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The 4Ps: Product, Price, Place and Promotion including Promotional Activity

FACTFILE:
GCSE LEISURE, TRAVEL  
AND TOURISM
Unit 2
PROMOTING AND SUSTAINING THE LEISURE, TRAVEL AND 
TOURISM INDUSTRY

Learning Outcomes

Students should be able to: 
• demonstrate knowledge and understanding of the range of products and services the leisure, travel and 

tourism industry provides;  
• demonstrate understanding of the main pricing strategies used in the leisure, travel and tourism 

industry and evaluate their effectiveness; 
• demonstrate knowledge and understanding of the importance of the location of leisure, travel and 

tourism facilities;
• demonstrate knowledge and understanding of the difference between promotional techniques and 

promotional materials used in the leisure, travel and tourism industry; 
• describe how leisure, travel and tourism organisations use promotional techniques to communicate 

with their customers;
• describe the promotional materials that leisure, travel and tourism organisations use to communicate 

with their customers; 
• demonstrate understanding that leisure, travel and tourism organisations use different promotional 

techniques, depending on the organisation and the product or service it is promoting; 
• analyse the effectiveness of promotional materials used in the leisure, travel and tourism industry in 

relation to design, use of images, appropriate language and the inclusion of detailed information;
• demonstrate knowledge and understanding of the planning steps that organisations need to take to 

ensure that promotional activity is effective. 
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Product
One of the main characteristics of the Leisure Travel and Tourism Industry is its ability to provide a wide 
range of products and services to its customers. Leisure, travel and tourism organisations offer products to 
their customers such as replica football shirts or consumables such as confectionery. DIY stores provide 
products for use in home leisure activity and these include power tools such as electric drills and gardening 
equipment such as lawnmowers and patio furniture. These products are referred to as ‘tangible’ items, e.g. 
items that can be seen or can be touched.

However, leisure, travel and tourism products are often concerned primarily with ‘customer experience’, 
e.g. providing a theatrical event or providing opportunities to spectate at a sports event. As a result, leisure, 
travel and tourism is often described as being part of the service industry where services are intangible and 
customers are unable to see these before they purchase them. Here are a few examples:
• Leisure centre activities;
• Museum visits;
• Short breaks;
• Flights;
• Accommodation;
• Sight-seeing;
• Visitor attractions; and
• Transfers to and from an airport.

Leisure, travel and tourism products are often also described as being either a main product or service or 
an ancillary product or service. Main products and services are usually described as those that are major 
features of any activity. For example, when going on holiday the resort hotel is a main part of the service 
as are the flights to and from your destination. Ancillary products or services are those that you need to 
complete your holiday. For example, these might include the following:
• Travel Insurance; 
• Car Hire; 
• Airport Parking; 
• Tour Guide;
• Sports Coaching; 
• Local WiFi Connections; and 
• The purchase of sports clothing or sun creams and other merchandising products such as T shirts, posters, 

sun hats etc.

Many products and services, including some of those listed above, are 
targeted to the wider leisure and tourism market. Never the less, some 
products and services can be targeted to specific markets. A good example 
of this might be McDonalds who have specifically targeted families with 
children by providing a fast food service at a reasonable cost.

Some organisations target their markets by identifying ‘unique selling 
points’ [USP] or by ‘Branding’. USPs are used to differentiate products 
and services by setting out positive messages about why their products 
and services are better quality, cheaper or just more ‘cool’ or fashionable. 
Branding is a way of differentiating a product or service so that competitors 
cannot copy it. A product takes on added value from a brand, because of 
the intangible associations and benefits that customers associate with 
it. Branding is used to build a positive relationship with customers that 
will lead to customer loyalty and repeat business. The sports clothing 
manufacturer Adidas has successfully used branding in its marketing to 
target specific markets. Fig 1: The marketing mix

Image © MattZ90 | Getty Images/
iStockphoto/Thinkstock
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Learning Activity   
1. Use a brochure to select a holiday at a long haul, tourist destination. For the chosen holiday:

• identify the main and some ancillary services; and 
• identify which target market the product is directed at.

2. Study the photographs shown in Fig 2. They show several services provided by a large hotel.
• identify additional services likely to be provided by a large hotel
• identify products that might be sold by a large hotel.

Bellboy in hotel foyer

Conference facilities

Hotel gym Hotel restaurant

Luxury hotel room

Hotel swimming pool Wi-fi access

Hotel lobby

Hotel spa

Fig 2: Hotel services

Price
Price refers to how much a customer is willing to pay for a product or service and is a central part of the 
marketing mix. Getting this element of the marketing mix wrong can affect the other elements, making the 
marketing mix unworkable and ineffective. It is not always easy to set a pricing strategy and being able to 
correctly apply prices to intangible services is often a fraught process. 

The main purpose in applying a price to products and services is to make the cost to the customer 
profitable to the provider. This has to be matched to the knowledge that there are additional pressures in a 
service industry where some of the services being provided are perishable in nature. When a week’s hotel 

tl © moodboard | Getty Images/Thinkstock; tc © Relentless_one | Getty Images/iStockphoto/Thinkstock; tr © Petardj | Getty Images/iStockphoto/
Thinkstock; cl © robinimages | Getty Images/iStockphoto/Thinkstock; c © zhudifeng | Getty Images/iStockphoto/Thinkstock; cr © kasto80 | Getty Images/
iStockphoto/Thinkstock; bl © rilueda | Getty Images/iStockphoto/Thinkstock; bc © Michael Blann | Getty Images/iStockphoto/Thinkstock; br © ymgerman 
| Getty Images/iStockphoto/Thinkstock; 
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accommodation is not purchased for that particular week, it will be gone and cannot be resold after that 
date. This is one part of the reasons why pricing can be seasonal in nature with cheaper accommodation 
available during off peak periods and in the low season during winter. Accommodation prices are usually 
higher when demand exceeds supply and this usually occurs in the summer, or when special events are 
staged in specific locations. Trying to find accommodation on the North Antrim Coast during the period 
leading up to the North West 200 motorcycle race is a good example. 
  
Leisure, travel and tourism industries adopt a number of pricing strategies such as offering discounts to 
groups and making special offers to particular market segments. Offering discounted rates to large groups 
can be profitable as it ensures a larger than normal amount of business at certain times of the year. Offering 
special rates such as ‘two for the price of one’ is an example of a discounted promotional rate. Some airlines 
offer discounts when lots of seats or holidays are still available close to the departure date. By offering these 
at a discounted or cheaper price, they hope to find customers willing to take advantage of the lower cost. 
This in turn will reduce any loss to the organisation as it seeks to remain profitable.

Profitability can often be achieved by what is called competitive pricing; this is when an organisation 
compares its prices to those being applied for similar services elsewhere. By applying a lower price for 
the product or service than the others, the organisation may be able to sell more and increase their profit. 
However, this can be a risky approach, should the organisation provide the service or product at too low a 
price, the organisation may end up providing the product or service at a loss and this can negatively affect 
profitability.

Often the price of products or services will depend on when they are being provided to the customer. Peak 
and off peak periods refer to the times when leisure, travel and tourism organisations expect to see greater 
or less demand for their services. For example, peak demand for hotel accommodation in Northern Ireland 
is usually at weekends with off peak periods extending from Tuesday to Thursday. As a result, the cost of 
a hotel stay is higher at weekends. High season and low season can refer to summer and winter rates with 
customers usually paying more for accommodation during the summer and less in winter. To illustrate 
the complexity of finding the correct pricing for leisure travel and tourism organisations, it should be 
remembered that the high season at ski resorts or at other winter sports locations is usually from December 
to March.

Fig 3: Ski resort – Val d’lsère

Place
For organisations in the leisure, travel and tourism industry, place is an important part of the marketing 
mix and it can mean different things to different organisations within the industry. Place might be a 
holiday destination such as the Costa del Sol or where a customer purchases a holiday, for example a high 
street travel agency such as TUI. It may be where customers enjoy a sporting activity as a spectator or 
as participants. More recently, place can refer to the internet as the location for buying leisure travel and 
tourism products and services. Budget airlines such as easyJet have successfully utilised the selling power 
of the internet to provide low cost fares to large numbers of customers. Online prices can be altered to reflect 
the popularity of flights at different times of the day or at certain times of the year. 

Image © ventdusud | Getty 
Images/iStockphoto/Thinkstock
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Generally though, leisure, travel and tourism organisations still provide products and services from a fixed 
geographical base that may be close to the customer’s home or work. Gaining access to a suitable location 
is an important part of the marketing mix. Good transport links are crucial to ensure that customers are 
able to make the journey to enquire about, or to purchase products or services. Parking is an important 
consideration for customers travelling by car to a location; without adequate and cheap car parking the 
organisation may lose any marketing advantage it has gained from a good promotional or pricing strategy. 
Most leisure, travel and tourism organisations recognize the importance of how the ‘place’ is presented 
to the customer, either as a hotel located in a resort, or at a sports venue for spectators or in a high-street 
travel agent’s shop where customers enquire about holidays. Many hotels have a spectacular reception area 
that may draw on local features for the décor. Most travel agencies provide a well-lit office with comfortable 
customer seating and refreshments such as tea and coffee available. In both cases the organisation has 
recognised the importance of place to the customer.

Fig 4: Customers enquiring about travel arrangements

Promotion
Promotion is the means by which customers become aware of the products and services that are being sold. 
Without this knowledge, they are unlikely to make a purchase.

The leisure, travel and tourism industry is often driven by seasonal trends, this means that some techniques 
can be more appropriate at certain times of the year. For example, tour operators are keen to promote their 
holidays in December and January for the following summer season while visitor attractions are more likely 
to focus on periods when children are on holiday from school. Other leisure, travel and tourism organisations 
are keen to promote their business throughout the year. This is often the case for sport and physical 
recreation organisations that promote winter training deals in the autumn and summer activities in the 
spring. While promotion may occur more frequently at certain times of the year, there is always a need to 
make customers aware of the products and services that are being provided in the industry.

Effective promotion creates an awareness of the products and services that are available from an 
organisation and this can be achieved by using a range and variety of different techniques. There are five 
main promotional techniques that the leisure, travel and tourism industry employs in order to get its 
message out to its customers: 
• Advertising;
• Direct Marketing;
• Public relations;
• Personal Selling; and
• Sales Promotions.

Image © BananaStock | 
Getty Images/Thinkstock
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Advertising is perhaps the most easily recognised promotional technique used to display favourably an 
organisation’s products and services. This recognition usually comes at a financial cost to the organisation 
and therefore care must be exercised in order to ensure value for money. There is little point in investing in 
an advertising campaign if the revenue obtained is less than the cost of the advertising. It does however, 
represent a significant part of many organisation’s marketing activity and advertising spend in the UK Travel 
and Tourism Industry in 2015 was in excess of £20bn.
 
Advertising can be conducted at different levels of coverage to meet the needs of the organisation that may 
confine the message to local or regional outlets such as all or part of Northern Ireland, or in the case of some 
larger organisations such as TUI, may require unlimited coverage across the whole of the United Kingdom. 
Smaller leisure, travel and tourism organisations need to choose wisely when purchasing advertising as 
coverage across a wide area and with repeated frequency can be costly. Advertising information can be 
achieved through, television, newspapers, radio, billboards, magazines and, more recently, through the use 
of the internet and social media such as Facebook. Both internet and social media outlets can be very cost 
effective but require careful timing and evaluation to ensure value for money. Local newspapers and radio 
outlets are often attractive options for smaller organisations.

Fig 5: Newspaper advertising was once the only 
effective advertising stream for tourism venues. 
Social media has changed all that.

Direct Marketing is when an organisation sends promotional material to a customer using mail drops, 
either in hard copy or electronically. Direct marketing requires information on particular customers to be 
easily available and this information could be sourced from a customer or membership database stored on 
a computer or available at a cost from a marketing organisation. Direct marketing can be very effective in 
targeting a particular market segment and is often used by theatres, leisure centres or tour companies that 
may store information on past customers and is therefore able to email or post information to them about 
new products or services. While the increasing use of emails and other social media outlets has diminished 
direct marketing by post or by telephone calls, the increased use of electronic SMS texts and emails has 
left many potential customers bored with ‘Junk Mail’ This is now very often ignored by many potential 
customers.

Public Relations, often referred to as PR, is widely used in the leisure, travel and tourism industry. PR 
is a systematic approach to developing a positive image for the organisation. Leisure, travel and tourism 
organisations often develop PR through positive relationships with journalists, editors of newspapers or 
magazines or other media outlets. Thus it is often free at source. Many organisations issue press releases to 

Image © Ingram Publishing 
| Getty Images/Thinkstock
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newspapers, radio and television and more frequently today, to bloggers and other social media sites. The 
press release will cover a ‘good news’ stories such as the opening of a new leisure facility in the local area or 
the start of a new route from a local airport. The organisation expects that the story might be of interest to 
the media and to their readers/ users. The story might also be developed by television outlets, e.g. as part of 
a news bulletin, if the story is considered to be sufficiently interesting to its viewers.

The broad objective of PR is to develop a positive image of the organisation, to gain maximum publicity 
and public and customer goodwill. PR has the potential to increase sales as reports about leisure, travel and 
tourism organisations that are seen to be written by a third party are often sufficient encouragement for 
customers to purchase a holiday or a particular service from that organisation. Often good PR on a news 
channel or other television outlet, however brief, brings benefits to an organisation that could only have 
been gained by developing costly advertising. PR is also more than simply keeping the press updated on the 
organisation it is also about ensuring that staff, promotional material and customer service standards are 
maintained in order to maintain and improve customer goodwill. This can be achieved by being associated 
with the sponsorship of events, activities and local charities that supports the local community, particularly 
when that is the main source of the organisation’s customer base.

Personal Selling In a service based industry, personal selling relies on skilful employees who are able to 
help customers make their own choices about which service to buy. Personal selling is not about getting 
customers to buy things that they do not want; it is about providing honest and accurate information that 
supports the customers in their decision-making process. Travel agents are often involved in personal selling 
activity that can result in a customer booking a holiday that suits their needs. In the leisure sector, personal 
selling is often a major part of the work undertaken by leisure centre staff who can provide information and 
advice to customers about fitness programmes. Effective personal selling can generate repeat business and 
increase sales when the focus is on helping people to buy rather than selling them something that they do 
not really want.

Sales Promotion is perhaps the most commonly identified form of marketing that customers can easily 
identify with. There are many forms of sales promotion that can be used by organisations in the leisure, 
travel and tourism industry. They are usually short-term promotions used to encourage customers to 
purchase goods or services and to stimulate demand for something new or fashionable. Often this is a 
technique used in the industry when providing a new service or product.

Unlike the other longer-term promotional techniques that we have already considered, sales promotion is a 
very flexible alternative and is an effective way to respond to the changing needs of both the customers and 
the organization. A hotel offering discounts to families who book a holiday stay before a specified date is a 
good example of a sales promotion. Some of the more common forms of sales promotion include: 
• Discount offers: these can be targeted at particular customers and can be issued through email or in 

newspapers;
• Extra or increased quantity offers: often used in restaurants typically in a ‘three for the price of two’ offer;
• Sales offers and Price cuts: typically 20% off for new members or similar offers;
• Competitions and Prize draws: usually linked to a purchase when a free entry to a competition or prize 

draw is included; and 
• Free gifts or samples: for example free visit to the aqua park if booking a ten-day holiday.

Choice of Promotional Technique: when considering which promotional technique to use the organisation 
faces a number of challenges. The choice of the technique will need to match the product or service being 
promoted and some techniques will not be suitable. Judgements will be required to determine the best way 
to communicate with the customer and to meet the aims of the promotional campaign. Ultimately the main 
consideration will be ‘how expensive will it be and how effective will it be in reaching the target market.’ The 
ambition is to achieve maximum effect with all of the available resources.
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The most effective way to do this is to consider the following.

1. What is the promotional campaign trying to achieve? 
 The organisation may want to raise awareness, to attract new or to retain existing customers, to improve  
 the image of the organisation or to promote a new product or service.

2. Who or what is the target market? 
 This is a vital part of marketing as it will help decide which technique and materials to use. New  
 customers may not be effectively served simply by personal selling but may be interested in discounts or  
 other offers.

Some of the techniques can be expensive but can effectively communicate with the organisation’s 
customers. Advertising is expensive but radio is less so than television and much will depend on when slots 
can be purchased on certain radio stations. Sales promotion also carries a cost but it is a more flexible way of 
promoting products and services in the short term and could be combined with some PR material. There may 
be more than one way to promote the product or service and getting the right communication is critical.

Promotional Materials  
Promotional materials are the carriers of the information that will promote the product or service. Examples 
of promotional materials are often seen at the reception desk in sports clubs, hotels and elsewhere.  
Promotional materials will always contain the most important information about the product or service and 
this will include price, location of service, contact details, period of availability and so on.

Promotional materials include:
• Leaflets are typically A4 flyers, either in colour or black and white. They can be easily distributed through 

channels such as the Royal Mail or as a mail drop where an organisation pays individuals to distribute 
a leaflet door-to-door. Alternatively copies of the leaflet can be distributed through hotels, Tourist 
Information Centres, leisure centres etc. Leaflets are often used to promote information on courses at a 
leisure centre, special events or information about discounts at hotels. Leaflets are used heavily by tourist 
attractions and services to promote their offerings to customers.

 

 

• Brochures are booklets that contain lots of information about the product or service and are more detailed 
than leaflets; as such they are more expensive to produce. Brochures tend to be used where there is a lot 
of information that the organisation wants to make available, for example the autumn programme of 
events at a leisure centre. Most travel agencies use brochures to help customers make a decision about 

Fig 6: A series of leaflets Image © eriksvoboda | Getty Images/iStockphoto/Thinkstock
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their choice of holiday. They are useful as the customer can take brochures home with them to consider 
their choice of holiday. Many leisure, travel and tourism organisations now make their brochures available 
online as an Adobe PDF file. They are easier to update and can include video clips with sound. Some online 
brochures include a virtual tour of the destination and its attractions.

• Internet websites and other forms of social media including online booking and comparison sites has been 
an area of growth leading to what is referred to as emarketing. The growth of smart phones, email and 
home computers has increased the opportunity for effective marketing at little cost to the organisation. 
Organisations increasingly use Facebook and Twitter in their marketing. Facebook is often used for special 
offers and deals with users encouraged to share the Facebook page with others. Emarketing can easily be 
combined with other materials such as brochures and posters for example by placing the Facebook and/or 
Twitter logos on leaflets. 

• Advertising in newspapers, on television and radio has been a long-standing, traditional means of 
promoting products and services in the leisure, travel and tourism industry. However, newspaper sales 
are in decline and no longer offer the kind of access to customers than once was the case. Often journals 
and magazines are more effective at reaching a target market. Advertising online is also popular. 
Advertisements on websites are called banners whereas pop-ups appear when someone first accesses a 
website. TV advertising is expensive both in terms of production costs and airtime. Whilst TV advertising 
has the benefit of moving images and sound, never the less, it relies of the customer’s memory. Radio 
advertising is seen as ‘old fashioned’; however, we spend more time listening to the radio than watching tv. 

• Merchandising is another traditional means of promoting an organisation. Pens, stickers, t-shirts etc. 
can be sold in-house to customers. Sports teams, particularly Premiership football teams and rugby 
teams have merchandising aimed at both children and adults as well as men and women; furthermore 
they generally change the merchandising each season. This can be a major source of revenue for an 
organisation whilst reducing their marketing costs. Organisations may also give items of merchandising as 
complimentary gifts. However, this becomes expensive and must be considered as a long-term investment 
in promotional activity.

• Displays and demonstrations are often arranged by hotels or sports facilities to show customers what the 
product or service is like and to encourage sales. An organisation hoping to recruit new members might set 
up a display at a shopping centre or in the town centre. Displays can be manned or unmanned. A manned 
display allows passers-by who are interested to ask questions that can in turn encourage them to join or 
participate. Unmanned displays often seem less attractive and need to be checked regularly to ensure that 
a supply of leaflets etc is available and that the display is kept neat and tidy. Window displays are used by 
travel agents to display details of holiday offers and tourist currency exchange rates. 

• Press releases is when an organisation releases information to the press. They are often used to inform 
customers about new products, or changes to existing products and services. Press releases may be 
published as stories or may encourage the media to investigate a particular development further. These 
offer good value at little cost but it may be difficult to convince the media to accept the press release 
without perhaps agreeing to pay for some additional advertising. The organisation also has little control 
over how the press release is used once it has been released.

• Sponsorship involves one organisation giving financial or other support in exchange for its name being 
associated with the product or event.  For example, every team in the Premier football league displays the 
name of its sponsors on the player’s strip.  Galgorm Resort & Spa is the main sponsor for The Northern 
Ireland Open (2018), one of Northern Ireland’s leading golf tournaments.  Many arts and entertainment 
events are sponsored. Sponsorship can be on a large scale such as sponsoring a sporting team or event, 
or on a small scale such as being involved in a local project. Sponsorship does not directly increase sales, 
but will increase the customers’ awareness of the organisations’ brand. In this way, customers may 
consider the organisation when they are deciding on making a purchase. If sponsoring a television show 
organisations can link to a certain audience and so advertise their product to huge audiences. 

Promotional Activity 
The sound use of promotional techniques and materials can make the difference between a successful 
promotion and a less effective one. However, organisations can easily become more focused on the materials 
rather than on what the promotional activity is trying to achieve. Robust planning is the key and there are a 
number of elements in successful planning to consider.
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• Identifying clear objectives. Being clear about what the organisation is attempting to achieve is 
important, particularly when valuable organisational resources are to be consumed. The clearer the 
organisation is about what targets are being set, the more certain it can be in deciding if it has all been 
worth it at the end. The objectives for the promotional activity may be different depending on whether 
the organisation operates in the public or private sector. Often public leisure centres are keen to promote 
social activity or provide a better service for their community. The main driver in the private sector is 
generally financial gain. However, both sectors may wish to simply attract new customers or retain those 
that they already have. They may need to make existing customers aware of a new product or service or 
they may need to repair the public image of a particular product or service or of the organisation itself. 
What is important is that when objectives are being set, they must be capable of measurement as part of 
the evaluation process. Marketing and promotion objectives should be Specific, Measurable, Achievable, 
Realistic, and Time constrained [SMART]. Objectives should be precise about what the organisation 
wants to achieve and they should have a quantity or value placed against them. If the objectives are not 
achievable and realistic then the promotional activity may do more harm than good to the organisation. 
They must be constrained by time so that the success of the promotional campaign can be evaluated. A 
simple illustration of a SMART objective for a tour operator might be to increase sales to Greece by 10% 
over the next 6 months.

• Identify what or who is the target market. This is important as it will have a great bearing on the 
techniques and materials that the organisation will use to get the message out to the customer. We have 
already seen how markets can be segmented but often a small part of the market or ‘niche’ market might 
be more appropriate

• Choosing the most appropriate promotional techniques and materials. When an organisation is aware 
of what it wants to achieve and who it wishes to target then deciding on which techniques and materials 
to use should be relatively straightforward. We have already examined what options are available and 
care should be taken to ensure that the choice of communication is appropriate for the needs of the 
organisation. For large tourism operators, some form of television advertising might be effective but this is 
not likely to be the case for a fitness club in a small rural community. For example, the decision to phase 
out the brand Thomson Holidays and replace it with TUI UK in October 2017 led to a major television 
advertising campaign.

• Monitoring and evaluating the promotional activity. Once the organisation decides on the techniques 
and materials to use, it is important to monitor the progress of any promotional activity. Often printers 
or website applications can introduce errors into dates and locations, giving the wrong information to the 
right people. If material is to be live by a certain date it is important to check that that is the case. Often 
promotional activity is undertaken and completed and little consideration is given to the effectiveness 
of the campaign. Robust promotion will always be concluded by analysing the effectiveness or otherwise 
of the campaign. That way the organisation can build on the success and avoid failures in the future. The 
questions to ask are:

•  Has the promotion achieved what it set out to do? If specific, measurable and time bounded outcomes  
were identified, how well were these achieved? If the objective was to increase the number of people  
joining the gym, has there been a rise in the numbers now using the gym?

•  If the organisation used a range of promotional materials, which of these were most effective? A  
simple questionnaire for new members might be sufficient here; for example how did they hear about  
gym membership, was it through a newspaper advertisement or a poster at the leisure centre?

Analysing the effectiveness of promotional materials used in the leisure, travel and 
tourism industry
The effectiveness of any promotional material is largely determined by the design of the content, the use of 
images, appropriate language and the inclusion of the information that is necessary to provide the customer 
with a clear understanding of what is being offered.
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The use of promotional posters, flyers or website material can often make a huge difference to any 
understanding of what the product or service is and how the customer can make use of it. It is important to 
confirm that all the required information about the service is contained within the promotional material, and 
that potential customers can be confident enough to purchase the product or service easily. Promotional 
material is often used to attract the customer’s attention and to create some interest in what is being 
promoted. There are many ways of attracting the customer’s attention, the most common are:
• use colour effectively: different colours create different impressions and moods. This is why leisure, travel 

and tourism organisations will give careful consideration to the colours they use in their promotional 
materials. 

• use eye-catching fonts or print styles: the font used can create a strong image. Promotional material 
aimed at young people may use different fonts compared with material aimed at older people.

• use bold headlines or titles: a bold or imaginative headline can quickly attract attention.
• use carefully chosen pictures and images: a carefully chosen image or photograph can be better than a 

long, detailed description. Customers are very busy people and the image or picture can convey the nature 
of the product or service more effectively than words.

• use humour: a funny picture, caption or cartoon can attract the customer’s attention as well as helping to 
put them in a good frame of mind – in short it will make them smile. Humour is widely used in promotional 
material.

• use attractive layout: it is important to consider carefully the layout of text and pictures to ensure 
that the promotional material attracts attention. Sometimes pictures set at an angle can be effective in 
attracting attention.

• use celebrities: many leisure, travel and tourism organisations use celebrities in their promotional 
material. The celebrity may be local, national or even international and will be carefully chosen to be 
attractive to the target audience.

If presented effectively the material should create some desire from the customer to take sufficient action 
either then or at a later time, to purchase the product or service. To do this the promotional material must 
contain sufficient information to allow all of these actions to be completed. This process of designing 
material in this way is often referred to as AIDA which stands for:
• Attention;
• Interest;
• Desire; 
• Action.

Attention
The first ‘A’ and probably the most important part 
of the AIDA approach is attracting the customer’s 
attention.

If the promotion does not attract the customer’s 
attention then it has failed.

Interest
Having attracted the customer’s attention, it is 
then important to keep their interest. This means 
that the customer must be encouraged to keep on 
reading, watching or listening.

This may be best achieved by slowly revealing 
or developing the features that attracted the 
customer in the first place rather than bombarding 
them with too much information all at once.

Desire
The purpose of the promotional material must be 
to make the customer want to buy the product 
or use the service. To do this the organisation will 
design the promotional material in such a way that 
the customer will see how the product or service 
meets their needs. In other words, the promotional 
materials will make the customer desire the 
product or service.

Action
Finally, the promotional material must tell or show 
the customer how they can buy the product or 
service; in other words the promotional materials 
must encourage the customer to take action. The 
promoter needs to make purchasing the product or 
service as easy as possible by including all relevant 
information.

Fig 7: AIDA
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The difficulty in designing a poster or flyer is often in deciding how much information to include and what 
to leave out. However, colourful material will usually attract more attention and interest than simple black 
and white imaging particularly if it is relevant and can connect either to the product or to the customer. 
Promotional materials for events happening around Easter often use greens and yellows in their material. 
The important details on how customers can develop a desire for the product or service needs to include 
information about the product itself, and where and when it will be available. Cost is an important driver in 
deciding to take action to make a purchase and without contact information such as an email or website 
address, telephone number or postal address, all the hard work may be undone.

There are a number of websites that provide templates and guidance on how best to create posters or flyers 
and this information can be applied in a range of promotional designs for advertising and other materials. 
All will underline the importance of not overcrowding the image with text. Often simple is best in these 
instances.

Learning Activity

• Internet research to identify the range and scope of products and services in the leisure, travel and 
tourism industry.  
Using two selected websites from two different sectors, students should investigate each organisation and 
compile a detailed list of all the products and services that are available to their customers. Judgements 
should be made about the differences between products and services as well as those that are tangible or 
intangible. Students should be able to make clear statements about what the main products and services 
are and suggest which target market might the product or service be aimed at.

• Develop the research base from products and services to include analysis of pricing structures in 
both organisations.  
Create a lesson that identifies three or four of the main pricing strategies that are common in the 
leisure, travel and tourism industry and allow learners to discuss their own experience of these type of 
strategies when purchasing food, clothes etc. Establish the role that these strategies play in ensuring that 
organisations are profitable. Allow learners to then analyse the two selected websites and make their own 
judgements about how each organisation addresses pricing of products and services at different times of 
the year. Conclude the discussion by asking for examples of what factors affect prices in the leisure, travel 
and tourism industry. Summarise and record all of the outcomes.

• Produce a map that identifies the locations of leisure, travel and tourism organisations in your area.  
Students could work individually or in groups to locate local leisure, travel and tourism organisations and 
to analyse the effectiveness of their positions for their customers. The locations should be presented to the 
entire group and learners could pose appropriate questions about the differences in locations and decide 
how well they serve potential customers. Simple conclusions about the factors that could influence the 
success of each organisation should be considered. Identify the best locations for specific organisations 
and make recommendations on the use of any vacant buildings.

• Investigate the difference between promotional techniques and materials.  
Discuss in class the differences between promotional techniques and promotional materials, giving a clear 
description of the ‘communication mix’. 

• Explore ways that organisations can promote their chosen organisation. Plan a promotional activity 
for a chosen product or service.  
Students should be tasked with selecting a single product or service that a leisure, travel and tourism 
organisation could promote to potential customers using as wide a range of techniques and materials as 
possible. Examine the cost of each promotional technique and suggest how effective this spend could be 
to different organisations in either the public or private sectors.
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• Review two pieces of promotional material used by different leisure, travel and tourism 
organisations.  
Students should work individually and collect information on two organisations to complete a description 
of the techniques and materials that are being used in their marketing strategy. Complete using ICT.

• Analyse the effectiveness of material that is being used by leisure, travel and tourism 
organisations.  
Students select one piece of promotional material from each organisation and analyse the effectiveness 
of both pieces of material. The analysis should be conducted with specific reference to the design, use of 
images, appropriate language and the inclusion of detailed information. Students should make reasoned 
judgements about why each organisation has decided to use the selected material and should be able to 
demonstrate an understanding of why different organisations use different techniques.
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