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230 OBJECTIVES

After reading this Unit you will beableto:

a know the procedurefor setting up atravel agency,
a understandthe managerial rolesin atravel agency,

a learnhow thevariousconceptsand functionsaf management areappliedintravel agency
business, and

a know about theskillsrequiredin managing and handling travel agency operations.

’

231 INTRODUCTION

A travel agencyisa” Onestop" shop. The minute atraveller/tourist thinksof extensivetrave,
heor shethinksof atravel agency. A travel agent has to therefore, add vaueto thecompany
and to the traveller. A Travel Manager specialises in "packaging” the required services.
Practicallyall travel agenciesin Indiaare owned by private entrepreneursand the scope for
Setting up an agency isgredt.

This Unit familiarises you with the operations of a travel agency dong with the required
manageria functions. It aso tellsyou how 3 set up and manageyour own ageacy. The Unit
dsomentionsabout the approval slike IATA, DOT, RB1 as wdl as some of thebenefitsgiven
by Government to travel industry. Tius Unit is useful for both, managers as wdl as
employees.

232 TRAVEL AGENCY

A travel agency is the link between the traveller/tourist on the one side and the principal
supplier i.e. airline, hotel, tourist and transport operator etc. on the other. It surviveson
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Managerial Practices in earning commissioﬁs_for travel services rendered to public on behdf of the principa
Tourism-1 suppliérs.

s The World Tourism Organisation (WTO), which isan Organisation under the aggisof the
United nationshaspredicted that theworld-wideTravel Industrywill doubleinsize on Dollar
terms over the next 10 years as by 2010 AD nearly a billion people a year will be making
International trips. Asstandardsd living rise around theworld and doubleincomefamilies
increase, there will be higher disposable incomes which means more money for pleasure
travel. Some 212 million jobs world-widedepend indirectly or directly on tourism Industry
and it will riseto 338 millionin 10 years as per the WTO. It generates$35 trillionor 6% d
theworld GDPin gross output. All thisdemonstratesthat the potential of thisIndustry is
enormous.

A travel agency onthe one hand booksair tickets, arrangesfor facilitation, bookshotel, plans
tours and itinerariesand even arrangesforeign exchange and insurance cover (See Unit-13
of TS-1and Unit-28d TS-2). Ontheother hand, it channelis€s businesstotheairlines, hotels,
transport operators, etc. and it is for this service that commissionsare paid (varying in
percentage) on the total amount o thevalued theticket, hotel room charges, etc.

233 MANAGEMENT TASKS

Like any other organisation if you intend to set up and manage a travel agency business
professionally you must apply the management conceptsand functions not only in planning
but alsoin operations. The managementtasksin atravel agency arerelated to the natureof
business operationsand the servicesoffered. The primeroledf travel agency isto provide
the purchase df travd to the customersat aconvenient location. It isat theselocationsthat
thetravel agenciesact asbooking agentsfor airlines, railways,road or water transport, hotels
and/or package tours. They also provide certain ancillary serviceslike travel insurance,
foreign exchange, traveller cheques, procuring of visas and other travel documentation,
permits, airport transfers, custom clearancesetc. A travel agency aso acts like a travel
consultant providing consultancy on issueslike:

a Whento travel and where?

a Howtotravel?
a Whereto stay or do shopping, €c.?
e Information regardingrules, regulations, safety, etc.

However, such consultancy is possible only after understanding the customerswants and
attitudes. Thisrolehasto be performedimpartially by the travel agency in order togive the
best to the customer.

Travel agenciesareclassified in variousways The distinctionscan be made on the basisdof
their membershipslike that of IATA (International Air Transport Association), PATA
(Pacific Area Travel Association), ASTA (American Society of Travel Agents), ABTA
(Associationof BritishTravel Agents), WATA (WorldAssociationof Travel Agents), UFTA
(Universal Federation of Travel Agents Association) or TAAI (Travel AgentsAssociation
of India). Besidesthese recognitions they can aso be distinguished by the type of business
they arein or the serviceswhich they offer.

The operations and managerial tasksin atravel agency vary according to the nature o the
businiess. However, certain managerial tasksand management functionscan be commonto
al and they emergeout of the job description.

233.1 AcquiringProduct Knowledge

Unlessa manager acquires product knowledge, it is difficult to be successful intravel agency
business. Thisis more so true because most of the travel agencies are small family run
businesses with owners acting as managers and employing little staff. The managers
themselvesshonld have a sound produgt knowledgein order to guideand direct their staff.
This is applicable for both outbound aswelt asdomestic'travel. A travel agency staff et



havefull knowledgeabout: Travel Agencies
A) Dedinations.

climatic conditions,

political situations,

special eventsand public holidays,

customs, cultureand cnisine of country/destination,
major attractions,

health and other hazards,

currency exchange rates,

trave regulationsand documents, and
accommodationfacilities, etc.

Airlines.
reservation system,

o
~

Product knowledge can be obtained
fromavariety of sources. Itisequally
flight schedules, useful for tour operators also.

fares,
typesof aeroplanes,

route operations,

servicesoffered on board, and
connecting flights, etc.

C) Airports
e timings,

‘o facilities,

e *customand security regulations,

® taxes, and

e distancesfrom city, etc.

D) Surface(Rail and Road) and Water Transport:
time tables,
connections,

[ ]
([ J
e faresand car rentds,
e facilities,

L]

reservationsystemsand procedures.
E) Other Agects
® packagetours,

excursions, and

e special interest tours, etc.
F)  Principal Suppliers.

Image and financia standing,
servicesoffered,
quaity of service, and

commissionsoffered, etc.
L332 Managinglnformation

Product knowledgeis acquired through information which the travel agency collectsfrom -
varioussources. Thisinformationisstoredby thetravel agency andit needsconstant updating
to meet thecustomer needs. While providing information tothecustomer syou mustensure
that it iscurrent information. The sourcesoi informationfor atravel agency include:

_33..
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computer information systems producedfor the trade,
brochuresand newsbulletinsd principal suppliers,
News papers,

televison programmes,

documentary films,

travel trade magazines,

current affairsmagazines,

familiarizationtrips, and

travel advisories.

As a manager you must be wdl informed and there should be constant exchange o
informati onbetween you and your employees. You a so have to ensure proper information
storingand updating mechanism in your organisation. This could befilling, storing dataon
computers,or both. Besi deseveryonein theorgani sation mugt strictly ensurethat any change,
addition, withdrawal, etc. hasto beimmediately taken note of without any timelag.

2333 EnsuringInfrastructureand Support Services

The management must ensuretheavailabilityd required infrastructureand support systems.
For example:
telephones,

fax,
electronicmail,
photocopiers, and
computers, etc.

These are essential communi cationequipmentsin a travel agency which are needed for:
requesting information,

receivinginformation,

confirmations,and

°

°

e makingreservations,

°

e trausmitting informationto clients.

Proper use d communication technology savestime, reduces costs and thus contributesto
the profitability of the agency. Having trained staff for operating them and regular
maintenance d the equipment are other managerial tasks. Not only thisbut thestaff should
be trained for maintaining records (Activity Report) o the messages and notes thus
exchanged.

SL.No. Fax Activity Report Customer File No.

1) Date

2) | Numberto

'3) Number form

4) Number of Pages

5) Length of sending time

6) Transmission states

Remarks:




Similarly, the management should provide for filing systems, stationery, office supplies, Travel Agencies
necessary countersand office space arrangements, display aress, etc. Besides, common

materiasin any office use like photocopy paper, toner, envel opes, files, etc. a travel agency

needs certain specificmaterial for work efficiency and asamplelistin providedin Table-1.

Table-1

Display Area
Characteristics
Letterheads
® Visible
Promotional materials/brochures easy to get at
Client files/booking record forms ® nellyarmang
Agency stamp/validator clean and bright
: @ update matertials,
Business cards ® posters,
. brochures, give
Vouchers/Miscellaneous Charges Orders (MCOs) aways, pricelists,
L ) . maps etc,
Airline Tickets

Re-validation stickers

Credit Card Charge Forms (UCCCFs)

Credit Card Validators

. Agency Invoices/Billheads

Luggage labels

Ticket Wallets

Itenary forms

Compliments slips, etc.

L

These are consumableitemsand if sufficient quantitiesare not there operational problems
will keep emerging. It isyour job not only to ensureavailabilityd suchitems but alsoto:

o determiningtheir usage,

e maintain stock levels, and

® reorder purchases, etc.

Specification
Price
Stock Levd
[ Reorder I
» E 1 3
Quotations
{ Issue “ Select Supplier
v
Store
\
Cheek .
Shoek Levels ]_thase Orde ]
r Y
Recetve
Check
an.ljly and Quantity
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Stock Record

Sl Stock Opening |Quantity Date |Quantity Date | Balance| Stock | Reorder
No.| Description | Balance| - = = =~ . . Level  |Quantity
: Received Issued to be

maintain

! ed

1) | Letterheads 1,000 2,000 15.3.96 2,500 | 30.5.96 500 2,000 1500
2) | Ticket Wallets| 1,000 | 5000 | 20396 | 3500 | 1696 | 2500 | 2500 NIL
3)
4)
5)

Certain other important tasks have been dedlt with in different Sections o this Unit.
However, it must be noted that the basic management concepts o planning, organising,
directingand controllingareessentia in travel agency businessand shouldbesuitably applied
as per requirements. Whether it isthe tasksd planning itenaries, ticketing, reservations,
dedling with principa suppliers, marketing and sales or deciding on further expangion, the
management conceptsared much use. Similaly certain issues discussed in Lhi t-22 (like
caringfor customers, etc.) are equaly ussful in travel agency operations.

Check Your Progress-1

1) Discusstheservices provided by atravel agency.

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

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

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

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

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

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

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

234 SETTING UP A TRAVEL AGENCY

For setting up atravel agency one hasto take into account the following aspects:

¢ Infrastructural and financid requirements,

¢ Approvasfrom concerned bodies,

a Recognitionsfrom principa suppliers, and
e Incentives and benefits.




I n the following Sub-sectionswe discussthese aspects. Trec) Ageneion

23.4.1 Infrastructural and Financial Requirements

For starting a new businessin this area the capital requirementsare not very high. The
requirementsin thisregard require investment for thefollowing:

Buying or hiringd officespace,

Officefurnitureand furnishings,

Communication equipments(like fax, telephone, xerox, computers, etc.),
Saariesfor the staff, and

Officematerials(likefiles, labels, promotional brochures, | etterheads, etc.)

Thesecapital requirementsare not too high and because of thiswefind anumber of persons
entering thisbusiness. (for raisingfundsto meet capital requirementssee Units2, 14 and 21):

Whileformulating the business plan or project report for starting the travel agency business

an important point to be considered isthe location of the agency. Most of thetravel agents

have their officesin big citieswith branchesin small towns. In small townsa so peoplehave

been setting up their own travel agencies. Travel agents competefor businessin the area

where they arelocated. Hence, while deciding on the location of your office you should

ensure that it is in the market place with close access to business or industry centres, g |
ingtitutionsand their offices, or aneighbowhood o residentswhotravel alot. Hence, some :
on the spot surveysare required for decidingthelocation.

23.4.2 Approvalsby Concerned Bodies

A travel agency requires certain approvasfor carrying the businessand in this regard an
approval from the International Air Trangport Association (IATA) which is the World
Organisationd Scheduled Airlines, isvery useful. IATA hasworked out International fares
and ratesand uniformtransportati on documents (airlineticketsand airway hills) tofacilitate
thecarriaged passengersand cargoworld-wide. An | ATA approved Passenger Sales’/Agent
isan Agent whoiscapabled receivingcommissionson International Air Travel documents.
Thiscommission is paid only to approved Agents.

To apply for IATA approval, an application hasto be submitted, by filling out the requisite
forms, and sent to Seaetary, Agency Investigation, Panel No. 3(AIP-9). In thisregard the
following aspectsare checked:

Ability to generateand procure air passenger transportation,

Professional standing,

Financial status,

Business premises, and

Staff abiity and experience

A final inspectionisheld and theapprovalisgiven by IATA.. Itisworthmentioninghere that
dl IATA Agentsget 9% commissionon International air ticketsand 6% on domesticairline
tickets. Payment hasto be made fortnightly to the airlines. A good manager must, ensure
adequacy of capital employed. If credit is given to special clieats, cash rotation must be
managed so as not to default and inviiz sirictures and eventual lossof IATA approval.

23.43 Recognition and Licences

A travel agency must seek recognitionfromthe Department of Tourism (DOT), Gover nment
of India and aso take licences from the principal supplierslike, the airlines and Resrve
Bank d India along with recognition from the hotels. This is necessary for earning
commissionson the businesscarried out.



M anagerial Practicesin
Tourism-1

Department of Tourism

TheDepartment of Tourism,Gover nment of | ndia hasset certainrules for giving recognition
toatrave agency andit givesaonetimeapproval. Thisrecognitionisgiventothoseagencies
only who have beenin operationfor a least oneyear. TheDepartment's requirementsin this
regard are mentioned in Appendix-1.

Resawe Bank of I ndia Licence

Inorder toreceiveand deposit foreign exchangeearned, with aBank the agency should have
a Restricted Money Changer's Licence (RLM-3) and proper returnsmust befiled with the
ReseweBank o India everyfortnight. Accordingtoexisting regulations,Indian Airlineshas
dollar faresforforeign touristsand there areincentives given by the Government for foreign
exchange earning, so this licence and record is very important to register your foreign
exchange earnings.

Hotel Recognition

Onceatravel agency isrecognised by the Department of Tourism, mogt hotel s(whether they
are 5-Star, 4-Star, 3-Star or Budget) and leading hotel chains will automaticaly give
commission on business handled by a travel agency. The Department of Tourism's
recognition givescreditability tothetravel agency. It givesastandingin the Industry and the
hotelsfedl reassured that their billswll be paid. Depending upon the volume df business,
hotel smay give10% commisson and credit and sometimeseven an over-riding commission.
At timesspecid ratesare negotiated kegping in view the volumed business. A good trave
manager must know the art of negotiating special rates so asto maximise revenue.

Atrave agemcy should a soestablishlinkageswithtour operators, touri st transport operators,
tourist cargo operators, etc, dongwith getting recognised by the ralways and statetourism
development corporations.

2344 |ncentivesand Benefits

TheGovernment o Indiagives certainincentivesand benefitsto the tourismindustry and a
person intendingto set up atravel agency should be awared such benefits. For example:

e Financid benefitsare avalable under Section 80HHD tothetravel agents. Under this
50% of earning profitsin foreignexchangearefreed incometax and the other 50% are
asotax freeif they are ploughedhack into the development o tourism.

e The Department of Tourism gives prizes for various categoriesd travel agenciesfor
foreignexchangeearnings. Thisis an honour that acts as an incentiveto boost foreign

exchange earnings by the travel agency.

e TheTourism Finance Corporation of India gives|oans to personsfor setting up travel
agencies.

e The Department of Tourism, Government of hdia providesbrochures, tourism rel ated
data, etc. to travel agenciesfor promoationa purposes.

e TheDepartment of Tourism, Government of India also providesassistanceto thetravel
agencies for participation in tourism fairs, travel marts, and in officia promotiona
delegations.Generaly such assitance isprovidedthroughthe Travel AgentsAssociation
of India(TAAI) anditisadvisablethat travel agenciesshouldbecomemembersaf TAAI
(see Unit-5d TS-1).

From timeto time certain other incentivesare given by the Government of Indiaaswell as
the state tourism departmentsand atravel agency manager should keep track of these.

235 LANGUAGE, TERMS AND ABBREVIATIONS

Certaintermsand abbreviationsareusedin tpletra\/el agency businessa ongwith thephonetic .
aphabet. Generdly it is the staff which usesthem in day to day operationsbt it is equaty



essential for a manager to be familiar with them. In the fol.lowii:g Sub- sections we are going
to deal with some of them.

2351 PhoneticAlphabet

Travel agency staff spend alot of timeon the telephone. Often we are dealing with cracking
lines and with people whose accent is unfamiliar. In these unfavourable circumstanceswe
are often trying to dictate, or to hear referencenumbers on which somebody's travel plans
depend. Inorder that there should beless confusion, and moreclarity, youwill hear people
usingaphonetical phabet. Thenamesgiven toeachl etter havebeen specialychosen because

.they don't sound like much else and there islittle scopefor error. The system is known as
the Phonetic Alphabet.

ThePhoneticAlphabet isameansdf giving correct information suchasaclient's detailswith
a much reduced possibility of error. By giving namesto each letter of the alphabet it is
possible to relay infor mation accur ately. Practiceusing the Phonetic Alphabet as often as
possibleso that you becometotally familiarwith itsapplication. The aphabet isasfollows

ALPHA = A

BRAVO = B Example:

CHARLIE = C Thefollowing dient's name and addressneedsto

DELTA D be transmitted accurately:

ECHO E

FOXTROT F ‘;C&Bsmg

GOLF = G New Y ork

HOTEL = H . . . .

INDIA _ 1 ;Jlsllng.thephonetlcalpahbet it will begivenin the

JULIET = J ofowing 1y

KILO = K juliet, oscar, hotel, november.

LIMA - L bravo, romeo, oscar, whisky, november.

MIKE = M

NOVEMBER = N sierra,india, h:ma‘, victor, echo, romeo.
delta, romeo, india, Vvictor, echo.

OSCAR = o]

PAPA = P november, echo, whisky.

QUEBEC = Q yankee, oscar, romeo, kilo.

ROMEO = R

SIERRA = S

TANGO = T

UNIFORM = U

VICTOR = \Y

WHISKY = w

XRAY ' X

YANKEE = Y

ZUKU = Z

2352 Travd Agency Terss
Some of theimportant termsused in travel agency business are given in this Sub-section.

BOOKING or RESERVATION: This is a seat/room or other serviceto be provided to a
traveller or hotel guest, at somefuture date or time.

When areservationis made, it is a promise to provide theclient with an agreed product or
servicefor which theclient promiseste pay.

Travel Agencles
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Reservati onsﬁﬂ contain details of the client's name, address and the type d serviceto be
provided. Thiscould be an airline seat, a hotel room, ameal in a restaurant, etc.

OPTION: An option, or more correctly, an optional bookingisa reservationwhich isheld
for afixed lengthdf timeonly and at theend o that timeit must be CONFIRMED and paid
for, or cancelled. Alwaysbe sure to establish whether reservationsare CONFIRMED or
OPTIONAL.

CONFIRMATION: Thisisa clear statement, which ensuresthat the service to be provided
isheld firmly availableand will be paidfor.

OVERBOOKING: Overbookingoccurswhenahotel sellsmoreroomsthanit hasavailable
or an airlinesellsmore seats than those that actualy exist on aflight.

INDUSTRY PRINCIPAL. Anindustry principal can be described asa primary provider of
savice, such asan airline.

DELUXE HOTEL: A hotd with the highest standardsof servicesand facilities.
TOURISTHOTEL: A hotel whichisin thelower price range.

RESORT HOTEL: A hotel which mainly catersfor holiday makers, and which containsa
highlevd o lelsurefacilitieswithinits complex

DOUBLE ROOM: A roomfor two peoplewith onedouble bed.
TWIN ROOM: A room for one person.

SINGLE ROOM: A rcomfor one person.
1
HOTEL RATE The pricescharged by ahotel for the varioustypesd roomson offer.

RACK RATE The hotel rate charged to someonewho just enquiries (no special prices).

FULL BOARD or AMERICAN PLAN: A hotd rate which includes accommodation and
three meals.

HALF BOARD or MODIFIED AMERICAN PLAN: A hotel rate which includes
accommodeation, breakfast and either lunch or dinner.

CONTINENTAL PLAN or BED AND BREAKFAST: A hotel rate which includes
accommodationand breakfast only. N

EUROPEAN PLAN: A room only (no medls).

CHECK-IN: At an airport,apassenger 'checks-in' when hel shegoesthroughtheformdlities
required to board an aircraft.

A hotel guest ‘checks-in' when he/she registers with the hotel reception. This involves
completinga registration card which givesdetail sabout the guest.

CHECK-OUT: Thesearetheformalitieswhich a hotel guest undertakesbefore departure.
There is usudly a latest time by which check-out should be completed on departure day.
After thistimeanother nightsrate becomes payable.

CANCELLATION FEE: Thisistheamount to be paid by a passenger or guest who cancels
or failsto useareservedflight or accommodation. Cancellationfeesare usualy only payable
when either |last minute notice or no noticeisgiven.

COMMISSION: Amount paid to atravel agent by airlinesand other suppliersdf services
for thesaled air transportationor other services.

DESTINATION: The placetowhich apersonistravelling.
ORIGIN: The placefrom which a personistraveling.

FARE: Theamount to be paidfor transportation.



HIGH (PEAK)SEASON: Thisisthetimed year when ratesare thehighest. It isnormaly
thetimed year when tourist numbersare high. Low season is, of course the opposite, and
Shoulder season falls between these two.

INCLUSIVE TOUR: Thisis a complete package which includes transfers, transport, and
accommodation. Other services may aso beincluded fromtimetotime.

ALL INCLUSIVEARRANGEMENTS: It isimportant to be aware that thereisa new style
of holiday wherethe client paysafixed pricefor the usua inclusive arrangementsBUT also
for such things as unlimited drinksand snacks and use d sportsequipment or other services.
Thesearrangementsl ead to dmost cashlessholidaysand are only availableat sel ected resort
hotels. They must not be confused with Inclusive Tours.

53 Abbreviations

Listed bdow are common abbreviationsused in the travel and tourism business. Thelistis
not exhaudtive and you will come across many more in your daily routine. Study and learn
them until they becomefamiliar to you.

ACK ACKNOWLEDGE

ADV ADVISE

ADVR ADVISERATE

AGT TRAVEL AGENT

ALTN ALTERNATIVE

ARR ARRIVAL

ASAP ASSOON AS POSSIBLE

AUTH AUTHORISE

CHTR CHARTER

CHD CHILD

CFY CLARIFY

COMM RATE  COMMISSION RATE

COND CONDITIONAL

DAPO DO ALL POSSIBLE

DBLB DOUBLE ROOM WITHBATH
DBLN DOUBLE ROOM WITHOUT BATH
DBLS DOUBLE ROOM WITH SHOWER
DEP DEPARTURE

ETA ESTIMATEDTIME OFARRIVAL
ETD ESTIMATED TIME OF DEPARTURE
FIT FREE INDEPENDENT TRAVELLER
FLT FLIGHT

GIT GROUP INCLUSIVETOUR

HTL HOTEL ACCOMMODATION
INTL INTERNATIONAL

KK CONFIRMING

MAAS MEET AND ASSIST

NBR NUMBER

NN NEED (REPLY REQUIRED)
NTBA NAME TO BEADVISED

ow ONE WAY

PAX/PSGR PASSENGER (HOTEL GUEST)
PNR PASSENGER NAME RECOK.>
PTA PREPAID TICKET ADVICE

REQ REQUEST

Travel Agencies
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RES RESERVATION

RFD REFUND

RR RECONFIRMED

SGLB SINGLE ROOM WITH BATH
SGLN SINGLE ROOM WITHOUT BATH
SGLS . SINGLEROOM WTHSHOWER
SKED SCHEDULE

S SOLD

TKT TICKET

TOTL TOTAL

VIP - VERY IMPORTANT PASSENGER
XX CANCEL REQUEST

Theabovelisted abbreviationsare merdy asampled thosethat exist. A full list can befound
in the published IATA - AIRIMP PASSENGER. You should refer to this document for
further study.

Check Your Progress-2

1) Why should Phonetic alphabet be used?

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

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

236 OPERATIONS MANAGEMENT

A wdl established travel agency would have various Departments such as, Ticketing
(International and Domestic), Tours (including outbound and Domestic), Facilitation and
Allied Services, Conferences, etc. Each d these departmentsfunctions as a separate unit
though it draws support from the others. A good manager must know how to run each of
these units. 1t isaso essentid for tourism professionasto be aware of these aspectsassuch
knowledgehe psin dealingwith other organisations. | n Unit-15, whiledealingwith operations
management, we had given the example of travel agency operations. In the following
Sub-sectionswe will give you certain other rlevant informationin thisregard.:



261 Tickeing

Bookingand issuingticketsisa major operation o thetrave agency. Itisessential for travel
agency employeesto have knowledgeabout Air travel in theinternational aswel asdomestic
sectors.” Besidesticketing this knowledgecoversa variety o other aspectslike reservation
systems, faresand theclassdf travel, regul ationsrel ated to baggage, forbiddenitems, special
passengers, passports, visasand health, use o travel directoriesand hotel index, etc. A travel
agency manager or an employeemust know thevariousproceduresrelatedtothese -pects.

1)

2)

You are dready familiar with LATA’s functions. LATA divides the world into 3
geographic regions referred to as TRAFFIC CONFERENCE (or TC) areas. The
followingmap showsthe TC areas1,2 and 3

2=

You need to now which area each couatry/city isin. For example, the following cities
will comeunder the zonesmentionedin front of them and you can do asimilar exercise
in relation to other citiesalso: v

New York: TC-1
Rome: TC-2
Delhi: TC-3
HongKong: TC-3.

Y ou haveto knowwhich country & cityisin order to carry out thisexercise. Makeahabit
of learningasmany city locations(on amap) asyou can. It willhelpyou. Each timeyour
hear of a new place find out whereit isand in which TC areasit lies. Gradually your
geography will improve. Don't worry, travel agentsdl over theworld havetolearnthis.
Weareall terribleat Geography whenwestart, but must becomean expert very quickly.

Y ou can seethat you need accessto agood, up to date, palitical atlas, for your everyday
work. (A Political atlasisonewhich showscitiesand bordersdearly.) Ensurethat your
officehasone. Besides, every airline publishesamap of itsoperational routesand agood
travel agent must have accesstothem. Y ou should alsoensurethat out of date materials
(Think about Rhodesia, Ceylon, East Pakistan, and cities like Leningrad, Sdisbury,
Peking and how their nameshave changed) are not used.- If you usethewrongnameyou
will probably not be ableto find an up to date fare or timetable, but itisaso helpful to
be aware of the old namesassometimesolder clientsdo use them.

Fares, 4 asses and Other Services

Airlinefarescan be divided into Normal faresand Special fares.

, Travel Agencies
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Example 30 kg, J class
SYD-NAD (Sydney,
Anstralia to Nadi, Fiji)
connecting to 15kg.
NAD-SUV (Nadi-Suva
Fijian domestic service)
the passenger would be
allowed to carry his 30
kg. thraughout. € is
not expected to unload
25 kg, &t Nadi airport.

Normd fares havefew restrictions. They dlow travel on any day d theweek that there

* isasarviceand changes, cancellations and refundscan be madewithout pendlty.

SPECIAL faresarelower than norma faresand therewill be restrictionsconcerningthe
datesd flights, thelengthd stay and, especialy, refunds, cancdllations, and changesto
thetimingswill be restricted or totally forbidden.

You ey be awarethat mogt airlinesoffer three classesdf serviceon their international
flights,and a o that theseare referred to by codeswhich are;

FIRST CLASS (CODE-For P)
BUSINESSCLASS(CODE-Cor J)
ECONOMY CLASS(CODE-Y)

Not every airlineoffersall classeson dl flights.

Asyou would expect the higher theclassthebetter the comfort, space, and facilities the
passenger receives on board. Some airlines even provide specia luxury lounges for
departing passengersd t he higher classeswherethey can wait in comfort. For example,
British Airways at London gives itsarrivingFirst classpassengers the opportunityto have
ashower and breskfast while clothesare pressed beforeleaving theairport.

OF coursenoned thisisfree. Thepassengersin thehigher classeshave paid muchhigher
fares o they expect much better facilities. When you ar eselling a mor eexpensivefare
you will need to explain in detail to the client what extra he or sheisgetting for the
money. Learn about these specia services as passengers are prepared to buy higher
classes o travd if there is a good reason, and that means more commission for your
agency.

Note that many airlinesgive their higher classesd service"Brand' names. So British
Airways has"Club World, Cathay Pacific has "Marco Polo" class, Virgin Atlantic hes
"Upper Class' and soon.

The other mgor difference between the classesis the amount o baggage a client is
alowed to carry with h mor her within thefare

Y ou need to learn these dlowancesand be sureto advise passengersaccordingly:

FIRST CLASS passengersare dlowed 40 kg. of checked baggage.
BUSINESSCLASS passengersare dlowed 30 kg. o checked baggage.
ECONOMY CLASS passengersare dlowed 20 kg. o checked baggage,

You should note that a baggage allowance belongs to a seat. This meansthat a child,
paying a50% fare, for his own seat, getsafull baggage dlowancefor theclassin which
heistravelling,and not ahdf dlowance. Equally,aninfant,paying10% but not receiving
hisown seat, thereforedoesnot get abaggagedlowance.

On certain routesthe baggage dlowanceismoregenerous, and ison apiece (PC) basis.
Thedlowancesare then IPCfor Y class, 2PC for Jdlassand 3PCfor Fdass. Thereare
maximum sizesfor each bag which are the sum o the height, plusthe length, plusthe
width d the bag, expressedin ems. Asthesemeasurements are quitegenerousthey are
usudly o littleconcernto travdlers. (Theairlinescan adviseif you need precisehdp.)

The piecesysem operateson most routesbetween TG 1 and TG 2.

There are some exceptions to the above dlowances. Short journeys between idands
usi ng seaplanesor light aircraft, or, for example, the helicopter services between JFK
(John Kennedy) airport at NYC (New Y ork) and the city centre heliport (on top d a
skyscraper!) may have smdler allowancesfor technica reasons. However where a
passenger has a connection to an internationa flight the airlinewill agreeto carry the
weight dlowance d theinternational sector.

I nadditionto checked baggegeapassenger isdlowed tocarry hand luggage. Thisshould
be one bag, weighing not morethan 5kg. in al classes. Many passengerstry to takefar
too much hand luggage. As a responsibleagent you should discouragethisasit is
unsafe. Intheevent o an accident passengerscould not escapedueto al the baggage.



Thankfully meny airlineshave very firm policiesin this regard. Sorr.\ekextra thingsare
alowed however, these include:

WHEELCHAIR OR BABY BUGGY for passcngcrfbaby provided these are
fully collapsible.

WALKING STICK or UMBRELLA.

BOOKSsaufficient for the journey.

CAMERA and reasonable quantity o film.

BABY FOOD and NAPPIES (diapers) for baby passenger.

OVERCOAT or BLANKET.

Laptop computersare not specifically mentioned but areincreasingly permittedin the
cabin in addition to hand luggage.

Some peoplewill wish to travel with more luggage than is permitted under their free
dlowanceslisted above. Airlinesare not obliged to carry thisexcess baggage, however
they will often do so a a price. The baggageisweighed, the free alowance deducted,
and theclient must then pay theEXCESSBAGGA GECHARGESwhicharecal culated
toaformula Your need to learn thisformula

Excessbaggage paysone per cent (1% )of the Fir st class oneway fareper excesskilo or
part kilo.

* Notethat thisapplieswhichever class the passenger istravelingin himself and it can be

more expensiveto pay for a few extrakilosthan for the wholed an economy air ticket
onsomeroutes. Letswork out the excess baggage charges payable by such client:

Y discount fare paid by client USD 600

Full C fareon route USD 1500
Full F fare on route USD 2000
Checked Baggage weighs 26.4 kg.

TheY classalowanceis20 kg, thereforeif the excess baggage weight is 6.4 kg.
the calculationlookslikethis: 2000 divided by 100 = 20 USD per kg. excessx 7
= 140 USD to pay. Hence, dwaysmention ¢his to your clients

You are also supposed to inform your client about the forbidden items like weapons
and ammunition, explosives, gas containers, offensve material, live creatures,
radioactivematerialsand labor atory specimenssuch aswet acid batteriesand cor rosive
materials.

Many airlinesare able to offer help to passengerswho specially need it. Some d your
clientsmay bein these categories:

small babiesand young children with parents,

unaccompaniedyoung children,

physicaly challenged (disabled) people,

sick people,

very important Peopleor commercidly important people,

pregnant women,

first time travellerswith no foreign language kills.

You must informyour clientsabout these. Let uslook at these groupsone by one.

Babiesand Young Children: Babies (Infantsunder 2 year scodeINF, or now | N) travel
a 10% faresand do not receive aseat or a baggage dlowance o their own. They must
normally travel in the parents’ arms. Huawever some flights have skycots which can be
pre-booked and which dlow the child to be put down. Mogt airlineswill have a supply
d powdered milk and disposable nappies on board. Thereis rarely-any privacy for

Travel Agencjes
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breast feedingd babii. Children (under 12 code CHD or now, CH) have aseat of their
omn and pay 50% fare. Many airlinesoffer children's meds, and have Smple toyssuch
ascrayonsand paper to keep the childrenamused. Someeven have children'sclubsfor
thosewho trave often enough.

Unaccompanied Minors (Code UM) isthe name given to younggterstravelingwithout
an adult. Theairlinestreat them like a rather vauable parcel and requirethemtobe
sgned for al dongtheroute. Such children are often vary sophidticated travellerswho
commutearound theworld to schoal or to join travelling expatriateparents. Sometimes
they are going to stay with rdatives doro'ad and arelessexperienced. Airlinesarevery
good a handling them and parents despatching a young person to far fl ug cornersd

theworld find the experience much moreworrying than the child himsdf does.

Physically Challenged (Disabled) People are not a problem provided that the airlines
are advised in advance of the nature of the disability. For exampleis awhedchar
needed? and can the personwak a al? or dothey need to becarried to their seat? The
arlines man consideration will be how to evacuate the passenger in case d an

emergency.

Sick People are more difficult for airlines who do not wigh to carry anyone who may
become more ill as a result o the journey or who may infect other passengers. If a
passenger isill a doctor'scertificatewill be requiredby theairlineand theairlinemay
also insist that a doctor or nurse accompaniesthe passenger on the journey at the
passenger's expense.

Very Important and Commer cially Important People (VIP and CIP) are those people
who need specia handling because they have some senstive Situation around them.
Usudly there isa security implication for the airlines who must aways be concerned
about sAfety.

[

A VIPislikedy to be aminister, a president, a revolutionary,a religiousleader, or even
apop star who mey bemobbed a theairport. Theairlineneedsto know from the agent
who the per sonisand why they areimportant in order to arrange special security.

CIPs are peoplewho are capabled bringing much busnessto acountry or toacarrier,
because they areveary frequent fliersthemsdvesor arein a positionto buy alot of seats
for others(For example, the British tour operator Thomson Holidaysa onecarriesmore
than 1 million Britonsabroad by air per year. Their Chairmaniscertainly aCIP). If you
are bookinga CIPtdl theairline, they will arrangespecid hospitaity when they think it
isappropriate.

Pregnant Women: It isgenerdly regarded asinadvissbleto travd withinthefirgt three
monthsdf pregnancy, dthoughmeny womendoso. From thethird totheseventh month
there is no problem, but arlines do not wish to carry women after the 28th wesk d
pregnancy, in casethereisa problem, or the stressd flyi ng causesbirth on theflight.

Adoctor's certificateof theexpected dateof confinement will bereq'uiredbyall pregnant
women makingreservations.

VeyInexperiencedTravelers Someenlightenedairlinesdorecognise that elderly, first
timetravellers, and thosewith langaugeand literacy problemscanfind trave terrifying.
It isworth getting to know which airlines of fer specia services and advising your-clients
to usethem. For example, British Airwaysat Heathrow will providelanguage assitance
and a meet and greet service for passengers with these problems arriving from BA
services from the Indian sub-continent. Keep your ears open for other examples o

-excedllent practiceand useyour knowledgeto help your clients.

Special Meals: Medson aircraft are provided within thefare. The higher the dlassd
travel the moreluxuriousthe menu and the greater the choice. However, some people
have dietary requirementswhich need attention. A good travel agent will always ask
clientsif they have any special requests and reay these to the airline at the time of
booking. Availablespecial requestsfall intotwo categories.

iy Religious Diets: Theworld has many religionsand no airlinecan possbly cater
exadtly for dl o them. However, they can be broadly grouped so that peopleare



not offended by what is served. Y ou should be aware d the mgor provisons of
as mary religiousdietsas possible.

Almost nobody is offended by a vegetarian menu so it is good standby for those
with very complexreligiousrequirements. Furthermore,vegetablesseemtostand
up to the airline cooking methods vaery wel so the medls can be more palatable
than meat which may have becomedry or rubbery, and mary meet eaters have
learnedto request vegetarianfood whenflying. On shorter routes choicemay be
restricted.

ii) Health Menus. These are dietswhich are prepared without certain ingredients

3)

which would be dangerous to the passenger. Personal didikesare not the reason
for requestingthese. As mentionedearlier children's menuscan a sobe provided.
All these menus must be requested at thetimed booking. Not all airlinescan
provideal | the variationsbut many can if you ask.

Y oushould note that whilst it may be unusud to takeyour own food on a planeit
is not forbidden (provided thefood does not offend othersby itssmedll). Soif you
have a passenger with a problemdiet, suggest this.

Travel Documentation: A vita part of passenger briefingisadvising passengers
on internationa journeys about the documentation they require. It is the
passenger’s responsibility to obtain the correct documents, but it is the trave

*« agent's jobtogiveall necessaryadvice(andto beableto provethat theright advice
wasgiven). Some travel agenciesoffer documentation servicesa so.

A good source o referencefor thisisthe ABC Guideto International Travd.
Amongst other useful information, in this guide there is invauable help on
passports, visssand health.

a) Pasyports. Pleasecheck

a that your passenger hasa passport, and of which nationdity,
a thatitisnot out of date,

a thencheckif it isvaidfor dl the countrieshe or shewishestogoto.

b) Visas Evenif you haveafull passport you do not necessarily have permisson
toenter another country. Many nationsimposethe need to gpply for avisaas
wel. In some cases the visss are very dow or diicult to get, and some
countries will refuse with no apparent reason. For these reasons clients
should beadvised not to make any bookingswhich cannot be chauged until
they havea visafor each placetobevisited.

¢) Hedlth Precautions, All countries offer some forms o hedth hazards to
travellers and a good travel agent will advise on the correct precautions.
Detailed advicecan befoundin the'same ABC Guidetolnternational Travd.

Y oushould be awarethat all health mattersfor travellersfall intotwo sections:

i) Compulsory Vaccinations (without a certificate the traveller mey not
enter the country concerned) and

ii) Advisable precautionswhich are not enforced but which are for the
travellersown good.

Compulsory precautionsare usudly wdl documented but a good travel
agent will seek out the othersand advisetheclient. Althoughno onelikes
injections the diseasesare worse. Y ou should find out where travellers
cangoareato havetravel vazccinations done deanly and at what cost.
Necessary vaccinations commonly include:
Polio
Typhoid
*cuow fever
Cholera
HepatitisA and B
Meningitis

. Plague
Diphtheria

Trave Agencies

Roman Catholic- No meat
on Fridays

Muslim (Halal)- No pork
Seventh Day Adventist - No
pork

Jewish (K osher)- No pork
Hindu- Nobed

Buddhist -NO meat

Lacto Veégetarian - No meat
on ethnic grounds but will
use dairy products

Vegan « No animal products
of any sort.

Note: You should collect as
many other examples asyou
can.

Saltfree - (kidneyor
heart
trouble)

Fat low/free- (liver Or heart)

Cholesterol- low/free

Sugar flee - (diabetic)

Glutenfree- (coeliac
diszase)

Nut free - (allergic
reaction)
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(Small pox is theoretically eradicated but some countriesimply that they
need vaccinationagaingt it. Check with Embassies).

Tabletsare needed against malariad several different types.

iit) Other Health Condderations. Travel agents should give comprehensive
health adviceto passengers. Thismay includesuch thingsasavoidingtoo
muchsun,notd r i i gthelocal water insomeplaces, or of likely hazards
which could rangefrom dealingwith blistersand altitude sickness (trek-
kers) tostingingcoral, or cora cuts(beach holidaysinthelndian Ocean).

It may begoodto adviseclientstocarry apersona medical kit of preferred
productsfor minor aillments, sterilising tabletsfor suspect drinkingwater,
and akit containingsteriledressings, surgical sutures and needlesfor use
in emergency. Notraveller cantaketherisk of AIDSfrom dirty medical
equipment. (Needles must travel in checked baggage or customs will
think they have caught adrug user.) Y ou should a sofind out wherethese
kits can be obtained locally. Some airlinesand travel agencies actualy
sell sealed and prepacked kitsin certain countries.

PuhblicHalidays: Y our jobistoensurethat all your clientsarewdl briefed,
and it iswiseto helpthemtoavoid holiday, or at least to makeaconscious
decision about them.

The ABC Guideto International travel can help again.

4) Usingthe ABC and Other Trave Directories

For youtofunctionefficientlyinthetravel businessyou need to beableto givecustomers
information. The information on airline schedules'is of particular importance. All
airlines publish their own schedules o flights. However, to avoid having to keep
schedul esfor each and every airline, travel agentsalso useone of thetwo comprehensive
guides which has information on all airlines timetables. There are two such large
publications:

a ABCWorld AirwaysGuide, and

a Official Airlines Guide(OAG)

These guides are availableworldwide and are updated on a monthly basis. You must
always ensur ethat you ar eusingthecur rent edition and you must befamiliar with their
layout and how to usethem efficiently. The Official Airline Guide is normally used in
North, Central and South America. However,the ABC World AinvaysGuideistheone
which ismost commonly used in Asia, Europe and Africa. We wiill deal withit in detail.

a) IATA Codes

Thelnternational Air Transport Association (IATA) hasdeveloped athreeletter
coding system for major citiesand airports of the world. There are number of
reasons for this, the most important being that there are many places with the
same or similar namesand errors could occur. However, each placehasits own
different 3letter code.

It isnot necessary tolearn these codeshy heart at once asyou can dwaysrefer to
them in either the ABC World AirwaysGuide or the Air Passenger Tariff.
However, listed below are the three letter codes for some airports of the South
Asiaregion. With regular use of such codes, you will become more familiar and
will rewgnise the ones most commonly used instantly. Y ou shouldtry tolearn as
many asyou can by remembering each new one asyou come acrossit.

COUNTRY AIRPORT IATA CODE
BANGLADESH DHAKA DAC
BHUTAN PARO PBH
INDIA DELHI DEL
MALDIVES MALE MLE
NEPAL KATHMANDU KTM

SRI LANKA COLOMBO CMB
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b) Usingthe ARC

TheABC World Airways Guidecomesin twovolumes. Thefirst volumehassome
general information and schedul esfrom citiesbelongingwith A toM. Thesecond
volumegivesschedulesfrom citiesN to Z. It aso has other informationsuch as
car hire directory arid rates and an airline feature section. It aso has each
airport/city having a 3 letter code and each airline a 2 letter code, called a
designator. The ABC wiill give airline designator codes and airport codes in
aphabetical order. The ABC dso containsan instruction section on how to read
the ABC. You should refer to thissectionif you are in doubt.

When you need to use the ABC, it isimportant to know the layout of the information
containedinit. Itispresentedinlogica format and dwaysfollowsthat format. Hereis
an exampled how the ABC islaid out.

vaidity Daysd Flight ' Stops
From To service Dep.  Arr. No. Acft.  Class
From NAME OF CITY OF ORIGIN NAME OF COUNTRY (IATA CODE)

Apt. (Thissectiongivesdetailsd theairport or airportsd the city of origin.)

Str. (Thissectiongivesdetailsd ground transportationavailableto and form the airport.
It dso detail scheck-in-times.)

Destinationcity Local timeof Local time Flight Aircraft Qassof  Stops
Detailslimitations departure of arrival number type service if any
on schedule.

Theschedulearelaid out in alphabetical order starting with the city of departure. This
city will appear in bold typeface. Theword 'From' isplaced beforethedty. Thecountry
name and the |ATA threeletter code will follow the departure city's name. Thusif you
arelooking up flightsleaving Malein the ABC, the information will appear as follows:

From MALE Republicd® Madives(MLE)

Thenext heading is APT which standsfor airport. Thissection givesinformationon the
airport nameor names(for citieswhich areserved by morethanoneairport), thedistance
from the city centre, the check-in times by which passengers usng the airport must
present themsealves, and detailsof transportationavailablefrom theairport to thecity.

Onceyou havefound the airport from which a client wishes to travel, the next thing to
doistofind thecity towhich he/she wishestotravel. Thesearecalledarrival citiesand
arelisted in a phabetical order below the city of departure. They arewrittenin medium
typefaceand are followed by thethree | etter city code.

After finding the departure and arrival cities, al you have to do is look for the flight
scheduleslinking one to the other. The ABC lists al scheduled direct flights plus a
number of transfer connections(which would mean aflight change) between the city of
departure and the destination. Theflightsconnectingthetwolocationsarelistedintime
order using the 24 hour clock system. The flights are shown on one line and give the
departure and arrival timesfor theflight.

Onceyou havefound theflight schedulesfor the sel ected routingyou seed to check that
the flight is operating on the date the passenger wants to take the flight. This
informationwill appear in a column beforetheflight time. It iswritten in date format
and shows the dates the flight operates. If no date appearsit meanstheflight operates
for the duration o the published guide. The ABC asoindicatesthe daysd the wesk
flights operate. Thisinformation is given by numbering the days of the week. For
example,1 = Monday, 2 = Tuesday, and so on.

Under the columns Dept. and Arr. the timesgiven arethelocal timesd departure dnd
thelocal timedf arrival at the city o destination. A threeletter airport code may also
appear if the destination city hasmore than one airport.

The next columntobereferred toistheFlight No.column. Thiscolumngivestheairline
code followed by the flight number. Airline codes are two letter codesfor the airline
flying the particular route. Y ou do not have to memorise these codes as they are given
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Tickets ar c accountable
documentsandt hey must
be stored securely. Tr avel
agentsare responsible for
(he cost of any
transportation
uvndertaken with such
tickets. |f these tickets
fall into (he W ONg hands,
trave can be taken by an
unauthorised per son and
t he agency will be hil | ed
for that travel. Tickets
and validators must be
locked away and should
only be issued by those
stafl authorised to d0 so.

inthe ABC World Airways Guides. Informationisaso given on thetypeof aircraft that

will fly theroute, thedassd service availableon board and the number o intermediate
stopsmadeen routefromonecity toanother. Hereisanexampled how theinformation

isgiven:

Validity Daysd Flight
From To Service Dep Arr No Acft. Class Stops
MALE COLOMBOSri Lanka (CMB)
Dec. 1 Jan. 31 1357 0800 0830 ULI101 310 Y 0
12345 0930 1000 UL 103 737 Y 0

6)

Minimum ConnectingTimes

The ABCWorld Airways Guide d so detailson Minimum ConnectingTimes (MCT). A
minimum connecting timeis the time needed by a passenger to nake a trander from .
one flight to another to complete his/her itinerary. It is important that you give
customer sthisinformation so that they can meet connecting flights when necessary.

The time needed to get from one aircraft on its arriva to the next is expressed as a
minimumamount of time. OF courseif you have dow or elderly passengersyou should
dlow moretimeby booki ng alater onward flight.

When you book connecting flightsand dlow the minimum connecting time, or longer,

and the passenger misses the second flight, the airline which brought him to the
connecting point will accept the blame and arrange onward travel, or pey for a hotel

overnight for thepassenger affected. However,if you, theagent, undercuttheconnecting
time, and the passenger misses theflight, then the extraexpenseswiill be your company's
respongbiity! Don't doit! (If you book throughoned the CRS-computer reservetions
sysem then the MCTs arebuilt in for you).

You are aware that the timings differ as per the world time zones. Time calculations
world over are based on Greenwich Mean Time and theinternationa date oppositeit.

Arrangingand Checking AirlineTickets

Airline ticketsissued for travel are very important documents. They are evidence of .
contracts made between passengers and carriers (note, not between agent and
passengers). The passenger isgiven the ticket upon payment & money. Thisticket will
specify all the necessary detailsd the passenger, the itinerary, the datesd travd, the.
dassd travel and the farewhich hasbeen paid.

All ticketsmust be completed accur ately and with great care. If passenger ticketsare
incorrectly completed it can cause problemsfor the passenger and may result in aloss
tothetrave agent. The International Air Trangport Association (IATA) publishesa
Ticketing Handbook which should be consulted if you arein doubt.

Fully licensed IATA trave agents hold stocksd blank tickets for the various airlines.
Thosewhich useCRS (Computer Reservation System), hold stocksd universd tickets
whichcan be usedfor ay IATA airline. When aticketissold by afull IATA agency the
arlinewill pay thefull commissonrate. Thiscan vary but isusualy %6 o thefare.

Sometravel agenciesdo not havean |ATA licencebut can il sdll tickets. They haveto
obtain ticketsfrom an airlineor fromafull IATA Agency. Because they have not held
theticket stock the gaff have not calculated thefareor written on the blank ticket. This
work hasbeen donedsawhere. However,if youwork inanon |ATA officeyoumud il
be ableto check that what your partner company hasdoneiscorrect asit isyour client,
and nat theirsanditisyour responsibiity to careabout for cusomers. Whereticketissue
isdoneby another organi sationyou will split commission and mey earn around4 or 5%
d thefare.

Airline Ticket Format

When aticketscomesout d the safeit lookslikeabook d coupons. Each eoupon has
afunction. Every airlineticket will have thefollowing:



Audit coupon — Thisis for the accountsdepartment of the particular airline. Itistaken
out when theticket isissued and attached to a sales report.

F |it coupons — These are dso for theairline. There is onefor each sector that the
passenger will fly. Thecorrect coupon isextracted from the ticket when the passenger
checksin at theairport andisexchangedfor aboardingcard/pass. TicketscomeasTWO
or FOUR coupon'booklets' and whereapassenger needsto usemorethanone"booklet"
then tickets containing the same number of coupons are used. For example, if a

passenger made reservations for a 6 sector journey then two four coupon tickets would
be issued and not one four coupon and one two coupon. The two remaining coupons
would bevoided to prevent their use.

Agent coupon — Thisisfor the agent's records. 1t isremoved when theticket isissued
to the passenger (or to you by the issuing office).

Passenger coupon — Thisisfor the passenger. It detailstheitinerary, thedatesand times
d travel and the amount o money paid for the ticket and isdl| that isleft of the ticket
when the journey iscomplete. Businesstravellersoftenrequirethesefor their expense
cams.
Airlinetickets containssuch pre-printed informationas

e conditionsfor the contract,

e detailsd thelimits of the airline's liability,

e reconfirmation requirementsand items which may not be carried on board an
aircraft.

Whenissuing tickets which'are compl eted manually (i.e. tickets not automatically printed
froma Computer ReservationsSystem) EVERY ONESHOULD:

useonly BLOCK CAPITAL LETTERS,

makesure that the handwriting isclear and readable,

makesure that theinformationisclear onad| coupons,

useablueor black ball-point penwithafine nib,

writetheticketin English,

never crossout anything on aticket (if amistakeismadeinfilling out aticket cancel
it by writing VOID acrossthe wholeticket and send it back to the airline), and

o neve destroy an airlineticket evenif mistakesare made during completion.

Manua Completionand Checkingdf AirlineTickets

Airlineticketsare best thought of asforms. Eachbox ontheform (ticket) hasstrict rules
about what should be writtenin it and how it should bewritten. Full detailsof each box
areadsogivenin theIATA Ticketinghandbook. Any variation makestheticketsusaess
and you will havea very unhappy customer.

Yau need tolearn exactlywhat'mugt appeer in‘every box. Many agenciesliketheir less
experienced travel agency staff to write aticket on a photocopy sheet first. Then this
work is checked and corrected. Thenit is copied carefully ontoa real ticket for issue.

Thisisagood wey o learning asthereisnot risk and you can makeas many corrections
as you need to.

) Nameof Passenger — Thesurnameiswritten first followed by a‘/” and thefirst
nameor initial of the passenger and then Mr., Mrs, Ms or Missasappropriate.
If the passenger is travelling to a place where someone will not know how to
addresshim or her then it would be hel pful to underlinethe name by which he or
she should be addressed, which is usudly thefamily name.

If wespeak Englishwe know that thispassenger hasafamily named Ahmed and
that heisaman, due tothetitle'™Mr.! However what about aChinesecalled Tan
Ben San. Would we call hi mMr. Tan?, Mr. Ben? or Mr. San? If we have
underlined Tan we know that he should be addressed as Mr. Tan. Remember
that air traved takes peopleto placeswherethings are different. When you book

Traved Agencies

Example:

Nane of Passenger
IAN_BENSAN MR,
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Managerial Practices in the ticket ask that the family namebe underlined. Makeit easy for othersto be
Tourism-1 ascourteoustoyour client asyou would be yourself.

Have alook at thisticket.

FROM/TO PASSENGER TICKET AND BAGGAGE CHECK TSSUED BY ORIGNV/ BOOKINGREFERENCE | _’7 __J_~__ WS
"o [Farec t,:EuA‘ DESTINATION l
]7 A’R‘IND’A SUBECT OF [N THIE TICRET |
= - N - e — —
! | ENDORSEMENTS/RESTRICTIONS PASSENGER ]_ i I
e COUPON f i
Il 1 -
[ NAME OF PASSENGER NOT TRANSFERABLE 1SSUED M EXCHANGE FOR
T ] i _1_ |
X0 | NOT GOOD FCRPASAGE CARNIER |FLIGHT/CLASS DATE |TIME |STATUS|FAREBASIS NOT  |NoT ALLOW | BAGGAGE
VALID | VALW CK UNCK
R BEFORE | AFTER
FROM B KG S WT
TO KG PCS  WT
TO KG PCS  WT
T0 KO PCS  WT
TO TOUR OODE ADDITIQNAL ENDORSEMENT/RESTRICTIONS (CARBON)
EQUIV FAREPD TAX TAX TAX FORM GF PAYMENT
TOTAL FARE CAW
FARE | CPN  AIRLINE CODE  FORM SERIAL NUMBER (X
TOTAL (O 098 4416210319 3 O
i DO NOT MARK OR WRITE IN THE WHITE AREA ABOVE

2) Check the cities from which the' passenger will fly (point of origin) any places
where he must change planes (inter mediate points) and the final destinationin
the column marked 'From.

Example:

x/o NOT GOOD FOR PASSAGE

FROMV
L ONDON Heathrow

TO PARISCharlesde Gaulte
TO GENEVA
TO VOID

Ensure that 'VOID' iswrittenin any box not completed.

Note that many citieshave more than one airport. In this case the name o the
airport towhich the passenger will travel aswell asthe city name must have been
written. If thishasnot been donethen you must ensurethat theitineraryyougive
to your client isvery clear on this matter. At big cities there could be three or
more hours by road between airports. -

3)  Check the maximum baggage allowancewhich can be carried free of chargein
the column marked 'Allow'.

Example:

s S —

52 Or, if workingon a piecesystem, 1PC, 2PC or 3PC
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5)

6)

8)

Ensurethat the correct allowance has been given for your client and ensurethat
you client understandswhat is meant when you brief him. Inexperienced pas-
sengers ar e often shocked by the cost of carrying excess baggage.

The airlines name or two letter TATA code should be inserted in the column
marked 'Carrier'.

ExampleUL (Air Lanka), TG (Thai Airways), QF (Qantas) andit will befollowed
by the flight number and class o service to be provided in the column marked
‘Flight/Class’.

Example

Flight Class

101 Y

Check that theseare theflightswhich you requestedfor your clients.

Some agentsget incentivesfrom airlinesto sall their servicesor to fill seatsat an
anti social time dof day. It will do your reputation nogood to send you client off
inthemiddledf the night just becauseyoucan make more money fromit.

Check thedatesof the flightswhich are written using the followingformat:

Note that there are always 02 digitsin a date, and three letters in the month
abbreviation.

Check the time of departure/departures of flights which are written using the
24-hour system o expressing time. Be very careful where flights depart in the
night. If aflight leavesat 1155 on27 March,it isat lunchtime. 235650n27 March
islateat night. 0055 on 27 Marchisonly an hour later so transfer and check-in
procedureswill be on 27 March.

Notethat timesar ealwaysshown aslocal timesand arrival timesdonot appear

on theticket soyou must alsosupplythem totheclientonanitinerary. Air tickets
show clientswhere they must change planes but they do not show if a planestops
for refueling or to pick up other passengers. Such short stops are a bonus on
daytimeflightsas passengerscan disembark and enjoy duty free shoppingor just
astretch of their legs. However on night flightssuch stopsare anuisanceasthe
deeping passengersmust be awoken and of coursethey add to the journey time.

Information like thisshould be on your itinerary planner.

Check the ‘Status’ column giving details of the reservation. Thiswill have been
written using the following codes:

OK - The seat reservationhasbeen confirmed by theairline.

RQ - The seat reservationhasbeen requested by hasnot been
confirmed by theairline.

NS . - Thiscodeis used to indicate that the passenger
(normally an infant)isnot entitled to aseat on board the
arcraft.

A - Thiscodeis used to indicatethat a certain rulewhich

applied toa particular fare doesnot alow the seat to be
reserved in advance.

If the passenger has RQ or SA on theticket thereisnoguaranteethat he or she

is going to be able to fly on that flight. You must ensure that the passenger
understandsthis.

In the column titled ‘Additional endor sementsand restrictions details of any
restrictions,endorsements, or reimbursementsarewrittenfully. Certain cheaper
fareswill have ruleswhich prevent thetraveller from changingthe reservationsor
havingarefundif heor shecances. You must ensurethat they understand these
restrictionsfully. Some passengersprefer to pay morefor afully flexiblefare(can
be changed) when they understand this.

Travel Agencles

Many cleints have
airlines they
particularly like, or
dislike. Ensure that
they have got
reservations with the
right one.

Date

29 AUG.

05 OCT.

Example:

Time

215

. VOID
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Mistakes made by
another agency are your
responsibility. that is
why your conpany
receives commission.
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10)

11)

12)

13)

14)

Certain Fares Rulesmay indicaterestrictionson the date of flightsto betaken by
travellers. The column'Not Valid Before should be completed to indicate such
dates.

Example:
Couponsnot vaid before
1 2 14MAY 3 4
Couponsnot valid after
1 2 3 4 24 JUNE

The above exampleindicatesthat theflight indicatedin flight coupon 2 may not
betaken before May 14 and that theflight indicated in flight coupon 4 may not be
taken after June 24. 1n other words, the passenger can make somedterationsto
hisreservations but he must stay within these parameters.

The'Fare column shows the amount paid for the ticket in the currency o the
country in which the travel gtarts.

Example

Fare
Rs. 8,000/-

The above exampleindicatesthat thefareis Rs. 80001-.

If your company isdealingin discounted faresyou may find that thefare shown
is MORE than the customer has paid. Thisis common but technically wrong.
However, you should never accept aticket which hasafacevaue of LESSthan
the customer has paid. The passenger will soon haveacomplaint.

If taxeshavebeen collected at thetime o payment for theticket, theTax' column
should have been completedindicatingthe currency and the amount collected.

There are severd diierent sorts o tax including departure tax, security tax,
agriculture department tax and others. Each hasacode. A complicatedroute
could involve severa different taxes appearing on one ticket and the client will
question these.

Somecountriescollect departure tax with ticket payment. Thissavesthe clients
havingtoqueueat airportsandfiddlewithlocal currency ondeparture. However,
not d| doso. So aclient travelling LON (London, UK) to LAX (Los Angeles,
USA) toNAD (Nadi, Fiji) ToAKL (Auckland, New Zealand) to SYD (Sydney,
Austrdia) could have hisUK, USA and Australian taxesincluded in his ticket,
but would have to pay Fijian and New Zealand taxesin loca currency a the
respectivedeparture airports. Itisyour jobtoadnseyour client about thisclearly
on theitinerary.

If discounts gpply toaticket the'Ticket Designator’ column should becompleted.

- Thiswillindicate the reason for the discount.

Example

IN - aninfant payingonly a percentagedf the adult fare
CH - achild payingonly 50% of the adult fare, etc.

Check that these are correct for your passengers.

In the Tour Code column information detailing the code of any inclusive tour
should beindicated. If thiscolumnhasbeen completed there should NOT beany
priceshowninthefaressection.

Inthebox, 'Date and Place o Issu€e, theofficid validator of thecompany issuing
theticket should have been used.

Once all the boxesthat are applicableto the journey have been checked against
thefile requesting the reservation your find task istoensurethat | the relevant
information has been clearly and accurately reflected in theitinerary. You must
also ensure that all coupons are clearly legible and contain all the necessary
information for theticket to be accepted by theairlines.



2362 Travd Vouchers

In all travel agencies, sarvicesare ordered from suppliers. Thesesarviceswill be sold on to
the travel agent's customers. If each transaction that takes place between an agency and a
supplier were to be paid for separately, for each and every sarvice provided, for each and
every customer, the amount of paperwork and the amount of cash movingaround, would be
enormous. To cut down on theamount of paperwork and money transactionsbetweenthe
supplier and the agency, asystem has been devised whereby these transactionsare reduced.

Thissyseminvolvesthe preparationd voucherswhichare, in effect, promisesto pay for the
serviceswhich thesupplier of such servicespromisestoprovide. Vouchersareonly accepted
by asupplier if prior arrangementshave been made. By usng avoucher sysem therisksto
staff in handling cash transactions are removed and the number of individua transactions

between the various suppliersof serviceisreduced.

A) Vouchersand Ther Use

Travel agentscan use vouchersfor any number o different services, commonly these will
include:

hotel accommodationand other hotel services,

excursonsand tours,

transfers,

tour guideservices,

restaurant services,

entrancefeesto sitesof interest,

theatretickets,

sportseventstickets.

9 9 9 9 9 9 9 9

By making useof vouchers, transactionsare simplified for d1 concerned. The customerswill
pay the agent for dl services — for example, air transport, rent-a-car and hotel in one
transaction. The agent will ticket theflight and issue vouchersfor the rent-a-car and hotel.
The hotel and rent-a-car agency, once they have served the customer, will send the invoice
for theservices provided to the agency together with the voucher, for payment.

B) ControllingVouchers

By issuingavoucher, theagent authorisesthese-vice supplier to providetheservicesspecified
on the voucher and givesa commitment to pay for thoseservicesat alater date.

By accepfing thevoucher, thesupplier commitsto providetheservicesspecifiedtotheperson
named on thevoucher provided that thevoucher hasbeenvalidated by theagent inthe proper
way. Youmust take greet careaf all vouchersand control their useasfailuretodosocan
result in fraud and financial lossfor your company.

Voucherswill normaly have anumber of copies. Thesewill include:

supplier's copy
customercopy
client’s file copy

e v e o

accounts copy '
The supplier's copy isissued to the supplier in advanceand specifies:

the name o thesupplier,

the named the company issuing the voucher,

the named theperson/s for whom services are requested,
thetype/s of serviceto be provided,

the date the voucher wasissued,

> & QO .

Travel Agencies

The Voucher systemis

for 10 operators,
o e
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= thedatethe servicesareto be provided,
e thecorrect authorisation or validation for the voucher,
e dl restrictionsthat may apply to the particular voucher.

Below isasample of a completed voucher. In the example chosen, the voucher coversthe
provisiondf hotel services. Y oushouldremember that voucherscan beissuedtothesuppliers
o other servicesand not just those provided by hotels.

Service requested: Two doublerooms
with bath Room rate: DBLD US$ 120.00
Tax/service @ 20% US$ 24.00
| Basis: Full board
Number of nights. Three
From: 24/08/95 To: 26/08/95 Total Voucher Value USS$ 864.00 incl.
Validation: Sgned:
Company Validation
Stamp

SAMPLE VOUCHER
ABC WORLD TRAVEL
Td: Voucher:
ISSUEDTO: PrincessHotel |SSUED BY: Abishek
234, Low Street Sales Assistant
Dakha ABC World Travd.

Servicesto be provided
Passenger/client name: Mr. Abinav
Number of Pax: 4

Please provide bear er with servicesdetailed.

Any additional chargesare to be hilled direct to the client and collection o such chargesis
the sole responsibility o your company.

Thetravel agency cannot accept ligbility for chargesfor servicesnot included onthisvoucher.

Because vouchers are security documents, it is very important that you take great carein
completingand issuing them. By issuing avoucher you are committing your company to pay
for the various services detailed in the voucher. Mistakesin filling vouchers can cost your
company money. Vouchers should therefore be accurate and contain all the information
necessary. You must dwaysremember tovalidateall vouchersand havethesignatured the
person authorisedto sign such vouchers on behdf of your company.

When the supplier sends hiscopy of the voucher to your company he will expect to be paid.
He should understand that he will only be paid for what you have agreed he supplies.
Therefore, if avoucher hasbeen amendedby thesupplier it shouldbecomeinvaid. Rigorous
enforcement d thiscould leadto problemsfor clients,so only voucherswhich have been hand
amended (or not amended') WITH A REFERENCE ON THE CLIENT FILEshould be
acceptedfor payment.

C) AirlineVouchers

Specia typesd vouchersare issued for the provisond services offered by airlines (other
than airlineseats). Thesearecalled‘Miscellaneous Char gesOr der s (MCOs). Thesespecial
vouchers, which resembleairlineticketsin their format, canbeissued for any o thefollowing:

¢ excessbaggage charges,
e upgradingto ahigher class,
e car rental,



surface accommodation, Travel Agendes
taxes,

arrangementsfor inclusivetours,

deposits,

refunds,

hotel accommodation,

specia chargesfor incapacitated passengers (ambulances, oxygen, specia equipment,
etc)

e chargesfor reservation changes,
e chargesfor routing changes.

Just like an airline ticket, MCOs will have an audit coupon (for the airline accounts
department), an agent coupon (for the travel agent's records) and a passenger coupon (for
the passenger). Miscdllaneous Charges Orders are not transferable and are vdid for one
year fromdate of issue. Theacceptancedf MCOs isaskilled task and you need to havebeen
fullytrainedin IATA proceduresbeforeyou attemptit. If you havent had thistrainingthen
| acolleaguewho hasbeen trained to hel pyou.

Check Your Progress-3

1) Whatis theimportance of ABC Directory in travel agency business?

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

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

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

237 FINANCES

Moreand moretravel agenciesare adopting Financia Management in their operations. It
is essential for travel agency managers to understand the processes, procedures and
programmesdf financial management. We havediscussed themat great length in Unit-15 of
thiscourse. It should.be remembered that Financid management can succeed only if the
accounting practicesand proceduresare sound. |n atravel agency these practicesinclude:

e Invoice/Receipt,

o Voucher Checks, . _ >
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Balance Shest,

Income Statement,

Proper Pricing,

Cost comparisons,

Profit and LossStatements,
Profitability Analysis,
Budgeting,

Cost Controls, etc.

Besidesthese salesreports (daily, weekly, monthly and annual), sales pr oj ections, working
out commissions and service charges from customers are also to be determined. The
company aso hasto set itsfinancid goalswhich might include increasein profits(in certain
percentage) or reducing expenditure. At the same time these financia goals have to be
determined keepingin view theirimpact on other organisational activitieslike marketingand
sales. Managingfinancesisnot an essy task and that iswhy every organisationrecruitspeople
with accountsand financial backgroundfor carryingout thesejobs. At thesametimecertain
dementary requirementslike the invoice receipt form, the voucher check or a daily sales
report, etc. should be known by the employeesasthey form a part of their day to day duties.
For example, theinvaice isonly areceipt form which provideshasic data needed to prepare
accounting and financial reports. This form is completed whenever there is a financia
transaction,specidly in relationto aclient.

Sample
INVOICE/RECEIPT FORM

Client Pragati Xerox Centre Client No. FOl

Client Phone 7051250 t
Client Address 123 State Street, Denver, CO 33333

Passenger Name Parket, Mr. & Mrs. Prasad Phone 7051250

Transac- Product or Ticket/ Date of City Cost Total
tion No. Service Doc. No. Trip Pair Cost
596 Air Tkt. Prasad RT 0078402970274 12 Jan Del Cal | Rs. 4,000
597 Air Tkt. Mrs. Prasad RT 0078402970275 12Jan Del Cal Rs. 4,000 | -
Rs. 8,000
TOTAL INVOICE _Rs. 8,000
PREVIOUS PAYMENT. __Rs, -do -
BALANCE Rs. 8.000
AMOUNT RECEIVED __ CASH CHECK No. 257Rs._7.500 REMARKS
CREDIT CARD (NAME, NO. & EXP. DATE)
Rs
REFUND Rs. ( )
I/R REFERENCE NUMBER TOTAL CREDITS Rs. 7,500
BALANCEDUE Rs. 50
INSIDE SALESPERSON GP
OUTSIDE SALESPERSON
RECEIVED BY




Once again we emphasise that the students should read Unit-14 again for financial
management and at thesametime acquaint themsel veswiththedetail sd financial operations
mentionedin Units18, 19, 20 and 21 of Block 5 of thiscourse.

23.8 MARKETING

You are already awarethat Marketingisrelated to meeting the consumer needs and wants
and a travel agency hasto pay greater attention on these aspects. |n travel agency business
you comeacrossdifferent type of clientswho havedifferent demands. Thesecan bemet only
if the employeeshave a sound knowledged the productsthey are dealing with.

Promotion and advertising are vita for sellingin travel agency business. For this travel

agenciespreparebrochuresand at timestheseare supplied tothemby the principlesuppliers
aso. But it must be remembered that promotional materialson their own will rarely sell a
product. Infact these aregood aidsin selling, particularly wheretherearegood photographs
andillustrations. Evenwherethe customer hasread all thetextinthebrochurehe or shestill

likesto havethe opinion of alocd, trusted and trained professional,a job which you haveto
perform. While makinga sale you should actively involve the customer in makingadecision
by pointing out the interesting aspectsof the productsand matchingthem with the needsd

the customer. Y ou should also have an alternative suggestion ready should your customer
rejectyour initial offer. Y our effort should be to get your customer's commitment to buy and
this is generdly known as Closing the Sde. Better communication skills and positive
statementshel p you in gettinga commitment but you must follow the goldenrulei.e. tolead
and guidebut never toforce a customer.

Leadingtravel agenciesare making use d mediainabigway for promotion and advertising
purposes. Y ou comeacrossnewspaper advertisementsaswell as T.V. advertisementsinthis
regard. However, not every company can afford this.

A close interaction with the Department of Tourism, Government of Indiais useful for
marketing activities because the department provides assistance to help travel agenciesin
generating businessfromoverseasmarkets. Similarly, membershipdf associationslikeTAAI
and IATO, etc. isalso useful in thisregard. The travel agentsalso participate in different
tourism fares and tourism martslike ITB, Berlin, WTM, London, etc. Recently, tourism
marts havestarted in the domestic sector aso.

Certaininformationregarding marketinghasal ready been provided toyouin Block-6of TS 1
and in Unit-16 of thiscourse. 1n dealing with travel agency businessyou should take note d
theissuesmentioned in these units.

Check Your Progress4

1) Mention theimportant accounting practicesin atravel agency.

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

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

..................................................
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#"ﬁ?gg_i f‘ Practices in 3) What do you understandby travel agency marketing?

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

239 LET US SUM UP

Various aspects related to travel agency management operations and functions were dedlt
with in this Unit. Each o the areas dedlt with is a specialisation in itsef. However, the
essential requirementsin these ar eas have been provided toyou. You must remember that
in travel agency busness attaining product knowledge is essentiad.  Sound knowledge o
geography, ticketingand the various aspectsre ated to that, office procedures, etc. are dso
vitd components. Many atimes peopleset up travel agencies, but fail to satisfy thecustomer
needs. Certaintravel agencieslikeSITA and TCl, etc. even offer sarviceslikecargohandling
and clearing. ThisUnit hasfamiliarised you with manageria tasksaswedll astheskillsneeded
by employeesto handlethe day to day operations in atravel agency.

23.10 ANSWERSTO CHECK YOUR PROGRESSEXERCISES

Check Your Progress-1

1) * Theseincludeair bookings,groundtransport bookings, cargo handling, airport trasnfers,
travel consultancy, etc.

2) Thisisnecessary to carry out your business. You can not sall unlessyou know that you
are sdling. SeeSub-sec. 23.3.1.

Check Your ngmz'

1) SeeSub-sec.23.5.1.
2) SeeSub-sec.234.3.

Check Your Progress-3

1) Read point4d Sub-sec. 23.6.10n page48.

2) Youcannot handleticketingoperationsnor you can supervisethem unlessyou havethis
knowledge.

3) SeeSub-sec.26.3.2,

Check Yeur Progress-4

1) SeeSec.237.

2) Seepage58d Sec. 23.7.
60 3 ReadSec.238.
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Department o Tourism, Governmentd India
Rulesfor Recognition as approved Traved Agacy with Effective from 64192

The aims and objectives d the scheme for recognition shall be to promote tourismin
India. This'is avoluntary scheme open to al bonafide travel agencies.

Definition: A Travel Agency is one which mekes arrangementsd ticketsfor travel by
air, rail, ship, passport, visa, etc. It may aso arrange accommodation, tours,
entertainment and other tourism rel ated sarvices.

All applicationsfor recognitionshal be addressed to the Director General o Tourism,
Transport Bhawan, No. 1, Parliament Street, New Delhi - 110 001

Thefadlowing conditions must befulfilled by the Travel Agency for grant o recognition
by Department o Tourism:

i)  Theapplicationfor grant of recognitionshall bein the prescribed form.

ijy TheTravel Agencyhasa nhni numpaidup capital d Rs. 200 lakh duly supported
by thelatest audited baance sheet/Chartered Accountant's certificate.

iii) TheTravd Agency should beapproved by International Air Transport Associa
tion(IATA) or Generad SdlesAgent (GSA) d an IATA member Airlines.

iv) The Travel Agency has an office under staff, who is adequetely trained/ex-
perienced in matters regarding transport, accommodation, currency, cusoms,
regulationsand genera information about travel and tourism related services.

v) TheTravel Agency hasbeenin operationfor aminimum period o oneyear before
the date df application.

vi) TheTrave Agency isan outcome tax assessee and has filed Income Tax return
for the current assessment year.

TherecognitionasTravel Agency once granted shall continue unlesswithdrawnsubject
to their continuance in thisbusinessand their submitting the requisiteannua return o
IncomeTax and other particulars.

TheTravd Agency will be required to pay a non-refundableone timefee d Rs. 1,000/-
whileagpplyingor therecognition. Thefeewill be made payableto the Pay and Accounts
Officer,Department o Tourismintheform o aBank Draft. Thefeefor recognitiond
each Branch Office will be Rs. 500/-.

Recognition will be granted to the Headquarters Office & Tour Operators, Branch
Officeswill be approved adongwith the HeadquartersOffice or subsequently, provided
the particularsd the Branch Offices are submitted to Department o Tourism and

accepted by it.

The decision of the Department of Tourism, Government o India, in the matter o
recognition shdl befind. The Governmentd India may, in their discretion, refuseto
recognise anyfi rmor withdraw/withhold at any timerecognitional ready granted without
assigning any reason.

Travd Agency granted recognition shall be entitled to such incentives and concessions
as ey be granted by Govemment from time to time and shall abide by the terms and
conditionsdf recognitionasprescribedfrom timetotimeby the Departmentof Tourism,
Government o India.

Travel Agencies
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4)

6)

7)

8
9)
10)
11)

12)

APPLICATIONFORM FOR RECOGNITION ASAPPROVED TRAVEL AGENCY

Name and address & Head Officeand Branch Offices.

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

Name of Directors/Partners, etc. The detailsd their interests, if any, in other business
may also beindicated.

Give particularsof staff employed, their qualifications, experience, salary and length of
semcewith the firm,

Name of Bankers (Pleaseattach areference from your bankers).

Name of Auditors. A balance-sheet and Profit and Loss statement pertaining to tour
operation business, as prescribed under Company Law, must be submitted by each
applicant. These audited statementsshould be in respect of your establishment for the
last compl eted financial year or for the calendar year immediately precedingthe date of
submission of your application. Also furnish detailsof your turnover in the following l
Statement:

Nameand particularsof the Travel Agency concer ned

a) Paid up capital f) Fixed assets(excluding intangible assets)

b) Loans g) Investment |
1) Secured h) Current Assets
i1) Unsecured

C) Reserves i) Intangible assets

d) Current Liabilitiesand provison

€) Total j) Total

NOTES.
i) Reserveswould include balanced Profit and Loss Account and would exclude -
taxation reserve.

ii)  Current liabilitiesand provisonswould includetaxation reserve.

iii) Current assets would include sundry debts, loans and advances, cash and bank
balance.

iv) Intangible assets would include goodwill, preliminary expenses, tenancy and
businessrights, deferred, revenueexpenditure, accumul atedloss, etc.

Copy of acknowledgement certificatein respect of Income Tax return for the current
assessment year should be enclosed.

Whether any other activitiesare undertaken by thefirm besidestravel related activities.

Pleaseindicate the air/shipping/railway ticketing agenciesheld by thefirm.
Pleaseindicate membershipd International Travel Organisations, if any.

Letter of approval of IATA and certificated endorsement for current year should be
enclosed. GSAs of IATA Airlinesshould enclose documentary proof in thisregard.

Please enclose a Demand Draft of Rs. 1,000/- for Head Office and Rs. 500/- for each
Branch Officeasfeefor recognition and mention the Demand Draft number, date and
amountin this column.

Signatured Prop./Partner/Managing Director.

Rubber Stamp of thefirm.



