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Travel and Tourism Intent

Vision and Values

Travel and Tourism is a dynamic, vocational subject that equips students with real-world knowledge and transferable skills relevant to one of
the world’s largest industries. Through studying destinations, customer needs, business operations, and sustainable development, students
learn to think critically, apply knowledge to real-life scenarios, and understand the global impact of tourism. We teach it to raise aspirations,
develop confidence, and support progression into further education or employment. Our curriculum is inclusive and accessible, promoting
independence, cultural awareness, and a sense of responsibility as global citizens. Travel and Tourism students think like industry professionals
— problem-solvers, researchers, and decision-makers — prepared to thrive in a changing world.

Curriculum Design

Design

The KS4 Travel and Tourism curriculum is structured around the development of core vocational concepts: customer needs, travel trends,
destination appeal, and business responses. These are introduced early and revisited through a curriculum model that allows students to
build on and deepen their understanding over time. In Year 10, students complete Travel and Tourism Organisations and Destinations (C1),
which focuses on exploring travel and tourism organisations. This establishes a strong foundational understanding of the industry. After the
submission of Travel and Tourism Organisations and Destinations (C1)'s PSA, students move on to Customer Needs in Travel and Tourism
(C2), which focuses on customer needs in travel and tourism. Both of these components are internally assessed through a Pearson Set
Assignment and provide opportunities for students to apply their learning in realistic vocational contexts. At the end of Year 1], students
complete Influences on Global Travel and Tourism (C3), the externally assessed synoptic exam, which focuses on influences on global travel
and tourism. This component requires students to apply their knowledge to real-world scenarios by investigating how organisations respond
to changes and trends in the industry.
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The curriculum is carefully sequenced to ensure students move from acquiring foundational knowledge to applying it independently. Key
concepts are introduced with scaffolding and are repeatedly reinforced through interleaved practice — for example, by drawing comparisons
between destinations while studying customer profiles. Spaced retrieval is embedded through regular low-stakes quizzes, ‘Do it Now’ review
tasks, and mock exam scenarios that revisit prior learning across components. The assessment structure is designed to support synoptic
thinking. Overall, the curriculum prepares students effectively for KS5 study or employment by developing both industry knowledge and
transferable skills in communication, analysis, and decision-making.

At KS5, the Travel and Tourism curriculum is carefully structured over two years to support the development of vocational knowledge,
applied skills, and industry understanding. In Year 12, students study The World of Travel and Tourism (Unit 1) (The World of Travel and
Tourism) and Global Destinations (Unit 2) to establish a strong foundation. The World of Travel and Tourism (Unit 1) introduces the structure
of the travel and tourism sector, key organisations, types of tourism, and factors affecting demand. This broad overview builds the contextual
knowledge needed for Global Destinations (Unit 2), where students apply this understanding to analyse the appeal, accessibility, and
suitability of global destinations for different customer profiles. Sequencing ensures that key concepts such as customer needs, external
influences, and the function of industry organisations are introduced early and then revisited in greater depth in assessment preparation and
synoptic activities.

In Year 13, the focus shifts to Principles of Marketing in Travel and Tourism (Principles of Marketing in Travel and Tourism (Unit 3)) (Principles
of Marketing in Travel and Tourism) and Unit 9 (Visitor Attractions), where students apply previously learned content in more evaluative and
creative ways. Principles of Marketing in Travel and Tourism (Principles of Marketing in Travel and Tourism (Unit 3)) develops learners’
understanding of how marketing is used in the travel sector, allowing them to investigate real-world promotional strategies, branding, and
market segmentation. Unit 9 brings together many themes from the previous units and encourages students to analyse how different types
of visitor attractions meet the needs of their target audiences and remain competitive. Interleaved and spaced practice is embedded
throughout both years using case studies, retrieval starters, and low-stakes assessments, helping students retain key knowledge over time.
Coursework units (3 and 9) are carefully scaffolded with checkpoints to support independence and accuracy. By the end of the course,
students are equipped with the ability to research, interpret industry data, and apply their knowledge to real-world scenarios — preparing
them for higher education or employment in the travel and tourism sector.
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Travel and Tourism Key Concepts

1.

embe,
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Customer needs

Understanding the varying needs, preferences, motivations, and behaviours of different types of customers is central to travel and tourism.
This includes recognising how travel purpose, age, income, culture, and accessibility influence consumer choices and expectations.
Destination appeal

This concept involves analysing the features that make destinations attractive to tourists, including natural and built attractions, culture,
events, climate, accessibility, and amenities. It also includes understanding how destinations position themselves in a competitive market.
Interrelationships between organisations

Travel and tourism organisations often work in partnership to deliver seamless experiences for customers. This concept explores how public,
private, and voluntary sector organisations collaborate, share resources, and influence each other across the travel chain.

External factors and trends

Travel and tourism are highly influenced by external factors such as economic changes, political instability, natural disasters, pandemics,
and social trends. Understanding how these factors affect demand, operations, and business strategies is essential for learners.
Sustainability and responsible tourism

This concept focuses on the environmental, social, and economic impacts of tourism and how the industry can promote sustainable
practices. It includes understanding the balance between meeting tourist demands and protecting destinations for future generations.
Marketing and promotion

Marketing is key to attracting and retaining customers in a competitive global market. This includes segmentation, branding, promotion, and
the use of digital media to raise awareness and influence travel decisions.

Customer experience and business performance

This concept links service quality and customer satisfaction with business success. It includes exploring how customer service, feedback,
and experience management affect the reputation and profitability of travel and tourism organisations.
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Travel and Tourism LTP

Charity, Courtesy, Courage, Confidence

Travel and Tourism
Organisations and
Destinations (C1) —
content (requires 15
weeks)

Year 10

Customer Needs in
Travel and Tourism
(C2) — PSA (6/6
weeks)

Year 11

Influences on Global
Travel and Tourism
(C3) - content

Year 12

The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)
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Travel and Tourism

Organisations and

Destinations (C1) -
content

Influences on Global
Travel and Tourism
(C3) — content

The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)

Travel and Tourism
Organisations and
Destinations (C1) —
PSA (requires 6
weeks)

Influences on Global
Travel and Tourism
(C3) - content

The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)

Travel and Tourism
Organisations and
Destinations (C1) —
PSA (complete the
final week of Feb)

Customer Needs in
Travel and Tourism
(C2) —content
(requires 15 weeks)

Influences on Global

Travel and Tourism

(C3) - content and
revision (March)

The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)

Customer Needs in
Travel and Tourism
(C2) —content

Influences on Global

Travel and Tourism

(C3) - revision and
external exam.

The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)
external exams

Customer Needs in
Travel and Tourism
(C2) -content
(completed the final
week of June)

Customer Needs in

Travel and Tourism

(C2) - PSA (requires
3/6 weeks)

Visitor Attractions
(Unit 9 - Task A)
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Year 13 Course wrap-up and
revision.
Visitor Attractions Visitor Attractions Principles of Principles of
(Unit 9 - Task B) (Unit 9 - Task C) Marketing in Travel Marketing in Travel The World of Travel
and Tourism (Unit 3) and Tourism (Unit 3) and Tourism (Unit 1)
and Global

Destinations (Unit 2)
external exams resit
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KS4 Overview

Which exam board have We have chosen the Pearson Edexcel BTEC Tech Award Level 1/2 in Travel and Tourism because it gives

you chosen and why? students a practical qualification that links directly to the travel and tourism industry. The course is a good mix
of two internal assessments and an external exam, making it suitable for different types of learners. It uses real-
world examples to keep students interested and helps them prepare for either further study at Level 3 or future
employment. Pearson also provides useful teaching resources to make the course easier to deliver.

What is the rationale for The KS4 Travel and Tourism curriculum is deliberately sequenced to provide students with a strong foundation
L CICT=TO (V=T =W AVLTIT &7/ in the sector before moving into more synoptic, analytical, and externally assessed content. The course is
curriculum? structured to build knowledge over time, develop vocational awareness, and prepare students for real-world
application, coursework success, and formal examination.

Students begin in Year 10 with Travel and Tourism Organisations and Destinations (C1) — Travel and Tourism
Organisations and Destinations. This component introduces the key building blocks of the industry, enabling
students to understand the roles, ownership, aims, products, and services of different travel and tourism
organisations. Students also investigate how these organisations work together, the influence of consumer
technologies, different types of tourism and visitors, and the features and appeal of global destinations. This
component is assessed internally through a Pearson Set Assignment (PSA).

After this, students begin Customer Needs in Travel and Tourism (C2) — Customer Needs in Travel and Tourism,
which continues into Autumn 1 of Year 11. This component allows students to investigate how travel and tourism
organisations conduct market research, identify trends, and meet the diverse needs and preferences of
customers. Learners apply their knowledge through the planning of travel itineraries and explore how customer
satisfaction is achieved through tailored service. This is also assessed through a PSA.

In the Autumn of Year 11, students are introduced to Influences on Global Travel and Tourism (C3) — Influences
on Global Travel and Tourism, which is externally assessed. This unit requires learners to explore a range of
external factors—such as natural disasters, pandemics, political events, and economic changes—and their
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impacts on organisations and destinations. Learners also examine the global impacts of tourism and how
destinations respond and plan for sustainable development. Beginning Influences on Global Travel and Tourism
(C3) early allows for interleaved learning, where students revisit and consolidate knowledge over time. After
this, students will begin revision and exam practice ready for their external exam in May.

This curriculum follows a spiral model, revisiting and building on core concepts such as sustainability, customer
satisfaction, organisational roles, and the impacts of global events. The structure ensures that knowledge is not
only retained but deepened, allowing learners to apply what they've learned across a range of vocational and
real-world scenarios.

By balancing coursework-based internal assessments (Components 1and 2) with a challenging, synoptic
external assessment (Influences on Global Travel and Tourism (C3)), the course enables all learners to succeed.
Interleaved teaching, timely assessment windows, and retrieval opportunities ensure that students are
supported throughout the two-year journey. Ultimately, the curriculum equips students with the vocational
knowledge, analytical thinking, and sector understanding needed to progress further in education, employment,
or training within the travel and tourism industry.

How is your curriculum The Travel and Tourism curriculum is assessed progressively across the two years to promote confidence and
assessed? (50% EoY 10; skill development. In Year 10, students complete the Travel and Tourism Organisations and Destinations (C1)
75% Nov Mocks; 100% PSA, worth 30% of the overall qualification, through structured tasks.

March Mocks - all

content should be In Year 11 Autumn Term, students continue with Customer Needs in Travel and Tourism (C2), applying their
complete by the end of understanding of customer needs to real business contexts. They complete the Customer Needs in Travel and
SPR1Yr11). Tourism (C2) PSA, which is worth 30% of the qualification, across the summer term of Year 10 and Autumn 1 of
Year 11. Customer Needs in Travel and Tourism (C2) Is submitted to the exam board In December, however,
students should be finished this in October, before their November mocks.
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By the end of KS4 what
should all students know
and be able to do? And

how do you ensure this is
retained in the long-term
memory of students?

How does your KS4
curriculum prepare
students to be successful
at KS5?
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In Autumn 2 of Year 11, students begin studying Influences on Global Travel and Tourism (C3) where time is
allocated for revision and exam practice towards the end of the year. This component, worth 40% of the final
grade, is externally assessed and requires students to draw on knowledge from across the course and apply it
to real-world travel and tourism scenarios.

The assessment model is designed to support spaced practice, regular opportunities for retrieval, and
cumulative knowledge application. This ensures students build resilience and exam readiness while developing
practical knowledge and skills applicable to further study or employment in the travel and tourism sector.

By the end of KS4, all students should have a solid understanding of the travel and tourism industry, including
key organisations, customer needs, and major UK and global destinations. They will be able to analyse how
external factors impact the industry and demonstrate practical skills in research, communication, and problem-
solving through coursework and exams. To ensure long-term retention, the curriculum uses a spiral approach,
revisiting core concepts in increasing depth across units and years. Regular low-stakes quizzes, interleaved
practice comparing different destinations and customer profiles, and spaced retrieval tasks help embed
knowledge. Coursework tasks require students to make connections between topics, reinforcing understanding
and application beyond short-term memorisation.

The KS4 Travel and Tourism curriculum lays a strong foundation for KS5 by developing both industry knowledge
and essential academic skills. Students build an understanding of key concepts such as customer needs,
destination appeal, and external influences, which are further explored in greater depth at Level 3. The balance
of coursework and external exams at KS4 helps students develop research, analysis, and exam techniques
needed for KS5 success. Additionally, the curriculum encourages independent learning, critical thinking, and
application of knowledge to real-world scenarios, all of which are vital for the more demanding Level 3 Extended
Certificate units. This progression ensures students are confident and well-prepared for the challenges of post-
16 study.
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L CELEY IR EA Customer Needs is a key concept that develops progressively throughout the KS4 Travel and Tourism
discrete piece of curriculum and is central to Influences on Global Travel and Tourism (C3), the external exam. In Year 10 (Travel
substantive knowledge and Tourism Organisations and Destinations (CT1)), students start by understanding the basics—different

and explain how it customer types and how travel organisations meet their needs through products and services. At the end of
progresses across the Year 10 (Customer Needs in Travel and Tourism (C2)), this knowledge is deepened as students explore how
two years of your destinations attract various customer groups and how organisations respond to changing customer demands
curriculum. influenced by trends and external factors.

Influences on Global Travel and Tourism (C3) builds on this foundation by challenging students to apply their
understanding of customer needs within real-world scenarios. In the external exam, students analyse complex
case studies where they must evaluate how organisations adapt their strategies to meet diverse and evolving
customer needs amid industry challenges such as economic shifts, environmental concerns, or global events.
This ensures that by the end of KS4, students can confidently apply theoretical knowledge of customer needs
to practical, dynamic contexts, demonstrating higher-level analytical and evaluative skills essential for further
study or employment.
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Year 10 Travel and Tourism LTP

Title
Travel and Tourism
Organisations and
Destinations (C1) —
content (requires 15
weeks)

Substantive
Knowledge Taught

Al The major
components of the
UK travel and
tourism industry

A2 The ownership
and aims of travel
and tourism
organisations and
how they work
together

A3 The role of
consumer
technology in travel
and tourism
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Travel and Tourism

Organisations and

Destinations (C1) -
content

B1 Visitor
destinations

B2 Different types of

travel and tourism
activities

B3 Popularity of
destinations with
different visitor

types

B4 Travel options to
access tourist
destinations

Travel and Tourism
Organisations and
Destinations (C1) —
PSA (requires 6
weeks)

Travel and Tourism
Organisations and
Destinations (C1) —
PSA (complete the
final week of Feb)

Customer Needs in
Travel and Tourism
(C2) —content
(requires 15 weeks)

Al Types of market
research

A2 How travel and
tourism
organisations may
use market research
to identify customer
needs and
preferences

Charity, Courtesy, Courage, Confidence

Customer Needs in
Travel and Tourism
(C2) —content

A3 How travel and
tourism
organisations may
use research to
identify travel and
tourism trends

B1 Customer needs
and preferences

B2 How travel and
tourism
organisations
provide different
products and
services to meet
customer needs
and preferences

Customer Needs in Travel
and Tourism (C2) -
content (completed the
final week of June)

Customer Needs in Travel
and Tourism (C2) - PSA
(requires 3/6 weeks)

B3 Customer needs and
different types of travel

B4 Travel planning to
meet customer needs and
preferences
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Disciplinary
Knowledge (inc.
Key Concepts)
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Categorising
organisations into
sectors.

Analysing how
sectors depend on
each other.

Evaluating impacts
of trends,
seasonality and
demand.

Comparing how
ownership shapes
aims.

Evaluating benefits
of collaboration.

Analysing real-world
partnership
examples.

Evaluating pros and
cons of technology.

Analysing how tech
changes
expectations.

Considering ethical
issues (privacy, fake
reviews).

Catholic Academy
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Classifying
destinations:
seaside,
countryside, cities,
purpose-built,
heritage.

Understanding
physical and human
features that attract
visitors.

Analysing why
destinations appeal
to different groups
(climate, culture,
scenery, events).

Recognising how
accessibility,
infrastructure and
amenities shape
destination success.

Using geographical
thinking to compare
locations and their
characteristics.

Categorising
activities: adventure,
cultural, heritage,
sports,

Distinguishing
primary (surveys,
interviews,
observations) and
secondary
(websites, reports,
reviews) research.

Understanding when
each method is
appropriate and the
strengths/limitations
of both.

Recognising the
difference between
numerical data
(quantitative) and
opinion-based data
(qualitative).

Knowing how
sampling affects
reliability and
validity of findings.

Understanding how
market research
supports
decision-making in
travel and tourism
organisations.

Charity, Courtesy, Courage, Confidence

Understanding how
organisations
analyse research to
spot emerging
trends (e.g.,
sustainable tourism,
solo travel, short
breaks).

Using data to
identify changes in
customer behaviour,
destination
popularity, and
seasonal demand.

Recognising how
trends influence
product
development,
marketing, pricing,
and investment
decisions.

Evaluating how
organisations adapt
to long-term shifts
(e.g., digital booking,
wellness tourism).

Interpreting data
from surveys,

booking patterns,
social media, and
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nature-based,
entertainment.

Linking activities to
visitor motivations
(relaxation, thrill,
learning, socialising).

Understanding how
activities influence
destination choice.

Evaluating suitability
of activities for
different groups
(age, ability,
interests).

Recognising how
activities contribute
to the visitor
economy.

Identifying visitor
types: families,
young adults,
seniors, business
travellers,

international visitors.

Analysing how
motivations differ
across groups.

Using research to
identify what
customers want
(e.g. price, facilities,
destination types).

Analysing
preferences to
shape products,
services, and
packages.

Tracking trends (e.g.,
sustainability, short
breaks, adventure
tourism) to stay
competitive.

Using feedback to
improve customer
experience and
service quality.

Understanding how
research supports
pricing decisions,
marketing
strategies, and
promotional
campaigns.

Evaluating how
organisations use
data to reduce risk

Charity, Courtesy, Courage, Confidence
v 7 te)

industry reports to
forecast future
demand.

Identifying core
customer needs:
safety, accessibility,
value for money,
comfort,
convenience.

Understanding
preferences shaped
by age, lifestyle,
interests, budget,
and travel purpose.

Recognising how
motivations
(relaxation,
adventure, culture,
business) influence
choices.

Analysing how
different customer
groups (families,
seniors, business
travellers, young
adults) have distinct
expectations.

Using segmentation
to understand how
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Matching
destination features
to visitor needs (e.g.,
families — safety &
facilities).

Evaluating why
some destinations
attract global vs
local audiences.

Understanding how
destinations adapt
to meet diverse
visitor expectations.

Comparing
transport modes: air,
rail, road, sea.

Understanding
factors influencing
travel choice: cost,
time, comfort,
distance,
convenience.

Analysing how
transport networks
support tourism
growth.

Evaluating
accessibility for

and make informed
business decisions.

Charity, Courtesy, Courage, Confidence

organisations target
specific groups
effectively.

Understanding how
organisations tailor
products (packages,
tours,
accommodation
types) to meet
different customer
needs.

Recognising how
services (customer
support,
accessibility
features, digital
tools) enhance the
visitor experience.

Analysing how
organisations adapt
pricing, facilities,
and amenities for
different segments.

Evaluating how
personalisation
(flexible booking,
tailored itineraries,
loyalty schemes)
increases customer
satisfaction.
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Foundational
knowledge
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Secure subject
vocabulary (e.g.
sectors,
infrastructure),
reading sector
descriptions and
case studies; writing
clear explanations of
components; oracy
through discussion
of how sectors link;
applying knowledge
to real examples and
reflecting on
industry structure

Understanding key
terms (private,
public, voluntary),
reading
organisational case
studies; writing
comparisons of

Catholic Academy
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different visitor
types (mobility
needs, budget,
location).

Considering
sustainability and
environmental
impact of travel
options.

Learning key terms
(domestic,
international, resort
types), reading
destination profiles;
writing descriptive
comparisons; oracy
through discussing
appeal; interpreting
visitor
numbers/data
where relevant;
reflecting on
suitability

Understanding
activity types,
reading examples
and scenarios;
writing explanations
of suitability; oracy
through discussing
preferences;

Developing research
vocabulary (primary,
secondary), reading
examples of
methods; writing
explanations of
processes; oracy
through discussing
strengths/limitations
; interpreting simple
results and
evaluating reliability

Reading research
findings, writing
explanations of how
data informs
decisions; oracy
through presenting
findings; applying
interpretation of
customer data and

Charity, Courtesy, Courage, Confidence

Understanding how
organisations use
feedback and
research to refine
products and
services.

Understanding
terminology (trend,
pattern), reading
data over time;
writing analysis of
changes; oracy
through discussion
of patterns;
applying numeracy
to interpret trends
and evaluating
change

Developing
vocabulary (needs
vs preferences),
reading customer
scenarios; writing
explanations; oracy
through discussing
different users;
categorising needs

Reading examples of
services, writing
explanations and
evaluations; oracy through
discussion of suitability;
applying knowledge to
match products to needs
and reflecting on
effectiveness

Applying full course
vocabulary, reading briefs;
writing structured travel
plans and justifications;
oracy through presenting
decisions; applying
numeracy (budget, time);
evaluating choices
(metacognition)
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ownership and aims;
oracy through
debate on business
priorities; applying
knowledge to real
organisations and
evaluating purpose

Developing
vocabulary (e-
commerce, digital
platforms), reading
examples of
technology use;
writing explanations
of impact; oracy
through discussion
of
advantages/disadva
ntages; interpreting
simple
booking/trend data
and evaluating
impact

categorising
activities and
applying to visitor
needs

Reading data
(graphs, case
studies), developing
vocabulary (trends,
appeal); writing
analytical
explanations using
evidence; oracy
through discussion
of reasons;
interpreting
numerical data and
evaluating patterns
over time

Understanding
transport
terminology, reading
route and travel
information; writing
comparisons of
options; oracy
through evaluating
choices; applying
numeracy (time,
cost, distance) and
reflecting on
suitability

reflecting on
usefulness

Charity, Courtesy, Courage, Confidence

and applying to
contexts

Developing
vocabulary (needs
vs preferences),
reading customer
scenarios; writing
explanations; oracy
through discussing
different users;
categorising needs
and applying to
contexts
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Dignity of Work —
recognising all roles
(e.g. cabin crew,
hotel staff) as
valuable
contributors;
Participation — how
the sector enables
people to access
opportunities (travel,
employment)

Rights &
Responsibilities —
organisations
balancing profit with
customer care;
ethical
responsibilities in
tourism operations

Common Good -
technology
improving access to
travel (e.g. online
booking);
Participation —
enabling more
people to engage in
tourism

Care for Creation —
understanding
environmental
impact of tourism
on destinations;
promoting
sustainable tourism

Human Dignity —
ensuring activities
are inclusive and
accessible to all
visitor groups

Common Good -
impact of tourism
on local
communities
(economic benefits
Vs pressure)

Care for Creation —
considering
environmental
impact of transport
choices; Responsibili
ty — informed
decision-making

Rights &
Responsibilities —
collecting and using
customer data
ethically

Participation —
responding to
customer voice;
ensuring services
reflect needs

of different groups

Charity, Courtesy, Courage, Confidence

Common Good -
recognising how
trends reflect wider
societal changes
and needs

Human Dignity -
recognising and
valuing individual
needs and
differences in
customers

Solidarity —
organisations
supporting a range
of customers
through tailored
services

Participation — ensuring
travel opportunities are
accessible to different
groups

Common Good —
planning travel that
balances personal needs
and wider impact;

Responsibility — informed
and ethical decision-
making

Core values The school’'s values are embedded throughout as students explore real-world tourism destinations, customer needs and how organisations

operate.
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2025-2026 (Subject) Long-Term Plan Charity, Courtesy, Courage, Confidence

Courage
e Students explore new places, cultures and global issues across all units.
e They show courage when making decisions, analysing data and presenting their ideas in Components 1and 2.
e Planning travel and evaluating customer needs helps them develop resilience and independence.

Courtesy
e Courtesy is taught through understanding excellent customer service and respectful communication in the travel industry.
e Students learn how destinations and organisations support different visitors with care and professionalism.
e Group work encourages polite collaboration and listening to others’ views.

Confidence
e Students build confidence by applying specialist knowledge to real-world scenarios such as planning trips, analysing trends and
understanding customer needs.
e Research tasks help them express ideas clearly and justify decisions.
e Learning how the industry works gives them confidence in future career pathways.

Charity
e Charity is developed through learning about ethical, sustainable and responsible tourism.
e Students consider the needs of vulnerable travellers and how organisations support them.
e Planning inclusive travel encourages empathy, fairness and a commitment to helping others.

Tier 3 Vocabulary Travel Destination Market research Trend Customer
Tourism Tourist Primary research Research Needs
Transport Visitor Secondary research  Analysis Preferences
Accommodation Attraction Questionnaire Consumer Leisure travel
behaviour
Attraction Resort Survey Business travel
Customer needs
Tour operator Heritage site Interview Adventure travel
Customer
Travel agent Coastal Focus group preferences Cultural travel
«embe,

rewgs Notre Dame
%@ ok & Catholic Academy

seph0§ wtess  Established 1869

\0

«

S
o



2025-2026 (Subject) Long-Term Plan

Public sector
Private sector
Voluntary sector
Aim
Collaboration
Stakeholder
Franchise

Consumer
technology

Online booking
Mobile app
Digital marketing

Customer
experience

Review

Urban

Rural

Activity
Adventure tourism
Cultural tourism
Leisure tourism
Eco-tourism
Accessibility
Transport

Flight

Coach

Train

Visitor type

Observation
Data
Customer
Consumer
Target market
Demographic
Preferences
Needs
Trends
Analysis
Feedback
Organisation

Decision-making

Charity, Courtesy, Courage, Confidence

Product
Service
Package
Customisation
Target market
Segmentation
Demand
Supply
Experience
Satisfaction
Feedback
Innovation
Market insight

Competition

Eco-tourism
Accessibility
Budget

Package holiday
Itinerary
Booking
Reservation
Transport
Accommodation
Experience
Personalisation
Convenience

Satisfaction

«emMbe,
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2025-2026 (Subject) Long-Term Plan

Year 11 Travel and Tourism LTP

Title

Substantive
Knowledge Taught

Disciplinary
Knowledge (inc.
Key Concepts)

Customer Needs in
Travel and Tourism
(C2) — PSA (6/6
weeks)

Influences on Global

Travel and Tourism
(C3) - content

Al Factors
influencing global
travel and tourism

A2 Response to
factors

B1 Possible impacts
of tourism

Distinguishing the
major global factors
that shape tourism
demand (economic,
political,
environmental,
technological, social,
health).

Influences on Global
Travel and Tourism
(C3) - content

B2 Sustainable
tourism

B3 Managing
sociocultural
impacts

B4 Managing
economic impacts

Understanding what
sustainable tourism
means and how it
balances
environmental,
social, and
economic needs.

S, swaeergs Notre Dame
%.% ok & Catholic Academy

N Emreema  Established 1869

Influences on Global
Travel and Tourism

(C3) - content

B5 Managing
environmental
impacts

C1 Tourism
development

Distinguishing
positive
environmental
outcomes (e.g.,
conservation
funding) from
negative ones (e.g.,
pollution, habitat
loss).

Influences on Global
Travel and Tourism
(C3) - content and

revision (Mid-
March)

C2 The role of local
and national
governments in
tourism
development

C3 The importance
of partnerships in
destination
management

Understanding how
local government
supports tourism
through planning,
infrastructure,
transport, and
community
engagement.

Charity, Courtesy, Courage, Confidence

Influences on Global

Travel and Tourism

(C3) - revision and
external exam.



2025-2026 (Subject) Long-Term Plan

Understanding how
each factor affects
destination appeal,
traveller behaviour,
and industry
performance.

Recognising how
factors interact — for
example, how
economic change
can influence
political stability or
travel affordability.

Knowing how global
events (e.g,,
pandemics, conflicts,
natural disasters)
disrupt or stimulate
tourism flows.

Understanding how
long-term trends
(e.g., sustainability,
digitalisation,
demographic
change) reshape
global travel
patterns.

Identifying how
governments
respond to external

Recognising
strategies that
reduce negative
impacts (e.g., waste
reduction, energy
efficiency,
responsible visitor
management).

Knowing how
destinations protect
natural and cultural
resources through
conservation and
regulation.

Understanding how
sustainability
influences traveller
behaviour,
destination
branding, and
long-term viability.

Evaluating how
organisations use
sustainability to
improve reputation,
attract responsible
travellers, and
support community
wellbeing.

Understanding how
destinations use
environmental
management
strategies such as
waste control, water
protection, and
carbon reduction.

Recognising how
visitor numbers,
transport choices,
and infrastructure
development affect
ecosystems.

Knowing how
organisations
promote responsible
tourism behaviour to
reduce
environmental
pressure.

Evaluating how
environmental
management
supports long-term
sustainability and
protects natural
assets.

Recognising how
national government
influences tourism
through policy,
funding, regulation,
taxation, and
national marketing.

Knowing how
governments create
conditions for
tourism growth (e.g.,
investment
incentives, safety
standards, visa
rules).

Understanding how
government
decisions affect
destination appeal,
accessibility, and
long-term
sustainability.

Evaluating how
effective
government
involvement
strengthens
competitiveness
and supports
balanced
development.

Charity, Courtesy, Courage, Confidence
v 7 te)

«embe,

rewgs Notre Dame
%@ ok & Catholic Academy

seph0§ wtess  Established 1869

\0

«

S
o



2025-2026 (Subject) Long-Term Plan

factors through
policy, regulation,
investment, and
crisis management.

Understanding how
tourism
organisations adapt
products, pricing,
marketing, and
safety measures in
response to
changing conditions.

Recognising how
destinations adjust
infrastructure,
branding, and
sustainability
strategies to remain
competitive.

Understanding how
travellers modify
behaviour, risk
perception, and
destination choices
when external
factors change.

Evaluating how
coordinated
responses across
stakeholders help

Distinguishing
positive
sociocultural
impacts (e.g.,
cultural exchange,
community pride)
from negative ones
(e.g., overcrowding,
cultural erosion).

Understanding how
destinations
manage
sociocultural
pressures through
visitor education,
codes of conduct,
and community
engagement.

Recognising how
cultural heritage can
be protected
through
preservation,
controlled access,
and responsible
promotion.

Knowing how
tourism
organisations work
with local
communities to

Understanding what
tourism
development means
and how
destinations plan for
growth.

Recognising the
stages of
development
(planning,
investment,
construction,
promotion) and how
they shape
destination appeal.

Knowing how
stakeholders
(governments,
businesses,
communities)
influence
development
decisions.

Understanding how
development can
create both
opportunities (jobs,
infrastructure) and
challenges
(overdevelopment,

Understanding what
destination
management
partnerships are and
why collaboration is
essential.

Recognising how
stakeholders
(governments,
businesses,
communities, NGOs)
work together to
manage tourism
impacts and
improve visitor
experience.

Knowing how
partnerships
support coordinated
marketing,
infrastructure
planning,
sustainability
initiatives, and crisis
response.

Understanding how
shared
decision-making
helps protect
cultural and

Charity, Courtesy, Courage, Confidence
v 7 te)
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2025-2026 (Subject) Long-Term Plan

maintain stability,
safety, and customer
confidence.

Distinguishing
between economic,
social, environmental,
and political impacts.

Understanding
positive impacts
(e.g. job creation,
cultural exchange,
conservation
funding) and
negative impacts
(e.g., overcrowding,
pollution, cultural
erosion).

Recognising how
tourism growth can
create pressures
such as seasonality,
infrastructure strain,
or environmental
degradation.

Knowing how
destinations use
management
strategies to
maximise benefits

rexgs Notre Dame
@ﬁ o Catholic Academy

N St Established 1869

\0

ensure respectful environmental
behaviour and strain).
minimise conflict.

Evaluating how
well-managed
development
supports
sustainability,
competitiveness,
and community
wellbeing.

Evaluating how
sociocultural
management
improves resident
quality of life and
strengthens
destination identity.

Understanding
positive economic
impacts (e.g., job
creation,
investment,
multiplier effect)
and negative ones
(e.g. leakage,
seasonality).

Recognising how
destinations
manage economic
impacts through
diversification, local
sourcing, and skills
development.

Knowing how
governments and
organisations use
pricing, taxation, and

environmental
assets.

Evaluating how
strong partnerships
improve destination
reputation,
resilience, and
long-term success.

Charity, Courtesy, Courage, Confidence
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and reduce negative
impacts.

Evaluating how
tourism impacts
influence long-term
sustainability and
destination
reputation.

Foundational
knowledge

Secure subject
vocabulary
(economy, politics,
environment,
technology); reading
case studies and
data on tourism
trends; writing clear
cause-and-effect
explanations; oracy
through discussion
of global factors;
applying knowledge

Y
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regulation to
support stable
economic growth.

Understanding how
tourism revenue can
be reinvested to
improve
infrastructure,
services, and
community
prosperity.

Evaluating how
effective economic
management
increases resilience
and reduces
dependency on
tourism alone.

Developing
vocabulary
(sustainability,
conservation,
responsibility),
reading case
studies; writing
explanations of
sustainable
practices; oracy
through evaluating
effectiveness;

applying

Understanding key
terms (pollution,
conservation,
climate, wildlife),
reading
environmental data;
writing explanations
of management
strategies; oracy
through discussion
of environmental
responsibility;

Understanding key
terms (policy,
regulation, funding,
infrastructure),
reading policy
examples; writing
explanations of
government roles;
oracy through
debate on
effectiveness;
applying knowledge
to real-world

Charity, Courtesy, Courage, Confidence
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to real-world
scenarios and
reflecting on how
external changes
influence demand

Developing
vocabulary
(response,
adaptation,
resilience), reading
case studies of
industry responses;
writing explanations
of strategies; oracy
through evaluating
effectiveness;
applying knowledge
to scenarios and
reflecting on
decision-making

Understanding key
terms (positive,
negative, impact),
reading data and
case studies; writing
analytical responses;
oracy through
discussion of
benefits and costs;
interpreting data and
evaluating
consequences

«
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sustainability
frameworks and
reflecting on long-
term impact

Understanding
concepts
(community, culture,
heritage), reading
examples of tourism
impact; writing
explanations of
management
strategies; oracy
through discussion
of cultural
sensitivity; applying
knowledge to case
studies and
evaluating
effectiveness

Developing
vocabulary
(employment,
income, economic
growth), reading
case studies; writing
explanations of
strategies; oracy
through discussion
of benefits and
challenges; applying
knowledge to

applying knowledge
to evaluate solutions

Developing
vocabulary
(development,
infrastructure,
investment, growth),
reading destination
case studies; writing
explanations of
development stages;
oracy through
discussion of change
over time; applying
knowledge to explain
tourism growth and
reflecting on
impacts

contexts and
evaluating impact

Developing
vocabulary
(partnership,
stakeholder,
collaboration,
strategy), reading
case studies; writing
explanations of
partnership roles;
oracy through
discussion of
stakeholder
perspectives;
applying systems
thinking to evaluate
collaboration
effectiveness

Charity, Courtesy, Courage, Confidence
v 7 te)
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Catholic Social
Teaching
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Common Good -
understanding how
global changes (e.g.
economic growth,
political stability)
affect access to
travel; Solidarity —
recognising global
inequalities in
tourism
opportunities

Responsibility —
organisations
adapting to meet
needs

ethically; Rights &
Responsibilities —
balancing profit with
customer and
environmental
needs

Common Good —
balancing benefits
for economy with
impacts on
communities; Huma
n Dignity -
considering effects
on local populations

Catholic Academy

<°’o %;%, Notre Dame
Established 1869

evaluate economic
management

Care for Creation —
protecting
environments and
resources; Steward
ship — responsible
use of destinations

Human Dignity -
respecting cultures
and

traditions; Participa
tion — supporting
local communities’
involvement in
tourism

Dignity of Work —
recognising
employment
opportunities; Com
mon Good - fair
distribution of
economic benefits

Care for Creation —
responsibility to
protect natural
environments; Stewa
rdship — long-term
sustainability of
destinations

Common Good -
development benefit
ing communities; Soli
darity — recognising
uneven global
development

Rights &
Responsibilities —
governments
ensuring fair and
safe

tourism; Common
Good - protecting
communities and
environments

Solidarity — working
together for shared
benefit; Participatio
n — involving
stakeholders in
decision-making

Charity, Courtesy, Courage, Confidence
v 7 te)
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Core values

Charity, Courtesy, Courage, Confidence
v 7 te)

Courage

Students show courage by analysing complex global factors (A1) and evaluating challenging real-world responses to crises and change
(A2).

Exploring sociocultural, economic and environmental impacts (B1-B5) builds bravery in confronting global inequalities, climate issues and
ethical dilemmas.

Studying tourism development and government roles (C1-C2) encourages confident decision-making about controversial development
and sustainability issues.

Courtesy

Courtesy is developed through understanding respectful behaviour, cultural sensitivity and community impact in sociocultural
management (B3).

Learning how destinations and organisations respond to travellers (A2) reinforces empathy and respectful communication.
Studying partnerships (C3) highlights the importance of cooperation, listening and shared responsibility.

Confidence

Charity

Students build confidence by applying specialist knowledge to global tourism factors (A1), impacts (B1-B5) and development decisions
(c).

Evaluating government and organisational responses (A2, C2) strengthens their ability to justify ideas and propose solutions.
Understanding how destinations are managed and developed (C1-C3) gives students assurance in tackling real-world tourism challenges.

Charity is embedded through learning about sustainable tourism (B2) and environmental management (B5), promoting care for people,
places and the planet.
Exploring sociocultural impacts (B3) encourages empathy for communities affected by tourism.

Tier 3 Vocabulary Factors Sustainability Environment Government
Economy Conservation Pollution Policy
Politics Community Conservation Regulation
Environment Culture Climate Funding
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Technology
Response
Impact
Positive

Negative

Sustainability

Notre Dame

Catholic Academy

Established 1869

Heritage
Economy
Employment
Income
Management

Responsibility

Wildlife
Development
Infrastructure
Investment

Growth

Infrastructure
Partnership
Stakeholder

Destination
management

Collaboration

Strategy

Charity, Courtesy, Courage, Confidence
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KS5 Overview

Charity, Courtesy, Courage, Confidence

Which exam board have We have chosen Pearson BTEC Level 3 National Extended Certificate in Travel and Tourism. This qualification is
you chosen and why? designed to provide a broad introduction to the travel and tourism industry while developing practical,

interpersonal, and thinking skills essential for both employment and higher education. The BTEC approach is
learner-centred and applied, using project-based assessments that prepare students for real-world scenarios
and further study.

What is the rationale for The curriculum is sequenced to build foundational knowledge and skills before applying them to complex,
L ICT-To V=T TT-WI AVLII A (G-l  applied contexts:
curriculum?

Year 12: Units 1 (The World of Travel and Tourism) and 2 (Global Destinations) provide students with a
comprehensive understanding of the travel and tourism industry, types of destinations, and the
principles of travel. These units develop research, analytical, and applied knowledge skills.

Year 13: Units 3 (Principles of Marketing in Travel and Tourism) and 9 (Visitor Attractions) allow students
to apply their foundational knowledge to practical contexts, such as marketing campaigns, understanding
visitor needs, and evaluating attractions. This sequence ensures students consolidate knowledge before
applying it to decision-making, analysis, and project work.

How is your curriculum Assessment is a combination of internal coursework and external assessments:

assessed? (560% EoY 11;
75% Nov Mocks; 100% °
March Mocks - all .
content should be .
complete by the end of
SPR1Yr13). o

Catholic Academy

Bl %& Notre Dame
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The World of Travel and Tourism (Unit 1) Written exam (1.5 hours, 75 marks) — externally set and marked.
Global Destinations (Unit 2): Supervised research task (3 hours, 60 marks) — externally set and marked.
Principles of Marketing in Travel and Tourism (Unit 3): Coursework/project — internal assessment using
applied research and promotional campaign tasks.

Unit 9 (Visitor Attractions): Internal assessment through presentations, articles, and reports that analyse
visitor expectations, funding, and competition.



2025-2026 (Subject) Long-Term Plan Charity, Courtesy, Courage, Confidence

By the end of KS5 what By the end of KS5, students will:

should all students know ¢ Understand the travel and tourism industry, key sectors, and customer types.

and be able to do? And e Apply research and analytical skills to evaluate destinations, attractions, and market trends.

how do you ensure this is e Develop and implement marketing campaigns, responding to visitor needs and expectations.

retained in the long-term e Evaluate operational strategies and the impact of competition on visitor attractions.

memory of students? e Develop employability skills including communication, teamwork, problem-solving, and self-management.

Long-term retention strategies:
e Regular retrieval practice through formative assessments.
e Project-based learning linking theory with applied tasks.
e Cross-unit integration (e.g., marketing strategies applied to visitor attractions).
e Use of real-world case studies and data analysis to contextualise learning.

How does your KS5
curriculum prepare
students to be successful
in further education /

e Research and analytical skills: crucial for higher education projects and dissertations.

Applied knowledge: preparing students for roles in travel, tourism, leisure, and hospitality.
Interpersonal and employability skills: teamwork, communication, and problem-solving.
Project management and presentation skills: essential for university assessments and workplace tasks.

future careers? e Understanding of real-world industry standards: students learn to meet customer needs, evaluate visitor
experiences, and adapt services for diverse audiences.

LG LY GRS AT Key concept: Understanding visitor expectations and experiences at attractions
discrete piece of
substantive knowledge
and explain how it
progresses across the

Year 12 (Global Destinations Unit 2): Students research global destinations, examining visitor attractions, appeal,
and features to understand what draws different types of tourists.

S0, aweeEs Notre Dame
ErS " Catholic Academy
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two years of your Year 13 (Unit 9): Students apply this knowledge to analyse how visitor attractions respond to diverse
curriculum. expectations, develop services, use technology, and measure success. They produce presentations, articles,
and reports, linking theoretical knowledge to practical evaluation.

Progression: Students move from theoretical understanding (what attracts visitors and why) to applied
evaluation (how organisations meet needs, use technology, and remain competitive).
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Year 12 Travel and Tourism LTP

L Jaewent Javwmnz springt  Jspringz  Jsummert Jsummerz |

Title

Substantive

Knowledge Taught
mbeg,.
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The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)

The World of Travel
and Tourism (Unit 1)
A Types of travel
and tourism

B The types of travel
and tourism
organisations, their
roles and the
products (1/2)

Global Destinations
(Unit 2)

A Geographical
awareness, locations
and features giving
appeal to global
destinations

B Potential
advantages and
disadvantages of

Notre Dame
Catholic Academy

Established 1869

The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)

The World of Travel
and Tourism (Unit 1)
B The types of travel
and tourism
organisations, their
roles and the
products (2/2)

C The scale of the
travel and tourism
industry (1/2)

Global Destinations
(Unit 2)

C Travel planning,
itineraries, costs and
suitability matched
to customer needs

D Consumer trends,
motivating and

The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)

The World of Travel
and Tourism (Unit 1)
C The scale of the
travel and tourism
industry (2/2)

D Factors affecting
the travel and
tourism industry

Global Destinations
(Unit 2)

D Consumer trends,
motivating and
enabling factors and
their potential effect
on the popularity
and appeal of global
destinations (2/2)

The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)

The World of Travel
and Tourism (Unit 1)
C The scale of the
travel and tourism
industry (2/2)

D Factors affecting
the travel and
tourism industry

Global Destinations
(Unit 2)

D Consumer trends,
motivating and
enabling factors and
their potential effect
on the popularity
and appeal of global
destinations (2/2)

Charity, Courtesy, Courage, Confidence

The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)
external exams

Visitor Attractions (Unit 9
- Task A)

Learning aim A:
Investigate the nature,
role and appeal of visitor
attractions

Al Types of visitor
attractions

A2 Scale, scope and
appeal of visitor
attractions

A3 Ways in which visitor
attractions are funded

A4 Importance of
additional revenue
generation strategies for
visitor attractions
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travel options to
access global
destinations

enabling factors and
their potential effect
on the popularity
and appeal of global
destinations (1/2)

E Factors affecting
the popularity and
appeal of
destinations

E Factors affecting
the popularity and
appeal of
destinations

Charity, Courtesy, Courage, Confidence

Disciplinary Understand how to Industry structure —  Industry scale — Industry scale — Understand that visitor
Knowledge (inc. Key critically apply understanding how understanding how understanding how attractions are
Concepts) specialist travel and  pubilic, private and the size, economic the size, economic categorised by experts
tourism concepts voluntary value, employment value, employment (natural, built, cultural,
(e.g. types of organisations contribution and contribution and events), but these
tourism, market operate, their roles, visitor flows of the visitor flows of the categories can overlap
research, functions and sector are measured sector are measured and be contested.
sustainability, interdependence. and interpreted. and interpreted.
customer needs) Understand that scale
when analysing real-  Products and External factors — External factors — and appeal are
world case studies. services — knowing analysing how analysing how established through data
how travel products  economic economic and market research, but
Develop the ability are created, conditions, political conditions, political experts debate whether
to evaluate how combined and events, legislation, events, legislation, economic value, cultural
different delivered to meet technology, climate technology, climate significance, or visitor
organisations, customer needs. and global crises and global crises satisfaction is the best
sectors, and influence industry influence industry measure.
stakeholders within Industry scale — performance and performance and
travel and tourism interpreting organisational organisational Understand that scale
interact and economic value, decision-making. decision-making. and appeal are
respond to changing employment established through data
external factors contribution, visitor Consumer trends — Consumer trends — and market research, but
such as economic, flows and the recognising how recognising how experts debate whether
political, sector’s social and motivating and motivating and economic value, cultural
environmental, and environmental enabling factors enabling factors significance, or visitor
technological impact. (lifestyle, (lifestyle, satisfaction is the best
influences. demographics, demographics, measure.
technology, technology,
«embe,
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2025-2026 (Subject) Long-Term Plan

Apply knowledge of
industry structures
(public, private,
voluntary sectors)
and business aims
to interpret how
organisations
collaborate to
provide products,
services, and
customer
experiences.

Use analytical skills
to interpret data
and research
findings in order to
identify tourism
trends, predict
impacts, and make
reasoned
judgements about
tourism
development and
management.

Developing
vocabulary (tour
operator, travel
agent, transport
provider,
accessibility,
infrastructure);

Specialist concepts
— regulation,
commercial
purpose, customer
service standardes,
sustainability.

Travel planning —
constructing
itineraries using
sequencing, timings,
transport modes
and destination
logistics.

Costing — applying
industry-standard
methods to
calculate and
compare travel,

accommodation and

ancillary costs.

Suitability analysis
— matching
customer profiles,
needs and
constraints to
destination features
using professional
judgement.

Consumer trends —

accessibility,
affordability) shape
demand and
influence destination
popularity.

Destination appeal —
evaluating how
natural features, built
attractions, culture,
climate, safety, cost
and media influence
the attractiveness
and changing
popularity of global
destinations.

accessibility,
affordability) shape
demand and
influence
destination
popularity.

Destination appeal
— evaluating how
natural features,
built attractions,
culture, climate,
safety, cost and
media influence the
attractiveness and
changing popularity
of global
destinations.

Charity, Courtesy, Courage, Confidence
v 7 te)

Understand that
additional revenue is
studied through business
and marketing
approaches, though
experts disagree on how
commercialisation
impacts authenticity and
visitor experience.

reading case studies  analysing motivating
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Foundational
knowledge
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of organisations and
destinations; writing
explanations of roles
and geographical
appeal; oracy
through discussion
of location and
connectivity;
applying knowledge
to explain how
destinations attract
visitors

Secure specialist
vocabulary
(domestic, inbound,
outbound, leisure,
business, specialist
tourism); reading
definitions and real-
world examples;
writing clear
explanations of
tourism types; oracy
through discussion
of tourism purposes;
applying knowledge
to case studies and
reflecting on

how different

types meet varied
customer needs

rewgs Notre Dame
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and enabling factors
(economic, social,
technological) and
their influence on
destination appeal
and demand.

Secure vocabulary
(private, public,
voluntary sectors,
integration, scale,
employment,
itinerary, budget,
demographics);
reading case studies
and planning
scenarios; writing
structured travel
plans and
explanations; oracy
through discussion
of customer needs;
applying knowledge
to match products
and services to
target markets and
reflecting on
suitability

Developing
vocabulary (GDP,
revenue, seasonality,
exchange rates,
terrorism, legislation,
motivation, enabler,
sustainability);
reading data, graphs
and case studies;
writing analytical
explanations of
trends and impacts;
oracy through
discussion of
external influences;
applying causal
reasoning to explain
changes in tourism
demand and
reflecting on industry

Consolidating all key
vocabulary and
concepts; reviewing
case studies and
data interpretation;
practising extended
writing and exam
technique; oracy
through discussion
and peer
explanation;
applying
metacognitive
strategies

to identify strengths
and gaps

Charity, Courtesy, Courage, Confidence

Applying full course
knowledge under
exam conditions;
interpreting unseen
case studies and
data; constructing
analytical and
evaluative
responses;
reflecting on
performance to
inform
improvement

Secure specialist
vocabulary (natural, built,
cultural, heritage, event
attractions, scale, scope,
appeal, market research,
funding, sponsorship,
revenue generation,
commercialisation,
authenticity); reading
case studies of
attractions; writing
analytical and evaluative
responses; oracy through
discussion of
classification and appeal;
applying knowledge to
categorise attractions,
interpret data on appeal,
and evaluate funding and
revenue strategies while
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Catholic social
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Human Dignity —
recognising diverse
travel needs and
purposes;

Participation —
tourism enabling
access to
experiences and
opportunities

Common Good —
organisations
working to provide
access and
services;

Stewardship —
understanding the
importance of
managing
destinations
responsibly

Courage

Rights &
Responsibilities —
organisations
meeting customer
needs

ethically; Dignity of
Work — recognising
employment and
economic
contribution

vulnerability and
resilience

Common Good —
understanding the
wider impacts of
economic and
political

factors; Solidarity —
recognising global
inequalities in
tourism
development

Responsibility —
taking ownership of
learning and
improvement; Com
mon Good —
collaboration and
peer support

Charity, Courtesy, Courage, Confidence

Integrity — honesty
and effort in
assessment; Respo
nsibility — demonstr
ating independent
understanding

reflecting on differing
expert viewpoints

Care for Creation —
protecting natural and
cultural

attractions; Stewardship
— responsible
management of
attractions; Common
Good - balancing
economic benefit with
cultural and
environmental
preservation

e Students show courage by analysing different types of travel and tourism (Unit 1 A) and evaluating global destinations (Unit 2 A).
e Assessing travel options (Unit 2 B) and industry factors (Unit 1 D) builds bravery in tackling sustainability, accessibility and global challenges.
e Exploring consumer trends (Unit 2 D) and visitor attraction funding (A3—A4) develops courage in making ethical, informed decisions.

Courtesy

e Courtesy is developed through understanding travel organisations and customer service roles (Unit 1B).
e Building geographical awareness (Unit 2 A) encourages cultural sensitivity and respect for global communities.

Catholic Academy
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Established 1869
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e Planning customer-focused itineraries (Unit 2 C) and exploring visitor attraction appeal (A2) reinforces empathy, cooperation and
respectful communication.
Confidence
+ Students gain confidence by applying knowledge of travel types, organisations and industry scale (Unit 1 A-C).
+ Creating travel plans (Unit 2 C) and evaluating destination appeal (Unit 2 E) builds confidence in real-world decision-making.
+  Studying visitor attractions (A1-A4) strengthens confidence in analysing business models, funding and operational strategies.
Charity
+  Charity is shown through evaluating advantages and disadvantages of travel options (Unit 2 B), promoting care for people, places and the
planet.
+ Understanding consumer needs and motivations (Unit 2 D) encourages empathy for diverse travellers.
+ Learning about visitor attraction funding and revenue strategies (A3—A4) highlights charitable trusts, conservation work and community

support.
Tier 3 Vocabulary Domestic Private sector Employment Attraction

Inbound Public sector GDP (Gross Natural attraction
Domestic Product)

Outbound Voluntary sector Built attraction
Revenue

Leisure Integration Heritage attraction

(horizontal/vertical) Contribution
Business Event attraction

Specialist tourism
Tour operator
Travel agent
Transport provider

Accommodation

g » Neewgs Notre Dame
%@ ok & Catholic Academy
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Partnership
Product
Service
Scale
Employment

Revenue

Seasonality
Disposable income
Exchange rates
Terrorism

Natural disaster

Legislation

Cultural attraction
Categorisation
Scale

Scope

Appeal
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Ancillary services

Charity, Courtesy, Courage, Confidence

Target market

Itinerary Security

Customer service Market research
Budget Trend

Destination Funding
Suitability Motivation

Attraction Public sector
Demographics Enabler

Accessibility Private sector
Motivation Accessibility

Connectivity Voluntary sector
Trend Culture

Infrastructure Sponsorship
Enabler Climate

Advantage Revenue generation
Accessibility Infrastructure

Disadvantage Commercialisation
Popularity Sustainability

Appeal Authenticity
Appeal Appeal

S, swaeergs Notre Dame
%.% ok & Catholic Academy
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Year 13 Travel and Tourism LTP

Title Course wrap-up and

Substantive
Knowledge Taught
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Visitor Attractions
(Unit 9 - Task B)

Learning aim B:
Examine how visitor
attractions meet the
diverse expectations
of visitors

B1 Different types of
visitors and their
diverse expectations

B2 Products and
services provided,
including primary and
secondary spend
opportunities

B3 Ways to meet and
exceed visitor
expectations

rexgs Notre Dame
Catholic Academy
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Visitor Attractions
(Unit 9 - Task C)

Learning aim C:
Explore how visitor
attractions respond
to competition and
measure their
success and appeal

C1 Strategies for
responding to
competition

C2 Success and
appeal, using data
analysis to measure
visitor trends and
visitor

Numbers

Principles of
Marketing in Travel
and Tourism (Unit 3)

Learning aim A:
Explore the role of
marketing activities
in

influencing customer
decisions and
meeting

customer needs in
travel

and tourism

Al Interrelationships
between

marketing and
customer

service in travel and
tourism organisations

A2 Influencing
customer

Principles of
Marketing in Travel
and Tourism (Unit 3)

Learning aim C: Carry
out market research
in order to identify a
new

travel and tourism
product

or service

C1 Collecting market
research data

C2 Analysing market
research
Data

C3 Using research
results to

help identify a new
product

or service

revision.

The World of Travel
and Tourism (Unit 1)
and Global
Destinations (Unit 2)
external exams resit
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Notre Dame
Catholic Academy

decisions and
meeting
Needs

A3 The marketing mix
used

by travel and tourism
Organisations

A4 Potential impacts
of

the marketing mix
and

customer service

Learning aim B:
Examine the impact
that

marketing activities
have

on the success of
different

travel and tourism
Organisations

B1 The role of
marketing

in different travel and
tourism organisations

B2 How marketing
contributes

to the success of
travel

Learning aim D:
Produce a
promotional
campaign for a new
travel

and tourism product
or

service, to meet
stated

Objectives.

D1 Designing a
promotional
campaign to meet
stated

Objectives

D2 Producing
promotional
materials and
activities

Charity, Courtesy, Courage, Confidence
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Disciplinary
Knowledge (inc. Key
Concepts)
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Understand that
visitor categories
often overlap, and
expectations vary
depending on social,
cultural, and
economic factors.

Understand the
distinction between
primary and
secondary spend,
and that experts
debate how to
balance revenue with
visitor experience.

Understand that
exceeding
expectations is
subjective, and
experts use feedback
and data to refine
services, though
success is measured
differently across
attractions.

Catholic Academy

<°’o %;%, Notre Dame
Established 1869

Understand that
attractions analyse
competitors and use
strategies such as
pricing, marketing,
and product
development to
remain competitive,
but approaches vary
depending on
context and visitor
expectations.

Understand that
success and appeal
are measured
through visitor
numbers, revenue,
and satisfaction, and
experts use data
analysis to evaluate
performance, though
interpretations can
differ across types of
attractions.

and tourism
organisations

B3 Influences on
marketing activity

Understand that
marketing and
customer service are
closely linked, as
both aim to attract
and retain visitors,
but experts debate
how much one drives
the other depending
on context.

Understand that
marketing strategies
are designed to
influence visitor
choices and meet
diverse needs, and
experts use research
and segmentation to
target the most
appropriate
audiences.

Understand that the
marketing mix
(product, price, place,
promotion) is applied

Understand that
experts gather
primary and
secondary data using
methods such as
surveys, interviews,
observations, and
published sources,
and they critically
evaluate the
reliability and
relevance of each
method.

Understand that data
is analysed using
quantitative and
qualitative
techniques to
identify trends,
patterns, and gaps,
and experts debate
the interpretation of
results based on
sampling and
context.

Charity, Courtesy, Courage, Confidence
v 7 te)
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to shape the visitor
experience, but
adjustments are
debated depending
on organisational
goals and visitor
expectations.

Understand that the
marketing mix and
quality of customer
service can impact
visitor satisfaction,
loyalty, and revenue,
and experts analyse
these effects using
data and feedback,
but outcomes can be
interpreted
differently.

Understand that
marketing strategies
vary across different
types of
organisations (public,
private, and third-
sector), and experts
examine how context,
target market, and
purpose shape
approaches.

Understand that
research informs
decision-making for
new products or
services, guiding
design, pricing, and
marketing strategies,
but experts consider
market feasibility and
visitor needs when
drawing conclusions.

Understand that
promotional
campaigns are
designed to meet
specific objectives
using elements of the
marketing mix, and
experts evaluate
effectiveness in
terms of reach,
engagement, and
alignment with
organisational goals.

Understand that
promotional
materials are created
using appropriate
media and channels,
and experts consider
creativity, branding,
and visitor appeal

Charity, Courtesy, Courage, Confidence
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Foundational
knowledge

Secure specialist
vocabulary (visitor
profile, demographic
segmentation, target
market, primary and
secondary spend,
visitor experience,
loyalty); reading case
studies of visitor
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Secure vocabulary
(competitor analysis,
market positioning,
product
differentiation, visitor
numbers, market
share, footfall,
customer
satisfaction index);

Understand that
marketing affects
revenue, reputation,
and visitor numbers,
and experts use
metrics and case
studies to evaluate
success, though
interpretations differ
between
organisations.

Understand that
marketing is
influenced by internal
and external factors
such as budgets,
trends, competition,
technology, and legal
or ethical
considerations, and
experts debate the
relative importance
of these factors.

Secure specialist
vocabulary
(marketing strategy,
segmentation, target
market, marketing
mix, product, price,
place, promotion,
branding, customer
service); reading case

while measuring
potential impact.

Developing
vocabulary
(promotional objectiv
es, branding,
campaign strategy,
engagement metrics,
target audience,
marketing channels);
reading campaign

Charity, Courtesy, Courage, Confidence
v 7 te)

Consolidating all key
vocabulary and
concepts; reviewing
case

studies, data and
exam technique;
practising extended
responses and
synoptic thinking;
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attractions; writing
analytical
explanations of how
attractions meet
diverse expectations;
oracy through
discussion of visitor
needs; applying
knowledge to real-
world contexts and
reflecting on how
expectations vary
across social, cultural
and economic
groups

Developing
vocabulary
(products, services,
ancillary revenue,
customer
satisfaction, service
quality); reading
examples of
attraction strategies;
writing evaluations of
effectiveness; oracy
through discussion of
visitor experience;
applying knowledge
to analyse primary
and secondary spend
and reflecting on how
attractions balance

«embe,
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reading data and
case studies; writing
analytical and
evaluative responses;
oracy through
discussion of
strategies; applying
data analysis to
measure success and
reflecting on how
interpretations of
success vary

studies and
marketing
campaigns; writing
explanations and
evaluations of
marketing influence;
oracy through
discussion of
customer decision-
making; applying
knowledge to analyse
how marketing and
service interact and
reflecting on how
organisations attract
and retain visitors

Developing
vocabulary
(marketing ROI,
digital marketing,
social media

campaigns, influencer

marketing, external
influences); reading
real-world examples;
writing analytical
responses; oracy
through evaluating
impact; applying
knowledge to assess
how marketing
contributes to
organisational

examples; writing
structured campaign
plans; oracy through
presentation of ideas;
applying knowledge
to design and
produce promotional
materials and
reflecting on
effectiveness and
alignment to
objectives

Charity, Courtesy, Courage, Confidence
v 7 te)

oracy through
discussion and

peer feedback;
applying
metacognitive
strategies

to identify strengths
and gaps

Applying full course
knowledge under
exam conditions;
interpreting unseen
case studies and
data; constructing
analytical and
evaluative responses;
reflecting on
performance and
next steps
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profit with
experience

Catholic social
teaching

Human Dignity —
recognising the
diverse needs and
expectations of
visitors;
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Solidarity —
recognising
competition within a
wider shared
industry;

success and
reflecting on how
internal and external
factors influence
decision-making

Secure vocabulary
(primary research,
secondary research,
quantitative and
qualitative data,
sampling, survey
design, data analysis,
trends analysis);
reading and
interpreting data;
writing

structured analysis;
oracy through
discussion of
findings; applying
knowledge to collect
and evaluate data
and reflecting on
reliability, validity and
limitations

Charity, Courtesy, Courage, Confidence

Responsibility —
ethical marketing
practices;

Common Good -
ensuring marketing

Integrity —

ensuring accurate an
d ethical research
practices;

Responsibility —
ownership of learning
and revision;

Common Good —
collaborative
support
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Participation —
ensuring attractions
are inclusive and
accessible to all
groups

Common Good —
balancing visitor
satisfaction with
economic
sustainability;

Dignity of Work —

Common Good —
ensuring sustainable
success for
destinations and
communities

meets genuine
customer needs

Rights &
Responsibilities —
responsible
communication and
promotion;

Solidarity —
recognising global
reach of marketing

Responsibility —
using data
appropriately

Common Good —
designing campaigns
that benefit both
organisation and
audience;

Participation —
engaging audiences
meaningfully

Charity, Courtesy, Courage, Confidence

Integrity — honesty
and resilience in
assessment;

Responsibility — de
monstrating indepen
dent understanding

recognising staff
roles in delivering
quality service

Core values

Confidence

Students gain confidence by analysing different visitor types and expectations (B1-B3) and understanding how attractions meet diverse
needs.

Using data analysis to measure visitor trends and success (C2) builds confidence in interpreting real industry information.

Exploring marketing activities (A1-A4) strengthens confidence in explaining how organisations influence customers.

Conducting market research (C1-C3) and creating new products develops confidence in decision-making and problem-solving.
Producing a promotional campaign (D1-D2) builds confidence in presenting ideas professionally.

Courage

Students show courage by evaluating diverse visitor expectations (B1) and proposing ways to exceed them (B3).
Exploring competition strategies (C1) requires courage to assess rivals and suggest improvements.

Understanding how marketing influences customer decisions (A2) builds courage in making justified recommendations.
Identifying new products or services through research (C3) encourages creative, bold thinking.

Designing promotional campaigns (D1) requires courage to make strategic choices and defend them.

Courtesy

Courtesy is demonstrated through recognising diverse visitor needs (B1) and providing suitable products and services (B2).
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Tier 3 Vocabulary

Charity, Courtesy, Courage, Confidence
v 7 te)

+ Learning how attractions meet and exceed expectations (B3) reinforces respectful, customer-focused behaviour.
+ Understanding the link between marketing and customer service (A1) highlights the importance of polite, professional communication.
+  Producing promotional materials (D2) requires courteous, inclusive messaging for different audiences.

Charity
+  Charity is shown through empathy for visitors with varied needs (B1), including accessibility, cultural and family requirements.
+  Providing supportive products and services (B2) reflects care for visitor wellbeing.
+ Considering ethical impacts of the marketing mix (A4) promotes responsible, community-minded decision-making.
+  Market research (C1-C3) can identify products that support communities, sustainability or local tourism.
+  Promotional campaigns (D1-D2) can champion ethical tourism and inclusive travel opportunities.

N
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Demographic
segmentation

Visitor profile
Target market
Ancillary revenue
Visitor loyalty
Niche market
Primary spend
Secondary spend
Cultural factors
Social factors

Economic factors

rewgs Notre Dame
Catholic Academy
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Competitor analysis
Market positioning

Product
differentiation

Visitor trends
Visitor numbers

Customer
satisfaction index

Footfall
Market share
SWOT analysis

Pricing strategy

Marketing strategy

Customer
segmentation

Target market
Market research
Marketing mix
Product strategy
Price strategy
Place (distribution)
Promotion strategy

Brand identity

Primary research
Secondary research
Quantitative data
Qualitative data
Sampling methods
Survey design

Observation
techniques

Focus groups
Data analysis
Trends analysis

Gap analysis
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Primary spend
Secondary spend
Products

Services

Revenue
Marketing research

Customer
satisfaction

Feedback
Trends
Service quality

Exceeding
expectations

Visitor experience

«emMbe,
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Promotional strategy
Diversification

Visitor loyalty

Market research
Revenue

Trends

Customer experience
Returning customers
Break even

Seasonal variation

Visitor demographics

Customer service
standards

Visitor experience
Customer loyalty

Customer
satisfaction index

Revenue generation
Public relations (PR)
Digital marketing

Social media
campaigns

Influencer marketing
Marketing ROI

(Return on
Investment)

Product
development

Market feasibility

Promotional
objectives

Marketing channels
Branding

Campaign strategy
Engagement metrics

Return on investment
(ROI)

Target audience

Charity, Courtesy, Courage, Confidence
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