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Answer ALL questions on the separate sheet provided.                                     [100 marks] 

1. a) List out FIVE (5) importance of a marketing plan.                       (5 marks) 
    
    
    
 b) Describe FOUR (4) promotional tools frequently used in the tourism industry to 

attract and engage tourists.                                                                         (10 marks) 
    
    
    
 c) Illustrate FOUR (4) stages of the product life cycle along with suitable promotional 

approaches for each stage.                                                                            (10 marks) 
  Total: [25 marks] 
    
    
    
2. a) Differentiate omni-channel marketing from multi-channel marketing in the context of 

tourism.                                                                                                              (5 marks)  
    
    
    
 b) Describe FIVE (5) key components of a PESTLE analysis and explain the impact of 

each on the tourism industry.                                                                          (10 marks) 
    
    
    
 c) Explain FIVE (5) key components of a SMART objective and their application in the 

tourism industry.                                                                                            (10 marks) 
  Total: [25 marks] 
    
    
    
3. a) Explain FOUR (4) key differences between digital and traditional sales and marketing 

channels in tourism.                                                                                      (10 marks) 
    
    
    
 b) Tour operators may choose to use one or more digital sales platforms to reach a wider 

audience and increase sales. Explain FIVE (5) types of digital sales platform available 
for tour operators.                                                                                          (10 marks) 

    
    
    
 c) Describe TWO (2) impacts of social media marketing on traveller behaviour. 

(5 marks) 
  Total: [25 marks] 
    
    
    
4. a) By implementing digital sales and marketing campaigns, the tour operations business 

can attract new customers, build brand awareness and increase sales. Describe FIVE 
(5) digital sales and marketing campaigns for a tour operations business.     (15 marks) 

    
    
    
 b) Explain FIVE (5) key performance indicators (KPIs) that are important to monitor and 

measure for digital marketing campaigns.                                                      (10 marks) 
  Total: [25 marks] 

- END OF QUESTIONS - 


