1988 what hotel and
: i location you would stay 11}/

méﬁqnfrum d_ne-nightupwérus. AlFhatels covered by comprehensive price guarantes,

would have one improvement for

this promotional material which is,

I would spread the leaflet out

to an extra page and make it brighter

however is would cost the
company more money,-
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Leisure Centrell§

analysed I feel that
the one on the left is the

olourful and it has lots of pictures
it has more information

on the products and services
they offer.

They inform you on

all of the facilities.

in the back of the leaflet there is a
- map of the location and

booking services with
_ a contact number.
Wstcd points with this promotional
{ leaflet is that it does look a little
b squashed together on the inside
if the leaflet when they are talking
tabout the services that they offer.

I feel that this leaflet is very
_ well laid out, with all of the
SR otional techniques that they use,
i for example, Colours,
pictures and drawing that are
shown and the fonts and print styles used.

I have one improvement for this
Leaflet and that is they could

Make the writing stand out more on the
inside of the leaflet. E.g.

They could use different colours for
different facilities.

Bnal materials on the 16 May .
B put of all of the leaflets that I havé

best as it is the most
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Market research. Q,Q C‘Q_ -

Pulserate Fitness Centre Over fortv’s promotional leaflet
designed by

Please answer the following questions by circling the answer
you have made, relating to my promotional leaflet:

Do you feel the promotional leaflet has the appropriate appeal
and relevance to the intended target market (Over forty year-

olds)?

No

Does the impact of the promotional material attract the target
market? |

No

Do you feel the style and format — the use of colour, graphics,
text etc.. attract over forty year olds?

No
Do you feel the imagination and originality of the design attracts
the target market?

No

This questionnaire was completed bic ............. :

Please circle the age group you belong too:

40-50 50-60 60-70 70+
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Market research. (L('—(O-)\

Pulserate Fitness Centre Over forty’s promotional leaflet
designed by .

Please answer the following questions by circling the answer
you have made, relating to my promotional leaflet:

Do you feel the promotional leaflet has the appropriate appeal
and relevance to the intended target market (Over forty year-
olds)? -

No_

Does the impact of the promotional material attract the target
market?

@ N

Do you feel the style and format — the use of colour, graphics,
text etc.. attract over forty year olds?

No

Do you feel the imagination and originality of the design attracts
the target market?

No
o 3

This questionnaire was completed by...c..eoeeaeiiiinniniinannn

Please circle the age group you belong too:

5060 6070 70+
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Market research.

Pulserate Fitness Centre Qver forty’s promotional leaflet
designed by

Please answer the following questions by circling the answer
you have made, relating to my promotional leaflet:

Do you feel the promotional leaflet has the appropriate appeal
and relevance to the intended target market (Over forty year-
olds)?

No

Does the impact of the promotional material attract the target
market? -

No

Do you feel the style and format — the use of colour, graphics,
text etc.. attract over forty year olds? |

No

Do you feel the imagination and originality of the design attracts
the target market?

@ ™

This questionnaire was completed by.vvceneimereaeasciennne.

Please circle the age group you belong too:

40-50 60-70 70+
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Market research. (LQ :

Pulserate Fitness Centre Over forty’s promotional leaflet
designed by

Please answer the following questions by circling the answer
you have made, relating to my promotional leaflet:

Do you feel the promotional leaflet has the appropriate appeal
and relevance to the intended target market (Over forty year-
olds)? -

_No

Does the impact of the promotional material attract the target
market?

No

Do you feel the style and format — the use of colour, graphics,
text etc.. attract over forty year olds? |

No

Do you feel the imagination and originality of the design attracts
the target market?

No

This questionnaire was completed By wuereecivevenneniiiinen

Please circle the age group you belong too:

40-50 60-70 70+
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Leisure and Tourism " |
- Strand F Unit Two

Marketing in Leisure and Tourism

" Designing a promotional piece of material.

Extension task part D:

(d) Fully evaluate your final piece of promotional material .

You must consider:
(i) Its appeal and relevance to the intended target market.
(i)  Its impact-will it achieve the stated aims and objectives.
(iii)  Its style and format-the use of colour, graphics, text
ete...

(iv) The imagination and originality of the design.

(i) I have finished my promotional material I am now
going to fully evaluate my final piece of my
promotional work for The Friary Grange Leisure
Centre.

I feel that my promotional leaflet has covered the appeal and
relevance to the intended target market. When I started my
promotional methods work I decided on a target market of over
forty-year-olds. I chose this because I feel that they don’t use the
Pulserate Fitness Studio to the best of there advantage due to
them leading busy lives and they don’t have a lot of time on
their hands to exercise and keep fit. I feel that when male and
female customers become over the age of forty they self
perceive themselves as either too old to keep fit or they have not
got a lot of time on their hands to keep fit. Well that is not the
case!!!! I feel that this is the best age group to target my
promotional material at because many customers in this age
group have children but they are mostly to be grown up of gfther
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moved out of there home. Also some people may want to retire

early or not work so long hours if they are in there fifty’s.

If The Friary Grange Leisure Centre were to use this
promotional material I feel that they would attract a lot more
potential customers at the specific age groups of over forty’s
because it is very colourful, a good use of pictures and images
used. I have use bold font and different colours of font. I have
also used relevant information about the Leisure Centre. For
example: Price list information, opening times, and information
about travelling to the Leisure and tourism organisation-a map.
My promotional leaflet that I have deigned also has general
information about the Leisure Centre, a contact number and
address. |

My promotional leaflet is also attracted to my target market
because there is lots of information about the Leisure Centre,
and I feel that the older the customers they are mostly to want
more information about the products and services that the
Leisure and Tourism organisation offers there customers. For
example: If you are designing promotional material for a nine
year old child for a football club, they will want lots of colour
used and less information about the service they are offering
you. The designer may have an image of someone playing
football in the middle of the poster and big bold font around the
edge of the post about the service that the Leisure and Tourism
organisation is offering their customers. There also must be a
contact number or address, on the leaflet, as potential customers
will need to contact the Leisure and Tourism organisation for
booking services. The leaflet must also be neat and the major
facts must be clear and finally the leaflet must stand out and is
very eye catching. I feel that my promotional material will
attract the target age group over forty group-over forty-year-
olds. This is because even through it is very brief about the

big bold font the target age group. I have also tried to attract
both gender groups because I have shown images of both riale

products and services this is because I use formative wordy’”
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and females. For example: In the inside of the promotional
leaflet there are pictures of females who have and are working
out in The Pulserate Fitness Centre, while on the front of my
promotional material 1 have shown a picture of a male fitness
person working out in The Pulserate Fitness Centre.

Strengths for my promotional piece of material:

e [ have used a use of colour;

I have used different colours. For example: When I have
described The Friary Grange Leisure Centre’s membership fees
I have used yellow, however when I have been describing the
directions for the Leisure Centre I have used black. This is
because I want to attract my target market (over forty year olds.
I have used different colours on my promotional piece of
material so that it is eye catching,.

» My promotional leaflet is very informative:

I consider my leaflet offers all the services that are available at
The Pulserate Fitness Centre. I give directions where on foot or
by vehicle. My promotional leaflet is brief but to the point on
what services are available, i.e. Dance classes, The Pulserate
Fitness centre and etc.

e My promotional leaflet contains lots of information:

My promotional leaflet contains about The Friary Grange
Leisure Centre, as well with information about The Pulserate
Fitness Centre. This tells customers all about the Leisure Centre,
and what they offer there.

s The map I have designed:

I feel the map that T have designed for my promot10na1 leaflet is
particularly good because 1 have designed it myself. I have used
different colours. For example: To show customers where The
Friary Grange Leisure Centre is located on the map I have
drawn on a red box. I have also shown customers the main roads
to the Leisure and Tourism organisation.
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_e+ The pictures I have shown:

The pictures I have shown in my promotional leaflet relate to
how customers of the Pulserate Fitness Centre should be feeling
when they have worked out in The Pulserate Fitness Centre. For
example: The image of the lady I have shown in the inside of
the leaflet.

I am now going to explain what I feel the weaknesses are for
my promotional leaflet:

e The left-hand side is too wide on one of the inside panels:

I feel this is a weakness because even though the reader can see
all the typed information, I feel there is a very big space on the
leaf-hand side boarder. When the reader opens the promotional
leaflet, there is big bold writing telling the customers what
products and services The Friary Grange Leisure Centre offer
there customers there is information about the opening times,
the Leisure Link facility and information about access for
people with disabalities.

e The font on the front page of the promotional leaflet is not
centred in the middie of the page:

I could re move the font on the front page of my promotional

leaflet, this might attract more customers to use The Pulserate

Fitness Centre because the leaflet would have been more

attractive.

e My promotional material; could contain information about
booking and information about using the equipment in The
Pulserate Fitness Centre:

My promotional leaflet might attract more customers to The

Pulserate Fitness Centre if it contained information about

booking services, and information about the equipment, I feel \/

this is important because a new customer to the Leisure and
Tourism organisation may not be able to use the equipment.
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“This information is about the health and fitness reasons. If I
_were to have more room on my promouonal leaflet I would have
located it 1n somewhere.

Here are the improvements for my promotional piece of
material:

e | would include reasons on health and safety:

If was as to redesign the promotional leaflet I would make sure

I have included information about booking services over the
telephone and information about using the equipment. If I were

to put this into my promotional leaflet it would attract more
customers to join the Pulserate Fitness Centre because it would .
make the Leisure and Tourism organisation more home friendly.
For example: If one customer is unable to drive they can book a
service before hand and arrange to get to the Leisure and

Tourism organisation.

¢ Another improvement for my promotional leaflet is too make
sure that if a design my promotional leaflet again all the font
is centred in the middle of the page:

When I described weaknesses I said that some of my typed work

was not centred in the middle of my page, I would make this an

improvement if I was able to re do my work.

(i1) Throughout my research in promotional materials and
techniques I have set myself and the Leisure and
Tourism organisations that I have chosen aims and
objectives, ] have done this so that I attract the right
target market of over forty-year-olds. My aim of my
promotional material is that it will have to contain
particular information: /

e Rules and regulations on the equipment.
e A contact number or address.
e How long the classes / activities last for.

282 GCSE in Leisure and Tourism (Double Award) © OCR 2004
Oxford, Cambridge and RSA Examinations



o Text and images that are to do with what they are offering the
customer.

e What other activities they offer.

e A map or directions on how to get to the Leisure and Tourism
organisation.

I feel that my promotional leaflet has covered all this
information. I have included this information some where on my
leaflet. For example: On the front page of my promotional
leaflet there is information about The Friary Grange Leisure
Centre, a map and directions about travelling to the Leisure and
Tourism organisation, pictures and images to do with the
Leisure Centre. I have also included information on the
membership types that the Leisure and Tourism organisation
offers. Lastly the heading on the front sheet on the promotional
leaflet to tell the reader what the Leisure and Tourism
organisation is offering them.

Inside the promotional material there is information on the
membership type that the reader can chose from. Pictures that
relate to the leaflet and what The Friary Grange Leisure Centre
is trying to promote, also there is general information also inside
the leaflet.

My objectives for my promotional leaflet is too:

e To gain profit in The Friary sales.
e To attract new customers to the Leisure and Tourism

organisation. '
e Try to make the leisure Centre well known nat10na11y and (/
locally.
e To raise awareness for the products or the Leisure Centre.
¢ To retain existing customers.
o To attract customers from the other leading Leisure Centre in
the area.
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I feel that my promotional material has achieved the aims and
objectives for my target market and for the Leisure and

Tourism organisation. (0
fu@ Cb

I feel that my promotional leaflet will attract the target group-
over forty year olds because of the bright colours and the
informal text T have used. I have included information about
membership fees so that customers know how much it would
cost to join the Pulserate Fitness Centre. I have included
some market research from potential customers that are over
the age of forty. This market research is about attract new
customers to either visit or join the Pulserate Fitness Centre.
When T carried out this market research I showed my
potential customers the leaflet that I had designed, the red
workbook that T was working out of and an example of The
Pulserate Fitness Centre’s leaflet that they had ready
designed. Every potential customer that asked said that the
promotional leaflet that I have designed attracts more
customers because it was bright, contained lots of
information, interesting images and information about
membership fee’s. T have also included images to show how
customers should be feeling when they work out in the
Pulserate Fitness Centre. I feel that if [ were to promote my
promotional leaflet in The Pulserate Fitness Centre it would
attract more customers to either visit or join, because it partly
because it is very eye catching and contains the right
information. Yes I feel and my promotional leaflet will work.
(i11)

The style and format of my promotional leaflets is that
it is colourful and very bold. There is lots of information in my
leaflet I have done this because they are most likely to want lots
of information about the products and services and the Pulserate
~ Fitness Centre. The age group I am targeting the promotional
material at which is over forty’s- I have targeted my leaflet at
this target market because I feel that they don’t use the Pulserate
Fitness Centre to the best of there ability this is either by&”use.
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o They may have too many commitments-at work and at home.

.o They feel they are too old to work out- and keep fit and
healthy.

However over forty year olds also have advantages:
e Their children may have grown up.

o If they are in their 50°s/60’s they may want to retire early or
part time.

In my promotional material I have through about:

The colours that I have used.

The information that I have included.
The pictures and images that I have used.
The font that I have used.

My style and format of my promotional material will suit all age
groups because it is colourful and contains lots of information
about the services that they are offering.

I feel that my promotional leaflet is more effective because it is
most likely to attract more customers because they are most
likely to feel that it is more eye catching. My promotional leaflet
will also attract young children and teenagers to join the Leisure
Centre at the age of 14+ to join The Teen Fit gym facilities in
the off peak times off the Leisure Centre. For example: between
12.00 noon until 6.00 p.m. on Saturdays, and until 5.00 p.m. in
the weekdays. I also feel that my promotional leaflet is
particularly effective because I have used big bold font is bold
colours. For example: I have used black for the main section
blue for the headings and subheadings and yellow for The Friary
Grange Leisure Centre’s signs. This would attract more
customers because of the different colours that I use for the
different information. I have also included pictures and images
of people who have working out in The Pulserate Fitness Centre
I have included these because I feel that they would attract more
customers to either join the Leisure Centre or to visit often €.g.
every week or every two weeks. My style of leaflet is also / |
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different to The Friary Grange Leisure Centre’s because on the
. back they either have booking conditions or safety information
when customers are using the equipment.

The design of each page for my promotional piece of material:
' have completed my promotional piece of material T am going
to evaluate each page of my promotional piece of material.

Page one:
I have used different colours for different paragraphs. For

example: I have used a different colour for membership fees —
yellow this is because I want this information to be particularly
eye catching and easy to read. Also on the front of my
promotional leaflet I have shown a fit person working out with
the gym equipment. I have done this because I want to attract
new customers to join the Pulserate Fitness Centre especially
over forty year olds. I also feel that this page is effective
because it contains information on the general Leisure Centre.
For example: The opening time, access for the disabled and
information about other services that they offer at the Leisure
and Tourism organisation. I feel that the most effective part of
my first page is the map that I have designed, this is because it
contains information about the main roads to the Leisure and
Tourism organisation it also contains a key. This is because
customers know what they are looking for when they are trying
to find the Leisure Centre. However with page one of my
promotional leaflet I could have improved the typed writing on
the front of the promotional piece of material so that it was
central.

Page two of my promotional piece of material;

In page two of my promotional leaflet have contained
information about the actual Pulserate Fitness Centre. I have
mentioned information about the different membership fees that
they offer their customers. For example: The solitaire
membership for 3 months, or the annual joining fee.
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I have added information about The Pulserate Dance Studio,
information about the facility. For example: The Fitness Centre
is fully air-conditioned. Also in my promotional I have enclosed
two images of ladies working out in The Pulserate Fitness
Centre before and after wards, and I have added a address at the
bottom of the second page so that customers know where to
travel to find the Leisure and Tourism organisation.

I feel that this page of particularly effective because of the
images that I have enclosed. It also tells the customers the
technology that they offer in The Pulserate Fitness Centre. [
have used a good use of colour on both of my pages, I have
done this because I want to make my promotional piece of
material eye catching to all customers who are over the age of
forty. I feel that the promotional leaflet that I have designed on
behalf of The Friary Grange Leisure Centre and for The
Pulserate Fitness Centre to more attractive than the promotional
leaflet that they had designed themselves. This is because it is
colourful, layout so that customers can read it with ease and so
that it attracts the target market- over forty year olds. I have
mentioned my strength’s, weaknesses and improvements for my—
promotional piece of material easier on in my coursework.

(iv) - .
Throughout my designing of my promotional piece of material, I
have had to investigate into either designing an advertisement,
Brochure, leaflet or an Internet website.

1 have chosen to design and make a leaflet because it can be
very eye catching, customers can take the leaflet home with then
to read about the products and services that the Leisure and
Tourism organisation is offering then the leaflet should
included. A price list, opening and closing times of the Leisure
and Tourism organisation, membership fees a contact number or
an address. I have also included a membership price in my
Promotional leaflet, this is because customers can find out |
information about what membership fees The Pulserate Fitness
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- centre offer customers. I feel that the promotional leaflet that I
have designed is different to the one that The Friary Grange
I eisure Centre have designed because it contains information
about the general Leisure Centre, which include information
about the opening and closing times. Information about accesses
for disabled people and information about the location and a
map so that customers who are travelling from other areas in the
West Midlands. My leaflet that I have designed is also different
from the ones that The Friary Grange Leisure Centre have
designed because I have used more colour and more pictures
and images from the Leisure and Tourism organisation. For
example: I have included a picture of a lady who has just
worked out in the Pulserate Fitness Centre, the picture shows
that she is feel refreshed and happy that she has just worked out
in the most successful Leisure Centre in the Lichfield area.
I also have deigned a map, which clearly shows the nearby roads
for customers, so they know which way to go when visiting The
Friary Grange Leisure Centre. |

\/
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