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270 OBJECTIVES

After studying this Unit, you should he able to:

appreciate the importance of management in tourist transport,
plan and organise the activities of your company,
decide the strategy of marketing, and

understand the variousissues related to transport management.

27.1 INTRODUCTION

According to arecent study done by the Federation of I ndian Chamber sof Commerceone
of themain considerationsof atourist before heor shevisitsatourism destination isthelocal
transport facilities. Transport isone of the major componentsin tourism industry and today
we have tourist transport operators providing necessary transport facilities. As per the
Department of Tourism, Government of India's definition a"Tourist transport Operation
Organisation is one which providies tourist transport like cars, coaches, boats etc. to
tourists for transfers, sightseeings and journies to tourist places, etc.".. Like any other
business, in tourist transport business also, for earning profits through quality service one
must have a basic understanding about management of tourist transport. ThisUnit attempts
tofamiliariseyou with theissuesin tourist transport management i.e. planning, organisation
and marketing of primarily road transport.

27.2 PLANNING

For an average overseas visitor to this country the transport system be it road, rail or ar isa
weak chain in the total package. Railwaysare usually poor in quality and overcrowded, the
airlines are erratic, bad roads and inferior transport vehiclescreate a negativeimage of the
transport system. Beit aforeign tourist or domestic tourist thecommon concernisfor getting
dependable and comfortable transport service. As a transport manager or owner of a
transport company you may not be in position to do much about the condition of roads but
you canassureyour clients better transport facilities. Inorder to providesatisfactory services
itisessentia to learn how to manage your business.efficiently and effectively.

Planningisthefirst step in managingwhatever businessyou do. Y ou havealreadyread about
the meaning, objectives and importance of planning in this course (Unit 6). Here we will
discuss planning in the context of tourist transport. Plaszine ischoosinga cour seof action
and deciding in advancewhatis tobe done, in what sequence,whenand how. In moreformal,
terms planning involves setting the organi sationsgoals and devel oping appropriate policies
and strategies to'achieve the stated goals. In the case of tourist transport planning process
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starts wirh an anatysis ot external environment i.e. market and demand andinternal resources
i.e. financia, manpower, infrastructureetc. o your company. Insmdl firms the planningis
often done by an individud = perhaps, the owner. In the case  companiesa separate
department is engaged in developing effective plans. Let us put in a capsular form some
important pointswhichmeay hel pin preparing the planblue print for your organisation. These
areasfalows

e Deerminingthetarget of the company i.e. thelevd d operations, how many vehidesto
have or which market to cater to, etc.

e An andydsd company's principa resourceslike financid, physicd, human, e.g. how
many drivers, with what skills, how much salariesto be given etc.

o Determining key success requirement d market, i.e. assuring qudity o transport
sarvices.
e Comparisond strengthsand weaknessesd your company with those of competitors.

e Human resourceplanningwithemphasi soninductiontrainingand constant upgradation
d knowledge and information.

e A lig o thosefactors which may influenceyour company's activitieslike linkagesand
business rel ationshi pswith tour operators, hotdls, travel agencies, etc.

In the case d tourist transport management you have to first collect information about the
market demand and the servicesoffered by other tourist transport companies. An andyss
o the collected data may provide you the necessary feedback for setting the target of your
company. |n setting the company’'s god you have to also consider the resourcesat your

disposal.

Man power planning formsan integral part o planning. Depending upon your volume d
businessand thetarget d your companyyou havetodeci deabout desired manpower position.
Through manpower planning management strivesto have the right number o and the right
kinds of people at right places, at the right time to do things which result in both the
organisationand theindividua receiving the maximum of long range benefits.

273 ORGANISATION

Viewedbroadly, organising i ncludestheprovison o physicd facilities, capital and personnel.
Organisation can bedefined astwo or more peopl eworking together in coordinated manner
to achievegroup results. It istheobjectived your company and its resourceswhichidealy
determine the nature and structure d your organisation. Organisation is primarily
responsible for the execution d the plan proposalsand to achievethe stated objectived the
company. Say for example, you run a smal tourist transport company. Your company
operatestaxi, mini buses and busesfor tourists. Total annua turn over of your company is
not more than one crore. Let us now think what structure you need to run your business
profitably. A small office managed by threeto four supervisory staff, to manage thefleet,to
market your servicesand to liason with customersand other organisations. Then comesthe
role of drivers, hieipers and attendantswhich hasto be proportionateto your requirement.

Profitbeingoned tke mgjor considerationsd your company one hasto bevery careful about
therunni ng cost. Somed the mgor costsin transport service are:

Fud,

Repairsand maintenance,

Depreciationand I nterest,

Insurance and Taxes,

Wagesand sdlaries, and

® o o o o o

Miscdlaneousexpenses.

Proper budgeting, control on expenditure and all possible efforts to generate income are
essantial prerequisitesd efficient management.



Another important aspect in organisation is defining and delegating responsibility and
authority. Incased tourigt transport management thiswould include:

e identificationd the mode df transport,
e allocation of duty to driver, cleaner and other supervisory staff defining their dutiesand

responsihilites,
e liaison With variousagencies,
e mantenanced vehides, etc.

Organisation basicaly helpsin achieving the desired god through well coordinated efforts
d variousindividualsor groups. Inorder to get the desired result the followingshould be

kept in mind:

e What tasksareto bedone?
e Whoistodowhat, when and for how long?
e How thetasksareto begrouped?

e 'Who istoreport to whom and where?

In fact dl operationsd tourist transport have to be constantly monitered. It must be
remembered that in transport operationsthe service is being S multaneoudy produced and
consumed. Hence,in cased any breskdown or failureif instant remedid actionisnot taken

theimage and goodwill d your company goes down.

OUTPUT

Tourist Transpor
user’s satisfaction

I NPUTS PROCESS
Physical ’ H Bus Coach, Tourlst Transport
Car, etc. Operations like
A maintenance, Garage

Human ' ' Supervisory Staff, schedules.

Resour ces Driver, Cleanérs, etc.
Value Addition like
l Financial Working Capitd, Q:ffz:; fﬁf:lfy"’
Resources efc. courtesy Of staff, etc.
Clieck Your Progress-1

1) What isthe necesstyd planningin transport management?

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

2) ldentifysomeimportant issueswhich are crucial for deciding organisationstructure.

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

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

” Tourlst Transpoit
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274 MARKETING

Inyour businessdf tourist transport operationsnon utilisation o the bus/coach/car isaloss.
You will earn profit only after your salescross thebreak even point (seeUnit 20). Hencethe
successd your company dependsalot on howwell you can market your product and services.
Competitionin the marketisawaysthere. But till somecompani eshavebetter shared the
market than others. Y our target naturally should be, how you can have a better share of the
availablemarket. You haveread about the 4Ps in marketingi.e. Product, Price, Promotion
and Place or digtribution. It is the calculative mixing of 4Ps which helps a company in
occupying adominant position in the market. Marketingin transport servicesneedsspecia
focuson quality, punctuality, comfort and reasonablepricing. All thesefour aspectsplay
acrucial roleinthesdectiond atransportserviceby tourists. In marketingdf your company
you stress on these aspects which make your company different from others. Networking
with hotels, government tourist departments and tourist generating agencies is vary
essential in marketing of tourist transport services.

Hotels

Tour Operators

Tourism Transport

Operator Travd Agents Tourigts

¢

Excursion Agents

Government Tourist
Departments

Intourist transport marketingspecia consi derationshould begiven toinnovative packaging.
Particularlyin modern marketing successdf your services product depends much on proper
packaging. You haveto be absolutely clear about the market segment whose requirements
you tend to fullfil. For example, most o the transport operators deal only with the
intermediariesand do not sall directly tothetourists. At the sametimethey are awareabout
the requirements of the intermediary company and the profiled itsclients. Improvingthe
product and toan extent even maintainingthequality of the preduct/service initially offered
helps you significantly in promoting or selling your product. You must have heard or
commented yoursdlf "Oh they are maintainingthe quality of service' or "theyarenomore
liketheway they started.”

27.5 FORECASTING

Wecan say that there are basicaly three methodsd forecastingwhat the futuredemand for
coachesor other formsd transport will be.

Firgly, wecan go back to what had been the past record and predict what the futurewill
holde.g. thedemandfor transport hasbeenincreasingat 5% per annum. Thesecond method
is usng statistical methodsto gazeinto the futureand the third method isto take spectrum
o viewsfrom peopleareadyin thetrade. In thismodule thereisinsufficient spaceto cover
thedetail edtechnical aspectsaf forecasting, aswewilllook intosomed themain factorsthat
correlateto tourism transport. The mgjor factorsthat affect thefuture of tourism transport
arel

Tourism's sharein thegross national product (GNP),
Transportssharein the total tourism market,

Total tourist expenditureand expenditure per capita, and
Total number of tourist trips.



Seeing the tourism's share in the contribution to the GNP we get the macro view o its
involvement, and within the revenuecontributiondt tourism transport hasa mgor share. In
a country of large distances like India, transport plays a major role. The total tourist
expenditureon transport can be broken down to contribution by per person. Thiswiill give
usanideaabout therupeecontributionsper tourist. You shewd al soremember that bookings
are done much in advance. The buyers of your product and servicesi.e. tour operators,
excursionagentsete. havetheir own for ecastingfor their vaumed businesseswhichinturn
isrelated to thedemand of your product and service.

276 |ISSUES IN TRANSPORT MANAGEMENT

Y ou should consider thefallowing points when you are in tourist transport business:
Vehide Regulations

Tourist coachesare granted permission to ply provided they follow thefollowing termsand
conditions:
e thevehideshould be used for specificroutesor aresas,

e unless modified or extended the vehicleis strictly prohibited to be used outside the
specifiedarea,

e cariaged passengerscan be on specified occasionsor for a period or specified time
and seasons,

o fitnesscertificateisto besecured each year,
knowledge about octroi or vehicleentry tax and permits, and
knowledge o Mator Vehicle Act and Trafficrules.

Other Aspect s:

You can make or break a transport operation by securing lucrative routes. Routes are
preferred depending on the volume of traffic being generated between two pointsi.e. the
gtartingand theterminal.

Typed vehicdewill depend on the demand and its suitability for use. A demand may exist
for sophisticated modernvehiclesbut if theroadson the routeare bad thevehicleowner will
find it alosng propositionto run the vehicle because o high maintenance and workshop
cods.

Drivershoursd work should berestrictedto 5 hoursdf continuousdriving with 1,2 an hour
rest. Total numbersdf driving hoursshould not exceed 8hoursin aday or 48 hoursin aweek.
Thedriver should be familiar with the route and addresses. At thesametimehe should be
good in communication skills. Knowledgeabout the culture, history, customsand artsetc.
addsvaueto the quaity of service by the drivers and you mus pay attention in providing
them such knowledge. They should also know the proceduresand regulationsat airportsor
ralway stationsetc..

There is ageneral complaint from touriststhat transportersfail to provide servicesas per
commitment, may intermsaf quality of servicesor schedules. Here oneshould beclear that
creating credibility in the market isan asset for acompany. If you providesatisfactoryservice
toyour customersthen when they go back they share their experiencesamong nany others.

Thisactsasa promotiond your company to futuretourigts.

CASE STUDY £

Thetourist group was told to be ready by 6 amasthe coach would betherehy 6.10am. The
group wes ready and waiting in the hotel |obby at 555 am. Thecoach arrivedat 7 amand the
journey started at 7.15 am. Touristsgot asigh of relief. Suddenly they found the coach at a
petrol pump. It took another 20 minutesto get diesel. One hour delay upset the whole day
scheduleand thecustomer cursesthe staff and thecompany. Thoughsuchadeay might have
happened for the first time in your company's history but the tourist isnot concerned with
that. Bad communication in such situations leads to customer irritation and further
dissatisfaction. Hence, train your aff to tactfully handle such situations.

Tourist Transport
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27.7 _TRANSPORT AND ENVIRONMENT

The Green Movement has made an impact in the West especidly in countrieslike Germany
wherethe tourist beforegoing on aholiday may like to:

a Choose thetravel operator after asking environmentally related questionson what the
company isdoing to reduce environmenta impact,

e Choosethe right travel methodslike publictransport, cydling, trekking instead d hiring
acar, or

e Trave towdl known destinationsout of season.

A successful transporter hasto becareful in fulfillingthe standardsset by the environmenta
activistsand tourists, the differencenow adaysisgetting blurredbetween thetwo. Inindia
alsoenvironmental concernsarebecomingdominant. Thedayisnot far when your customers
willing & that thevehiclesthey are havingmust haveall anti- pollution devicesand they must
befunctional. Al your vehiclesmust becheckedperiodically in relationto pollution. Besides
your staff can play a mgjor role in environmenta protection by sensitising the tourists
regarding do’s and don'ts (e.g. not to throw polythene bagsoutside). But for this you will
havetofirst educatethemonenvironmental i ssuesasmost drivershaveavery casua approach
on thisvita issue.

27.8 CONSUMER PROTECTION

Holiday compani eshavetraditionallysold dreamsbut ean only deliver redlity. Inlegal terms
the gap between dreams and reality is rapidly closing with claims on disappointment. The
number of legal cases isgoing up ds0invadue. Wherethetour operator isheldliable heis
likdly to hold the transporter responsiblefor any default. When the overseastour operator
finds that he is not ableto get thelevel d servicefrom an Indian counter part he switchesto
another transporter after recovery damagesif any.

In UK after theintroduction of the Package Travel Regulation 1992 the tendency has been
tofollow the Americaconcept that if anything negative happenstome, it issomebody else's
fault, inwhich caseit could be anybody including the transporter.

UK’s Package RegulationNo.15 holdsthe tour operator responsiblefor any actsof omisson
or commission. A similar sysem hascomeinto operationin Japan. Japanesetravellerswill
be compensated within a month for seven different categoriesof complaints. Of relevance
to the tour operator involved in surface transportationis where 5% damages (on the total
tour cost) are awarded when the entire itinerary changes, 3% when departure and arrival
dateschange and 2% when destinationschange. Samething can happen here. Tourists may
go to consumer court or press if there is bréach of commitment. As tourist transport
operatorsyou must remember that atourististravellingfor leisure and intendsto earn every
penny spent in terms of comforts. At the sametime you must enter into writtencontracts
with your cliemts. In thesecontractsyou can clearly mention the thingsfor which you can
be held responsible and also those for which not. You should take the advise of a legal
consultantin drafting the contract.

Check Your Progress-2

1) Suggest somewaysof marketingin transport services.

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

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



2) How one can do forecastingin transport services? Tourist Transport

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

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

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

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

279 LET US SUM UP

Eachtask hasaspecific requirement. Understandingthe natured task assigned to you and
its requirement should be the immediate concern o amanager. Sofor a person managing
the tourist transport operations, the immediate concern should be to identify the various
requirementsaf themarkets, major bottlenecksin the operati onof transport and how to of fer
better services. Keeping thisin view an attempt has been madein this Unit to explainthe
various steps needed to achieve the set goals of your company and to provide satisfactory
sarvices to the customers.  In the Appendix-1 we are providing you with the rules for
recognition asatourist trangport operator set by the Department of Tourism, Government
of India.

.27.10 ANSWERSTO CHECK YOUR PROCRESSEXERCISES

Check Your Progress-1

1) Read Section27.2 carefully and give your own argument.

2) Resourcesd your company, target of your company, weaknessesaf your company, €tC.
SeeSection27.3.

Check Your Progress-2

1) Identificationof market demand, segmentationaf market, packagingd servicesas per
tourists requirement, €tc.. See Section27.4.

2) SeeSection275.
3) SeeSection277.



Managaria Practices
in Tourism-2

ANNEXURE-1

RULES FOR RECOGN Tl ONAS APPROVED TOURIST . TRANSPORTCPERATCR
WITH EFFECT FROM 6.4.92,

1)

2

3

4

5)

Theamsand objectivesd the schemefor recognitionshdll be to meke availabletourist
transport to certain acceptable tandard a tourist places. Thisisa voluntary scheme
open to dl bonafide tourist transport operators.

Definition: A Tourist Transport Operation Organisation isone which providestourist
trangport likecars, coaches, boats, etc. to touristsfor transfers, sght seeingand journeys
totourist places, etc.

All gpplicationsfor recognition shall be addressed to the Director General d Tourism,
Trangport Bhavan, No. 1, Parliament Street, New Ddhi - 110001.

Thefdlowing conditionsmust befulfilled by thetourist Transport Operator for grant of
recognitiond Dept. d Tourigm.

b)

<)

Theapplicationfor grant d recognition shal bein the prescribed form.

Theapplicant hasbeenin thetourist transport hirebusinessfor aminimum period
d 2yearsat thetimed goplication.

The tourist Transport Operators hes operated in the doove 2 years period a
minimum number d 3 tourist vehideswith proper tourist permitsissued by the
concerned STA/RTA for tourist vehides. Out o these three tourist vehidesa
lesst onemud beacar.

Theapplicant has adequateknowledged handlingthe tourist transport vehicles
for transferring tourists from the Airport, Ralway Staions, etc. and for sight-
seeing d touristsboth foreign and domestic.

Thedriversd thetourist vehideshave proper uniform and adequate knowledge
of taking thetourist for Sght-seeing.

Thegpplicant hasproper parkingspacefor thevehides

The Tourigt Transport Operator is registered with the appropriate authority for
carryingon the business d operating tourist transport venides.

The2yearsperiod d operating thetourist transport businessmey berdaxableto
dyear inthecase d those gpplicantswho have operated 5 tourist vehideswith
the proper STA/RTA permitsfor 1 year. These5 tourist vehidescould bein any
combinationd cars/AC Coaches/Mini Coaches/Roats provided there are mini-
mum or at least 2 carsintheflegt o 5 tourigt vehides.

For Ex-Defence personnd, the condition d being in the busnessd tourist
transport vehidesfor 2 years are having 3 vehides is rdlaxable provided the
candidate is"sponsored by the Director Generd d Resettlement, Minigry o
Defence, New Ddhi. Inthecased such personnd they can operate the tourist
transport bus nesswith 1.touri st vehideonly. However, theex-Defencepersonnel
who gpply under this scheme mugt themsdlves operate the tourist transport
businessand should not behireman d other financiers.

The condition d being in operation for 2 years period for tourigt transport
operatorsagpprova may dso be rd axablein thecased those applicantswho have
located their busnessa the centresmentioned below:

i) Amritsar (Punjab) ix) Khajuraho (M.P)

ii) Bodhgaya (Bihar) x) Port Blair (A&N)
iif) Bhopd (M.P) Xi) Pathankot (Punjab)
iv) Bhubaneswver (Orissa) xii) Srinagar (J&K)

v) Chandigarh xiii) Tiruchirapalli (T.N.)
vii) Hyderabad (A.P) xiv) Udaipur (Rajasthan)

viil) Hardwar (U.P) xv) Visakhapatnam (A.P)



6)

8)

9)

TheTourist Transport Operator will be required to pay a non- refundableone timefee
d Rs. 5001- while gpplyingfor the recognition. Thefeewill be made payable to the Pay
and Accounts Officer, Department o Tourismintheformd aBank Dreft.

The applicant should be income tax assessee and should submit copy of
acknowledgement certificate as proof o having file income tax return for current
assessment year.

Thedecisond the Government of Indiain the matter of recognition shall befinal. The
Governmeht of India may in their discretion refuse to recognise any firm or
withdraw/withhold at any time recognition a ready granted without assigningany reason.

Recognition oncegrantedshall continueunless revoked and subject totheir continuance
in this business and their submitting the requisite return of income tax and other
particulars.

10) TourismTransport Operator granted recognition shall beentitledtosuchincentivesand

concessionsas may be granted by Government fromtimeto time and shal abide by the
termsand conditionsdf recognitionas prescribedfromtimetotime.

APPLICATION FORM FOR RECOGNITION AS APPROVED TOURIST TRANSPORT
OPERATOR

1
2

3
4
5)
6)

7

8)
9

10)

11)

Named the firm with address, telephone, tlex and fax number.

Natureof thefirm anddate of registration/commencement of businesswithdocumentary
proof.

Whether the officeislocated in residential/commercial/industrial area.
Name, experiencequalificationsd the proprietor/Managing Director.
Total number o ga&ff includingDrivers.

Named the Travel Agents/Tour Operators/Hostels/Airlines with whom mog business
istransacted.

Please attach a copy of the audited balance sheet and profit and loss statement duly
certified by the Chartered Account for the year preceding the date o application
alongwith copy o acknowledgement certificate in respect d Income Tax Return for
current assessment yesr.

Pl easeindicate the loansand mortgages ason the date of gpplication.

Number o Vehidesviz, AC Coaches, non AC Coaches, Mini Coaches, Cars and Boats
operated astourist vehicleswith their make, mode and registration.

Attestedcopiesd vdid permitsissued by RTA/STA for tourist vehiclesand R.O. Books
d Tourist vehiclesshould be furnished.

No. and date d Bank Demand Draftfor Rs. 500/- infavour o Pay and AccountsOfficer,
Dept. o Tourism, New Delhi.

Signature

Designation

Source: Tourist Statistics, 1994, Ministry of Tourism, Government of | ndia.
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