
Student 3: Low Merit 
 

PRODUCT 
 
Rainbow’s End is New Zealand’s “premier theme park”. It is best known for its many (16) thrill rides. 
Rainbow’s End also has food outlets and an arcade. It also offers team building activities, conference 
rooms that can be hired for birthday parties and corporate events. As we found when our class 
visited, they can also make staff available to talk to school students. Rainbow’s End is open 364 days 
a year. 
 
The unique selling point of Rainbow’s End is that it is the only theme park in New Zealand. 
 
The main target market is mums with children aged 5-14 years.  (Our speaker referred to mums as 
they are the main decision makers around family entertainment.) Other target markets are 
teenagers/youth as the Night Rides in March are promoted to that age group, and business people 
who may need to hire space at the conference centre. 
 
Rainbow’s End is at the maturity stage of the product life 
cycle. This is because the park has operated for over 30 
years but is still performing well and not declining.   
 
PRICE 
 
Rainbow’s End uses the competitive pricing strategy. This strategy puts their prices in line with the 
competitor’s prices. Rainbow’s End would have researched its competitor’s prices and set prices at a 
very similar level so as not to put off potential customers.  
 

 
 
Snowplanet, on the North Shore in Auckland, is Rainbow End’s nearest competitor. Although the 
family ticket for two adults and two children is more expensive at Rainbow’s End, the difference is 
made up by the greater range of entertainment options offered.  
 
Rainbow’s End also uses promotional pricing when it runs special offers. For example, they 
sometimes offer discounts to people who have liked their Facebook page or send businesses 
information about package deals for training and team-building rides 
 
PROMOTION 
 
Rainbow’s End advertises using fliers, their website, radio ads, magazines and TV ads. 
This advertising is carried out to attract the target markets. For example, adverts in Woman’s Day 
and Parenting magazines are to draw the attention of mums who tend to be responsible for 
organising family entertainment. To get information about the Night Rides to teenagers, the park 
advertises on Flava FM and in 80,000 fliers which are sent to high schools and youth groups.  
 



Rainbow’s End also uses a range of promotional strategies, such as: 
• Branding - Rainbow’s End has a colourful logo of a rainbow with the name ‘Rainbow’s End’ 

underneath. Some people know the story of the pot of gold at the end of the rainbow. The gold 
is supposed to be the fun you can have at the park. The main slogan is “Creating memories to 
treasure” and they use “We can put the fun into your function” when they promote to 
businesses. Brand recognition is when people become really familiar with a visual image or 
slogan and they immediately associate these with the business.  

• Specials – Customers get a special rate if they are part of a group or have their birthday at 
Rainbow’s End. These deals are advertised on the website. 
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