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1 (a) Using the statement numbers above, complete the SWOT Analysis table below. 
 
Strength = 6 
Weakness = 10 or 7 
Opportunity = 4 or 9 
Threat = 1, 2, 3, 5 or 8 
 
Only accept one statement in each box to award all four marks. 
Accept only the first left hand number written in each box. [4] 

 
 
 (b) Using the statements above, identify two economic influences on the development of 

a French low cost airline. 
 
Statement 2 and 8 (Poor economic climate and government requiring subsidy payments) [2] 

 
 
 (c) Explain two ways in which the results of this situation analysis might influence the 

decision to open a new low cost airline in France. 
 

• Positive results that might go in favour of opening a new low cost airline in France – 
more French travellers take short break holidays – thus a short haul, low cost carrier 
would appeal to these types of travellers, creating demand for the new service. 

• Negative results that might go against opening a new low cost carrier – market is already 
catered for by established competitors Ryanair and easyJet; economic climate is not 
favourable for any new business start up; domestic tourists are happy using the railway 
network; difficulty in obtaining a flight slot in Paris. 

 
Accept any two reasons; can be positive and/or negative to gain the marks. [6] 

 
 

http://www.studentbounty.com/
http://studentbounty.com/


Page 3 Mark Scheme: Teachers’ version Syllabus Paper 

 IGCSE – May/June 2010 0471 02 
 

© UCLES 2010 

 (d) (i) Describe two features of the low cost airline product. 
 
Award one mark for a basic identification of each feature and a second mark for a more 
full description of each feature. 
 
Correct ideas include: 

• No frills (1) means that food and drink is not provided unless you pay extra (1); 

• Regional airports; (1) tend not to fly to city centre airports (1); 

• Short haul (1); serve domestic routes (1) or within the same continent (1); 

• Internet booking (1) to keep costs down (1); 

• Limited baggage allowance of (1) 20 kg (1); 

• Do not allocate seats (1); family might not sit together (1); 

• Cheap e.g. fare is cheap (1) but taxes charged separately (1). 
 
Do not accept ‘poor quality service’. [4] 

 
 (ii) Analyse the advantages and disadvantages for travellers of using the services of a 

low cost airline when going on holiday. 
 
Candidates should have studied a range of different travel and tourism products and 
services so should be familiar with the services of a low cost airline. 
 
Correct ideas may include: 

• Cheaper air fares 

• Choice of destination/flight time 

• Popularity/busy 

• Book in advance 

• No refreshments 

• Less baggage allowance 

• Less leg room 

• Limited choice of in-flight entertainment. 
 
Use Level of Response criteria. 
 
Level 1 (1–3 marks): Candidates at this level will identify simple features of the service 
such as baggage restrictions or lack of refreshments, or low cost.  These will be listed or 
a simple set of either advantages or disadvantages. 
 
Level 2 (4–6 marks): Candidates here will consider a wider range of factors, although 
these may not be fully developed.  There will be evidence that the candidate recognises 
there are both advantages and disadvantages to this type of service provider although 
these may not be discussed in detail. 
 
Level 3 (7–9 marks): Candidates at this level will demonstrate full understanding of how 
low cost airlines provide their service.  This will be seen in the examination of more 
complex issues such as flight times, hidden extra costs, convenience of locations.  
Candidates may make reference to factors such as having to pay extra to book seats in 
advance otherwise families may have to travel in separate sections of the aeroplane in 
any remaining available seats. 
Both advantages and disadvantages will be considered and judgement/conclusions will 
be made at this level. [9] 
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2 (a) (i) Identify the market research technique used by the Buffalo City tourism 
authority. 
 
Research technique is a survey.  (Also accept questionnaire). 
 
Do not accept ‘primary research’. [1] 

 
 (ii) Explain the term ‘customer profile’. 

 
Award one mark for statement that a customer profile is ‘the typical customer’.  Award a 
second mark for the concept that this is a break down of the characteristics of 
customers/buyers of a specific product or service. [2] 

 
 (iii) Explain three ways in which the results from market research can help an 

organisation cater to the needs of their market. 
 
Candidates should have studied ways in which organisations use market research to 
develop products and services which cater to the needs and expectations of customers 
as part of their study of segmentation. 
 
Correct ideas include: 

• Types of customers (ages, genders, specific needs, special interests etc) 

• Types of products (accommodation needs, transport, attractions, activities etc) 

• Appropriate pricing policies 

• Appropriate distribution channels. 
 
1 way identified = 1 mark; 2 ways = 2 marks; 3 or more ways identified = 3 marks. 
1 way explained with examples how the information could be used = 4 marks; 2 ways 
explained how = 5 marks; 3 or more ways explained how = 6 marks. [6] 

 
 
 (b) Analyse why marketing and promotion of the 2010 Fifa World Cup is important to the 

tourism industry of South Africa. 
 
South Africa stands to gain significantly from hosting the World Cup through increased levels 
of domestic and overseas tourism.  The infrastructure of the country will be updated and 
improved and tourism receipts will help pay off the costs of staging the competition. 
 
Use Level of Response Criteria 
 
Level 1 (1–3 marks): Candidates at this level identify 1, 2 or more reasons why marketing 
and promotion are important to increase sales and gain competitive advantage.  At the upper 
end, some links will be made to spectators requiring tourism services whilst in the area. 
 
Level 2 (4–6 Marks): Candidates at this level will analyse 1, 2 or more reasons why 
marketing and promotion are important.  They will recognise the role played in attracting both 
domestic and overseas visitors to watch the competition and the associated financial gain 
from increased tourism receipts.  Raising the profile of the area in general terms, to highlight 
the major tourism offerings and to entice visitors to extend their stay beyond watching the 
World Cup, and is important to increasing visitor spending in the area. [6] 
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 (c) (i) Define the term ‘press release’. 
 
A written announcement that seeks to draw media attention to a specific event or 
product launch. Or words to that effect implying an announcement made to the media. [1] 

 
 (ii) Explain the importance for tourism of using a mascot in marketing an event such 

as the 2010 Fifa World Cup in South Africa. 
 
A mascot carries huge marketing potential (1): through the use of merchandising (1); 
using point of sale material (1) to create souvenirs of the event (1); as a form of 
branding (1). [3] 

 
 
 (d) Compare and contrast two promotional methods that tourism authorities in South 

Africa could use to promote the World Cup event effectively. 
Candidates should select appropriate promotional methods such as advertising, publicity, 
videos or the Internet as being most effective. 
 
Comparative comments may include:  

• Cost 

• Accessibility to/for target market 

• Timing  

• Use of technology. 
 
Use Level of Response Criteria. 
 
Level 1 (1–3 marks): At this level a candidate will select two appropriate forms of promotion 
and will describe each method, listing the merits of both without using comparative language. 
 
Level 2 (4–6 marks): At this level, candidates will provide fuller information about the 
advantages and disadvantages of two appropriate forms of promotion, and will use 
comparative language to make judgements about the effectiveness of each of the chosen 
methods.  [6] 
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3 (a) (i) Suggest three reasons why destinations such as the Seychelles, the 
Caribbean, Mauritius and the Maldives are suitable locations for wedding 
tourism. 
 

• The climate – warm, sunny weather all year round (1). 

• Natural beauty of these locations (1), white sandy beaches, clear waters of the 
sea (1). 

• Island locations (1) considered exotic (1) and luxury accommodation (1)/remoteness 
adds to romantic image (1) (3 × 1). [3] 

 
 (ii) Suggest three reasons why a city might appeal as a wedding destination. 

 

• Wide range of facilities (1) – choice of wedding location – churches, cathedrals, 
hotels, castles etc (1); accommodation etc 

• Uniqueness of location – e.g. Las Vegas has wide range of ‘themed’ wedding 
chapels (1). 

• Ease of access for wedding guests – good transport facilities (1). 

• Range of adjacent facilities for post wedding activities – restaurants, entertainment 
etc. (1). [3] 

 
 
 (b) Choose two pricing policies that might be used for wedding tourism products and 

services.  Explain how each policy works. 
 
Award one mark for each of two appropriate pricing policies and a second mark for an 
explanation of how each policy could be applied to wedding tourism. 
 
Correct ideas include: promotional pricing; prestige pricing; the going-rate. 
 
Promotional pricing (1): special offers used to entice customers (1) – here you may pay for a 
two week honeymoon but get the cost of the wedding service free (1). 
Prestige pricing (1): high price being associated with high quality or luxury (1) – here people 
will be prepared to pay slightly more for a ‘once in a lifetime’ experience (1). 
The going rate (1) – this market is highly competitive (1) – there are many operators all 
offering undifferentiated products, therefore they need to charge a similar price to their rivals 
or else they could be priced out of the market (1). 
 
Do not accept ‘Price skimming’ and ‘Penetration pricing’ with no further explanation. [4] 
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 (c) Discuss the reasons why customers use this type of distribution channel to obtain 
wedding tourism products and services. 
 
Reasons for using the services of a travel agent include:   

• specialist knowledge;  

• years of experience;  

• expertise;  

• professional advice; 

• allows someone else to do all of the research etc.; 

• more personal contact. 
 
Use Level of Response criteria. 
 
Level 1 (1–3 marks): Candidate at this level identifies and describes reasons for using a 
travel agent but may not make specific reference to the distribution channel involved. 
 
Level 2 (4–6 marks): Candidates will explain and give reasons for and/or against using a 
travel agent.  Candidates at this level have a clear understanding of the distribution channel 
involved. 
 
Level 3 (7–9 marks): At this level candidates will evaluate reasons why customers use this 
type of distribution channel. [9] 

 
 
 (d) Explain, with examples, how the following factors determine pricing policies used by 

tourism providers. 
 
Award up to two marks for each explanation and award an additional mark for relevant 
tourism industry exemplification.  
 
Profitability: many tourism organisations operate in the private sector (1), so need to earn a 
profit to stay in business (1). Therefore they use pricing policies that reflect market conditions 
to ensure sales and profitability (1); for example variable pricing (1) of hotel rooms at different 
times of the week or season (1). 
 
Competitors: the products and services offered by many tourism organisations are very 
similar (1), therefore competition in the market is strong (1).  Organisations use pricing 
policies such as the going rate (1) in order to remain competitive (1).  They may use 
promotional pricing (1) to gain market attention e.g. BOGOF – pay for a week and stay for 
two weeks. (1) 
 
Subsidies: This is where the government or similar bodies offer financial incentives or grants 
(1) to tourism organisations in order to encourage business activity (1) in areas requiring 
regeneration or renewal (1).  For example, reduced business set up costs or help with 
advertising costs. (1) [6] 
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4 (a) (i) Name two other elements of the Marketing Mix. 
 
Any two from: price, place and promotion. [2] 

 
 (ii) Give two ways a tourist attraction can develop the product part of its marketing 

mix. 
 
Examples will depend on the type of tourist attraction but might include: 

• a new café 

• a new ride in a theme park 

• a different exhibition in a gallery or museum 

• guided tours 

• interactive displays 

• a souvenir shop etc. 
 
Accept any reasonable suggestions, including concept of offering a more diversified 
product.  Do not accept reducing the price or using a promotional campaign – these are 
not aspects of product in this instance [2] 

 
 (iii) Explain two reasons why travel and tourism organisations should review their 

marketing mix regularly. 
 
Reasons include: 

• maintaining sales (1), to remain profitable (1) and competitive (1); 

• ensuring the organisation portrays a positive image of itself (1) and its products (1) 
to attract more customers and new customers (1); 

• to guarantee customer satisfaction (1) so that repeat business is likely (1) and new 
customers might hear about the business via word of mouth (1); 

• to make sure the right products (1) are reaching the right people at the right place 
(1) at the right price using the right promotion (1). 

 
Accept any reasonable suggestion. [6] 
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 (b) (i) State at which stage of the product life cycle you would place the Banyan 
Tree Resort organisation. Give two reasons for your answer. 
 
Banyan Tree is still in the growth stage (accept maturity). (1) 
 
Reasons could include: been in the market since 1994 (1); leading brand in Asia Pacific 
(1); established a global presence opening resorts in other non-Asia Pacific locations (1); 
now has 25 resorts and 68 spas (1); still expanding its operations (1). [3] 

 
 (ii) Describe three methods used by organisations such as Banyan Tree to create a 

brand image. 
 
Methods will include:  

• use of logos, corporate colours, slogans, symbols and uniforms (1); organisations 
such as Banyan Tree use easily recognisable logos so that customers can easily 
distinguish their resorts amongst competitors. 

• Product features (1); luxury and romantic association (1); spa (1). 

• Packaging (1); use of corporate colours on all communications (1); toiletry products 
in the bathroom use corporate packaging (1) 

• Price (1): Pricing policy associated with luxury products (1); prestige price (1); high 
quality (1). 

• Promotion (1): use of colour brochures and multi media (1) to present idyllic images 
associated with the brand (1). 

• Target market segment (1); association with honeymoon and wedding packages (1).
 [6] 

 
 
 (iii) Explain two reasons why its competitors may have to re-brand, once Banyan Tree 

enters this market. 
 
Reasons will include:  

• To refresh their image (1); to make sure people know that they are ‘moving with the 
times’ (1). 

• To remain competitive (1); to overcome the threat (1) posed by newcomers to the 
market (1). 

• To remind people of the products (1) and services (1) they offer, so that people 
recognise what they have to offer (1). 

• To change position in the market (1) – to regain market share, (1) if they have lost 
sales to newcomers. 

• To re-connect with customers, (1) who think they have become outdated (1). [6] 

http://www.studentbounty.com/
http://studentbounty.com/



