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Factors influencing changes in leisure, travel and tourism.
Technology in the leisure, travel and tourism industries.

FACTFILE:
GCSE LEISURE, TRAVEL  
AND TOURISM
Unit 1
UNDERSTANDING THE LEISURE, TRAVEL AND TOURISM 
INDUSTRY

Learning Outcomes

Students should be able to: 
• analyse the factors that influence changes in leisure, travel and tourism and examine how these 

contribute to developing new products and services, including: 
 – technology, for example smartphones, tablets and leisure related apps; 
 – communication, for example email, social media or broadcast; 
 – changing levels of affluence; 
 – increasing expectations of quality; 
 – increasing awareness of the need for a healthy lifestyle; 
 – changing trends and the influence of media and celebrity; and 
 – industry awards.

• analyse how the leisure, travel and tourism industry uses technology to meet the needs of the customer 
and the organisation, including: 

 – online booking, paperless tickets (number issued or barcode scanning apps), self check-in, self check-
out and self-guided tours using smartphones; 

 – communication by email, social media and text message; 
 – customer feedback using online rating, online review sites and social media; and 
 – smartphone apps for leisure and tourism participation.
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Leisure, travel and tourism has always been a ‘people’ centred business. The growth and development of the 
leisure, travel and tourism industry in recent years has been driven largely by what its customers need and 
what they want. Developments such as the demand for increasingly sophisticated experiences, new and 
exciting destinations, innovative activities, and quality services reflect changing customer demands. 

In most cases, the factors that have influenced change in the industry have also contributed to the 
development of new products and services. These factors include:

1. Technology and communication
Technology is often regarded as the single most important factor that has influenced change in the leisure, 
travel and tourism industry. The growth of the world-wide web and communication tools such as smart 
phones and tablets has allowed greater access than ever before to information about life style choices, 
health and well-being and travel destinations. 

Fig 1: Tablets and mobile phones
Image © Sergey Borisov | Getty Images/iStockphoto/Thinkstock

The technology that is contained within a tablet or smart phone provides users with capabilities that were 
only found on computers just a few years ago. The development of tablets that have larger screens has 
provided users with a device that is essentially a cross between a smartphone and a laptop computer. 
Through an internet connection, each of these devices provide the user with access to a range of 
opportunities that include email, messaging, social networking, and shopping. 

Both smart phones and tablets support software applications known as ‘apps’ and these can be used for a 
range of leisure, travel and tourism related purposes; examples include:
• Starva Running and Cycling GPS – for runners and mountain bikers; the app tracks running speed, distance 

travelled and tracks the user’s progress alongside friends;
• Couch to 5K – helps users to go from ‘couch potato’ to running 5 kilometres in nine weeks;
• Yoga free – allows users to explore yoga postures and meditation techniques and to learn about the history 

and philosophy of yoga;
• Guides by Lonely Planet – helps users to plan a trip.

It is claimed that the smart phone and tablet has completely changed home based leisure. Research 
suggests that tablets are more likely to be used for games and videos; this reflects the larger screen size 
compared with standard smartphones. In turn, smartphones are more likely to be used for social networking.

The use of technology in the leisure, travel and tourism industry is explored further in the section: Using 
technology to meet the needs of the customer and the organisation.
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2. Changing levels of affluence
Affluence can be defined as the ‘state of having a lot of money and possessions’. History tells us that the UK 
is more affluent today than it was during our grandparents’ day. There is an expectation that we will become 
wealthier each year and we have seen significant advances in the level of individual and family wealth in 
recent years. This can be attributed to a range of factors, including:
• the introduction of the minimum wage;
• paid holiday; and 
• pensions, both state and occupational.

Government legislation to introduce a minimum wage has helped those at the lower end of pay scales. 

Almost all employees are legally entitled to 28 days paid holiday per year, this is known as statutory leave 
entitlement or annual leave. The employer can include bank holidays as part of the statutory annual leave.

There has been an increase in the relative value of the state pension even though the pension age has 
increased for both men and women. The state pension age (the earliest age at which someone can receive 
their state pension) for those aged 16 in 2018 is currently 68. However, the state pension age is under review 
and may change in the future. Those who contributed to an occupational pension through their employer’s 
pension scheme found that a comfortable retirement at a much earlier age was possible. However, even 
occupational pensions are likely to be less generous in future.

While the effects of the recent economic recession slowed down the growth of household wealth, the trend 
appears to continue upwards. All of these factors have combined to ensure that disposable income, the 
amount of money that is available to spend after paying all of bills for food, rent and utilities, has continued 
to increase. This has allowed people to spend more money on luxuries such as holidays, sporting activities 
and other leisure, travel and tourism products and services.

In 2015 in Northern Ireland, Gross Disposable Household Income (GDHI), roughly similar to disposable 
income, was £15,913 per person. This was an increase of 3.6 % compared to the previous year. This rise in 
income has generated a demand for products and services as more of the population seek to enjoy their 
increased leisure time at home, abroad and in a range of leisure pursuits.

3. Expectations of quality
When purchasing products and services, customers expect high value items to be of a superior quality than 
those with a lesser value. This is certainly the case in the leisure, travel and tourism industry where the 
demand for quality has been responsible for a range of new products and services that were not available 
many years ago. 

The high quality of accommodation in hotels and guest houses has been encouraged by regional tourism 
bodies, such as Tourism NI, which have introduced a grading system for these properties. The providers 
have also recognised their role in improving quality as they seek to maintain a competitive edge over other 
businesses in this sector. Ensuite facilities, once associated only with high-end hotels are now widespread 
throughout the range of accommodation types.
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Fig 2: An ensuite in a luxury hotel including ‘his and hers’ 
vanity units, toilet, walk in shower and free standing bath
Image © Margaret McMullan, CCEA

Under The Tourism (Northern Ireland) Order 1992, all tourist accommodation providers in Northern Ireland 
must receive certification by Tourism NI in order to operate. The order applies to all tourist accommodation 
categories. Properties are inspected as part of the application process and are then inspected every four 
years. Tourism NI also runs a Quality Assurance Grading Scheme. 

One star Acceptable

 Two stars Good

  Three stars Very good

   Four stars Excellent

    Five stars Outstanding

Fig 3: The Tourism NI Quality Grading Scheme

The scheme is open to hotels, guesthouses, B&Bs, self-catering, hostels and guest accommodation. 
Participation in the Quality Assurance Grading Scheme is voluntary. Quality Assessment Grading 
assessments are conducted each year. Premises can achieve a grading of between 1 to 5 stars.

Fig 4: Tourism NI 4-Star Plaque in a hotel reception
Image © Margaret McMullan, CCEA
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Expectations of quality in the leisure sector has been the catalyst for the development of leading edge 
fitness equipment in both the public and private sectors. Leisure suites almost always incorporate cardio 
and resistance equipment for customer use, that would a few years ago, have been considered the exclusive 
domain of elite athletes.

4. The awareness of the need for a healthy lifestyle.
The sedentary nature of work and the lifestyle that it has encouraged has been a factor in a decline in the 
health and well-being of adults and young people alike. A study in England found that 58% of women and 
65% of men were classified as overweight or obese in 2014. Only 36% of adults (aged 16+) in England played 
sport at least once a week in 2014–15. 

The awareness of the need for a healthy lifestyle and its associated benefits has been another factor in 
the development of new products and services in the industry. A healthy lifestyle is now recognised as an 
important factor in both physical and mental health and well-being. The development of spa, fitness and 
detox holidays are examples of the industry’s response to the growing appreciation of their customers’ 
aspiration for a healthy lifestyle. The leisure sector has kept pace with this demand by providing customers 
with products such as treadmills, rowing machines and turbo trainers for cycling (See Fig 5). 

Fig 5: Equipment and activities typically found in a Fitness Suite
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5. Changing trends and the influence of media and celebrity
We are often influenced by what is fashionable or what the latest trend is. The leisure activities that we 
participate in, or the holiday destinations that we choose are subject to change as trends can come and go 
very quickly. 

Seaside holidays in the UK were very popular in the years following the Second World War. By the 1960s, 
the early growth in the package holiday saw sunshine resorts along the Mediterranean coasts, such as the 
Costa del Sol in Spain, becoming popular with UK tourists. By the 1990s, Florida was a popular destination 
and recently there has been a significant growth in the cruise holiday market. Northern Ireland has 
benefited from the changing trend in some destination profiles having in 2017 been declared one of the top 
international holiday destinations. 

The media and celebrity have a significant influence in determining what changes occur in leisure, travel 
and tourism. The television show Game of Thrones that was partly filmed in Northern Ireland has created a 
tourism demand from overseas travellers who wish to visit the locations that are featured in the programme. 
Not surprisingly, there are now many tour operators providing guided tours to locations across Northern 
Ireland. These tours are now a significant tourism development and have added value to the overall tourism 
product.

Fig 6: The Dark Hedges: a location for the TV series Game of Thrones
Image © nikpal | Getty Images/iStockphoto/Thinkstock
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6. Industry awards
Industry awards are one way that the leisure, travel and tourism community can influence the development 
of new products and services. In 2017, Lonely Planet, an international travel publication, recommended 
Belfast and the Causeway Coast as being the ‘best region in the world to visit in the coming year.’ This 
endorsement by such a major publication led to tourism organisations preparing for increased number of 
visitors to Northern Ireland. This included the expansion in the infrastructure that supports the industry such 
as sustainable car parking at visitor attractions, increased flights to Northern Ireland’s airports as well as an 
increase in the quantity and quality of guest accommodation.

Fig 7: Giant’s Causeway

Image © Digital Vision | Getty Images/Thinkstock

Fig 8: City Hall, Belfast

Image © Krzysztof Nahlik | Getty Images/iStockphoto/Thinkstock

Other leisure, travel and tourism facilities in Northern Ireland that have won awards recently include:
• The Seamus Heaney HomePlace in Bellaghy celebrates the life and literature of the Nobel Laureate. The 

arts and literary centre is owned and operated by Mid Ulster District Council and received over 40 000 
visitors from 20 countries in its first year of operation. The Seamus Heaney HomePlace was awarded three 
awards in October 2017:

 – Best Visitor and Interpretation Centre by the Association of Heritage Interpretation (AHI) at its UK-wide 
Discover Heritage Awards. 

 – Best Local Authority Tourism Initiative at the Northern Ireland Local Government Association (NILGA) 
Awards 

 – Best NI Visitor Attraction 2017 at the Northern Ireland Travel and Tourism Awards.
• In 2016 Titanic Belfast was named the ‘World’s Leading Tourist Attraction’.
• The Old Inn, Crawfordsburn was named AA Hotel of the Year (Northern Ireland) 2017–2018.
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Using Technology to meet the needs of the customer and the 
organisation

We have already examined how technology influences changes in leisure, travel and tourism and how it 
contributes to developing new products and services. In this section we will look at how the leisure, travel 
and tourism industry uses technology to meets the needs of customers and organisations.

Fig 9: Online booking: travel, accommodation and much more

Image © daboost | Getty Images/iStockphoto/Thinkstock

(i) Online booking, paperless tickets, self check-in, self check-out and self-guided 
tours using smartphones; 

Technological developments include computer reservation systems (CRS), secure internet booking and 
payment systems as well as online booking, all of which can be completed by the customer at home using a 
computer, smart phone or tablet. 

Those planning a visit to Titanic Belfast can purchase tickets from kiosks located in the atrium. Those who 
have already booked book online for either a visit to the attraction or to other events such as the popular 
Afternoon Tea can collect their tickets from the kiosk using their booking reference (see Fig 10)

Fig 10: Ticket collection points, Titanic Belfast

Image © Margaret McMullan, CCEA
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Budget airlines have taken the lead in providing online bookings facilities. The airline industry introduced 
e-tickets around 1994 and they have now largely replaced the older multi-layered paper ticketing system. 
Since 1 June 2008, it has been mandatory for members of the International Air Transport Association (IATA) 
to use e-ticketing. 

When a booking is confirmed, the airline keeps a record of the booking in its computer reservations system 
and the customer receives a confirmation email which needs to be kept safely. The confirmation email is 
essentially an e-ticket itinerary receipt which usually includes:
• A booking reference or an official ticket number;
• Payment details with links to request full payment confirmation and/or a VAT invoice; 
• Flight details (flight number, departure and arrival times);
• ‘Manage my booking’ allowing the customer to book or change seats, add more items such as on-board 

meals, check in online and get boarding passes;
• Baggage allowances;
• Cancellation policy;
• Useful information such as:

 – Checking in
 – Packing
 – Conditions of contract

• Carriage terms and conditions, (or at least a reference to them);
• Links to other related products and services such as hotels, car hire, holiday insurance, airport parking, 

tours and activities, resort and city transfers, airport transfers and airport lounges; and
• Links to the airline app.

Most airlines now expect passengers to check-in online or by using self-service kiosks at the airport. Online 
check-in can be completed through the airline’s website by choosing either ‘Manage My Booking’ or ‘Check-
in online’ and following the instructions. Airlines often send a reminder email that will click the passenger 
straight through to their online check-in process. Most airlines open their online check-in service 24 hours 
before departure and the service remains open until one hour before the flight is due to leave. Some airlines 
allow early check-in, easyJet customers can check-in up to 30 days prior to departure. This often means 
that travellers can check-in for both their outbound and inbound journeys before leaving home. Customers 
simply print their boarding passes at home or at airport kiosks. Alternatively, the passenger can download 
the boarding pass to a mobile device such as a smartphone or tablet. The boarding pass contains a bar code 
that is scanned to gain access to the departure lounge and boarding gate and records all the required travel 
and security information about the traveller. 

Passengers with e-tickets can use a check-in desk at the airport; however, some airlines charge a fee for 
airport check-in. Ryanair levy a fee of £55 per passenger per flight for anyone who does not check in 
online before their flight. The passenger will be required to present an e-ticket itinerary receipt or personal 
identification, such as a passport.

This technology allows passengers to avoid lengthy queues at check-in desks, making this system more 
convenient for the customer. By sending the boarding pass to a smartphone or tablet the traveller avoids 
any necessity to print and carry additional travel documentation. It also saves the airline some of the costs 
associated with administering the documentation required by the traveller. Fewer check-in staff are required. 

Passengers departing from some airports including Gatwick, Manchester and Birmingham on morning 
flights may check-in the day before. For example at Gatwick Airport passengers with British Airways may 
check-in between 16.00 and 22.00hrs for all next day flights departing before 15.15hrs. Passengers may use 
the self-service check-in kiosks and then deposit their bags at the fast bag drop desk. All passengers in the 
group must be present and the service is free.
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Recently airlines such as British Airways and Emirates have developed apps. The BA mobile app is designed 
to provide a personalised experience for users. It is based around a customised home screen which allows 
users to:
• instantly access their next flight and all upcoming bookings;
• book flights;
• view Tier Points and Avios points (BA have a loyalty scheme called the Executive Club);
• check-in and choose seats;
• download and store mobile boarding passes;
• browse the airline’s lowest prices; and
• view recent searches.

In a further development, some airlines such as easyJet are now using auto bag drop kiosks. Customers who 
have booked a bag to go in the hold can now use these kiosks before going to the boarding gate with their 
cabin bag; staff are available to assist. Customers start by scanning the bar code on their boarding pass and 
then following the step-by-step instructions to print the luggage label and attach it to their bag.

The majority of hotels still check in their guests in person at reception. However, some budget hotels now 
provide check-in kiosks in the hotel lobby and encourage guests to check-in online. A member of staff 
will be available to assist guests. The system works well so long as the details of the original booking are 
unchanged, for example, the guest can be identified (name correctly spelt), the booking has not been 
changed, credit card is valid, the room is ready and so on. As soon as something differs from the booking 
held on the hotel’s system such as a change of payment type, room upgrade, room not ready, the hotel 
kiosks cannot handle it and the guest has to use the standard check-in at reception. 

Checking out online is proving easier and is increasingly popular as it is not only quick but allows guests 
to avoid queues at reception. The evening before departure the hotel sends an SMS text message or e-mail 
message with a link to the online check-out. The guest can review their bill, update their details and pay 
for their stay. The guest’s receipt is sent as a PDF to their e-mail address on their departure day. Members 
of hotel loyalty schemes such as Starwood Preferred Guest or Hilton HHonors, can save their membership 
information on their profile. Finally the guest simply leaves their room key at reception or drops it into the 
designated key box next to reception. Self check-out is usually only available to guests who have opted to 
pay for their stay with a debit or credit card and who have access to a smartphone, tablet or computer. 

Another technological development that supports the customer experience is the use of self-guided tours. 
These are audio, GPS assisted guides that are now commonly in use at major tourist attractions such as 
the Giant’s Causeway and other visitor attractions throughout N Ireland. They provide audio descriptions of 
tourism information at a number of locations in the visitor attraction that are automatically activated by the 
device’s proximity to pre-set GPS locations. They can be used with individual earpieces or with an audible 
speaker system, depending on the needs of the customer.

Titanic Belfast provides hand-held multi-media guides for visitors. The multi-media guides offer a verbal 
and visual guided ‘feel’ to the experience and offer additional information that is not displayed within the 
galleries, giving the experience a more personal touch. The audio guides are available in seven languages: 
English, French, German, Italian, Mandarin, Polish and Spanish. Titanic Belfast has also tailored the guide to 
meet the needs of the visually impaired. Guides include state-of-the-art British Sign Language visuals. The 
guides can be hired at Visitor Services for a fee of £3. Guides are provided free of charge to visitors who are 
blind or partially sighted.

Cruise companies are increasingly using technology to help passengers to find their way around cruise 
ships. Large ‘tablet-like’ touch screens are located on each deck allowing passengers to locate venues around 
the ship such as bars, the casino, theatre, dining rooms, staterooms (cabins) and toilets (restrooms). Fig 
11 shows an example of a screen on a Royal Caribbean ship; notice that the information is available in six 
languages, the disability symbol in the right hand corner gives access to a lowered menu and the home 
symbol on the left hand side links to the main menu.
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Fig 11: An interactive screen providing information on board a cruise ship

Image © Margaret McMullan, CCEA

(ii) Communication by email, social media and text message and customer 
feedback using online rating, online review sites and social media.

We have already examined the role that social media, particularly emails and short message texting play 
in facilitating communication between customers and providers of products and services. It is important to 
recognise that these mechanisms, either through a PC, smart phone or tablet provide what would have been 
ten years ago, a very rare opportunity for direct and personalised communication. The use of this form of 
communication has supported the growth of independent travellers and has also benefitted the broad range 
of customers throughout the industry. 

Travellers and leisure activists are now able to communicate electronically to customer service staff and 
can receive transmitted information about changes to their travel arrangements or confirmation about seat 
numbers or reservations for a theatre of cinema visit. The two-way nature of this kind of communication also 
enables the customer to provide feedback to the organisation and other customers on the effectiveness of 
the products or services being provided. 

Fig 12: Using emoticons provides immediate feedback to posts on social media
Image © nadia_bormotova | iStockphoto/Thinkstock
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Leisure, travel and tourism organisations such as hotels, restaurants, travel agents and airlines increasingly 
use social media such as Twitter and Facebook to communicate directly with customers. Customers are 
encouraged to provide feedback to the organisation and to ‘share’ their experience with other customers, 
passing on information about the quality of service, the accuracy of marketing information, the level of 
service provision or the quality of facilities as relevant. Positive and negative comments on sites such as 
TripAdvisor, Trivago and Kayak can be helpful or harmful to leisure, travel and tourism organisations. Given 
the level of exposure that electronic devices provide to potential customers, negative comments left by 
customers on social media are often responded to immediately by a senior manager. To do otherwise would 
be a risk to the organisation’s reputation and profitability. The work of the PR department is more significant 
today because of e-commerce.

(iii) Smartphone apps for leisure and tourism participation.
The use of smartphone and tablet apps for participation in leisure and tourism is now widely recognised as 
a major contribution to home based leisure. However, apps are not linked exclusively to home viewing of 
films or to interactive games and there are numerous applications that can encourage active participation in 
leisure pursuits. 

The smart phone app, C25K (Couch to 5 kilometres) is a smartphone jogging app that encourages 
improvement in life style and well-being. The app is designed to provide a training programme that will take 
a reluctant exerciser through a series of activities that in a number of weeks will sufficiently prepare him/her 
to tackle a 5-kilometre run. The app combines internet access and GPS navigation and sets daily and weekly 
activity targets for the duration of the programme. 

Fig 13: A jogger uses a mobile device to listen to music and a smartwatch to check distance

Image © Jacob Ammentorp Lund | Getty Images/iStockphoto/Thinkstock

A large number of such apps is available for other outdoor sports such as cycling, walking, skiing and other 
physical activity. For those interested in running or cycling, Strava provides a smart phone application that 
records and analyses activity in both cycling and running and encourages comparison of achievements 
between other users and friends. Most large ski resorts make use of apps that encourage skiers to track their 
location and confirm their position, speed and distance to the next chair lift or final destination before lift 
closures. 

The use of apps is not confined to physical sports or strenuous activity. There are literally hundreds of 
tourism related apps available to help the traveller make the best use of their time in their favourite tourism 
destination. Dayuse.com is an app that has been designed to help travellers who have a long stop over before 
a flight, the app helps them find a hotel room for a few hours only where they can stay to freshen up or relax 
before making their next flight connection. There are around 3,000 hotels worldwide that are featured in the 
app and all provide greatly reduced rates over the cost of a normal single night reservation.
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Fig 14: A hotel booking app

Image © Bet_Noire | Getty Images/iStockphoto/Thinkstock

Learning Activity   

The following is a list of suggested activities that students may be encouraged to engage in as part of the 
learning process.

• Explore the range and variety of products and services that are available from different 
organisations. 

 Identity different trends and fashions that may have been responsible for changes in the provision of 
leisure, travel and tourism products and services.

• Conduct an audit of the types of electronic technology that has supported the growth of products 
and services. 

 – Discuss who is likely to use smartphones, tablets and other mobile devices. 
 – Investigate how they have made leisure, travel and tourism more accessible. Debate how apps such as 
c25k have encouraged an increase in jogging by young and old alike. 

 – Examine the use of tourism apps for visitors to towns and places of interest. 

• Evaluate the impact of social media on product and service development. 
 – Discuss how social media applications such as Facebook and Twitter have affected the popularity of 
local and national destinations.

 – Suggest how positive and negative comments on social media or in radio and television can affect 
organisations and destinations.

• Identify the changing levels of affluence and the reasons why people now have higher levels of 
disposable income.

 – Discuss the positive and negative aspects of how the world of work has changed including:
◊ holidays,
◊ retirement age 
◊ pensions, and
◊ economic recession.

 – Conduct a poll on what we now expect from organisations that provide services and products in the 
industry.

 – Discuss how and why expectations increase with higher costs of products and services.
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• Examine what is meant by a healthy lifestyle and explore the views of those who seek to provide 
services and products to encourage health and wellbeing. 

 Invite a guest speaker from a health centre to discuss what products and services are more likely to 
encourage participation in a healthy lifestyle and wellbeing.

• Examine trends influenced by celebrity and industry awards. 
 – Students could identify their own celebrity and explain how they have influenced change in the 
industry. 

 – Investigate the range of industry awards for leisure, travel and tourism and assess what impact these 
have had in developing new or improved products or services.

• Areas for discussion could include:
 – The benefits of online check-in for:
◊ The airline industry
◊ A hotel catering mainly for business guests
◊ An airport hotel such as the Sofitel at Gatwick Airport (North Terminal)

 – Why might a luxury 5-star hotel such as the Al Bustan Palace in Muscat (Fig 15) decide not to introduce 
online check-in for its guests?

 

Fig 15: The Al Bustan Palace, A Ritz-Carlton hotel in Muscat, Oman

Image © Margaret McMullan, CCEA

 – How does membership of the Tourism NI Quality Grading Scheme benefit an accommodation provider?
 – Study Fig.4, what services might a guest checking into a hotel displaying this plaque expect? 
 – How does filming of the Game of Thrones at Northern Ireland locations such as the Dark Hedges  
(see Fig 6) benefit the local leisure, travel and tourism industry.

• Flow Chart exercise to explore and analyse the ways that technology supports the leisure, travel and 
tourism industry.

 Invite guest speakers from a leisure facility and from a high-street travel agent to explain how technology 
is used in their own organisations when dealing with customers. Learners should select an organisation of 
their choice and use the information from the speakers to create ‘flow charts’ outlining where technology 
is utilised in a travel or leisure booking, illustrating where it has replaced other forms of customer contact. 
Learners should make judgements about the effectiveness of technology to both customers and to the 
organisation.
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• Identifying the technology tools. 
 Students could be introduced to the benefits of technology from the perspective of both the customer and 

the organisation. Teachers could outline the range of technology devices that leisure, travel and tourism 
organisations use to meet their own needs and those of the customer.

 Fig 16 shows an audio port on a pleasure boat sailing on Lake Malaren, Stockholm. The tourist inserts their 
headphones and sets the channel and volume as required.

 – Identify the languages that are available to tourists.
 – Consider how accessible the instructions are for this guide.
 – What are the advantages and disadvantages of this service to both the boat company and the tourist.

 

Fig 16: A self-guide audio port on a pleasure boat sailing on Lake Malaren, Stockholm

Image © Margaret McMullan, CCEA

Resources
Marketing mix - Marketing Teacher: www.marketingteacher.com/marketing-mix/

BBC GCSE Bitesize - Elements of the marketing mix: 
www.bbc.co.uk › Home › Business Studies › Marketing

Trivago: https://www.trivago.co.uk
Kayak: https://www.kayak.co.uk/
easyJet: https://www.easyjet.com
C25k: http://www.c25k.com/
Tourism NI: https://www.tourismni.com/
Seamus Heaney HomePlace: http://www.seamusheaneyhome.com/
British Airways: https://www.britishairways.com
Strava: https://www.strava.com/
Lonely Planet: https://www.lonelyplanet.com/
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