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Introduction

Introduction

The purpose of this guidance booklet

This guidance booklet provides a guide to the coursework option (Paper 3) of the Cambridge IGCSE/O Level
Travel and Tourism (0471).

Its purpose is to give advice and clarification on:

The content of the coursework portfolios

The extent and nature of teacher involvement

How to plan and carry out the work in a department with more than one teacher
How to prepare candidates for assessment

The assessment and moderation requirements

This booklet contains samples of marked coursework with accompanying examiner comments to help
clarify the application of the mark scheme. Justifying comments have been included to illustrate why
marking decisions have been made.
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Section 1: The syllabus requirements

Section 1: The syllabus requirements

The IGCSE Travel and Tourism qualification offers flexibility to both schools and learners in the study options
it provides. All candidates must sit the mandatory, externally set and marked examination Paper 1 which
covers the subject content of Units 1 - 4 from the syllabus. Schools can then elect to enter learners for:

either Paper 2 — a written examination which is set and marked by Cambridge covering Unit 5 on marketing
and promotion in the travel and tourism industry generally

or Paper 3 — a coursework investigation which is marked by Centres themselves covering Unit 6, specifically
on the marketing and promotion of visitor services.

These two options carry equal weighting (40%) within the overall qualification.

In this section we identify the benefits of taking the coursework investigation option from the perspective of
both the school and the learner, as this may help in forming a decision on options.

1.1 Why choose coursework?

Undertaking and completing a coursework investigation allows learners to work in a very different way to
the traditional, didactic teaching and learning style often adopted in preparation for an external assessment.
Coursework investigation is particularly relevant when studying the travel and tourism industry as the
industry is customer-centred, requiring a high level of practical skill. It offers variety and can be highly
motivating for teachers and learners.

1.2 Benefits of coursework from a Centre's perspective

Coursework:

e allows teachers to direct student learning to enable a specific focus on localised and familiar examples
e provides a vehicle for the assessment of practical and/or vocationally-specific skills
e allows schools to offer a less tightly constrained curriculum

e creates an opportunity for teachers to utilise their creative skills in designing a motivating coursework
brief that reflects the learning styles of their own learners and takes account of available resources.

1.3 Benefits of coursework from a learner’s point of view

Coursework:

e allows students to take control of their own learning and credits them for initiating tasks and assuming
responsibility in managing their own work

e encourages creativity and independent learning

e enhances independent research skills

e develops communication skills

® improves learners’ time management skills
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Section 1: The syllabus requirements

e provides a less formally controlled environment in which to work
e helps prepare candidates for the demands of study within Further or Higher Education
e creates a more realistic vocational setting within which learners can work

e enables learners to understand the context of their vocational study within the wider world — i.e. taking
their learning beyond the classroom

e allows learners to be practically engaged — using skills and applying knowledge for a specific purpose

e offers a vehicle through which candidates can express a thought or an idea freely.

Learners following the coursework route are still required to gain a good understanding of the theoretical
concepts covered by the syllabus content for Unit 6. A programme of study which addresses the
assessment objectives set out by the syllabus should therefore be planned and delivered before learners
embark on the coursework investigation itself. Learners will also need to make use of certain, related skills
and knowledge that will have been covered in Unit 5; in particular, the use of marketing research techniques,
the ‘product’ element and the ‘promotion’ element of the marketing mix.

1.4 Qutline of the investigation

Once learners have gained a real understanding of the provision of visitor services and how marketing
and promotion are central to this function within the tourism industry, they are ready to undertake the
coursework investigation.

The investigation itself can be broken down into two stages:

e collecting the evidence

e writing the report.

It is a requirement that candidates use a range of investigative techniques within their coursework, using
at least three primary research methods and at least two sources of secondary information to collect
evidence of the provision of visitor services within a selected tourist destination. Representation and
analysis of this evidence will form the basis of the final written report.

Learners therefore need to fully understand the differences between primary and secondary research and
ultimately how these can be used to both effect and demonstrate analysis. This forms part of the expected
learning within Unit 5, so it would be useful for teachers to incorporate the syllabus content for assessment
objective 5 (b) (i) into the programme of study for the coursework component. (More detail about the
suggested methods for collecting evidence of visitor service provision through primary and secondary
means can be found within Section 4 of this guide).

Candidates must produce a written report of their findings which must be an individual piece of work, even
if some data collection and collation tasks are conducted through a groupwork approach.
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1.5 Project length and format

The report should be no longer than 3000 words. However, it may be useful to provide the guideline of 2500
to 3000 words, to ensure that candidates submit sufficient evidence to access all of the assessment criteria
for the coursework component.

The syllabus also provides an indication of the expected format that the written report should take, namely
to include each of the following sections:

e a brief introduction — within this section candidates should clearly identify the chosen destination
or visitor service provider upon which the investigation focuses. It would be useful to provide some
justification for the choice of the focus of the study at this stage, particularly if the destination or provider
is not of national or international significance.

e an account of the methods used for the collection of the evidence - this means candidates should
describe in detail the data collection techniques employed. They should identify at this stage whether
they have worked independently or with other members of the teaching set to collect data. If this task
is undertaken as a groupwork exercise, they must fully explain their role within the task and provide a
clear justification as to why the groupwork approach was taken. Candidates should clearly differentiate
between the primary methods used and the secondary sources of information that have been accessed.

e representation of the evidence collected, in the form of graphs, diagrams, etc. — candidates
should use this section of their report to present the statistical evidence they have gathered (as well
as any other illustrative forms of data) to support their investigation, for example, locational maps,
photographs etc. Greater detail about the range of skills and techniques candidates could use in this
section of their report is given within Section 3 of this guide.

e detailed analysis and interpretation of the evidence — candidates should use this section of their
report to demonstrate their understanding of the importance of visitor service provision and customer
satisfaction through the evidence they have presented. This section requires the use of higher order
learning skills such as inference and evaluation and carries the greatest number of marks within the
coursework investigation.

¢ an evaluation of the investigation — candidates have the opportunity here to demonstrate their
understanding of the limitations of their research or the difficulties encountered in interpreting the
results.

¢ aconclusion, summarising the findings of the whole investigation — this should reflect the value of
the investigation in terms of what has been learnt from carrying out the coursework. Recommendations
should be made as to how visitor service provision in the chosen destination or for the selected
organisation could be improved.

¢ bibliography, sources and acknowledgements — a list of textbook, journal and other printed source
materials that have been used to complete the coursework investigation should be provided. Standard
Harvard referencing should be used in presenting this information. (For more detail on this, please
see Section 4 of this guide.) Internet resources must be accurately cited and example printouts of
downloaded information should be included. Please note that it is not appropriate for a candidate to
submit an entire document from the internet in hard copy. Personal contacts, forming an important
information source through interviews, should also be acknowledged.

There is more detailed coverage of each of these sections of the written report within Section 3 of this
guide.
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Section 2: Teacher involvement and authentication

Section 2: Teacher involvement and authentication

As with all coursework, the teacher must be able to verify that the work submitted for assessment is the
candidate’s own work. This is particularly important as some of the data collection tasks may be carried out
as a group. However, the written assignment must be a candidate’s individual work.

One of the main issues in delivering the coursework module remains the role that teachers play in helping
candidates produce the written report.

It is not expected that candidates will be left to undertake the coursework without guidance and support
from their teachers. Discussion with the whole class and with individuals, as well as one-to-one and whole
class supervision, should take place at all stages of the coursework production.

This section aims to clarify exactly what teachers can do to support the production of the coursework
evidence, and also to identify actions that teachers clearly should not take.

Teachers are expected to:

e prepare learners fully to undertake the investigation. This means that teachers should deliver the
prescribed subject content specified in the syllabus for Unit 6 through a planned programme of study
and should explain carefully what the coursework investigation will entail

e guide learners in the choice of topic for individual study. It may be more realistic in some larger
Centres for a more prescriptive approach to be taken in selecting the coursework topic. It is expected
that all learners from one Centre work on the same coursework title, but that they conduct their own
investigation around this title

e raise learners’ awareness of the exact requirements of the coursework investigation; for example,
stipulating the minimum use of three primary research methods and two sources of secondary
information

e consider the assessment criteria with learners to ensure that they are familiar where marks can be
gained; for example using a range of graphical presentation techniques

® review progress towards meeting the assessment criteria and the deadline for completion of the written
report

e discuss problems encountered and offer possible solutions in completing the investigation.
Teachers should also:

e select the coursework title taking into consideration the level of ability of their learners and the
availability of information

e plan an appropriate range of resources for learners to access, including study visits and secondary data
sources

e write a coursework brief before teaching the syllabus content for the component. Teachers can then
ensure that relevant information is covered in lessons and can build up a bank of essential resources
to support learners in the completion of their investigations. More information about how to write an
assignment brief follows in Section 3

e organise learners to undertake groupwork in the collection and collation of primary data, to reduce the
burden on visitor service providers. It is unwise, for example, to allow a class of 30 learners each to
arrange to interview the Tourist Information Centre manager. It would be better practice to invite the
relevant personnel into the Centre to answer a pre-planned set of interview questions in front of the
class
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e teach a wide range of appropriate statistical representation techniques to allow learners to interpret
results graphically.

Teachers may also:
e read the work of learners to monitor progress and offer encouragement, to help motivate learners to
complete work to deadline

e suggest alternative strategies that learners may take towards the final outcome

e recommend possible sources of information.
Teachers must not:

e provide all of the information for learners so that they do not need to undertake any research themselves
e analyse and interpret the results of the investigation for learners

e write or correct the report for learners

e allow learners to produce a collaborative report with other members of the class

e encourage plagiarism from secondary sources. The issue of plagiarism is covered in more detail within

Section 3 of this guide.

The role of the teacher in the assessment process will be covered in detail within Sections 3 and 4 of this
guide.
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Section 3: Organising the coursework

There are four distinct stages to the process through which learners are able to produce high quality
coursework. It is crucial that staff who are involved in delivering this component are familiar with the
demands that these four stages will place upon them (within their facilitation role) while learners complete
their investigations.

3.1 Stage 1: Designing an appropriate coursework brief and setting
the title

As mentioned previously, the choice of coursework title is very important. WWhen making a decision about
offering this coursework option, teachers must consider the visitor service provision within their immediate
locality. This will enable them to judge how effectively learners will be able to research and report upon

this aspect of the travel and tourism industry. Key issues to consider at this planning stage include the
number of visitor service providers, their location in relation to the school and the scale of their operation.

It is important to establish links with key workers from organisations associated with the provision of visitor
services, in order to ascertain the viability of visits to the organisation or the willingness of staff at travel and
tourism organisations to participate in the coursework investigations.

Please bear in mind that the size of the cohort of learners may influence an organisation’s response to your
request for a contribution to the primary research for the investigations. Too large a number of individual
requests for information may become cumbersome. Try to co-ordinate the requests for information by
arranging for a visiting speaker to come to the school to answer questions. Learners will still be able to claim
this as a form of primary research, providing they maintain a record of their own personal involvement in
asking the questions.

It is important to have a specific title for the investigation. As stated in the syllabus, it is strongly advised
that the title should take one of two forms — either:

e a question which the investigation attempts to answer
OR

e astatement which the investigation then goes on to test (a hypothesis).

When selecting the title that you set your learners to work towards, please ensure that they
can easily access sufficient relevant information sources which support the actual coursework
investigation.

The syllabus provides a range of suggested titles, some of which will be considered here. It is important that
you study these suggestions carefully to ensure that your final choice meets the assessment requirements
for this component.

Suggested Titles

Question types:

e Jo what extent does the marketing and promotion of leisure tourism differ from that of business tourism
by providers in your area?

e How effective is the marketing and promotion of visitor services by (Named Local Company)?
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e To what extent has the increased marketing and promotion of visitor services within (Named Local
Destination) influenced recent visitor numbers to the destination?

Note that questions include a quantifiable element - ‘to what extent’ ‘how effective’ - this enables
learners to undertake statistical research.

Statement types:

e Assess customer awareness of the marketing and promotion of tourism products and services at
(Named Local Destination).

e Analyse the importance of marketing and promotion in the increase in specialised tourism at (Named
Local Destination,).

e Compare and evaluate the roles of the Tourist Board and the Tourist Information Office in marketing
visitor services within (Named Local Destination).

Note that the use of ‘command verbs’ (assess, analyse, evaluate) directs learners towards the type
of investigation they must carry out, but no direct reference is made to the quantifiable element.
Therefore, teachers must use the coursework brief to guide learners towards the inclusion of
quantitative data, as well as the more obvious qualitative data, for these types of investigation.

Once you have finalised the title, it is important to break down the investigation for learners into a series of
discrete tasks through the coursework brief you give them. An example of how you may do this is included
within Appendix 1.

3.2 Stage 2: Preparation of learners

Learners will need to be fully briefed on the expectations of the coursework investigation. They need to
be clear which organisations are deemed to provide ‘visitor services' and which would be inappropriate
examples to choose.

Where reference is made to ‘the local area’, teachers must ensure learners share an understanding of the
area upon which they should focus.

Learners must be made aware of the sensitive nature of some of the information within this people-focused
industry, and should avoid asking inappropriate questions. They must also understand that dealings with
‘adults other than teachers’ must be carried out politely and appropriately at all times.

Learners must become familiar with the assessment criteria that they must meet through the coursework
investigation. As mentioned previously, one way in which to engage learners with individual assessment
objectives is through a break down of tasks within the coursework brief.

It would be beneficial to run sessions on essential communication skills, independent research skills,
statistical representation skills and evidence generation with learners prior to them carrying out their
coursework investigation. Learners may benefit from keeping a log of intended action and noting any
difficulties encountered as they progress through the investigation.
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3.3 Stage 3: Collecting the evidence

The type of research that learners undertake will vary depending on the investigation they are carrying
out. However, the syllabus clearly states that all learners must include a ‘range of suitable investigative
technigues containing at least three methods of primary evidence collection and the collection of at least
two sets of secondary information.’

Learners must therefore appreciate the difference between primary and secondary research and have
a clear understanding of the various techniques available in collecting research evidence, prior to them
undertaking the investigation.

Primary Evidence

This is often also referred to as ‘field research’ as it refers to data collection at first hand, i.e. involving direct
communication with targeted respondents. There are many forms that primary research can take, many of
which can lead to the collection of large data sets from within a chosen sample.

Questionnaires and surveys are one of the most common techniques used to obtain first hand
information. An effective questionnaire is designed to combine both qualitative and quantitative results
through the use of both open and closed questions. A good questionnaire should comprise between 8 to 12
questions, each of which has been carefully chosen to provide relevant information relating specifically to
the investigation.

Choosing respondents within a survey is important; questionnaires should only be completed by people
who are representative of the market. For example, a questionnaire on visitor service provision in a specific
destination would best be answered by visitors who have accessed the information services offered at
that destination. The number of people to include within a survey is also important; for example, too few
respondents may not provide a reliable set of results while too many respondents may produce an overload
of data that learners then find impossible to interpret.

If a survey is chosen as one of the three primary data sources for the investigation, it is important for
teachers to oversee the design of the questionnaire, in order to ensure its suitability for the purpose of the
investigation. One questionnaire can be used with the whole cohort of learners from the school, providing
that teachers can assure themselves that each learner has been fairly involved in the actual collection of
data, i.e. each learner plays a part in the survey. For example, it may be decided to survey a total of 100
visitors to the chosen destination so each learner assumes responsibility for surveying 10 visitors.

Learners should then be supervised collating the data from the survey in the classroom. One way in which
this could be done would be using interactive whiteboard technology, if this is available. The teacher could
nominate one learner to input the data into a computer software programme such as Microsoft Excel or
Access whilst other learners observe. A copy of the database created could then be distributed amongst
learners in order for them to each carry out their own individual interpretation and analysis of the results.

Carrying out a Personal interview is often very motivating and provides learners with detailed and
vocationally specific information. This technique is best used with staff employed within the visitor services
sector of the travel and tourism industry, and as previously mentioned, may best be carried out as a
classroom exercise. This would entail teaching staff liaising with representatives from the travel and tourism
industry in advance, outlining the purpose of the investigation and providing sample questions. Learners
would then prepare the series of questions to pose, and would each play an active role in asking questions
during the interview. The interviewee should then be asked to sign individual witness statements for each
learner as evidence of this primary research. An example of the type of witness statement that could be
used is included in Appendix 3.
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Visual observation surveys can provide useful statistical information as part of the investigation. These
can take many forms, including counting the number of visitors to the Tourist Information Office, carrying
out an assessment of the number of visitor service providers in a locality through a land use survey or
other environmental assessments. This could also include traffic and pedestrian counts. Teachers may
wish to seek advice from colleagues in the geography department about the accurate use of these survey
techniques as they are used extensively in practical studies of human geography.

Photographs and sketch diagrams can be used to supplement the primary research conducted through
other means. When taking personal photographs, it is first important to obtain permission from the

relevant personnel from any focus organisation or from visitors who may feature in the photograph. This is
particularly important for photographs taken in public places which might include children, as there are strict
data protection laws prohibiting the photographing of minors in many countries.

If staff are unsure of which primary research techniques to employ for a particular investigation, they may
wish to consult a textbook such as the ‘A-Z Geography Coursework Handbook' by Skinner, Redfern and
Farmer, or ‘Tackling Geography Coursework’ by Bowen and Pallister, as referenced in the resource list at the
end of the syllabus.

Secondary Evidence

There is an almost overwhelming abundance of sources of secondary research evidence that learners might
access in support of their investigations. The internet alone can provide a huge array of different information
sources.

Common sources include published government statistics: census type information, visitor arrivals and
average visitor spend for named destinations, etc. Local, regional and national tourist authorities may provide
a wide range of information, including brochures and leaflets, but also reports of tourist surveys that have
been conducted in the destination. Libraries offer an extensive collection of secondary information sources,
including maps and guidebooks. Learners should keep abreast of tourism issues and trends reported in the
local and national press. It may also be useful to search newspaper archives via the internet for past articles,
relevant to the investigation.

The list of potential sources of secondary information is limitless. However, teachers must ensure that
candidates choose secondary or ‘desk research’ sources carefully to maintain total relevancy to the
investigation. Learners cannot be credited with appropriate research skills if their chosen sources have no
bearing on their investigation.

Another issue of concern around the use of secondary information is the issue of plagiarism. Learners
need to be briefed on what is considered an acceptable use of secondary information and what constitutes
plagiarism.

According to the Oxford Advanced Learner’s Dictionary of Current English (1995), plagiarism is the ‘action of
taking someone else’s ideas or words and using them as if they were one’s own." Learners are expected to

access secondary sources of information and to use skills of assimilation and synthesis to demonstrate their
understanding of the ideas and theories of others. There has to be evidence that they have ‘processed’ the
information.

Learners must be taught to provide detailed references for any information sources they use within their
investigation, whether they come from the internet or from other printed sources. The standard Harvard
referencing model should be adopted for textbook and journal sources. Full URL's should be provided for
documents taken from the internet. Learners should also make it clear exactly from where passages have
been taken, if they are quoted directly.

All of these details should be included in the bibliography and resource list included at the end of the
investigation.

Cambridge IGCSE/Cambridge O Level Travel and Tourism



Section 3: Organising the coursework

3.4 Stage 4: Producing the report

The syllabus provides a 9-point list of the format that the candidate’s final report should take. Every report
should comprise the following:

A title page. This should include the Centre name and number, the candidate’s name and number as well
as the title of the investigation.

List of contents. This will include page numbers for each section of the report. There should also be a list
of illustrative materials (tables, graphs, photos, sketches, etc.) within the report and any appendices used.
Page numbering helps the assessor, the internal moderator and the external moderator cross reference
evidence within their assessment documentation. Assessors should refuse to accept any coursework
investigation submitted for assessment, until page numbering and an accurate list of contents is produced.

Introduction. This provides the reader with a brief synopsis of the investigation as well as providing
background information about the destination under investigation and a justification for the choice of

this area. The introduction will also outline the basic plan of action that the investigation will follow. The
introduction will help the assessor, internal moderator and external moderator identify how each candidate’s
approach to the investigation differs from other candidates’ approaches in the same class.

Statement of the hypothesis and a list of the main aims. The purpose of the investigation should be
made apparent within this section, and candidates should identify specific aims linked to each of the five
research sources they have chosen. Specific reference should also be made here to the quantifiable element
of their research —i.e. “to survey 30 visitors and to interview representatives from three visitor service
organisations’.

Methods for the collection of evidence. Candidates should clearly state their approach to the data
collection aspect of their investigation. They should specify which elements will be tackled independently
and which, if any, form part of a groupwork approach, with a full justification for taking this approach.
Candidates should then monitor their progress through the data collection process, outlining the limitations
of the methods chosen and any difficulties that were encountered during the collection of the data, i.e.
validity and relevance of internet web pages, author bias of written reports, reliability of personal interviews
and questionnaire responses. Candidates should also use this section to provide details of how collaborative
data was shared and collated upon collection.

Representation of data. As previously mentioned, candidates are expected to use a wide range of
techniques to present the data they have collected in their investigations. This is much more than simply
including copies of the completed questionnaires as an appendix and making vague references to the
'majority of people surveyed'. Candidates must be able to apply a range of different skills and techniques in
the presentation of data, including:

e Tables, diagrams, sketches and photos, frequency tables, tally charts, locational and land-use maps etc.

e Graphical representation: vertical and horizontal bar charts and line graphs, pie charts, pictograms,
histograms, Venn diagrams, frequency polygons, scattergraphs, radial charts, dispersion graphs,
cumulative frequency graphs (ogives), etc. All graphs and charts should be clearly and appropriately
labelled using standard conventions. (It is not necessary for candidates to use all of these forms of
representation — this list is given for illustrative purposes of the types of representation that could be
included)

e Statistical methods: mean, median, mode, range, etc.

Candidates will gain credit for choosing a range of presentation technigues appropriate to the data they
have collected. The syllabus clearly states that computer technology can be used to represent evidence,
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but that candidates can equally gain maximum marks in this section if they use hand drawn graphs. The
main focus of the assessment in this section is the demonstration of skill in using representation techniques
accurately and appropriately.

Analysis and interpretation of the data. As previously mentioned, this section of the report carries the
highest number of marks as it reflects the most complex demands made on candidates by the coursework
investigation. Analysis, interpretation, evaluation and conclusion are the highest levels of learning skill that
candidates can demonstrate. This allows an assessor, internal moderator or external moderator to assess
how well a candidate understands the purpose of the investigation and to what extent they can manipulate
and utilise data to prove or disprove their original hypothesis. Reference should be made to all graphs,
charts, etc. in justification of their inclusion and the contribution they make to the overall investigation.

Evaluation and conclusion. This provides further evidence of the candidate’s ability to make use of the
results they have obtained from their investigation. Here, the candidate is expected to comment upon
what has been learned from the investigation, as well as discussing how successful the investigation has
been when judged against its original aims and intentions. Better candidates will be able to make specific
recommendations for further investigations or for the improvement of visitor service provision in the
destination, as a direct result of their findings.

Bibliography, sources and acknowledgements. As mentioned in the section on collecting evidence,
candidates must provide a full bibliography of printed sources of information used in compiling the report,
using the standard Harvard referencing model. An example of this is:

Smith, John D and Warburton, Fiona: Cambridge IGCSE Travel and Tourism (Completely Cambridge
series. (2012). Cambridge University Press. New Delhi.

An example of an internet web address is as follows:
www.australia.com/things_to_do/Art_and_culture/Dance_and_music/ Accessed on (04/05/12)

It would be beneficial for the candidate to include the date of access to the web-based source for
authentication purposes.
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Section 4: Assessment and moderation

It is important that staff responsible for delivering the coursework component fully understand the entire
process of assessment, including the internal and external moderation processes, all of which will be
covered in this section.

41 Assessment

The teacher marks the assignment using the marking criteria provided in the Assessment of Coursework
section of the syllabus booklet, after which moderation takes place according to Cambridge procedures.
When assessing candidates’ work, the teacher must make annotations throughout the assignment and,
where appropriate, show evidence of the candidate moving through the mark boundaries.

All assessment decisions must be made objectively against only the listed criteria. Teachers
must consciously steer away from any element of subjectivity, based on their knowledge of the
candidate and their expectation of how well the candidate should perform.

The summary table of marks and assessment criteria from the syllabus provides a useful starting point in
understanding the assessment process.

Knowledge with 1A-1C 3 3 9
understanding
Investigative A. Observation 2A1-2A.3 3 3 9
skills and and collection of
representation of | evidence
evidence
Analysis and B. Organisation 2B.1-2B3 3 3 9
interpretation of and
evidence representation of
results
Evaluation and 3A-3G 7 3 21
conclusions
4A-4D 4 3 12
60

This table denotes the four main strands against which candidates are assessed. Within each of these
strands, candidates are judged to have performed at one of three levels in meeting the specific assessment
criteria.

Teachers are then provided with a detailed breakdown of each strand, so that the coursework evidence is
judged against the specific criteria at each level.

The next section will look at each assessment strand in turn, with examples of how the criteria should be
applied to the evidence presented. The number of marks available for each criterion is shown in brackets
within the table. Also included is an example of how the Individual Candidate Record Card should be
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completed to record the assessment decisions made. (The relevant section of the Record Card has been
extracted for this purpose. Please refer to the whole document in the syllabus to see the section in its full

context).

In order to illustrate the application of the assessment criteria, references are made to each of three
exemplar pieces of coursework (which have been included in the appendices at the end of this guide)
throughout the explanation.

Assessment Strand 1

Knowledge with understanding (9 marks)

1A

1B

1C

General application
of knowledge with
understanding.

Connection
between key ideas
of the course and
the aims of the
investigation.

Use of appropriate
terminology and
understanding

of concepts and
principles.

Very limited
throughout the
investigation.

(1)

Very few, if any,
links between the
purpose of the
investigation and
key ideas of the
course.

(1)

Poor use of
terminology, which
is sometimes
inappropriate.

Limited
understanding of
relevant concepts
and principles.

(1)

Some basic
knowledge and
understanding is
evident at several
stages of the
investigation.

Some links
between the
purpose of the
investigation and
key ideas of the
course.

(2)

Wider use of
terminology, with
more accuracy.

Most relevant
concepts and
principles
understood.

(2)

Sound basic
knowledge and
understanding is
evident throughout
the investigation.

(3)

Clear, well-
developed links
between the
purpose of the
investigation and
key ideas of the
course.

(3)

Full explanation
and good,
accurate use of
terminology.

Full understanding
of relevant
concepts and
principles.

(3)

Assessment Objective 1A relates to how well the candidate is able to demonstrate their overall
understanding of the key learning objectives for the coursework component through their investigation.
The key learning objectives for the component focus on visitor service provision and marketing and
promotion of these services in a specified tourist destination.

Carefully consider the coursework evidence in light of the descriptions within the table. Award marks as
specified in the table; for example, if the investigation shows an understanding of these objectives
consistently, the maximum 3 marks should be awarded and entered on the record card against the
Assessment Objective (AO) 1A.
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Assessment Objective 1B builds on the previous objective, in allowing candidates to demonstrate how
well they understand the connection between the vocational learning for the module and the investigation
they have undertaken. If the evidence presented shows some links but these are not particularly well
developed, 2 marks should be awarded and entered on the record card against AO 1B.

Assessment Objective 1C considers how effectively the candidate can use appropriate vocational
terminology to demonstrate their understanding of the principles and concepts of marketing and promoting
visitor services. \Where the evidence shows limited understanding and poor use of vocational terminology, a
mark of 1 should be awarded and entered on the record card against AO 1C.

In this example, the candidate scored a total of 6 out of a possible 9 marks for this assessment strand.

Individual Candidate Record Card Extract for Strand 1: Knowledge with understanding

Mark Max AO
3 3 1A General application of knowledge with understanding

2 3 1B Connection between key ideas of the course and the aims of the
investigation

1 3 1C Use of appropriate terminology and understanding of concepts and principles

Section 5.1 (p. 36) of this guide shows an example of a candidate scoring well in knowledge with
understanding. This candidate (Candidate 1) demonstrates knowledge of the visitor services sector of the
travel and tourism industry and is able to propose a realistic hypothesis based upon the knowledge they
have of the region of Andalucia in southern Spain. Marketing terminology is used competently throughout
the coursework and Candidate 1 has a good grasp of the issues facing tourism destinations in trying to
attract greater visitor numbers. This candidate scores a mixture of Level 1 and Level 2 marks in this section.

The example given in Section 5.2 (p. 63) shows a candidate (Candidate 2) who scores consistently across
Level 2 for Assessment Objective 1: Knowledge with understanding. This piece of coursework shows

a sound knowledge of the concepts of marketing and promotion through the contextualised example of
Jamaica in the Caribbean.

Section 5.3 (p. 83) contains the work of Candidate 3, who also scores consistently across Level 2 for
Assessment Objective 2: Knowledge with understanding. This candidate demonstrates a sound knowledge
of the marketing mix as well as being able to offer contextualised definitions of the different forms of
tourism offered in Phuket, in Thailand.
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Assessment Strand 2A

Investigative skills: Observation and collection of evidence (9 marks)

Assessment Criteria Level One Level Two Level Three
Objective
2A1 Collection of Limited range Wider range Wide range of
evidence from of evidence of evidence evidence with
both primary and collected, either collected but a good balance
secondary sources | from mainly still mainly from between primary
under guidance or | primary, or either primary and secondary
independently. mainly secondary or secondary sources.
Sources. sources.
Considerable Guidance needed Little guidance
guidance needed but some attempt | needed and
throughout, and made to extend problems
work is limited to the investigation encountered
the obvious area of | beyond the solved
enquiry. obvious area of independently.
enquiry.
Good attempt
to extend the
investigation
beyond the
obvious area of
enquiry.
Independent Independent Independent
enquiry very weak. | enquiry better enquiry is
developed but has | well done and
limited relevance compliments the
to the original original work.
work done.
Little initiative Some initiative is A high level of
shown. shown. initiative is shown.
(1) (2) (3)
2A.2 Awareness of Limited awareness | Some awareness A sound
limitations of of the limitations of the limitations awareness of the
methods used to of methods used. of the methods limitations of the
collect evidence. used. methods used.
(1) (2) (3)
2A.3 Evidence A poor, limited Some attempt is Well-organised in
recorded, attempt is made. made but there are | a clear, coherent
classified and some omissions. form. Accurate
organised. observations and
records.
Rough work is Rough work Rough work is
disorganised or is partially organised and
incomplete. organised but still complete.
incomplete.
(1) (2) (3)
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Assessment Objective 2A.1 is multi-faceted. Candidates are required to use both primary and secondary
research sources. However, not all candidates are able to meet these exact requirements and the assessor
must judge whether the research evidence is predominantly primary or secondary in nature. If candidates
have been able to work with little guidance from the teacher to obtain research evidence, this automatically
brings the level of performance beyond Level 1. In this instance, a candidate should be awarded 2 marks and
these marks should be entered on the record card in the same way as for Assessment Strand 1.

Assessment Objective 2A.2 examines how aware a candidate is of the limitations of their research. If a
candidate shows no awareness of this issue at all, it is possible to award a score of 0, as the candidate is
operating below Level 1. This mark is transferred to the record card in the same way as Assessment Strand 1.

Assessment Objective 2A.3 assesses the way in which the candidate organises the data collection aspect
of the investigation and the presentation of rough work. If the candidate makes some attempt to organise
the evidence and includes some rough work, a mark of 2 should be awarded and recorded.

Individual Candidate Record Card Extract for Strand 2A: Investigative skills: Observation and
collection of evidence

Mark Max AO

2 3 2A1 Collection of evidence from both primary and secondary sources under
guidance or independently

0 3 2A.2 | Awareness of limitations of methods used to collect evidence

2 3 2A.3 | Evidence recorded, classified and organised

Candidate 1 (Section 5.1, p. 36) scores well across the three objectives for the assessment of this strand.
The candidate uses both primary and secondary sources of information in 2A.1. Data obtained through desk
research via the internet is referenced throughout the report. The candidate also includes a photograph of
herself outside the Tourist Information Centre in Fuengirola in Spain, prior to carrying out a human traffic
audit. The candidate also shows some awareness of the limitations of the research methods selected

on page 49, towards achieving objective 2A.2. This is predominantly restricted to the issue of time. The
data collected from both primary and secondary sources is recorded effectively, is well organised and is
appropriately classified. This allows the candidate to be credited for objective 2A.3

Candidate 2 (Section 5.2, p. 63) does not score as highly in this strand as they do when organising and
presenting the results of their research. Data has been collected from primary and secondary sources
towards achieving objective 2A.1. The majority of this information was obtained from interviews with the
owners/customers of the focus organisations, with strong input and guidance by the teacher. The candidate
raises very limited awareness of the research methods used in 2A.2. There has been some attempt made
by the candidate to record, classify and organise the evidence collected in 2A.3.

Candidate 3 (Section 5.3, p. 83) does not score well across this strand. Information was obtained from

the internet and from a group interview conducted with the owners of the focus organisations. The teacher
indicates through the Level 1 mark awarded that the candidate required considerable guidance in carrying
out the research associated with objective 2A.1. The candidate appears completely unaware that using only
personal interviews with the organisations’ owners and through their websites might bring inappropriate
levels of bias to the investigation, hence this candidate is not awarded credit in 2A.2.The limitations of the
data collected prevents this candidate from scoring beyond Level 1 in the objective of recording, classifying
and organising evidence for 2A.3.
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Assessment Strand 2B

Representation of evidence: Organisation and representation of results (9 marks)

2B

2B.2

2B.3

Evidence displayed
accurately and
using appropriate
skills and
techniques.

Data displayed
effectively, with

a degree of
neatness and good
annotation.

Use of different
skills and
techniques.

Some
inconsistencies
in the accuracy
of the evidence
displayed.

At least one skill
or technique is
inappropriate.

(1)

Some of the
evidence collected
is displayed
effectively and
neatly.

Limited labelling
of graphs and
diagrams.

Only a limited
range of skills
and techniques is
used.

(1)

Wider range

of evidence
collected but
still mainly from
either primary
or secondary
sources.

All skills and
techniques used
are appropriate.

(2)
Most of the
evidence collected
is displayed

effectively and
neatly.

Most of graphs
and diagrams have
titles, keys, scale,
etc.

(2)
A wide range
of skills and
techniques is
used.

(2)

Wide range of
evidence with

a good balance
between primary
and secondary
sources.

All skills and
techniques used
are appropriate
and some
awareness of the
validity or reliability
of at least one of
them is shown.

(3)

All of the evidence
is displayed
effectively and
neatly.

All of the graphs
and diagrams have
titles, keys, scale,
etc.

(3)

A comprehensive
range of skills
and techniques is
used.

(3)

Assessment Objective 2B.1 looks at the presentation skills and techniques adopted by the candidate. The

syllabus requires that candidates use a range of graphical and non-graphical techniques appropriate to the
data they have collected. This particular AO credits candidates for selecting the most appropriate means of
presenting the data obtained. If a candidate selects an inappropriate method of representation, a score of 1

mark will be recorded.

Assessment Objective 2B.2 credits candidates for the neatness of their presentation of results and the

use of standard conventions in labelling illustrative representations of data. If the work is neat and correctly
labelled, the maximum 3 marks will be scored.
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Assessment Objective 2B.3 assesses the range of techniques employed by candidates. A candidate who
uses only bar charts, pie charts and tally charts will not score as highly as, for example, a candidate, who
uses appropriate pictograms, frequency polygons and land use maps, providing these have been used in the
correct context. If the range of representation techniques used is broad but is not comprehensive, then 2
marks will be awarded.

Individual Candidate Record Card Extract for Strand 2B: Representation of evidence: Organisation
and representation of results

Mark Max AO

1 3 2B.1 Evidence displayed accurately and using appropriate skills and techniques
3 3 2B.2 | Data displayed effectively, with a degree of neatness and good annotation
2 3 2B.3 | Use of different skills and techniques

Candidate 1 (Section 5.1, p. 36) demonstrates strong investigative skills and is able to represent evidence in
a concise and professional format This candidate only drops one mark across all of Assessment Objective 2,
for their lack of awareness of the limitations of the methods chosen to collect research evidence.

The evidence presented by Candidate 2 (Section 5.2, p. 63) is much more variable across the three
levels. The skills of observation and collection of evidence show some validity, although there is a lack

of awareness of the limitations of the methods chosen to collect research evidence. The coursework of
candidate 2 also shows some good skills in the organisation and representation of results, although only a
narrow range of graphical techniques has been used.

Candidate 3 (Section 5.3, p. 83) found it difficult to carry out the necessary primary and secondary research
required by the coursework, and thus scores consistently at Level 1 across Assessment Objective 2:
Investigative skills and representation of evidence, where evidence for this section is very limited.
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Assessment Strand 3

Analysis and interpretation of evidence (21 marks)

Assessment

Objective

Criteria

Level One

Level Two

Level Three

3A Application of Most of the Most of the Clear analysis
knowledge. evidence is evidence is and interpretation
analysed and analysed and of relationships
interpreted interpreted using and concepts
using general appropriate terms | using appropriate
terms rather and concepts. terminology.
than appropriate
terminology.
Relates evidence
to the context of
the course.
(1) (2) (3)
3B General Limited Better Thorough
communication communication of | communication of | communication of
skills. ideas. ideas. ideas.
Opinions given Opinions given Opinions given
which are are partly related are closely related
not related to to the evidence to the evidence
the evidence collected. collected.
collected.
(1) (2) (3)
3C Organisation of Incomplete Fuller account Complete account
the analysis and account, which with a more logical | with a sound,
interpretation. lacks a logical, structure. organised, logical
organised structure.
structure.
Limited analysis Some attempt A thorough,
and interpretation, | is made at well-organised,
with reference to organisation section of work
only some of the and most of including analysis
evidence. the evidence is and interpretation
analysed and of all the evidence
interpreted. collected.
(M (2) (3)
3D Level and extent Comments about Some attempts Thorough analysis
of analysis. the evidence are made to with reasoned
collected and recognise patterns | explanations and
represented are and develop some | valid comments.
mainly descriptive | explanations.
and simply stated.
(1) (2) (3)
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3E

3F

3G

Interpreting

the evidence
by presenting
reasoned
explanations for
patterns and
relationships
shown in the
analysis.

Awareness of
the limitations
of the evidence
collected.

Originality and
individual opinion.

Very little effort
to explain the
data or to try to
find any links or
relationships.

Very few, if any
inferences are
drawn.

(1)

Very little, if any,
awareness of
the limitations
of the evidence
collected.

(1)

Little, if any, is
shown.

(1)

Section 4: Assessment and moderation

Some effort

to justify the
findings and some
attempts to find
reasons for the
evidence obtained.

Some inferences
are drawn.

(2)

Some awareness
of the strengths
and limitations of
the evidence but
no suggestions
as to how these
difficulties could
be overcome.

(2)

Some is shown.

(2)

A good effort is
made to present
sound, reasoned
explanations for
the evidence
obtained.

Several inferences
are made.

(3)

Weaknesses and
strengths in the
evidence collected
are recognised and
suggestions are
made as to how
these could be
overcome.

(3)

Several original
ideas and opinions
are included.

(3)

This assessment strand provides the greatest number of marks, and reflects the increased level of demand
made on candidates. This signals the complexity of this area of study. There are 7 assessment objectives
within this strand.

Assessment Objective 3A requires assessors to consider the general level of application of knowledge
that candidates demonstrate in their analysis of their investigation. This goes beyond a simple demonstration
of the basic principles of marketing within the context of the investigation, and better candidates will make
clear connections between the interpretation of the evidence collected and the general context of their
learning within this module. In this instance, the maximum 3 marks would be awarded.

Assessment Objective 3B allows assessors to credit the level at which candidates are able to express
their ideas and convey their opinions. If a candidate uses ideas, which partly reflect the nature of the
investigation, 2 marks would be awarded.

Assessment Objective 3C assesses the way in which candidates structure the analysis of their evidence.
If there is no logical sequence, or the report is incomplete against the data presented, a candidate would
score either 0 or 1 mark.

Assessment Objective 3D builds on this assessment, by examining the level of analysis displayed by the

candidate. A mainly descriptive response would score 1 mark, whereas a report comprising mainly reasoned
explanations and detailed analysis would score the maximum 3 marks.
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Assessment Objective 3E assesses one of the most complex skills expected of candidates within the
coursework component, namely the ability to use justification and inference in data interpretation and
analysis. Where some effort is made by the candidate in this respect, a score of 2 marks would be justified.

There is some overlap between Assessment Objective 3F and 2A.2, which both examine the candidate’s
awareness of the limitations of the evidence they have collected via this investigation. The difference in
emphasis here is that candidates should analyse not only the limitations of the data collection methods as in
AQO 2A.2 but also should be able to make suggestions for overcoming the limitations encountered. \Where a
candidate analyses the strengths and weaknesses of the evidence collected and makes realistic suggestions
of how the weaknesses could have been overcome, a mark of 3 should be recorded.

Assessment Objective 3G is perhaps the most subjective of the criteria, as it asks assessors to make
value judgements about the extent of originality demonstrated by the candidate through the written report.
There will be an element of subjectivity in this assessment, given the fact that the assessor will be familiar
with the hypothesis and with the expected and actual responses made by the whole cohort of learners.

A candidate who is unable to make any original comment within the report would score only 1 mark in this
section.

Individual Record Card Extract for Strand 3: Analysis and interpretation of evidence - (21 marks)

Mark Max AO

3 3 3A Application of knowledge

2 3 3B General communication skills

0 3 3C Organisation of the analysis and interpretation

1 3 3D Level and extent of analysis

2 3 3E Interpreting evidence by presenting reasoned explanations for patterns and
relationships shown in the analysis

3 3 3F Awareness of the limitations of the evidence collected

1 3 3G Originality and individual opinion

Candidate 1 (Section 5.1, p. 36) scores well across these seven strands for Assessment Objective 3. There
is some good evidence of the higher order skill of analysis within the applied context of Andalucia, with
marks only being lost for the interpretation of evidence using reasoned explanation, for a lack of awareness
of the limitations of the evidence collected and for originality and a subjective slant on the evidence
presented.

Section 5.2 (p. 63) shows that Candidate 2 demonstrates excellent coommunication skills and good
organisational skills but found the higher order skill of analysis quite challenging, scoring mainly at Level 1
across Assessment Objective 3.

Assessment Objective 3 also presented more difficulty for Candidate 3 (Section 5.3, p. 83), who scored
consistently at Level 1 across these seven strands. This assessment of performance is reinforced by the
limited nature of evidence found within the coursework presented.
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Evaluation and conclusions (12 marks)

Section 4: Assessment and moderation

Assessment Criteria Level One Level Two Level Three
Objective
4A Evaluation of the Little or no Some evaluation A sound evaluation
investigation as a evaluation of the of the coursework | of the coursework
whole. project as a whole. | is included. is included.
One or two Several limitations | Several limitations
limitations of mentioned and mentioned and
the investigation only superficially competently
mentioned but not | assessed. assessed.
assessed.
(1) (2) (3)
4B Suggestions and Very few, if any, of | Some of these are | A wide selection
recommendations these are included. | included which are | of these is
for improvement or generalised and included, which
future work. basic. indicate detailed
thought about the
investigation.
(1) (2) (3)
4C Draw valid Conclusion lacks Conclusion is A very good,
conclusions depth and is more detailed reasoned and
by reasoned written in general but still rather justified conclusion
consideration of terms. tentative. drawing together
evidence. all the threads of
the investigation.
Little, if any A basic attempt A good attempt is
consideration of is made to use made to use the
the evidence is the evidence as evidence to draw a
used to support a basis of the conclusion.
the conclusions. conclusion.
(1) (2) (3)
4D Reference to Little or no Attempts to relate | Direct references
original aims of the connection to the to the aims and/or | to the aims in
investigation in the aims or title in the | title in the the reaching
conclusion. conclusion. conclusion. conclusions.
(1) (2) (3)

Assessment Strand 4 looks at the candidate’s ability to use evaluative skills and to draw reasoned
conclusions about their investigation.

Assessment Objective 4A requires candidates to make an overall assessment of the success of the
coursework investigation. \Where some evaluative comments are made, a candidate would be awarded

2 marks.
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Where a candidate is able to make realistic suggestions about how the investigation could have been
improved, Assessment Objective 4B allows them to score 3 marks, if these are wide-ranging and
demonstrate a degree of consideration on the part of the candidate.

If the conclusion is written in vague and generalised terms only and does not relate specifically to the
evidence in the report, a candidate would score 1 mark for Assessment Objective 4C.

Assessment Objective 4D requires candidates to reflect back on the original aims of the investigation and
to assess how successfully the final outcome is in achieving these aims. Where an assessor finds evidence
of this having been attempted, 2 marks can be awarded.

Individual Record Card Extract for Strand 4: Evaluation and conclusions

Mark Max AO

2 3 4A Evaluation of the investigation as a whole

3 3 4B Suggestions and recommendations for improvement of future work
1 3 4C Draw valid conclusions by reasoned consideration of evidence

2 3 4D Reference to original aims of the investigation in the conclusion

Section 5.1 (p. 36) shows that Candidate 1 is able to evaluate their investigation and make
recommendations for the improvement of future work, thus scoring Level 3 marks for the first two criteria
of this assessment objective. There is also sound evidence of this candidate’s attempt to draw a valid
conclusion from the original hypothesis for the investigation.

Candidate 2 (Section 5.2, p. 63) attempts the higher level skill of evaluation with limited results, with most
credit being awarded at Level 1 across Assessment Objective 4: Evaluation and conclusions.

Section 5.3 (p. 83) shows that Candidate 3's coursework presents little or no evidence towards the criteria
for this assessment objective. A conclusion has been attempted, although this is met with limited success.

An assessor must always carefully consider the evidence in light of the assessment objectives. It is
important to become familiar with the assessment documentation in its entirety and that all sections of the
Individual Candidate Record Card are completed, to provide full details of the Centre and candidate.

A Coursework Assessment Summary Form should also be completed to accompany the documentation
for the coursework component; this provides the assessment record for a complete cohort of candidate
from one Centre. It also provides information about the internally moderated marks for this component.

4.2 Moderation

The purpose of moderation is to ensure that each Centre has correctly awarded coursework marks
according to the standard and that each teacher has applied the standards appropriately across the range of
candidates within the Centre.
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4.2.1 Internal moderation

The member of staff responsible for delivering the coursework component to a particular group of
learners will become the assessor of those pieces of coursework and will take responsibility for the initial
assessment decisions described in the previous section of this guide.

Where more than one member of staff is involved in the delivery or assessment process, it is important
that the Centre makes provision for all candidates to be assessed to a common standard. This is achieved
through the process of standardisation. Several pieces of coursework from across several teaching groups
are photocopied and distributed, concealing the identity of the candidate. Each assessor marks these pieces
of work independently prior to the meeting, applying the assessment criteria objectively from the syllabus.

The meeting is designed to compare the assessment decisions of all those involved and to discuss
differences and discrepancies in the marks awarded, strand by strand. A consensus of opinion must be
sought to agree a final score for each piece of coursework.

Upon completion of the standardisation meeting, staff then mark the work from their own candidates,
recording their decisions on the Individual Candidate Record Cards.

Once all coursework investigations have been assessed, a sample of work should be ‘cross-marked’ by an
accredited coursework assessor, usually the Internal Moderator. The sample should be approximately 20 per
cent of the whole cohort. The final, moderated marks must be recorded on the Coursework Assessment
Summary Form. Where differences in marks fall significantly outside tolerance (i.e. more than +/-2 for each
piece of coursework), a greater sample of assessment decisions should be internally moderated and further
discussions should occur between assessors/moderators to agree a final score for these pieces of work.

The Individual Candidate Record Card and the Coursework Assessment Summary Form are available

as interactive pdfs on the Cambridge Samples Database at www.cie.org.uk/samples. Enter your Centre
number and your syllabus code (e.g. 0471 or 7096) and you will be provided with links to the forms and to
information on the selection of the external moderation sample.

In a Centre where only one member of staff is involved in the delivery and assessment of this coursework
component, a line manager should assume responsibility for the internal moderation process, including the
standardisation element.

4.2.2 External moderation

The sample submitted for External Moderation should:

e represent the spread of marks across the entire ability range for the cohort, to include the top scoring
piece of coursework, some middle range marks and the lowest scoring investigation

¢ include a balance of work from candidates across all teaching sets and assessors

e include the coursework investigations of the relevant candidates

e include the Individual Candidate Record Cards and the relevant Coursework Assessment Summary

Form/s bearing the final, internally moderated marks.

Cambridge moderators will scrutinise candidates’ coursework investigations and the assessment and
moderation processes adopted by Centres.
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Every piece of coursework must be submitted in a file to Cambridge marked clearly with the following
information:

e the candidate’s name and number

e the Centre's name and number

¢ the syllabus/component code and the month and year of the examination

e the coursework title
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Section 5: Examples of marked coursework projects

The following three examples of candidates’ written projects have been selected to illustrate different
standards of ability. Each example has been scanned and includes all the spelling and grammatical errors
found in the original copies. Some promotional material and other sources of information referred to within
the project, but not all, may have been included.

References to the names of individuals, groups of individuals and photographs of individuals have been
removed for the purpose of confidentiality.

A moderator's comment and completed Individual Candidate Record Card precedes each task.
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_Marketing and promotional
techniques used by the
Andalucian Tourist Board

‘A(\A.fﬂ.‘ v (/\,A

Cambridge IGCSE/Cambridge O Level Travel and Tourism 37



Section 5: Examples of marked coursework projects

List of contents

Contents Page(s)
Introduction A AR PSS AR A
Hypothesis 3
ARG 000 el Rre s e g 3
Background information on Andalucia ... 4
Promoting Andalucia (Methods used}  ..ooooviiririirrrre e 7
Tourist Information Centre 12
Pestle 15
Swol analysis 16
The Marketing Mix (4 Ps) 17
AIDA eiateesessebeessssasirananiinna |5
Avwarencss of the limitations of the | Ba

evidence collected
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Introduction, Hypothesis and Aims

In this report T will investigate weather or not there is a connection between effective

marketing and promotion and increased numbers of tourists in the Andalucian region.,

1 will aim to sce if other factors apart from marketing and promotion affect the

amount of visitors to the region. At this stage, 1 think there probably will be a strong

connection between effective marketing/promotion and visitor numbers. It might be {314

the case that the marketing is really good but things beyond the control of the tourist =~ 1 :-_';.l".."-.'r-fl
board put people off coming to the area. 1 will now start the main body of my report — ey

this will be organized into the following seclions; T b

e
-

1y methods for collection of evidence

2} Representation of data

3) Analysis and interpretation of the data

4} Ewvaluation and conclusion

5) Bibliography, sources and acknowledgements

Cambridge IGCSE/Cambridge O Level Travel and Tourism 39



Section 5: Examples of marked coursework projects

Background to Andalucia.

Andalucia is set in southern Spain with § Provinces; Malaga, Granada,

Cordoba, Seville, Jaen, Huelva, Cadiz, and Almeria. Andalucia is 1':'[;
Spain’s poorest region; however it is now one of the most popular 1T1'||] ¥
tourist destinations in Europe, thanks to its sandy beaches, outdoor life,
spectacular mountain ranges, famous monuments, healthy food and the 7 A

main factor is the climate. Most of Spain is hot and dry in summer and
cool In winter. One the coast which faces the Mediterranean Sea, the

summers are warm and sunny.

Wt T

LB
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Average temperature in Andalucia (*C)

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Spain 7 7 11 13 16 22 M 24 20 16 10 7
Andalucia 100 11 14 16 19 2% 26 26 23 19 13 1] e
|1i--1"n
Source: www.Andalcuia.org.uk
Biar chart b iriicale avididd BTNl i both Spamn @ wihle and Andsuca
u 'r'lf:" -

. Il:a-h
| B |

L

In 2001 according to the national census, Andalucia’s m*etnl.l population
was T7.403 million. | will now show you the population in each

Province.

Savilla 1.747 million (7.9%)

Malkaga 1302 million (12.2%)

Cadiz 1,131 miflon {d.6%)

Granada 812 thousand [2.8%)

Cordoba TES thousand [2.0%)

Jasn 550 thousand (1.3%)

Almaria £33 fhousand {17.1%} .
Husvla 441 thausand {4.2%)
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The main industry in Spain is tourism; millions of people visit the country

each year and thousands of Spaniards have jobs that serve the tourists {for

example: restaurants, cafes, shops), Spain is most famous for its traditions;

bull fighting, flamenco, Siestas, festivals of tomatoes and much more. _
Tourists often visit fo taste Spain’s traditional food; tapas, paella, tortilla, | B
sangria and all different types of wines, Some of Spain's tourists are

“football fans™ that visit Real Madrid Bernabeu and Barcelona FC Camp i | 4
Nou. There are many famous celebrities that come from Spain; Antonio

Banderas who was born in Malaga, Penelope Cruz who was bom in Madrid, . ,
Carmen Galisteo in Seville and one of the most world’s famous artists et
Picasso. Spain also have many historical museums such as Thyssen in

Madrid, Bellas Artes in Seville, Picasso in Mélaga, Dali in Cadaqués, and

many more. Tourists are also attracted to Spain’s fine weather and sandy

beaches that are along the Mediterranean coast from Girona to Gibraltar.
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I will now move towards the practical element of the coursework and
discuss what the Andalucian tourist board actually do to promote the region.
The list below demonstrates what the Andalucian tourist board does to
attract new visitors and to explain why they should come on holiday to the
country or to do business.

1) Billboards

2) Posters

3) Televisidn advertisising campaigns

4) Brochures

5) The internct A S
&) Exhibitions

71 Mewspapers

8) Tourist board shops / tourist board centres

9) Features on television programs

10) Buses >

I will now explain each of these in tum before analysing there advantages .I
and disadvantages.

A billboard is a large outdoor advertising structure which is found in high | 1
traffic areas such as alongside busy roads.

Advantages: 1A\
They can show bright colours and pictures that will attract people’s iy
attention. They won’t cost as much as television adverts therfore it will be
cheaper to advertise on a billboard.

.I ] II..I

Disadvantages: o
There is a possibility that people will not notice them when driving on the
road. Also the weather could destroy the billboard.

§ -
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This billboard is in Mijas; it"s advertising
Andalucia, This billboard is also
advertising the tourist information centre.
“Emile you are in Andalucia™ is a slogan
which is representing this region

Posters are used for promoting a new attraction and an event that
will be taking place. They are designed to be attached to a wall or a
lamp post. Posters are also designed to be eye-catching

and giving important information about why you should visit the
altraction or event.

For example:

This is a poster advertising a bull fight for
both tourist and

local population.

Advantages: If the posier is eye- catching and
full of colour, majority of people will stop
and read it. Posters are also cheaper
compared to TV adverts and billboards.

Disadvantages: Gangs and thugs might rain
the poster and take it off from where it's been
placed. Also the weather can damage the
poster,
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Television advertising signs: are adverts that are inbetween
television programs and at the cinema. They are used to advertise
the company’s product or services. The Andalucian Tourist
Board have produced several adverts showing the beaches,
culture and attractions of the region. They have posted the T.V

and cinema adverts on the website. i

Advantages: It's the best way to reach millions of people. It can

create a very good impression in people’s eyes if they are made
professionally. They can be shown on television at a time when the
target market will be watching. Some adverts that are shown on
television are actually shown on www.andalucia.org/turismo- A
cultural/ , for example first choice promoting Andalucia. l¢

Disadvantages: adverts are very expensive and poor quality can send a bad .
image. In order for the advertising to be effective needs to be produced in L1\
several languages for example: Spanish, English and German.,

A(\Aék.UO{:'& :

Andalucia use many methods of promoting and advertising the region. One
method is by television adverts
“hitp:/www.voutube.com/watch?v=DVkdI9XOrkA" this advert shows
why it's so special to visit Spain; saying what attractions there are, the
traditions and persuading the public audience to go, making it look eye
catching and interesting. There are many tour operators such as First
Choice and Thompson that promote Spain, example: First Choice have an
advert to promote the “Holiday Village” in Benalmadena Spain.

4 _'; _':.

-
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Brochures- a brochure is a pamphlet or a leaflet that is most
commonly found at places where tourist visit. A brochure
generally gives you information about the tourist attraction or the
place you are going to visit. Alternatively, brochures can be sent to
people in different countries in order to tell them about the
attraction and accommaodation. Brochures can be registered by: the
telephone, internet and by post.

The official site of Andalucia®*htip:/f'www.andalucia.org/provides
brochures for all the different provinces. Each Brochure provides
information about the province and they are cheaper to produce then TV
campaigns. The internet also promotes Andalucia by reaching to people all
over the world. By having internet sites the tourist board will not have to
send brochures all over the world. The internet can allow you to book your
flights, book accommaodation, find information about the place you are
visiting and seeing what attractions and traditions they are.
For example; here are a few sites that promote Andalucia, L

1) httpiwww.andalucia. org!

2} hitpwww andalucin.comy

3) hupyiwww, spanish-fiesias. com

Advantages: It is cheaper to build a new webpage instead of advertising on
television. Majority of people use the internet to find information about the ;
country they are visiting, so it is useful that Spain have many websites to
promote the country, ' Lo

Disadvantages: You can only reach people that are able to use computers
(for example: elderly people may not have internet or do not know how to
use il} i

Sevilla

i
il e

iy

.
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Exhibitions provide an opportunity for business; to show what they can offer
to their customers. The venues for exhibitons are normally held in large .
conference rooms or exhibition centres such as Excel in London. !

Advantages: You can reach a lot of people at one time

Disadvantages: Potential desks for customers can also get information for ] f)
your competitors. For example: Andalucia went to the world travel market to

promote the region.

The “World Travel Market™ is a must attend four-day event, it is presenting
a range of destinations and industry sectors to other international travel
businesses. It is a fantastic opportunity for the whole global travel trade to
meet and to gain immediate competitive advantage for their business and to
keep up to date with the latest developments in the travel industry.

TR B ot
Samderlf = Y

world

travel
market

Eai i Woy 3090 Esf

Newspapers: In English newspapers they advertise holidays, trips and short I
breaks to Spain. Newspapers such as “Sun” and “Mirror™ will advertise |
cheap holidays to persuade the tourists to visit Spain. [ 1A

Advantages: Newspapers are cheaper to advertise. Majority of Peuplc will |,
read newspapers and if tour operators offer a cheap package holiday, the |

customers would want to visit.  — | 3

Disadvantages: In the case of advertising in national newspapers it can be
expensive, It is alsedifficult to know which newspaper your visitors are

dikely 1o read.

Tourist Board Shops/Tourist Board Centres: Large cities such as London
and Madrid sometimes have tourist board shops from other countries or
regions. One example of this is “visit Queens Land” an Australian
information shop on the Strand in central London.

Cambridge IGCSE/Cambridge O Level Travel and Tourism
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Example: There is not a tourist board shop for Andalucia in London;
however there is a visit Spain shop. .

Advantages: People can collect information any time and talk to somebody
from that country to ask specific advice. The information is free off charge
and you don’t need to have a computer.

5D

Disadvantages: From the tourist board point of view it is expensive to
produce brochures; to rent or buy the building and to fly people from that
country to work in the shop.

The Tourist Board Centre in Fuengirola, Spain

| visited the Tourist information centre in Fuengirola, Spain where | gathered information
about how many people visited the tourist information centre in 2009, The results are as
follows, They are based on an average per day. -

January 209 people per day
February 258 people per day
March 234 peopleperday |
April_ 299 people per day
May 197 people per day
June 267 people per day
August 336 people per day
Sepiember 374 people per day
| Ohctober 252 people per day
November 269 people per day
December 293 people per day
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Page 12A
Primary Research Continued

Count of visitors making enquiries at the Fuengirola Tourist Information Centre between
11am and 12 Noon, Monday 29™ March to Friday 2™ April 2010,

Monday Tuesday Wednesday | Thursday Friday
17 [[¥] 10 I3 19 -

Pile-chart to show visitors to Fuengirola’s Tourist Information
Centre: Week Commencing 29th March

m Monday
m Tuesday
0 ‘Wednesday |
o Thursdey |
|mFadey |

wareness of Limitations of this 1 i anlopes

| had some difficultics to do this part of the coursework. | only had one hour a day to visit
the tourist information centre, as | was revising and doing other coursework ot the same |
time. IT the weather was to hot, or if it was raining it may have been to uncomfortable

to complete the survey . The tourist information staff would ask why 1 needed

to take photos and | had 1o make sure | asked for permission \

Awareness of Limitations of the Evidence collected;

These figures may not be truly what happens as its only one week of the year. Il the

weather was unusually hot, cold or rainy these figures may not be representative of a || i
normal vear, If there was a festival or public holiday, the numbers may be more or less Yy
than a typical day.
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50

Programs on the Travel Channel: People who are watching the travel
channel are normally interested in traveling and visiting other countries. This
may not be the case with all people who are watching commercials during
Coronation Street.

Advantages: Majority of people will be sure to book a holiday after
watching the travel channel. From the customers point of view it is handy, as
it provides information and offers advice. No premises are required just call
centers.

Disadvantages: It can not reach everyone as some people do not have the
travel channel. It is also expensive to run a television channel; therefore the
company will charge the Andalucian tourist board a lot of money.

| ¢
LA.|

= N
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Buses: buses can normally advertise other countries or regions

as well as events. It can be seen by majority of people as it is set
very large and eye- catching,

Advantages: It is cheaper then television advertising and can bring
many people to urban areas.
Most people will be able to see the advertising.

Disadvantages: Not everybody lives near a bus route practically in
rural areas so you are limiting your audience -

o

1 C

LA

Example: On busses they use this picture 1o advertise Andalucia.
The slogan “Smile you are in Andalucia®™ is set
on busses to advertise Andalusia’s Provinces.

Cambridge IGCSE/Cambridge O Level Travel and Tourism 51



Section 5: Examples of marked coursework projects

52

The Andalucian Tourist Board could consider using a PESTLE analysis to help
them with the Marking and Promotion of the Region. This will help them to
consider the Political, Economic, Social, Technological, Legal and Environmiltal
factors that impact upon them. I will know give a couple of examples from elich

category.

Paolitical- This means the influence that political parties have over a particular company.
For example; one particular party might think that something might be more of a priority
than another,

Economie- this means that businesses need to be aware of what is going on in the
economy and responding to those things, For example the credit crunch means that lots of
businesses have had to change their pricing strategy. This means that hotels might lower
their prices for example.

Social- It means knowing and responding to what is happening in society. For example:
people tastes change therefore the company must be up to date with what the customers
want, One example of this many people prefer to go on an all inclusive holiday now.

Technological- Things which businesses needs to be aware off, This can help it 1o
become effective and efficient.

For example: technology could be used to improve communication between travel agents
and hotels,

Legal — This may impact employment access to materials, quotas, resources,
imporis/exports, taxation.
v
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Another option to help the Andalucia tourist board is the marketing and promotion in a
swot analysis, The swot analysis is a plan used 1o evaluate the strengths, weaknesses,
opportunities and threats involved in a project or in business venlure.

I will now apply this to Andalucia
Strengths Weakness Opportunities Threats
Sandy beaches, Mot enough Invest more money to | Competition from other regions
moncy speton | teach people and coundries.
The weather. teaching people | languages
languages Economy is a threat as people may
Cultural. Build more indoor not be able to afford o go on
Mot that many aitractions incase of | holiday
Friendly people. indoor atiractions | bad weather.
Several Imemational Airports | Owver Try to reconsider
. development albout wear to place
Mightlite new sltractions | so
wildlife or natuwral
Food resources wond be
harmed)
Golf courses
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54

Another way to help Andalucia with its Marketing
s by using the 4 P’s.

I will now talk about each “P’ and how each of
them work.

Price: The company need to find out how much the people are prepared
to pay for the product by market research (questionnaires, interviews,
telephone calls)

but it also has to be enough income for the company. /

Product: The company has to get the right product for the right type of
people. In the case of the tourist board the product is Andalucia. It's
important that the company gets the right product, as it could become a
failure and money will be wasted. To be sure with the product
questionnaires and telephone calls will be available to see if customers
will actually buy the product and to see how much people are willing to

pay. -

Promotion: The company has to advertise extremely well if they want
their customers to buy the product. The view from the Andalucian tourist
board is that they have to advertise Spain really well in order to get many
tourists from all over the world; by advertising in newspapers, brochures,
the Internet and television adverts it allows the tourist board to explore
and show the public what it has to offer. All of these methods have
promotion have to be eye- catching and interesting in order to attract
peoples attention. )

Place: The company has to make sure that the product or service they are
offering is available to all customers, so it gives them the opportunity to
buy it. The company will have to decide where the product is sold for
example: What kind of shop? A specialist boutique or in a supermarket,
or both? Or online? These are the questions that the company will have to
decide.
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There is also another way of finding if your customers are
interested in the product and that is by using AIDA. There are
four steps you need to take your audience through if you want
them to buy your product; Attention, Interest, Desire and
Action. 10 people took a survey that states what people think
about these advertising methods and whether or not they would
proceed to book a holiday.

Each person surveyed could award a maximum of three marks
for each part of AIDA with one being the lowest and three being
the highest.

Posters | Television | Brochures | The Newspapers | Tourist | Busses
advertising internet board
shop
‘Mean 2 3 3 3 2 | 2
average
Attention
Mean 2 3 3 2 2 2 2
average
Interest
Mean I 3 3 2 1 | 2
average
Desire ; —
Mean | 3 3 2 | I 2
average
Action —
 Average 6 12 12 9 6 5 8
Total Per
Promotion
Tool
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Awareness of the limitations of the evidence collected

One problem with the evidence I collected through my

questionnaire could be that if people were in a rush they could

complete it without reading the questions properly. This could

mean that my results are not totally accurate. Sometimes, when .
asked to select a number to express their opinion, people givea | I+
number in the middle (eg: five if the scale is 1 to 10). In addition

to these, people can be influenced by their friends.

Another problem with my primary research, this time with
counting the amount of people visiting the tourist information
centre, is that it was very time consuming. I only really had one
day to do this because | was busy other coursework. The day |
conducted my research might not have been very typical therefore
the amount of visitors could have been unusually higher or lower
than normal. -

| was only able to take two photographs because the tourist
information centre was open and I had to ask for permission.
The manager of the centre explained that taking pictures may
discourage some visitors from entering the building. |

In terms of my secondary data collection, one limitation of the o
weather statistics is at the source may not be valid. Some A
temperature information that I looked at was only in Fahrenheit

which was difficult for me to interpret.

When using the internet; | was limited to the websites that the
school enabled me to access. I always had to question the validity |
of the information. Out of school, | had to use an internet café Lo
which was rather expensive; this meant | only had limited
opportunity to collect data.
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Awrage Total Per Promotion Tood

i- Pooimrs

{m Telousion adwrising

| O Brochums

|0 Tha intemat

| N papars

| @ Towrist board shop
|mBusses |

21%

The mode for the average total per promotion tool is 6 and 12.
The range is the difference between the highest and the lowest
average total. In this case, the difference between 12 and 5 =7

The methods that people consider to be most interesting are television
adverts and brochures, Both of these methods create an image for the
public and encourage them to want to visit Spain. Brochures are normally
attractive; full of colour with pictures, therefore eye-catching. If Spain
produces a television advert to promote Andalucia; it allows the public to
see what the place is really like. If the advert is eye-catching and
interesting, the customers will therefore book or look into visiting Spain.
Although this is an expensive method, it is positive Spain will have many
visitors, which will bring money into the country and create more jobs, -

The method that people consider to be the less interesting is the tourist
board shop. It is easier and much more convenient for people to use the
internet, or to look in newspapers and to watch television adverts, rather
then traveling to a tourist board shop. People who are not computer
literate would generally go to a tourist board, however, as there are so few
tourist board shops people have difficulty finding one ( some people may
not even exist)
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Evaluation

What are the benefits of having a successful advertising
campaign to the Andalucian Tourist Board and the region as a
whole?

If the Andalucian tourist board produces a good advertising
campaign it will bring many visitors to Spain; therefore it will
bring income into the region and also create lots of jobs. This
may lead to the multiplier effect which means that even more
jobs are created and infrastructure (eg: roads, hospitals ¢te.) are
improved. This will in turn be good news for the government as
it will receive more tax and the country as a hole will have an
improved economy. People will choose to visit the region rather
than going to other parts of Spain or other countries.

What are the negative affects of not having a suitable
advertising campaign?

If the Andalucian tourist board produces an advertising
campaign which is not suitable, it will affect Andalucia majorly.
If the advert is not interesting or eye catching it will make the
public have a bad view on Spain therefore people would not
visit Spain, which could lead to many serious problems such as:
no income, no jobs and economic crises. As tourism is the major
industry in the region, such effects would hit it more deeply then
other regions for example: If the marketing of Madrid is not
effective, it will still receive income from other industries such
as financial services.

| have managed to find some statistics which were published by
the Spanish Government's Tourism Department. In 2009 there
were 12,864,572 foreign visitors which was 4.3 % decrease on
the 2008 figure. Visitors from within Spain totaled 6,745,753 in
2009 which was 8.1% decrease on the 2008 figure. .
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Conclusion and reference back to my original hypothesis.

If I look back at my hypothesis, | predicted that there would be a strong

link between good marketing/promotion and more people coming to the Ls
region of Andalucia. | did not fully appreciate the range of other factors

that can encourage or discourage people from visiting this part of Spain.

I can now state that no matter how attractive and effective the marketing

of the Andalucian Tourist Board is, it cannot change the siate of the

economy. Whilst the people | surveyed thought the Marketing was very
professional and attractive, it does not mean that people can actually

afTord to travel to the region on holiday.

\‘:H:-

(R
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The Information | had to gather was sometimes rather difficult as | was limited 1o time.

When | visited the Tourist Information Centre it was out of school hours

and they were about to close, so | had to be very quick. | had to ask permission before

taking the photo, incase they objected. | also had to ask how many people visited the

tourist board shop as they were closing, however they were very helpful in the time they

had left. The questionnaire was also time consuming as | was limited to how many o
people I could send it to as it was during school time. As it was an unofficial R
questionnaire, some people could have been reluctant to complete i, - _
A
The information that already had been collected was sometimes very difficult. =
The Census information that was used to find out the population was difTicult, as it is not
always up to date, Also, the internet can not always be reliable as anyone can posi
comments or post false information, so | had to be rather careful in choosing what sites
were suited for this project. The weather statistics that were collected on
www.Andalucia.org.uk will never be exacted as the weather constantly changes.
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| have thoroughly enjoyed working on this project. 1t has taught me many different skills
and technigues; the understanding and awargness of the place | am currently living in and
to organize my project in different sections. In this project | have tried to make it eye
catching, colorful and interesting as possible; I am most pleased with the evidence | have
collected, such as going to the tourist information centre and finding out how many
people visit their and where they come from, it was an experience and | am pleased |
made an effort to go. | am also pleased with the amount of time | have put into this
project; doing bar chals, pie chats, tables and going to the tourist information centre, as |
do have other coursework that is also important and to also have a free social life. lam -
also pleased with the first section of my coursework; introducing and analyzing Spain, |
thought | really achieved a good start to the piece and | thought the work | did was
extremely interesting and communicative, However some parts of my coursework ,
unfortunately were not as strong as some other parts; for example giving evaluation and | LA
evidence to my work was really difficult for me to present. | also could have given better

examples and explanations for how the Andalucian tourist board promotes the region. |

feel if | had more time to do the questionnaire | could have done it better, it was a shame

it was in school hours as | was in a rush and had my own lessons to go to as well as the

people who | was asking. If | studied travel and tourism at AS level, | will use the

experience of this coursework to enrich my work. | am, however, pleased that | have had

this opportunity to develop my skills,

[ 1 had the opportunity to do a similar piece of work in the future, | would strengthen my
evaluation skills by reading the studies skill section of a texthook or by looking at a
wehsite such as BBC Bite size,

To improve my evidence and collection, | would references sources as [ go along to avoid
having to remember right at the end. It would be an interesting experience to make a
comparison between Andalucia and another region of Spain such as Madrid. This would
let me discover whether or not the credit crunch has affected visitor numbers in another
location.
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Comments on Candidate 1's work

AO1

AO2

AO3

AO4

Total

Mainly Level 3

8 marks

Mainly Level 3

17 marks

Working
towards Level 3

17 marks

Working
towards Level 3

10 marks

52

The work demonstrates excellent knowledge and understanding of
the concept of visitor services using a well chosen example. The
investigation is based around the products and services offered by
the Andalucian Tourist Board. There is excellent exemplification of
the marketing carried out by the organisation with clear assessment
of the advantages and disadvantages of many of the methods of
promotion used. Appropriate and relevant photos of marketing
materials are included to illustrate the points being made.

There is excellent supporting evidence of both primary and secondary
research having been carried out independently, including a photo

of the candidate at the Tourist Information Centre at Feungirola (not
included to protect the identity of the candidate), where a count of
visitors was carried out over a two hour period on two consecutive
days. Website URL's are given for secondary sources of information
accessed via the internet. Statistical data is presented using
appropriate Information Communication Technology (ICT), using both
tables and charts, with relevant data keys. There is a logical sequence
to the evidence presented.

The candidate demonstrates excellent communication skills and
presents evidence in a format appropriate for the intended audience.
The report is fit for purpose and there is a good attempt to interpret
the results of the research to offer a valid explanation for the patterns
and trends reported. The candidate recognised that the data may

not be fully representative and offers reasoned explanations for this
limitation.

There is some attempt made to evaluate the investigation as a whole,
looking at the benefits of a successful advertising campaign for an
organisation such as this Tourist Board and some sound conclusions
are drawn. Some reference is made to the original hypothesis.

This is an effective piece of coursework, with a clear brief and good supporting evidence of how the
candidate approached the investigation. Marks could have been higher if there was more originality and
creativity demonstrated and the candidate should have considered more alternative approaches that could
have been taken to overcome the limitations of the data collected.
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5.2 Example Candidate 2
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Comparing the Products, Marketing & Promotion of
Mystic Mountain and Chukka Caribbean Adventures
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Statement of Hypothesis

Jamaica is the premier destination for travel and tourism in the Caribbean, boasting over 150
attractions, The island has earned its position due to the quality of products offered and the
process of marketing and promotion.

Objectives:
1} To find out about marketing and promotion strategies
Z] To discover the attractions’ target markets
3] Producks offered by the attractions
4] Pleasure of the tourist attractions
5) The ambience of the attractions

Research carried out:

1} A visit to both Mystic Mountain and Chukka Caribbean Adventures — December 7, 2009
2} Researched on the internet
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Introduction
lamaica as a Popular Tourist Destination

Jamaica is a large Island In the Caribbean, situated south of Cuba and west of Hispaniola. It is
approgimately 1100 square kilometres, and is the second largest country in the Caribbean with a
population of around 2.8 million. 1t has a tropical climate nearly all year round, however it |s
located right in the hurricane belt of the Caribbean, and is prone to very bad storms during the
hurricane season, The island’s terrain is mountainous and normally green and luscious,

Jamaica is a popular destination for towrists from many countries worldwide thanks to its warm

climate and friendly people. There are several major tourism providers situated on the island
such as the Hilton Hotel in Kingston and Margaritaville an the narth eoast,

Access to the Island and Popular Accommaodation

Ocho Rios and Montego Bay are the major destinations visited by towrists, They are both on the
north coast and this is also where the majority of major hotels are located. There are two

major airports in Jamaica that serve major international airlines. They are Sangster Intermational
Alrport situated in Montege Bay and Norman Manley International Airport situated in Kingston.

The capital city of Kingston mainly offers business tourism as its target market, therefore there
are hotels equipped to facilitate business meetings, conferences and so on. Anather thing that
visitors enjoy whilst in Kingston is the exciting nightlife attractions that the city has to offer.

The Influgnce of Bob Marley

Jamaica is also a well known country for its musical background and musical legend Bob Marley,
who is admired by tourists from all over the world that come 1o learn about his one of a kind
music. Since he passed away in 1981, many local artists have tried to follow in his footsteps but
no one since has had the impact of Marley's originality and musical talent. A large number of
tourists come to Kingston to towr his former home which has been renovated and is used as a
popular tourist attraction. His burial site is also a popular attraction, which is an indication that
even though he s no longer here, Jamaica is still benefitting from his amazing music career.

Jamaica is also popularly known for spicy and mouthwatering jerk chicken and fried fish. Many
tourists come to taste some of this one of a kind Caribbean food. The cuisine is also a big
contributing factor to the popularity of Jamaica as a tourist destination.

Nature Attractions

For the more adventurowus visitors who would rather not spend their vacation In a four star all
Inclusive hotel, there are many nature attractions available, Blue Mountains offers a great
hiking experiences and the option for hikers to overnight in their rustic cabins.
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River Rafting is also a popular activity for nature lovers, as they have the ocppartunity to take a
lgisurely ride down Rio Grande.

A5 you can see, there are several aspects to Jamaica that make it a favourite spot for towrists
from all over the world. Mo matter your tastes and interests, there is always something in
lamaica for you to experience!
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Products, Marketing and Promotion at Mystic Mountain

Mystic Mouniain is an attraction situated in the garden parish of 5t. Ann. The activities offered
by this popular tourist attraction cater to visitors with a more adventurous spirit. Visitors will
nat have to travel very far outside of the town of Ocho Rios to experience the exhilarating rides
that take them through natural landscapes.

Although Mystic Mountain has been able to catch the attention of visitors to the island, the
travel and tourism industry is certalnly erucial in ensuring a continuous flow of visitars to the
attraction,

Three reasons why the travel and tourism industry are important for Mystic Mountain are :

1] Foreign exchange — through marketing efforts, the travel and tourism industry
contributes greatly to the success of Mystic Mountain, Having tourists coming in
from different areas of the world creates foreign exchange for the country. A large
percentage of the tourists are coming from Europe and United States, which means
that the value of the currency is wery high. That, in turn, increases the value of the
Jamaican dollar, 5o it can help Jamalcans live a better and mare suceessful life.

2] Creates employment = it creates jobs for the local people living close to this
attraction, so not only doas Jamaica as a whole benefit from tourism and foreign
exchange but so do the people living in the area, They will be needed as tour guides,
ride operators, groundsmen, sales clerks in the gift shops, bartenders and walters.
Therefore, Mystic Mountain —with the help of the travel and tourism industry —
provides a great opportunity for people to keep & steady job and pravide for their
famnilies.

3) Relevance of Jamaica — the travel and tourism industry spends a lot of money
pramating Jamaica as an ideal tourist destination. The efforts of the industry to
keep Jamaica relevant as a tourist destination helps Mystic Mountain by building
interest In the attraction,

i rategi

Mystic Mountain advertises in many ways such as newspaper ads, television commercials,
through the intermet and of course by word of maouth, which s perhaps the best form of
advertising.

According to Mike Drakulich, owner of Mystic Mauntain, their way of advertising initially was by
word of mouth through both local and international visitors. Since recently, they have been
putting advertisements on the radio, television and in newspapers to boost their visitor
statistics.

Target Markets of Mystic Mountain

hWystic Mountain’s marketing strategy is directed towards the crulse lines because they Ocho
Rios Cruise Ship Pier is within minutes of this attraction. Therefore, cruise line visitors who are
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in Ocho Rios for the day do not have to travel to a far destination just to experience the natural
beauty of lamaica,

With hMystic Mountain being so close to the pler, experiencing Jamalca s very convenient
because the tourists are generally interested in doing something more exciting than the typical
shopping experience. |t is a good opportunity for thern to participate in an activity that is
unigue to Jamaica.

Interestingly enough, Mystic Mountain seems to attract a younger age group. This is perhaps
because they have a more adventurous spirit than older people who may not want to risk being
affected by the fact that the rides take them to thousands of feet in the air,

Age Group of Visitors to Mystic Mountain

o 1018
m 18-27
|m 2836
m 3745
m Ower 45
Broducts Offered by Mystic Mountain
The products affered by Mystic Mountain are:
1) Sky Explorer Chairlift = this ride carries you up 700 feet abowve sea level to see the
amazing views of the ocean and natural life.
2} Bobsled Jamaica - this attraction is made from stainless steel rails and s designed to

curve and bend through the forest. It is painted black, green and yellow to
represent the Jamaican flag., Also, this creative ride is controlled by using
handbrakes at the side to either speed up or slow dowrn.

3} Zip Line Adventure = this ride takes you soaring through the tree tops, flying past
trees by just inches. The Zip Line Adventure gives you the impression of flying from
tree to Tree,
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Popularity of Attractions at Mystic Mountain

o Ap Line Achenure
m Bobsled Jlanmaica
| Sky Explomer Chairlift

What Visitors Experience

Visitors to Mystic Mountain can expect to have an exhilarating experience from beginning to
end. Many people express awe when In the Sky Explorer Chairlift at 700 feet above sea level.
The views of the island’s north coast from that point always blows people away.

The turms and twists of the Bobsled Jamaica, as well as the ability to control how fast you go,
provides a lot of exciternent for visitors. Mot often can you find rides that give the riders full
control of their experience.

The fact that Mystic Mountain exists in a rainforest type of environment gives people a very
relaxing experience. If going on the rides does not suit some visitors, they can relax in the pool
or spend a few hours admiring nature.

The Ambience of Mystic Mountain

The ambience of Mystic Mountain can be described as relaxing and natural. Whether your alm
is to have a thrilling experience on the rides or a laid-back stay by the infinity pool, you can be
guaranteed to come very close to nature.

The wonderful dining facility at Mystic Mountain captures the essence of Jamaican cuisine.
Their menu embraces Jamaican culture by providing popular lamaican dishes.

Mystic Mountain also promotes the suocess of Jamaican athletes and other local record-setters.
At the top of the attraction, visitors can take a peak into the history of lamalca’s athletes like the
famous bobsled team that was the first from a tropical country to enter the Winter Olympics in
this event. Top athletes that have set numerous world records in track and field are also
showcased.
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Products, Marketing and Promotion at Chukka Caribbean Adventures

Chukka Caribbean Adventures is fast becorming one of the most popular adventure tours in
Jamalca. It has even spread its wings to other places like Belize and Turks and Caicos. However,
its roots are in Jamaica, which is where the company’s owners are from.

As you will see, Chukks Caribbean Adventures offers a wide range of praducts to the tourist
market. More and more people are becoming familiar with the attraction because of the
effective marketing and promotion strategies used. Take a look.

Marketing and Promotion Strategies

Chukka Caribbean Adventures’ methods of marketing and promotion include putting up
information on their websites, sending emails advertising their products to past high end visitors
wha can spread the word about the attraction. They also use varlous news media, brochures,
posters and flyers.

tarketing and promation play a crucial part in the business because if there are no
advertisements being put out, many overseas tourists as well as local tourists will have difficulty
finding it. As a result, not many people will be able to discover that such an amazing natural
park exists in Jamaica,

The chiefl target market for Chukka Caribbean Adventures is tourists who are adventurous. The
attraction also caters to people who love to try new and exciting activities that they would nat
be able to experience at a typical theme park. The attraction also tries te target families to
come in groups instead of just trying to sell the proaduct to individuals because a family is larger
and they can spread news about their experience to a wider range of people.

Age Group of Visitors to Chukia Caribbean
Achventures

% Y aem

@ 1018
m 1827
| m 2835
m 3745
@ Ouar 45
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The praducts offered by Chukka Caribbean are;

1. Horseback Ride N' Swim — visitors get the chance to do a horseback tour and then go for
a swim in the sea

7. ATV Safari —adventure seekers can spend 2 hours riding through a ATV trail

3. River Tubing Safari — visitors can enjoy a relaxing ride down a river

4. Zipline Canopy Tour — énjoy an exhilarating swing through the jungle hundreds of feet
above ground

5. River Kayak — if you have the energy needed to river kayak, you will certainly enjoy the
attraction at Chukka Caribbean Adventures

6. 4x4 Adventure — jump in a 4-wheel drive safarl jeep and get ready for a bumpy ride
through the jungle

7. Zion Bus Line — for a more easy going vibe, take a ride through town on the Zion Bus
Line and enjoy the world famous Jamaican Rum Punch

8., Dogsled Tours — the first ever dogsled tour in a tropical country takes visitors on a non-
stop adventure

g, Chukka Dune Bupgy Adventure = ride these small cars through the safari if you are
feeling adventurous. Don't forget your helmet!

Popularity of Attractions at Chukka Caribbean
Adtverntures
m FHorsehack Ride & Swim)|
2% o | O ATV Safar
108 | E Fier Tuksirg Safan
g m Jpline Cancyey Towur
94 m Fher Fayak
| o Dwirex Buggy Scheriture
e A | m et Achunture
A% 0 Jon Bues Line
1896 m Dogsied Tour
What Visitors Experience

Visitors to Chukka Caribbean Adventures experience a wide range of emotions, depending on
the rides they choose to go on. To achieve the element of excitement, visitors will choose rides
like the ATV Safar, Dune Buggy Adventure and the 4x4 Adventure.

Relaxation is also widely experienced at Chukka Caribbean Adventures, especially by people who
choose to do the Horsehack Ride n' Swim attraction. After a relaxing horseback ride, people
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have the option to go into the blue ocean for a swim with the horses. River tubing is also very
relaxing.

Faor the explorers, riding on the Zion Bus Line will expose them to more of Jamaica, as the ride
takes them though areas of Ocho Rios.

i bean n

Because Chukka Caribbean Adventures s set in a natural environment, visitors can expect to
have a relaxing experience. There are not many indoor activities that you can participate in, so
people spend more time interacting with nature and animals.

In the gift shop, people can be introduced to the culture of Jamaica by the products displayed
for sale. The options include sandals, Jamaican t-shirts, towels and even shot glasses. And af
course, there is also the option to indulge in popular Jamaican drinks like rum punch or Ting
grapefruit soda.
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Comparison of the Two Attractions

Here Is a comparison of the attractions offered at Mystic Mountain and Chukka Caribbean
Adventures.

Mystic Mountain
The basic fee for taking part in an attraction at Mystic Mountain is US549.00 per parsen, The
prices will increase once visitors select additional attractions to take part in. For example, ifa

visitor wishes to ride the Bobsled Jamaica attraction, they would have te pay an additional
amaunt.

Here is a look at some of the packages offered at Mystic Mountain, along with the duration:

Sky Explorer = 2h 30m

Sky Explarer/Falls —4h 30m

Sky Explorer/Falls/Tubing — 5h 30m

Sky Explorer/Tubing = 4h 30m

Sky Explorer/Bobsled/Falls/Tubing — 5h 30m
Sky Explorer/Bobsled — 3h

Sky Explorer/Babsled/Falls = 4h 30m

Sky Explorer/Bobsled/Zip Line — 4h

Sky Explorer/Bobsied/Zip Line/Falls = 5h 30m
Sky Explorer/Bobsted/Zip Line/Falls/Tubing — 6h 30m
Sky Explarer/Zip Ling = 3k

Sky Explorer/Zip Line/Falls/Tubing — &h

Chukka Caribbean Adyventures

Visiters to Chukka Caribbean &dventures have a wide range of attractions io choose from,.
There is also the option to access group and family rates. Chukka Caribbean Adventurées caters
to a wide age range due 1o them having several different attractions. Take a look at the details
of the attractions available in Ocha Rios, including cost, duration and minimum age of rider:

Attraction Duration Cost (Child/Adult) Minimum Age
‘Horseback Ride ' Swim 2 % hours 351/576 &

ATY Safari 2 hours 76 16

River Tubing Safari 1% hours 544/563 6 |
I_Zﬂl‘l& Canopy Tour 2 hours SR2 /58D 10

River Kayak 1 % hours 545564 12

Axd Adventure 5 hours L55/4749 6 N

Zion Bus Line 5 hours 553/576 18
| Dogsled Tours 2 hours L57/5E5 5
| Chukka Dune Buggy Adventure | 1 % hours 553576 iE

Owverall, Chukka Caribbean Adventure is a better location to visit because visitors will not get
tired of doing the same activities over and over. Each time you visil, you have the opportunity

1o

Cambridge IGCSE/Cambridge O Level Travel and Tourism

75



Section 5: Examples of marked coursework projects

to try something new. Their activities alsa cater to a wider age range of visitors and the prices
are more reasonable because competitive group rates are offered.

11
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Customer Feedback
Guests of Mystic Mountain
The fallowing interviews were done on December 7, 2009 with visitors to Mystic Mountain:
Interview with Timothy A, Maole, UsA

Q. How did you find out about Mystic Mountain?

A, & college friend of mine who visited BMystic Mauntain last summer mentioned how exciting
the attraction was. | always loved Jamaica (this is my third time here), and hearing about an
attraction with thrilling rides was exciting to me!

1, Do you find the prices reasonable?
A, | think the prices offered by Mystic Mountain are great! Mot everyday do you find an
attraction as entertaining as this one for such a reasonable price,

0. Would yvou return another time?
A, Lwaould definltely return to Mystic Mountain again! Next time, \'m gaing to bring my entire
family with me.

intarview with Emily T., Female, LUK
Q. Which ride or attraction did you enjoy most at Mystic Mountain?

4. The Bobsled Jamaica was my favaurite ride at Mystic Mountain, | have never been on a ride
s0 exciting and unigue. 've been an faster and higher rides before, but never one that takes me

into a jungle|
Q. Did you find the ride operators and tour guides helpful and friendly?
A, The staff at Mystic Mountain made the experience really wonderful. Apart from giving us a

guided tour and lots of information on Jamaica, they also taught us local slangs and dance
moves!

. Would you recommend Mystic Mountain to a friend?

AL ¥es, lwould. It is a great way to spend the day in Ocho Rios if you want a break from the
beach.

Guests of Chukka Caribbean Adventures

The fallowing Interviews were done on December ¥, 2000 with visitors ta Chukka Caribbean
Adventures:

Interview with Simone 1., Femaole Nature Lover, LI5A

0. Which ride ar attraction did you enjoy most at Chukka Carlbbean Adventures?

12
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A. | think my favourite attraction at Chukka Caribbean Adventures is the Dogsled Tour. Usually,
you flng thase tours in colder countries that experience snow. Mever would | have thought that
| would be able to go dog sledding in a tropical island where there®s no snow!

Q. Do you find the prices reasonable?
&, As a nature lover, | always make sure to save for my nature trips around the warld,
Compared 1o other places 've visited, Chukka Caribbean Adventures was definitely great value

for Moy,

Q. Would you return another time?
A | really have to return to Chukka Caribbean Adventure again. There are so many attractions
that | did not get to take part in on my first visit, 5o | will certainly be back to experience them.

interview with Michaoel , Btudent = Hillel Acodermy

0. How did yau find out about Chukka Caribbean Adventures?

A | was looking on the internet for attractions in Jamaica that allowed visitors to interact with
nature and have a lot of enjoyment, The website for Chukka Caribbean Adventures popped up
as one of the first on Google, and the list of attractions they offered made me decide to visit

right on the spot!

0. Did you find the ride operaters and tour guides helpful and friendly?
A. The ride operators and tour guides were very friendly and helpful. It doesn't matter where in
the world you come frem. Once you are spending your money at their location, they make you

feel very weloome.

0. Would you recommend Chukka Caribbean Adventures to a friend?
A, OF course | would! And | would come along as well, because | want to jump an some of those

rides again.

13
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Evaluation

The visitor experience at both Mystic Mountain and Chukka Caribbean Adventures is something
very positive, |t seems that the staff at both places is well trained in customer service and
catering to the needs of local and overseas visitors alike.

Dverall, the experience at both attractions allows visitors to get a true feel of Jamaican
hospitality and the spirit of the Jamaican people.

14
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Conclusion

The marketing and promotion efforts put owt by both Mystic Mountain and Chukka Caribbean
Adventures have definitely impacted the travel and tourism Industry in a positive way, By using
the media, internet, fiyers and other methods to spread the word about their products, they
have been able 1o draw a lot of attention to lamaica.

As you can see, bath places try to target different markets by offering products and services to
sult specific age groups and types of travellers.

The wvisit to both Mystic Mountain and Chukka Caribbean Adventures, as well as the research an
the internet, have definitely helped me to understand how effective marketing and promaotion
are In spreading the word about a business.

15
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Comments on Candidate 2's work

Assessment
Objective

AO1

Level and Mark A Comments

awarded

All at Level 2

6 marks

The work demonstrates sound knowledge and understanding of
the concept of visitor services using an appropriate local example.
The investigation is based around a comparison of the products
and services offered by Mystic Mountain and Chukka Caribbean
Adventures, two specialist tourism providers in Jamaica. There

is some exemplification of the marketing carried out by both
organisations and an assessment of the target market of customers
for each organisation.

AO2

Variable across
all three levels

12 marks

There is some supporting evidence of the primary and secondary
research that has been carried out, although this could have been
much more explicit. Two websites are cited but no images from these
are incorporated as screen shots into the work. Reference is made

to tours given by personnel at both organisations but no supporting
witness statements have been provided. Excellent evidence of data
presentation using appropriate sources of Information Communication
Technology is provided, using both charts and tables with appropriate
data keys.

AO3

Variable across
all three levels

12 marks

The candidate demonstrates good communication skills and presents
evidence in a format appropriate for the intended audience. The report
is generally fit for purpose and there is some attempt to interpret the
results of the research to offer some explanation for the patterns and
trends reported. There is limited recognition of the limitations of the
data and the methods used to collect this. Analysis is limited in depth
and detail.

AO4

Mainly at Level 1

5 marks

There is little attempt made to evaluate the investigation as a whole,
with only brief and generalised statements made. There is a simple
attempt made to conclude the investigation, but no specific mention
is made to the original aims of the project.

Total

34

This is a sound piece of coursework, using appropriate examples of visitor service providers. The work
would have benefited from more supporting evidence of both primary and secondary research. There should
have been witness statements from industry professionals who provided the tours and there is no evidence
of any promotional materials used by either organisation, which could have been included either as screen

shots or as referenced appendices.
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HOW IS ECOTOURISM MARKETING
DIFFERENT FROM MASS TOURISM
MARKETING,

USING PHUKET AS AN EXAMPLE...
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INTRODUCTION

The tourism industry is expanding... By attempting to satisfy different needs of their customers tourism
businesses have been trying to find different market niches to prosper. Recently new trends in tourism such as
sustainable tourism and ecotourism have emerged.

The work will discuss how whether ecotourism is any different to other types of tourism in terms of
marketing and the product fiself,

Firstly, one needs 1o understand the differences between the Sustainable tourism, Ecotourism and
Mass tourism.

» Sustainable tourism is tourism that helps to protect the environment and also help to create jobs
for the local people.

® Ecotourism is tourism that tried to protect the environment. This is similar to sustainable tourism
but the different is Eco tourism doesn't necessanly look at the wider effects of tourism such as the
creation of jobs for the local people by tourism.

® Mass tourism is different to ecotourism and sustainable tourism because they companies try to
sell their product to everyone, However it could be argued that mass tourism is becoming more
like ecotourism because all companies are trying o take the environment into account.

In short, mass media tourism does not appear to cater for the environment where it operates while
eco tourism or sustainable tourism aims at educating a tourist about the environment around them.
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STATEMENT OF HYPOTHESIS AND
OUTLINE OF THE AIMS

Assuming the ecotourism marketing is different from mass tourism marketing, this paper will
attempt to prove that by analysing the outcomes of the research conducted by BIS students at John
Cray’s Sea Canoe in September 2009 and presenting some observations made on the trip o John
Cray’s Sea Canoe and other research methods and then companing this to the mass tourism market..

METHODS USED IN THE COLLECTION
OF THE EVIDENCE

It has been decided o study the canoe business of John Gray in Phuket as an example of
ecolounsm business, Primary research s vou have o find the information by yourselves,
The following are going to be used as primary research in this work to illustrate how the marketing
of ecatourism is different from the marketing of mass (ounsm.

& A questionnaire; we produced a common set of question sent by email, an interview: the owner
of Bea Canoe company-John Gray

& Visil John Gray Sea Canoe on September 2009 and make a questionnaire of the staff.

» Observations: of how the marketing of JGSC is done.

* In order to find out the differences in mass and ecotourism marketing a market research will be
conduced to find out the needs and wants of consumer.

In addition, some secondary sources are going to be analysed such as:

& JGSC wehsite
® [nternet links for JGSC business
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REPRESENTATION OF THE DATA

To prove the hypothesis this chapter will represent some evidence.

First, the main principles of ecotourism marketing are based on 4 components of marketing mix. The
analysis of 4Ps for tourism in genersl and ecotourism in particulur.

The Marketing Mix (4P"s)
# Price: The price is the amount a customer pays for the product,
» Place: when talking sbout the importance of place in tourism business one should remember not

only about the location of the business but ghout the methods of distributing tourist products,

® Produci: the tourist prodect in tourism is mainly services to satisfy customer’s needs for travel
¢ Promotion: is about the ways of advertising the tourist product. [t is the strategy © tactic © way
vou sell your product

i the basis of John Gray Sea canoe envirommental tourism one can use the data on the
wehsiie to illustrate the 415 and see how the marketing mix of this company 15 going.

With reference to *John gray sea canoe’ website one may assume that their 4Ps are the

fol bovwimpe:

s Place: Sell directly though the internet or trovel apencies “Most booked from Website and word
of mouth, some booked from agents but less so because they are very expensive”™

o Price; Quile expensive. Price depends on the package thet one chooses, On an average day inip
canoe costs varies from 3,950 to 10,000 baht, depending on the package. The company has not
increased any prices recently, but the prices for JGSC trips still remain the highest, The prices
include lunch, English speaking guides, safety equipment, soft drinks and trovel accident
INSUFANGe,

#  Product: Environmental and Natural tnps, The use of glass botiles for dinks instead of plastic
ones show that JGSC takes care of the environment and proves to be eco-friendly.( 1)
Investment in stafl training including English languagee courses means that they can
communicate well with the customers.

s Promofion: Promote through the internet. Use of travel agents, hotel reservations and tour booth
services in hotel lobbies and shopping centre. Therefore, it can be seen that the marketing mix af
this eco-lourism company is quite specific,

John Gray Sea Canoe i5 the most expensive. JGSC pay all the taxes - the tax depaniment tells John
Gray that JGSC is the only company to do, JGSC doesn’t cut a deal with the National Park and pay
full Fare and require an actuesl Gcked in retum. JGSC did everything right.

! interview with John Gray (appemdix1)
<Multi=langunge cartoans cost B3R, Wise. The artwork alone is B3, l:l'lll'.'l.l'irn.uge.
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Eco-tourism marketing is starting to grow which means that people get afiracted 1o this kind of
Lowrsm.

In spite of just recently growing interest to ecotourism John Gray’s Sea Canoe has been
functioning for over five years which, means that its position has shifted from growing to the
maturation of the business,

If we compare the prices, popularity and promotional methods of JGSC with another sea canoe
business, for example: SPEEDBOAT, we can see the following differences/similarities. ..

On the basis of Phuket Thailand Travel{Similan Island Tour by speed boat), which s a travel agent, one
can use the data on the website 1o illustrate the 4P°s and see how the marketing mix of this company
i5 shoam.

With reference to *Phuket Thailand Travel's (Similan Istand Tour by speed boat)’ website one concludes
that their 4Ps are the following:

# Place: The company sells directly though the inlemnet,

* Price: 3,900 baht for an adult and 2,300 baht for child. However, they do offer special prices for
promotion. The cost just 2,900 haht for adult and 1,600 baht for child. There are also extra
transfer charges depending on pick up and drop of points; these are 200 baht for person. The
prices include free flow soft drink, lunch with Thai food, life jacket, insurance, full
snorkeling equipments and national park entrance fee.

 Product: Package of Similan Island Tour by speed boat: includes = round trip transfar from hetel, a

bour by speed boat, catering, lending snorkeling equipment and a life @cket, providing insurance, free
entrance o National Park.

s Promotion: Company promote through the internet and hotel reservations.

http:fwww.phuketthailand-travel.com

ANALYSIS AND INTERPRETATION OF DATA

The information above shows the marketing mix of two travel companies, John Gray Sea Canoe and
Similan Island Tour by speed boat. The author has found that there are some similarities and
differences between these two companies,

What both companies offer is a tour by boat 1o see islands. They both advertise their product online
and offer similar extra services to their customers such as transters, catering, equipment

On the other hand, Similan [sland tours are cheaper than John gray. They have special promotional
price and the price includes more freebies, for example, insurance, free entrance to National Park.
John Gray however, charges more because it uses ordinary boats and not the environment-unfriendly

speed boats.
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EVALUATION AND CONCLUSION

HOW IS BCOTOURISM MARKETING DIFFERENT FROM MASS TOURISM MARKETING, USING PHUKET AS
AM EXAMPLE

Ecotowrism is tourism that tried to protect the environment. This is similar 1o sustainable tourism
but the different is Eco tourism doesn’t necessarily look at the wider effects of tourism such as the
ereation of jobs for the local people by tourism.

Mass tourism is different 1o ecotourism and sustainable tourism because they companies try to sell
their produet to everyone. However it could be argued that mass tourism is becoming more like
ecotourism because all companies are trying to take the environment info account.

The difference is Ecotourism doesn't look at the wider affects of tourism, such as the creation of jobs
for local people. On the other hand mass tourism marketing is different to ecotourism because
companies try 1o sell their product to everyone and their only concern is making money. However, it
could be argued that mass tourism is becoming more like ecotourism because all companies are
trying to take the environment into account.,

In short, mass media tourism does not appear to cater for the environment where it operates while
eco tourism or sustainable tourism aims at educating a tourist about the environment around them.

As we can see from this paper ecotourism seems to be similar to mass tounism in terms of range of
tourist services. However, eco-friendly tourism businesses have a different approach and try to do
their best in choosing least harming types of transport and services. Therefore, their services are
targeted at customer who are not indifferent to the state of our nature and that is why when
marketing the ecotourism business try to address that particular target group needs.
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WITNESS STATEMENT

Conducted a group interview with John Gray (Owner
and manager) of John Gray Sea Canoes. This was submitted by the %ﬂ-up by
email prior to the trip with JGSC which took place on September 11 2010. A
copy of the questions and the answers given by John Gray are included in the

appendix.

This is witnessed and verified by

Mr (Teacher)
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BIBLIOGRAPHY AND APPENDICES
Appendix
Appendix]|

Interview with John Gray (owner of John Gray Sea Canoe,
Ltd.)

Objectives:

1. Why do you run trips and why did you set up JGSC? Do vou make a big profit each year and is it
important for you to make a profit?

I was bormn into the environmental movement in 1945 and bred to be an environmental
activist. | have had many interesting jobs, always communications related, and made some very
good money, but my motivation has never been money, but sharing the marvels of our Planet and the
Universe, and the marvel of life, Even as a child | knew that all life is inter-related, Now we have
the proof. My Mother taught me the gift of vision, common sense, and pursuit of truly objective
truth. Although we are all nothing but overgrown monkeys, most of us have lost touch with Nature.

In the 1980°s | made very good money in medical research and corporate
troubleshooting, but for various Hawaiian social and science issues 1 felt that sharing the lost culture
and Nature of Hawai'i™' by following the routes of the original Polynesian explorer, my life would be
poor but purposetul if [ brought modem-day people, especially decision-makers, back into touch
with the Universe. The Hawaiian concept of Aina taught the sustainability, halance and spirit of
Mature. Polluting waters falling into the back of great valleys can kill the plentiful reel fringing a
kilometer offshore.

I came to Thailand in 1989 to spread the environmental concept in Asia. Ironically, 1
wanted to start 10-15 companies, not concentrated in one place but remote fishing villages around
South Thailand and SE Asia. The concept was to give jobs to locals and stop urban migration, bring
science o villagers, and develop a product that stimulates environmental conservation with the

villages.

Owr “Labor of Love™ needs cash flow to survive, but money isn’t the goal. Spawning
an interest in science and conservation ig far more important than money. | believe in creativity, top
quality and solid products, and that's not cheap. [ also believe in honesty so we pay full taxes {no
corruption), full National Park fees (no commuption), do not hire children as kayak guides, and train
our guides to be professional and then pay them as professionals.

We also want to make our trip affordable for families, so we keep the price as low as
possible without sacrificing quality. In 2008 our average netl profit guest was B126 on a B3,950
product. | enjoy my small wooden Thai house in the jungle and ['m proud of our family’s minimal
carbon footprint.
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Chistoners.
2. How many customers a vear do vou have?

We have about 10,000 guests'vear, plus another 150 on overnight trips.

3. Have vour sales/customers increased or decreased in the last fow vears?

After being fired from the original company [ started (I'm tired of being professional, so 1 decided
to wse your name and reputation to lower our quality and make a lot of money, Since you gave all
the shares to Thai people for free and didn’t keep any for yourself you are only an employee — you
are fired!) We restarted in 2001 with % of the all-Thai staff from the old company. Despite 8/11,
SARS, Bird Flu, Bali bombing, etc. we grew gradually in the first four years, We hang in there at
about 10,000 year ever since the Tsunami recovery.

4. How wre they spread out in terms of High and Low season'!
We had a low season this year post-Songkran until June that was unusual for us. 'We have recovered
but still don't feel strong, From July 1 through Songkran we are wsually sold out.

5. Are vour customers happy with your produets? Do you get repeat customers? Where do you get
your ¢ustomers from? Are most of them by “Word of mouth™?

Chur customer satisfaction is overwhelming. Standing on the pier at trip’s end is a real joy. We had
one unhappy customer three years ago who counted hesds and said we were overbooked., Turned
out he was the last-minute “got to go today™ booking. | went out to the trip, calmed him down and
he was great after that. | don’t think our trip is that good, but compared to mainstream tourism it
looks great. Also, our “Put You in Your Own Documentary™ creativity is unknown in travel, Guests
et it right away — they are in their own real life movie, and it"s not Grade B, but Emmy Award,

This means we get lots of repeat customers and word-of-mouth referrals. Many Arst-timers saw us
on TV, magazines, guidebooks or internet forums and chose Phuket and Thailand for their
destination to come on our trip. Those who book through tour counters tell us the counter usually
tries to switch them to other companies, often cheaper (B3, 200 is popular). We know these
companies give a B2, 000 commissions and tell the folks why they were so adamant about
switching. Other people do po on other trips — often thinking they were booked with us - and call us
to complain. Most say they will not come back to Thailand, which makes me sad.

My old company displays my logo, awards, and photos — and on the website my writings including
academic papers and my documentary with the one shot of me taken out. [t's dishonest but not
illegal. Most local agents won't book them despite their double-kickback (BEO0 in out-of-contract
corruption) because puests always retum with complaints, so the people really hurt are folks who
book onling from overseas and gel sucked in by the website displaying my logo, awands, photos and
documentary. [t's deceptive and dishonest and bad for Thailand, but not illegal and they don't care.

6. What type of customers do you have?
»  Where do they come from?
s Age?
» Their interests and lifestyles- e.g. do they see themselves as eco-tourists or simply as normal
tourists on a boat trip?
» [ncomes- are you trying to attract higher or lower or middle income groups?
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Our demographic is the “inguisitive™ sector. They may be families in 3-stars, high
risller S-stars and folks not stupid enough to burn their money on hotels. Many come from guest
houses and boutique hotels, even the On-On. My family started regular vacations in 1957 when |
was 12, We stayed in luxury hotels our first two vacations, them my folks realized we could save
money and improve our vacations by buying a camper (mobile home on a truck) and our own boat
on atrailer, We wenl where we wanied (unreal remote and beautiful spots) and ate better food for
less money. That trend is growing.

We get all ages, especially because we encourage families. Children are hall-price, and
with limited volume that means we lose money on every half-price seat, but we want families to tum
the kids on to Nature, Eco-tourists seck us out, and so do families - 1 want my kids to learn about
Nature on your trip.” Normmal tourists take speedboats to Phi-Phi and James Bond, and we learned to
tell them to take our trip first, Half the folks who take the speedboats cancel our trip because they
are afraid it will be another expensive waste of time. The one who do come on our trip fill my ears
with horror stories and leave saying they would never retum to Phuket but will now thanks to our
experience.

Competition:

7. How much competition do you have, and who are your major competitors?In one
sense we have no competition because we are the only professional day trip. Paddle Asia is a
friendly competitor but they used decked kayaks and we use sit-on tops, more suitable in the
Tropics. We beach camp on overnighters (real seca kayaking style) and they stay in bungalows, so
their food can never compare and they aren’t “sea backpacking”,

There are about 22 companies destroyving the caves and hongs, and they price their B1, 000
trips at B3, 200-3, 450 because their trips are so bad they must pay a huge commission, and to look
like they have our quality at a slightly lower price. The net result is they garbage the bay and
destroys the hongs because they know nothing about Nature, T have never seen another owner or
manager in the Bay, let alone in a kayak. They don™t have any interest in sea canoeing excepl as a
business so their trips are lousy and their negative impact is high.

One recent cost cutting trend is to take yvoung boys out of school so the owners don’t have to
pay minimum wage and social security. For B96 in wages these businesspeople destroy a child's
educational opportunity. For me, this exemplifies the ethics of the local travel industry, JGSC trains
our staff to a professional level, and then pays them professional wages. Except for the kids, muost
companies pay B20{/day with no training at all (with no interest in sea kayaking or nature, owners
wouldn’t know how to train them anyway!) JGSC starting pay is BS00 for regular English speaking
guides, up to BI, 300 for experienced lead guides.

B. Whunt voud markel shore? Is comourism business getti (L] ST in Mhange MNpa bay'!

Our market share is the lowest of all sea canoe companies. They are “Low Quality, High
Volume™. We are “High Quality, Low Volume.” 1 also teach and promote this style at the
Destination Level. Unfortunately, the TAT measures their work performance by numbers of
arrivals, not quality of arrivals. This is counter-productive. One 5-star family may bring more profit
to Phuket than an entire East Asian group tour, and with far less impact and infrastructure.
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Therefore the author of this coursework deiced to interview the owner of Sea Canoe business,
8. What is your market share? Is ecotourism business getting busier in Phang-Nga bay?

Answer: Marketing: The company market share is the lowest of all sea canoe
companies. They are “Low Quality, High Volume™. We are “High Quality, Low Volume.” And the
companies also teach and promote this style at the Destination Level. Unfortunately, the TAT
measures their work performance by numbers of arrivals, not quality of arrivals. This is counter-
productive. One S-star family may bring more profit to Phuket than an entire East Asian group tour,
and with far less impact and infrastructure.

Since sakai and JGSC are the only real ecotourism companies in Phang-Nga Bay, the Bay is

getting busier, but not with Ecotourism,

10. How do you compete? What is yvour pricing policy? Are you more expensive than your
competitors {if so why?) Have you inereased price? Would you increase price in the future?

Answer: the Company with honest market, great reputation and personal touch - all
demonstration of quality. The concept of quality-to-pricing is called “Added Value™ It is rarely seen
in Thai sellers. Thus, this is how Thailand lozses reputation and repeats customers, This is because
customers from foreign countries get screwed by buying stuff that is tax-free. They usually sell with
lower prices with higher commission; thus, they are highly motivated by the “KB™. KB are Thai
corruption practice where travel apents that expect operators to pay the salaries for the staff by out-
of-contact under tables, they are usually called “backhanders™ Most agents can pay their best sellers
with minimum wages. It is sad to see that uneducated sellers make more money than people with
educated people.

John Gray Sea Canoe is the most expensive but JGSC put the money into guality and JGSC
spend over 700 bath/ guest. JGSC guides are by far the best and get paid fairly. JGSC pay all the
taxes - the tax department tells John Gray that JGSC is the only company to do. JGSC doesn’t cut a
deal with the National Park and pay full fare and require an actual ticket in return. JGSC did
everything right —The company trained First Aid'CPR for a full day - although many guides have do
it a dozen times, Our Nature/Safety briefing multi-language cartoons cost B50, 000/set, The artwork
alone is B3, 000Vimage.

We have witness the raises of prices only once in eight years. It is better, in my opinion to find
a more efficient systems rather than raising the cost, Our fundamental goal is that families around
the country could be able 1o afford it with the best quality. It is proven and seen that when the
product is raised, the competitors are not improving their products, They want to make the product
looks like an affordable quality by staying a few hundred baht below out price.

It is possible that one day. We must rise our prices or close. The financial pressure that we are
facing is making business less enjoyable, I this continues and we re not having fun with it, why so
we gvien bother o do what we're doing?!

One of the discouraging problems that hwoury hotels rarely sell us is that they either can’t or
won't control their tour counters. This is because that prefers to sell high-quality guests with low
quality products in order to reach the 67% commission. [ highly doubt that their guest would return
if they found out that their hotels were screwing them up, Most of our best guest usually returns
home with overpriced junk from Phuket because this is what their hotel encourages them to buy.
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Since Sakai and JGSC are the only real ecotourism companies in Phang Nga Bay. the Day is
getting busier, but not with Ecotourism
Merketing:
B "..'rh:-.' do customers choose JOSC mmither than your competitorsT What s your “Unigue selling
paint™
What part of the marketing mix do you see a5 being the most important?

As mentioned, we are the only “real” sea kayaking company in the Bay. That's our image, both local
and worldwide, and that's why folks choose us. Since 1983, our USP's remain the same — “High
Quality, Low Volume”, “We Put You In Your Chwn Documentary™ and “Natural History By Sea Kayak
Since 1983." Doing one Hong after dark is also unigue. We've been night paddling accident free since
1983, If anybody else tries it there will be accidents and fatalities — that"s rather unique.

Chur marketing mix includes all demographics — Westerners, Asians, Indian, anywhere in the waorld, and
all income levels. Our education levels seem high.

(L How do you compete? What 15 vour pricing policy” Are you imore expensive than vour competitors

(1 50 why'') Hove you increased price? Would you inerease price in the Tamre?

We compete with honest market, great reputation and personal touch - all demonstration of quality. Our
quality-to-pricing concept is “Added Value™, something Thai sellers rarely understand. Most sell lower
price with higher commission and are always motivated by the “KB” - a horrible Thai corruption practice
whereby travel agents expect operators 1o pay the salaries of their staff with out-of-contract under the table
“hackhanders™, Agents can pay their best sellers minimum wage, sellers (often withoul a high school
degree) make more than your parents — tax free; customers get serewed and Thailand loses both reputation
and repeal customers.

We are the most expensive but we put the money info quality - we spend over BT00Vguest just ot the wet
market (dry goods, cook wages and preparation expenses on top of that). Our guides are by far the best
and get paid accordingly. We pay all our taxes - the tax department tells us we are the enly one who do.
We do not cut a deal with the National Park and pay full fare and require an actual tickel in return. We do
everything right — last week we closed the company for a full day First Aid'CPR tmining - although many
guides have do it a dozen times. Our Nature/Safety briefing multi-language cartoons cost B30,
(00V=et. The artwork alone 1s B3, 000v/image.

In eight years we raised our prices only once. 1 prefer to seek more efficient systems mather than raising
costs, Our ultimate goal is high quality that is affordable for families.

Whenever we raise prices it is a windfall for our competitors and their agents. Competitors won't be
improving their product, bt they want to look like affordable quality by staving just a few hundred baht
lowizr than us.

Someday soon we must raise our prices or close. The financial pressure of such tight margins takes the
fan out of business, and if we aren’t having fun, why are we doing thiz?

One discouraging problems is that luxury hotels rarely sell us, They can™t or won't control their tour
counters, and prefer to sell their top-gquality goest low quality products just o make that 67% commission,
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It's totally dishonest and if guests knew that their $500-51,000.01 hotels were screwing them | doubt they
would retum. The downside for Thailand is that our best guests return home thing that all Phuket
activities are overpriced junk - because that's what their own hotel sold them

| 1. What different products do you have, and why do you have different trips? Do they appeal Lo
different people? Which is your best selling trip?

Owr core product is “Hong By Starlight:™ We re-started with a day trip as well but eould not deliver a
quality product with noisy, crowded caves and hongs, so we dropped that trip and focused on the Starlight
program. Much of our overnight markel is sucked off by our old company s dishonest websile because
overnighters are booked from abroad, but the smart folks end up booking us. These are real Eco-tourists,
often kayakers and birdwatchers. It"s heartbreaking to have a customer who wenl with our old company
cill me with complaints. | have to tell then they didn’t go with our company and were tricked by the
website. Most say they will never come back to Thailand.

Promation:

12. How do you advertise and promote your trips? With Phuket’s Kickback Cancer, print advertising no
lomger works. People see our beautiful and expensive ads, say that’s the company we came to Phuket 1o
o with, take the ad to the tour counter and are then switched to a low-quality company that sells based on
the highest kickback:

Therefore we rely on our reputation. Most overseas media is honest, so we get a lot of international
media coverage. Media is my hackground and my reputation is worldwide so many TV crews come to
Phuket knowing they can put at least one good story in their pocket.

Our website is pretty good, and it promotes our environmental activism as much as our trips. Good slide
shows are a definite boost, along with good copywriting. And it never hurts io demonstrate our long-term
environmental activism, | was into protecting our Planet before most of our guests were even borm.

Much of our promotions are passive. [ don't know they happened until our guesis show me. Hong by
Starlight is the only commercial activity in Lonely Planet’s Phuket guidebook list of *Ten Top Things to
Do in Phuket™. And 1 didn’t even know uniil a puest showed me the book, [ answer email inguiries.

I am not only the first guy to bring commercial sea kayaking to the tropics, 1'm also an academic
credited with starting Ecotourism before the word was invented.

[t all adds up into a “critical mass™. Every angle applies synergy io the marketing effort yet requires
constant attention to maintain markeling momentum.

[t doesn't hurt that | ran Hawaii’s largest marketing campaign for three years, and won America’s best
United Way campaign two years in a eow. 1 also ran the world's largest rugby tournament in the 1980's,
which gives us excellent name recognition in Southern Hemisphere markets, ( Auvstralia, New Zealand,
South Africa.)

I 3. Which is the most successful promotion method?

High quality with added value, Honesty, An experience with True Meaning, and Sincere coneern for
your customers, follow these principles with tireless diligence to consider all angles and opportunities, and
the Universe will take care of you.

Cambridge IGCSE/Cambridge O Level Travel and Tourism 97



Section 5: Examples of marked coursework projects

14, What is your promotion'morketing bodget?

B 14, G00/month on website

BA, 000/month on web services

1M hirs week of miy time

[0-20 photos'month comps to publications

Broadcast quality video clips for free to video production companies
B350, 000/month on three marketing reps including car and entertainment

Place:

[5. Do you use agents-who?

We have contract with most agents. Almost all of them underperform. Several big name agency
managers ask for a “signing bonus™ (i.e., cormuption) end we don't work with them. My belief is that with
our prominence and well-branded quality, honest agents would place us at the top of their product line.
However, [ do nod know of one agent where we are their top perfomer. For me, this demonstrates the
lack of infegrity in Phuket's iravel industry,

16 Do you sell through hotels?
Yes. However, only a fow actually perform, Rather than list the name hotels that do nod perform, the
few that do perform include Marriott, Hilton, Pacific Club, and Courtyard,

17, Can you book direct through the internet site?

Absolutely, phuket tour counters are sells are 5o corrupl we would not exist without website bookings.
Most of the people who do book through tour counters saw us on the intemet. Many of those folks say we
are the reason they selected Phuket as their destination,

| 8. What percentage of sales is direct and what percentage through agents?
45% ure website direct. Another 30% saw us on the website and booked through an agent travel rep or
tour counter. As mentioned, almost all of those tell us their agent tried to switch them to a lower guality

product.

Creneral Ecotourism questions.

[%. Do vou think ecotourism will get bigger or will it always be a small market?

As we lose more and more Nature (and it is increasing geometrically), people want to capture a
glimpse of Nature before it dissppears. Therefore, “Eootourism™ will grow consistently,
Unfortunately, Phang-Mga and Phi-Phi"s experience demonsiraies that bogus opporiunists will
capitalize on the Ecotourism trend, resulting in an acceleration of the loss of Nature,

| came to Thailand to promote responzible ecotourism with professional standards, but all Thailand
cares about is cash in hand, Until we introduce professional standards, conduct in nature training
and honest business practices, Thai Ecotourism is simply Mass Tourism in Nature.

How iz Eco tourism different from Mass tourism?

Mass tourism is “Take The Money And Run™, Tt has no other purpose. Of course there must be a
thin veneer beautiful location and experience, but there is little education and the volume is almost
certainly destructive.
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Ecotourism has an educational and conservation purpose, It exists to protect and educate natural
sites. Since real Ecotourism requires a sincere commitment to these concepts Ecotourism also
employs more honest and ethical business practices than Mainstream towrism.

Are there many other eco and environmentally friendly businesses in Phuket (Hotels etc)

How are they different?

Thanks Po — Evason is very Eco-friendly, | recommend you call their environmental manager
Amfinn Oines and ask for a Nature walk at the Rawai property. It is reinforced concrete, which
requires heavy air-con and their tour counter offsets environmental pains by selling 2-cycle
speedboat tours, but Armnfinn’s commitment is real. Shanti Lodge is very Eco, and Tentanaka just off
Ao Io is another example of truly creative Ecotourism. KoYao Resort is a personal favorite because
they have no air conditioning and a great beach, Andaman Discoveries in Kura Buri is the best
example of Community Based Ecotourism in South Thailand, and Our Jungle house in Khao Sok is
run by Dick Sandler, who precedes me by 15 years as the Dean of Thailand Ecotourism.

Tropical Phuket Marine is the only 4-cycle speedboat company in Phuket. All the others are stealing
your future from you. They also employ environmental practices such as not feeding the monkeys
and no snorkeling on coral reefs at low tide. Environmental sailboat tours include Captain Mark"s
Sakai and Phuket Pro-Dive's Racha Island and Promthep Cape Sunset Cruise, Most SCUBA Diving
companies are environmental. .

Remember if we can’t get this information from an interview we may have to find information in
another way e.g. producing our own customer questionnaire,

Mo need for threats, [ love surveys and will help you to develop a legitimate and professional survey
to take on our Starlight trips. Thal means you have to go on the trips. Please go to our website
Tsunami Media Kit and see the Post-Tsunami Visitor Attitude Survey, Nobody else did one, not the
TAT, any media or University, only JGSC. Guest feedback helps us grow stronger, so | welcome
vour effort,

John “Caveman™ Gray AKA ling Yai (Thai for Big Monkey).

® What is your market share?
® Is ecotourism business petting busier in Phang Kna bay?
* How do you compete?
* What is your pricing policy?
* Are you more expensive than your competitors [if so why?)
® Have you increased price?
* Would you increase price in the future?
* Which is the most successful promotion method?
* How does your company attract people?
* How much that you gain per day?®
When using boats, does it pollute the water a lot?
* When is peak season?
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Other questions were concerned with the three issues: the popularity of the business, its pricing
policy and promotion methods.

In spite of just recently growing interest to ecotourism John Gray's Sea Canoe has been functioning
for over five years which, means that its position has shifted from growing to the maturation of the
business.

Third, the Sea Canoe company owner, Mr. J Gray, and his staff were interviewed dunng the BIS
school trip. The following questions were asked:

1} How much money for one day and how many staff do they have?

Answer: John Gray Sea Canoe is the most expensive more than other companies. Normal price is
3,950 baths (include; lunch and dinner). They has about 26 people in this companies (All the
staffi'worker can speak English).

2) Does the John Gray Sea Canoe choose the tourist?

Answer: John Gray Sea Canoe accepts all nationality of the customers but some companies don't.
3) How does the guest found John Gray Sea Canoe?

Answer; Most booked from Website and mouth two mouth, some booked from agent but less
because is very expensive,

Other questions were concerned with the three issues: the popularity of the business, its pricing
policy and promotion methods.

M, Ciray gave the following answers, He confirmed that his business is not a popular mass
tourism business but the business with its own loyal customers who appreciate his devotion to the
nature protection while still offering the service that similar companies do.

As o the prices for his services they vary. On average a day canoe trip cost varies from 3,950
to 10,000 haths depending on a package. He recently has not increased any prices but the prices for
JGSC trips stay the highest. He explains the high costs recvelable food and drink contaimers and
equipment as well as by using the environment friendly boats.

Some observation made on the Y11 BIS trip to JGSC on September 11 may contribute to the topic of
this work.

First, in spite of Mr. Gray saying that his business is not a very busy and popular business the
BIS stoedents were surprised to find many other tounsts going on boats that day. This may lead to an
assumption that there are a certain number of tourists that care about the environment or simply like
the JGSC service.

Second. in order to find out the differences in mass and ecotourism marketing a market
research will be conduced to find out the needs and wants of consumer by using primary and
secondary information

Third, it was clear that JGSC policy discourages to feed monkeys as they see bananas as not a
typical natural product found in wild for monkeys to eat.
Thus, those observations prove that both the business founder and his customers care about the
nature and the surrounding environment and therefore can be classified as ecotourism business.
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Appendix 2
(Internet page)
Phang Nga Bay from Baht 25,000

Phang Nga Bay is an excellent location for sightseeing as it offers majestic scenery with famous
landmarks such as James Bond Island, Hong Island, various caves and mangrove nivers, Add a |
hour guided sea kayak tour through sea caves and mangroves during your trip for just Raht 450 per
person. =

httpefwww coralseekers.com/files/destinations.asp

(4,167 per person)

Single engine - Baht 25,500 | Twin engine - Baht 34,500

* Mote: National park fees are not included in charter rate. Fees are
Baht 200 {adult) / Baht 100 {child under 12 vears).

» Price are based on: 6 passengers in single engine speed boat 10 passenpers in a twin engine
speedboat Extra passengers can be added (@ 1,000 Bath pp

Private land transfers cost 2,000 Bath per minibus {%pax)

Mational Park Fee iz 200 Bath per person (subject to change) — Phi Phi, Krabi and Phang Nga
Water Skiing is available at Ao Yon ot a cost of 3,500 Bath per 30 minutes

Alcoholic drinks can be provided — price on request Internet, website were looked at:

http:// Johngray-seacanoe.com. hiip:/'www.coralseekers.com/

Appendix 3

Thiz company use speed boat for run the rp.

They alzo include lunch for the founst.
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Comments on Candidate 3's work

Assessment | Level and Mark | Comments
Objective awarded
AO1 All at Level 2 The work demonstrates sound knowledge and understanding of
the concept of visitor services using an appropriate local example.

6 marks The investigation is based around the marketing of eco-tourism and
mass market tourism in Phuket. There is good exemplification of the
marketing mix but only limited reference to the promotional methods
used by a privately owned canoe operator.

AO2 All at Level 1 There is some supporting evidence of both primary and secondary
research having been carried out independently, including a very

5 marks detailed interview carried out with the owner of a canoe company and
a supporting witness statement for this. A website URL is given for
one secondary source of information accessed via the internet. No
statistical data is presented.

AO3 All at Level 1 The candidate demonstrates good communication skills and presents
evidence in a format appropriate for the intended audience. The

5 marks report lacks relevance and depth as it does not really get to grips with
the focus of this module — the marketing and promotion of visitor
services. There are no results presented, therefore skills of analysis
and interpretation are also lacking.

AO4 All at Level 1 This candidate sadly presents little evaluative comment and makes a
weak attempt to conclude the project.

1 mark

Total 17

This coursework investigation did not really take off. The original intention to compare marketing methods
between ecotourism and mass market tourism in Phuket was good, but was not delivered. The candidate
conducted a detailed interview with a local tourism provider and appeared to get ‘bogged down’ with too
much detail that was irrelevant to the chosen focus of the investigation. No data was collected therefore the
skills of data representation through graphical means could not be assessed nor could any credit be given
for interpretation skills, as these were not evident. After a promising start, this project lost relevance and
momentum. To improve, the candidate needed to collect some statistical data and some real evidence of
the marketing of the products and services of the canoe company, and to draw out how the promotional
material might increase customer numbers for the organisation.
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Appendix 1: Guidance for the writing of a coursework brief

1. Writing the coursework brief
1.1 When?

Teachers should write the coursework brief before starting the teaching of the optional component.
Teachers can then ensure that relevant information is covered during curriculum time and build up a bank
of essential resources. Any visits required to ensure the successful completion of the coursework can be
scheduled into the programme.

The requirements for coursework should be presented to learners early in the teaching programme in order
to allow them to begin their own research and planning.

1.2 Scenario

Coursework investigations are more interesting for learners if they are placed in a realistic and localised
scenario. The teacher should determine the scenario and describe it and the role the learner is to take within
it. The role should always be realistic; for example, the learner might be a marketing assistant rather than a
managing director.

Some examples of suitable scenarios are given below:

You work for a tourist board (name board and country) as a marketing assistant and have a good
knowledge of the operation and provision of visitor services in your country. As your country has such a
good reputation in the provision of visitor services, a representative is visiting from a newly set up Tourist
Board overseas to research the services that are available and how they are provided in your country. You
are a member of the team preparing for this visit and you have been assigned the following tasks. (See
below for examples of tasks)

(The tourist board setting here could be changed to a hotel or other tourist provider depending on the
availability of tourism provision in the local area.)

This example scenario can be adapted to fit any country. It puts the learner in a specific and feasible role.
They are given the opportunity to demonstrate their knowledge to a third party — the visiting representative,
thus giving validity to the research and the report format. This scenario will continue into the tasks and
allows the learner to explain general principles about the provision of visitor services or specific details about
a particular Tourist Information Centre, depending on the tasks set.

Business and Executive Travel

You have been working as a junior in a travel agency for the last year. Your manager is pleased with your
performance and is keen to give you more responsibility. She is very experienced in travel retailing and
has noted the growth in the business travel market. She would like to open a specialist business travel
department in the agency and would like you to be its assistant manager. She has asked you to prepare
a report relating specifically to the marketing of business travel services which will be presented to the
Board of Directors to persuade them to invest money in this venture.
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2. How to write tasks

Once a scenario has been chosen the teacher can write tasks which fit the scenario. There are some key
points to consider when writing the tasks:

e All assessment objectives from the syllabus must be covered

e The tasks must allow learners to show evidence of the knowledge and skills criteria

e Tasks must be clear and focused

e |tis not essential to have a separate task for each assessment objective.

The easiest way to write the tasks is to take them directly from the assessment objectives or individual
Candidate Record Card for each module. In this way, the teacher can be sure that all assessment objectives
are covered as required by Cambridge and the tasks will be in a logical order. Also, it will be clear to the
learners which tasks relate to which section of the module. However, the tasks must not merely repeat the
assessment objectives. They must be tailored to fit the needs of the Centre’s particular learners. This means

that the tasks must fit the particular location, the products and services offered to visitors and take into
account available resources. The tasks must also be linked to the scenario that has been given.

2.1 Example tasks

1. Identify at least three forms of primary research you could undertake to support this investigation. Give
reasons for your choice and make the necessary arrangements to carry these out.

2. Suggest at least two sources of secondary information you could access for the purpose of this
investigation. Give reasons for your choice and explain how these will be used.

3. Collect the necessary evidence upon which to base your investigation.
4. Prepare the content of your report. It must include information about:

e the operation and function of organisations involved in the promotion of visitor services at the
chosen destination

e the range of products and services for visitors to the area
e how and why marketing research is used in travel and tourism in the area
e which promotional methods have been used and how successful these methods are
e visitor services for leisure visitors
e visitor services for business visitors.
5. Format your report. Include the following sections:
e atitle page
e |ist of contents
e introduction
e statement of hypothesis and outline of the aims of the investigation
e methods used in the collection of evidence
* representation of data
e analysis and interpretation of results
e evaluation and conclusion, including recommendations

e Dibliography, sources and appendices.
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2.2 Visits

Some assessment objectives are best met by candidates carrying out investigations into local companies
or organisations and it is desirable for learners to use local knowledge where possible. However, it is only
practical for learners to approach companies themselves where candidate numbers are small and there are
many companies to choose from.

Other solutions are to:

e arrange a group visit to one company or location
* invite a speaker from a relevant company to visit the group
e submit the group’s questions to a company for a written response

e carry out some/all research via the internet.

2.3 Oral briefing

When the written coursework brief is distributed, teachers should provide an oral briefing for learners.
They should talk through the coursework and explain clearly what is expected. Teachers can indicate to
candidates where the relevant information can be accessed but should not assist the learner with the
research and selection of material, other than arranging appropriate visits and providing opportunities for
the completion of tasks specified within a particular coursework brief. Depending on the nature of the
investigation, it is quite acceptable for the Centre to issue learners with appropriate data recording sheets
such as checklist pro-formas.

2.4 Plagiarism

Learners should be encouraged to use a wide variety of sources to obtain their information and it is
important that all of these sources (including websites) are acknowledged with details of the author, title

of the material, year of publication and publisher listed. When websites are referred to, the URL (uniform
resource locator) and date the site was accessed should be provided. This information should be listed in the
bibliography and cross-referenced in the text. To access higher grades learners will be expected to evaluate
the sources they have selected and they need to demonstrate analysis and evaluation of the validity of the
information they use.

Learners should be discouraged from collecting and inserting large amounts of secondary information which
does not correspond to the assessment objectives. \Where secondary information is included, it should be
attached as an appendix and clearly referred to in the text. There is no point in learners including material
unless direct reference is made to it in a section of the written report. Material extracted from websites
must be interpreted and applied appropriately by learners to avoid the issue of plagiarism.

3. Structure of the coursework

Coursework should include the following sections:

e contents page
e introduction — purpose of the coursework and an outline of the work to be included

e methods - a clear explanation of the investigation carried out and methods used, e.g. visits, surveys,
internet research, reasons why these methods were chosen and how they proved to be effective

e write-up — evidence which is the result of the investigation including practical work, evaluation and
conclusions
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e Dbibliography — list of reference materials, publications, text books and websites used as reference
sources

e coursework brief — included as an appendix at the end of the coursework.

4. Review

It is good practice to hold regular review meetings with learners to ascertain that they are ‘on track’ and
that the work they are undertaking relates to the assessment objectives. It is quite acceptable for Centres
to include giving a presentation as one of the coursework/scenario tasks. If a learner covers material
appropriate to one of the assessment objectives during their presentation, then teachers should record this
fact on a signed and dated witness statement. This form should be submitted attached to the candidate’s
written report. Some learners may find this helps them keep their report within the specified word limit
more easily.

Further clarification is available from Cambridge and Centres are encouraged to seek additional guidance, if
they are unsure about the appropriateness of any potential coursework task(s).
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Appendix 2: Example coursework brief

Taking one of the suggested coursework titles from the guide on pages 11-12, this aims to show how a
coursework brief can be designed and issued to learners to help them produce coursework which addresses
the assessment criteria for this module successfully.

Coursework title

‘To what extent has the increased marketing and promotion of visitor services within (Named Local
Destination) influenced recent visitor numbers to the destination?’

You work as Marketing Assistant for the local Tourism Information Authority (name this organisation and
the country/destination in which this is located). You have gained good knowledge and understanding of
the operation and provision of visitor services in your area. Your manager has asked you to investigate the
current provision of visitor services and to analyse the impact that existing marketing and promotion of
these services has on visitor numbers to the destination. You must present your findings in report format.
The results of your investigation will be used to encourage increased promotion and marketing of visitor
service provision in order to improve visitor numbers to the area.

Tasks
1. ldentify at least three forms of primary research you could undertake to support this investigation. Make
the necessary arrangements to carry these out.

2. Suggest at least two sources of secondary information you could access for the purpose of this
investigation. Give reasons for your choice and explain how these will be used.

3. Collect the necessary evidence upon which to base your investigation.
4. Prepare the content of your report. Include information about:
e the operation and function of the Tourist Board in promoting visitor services
e the range of products and services available in the area
e how and why marketing research is used in the travel and tourism industry in the area
e which promotional methods have been successfully employed in the area
e visitor services for leisure visitors
e visitor services for business visitors.

5. Format your report. Include the following sections:

—_

title page

list of contents

introduction

statement of hypothesis and outline of the aims
methods used in the collection of the evidence
representation of the data

analysis and interpretation of data

evaluation and conclusion

© ©® NP oA W N

bibliography, sources and appendices.
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Appendix 3: Example witness statement

The following is an example of a Witness Statement which could be used to support the primary research
undertaken by individual candidates through the use of personal interviews.

Witness Statement
(Candidate Name) conducted an interview with (Name of industry representative and position in
company) from (name of organisation) as part of the coursework investigation entitled (title of the

coursework).

The interview took place on (date) at (location). A copy of the questions used in the interview is
attached. The interview was observed by (name of teacher).

Signed: (Teacher) Date:

Signed: (Interviewee) Date:
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