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Answer ALL questions. Write your answers in the spaces provided.

Travel and tourism organisations use different approaches to sell their products and
services. These may be face-to-face, by telephone or electronic (e.g. email).

1 (a) (i) Describe a skill/quality needed to sell a product or service effectively face-to-face.

(2)
(ii) Explain why the skill/quality you have described in 1(a)(i) is important when
selling face-to-face.
(2)
(b) (i) Describe a different skill/quality needed to sell a product or service effectively
over the telephone.
(2)
(i) Explain why the skill/quality you have described in 1(b)(i) is important when
selling over the telephone.
(2)
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(c) (i) Describe a skill/quality needed to sell a product or service effectively by email.
(2)

(i) Explain why the skill/quality you have described in 1(c)(i) is important when
selling by email.

(Total for Question 1 = 12 marks)
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2 |dentify the stage of the sales process outlined in each of the following statements.
(3)

(@) (i) ‘Describing the product(s) that will best suit a customer’s requirements.

You work in a travel agency and have just served a young couple who have booked
and paid for their honeymoon.

(b) (i) Identify the next stage in the sales process for the travel agent.

(Total for Question 2 = 6 marks)
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Use the following information to answer Question 3 (a).

International airline Diamond Air has two different marketing objectives for the
coming year:

« To sell 95-100% of its seats to Spain and Portugal in the peak summer season of
July and August. It is now the 1st June and the company has only sold 5-10% of its
available seats.

« Toincrease sales of business and first class seats by 20%. It is flying to long-haul
destinations such as Japan and South Africa in the forthcoming winter and spring
seasons.

Diamond Air is considering using sales promotion and advertising to help meet its marketing
objectives.

3 (a) Assess how appropriate it is for Diamond Air to use sales promotion and
advertising to help achieve its marketing objectives.
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Seaview Hotel wants to increase occupancy rates in the off-peak months of
November and early December. It is going to promote discounted packages for
customers staying two or more nights. This promotion will appear on its website and
in the newsletter it sends out every three months to past customers.

(b) Recommend how different market research methods could be used to check
whether the promotional activities have worked for Seaview Hotel.
Justify your recommendations.

(c) Explain why it is important for hotels to understand their target market when
planning their promotional activities.

P 4 8 7 0 8 A 0 6 2 0



Two key factors in the business environment likely to affect promotional activities are:

« competition
+ technology.

*(d) Analyse how these factors can affect the promotional activities of travel and

tourism organisations. You should refer to examples you have researched in
your answer.

(Total for Question 3 = 28 marks)
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4 (a) Describe the following terms:

(i) promotional materials

(2)
(ii) communication channels.
(2)
(b) Describe the promotional techniques being used in each of the following
situations:
(i) aPremier League football team wearing shirts with the logo of a tour operator
(2)
(i) the marketing department of a hotel group using the company database to
send a promotional email about the opening of a new hotel.
(2)
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(c) Describe an example of personal selling.
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Use the following information to answer Question 4(d).

DFDS Seaways

DFDS Seaways is a ferry company offering ferry crossings from the UK to
the following destinations:

« Dover to Dunkirk or Calais: car and up to 9 passengers from £39
« Newhaven to Dieppe: car and up to 2 passengers from £78
+  Newcastle to Amsterdam: car and up to 4 passengers from £38 per person.

DFDS Seaways also offers mini cruises to Amsterdam giving customers
a taste of what cruising is like. The Newcastle to Amsterdam route
additionally offers:

« ‘gourmet’ breaks from £108 per person

«  Amsterdam music festival breaks from £85 per person
« New Year’s Eve mini cruises from £189 per person

« cruise and hotel inclusive breaks from £128 per person.

There are overnight ferries between Newcastle and Amsterdam seven
days a week in both directions. Customers can enjoy a peaceful night'’s
sleep in a range of en-suite cabins.

When sailing to Amsterdam, eating options include serviced restaurants
offering a la carte options, all-you-can-eat buffets, or snacks in the various
available cafes.

Routes between the UK and France offer packages including the
ferry crossing and accommodation in either Center Parcs Europe or
Disneyland Paris.

On the shorter ferry routes to France there are reclining seats available.
There are up to 50 daily sailings between Dover and France.

On board all the ferries, facilities include shops, restaurants, play areas,
cinemas and bars.

DFDS Seaways was named the ‘World’s Leading Ferry Operator’in the
2014 World Travel Awards, for the fifth consecutive year.

DFDS Seaways advertises through its website, which is in English. It also
advertises in British national newspapers and through shared advertising
via travel agencies.

(Source: adapted from http://www.dfdsseaways.co.uk)
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Two objectives that the management of DFDS Seaways have for the coming year
are to:

« attract more European visitors to use its ferries to come to the UK
+ attract more high spending UK customers.

(d) Discuss how each of DFDS Seaways, current marketing mix (4Ps) may work for or
against these objectives being achieved.
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(e) Explain why DFDS Seaways must ensure that the different components of its
marketing mix (4Ps) work together effectively to meet its objectives.

(Total for Question 4 = 26 marks)
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( )
Travel and tourism organisations try to attract different target markets.

Two target markets are:
. groups (e.g. educational or senior citizens)

. families with teenage children.
g J

5 (a) Describe a promotional campaign undertaken by a travel and tourism
organisation you have researched that was aimed at one of these target markets.
(6)

Indicate your choice of target market by putting a cross X in the box.
[J  Groups (e.g. educational or senior citizens)
[0 Families with teenage children

Chosen promotional campaign
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The following travel promotion appeared in the ‘Waitrose Kitchen’ August 2015
magazine, distributed free to customers. This edition of the magazine featured an
Italian cooking special with recipes.
Venice from the Water
4 nights Full board from E745 4 nights from £425 7 nights fraom £775
Btay o thee WS Mickelwrgeio ol a e mooring Sipword i bt iry s, B "Bl Oy’ ot Loty Cicwwncs trabrss itm wemiity oo Ao ikl
w1 i oo clon 1o B Mark's 5 ] meea o e of Sty Errdbn e o, vt s sl Larsain owi e e &
||l"|l..1-..l' o rart o o, with . % x ? . I
fptrn exnrsaons o 5t MMk s o Cioges s nlaran ¥ L viit i i vl iaed 51 Ilonita
Polce o Bacdkas. D on booed inchoaed. 3 Trvetim® o ] Varey Sugmierend Do de
B cultural and guided tours ® Lin
0845 404 3122 | 020 7616 1000
www.vjv.com/waitrose
Salnn & inbrerronsn Wby i Fritey: L, be 7pem s St eiem S i e f n T
(Source: adapted from ‘Discovering Italy’ Waitrose Kitchen, August 2015)
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Voyages Jules Verne placed this promotion in the magazine with the objective of
increasing customer numbers.

4
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(b) (i) Evaluate how effective this promotion might have been in achieving the
objective of increasing customer numbers. -t
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(b) (ii) Suggest one other promotion Voyages Jules Verne could use to increase
customer numbers. Justify your suggestion.

(Total for Question 5 = 18 marks)

TOTAL FOR PAPER =90 MARKS
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