UNIT 22 TOUR OPERATORS

Structure

220 Objectives
22.1 Introduction
222  SettingUp aTour Operator Company
223  Product Knowledgeand Packaging
224 CodingaTour Package
225 PreparingVouchers
226 Caingfor Customers
2277 BusnessCorrespondence
228  Brigfings
2281 BriefingtheEscort/Tour Guide =
2282 Briefingthe Driver
22.8.3 Feadback
229 OrganisngPick-Up, Transfersand Hotel Check-In
22,10 Other Important Issues
211 LeUsSumUp
22.12 Answersto Check Your ProgressExercises

220 OBJECTIVES

After readingthi s Unit, youwill beableto:

understand the rolesand functionsd atour operator,
know about the managerid rolesin tour operations,

appreciate the skills needed to perform management and day-to-day tasks in a tour
operator company,

know about cari ng for customers,
learn how to handlebus nesscorrespondence, and
learn about the monitoring and control tasksin tour operations.

22.1 INTRODUCTION

InUnit14 d TS-1, you wereacquaintedwith theroled tour operator in tourism industry. A
tour operator packages together a series o travel serviceswhi ch include transportation,
airport transfers, accommodation, excursions and sightseeing, guide services, etc. The
product which comes out after assembling dl these servicestogether isknown asa package
tour. Generdly, the tour operator buysthese servicesin bulk from the principa suppliersto
make a package. The complete package o arrangements and services is then sold a an
exdusve package priceto clientsthrough retail agentsin the tourist-generatingmarkets. At
thesame time, it must be noted that a tour operator not only sells a package tour but also

ensuresthesmoothoperation o the tour. The managementi ssues in tour operatlonsshould
bededt within thefollowingways

1) Tasksto be performedfor setting up a tour operator company,

2) Market research and product (tour package) formulation,
3) Slingthe product, and

4) Organising, monitoring and controlling the organisation’s agtivities as wdl as tour .

operations.

Keeping in View thefunctionsd a tour operator, in this Unit we attempt to familiarise you
with the managerid tasksinvolved therein. The Unit takesinto account the requirementsof
settingupatour operator company. It aI sodeal swiththeplanning, organising and operational
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Inbound - who handles
t om coming |nto the
country from overseas is
called an Inbound Tour

Operator.

Out Bound - who operates
tours toother countries is
called an Out Bound Tour

Operator.

Domestic - who handles
tours Of people Of same
country for trave within the
country iscalled a Domestic
Tour Operator.

‘Wholesaler - who plans {he
tour, putsa packageand
markets (hetour.

Retailer - who sells (hetour
tothe passenger. Heis
normally (he personal travel
agent with whom the client
is buying other services such
as tickets, facilitation of
pasyportsand visa, ete. The
retailer isthecoordinator
between thewholesaler and
the client.

Inbound Tour Operators
The wholesaler Who markets
(hetour consolidates the
members of thegroup
through many retailers.
Finally the group thus
formed isgtven by (he
wholesaler as a package t0o
Inbound Operator of thnt
country or thnt region. The
coordination of hotels,
transport and other allied
services isthan doneby the
Inbound Operator.

Excursion Agents - | nbound
Tour Operator sfurther pass
on theservices of the group
to some body in the city of
visit. This somebodyis
Inown as the Excursion
agent who In turn,
coordinates with hotd -
reservations, organises
transport and guides and
generally ;meets (he needs of
~the touristsin that city.

aspectsnecessary for tour operations. It further deal swith certain minute detailsrelated to
efficiencylevelsin your company. Theseare useful for trainingyour employeesaswdl asfor
thosewho intend taking up such jobs.

222 SETTING UP A TOUR OPERATOR COMPANY

Tour operator isa risky business. This is becausea tour operator buys airlin€'s seats, hotel
rooms, etc. much in advancefromthe principal suppliersandif heor shefailsinsdlingthem,
thereare heavy lossesinvolved. Hence, before setting up atour operator company,one must
be prepared to take thisrisk. Smilarly, a tour operator must be absolutely clear regarding
thet ype d businessto be handled. For example,would the company deal withinbound tours,
outbound tours, domestic tours, all of them, or any two o them, etc. Thisshould be decided
at the planning stage itself while preparing the project report (see Unit 21). Further all
companies, whether large or smdl, must fulfill certain mi ni numrequirementslike:

a proper financial base,

adequate premises,

trained and qualified staff,

government approvals,and

authority tosdll on behdf o industry principalsin returnfor commissions.
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In Units2, 14 and 21, you have been acquainted with the idea of financia feasibility studies
and the sourcesof funding. These should be co-related with the needs d a tour operator

company.

Having adequate premises at a suitable location is vitd for starting a new venture. The
requirementsadf atour operator are moreor lessthesameasthat of atravel agency. Similar
is the case in relation to support services, office requirementsand the trave language and
terminology (see Sec. 234 and 235d Unit 23).

A tour operator has to establish linkages with the principa supplierslike airlines, hotds,
tourist transport operators, guidesand escorts, etc. for the purposeof designingthe package.
For this information has to be obtained. For marketing purposes, linkages have to be
establishedwith travel agents, tourism departments, etc. Infact, the owner/manager o atour
operator company must attaina | knowledgeabout the productsand market conditions. This
means having a proper understandingof :

a tourism markets,

tourismtrends,
tourist profiles,
tourismforecasts,

Q

promotional strategies,
tradelinkages,

travel regulations, and
a tourism products, etc.
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Besides a tour operator, after one year d operations, must seek recognition from the
Department of Tourism, Government of India (seeAppendix1). In the subsequent Sections
of this Unit, we will introduce you to some important issues related to tour operator's
functionsand the managerial tasksrel ated to them.

223 PRODUCT KNOWLEDGE AND PACKAGING

In today's world of specialisation, the tour operatorsaso package different kinds of tours
and accordingly acquire product knowledgefor packagingtours. We have mentioned earlier
that there are inbound tour operators as well as outbound and domestic tour operators.
Within these categories, we can further dividethe tour operatorsin two categories.

1) Mass Market Operators are,those who offer routine packages which include trave,
accommodation, and some services.



2) Specialist Tour Operators design their packages keeping in view the market
ssgmentation of the customers. For example, exdusve package tours are created for
adventure tourism by some, others package wildlife tour packeges or some design
packages for a particular age group. Some tour operators go for geographical
ssgmentation and operate in a specific region only. For example, certain loca tour
operators mey organise tours in their catchment areas only or some may ded with
businessfor oneor two countriesonly. Amongthiscategory, thereared sotour operators
which specialise in usng specific typesd accommodation, transport and entertainment.
In fact, thereis no end to imagination and creativity in designing special tours after
andysing the demand trends and attitudes.

Some tour operatorsspecidly design and package tours on the requestsof the clients. A
typicd examplein thisregard could bethefollowing:

A group of 15 archaeologistsfrom U.K. intendsto vigt India. They want to have afeel of
prominent archaeologica sites and they are in the age group of 3545. They place their
requeststo a travel agency in UK. and the travel agency passes on this request to a tour
operator in India. Thefirg task for the tour operator isto assess whether such a group can
be handled by the company. Thismay include:

1) Thecompany hastoget in touch with an archaeologistin Indiafor identification of the
sitestobe vigted.

2 What will bethe modesd transportationto thesesites?

3) Where accommodationhasto be provided ?

4) ldentificationd atourist guide who specialisesin archaeology.

5 Whatype d entertainment can be provided to themin the evenings ?
6) Whattype of medsto beserved and where?

7) Whereto take them for shopping, etc. ?

In fact, after assessing these aspects only, the tour operator will packege the different
componentsand accept theoffer. Thetour operator candsothink of providingvadueaddition
in this package by offeringa good book on archaeology to the group members, avist toa
museum where the finds from the archaeologica sightsare kept and shopping at a place
wherereplicasof ancientsartifacts could be bought.

It should be kept in mind that such requests ask for specid efforts on the part of tour
operator to packagethetour and in the coming future the number o such teurs isgoingto
increase.

For the construction o any type of holiday package, market research (see Unit-16) is an
essentiad component and once adecisionis taken regardingthe typed busnessto bedone,
the tour operator must takean account o the servicesthat are to be packaged. At the same
time, the tour operator must haveafirst-hand experienced thequality of the serviceswhich
the principal suppliersoffer, and this means fidd vigts. In tourism, these are known as
Familiarisation (FAM) Tours. Generdly, these tours are a the cost of the principa
supplierswho themsdlvesarelooking for expandingtheir busness. Let ustakethefollowing
examplein thisregard.

A tour operator intendsto package atour from Delhi to Goa. We know that atleast three
arlinesare operating their flights on thisroute and there are anumber o hotelsin Goa. A

representatived the company travelsin a particular airlineto assessitsservices. Further, he
or shelooksat the hotelsin Panjim and assessestheir facilitiesand services, location from
the beach (generdly people go to Goafor beach holidays) etc. The pricesand commissions
are dso negotiated. The next thing the representative doesiis to deal with alocd tourist
transport operator for making sightseeing and excursion arrangementsduring the daytime
and again pricesand commissionsare negotiated. Therepresentativea sofinds out themeans
o entertainment avgilable in the eveningsand decideswhich one from among themisto be
packaged in the tour.

Infact atour operator shouldconstantly updatethe knowledgeabout the destinationin order
toimproveand redesign the package (if necessary) every year. It mus be remembered that

Tour Operators

The airlines gives a
free ticket to the
tour oper ator and
the hotel offers free
hospitability.



Managerial Practices in
Tourism-1

Example

Hotel Room
net rate

Your Markup

Selling Price

200
1100

the packagesaregenerally designed and sold atleast ayear in advanceasmost of thetourists
inthe prominent tourist generatingmarketsplantheir holidaysmuch inadvance. Thisis more
0 necessary becaused the competitionin the market. In Sub-sec23.1.1 o Unit-23, we have
mentioned the typesd product knowledge required for travel agency employeesand thisis
equdly applicableinthe cased tour operators. The product knowledgehasto bestored and
regularly updated.

Besides product knowledge, planning, organising, monitoring and controls should be an
in-built exercise while packaging tours. While selling the tours, you may face such questions
astowhat areyour alternateor contingency plansfor meeting the failure of any service that
isofferedinthe package. For example, if theflightiscancelled etc. Hence, it isnecessary that
the pace df operations, contingency plansand controls are decidedat theinitial sageitself.
Though, these may befor theinternal consumptiond your company employees.

Check Your Progress - 1

1) Mentionthe necessary requirementsfor setting up atour operator company.

..................................................
..................................................
..................................................
...................................................

--------------------------------------------------

...................................................
..................................................
..................................................

224 COSTING A TOUR PACKAGE

How do tow operators make money when they do a cogting ? The two mgor methods ae’
increasing mark up and meking savingsthrough buyi ng power.

Mar k Up

Our business makes a profit, and keegps usin employment, by handling as meny clients as
possibleand by making surethat we makea profit oneach group o clients. Inorder toensure
that wemakea profitwe mug first beawared thetota cost d theingredientsd the package
to our company, and we must add a mark up to that total. A mark up istheextra amount
which our company cam keep. If wegiveaquotation whichistoo high, becausewe havebeen
too greedy with our mark up, we may lose the businessto a competitor. If wedo not charge
enough we may not survive as an organisation. Normally the superiors make this decision
about what amount to add and they usudly expressthisasapercentaged thetotal cost price.

Buying Power

Weare dso able toincrease the amount we make on each tour group by working to reduce
the price at which we buy the services. This has the effect d increasing our margin without
increasingthe pricea whichwe mug sdll to theclients. Weareinagood positionto negotiate
in this way when we are able to give one supplier, such ashotd, alot o busnesswhichwe



have gathered from many wholesaers, or whenwe areableto persuadeour dientsto travel
at unpopular times (off season) o theyear.

Therearea number of other technical termswhich you should know before moving on.
Ne Rte

Thisisthepricewhich asupplier charges usand whichhewantsto be paid by us Wearefree
toadd any amountdf Mark Up toit before passingit to our client. The net rateisdwayskept
absolutdly confidential to us and the dient must have noideadf the extent o the mark up.
Our competitors may receivedifferent net ratesfrom the samesuppliersand wiill probably
add different nark ups

Grossrate

Th s istheratewhich asupplier quotesus. It includesan amount, expressed asa percentage
d thegrossrate, for us Thishidden part for usisusudly knownasCommission. For example,
if theGrosspriceis10dallars, and the commissonrateis10%, our supplier wantsto be paid
g dollarsand expectsusto sdll theserviceto the client for 10 dollars. It is probable that the
same sarviceis availabledsawherefor 10 dollarsand that the client isaware of thissdling
price. The percentagerated thecommission is not revea ed to theclientand our competitors
probably receiveadifferent commission rate even though their sdling priceisthesame.

Profit

Itiswha acompany hopesto haveleft at theend of theyeer after dl itshillshavebeen paid,

.induding taxes. Profit is not the same as mark up. However, it should be noted that many
travel companiescall theamount they have made on afile "profitonthi s fileand not* mark
up on thisfile Thisistechnicaly incorrect but asit iscommon practice.

Margin

Itismuchthe same asmark up but whereas mark up tendsto be expressed asa percentage,
margin tendsto bean amount expressedin money.

What hastheclient paid?

Let usimaginethat aclient choosesa vacationwhich will cost him 1000 US dollars. (Round
figures have been used for conveniencein thisexample)

Total amount received by retail client 1000
Retail agentscommissiononthissale 100
Amount passedtowholesder 100
Wholesalersmark up/profit on file 100
Airseat to destination 400
Amount o inbound operatorsinvoiceto wholesaler 400

Canyou seethat your invoiced $ 400 to thewholesder hashad many other th ngs added to
it beforethedlient finaly getshisbill ? All of thesefiguresare kept confidentia to thetravel
trade. Clientsarewell awarethat everyoneis making money, but they arenever permittedto
know the exact details.

Wewill now look at your part o thework, whichis how you arriveat theamount you must
invoiceyour wholesder.

Obtaining the Rates to usein a Costing

The mogt Smpleway to obtain the rate you will becharged for a particular serviceisto ask
the supplier. You could telephonea hotel, ask for a net agent's rate, or a commissionable
gross rate, and smply work from there. If you deal only very rarely with asupplier then this
iswhat you will probably have to do. (Y ou must dways confirm the conversation in writing
afterwards and take thereferenced the person who gavetherate)

Thisisthe easiest way to get arate, but it will not be the best price avalable, Most tour
companiesg6 to great lengths to negotiatefavourablespecia termswith suppliersthey use
frequently and S0 vou are likely to find that in vour office thereisalist of rateswhich your
company is charged by these good partners. It may be held on a paper file, or in a computer.

Tq;n: Operators
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Thereshould besuchalistto cover d| the servicesyouuse frequently such ashotels, guides,
transport, sightseeing entrance fees, meals at restanrants during tours, equipment hire etc.
Y ou should look carefully to see whether the rates are NET or GROSSto your company.
Remember what these terms mean. Sometimes, your supplierswill publish their ratesin a
document called a"Confidentid tariff'. Be careful to establish whether the rates are net or
gross. If you have a large group you may be able to improve on the published rate by
negotiation. Note that the document in which your company's rates are published to your
wholesalersmay also becalled a confidential tariff but of coursethat document includesyour
company's mark up.

How to ReduceCosts?

Sometimes, you will cost atour and find that the sdlling priceistoo high for your client. What
canyoudointhiscase? It isnot dwayspossibleto cut themargin, or try to negotiatea lower
buying price. Y ou can try anumber of other alternatives.

e reducethe number of nights,

e reducetheincluded meal plan,

e reduce theincluded sightseeingor activities, or

e useacheaper hotd, etc.

A o these will have the effect o reducing the gross cost to your client (but they will dso

reduce your profit on thisfile). When you take an actionto reducethe cost by reducingthe

quality you must be sure to explainclearly to the client why the tour is now lessexpensive. If
yoldo thiscarefully, you may even persuadethem to pay the higher pricefor abetter product.

225 PREPARING VOUCHERS

Vouchers (sometimes called exchange orders) are documents which are issued by-travel
businesses. They serveinstead of endless|ettersand can be usedto:

e makereservations,.

e confirmreservations,and

® guarantee payment.

Instead of writing alengthy bookingletter, sendinga deposit cheque or cash, then writing a
confirmationletter and sending another cheque, or morecash, avoucher canbewritten. This
savestime, effortand removesthe risksd escortsand other staff carryinglarge amountsd
cash. Because vouchersare promisesto pay, they are Accountabledocuments and must be
treated | i ke ticketsor cash. That is, they must be carefully secured and stock controlled.
Voucherscan be used for awidevariety o services. Typicaly, thesewill include:

Hotel booki ngs,

Meal breakson tours,

Transport,

Guide and representatives,

Entrance feesto attractions,

Tollsfor roads, bridgesor mountain passes,

Hire of equipmentfor sportsand activitiesand many more.

Vouchersare usudly printed in setsof four or morecopiesand the distribution of the copies
isasfollows:

1) Anoffices client file copy,

2) Client's copy which he or she presentsto hotel (or other service) on arrival,

3) Hotd's copy, goesin advance of client to act asconfirmationof phonebookiug,
4). Accountsdepartment's copy,

5) Somecompanieshave a usefor afifth or more copies.



Tosum up,avoucher isapromiseto pay for aservicesomeonepr omisestoprovide. In order

to do thisavoucher must be:
a Accurate,

a Brief,and
a Clea.

I ssuingVouchers

When you issue avoucher, you should keep arecord d the voucher number and theclient
fileit bd ongstoinastock record book aswel askeegpingacopy o thevoucher intheaccounts
and clientsfiles. Somecompanieswork on photocopiedvouchers. Theseare cheap and essy
to produce but have the disadvantage that they are easy to copy and so are open to fraud.
Some modem computer reservationsand ticketing systems can print and number, their oamn

voucherswhich islessopen to fraud, and cheaper thangoing to an outside printer.

I ssuing VouchersAccuratdy and Fully

Inissuing vouchersal you have to do isto completeeach box fully and completely. If you
areableto typetheentriesthen you should do so. It looksmuch better, and iseasier to read.
If you must hand write a voucher then you should use block capitals and indelibleink or
ball-point. Always check that dl copies have come out dearly, especidly if using carbon
paper. Let uslook at oneexampledf acorrectly completedvoucher for atransfer, whichyou

areaskingyour partner agency. Coconut Travel, to conduct on your behalf.

Remember that we said a voucher was a document which outlined a promiseto providea
service Inwritingthefollowingvoucher in detail weareadvisngour partner exactly what we
havedone and we are giving enough information to dlow them to doiit properly. They have
dl theflight detail s, thefamily nameis underlined so they can addressthe passengerspalitely,
and they know that thereisa specia need concerning awhed chair which may mean that the
representative has to be alittle stronger than usud, a little more sympathetic, and the car
must beabletoaccommodatethefol ded chair. Lastly, asthe passengersare English speaking,
they will choosearepresentativewho can communi catewith them. Similarvouchersaremade

for hotdls or other service providersaso.

EXCHANGE ORDER - No.017364
ToM/S. SPECIAL TOURIST Our File Ref. Archaeological Tours Pvt. Ltd.
TRAVELS ABC/432 12, Nehru Place
26, ROAYPETTAH HIGH ROAD, New Delhi.
MADRAS. Issuing Office
YOUROFFICE
ATTN: INBOUND ADDRESS
RESERVATIONS DEPT. Date
TODAY ' YOUR
NAME
SERVICES | PaxName Basis
l MR/S MHENRY * ARRIVAL
- -TRANSFER
TO BE ONLY
PROVIDED| From MADRAS To No. Nights
INTERNATIONAL ;
AIRPORT HOTEL TAJ N/A
Details UNIFORMED MEET/GREET ARRIVAL TRANSFER 02 PAX + BAGS EX BA 123
ARR MAA 15,000 28 APR, 96
PRIVATE AIRCONDITIONED CAR
NOTE MRS. HENRY UEES OWNWHEELCHAIR. SPEQ AL ASSITANCE
N - REQUIRED, PASSENGERS ARE ENGLISH SPEAKING.
: In exchange for this order, please provide passengers listed hereon with services detailed.
Any additional charges are to be billed dircct to guests and collected by your company at the time of service.

t

. difference between the net ratethat weare paying and thegrossratethat the ol ientispaying.
 Wekeeptheserates, and theextent of thedifference, confidential. -

Note that only very farely do prices ever appear on vouchers. This is because thereisa.

Tour Openm.
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Whether you arean

owner, manager,
supervisor Or an employee
all your efforts should be
geared towards providing
qual i ty service.

Amendmentsand Alterati ons

Amended or altered voucherswhich you are considering accepting should be viewed with
suspicion for the same reasons. However, there may be a good reason why they have becc
amended. For example, if 20 lunches have been booked, but a guide arrives with only 18
peopl e, shewould rightly expect to amend the voucher for 20 to 18 by hand. However, if she
amended thevoucher from 20lunchesto 20full board you might wishto check for theissuing
officebeforeaccepting the alteration. Take careful note o the sentencesprinted at the very
bottom of the voucher which are for everyone's protection.

26 CARING FOR CUSTOMERS

For tour operatorsto be successful and earn money, they must provide a quality service. If
an operator does not do thishe/she will find it difficult to attract customers. Thereisfierce
competition between inbound operators to get and keep clients. Only those who redly
providegood customer care have a hoped surviving.

1) Providinga Quality Service

Y our clientshavehigh expectationsof theserviceyoucan provide. For these expectationsto
be met dependslargely on how good you are at your job. Y ou can either make their dreams
come trueor turn their dreamsinto nightmares. Unlessyou can satisfy these expectations
customers will be unhappy. On the other hand, if you can give a better service than they

expected you will have gonefar beyond their hopes and expectations. Remember that many
clients may be experienced travellers who will judge your semce against their previous,
experiences. Tryingto please every customer isnot only done to makethem happy but to get

repeat business and good publicity. Caring for your clientsand ensuring they enjoy a hi gh

quality serviceisal | about putting peoplefirst. The reason for checking aticket delivered by

an airlinebeforegivingit to your customersisto give them thebest service. To offer aquality
sarviceto every client:

® meansbeingableto maintain hi gh standardsand repeat them every time,,and
® involvesdeve opingsystemsand making them work every time.

Alwaysremember that every clientlikestofee specid. Makingeach onefed different from
thousandsof othersyou deal with every year isnot dwaysessy. Here are afew simpleways
toachievethis:

o dwaysacknowledgepeople when you meet them,

look them in the eye whenyou speak,
smile - and meanit,

address peopl e courteoudy, and
usetheir nameif you know it.

Liking d| customersis not easy dither asthere will be some people you instantly like, while
there will be some people you ingtantly didike. Thisisnot wrong asit is after dl a natural
human reaction. But it iswrong to let your dislike show.

2) GivingaLittle Bit Extra

"When | went to the tour operator to book my snorkeling trip, he asked meif | preferred a
mask with or without side windows and he also checked whether | had any previous
experience. When | said | had none he offered a freeintroduction in the swimming pool so

that | would be comfortableat once on thereal resf. He made mefed really rlaxed when | .

had felt alittle nervous. That was really helpful.”

"My tour operator tried to sell me insurance, travellers cheques, visa application and
collection, hotelsat the other end and even a chauffeur driven taxi serviceto get meto the

airport. Heshould know by nowthat | travel alot and haveall these things under control]
| felt he was trying to make extra sales at my expense." Guess which client felt they weré
getting good service. These exampleshighlight the key factor in giving quality service — ith



the caringwey the service is delivered that makes success. Theidea o giving that little bit Tour Operstors
extraisrealy what good customer careisall about. Y oushould put thedlient'sinterestsfirst.

In your job you will be shown a whole series of tasks to do and be encouraged to do dl o
themwadl each and every time. Y ouwould easly start tofocus on doing thejob to please your
senior, and forget that the reason for doing the jobis to look after your client. To give them
the best possiblestandard o care and serviceis the reason for doing dl the different tasks
that are part o your job.

Sometimesyou should ask yoursdf "Why am | doingthis?" If youcan arriveat an answver that
puts the dient first then you have understood correctly. But if your answer is"Becausethe
bosssaysthat is what to do" you are not focused on the customer and are likdy to do just the
minimum to scrape by. So ‘giving that little bit extra means thinking df your customers
reaction to your work, and tryingtolook after their comfort and satisfaction.

With experienceyou will learnwhat thecustomer expectsfromyou. Thesecretingiving that
littlebit extraisanticipating the request beforeit comes, being prepared to deal withit and
even perhapsofferingit beforeit isasked for.

3) Handling Client Complaints

Therewill be timeswhen thingsdo not quitegoright. Y ou need to beready todeal withthem.
Clientsor wholesalers may sometimesbringa problemto your attention,without being upset
about it. It isredly arequest for additional help. Oncethat helpisgiven theissueis closed.
These are often small incidents. They may aso result from aclient having dightly different
needsfrom mog others. A simpleadjustment or extraservicesolvesthe problem. It caneven
beturnedintoan exampled extracaring, extraattentiveservice. Y oucanearn extragoodwill
by removingthesekinds of problems. On the other hand acustomer/wholesaler complaintis
aproblem that they really feel upset about. Thisiswheretheissuegetscomplicated. Y ou will
have to deal with two quiteseparatethings

o firgtly youwill have to ded with fedingsand emotions,
e secondly youwill also haveto deal with the problem.

Anger and criticismare likefire, they spread rapidly and can quickly get out of control. By
following these guidelinesyou contain the anger, get it under control and stop it spreading.
Y ou will dso have to deal with fedingsand emotions. Do t ab the complaint serioudy, even
when you think it isexagger atedor unreasonable. Thiswill let your client know that you are
prepar ed tolisten and help. It may start calming them down right avay. Y oushould dso take
certain other steps:

e Do stay cdm yoursdf. Thisdlowsyou to stay in control. When you are calm and your

client angry the observersare likdy to supposeyou areright. Ti: vase w;m )
Mansger a
e Do keep your speech and tone businesdike. supervisor you must

. . i ensure that your
e Dotry not to take the complaint personaly. If you do so you will become emotionaly employees use these

involvedtoo, thesituation willget worsebecauseyouwill start todefend yoursdf or argue Ups for handling
back. client complaints.

® Neve argue or answer back. If the complaint does, however, centreon you bring in a
colleague or manager as awitness.

e Any problemhasto bedealt tactfully.Y ou should takethe person somewhereprivateas
loud voices attract attention and anger can be contagious. Get the person sit down as
people often become less aggressive when seated. Ligen dl the way through the
complaint and oftenthe clientswiill talk themsalvesout of their anger. Ask questionsto
get thefull detailsand you can show understanding but must not offer your own opinion
on theissues. Herecommentslike"l seg" = Uhderstand,” Dogo on' suggest that you can
seethe person’s problem but they do not commit you to agreeingwith them.

e Make note of important points. Repeat them back to the client so you both agree you
haveall thefacts. Alternatively, you can ask the client towrite out thereport. Thisinitsdf
can be acooling down tactic. Find out exactly what the person wants.

o Agreeonasolution. Thisis possiblewhere you can mangeto solve the-problem. |f you
need time to investigate the complaint or to consult other peopte, undertake to report

back with an answer or asolution. 13



' Managerial Practices in e Follow up asyou said you would. The correct handling of complaintsdoesnot end here.

| Tourism1 Y ou will haveto investigatethefacts astol d to you. Thereis possibly another version of

| the story. Y ou should aso decideon a solution and then report back with asolution to

‘ - theclient/wholesaler. Nor doesthematter end here. Y ou need tosecureagreementfrom
theclient that the matter isnow closed. Makeanoted theincident and itsfina solution
in the complaintsor incident book.

e You should know whento say"sorry" and when not to say it. Be very careful about saying
sorry. If you say it beforeyou havefound out thewholestory and beforeyou know if there
isreally afault, you in effect accept responsibility. The client can take your gpology as
your accepting responsibility and then expect compensation. The client could even use
it inalegal battleif thingswent that far. Y ou can say that you are sorry that thereappears
to be a problem. This does not suggest that you accept the fault isyours. You can say
sorry if after investigation the fault was yours and you intend to make amends.

e Complaintsmade in writing afe often more serious than complaints made face to face.
People put complaintsin writing when they want someform of compensation (oftenin
terms of money back) or are thinking about taking legal .action. Y ou must deal with
written complaintsimmediately. Reply immediately in writing to say you have received
their complaint and are investigatingthe problem. Undertaketo keep theminformed of
your action. Investigate the problem. Decide on the best action. Inform the unhappy
client inwriting. Keepall correspondence and notesonfile.

e Monitorall complaintsand problems. By keepingarecord dof alltheincidentsthat happen
you will be ableto see trendsand patterns. Thisalowsyou to put the matter right at the
source and could stop it happeningagain.

These aspectsarerdevant not only in the case of a tour operator company but also in a
trave agency, airlineand hotelsete.

Check YmrProgress -2

1) What all should you consider while costing a tour package?

..................................................
..................................................
...................................................
..................................................

.................................................

..................................................
..................................................
...................................................
..................................................

...................................................

| 22.7 BUSINESS CORRESPONDENCE
|

Many d thewholesalersd your operation will require confirmationsor ticketssent tothem
by mail, and many of the documentsgbout your clientswiill arrivein your office by mail. All
organisationsdepend on incoming, outgoing and intérnal correspondence. The product of



tour operatorsisan arrangement madeon paper and wedepend on themail morethan many
other businesses. Correspondencecan beby:.

letter

fax

telex

memo

E-mall

The"mail” here includes the public post office system or it could also include a messenger
boy and national or international courier service. Thereare many reasonswhy wecorrespond
with othersand thesecan include:

requesting information,
givinginformation,
saespromotion (mail shots),
receiving documents,
despatching documents,
receiving payments, and

despatching payments, etc.

All incoming correspondence must be handled quickly and correctly in order that
customer s bookingsar e properly processedand all outgoingcerrespondence shouldcreate
aprofessional image of both your self and your company.

i)  Incoming correspondence

Oned thefirgt tasksof theworking day isto deal with al correspondence. This may mean
that someone has to go through the post received, someone hasto check the fax machine,
collect printoutsfrom the telex machine, and write down messagesfrom the answer-phone,
and-someone hasto check the computersfor E-mail or networked messages.

Inorder todothisthat "someone" needsto befree of the need tosell to new customers. Most
operatorswill put thestaff on arotawhereby they taketheir turnonadministrationor counter
. duties.

Incoming correspondence can cover many different subjects. It may include updatesfrom
suppliers on products available, invoicesfor services provided, requests from customers,
arrival o tickets, new stocksof brochures, adviced flight timechanges, customer complaints,
and much more. It will beimportant to deal with al o thisinformationin order of priority.
You canstart by

e openingdl o thecompany correspondence,
e checkingthe named the addressee, and
e recordingthedate received (using adate stamp).

You will now havequiteapileof mail infront of you. Whereto begi n ? Well, you should sort
the post accordingto urgency. Remember, existingclient businessisthe most urgent.

Messageswhichhavearrived by answer-phone, telex, faxor E-mail are usudly, but not dways,
more urgent than thosewhich have comeby post, so you should put theseinone pilefor the
most urgent attention. Next you should look for letters which deal with very urgent matters,
such asinvoices, receipts, ticketsor time changes.

After these come requests which may lead to new business. Enquiries from prospective
clients need close attention. Then comes matters to do with general officeadministration,
such as bank statements, billsfor the officerent, etc. If you do not handlethese promptly you
will have a business but no premises. Next, there is likely to be quite a lot of product
information, such as new editionsaf timetables, a trade newspaper, or the office copy o a
new brochure. You certainly need to keep these but they are less urgent. Last will come
circulars, and effort by other businessesto sl to us. If you areon post dutiesyour jobisto

Tour Operators
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Managerial Practices in read the mail quickly, establish the level of priority, and deliver it promptly to its next
} Tourlem:1 destinationin the company. This could beto acolleague, toafile, or evendirectly tothewaste
' paper bin. Y our own officewill haveasystemfor dealingwith specificdocuments. Thesystem
may not be like that of any other company and so training material like this cannot tell you
how to operateit. What you need to remember isthat:

e exigingbusinesscomesfirst,

e potential businesscomessecond,
® administrationcomesthird, and
e .product updates comes next.

Customer complaintsar eexisting businessand will not goaway if you put them at thebottom

of the pile. All incoming mail must bedistributedin thefirst-half hour of the working day so
that it can be dealt with promptly.

ii) Outgoing Correspondence

What camein, hastogoback out, sobeforelongyour officewill bereplyingtoall the messages
you received in the early morning. Correspondingwith peopleis an opportunity to transmit
a professional image o yourself and your company and therefore it must al look smart as
well asbe correct.

Before you send any correspondence from your officeyou sheuld check that :
the correct paper is used (letterhead, etc.)

theletter isformatted correctly,

it hasthe correct-date,

it isadd[&@d to the correct person,

all informationiscorrect (double check withall files)

there are no grammatical, spelling, or typingerrors,

dl questionsasked have been answered,

the letter iseasily understood,

the letter is politeand businessike,

the letter has been signed by the appropriate person,

the envel ope has been addressed correctly, the postageis fixed and sufficient,and

the correspondence is despatched by the most appropriate means according to its
urgency.

.

i) M aig.ng.and Postage ’

Mailing procedures will vary from company to company. However, here are some general

rulesthat should be applied:

o useregular mall if the correspondencewill reach its destination as quickly as airmail.
.(Regular mail costsless)).

e speed is essential with all travel related correspondence. Use air mail when the
correspondence will reach the addressee sooner than surface mail.

® usecouriers/office boysfor urgent local deliveries.

use registered mail when the correspondence being sent, warrants a record o dedivery
(eg. valueablessuch astickets). If usingofficeboysgivethem abook to obtainsignatures
in exchangefor deliveriesmade.

adwaysensure that the correct and full ;éuress ison the envelope.

use fax, E-Mail or telex in place of mail if speed is essential. Send a copy by mall if
necessary. \
e Itisyour responsibilityto makesurethat thecorrect amount of postage hasbeenincluded
on the letter. The amount of postagewill be detexmined by the:
e destinationof the correspondence,

s e typedf mailservice selected (regular, airmail, etc.), and
e weight of the correspondence



The Central Post Officein each country issues a nationa and internationa tariff -for various
countries, mail services and weights of correspondence. You must be familiar with these
tariffs.

Thecorrect postagecan be assessed at any Post Office. Postal Weighing Scalesare available
wherebytheweight of thecorrespondencecan beassessed andthecorrect postagecal cul ated.
If such equipmentisin usein your officeyou must know how to cal culatethe correct amount
o postage. Some larger agencies will use mail Franki ng machines to cover postage. The
Franking machine will automatically stamp the letter with the required amount of postage
and record theamount covered.

iv) internal Correspondence

Correspondingwith other membersd gtaff will be part of the daily routinein any company.
Thisis normdly donein an informal way. Handwritten notes are normally quite acceptable
when communicatingwith your colleagues. When you have passed on animportant or urgent
piece o information to a colleague you should double check that it was received. A quick
verba "Did you see ny note about Mr Ali’s flight cancellation?" takesonly amoment. If you
arerequired towriteadetailed report it should dwaysbe typed, evenif only for internal use.
Y ou should use atypewriter, word processor or acomputer to ensurethat the finished item
looksprofessional.

v) Despatching Correspondence
At theend o theworking day there could bealarge/quantityd mail tosend. Thiswill include

" electronic despatch as wdl as physicd posting. If everything is |€ft to the last minute the
- persoh who should send the mail will want to go home and the mail will sit until tomorrow.

Not very professiona. Thewhole officestaff should ther efor ebeawar e of what timethemail
will leave from the office, and ideally thiswill beabout an hour or half an hour beforethe
close of business. At thistime the administration person will collect the mail, and take it to
thebox or post office. Thismay takealittletimesoit will bethat personslast duty of theday.
Faxes, telexes, etc. should not await the end of the day but should be despatched at once
throughout the working day.

228 BRIEFINGS

For thesuccessdf tour operations, the company must properly brief the escorts, tour guides
and drivers.

22.8.1 Briefingthe Escort/Tour Guide

A professiond escort/tour guide knowsal about the history, floraand fauna, etc. of his day
tour. He hasstudied hard and probably has something close to ascript which he haslearned
and which hesaysto every group. But if heistruly professiond hewill want to gived hisbest
and hewill try to avoid a" patter”. After al, he knowsalot morethan he ever hastime to say
soweshouldhelp him totailor hisinformationto the needsd our group. How dowedo this?
Wetdl him:

e How many peopleare in thegroup?

e What languagethe people speak? We also tell him whether it istheir native tongue or
whether they are just about coping becausetherewasno avail ablegui dewho coul d speak
their native tongue.

e Howoldthegroupmembersare? If theescort/tour guideknowsthat he hasalot o very
elderly peopleabroad hemay decideto cut out asteep dimb up ahill toaviewpoint and
tomakethat stretch of thejourney by road. Equally, if thegroupcontainsalot of children,
he may spend longer at an attraction they would enjoy (elephant bath) and lesstime at
somethingwhich may borethem (politician'sbirthplace). Theactud itineraryisnot being
changed, just theemphasis.

o What else other parts of the itinerary includes? Clientswho are having a different
sightseeing tour each day do not want to hear the same explanation each morningfrom
different guides! Give the guide an opportunity to show hiswider knowledge. "I know
that you have seen teagrowing when you werein Sri Lanka. Do you know how we drink

Tour Operators
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it herein Tndia"; or "Today we will visit a Bud&hist témple, which differsfrom what you
haveseenat .. inthat.."

Specia interests. Some groups have specia interests, and even expertisein things. A
littleresearchwiill dlow you to offer an extraon your tour. For exampleagroup of nurses
may wish to vist a hospitd, or, if not, they may well ask detailed questions about what
hedth w eisavailable and how people pay for it. A man who you know to be a heavy

- smoker may like to stop at atobacco plantation, a keen horse rider will want to watch a

few minutesdf a polo match you might havedriven past. Older peoplemay have beento
your country beforeand may want to relivespecial memories. A littleresearchwill dlow
the guideto say "yes that building wasthe British Club", or "that isthe place wherethe
battle of .. was fought." Very often these smdl things make a "nice' day tour into a
“fabulous' day tour for your clientsand they cost you nothing.

If there are VIPson thetour: Of course, every client should betreated asif they werea
VIP. But it isafact that you will need to treat some people more specidly still ! If you
know that you havetravel agents, or amember of your whol esal ersstaff onthetour, make
sure that the guide takesextraw ed them to preserveyour reputation.

Specia requests: Some clients have special needsand special requestswhich are very
important to them. These could be somethinglike a specia diet. Y ou would advisethe
lunch stop of thison the voucher but the escort/guide should ensure that the request is
actionedat lunchtime. Equaly,aMosemgroup may want to stop at amosqueat prayer
times and a smple reorganisation o the itinerary could help. Some people may have
health or mobility problemswhich need consideration.

Today's itinerary: When briefingtheescort/tour guide asaboveyou must also makesure
that you go through al fixed pointsadf theday. For example, the briefingshould include:

‘® "You haveto beat the Hotel for lunchat 12:00. If you are lateyou Wl clash wnh
our other group and the hotel would not be ableto manage. or, 1

e "You have a morningcoffeeat 10 (clientsown expense, no voucher), lunch at 12,”\., :

\
|
\

(voucher), elephant rideat 2, (vouchersnot accepted so pleasesign the receipt for |

thiscash, and bringa copy o their receipt, tea break at 3:30 (voucher). Then the
clientsarefreefor shopping but you must not let them be too long asthey have a
formal dinner in the hotel at 7 and will need timeto change." A written itinerary,
containingall thisand with vouchersattached will help the guide enormously.

22.8.2 BriefingtheDriver

Thevehicleand driver arevita partsdf thetour, beforemeetingthetouriststhedriver should
have checked :

e 6 6 & 6 o & o o6 O o o o o o

fuel

Water

EngineOil

Tyres

TyrePressure

Sparewhed at correct pressure
Brakes

Jack and tools
Windscreen wipers

Lights

Horn
Ventilation/heating/cooling
Publicaddress
Microphone

First aid kit

\



\ Windows

a Paintwork

a Sedls

o Floor .
o'\,Asht‘rays

a Refreshments, etc.

Thedriver himself should bewell briefed. Often, hewill have beento the placesbefore, and
knows the best way. If he is new he needs careful help before starting off. The driver's

appearanceisasoimportant. He should:

a beneatly and cleanly dressed, fresh and clean,

a heshould not smoke, spit, or chew betel abroad the vehicle, and

a heshould not drink alcohol duringthe tour, or cometowork smelingdf it.

22.83 Feedback

'You should dways be looking for feedback from your clients. This may come as casua

'comment from them to you or to the guide, or you may ask for it moreformally by meansd
,aquestionnaire.

Positive Feedback

| Itisdwaysa pl'easureto recelveit but you should listen to it actively. It may betellingyou

' something moreaswell. " Thi guide's Englishwas so clear”, with the stresson "This' may be

telling you that others are not clear enough. If you are very alert you can constantly check
\ quality and ensure the satisfaction of your visitors.

'NegativeFeadback

Thisshould also be carefully attended to. "We did not enjoy the vist to the temple because
. itwas S0 hot". What can you do about theweather ? Nothing. But on future toursyou could
cool the peopledown by :
vigtingearly in the morning
ending parasolsfor shade
combining the vigt with a refreshment break

makingsure thebusiswaitingwithitsair conditioningon (and not parkedin thesunwith
itsenginedf 1)

advising the peoplein advance so that they will prepare themsdlves.

O 9 9 W

Y

Check Your Progress-3

1) Whyisit necessary to handlebusinesscorrespondencein a professional way ?

..................................................
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2) What kind of briefing should be given to Escorts/Tour Guides?

..................................................

229 ORGANISING PICKUP, TRANSFERS, AND
HOTEL CHECK IN

For someweeks, or even months, your office has been working to obtain the businessfrom,
and conduct administrationfor, agroup o clients. Theseclientsare now about to arriveand
you have to make all your service promises come true. This is the moment to fulfill
expectationsand to prove that your company, and your country/destination were the right
choicesfor their vacation.

A good impression,maderight at the start of thevisit, will put everyonein theright mood
towards an overall success. Conversdy, problemsat this stage will smply persuade the
clientsthat thewhole thingwasa mistakeand they will be difficult to deal with for therest
of their stay. Thiscould mean that they arelikely to make complaintsover small matters, and
it could mean that they will refuseto buy the extraserviceswhich contributeto your company's
financia success. Proper preparation and wel conducted transfers will ensure this all
important smooth start.

Put Yoursdfin theClient'sShoes

Clientsarriving from along flight will be tired. They may also be dehydrated (as aresult of
the physical effectsd flying, and o drinking acohol on the flight which exaggerates this
effect). They may be suffering from the change of climate from their country to yours. (A
Northern European coming to South Asiain January could be experiencing a difference of
asmuch as45 to 50 degrees C whichtakesalittleadjustment). They are often nervous, solet
usconsider what of. First, thereisafear of aforeign culture, foreign food, foreign peopledf
different racesand colours, of gettinglogt, ill, or robbed. and who knowswhat othersfears!
Of course, these fearscan aso belooked at in a more positive way and be regarded as part
of the challenge, and the excitement, of travellingabroad. After al our clientsdid chooseto
cometo us! But when you arrive at astrange, noisy and hot airport, and must cope with the
bureaucracy and rudeness of many immigration and customs officids, the delay for your
luggage, and theinadequacyof thetrolleys,and whenyou havebeen travel lingfor many hours,
it is not dwayseasy to be positive.

What do clientswant at thisstage ? They want to regain those thingsthat they lost when they
set off fromtheir own country. We can summarise their personal needsasto:

feel safeand secure,
satisfy physica needs,
haveintellectual stimulation,

belongwith others, and
havetheir status recognised.

Everythingwe do befor e, during, or after their transfer isdesigned tofulfill theseneeds. We
should a so consider whether our clientsactually need usto conduct thistransfer for them ?
Hedoesnot ! Most adultsare capabled findingtheir way to wherever they havetogo. It may
take themlonger, especidlyif there arelanguage problems,and it may be lesscomfortable,
more expensive, and dower to do it themselves, but they do not actually need us. So why do
they employ us? Weare employedtoarrangetransfersbecausewecandothemmorecheaply,
more quickly, more comfortably, than they can themselves, and we can‘&lso providefor all



those persona needswe listed above. If we are not able to manage dl thiswe should not be
arrangi ng transfers as we are usdless. Clients will soon realise this and our business will
evaporate. Now let uslook at whet stepswecan taketo ensurethat all goes well and theclients
needsareme. In fact, severd daysbefore pre-arrival day you should check :

e That transport has been booked. Thisshould betheright kind & vehidefor the purpose.
(Did you know that in some partsd theworld horses, camels, bullock carts, rickshaws,
boats, helicopters, seaplanes are used for transfers, nat just the usua carsand buses?)

e Check that you are using the mogt appropriate transport for your clients. Clients may
haverequestedair conditioningor they mey havealot o luggageso thet alarger vehicle,
or even asecond vehicle specidly for the bagswill be needed. (this particularly applies
to activespecid interest groupslike divers, dimbers, trekkers, campers).

e Thetransport must have been salected becauseit isreliable, safe, wal maintained and
clean. Thedriver must be briefed asto exactly where the transport should bein relation
to theterminal building and how you can locateit when thegroupis ready, Ensure that
thetransport company knowsthe number of passengersand bagsexpected and theETA
d theflight and itsnumber. Doublecheck that therewill beaproper seat for every guest.
Remember to leave onefor thetransfer personnd.

o A voucher will be needed for the transport and should be prepared.

If thereisto be payment o porterage of luggage then the representativemust have cash
to pay portersand amoney receipt for them tosgn.

e Check that hotel rooms will beavailableon arrival and advise thehotd front officewhat
timethedientsarelikdy to be actudly in the hotel so that the housskesping department
isready for them (thisisespecialyimportant inthecased vary early or vary latearrivals))
Remember the dlientsneeds.

o Check reservations against the hotels rooming list to ensure correct number,
. configurationand for any special requests(cots, low floor, seaview &tc.)

Check that thehotd voucher has been issued and that the rate agreed iscorrect.

e Ensure that the following are prepared for the person who is going to conduct the
transfer:

Hight number

Namelist

Detailsd transport, transport voucher

Hotel name and address, roominglist and hotel voucher

Together with any specia detail ssuch as the natured thegroup, difficultieswith
mohility, VIPsetc.

e Greeting/sign board (see bdlow)

e 6 o o o

(In somecitieswherethereisalongtransfer between airport and dity thereisarepresentative
who mests a the airport and then despatches the group to the hote where another
representativeawaits | nthiscaseeach of them must havean identical briefing,but, d course,
only one has the transport voucher and one hasthe hotd voucher. They must dso each be
awarewho the other isand how to make contact when thegroupis under way. Mobile phones
ared great useinthis)

On Arrival Day

Themeet and greet processstartsbeforeyou set df for theairport. Thereisno point ingoing
there unlessyour flight is coming in so you should call the airline and establish the Actual
time of arrival. This can be accurately given only after the aircraft has actudly Ieft its
departure point. Do not be persuaded to accept the scheduled time d arrival which can be
- wildydifferent. If therei sasubstantial changetothe timingsbesur etoadvisethetransport
companyand thehotd of changes. Early arrivalsgeneraly cause more panic than late ones.
You mud beat theairport beforethe passengerscan possbly be out o the customershdl.
Experiencewill tell you how longit takesfor passengersto appear out o thecusomshdl at
your airport after the aircraft has landed. If you are able to have an airside pass then you
should bein the customs hdl assistingand greeting passengers. In some airportsthisisnot
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adlowed because d security concernsandint hi scase you must positionyoursdf immediately
outsde the cusomshall.

PrepareY our df

e Remember that you mever get a second chance to nmake a first impresson. Your
appearancedat theairport should thusbe highly professond.

e Youshould beclean, neat, and very wel groomed.

e Youshouldbewearingabadgewhichidentifiesyouasthecfficid incharged your clients
(it reassuresthat you are not jugt any old locd, you are the right professond.)

e Your clothesshould beimmeaculatein termsd being clean, pressed, and ingood repair.
If you can wear a uniform this isidea asit dso helpsyou to be eesily recognised and
trusted.

e If youhaveachoiced clothingthen think whet being"well dressed” means. It meansthat
you should bewearing somethingwhich issuitablefor the job in hand.

Insomepartsd South Asi a anairport representative would bevery suitablydressedif wearing
asari, or for menashirt and tie, incompany colours. However, in other areas, whereasmall
boat transfer direct toaresort beachisinvolved,thi s would be highlyimpractica. Inthi scase
shortsfor men, or asmplecotton skirt for ladies, may be suitable, worn with a neat tee shirt
bearing the company name and logo. The colour d your clothesisimportant as you should
be easy to recognise. At any airport in the region you can see hundredsd peoplewearing
smilar clothes. Try to be different and tell your wholesders how to describeyou to clients
("our |adieswear emerald green like your baggagelabels' iseasy to spot and to remember).

What Other Equipment doyou Need?
At theairport, you need to have thefallowing ready for use:

badge,

uniform on you,
greetingboard,

namelist,

clipboard and pen,

mobile phone or phonecard or coins,
tipsor voucher for porters,
trangport voucher,

hotel voucher,

wecome packs and/or gifts,
hotel regigtration cards, and
your amile

o 6 ¢ 6 06 06 06 ¢ 0 o o o
Y

When you identify your passenger s?

Greet them cheerfully, and briefly wel comethem, and tick them off onyour list (securityand
status for them). Ask themtowait in the place you havechosen to assemble your groupwhile
you gether up others. If you find that you have mssed someone ask the airport information
sarviceto announce:

named missing passenge,

named tour group,

placearrived from,

eedly identifiable mesting point, and

ensurethisannounceniént is {t the language the passenger speaks.

On rareoccads ons the passenger does not appear. Check with the airlinethat they areinfect
onboardtheflight. If not, thereisno needtowait. If so, then repeat the publicannouncement



and leave awritten note at theinformation point giving adviceto the passenger about how to Tour Operators
catch up with the group. Wait atotal o 30 minutesand then continuewith the transfer. At

al sageskeep the other passengersadvised d the reasonfor thedday. (Thisreassuresthem

that you are doing acareful job.)

Lost or Damaged Baggage

Passengers should have reported lost or damaged baggege in the customs/baggage areas
where theformsfor tracing/replacing the bagscan beobtained from the airlinegtaff. Thisis
whereyour airside passcould havehel ped. Reassurethe passengerswhofed very threstened
byt hi s situation and may becomevery upset, and go back with them to compl etethe necessary
forms Make sure that the airline givesthe passenger copiesd all formsfilled in and that
theseare carefully kept by the dlientsasthey will be requiredfor insurance. Theairlinesare
responsiblefor finding and forwardinglost bagsand fixed ratesd compensationare payable
to helpwith thecost d toiletries, and other essential swhen bagsarelos or ddayed. Offer to
gowith thedient for thi s essential shopping.

L eavingthe ClientsAloneand Signposting

If at any timeyou havetoleaveclientsto attend toanother matter you should dways™ signpog”.

f This means that you do not just disappear but you explain where your are going and why.
Failuretodot hi s leadstoinsecurity amongst the dients. Examplescould be"pleasestay here
I angoingto check on thecoach™or" | will beback in 10 minutes| am going to he pwith that
damaged bag'.

When yau have al the passengers, and dl their baés are accounted for, you should lead the

group to the vehicle holding the wed come notice high so that they can fallow you through a

' crowd. Gosteadily, sothat al can keep up, andtalk tothe passengersin awed comingmanner

about their journey etc. Take care when crossing roads. Before boarding the vehicleensure

' that each person checksthat his onn bags havebeen loaded. Theloadingwill usudly bedone

" by portersor the driver but they cannot be expected to know whaose bags arewhose. Before

¢ moving off welcome the group again, saying your nameclearly and checking the number of
passengerspresent istill correct.

hivingtotheHotd

Introducethe driver, sy again the name d the hotd and tell the group the approximate
drivingtimeto get there. During the transfer give some bas cinformationsuch as:

Thelocal time now,
e Explainthelocal currency and where money can be changed,
¢ Weather/climate, and
o Explainthe next event on their programme.

Avoid the temptation to talk non stop for your clients are tired. However, your could give
somegenerd informationabout theroute, if you havetime. If thetransferislong enough, the
groupislargeandif the hotel hasbeen helpfulinthi s matter, you maey beabletogiveout hotel
registration cards, and even room keys on the transfer. This saves the long wait and queues
in the lobby. The best hotels are keen to ensure that the ddlay isminimal, and that alarge
group does not clutter up their lobby for too long. If you have donethi s then you must give
the completed cardsto reception on arrival. If you do not havethekeystheclientscan give
the cardsto exchange for a key. If you have room numbersyou should take your lig to the
portersand ask clientsto identify their bags You can chalk the room number on the begs
and theddlivery processcan start. Good porterswill obvioudydoal | th's for themsalves, but
atactful, gentle, "training"” from you will speed everything up for your guestsin alesswdl
organised hotd.

Now your clientsare on their way to their rooms, but your job istill not over. You should
ensurethat you haveacopy of the roominglist with room numberson it, and you should wait
for about 15 minutes from when the lagt clients arrived in their rooms If there are any
complaints(“wedid not get the seaview we paid for," or,"there is no cot for ow baby")thi s is
when they .willbe mogt eesily resolved. After thistime, if all isdtill quiet, youcan go. Hereis
achecklist to help you to remember all this.



Managerial Practices in * Arrival Transfer Checklist

Tourism-1

o Check roominglist with hotel
a Cadlairline forETA
a Beingoodtime
a Check whereaboutsadf vehicle
a Bein best positionwith nameboard
a Goairside if possible
a Rendezvouswith clients
a Smile
e Helpwith portersand tip same
a Ensureall pax and bags present before moving off
a Signpost if leavingclients
a Install clientsin vehicle
a Smile, repeat welcome
a Statejourneytimeand mileage
e Commenton route
e Start tour selling process
e Statenextitem on programme
‘@ Collect airticketsfor reconfirmation of onward sector
e If time, handout registration cardsand keys
e Onamval goahead toreception
e Activateporters
e Seeall clientstorooms (smile)
e Waittill all isquiet
e Depart
Departure Transfers
Thedeparting experienced aclientiscrucial for your company's image. Departure transfer
for your clientsisto be handled very professiondly. Like the arrival transfer it starts some
daysbeforehand.Within 72 hours after amval al scheduledseatsfor the next sector should
be reconfirmed. This meansthat you should have gathered up all the tickets and done this
for your clients. BEWARE. There are just a few airlines which have different requirements
such as"reconfirmwithin 72 hoursof departure” and failureto comply can lose clientstheir
seats. Get to know your local situation. Y ou are supposed to be the professiond.
Each and every client must be advised in writingoneday before o their flight timeand date
and pickup time fromthe hotel. Thiscan be achieved by putting a notice on the tour notice
board, or youcan leavealetter for each client with reception. (If yeu do not put thisin writing
there isarisk that a client who missestheflight can blame you.) Detailsof any departure tax
payable should be included. Once again, you need to reconfirm transport and voucher
arrangementswith the transport company and double check that there is no changeto the
flighttime. Y ou need to establish how long before departure clients should pay, their extra
bills at reception. Computerised hotels can usudly cope just before departure unless the
group isvery large, but some properties prefer thisto be done and right before.
On departure day follow the departure transfer checklist given below which is essentialy
the sameasfor the arrival transfer. Remember that the customers needs are the same. He
or she may again be nervousand unsure but has now cometo trust you and should be easier
todirect.
Missing Passengers

% Very occasionally you will have a passenger who does not appear for the departure transfer

You should call hisroom check the hotel restaurant or pool areas and ask the hotel staff and



your other guedtsif they know where he can be. If all thisfails, tolocate him you should leave

amessageinwritingfor him at reception telling him how to catch up with the group and get
totheairport.

On arrival at the airport you should tell the airlinethat you are missng one person so that
they can be prepared to helpwith alate andflustered passenger. If theclientisan adult there
is no need for you to be concerned with the consequencesd overdtaying vises or missing
flightsPROVIDED that you have done everything to ensure he wastold what he ought to be
* doing. (and that you can provewhat you did.)

DepartureTransfer Checklist

Brief clientsinwritingand in advance
Brief hotel and portersto be ready
Beat hotel early
AsK receptionif everyone has paid extras
Gather up clients, phone roomsd those who do not appear
Load bags (Each client to confirm)
Remind clients:
e to pay extras

e toreturnkeys
e toempty safedeposits
e to have passportsand ticketsin hand luggege
L oad passengers
Depart for airport
On routeexplain procedureat airport
Explainwheat facilities there are airside (toilets? post office ? duty-free?bar ? care ?
Drive ascloseas possibleto check inarea

Before leaving buswish them a safe and happy journey home and that they will come
back soon. Sound asifyou meanit.

At saying goodbye some passengers may offer smal tips and gifts. Thank for these but
. NEVER solicit them.

Ass g with getting porters/trolleys
Asss with check in pracedures/airport tax paying etc.

e O e & O

Escort to security and passport control
When all have gone airside you can leave but not before
If thereisadelay before the clients have gone airside you are still responsiblefor them.

e o 0 0 o

2210 OTHER IMPORTANT |ISSUES

Tourismisavery senditiveindustry asif deal swith peopleand their holidays. We havealready
mentioned in the preceding sectionsvarious aspects necessary for makingthe customer fedl
comfortable. However, certai n other aspectsshould aso be taken into account.

1) A tour operator company must manageitsfinanceswel and you mugt takeinto account
theissuesmentionedin Units14, 18, 19, 20, & 21.

2) A tour operator, besides having proper product knowledge, must also have a proper
understanding about the functioning and role o each organisation (likeairline, hotel,
surface transport, Govt. departments sach as Archaeologica Survey, Ministry of
Environment, etc.). He or she should aso analyse the options available and work out
contingency plans.

Tour Operators

It is advisable that tour
oper ator ssign
contracts With their
principal suppliersas
well asclients
regarding theservices
damagestobe claimed,
area of jurisdiction in
case Of legal cases etc
Thetour operators
must consult their
lawyersand
representativebody in
thisregard



Managerial Practices in 3 The manager as wdl as the employeesin atour operator company should aways be

Tomoibn-) prepared to react to any sudden development (strikes, health problems, political
upheaval, non-availability of hotelsor airlineseats, etc.). In such situations, on the spot
decision making isrequiredto offer solutions.

4) Increasing use o technology has considerably changed the nature o operations
management. However, computers, fax machinesand eventelephonesysemsalso keep

breaking down (e.g. power cutsetc.). Hence, it isimportant that the company shouldaso
train the employeesin manual systemas it cormes handy in timesof crigs.

5) Market research, market segmentation, understanding the tourist markets, tourist
profiles, etc. are essential for achievingsuccessin businessand a tour operator must pay
considerableattentionon these aspects. Besides, proper linkages have to be established
with principal suppliers. Preparingattractive brochures, participationin travel martsand
travel conventions help the tour operator in increasing business. Many tour operators
are dso goingfor direct selling to the consumers by putting advertisementsin the print
aswdl aselectronicmedia

Check Your Progress - 4

1) Howasamanager would you instruct your employeeto receiveagroup o touristsat the
airport?

..................................................
...................................................
-------------------------------------------------

..................................................

...................................................
..................................................
..................................................
...................................................

.................................................

2211 LET Us suMm uP

In this Unit, we have familiarised you with certain details regarding the management and

day-to-day functionsin a tour operator company. It is essential for a tour operator to first

gain knowledge about the market conditions and then acquire product knowledge. The Unit

. aso dedlt with.certain aspects like preparing vouchers, caring for customers, business

correspondence, briefings, etc. which at the surface may appear to you as somethingtrivid

but you must remember that these are dl vitd issues as far ,as customer satisfaction is

_ concerned and cannat be taken lightly in aservice industry like tourism. These are equdly

2% important for managers, supervisory saff aswdl asemployees. Y ou should also onceagain
read UnitNe.14 o TS-1.



22.12 ANSWERS TO CHECK YOUR PROGRESS Tour Operaiors
EXERCISES

Check Your Progress-1

1) Theserequirementshave been deatt with in Sec.22.2.
2) Youcan packageatour only after attainingproduct knowledge. See Sec22.3.

Check Your Progress-2

1) SeeSec.224

2) In a compstitive situation, you can survive only by providing quality service to your
customersor elseyou mey loseyour business

Check Your Progress-3

1) InSx22.7, wehavementioned how tohandlebusi ness correspondencein a professional
way. Such an exerciseincreasesthe reputation of your company, tellstheclient that you
mean businessand would handle everythingas per their satifaction.

2) Thewok d thetour operator does not end by packaging and sdllingtoursbut atour -
operator has to aso ensure asmooth functioning o the tour. Hence, it is necessary to
give proper briefingsto all concerned. InSub-s5c.22.8.1, we havediscussed thebriefings
to begivento the escorts/tour guides.

Check Your Progress-4

1) Readtherelevant paragrdphs in Sec.22.9 for your answer.

2) Theweay you wdcomeagroup on arrival, inthesame way you haveto take care about
departures d 0. Thefirstimpressonisawaysimportant but equalyimportantisthelast
i npressi onwhich you aregivingat thetime of departure. Read the rdevant paragraphs
in Sec.22,9 for your answvers.
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6)
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Departmentd Tourism, Governmentd India

RULESFOR RECOGNITION AS APPROVED TOUR OPERATOR\W THEFFECT
FROM 641992

The amsand objectivesd the scheme for recognitionshall be to promote tourismin
India. Thisisavoluntary schemeopen to dl bonafide tour operators.

Definition: A Tour Operator Organisation is one which makes arrangements for
transport, accommodation, sightseei ng, entertainmentand other tourismrel atedservices
for tourists.

Al applicationsfor recognition shal be addressed to the Director General o Tourism,
Transport Bhawan, No. 1, Parliament Street, New Delhi - 110001

Thefdlowingconditionsmust befulfilled by the Tour Operator for grant o recognition
by Department o Tourism:

i) Theapplicationfor grant o recognitionshal be in the prescribed form.

ii) TheTour Operator should have aminimum paid-upcapital o Rs. 100 lakh duly
supported by thelatest auditedbalancesheet/Chartered Accountant'scertificate.

ili) Theturn-overintermsd foreignexchangeor Indian rupeesby thefirm frém tour
operation only should be a minimum o Rs 500 lakhs duly supported by
Chartered Accountant's certificate.

ivy TheTour Operator hasan officeunder thecharged afull time member d their
gaff, who is adequately trained/experienced in matters regarding transport,
accommodation, currency, customs regulations and general information about
travel and tourism related services.

v)  TheTour Operator should have been in operationfor aminimum period of one
year before thedated gpplication.

vi) The Tour Operator will have to be income tax assessee and should have filed
Income Tax return for the current assessment year.
The recognition as Approved Tour Operator once granted shall continue unless
withdrawnsubject totheir continuancein thisbusinessand their submitting therequisite
annual return of Income Tax and other particulars.

The Tour Operator will be required to pay a non-refundableone timefeed Rs. 1,000/-
whileapplyingor therecognition. Thefeewill be made payableto the Pay and Accounts
Officer,Department of Tourismin theformd aBank Draft. Thefeefor recognitiond

each Branch Officewill be Rs. 5001-.

Recognition will be granted to the Headquarters Office o Tour Operators, Branch
Officeawill be approved aongwith the HeadquartersOffice or subsequently, provided
the particularsof the Branch Offices are submitted to Department of Tourism and
accepted by it.

The decison of the Department d Tourism, Government o India, in the matter o

recognitionshall befind. The Governmentd India may, in their discretion, refuseto .,

recognise any firm or withdrawlwithhol dat any timerecogniti onal ready grantedwithout
assigningany reason.

Tour Operator granted recognitionshall be entitled.to suchincentivesand concessions
as may be granted by Government from time to time and shall abide by the termsand
conditionsof recognition as prescribed fromtimetotimeby the Department of Tourism,
Governmentd India.



1)
2

3

4)

5
6)

Application Form for Recognition asapproeved Tour Operator

Name and addressdf Head Officeand Branch Offices.

Nature of thefirm and the year when the firm was registered or commenced business,
with documentary proof.

Name o Directors/Partners, etc. Thedetailsd ther interests, if any, in other business
mey aso beindicated.

Give particularsd gaff employed, their qualifications, experience, sdlary and length o
service with thefirm.

Name d Bankers (Please attach areference from your bankers).

Name d Auditors. A baance-sheet and Profit and Loss statement pertaining to tour
operation business, as prescribed under Company Law, mus be submitted by each
applicant. These audited statements should be in respect of your establishment for the
last completed financid year or for the calendar year immediately precedingthedate of
submission of your application. Alsofurnish detailsdf your turnover in the following
Statement:

Nameand particular sof the Tour Operator concer ned

a) Paid up capital ' f) Fixed assets (excluding intangible assets)
b) Loans g) Investment

i) Secured h) Current Assets

ii) Unsecured
0) Resarves 1) Intangible assets
d) Current Liabilitiesand provison
e) Total j) Totd

NOTES

)
8)
9

i) Reservesshouldincludebaance d Profit and Loss Account and would exclude
taxation reserve.

ii) Current ligbilitiesand provisonswould includetaxation reserve.

i) Currents assetswould include sundry debts, loans and advances, cash and bank
baance.

iv) Intangible assets would include goodwill, preliminary expenses, tenancy and
businessrights, deferred revenue expenditure, accumulated loss, et ~ .

Copy d acknowledgement certificate in respect o Income Tax return for the current
assessmentyear should be enclosed.

Whether any other activities are undertaken by thefirmbesidesTour Operation.

Member o International Travel Organisations.

100 a) Givedetalsof volume o tourigt treffic handles upto the date of application

showingforeign and inter:} tourist trafficseparately. Pleasesubmit acertificate
from Chartered Accountant. This certificateshould show the recei ptsfrom tour
operation only duringthefinancial year or thecalendar year immediately preced-
ingthedated submisson of yoar gpplication.

b) Clientable: Special tourist groupshandled, if any, their size, frequency, etc.

o) Stepstakentopromotedomestictourist traffic and detailsof thegroupshandled,
if any.
d) Specid programmes, if any, arrangedfor foreign tourists.

Tour Operators °



Managerial p Tactices in 11) Number d Conferenceshandled, if any, and the total number of passengersfor such
Tourism-1 Conferenceswith detailsd locations, etc.

12) Number of incentivetourshandled.

13 Pleaseenclose a Demand Draft of Rs. 1,0001- for Head @fice and Rs. 500/- for each
Branch @i e asfeefor recognition and mentionthe D.D. No., date and amountin this
column,

Signature of Prop./Partner/Managing Director

Rubber Stamp o the firm, -



