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Exemplar for internal assessment resource Business Studies for Achievement Standard 90840 

 Grade Boundary: Low Excellence 

1. For Excellence, the student needs to comprehensively apply the marketing mix to 
their chosen product.  
 
This involves: 
 

• fully explaining the marketing mix  
• consistently applying appropriate skills with a high level of accuracy  
• integrating relevant business knowledge  
• integrating a Maori business concept(s), where relevant. 

 
The student has comprehensively applied the marketing mix to Rainbow’s End 
theme park in Auckland. 
 
This student has provided a full explanation of their research into specific 
examples of new rides that have been introduced, to retain the appeal of the 
product for repeat customers (1). This student has also fully explained the benefit, 
to teens and to Rainbow’s End staff, of running the Fusion car stereo competition 
(2). 
 
Appropriate skills have been applied with accuracy through the use of the product 
life cycle diagram (3) and the table of entry prices for Rainbow’s End and its 
competitors (4). 
 
The student has provided one example of integrating business knowledge. The 
promotion section refers to teenagers being the target audience for Night Rides 
(5), and the link is then made between tech-savvy teenagers and the opportunity 
for them to book and pay for Night Rides online in the ‘place’ section (6). 
 
For a more secure Excellence, the student could further integrate relevant 
business knowledge. For example, by discussing the consequences for Rainbow’s 
End of their marketing practices or integrating a Maori business concept. 
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Student 1: Low Excellence 
 

PRODUCT (extract) 
 
 

Rainbow’s End is at the maturity stage of the product life cycle. 
The park has been open since 1982. To avoid going into 
saturation/decline, the park has tried to extend the product life 
cycle by introducing new rides such the free fall tower in 2001, 
Power Surge and Jumpin’ Star in 2004 and Invader in 2009. These 
and the ongoing developments attract new customers to the park 
and persuade customers who haven’t been there for a long time to 
return.  

 
There is no direct competition for Rainbow’s End in Auckland or the rest of New Zealand because no 
other venue offers a range of thrill rides. There are several other entertainment options for a family 
day out, including Snowplanet, Butterfly Creek and the zoo. I consider Snowplanet the closest 
competitor as, like Rainbow’s End, it offers people the chance to go to a venue to experience an 
adventure that is not available in other parts of the country. Other cities have zoos and animal 
experiences but you cannot find a venue with lots of rides or an indoor snow venue elsewhere in 
New Zealand. 
 
PRICE 
 

ENTRY PRICES 
 Rainbow’s End 

$ 
Snowplanet 

$ 
Butterfly Creek 

$ 
Auckland Zoo 

$ 
Spectator 17.00 - - - 
Senior 27.50 - 23.00 23.00 
Child 37.00 39.00 16.00 12.00 
Adult 47.00 59.00 27.00 28.00 
Family 156.00 149.00 73.00 72.00 
 
Rainbow’s End uses cost-plus pricing. The park has many costs to cover, such as wages, power and 
maintenance, land rates, marketing expenses, etc. The cost accountant has calculated these running 
expenses and then added a percentage mark-up to set a price that will allow a profit to be made. 
Snowplanet probably uses the same cost-price pricing strategy. Unlike Butterfly Creek and Auckland 
Zoo where the charges are a lot lower, Rainbow’s End and Snowplanet are both very dependent on 
heavy machinery which is expensive to buy and to maintain and repair. This would account for the 
higher costs charged by these venues. 
 
Entry prices are lower than those charged by Snowplanet, with the exception of the family charge 
for two adults and two children. However, Rainbow’s End offers a greater variety of entertainment 
than Snowplanet so represents better value for money for a family. It might also be appealing to 
parents or grandparents who take children to Rainbow’s End that there is a reduced price for 
spectators who do not intend to take any of the rides. Going to the Snowplanet is likely to be even 
more expensive as helmets, skiwear and skis or snowboards might have to be hired. There are no 
additional costs to using the rides at Rainbow’s End. 
 
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 are placed in 
Woman’s Day and Parenting magazines to draw the attention of mums. To get the attention of 
youth the Night Rides held during March are advertised on Flava FM and in 80,000 fliers which are 
sent to high schools and youth groups in Auckland. Between the radio station and the fliers given out 
in schools, lots of teenagers should get to know about Night Rides. 
 
Rainbow’s End also uses a range of promotional strategies, such as: 
• Competitions, for example, one where people buying tickets to Night Rides go into the draw to 

win a Fusion car stereo. This will attract more teenagers, especially boys, to buy tickets for Night 
Rides because teenagers are interested in loud music in their cars so they will be interested in 
the chance to win the stereo.  

• Sponsorship, for example, of Marist Eastern junior rugby league. The Rainbow’s End logo is on 
the jerseys. The logo’s brand recognition might lead players, their parents and supporters to 
want to visit Rainbow’s End. 

 
PLACE 
 
Rainbow’s End is located in Manukau, Auckland. The park is well-served by public transport and is 
just off the Southern motorway’s north/south off-ramps, and with good access from the airport. 
Since opening in 1982 demand for parking has increased dramatically but lots of Rainbow’s End 
customers park over the road in the shopping mall carpark. The good access and parking make it 
convenient for customers to visit Rainbow’s End so ticket sales will increase. 
 
There are three options for buying tickets to Rainbow’s End:  buying at the gate, buying online and 
as part of the Auckland Multi-pass which appeals to tourists in particular and also allows entry to 
Kelly Tarlton’s, the Skytower and Butterfly Creek, as well as giving a Fullers ferry ride to Rangitoto.  
 
Online ticketing is convenient for customers as they can save money and do not need to queue at 
the gate. It is also good for the park because shorter queues keeps customers happy and they will 
have a more enjoyable experience of visiting Rainbow’s End and may tell their friends about their 
good experience. Online booking is likely to be used by teenagers who are very comfortable using 
their devices for getting information and making arrangements. They might go to the Rainbow’s End 
Bebo page and from there follow the links to the ‘book online’ part of the website where they get a 
cheaper price for their Night Rides than if they paid at the gate. 



Exemplar for internal assessment resource Business Studies for Achievement Standard 90840 

 Grade Boundary: High Merit 

2. For Merit, the student needs to apply in detail the marketing mix to their chosen 
product.  
 
This involves: 
 

• explaining the marketing mix  
• consistently applying appropriate skills  
• including relevant business knowledge and  
• integrating a Maori business concept(s) where relevant. 

 
The student has applied in detail the marketing mix to Rainbow’s End theme park 
in Auckland. 
  
This student has explained the marketing by giving reasons for aspects of the 
marketing mix (1) (2) (3) (4). 
 
This student has consistently applied appropriate skills by the inclusion of the 
product life cycle diagram (5) and the comparative entry prices table, which is 
based on wider research (6). 
 
The student has included relevant business knowledge by explaining terms such 
as maturity stage (7), direct competition (8) and cost-plus pricing (9). 
 
To reach Excellence, the student could integrate business knowledge throughout 
their assignment, for example, by linking at least two sections from ‘product’, 
‘price’, ‘promotion’ and ‘place’ with full explanations. 
  

 

© NZQA 2014  



Student 2: High Merit 
 

PRODUCT 
 
Rainbow’s End describes itself as New Zealand’s “premier theme park”. Its function is to provide a 
rides and indoor/outdoor adventures for those people a fun day out, or night out for the Night Rides 
held during March.  
 
As well as the 16 rides there are also food shops, an arcade, birthday rooms, a conference room and 
chalets for hire and a Castleland for pre-schoolers. The only day Rainbow’s End is not open is 
Christmas Day. 
 
Mums with children aged 5-14 years are the main target market because mums usually make the 
spending decisions in families or their children might pester them to go to Rainbow’s End. Another 
target market is business owners or managers who may need a place to hold meetings, team-
building events or functions.  
 
Rainbow’s End is the only theme park in New Zealand. This is its unique selling point. 
 
Rainbow’s End is at the maturity stage of the product life cycle. 
This is because it has been open since 1982 so is a well-
established product. The park regularly introduces new rides to 
avoid going into decline. This is especially important for getting 
repeat business so that customers who have already been to 
Rainbow’s End feel there might be new rides to experience next 
time they visit.  
 
As it is the only dedicated theme park in Auckland or the rest of New Zealand, there is no direct 
competition. There are lots of other places locals or tourists can go to in Auckland for a fun day out, 
but nowhere with as many rides or different things to do. Like Rainbow’s End though, Snowplanet 
offers people a venue that doesn’t exist anywhere else in the country. Other places have zoos and 
animal experiences but not a venue with lots of rides or an indoor snow venue. For this reason 
Snowplanet is the main competitor of Rainbow’s End. 
 
PRICE (extract) 
 
Entry costs are shown in the table below, along with the prices charged by the park’s competitors.  
 

ENTRY PRICES 
 Rainbow’s End 

$ 
Snowplanet 

$ 
Butterfly Creek 

$ 
Auckland Zoo 

$ 
Spectator 17.00 - - - 
Senior 27.50 - 23.00 23.00 
Child 37.00 39.00 16.00 12.00 
Adult 47.00 59.00 27.00 28.00 
Family 156.00 149.00 73.00 72.00 
 
Rainbow’s End uses cost-plus pricing. This means they have worked out all of the expenses to run 
the park, like wages, power, repairing the equipment, looking after the safety requirements, 
interest, advertising, etc. The total expenses are calculated and then a percentage is added to make 
sure the park will make a profit. Once they have this amount that they need to take as income, past 



year’s admission numbers are used to work out what to charge for children, for adults, families etc. 
Entry prices are lower than those charged by Snowplanet, with the exception of the family charge 
for two adults and two children. Having to pay $7.00 more to go to Rainbow’s End would probably 
not cause a family to go to Snowplanet as there is much more to do at the theme park and they 
wouldn’t have to pay any extra for hiring skis, snowboards, helmets or the special snow clothing.  
 
PROMOTION (extract) 
 
All of this advertising is planned to reach the main target market (mums) and other markets like 
teenagers and business owners. For example, Rainbow’s End adverts appear in Woman’s Day and 
Parenting magazines because these are likely to be read by a lot of mothers. To get the attention of 
teenagers the Night Rides held during March are advertised on Flava FM which young people listen 
to.  
 
Rainbow’s End also uses a range of promotional strategies, like: 
• Competitions, for example, one where people buying tickets to Night Rides go into the draw to 

win a Fusion car stereo. This will attract more teenagers to buy tickets for Night Rides. 
• Viral marketing. Rainbow’s End has a Facebook page and a Bebo page. Ads for Night Rides often 

appear on these social media sites as Bebo especially appeals to teenagers who are the target 
market for Night Rides. 

 
PLACE 
 
Rainbow’s End is in Manukau, Auckland and is located near good transport links and motorway off-
ramps. The park has quite a large parking lot and some customers park over the road in the shopping 
mall carpark. This convenience will attract more customers to Rainbow’s End. 
 
There are three options for buying tickets to Rainbow’s End:  buying at the gate, buying online and 
as part of the Auckland Multi-pass.  
 
The ticket prices shown above for Rainbow’s End are the gate prices. Customers can pay reduced 
prices by buying their tickets in advance online. For example, by going online you can book and pay 
for superpasses that are cheaper, $27.00 for full Kidz Kingdom (indoor and outdoor rides) and $7 for 
a spectator on weekdays or $15.00 on weekends. These are really good prices that are only available 
when paid online before going to the park. It’s convenient because tickets can be bought from home 
24/7. 
 
 
 
 



Exemplar for internal assessment resource Business Studies for Achievement Standard 90840 

 Grade Boundary: Low Merit 

3. For Merit, the student needs to apply in detail the marketing mix in the context of 
their chosen product.  
 
This involves: 
 

• explaining the marketing mix  
• consistently applying appropriate skills  
• including relevant business knowledge and  
• integrating a Maori business concept(s), where relevant. 

 
The student has applied in detail the marketing mix to Rainbow’s End theme park 
in Auckland. 
 
This student has explained aspects of the marketing mix (1) ( 2).  
 
Appropriate skills have been consistently applied through the use of the product 
life cycle diagram (3), and the table (4) and Excel graph (5) of ticket prices. 
 
Explanations of promotional pricing (6) and brand recognition (7) demonstrate an 
understanding of business language. 
 
For a more secure Merit, this student could strengthen the explanation of the 
marketing mix. For example, the explanation would be strengthened by providing 
an explanation as to why Snowplanet is the nearest competitor when there are 
several other entertainment venues in Auckland. Further explanation could also be 
provided about the difference between gate and online ticket prices. 
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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. 

 
PLACE section not shown 
 
 
 



Exemplar for internal assessment resource Business Studies for Achievement Standard 90840 

 Grade Boundary: High Achieved 

4. For Achieved, the student needs to apply the marketing mix to their chosen 
product.  
 
This involves: 
 

• defining, describing, identifying or outlining the marketing mix  
• applying appropriate skills and ideas  
• stating relevant business knowledge and  
• stating a Maori business concept(s) where relevant. 

 
This student has applied the marketing mix to the Moro bar.  
 
This student has defined, described, identified or outlined aspects of the marketing 
mix throughout this response.  
 
By constructing a comparative price graph (1) and using a distribution channel 
diagram (2), the student has applied appropriate skills to the Moro bar. 
 
Some relevant business knowledge has been stated, for example the traditional 
channel of distribution (3) and the modern promotion method (4).  
 
To reach Merit, the student could apply the marketing mix in detail by providing full 
explanations of the marketing mix. For example, detail could be added by 
strengthening the explanation of why the traditional distribution channel is used by 
Moro, and providing explanations of other parts of the marketing mix.  
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Student 4: High Achieved 
 

PRODUCT 
 
The product I have chosen is Cadbury Moro. Moro is a chocolate bar that consists of a nougat biscuit 
and caramel filling with a chocolate covering. Moro is available in a 60g bar, 85g twin pack and 12 
piece 210 share pack.  
 
The function of the Moro bar is to provide a delicious chocolate treat for consumers. 
 
The unique selling point of Moro is that it has a layer of caramel filling which no other nougat 
chocolate bar has.  
 
The packaging of the New Zealand Moro bar has a black wrapper with Moro written in yellow. The 
slogan “get more go” appears on the wrapping. On the back of the packaging is a list of ingredients, 
nutritional information and contact information. 
 
I put Moro on the maturity stage of the product life cycle because most people know about Moro so 
less promotion happens these days for Moro. There is also lots of competition in the chocolate bars 
market such as Mars and Milky Way.  
 
A competitor for Moro is the Mars bar which is made by Mars International. This is a close 
competitor because it is also a nougat bar covered in chocolate, however it doesn’t have a layer of 
caramel. 
 
PRICE 
 
The usual supermarket price of Moro is $1.20 for the 60g bar. It is currently on special (“price drop”) 
for $1.00. The prices on the chart came from the Countdown Online website today. 
 

Moro sets its price at a level that close 
competitors sell their same size bars for. 
This is called competitive pricing.  Moro 
is actually 80 cents cheaper (regular 
price) than the two rivals. It is priced 
very competitively because not only is it 
much cheaper than Mars and Milky Way 
but it is also more filling and satisfying 
because of the extra layer of caramel. 
 
PLACE 

 
Moro bars are sold at dairies, supermarkets, garages 
and convenience stores.   
 
Moro uses the traditional channel of distribution which 
is shown as 1 on the diagram. Because of high 
consumer demand for Moro bars it is practical for 
retailers to buy in bulk from wholesalers.  
 

$0.00 $1.00 $2.00 $3.00

Moro
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Milky Way

Comparison of nougat bar prices

Price



Cadbury’s main competitors, such as Nestle, follow a very similar process as Moro as they also sell 
high quantities of their bars. A small chocolate manufacturer like Devonport Chocolates sells directly 
to the consumers as they are only a small supplier with one production location. 
 
PROMOTION 
 
The target market for Moro is: 
• People involved in physical activities and sport who want to get an energy boost from eating a 

high energy chocolate bar. 
• Chocolate lovers 
• Men between 18 and 24 
 
One of the main promotional strategies used by Moro is sales promotions. These occur at the point 
of sale, for example, two bars for $2 at a supermarket. These specials are advertised in supermarket 
mailers and in-store posters. 
 
To reinforce the slogan “get more go”, Moro is linked with physical activities. For example, Moro 
bars are often given away at events such as marathons. This form of promotion is good publicity for 
Moro. 
 
You Tube clips and several commercials feature adventure clips of young men involved in adventure 
sports. This strongly appeals to the male section of the target market. Sometimes these clips are 
shared on Facebook which exposes Moro to an even bigger audience.  
 
A modern promotion method is the ‘Moro chocolate lover’ Facebook page. 
 



Exemplar for internal assessment resource Business Studies for Achievement Standard 90840 

 Grade Boundary: Low Achieved 

5. For Achieved, the student needs to apply the marketing mix to their chosen 
product. 
 
This involves: 
 

• defining, describing, identifying or outlining the marketing mix  
• applying appropriate skills and ideas  
• stating relevant business knowledge and  
• stating a Maori business concept(s) where relevant. 

 
This student has applied the marketing mix to the Moro bar.  
 
This student has defined, described, identified or outlined aspects of the marketing 
mix throughout this response, for example (1) (2) (3). 
 
This student has applied appropriate skills by constructing a comparative price 
graph (4) and using clip art (5) to illustrate the distribution channel.  
 
This student has stated some relevant business knowledge.  
 
While the reference to Devonport Chocolates provides a contrast distribution 
channel and appears to demonstrate business knowledge, this is irrelevant to the 
Moro bar (6). 
 
For a more secure Achieved, the student could strengthen the relevant business 
knowledge by using appropriate language and providing an appropriate 
competitor.  
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 Student 5: Low Achieved 
 

PRODUCT 
 
The product I have chosen is the Moro bar. Moro is a chocolate bar that consists of nougat, biscuit 
and caramel filling with a chocolate covering. 
 
The function of the Moro bar is to provide a “delicious chocolate treat for consumers”. 
 
The unique selling point of Moro is that it has a layer of caramel filling which no other nougat 
chocolate bar has. 

 
Moro is at the maturity stage of the product life cycle because it is 
not a new product. It has been around and on sale for many years.  
 
The packaging of the New Zealand Moro bar has a black wrapper 
with Moro written in yellow. The slogan “get more go” appears on 
the wrapping. 
 

A competitor of the Moro bar is the Crunchie bar which is also made by Cadbury. 
 
PRICE 
 
The usual supermarket price of Moro is $1.20 for 
the 60g bar. It is currently on special for $1.00. 
Moro’s main pricing strategy is competitive 
pricing. 
 
The two other nougat bars are Mars which costs 
$1.99 for a 53g bar and Milky Way which costs 
$1.99 for a 50g bar. These costs were at today’s 
date on the Countdown Online website. 
 
PLACE 
 
Moro bars are distributed at dairies, supermarkets, garages and convenience stores.   
 
The bars are made in the factory in Australia (manufacturer), then sent to wholesalers, then sent to 
shops (retailers) where the customers buy the 
Moro bars from. 
 
A small chocolate manufacturer like Devonport 
Chocolates sells directly to consumers from their 
shop or their website. This is a direct channel of 
distribution. 
 
PROMOTION (extract) 
 
The target market for Moro bars is: 
• People involved in physical activities and sport 
• Chocolate lovers 
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• Men, because of the masculine colour of the packaging and You Tube clips associating Moro bars 
with rugby 

 
One of the main promotion strategies used by Moro is sales promotions at the shops.  
 
You Tube clips and several commercials feature adventure clips or men involved in sport. This 
strongly appeals to the male section of the target market. 



Exemplar for internal assessment resource Business Studies for Achievement Standard 90840 

 Grade Boundary: High Not Achieved 

6. For Achieved, the student needs to apply the marketing mix to their chosen 
product.  
 
This involves: 
 

• defining, describing, identifying or outlining the marketing mix,  
• applying appropriate skills and ideas,  
• stating relevant business knowledge and,  
• stating a Maori business concept(s) where relevant. 

 
Some aspects of the marketing mix have been defined/stated, identified or 
outlined (1) (2) (3) (4).  
 
This student has stated relevant business knowledge. 
 
The student has provided insufficient evidence of applying the marketing mix to 
the Moro bar.  
 
To reach Achieved, this student needs to apply appropriate skills, such as 
constructing a table or graph to show the price of the Moro and other competitor 
brands. Moro’s function and position on the product life cycle could have been 
discussed, and its pricing strategy and distribution channel specifically named 
rather than implied. 
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PRODUCT 
 
The product I have chosen is the Moro bar. It is a bar that has nougat, biscuit and caramel with a 
chocolate covering.  
 
The unique selling point of Moro is the slogan “get more go” which no other chocolate bars use, not 
even Moro’s closest competition, the Mars bar. Moro uses this slogan because it claims that the high 
energy content of the bar is good for active people and athletes. 
 

Moro has been around for years and is selling steadily with no sign of sales dropping off.  
 
The packaging of the Moro bar has a black wrapper with Moro written in yellow. The slogan “get 
more go” appears on the wrapping. Side by side at the dairy Moro and Mars look very similar as they 
both have black wrapping. Only the product name stands out as being different. 
 
A competitor of the Moro bar is the Mars bar. 
 
PRICE (extract) 
 
The usual supermarket price of Moro is $1.20 for the 60g bar. It is currently on special for $1.00 at 
Countdown. 
 
At the moment Countdown is running a promotion for Moro at $1.00 a bar. Even at the normal 
price, Moro bars are cheaper than Mars bars and many other chocolate bars. 
 
PLACE 
 
Moro bars are sold at dairies, supermarkets, garages and convenience stores.  
 
Moro bars are made in the factory (manufacturer) and then bought by a wholesaler who distributes 
to shops (retailers) and are then bought by customers (consumers).  
 
This is the best distribution method for Moro as tens of thousands of the bars are sold and it saves 
shops having to source boxes of the Moro bars directly from the factory. 
 
PROMOTION 
 
The target market for Moro bars is: 

 People involved in physical activities and sport 

 Chocolate lovers 
 
One of the main promotion strategies used by Moro is sales promotions. There is one on at the 
moment at Countdown where Moro bars have been reduced to $1.00 for the 60g bars.  
 
Moro links its bars with physical activities by using the “get more go” slogan. The company 
associates itself with sporting events such as marathons. There are several You Tube clips of past 
television ads, and some made especially for You Tube. These all feature sports and adventure 
activities and the “get more go” line is repeated. 


