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to think about how one learns to speak a language, 

to find out why we want to communicate in English, 

to find out what it means to say English is a world language, ana 

to think about international languages and multilingualism. 

Why do we want to speak English? Many of us have studied this language for 
years at school. We can read English, and we can write at least some English. But 
we are not confident about speakind this language. Why not? How can we begin 
to speak English, and speak it well? 

In this unit we will see that it is important to listen to a language and to read a few 
pages in it everday, to develop or speaking and writing skills. We shall think about 
why English is important to us. We shall also get some information about English 
as an international language. What is atl international language? Who speaks it? We 
shall think about descriptions of speakers such as "native speakers", "second language 
speakers", "multiliguals", and "monolinguals". 

We shall see that there are many varieties of English in the world; but what matters 
for global con~munication is that we use as standard a variet of English as possible, 
and become as proficient in this variety as we can. 

1.2 LANGUAGE AND COMIMUNICATION: SPEECH 

A question w e  often dsk about a small childiis, "Does (s)he speak yet?' A child 
"picks up" language, and "learns" to talk, just as (slhe "learns" to walk. Walking 
and @king come naturally to a child as it grows. In our country, he child may grow 
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up speaking more than one language, if these languages are spoken in the home and 
in the neighbourhood. We call this multilingualism. 

A child speaks a language or languages much before (s)he starts going to school. 
To know a language, then, is first of all to be able to speak it as easily and naturally 
as a three-year old child does. Later on, at school, the child will go on to read and 
write, as you and I do. But unless we can speak a language at will, we may feel 
that we do not really know the language. 

Since you are taking this course, you are probably saying to yourself: "But I did not 
learn English as a child! What can I do now? Can I become a child again?' No, 
but you can do some of the things a child does when (s)he learns language. 

*:* The child listens before (s)he speaks. A baby may understand a few words at six 
months of age; but it has been listening ever since it was born, and even a little 
before that! The baby may not speak any words until it is nine months old. By the 
time it is three years old, though, it can speak at length. 

*:* So your first strategy is to listen to the language you want to communicate in. 
Perhaps your friends and your family don't speak in English. Never mind. Since 
you are an adult, you can listen to the radio, and watch television or films where 
people speak English. Don't worry if at first you don't understand very much of 
what you hear! If you listen to the same kind of programme regularly - such as 
the news, or sports commentary, or quiz programmes - you will soon begin to 
understand it better. 

*:* Just as you must listen in order to be able to speak, you must read regularly and at 
length, to be able to speak or to write. Make it a habit to read an English newspaper 
everyday. Try to read magazines and books in English. Make sure that the English 
in these books and magazines is written by writers who know their craft! 

*:* A child learns language wherever it can, whenever it can: anyone who uses a 
language is a language teacher for the child! You too can "pick up" language, in 
this case English, if you actively look for opportunities to use it. Use it to listen and 
read, and to speak and write; and learn whenever you can, from anyone who can 
speak to you, or anything you read. Practice makes perfect! 

*:* You can also learn more about the language by consulting reference materials 
such as dictionaries, a thesaurus, and books about grammar and style. , * .e '* Y 



But why do we want to communicate in English? Here are some possible reasons. 
I Do you agree with them? Do the activity below. 
I 

1 Do you have other reasons of your own? Add these reasons to the list. You may 
I also rearrange the points in the list in an order of importance that you think is 

1 correct. You may give examples to support your answer. 

1. People who know English can get better jobs. 

2. I want to speak to people from different parts of India, who speak otlier languages 
than my own. 

3. Every important person I can think of knows English. 

4. I want to speak to people from all over the world - most of them know some 
English. 

t 5. I need English to study further. 

I 6. I need English to go abroad. 

) 7. 1 like English. 

I 8. [Do you have any other reasons? List them.] 

English - In India, 
and the World . 

The activity you just did must have helped you to think a little about why English 
is a language that so many people want to learn. English is in India today "a symbol 
of people's aspirations for participation in national and international life," as one 
group of scholars put it. It has been called a "window on the world" (this was 
Jawaharlal Nehru's term for it). The opening up of the Indian economy coincided 
with an explosion in the demand for English in our country, because English i s .  

I perceived to open up opportunities. 

-8 
- .  7 

I 
c,, rw . . 
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ENGLISH AS AN INTERNATIONAL 
LANGUAGE 

English is now called a "world language", an "international language", or a "global 
language". Where is it spoken? In England, of course - England is a part of the 
British Isles or the United Kingdom, the U.K.; and in the U.S.A. or the United 
States of America. We often think of these countries as "powerful". It wak said 
that the sun never set on the British empire - because it stretched so far from the 
east to the west, you see, that there was always some part of the Empire where 
it was daylight! 

Beginning with the end of the Second World War, the U.K. began to give up its 
colonies, and the British empire ceased to exist. But as ttle British Empire came 
to an end, the U.S.A. rose to the position of a world power. In this way, the political 
importance of the English language continued even after England, the country, 
ceased to be politically powerful. 

The population of the U.S.A. has actually always had speakers of many different 
languages, who went to the "New World" from various p& of Africa, Europe, 
South America and Asia. But the "melting pot" culture of the U.S.A. has ensured 
that English has remained its predominant language. Bilingual education (especially 
in German) was common in 19& century America; but in the 2W century, a movement 
to emphasize English as the national language gained power, and bilingual education 
was discouraged. In 1906, the U.S. Congress passed a law, still in effect, making 
competence in English a requirement for citiz~nship. 

... data from the 1990 U.S. Ccnsus show that &y 32 million pcople speak a 
language other tban English at horn - mainly Spanish. 
- Sydney Grtenbaum, director of the Survcy of Fhglish Usage project, 
University Collcgc, London, in his Afkmord tn South Asian English: Stmtwc, 
Use and Users (1996) 

A Brazilian teacher of English says on the In& British colbnialism in the 1% 
century and American capitalism and technological progress in the 20th century 
were undoubtbdly the main causes for the spread af hglish throughout the 
world. 

Other countries that speak mainly English (in addition to the U.K. and the U.S.A.) 
are Australia, Canada, and New Zealand and Ireland, But today the importance of 
English lies in the fact that it is spokeri, used and taught in very many countries 
around the world, as a language used in addition to their own, other languages. 

Many or most of the former colonies of Britain chose to keep the English language 
after the British left. Take our own example. We first decided to let English 
continue in {India for at least fifteen years after independence: 

as a laguage of modern knowledge, especially for science and technology; tips, 
a medium of instruction in higher education, and. a "library language"; 

as a language of administration - a common language for the various parts of this 
country, which have their own languages; and 

I 

. as a language of. law. . . 



Then at the end of fifteen years many parts of our country felt the need to let 
English continue in these roles indefinitely. English is nqw an "associate official 
language" of the country. 

But more important than the need for English within India has been 
I 

its role in communication with other nations - internationally. 

According to research by the British Council, English has official or special status 
(for example, within an educational system) in at least seventy-five countries in the 
world, with a total population of over two billion. What countries are these (apart 
from India)? It's difficult to remember a list of 75 names, so let's see if we can 
find a better way to think of these countries. Let's think of 

* our neighbours in South Asia: Sri Lanka, Pakistan, Bangladesh, Bhutan, Myanmar, 
and Nepal (although it was never part of the British Empire); 

I countries that were part of the British Empire, and now belong to the 
I r Commonwealth of Nations (that we too belong to), such as South Afiica (English 

is one of the 11 official languages that are given equal status in South Africa), and 
other former British territories in East and West Africa; 

t * former British colonies, or countries closely associated with the U.S.A., such as 
Hong Kong, Singapore, Malaysia, Mauritius and the Philippines. 

We've got 12 names so far. Would you like to have some more of the names of 
the seventy five countries where English has a special status? Let's see if we can 
find a country for each letter of the English alphabet - well, almost! We'll try not 
to repeat a country we've already named, unless it is unavoidable. Here is a list, 
from Australia to Zimbabwe: 

Australia Fiji Kenya Pnpua New Guinea Uganda 

&hmm - Ghana L=S@lf3 mmffk Yrsur#r 
- 

Cameroon H o n g l b q  Malawi Sima Leone Zimbabwe 

Dominica India Nigeria Tanzania 

Enash - In India, 
and the World 
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Activity 
Test yourself to see how maay namw of English-spcalring countries .. ' 

' 

you can nmcrrik. Fiad out where these owntries am on the glrbe. 
Thcn make a map of the spread of English around tbc world, by . r - .. 
colouring thcsc areas. 

A third of people on the pLMt may be lcatning En&h in the early years of 
the 21* century, according to the report Tho Fwn of Eniplish. However, tbc 
d c n u b d f o r ~ m n y ~ p c r i r b y # H O , b e c a u ~ ~ b y t k n m w c p e o p k  
would have already learnt this language in school. 

Arabic, Chinese, German, Hindi, and Spanish may also emerge as 
I.agurrgcsdthGhttrur. 

Why do we need an international ranguage? "An internatibnd language is appealing 
because it would improve communication, increase trade, ease travel and perhaps 
promote global cooperation," s,aid Kevin Finneran in 1990. More recently, Graddol 
says in his report, "As more countries have been rendered 'open' to global flows 1 

of finance, goods, knowledge and culture, so the influence of English has spread." 

About a hundred years ago, some people tried to create an artificial language, 
Esperrinto, that they thought could serve as an international language. But today it ' 
is English that is the language most often studied as a foreign language in the 
European Union (by 89% of school children). It is a medium of education in 
cauntries like Hong Kong and Malaysia, and it is the most studied foreign language 
in the People's Republic of China, Japan, South Korea and Taiwan. 150 millihn 
Indian children in primary school, and 120 million of their Chinese counterparts, are 
learning English. English is likely to maintain its position for at least the next twenty, . 
if not forty, years. , 

Today English is the main language of books, newspapers; aiqhrts and 
control, international business and academic conferences, science, technology, 
diplomacy, sport, international competitions, pop music and advertising. 

Over two-thirds of the world's scientists read in English. Three quarters of the 
world's mail is written in English. Eighty per cent of the world's electronically 
stored information is in English. Of the millions of users of the Internet, the majority 
ccrnmunicate in English. 



85% of international organizations now use English as one of their working languages; 
it is the preferred language of the United Nations. 

English is now "the international currency of science and technology". It was a 
I language of science in the 17& century, which was a period of renaissance in British 

science. But after that, German became the dominant international language of 
science, until World War I. Subsequent to World War I, because of the growing role 
of the United States in science, English regained its place as the language of 
science. Science journals in many countries shifted from publishing in their language 
to publishing in English. In 1989, the Pasteur Institute of France announced that it 
would publish its famed international medical review only in English from then 
onwards, because too few people were reading it in French. Some disciplines have 
been more affected than others by the English language: Physics is "the most 
globalised aid anglophone", followed by the pure sciences. 

English language book production occupies 28% of the world's share; over 60 
countries produce books in English. We in India produce more books in English than 
we do in our other major languages. In 1997, for example, one-fifth of a total of 
60,000 books published in 18 languages in India were in English. One third of our 
publishers publish books in English; the remaining two-thirds publish in 21 other 
languages. F'rint runs are larger for English books in India, and so are sales to 
libraries. We export our books in English, too, to countries in Europe. 

When companies ftom four European countries - France, Italy, Germany and 
Switzerland .- formed a joint truck-making venture in 1977, they chose English as 
their working language because "it puts us all at an equal disadvantage". (Compare 
attitudes to English as a link language in the non-Hindi regions of our own country!) 
When the Swiss company Brown Boveri and the Swedish company ASEA merged 
in 1988, they made English the official company language. When Volkswagen set 
up a factory in Shanghai it found that there were not enough Germans and Chinese 
who knew each other's 1anguages;'but the German engineers and the Chinese 
managers were able to communicate in English. "For non-English speakers 
everywhere, English has become the common tongue", says Robert McNeil in The . 
Story of English (a series of television programmes, no*w available in book form). 
"From cientific journals to snack food labels, English constantly impinges on die 
wor ld;" consciousness", says Kevin Finneran, a former college English teacher ahd 
a science anti technology policy consultant. 

English is the language of air traffic control and of ships navigating their way 
around the world. A single language' for communication, with a fixed terminology, 
allows airplanes and ships to travel safely around the globe, spanning a variety of 
countries speaking very many different languages. But ironically, a study on air 
safety by MI: published in 1990, blamed language and communication difficulties 
for a crash, irivolving Avianca, the National Colombian Airline. The Avianca linqr 
was kept wating for an hour and a half in the air corridok as one group o f ' ~ e w  
York's Kennedy terminal did not pass on to the second group the pilot's report that 
he was low on fuel. According to a report by PTI on February 9, 1990, the air 
controllers later said they did &thing about it because the pilot had asked for 
"priority" landing facilities. He should have asked for "emergency" landing if he 
was really low on fuel, they said, making it out that it was a case of breakdown 
in communication between a pilot whose mother tongue is Spakish and air controllers 
whose language is English. Fortunately, this is the only such case reported. 

Y.V. programmes are another force behind the spiead of English. People around the 
world can view entertainment programmes in English, produced with the latest 

*. technology. Pop songs and %@,IS in Eriglish contribute to an awareness of the 
lahguage in many countries. 

English - In India, 
and the World 
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Computers and their programs were largely the invention of English-speaking countries. 
Most computers have English-based operating systems. Early computer systems 
were almost impossible to use for languages using non-roman writing systems. But 
new interface designs now make it possible to have software more easily and 
rapidly custornised for lesser used languages. For example, there are Chinese 
versions of all major American computer operating programs such as Windows and 
Microsoft Word. 
4 I 

'FOPTENLANGUAGES 9bdd 
IN TIIE INTmum Gt6rast Ulmm 

,esltia 29.9 b 

cl~ilme 11.0 91b 
I 

Arabic 1 2 6 %  1 

A survey by Nielsen ranked English at the top of the ten languages most used in 
the Internet-or the World Wide web. The figures in the accompanying chart pertain 
to Januarv 2007. 



1.5 THE FUTURE OF ENGLISH: ENGLISH 
IMUI,TIII,INGU,GCM 

1S,1 English, h t i n  and Sanskrit 

English is not the first international language in human history. There are two 
+ 

languages that are compared with it in terms of their political influence, and influence 
as vehicles of intellectual culture; these languages are Sanskrit, and Latin. 

English - In India, 
and the World 

! -*-dicrclnrdbw&m.wm w- 
I ;  al@&tAmdm - - - - 

dam ,%Ghol,;~cs have tv&ak Zrs En.@dl dl@ Lath of the fum7 What $0 they lmml 
I 

by WR if we loolc t the &te,ry of Latin, we may perhaps s e ~  tb fittm d~t%i,ny 
of English; md this is a &$thy of ehanga. hguagea n e c i ~ ~ w y  &* w 
;though by laws of ratam, &OM ane period to aadiwr. Ym may h o w  ttuut s p h  
Smlrrit changed cnxet h m e  of ym~, nrnd tbias- it is h m w r  of mmkm 

' Indian langwgw ouc;b as Bagh,  Hindi ;md lt&mW. A &nik change happed 
. ~toLatia 

  at in was once widespread in Europe. This language of the Romans followed two 
different courses. The spoken language diverged from the standard norm in different 
ways in different regions, so that where there was once one language, Latin, we 
now have many - Italian, Spanish, Portuguese and French, for example. In writing, 
however, the ori :ha1 form of the language was more or less preserved. This 
happened becausi of the eftorts of learned men and grammarians. So also in the 
case of Sanskit, we see the efforts of scholars to preserve the original language, . 
guarding it again: t change. 
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Scholars of English, and particularly Englishmen, have wondered whether what 
happened to Latin will happen to the English language: whether after some 500 
years or more, separate languages will develop in different parts of the world out 
of English, each with its own spelling, grammar and literature. The English we 
know, they suggest, may end up being preserved among only a few learned men, 
as a precious and mysterious heritage. Indeed, Robert Burchell, an editor of the 
Oxford English Dictionary, once said that American English and British English 
were drifting apG so rapidly that within 200 years the two nations wouldn't be able 
to understand each other at all! 

This prediction now seems a little extreme to us. We must admit the fact that 
languages change; a language is not a fixed and homogenous entity. But at the 
same time, there are social and educational pressures to maintain a "standard 
variety of language that everybody can communicate in. Otherwise, there would be 
no point in all of us speaking the "same" language! 

We have said that spoken languages change over time, as though by laws of nature. 
But (as we shall see in another unit) we are now in the midst of a communications 
revolution that has made the world a "global village". It may now be possible to 
guard spoken language against change, the way written language was preserved 
earlier, because we have the technology of audio and video recording and 
broadcasting. 

Languages do (nevertheless) vary from time to time, and place to place. Even 
within England, there ilre many varieties of English, known as "dialects". (In India, 
for example, there are varieties of our own other languages: Dakkhani is a variety 
of Hindi-Urdu spoken in and around Hyderabad; Kannada spoken in the northern 
parts of Karnataka differs from the southern variety. And there are varieties of 
Tamil outside India, such as Singapore Tamil and Sri Lankan Tamil.) Coming to 
English as an international language, the communities of speakers of English around 
the world are widely separated from one another, and many of these communities 
speak more languages than just Enghsh. So we may expect that English will nafurally 
change in a variety of ways. Certainly, there are many varieties of English spoken 
around the world. 

It should not now surprise you to learn that the many kinds of speakers of English 
in the world today have been described in many ways. One traditional way is to 
speak of "native speakers" and "non-native speakers". The British, the Americans, 
the Australians, the New Zealanders, and the Irish are said to be native speakers 
of English, and the rest of us are all non-native speakers. But today there are many, 
many more "non-native speakers" of English than native speakers! Sometimes, 
these "non-native varieties" of English are humorously called Franglish (French 
English), Hinglish (Indian Enghsh), Chinglish (Chinese English), and so on. But 
many "non-native speakers" are very proficient in English. Joseph Conrad, a great 
writer in English, was a Pole who learnt the language quite late in life; and he is 
the best known example of an extremely proficient "second-language" user of 
English. In 1993, India-bom author Salman Rushdie won the Bookerprize in Britain, 
and there are many other instances after that of international recognition for Indians 
writing i,n English. 

So some linguists have questioned this way of classifying the speak- of English 
around the world (as "native" and "non-native" speakers). They point out that it is 
the level of proficiency in English - how well you know it, how accuiately and 
fluently you use it - that matters, and not 



i. where you learn the language, 

ii. at what age you learn it, or 

iii whether it is the only language you speak. 
1 

These are actually the three factors that characterize "non-native English", and 
differentiate it from "native English". That is, "non-native English" is a term used 
to describe English learnt in countries other than the U.K., the U.S.A. (etc.). (For 
example, you and I have learnt, or are learning, English In India.) In these countries, 
English is often learnt after infancy (perhaps only when you begin school), and the 
person who speaks it usually also speaks at least one other language. (Can you 
think of any Indian you know who speaks only English? Or who learnt it as the very 
first of the languages they know? There may be some Indians like this, too, who 
call thenlselves "native speakers" of English.) 

But studies of brain activation have shown that the brain reacts in the same way 
when you speak or: listen to yow "1" language" or your "2"" language", provided 
that you know both these languages quite well! So the point is that human beings 
can learn more than one language, and they can learn these languages equally well. 

I -DllvidOradQl 

Notice that we have now used one more way to describe how bnglish is used 
around the world. "Native speakers" speak English as their "la language" (it is 
often their only language, and they learn it from birth). Those who learn English 
later, and use it extensively among themselves although they are not native speakers, 
are said to be "2& language" speakers. (This describes the situation of English in 
India.) Then there are those who learn only a limited variety of the language for - - 

immediate purposes - such as for tourism, for sports, and so on. These learners are 
said to be speaEung "English as a foreign language". 

We shall return to the topic of varieties of English, ih particular the question of 
standard and nen-standard varieties of English, and what variety a learner of English 
in India may find most suitable, in the next unit. 

English - In .India, 
and the World 
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2, To know alanguage is to speak it as naturally as a child does. We can do this if we 
listen to the language and read in it more than we speak and write in it. 

We all have our own reasons for wishing to learn English: it is the language of 
opportunity for education, for professional advancement, and for communication 
all over the world. 

r 

English owes its status as an international language to the political and economic 
power of the U.K. and the U.S.A. It has official or special status in at least 
seventy-five countries in the world, with a total population of over two billion. 

P There are 1 1 major domains where English is used internationally: in internatidal 
organizations and conferences; in scientific publication; in international banking, 
economic affairs and trade; in advertising for global brands; in audio-visual cultural 
products such as film, TV, or popular music; in international tourism; in university 
or tertiary education; in navigation by air or sea; in international law; as an 
intermedi* or 'relay language' in interpretation and translation; and in technology 
transfer. 

2, English is not the first international language in human history. It has been corripared 
with Latin and Sanskrit. But Latin and Sanskrit changed over a period of time into 
modernEuropean and Indian languages. So linguists wonder if, in about 500 years, 
English will also develop into separate languages in different parts of the world, 
each with their own spelling, grammar and literature. 

There are many varieties of English spoken around the world. Speakers of ~ n ~ l i s h  



in the world have been described in many ways: "native speakers" who speak 
English as their "Ist language", and "non-native speakers" who are b'22" language" 
speakers, or speak "English as a foreign language". But these distinctions are 
being questioned. What really matters for international communication may simply 
be a level of proficiency in a standard variety of English. 

* Most speakers of English today are multilingual - they speak more than one 
language. 

1 1.8 ANSWERS TO CHECK YOUR PROGRESS 

1.7 FURTHER READING 

David Graddol, m e  Future of English (1997). London: British Council. 

An Internet version of this book is also available on the British Council Website. 

Kevin Finneran, "The Future of Enghsh", reprinted in SPN, January 1990, pp. 34-37. 

Robert J. Baumgardner, ed. South Asian English: Stmcture, Use and Users (1996). 
Delhi: Oxford University Press. 

Rama Kant Agnihotri and Rajendra Singh, eds. (2007). "English in India: A Dialogue 
and Debate", manuscript, Central Institute and Indian Languages, Mysorq. 

1. In that order! - listening, speakng, reading and t i n .  A chdd begins by lis~lung, 
then begins to speak. Later, at school,-the child learns to read, and then to write. 

2. Any three of the fdhwing - you can: 

i. listen to the radio (tune in to programmes in English) 

ii. watch television or films where people speak English 

iii. listen to or watch the same kind of programme regularly - such as the news, 
or sports commentary, or quiz programmes 

iv. read .an English newspaper everyday 

v. read magazines and books in English 

vi. actively look for opportunities to use English: seek out people who know more 
English than you do, and speak with them, or ask them to help you with your 
reading or your writing 

vii. learn more about the language by consulting reference materials such as 
dictionaries, a thesaurus, and books about g r q a r  d style 

viii. imitate newsreaders and sports commentators! 

ix. practice writing lettee and filling out forms 
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x. make it a habit to consult a dictionary to check the spelling, pronunciation and 
USE* of a word, and to check your English for accuracy with a grammar 
book. 

3. English continued as a language of knowledge, for higher education, especially in 
science and technology. It was a useful "link language" for the administration of a 
multilingual country. This was so especially in domains like law. To throw the 



C 

a Some Concepts for English language out along with the English colonial administration would be like 
Communication in . throwing the baby out with the bathwater! 
English 

4. English is now an "associate official language" of the country. 

5. The two countries where English is the principal language, the U.S.A. and the 
U.K., are or have been politically very powerful. The British Empire dominated . 
the globe in the late nineteenth and early twentieth centuries, and so spread its 
language. As the Empire waned, the U.S.A emerged as a dominant power, and 
English is the main language of the United States of America. 

6. English in International Tourism 

7. (i) English in International banking, economic affairs and trade 

(ii) English in International safety (e.g. 'airspeak', 'seaspeak') 

8. (i) and (ii) Please give examples from your own experience. 

9. i. False'ii. True iii. True iv. True v. False. vi. True vii. False 7 

10. "native speakers" and "non-native speakers"; 

"lst language speakers", "22"d language speakers", and "speakers of English as a 
foreign language"; 

"proficient" and "not-so-proficient" speakers of English. 

Please choose a term to describe yourself by. 

11. The three factors that have been thought to distinguish "native" and "non-native" 
varieties of English are: 

i. where (in which country) the language was learnt, 

ii at what age it was learnt, and 

iii whether the speaker is monolingual or multilingual. 

1 
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UNIT 2 GLOBAL ENGLISH AND INDIAN 
ENGLISH 

2.0 Objectives 

2.1 Introduction 

2.2 Dialect, Accent and Style 

2.2.1 A Neutral Accent 

2.3 Standard English - A Model: British, or American? 

2.4 British English and American English 

2.5 Prescriptive and Permissive Attitudes to Language 

2.6 Indian English and South Asian English 

2.6.1 Borrowing 
2.6.2 Code-Mixing and Code-Switching 
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2.0 OBJECTIVES 

IT-- - 
~ a @ o f  us that there is a single obiect called "English", which we must learn. 
But there are actually many varieties of English, as there are of any language. We 
know that there are formal and informal varieties of a language. We may speak of 
a "standard variety as one which is accepted as educated and cultured usage, and 
taught in schools. 

English is actually spoken in a variety of ways all across the world, and indeed, 
whithin the U.K. as well. No two people speak in precisely the same way. What 
is important for international communication is that our "accent" should be as 
"neutral" as possible: it should not have obvious regional characteristics or personal 
idiosyncrasies. When we speak English, we should not sould as if we are speaking 
Hindi, or Tamil, or Japanese! 

\ 

What model of standard English shouls we follow? There are two international 
models: British, and American. These are two varieties of the same langauge, with 

To understand: 

language variation: dialect, accent and style; a neutral accent, 

the idea of standard Enghsh, arid British and American models of English, 

attitudes to language: purity and tolerance, and 

characteristics of Indian English, and using English in a multilingual context. 
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Some Concepts for some well-known differences, but with much, much more in common. Indian English 
Communication in is also now being recognized as a vareity of English. It has many characteristic 
English words of its own, that are sometimes separately listed in learners' dictionaries. The 

grammar of Indian English is largely that of British English. 

We can have a "purist" attitude to language, which always tries to be "correct", 
of we can adopt a "permissive" attitude, which believes that a language belongs to 
whoever speaks it, and what they naturally say is all right. In formal situation, for 
example, we do not mix words from the other languages we know into the English 
we speak. But informally, all over the world, many multilingual speakers of English 
do mix their own languages up with English. This is called "code-mixing", and is 
seen as a sopurce of creativity in langauge use. 

We have understood from the previous unit that language is not an indivisible whole. 
Language changes over time and across space. One variety of language may differ 
from another in three ways: 

, 
i. pronunciation, 

ii. vocabulary, or 

iii grammar. 

If a variety of language differs from another in all three ways, we call it a dialect. 

But the most common difference among the varieties of a language is the first one: 
pronunciation, or the way we speak it. Such a difference, in pronunciation only, is 
called an accent. 

Accent is the most obvious and visible quality of our language use. We can readily 
tell British from American speakers of English by their accent. In India we can tell 
whether a person is a speaker of Punjabi, Bangla, Marathi, Malayalam or Tamil,. 
from their accent in English! Let us see what Bernard Shaw, whom we quoted at 
the beginning of this unit, tells us about his experiences as a member of a committee 
of "educated persons whose speech (is) correct and refined". This was a committee 
that the BBC, the British Broadcasting Corporation, had established "for the purpose 
of deciding how the utterances . . . should be pronounced" on air in order to be "a 
model of correct speech". The cormnittee included a playwright - Shaw himself, 
an actor, and a Poet Laureate. 

Shaw tells us that even on this committee, there were different accents: 'The 
simplest and commonest words in any language are 'yes' and 'no'. But no two 
members of the committee pronounce them exactly alike". 

It is true that no two people speak in an identical way. Human beings are not robots 
produced in a factory, or clones produced in a laboratory. Our speech reflects ow 
individuality. Yet all of us do wish to be understood by one another, and to understand 
one another. (Linguists call this "being intelligible" to one another.) So Shaw continues: 



". . . every member pronounces them [the words 'yes' and 'no'] in such a way that 
they would not only be intelligible in every English-speaking country, but would 
stamp the speaker as a cultivated person as distinguished from an ignorant and 
illiterate one". 

Are you now saying, "Well: that is good enough for me: that is how I desire to 
speak", as Shaw thinks you will? 

How are you to speak in an "intelligible and cultivated" way? In order to do that, 
you have to understand what Standard English is, and think of possible models of 
speech for ybu to follow. But first, we need to understand one more idea. 

We have now understood what a dialect is, and an accent. We must now understand 
that there are different styles in language. Some of you may already know that we 
can say the same thing in different ways depending on where we speak, and who 
we speak to. This is easy to see in the words we choose for our thoughts. Let's 
take an example. 

I'm fagged out. I'm very tired. I'm exhausted. . 
L 

These are three ways of saying very nearly the same thing. The first, "I'm fagged 
out7', is labeled "informal" in the dictionary, because it uses colloquial words or 
slang. Such a style is suitable for use only within a close social group, such as 

I friends. (Many Indian users of English may not even know this expression, because 
we do not use it; it is typical colloquial British English.) The second, "I'm very 
tired", uses ordinary words that are formal enough to be acceptable - they are not 
slang - but informal enough to be used even by a child. In contrast, the third uses 
a more formal, learned or educated word, "exhausted", that a young child may not 
know. (Unless the child is someone like Lord Macaulay, who at the age of eight 
is reported to have told an aunt - who had spilt hot tea on him - that "the agony 
is now abated!) 

Now just as we choose our words according to the style of interaction - very 
informal 01. in-group, slightly more formal in an everyday sense, or very formal - 
we also choose, or make differences in, the way we speak. Let's listen to Shaw 
again, speaking in the recording for the Linguaphone Institute: 

"I am at present speaking to an audience of many thousands . . . If I were to speak 
to you as carelessly as I speak to my wife at home, this record would be useless; 
and if I were to speak to my wife at home as carefully as I am speaking to you, 
she would think I was going mad." 

Global English and 
Indian English ' 
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We shall discuss some ways in which careful speech differs from casual speech 
again later, in the blocks on Speaking English. Here we can think about careful and- 
casual speech in another way. Suppose a speaker of Tamil, Japanese or Hindi (etc.) 
is speakmg in English to another speaker of Tamil, Japanese or Hindi-(etc.). Then 
since both the speaker and the listener share the same accent, they will 'understand 
each other easily, without difficulty. But if you want to speak in English to a person 
with a different accent - a person -from some other language group than your own 
- then the more "neutral" your own accent in English is, the better you will be 
understood. That is why nowadays we 'speak of "accent neubrabation" in, training 
in spoken English for the information technology. industry. We don't expect eyeryone 
to m h i c  the way the British royal family speaks; but if we want all kinds of people 
to understand us, - people whom we do not know, or who speak very different 
languages than us, - we cannot speak English just as we please. 

Most discussions on what model of English is appropriate for India centre on the 
pronunciation; and the criterion for an acceptable pronunciation has to be intelligibility, 
or understandability. The popular British linguist David Crystal has articulated the 
commonsensical wisdom in this matter, which many of us Rave been practicing. 
This is the idea that we all have a command of three sorts of accents. In this "tri- 
dialectal" model, speakers would move smoothly from a regional dialect (such as 
Punjabi English or Tamil English), to a national dialect (Indian English), to an 
international dialect, as required. To see that this is not impossible, think for a 
moment of the variety of accents we can ,understand! Many people with a marked 
regional accent qan understand English as spoken by television present'ers on national 
channels. They can also understand non-.dim speakers - not only in news and 
c-nt affairs prpgrammes, but also in sports commentary.. Listening to speakers 
from a variety of circles, and listening to many such speakers of English, is the. best 
way to sensitize our ear anQ "pick up" a neutral way of speaking. 

The success of young Indians k c d  centre jobs slows that ."accenY'-s a 
matter of unlearning obvious regionalisms and arriving at neutral spkech style. It 
is also a matter of learning to slow down our rate of speech, speaking to a rhythm, 
and articulating with clarity. These are factors that improve speech in any language 
.- in fact, many of us have to learn to speak our own languages pleasantly and with 
clarity! 

As for the sounds of English, themselves, spoken "Indian English" has been described 
as having some pan-Indian characteristics such as long vhwels instead of diphthongs, 



and retroflex consonants instead of alveolar ones. Many more characteristics of 
"Indian English" (as we have said) reflect the various mother tongues of the 
speak&. The less obvious and obtrusive these mother-tongue characteristics are, 
the more acceptable the pronunciation of the other tongue. 
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STANDARD ENGLISH - A M O R U  
BRITISH, OR AMERICAN ? 

The standard variety of a language emerges out of-the political and economic 
influence of its users. Parisian French and Bangalore-Mysore Kannada are considered 
the standard varieties of those languages because Paris and Mysore were the 
centres of the king and the aristocracy. Notice that this is similar to the way English 
became an international language, because of the political and echnomic power of 
English-speaking countries. 

. . 
"Standard English may be simply considered as, that. 9,alect most often spoken by 
educated mkmbers of society; it is the form ,usually employed in writing, add is 
generally used by the media", says John Edwards, a linguist. Standard ~ n ~ l i s h ,  he 
says, is also the form of the language used and promoted in schools (in Britiin and 
the United States, the schools iron out the differences between the various regional 
dialects that the children speak in their homes). 

Global English and 
Indian English 

For us in India, in the written m d e ,  British English has functioned as a mode1 of 
standard English in our schools. Spoken English, we know, varies considerably even 
from person to person; we have said that our aim should be at a neutral, intelligible 
accent that bears the stamp of, our individuality. But written language, we saw in 
the last unit, has always been much less subject to change. It has been the preserve 
of siholars and grammarians. Written languhge has traditionally been in a more 
formal, careful, considered style (although that is changing now in emails, perhaps). 
So for written language we do feel the need for a standard; and because of the 
historical accident of our having been part of the British Empire, we have adopted 
British English as our model. L- 25 

I 
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The other model for standard English in the world is American English, which is the 
model in the Philippines, for example. There is an interesting story i11 David Graddol's 
report The Future of English about how a Singaporean newspaper chose its 
business partner on the basis of whether they had British English or American 
English as their model. In 1994, the Singapore newspaper Straits Times established 
a sub-editing office in Sydney, Australia, connected by a fibre-optic line to Singapore. 
Journalists file their stories in Singapore; the page layout and sub-editing is done is 
Sydney, on-line, and the paper is printed back in Singapore. This is of course an 
instance of the globalization of the media industry. But what is of interest to us here 
is why this Singapore newspaper chose Sydney, Australia for its sub-editing office. 

The newspaper originally considered three countries: India, Australia, and the 
Philippines. (These countries are in time zones adjacent to Singapore; this is important 
for a newspaper, which has deadlines to meet.) "In considering the Philippines", the 
Sydney bureau chief tells Graddol, "we realized that they spoke American English 
and because the Straits Zlmes is a British English newspaper we felt that the 
language, spelling and turns of phrase were not suitable for the Straits Times". 
India, in their estimation, provided "the people with the language skills and journalistic 
experience" that Australia did, but "the Indian infrastructure and technology wasn't 
that up to date - Australia's telecommunications facilities were much better". So 
this is an interesting example of how the choice of British English or American 
English as the standard variety in a country can influence a business decision! 

As the story above suggests, we in India follow the British English model in our 
education system, just as we drive on the left of the road (Americans drive on the 
right, as you know). But with the growth of careers in information technology, more 
young people are adopting an Americanized way of speaking, and spelling as well. 
Fortunately, as we shall see below, these two varieties of English are not very 
different, so it is possible to know both. In a later unit we shall return to the 
differences between British and American English. Just like an optimist and a 
pessimist describe a half-filled glass of water (the optimist says the glass is half- 
full, the pessimist says it is half-empty!), so also with British and American English: 
we can either consider them very close to each other and choose not to worry what 
we say, or we can be very particular about the differences between them, as in the 
story above about the Singaporean newspaper, 



7 Why did a newspaper in Singopore prefer Auutntlia to India, and Lndia lo the 
Philippines, for its offshm subediting work? 
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These two varieties of English are indeed distinguished mainly by their spelling and 
their "turns of phrase", as the Singaporean newspaper puts it (that is, the kinds of 
expressions and idiomatic language they use). (They of course differ in their 
pronunciation; where the British English standard is known as the "Queen's English" 
or "BBC English or "public school English, the Americans speak of "Network 
English" as their standard.) 

As far as grammar is concerned, there are very few differences today in the 
grammar of Standard British and Standard American English. Even the handful of 
such differences are dying out, because of the constant interaction across the 
Atlantic in all media: not only print, radio and television, but the Internet and the 
telephone. But here are some examples of the grammatical differences between 
these varieties. Look at these pairs of sentences: which sounds better to you? 

Have you no sense at all? 
Don't you have any sense at all? 

Let's not do that. 
Don't let's do that; 

The first sentence in the pair represents British English, the second, American 
English. 

What language varieties differ most often in - next to pronunciation - is vocabulary, 
or the words that they use. We can tell American from British English because of 
these words, for example: 

elevator lift sidewalk pavement 

The first word in each pair is American English; the second, British English. 

In the case of American English, there was also a conscious attempt to, reform 
English spelling, and this is one aspect of our writing that we do have to pay 
particular attention to. (If you use a computer word-processing programme to 
compose or type out your work, as I do, its automatic spell-check facility may 
underline in red the British spellings you type in, or it may even just turn them into 
American spelling!) 

1 
Global English and i 

Indian English 1 

A priest who was an educationist and vocational counsellor tells us about his five- 
year period of study in America: "I really did try for almost two ye& not to 
become Americanized. I started watching my spelling . . . I felt that if I returned to 
India spelling centre as c-e-n-1-e-r or counsellor as c-o-u-n-s-e-I-o-r, my people in 
India would think that I did not have a proper education . . ." But then a teacher, 
returning to him an assignment on psychology that he had submitted, told the whole 
class: "Remember that counselor is spelled with only one 'l'." The priest jokes: "I 
decided that if I wanted to improve my grade I had to go American in my spelling. 
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Today, I am thoroughly mixed up about my spelling ana can never tell whether 
butter is spelled with one't" or two!" 

Here is what he tells us about the gradual Americanization of his speech. "I also 
tried to resist the American Way of speaking English. Just as some people in India 
think there is only one way of spelling, their way, they tend also to think there is 
only one way of speaking English. If I went back to my teaching or counseling 
speaking like an American, they would wonder what was wrong with me. ~d I tried 
not to pick up the American way of talking. But last year an Indian said, "Why do 

. you keep ,repeating 'You know?' 'You know?' when you talk. It turns me off'. I 
had picked up something without bowing it." 

I 

Resistance to the new and the unfamiliar, unconscious assimilation, and finally the 
freedom of a balanced perspective that accepts that each of us can learn frod the 
other - these are the stages that this priest. went throughvin his encounter with 
American ~ n ~ l i s h ;  and these indeed are the stages that all of us go through when 
we encounter something new. (You can read the full article "Caught in a cultural 
cross-fire" by Reverend Peter Lourdes in the October 1987 issue of SPAN.) 

The develo&ent of a distinct form of American En~Psh in the 19'" century has 
been called the biggest change in English since the time' of Shakespeare. The 
history of English shows rapid changes in thk language until the time of Shakespeare. 
This is because the technology of print was invented only about a hundred years 
&fore Shakespeare. The invsntion of print was ,followed by a period of stability and 
standardization of the language. Before printing, there wasn't even a single standard 
form of spelling for English. Printing led t,o a slowing down of the kind of natusal 
changes that had earlier h e n  taking place in spoken English. English written before 
1100 looks like a foreign language to us; even the English of Chaucer, in the 14" 

' century, has to be mod,ernized for us to understand it. But Shakespearean English 
' is not so far from modem English, because printing standardized the language and 
protected ii from change. 

But in the nineteenth cenhq, changes once again set in,, in the English spoken in 
America. The distance between England and America was so great that contact 
between the two groups of English speakers became limited; and the processes of 
language change began once again. These were again reversed in the 20" century 
because of the radio, moyies and television, and air travel. Today, '$though there 
are differences in vocabulary and spelling, readers might not easily ,distinguish an 
E n a s h  from an American newspaper report," says Kevin ~ i n n e r h .  
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PRESCRIPTIVE AND PERMISSIVE 

If we compare Kevin Finneran's comment with the concern shown by the Singapore 
Straits E m s  to maintainla British English character for their niwspaper, we see 
that there are two attitudes to Standard English, and to the need for a model. These 
attitudes may be called "prescriptive" or "purist", and "permissive". The prescriptive 
attitude emphasizes the need to use the language correctly, elegantly and consistently, 
and is very particular about spelling, pronunciation, and the way words are chosen 
- they must be chosen with care not only to express our meaning as precisely as 
possible, but to conform to a particular style. Dictionary-makers, book publishers 
and newspaper editors, media personnel and teachers, all feel that they are "the 
gatekeepers" for language - they feel responsible for how language is used. They 
often are concerned to maintain the "purity" of a language against outside influences. 
In the case of English, they make sure that the standard of usage they adopt is 
consistently either British or American. 

, - 
The permissive attitude stresses that language belongs to its users, and is constantly 
shifting. In the case of English, it sees no reason why local communities of English ' 

users should not have their own standards: "Why should Nigerians care whether, 
if Nigerian English has forms like He is not on seat, or Master, they are looking for 
you and these are perfectly acceptable in the Nigerian context, they are unacceptable 
and unintelligible to native speakers of English?' asks a Nigerian scholar, Adetugbo, 
asserting that national intelligibility should have priority over international acceptability. ' 
Quoting him, Sidney Greenbaum, the director of the Survey of English Usage, 
University College, London (and the author of such publications as A Comprehensive 
Grammar of the English Language and the Oxfard Companion to the English 
Language), agrees: "In practice, variability is not a major impediment to international 
communication in English. Those who want to communicate accommodate to each 
other's variations. . . . As there is in Britain and other first-language countries, there 
is a continuum of competence in the use of English in India and elsewhere in South 
Asia." This idea of "a continuum of competence" in English, in Britain no less than 
in India, brings us back to a point we made in the last unit. Instead of speaking of 
native and non-native varieties of English or speakers of English, it may be better 
to speak of proficient and not-so-proficient speakers of a standard variety of English. 

2.6 lINDM ENGLISH AND SOUTH A S . M  

We. have said that of the three ways in 'which language varieti4 may differ - 
pronunciation, vocabulary, and grammar - the most widespread and common 



I Some Concepts for differences are in pronunciation. Next to pronunciation, the most common differences 
between language varieties are in vocabulary. 

Languages have always had a give-and-take of vocabulary, and it is indeed a 
strength of English that it has borrowed words from many languages - kindergarten 
from German, or sovereign from French, for example. From the languages of our 
subcontinent such words have entered English as bandicoot (from Telugu 
pandikokku). Other languages, in turn, have borrowed words from English. Words 
for transport such as bus, plane and car, words connected with literacy, schooling 
and media such as book, pen, paper, class, board, radio and T V ,  words used in 
sports such as goal, ball, bat, run, wicket and team, are now so interwoven with 
our own languages that they are used even by illiterate people in remote locations. 
A study of tribal children in Orissa estimated that they knew a hundred such words 
of English! 

More recently, global English is seen in such words and phrases as pikunikku 
(Japanese), telewida (Polish), ein Image Problem and dm Cash-Flow (German), 
il software (Italian), and les refueling stops during a weekend break (French). 

In the last few examples you may have noticed an interesting pattern: a word from 
the borrowing language - ein, das, il, les - is used along with an English word or 
words. We have said that in many parts of the world, English is used in a bilingual 
or a multilingual context. Thus these mixed phrases - German and English, Italian 
and English, French and English - are a result of language use by speakers who 
know both these languages. This use of more than one language in a single message 
(a sentence, or a phrase) is called .code-mixing. 

Communication in 

We do not yet know exactly how the human brain stores separate languages. But 
we do know that if necessary, a multilingual speaker can speak in only one of his 
or her languages; the other languages can be "switched off', so to speak. This is 
certainly the case when we read or listen to just one of the languages we know, 
or speak it in formal contexts - in contexts where the prescriptive or purist approach 
to language takes over. But in informal contexts such as convergation, we seem to 
be able to mix our languages up, and how we do this is a topic of study among 
linguists: Not only do we use words from one language while we're speaking in 
another, as in the examples above, or in an utterance like "Arre bhai, let's have 
some chai". We seem to make puns across languages. 

Read these jokes - do they make you smile? Then you must be using the words, 
the grammars, and even the sounds of two languages to understand them. (That's 
why the $&es need to be explained if you don't know the other language in them!) 
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You can find many such examples in advertisements and in school children's games. 

Knowing and using two languages, then, has its own potential for creativity. Jn most 
bilingual or multilingual contexts, people "mix codes" or "switch codes" (they switch 
from one language to another) in ways that intuitively seem right to them, but are 
difficult to describe or to write rules for,. We see this happening on some of our 
television channels, although the purists protest against it. Why does this happen? 

In social interaction, English may have connotations of superior status or formality, 
and our own other languages, of inferior status or intimacy. Speakers may switch 
between languages as a negotiation of their relationship. David Graddol gives the 
example of a yowig job-seeker in Nairobi: the young man begins the interaction in 
English, but the manager insists on using Swahili, perhaps to suggest that the young 
man is not "good enough" to use English. You may have noticed or experienced a 
similar use of English to assert official or social superiority in our own context. On 
the other hand, English may be seen as too formal or distant a language for some 
contexts,'and a switch may occur to a language other than English: "We will have' 
to file fnr an exemption in that case nnn't wn- hefa, sub Thiik hO jayeega." 

- 1 

Global English and 
Indian English 
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2.7 - AN LNBW ENGLISH VOCAIB-Y I 

We have now been using English in our country as a language of our own for more 
than half a century after the depart- of the British. As we use this language to 
expdss our own meanings, enough words have entered it for even dictionary 

b 
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makers to notice! The current editions of dictionaries such as the Oxford Advanced , 
Learner's cany a supplement of words found in Indian English, "essential to an 
understanding of English as it is spoken and written in India". The Preface to this 
supplement suggests that the words in it fall into different groups: 

' i) words from Indian language's, to describe Indian objects, ideas, customs, etc. 1 

(such .as chillum (a part of the hookah), kanna, pheri, pradakshina); 

ii) words current in British English but used in different senses in India (such as 
chaste to describe a language (chaste Urdu), to mean a 'pure, formal' kind 
of language, or auspicious to mean favourable according to astrology, rather 
than merely showing general signs of future success); 

iii) words from Indian languages for which standard English words also exist 
(bandar 'monkey', god-man 'a holy man') 

- iv) usages and idioms peculiar to Indian English, though the words as such are 
found in British or American Enghsh as well (a pyjama in kdia can be worn 
with a kurta during the day or even on formal occasions, but in British English . 
pyjamas are worn to sleep in; pin-drop silence (to mean it was so quiet you 
could hear a pin drop); to burst, bum or explode crackers (instead of to 
light them or set them off ); to make a long story short (British ~ n ~ l i s h  has 
to cut a long story short). 

Some of the words and p+s in the Indian English supplement are not accepted 
in our schools yet, and the dictionary indicates this by labeling these "non-standard 
usage." The widespread practice of asking "What's your good name?', for example, 
is perceived to be unacceptable by many Indian speakers of English. 

Indian English largely shares its "grammar" with British English. As many linguists 
have pointed out, syntax, or the way sentences are put together, acts as a common 
bond among communities that differ in their speech and vocabulary. Yet there are 
some areas where differences in grammar do occur, which have been studied. 
Among these are: the use of the articles a, an and the; the use of tenses, and 
negation. Scholars have pointed out that we say "one" instead of "a"; so we tend 
to say One post ofice is there. ..instead of There's a post ofice there. That 
example also shows that we use the word "there" in "presentational sentences" in 
our own way - at the end of the sentence rather than at the beginning: "And this 
week, Sports Day will be there" (= ... this week, we have Sports Day) ; or 
"Many problems are still there" (= There still are many problems). We also use 
the word only in a typical Indian way: I gave the book to him only, Ram only 
will sing. 

One team of scholars identified characteristic Indian English usage mainly in two 
areas: collocations or "word friends," and the use of prepositions. What are "word 
friends"? Let's take an example. Educated Indian speakers of English 'in Delhi, in 
a research study, accepted this sentence as correct: 

This tea' is too light for me. 

But British English would speak of weak tea, not light tea. The Oxford Advanced 
Learner's Dictionary tells us that weak is a word used "of liquids", to mean 
"containing a high proportion of water", and the example it cites is weak-tea! 

You might find it interesting and instructive to compare the other uses of the two 
words weak and light as adjectives, given in this dictionary. Notice that light in 
British or American usage can be used to describe a liquid - but only an alcoholic 
liquid! 



weak . , light Global English and 
Indian English 

not physically strong: weak legs 
likely to break: a weak bridge 
of character: not firm: a weak leader 
not financially strong: a weak currency 
not functioning properly: a weak heart 
of a low standard: a weak team 
not convincing: a we& argumeht 
not easily seen or heard: a weak 
light/sound/signal 
not enthusiastic: a weak smile 

easy to lift or move: a light bag 
gentle, delicate: a light tap, light 
pressure 
not tiring: light exercise 
not needing close attention: light 
reading 
easy to bear: a light sentence 
not intense: light showers of rain 
not thick or dense: light trafic, a 
light mist 
(of sleep) not deep: a light sleeper 
(of food) easy to digest: a light 
pudding 
(of meals) small in quantity: a light 
snack 
(of food) easy to digest: a light 
pudding 
(of drinks) low in alcohol: a light 
beer 

Educated Indian speakers in Delhi also accepted the sentence 

I - We tried to spot out the filmstars. 

I The verb in standard corresponding British English is spot, not spot out. The verb 
spot out seems to have been coined by analogy with verbs like find out, break 
out or look out. 

I Again, the word botheration (I am sorry for the blitheration I caused you) is 
found only in the English used in India. 

- 
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&e variety oflanguage may differ & another in pronunciation, vocibulary, or 
grammar. A variety of language that differs in ail three'ways is .a, dialect. A 
difference in pronunciation only is called an accent. 
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* There are different styles in language - very informal or in-group, slightly more 
formal in an everyday sense, or very formal. 

* When you speak in English to a person with a different accent, the more ''neutral" 
your own accent in English is, the better you will be understood. The criterion for 
an acceptable pronunciation is intelligibility, or understandability. 

* "Accent training" is unlearning obvious regionalisms and arriving at a neutral speech 
, , style. It is also learning to slow down our rate of speech, speaking to a rhythm, 

\ .  

and articulating with clarity. 

* The standard variety of a language emerges out of the political and economic 
influence of its users. Standard English is the dialect spoken by educated members 
of society, usually employed in writing, and generally used by the media. It is also 
the form of the language used and promoted in schools. 

British English is the model of standard English in our schools. The other model 
for standard English in the world is American English. 

* These two varieties of English are not very different, so you can know both. 
' These differ mainly in spelling and their "turns of phrase" (the kinds of expressions 

and idiomatic labguage they use). They of course differ in pronunciation. 

There are two attitudes to Standard English, and to the need for a model. These . 

attitudes may be called "prescriptive" or "purist", and "permissive". 

* Languages have always had a give-and-take of vocabulary. It is a strength of 
English that it has borrowed words from many languages. 

Sometimes a word from the borrowing language - ein, das, il, les - is used along 
with an English word or words. This use of more than one language in a single 
message (a sentence, or a phrase) is called code-mixing. 

A multilingual speaker can speak in only one of hisher languages, but in informal 
contexts such as conversation, we seem to "switch on" more than one language. 

* Dictionaries such as the Oxford Advanced .Learner's now cany a supplement 
of words found in Indian English, "essential to an understanding of English as it is 
spoken and written in India". 

* Some of the words and phrases in the Indian English supplement are not accepted 
in our schools yet, and are labeled "non-standard usage". 

2; Indian English largely shares its "grammar" with British English. Characteristic 
Indian English usage occurs mainly in two areas: collocations or "word friends", - - 

and the use of prepositions. I . - 

Peter Lourdes, "Caught in a cultural cross-fire", SPAN, October 1987, pp. 12-14. 

Gali Robinson, "Culturally diverse speech styles", in Wilga Rivers (ed.) (1987), 
Interactive Language Teaching. 

Robert J. Baumgardner, ed. South Asian English: Structure, Use and Users (1996). 
Delhi: Oxford University Press. 

Indira Chowdhury Sengupta, "Preface to the Indian English Supplement", Oxford 

. 
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of sylltactric deviances in Indian English," English WorM- Wide 6: 1 1 17-129,1985. 
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2.10 ANSWERS TO CHECK YOUR PROGRESS 

1. A didect is a variety of language that is different from another variety of that 
language in three respects: pronunciation, vocabulary, and grammar. 

2. accent 

3. The members of the committee of educated and well-known persons, set up by 
the BBC to determine how utterances should be pronounced over the radio in 
order to be a model of correct speech, did not all speak exactly like one another. 
But they did speak in such a way that they would be understood (or be intelligible) 
in every Eriglish-speaking country; inheover, they spoke in a way that would 
show that they were educated and cultivated, and not ignorant and illiterate. 

4. "Accent training" is a matter of unlearning obvious regionalisms and arriving at 
a neutral speech style. Many characteristics of "Indian English" reflect the 
various mother tongues of the speakers. The more obvious and obtrusive these 
mother-tongue characteristics are, the less acceptable or "neutral" the 
pronunciation of English will be. 

A speaker of Tamil, Japanese or Hindi speaking to another speaker of Tamil, 
Japanese or Hindi, will share the same accent in English. But when we speak 
in English to a person with a different accent - a person from some other 
language group than our own - then the more "neutral" our accent in English 
is, the better we will be understood. 

We all have a command of three sorts of accents: regional (such as in Punjabi 
English or Tamil English), national (Indian English), and international. We can 
understand a variety of accents. People with a regional accent can understand 
the English spoken b television presenters on national channels. They can also 
understand non-Ind' i t  n speakers of English in news and current affairs 
programmes or in sports commentary. 

Listening to speakers from a variety of circles, and listening to many such 
speakers of English, is the best way to sensitize our ear and "pick up" a neutral 
way of speakin&. We can also slow down our rate of speech, speak to' a 
rhythm, and articulate with clarity. Spoken "Indian English" has some 
characteristics such as long vowels instead of diphthongs, and retroflex consonants 
instead of alveolar ones. These sounds may not prevent intelligibility, or . 

understandability, if we speak slower and with rhythm. 

5. Standard English is that dialect most often spoken by educated members of 
society; it is the form usually employed in writing, and is generally used by the 
media. It is also the form of the language used and promoted in schools. 

6. British English h e  functioned as a model of s ada rd  English in the world. The 

Global English and 
Indian English 



other model for standard English in the world is American English, which is the 
model in the Philippines, for example. We in India follow the British English 
model in our education system, in the written mode. 

The Singapore newspaper follows British Enmh,  whereas the Philippines have 
adopted American English as their model. Hence India, which follows the 
model of British English in its spelling and expression, was k l t  to be more 
acceptable. But Australia was superior to India in its technology and 
telecommunication facilities. 

8- 0) grammar 

9. Please give your own examples. 

10.. Please give your own examples and sentences. 

11. 'please hnd out the answers from a dictionary. 



Structure 

3.0 Objectives 

3.1 Introduciton 

3.2 A Global Village 

3.3 An Arduous Journey, Just Over a Hundred Years Ago . .. 
3.4 The Story of Human Communication as a Day in Our Lives 

3.5 Communication and Social Change 

3.6 Ltmguage and the New Technologies 

3.7 Let Us Sum Up 

3.8 Further Reading 

3.9 Answers to Check Your Progress 

This unit will help you to understand the following points 

a the world is now a "global village", 

there has been an acceleration in communications in the last one hundred years. 
Changes in communication technologies have made globalization possible, and 
indeed inevitable, and 

a every revolutionary change in communications technologies'resultsin u n e n t e d  
social change. . ' 

\ 

Have you ever though ,what it would be like if you had lived a hundred years ago? 
There would perhaps have been no electric light in your home or village or city; you 

1 would have used oil lamps. How would you travel? How would you get news of 
the world around you - how large would the world around you have been? 

What technology has done for us is to "shrink" our world. We travel by air rather 
than by bullock-cart. We have the telephone, the radio, and television via satellite, 
allowing for instant cornmuncation across the globe. We have e-mail and internet. 
A person who was magically transported from the early 20"' century to the early 
21a century would be puzzled and quite lost in our world! 

'1  " .In this unit we shall think about the technalogy that has changed our world, and 
abolut how it has done so. We shall see that in the past 150 years or so, technological 
changes have been much more rapid than at any time in the history of humankind. 
As our means of commImicatim have changed, our communication needs have 
changed as well. We now nee@ to communicate with people all acrass the world, 
whose language and culture may be quite different than our own. We can no longer 
remain "locked" within a society ahd culture that we know, or grew up in. We have 
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to meet news ways of living and seeing, and think of how best to integrate our lives 
into this larger woxld. 

b 

It was Marshall McLuhan who coined the term "the global village." McLuhan, 
- who died on the last day of 1980 (on December 31), has been called "the most 

celebrated English teacher of the twentieth century". This Canadia was a professor 
of English literature, but he was also a communications theorist and philoso~her. 

What did he mean by "the global village?" McLuhan was referring to a 
communications explosion that was creating a "wired world". Our world is now 
interconnected by the instantaneous flow of information between any two points or. 
the globe, however distant or remote. Events in one part of the world can be 
experienced from other parts as they happen, "in real-time". So our world _of 
experience has the immediacy of life in a village - except that our "village" is now 
the entire world. 

Stop for a moment and think. 

*:* Have you ever watched a cricket match or a football game that was happening in 
some other part of the world, such as Australia, Germany or the West hdies, 
"live" (that is, as it was happening) on television? 

*:* Have you ever used a cell phone to speak to your friend or relative from another 
city, or from a train or an airport? 



3.3 AN ARDUOUS JOURNEY, JUST OVER A 
HUNDRED YEARS AGO. .. 

For many of you, it may be difficult to imagine a time when a letter took three 
weeks to travel from India to Britain by sea. Indeed, if we go back to the late 19th 
century, we find that three weeks - twenty one days - were once required for a 
journey from "Trichinopoly" (now Tiruchirapalli or Tiruchi in Tamil Nadu) to 
"Vizagapatam" (now Vishakhapatnam in Andhra Pradesh)! In 1892, the grandfather 
of the astrophysicist S. Chandrashekhar performed just such a journey. (You may 
know that S. Chandrashekhar is the person who formulated the "Chandrashekhar 
limit" that led to the discovery of neutron stars and black holes. Chandrashekhar's 
uncle was Sir C.V. Raman.) Chandrashekhar's biographer, Kameshwar K. Wali, 
tells us: 

They first had to go out of their way to Guntakal in order to take the train 
to Bezwada (Vijayawada); then they traveled by construction train and 
canal boats to Rajahmundry. Finally they rode for four days in a cart pulled 
by bullocks to reach their destination. 

Kameshwar K. Wali (1990:42) 

He then tells us: "At that time the railroads were just being built. The very next- 
year, Chandra's father could join them in one day." 

So you see how dramatically the railways have altered our world - although today 
we think of a journey by train as a slow way of travelling! 

The Globalization of 
Communications: 
A Global Viage 

The cornmunic'ation facilities that we take for granted today actually represent a 
very recent achievement in the history of humankind. Just how recent they are is 
dramatically described by Frederick Williams in an essay, "The 360-century T h J r " .  
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Let us suppose that the cultural history of human beings begins around 360 centuries 
ago. Biologically, of course, human beings or homo sapiens are thought to have 
evolved much earlier: about 200,000 years ago, spreading out of Africa 100,000 
years ago. But from around 34,000 BCE to 10,000 BCE, we find homo sapiens 
making the cave paintings found in France, Italy and Spain, and in parts of India 
such as Bhimpetka near Bhopal. (Note: BCE = Before the Christian,Era; CE = 
Christian Era.) The author of the cave paintings was "Cro-Magnon" man of the 
Paleolithic period. These were Stone Age people, cave-dwellers and tool-makers; 
and it has been conventional in Western thought to begin the cultural history of 
humankind with the Cro-Magnon human, going back 360 centuries. 

Let us take these 360 centuries of our cultural existence, then, and "map" them 
onto one day of twenty-four hours - let us pretend that 360 centuries can be seen 
as a single day in the existence of human beings. We would thus get "a day in the 
history and evolution of communication" among humans. What does this day look like? 

We begin our day at midnight (as is the convention: 00 hours). (Imagine that "the 
first human baby" was b0.m at midnight.) From the beginning, at midnight, we have 
language, in the form of speech. We also have pictures, as we have already 
mentioned - the cave paintings of Stone Age people, drawn and used perhaps for 
magic rituals, for protection and good luck during the hunt. But we do not yet have 
writing. 

The origin of writing is commonly taken to be around a mere 5000 years ago. So 
the journey from speech to writing takes 31,000 years or 310 centuries, from 360 
centuries ago to 50 centuries ago. In terms of our communicatibns Day of 24 
hours, it takes 20 hours and 40 minutes.' (The "first human baby" is now 20 hours 
and forty minutes old, and it is late evening on the first day of its life.) 
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What is the next great leap forward in communications? Let us say, printing. This 
happens in 600 CE in China, but in 1453 CE in the Western world, with the 
Gutenberg Bible. Now let's look at our clock: it is already nearing midnight again 
- it's 11:38 p.m.! 

The telegraph appears at 1153 p.m.,tin the year 1855 CE, and for the first time, 
as McLuhan points out, a message can travel faster than the messenger. And then, 
the last five minutes of the day "explode with new communications technologies. 

I We are on an acceleration curve of communications inventions": 

11:55:02 the telephone 

11:56:48 commercial radio 

11 :57:04 sound motion pictures 

' 11:57:40 prototype electronic computer 

1 1 :57:50 Xerography 

11:58:02 colour television 
C 11:58:32 fxst commercial satellite 

Williams makes the point that "the greatest growth in communications technologies 
has been in our lifetimes and it is still accelerating. This is in remarkable contrast 

I to the approximately 180 lifetimes which separate the invention of writing from the 
invention of printing in our communications history". 

Frederick Williams was writing in 1982, so many of the technologies that have 
evolved during your own lifetime are not mentioned by him! Notice that he does 
not mention the personal computer, the laptop and the palmtop, the Internet, or the 
cell phone ... His list of inventions perhaps looks old to you already. So let's do the 
following activity: 

d CbEELr Your Rqptss 4 

8. Acriviry Arrange the following communication technologies in their order of 
appearance. the radio: printrd boc>ks; the telephone: reievision; the Xemx 
machirtr 

Add your own technologies to this list. Tty to find out the datts of their first 
appearance. 

9. H'hy do wc say that them has been a "communiccltions explosion" in the last 
hundred years or so? 

10. U hat dues it mean to say that with the invention of the telegruph, for the first 
time ''the messnge could travel fwer than the messenger"? Hint: Think of 
how messages wcrt sent by the kings in history. md in mythology. Were the 
messengers always h u m ?  

1 

The Globalization of 
Communications: 
A Global Village 
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11. Williams says writing md printing were qwattd by about 180 "lifttimes". 
How many ycars is cach "lifetime", on this account? [How many years 
scjmak the invention of printing in the Wc-stcrn world and the invention of 
writhg?] 

3.5 COMMUNICATION AND SOCIAL CHANGE- 1 
i 

Communication theorists maintain that periods of human social change correlate 
with changes in communications technologies. The human being and his brain have 
remained essentially the same for unimaginable stretches of time, because biological 
change is evolutionary change, which takes place over millions of years. But changes 
in communications, we have seen, can occur very rapidly, within a single lifetime. 
Such communication changes have brought about social changes that seem to 
fundamentally alter the kinds of learning that our brains must adapt to. They also 
alter our perceptions of nation, society, family and values. Can you think why this 
would happen? 

Let's take one example. The invention of printing made possible a transition from 
oral to literate societies. Before printing, most people were illiterate: it wasn't 
expected that everyone should be able to read and write, because the materials for 
reading and writing were not available cheaply and plentifully. Books were handwritten 
and illustrated by hand, and very precious because there were no cheap copies. It 
was printing that made the idea of universal literacy feasible. It was printing that 
led to the expectation that every human being should be able to read and write, and 
attend school! 

Earlier, when the transmission of knowledge was oral, the idea of "distance education" 
was unimaginable. Both teacher and taught had to be physically present, and each 
teacher had only a few pupils; knowledge was imparted through interaction between 
teacher and taught, and perhaps this is what gave rise to the guru-shishya 
parampara, or the Socratic mode of education through dialogue. (Today we can 
return to oral education and combine it with distance education, because of the 
availability of media that carry the spoken word across distances: the radio and 
television!) 

When education (and communication) was primarily oral, there was a great emphasis 
on memory, and speech skills. Memory was the technology that preserved information 
and passed it on from generation to generation, in the absence of books, and audio 
or video cassettes, CDs and DVDs. Both a grammar of Sanskrit (by Panini) and 
a dictionary of Sanskrit, the Amara Kosha, have been preserved in this way for 
generations by memorization, for example. This is why it was important to memorize 
tbings accurately. Speech was the medium through which information was passed 
on; so it was important to recite what you knew clearly and exactly. The importance 
of memorization in education has steadily decreased, as we depend increasingly on 
books and reference documents, and calculators and cell phones, to store information 
such as facts and figures, or phone numbers and addresses; or to perform simple 



arithmetical calculations. The idea is that in this way we can use our mental energy 
in more creative ways. 

Certainly, the kind of globalization that we are witnessing today would not be 
possible without the electronic communication technologies that have been discovered 
just in the last half-century or so. Imagine that you lived over a hundred years ago, 
before the invention of the aeroplane, in a time when telephones were still few and 
far between, and not very efficient. If you sailed away, as some of our countrymen 
and women did, to a country in the South Pacific, or Africa, or South East Asia, 
you would soon lose touch with the world and the people you had left behind. 
Today, however, we have people on different continents who keep in touch by 
"chatting" on the Internet, which is equipped with a "webcam" or camera, and 
these people form "virtual communities"! These virtual communities exist for not 
only personal or familial reasons - a son or daughter keeping in touch with parents, 
spouses keeping in touch with each other - but also for business reasons, as you 
are perhaps well aware. The Information Technology industry has opened up an 
entire new line of work in our times, made possible by the instantaneous 
communication links between continents via computer and satellite. 

David Graddol tells us (in The Future of English, page 31), "Cost has been, 
traditionally, a major barrier to long-distance calls. But the cost of communication 
has lowered dramatically.. . The first transatlantic telephone cable, laid in 1956, 
allowed 36 simultaneous conversations; the latest undersea fibre-optic link is capable 
of carrying 600,000." Telecommunications technology has therefore moved towards 
a "communication network" in the shape of the Internet, where a personal computer 
connects directly with another personal computer, instead of going through a hierarchy 
of '"atekeepers". (Older people may remember a time when all telephone calls 
were mediated by an "operator," and for a long-distance call, whether national or 
international, you would talk first to the local "operatof', who would speak with the 
"operator" at the destination, who would speak with the person you wished to talk 
with - so there were two "mediators" between you and the person you called! 
Today you can just dial the number and speak on.) Graddol continues: '"This shift 
towards a communication network rather than a hierarchy allows dispersed 'discourse 
communities' to emerge, based on shared interests such as hobbies, (gardening, 
exotic fish), criminality (terrorism, pornography) or support (ulcerative colitis sufferers, 
parents of children with Downs syndrome). Diasporic cultural and linguistic groups 
can share concerns, ideas and decision making as never before." The word diaspora 
means 'a spreading of people' (from a nation or a culture); diasporic is its adjectival 
form. We often hear of the 'diaspora' of Indians in Britain, Fiji, etc., who form a 
market for Hindi films. With the Internet, there can be communities that are spread 
out, but linked by a specific common interest, such as a language or a hobby. These 
diasporic communities are also sometimes called 'virtual communities', that exist in 
a 'virtual reality' created by the Internet. 

The Globalization of 
Communications: 
A Global Village 
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3.6 W G U A G E  AND 'L"HE NEW TECHNOLQGR38 
Coming to writing, today the "short messaging service" or sms is reshaping written 
English (because of the time and space requirements imposed by this medium) in 
ways that some .of us find strange. But we should remember that the medium has 
always shaped the message. Writing systems have arisen in response to the needs 
of communication (on the one hand), and of the materials available for writing (on 
the other). 

Thus we fmd parallels to the sms strategies in the "story of writing", of how writing 
began and changed to the system we know today. Early writing systems had a 
primitive writing technology (the material on which they wrote, and the stylus with 
which they wrote). So it was important to them that the written message be brief 
and economical, just as it is to the sms message writer today. 

The Semitic languages left out vowels in their writing, because these were predictable 
from the context; we now find sms messages doing the same. Pls for please, bk 
for back, snd for send, are examples where the vowel sound has b&n left out: 
Pls snd bk immdtly.. 

Before the invention of the "alphabet," which assigned sounds to symbbls uniquely 
(that is, there is approximately one spelling for each sound), there was a stage of 
writing cc?lled "rebus writing." Rebus writing made use of "homophony"~ in language, 
that is, words that sound similar but mean different things. (For example, sun and 
son in English; also knot, not, nought; be and bee, and so on.) The Sumerians, 
who invented writing, used the symbol of an mow, the word for which was 
pronounced "ti," to denote a word "ti" with the same sound but a very different 
meaning. As we can now see, the use of '2' for 'to', or 'be4' for 'before,' is a kind 
of rebus writing. So the sms messager of today is actually falling back on strategies 
for making a message short and easy to write that were used by her forebears, the 
inventors of writing, some millennia earlier. Indeed, linguists say each generation re- 
invents language, although adults think children "imitate" or "copy" them. 

The Globalization of 
Communications: 
A Global Viage 

7 LETUS SUN UP 
% Our world is now connected by the instantaneous flow of information between 

any two points. So our world of experience has the immediacy of life in a village: 
a "global village". 

The railways similarly altered our world a century ago, although today we think of 
a journey by train as a slow way of travelling. 

The communication facilities that we take for granted are actually a very recent 
achievement in the history of humankind. 

* If we take the 360 centuries of our cultural existence as a "360-century Day", at 
the beginning (at midnight) we have language, in the form of speech. We also /' 
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have pictures - the cave paintings of Stone Age people. But we do not yet have 
writing. 

* The origin of writing is commonly taken to be around a mere 5000 years ago. So 
the journey from speech to writing takes 3 1,000 years or 3 10 centuries. 

The next great leap forward in communications is printing: in 600 CE in China, but 
in 1453 CE in the Western world. Our clock is nearing midnight again! 

2- The last five minutes of the day "explode with new communications technologies. 
We are on an acceleration curve of communications inventions". 

* The greatest growth in communications technologies has been in our lifetimes and 
it is still accelerating. 

* Periods of human social change correlate with changes in communications 
technologies. 

* The invention of printing made possible a transition from oral to literate societies. 
It made the idea of universal literacy feasible. 

Z- When education and communication were primarily oral, there was a great 
emphasis on memory, and speech skills. Memory was the technology that prese~ed 
information and passed it on from generation to generation. 

* The importance of memorization in education has steadily decreased, as we depend 
increasingly on books and reference documents, and calculators. 

The globalization we are witnessing today is possible because of the electronic 
communication technologies discovered just during the last half-century. 

* Dispersed 'discourse communities' have emerged that communicate through their 
computers, based on shared interests such as hobbies or support. These 
communities are sometimes called 'virtual communities', that exist in a 'virtual 
reality' created by the Internet. 

* Today the "short messaging service" or sms is reshaping written English. But we 
find parallels to the sms strategies in the "story of writing." Early writing systems 
had a primitive writing technology, so it was important for the message to be brief 
and economical, just as it is to the sms message writer today. 

* So the sms messager of today is actually ,using strategies to write that were used 
by the inventors of writing, some millennia earlier. 

McLuhan, Marshall. 1964. Understanding Merdia. 

Williams, Frederick. 1982 (83). ''The 360-century Day". In The Comunications 
Revolution. Mentort Signet: NY 

Wood, A.E. 1985. Knowledge before printing and after: the Indian tradition in changing 
Kerala. Delhi: Oxfored University Press. 

Graddol, David. The Future of English (1997). London: British Council. An Internet 
version of this book is also available on the British Council website. 
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ANSWERS TO CHECK YOUR PROGRES 
I . 1. Marshall McLuhan, a Canadian, was a professor of English literature, a philosopher 

l and a communications theorist. He noticed that our world is no* interconnected 
by the instantaneous flow of information between any two points on the globe, 
however distant or remote. Events in one part of the world can-be experienced 
from other parts as they happen, "in real-time". So our world of experience has 
the immediacy of life in a village - except that our "village" is now the entire 
world. 

2. It took three weeks to travel from Tiruchi (Tamil Nadu) to Vijayawada (Andhra 
Pradesh) in 1892, because there was no direct train between these places. People 
first had to go out of their way to Guntakal. Then they traveled by construction 
train and canal boats to Rajahmundry. Finally they rode for four days in a cart 
pulled by bullocks to reach their destination. 

3. We had language, in the form of speech. We also had pictures, the cave paintings 
of stone Age people, drawn and used perhaps for magic rituals, for protection and 
good luck during the hunt. 

4. The origin of writing is commbnly taken to be around 5000 years ago. 

5. Yes, they did. We know this because there are cave pa&tings drawn by Stone 
Age people. 

6. Cave paintings are found in France, Italy and Spain, and in parts of India such as . 

Bhimpetka near Bhopal. 
. * 

1 7. BCE = Before the $Xristian Era; CE = Christian Era. 

8. printed books; the telephone; the radio; the Xerox machine; television 

Add your own technologies to this list. Try to find out the dates of their first 
appearance. 

9. Please give your own examples; contrasting these with, the previous 359 centuries. 

10. Until the telegraph was invented, a human messenger, or perhaps a bird like 8, 
pigeon, had to physically carry the message. So the'rnessage and M messellger 
were inseparable, and traveled together. With the invention of the, telegraph, the 
message went from one place to another, but the messenger did not have to go 
with it, carrying it. , 

11. Writing was invented about 5000 years ago, or about 50 centuries ago. Pkinting 
was invented in 1453 CE in the Western world, about 5 centuries ago. So 45 
centuripf must correspond to "180 lifetimes". 45 divided by 180 is 0.25, which 
means Williams is calculating 25 years as "a lifetime". 

The Globalization of 
Communications: 
A Global V i g e  
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12. a. oral b. technology c. grammar, dictionary d. decreased, increasingly 

e. mental energy f. distance education g. printing, universal literacy 

h. media, radio, television i. chatting, webcam, virtual communities 

13. our, hour; air, heir; road, rode; which, witch; here, hear. 

14. Bread and butter For your eyes only Happy birthday wash and wear. 
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4.0 OBJECTIVES .. 

. . , , 
In this unit we will discuss 

' 
r : :. how importait'communication skills are for inter-personal relatiwhips, and 

'the use of communication skills in the changing world, especiall$ in India, for 
young graduates like you. 

4.1 INTRODUCTION /' 
\ 

C o d c a t i o n o n  plays a key role in shaping n person's career. Dr Manmohan Sin& 
visiting Cambridge University as the Prime e s t e r  of India, re- "Of all the 
legacies of the Ran, none is more impoaant than the English language and the 
modem school s y ~ .  This tells us how many benefits accrue to &by leaming 
English. English provides a medium fordiscourse within India and across the w@d. 
W~th got$ mmmunication skills and bft &ills, one can easily obtain the benefits of 
globahdon and get ludy to be a part of emetg@jx India. We should also bkomc 
aware of the diffamt culoves of countries a d  hpw to .cope with such varkphm 
inculture. % 

- -  However,&iswdofcautio~. W c & d / a m ~ b u t w e ~ d ~ 1 &  
our own lmg"pges. . c o m m a &  skim !are'-t in ahy language. 

I I C  
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A new India is emerging. This is an India with an ascending economic trajectory, 
rising foreign exchange reserves, global recognition for our technological competence, 
and about 20 million people of Indian origin abroad. The business process outsourcing 
or BPO market includes a wide range of services such as design, architecture, 
management, legal services, accounting and drug development. 

India ranks high in areas such as quality of work, linguistic capabilities and work 
ethics. Our experience with English in education h d  in our own communication 
gives us an edge, although other countries are now bridging the gap by undertaking 
the teaching of English on a large scale. 

Teachers of English for communication now speak of two types of working English. 
One is the familiar type of communication between other professionals and workers 
within the same line of work - for example, engineering, science and the medical 
profession. The new need is for a second type of working English, where the 
communication is with people who are not members of the trade or profession 
themselves. 

This is a*consequence of the growth of the service industries and the numbers of 
employees now required to project a corporate image in their dealings with the 
public. Many employers insist on particular ways of addressing and taking to clients 
and customers, since this language has become an integral part of the 'service' 
offered. You may be familiar already with the style of communication, in person or 
over the telephone, of personnel from fast food outlets, banks or financial institutions, 
or advertisers and sales promoters. What this means is that we need to learn a 
variety of language styles, to service a range of corporate roles and identities and 
be usable for both teiyn work and service interactions with the public. 

4.3 E M O r n O ~  ~ G E Z Y c r e  AND SOFT 

Earlier, only the top officials in arganizatjons used to communicate with their 
international clients. Juniors and middle level managers did not need to communicate 
with their international clients. Today' the scene has changed. Everyone in an 
organization has to communicate with their clients, wherever they are. They need 
to understand their clients' accents and language, and make themselves understood. 
That is why the new concept of 'accent neutralisation' has gained prominence in 
the BPO industry. Business cornmluzication has now become an interdisciplinary 
study, synthesizing ideas fmm psychology, organizational behaviour, mass media, 
philosophy, cultural studies and interpersonal eommunication, and forging them with 
language skills, for effective communication. 

More and more corporations around the world recognifc 8 '  A L I  order to gain a 
competitive advantage, their people n d  to know how to handle themselves at 
work and how to relate with their customers and jeers. From showing empathy and 



I .... I . 

optimism, to conducting oniself with self-awakness, to knowing what's going on 
around one, these vital competencies are an integral part of a progressive organization. 
They fall under the umbrella of Emotional Intelligence (EI). 

Soft skills are the underlying principles that trademark a company for professionalism 
and excellent customer service. They provide differentiation between employees 
and play a vital role in customer loyalty. In today's working environment, where 
customers and employees are demanding more, minimum acceptable skills are 
being replaced with higher standqds. And among the higher standards ire what 
many call "soft skills". 

A soft skill refers to the cluster of personality trkts, social graces, ft5licity with 
language, personal habits, friendliness, and optimism that marks each of us to 
varying degrees. Persons who rank high in this cluster, with good soft skills, are 
generally the people that most employers want to hire. Soft skills complement hard 
skills, which are the technical requirements of a job. The ideal employee, of course, 
is someone strong in both job and personal skills. Many academically bright young 
people are vulnerable in people-management skills. 

In the initial years of one's career, technical abilities are important to get good 
assignments. However, when it comes to growing in an organization, it is your 
personality that matters, more so in large organizations where several people with 
similar technical expertise compete for a promotion. 

Indeed, it is interesting to note which candidates make the best impression on 
visiting recruiters. Invariably, it seems that recruiters like the outgoing, friendly, 
well-adjusted candidates more than those with great qualifications but less acceptable 
soft skills. And there is no question that personal appearance contributes significantly 
to a positive reaction. 

There may be no easy way to train for soft skills. The basics stem from early 
childhood and the family environment. But just as you can le&n a language after 
infancy, it is possible to aduire these skills as well, if you develop your awareness 
about them. We shall list below some of the often-mentioned soft skills. 

Glqba!ization and 
Communication Skills 
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SOFT SKILLS: SOME COMPONENTS 

A list of some components of the cluster of soft skills appears below. To these must 
be added 

the ability to sense and respond to what is required in different environments 

the ability to learn by watching those around you who are the most successful 

the ability to speak, read, and write standard English appropriately in a business 
environment. One may have the "hard" skill of knowing what usage is correct 
and what usage is incorrect, but lack the "soft" skills of knowing wherl to use 
which standard forms, and in what tone to use them; and knowing when to go 
along with a different kind of usage that your business partner has, because 
politeness demands it. 
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8. Cross-cultural communication 

9. Report Writing ability 

10. Effective listening 

4.4.1.1 Behavioural Traits such as Attitude, Motivation and Time 
~anageacnt  . 

These include the ability 

a to arrange one's own tasks for best performance 

a to learn from experience 

to ask questions and correct one's mistakes 

a to absorb criticism and direction without feeling defeated, resentful, or insulted. 

Om Puri, one of our finest actors, was fifteen years old and in the ninth class when 
he had to find his own money if he wished to continue his studies. His headmaster 
was sympathetic, and gave him work tutoring younger children. Puri was a bright 
student, but he found that to teach in a way that his students understood him, he 
needed to prepare better. So he would get up at 5 a.m. to prepare for his teaching 
- making notes, jotting down key points, devising problems. At 8 a.m., he went to 
the home of two of his pupils, where he received a breakfast and a small fee. He 
would rush to school at ten. 

In the afternoon, when he had washed his clothes and utensils, cleaned his room 
and cooked his lunch, some more students amved for their lessons. He also had 
to find time for his own studies, and he finished the day by teaching mathematics 
in an evening school. 

It was a gruelling schedule, but in the three years that he followed it, says Om Puri, 
he learnt the lessons that helped him in his later life. One lesson was the importance 
of thorough preparation. "Today, whenever I take up a film assignment, I do a lot 
of home*ork For instanice, when I played a weaver, I lived for 15 days among the 
weavers of Pocharnpalli village, Andhra Pradesh", says J3u-i. Here he not only 
learnt ,to weave, he carefully studied the mannerisms and behaviour of the craftsmen. 
"Thanks to this, I was able to bring authenticity to my role." 

He also learnt the importance of time management. He now has the reputation of 
a thorough professional who doesn't waste anyone's time: "I learnt early on that 
you can get a lot more done if you stick to a schedule." 

"Attitude is the mother of luck, says a writer who has been i basketball player 
and coach in America. "Every life has its setbacks. Facing those setbacks is what 
keeps you alive. 

--- 

A well-known pianist from France says: Thc mast humble work doe not have to 
bt bwing. I remember the old woman who cleaned the floclr in my house. She 
w k  80 yeam old One day she Lnocktd at my d m  and said, "h4rdcmoisek, 1 
know you don't like to tk disturbed, but the floor, came ayld see it; it shines!" 

A 

4.4.1.2 Bwinrss Etiquette w 
. I  ' 

The habitual use of "Elease", ''thank you", "excuse me"; and "may I delp you?" 
in dealing with customers, supervisors, and colleagues is 44e 6inimux-i etiquette.. 

C 
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Business is built on relationships, but human interaction is fraught with communication 
landmines that can range from the embarrassing to the punitive. 

Missteps in any situation calling for the right business etiquette can severely damage 
one's own reputation and effectiveness. Mistakes can even hurt the company. In 
contrast, knbwing how to resolve a business etiquette dilemma can win important 
gains such as building a reputation for trustwarthiness and tact. Sending a message 
that you respect others earns you their respect in turn. Clearly, mastering business 
etiquette generates valuable results for oneself and one's organization. 

"Just as h e  galden rule of real estate is localion, location. location. the golden 
rule of work is relationships, relationships, relationships" - a human nst~urccs 
consuflanl 

4.4.13 P e r d  Appwrnnce and !.h&l Graces 

The ability to choose one's dress, grooming, body language, tone of voice, and 
vocabulary according to the particular culture of the given workplace is a social 
grace. To begin with, students should learn to dress at least once in a while in a 
way that they would dress themselves if theyiatook up a job in a corporate office. 
Dressing smartly reflects your respect for others and also contributes to one's 
dignity and self-esteem. 

The concept of "we" rather than "I" is more relevant in the workplace. The ability 
to 

P share responsibilities 

2- confer with others 

z- honour commitments 

* help others do th& jobs, and 

2- seek help when needed 

reflects tolerance and breadth of vision, and helps the quiet, reticent persons in the 
team to blossom. 

'We all play on a number of teams in our lives," says one writer who has been a 
top basketball player and coach. "As part of a family, as a citizen, as a member 
of a congregation or a corporation - the rhythms of teamwork have been the 
rhythms of my life." 

A footb'all coach says: "There have been a lot of teams that know the hasics of 
the game and have discipline but don't win matches. Then you come to the third 
ingredient. If you're going to play together as a team, you've got to care for one 
another." He continues:,YThe difference between mediocrity and greatness is the 
feeling these guys:h&e for each other. Most people call it team spirit." 



Although the most quotable remarks on team spirit come from sports, the gentleman 
speaking above was actually giving advice to the manager of a corporation: "You 
run a company. It's the same thing, whether you're running a ball club or a 
corporation. After all, does. one man build a car all by himself?" 

The skill of negotiating is a very important skill in communication, especially in 
business communication. We need to negotiate with customers, suppliers, employees, 
and trade unions. Some of the basic negotiation skills to be acquired are: 

. .  
* .doing our homework, so that we are fully prepared to discuss every aspect of a 

task: 

* being able to respond to every question and comment; 

being clear in mind about exactly what we are after; 

* being persistent - not expecting to "win" the first time; 

* making fiends with the person with whom we are bargaining; and 

* keeping our sense of humour intact! t 

Some experts believe that "sibling rivalry" - or competitiveness among brothers and 
sisters - is a good training ground for developing negotiating skills. In families, 
children learn to negotiate when two people want the same - or different - things. 
Children also learn how to live with the results of the competition: they see the 
unhappiness in those who lose, or their own disappointment at losing. More importantly, 
children come face-to-face with their differences - their strengths as well as their 
weaknesses. Learning to see differences in a positive light can lead to increased 
self-esteem and self-awareness. 

A colleague of mine once told his son, a young man who was pbinting out all the 
problems that would arise from a proposed move of his father's, "Don't ci-eate 
problems - solve them!" Not surprisingly, this young man was also having problems 
finding a job. His behaviour at home mirrored his behaviour at his workplace. 

The hi-tech industry is extremely fast-paced. Employees are constantly being faced 
with new challenges, both technical and non-technical. Employees will need to be 
able to solve problems quickly and efficiently in order to keep up. Creativity and 
innovation are often key qualities that employe;s look for in potential hires. 

4.4.1.7 Leadership Qualities 

Not every erpployee is necessarily going to fead a project in the future. However, 
with the pace of change and staff growth as well as mobility, many companies are 
turning to employees for assistance in training and mentoring new team members. 

Communicating across cultures involves: 

" * understanding their culture from their perspective, while not making over- 
 gene^-htions; 

* understanding the differences in social values between cultures; 

Globalization and 
Communication Skills 
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Some Concepts for a In India, we traditionally do not address people older than us by their names. 
Communication in In our own language$,<we use terms like 'bhayya' or 'didi', sometimes along 
English 

with the name. When we speak English, we naturally-translate these forms of 
address as 'uncle9'or 'aunt'. 

a 0utside.our country, such 'a way of addressing a person who is not actually a 
relative is perceived as odd or unacceptable. In Europe, it is quite common 
even in primary schools, and in offices, to address teachers or bosses by 
name. 

a We often ask for someone's "blessings", or say that somlthing has been 
achieved "with your blessings." We may consider this a form of politeness, 
but sclcieties where religion and family do not play a central role in all domains 
of life find this strange. Similarly, the act of touching the feet of elders might 
be considered servility. 

In all cultures there are many rituals surrounding food and eating. We may 
consider it polite, even necessary, to repeatedly offer some food.to'a guest. 
The ready acceptance of a second helping can sometimes be mistaken for 
gluttony in our culture. In the west, "thrusting" food on others amounts to 
rudeness! homer  often-cited example is the middle eastern custom of belching 
to show appreciation for the food eaten - a sound totally unacceptable to 
many societies! 

a When it comes to punctuality, considered the politeness of kings, Indians are 
habitual transgressors. We are in the habit of being late or taking il. given'time 
as a rough approximation, notwithstanding our concern for a "good" and a 
"bad time for doing something. The Germdns, the British, and the Japanese 
respect to the minute the time printed or verbally specified and expect others 
to do so as well. 

a Giving or accepting praise or complimenting a colleague or Mend also h i e s  
across cultures. It is quite normal in the West to compliment a lady on her 
looks or her dress; it is not construed as unacceptable or overly personal. 
Modesty and humility about one's own capability, or accepting the praise due 
to'one, can appear hypocritical to a culture where competitiveness requires 
each person to assess himself or herself as objectively as possible. 

.2- Developing the dility to understand the symbols of the other culture, and not 
attaching meanings derived from one's own culture: 

a Colours have different symbolic values in different cultures, especially white 
and black. Some cultures wear light colours during the day and dark colours 
in the evening or night. 

a Not getting personal: asking people about their age, marital status or 
professional status, their salary, what they paid for a personal item of luggage 
or clothing, or other personal details too soon after we meet them is a common 
problem among our countrymen, 

2- Not using the right body language: for example 

a In India, many of us don't nod a 'yes' the way they do in the west (by h p p i n g  
the head forward towards the chin). We instead have a slower sideways 
shake of the head - we incline the head sideways. To say 'no,' we shake the 
head - sideways again, but vigorbusly! This is why a colleague of mine was 
asked by her Professor when she was studying in North America for a Ph.D., 
"AR you agreeing with me, or disagreeing?" 



e rnaintailning ,an acceptable interpersonal space or distance between yourself 
and your interlocutor. We shall say more about this when we speak of body 
language later. 

At international conferences, participants are usually provided with individual 
chairs. Participants may not be used to continuous, bench-like seating 
arrangements where we "adjust" to accommodate an additional person. A 
colleague who organizes international conferences at our institution tells me 
how embarrassed she was when, in a conference room which had continuous 
seating, students and other colleagues kept walking in well ,after the start of a 
session, and visiting experts were constantly expected to "move up" to 
accommodate the newcomers. Two cultural rules were simultaneously 
transgressed: punctuality, and personal space. She now makes s k e  to get a 
room which has only individual seating! I 

In cars nowadays, the front seats are individual seats (called "bucket seats"). 
This is becoming the standard option, especially with the introduction of 

. seat belts. But 9 s  was not the standard option in t h e  1950s, when the front 
seat was also a continuous seat, like the back seat. Indeed, a continuous 
front seat was (and still is) often preferred in our country, as it offers the 
welcome possibility of seating a third person in front! 

Some negative remarks heard abqut young executives 
/; 

'They use coloured hankies and white socks, instead of the other way round" 

"They wear unpolished shoes, often without socks" 

"They roll up their sleeyes, wear long ties, 'and have oily hair" 

'They use their index fingers to point, and their body .language is 'excessive"' 

"They have poor table and telephone manners" 

"They have poor voice control" 

"They lack brevity and use superlatives', 

"They frequently interrupt when someone is talking" 

'They eavesdrop!" 

"They do not knock on the door while entering someone's room" 

Lee Iacocca (who'was president of the American car companies Ford and Chrysler) 
tells an amusing, if hard-to-believe, story about why the previous president of the 
company was fired by Henry Ford (the grandson of Henry Ford, the founder): "I 
wish I &uld say that Bunkie got fired because ... his ideas were all wrong. But 
the actual reason for the firing was nothing like that. Bunkie was fired because he 
used to walk into Henry's office without knocking. That's right - without knocking!" 

Although this might seem like a minor wrongdoing, it suggests a level of intimacy 
or friendship with Ford which offends him. It also disturbs his privacy. Iacocca 
quotes an aide: 'That drives Henry nuts! The door opens, and there's Bunkie just 
standing there". 

At an elegant French restaurant. I did not want to embarrass myself by 
mispronouncing the item on the menu: "Suprimes de Volaille l~ la Normondew. 
I pointed to it and said, "1'11 have the chicken please". 

"sir!' the waiter said indignantly, ''that is not jvst chiokcn. That is a capon bnast 
marinated in a dry white wihe and simmad in cidcr with sausage". 

., 

As he proceeded haughtily to the next ptrson, I peeked at his order pad. On it 
was one word: "Chicken". 

' Globalization and 
Communication Skills 
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4.4.1.9 wri Writing AWty 

Reports are a form of upward communication, i.e. to one's superiors. In fact 
government departments thrive on various kinds of reports. One should be able to 
present cogently and aesthetically a report on what one wants to do, or has done, 
by using the right words and the right visuals - such as bullets, graphs and charts 
- wherever necessary. This is very important because a report is read by more than 
one person. Reports should be accurate, sequential, coherent, logical, chronological, 

. . and above all, honest. (We shall say more about reports in the block on Writing.) 

Knowing how to listen effectively in a work environment is the key to understanding 
the tasks assigned to you. You will then be able to carry them out without supervision. 
Knowing how to listen is as important as being able to articulate what you want 
to say. 

Most compliments that employees receive deal with your ability to listen more than 
with your actual knowledge about a particular situation. Most customers appreciate 
a "willingness to help" and the fact that "(s)he listened to my complaint." These 
qualities are what elevate your organization above the competition. 

- - - - - 



A new India is emerging. India ranks high in areas such as quality of work, linguistic 
capabilities and wbrk ethics. 

* There are two types of working English: one is between professionals and workers 
within the same line of work, a second with people who are not members of the 
trade or profession themselves. 

We need to learn a variety of language styles for a range of corporate roles and 
identities. Everyone in an organization has to communicate with their clients. 

* That is why the new concept of 'accent neutralisation' has gained prominence in 
the BPO industry. 

* Business communication is an interdisciplinary study with ideas from psychology, 
organizational behaviour, mass media, philosophy, cultural studies and interpersonal 
comlnunication. It forges them with language skills for effective communication. 

* People need to know how to handle themselves at work and how to relate with 
their customers and peers. These vital competencies fall under the umbrella of 
Emotional Intelligence (EI). 

Those with good soft skills are the people that most employers want to hire. Soft 
skills complement hard skills, which are technical. 

There may is no easy way to train for soft skills, but it is possible to acquire these 
skills if you develop your awareness about them. 

Some of the often-mentioned soft skills are: 

1. Behavioural traits such as attitude, motivation and time management 

2. Business etiquette 

3. I'ersonal appearance and social graces 

Globalization and 
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4. Team spirit 

5. Negotiation skills 
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English 7. Leadership qualities 

. 8. Cross-cultural communication 

4.6 FURTHER READING 

lacoca: -An'autobi~graphy, by Lee Iacocca with Williiin Novak, 1984. Bantam 
Books (Random House). 

The Reader's Digest (monthly news magazine). 
Z 

Columns on management and soft skills in newspapers such as The @ndu and The ' 
Times of India. 

L 

Effective Business Communication by M M Monippaly, Tata McGraw Hill, Mumbai 
200. I 

1 
a Business Communication & Report Writing by GSRK Babu Rao, Himalaya 4 I 

Publishing House, 2003. I 
1 

-EfSective Business Communication by Asha Kaul, Princeton Hall of India, 2000. 1 I 
1 

Developing Commu'nication Skills by Krishna Mohq  & Meera Banerji, Macmillan 1 I 
India, 1990 

Improve . - Your Communication Skills by Allan Barker, Kogan Page, 2002 
' 4  
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Achievement is the knowledge that you have studied 
the best that is in you. Success is being praised by athas, and that's nice too, but 
not as important or satisfying. 

I [Actress Helen Hayes] 

4.7 ANSWERS TO CHECK YOUR PROGRESS 
-- - 

1:. India's workforce is now part of the new global economy. Earlier, junior people in 
an organization only needed to communicate with their own superiors or bosses, 
. who in turn communicated with the world outside, including with countries other 
than India Now, however, every person in an organization has to be prepared to 
commynicate with every client in any part of the world. People have to be able to 
understand a variety of accents, and to make themselves understood. 

2. . The qualities of Emotional Intelligence are those that allow us to relate better with 
our customers and peers. These qualities are part of how we handle ourselves at 
work. They include showing empathy or being sensitive to or supportive of others' 
emotional needs; keeping alive a sense'of optimism; to conducting oneself with -. 
self-awareness, as well as being aware of what's going on around one. 

i 

3. i. ' midmum accdp'ptable skills, soft 

ii. ,complement 

iii. traits, graces, felicity, habits. . I 

. ' .  
. , iv. outgoing, friendly, hell-adjuskd; personal appearance 

7-  - 

1 



The business process outsourcing or BPO market includes a wide range of services 
such as design, architeiture, management, legal services, accounting and drug 
development. % 

5. This activity'~rornotes effective listening. 
8 

6. ~uslness etiquette. 

7. Team spirit. These leaders are both building relationships with their workers. "People 
accept a'lot of pain when everybody is going through a bad time together," says 
Iacocca. By his gesture, he put the company over personal gain. Conversely, by 
her gesture to employees in trouble, the lady CEO put the employees above her 
company. 

8. Cross-cultural communication, particularly the role of colod as a symbol in the 
dress code. 

9. "How are you?" A person who greets you like this idEnglish does,not expect a 
report on your health! 3 

, ~loballzatihh and 
Communication Skills 



UNIT 5 VERBAL AND NON VERBAL 
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COMMUNICATION 
Structure 

5.0 Objectives 

5.1 Introduction 

5.2 One Way Communication and Two Way Communication 

5.3 Verbal Communication: Oral and Written Modes 

5.3.1 The Oral Mode is Used Where 

5.3.2 The Written Mode is Used Where 

5.3.3 Where Both Modes are Used 

5.4 Non-verbal Communication 

5.4.1 Advantages of Non-verbal Communication 

5.4.1.1 Signs 

5.4.1.2 Symbols 

5.4.1.3 Graphs, Charts and Flow Charts 
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5.5 Body Language and Silence 

5.5.1 Eye Contact 

. 5.5.2 The Dress Code 
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5.5.4 Distance 
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5.6.1.1 Ambiguity in Expression 

5.6.1.2 Homophones 

5.6.1.3 Contextual Meaning and Speech Acts 

5.6.1.4 Accent and Intonation 

5.6.1.5 Wordshift 

5.6.1.6 Style 

5.6.1.7 Register and Jargon - Acronyms 

5.6.2 Socio-psychological Barriers 

5.6.2.1 The Attention-span of the Listener 
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5.0 OBJECTIVES 

to understand that communication, often understood mainly as verbal 
communication, can also be non-verbal, 

/ 

to understand some features of verbal communication in the oral and written 
modes, 

to understand some features of non-verbal communication: signs, symbols, gestures 
and body language, and 

to consider some barriers to communication 

5.1 INTRODUCTION 

In this unit we will discuss various means of communication, je. through different 
modes. It is important to note that communication can be through words, oral or 
written but also through other means. Most of our communication is supplemented 
by body language and it is this that adds effect to our oral communication. They 
you might wonder which mode is better. The answer is - all modes are good, but 
we should know when to use what. In the following sections we will talk about the 
advantages 'of' each mode and the occasions for their use. - 
5.2 ONE WAY COMMUNICATION AND TWO WAY 

COMMUNICATION 

All communication involves a flow of information. One-way communication informs 
the receiver but does not receive any response. When a person is physically fiar 
OK and there is no medium to i'acilitate communication, only one way communicati6n 
is possible. Someone talking over a megaphone from the edge of a big ship can 
communicate with peopl~ in a small boat down below. No response is possible in 
such cases. But such communication comes under the category of 'transmission' 
rather than 'communication'. In this type of communication there is the grave 
danger of one's seeing what they want to see. 

But sometimes, we do not require any response either. School bells, factory sirens, 
traffic signals come under this category and they are quite effective. But one way 
communication between two or more persons has the danger of being understood 
-ngly. 

Two way communication is an exchange of information and ideas. Most of the time 
we engage in two way communication. This develops understanding. Tko way 
communication is like a seesaw. We need the active participation of both the 
participants. Otherwise there is no play. It would be like trying to clap with one 
hand. Some people, especialljr teachers, make the mistake of transmitting information 
rather tban communicating with the students. Of course, several politicians do so 
too. 

The following is an illustration of such mismatches in communication process. 

Verbal. and Non-verbal 
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One Way communication 

4 instructs 
B 

B does not understand properly. 

B wants clarifications, he has questions to ask. 

A does not realize this. 

Two Way communication 

A instruct , B 

' A Seeks clarification B 
1 

A 
clarifies , B 

A 4 confirms B 

both are happy B 
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5.3 VERBAL COMMUNICATION: ORAL ANI) 
'WRITTEN MODES 

Communicat?on-is often understood mainly as verbal communication. But it is also 
possible knowledge, as we shall see in the next section. 

Verbal communication is communication through words. This can occur in either of 
two modes, oral or written. oral communication is morenatural and spontaneous, 
and we use this mode most of the time. A great percentage of our communication 
is oral communication. But in formal sipations, written communication'is required, 
and not everyone can conhunicate effectively in writing. This may be because of 
psychological barriers, or lack of technique. We willdiscuss these barriers to effective 
communication a little later. . i 

It is important to understand which mode to select for communicating effectively. 
Lats's first discuss where the oral and written modes are effectively used, and 
where a combination of the two is required. ---_--___ _ _ . - - _ _  __ 

53.1 The Oral Mode is Used Where 

* Personal adthentication is needed. e.g., between an officer and her petsonal 
secretary; a journalist and her source ("I heard it from a reliable source") 

Social or gregarious needs must be met. e.g.,'speaking with a visiting delegation 



* Warmth and personal qualities are called for. e.g., group or team interaction 

! Exaclitude and precision are not vitally important. e.g., brainrstorming for ideas 

I * Situations demand maximum understanding. e.g., sorting out problems or 
differences between individuals, or between two groups such as administration 
and students. 

P An atmosphere of openness is desired. e.g., talks between management and 
. workers 

P Added impact is needed to get receiver focus. e.g., a chairperson of an organization 
addressing the staff; a presidential or royal address to a nation 

* Decisions or information have to be communicated quickly. e.g., officers issuing 
oiders during natural disasters such as floods or an earthquake 

* Confidential matters are to be discussed. e.g., exchange of positive or negative 
information about an organization or an individual. In the process of appointments, 
or promotion or selection of individuals, a period of open discussion may precede 
the final decision that is recorded in writing. 

533 The Written Made b Usad Where 

Information has to be stored and retrieved. e.g., official records 

* fit? reliability and validity of an idea are important. e.g., decisions taken by a 
group, to be acted upon 

The verification and authentication of an idea are important. e.g., a memo from a 
superior about new accounting practices 

* Objective references are important. e.g., a research article or informative article 

Written communication supplements oral communication. e.g., the h u t e s  of a 
meeting 

1 * Crucial decisions and actions are to be considered. e.g., plans and proposals 

* Communication is subject to review and reconsideration. e.g., goals, performance 
appraisals 

Persorial presence is not required. e.g., circulating a list of holiclays for organizations 
to choose from; routine good wishes at the new year 

P The communicator needs to extend himself in &me and space. e.g., a letter from 
a company head to all its branches in a coun$[Lor around the world 

.-1 -. . -,+...- 'd 

, . - -- - -. 
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* When people are expected to 'carry home' ideas. e.g. afer a brain-storming 
session, individuals or teams are asked to develop plans 

* When follow-up ktivities are necessary. e.g. afer a consultative meeting 

* When optimal undergtanding is needed. e.g. a joint communiqut about 
international trade agreements 

* When both clarity and impact are needed. e.g. a new product is launched in the 
market 

* When the presentation is exploratory. e.g. a team member presents ideas for a 
new product 

A 

* When audience participation is desired. e.g. the presentation of building 
development plans for a city 

When abstract or 'rem~te' ideas are to be communicated. e.g. a presentation at 
a science congress or academic conference 

wpr.dir ,*M*o.~~erb*~~~~~~dmdwhilalb~g~rb 1 
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5.4 'ON-VERBAL COMMUNICATION 
Verbal and Non-verbal 

Communication. 

All comnunication that conveys a message need not be verbal. We can convey our 
feelings through a smile, a frown, or silence. Non-verbal communication is 
communication that is not conveyed through words. Albert Mehrabian, a professor 

I of psychology, estimates that 55% of the impact of a message is through the non- 

I verbal mode. Non-verbal communication may be visual or auditory. 

Symbols. signs, sounds, eye contact and facial expression, body postures, gestures, 
and physical appearance - all these constitute non-verbal communication. Silence 
too Wls under this category. In olden days, when communication media were not 
well-developed, drums and fire were used as a mode of communication. People 
would communicate through a relay in the beating of drums. There were different 
lengths and notes of the drumbeat for different purposes. 

Symbols and signs are used where one-way communication is adequate and 
effective. For example, it is enough to give a picture of a petrol pump or a telephone 
on a sign post for a driver on a highway to know what is available nearby. Similarly 
a school bell gives information to the children to assemble or disperse. The language 
barrier can easily be overcome with non-verbal signs, which is why signs are used 
instead of words like Exit, Stairs, or Toilet at all major national or international public 
places such as airports, railway stations or tourist centres. 

Do you know these common signs? 

I 

1" MW 
1 2 3 4 5 7 

15 16 
10 

14 

row 17 19 20 23 
18 9 21 

row 25 28 29 30 3 1 32 
26 27 

row 33 36 
34 35 

37 3 8 39 40 
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This is a chart of symbols used in transportation. You may not have seen all 
of them, but you may still be able to make a good guess at what they convey. 
They key to these symbols is given in "Check You Progress" given at the end 
of the Unit. 

Similarly communication can be made with gestures. A cricket umpire makes gestures 
to the scorer and players about the runs, their nature and also to declare them out. 
A foot-ball referee warns the players about a foul through colour cards. 

Judicious selection of the right mode of communication'for a purpose is the crux 
of effective communication. In business communication, the non-verbal mode 
includes using audio-visual aids or media that supplement or support oral or written 
communication, especially during formal presentations. Thus non-verbal 
communication is very important and complements verbal communication. 

' 

Certain signals work very well as they are fixed and commonly understood. Traffic 
lights and road signs are easily understood by every one. Election symbols are easy 
to pick out on a ballot paper especially when the number of candidates is large - 
it is easier to look for a symbol than read a big list of names of candidates - or 
the electorate is not entirely literate, or literate in a variety of scripts. These are 
populaq modes of communication when the message 'is of a limited nature. It is only 
when the communication becomes more complex and varied that we need language, 
and non-verbal communication relegates itself to a complementary, if not secondary, 
role. * 

Studies suggest that about 45% of our communication is supplemented through the 
non-verbal mode. It ac6 as a stimulus to effective communication. Verbal and non- 
verbal communication are supportive and complementary. 

Visual communication is very advantageous when quick communication has to be 
made to a large group, or a person has to understand a short, simple message in 
a fleeting moment. 

Consider the role of signals. Anybody who sees a red light automatically stops the 
vehicle without conscious thought, almost reflexively. The danger sign of a skull 
with two crossbones instantane6usly communicates a warning. The waving of a 
green or red flag by a railway guard or a station master passes on a clear message 
to the driver and to the people on the platform. A flare from a boat is easy to pick 
up for a rescuing plane. 

Some symbols are univkrsal and easy to understand. They are -popular and convey 
the same message in almost all cultures. A heart signifies love. A dove with a twig 
in its beak, or a white flag, indicates peace or surrender. 

,, Logos are strikingly effective. In India, the moment one sees the insignia of three 
lions and the Ashok Chakra, one understands that the communication is from the 
government. Private companies spend time, money and effort developing logos that 
symbolize them and are memorable and meaningful. If you surf the Internet, you 
will find sites that challenge,you to identiEy some common and not-so-commonly 

- known logos. Logos are recognized by children before they begin b read, as 



advertisers know; and logos are also widely copied, sometimes with minimal changes, 
to trap the unwary and often illiterate consumer. 

The science of semiotics has much to say about how much care and thought goes 
into the tlevelopment of log&, Take a look at the Hutch logo (the popular service 
provider for cell phones). It consists of three pink triangular shapes. If you-look 
more closely, you will notice that the white space in the middle mimics the shape 
of the three triangles that enclose it! This idea comes from a basic idea of design, 
that the spaces that are left unspecified are as important as those that are specified 
- thus "the cup is not only the curved shape, but also the emptiness that it holds", 
as one philosopher puts it. 

Graphs, charts, and flow charts are effective means of communication, and we 
shall say more about them in a later block on writing. Here let us consider a couple 
of quick examples. The details of the mode of transport preferred by office goers 
can be better represented as a graph than as a verbal description. Similarly the split 
up of expenditure of a country can be effectively shown through a pie-diagram. 
The organizational set up of a university can easily be shown through a flow-chart. 
The first two examples are illustrated below: 

Mode of Transport used by office goers h Hyderabad 

60 

50 
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30 Wlsltrain 
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How the money is spent by the government 
Defence 

Agriculture 

Iniga tion 

CI Power 

Surface 
Transport 

GI Aviahon 

E Tourism 

Education 

; Colourful charts and hoardings are no doubt very attractive, but they are expensive 
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and take time to produce and install. Where the purpose is limited and costs are 
to be cut, this mode is not appropriate. Huge and attractive hoardings can divert the 
attention of vehicle drivers and cause accidents or traffic jams. There have also 
been instances of improperly erected hoardings being blown down in a stom, 
injuring or even killing people. 

The strength of non-verbal communication is also its limitation. Its strength is that 
it cuts across language and literacy barriers, as we have seen. Its limitation is that 
not all gestures and symbols are universal. Where a given gesture or symbol can 
be interpreted in more than one way, it gives rise to ambiguity and miscommunication. 

BODY LANGUAGE AND SILENCE 

Facial expression is a fundamental contributor to effective communication, and 
sometimes referred to as the "visible code". "We talk with our vocal chords, but 
we communicate with our facial expressions, our tone of voice, our whole body", 
says a psychologist. During a television interview, a mayor denies any knowledge 
of a bribe paid by a visiting delegation - but the camera focuses on his hands, which 
are making nervous and tense gestures. "When people don't know whether to 
believe what they're hearing or what they're seeing, they go with the body language 
- it tells them the truth", says a management consultant. "You can play fast and 
loose with words, but it's much more difficult to do that with gestures". 

The scientific study of body language is called kinesics. 

Eye contact is one of the most important factors in effective communication. Wvhen 
we want someone's attention, we say that we're trying to "catch their eye". 
Conversely, we know that a person who doesn't look at us is trying to avoid us. 

The eyes have been called the windows of the soul; they seem to reflect our 
nature. A speaker should always look at the listeners. He should not, because of 
his own nervousness, look down or look up, or gaze out through the windows while 
he is speaking. This will give the listeners an impression to the listeners that the 
speaker is not interested in what (s)he is saying. 

When speaking to a group, look at all the listeners; avoid focussing on any part of 
the group, or on an individual. Some nervous speakers make this mistake, if some 
person or persons seem to keenly following their talk. It is for the speaker to bring 
everybody into the talk and make them focus on him or her. You may remember 
from your school or college days a feeling that some teacher always looked at some 
particular boys or girls. 

Remember that looking at someone to establish eye contact is different from staring 
at them (which is offensive) or looking into their eyes (which is reserved for 
lovers!). At an interview, for example, if the interviewee looks right back at the 
interviewer throughout the time a question is asked and answered, the interviewee 
may be thought to be aggressive, cheeky or disrespectful. In such situation the 
acceptable direction of the gaze is towards'the interlocutor's face, without fixating 
on any particular feature; and the gaze is occasionally broken by looking away. 































I UNIT 6 INFORMAL INTERPERSONAL 
FUNCTIONS 

Structure 

6.0 Objectives 

6.1 Introduction 

I 
6.2 Greetings 

6.3 Introductions 

6.4 Invitations, Closing Conversation, Taking leave 

6.5 Pronunciation Practice 

6.6 Let Us Sum Up 

6.7 Answers to Check Your Progress - 

6.0 OBJECTIVES 

After going through the unit, you should find it easy to 

8 start casual conversations, 

a introduce yourself and others, 

a bring a conversation to an end, 

8 take leave of others, and 

a pronounce the sounds represented by the letters 'a', and '0' especially the'weak 
forms. 

6.1 INTRODUCTION 

In the previous block you learnt about some basic concepts for communication in 
English. In this unit you will get acquainted with some, of the ways in which you 
can expikss yourself informally with friends, classmates or colleagues in English. 
You may have to do this, if the people around you speak a language different from 
your own. There are times when you may be in a group where the qommon 
language for communication is English. 

The tips in this unit will help you get prepared to communicate well in such situations. 
We cannot really predict what you will need to talk about, but we can help you with 
some commonly used phrases and expressions. 

We also provide you with samples of conversation from fiction, as one form of 
exposure to the conventions of everyday speech. You can in addition observe others 
speaking and notice some of the ways in which things are said. A colleague 
remembers how as a small child she waited with great curiosity to see what a 
group of visitors to her home would say as they took leave. The person who had 
brought the visitors usually spoke the language of their own home with them. But 
on that occasion she had brought other, English-speaking friends with her. When 
they were ready to leave, she said, "So, shall we go?'instead 
in their own language. As you work through the suggestions 
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similarly note the equivalences and differences between the kind of expressions you 
use in your other languages, and English. You can also watch movies or television 
serials and chat shows in English. Remember, what you say should be appropriate 
to the situation you are in and the kind of relationship you share with the people 
you speak to. 

6.2 GREETINGS 

Let us first look at a sample taken from a novel of a conversation between two 
old fiends meeting after a long interval of time: 

'Hello!' is a common form oS greeting among friends. L 

There can be variations in the tone in which it is said, depending upon the emotional 
state of the speaker and the degree of intimacy between the people eniaged in 
the conversation. In this case we can see that the two friends are overjoyed at 
meeting each other. The comment on physical appearance reflects the degree of 
intimacy bemdn  the two. There is also a reference to Raj's feelings of nostalgia 
about the days he spent in Mumbai. 

f 

The next move in the conversation is the offering of a drink. Notice &at thik is not 
a full sentenc'k: "But first, tea or coffee?'Expanded it means "Will you have d tea 
or coffee?' 

Informal speech usually has half-sentences and phrases but because the speaker 
and the listener are face-to-face, much of the conversation is understood through 
facial expression and gestures. 

Here is an exchange of greetings between a librarian and a library member: 

Notice the respectful tone of the librarian and the politeness of the member's 
response to it without being overfriendly. "How are you?" is responded to with 
"All n g 6 ~  thank you". Oq more commonly, "Fine, thank you". This could be followed . . 

. by "And how are you?' 
I 

Let u.y now look at a slightly more f o m l  exchange of greetings between two 
r' ' neighbours: , . . . . .. . i 



a "How do you do?' is a common greeting, especially among the British. "How do 
you do?' is not a question. It is a greeting. The response to "How do you do?' is 
"How do you do?"s example shows the kind of exchange that could take 
place between two neighbows used to seeing each other regularly. It also reflects 
concern felt by one for the other. 

Now look at this example: 

"Hi!" 

"Hello." 

"Why, what's the rmrer'?'' 

"Nothing" 

Tome on; get it off your chest." 

'1Th.nks. it's nothing rcally." 

. a Notice how the effusive greeting "Hi!" by the first speaker is responded to with a 
stiff "Hello" by the second. Notice that the exchange is nqt open. The second 
speaker obviously is not in a mood to talk k l y .  

a "Hello" is less informal than "Hi!". We use "Hi" with veiy close friends, not 
generally with older people or people who are superiors at work. 

a The word "Hello" is also the most frequent greeting with which one receives a 
telephone call. 

a "Hello", "Hullo", "Hallow, are variations of the same word. 

Other ways of greeting are: 

"Good Morning" "Morning!" In the second instance the word 'good' is not 
uttered aloud but is,understood. 

"GQOCI Evening" 

"Nice to see you!" 

"Hullo, seeing you after a l ~ n g  time.' 

"Nice to see you after so long" 

"Hi, it seems ages since we met! How are you?" 

"Delighted to see you!" 
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How do we introduce ourselves to people whom we' have never met before? 

"I'm Vinita Shukla. How do you do?' 

"Hello. I'am Naresh Tripathi from Convensys. Nice to meet you". 

"Have me meet before" I'm Renu Vyas" 

"Tarun-George. I have a vague feeling we have met somewhere". 

"Was it at Indian Institute of Science, Bangalore?" 

'"That's right. I pid< my Master's there 2004-2006". 

'"That's it then. I was doing my research there; same time" 

"Sudhir Shah. Come for the intervjew?" 

"Yes. My name's Dina Vakil. You're from?" 

''Swat. And you? 

"Vandodra. Are we too early". 

"It's better this way than late". 

"I agree". 

Those are Some of the ways in which we introduce ourselves to others. Notice we 
, 

do not refer to ourselves as Mr or Ms or Dr. 

Do not say, "I'm Mr. Sudhir Shah". 

While speaking we use contracted forms: 
"I am" "I'm" . 

"My naqe is" "My npe's". 

'Now read this conversation and notice the way these. two f r i e d  talk to each 
othel: Notice the welcome, ,, the introductions,' the way an invitation is extended, 

w 
accepted and declined. 
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Here are some ways of leave-taking. Notice the polite responses by the hosts. 

... "He hasn't come yet,". "I think I shduld leave. " 

"Do sit for a little while more. You have waited for so long. He should be back 
any minute. Can I get you something to drink?" 

... "No thanks.. . ." 
"Did he know you were coming?" 

"No, I thought I would take a chance. I'll go now. 

"Oh, I'll tell him you came. Would you like to write down a message?' 

"No, I'll call later. Thanks." 

"I must leave now." 

"It's getting late. You have a long way to go." 

"Yes. Hope you get well soon." 

'Thanks. Thanks for coming to see me." 

6 3  PROI!WWIATIQN PRACTICE 

The relationship between the spelling of a word and its sound in English is not ' 
regular. 

A. The letter 'a', for example, has different sounds in these common words: 

take 

start 

Can 

among ......................... ,. ............................................................... 



The letter 'a' when it is pronounced by itself rhymes with the 'a' in take. But in 
phrases like 'a book', it rhymes with the 'a' in 'among'. When 'a' is pronounced 
in this short way, it is called a 'weak form'. Also note that in the word 'any' 'a' 
has the sound 'e' as in 'egg'. 

Read these aloud. The italicized 'a' has a short sound: 

Son: Observe that man. When he speaks a whole nation listens: 

Father: A man of importance eh? 

Son: No, a radio announcer. 

There was an Old Man who said, "Hush!" 

I perceive a young bird in this bush!" 

When they said, "Is it small?" 

He replied, "Not at all! 

It is four times as big as the bush." 

Notice how the sound of 'a' changes in the following pairs of words: In the 
words in the second column the final letter is 'e' changes the sound of 'a' to sound 
like 'came', 'date' etc. 

can cane 

ban bane 

man mane 

dm - pane 

van vane 

rat 

mat 

at 

fat 

hat 

rate 

mate 

ate- 

fate 

hate 

sham 

Sam 

dam 

shame 

same 

dame 

Informal Interpersonal 
Functions 
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Notice these pairs: 'a' before ck is usually pronounced as in 'rat'. 'a' followed 
by 'ke' is pronounced like 'take'. I 
back 

tack 

rack 

lack 

sack 

bake 

take 

rake 

lake 

sake 

B. Let us now take the letter '0' and see the ways in which it is pronounced. Here 
are some common words: 

come ........................................................................................... 
1 

two .............................................................................................. 
......................................................................................... comma 

1 
took ............................................................................................ I 
note ............................................................................................ I 

word .......................................................................................... 
t 

4 c k c t t V b r v ~ 4  

P i c k o w - h  tbaliabalowdwite tkmngInathcsaunQof*o* 
tbeyrbpe* 

wmc mu- to do, h oanmm 

form of t%pw3m c4mm w m  otbaft b k  mtils 

s~madrtrsways b t q i w  - m-- 

df waFk also md db cupobbEl 

&390 8POd WQId - 
In the phrases 'tea or coffee', 'or' is pronounced with a weak sound. Another 
example of a weak form of '0' can be heard in 'of course'. 

Read out this simple rnyme wim three different sounds for o : 

Two or three Smiles 
And two or three frowns 
W o  or three Miles 
To two or three towns. 



Read these aloud: 

What keys won't open doors? 
Don-keys, mon-keys, tur-keys. 
Where do ghosts go for fresh air? 
To the sea ghost (coast). 

A lemon and an orange were on a high diving board. The orange jumped off. 
Why didn't the lemon? 
Because it was yellow. 

Why do wallets make so much noise? 
Because money talks. 

Read this poem noticing the digerent sounds represented by 'a' and '0'. The 
weak sourzds are in italics: 

Mr. Nobody 

I know a funny little man, 

As quiet as a mouse, 

Who does the mischief that is done 

In everybody's house. 

There's no one ever sees his face, 

And yet we all agree 

That every plate we break was cracked 

By Mr. Nobody 

'Tis he who always tears our books, 

Who leaves the door ajar 

He pulls the buttons from our shirts, 

And scatters pins afar; 

That squeaking door will always squeak, 

For prithee, don't you see, 

We leave the oiling to be done 

By Mr. Nobody. 

The finger marks upon the door 

By none of us are made; 

We never leave the blinds unclosed, 

To let the curtains fade, 

The ink we never spill; the boots 

Are not our boots - they all belong 

To Mr. Nobody. 

.C. Now notice these wo& with the letter 'u' in them: 

1 just .............................................> ............................................... 
............................................................................................. full 
........................................................................................... unite 

Informal Interpersonal 
Functions 
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sure ................................................................................... 
pure . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

In this unit, we looked at some of the ways in which we greet, introduce, welcome, 
invite, accept or decline invitations and take leave. 

As already mentioned these are not formulaic phrases to be learnt verbatim but 
indicate ways in which common everyday communicative functions are performed. 

You would have noticed that conversation does not begin or end abruptly. Politeness 
principles suggest gradual beginnings and endings. 

We also noticed the different sounds represented by the letters 'a' and '0'; especially 
the weak forms. 

I .  Read these extracts from the novel Not a penny more, not a penny less by 
Jeffrey Archer. Say which situation each extract describes - leave-taking or 
parting, greeting, or greeting and extending an invitation. Can you guess 
what the social relationship is between the speakers? 

1. 'See you in the morning, Professor. Thanks for a great evening.' ' My pleasure. 
I'll pick you up at 10 a.m. Sleep well -you have a full day ahead of you tomorrow.' 

2. 'Good morning, David.' 'Good morning, Bernie. I thought I ought to let you know 
I spent the evening with a friend at Oxford, and he may invest some money in the 
company." That's fine, David, keep up the good work.' 

3. 'Good morning, Mr. Silverman." Bernie, please call me Bernie. Take a seat.' 

4. (on the telephone) 'Hi, Lloyd. Didn't know you were in Monte . . .why don't we 
get together? . . .8 p.m.? . . . Great, I'll see you then.' 

5. 'Well, that seems to be all. Thank you for your cooperation. We may be in touch 
again some time in the future. We'll keep you informed of developments, and I 
hope you'll do the same for us.' 'Of course, Inspector. I do hope you have a safe 
journey back to town.' 

11. Comment on the situations described in these extracts from Jamila Gavin, 
The Wheel of Surya. Say who the speakers are and what they do (apologize, 
introduce themselves or others, etc.) 

1. "I'm so sorry to intrude like this", said Tom awkwardly. "Let me introduce myself. 
My name is Tom Fletcher. I'm a teacher in India, but over on leave [in England] 
to see my parents . . . " 

2. 'Are you Jaspal Singh?' she demanded. 

Jaspal nodded. 

'Come with me then', and . . . she marched him over to one of the line-ups in front 
of the class teachers. 

'Class 6', announced the teacher. 'This is a new boy. He comes from India. His 
name is Jaspal Singh.' 



6.7 ANSWERS TO CHECK YOUR PROGRESS 
Informal Interpersonal 

Functions 

1. 'Can't believe it! How nice to see you after such a long time!' 

'Good evening! So glad to see you' 

'How lovely! You are just the person I was thinking of' 

'Sweta!How are you?' So good to see you' 

'Good morning! Vintex Consultants.' (on the telephone) 

3. take: basic may later ways conversation exchange 

start: after aunt barge party 

can: casual back chat gradual thanks 

among: a group around as well as addition accepted about 

call: small also watch what 

4. come: communication some from others 

you: two do soon 

' occasion: obsebe here or there: cup of tea 

comma: form colleagues brought on off novel 

took: to look good 

note: notice old hope exposure 

word: work. worthy worse world 

Answers to the dgnment 

I. 1. [Leave-taking or parting] [A professor and his guest, perhaps a professional 
colleague] 

2. [Greeting] [Colleagues at work: Bernie is David's superidr or senior] 

3. [Greeting] [A boss and a newly appointed person] 

4. [Greeting and extending an invitation] [friends] 

5 . .  [Leave-taking or [Ad Inspector and a person who has helped him 
in his inquiries] 

11. 1. Tom is a teacher. He is speaking to someone who doesn't know him, so 
he introduces himself and apologizes for his unexpected visit to\their house. 
He is a little embarrassed. 

2. Jaspal is a new boy from India, and this is his fiist- day at a school in 
England. A teacher takes him to his class teacher, and the class teacher 
introduces him to the class. - 



UNIT 7 SMALL TALK 
Structure 

7.0 Objectives 

7.1 Introduction 

' 7.2 Short Conversations 

7.2.1 Talking about the Weather 

7.2.2 Personal Matters 

7.2.3 Food 

7.2.4 Entertainment 

7.3 Pronunciation Practce 

7.4 Let Us Sum Up 

7.5 Answers to Check Your Progress 

After going through this unit you should be able to 

a engage easily in casual talk, 

link up with another speaker's u&&ces, 

pronounce the vowel sounds represented by the letters 'e' and 'i', and 

a understand syllable division in words. 
' . 

7.1 INTRODUCTION 

In the past, conversation was considered an 'art. A good conversationalist was the 
light of social gatherings. Talking about the affairs of the everyday ,world in an 
interesting and entertaining manner was a cultivated talent. Communication is not 
always an exchange of information. Sharing ideas on everyday events can be a 
great source of pleasure and satisfaction. 

Though conversation is not viewed as much of an art today as it was in the days 
of yore, the 'gift of the gab' is still thought desirable for maintaining cordial relations 
with people around us. Even in formal situations like meetings, the participants do 
not abruptly begin to talk about business. They first warm up with a few comments 
about the weather, the journey, food, sports, or current events, before broaching the 
subject matter. 

Today the media have taken over the function of conversation. It has been said of 
television that a discussion programme on it should have the quality of a pleasant 
after-dinner chat - informed and elegant, but not pompous and argumentative. 
Similarly, good radio is said to have the quality of intimate conversation, and this is 
evident in the many new private radio channels which attract audiences by the 
quality of talk of the hosts of their shows. 

Many people are very good at business talk but cannot hold casual conversation 
over tea or lunch, especially if they have to talk in English. In this unit we will look 
at some of the ways in which we can engage in 'small talk', as it is called. 



SHORT CONVERSATION$ 

In the sections below we will discuss how conversation is carried on about topics 
like the weather, food, entertainment etc. 

7.2.1 lhlMnp Elbout the Weather 

Weather is a very easy subject with which to start a conversation. This is because 
all participants in a conversation share knowledge about the weather. The weather 
is ever-changing, and so can direct the course of the conversation for a brief while 
at least. The topic is, moreover, neutral in nature - there is no danger of getting 
too personal, or of holding offensively strong opinions about this topic. The British 
are legendary for making remarks about the weather, and are the subject of many 
jokes in this regard! 

b 
Now read .this sample of a conversatjon about the weather: 

I 
i 
I 'Tembly hot isn't it?" 
L 
I .  

"The temperature has touched 42 degrees according to the weather report today." 

'We are just in the middle of May. More than a month to go." 

"But the news reports say the monsoon will be early this year. It's expected to 
hit the Kerala coast around the 28" of May." 

I "Hope that's true!" 

Notice that the shared information of the two interhxutors makes it easy for them 
to take turns. 

1 a Turn-taking is very important for the smooth flow of conversation. 
I 

/ As a response to what one speaker has said the second speaker continues or adds 
I 
i information. This implies that good listening is important to maintain the flow of 

1 conversation. If one of the participants is abstracted - if (s)he is not listening, the 
flow of conversation will be disturbed and uneven, because (s)he will not be able 
to respond. Similarly, a person who doesn't allow the others to "get in a word 

1 edgeways" in a conversation, is a bore! 

Here are some of the common words used to talk about the weather: 

Small Talk 
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People and what they do are interesting topics for conversation too. While the word 
'gossip' does have a derogatory sense, it would be a very drab life indeed if we 
didn't talk about others and ourselves. Most encounters begin with enquiring about 
the welfare of one's family members. If we are among friends, it is also quite usual 
to talk about the activities of other common friends. This is also one way in which 
people keep up with others who have moved away. 

We might also happen to meet strangers. While some people may find personal 
questions embarrassing, they often serve to forge a friendly bond between two 
human beings: 

Read this conversation from a short story. Here we see two strangers 
exchanging not only personal information, but also their views on life, and 
the changing ti.mes: 

"You seem sad. What's the matter?" 

I hesitated. Should I confess to a 
stranger? 

The exaltation about the environment 
compelled me to drop my guard. 

"I lost my job. Three weeks ago." 

"Ha!" he snorted, as if he had heard a . 
joke. "So that's the problem? Don't 
worry. After the war, I thought I had 
lost everythmg. A couple of years later, 
I was back on my feet, hale and hearty* 
When my wife Rose ... Rosemary died, 
I thought I was a goner. I roamed here 
and there. But I am okay now. Thyme 
is the greatest healer. Thyme will pass* 
You will get a new job and you will. 
forget you were out of one." 

"None of my business, but why did you 
lose your job?" he continued, slurping 
the lemonade. 

1 shrugged. "The-y told me I couldn't 
relate to .the youngsters.. . the new 



I 

generation. I was a disciplinarian, an ogre to-this generation's junkies. I couldn't 
stand their*corning late, their ~lothes, their flirtations. So I got tough. It was a 
question of them or me. The management decided to getsrid of me." 

"Ha!" he snorted again. Much to3my consternation. I copld see no humour here. 
"The thymes, they are a changin7? he sang merrily. "Mister, you gotta change too. 
Can't remain the same. Don't worry. You will, you will. It will just take some 
thyme." 

"What do I do till I get a new job?" 

He scratched his beard. "You know what? Confronting thyme - pure, uncommitted, 
unoccupied thyme - is a temfying experience for a human being. But once you 
learn it, it does good for the soul. Imagine no TV, no movies, no pubs, no theatre, 
no di~tr~actions at all. For example, being out in a place like this. What cad you do 
but stand and stare? At the water, at the geese and the ducks. Sometimes nothing 
moves for hours. That's what I am trying to do. Confront thyme. It does good for 
the soul. It tells us worrying isn't any good." 
(From the Hindu) 

- 

Another favourite topic that lendsitself to small talk is food, whether it be t+k about 
-the new or popular eating places in town or the fruits of the season. 

In the following piece of conversation, an offer of fruit leads to a conversation 
about personal tastes and nostalgic memories that the fruit evokes in the participants 

"Fresh guavas from our orchard." 

"Really! They seem to be just ripe." 

"Yes with guavas you want them just right; not too raw nor too ripe." 

"Here's some salt and pepper. Sprinkle some." 

"Reminds m i  of times back in the village. We would perch ourselves on the , 
branches and merrily munch away, story book in one hand." 
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"Glorious days. You don't really get that natural taste now, with all these artificial 
manures and pesticide sprays." 

"Mmm. Anyway from your orchard ... That makes it special." 

Notice the turns in comment and response. Each comment links itself up to the next 
in a chain generating a cluster of ideas triggered off by the first offer of fruit. 

z, The subject of the first sentence: is guavas. 

The exclamation "Really" is a response to the first statement, an expression of 
wonder and acknowledgement. "They" is a pronoun substituting 'guavas' in the first 
stqement. I 

The last word 'just ripe' is taken on for camment in sentence 3. 

t 

Sentence 4 adds instruction. 

Sentence 5 triggers a memory. 

Sentence 6 "glorious days' refers to the times .back in the village". 
, . 

The last utterance links up with the first rounding up the ekhange. The word that 
links it to the first is "orchard". 

The conversation might have ended in two utterances, if the second speaker had 
accepted the fruit with just a "Thank you". It is part of the art of conversation to 
find something to say that pleases the other person, here, a comment on the fruits 
being just ripe enough to be at their most tasty. Again, the other person keeps the 
conversation going by agrkeing. If learning to disagree and to pick weaknesses in 
the opposition's argument is the art of debate, the art of conversation would appear 
to be learning to be pleasant and agreeable. 

This is what is called the 'co-operative principle' in conversation. 

Like weather and food, entertainment in a village, town or ci,ty is usually talked 
about a great deal. This again is shared,information and 1eads;to tlie strengthening 
of bonds. People talk about the places they have visited or events they have 
watched either to inform others or to comment on shared experiences. Cricket, 
footb91 and tennis matches also provide food for conversation. 

Read this cartoon strip: 

A: I can't look! 



B: The score is three to two in the last of the ninth 
. . 

A: But we have two outs! 
I 

B: But charlie Brown is on&hud!And our best hitter is mming up 

Small Talk 

A : Say, you don't think Charlie Brown will try to steal hoine, do you? 

B: Never! Not even Charlie Brown would do anything that stupid! 

C: I wonder if I should steal home! 
t 

You will notice that in informal conversation, speakers usually drop the polite tone. 
Expressions like "don't be,stupid, "that's downright silly'' etc. are used without 
really meaning to be rude. ,- 

In the last uriit we looked at the sounds represented by the letters la', '0' and 'u'. 
We will now e x w e  how three other letters, 'e' and 'i' and ark pronounced in 
different letter combinations: 
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\ ,  
A. The lettei 'e' has different sounds in the following common words: 

let, head.. ..................................................................................... 

relate .......................................................................................... 

earth .............................................................. : ..................... ; ..... : . 

....................................................................................... heal, see 

.................... heart ...................................................................... .'. 

beard ......................... ., ................................................... : .......... 
r 

I 

few ........ ;. ................................................................................... / 
)I 

i 
brother ...... : .......................................... .......................................................?....... 

B. The letters 'i' and 'y' occur in the following words: - 
e 

pin ..... .; ................................................................................. : ...... 
. . 

fine, fly ........................................................................................... 

first ......... ., ................................................................................. i'. 

- 

Read this poem aloud: 

THE CHAOS 

Dearest CREATURE in CREATION 































































UNIT 11 PREPARING FOR INTERVIEWS 

Structure 

11.0 Objectives 

1 1.1 Introduction 

11.2 The Purpose of an Interview 

1 1.3 The Interview Situation 

11.3.1 Questions 

11.3.2 Evaluation 

11.3.3 Types of Interview 

11.4 Preparation for an Interview 

1 1.4.1 Intellectual Preparation 

11.4.2 Preparing for Effective Verbal Communication 

11.4.3 Physical Preparation 

1 1.4.4 Gather Information about the Organization. 

11.4.5 Know What's Expected of Yo11 

1 1.4.6 Organize your Thoughts 

1 1.4.7 Rehearse and Practice - 

11.4.8 Guard your Health 

11.4.9 Dress Appropriately 

11.5 Le tUsSumUp 
1 

11.6 Answers to Check Your Progress 

This unit will help you to prepare well f i r  an interview. It will deal with job 
interviews in particular because soon after your graduation most of you will apply 
for jobs. We will discuss: 

the purpose(s) of conducting interviews, 

the role of' the interviewer and the interviewee in the interview situation, and 

the different ways of preparing for an interview. 

Have you ever faced an interview? What was the interview for - a job, a visa or 
for admission to a course or a programme? Apart from these we can also have 
promotion interviews and celebrity interviews. Usually interviews are one to one, 
but sometimes you may have group interviews, especially when there are many 
applicants for the same job or programme. There are also panel interviews where 
a board or panel consisting of more than three persons may interview you. 

Sometinies interviews are over the telephone. Many software professionals are 
interviewed by the heads of companies. They may have their office in some other 
part of the country or in another part of the world. These are usually telephonic 
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interviews. And if you do get a big job and become a celebrity, there will be many 
people who would like to interview you! 

As soon as you complete your graduation, you may apply for a suitable job and then 
be called for an interview. An interview is an essential part of any selection process. 
The interviewer, who conducts the interview, asks questions to evaluate the 
interviewee, who takes the interview, and selects a suitable candidate to fulfill a 
purpose. For example, in a job interview, the interviewer evaluates the candidate's 

qualifications, 

personality (for traits such as confidence and reliability), 

work experience, and 

communicative abilities (for traits such as language proficiency, fluency and 
voice clarity), 
and forms an overall impression about each. The candidate who fulfills all or most 
of the requirements that the interviewer has, gets the job! 

Let us now read this excerpt from an interview and answer the questions that 
follow. 

Excerpt from an Interview-1 

What does Somesh tell the interviewer about himself? What can you say about his 
communicative ability from' this excerpt? Take a moment to think about these 
questions and to di8cuss them with your friends. 

Discussion: Somesh tells the interviewer about his schooling, educational qualifications, 
work experience, reasons for not doing a PhD, his family, and his hobbies. He 
speaks of these matters because they give important information to his future 
employer. He tries to justify his potential as a suitable candidate for the job by giving 
his qualifications and work experience. He also tries to make use of the opportunity 
to talk about himself: by explaining that he has family responsibilities, and by, 
mentioning as his ambitions. These &re topics that he probably cannot include in his 
written curriculum vitae (CV). 

You will also notice that he has organized all the information in an appropriate way 
by dividing it into three parts: education, family and extra-curricular activities. This 



- - 
organization helps the listener to undershd hiin b e t t e i - ~ e  also tries to mention 
only the facts and restrains himself from expressing his personal feelings or opinions. 
This increases his credibility and makes him appear a reliable person. 

- 
- 

Check Your Pmgr& 1 

t t s a d t b c ~ a ~ ~ m m v ~ M - - ~ f 4 T  

a -  b - ~ ~ ~ - ~ ~ ~ . . 1 ~ ~ ~ ~ . ~ ~ n 1 1 . - - ~ ~ ~ 1 1 I l . . . L r ~ ~ . ~ . ~ . ~ ~ m ~ l - - l . * ~ ~ # ~ r b r ~ + . ~ r ~ r r . * ~ ~ . ) - C c r _ r ~ . . r ~ *  

.+- q.r.rr+rr.r*~r.*rr~-~rr~4.+br.r~.r.~1-7ib.r.~.~rr~...~~..br~r.*.-A~~~'c~ ..*.*..r.--a..w 

r b r  rc*.. .... r .=. . .u11, I , .e ,...,... Y 1 Y 1 . . * * 4 * 9 4 * *  .... e . - * . . *m- *~ . , * * , 4 , *4  ..-..,... =.*..* 

4 - ~ ~ . r r . r ~ . ~ r . ~ . . ~ ( b ~ . Y ~ ~ 4 b L ~ ~ . r & - b ~ ~ ~ ~ . ~ ~ o ~ ~ ~ ~ l l t . . ~ n . ~ - r l u ~ . . # a ~ ~ m . ~ 1 ~ d ~ c n ~ . r . . ~ ~ ~ r u r l  

2. ' W b r t m t ' ~ 8 E t r Z ~ ' 8 ~ ~ ~ ~ h ~ ~ ~  
-m. 
rrrr~.r.--.r+r.b.=a~-..*.~1m~~~~t...~..~......6~)t,tl.+.u~...1-nrr*~~*.m~~hw~1.......~~ 

I 

~ * b 1 1 4 . l b . ~ ~ . . ~ ~ ~ m . . L * l l l t . l . ~ P r * ~ * ~ b ~ + ~ . . ~ b - ~ ~ l * U ~ ~ ~ ~ L ~ . ~ ~ ~ . v . * . ? ~ ~ . * ~ m n ~ ~ . C C I I . ~ C I J . * ~ ~ ~  

** r#tO4.rrbur+r..r=*.rrr.(.~~rr..r..v~cr*~r..r.,.cbro~r..+r.r~mm~...r.~r*~*+rr~...st.r 

I - . ~ . r , ~ b + . t r . r r r . r . ~ * I 4 . ~ ~ o ~ b ~ ~ e ~ ~ ~ ~ ~ ~ . ~ - ~ ~ - ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ - - - - ~ ~ - ~ ~ b ~ ~ ~ 4 ~ ~ ~ ~ r ~ ~ ~ ~ ~ ~ -  

i - - - I 

1.2 THE PURPOSE OF AN INTERVIEW 

The purpose of a job interview may be clearly indicated in the advertisement for 
the job or understood from an initial discussion with the interviewer(s). In general, 
an interview evaluates your 

personality, 

work-experience, and 

communicative abilities, 

to find out whether these are suitable for that particular job. Therefore, the purpose 
of an interview is directly related to the type of job. 

Preparing for Interviews 

Usually, you are required to send in your CV before you are called for an interview. 
(We discuss how to present yourself in your CV in the first unit of the next block.) 
The CV serves as an initial selection tool for asking only the more suitable candidates 
to appear for the interview. 

Then the purpose ~ l e  interview is to further inquire about the candidates' 
personal and professional qualifications, with reference to their CV. (We see, 
throughout this unit, how the CV serves to guide the interview.) In some cases you 
may be called for a written test prior to the interview, or be asked to respond to 
a questionnaire. 
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Interviews are conducted for one or all the purposes given below: 

To verify the interviewee's qualifications and experience. 

To find out the interviewee's knowledge of a topic in depth. 

To determine the interviewee's, communicative abilities. 

To determine the interviewee's way of thinking 

To follow up any responses to questions given earlier, e.g., to further understand 
the candidates' responses to a questionnaire. I 

I 

I 

11.3 THE INTERVIEW SITUATION 4 
I 

As in other spoken forms of communication, in an interview also, you - as a , 
speaker - need to sound interesting and be organized, precise, and always aware , 
of the listetler's (i.e., the interviewer's) needs or purposes. 

How do you feel when you are called for an interview? Do you have butterflies 
in your stomach? Most of us feel apprehensive about interviews, notwithstanding 
how many times we appear for them. This is because the idea of being evaluated 
by another person, the interviewer, can cause concern. Moreover, speaking in a 
formal situation about one's own qualifications and strengths, in a limited amount of 
time, creates pressure. On the other hand, some people are thoroughly prepared 
and feel confident. So a lot may depend on the way one prepares for the interview. 

We now consider the interview situation, first from the point of view of the 
interviewer: his purposes, the questions he may ask and how he evaluates the 
candidate. We then consider the preparation that a candidute can put in for an 
interview. 

Read the following excerpt from an interview and answer the questions that follow: 

r.\cerpt from an Interview-2 I 
Swati is a PhD in Biochemistry. However; her CV records the fact that she had 
once failed and reappeared for an examination in one of the subjects during 
her graduation studies. Except for this, she holds a good academic record. 
Let us see belav how she replies to one of the questions asked by the interviewer 
on this "b1trc.k spot" in her CV, 

A 

Interviewtx 'Do you think your grades are an indication of your academic 
achievement? ' 

Swnti: 'Well ... in my opinion, grades arc a method to assess om's aptitude or 
knowledge at a given pint uf time. They may not bc an indication of all the 
eapabilitic~ of a person or their potential for future p w t h .  A gradc at n particular 
point of a pason's academic cnrter reflects his or her ptrsonal and professional 
status at that particular time.' 

Was Swati asked a direct question about her failure? 

Do you think she feels embarrassed to answer the question? Give reasons for your 
answer. 

Take a moment to think about these questions and to discuss them with your 
friends. 



Discussion: The interviewer doesn't ask Swati the reason for her failure, but wants 
to know how she encounters failure. So he refers to Swati's record in the CV as 
it was impcrtant to enquire about it, but asks an indirect question to test Swati's 
self esteem. 

Swati is intelligent enough to understand why the interviewer has asked her this 
question. She knows her record very well and she makes use of this opportunity 
to express her positive attitude. Her answer reflects her confidence and her ability 
to overcome failure. 

Before an interviewer starts to design the interview- the questions and the process-, 
(s)he focuses on the problem or the need to be addressed in the interview. Let us 
now try to understand the intention of some common types of questions in interviews. 

You might have realized by now that questions can be asked about your 

a Background - standard questions about age, educational qualifications, goals and 
ambitions. wort. -rience, family 

a Knowledge - u,.,~ a person knows about a topic 

a Opinions or values - how a person feels or what she thinks about a topic 

Preparing for Interviews 

a Behaviour - about a person's actions in the past, present or future 
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An interviewer may judge the answers to these kinds of questions not only in terms 
of their content or information, but also in terms of your communicative abilities. 
For example, the interviewer may take note of where and how the interviewees 
communicate their own thoughts or feelings, and the phrases they use for this, such 

... as I think, in my opinion, I believe that The interviewer looks for how clearly 
you can differentiate your knowledge from your opinions or values: that is, the 
difference between the generally accepted ideas on a topic, and your own viewpoint. 

The interviewer would also like to find out what motivates your actions: the 
reasons for choosing a particular job or career, for studying further or not doing so, ' 
or for changing a job. The interviewer looks for how well you can give reasons for, 
or justify, your way of thinking. 

Discussion: You would want to know whether the drivers can read a little bit of 
English and Hindi to find out the names of people and places, and communicate 
with the visitors as required. 

You would also wanf to know whether they are familiar with the popular sites in 
and around the city, this will also help you understand the candidate's general 
awareness. 

You may 'give theman imaginary situation which is likely .to occur on the job, where 
they have to prove their presence of mind. 



You will also have to find out their personal traits like honesty, sincerity and punctuality, 
apart from their qualifications for and experience in driving. 

113.2 Evaluation 

The evaluation of an interviewee by the interviewer may depend on the type of the 
job applied for. For example; if you apply for a marketing job, your dress and 
appearance count for more than if you apply for a position in Research & 
Development. Similarly, interpersonal skills and communicative skills are very 
important for managerial positions. Nowadays, however, even technical personnel 
are expected to balance technical competence and communication skills, as they 
are part of a team, and may need to interact with the public. Again, acceptable 
dress and a neat appearance are important for everyone. 

Your con$dence and presence of mind also make an impression on the evaluation. 
One interviewer asked the candidates, "On which floor of this building are we 
seated?" Not many candidates had the right answer! So also you may be judged 
on awareness of current events, or events of national significance. 

Attitudes such as loyalty, commitment and trustworthiness are also evaluated. The 
importance of these traits is that interviewers may not, merely judge the candidates' 
suitability for a particular job. They may be actually evaluating a candidate's potential 
for a career in their organization. One interviewer asks himself: "Can this person 
take three steps forward in this organization?'A frequently asked question is: 
"Where do you see yourself five years from now?' 

, 

We discuss four types of interview below: 

1. The informal, conversational interview. In this type of interview, the questions 
to be asked are not fixed or predetermined. The interviewer "goes with the flow", 

Preparing for Interviews 
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remaining as open and adaptable as possible to the interviewee's priorities during 
the interview. 

This type of interview is relatively uncommon in job interviews which have a 
number of first time applicants. It is more common for job interviews within an 
organization, especially, e.g., for placement after short training courses. 

2 .  The general ikerview, guided approach. In this type of interview, information 
is collected from each interviewee that pertains to the same general areas. This is 
called the guided approach. The guided approach provides more focus than the 
conversational approach, but still allows a degree of freedom and adaptability in 
getting information from the interviewee. 

3. The standardized, open-ended interview. Here, all interviewees are asked the 
same open-ended questions. An open-ended question is one that requires something 
more than a yeslno or truelfalse answer. The answers have to be thought out by 
the candidate. This approach facilitates faster interviews that can be more easily 
analyzed and compared. 

4. The closed, jked-response interview. Here, all interviewees are asked the same 
questions and asked to choose answers from among the same set of alternatives. 

- - - - - 



11A PREPARATION FOR AN -VIEW 

The best possible preparation for an interview is to expect the unexpected. And 
the best way to deal with an interview is to be yourself. What we give below are 
merely some general guidelines. 

The following two candidates are preparing to appear for job interviews. Read the 
descriptions below and answer the questions that follow: 

Who do you think is preparing be& for the interview? Why? Take a moment to 
think about these questions and to discuss them with your friends. 

M r c u s s k  Sumit spent more time worrying about his interview than preparing for 
it. He conceamtad only on his appearance. On the other hand, Akash used tactics 
like anticipating questions and learning about'the company. Akash took the help of 
boob and gat thass ideas about how t6 prepare for an interview. 

hw:um an what to say in an interview and how to say it will give you more 
ronftda~cs and make you a battar communicator. On the other hand, just thinking 
of ways to stay oalYn will oaly maka you fwus on your nervousness! 

W can think d preparing far an intemhw in three ways. 

Preparing for Interviews 
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' Brush up ybur knowledge: 

a your knowledge of the subject, 

a your educational background, 

a your own opinions, 

a the reasons behind your decisions in life, and 

a your presence of mind, 

a know the exact location and time of the interview. 

11.4.2 b j h i n g  for Effective Verbal Communicatfon 

n e  ability to communicate effectively comes from organized and positive thinking, 
confidence and self-esteem. These in turn come from being well-informed and 
well-read. For this you need to: 

a watch radio and television programmes of general interest, 

a read a variety of good newspapers and magazines, 
, 

a 'think about what you have read and heard, and 

a discuss thesk matters with your friends to improve your fluency in speaking. 

You might even try to write a page or two, or a letter to a newspaper, about a topic 
you feel strongly about. 

Very often, we are unable to decide, what we should wear for a given occasion. 
For an interview, which is usually a formal situation, you need to know about formal 
and informal dress codes and decide what not to wear for .the interview. Apart from 
dress and accessories, you need to: . 

a monitor your posture: the way you sit, stand and position your body while talking 
and listening. 

a monitor your gestures: the way you use your hands along with your conversation. 

a monitor your facial expression: your eyebrows, lips and above all your eyes. Your 
eyes should 'speak' and show the same feelings that you are communicating 
through your words. You can help yourself by taking suggestions from friends and 
family. 

Here are' some additional suggestions for your preparation: 

I 
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Know what is 

- . . . . 
Gather as much information as possible about the organization. 

Think abu t  the question: "Why do you want to join our company?" In order to 
answer this frequently asked question, you have to be familiar with the company's 
history, products, location(s) and plans of growth. This may not be very difficult for 
you if the company is big and famous. You can also ask for a company's brochures 
or job descriptions to be sent to you. 

Prepare your own list of four or five questions about the organization or the position 
you are applying for, that you do not find answers for in their literature. These 
questions, if you ask them at the interview, can help your interviewer to evaluate 
your professional gnd personal needs. -:I. 

- 11-45 Knoa What's Expected of You 
. 

- Review the job advertisement for what's important for the position: situation, 
responsibilities, requirements, practical problems and their &lutions. 

Have your strengths and weaknesses written down. 

Check your CV for possible gaps. Prepare a one to two-minute explanation of 
each important aspect covered in your CV. 

, 11.4.6 Organize your Thciughts 
-. 

Assimilate your overall thinking and write down points. Discuss them with a friend. 

' ' Sometimes you are required to give a presentation at your interview. After you have 
decided on the points to present, focus on how to st& and how to end your 
presentation. bractice it thoroughly in front of not just a mirror, but you family or 

. friends; because they can give you feedback to improve. Practtce using any equipment, 
handouts or visual tools that you need, so that you're comfortable using them in 
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front of 
them in 
without 

' a group. For example, if you are carrying photographs to show, arrange 
the order you want, in a separate folder; and practice handing them out 

dropping them! 

Speak clearly. Make sure your voice reaches the person you speak to. 

Practice for this by changing the distance between yourself and a.person you speak 
to: speak across a table, across a room, etc. Listen to yourself to see if you sound 
unfriendly or aggressive. 

11.4.8 Guard your Health 

A good night's sleep is also very helpful before your interview. This will make you 
refreshed, alert and cheerful when meeting your interviewers. Prepare yourself 
with the stamina you need to have to endure a day or two of extended interviewing. 

Carry any usual medicines and some pain reliever in your briefcase or purse, just 
in case. 

11.4.9 Dress Approprbtely 

Dress professionally in order to be taken seriously. Your appearance should be 
: neither careless nor overdone. Shirts rather than T-shirts, and trousers (or skirts) 

rather than jeans, if you dress in the western style-; you may decide to wear a tie 
or 'not, depending on the organization. Use whatever information you have about 
the organization to find out their "dress code", stated or unstated, to help you 
dress appropriately. 

You're safest in subdued colors, styles and patterns of clothing. Don't let your 
clothes distract attention. 

Wear clothing that you are comfortable in. You'll be more confident if you don't 
have to think about your clothes. Never try out a new item of clothing 
(particularly new shoes!) that you have not worn earlier. 

Don't wear gaudy jewellery, or heavy perfume or cologne. 

Try to carry just one bag or briefcase which has space in it for your wallet and 
important papers. 
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Dhcussw~i: A Public Relations Officer has to face various types of people and 
therefore has to take care of her appearance. She must do her job in a pleasant yet 
dignified manner and avoid inviting unnecessary attention to herself. She should look 
confident and be assertive in her attitude. 

Yellow is a bright and prominent colour that calls one's attention to it, so it may be 
inappropriate. However a silk saree may be just right for such a job, as it suggests 
dignity and wears well through the day. Leaving the hair open, especially if it is long, 
is not desirable in the profession. Her make-up and jeurellery are just fine. 

Her qualifications also suit the job as she is required to speak to people, and knowing 
many languages is advantageous. 

She is prompt in answering the questions and can justify herself well. She makes 
it very clear that she wants to wdvel abroad. Shc is quite ambitious, and so it is 
unclear how long she will continue with one particular company. However, as long 
as her goals are fulfilled she might continue. Thus she is straightforward without 
being aggressive. She has work experience and she doesn't want to continue with 
the same portfolio. This might be an indication of her versatility. 

LET US SUM UP 
* The one who conducts the interview is called the interviewer, the one who takes 

it is called the interviewee or a candidate. The interviewer a s h  questions, evaluates 
and selects a suitable candidate. 

* The purpose of an interview is to inquire into the candidate's personal and 
professional qualifications and abilities, depending upon the type of job. 

* The questions asked in the interview are based on the candidate's background 
knowledge, opinions, values and behaviour, besides his or her qualifications, 
goals, experience and family. 

* The candidate is evaluated according to his or her h~teryr:rsonal and cormnunicative 
skills, confidence, presence of mind, and potential for a career in the company, 
besides attitudes such as loyalty, commibnent and trustworthiness. 

* The interview can be of four types: informal or conversational, guided to certain 
general topics, open-ended and standardized, fixed-response and closed type. 
The open-ended type is frequently adopted for job interviews. 

* For good intellectual preparation brush up your knowledge about the subject 
you have specialized on, focus on the main points of your educational background, 
evaluate your own opinions and the reasons behind your decisions in life. Impress 
with your presence of mind. 

* Good physical preparation starts with monitoring your own posture, gestures 
and facial expressions. Choose a dress that will make you comfortable on the 
job too. A formal dress code is mostly applicable for a job interview. The 
accessories must be kept to the minimum. If you wear a sari, a subdued colour 
is preferable to a bright one, and with very few accessories: ear-studs, a thin 
chain and a wrist watch. - Apart from physical and intellectual preparation, good communicative abilities 

, are very important to face any kind of interview: organized and positive thinking, 
confidence and self-esteem are the need of the hour and these in turn come 
from being well-informed and well-read. 



2- Discuss your preparation with a few friends and family for necessary 
suggestions. Apply them according to your own understanding. 

?- For the hest preparation for an interview, expect the unexpected and be yourself. 

ANSKZRS TO CHECK YOUR PROGRESS 

1. Somesh was well organized in introducing himself. He might have used his 
commonsense and expected the interviewer to ask him to introduce himself before 
asking anythmg else, and so he must have prepared what exactly to say about 
himself. 

2. Somesh's talk suggests that he is a sincere and responsible person. He is concerned . 
about his fainily and does$ t hesitate to give priority to his responsibilities. He has 
2 voice of conviction reflecting his honesty and he doesh't hesitate to mention his 
difficulties. He is ambitious but acts according to the need of the hour. 

3. To deterrnine the interviewee's way of thinking 

The interviewer asked an indirect question because he didn't want t o  know 
why Swati had failed in [he subject, but wanted to know how she encounters 
failure. So his purpose was to understand the candidate's attitude towards life, 
whether and how she progresses after failure. Thus he was trying to understand 
Swati as a person, which has a direct relation to Swati's professional life. 

4. 'My favourite subject is Mathematics. I wanted to do a Ph.D, but I also had 
to earn money to support my family. I started teaching young children while I 
registered for a Ph.D at Benaras Hindu University. But as time went on I felt 
the need to earn more money and I had to forego my dreams of higher 
education. I started looking for a job last year while still continuing to teach at 
home.' 

That he has two younger sisters 'of marriageable age'. 

That his father 'is going to retire in September this yearp. 

5. The information given by Sornesh is important for his future employers. Hence 
he has not deviated from what he is expected to say in his introduction. 

6. Somesh has given information on his educational qualifications, goals and 
ambitions, work experience, family and also talked about his actions in the past, 
present and future to some extent. The interviewers may have an idea about 
his background and behaviour. They would now like to know abobt his subject 
knowledge and opinions /values. So they may ask questions related to 
Mathematics and the like. 

7. reliable, experienced, assertive, precise, sincere 

8. It is a standardized, open-ended interview. Here, the candidate is asked an 
open-ended question, that requires something more than a yestno or truetfalse 
answer. The answer has to be thought out and well frarned.by the candidate. 
The interviewer seems to have a set of qdestions, which he has been asking 
other candidates too, as he does not depend upon the candidate's answer to 
frame his next question. 

9. It is a general interview, with guided approach. The interviewer frames his next 
question on the basis of the candidate's answer but doesn't deviate much from 
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his topic: So he focuses on the candidate's view on success and failure in depth 
and as required but still allows a degree of freedom and adaptability in getting 
information from the candidate. 

Dress and appearance 2 
I 1 

I Qualifications ' 1  4  1 
I Confidence 1 4  1 

- 

Reliability 3 

Personality 1 3  
1 I 

I Work experience 1 4  1 
Overall impression 3.5 



UNIT 12 INTERVIEW AND JOB SEARCH 
ETIQUETTE 

Structure 

12.0 Objectives 

12.1 Introduction 

12.2 During an Interview, and After It 

12.2.1 A Form of Communication 

12.2.2 Answering Questions 

12.2.3 Asking Questions 

12.2.4 Expressing Gratitude 

12.2.5 After an Interview 

12.3 The Interview as @a1 Communication 

12.3.1 Language Specific Speech Skills 

. 12.3.1.1 Pronunciation 

12.3.1.2 Vocabulary 

12.3.2 General Speech Skills 

12.4 Telephonic Interviews 

12.4.1 Preparing for Telephonic Interviews 

12.4.2 During the Call 

12.5 Job Search Etiquette 

12.5.1 The F i t  Step 

12.5:2 A Job Fair 

12.5.3 B e f o ~  You Come to The Job Fair 

12.5.3.1 What to Bring 

12.5.3.2 What to'wear 

12.5.3.3 Do ~ome'~-h  

12.5.3.4 Arrive, Eatly 

12.5.4 While You're There 

12.5.4.1 Salary 

12.5.4.2 Follow Up 

12.6 Frequently Asked Questions in an Interview 

12.7 Let Us Suin Up' . , , 

12.8 Answers to Check Your Progress 

This unit will take you through an interview situation, to help ybu reflect upon what 
to say, how to say it and when to say it during an interview. 

Section 12.4 specifically deals with teleuhonic interviews. (After going through it 
you can relate it to face-to-face interviews as discussed in Unit 11.) 
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The topics discussed here will help you: 

To understand oral communication and acq~ire~good spoken skills in English, 

To prepare for telephonic interviews, and 

To accustom yourself with Frequently Asked Questions (FAQs) in a job interview. 

This unit also familiarizes you with job fairs and gives you some ideas about how 
to get the most out of job fairs. 

In the previous unit we have learnt about the purpose of an interview'and the 
preparation needed to tackle an interview well. Here we are going to look at what 
happens during an interview, and what we need to do after the interview is over. 
We will also look at the difference between face-to-face and telephonic interviews 
and discuss the frequently asked questions in an interview. 

We speak as well about preparation for attending a job fair and how to find out and 
give relevant information to potential employers at such fairs. A jqbVfair is usually 
organized by a third party recruitment consultant at a neutral venue like a school/ 
college auditorium where multiple employers come under one roof to select people 
according to their requirements. Companies save time and effort by participating in 
job fairs as they can put up a stall and meet multiple candidates on a single day 

DURLNG AN INTERVIEW, AND AFTER IT 

12.2.1 A Form of Cornmudcation 

The interview is an opportunity for you to communicate your abilities. It is also a 
way of evaluating the job that you are seeking. For the employer, it is an opportunity 
to delineate the line of work you have applied for and to evaluate your abilities in 
light of it. 

"Half the interview is over when you enter the room", says a placement consultant. 

So you. have to enter the room with confidence. You cannot hide behind the door 
or the curtain! As soon as you are in the room, instead of looking down, up or 
sideways, look at the interviewers and greet them politely and appropriately as you 
would greet them outside the interview situation ("Good morning/good afternoon"). 
You may wait to be asked to sit, or if there is clearly a chair meant for the 
candidate, you may go towards it and sit down. Smile at then1 as you take your 
seat. 
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Dkcusswn: While attending an interview, enter the room with a smile, greet your 
interviewers and treat them as real individuals rather than just as interviewers. 
Unlike Sharmila, Akansha does ail these and hence performs well from the beginning 
of the interview. Sharmila forgets to reply to the interviewer's greetings too! May 
be ;he is altogether nervous, but she hesitates to accept it when asked, which is 
worse. If you really feel nervous the best thing to do is accept it. That will help 
you gain confidence. 

The next thing Akansha does is to listen carefully to the interviewer's responses so 
that she can understand what is more important for them to know. Sharmila on the 
other hand speaks before she is asked a specific question, and gives information 
without reflecting on whether her interviewer requires it. 

This brings us to an interesting question. At an interview, should you speak only to 
answer questions, or can you speak without being asked to? This is discussed in 
detail below. 

Here are some "do's and don'ts" while you are in an interview: 

The second set of DOs: The second set of DON'TS: 

Greet your interviewers with a smile. Don't try to answer,each and every 
nea t  the111 as 'real' individuals rather question immediately. Take some time to 
than just as interviewers. think about what you want to say. 

Listen and try to understand what is 
more important for them from their 
responses. 

Don't ask questions about salary and 
benefits right away. Wait for the right 
moment. 

Answer clearly and to the p h t .  

Your body language (the expression 
on your face, the way you sit, what 
you do with the hands) is important. 

Don't argue. If you do not agree with the 
interviewers" point of view, say so politely, 
but do not insist on your point. 

Don't speak with your head down, or tap 
a foot on the floor or a finger on:the 
chair. 



Look up at your prospective employer(s) Don't nervously shake your legs, or wring 
while you speak, but do not stare. Sit your hands! 
up comfortably, not bolt upright, not 
slouching. 

12.2.2 Answering Question 

The first thing you need to follow while facing the interviewers is to be vourself. 
You should not try to pretend to be anything or anyone but yourself! It is important 
that your interviewers know who they're getting in their company and that you 
know that you'll work well together. While answering the questions, be honest. 
Don't be too cautious about expressing your own views. Getting influenced by 
others' opinions and saying what you think thi other person wants to hear, doesn't 
help in the long run, and may make you appear lacking in integrity. 

The next thing you need to do is to phrase your answers positivelv. If you are asked 
about an unpleasant previous job, or your weakest characteristic, again be honest 
and leave your intimiewers with a positive impression of your attitude. For example, 
you might say that group communication is the area in which you need to improve 
the most, but add that you have improved greatly since high school and you are still 
trying. Or you might say that you want a job that pays more, because you have 
improved your qualifications; or that money is only one of the considerations, but 
you find your current job not enough of a challenge. 

And finally, if you are nervous, accept the fact that you're nervous. It's a part of 
stepping forward in life. Besides, acceptance will boost your confidence. 

The general dauette at the start of the interview is to speak when you are spoken 
to. As the interview progresses you can judge if and where you can say something 
of your own. 

Some interviewers might even encourage you to ask questions. This means that you 
should have thought in advance about what questions to ask. Asking questions 
suggests that you have an active interest in finding out how you'll fit into the 
organization. You may ask questions that deal with 

job responsibilities, 

job expectations, or 

the company's management and set-up 

It is not advisable to ask questions about salary and benefits until later in the 
interview, or until you are actually offered the job. Most interviewers will give you 
such information before you leave. 

Interview and Job 
Search Etiquette 

A very important thing you must remember at the end of the interview is to thank 
your interviewer(s). If the interview panel is too large for this, include everyone 
with a look or a smile. (Your words and expression could be similar to when taking 
leave of a host after a formal dinner.) You might say a couple of words about why 
you are still interested in the job. You may ask when and how you will be informed 
about the p s u l ~  of the selection. 
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What do you do after the interview is over? Do you feel relieved, ready to go home 
and go off to bed? Or do you want to discuss it with someone? Usually, your own 
reaction can tell you how well you have done in the interview. 

A very important thing you should remember to do after you leave the room is to 
recollect whether you have given your prospective employer(s) all the necessary 
information needed to get back to you. In case you have forgotten, leave your 
contact numbers with the receptionist or any other person who had guided you 
through to the interview in the beginning. Collect any extra information available in 
the form of brochures etc. at ,the office about the company. You may spend a few 
more minutes there before you leave the place. 

After ybu are relaxed and have overcome the tension of the interview, it is time 
to reflect upon it. Think about the questions you were asked. Give yourself 
points for you. answers, for example, on a scale of 1-5. Reflect on your promptness 
and correctness in answering a question. Think of the areas where !you need to 
gather more knowledge and improve yourself. You can always discuss your interview 
with a friend or family. 

You may get impatient waiting for a communication from your interviewer(s) about 
acceptance or rejection. You can kill time by preparing for other interviews! If you 

. keep yourself busy, you'll be better equipped to control your anxiety. After about 
a week, you may call to find out about the results, but by then your disquiet will 
have become less! 

We all know that interviews are seldom taken through the written mode of 
communication. In this regard, we will now focus on the aspects of oral or spoken 
communication. We will specifically look at improving our language and pronunciation. 

While written communication may ask for grammatical competence and. a good 
vocabulary, oral communication has a third component to it - articulation and 
pronunciation. Regular exposure to models of good speech, and the ability to listen 
critically and appreciatively, is the key to successful ohl  communication. This helps 
you to improve your language specific speech skills and also speech skills in general. 

12.3.1.1 Prasrnrchtlrrn 

A candidate who speaks English with a "neutral" accent, - or with little or no 
regional hccent - is likely to be understood better at an interview, where the 
interviewers may be from different parts of India, or from different parts of the 
world. 

A candidate who speaks English fluently may also appear more' confident. Fluency 
in a language, especially when it is not one's mother tongue, comes after much 
practice. We will now discuss how to acquire an 'acceptable' way of speaking 
English. ' , 

The first t i y g  you should know is that a letter in English may not correspond to 
a single soind. For instance, the'letter 'a'. is pronounced in four different ways in 



the words tznn, age, ant and about!, Thus there are 44 sounds in English, written 
in only 26 letters of the English alphabet. . 

You should also remember that the sounds of English may not be the same as in 
any of the languages you already know. For example, your mother tongue may have 
'j' as in judge, but may not have 'z' as in zoo. A common tendency occurs 
therefore, to replace the English 'z' with the 'j', which results in Jew and not zoo! 
You may need to specifically learn the 44 sounds of English and practice them 
carefully. You can make up your own exercises .for this. For example, try to 
pronounce the 'j7 sound and the '2' sound correctly in the phrase 'digital zoom!' 

1 

English words are spoken with an emphasis on a particular part of the word. For 
example, the word difference is pronounced as 'DI-ffr-ence,' where 'DI' is 
stressed. This stress or emphasis is fixed for any word. If you pronounce the word 
with the stress on the wrong syllable (di-FFER-ence or di-ffer-ENCE), it will either 

L sound like some other word (such as defence 'deFENnce7), or not be understood! 

I 
I The next i~nportant fact in spoken English is elision. The unstressed part of the 
/ word is sometimes shortened or cuaailed in English. This is done by deleting the 

vowel sound of the unstressed part of the word. For example, the sound of the first 
'e' is curtailed in d8erence so that it is pronounced ' ~ k - r e n c e ' .  Another example 
is interest, pronounced 'INT-rest'. 

Due to the stress pattern of English,the rhythm and intonation of English (or what 
it 'sounds' like) is different from our other languages. 

Since the language used in interviews is predominantly English, it is important to 
pronounce it well. We give you some tips to improve your pronunciation: 

a Learn to read the Phonetic Alphabet for English. There are 26 letters in the 
English alphabet, but there are 44 sounds in English. The phonetic alphabet contains 
44 symbols, one each for the 44 sounds in English. Among these there are 24 
consonant sounds and 20 vowel sounds. Most learners' dictionaries for English 
use a 'key of symbols' to indicate the pronunciation of words. The standard symbols 
and their correspoqding sounds are' listed with examples at the beginning, in such 
dictionaries. 

a Whenever you learn a new word, try to learn its pronunciation along with its 
meaning, yith the help of a dictionary where you can follow the symbols for 
pronunciation. 

a Listen to radio and TV programmes in English such as the news, interviews, 
sports commentaries, and so on. Regular listening will help you to speak and 

I undersmd English well. 

The ability to find the right word and use it the right way determines one's fluency 
in a language. 'Reading books, magazines and newspapers in English, can build up 
a good repertoire of English words. Learn to use a dictionary and a thesaurus. 

To learn a new word is to know its rn- and to use it appropriately too. For 
this you may consider the following guidelines: I 
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a A word may have more than one meaning or pronunciation. Learn the various 
meanings of a word and their pronunciations. Use them in different sentences 
and compare them. 
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Check for levels of formality: whether a word is used in formal or informal 
situations. Also check whether a word is used more in the written form or the 
spoken form. Beware of slang a d  derogatory words. 

While learning a word, find out its grammatical characteristics from a dictionary. 

Learn at least one synonym and one antonym for the new word. This way you 
can build up a web of words by associating one word with another. This will also 
help you remember a new word better. 

Suppose you are talking about your role model or idol. You might say that you w i t  
to 'getlacquire' the qualities of that person in you. A better word will be to 'imbibe' 
the qualities. Some people may use 'immitate' the qualities, which is not a preferred 
word in this context. 'Emulate' can be a better word to say it. 

A good speaker has control over his or her breath and voice. To acquire good 
speech skills you need to pause according to the content or the length of a sentence, 
thought or idea Make sure whether your thoughts are getting conveyed to the 
listeners by breaking the sentences into meaningful chunks with suitable pauses and 
tones. You can control your voice by raising or lowering the pitch-tone and volume. 
It depends on the distance between you and the listener(s) and the amount of 
attention you need from the listener(s): .$ 

Your posture, i.e. the way you cany yourself - sit or stand - while speaking als'o 
reflects your commu~cative abilities. It will be obvious that a person is nervous if 
he sits or stands stiff at one place without moving at all. On. the other hand, if a 
person is relaxed and confident, her posture will not indicate bything odd or. 
unusual that will draw away the listener's attention from her speech. 

Organizing the content of speech is a very important skill that comes from practice. 
It includes techniques such as linking one thought or idea with another, keeping the 
cause and effect together, distinguishing facts and opinions, and avoiding too many 
deviations from the proposed topic. 

Apart from the above general speech skills, a good speaker also takes into 
consideration the situation where (s)he speaks. Speaking in an interview is different 
fiom speaking in a group discussion or speaking to peers. 

M G ~  employers use telephone interviews to screen candidates for basic qualitications 
and they also use them when it is not practical to brhg an out-of-area candidate 
to the office. 

The main difference be&een a face-to-face and a tflephonic interview is that you 
are unable to see each other in a telephonic interview. So there-is' a limited scope 
for utilizing your non-verbal skills and you have to depend only on your articulatory 
(speaking) skills. 

The importance of the content of your answers increases when compared to face- 
to face interviews. 

The four areas you need to concentrate on for telephonic interviews are: 

. Phone manners 
. . 



a Clarity of speech u 

a Voice tone or Voice control 

a Listening skills 

Interview and Job 
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Your interviewers are listening for signs of enthusiasm and interest in the job. You 
need to make your voice sound energetic, wann, cheerful and clear. Listening 
carefully is especially important on a telephone interview, where you can't rely on 
visual clues from the interviewers. 

It is very ltkely that you will receive the interview call at home. So ensure that your 
family members understand the importance of phone messages and know how to 
respond to them. For example, tell them how to say simply, "Just a moment, 
please", and get you immediately, if the caller asks for you. Also teach everyone, 
in case you are not available when a call comes for you, how to take a proper 
message: including the name of the person calling, company name, and a complete 
phone number. Leave a message pad and pencil next to the phone. 

, 
M@e sure your CV gives correct and up to date contact information and the best 

I time and method to contact you. 

a Use a quiet, private room with a telephone in good working condition. Make sure 
you are in a place where you can read notes, take notes, and concentrate. 

Have your r6sumC and a list of accomplishments for each of your positions inj front 
of you so you can remember highlights of your experience. 

a Keep track of the jobs you apply to. You may be applying to dozens and dozens 
of jobs but it will hurt your chances and be very embarrassing if you can't 
remember a thing about the company or job when a potential employer calls 
you. 

a Always note down the details of the companies when you apply for a job: their 
contact number(s), the names and phone numbers of the person(s) whom you 
may contact. . 

a Have a friend call you to do a mock phone interview so you can practice being 
interviewed over the phone. Let them ask you typical interview questions and 
then answer them. Get feedback on your voice quality and speech, or better yet, 
record the entire sessiorl on tape so that you can listen to it afterwards. 

a Repeat the mock phone interview based on the feedback, especially if you have 
a dfictilty with your voice. 

C 

a Have an outline in front of you to remind yourself of the key points to cover 
with the interviewer. For example, think about the questions an interviewer 
might ask and note examples you will want to use to answer them. Do not read 
from your notes but refer to them whenever required. 

a Prepare questions to ask the employer. 

a If you have an answering machine, do not record a long greeting on it. If you 
are already expecting an interview call, record an appropriate answering message 
on it. 
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12.4.2 During the Call + 

You know that in a telephone interview, the interviewer cannot see you. However 
your voice can easily convey your posture and your actions to the interviewer. For 
example, your voice quality when you are standing is different from your voice 
quality while you are sitting or lying down. Similarly it can be made out from your 
way of speaking if you are chewing something or drinking; .smiling, agreeing or 
disagreeing with something. 

Make sure you know who is calling and from where. 

Speak in a formal way. Qualities such as sincerity and trustworthiness can be 
I 
I communicated on the phone by your way of speaking. 

i a If you are tense, try to smile while you are talking. The person ori the other end of 
the phone will be able to sense an improvement in the tone of your voice. 

B 

1 a Don't eat or drink while talking. 

a Consider standing- often your voice will sound better than if you're slouching in an 
easy chair. . If you cannot hear the interviewer properly, say that it is a bad line and you will 
immediately call him back again. 

Take notes on important information for later use. 

a If you think of a question or comment while the interviewer is speaking, note it 
down so that you remember it later. 

Interview and Job 
Search Etiquette 



Listening and Speaking 
in *Formal Contexts 

.Do not give long answers, make sure that the interviewer wants to know what you 
are saying. Use appropriate phrases and sentences in between your speech in 
order to understand the interviewer's response. For example, "I hope you agree 
with me.. .", "If you think so.. .", "If this is fine with you.. .", "I hope this interests 

9 ,  you ... . 

To let your interviewer know that you are listening with interest, use words and 
short phrases whenever there is a pause without interrupting what (s)he wants to 
say. For example, "Yes.. .", "I understand.. .", "Sure. . .", "Certainly.. ." 

First impressions are as important on the phone as they are in face to face hterviews 
- the first 30 seconds are crucial. The way you answer the phone has an impact 
on the caller. Your voice must express interest, enthusiasm, and confidence. 

J chcclr~oprproews4 
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When you &e.lookiig for a job you will pr~bably look in the popular newspapers 
and employment journals for advertisements. Supplements such as rimes Ascent, 
Opportunities, Power Jobs as well as the internet jobsites (naulai.com, monster.com) 
provide you with many openings in various fields under various categories. However, 
you must think aboyt the unadvertised jobs as well. 

Contact with people working in your choice of jobs can prove to be helpful. You. 
' 



may also seek help from a skilled consultant to find a good job faster. What type 
of job search will de most effective for you depends on your understanding of the 
job scenario based on your qualifications. You may target h particular company, or 
you may target a particular skill set to steer your search. 

In any career, the best way to establish yourself is to get some experience. Seek 
out training, do some project-based work and find a company that will be interested 
in that project. Most employers will respect your effop,, and you'll also gain 
confidenct: in your abilities. You can apply for an internship in the same way you 
would apply for a job, by sending a cover letter and resume and clearly mentioning 
that you are looking at an internship. 

The art of self-promotion is very helpful for job seekers. You can start writing for 
various trade magazines/websites etc and mention that in your r6sum6. You can 
also join clubs which take active interest in all activities. ~ o ; e  often than not, it's 
the active and visible professionals who get the maximum opportunities from 
prospective employers. If you have worked on some interesting projects in your 
career, put a small portfolio together. Treat every project as a portfolio piece and 
use it to showcase your knowledge and exposure. ' 

12.5.2 A J&F* 

You've probably heard about a job fair from a friend 01' seen an advertisenlent in. 
the newspaper. A job fair is an event usually organized by a third party recruitment 
consultant at a neutral venue like a schooVcollege auditorium yhere multiple employers 
come under one roof to select people according to their requirements. More and 
more companies ge saving time and e&rt by participating in job fairs as they can 
put up a stidl k d  meet multiple candidates onlthe same day. 

I If you are a fresh graduate or an executive with 1-2 years of experience, a job fair 
can be a great event tc, evaluate your career options in the BPOs, hospitality, banks, 
retail and 1.T sestor. Many job seekers tend to overlook job,fairs, as they can be 

I 
crowded, busy, competitive and confusing. Also one needs to invest more time 

1 (sometimks a full dqyy) to evaluate all the options available. But job fairs give you 
the oppqrtunity to contact many potential employers all within one plack, learn more 

I about the companies that you are interested in, meet and share ideas with fellow 
! job seekers and build professional contacts. Not to forget ?here 2s a good chance 
I I 

I 
that you may even land a job. 

12.53 Mi~e Ym Come to the job Fair 
I 

125.3.1 Wht  to 

Pack 20-25 copies of your dsum6, yhich effectively represent your educational 
baclig#ound, skills and abilities. prod read your r6sumC and print it on plain white 
or cream coloured paper. If you expect companies from multiple sectors such as 
BPOs & Retail, you may want to ca rp  two or three r6ssum6.s with different dreer 
objectives. 

Carry all your documents in a professional way. A neat folQer or an executive file 
is fine. Do not carry them in a polythene bag or in yoLr harids. Make sure that you 
have copies of your rCsumC, mark-sheets, certificates and reference letters in your 
filq. , 

I -  

12.5.3.2 What t o w  

Stick to conservative professional attire and be neatly groomed. Avoid jeans and t- 

Interview and Job 
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shirts and go for business casuals. You can't go wrong by dressing as you would 
'for an interview .or business meeting. Leave your backpack, large purse or other 
college paraphernalia at home. 

A list of employers scheduled to attend the job fair you intend to go, is usually 
available in the advertisement or the website sponsoring that event. Select companies 
that you would like to target and visit their websites to get some basic information 
like - turnover of the company, number of employees, products/services they offer 
etc. Jot down felevant information on your notepad and carry this in your file. 

.- 
A 134.3.i A* ml# 

If the job fair is scheduled to start at 10.00 am,, be there by 10.15 am. The 
recruiters are fresh and attentive during the start bf the day and most of your 
competitors may not even have arrived. Visit the stalls of employers you are most 
interested in working for first. 

925.4 ImUern'st~ 

Don't hit multiple stalls with a group of friends. Interact with the rkcruiters on your 
own. Make your own positive impression, as this is not a group activity. Be ready 
with your 2-3 line sales script to share basic information about yourself and your 
career interests. 

For example, smile, provide a fm handshake and say: 

"Good morning. My name is Rohini S h a m  and I am an Economic Honors 

interest in retail banking. Here is my r6sum6 for your review." 

Step back enough to listen to the employers spealung to other candidates and decide 
if you need to adjust your pitch. , 

need to complete job applications on the spot. This is less cumbersome than copying 
everything from your rksumk and will save you time. 

Be prepared for an interview. Some companies may have booked exclusive space 

ask to show genuine interest: 

a What are the kinds of assignments given to new recruits? . What type of training is provided? 

a What career opportunities are available in your organization? 

or topics discussed during ihterviews. This will help you when you get a call from. 
them later. 

d .  

34 . / 
; .  
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Some companies especially BPOs may even give you tlie final offer on the spot. 
It helps to do some research and find out the salary range for the positions you are 
interested in. Companies usually have standard slabs and do not negotiate with 
freshers. 

Get their 'business cards -'collect business cards from recruiters you speak to. 
Make small notes about the company and the job profile offered on the back of the 
card. Use this information later to follow tip if their offer sounds lucrative. 

Brochures/CD's/Pamphlets - Most companies stock brochures, CD's, job 
description pamphlets, and other data at their stall. Pick them up for future reference, 
as you won't have time to deal with these at the fair. - 
Send a thurzk-yo; note if possible - Send a thank-you note to every employer 
you speak to at the career fair if you have their e-mail LDs. 

, So, attend the next job fair in your city and walk out with a job offer! 

12.6 FREQUENTLY ASKED QUESTIONS IN AN 
INTERVIEW 

Genera): 

8 How would you describe yourself? 

8 What ate your major strengths and weaknesses? 

How do you determine or evaluate success? 

Which was your favourite subject in school? 

8 Describe the characteristics of a successful manager. 

Describe the type of positions that you've held. 

Why are you interested in our organization? 
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What type of position are you seeking? 

Why have you chosen this particular profession? 

a Describe a stressful situation or problem and describe how you were able to handle 
it. 

What interests you about this job? 

a What can you contfibute totthis company? 

What does being a team player mean to you? 

Where do you see yourself five from now? 

Why do you want to leave your present job? 

Have you atiy questions for us? 

Personal: 

a What do you do in your spare time? 

Do you have any plans for higher studies? 

Do you have any role-model? 

a Do you think your gradw are an indication of your academic achievement? 

In this unit you have learnt how to cbnciuit d&ng a face-to-face interview. 
We have discussed that interviews are an opportunity to communicate your abilities 
as well as to evaluate the job sought. 

Answering questions comprises a major part of the interview. You have to be well 
organized while speaking and answer clearly after you have listened to and understood ' 

what is. being asked. 

If you don't agree with the interviewer, say so politely without arguing. Be honest 
while answering the questions. If given a chance to ask questions, you can enquire 
about job responsibilities and expectations or the company set-up and management. 
Don't forget to thank the intervieweris) before leaving the room. 

To develop a good fluency in English, you need to: 

* Learnsthe Phonetic filphabet containing the 44 sounds and their pronunciation 
guidanqe. 

* ~ e ~ u l a i h ~  listen and understand radio and TV programmes in English. 
' 

2- Build up a good repertoire of English words by reading books and magazines in 
English of your own interest. 

To prepare for telephonic interviews, start by giving the most up-to-date information 
and contact details in your CV. Make sure that your phone is in good working 
condition. Keep things ready to make notes or read from notes. When you attend 
telephonic interviews you must focus on: 

* Phone manners: speak in a formal way, communicate your sincerity 'and 
trustwortHiness by your way of speaking, make sure who is calling 

* Clarity of speech: smile while you speak, don't eat or drink while speaking and do 
not give very long answers 

> 



* Voice: stand as you speak to improve your voice, express interest, enthusiasm, 
confidence 
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2- Listening skill: take notes on important information, respond with appropriate phrases 
to show that you are listening with interest 

To attend a job fair you must remember the following: 

, * Target a few companies based on the advertisement. 

* Bring 20-25 copies of your r6sum6 and certificates, a pen and notepad. 

* Arrange all the documents neatly in a folder. 

* Arrive early and visit the companies with whom you are more interested to work 
with. 

* Interact with the recruiters on your own. 

Remember to take their busihess cards 

* Be prepared for an interview on the spot 

ANSWERS TO CHECK YOUR PROGRESS 

1. a) Sharmila was not very confident about herself. She spoke less and avoided 
eye contact. Her body language conveys that she was uncomfortable and 
nervous, e.g. she holds her file tightly and has folded her arms. 

b) The interviewer had asked for her r6sum6 but she starts introducing herself. 
This shows her anxiety resulting from her nervousness. She speaks in broken 
sentences and in a haphazard way. 

2. a) Akansha is quite confident and composed. Her smile ensures a pleasing 
personality. She looks at the interviewer as she talks and is more organized 
than Sharmila. 

b) Akansha performs better than Sharmila because she has begun well. She 
greets the interviewer with a smile as soon as she enters the room. She doesn't 
forget to thank the interviewer while taking her seat. she has arranged her 
things properly to avoid wasting time in searching for the obvious. This creates 
a good impression on the interviewer. She listens to what is asked and answers 
accordingly without any haste. 

3. i) Grade- 4. 

Prakash answered the phone by saying 'hello'. He may not be expecting 
the call from the company. But he performed well because he was prepared 
for the telephonic interview. When he added some more information about 
himself, he kept in mind that the caller had already read his CV. So he 
didn't repeat what is usually got from a CV. 

He was well prepared for the interview. 

He was confident as he didn't waste any time to impart the information 
required. He also answered according to the questions asked. 



Listening and Speaking 
in Formal Contexts 

iv) Grade5 

Prakash spoke in an organized way. He made it a point to state that he was 
not easy-going or carefree but was 'serious-minded'. He gave a good hint 
to say that though he was serious, he did have sense of humour. Moreover 
he had done his homework to find out the skills required for a customer 
support personnel. 

Most of the time he was prompt in replying to the point. His responses 
were good in both content and manner. 

vi) Grade-5 

His listening skill was good. 

vii) Grade-3 

He ended the call with the necessary and sufficient words. 

b) The caller didn't introduce himself on the phone. Neither did Prakash know 
that the caller was the HRD manager. Prakash could have asked for his 
name and contact number. For any communication later this reference 
would prove useful for Prakash. 

c) Prakash spoke quite well for the telephonic interview. In future he can 
show a little more interest in the job and the company by asking a few 
questions with permission from the caller. 

4. a) Clarity in speech, ability to clarify letters that may sound the same on 
phone. (e.g. p and b,'t and d etc.) 

b) Clarity in communicating numbers, grouping them properly for convenience. 
(e.g. 098-1234-5678 or 098-123-456-78 etc.), asking the receiver to repeat 
the number. 

c) Ability to think quickly and respond appropriately without being nervous. 

d) Ability to manage and solve a difficult situation, positive attitude. 

Ability to understand a long question, language aptitude. 

e) General awareness, peer feelings. 

5. Select companies to target in the fair from the advertisement or the sponsor's 
website. 

Visit their websites to get some basic information. 

Jot down relevant information on your notepad and cany this in your file. 

Prepare three resum6s with different career objectives depending upon your 
choice of career. 

Take along 20-25 copies of r6sum6, mark sheets, certificates, reference letters, 
pen and notepad. . 

Cany the documents neatly in a folder or an executive file, not in a polythene 
bag. 



Be ready with 2-3 line sales script to share basic information about yourself 
and your career interests. 

Interview and Job 
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Dress up in professional attire instead of jeans and T-shirts. 

Arrive early. 

First visit those companies you are most interested to work with. 
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In this unit, we will first take up Group Discussions and cover the following topics: 

i. Planning what to say and how to say it in a group discussion 

ii. Maintaining roles 

iii. ~ r o u p  communication skills 

iv. 'Group Processing and assessment 

We then take up Meetings, where we will discuss: 

i. Agenda of a meeting 

ii. Preparing for a meeting 



iii Attencling a meeting 

iv. Group-Decision making 

You might have often chatted with your friends on various topics. It could be about 
the prospects of a course, about a film or a book, pros and cons of politics and so 
on. As humans we love to talk and express our ideas on any issue of our interest. 

- -In the process we learn about others' points of view on the same topic, agree or 
disagree with them, and help ourselves with a more definite understanding of a 
situation or a problem. When you interact with many people on a topic a lot of ideas 

+. get generated. If done in a systematic way, these ideas prove beneficial in many 
ways such as solving problems or creating new avenues. When the conversation 
is intended to serve an objective in an organized manner, it transcends being mere 
'chat' and is called a group discussion. 

A group discussion is a means of interaction within a team or between various 
teams in an organization. It often determines managerial success. It is a common 

, procedure in competitive exams and job-interviews and is a standhrd component 
towards the end of an interview, which the short listed candidates have to take. 

The interviewers and examiners nowadays find it necessary to evaluate a candidate's 
capability to work as a member of a team. Through such group discussions the 
interviewer looks for the candidates' 

Knowledge and awareness about a topic 

Creative aptitude 

Ability to work as a member of a team 

Ability to lead a team, especially as a opinion leader 

Conferencing skills 

To make a group discussion successful you should have good listening skills, an 
approach to contribute ideas, and show a positive interdependence. You need to 
convey your thoughts in a meaningful way, and at the same time as a member of 
a team. 

As a result a group discussion is a very useful technique to fulfill many purposes. 
For example, it is used to 

9 Generate ideas (in preparation for something such as a film or a seminar) 

P Summarize 

P Assess levels of skill and understanding 

> Reexanline ideas presented earlier 

9 Review a situation 

9 Process learning outcomes of a session 

9 Compare and contrast theories, issues and interpretations 

9 Brainstorm applications of theory to life 

Group Discussions 
and Meetings 
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A meeting forms a part of the various activities of an organization and serves to 
bring together the members of the organization to fulfill one or more objectives. It 
is useful when: 

> Opinions from members become necessary to decide on an issue 

> Participation of members becomes important to solve a problem 

> Explaining previous matters becomes important before taking a decision 

> The organization needs to settle conflicts 

> The organization needs to communicate sensitive information 

> The organization needs to generate new ideas 

I; Meetings as well as group discussions basically help us to communicate our own 
ideas or views about a topic to others and know others' opinions about the same. 
But a meeting has a more controlled structure than a group discussion. The following 
components form the structure of a meeting: 

a A chairperson 

a An agenda 

a A process for making decisions 

a A well-managed discussion 

A productive physical set-up. 

An agenda contains a list or an outline of the points to be discussed in the meeting. 
Based on the agenda a group discussion can serve as a decision making tool in a 
meeting. Keeping the agenda in their minds the participants of the meeting come 
prepared to attend it. 

The agenda is normally geared by one person - the or the convener. 
In a meeting, unlike a group discussion, it is the chairperson who first takes up an 
issue and expresses his or her views about it. He or she also holds the responsibility 
to direct the procedures of the meeting and may allow a group discussion on the 
basis of the agenda. 

A meeting also looks back at what had happened in the previous meeting by 
presenting the Mutes,  This is because the participants are required to reflect on 
the earlier issues in order to analyse and evolve a step to move forward in the 
present or future. 

Voting is a prevalent way of expressing one's views in a meeting even as an open 
discussion is not always possible. G group discussion may form a part of the whole 
course of action in a meeting based on the agenda. 

We have said that group discussions can form a part of a meeting, or form a part 
of the interview process. Although group discussions (GDs) in general and GDs in 
an interview have a similar structure, they have some functional differences. In a 



classroom or an organization the purpose of a GD is to generate thinking, enhance 
group communication skills, facilitate a successful exchange of ideas and derive a 
conclusion. It may not be very formal as the members as well as the observer are 
known to each other. 

GDs can also be part of competitive examinations and job interviews. In the civil 
services, MBA admission process, and Armed Forces and Private Sector 
examinations, GDs are conducted to observe a candidate's suitability for the course 
or the job. Hereafter GD in job interviews and GD in examinations will be referred 
together as GD in interviews. 

The various functional differences can be categorized as follows: 

In any GD we are supposed to discuss a topic that is either given to us (as in a 
classroom or an interview) or comes up as a follow up of some other discussion 
(as in a meeting). 

In a classroom we are in a relaxed state as we are still learning to discuss in a 
group from an instructor and can work on the feedback given to us. In a meeting, 
one or more objectives have to be fulfilled which is more important than other 
requirements. The role of an observer is also Limited here as it does not serve any 
purpose as such. Therefore in a meeting the feedback is given on the basis of what 
result is obtained at the end of the group discussion, and liot on individual 
performances. 

For obvious reasons, an interview GD is more difficult than the other two because 
here we are evaluated for our leadership qualities, group communication skills, 

Group Discussions 
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attitude and style. Also, the interview GD is more formal than the other two and 
usually no feedback is given to the candidates. 

In an interview GD a representative of the company organizes the GD. He or she 
may give you two topics (instead of one) and ask you to decide on one in, say, 5 
minutes. You will be observed during these 5 minutes regarding your role in the 
group: how you make the group agree with you to make the choice. After the topic 
is chosen, one group member communicates it to the representative who announces 
it to the group and specifies a time, say, 30 minutes to complete the discussion. 

In general, when a topic is given to you to discuss in a group, you need to understand 
it well. If you are confident about the topic you can begin the discussion. Breaking 
the ice is generally considered a sign of leadership, provided you have convincing 
ideas to share and you can speak logically. If you are not sure what to say, you 
may wait for someone else to start, in order to understand the topic better. Silence 
is acceptable because one needs to think before speakmg. You may try to remember 
when you last came across the topic and the reaction(s) associated with it. Not 
speaking at all and speaking too much are both to be avoided. Speaking in a 
meaningful and insightful way is what is expected in a group discussion. 

You can begin by saying: 

1 .  "To begin with, I would say, . . . 

2. "The first thing that comes to my mind when I think of . . . 

3.  "We may think that it's the government's responsibility to deal with corruption, 
but ... 

4. "Let us first look at the facts known to us, for example, ... 

5 .  "A very good morning to all of you. I strongly support ... because.. ." 

If you speak after someone you can continue' with 

6. "As my friend has just said/spoken persuasively about/argued . . ." 

To involve others in vour thinking you may say 

7 .  "YOU will a11 agree with me that ..." 

You can begin in a way that suits your own style of speaking. Try to include others 
in your conversation to convey that you are open to others' views as well. You can 
also do this by using 'we' and 'us' instead of 'I' and 'me'. It is important that 
whatever you say fulfills a purpose (gives information, agrees or disagrees with a 
point already mentioned, illustrates a point or justifies your actions). 

You need to consider the five whats given below: 

What is known to some or most of the participants 

What may be unacceptable to some or most of the participants 

- What level of detail is needed 



a What depth of ideas is required to deal with possible questions related to the topic Group Discussions 
and Meetings 

. . 

. a : What must be ,said at a 'point, and what is to be retained for the appropriate time 

Asking for clarification is very important when you do not understand what another 
person has said. Yoa should also respect others' contributions to the discussion even 
if you may not agree with everyone. Remember to address the points rather than 
the persons. Try to give equal time to everyone in the group for speaking. 

During the tfscussion, you may use phrases like: 

1 .  "I would like to add a point here, . . . 

2. "As you have rightly said, . . . 

3. "1 .think we forgot to consider the fact that . . . 

4. "Coming back to Nikhil's point that examinations should not be mere memory 
tests.. . 

As you can see, the phrase in (1) is useful fo make an additional point, and can be 
used even to interrupt a speaker. So is (21, which agrees with the previous speaker 
land adds a point. The phrases in (3) and (4) come in useful to continue the 
discussion from an earlier point, after a slight gap. Perhaps yqu wanted to say 

. something but didn't want to interrupt the speaker. With these words, you may refer 
back to the person 'and her point when you speak again. 
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By differences in communication style we mean that everyone does not express 
their thoughts in the same way. Some 'think aloud' composing their thoughts on the 
fly. That is, they state their views as they think and feel. Since they are comfortable 
with forceful speaking, they may be uncomfortable with silence in a group. Such 
an extroverted communication style is completely different from one where people 
love to ponder on an issue or listen to what everyone else has to say before they 
speak their mind. They have an introverted communication style and long periods 
of silence don't disturb them. 

As a group member you hqve to remember that only when you appreciate varied 
communication styles can you achieve balanced contributions to a group. Occasionally 
you may step out of your form to encourage each other to participate. Group 
members with an extroverted style need to periodically relax and silently deliberate 
on an issue. Those with an introverted style need to periodically encourage themselves 
(if not be encouraged by others!) to contribute, even if they haven't worked out the 
problem fully in their heads yet. - 

13.2.4.2 AcJmddge DWe- Irr Gtndtr odd Culture 

You may face culture differences when you interact in a group ftom different 
cultural backgrounds.. This can sometimes make communication difficult. Growing . 
up in a different region, state or country generates different styles in people's 
communication styles. Your style may be quite different from what you confront at 
the time of discussion. Degrees of bluntness, assertiveness in speech, preferences 
for direct or indirect (roundabout) conversation styles may be some of the patterns 
based on community upbringing. 

You need to remain open tn talk in spite of such differences. A group member who 
is sensitive towards these differences will value their uniqueness and will not hesitate 
to share his or her ,ideas with the other members. 

I 

I 

It is very common to take up roles in groups based on gender so~ialization. You may 
rely on cornmunicatio'n styles with which you are most comfortable in social settings. 
However, groups work together best wheh group members experiment with a 
variety of roles in groups, even those with which they don't have as much experience. 



Expressing one's views must be well balanced with listening to others, to reach at 
an understanding as a group. On the other hand, agreeing to any statement offered 
without any effort to analyze its worth can misfire everything. For an effective 
group discussion you need to adopt a middle road between the two: one that 
monopolizes and the other that is passive. An extended conversation that is gradual 
and steady helps to lead to the integration and synthesis of views. Through an 
effective discussion, creative, high-energy, and effective learning occurs among all 
members of the group. 

In short, a participant of a group discussion needs to ensure that (s)he has group 
communication skills. For that he or she can check whether he or she has fulfilled 
the following points after the discupsion: 

Incorporated prior knowledge into discussion 

Asked questions in an open-minded way 

Built on the comments of other group members to enhance discussion 

Volunteered ideas in a constructive manner. 

Helped to summarize the group's progress. 

Identified any missing information in the group answer. 

13.2.5 Maintaining Roles in a G m p  

You may be required to maintain roles in a group discussion. The roles are decided 
before the discussion begins. 

The role of a team captain is to keep the group focused on the task. He or she 
also manages t h e  and mediates bonflict.. 

The role of a recorder is to take down the salient points. He or she also reports 
back to the group as a whole. 

The encourager gives feedback to the group members. He or she is responsible 
for ensuring that all group members are heard. 

The reflector keeps track of dynamics of group process and makes comrnknts 
about focus, direction, organization, listening skills and participation of all members. 

Once a role is decided upon you, try not to switch over to other roles. 

In an interview GD, these roles are not decided before but comk up according to 
the candidates' abilities. You may show an interest in playing all the roles or just 
one. The role of the team capan  is one of leadership. The recorder and the 
encourager support the smooth functioning of a GD and the reflector steers the 
process. 

These roles are extremely important in a GD that is a part of a Wting.  They help 
to fulfill the objectives of the discussion. 

Group processing and group assessment is very importantito develop effective 
cowunication in a group. To assess your group after a group discussion you need 
to reflect on each, other's i L 
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contribution 

way of speaking 

attitude. 
\ 

This will also help you to understand the role of an observer in a group discussion, 
especially in an interview GD. As you get a feedback from others about your 
performance in the group you can ponder on your strong and weak points. You can 
identify your communication style and attitude towards others' views. Listening to 
each other will facilitate your learning. Questions such as 'What is working?', 
'What isn't working?' and 'How can the groups function more effectively?' can be 
raised for assessment. You can also prepare a group report in this way to determine 
the areas on which further work is needed. 

Above all you must not forget that what you say is more important than how you 
say it. So pay more attention in generating more ideas and views on the topic given, 
and improve your presentation through practice in a group. 

- 
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\I ChcckYour hogress3 ' 

Read the above ex- again and tnawcr the questions I&M 

a) Can you guess the topic that was given for the GD? 

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

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

b) Who do you think has d i q h y d $ o r m d . ~ ~  . . Wls? 
. . .  

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

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

................. .." .................................................................. 

- - - - 

1 

* 
- 

13.3 MEETINGS 

133.1 AgendiedaMedIqig 

The agenda is the most important component of any meeting. It gives the necessary 
details about the meeting: the time and place of the meeting, the names of the 
people who will attend it, the time when the meeting starts and ends, the issues to 
be discussed in the meeting, any preparation the attendees have to take for the 
meeting such as contacting people and collecting relevant information. 

Meetings can not be effective in fulfilling their objectivets) if the agenda is too 
large. A hidden agenda also makes meetings a waste of time. It results from 
personality clashes, private conflicts and discussing issues unrelated to the proposed 
agenda. It lies only in the chairperson's hands to handle such situations. 

The agenda must consider the usefulness o6.a meeting. It should Ire formulated. 
while aiming at: 

Giving depth to decisions 

Preventing mistakes 

Evolving diverse thinking 

Encouraging the attendees in decision-making 

The agenda is usually presented by the secretary (to the chairperson or of the group 
. 

or committee) and approved by the chairperson. 
. . 

13.33 Preparing far or 

Remember the following things to do before you attend a meeting: 

1. Carefully read the notice and understand the purpose of the meeting. 

2. Decide what preparation is required: e.g. make necessary arrangements at your 
office while you will be in the meeting or notify the convener in advance if you 
cannot attend the meeting. 

3. Prepare any materials or information that may be needed. 

4. Prepare aswers to any questions that may be asked. 



5. Prepare a list of points that must be covered. 

6. Prepare a list of questions that you want answered. 

133.3 Atten- a Meeting 

You need to follow these meeting 'etiquettes' while attending one: 

1. Be on time. 

2. Be an effective listener. Good preparation allows you to LISTEN to others. 

3. Let others participate without interruption. 

- 4. #Jot down questions that you will want to ask. . 

5. Be flexible to other solutions, but don't accept just to avoid an argument. 

6. Don't take strong disagreement as a personal attack. 

7. Explain your points clearly and briefly. ~ o n ' t  overstress a point. 

After the meeting is over reflect upon any important issue that needs to be addressed 
depending upon the context. You can check the following points: 

1. Complete any assignments. 

2. Notify the chairperson as required. 

3. Inform others as required. 

4. Prepare minutes of the meeting while recording 

a the decisions taken 

a the names of people who were given the charge of implementing the decisions 

a the deadline by which action has to be taken 

a the date for the next meeting, if decided already 

Very often the meeting is summed up by the chairperson including ,the important 
decisions taken by its members. You can also get a recapitulation of what had been 
discussed in order to perform the above tasks. Leave the meeting after the 
chairperson announces it to' be over. 

- - 
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Establishing the purpose and agenda of a meeting is often easy compared to making 
decisions as a group. Since there will be decisions to make at every meeting you 
attend, it is worthwhile to spend a few minutes looking at how groups make 
decisions. These are the steps involved in group decision-making: 

1.  Define the problem - In some discussions, there may be more than one problem 
to solve. Issues must be clearly defined and separated. 

2. Ask for alternatives - Members will offer suggestions. All suggestions should 
be accepted without criticism by the group. 

3. As a group, explore the pros and cons of each idea; what are the advantages 
and disadvantages of each alternative. 

4. Choose an alternative based on what you have learned after exploring the 
advantages and disadvantages of each. Choosing a solution can be done by 
voting, either secret or public ballot. It can also be done by consensus. The 
chosen solution might be modified to satisfy all members. It doesn't matter how 
the decision is reached. It does matter that every member in the group has had 
the opportunity to participate in making the decision. If everyone doesn't have 
input into the decision, implementing the solution is difficult. 

5. Evaluate the outcome. This is usually done once an action has been 
implemented. It can be done through a discussion or through a report by one 
member. 

1 

- -- - - 

13.4 LET US SUM LJP 

13.4.1 Group Discussion 

A group discussion is a very useful technique for fulfilling many purposes. It can 
form a part of a meeting, or form a part of the interview process. Based on the 
agenda, a group discussion can serve as a decision-making tool in a meeting. A 
group discussion can also be part of competitive examinations and job interviews. 

After the topic is chosen, one group member communicates it to the representative 
vho announces it to the group and specifies a time, say 30 minutes, to complete 



h e  discussjon. Speaking in a meaningful and insightful way is what is expected in 
a group discussion. 

~ r o u p  Discussions 
and Meetings 

Group communication skills are very important requirements for a group discussion 
to fulfill its objectives. 

Disagreements are a common possibility in any group discussion. To be aware of 
possible differences among group members will help you to frame your ideas well. 

As a group member you have to remember that only when you appreciate varied 
communication styles can you achieve balanced contributions to a group. Group 
members with an extroverted style need to periodically relax and silently deliberate 
on an issue. 

Through an effective discussion, creative, high-energy, and effective learning occurs 
among all members of the group. 

Finally, a participant of a group discussion needs to ensure that he or she has: 

a. Incorporated prior knowledge into discussion 

b. Built on the comments of other group members to enhance discussion 

c. Helped to summarize the group's progress. 

d. Identified any missing information in the group answer. 

You may be required to maintain roles in a group discussion. The encourager 
gives feedback to the group members. 

Group processing and group assessment is very important to develop effective 
communication in a group. To assess your group after a group discussion you need 
to reflect on each other's style and contribution to the topic. 

13,4.2 Meetings 

The agenda is the most important part of conducting a meeting. It should consider 
the usefulness of a meeting. It should be formulated while aiming at: 

a. Giving depth to decisions 

b. Preventing mistakes 

c . Evolving diverse thinking 

d. Encouraging the attendees in decision-making 

A meeting also ldoks back at what had happened in the previous meeting by 
presenting tr'le minutes. This is because the participants are required to reflect on 
the earlier issues in order to analyze and evolve a step to move forward in the 
present or future. 

Establishing the purpose and agenda of a meeting is often easy compared to making 
decisions as a group. 

ANSWERS TO CHECK YOUR PROGRESS 

1. 1 )  Generating ideas: 

Deterioration in the standard of teaching, teachers to be well paid to overcome 
financial constraints, continued supervision of teaching for the sake of the students, 
commercialization of education, closing the coaching centres will elevate the 
standard of education, age of competition - rat race, techniques to score more 
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marks, coaching institutes have better facilities than regular schools and colleges, 
high amounts of fees at coaching - financial burden on parents, end result, 
difference between regular (academic) and competitive examinations, many 
students clear the competitive examinations without attending any coaching, hard 
work and thorough preparation is the key, yet no guarantee of success. 

2) Arranging points in order to arrive at one of the two conclusions: 

a) Coaching is necessary because: 

The standard of teaching is deteriorating day by day, 

Education has been commercialized and teachers tend to earn more through 
coaching institutions, they fail in their duties at schools and colleges, 

It is an age of competition - to win in the rat race, you need to know more than 
what is taught in regular institutions, 

Coaching centres teach useful techniques to score more marks, e.g. time 
management, 

Coaching institutes have better facilities than regular schools and colleges, 

End result is that those who attend coaching are more successful than those who 
don't, 

Coaching centres makes one understand the difference between regular (academic) 
and competitive examinationsv 

b) Coaching is not needed, because: 

If the coaching centres are closed it will elevate the standard of education, 

If the teachers are well paid to overcome financial constraints, 

a If continued supervision of teaching is done for the sake of'the students, 

Example/Fact: many students clear the competitive examinations without attending 
any coaching, 

Hard work and thorougbreparation is the key, 

e High amounts of fees at coaching - financial burden on parents, 

a There is no guarantee of success - the good students anyway get through the 
exams but the eoacbing centres advertise their success as their own credit. Others 
fd l  in the way, lose money and repent after their failure . 
3) Beginning to speak: 

Good morning friends. In my opinion coaching is necessary these days in 
order to p~epm for academic studies and competitive exams. But I strongly 
believe that caching for such purposes is not a recommendable practice. 
If certain things are changed to improve our educational standard, our 
students can become more capable and thorough in their subjects. 

2. 1) Suman took tne lead by being the first speaker. She decided quickly and 
gut her ideas into action. She spoke with a touch of reality and out of 
common experience.. 

il) Nirrnal was .the second speaker. He was confident, logical and has 
convincing skills, He has a high vision and is optimistic. He spoke for a 
longer time than Suman witbut any inkmption. He too has leadership 
qualities and is a g o d  speaker. 



iii) Jeet gave practical and acceptablc points. His true examples focused the 
discussion on facts. However his discussion was average. 

iv) Rekha spoke late, but she spoke well. Shk spoke justifiably and 
systematically. She has a mature style of speaking and was successful in 
discussing her ideas. She can be .encouraged to take up leading roles., 

9) Bala supported the idea that childcare is the responsibility of parents. But 
he was focusing on the responsibility of the children towards parents and 
exhibited a selfish attitude. He appeared to be unsympathetic. 

vi) Suman spoke twice (as the first and the sixth speaker) in the group, which 
is impressive. Her discussion was logical and convincing. It can be concluded 
that she has leadership qualities. 

3. a) The topic for group discussion may have been: "Is child care the sole 
responsibility of parents?" 

b) Among the 7 speakers, Koyel and Bhargav did not speak. They may have 
difficulty in generating ideas or in putting them forward, difficulty to start 
due lack of confidence or somq other problem. Suman and Nirmal have 
good group communication skills. Rekha has also done reasonably well and 
can be recommended. 

4. Agenda: Ninth meeting of Project X Committee 

Date and Venue: 10:30 AM, Thursday, 27 March 2008 at Bureau of Standards 

Chairperson: DR. MMM, Project Head 

Item 0 GENERAL 

Opening remarks by the Chairman 

Item 1 CONFIRMATION OF MINUTES OF LAST MEETING 

The minutes of the eighth meeting held on 30th January 2008 at Advanced 
Research Centre. 

No comments have been received. 

The committee may confirm the minutes as circulated. 

Item 2 ISSUE ARISING OUT OF THE PREVIOUS MEETING 

Actions taken on them and progress made thereof. 

Item 3 ADDRESSING THE QUALITY PROBLEM STILL EXISTING 

Brainstorming of ideas 

New proposals 

Boosting the morale of members 

Item 4 GROUP DECISION MAKING 

Changes to be implemented 

New recruitments whether required 

5. Agenda: Meeting to be held on 21 March 2008 

To: All the Senior Executives 

Priority: Urgent 

Date: 21 March 2008 

Group Discussions 
and' Meetings 
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Venue: Conference Hall A 

Tinle: 2: 15 PM 

Chairperson: Mr. XYZ. CE 

Item 0 GENERAL 

Convener: Mr. ABC 

Opening remarks by the Chairman: the reason for sudden meeting 

Item I THE ISSUE OF BOMB THREAT 

1. I Background 

1.2 The scope of the threat 

1.3 Proper understanding of the situation 

Itell1 2 PREPARATIONS REQUIRED TO ENCOUNTER THE THREAT 

2.1 At Security level 

2.2 At Managerial level 

2.3 At Production level 

Itell1 3 GROUP DECISION MAKING 



UNIT 14 ORAL PRESENTATION SKILLS 
AND PUBLIC SPEAKING - 1 

Structure 

14.0 Objectives 

14.1 Introduction 

14.2 Style and Substance in Public Speaking 

14.1.1 Delivery: The Aesthetics of Speech 

14.2.1.1 Breath Coritml 

14.2.1.2 Posture 

14.2.1.3 Voice Control: Pitch. Volutne and Rate 

14.2.1.4 Articulatory Clarity or Good Enunciation 

L4.2.1.5 Conveying Nuances and Emphases. Using the Voice 

14.1.1 Content: in Emotion and Thought 

14.2.2.1 Prepare Your Speech 

14.2.7.2 Some Conlmon Themes and Ideas 

14.3 Let. Us Sum Up 

14.4 Answers to Check Your Progress 
1 

After reading this unit you will understand that 

effective public speaking depends on effective delivery and effective content, 

effective delivery involves management of the voice, conveying emotions through 
tone, volume and rate of speech, 

there are ways to improve our delivery and voice through practice. 

a good speech depends 'on preparation of content as well delivery, 

there are some well-known themes or areas from which we can draw upon for the 
content of our speech, and 

This unit must be read along with the foUowing one, which has some illustrative 
examples and further exercises to develop your ability to speak well in public. 

In this unit we shall discuss the oral cohmunication skills involved in public speaking. 
We learn to speak well in public by listening again and again to many people 

.speaking in public. Listening to others speaking gives us a variety of models. We 
can evaluate these models, and cho6se frorn them for us to imitate or to approximate 
to. * 

'whether we make a speech or listen to a speech, we need think about both what 
is said and how it is said. In this unit we shall first look at how to speak well - 
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how to manage our nervousness,-our voice, our posture - and then take a look at 
what, to say. In the next unit we shall also consider how to say what we want to 
say, in good language. 

14.2 STYLE AND SUBS~ANCE IN PUBLIC 
SPEAKING 

We can thinR of a variety of different kinds of skills to master in order to speak 
well in public. This basket of skills is what we can call oral communication skills 
at a formal level or at an advanced level. We must pay attention in our speech to both 

the content, and 

the delivery. 

Enlotions and thoughts are some of the common elements of the content of our 
speech. The art of speaking well at an emotional moment such as a send-off or a 
welcome lies in striking the right balance between variops emotions. Finding the 
right kind of praise (praise that appears to be sincere rather than an attempt at 
flattery, for example), or the right kind: of criticism, is a challenge that requires 
careful thought. Again, if we want to persuade someone to our point of view, or 
to inform them about a new product, organization or phenomenon, we have to think 
carefully beforehand about the content that we wish to convey. 

But it is not enough to think about the content of public speaking only in terns of 
emotion or thought. v a t  is, the substance of our speech is not only its emotions 
and ideas. We have also to think of the words to choose to express our thought 
well. We can think of this as the language content of our speech. We can also think 
of it as style in,language. Our language style depends on our control over the 
vocabulary of a hguage, our command of its idiomaticity or turns of phrase, and 
our style of sentence construction. We shall return to language content in the next 
unit. 

Turning now to the delivery or how the speech is spoken, we shall discuss in this 
unit 

articulation or speaking skills in general. 

Even the best content or language in a speech, if it is delivered in such a way as 
to be inaudible or monotonous, is lost on the audience. On the other hand, the best 
delivery or aiticulation will fail to hold the listener if (s)he finds the emotion and 
thought unappealing. It is the confluence of style and substance, content and delivery, 
that characterizes the good speaker. 

Recall that we have already discussed in the previous block 

a ' language-specific articulatory or speech skills. 

You might want to revise some of those points here before you proceed. 

14.2.1 Mvery: The Aesthetks of S@ 

Let us first consider the aesthetics of speech, or the qualities that make our speech 
appealing, no matter what language we speak. The elements of aesthetic speech 

' include 



posture 

voice control: pitch, volume and rate 

articulatory clarity 

ability to convey nuances and emphases, using the voice: irony, wit, quotation, etc; 

We now consider each of these in turn. 

14.2.1.1 Breath Control 

Our breath powers our voice. Air from the lungs makes our vocal cords vibrate to 
produce our voice. While we speak, we cannot breathe in; we exhale. How long 
we can speak for without pausing for breath, or how loud we can speak, are 
symptoms of our control over our breath. Any breathing exercises you do for 
reasons other than public speaking (such as your health) will also have an effect 
on your speech! 

Becoming aware of our breath as we speak helps us to plan our rate of speech, 
to plan where we pause, and to plan how loudly or softly we can speak. More 
importantly, breathing right as we speak has a great calming effect on our nerves. 
As beginners in speaking in front of an audience, you have probably experienced 
sweaty palms and shaking knees, and perhaps you have burst out into speech 
without even hearing yourself, leave alone others listening to you. The best way to 
control this panic is tp learn to control your breathing. When you step out in front 
of an audience, take a moment to get a couple of breaths right: slow yourself down. 
Let the audience register your presence in their mind. Then when you start to 
speak, you will have enough breath to do so, and the audience will have had the 
time to settle down to listen to you as you speak. 

Here is a speaking exercise to help you develop control over your breath. Speak 
these sentences out aloud. Speak rhythcally, catching your breath if necessary at 
the pauses indicated by slashes (I). Add your own phrases to the story, to make it 
longer and longer. 

Activity 

The house that Jack built 

This is the house / that Jack built. 

This is the cheese / that lived in the house / that Jack built. 

This is the rat / that ate the cheese / that lived in the house / that Jack built. 

This is the cat / that killed the rat / that ate the cheese 1 that lived in the house / 
that Jack built. 

This is the dog / that chased the eat / that killed the rat / th'at ate the cheese / that 
lived in the house / that Jack built. . . . 

Oral Presentation Skills 
and Public Speaking - 1 
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14.2.1.2 Posture 

Posture, or how you stand or sit while you speak, is important not only for how it 
looks to the listener, but for how your breath powers your voice. If you slouch, or 
cramp yourself, your lungs do not fill out with air, and you have less breath LO speak 
with. 

Stand or sit relaxed but tall. That is, do not "stand to attention", with hands held 
rigid at your sides, and with all your muscles - including your throat muscles - 
tense. Relax - breathe! - but do not stand lazily, to one side or on one foot. Stand 
comfortably on both feet; let your hands remain, with palms open, at your sides; or 
if you prefer, clasp your fingers Qgether loosely in front. Let your shoulders be 
open. If you'bring your hands tightly together in front of your abdomen and clasp 
your elbows tight with your palms, your shoulders will close up, your diaphragm will 
tense, and breathing will become less easy and natural. 

Many of us sit very badly in our chairs, letting the chair support our entire weight. 
Slumping in the chair will not allow you to use your voice effectively. Crossing one 
foot over the other so as to bring an ankle over the-knee will again affect the 
diaphragm badly. The diaphragm is the muscle in the abdomen, below the lungs, that 
allows the lungs to expand or contract. Constricting the abdomen will constrict the 
diaphragm. Sit as you would stand, with both feet comfortably on the ground; with 
your arms relaxed on the armrests of your chair, or loosely resting in your lap, with 
fingers intertwined if you like. It helps to intertwine your fingers, to keep your 
fingers from drumming or tapping nervously or impatiently as you speak or listen! 
Keep your back straight, but not rigid. 

You can easily understand that control over breath and posture is not attained in a 
day. These are reflections of our habitual behaviour. Try to develop good breathing 
habits and good posture by paying attention to these aspects everyday, at a special 
exercise period of the day to begin with, until they become second nature to you. 

Do you know what the range of a good singing voice is? At least two octaves, or 
14 notes! On the other hand, robotic speech or artificial speech is characterized by 



its flat, monotonic delivery. And some of you must have listened with amusement 
or irritation lo certain automated railway announcements (for example) where some 
words appear to jump'out at you because of their unexpected pitch contour! "'hain 
number - Three, THREE, one, zero - has just arrived on - Platform number 
ONE!" 

Oral Presentation Skills 
and Public Speaking - 1 

Most of us ire lucky if we can differentiate three pitches, or three to five notes, 
in our talk. 'We need to control pitch to convey feeling - surprise, anger, sorrow, 
and so on. h' we are reading out a dramatic dialogue, we need to differentiate the 
speakers using pitch and other variations. 

Most public speakers - including radio or television broadcasters - spend some time 
discovering the ideal pitch for them, or how to pitch their voice. Try reading the 
previous senlence out in as high a pitch as possible. (Remember that a high pitch 
does not mean an extra loud voice, although some effect of pitch on loudness is 
unavoidable.) Next, read it out in as low a pitch as possible. Both these pitches wiU 
probably feel strained, uncomfortable and artificial to your ears. Now pitch your 
voice somewhere in between. and see if you feel comfortable. Do this until you 
settle on a normal, natural speaking voice for yourself that sounds good, If you start 
speaking at this pitch, you should be able to raise your pitch a little to convey anger, 
surprise or a quotation; and to drop your pitch to convey fear, sorrow or wonder. 

Many broadciisters pitch their voice a little lower when they speak into a microphone. 
Wherever possible, speak into a microphone for practice, and listen to yourself. You 
may need to iidjust your voice to the microphone. Remember to take some time to 
position the nlicrophone correctly, not too near to catch your breath. but not so out 
of alignment with your mouth that it does not catch your voice. 

Do you know what a "stage whisper" is? It's supposed to be a whisper - but it 
has to be spoken in such a way as to be heard by the audience! Ordinarily, when 
we whisper, we use oilly breath, and no voice at all. For a stage whisper, you might 
have to drop your voice in pitch and loudness to convey the idea of a whisper, but 
keep enongh voice for what you say to be heard by everyone! 

How loudly vie talk depends on where we are and to whom we speak. Teachers 
sometimes turn to the blackboard as they talk, if they have to write something on 
it. They unco~~sciously compensate for turning their face and voice away from the 
audience by qeaking a little more loudly and clearly. The exercises below will help 
you develop sensitivity to these factors. Remember that it is as irritating for an 
audience if you speak too softly as it is if you speak too loudly. It is perhaps better 
to be softer than necessary than to be louder than necessary, because people can 
ask you to speak up (speak louder), but they cannot ask you to turn down the 
volume of your voice without sounding rude. But they cannot repeatedly ask you 
to speak louder without sounding rude, either, or go on asking you to repeat what 
you said by saying "I'm sorry, what did you say?'or "Pardon?' 

And as for rate, it is a common complaint about Indians that we speak too fast! 
Many accent ~rainers or accent neutralizers begin by simply asking speakers to 
slow down. Lengthening out the vowels, by singing them, for example, can do this. 

In the previous block we got some idea about speaking to a rhythm: about words 
that were give.7 their full sound value and words (such as a d )  that were spoken 
with very shor; vowels, with sounds omitted, and so on. Our speech must have a 
rhythm to it that allows the listener to get at the sense without too much trouble. 

Radio and television broadcasters have been known to use the "three words a 
second" rule in speaking. For example, the previous sentence, which has 17 words, 
should take between 5 and 6 seconds for you to speak out. This is also a good 



Listening and Speaking thumb rule for you to decide how long your speech should be. Perhaps you have 
in Formal Contexts been given 2 minutes to make a welcome speech, or to introduce someone. How 

much can you say? At three words a second, you can speak 180 words a minute, 
or around 350 words in two minutes. 
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Articulatory clarity or good enunciation is to use your tongue, lips and jaw so 
correctly so that sounds are pronounced clearly and precisely. Just as we must 
attend to the way we sit or stand when we speak, we must also attend to the 
muscular activity of our mouth and face, in order to speak well. Some common 
problems are 
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failing to spread the lips as in a smile to make the long i sound in feel; 

swallowing sounds, especially in a cluster of consonants. 

Open your mouth wide in a yawn, then smile broadly, then purse your lips to whistle, 
before you attempt the next activity. Do this exercise every time you practice your 
speaking. 
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Once you have gained control over the elements of your articulation and voice 
described above, you will find yourself appreciating these elements in the good 
speakers whom you listen to on the radio or television, in the cinema, or.at functions. 
Learn to listen for voice control in accomplished speakers, and nbte how they 
convey meaning through the voice. Start by imitating them. Soon you will find your 
own insights develop about how you should speak. 

We shall provide some practice passages for conveying nuances and emotions in : 
the next unit. 

142L content: in ~motlan and ~hou&t 

In your everyday academic and professional life so far you must have heard people 
speak 

'to introduce a guest or a speaker at a function: 

to thank a guest or a speaker at a functign; 

to felicitate a guest or a speaket at a function. 

Try and recollect such instances, and jot down what was said, and how it was said. 
If you cannot really remember any such speeches, look out for them now. Take a 
small notebook along with you and make notes such as suggested above on these 
speeches. Then think again and write down your comments. What did you like 
about what yas said or how it was said? What did you dislike about it - how would 
you have done it differently? This process will get you started on your preparation 
for speaking in public. Speaking well presupposes the ability to listen critically and 
appreciatively. 

We shall return in a laEr block 'to the great speeches that the world remembers, 
made on occasions of national or international importance. In this unit and the next 
we shall look at ordinary things said well on social and familial occasions. We have 
mentioned some joyous occasions above. Other such joyous occasions would be 

to raise.a toast to a bride and a groom at a wedding; 

to thank your hosts after a formal reception accorded to your delegation; 

to launch a book, a scheme for some kind of public welfare, a club, and so on. 



We also have to make speeches at less than joyous occasions, such as Oral Presentation Skills 
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when someone retires; 

when someone leaves an organization; or 

when someone passes away. 

These speeches are difficult to make, where one has to- strike the right balance 
between a variety of emotions: for example, sorrow at the loss, but comfort for the 
bereaved family, in case of death; or, when a colleague leaves for a better job or 
for further study, regret for the loss of a valued colleague, tempered with hope and 
joy for the person who moves on to better things. 

' 

You may find it difficult to believe, but some of the most spontaneous speeches you 
hear have been carefully prepared!"The trick is to prepare well, and then "forget1' 
your preparation - don't stick slavishly to your script. 

That's right, a script. You should write down your speech if you know you have to 
make one. As you get better you can simply jot down points and phrases. But at 
the beginning, you should write down your speech, read it out, memorize it, practice 
it - and then deliver it in an apparently spontaneous way. 

If you intend to speak often in public, you should have a notebook in which you 
collect "quotable quotes" - sayings, anecdotes, jokes and so on that may come in 
useful in your speech. (You find such items in the Sunday newsmagazines and other 
popular journals, for instance.) Here is an example. What kind of speech would you 

C use it in? 

This quote might come in useful at a birthday function for a slightly older person 
- or even, as a joke, for a 21" birthday party! 

Finally, keep your speech short. (Writing a speech down well in advance and 
reading it by yourself a day or two later is a good way to see what you can leave 
out of the speech, for maximum impact.) Three or five minutes will be enough to 
say what you have to say. You will need to rehearse to make sure that you keep 
to time. In presentations and speeches - less is often more. Rehearse your speech 
out loud at least four times. One of these should be in front of an audience - a 
member of the fanlily or a friend. If you can put in the rehearsal time, you speech 
will get much better. You will also have the chance to fine tune it. 

Take some time to get to know the person, the object or the organization you are 
to speak about. Collect all the facts, the opinions, and the anecdotes first; then think 
about which ones will work for you on this occasion. Select the best ones for your 
purpose. 

Here is a list of themes that can come in useful in your preparation. 

Life history - a s h a t  summary of someane's life, or the life of an organization 
or product Life histories can be fascinating if they reveal a side to r pason, 
thing or organization that is not commoniy known. Tbey must be used judidwsly. 
Remember that you arc not writing an autobiography. Don't stay too long with a 
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143 LET US - -  SYM . - UP - 
I - - 

- 
- - 

1. To develop oral comn~unication skills at a formal level or at an advanced level, we 
must pay attention to both 

the content, and 

the d~:liverj of our speech. 

2. The qualities that make our speech appealing, no matter what language we speak, 
are the elements of aesthetic speech. The elements of aesthetic speech include 

a breath control 

a posture 

a voice control: pitch, volume and rate 

articulatory clarity 

a ability to convey nuances and emphases, using the voice: irony, wit, quotation, 
etc. 

3. Even the most apparently spontaneous speeches have been carefully prepared! 
As a beginner, you should write down your speech, read it out, memorize it, practice 
it - and then deliver it in an apparently spontaneous way. 

4. You should have a notebook in which you collect "quotable quotes" - sayings, 
anecdotes, jokes and so on that may come in useful in your speech. 

5. Keep your speech short. 

6. A set of themes that can come in useful in your preparation is the following: 

Life history; Tribute; Shared memories; Poem or reading; Legacy. 
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1. Life history, tribute, and shared memories, in that order. The life history would tell 
us why this particular guest was chosen for this function, as would the tribute. 

' The shared memories, if any, would personalize the occasion, and make the guest 
fie1 welcome. 

2. Legacy, and perhaps tribute, in that order. The legacy could be based on the 
guest's contribution to that function -his or her words of encouragement, advice, 
or wisdom, or his or her directions for the future. This could be linked to the 
guest's public stature in general. 

3. Any or all of the five- life history, tribute, shared memory, legacy, and a poem or 
reading, may be appropriate. If there are a number of speakers, it is better to 
avoid repetition, so it is good that there are a variety of themes to choose from! 

4. Shared memories and a poem or re;ding may be the most appropriate. If the 
bride and groom are young, there won't be much of a life history, except 
perhaps to humorously allude to some incidents from their childhood and 
adolescence, or their early acquaintance! The focus should be on the future, 
and on your good wishes for this. 

5. If it is a farewell reception, this might take the shape of shared memories - the 
way you were received and looked after, what you enjoyed doing together - 
and a small tribute. Or, if it is a welcome reception, a simple thank you with 
some shades of a tribute and the legacy of the host might be appropriate, to 
look forward to the rest of the interaction. F e s e  are fairly short speeches! 

6. Here the life history, the shared memories and the hoped-for legacy would 
predominate. Why or how was the book (etc.) thought of? How easy or 
difficult or enjoyable was it to bring it to the launch pad? What does the book 
(etc.) hope to achieve? : 

These are all a form of tribute, but it is important to get the tone right. A 
retirement is not the end of life, and leaving an organization is often for better 
pastures! So a judicious mixture of legacy, shared memories, life history, and a 
poem or reading is called for. 

A speech when someone passes away should focus on the person's life, not on 
the event of death or on a note of gloom, unless the circumstances are unusual 
enough to w m t  this. A retirement speech should avoid references to perceived 
failures or rewards not obtained. It is important not to let bitterness show 
through. 



UNIT 15 ORAL PRESENTATION SKILLS 
AND PUBLIC SPEAKING - 2 

Structure 

15.0 Objectives 

15.1 Introduction 

15.2 Language Content: Helping Your Audience Listen . 

15.2.1 Use Short, Simple Sentences 

15.2.1.1 Avoid Using too Many Subordinate Clauses 

15.2.1.2 Avoid Using the -ing Foms of Verbs, or Noun-like Verbs and Passives 

15.2.1.3 Place Subjects and Verbs Close Together 

15.2.1.4 Place Objects and Verbs Close Together 

15.2.2 Limit Pronoun Use 

15.3 Some Sample Speeches 

15.3.1 A Persuasive Speech 

15.3.2 Speech for a Colleague Who is Retiring 

15.3.3 Sample Response 

15.4 Dealing with Negative Emotions, Attitudes and Experiences 

15.5 Presentations by Managers, Sales Executives, etc. 

15.5.1 'The Objective 

15.5.2 ' h e  Structure 

15.6 Let Us Sum Up 

15.7 Further Reading 

15.8 Answers to Check Your Progress 

to understand how p use language that is easy to listen-to, 

to gain an insight into how some common thematic structures underlie common 
topics in speeches, 

I 

to find a balance between public politeness and private einotions that is pleasing 
and healthy in-public speaking, and 

to understand the structure of a corporate presentation. 

15.1 INTRODUCTION - 
The language of a spoken presentation or talk must sound like spoken language: it 
should not be "bookish", or full of long-winded sentences in which both you and 
your audience get lost. A good spoken presentation is achieved only after much 
preparation. Simple writing is in fact the most complex writing. We shall consider 
here only a very few common ways of rephrasing elumsy or complicated writing. 
If you begin to pay attention to how sentences are put together, you can learn to 
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look at good pieces in the magazines and newspapers to see how they are 
constructed, and begin to imitate them. 

We shall also give you a couple of sample speeches and help you to see how they 
are constructed. But the only way to learn to speak is by speaking, so we encourage 
you to take the opportunity now to make those short speeches wherever you can! 
In the beginning, you may just try to ask a question at a talk. Write the question 
down, and then speak without looking at what you have written. Volunteer to give 
a vote of thanks or an introduction. Above all, practice and rehearse your speech, 
by yourself, or with your friends and then, after you have spoken, listen carefully 
to any criticism or feedback you receive. Read and re-read this unit before and 
after you speak, to evaluate yourself. 

15.2 LANGUAGE CONTENT: HELPING YOUR 
AUDLENCE LISTEN 

A speech or presentation should use 'spoken language' rather than 'written language'. 
The choice of words should be formal but not so literary or scholarly as to be 
unfamiliar to many people. Our words should be arranged in such a way that the 
listener does not need to strain his or her memory to make sense of what we say. 

Throughout this course we mention ways of developing the ability to write or speak 
simple, good English. This ability is not cultivated in a day; there are no short cuts 
to good speaking and writing. However, we mention below a few common clues 
that you can use to monitor you own speaking and writing. A good exercise is to 
take a piece that you think is well written, and try to rewrite it from memory. 
Another is to look out for badly written pieces in the newspapers, and identify the 
problems in them - such as those we list below. 

-- - - 

15.2.1.1 A d d  U h g  Sea Mnny Subordinrto Clauses 

Instead of saying: Ms. XYZ, who was born in Kadapa and educated in Chennai, 
where she got an engineering degree from the presitigious IIT, has travelled all over 
the world. 

You can say: Ms. XYZ was born in Kadapa and educated in Chennai at.the 
prestigious IIT. After graduating with an engineering degree, she has travelled all 
over the world. . 
Instead of saying: This product, which was originally manufactured in the USA 
before being taken over by a Korean company which started to sell it at a lower 
price because of more eff~cient management and lower labour costs, is now available 
on our shelves for the first time in India as a result of our collaboration with our 
South East Asian neighbours and following our policy of bringing world-class products 
to our Indian consumers at a reasonable price. 

You can say: This product is now available on our shelves for the first time in 
India. It is our policy to bring world-class products to our Indian consumers at a 
reasonable price. So we are collaborating with our South East Asian neighbours, 



and the result IS here for you to see. We must mention that this product was 
originally manufactured in the USA. Our Korean partner took it over and was able 
to sell it at a lower price, because of more efficient management and lower labour 
costs. 
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15.2.1.2 AvoM Using the -ing Fonns of Verbs, or Nwn-like Verbs; and , 
Passives 

The previous example also shows how 

thoughts must be separated and presented in a logical or chronological order, instead 
of being run together 

when thoughts are separated in this way, the forms of verbs become less 'nominal'. 
Contrast these verb phrases in the two versions of the last example: 

Instead of saying: This product, which has been much appreciated and received 
very well in the Indian market, comes to you with a guarantee for two years. 

You can say: This product comes to you with a guarantee for two' years. Perhaps 
this is why the product has been much-appreciated. It has been received very well 
in the Indian market. 

15.2.1.4 Place Objects and Verbs C W  Together 

Instead of saying: We must give a product that is reliable; trouble-free, has resale 
value and can be upgraded if necessary at a reasonable price to the consumer. 

You can say: We must give to the consumer a product that is reliable, trouble-free, 
has resale value and can be upgraded if necessary. 

15.2.2 Limit Pronoun Use 

Listeners may have a hard time remembering or understanding what "it", "they", 
or "this" refers to. Be specific and use a noun instead of unclear pronouns. 

Collect your own examples of unclear pronoun use from the daily newspapers and 
magazines. For example: 

Is the speech about the hidden costs of higher education, or about the fact or 
opinion that many people are unaware of the hidden costs of higher education? 
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Look at these two sentences from a newspaper article; 

The intended referent of these is perhaps 'the new year festivals,. ~ u t  in the earlier 
sentence there is no such plural noun;- the plural nouns are Hindus. states, and 
m. This is an example of careless writing. 

15.3 SOME SAMPLE SPEECHES 

153.1 A Pemmdve Speech 

Global Warming 

[ ~ e $ n  with well-known, uncontroversial facts that state your thesis] 

There is little doubt that the planet is warming. Over the last century, the earth's 
temperature has risen by around 1 degree Fahrenheit (0.6 of a degree Celsius). The 
warmest years since the mid 1800's were the 1990s. The hottest years recorded 
were 1997, 1998, 2001, 2002, and 2003. 

[Project the future from the present, and sound the note of warning] 

The United Nations panel on climate change projects that by the end of the century 
temperatures will rise by 3-10 degrees Fahrenheit. This will make the polar ice caps 
melt. If the ice caps melt, the danger is not only to countries like Bangaldesh, 
which are almost at sea level. All countries will lose some land near their borders. 

[Conclude by providing some ideas for a solution] 

Is there anything that ordinary people can do to avert the dangers I have mentioned 
above, and save our earth from a catastrophic end? Indeed there is. Let me now 
mention a few simple steps everyone can take. 

[Gather material for these solutions by doing some research. The points 
below were gathered from an internet site on how to make speeches! But 
it is always g d  to go to 'Primary sources", that is, research reported by 
the researchers themselves, for your facts. Keep a list of references for 
your sources in your notebook, so that if your facts are challenged, you can 
respond by quoting the authority on which you based your claims.] 

Firstly, plant a tree.. . we need trees to cool our planet and yet they are chopping 
them down to create roads or homes. 

The next time you get into your car, or onto your motorbike, think - do I have to 
make this journey by vehicle or can I walk? 

If possible, buy your fruit and vegetables from local suppliers. This reduces transport 
costs and the resulting pollution as well. 

Keep to the speed limit. The more you speed the more petrol you are going to use, 
making the pollution higher. Also, SUV's make about six times their own weight in 
carbon dioxide each year. A small efficient diesel car covering the same di~tance 
not only uses much less fuel; it makes two thirds less carbon dioxide. . 

If possible use solar energy. After all it is free; all you need to spend on is the 
equipment. You can get much of your hot water and heating from the sun and even 
generate electricity. 



Reduce, reuse and recycle. Only buy what you need; don't stock the cupboards 
with things you may or may not use. Reuse whatever you can, like containers and 
paper, and rc:cycle what you cannot reuse. It really is as simple as that. 

Finally, turning off unused sources of power such as televisions and heaters will 
help the environment, as well as save you money. 

153.2 Speodb for a Colleague Wbo ts Retiring 

This is a farewell speech. The outline can be adapted to other such occasions, 
such as a young colleague leaving the organization for another one, or a 
college senior who is graduating. 

[Begin by marking the day, i.e. describing the occasion.] 

Welcome, everyone, to this very- special occasion. It's a bitter-sweet occasion. But 
then, that is life. I remember how on our new year's day we used to be given a 
little ball of sweet jaggery along with some tender but bitter neem leaves, to 
symbolize tlxtt in life we need to take the bitter along with the sweet. Today is one 
such occasion. 

[Look forward] 

It's very sad to be saying goodbye to - . But - at the same time - we know 
that (s)he leaves us in good health, and that (s)he looks forward to ... (here 
mention some'hng positive that you have found out that the retiring person looks 
forward to or wants to do, e.g., 

many years of a happy retired life with the family 

spending Inore time with children and grandchildren living abroad 

doing those things that (s)he had no time for when (s)he was busy at work, such as . . . 

travelling to . . . 

continuing working with you as a consultant and senior advisor . . .) 

[Look back with gratitude, nostalgia ...I 

Ever since (s)he joined us all those years, ago - in , . .., - has . . . 

(here mention some roles that the person has been prominent in, some work that 
everyone can remember him or her for. What is the person's legacy? 

It may be a prominent one, like a scheme or product (s)he is known for. But it may 
also be a very quiet, consistent devotion to duty, which is unusual in its unselfishness, 
and worth emulating. 

You may find it useful to discuss this with a few colleagues before you make the 
speech: what do they remember the person for the most? 

For being always on time? 
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For always being prepared with an umbrella in the rainy season (and perhaps 
holding it over the head of other colleagues when they needed it?) 

For knowing all the rules ancl regulations? ' 
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For being the first to fight for the rights of the underdog? 

And so on.) 

You may also mention here any special relationship you have had with the person 
- was he or she your mentor, boss, senior colleague? What did you learn from him 
or her? 

[Optionally, you may look forward again to your own role, after this person's 
retirement] 

This organization will be a much emptier place without -, but it will be an honour 
to take up the baton as herhis successor and I promise to try and live up to her/ 
his extraordinarily high standards.. . 

[Say a final, brief, pleasant goodbye that.refers to the future again] 

Although we are saying goodbye to -, this will not be the last we see of himlher. . . . 

I know we all look forward to hearing about all hisfher holiday . . . 

we shall be visiting him often 

a I would like to wish you all the very best on behalf of all of us. We really hope you 
have a wonderful trip to . . .I wonderful time with . . . ! 

Well thank you, - , for those kind words. 

[Look back with nostalgia] 

It was indeed - years ago that I came nervously through the doors here ... I 
remember how I trembled and wanted to turn right round and head out! But I 
stayed, and it was like a roller coaster ride . .. 

[Here recall a few memorable or h n y  moments] 

[Sound a note of thanks to conclude the memories with] 

I only want to say a few words myself - I've done enough speaking for a lifetime! 
But I do want to tell you how much I have appreciated some of the things that 
make this company so special - not just the business side, but the fun and laughter 
we have had - especially the long nights labouring away at last minute documents , 

and deals, the cups of tea, . ... 

[Look forward not for yourself but for your former colleagues and friends, 
and wish them well] 

I am leaving but I will be watching your progress with interest and I shall indeed 
be back. I am certain you will all go on to achieve far better things than I did. If 
my legacy to you was time spent building this firm up, your legacy to me is one 
of comradeship and teamwork. . .. 

And thank you for the wonderful present - it is just what I wanted!! 

Thank you. 
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35.4 DEALING WITH NEGATIVE EMOTIONSs and public Speaking - 2 , 

You may be wondering whether the people in the sample speeches above live in 
a perfect world where only good things happen. Or is it the case that on public 
occasions we must say only the good things and ignore all unpleasantness? 

None of our experiences are all good or all bad. The convention is to remember 
the good times together and forget and forgive the bad moments we had. This is 
in fact how we remember our own lives - our childhood looks rosy to us now, but 
perhaps it was not all fun and games when we were going through it! Our 
relationships with our parents and siblings are not always smooth. When we recall 
the good times, we implicitly acknowledge that the times were good overall, on 
balance with the bad ones. 

However, solnetirnes it looks insincere, artificial and awkward if we simply pretend 
that only good things happened between the person'we are speaking about and 
ourselves; especially if it is common knowledge that there has been bitterness and 
acrimony. Think, for example, of what a trade union leader might say when a 
company boss retires. Theirs are naturally adversarial positions. There are many 
times in our professional life when we find ourselves in such opposing positions. 
What can we say about an adversary that souncls sincere and' yet not unpleasant? . 
Notice that b e  are assuming that something has to be said by you. There are ways , 

to avoid saying anything at all, by remaining silent, or by absenting yourself from 
a function if you have a good excuse to do so. But these avoidance strategies may 
be very transparent, and lay you open to criticism. They may smack of disrespect 
or arrogance. A better strategy may be to take the plunge and say a few words 
after all. Herc are some suggestions about how to hapdle the situation. 

4 1  

Be open, but keep the references to the bad times brief. Refer to them with a 
twinkle in your eye, taking the audience into your confidence. "Mr. Mohan and I 
have had our differences, as you are all aware . . ." 

Point out that these were professional differences, not personal ones. ". . . but these 
differences were (a consequence/ a natural outcome) of (the roles we played in the 
organization1 our different perceptions about what shape our plans should assume). . ." 
Acknowledge that the world is full of different kinds of people; you are not always 
right; you can learn from each other. "We did not hesitate to share with each other 
our very different ideas about how to achieve our goals . . ." 'We had differences 
in our styles of interaction and had to learn to get to know one another.. ." "I learnt 
from him the art of keeping the conversation going, and he learnt from me that 
actions speak louder than words ..." "He grew up in a time when things were put 
down on paper in triplicate, and I was born in the era of computers and email . . ." 

Above all, use humour to defuse the tension. "Well I never thought, Mr. Mohan, that 
I would be saying these nice things about you! / I never dreamed, Mr. Sohan, that 
you would say such nice kings about me!"'When we had a disagreement, I 
always let himher have the last word, because he is bigger than me/ he is a trained 
judo practitioner1 she is a lady, ahd I am a gentleman . . ." 

In short, your preparation for a farewell speech is also a process of thinking through 
and resolving any conflicts you might have had with the person, in a larger spirit 
of humanism: acknowledging differences, forgiving mistakes, and loi,king forward 
with hope, rather thaq looking back with bitterness. This, after all, is the difference 
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between the politician and the statesman. The statesman acknowledges the good 
in his rival, or adversary, and recognizes that both of them are playing their roles 
on the world stage to the best of their abilities. 
b 

Check Your Progra 1 

11 is )OUT sister's 21Y birthday party. You hnve been asked to say a few words at 
this gathering consisting of family and fritnds. Make a few notes about what y w  
would l~ke to say. 

1 

15.5 PRESENTATIONS BY MANAGERS, SALES 
EXECUTIVES 9 ETC. 

In managing a project, presentations are a formal method for bringing people together 
to plan, monitor and review its progress. A presentation puts you on display. Your 
staff need to see your planning and leadership skills. Project leaders from other 
sections need to be persuaded about the merits of your project, to provide any 
necessary support. Senior management need to be impressed by your skill and 
ability-so that they provide the resources for you and your team to get the job done. 
A presentation allows you to ask questions and to initiate discussion. 

"The objective of communication is not the transimission but the reception." The 
whole preparation, presentation and content of a speech must therefore be geared 
to the audience. The average human being has a very short attention span and a 
million other things to think about. Your job in the presentation is to reach through 
this mental fog and to hold the attention long enough to make your point. 

It is difficult to over estimate the importance of careful preparztion. Five minutes 
on the floor in front of senior management could decide the acceptance of a 
proposal of several months' duration for the manager and the whole team. With so 
much potentially at stake, the presenter must concentrate not only upon the facts 
being presented but upon the style, pace, and tone. As a rule of thumb for an 
average presentation, no less than, 1 hour should be spent in preparation for 5 
minutes of tallring. 

Presentations are m e  of the first rnanngericrl .skills - Gerard M Blair; author 
of Starring to Mancrge: the essential skills 

15.5.1 The Objective 

Suppose you have a tall< to give, where do you start? 

The starting.point in planning any speech is to formulate a precise objective. This 
should take the form of a simple, concise statement of intent. For example, the 
purpose of your speech may be to obtain funds, to evaluate a proposal, or to 
motivate your team. No two objectives will be served equally well by the same 
presentation; and if you are not sure what you are trying to do, it is unlikely that 
you will achieve it. 

One question is: how many different objectives can you achieve, in say, 30 minutes? 
The answer: not many. It is far more productive to achieve one goal than to blunder 
over several. Isolate the essential objective and list at most two others, provided 
they do not distract from the main one. Focus is key. If you do not focus upon your 
objytive, it is unlikely that the audience will. 



It has been suggested that longer presentations, such as a 45 minute talk, should 
have no more than seven objectives. A psychologist, George Miller, has written 
about 'The Magic Number Seven, plus or minus two". That is, most of us can 
easily remember between 5 and 9 new things - whether they are digits in a 
telephone number, or random objects to remember in a party game! So seven is a 
safe upper limit for the number of points you make in a longer presentation. 

A presentation has to have a logical structure. The main body must "present an 
argument". We shall see more examples of how to structure an argument in the 
final block of this course. For now, let us say that there must be a beginning, a 
middle and an end to the presentation. The points must be sequenced and paced 
so that the audience does not get lost. This is sometimes referred to as the 
timeline. Again, the main points may be delivered in order. of increasing (or 
decreasing) importance: the presentation should build up to a climax (or work 
down from one). Other options are to go from the simple to the complex, to 
classify your points under identifiable heads, and to present a problem and 
propose a solution. I 

You may begin with an "ice-breaker". This is an introduction that may be a statement 
of fact (as in the.globa1 warming speech given here as example). For the same 
speech, you can imagine other ice-breakers, such as an activity (asking your audience 
how many OF them walk to work instead of driving, for example; or "when was the 
last time you took the bus?'), a story, or a joke. The introduction must reflect the 
objective of the presentation. 

You may present your information visually, developing graphs, charts or handouts. 
In preparing slides, again remember the number seven: seven lines per Slide, seven 
words per line! Preparing a powerpoint presentation in this manner forces you to 
cut down on useless words and focus on your points. 

To conchde the presentation, you provide a summary or a.recapitulation-of the main 
points, thank the audience, and offer to answer questions. Pause for about 5 to 10 
seconds before you conclude that there are no questions! You must listen to the 
-question carefully. You may repeat it if you wish, to make sure you understand it, ' 

and make sure everyone has heard it. Your answer must be directed to the entire 
audience (not just to the questioner). 

Similarly, it helps if you can relate the question back to a point you have made, 
when you answer it. If you do not know the answer, you may honestly say so. If 
the question is not very re l ek t ,  you may politely indicate.this ("this would take me 
much further afield than what I have said today", "this is an important topic in 

' itself ',); if it is argumentative or disagrees with you, you may try to find a point of 
common agreement, or agree to disagree, without being rude ("I understand your 
position, but . . ." "I'm glad you raised this issue. I myself prefer to focus on . . ."). 
15.6 LET 1 - SUM UP 
A differs from a report in reflecting the speaker's personality: it puts 
the speaker on show. A good presentation has content and delivery that is well- 
planned and executed. Preparation is the key. 

The language of the presentation is important. There are ways to structure your 
sentences so that the listener does not have strain the memory, and is not confused 
about who you are speaking about. Equally important are the structure and objectives 
of a presentation. A presentation must have a clear and limited number of objectives 
and a well-thought out logical strurhlrp , . 

Oral Presentation Skills 
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Repeated rehearsal and careful preparation are the key to learning how to make 
a presentation. Practice in making presentations and speeches is also essential. 
Rehearsing and presenting your work Will help you to overcome your nervousness, 
and teach you how to answer any questions your audience may have. At the outset 
you will find that all your focus is on yourself - what do I say? How do I say it? 
Will I make a fool of myself? How will the audience judge me? As you get into 
the activity of preparing and delivering presentations, your focus ,will shift to the 
audience: did I make them understand my points? Did I pitch my talk at their level? 
How else could I have convinced them about what I was saying? When your focus 
shifts in this manner to what you say and to whom you say it, you will find yourself 
becoming a communicator. 

Those who have access to the Internet can find a number of sites devoted to 
presentation skills by searching for the keywords "leadership", "presentation skills," 
etc. We found helpful a site www.wresentationhelper.co.uk called "presentation 
helper". A site on leadership also covered a range of topics mentioned here and in 
other units in this course, such as The Body, The Voice, Active Listening, etc. 

We consulted for one section of this unit a site by Gerard M Blair, a Senior Lecturer 
at the Department of Electrical Engineering, The University of Edinburgh. His book 
Startinp to Manage: the essential skills is published by Chartwell-Bratt (UK) and the 
Institute of Electrical and Electronics Engineers (USA). He also lists the following 
references, while emphasizing that users must do their own research to find the 
latest publications on this topic: 

Boone, Louis E., David L. Kurtz, and Judy R. Block. Contemporary Business 
Communication. Prentice-Hall, 1997. 

- 
Ehrlich, Henry. Writing Effective Speeches. Marlowe, L994. 

ANSWERS TO C- YQUR l?ROGREtH 

The key to a 21st birthday speech is to keep it short and humorous.. Nobody ever 
complained about a speech being tod short! People will want to get on with the 
Party- 

It is best to start off with a little praise, with some of the positive attributes: "I'm 
proud to have such a lovely/ smart/ successful/ loving person for my sister. Suman 
has a great sense of h u m w l  is better at mathematics than I could ever be/ is 
already a valued member of a very prestigious organization/ has cared for all the 
children and dogs in our neighbourhood ever since I can remember ..." 

and then to bring in a few funny anecdotes from her childhood (one, two or three): 
"Looking at this beautiful/ confident/ serene/ quiet/ smart young lady today, I find 
it hard to believe she is,the same person who (used to sneak under my desk in the 
schoolroom, to escape the chemistry teacher/ cut up the pictures of my favourite 
film stars because I wouldn't tell her a story . ..) Again, the stories you tell may 
be slightly embarrassing - suggesting that she wouldn't behave like that today, 
would she? - but they must not be unpleasant, suggesting that she was mean or 
offensive, or is stupid. You may at this stage also want to bring out some photos 
of her growing up - especially if they look different from how she looks now. 

End the speech with words along the line of how she has grown up to be a lovely/ 
kindl beautiful/ kindl considerate girl and you are proud that she is your sister. 



Structure 
t 

16.1 . Objectives 

16.2 Introduction: Bio Data, CV or RCsumk? 

16.3 Who Needs a CV? 

16.4 What are a CV and a Covering Letter Used For? 

16.5 Writing CVs For Different Jobs 

16.5.1 Ordering of Information in a CV 

16.5.1 .I Name and Address 
i 

16.5.1.2 Career Objective 

16.5.1.3 Education 

16.5.1.4 Work Experience 

16.5.1.5 Relevant skills 

16.5.1.6 Activities and Achievements 

16.5.1.7 Referees 

16.5.1.8 Appearance of a RBsum6 

16.6 Writing a Good Covering Letter 

16.7 Let Us Sum Up 

16.8 Answers to Check Your Progress 

16.1 OBJECTIVES 
1, 

By the'end of this unit, you should be able to: 

identlfy different types of CV, 

understand the importance of writin4 good CVs and covering letters, and' 
: i 

I 
be able to produce an effective CV and covering letter for a range of different 
requirements. 

16.2 INTRODUCTION: BIO DATA, CV OR 
RESmd? 

A CV or rksum@ is a piece of paper &at tells a prospective employer who you are, 
what you've done, and why they should hire you. If you want to get a job, you'll . 
probably need a rksumk. It is a chance to demonstrate your strengths and focus 
the reader's attention on the aspects you want to highlight. 

A curriculum vita or 'CV' is an organized summary of a person's educational and 
professional history and qualifications, usually used when applying for a job. The 
term is Latin and means 'the course of life'. 'Bio-data' is a term used in South Asia. 

a for a more succinct. CV that gives basic information, although -it tends to be used 
synonymously with CV. The Americans use the term rCsumC. , 

In most cases, curriculum vitae are structurally very similar to rksumC, though a 
curriculum vita tends to be longer, and more descriptive. A curriculum vita is often 



Writing used when applying for academic or research positions. A rksumk is usually one 
or two pages long, used in business, non-profit, government and other types of job 
searches. It is not all-embracing and is targeted at a particular job in a particular 
field. 

A CV or rksumk goes to the prospective employer before the applicant goes, 
therefore it should convey as much as possible about the person as it can. 

163 WHO NEEDSA CV? 
3 

Imagine that you wish to buy a house. You go to a number of real estate agents 
and pick up flyers or brochures from them. The purpose of these brochures is to 
arouse your interest by giving information about the particulars of the house and 
presenting them in an attractive way. Even if all houses meet the necessary 
requirements - location, price, space, balcony and garden - the estate agent's job 
is to present these details in an appealing manner so that it motivates people to visit 
the property and consider buying it. 

What a brochure does for houses, a CV does for a job. The objective of a CV is 
to get an interview. It is not merely important to give information about ourselves, 
but we have to present ourselves in the best and appropriate manner. Who needs 
a CV? 

a SchooVcollege leavers, 

Those who wish to change jobs, 

Writers (publishers usually ask for a copy of the CV), and 

Speakerslchief guests (organizers would like to introduce them to the audience) 

16.4 WWTAREACVANDACOWWINGLETI'ER 
USED FOR? 

Uibaba Seaparts is a vell-lenown &ad 
respected trading eompany. We hadla 
kpr@ b t t y  frm r n a u u f a c ~ s  in 17 
&fferent c o d m ,  and curnsiiy expart ta 42 
& f a t  ~ d e s .  

WORK IN VIZAG! 

Expmienec in inpxdaxpxt will be m wd~mtagt:, s e a l  €mining will be givenS 
no f~md qudHca~on is qdr&?. The main rtquirements are ability ta 
c c m n u ~ a  in English ad a fsnelgn lmguage o m  tk telephon~ Euld wrilhpi%s 
to be prepmd to W O F ~  E q  bm w h  n-q .  



There are several posts available and long term prospects are good, though initially 
applicants will be a contracted for a maximum of 1 year. The salary ,we offer is 
excellent anti we pay for air fare to the home town twice a y e a  and provide 
accommodation at a reasonable rent. 

Please apply enclosing your r6sum6 to NaLini Dayal, Visakhapatnam Sales Office, 
Alibaba Seaports Ltd., 31/206/8B, Beside Vasavi Business, Daba Gardens, 
~ishakha~a&am - 530020 

Answer these questions: 

What should you be able to do?. 

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

What would be the job's attractions? 

I ............................................................................................ 
.............................................................................................. 
.......................................................................................... 

What might be its drawbacks? 

Now look at the rbsumb given on the next page. I f  you were interviewing 
Raman Kumar for the job in Vizag, what questions would you ask him about 
&J . mroor h;vtnry,? - 

.'RsPra rtrpllWr 

&fwwS AJ.U. Hause, I InWmta l t e d k g . ~ ~ . W ~  
I* mla Mug. 
Ntw Dsihi-S LBWZ , p ~ w a @ s  m a r a # Q x d s h ( r s a a ~ I p  

mme: m1 Lima53 I 
. u p i a w x ~ w ) . ~ . ~  

QBB- Em& ~v- 

Era3Pit: -1 - ' I  

wd~itoh 21mm1m B~~ Mr.5haimb8hah 
I bl103,- Ssrg4trr 

I?Pnzf&Sdmld ~~1~ M&dr Naepr' 
aqmimce nmAntbh: e x p m c l ~  4bdivli w 
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Writing Questions: 

Now rend the covering letter 
suitable (or unsuitable) for 
for the same job. 

that follows. In what ways does Satish Kale seem 
the job? Also, read Raman Kumar's r&sumC sent 

- - - - - 
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Reason .............................................................................................................. 

......................................................................... Will not/Will called for interview 

In what ways is Raman Kumar better suited for the job? ........................................... 

,The purpose of the CV and the covering letter is to give potential employers a 
concise, clear picture of the applicant's skills and experience. This information helps 
them decide whether a candidate can be called for an interview, for further 
discussions. 

16.5 WRIT.ING CYS MIR D m  JOBS 
Look at these samples of CVs from disrent  fields. 
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cv- 1 

MANJULA KASYHAP 
18/3/H, Kodambakam,  Chr i s t ian  College, 

Chennai  27 
manokkp@gmail.com C 

Mob. 9844453892 

Education 
M.Sc. (May 2006) Economics; 
Chr i s t ian  College, Chennai  
Cumulative C;PA: 3.6 

Financial Accounting 
Econometrics 
Free Market Economics 
International Trade and Commerical Policy 
Intemation Finance 

B.Sc. (June 2004) Economics; 
Chr i s t ian  College, 
C h e n n a i  
Cumulative GPA: 3.2 

Microeconomics 
Microecomics . Rural Economics 

EXPERIENCE 
S t a n d a r d  Char te red  Bank,  Chennai  
Inlernship May - August 2005 

Monitored and reported global financial 
measurements to corporate controller 

Supported corporate cost center analysts 

PRANJAL KAR . . 

Address  23lE South Office Para , 
Doranda 
Ranchi 834002 
Jhark hand 
Internation' Finance 

P h o n e  91-9935786453 

Email :  pranj:llkar@cbs.org 

4 

Education 
ED-y. Pondicherry Universitv. 2002 

Dissertation: A btudy of iearnign disabled children in 
a low income c3mmunity \ 

MA. Psychology, University of Hydrerbad. 1996 

Thesis : Communication Skills of Disabled Children 

2002 to present 
Centre for Beha~ioural Sciences. Allahabad 

COhlPUTER SKILLS 
Microsoft Word, Excel, Power Point, Project, 
Outlook; SAP; Hyperion Enterprise 

REFEREES 
Dr. Jayanti Patnaik 
Head, Department of Econometrics 
Christian College 
Chennai 
jaypatnaik@hotmail.com 

Mr. Raghavendra Urs 
Manager, Standard Chartered Bank 
Anna Salai 
Chennia 
raghavur@stanchart.co.in 

r 

P r e s e n t a t i o n s  
The hehaviour of leaning disabled adolescents, in 
rhe clussroorps. Paper presented at the 
Psychology Conference at the University of 
Hyderabed, 2003. 

IJntierstanding learning difficulties, Paper 
presented at the National seminar on Learning 
Difficulties at Delhi Univesity. 

S k i l l s  
Microsoft Office 
Knowledge of SPSS and SAS statistical 

packages 

R e f e r e n c e  
Available on request 

. , 
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KRANT KUMAR Shri Ganga Higher Secondary School - Mar, 2002 
Mob. 21-88888888 . Percentage scroed: 88% 

E-mail: krantil23 @ yahoo.cim 

Govt Boys Higher Secondary School - Mar, 2000 
Percentage scored: 72% 

OBEJECTIV~ ELECTIVES TAKEN: 
Seeking a position to utilize my skills and abilities in the a Linux Servers, Distributed systems 
Information Technology Industry. 

PROJECT EXPERIENCE: 
TECHNICAL EXPERIENCE: Final B. TECH. project: "Integrated Java Based Web 

Languages: C, C ++, CORE J A ~ ,  VB 6.0, server" 
UNIX Shell scripts, HTML Description: The poierful web server that enhances java 
Platforms: Windows xp/98/95,2000, NT, Red based applications and provides authenticatrion. 
Hal Linux (9.0, ES, WS) 

a Concepts: (networking 
: ' OTHER ACTIVITIES & HOBBIES: 

Organizing various cultural programmes & 
CERTIFICATIONS: WON Prizes. 

Red Hat Cerfified Engineer (RHCE)- 
Enterprise Linux 4# 11 1406671982141 8 a Reading 'E-books 

Net surfing 
Expertise in: Installing Red Hat Linux 
configuring servers (DNS, FTP, NFS, NIS, 
SAMBA, APACHE, DHCP, MAIL), Trouble PERSONAL DETAILS: 

. Name: Kranti Kumar 
shooting, user permissions (LVM) 

Age & DOB: 21 years, 21.-06-1985 
, 

Brain-bench cerfified Linux Assessment . Sex: Male 
~#T20110714001A , Marital, Status: Single 

'Nationhlity: Indian 

EDUCATION Address: #5588, Konappa Nagar, 
~ a h a r a ~ a  Engineering College May, 2006 Electronic City 
B. TECH, (Information Technology) Bangalore- 560100 

~ e r c e n k ~ e  scored: 67: . Languages Known: English, Tamil 



What is the difference in the jmsntation of information in & 

6 ........................................................................... 
...........,,....,,..,................................,..........................*~..~.***~.~, 
......................................* rrcarr.hrr.-...1~~~.-.~=i~'*m--------P~.t~~~.9~~@#4 

............ .................................. ,,..*.....*..*.*-.. A.d..........**.** 

........ .... .................................. c , . . r -  cr. ..... &.* "**..*.... 

Which should appear first - work experience or education? This will depend on 
what you are applying for. If your education is more impressive, begin with that, 
if work experience is substantial and stands you a better chance of getting the job, 
begin with work experience. 

The way the irlformation is presented in each of these rCsum6s is different; however, 
they largely contain the' same type of information. A CV usually includes: 

s personal de:tails (name, address, telephone number, e-mail address) 

8 education ,and training received 

e work history (the name of the company/organization md how long you have worked 
there) 

a skiiis YOU possess 

awards and achievements 

names of referees 

There are no set rules about the length of your CV. The length of your CV will 
be decided on by your career history, education and achievements. Ideally it should 
be kept to one page or two, but if. this looks too cramped then you can spread it 
out over two or more sheets. Let us now look at each section of a CV individually 
to find out the dos and don'ts. 

16.5.1.1 Name and Adalms 

The fust thing an employer needs to know is who you are and where you can be 
reached - your name, address and phone number. If you have an address and 
phone number at work and another at home, you may include both and indicate 
which is which. Many rksurn6 headings are nothing more than the name centered 
at the top of the page. You really have little need to include the word &SU& 
or CV. Therefore, in CV heading you need to include 

Name 

Local address 

a- E-mail address 

Phone n u m t ~ r  

(If applying for an overseas job, please remember to include your international 
dialing code.) Irlclude your mobile/cell phone number if you are going to relocate 
soon. 

Writing A CV. 
or A ~&lllht? 



As you see, it is not necessary to use the word Rksum6 or Curriculum Vitae as 
the heading - it is obvious that it is that and nothing else. Also, usually marital 
status is not considered relevant to selection decisions. 

*.8.5.1.2 Career Objective 

There are two schools of thought about stating a career objective on your r6sumC. 
Some say that your objective will be obvious from your qualifications, and such a 
statement will be counterproductive if you wish to be considered for more than one 
post. Others say that an employer might categorize you on the basis of the stated 
career objective, so it is good to be as specific as possible. If you need to state it, 
keep it as short and crisp as possible: 

Human resource development, requiring international experience 

Advertising assistant, with print media emphasis 

A marketing position with an opportunity for handling accounts 

If you are still in school or college, education is probably your strongest selling point, 
so you should give the educational background in depth, choosing facts that support 
your case. Starting with the schooUcollege you last attended, list the 

name and location of the schools/colleges 

. the term of enrollment and the year 

a your major and minor fields of study 

the degree(s) or certificate(s) you have earned and grade/class received.. 

scholarships, awards or academic honours you have received 

any off-campus training 

relevant seminars or workshops attended 

In India, fresh graduates are expected to present educational qualifications in an 
application form in the following format: 

Degree/ University/Education Subjects Class Year of 
Diploma1 GPAIpercentage Passing 
Certificate of marks 

This format also gets used in CVs as well. In this structure, a chronological 
presentation of qualifications is used: pre-university, university. 



In the present times, however, educational qualifications are given usually in the 
reverse ~hr0~1010gi~d order, the most recent degree or qualification is presented 
first. For example: 

Writing A CV 
or A R h 6  

I. Postgraduate study 

2. University education 

3. Pre-university education 

4. High schtml 

Also, in many fields, the table format given above is going out of favour, and a more 
contemporaq format is being used, for example: 

2004-2008. B. Tech. - CSE, JNT University, Hyderabad 
I 

introduction to database management systems 

introduction to web design 

neworks and telecommuniations 

programming and data strucures 

e programming solutions 

Final Year Project Description 

Title: Online test for backend database 

Description: I developed a stand-alone online test system using Visual Basic 6 
and Microsoft Access as the backend database. The role of the database is to 
store login details for candidates, display questions and choice of answers and 
also keep details of the result. 
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Education is usually given less emphasis in a CV after you have worked in your 
chosen field for two years or more. In that case, your work experience becomes 
your strongest qualification, and the education section only lists the degrees and the 
placels where you received them from and the year. It cuts out the other details 
given in the list above. If you go back to Rarnan Kumar's CV, you will find that 
his CV says that he has done BA marketing from Delhi University in 1993-1997, 
and High school in 1992 from New Delhi. 

16Sb2.4 W d  Designation 
1. 

Read this extract from a CK 

I, 
I Work experience 

. '  / I 
March 1990 to present ~ i n d a l  Analyst. Ruwam Exports. 

Mumbai 

a Prepare general accounting 
reports forwholesale silk export. 

Audit all financial transactions 
betweencompany headquarters 

October 1984 to 
March 1990 

and buyers from 8 countries. 

Staff Accountant. Ru~am Exports, 
Mumbai - 

~ & d l e d  budgeting, billing and 
credit processing. 

a Audited travel expenditufes 
for Rupam's 280 member 
work force 

1 Name and 
location of 
employer 

When describing your work experience, you'll usually list your jobs in reverse 
chronological order, with the current or last one first. Each listing should include 

a name and location of the employer. 

a if the reader is unlikely to recognize the organization, we need to briefly describe 
what it does. 

a if an organization's name or location has'been recently changed, we need to state 
, \ 

the old name in parenthesis (fo.pnerly ...). 

Before each job listing, you need to state 

a your functional title, such as 'Export Clerk', 'Marketing Executive', etc. 

a how long you worked on each job, from montNyear to monthlyear. 
I 

use the phrase 'to present' to denote current employment. 

a If a job part is part time, you need to state this. 

.If you were personally responsible for something significant, be sure to mention it. 
For example: 



'Designed a new child tracking system for the child labour project'. 

'Devised a new collection system to accelerate payment of overdue credit'. 

Read the following extract, and say what is wrong with the text. 

Writing A CV 
or A R&m6 

Work experience 

Field Sales Executive. 1992 to present. Ranjan Scientific Instruments. Baroda 
I was responsible for calling on customer and explaining the features of Ranjans 
line of labrrratory instruments. I was also reponsible for writing sales letters and 
preparing weekly sales reports. I also have to attend trade shows. 

Many people for whom English is a second language have trouble simplifying their 
writing because they feel it needs to be complicated to be good. This isn't true, 
and the best writing says a lot in few words. The job responsibilities in the extract 
above could be stated in short, crisp phrases starting with action verbs: 

Explained the features of laboratory instruments to customers. 

Prepared weekly sales reports and wrote sales letters. 

Attended trade shows. 

Also, the sentences are repetitive and use too many personal pronouns: ... I was ... I 
I was ...; I hi.... In writing job descriptions, it is better to use short noun phrases 
and action verbs, not whole sentences, and to avoid excessive'use of personal 
pronouns like I. 

You. may also want to include a section that describes facts that will be useful in 
the job applied for. For example, if you are applying for a position with a multinational 
organization, you would like to mention your command of another language or travel 

- - 

experience. If you are applying for an Editor's post, you might mention the ability 
to operate arcomputer or a word processor. In fact, you could entitle these 
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sections, 'Computer Skills' or 'Language Skills' and place them after the work 
experience section. 

Computer Skills: Microsoft Word, 

141&,1.6 Activities and Achlcvemtnts 

You can also mention voluntary activities that you participated in that demonstrate 
your abilities for the post applied for. If your activities are extensive, you may want 
to group them into divisions, 'Seminars and Workshops', 'Community Service', 
'Achievements, Awards and Honours'. 

This section could include: 

Positions of responsibility 

Travel 

Membership of clubs, societies and professional organizations 

Musiclspo~obbies and othex leisure activities 

Most employers prefer to contact the 'referees rather than see the actual nfeinces. 
We need to list two or three referees, preferably one academic and one or two 
employment-related. Names of relatives should not be included in the list. It is 
necessary to seek permission from the persons whose names you intend to include 
as referees before you enter their names in your CV. 

This section should include . 

The names of two referees (one professional and one academic) 

Designation 

Address 

Telephone number and fax number 

Email address 

Language Used 

Read the following extract, and find out what are the problems with it. 



(a) Spelling errors: reponsible (responsible), laboratry (laboratory), Writing A CV 
or A R h 6  

(b) Grammar errors: responsible to call on (responsible for calling on); customer 
(customers), Ranjans (Ranjan's) responsible to write (responsible for writing) 

A misspelt word or a grammar error on your r6sum6 shows that you have not paid 
attention ,to detail. Employers would not want to hire people .who do not pay 
attention to little things. If you don't proofread your own personal documents, they 
can't expect that you will proofread the business writing required by the job such 
as letters, memos, emails, proposals, etc. It is always good to use the spell check 
on a computer or ask a friend to proofread the r6sum6 before you send it to a 
company. 

The overall appearance of your resum6 is also important. A sloppy looking r6sumC 
will greatly lessen your chance of getting a job intewiew. The first thing that a 
prospective employer, or personnel manager, evaluating your rCsum6 will notice is 
its appearance. There are several different things that can be easily done to 
increase the overall appearance of your rksum6. The following things need to keep 
in mind. 

Paper: It is important to use good quality, thick and crisp white coloured paper of 
A4 size. Coloured paper should not be used. 

Font: For a professional looking CV, it is better to type it on the computer and take 
a print out. Hand written resum6 are usually difficult to read and also lack a 
professional touch. The font in the rksum6 should not be too small or too big or 
difficult to read; 'you should choose one plain font (Arial, Times New Roman, or 
Verdana) and the size should be equivalent to Times New Roman 12 pt. The text 
in the body of the resume should be 11-12 point, with your name between 14 and 
16 point. 

You can use bold print to highlight each section or heading. However, you should 
avoid excessive use of w, italics, and bold. This adds unneeded emphasis 
and may make the information difficult to read. A r6sumk is a professional document 
and therefore it is better not to use fancy fonts, colours and graphics. 

Page layout: To make our CV look neat and impressive, we need to carefully 
attend to the line spacing, the way we arrange paragraphs and the headings and 
subheadings. Some resum6 simply look better because of the way they have been 
designed. Since we want a professional look, ornate borders and decorative icons 
are not used: these give our CVs an amateurish look. 

Some CVs look overcrowded, with no white spaces in them. We should present 
the text in such a way that important points stand out from the main text, and are 
noticed instantly by the reader. We can use a different typeface or size to highlight 
important points, but overuse of these makes the CV look cluttered. 

A computer can help you write and format your r6sumC. If you have access to 
a personal conlputer you can quickly and easily develop a polished r6sum6 by using 
a r6sum6 software package. You have simply to type in employment, education, 
and personal data in response to questions or spaces that appear on your screen, 
the computer automatically formats your r6sum6 so that it looks impressive when 
printed. 
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16.6 WRITING A GOOD COVERING LETTER 

A CV is usually sent with a covering letter: without it, the job application is considered 
incomplete. Read the covering letter written by Satish Kale in section 16.4. The 
main function of the covering letter' is to draw the attention of your prospective 
employer to your job specific qualifications and skills. The covering letter should 
make the employer feel that you are genuinely interested in the job, and are eager 
to join the organization. This is the first document that your employer is likely to 
see; therefore it is important that you create a good impression. 

In the first paragraph of the letter you usually begin by telling the reader how you 
got to know about the vacancy: through an advertisement, through a friend, or 
whether you were approached by the organization. Here are some phrases that 
are often used: 

.... This refers to your advertisement in The Times of India dated 

With reference to your advertisement ..... 

I came to know though a friend, Mr. ... that there is a vacancy in the Personnel 
Department in your company 

In case you are posting a rksumk to the organization, though there is no news of 
a vacancy, you may begin your letter in the following way: 

I have recently graduated from Maharshi Institute of Technology and would like to 
be considered for a system analyst's job when there is a vacancy in your company. 

Here, you need to introduce yourself, tell the employer who you are and why you 
are writing the letter. 

In the next paragraph you quickly state the educational qualifications, experience 
and skills that make you suitable for the post. The covering letter should not exactly 
repeat the information given in the CV. It should complement and develop the 
information. Here, you can write your reasons for applying for the job and emphasise 
your suitability. Your writing should indirectly show that you are aware of the main 
functions of the company and the expected duties of the job you are applying for. 

The last paragraph should show your keenness to join the job, and your availability 
for an interview. You also need to specify what documents you have enclosed with 
the letter. Finally, don't forget to sign the letter! 



In this unit, we discussed different types of CVs and their structure and function. 
In writing a pod CV and a letter, it is necessary that we are able to decide what 
skills are most important fol- different positions and present them in such a way that 
the prospective employer can quickly and easily evaluate your qualif~:ations. 

16.8 ANSWERS TO ~ A E C %  YOUR PROGRESS 
- - - - 

Maqjula Kashyap's CV: Contact details, Education, Experience, Skills and 
Referees 

m a 1  Kar's CV: Personal details, Education, Presentations, Skills, Reference 

Kranti Kumar's CV: Objective, Technical experience and C-cation, Education, 
Hobbies, Personal Details. 

Writing A CV 
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The three CVs are for different positions, and therefore require the information to 
be presented in a different order. The first CV is from a person who has some 
experience, though tbe degree is the most important point. The second CV is from 
an academic scholar with no job experience. The third CV is for the Idonnation 
Technology industry and presents the skills apd technical experience first, since 
these are more likely to be considered than the educational qualification. . 
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(Please answer with your ini 'dual particulars) 

1. Tour Guide. 1994-1W, Kakativa Sheraton. ,Hpderabad As a tour. guide, 

greeted and received tourists at hotels 

led tours of Hyderabad and explained the history of the city 

conducted a training programme for new tour guides 

prepared a handbook on tourist attraction in the city ( which is being distributed to 
d l  burists). 

2. Phvsician in MGM Hos~ital. Hubli. 1998-2008. 

worked on welfare programmes, care and counseling 

handled cases in drug addiction, personality disorders, psychosis and stress in 
groups of all ages . have prepared a course on dealing with drug addiction 

have conducted new employee orientation and refresher courses 

Raman Kumar 
A.I.U. House, 
16. Kotla Marg, 
New DeE-110002 
98 1 10786453 
ramankk@ rediffmail.com 

: 13 May 2007 

Ms Nalini Dayal 
Visakhapatnam Sales Office 
Alibaba Seapaort Ltd., 3 1/206/8B 
Daba Gardens 
Vishakhapatnam - 530020 

Dear Ms Dayal, 

I wish to apply for one of the positions you advertised in today's Deccan Chronicle. 

Ism- years old and am at present working in Tito Arabian as an export clerk. 
My recent work has involved working in a team in the export department of my 
fm and I have developed skill in dealing with foreign buyers on the telephone and 
in writing, mainly using English. 

I speak fluent Spanish, as I was in Mexico for seven years when I was a child. 
I-speak and write reasonably good English and can manage with conversational 
~rench. 



As you will see from my enclosed CV, my qualificatl, 1s are good, and I think I will 
be able to make a valuable conhibution'to your firm. 

Writing A CV 
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I am available for interview at any time except for June 12th to 16th. My phone 
number is 98110786453. I look forward to hearing from you. 

Sincerely, 
Raman Kurnar 

NOTES 



UNIT I7 L-: STRUCTURE AND 
CONVENTIONS 

Structure 

17.1 Objectives 

17.2 Introduction 

17.3 The Envelope 

17.3.1 The Addressee Name and ITTtle 

17.3.2 Information in an Address 

17.4 The ktter-opening 

17.4.1 Date 

17.4.2 Addressor's Name and Address 

17.4.3 Reference 

17.4.4 Salutation: Dear Sir 

17.5 The Letter-ending 

17.5.1 Thanking You 

17.5.2 Yours Obediently 

17.5.3 Signature 

17.4 Formats - Block and Indent 

17.7 Let Us Sum Up 

17.8 Answers to Check Your Progress 

The purpose of the unit is to introduce you to 

' a the infon~l;~lion usually found in a letter, and 

a how these pieces of information are usually arranged in a letter. 

~ o s t  of us use the telephone so often for our work and personal communication 
that we wonder if we need to write letters at all. It's true that people often phone 
now when, in the past, tbey would have written a letter. But we still need to write 
effective letters. Job seekers write letters applying for jobs. We write letters to find 
out about academic courses offeredlavailable in a college, to order books from a 
bookshop, to invite a guest to a function where we work or,study, to lodge a 
complaint, to ask how to use a software package, or maybe to resign from a 
committee or club. 

A recent TV report informed viewers that the Indian Post Office handles 100 
million pieces of mail every. day. That's a lot of letters! And letters are an important 
part of communicating with your friends, relatives, customers, and colleagues. But 



how many letters actually get their messages acros and achieve their purpose? 
Surprisingly few. Why does this happen? 

Letter-writing is a skill in which cusiorns and conventions play such an important 
role. Different cultures and languages have their own conventions. You probably 
know how to begin and end a letter in your language. In English, a letter often ends 
with the conventional phrase "Yours sincerely", even if the letter writer was actually 
not sincere at all. Imagine you get a letter "Why haven't you replied to my letter?' 
and ends with "See you soon!" Such words might be acceptable in personal letters, 
but would look rather odd in a business context. The conventions of formal letter 
writing are quite different from personal letter writing. - 
This unit on letters charts a way through various conventions in letter writing. But 
instead of taking the perspective of the letter-writer, let us for now'put ourselves 
into the shoes of the Wer-reader. Let us begin at the beginning - from the time 
we receive a letter to the time we finish reading it. 

The envelope is an essential part of your letter. We want the letter to reach the 
person to whom it is written (addressee) safely and quickly. For this, the addressee, 
we need to write to addressee's name and address correctly. Let us fmt look at 
the way write a person's name and address the person. 

How do we address people? A very simple formula. Remember, 
Mr for all men who do not have another title (e.g., Mr G 

Ravikanth) 
Mrs for v m e n  only if you are sure they are married (e.'g., 

Mrs Ashwini Sahu) 
Miss for girls and unmarried women (e.g., Miss Farida 

Anjum) 
Ms for women if you are not sure whether they are 

married or not. (e.g., Ms Naina Batra) 
Master for boys (e.g., Master Ramesh Reddy) 
Prof. for a university professor (e.g., Prof: B Vasudevan) 
Dr for a doctor of medicine and if it applies to a person 

who has PhD (Doctor of Philosophy) (Dr Milind 
Prabhune) 
for priests (The Reverend) (e.g., Father Saxton) 
for nuns. (e.g., Sister Cassilda) 

Names can be written in different ways. For example: 
Mr Albert George Brown 
Mr Albert G Brown 
Mr A. G Brown 

Usually, when writing to foreigners, we put the first name first and the surname (or 
the family name) second. However, it is a custom in South India tq put the family 
name first, usually as an initial. For example, 

Many times you do not know the name of the person you a& writing to. This 
happens when jou wish to write a letter of enquiry, or to ask for information or to 
make a booking. There are several possible titles to consider when writing such 

Letters: Structure and 
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a letter and addressing the e.,velope. H&e are some that are safe to use until you 
know the person's name or correct title. 

The Secretary 
The Director 
The General Manager 

The Manager 

_ --nment departments - head offices 
institures or local organizations 
head offices of business organizations, 
commercial companies and large hotels 
small firms, travel agencies, banks, branch 
offices of big f m s ,  local shops 
colleges and schools 

These may be used only for the first correspondence. Once you receive a reply, 
the letter will be signed. So you will have a name and a designation. This should 
be used for future correspondence. 

India has over a billion people and there are the number of addresses in this country 
runs into millions, and you want your letter to go only to one of them. If it is to 
go to the right one, the address on the envelope must be correct. 

Look at these two addresses. Do you think these letters will reach the addresses 
safely and quickly? W h y m y  not? 

GuptaR. T I  
435 South Vasant Vihar 
Road No. 7 Lanka 
Varanasi 22 1005 

Mr R. Gupta 
Road No. 7 Lanka 
varansai 

Letter 1 will reach its destination fast but not Letter 2. The address is incomplete 
and there is no pin code. Let us find out how a address should be written on an 
envelope. 



Iiere is the form of a typical address: Letters: Structure and 
Conventions 

name of the 
house/aparto~ent 

45  ad Hussian Lane 
areallocali tv Farid Baza 

The name of the city n 

person 

of the street or 
road 

The pin code is the Postal Index Code. In Britain a pin code is called a postcode 
and in the United States a zip code (zip = zone improvement plan). When you 
look up a number in a telephone directory, it becomes easier to locate the person 
if you know the address and the pin code. 

The Postal Department, India Post, has recently released a series of advertisements ' 

with the slogan, " Inlpossible for others, but India Pose delivers it to every 
Indian.". Here is a sample address from this advertisement. 

Shambhunath (Shambhu) 

House No. 5, Behing Shiv Mandir 

Tital Village, Distt. Nasik 

Maharashtra 

India Post in the largest postal network in the world. 

If you are writing to someone for the first time and do not know the pin code, just 
write the address without it! It will reach the correct address though it may take 
a long time to get there. But it is better to write it if you know it. 



Writing 

A common belief is that a letter is effective if it has said what it wanted to say. 
That is if the reader has been able to retrieve the information we've put in the letter, 
it is presumed to have achieved its purpose. But there is much more to letter writing 
than mere transfer of information. 

Every letter that goes out should look attractive and should impress the one who 
receives it. Many times, you write to a person you have never met. That means, 
your letter reaches the person before helshe meets you. Also, it is quite possible 
that the person you write to will never get to meet you, and hislher only acquaintance 
with you will be through your letters. Any impression that this person has of you 
is through your letters. Therefore, it is important that our letters are smart and 
impressive. 

Let us find out how we can make our letters look smart and attractive. Look at 
the opening of this letter: 

Farida Begum 
18. 14"' main 
Koramangala 
Bangalore 56000 14 

To: 
Mr. Rakesh Mittal 
#3 (Old 116) 28" Cross 
7 Block, Anna Nagar 
Chennai 6000 16 

Dear Sir, 

Ref. LGn61/Dn/2004 



(1) who the letter is from 

(2) who it is addressed to 

(3) when it was written and 

(4) what (in short) the letter is about. 

Any letter should necessarily have these pieces of information, 

A common way of writing a letter is to put your own address on the top left 
hand comer. This helps the person who gets the letter to write to you in reply. 
In a business letter, it is helpful to give as complete a-contact address as possible. 
We should always write our address on a letter, even if the person we are writing 
to knows it already. The form of an address is the same as that shown in the earlier 
section (17.3.2). In case we are writing on a letterhead, we need not give the name 
and address once again. 

This is how a letterhead looks: 

- + b*n NATIONAL COUNCIL OF EDUCATIONAL 

*-- @ RESEARCH AND TRAININQ 

Sft W&U 9Ff. 110 016 SRI AURODINDO MARO. NLW DCLnl 1 10 0 16 

un amtim zeslolos h~ +91.11.26310105 iacl,md PIIONC orr 26510 10s   AX + 9 l  11-2651010s 

I-43 jdnccrtOyaha, cam -1 C ttlail. JrlncerIBynlIoo caln 

Prof. G. Ravindra 
J o ~ r ~ r  Ikrertor 

May 23.2007 

In a personal letter, the address need not be fully given. We might put just the name 
of a city, of a locality, or an institution or a house. 

17.4.1 Date 

Next comes the date. You may write: 

January 1, 2005 
1 January 2005 

Jan 1, 2005 
1/2/05 

1 You can see that we can put either the date first, or the month ; both ways are 
acceptable. In India, we usually give the date in the order - daylmonthlyear. 

: However, Americans usually prefer the order - rnonth/day/year. This difference 
' could give rise to a problem. For example, you write a letter to an American on 

I 2.1.2005. He might think the letter to be written on the first of Febeary rather than 
the second of January. To avoid such confusion, you can use words instead of only 

i 
numbers. It is better to spell the name of the month. 

British American 

1 January 2004 January 1,2004 

lS January 2004 Jan 1, 2004 

1" Jan 2004 

1 Jan 2004 

Letters: Structure and 
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In an official or business leaf .- *he name and address i f  the person you are writing 
to comes next. 

A businessperson who writes a lot of letters naturally keeps a record of them. S/ 
He gives each letter a reference number of some sort, though it may be only his/ 
he?. initials. When you answer such a letter, it helps if you mention the reference 
number; your reply would then be linked with an earlier letter sent to you. A 
reference line looks like the following: 

Ref. LG/261/Dn/2004 
- 

and is usually placed at the centre between the receiver's address and the greeting. i 
Many people do not have a reference line but give the reference in the first line 
of the letter. For example: 1 

With reference to your advertisement in the Times, dated 23 '* March, 
With reference to your phone call today, 
Thank you for youi letter of March, . , 5,2004. 

i 
1 

We normally don't require a reference in informal letters that we write to friends i 
and relatives or the full address.! 1 

i 
: 

Look at this opening of letter. 1 

Latha Krishnan 
78, Kailash Colony 
Pune 412 019 

The General Manager 
Flee Bag Hotel 
Garden Path 
ooty 

~ I ~ p p l i c a t i o n  for the post of the PurchaseManger 

Dear Sir, 

Application for the post of the purchase manager - is a subject line that helps 
the reader find out what the letter is about. It is not necessary to state that it is 
a subject, just like we don't need to mention "Date", 'To" and "From". The subject 
line should be short - not more than five or  six words, so that it fits in a line. We 
can highlight the subject line by underlining it or putting it in bold. 

17.4.4 Saiutation: Dear "' , 

In all, nearly all, the letters we write in English, the first few words usually are: 
Dear Sir! In most cases, writing 'Dear Sir' is not a problem. But what happens 
when you are writing to a woman? If you know this, you should address her as a 
woman. We are not too sure whether women would like to be called "Sir" no less 
than men would like to be called "Madam"! Therefore, when we do not know the 
gender of the person, we write "Dear Sir or Madam"! 



Should all letters begin with a Dear Sir or Madam? LJO, not really. Let's take an 
example frorn a telephonic conversation, to show wher and why not to use Dear 
Sir and Madam. 

Letters: Structure and 
Conventions 

Imagine that you wish to speak to the Principal of a college. You put through a call and 

Request A: ask to be connected to the Principal 
Request B: ask to be connected to Dr. Jagdish Pande (who is the Principal). 

Would the response to the two requests be the same? Never! It is quite possible 
that in Request A, you will end up speaking to an assistant rather than the Principal. 
But if you show that you know the Principal, it is likely that you will get to speak 
to him dirkctlp and fast. In a letter too, if the letter is a formal one, and you know 
the name of the person you are writing to, use it in the greeting, with the proper 
title. For example: 

Dear Dr Pande 
Dear Prof. Rekha Singh 
Dear Ms Anita Pereira 

Note that in :I greeting we never write the person's initials, therefore do not write 
"Dear Dr I. Pande". In south India, most people do not have a surname, and 
choose to use their family name as an initial. In a greeting, we should write the 
name, they treat as their last name. For example, 

R Madhukar is greeted as Mr Madhukar and 
P Vasudha as Ms Vasudha 

In informal letters, the greeting is more personal. We greet a friend by his or her 
first name, or by its short form if that is commonly used. For example, to your 
friend, Mrs Meena Sharma, you can write 

Dear Meena or Dear Meenu 

Apart from "Dear", which is a generally used greeting in both formal and informal 
contexts, there are a few others we can use only in informal contexts, when we 
write to close and loving friends, and relations - My dear, My dearest, and Dearest. 

Now that we have looked at the different necessary items in a letter-opening, let 
us focus attention to some words which are unnecessary and should be omitted. 
They are the words - date, to and from. 

We find many letters which say: Date: 2.1. 2004. We do not need to specify that 
2.1.2004 is a date. In case we think the date 2.1.2004 can be mistaken for something 
else, it would be better to put it in words - 2 January 2004. There is another 
advantage in giving the date in this way. 

Again, like writing 'Date', it is redundant to write 'To' and 'From'. This is because 
the convention is that the address on the top is that of the person who sendlwrites 
the letter and the one below it is that of the person who receives the letter. To 
give 'To' and 'From' is not only unnecessary but also insults the reader's intelligence. 



Writing 
d Check Your P m g k s  3 

Set out all the following as it would appear at the top of the letter. d include the 
greeting. 

. Writer's name and address: Kulwinder Kaur, 261 Harnam Surjeet 
Apartments, Babaji Khalsa Road, New Delhi 1100012. Subject: Application 
for the post of Design Applications Manager. Date: 14 February 
2004.Receiver 's Address: Mr Vineet Kumar Saxena, The Vice President 
(HR), Alpha-Eastern Engineering Ltd., C- 123, Chandra Bose Sarani, KoIkata 
700003. - 

!. Writer's Address: Claire Patrick, 261 Hallam Tower Road, Sheffield, 
S14 2AR. Date: 10"' January 2004. Reference: ADP/6/OST/04. 
Receiver's Address: The Secretary, Bureau for Educational Visits, 
Seymour Mews House, Seymour Mews, London W 1H PE. 

THE LETIZR-IjNDING 

Let us look at the ending of this letter. 

Thanking You, 

Yours obediently 

Aplications Manger, 
Zodiac Global Solutions Ltd. 

We find many letters ending with the phrase "Thanking you". Do we really need 
it? Many would feel that it is a convention and has to be used. Today, it is treated 
as a meaningless phrase and should not be used unless there is a strong reason for 
it. 



Actually when we make a request to someone, we i that we should thank him1 
her in anticipation that our request will be granted. Tihis doesn't really sound nice. 
It is as if we are almost telling the person that we know 3ur request will be granted, 
or that we do not have the time to write once again and thank himmer if our request 
is granted. 

Well, if it is a thank you-letter, and we want to assert that we are grateful, we can 
use the following expressions at the end: 

Thank you 

Thank you for your support 

Thank you for your help 

Thank you very much. 

If there is no reason to thank the person to whom we write, it is good to drop the 
phrase - you and or the meaningless phrase - Thanking you. 

This is a phrase we no longer use, though many government officials still end their 
letters to ordinary people with the phrase "Your obedient servant". We no longer 
use phrases like - Yours humbly, Yours faithfully I remain yours /your (servant) 
forever. 

What we use today are 

Yours sincerely, 

Sincerely yours, 

Sincerely, 

Yours faithfully, 

.Faithfully, 

Yours cordially 

Yours truly 

x Yours' I 
X Your's 

4 Yours .' 

Letter-endings depend on the form of greeting used. 

Yours faithfully is more formal and matches the greeting "Dear Sir or Madam". 
"Yours sincerely" is less formal and matches the greeting "Mrs. Krishnan", "Prof. 
Gurudas". The letter closing and the greeting indicate the tone and the relationship 
between the writer and the reader. If we are on the first name basis and the 
business letter is very informal, we may use, "Yours cordially" or "Yours sincerely". 
These phrases are known as the complimentary close. 

Formal letters 
Addressee 

The Principal 

The Secretary 

Miss Carol Green 

Mr Anand Kumar Jain 

Greeting 

Dear Sir or Madam 

Dear Sir or Madam 

Dear Miss Green 

D e a ~  Anand 

Ending 

Yours faithfully, 

Yours faithfully, 

Yours sincerely, 

Yours cordially, 

Letters: Structure and 
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Writing In informal letters, we use phrases like, 

With love, 

Yours, 

Yours ever, 

With all my love, 

With warm regards, 

Look at these signatures. 

In 1, can you say who wrote the letter? The writing is almost illegible. The reader 
would not know who to write back to. In case your signature does not give your 
name clearly, it is advisable to write your name in block letters after it. 

(Chandra Kala Shukla) 

Even if our signature is legible, it is a convention that we write our name in block 
below it. We should write the name clearly so that it is clear that the writer is a 
man or a woman. For example, C. K. Shukla could stand for Chetan Kumar 
Shukla. Remember, that in no case should your letter go unsigned. 

What is the problem with the signature (2)? We usually use Mr I Miss I Mrs /Dr 
/Prof. with our names when we sign. 



17.6 FORMATS - BLOCK AND INDENT 

Look at the layout of these two letters: 

1. 2. 

Preeti Nigam 
Krishna House 
48 G N Chetty Road 
Chennai 

21 April 2004 

Mr George Palkiwala 
The Secretary 
YMCA Football Association 
Hy derabad 

Dear Mr. Pallciwala, 

In reply to your enquiry of 16 
November 2004, I have pleasure in 
sending you the lists you requested, 
with address and telephone numbers. 

The papers also contain general 
information for those intending to stay 
it the hostels. 

Yours sincerely, 
(Pmti Nigam) 

Preeti Nigam 
Krishna House 

48 G N Chetty Road 
Chemai 

21 April 2004 

Mr George Palkiwala 
The Secretary 
YMCA Football Association 
Hyderabad 

Dear Mr. Palkiwala, 

In reply to your enquiry of 16 November 
2004, I have pleasure in sending you the lists 
you requested, with address and telephone 
numbers. 

The papers also contain general information 
for those intending to stay it the hostels. 

Yours sincere1 y, 
(Preeti Nigam) 

Letter 1 has a block format, where all the lines - the addresses, the date, the 
greeting the paragraphs of the letter, the complimentary close and the signature- 
are all aligned to the left margin. No lines are indented. Letter 2 has an indent . 
format. The sender's address, the date, the complimentary close and the signature 
are aligned LO the right margin. 

Check Your Progress 5 

I Given below are words and phrases that indicate positions for specific elements I 
I in a letter. Look at the sample of letters above a& put these words and phrases I I in the right boxes. I 
I I I left had side of page 

I top right hand corner I I right hand side of the page 
I bottom right hand I I indented 
I left aligned I I top left hand comer 

bottom left hand I I 
I Elements of a letter I Block format 1 Indent format 1 
I Your address I I I 
I Date 

I 
- - -  

I 

Greeting I 

Letters: Structure and 
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Paragraphs 

Complimentary Close 



Writing 

17.7 LE'F US SUM UP 
In this unit we have looked a[ . structure of letter. There are many things we 
need to remember while writing a it;:tt:r. Remember 

a Not to use 'To' and '~rom'  in the inside address. 

a Not to say 'Date: 2.1.2004' 

a To use 'Dear Sir or Madam' when we do not know who we are writing to 

a To use subject line, but do not label it 'Sub' or 'Subject' 

a Not to end all letters with 'Thanking you' 

a Never tonsend a letter without your signature 

a To use either a block or an indent format, and not a mix of the two. 

17.8 AN!SWEW TO CHECK YOUR PROGRESS 

Check Your Progress 1 

1. Mr G Shashibushan Rao Mr Nirmal Kumar Das 

Mr G S Rao Mr N. K. Das 

Mr Nirmal K Das 

2. Mrs Surabhi Suman Mitra, Mrs. S. S. Mitra 

3. Miss Nancy Andrews, Ms Nancy Andrews 

4. The Manager, 
State Bank of Maharashtra 

Mr Robert Ravi Devanna 

Mr R. R. Devanna 

Mr Robert R Devanna 



c&ckyl&lrmvpeas4 

Formal. 
Addressee Ending 

The Director Yours faithfully/ Faithfully yourslFaithfully 

Th& Secretmy Yours faithfully/ Faithfully yourslFaithfully - 

Mrs Monica Dalal Yours sincerely1 Sincerely yoursl Sincerely 

Mr Suresh Mathur Yours sincerely1 Sincerely yoursl Sincerely 

Informal 
Miss Kavitha Seth With love, With regards 

Mr G Pranesh With love, regards 

CIoctYan-a G 

Letters: Structure and 
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UNIT 18 THE LANGUAGE OF FORMAL 
LETTERS 

Structure 

18.2 Objectives 

18.2 Introduction: The Language of Formal Letters 

18.3 Use a Formal Style 

18.4 Tailor Your Style to Get Results 

18.4.1 A Personal and Friendly Style 

18.4.2 An Impersonal and Indirect Style 

18.5 Avoid Overused Phrases 

18.6 Make Your Letters Gender Neutral 

18.7 Let Us Sum Up 

18.8 Further R'eading 

18.9 Answers to Check Your Progress 

In this unit we discuss the language we use in formal and informal letters. We will 
take a specific look at the choice of .words and phrases, style and tone of formal 
letters. 

18.2 INTRODUCTION: THE LANGUAGE OF 
FORMAL, LETTERS 

In Unit 1, we discussed the basic phrases (Dear Sic Sincerely, Thank you, Best 
wishes ...) that are usually found in a formal letter. These phrases are used as a 
kind of frame to introduce the content of a letter. By using these standard phrases, 
you can give a professional tone to letters in English. In this unit we will look at 
the language and content of formal letters: letters to offices or business houses or 
to professionals. 

In this age of advanced electronic communications, composing a well-crafted letter 
is no less important than it was earlier. We still depend on letters as a means of 
communicating our professional, business or consumer interests. Our letters frequently 
express a point of view, make a case, register an opinion or profess a need. This 
purpose requires the writer's language to be precise, formal, friendly and polite. 

Let us first begin with an exercise to show you what we mean by a f o d  style, 
and how this is different from the style we use in friendly personal letters, we write 
to our relatives, parents, and friends. 

Look at the box given below. The box has words and expressions with similar 
meanings, but with a different "register" ox style. One set of expressions, is used 
in informal letters and thi: other in formal letters. 



. t 

I The Language of Formal Letters I lnlormal I F0rmi.1 , 

(a) Hi Dear 

(b) putting me up your hospitality 

(c) when I was in , during my visit to 

(dl SOW Please accept my apologies 

(el that I haven't written for not writing to 
- 

I ( 0  I when I got back 
- - - -- -- 

on my return 
. 1 

(g) workmates colleagues 

01) go on proceed 

6) straight away immediately 

I ( i )  
great that you were able to very kind of you to 

(k) pass on convey 

0 thanks gratitude 

The dictionary often gives you information about whether a word or expression is 
formal or inl'ormal. 

Now let us do a task that has been adapted from an online dictionary. If you are 
confident using the net, you-can visit the site 

w 
Can you now complete these letters with the expressions above? First, try to 
find out by quickly reading the letter, whether the letter is an i n f o m l  or .a 
f o m l  one. It is easy to fill in the blanks once you have' identij?ed the style 
of the letter. 

PowerSafe Peers House 
Sardar Patel Road 
New Delhi 

(a) - Parimal, 

I am writing to thank your for (b) 
(c) - Hyderabad (d) last week. 
Please accept my apologies (d) 
earlier, but I have been busy with work 
(e)- . 

It was (g) and your (h) 
to meet me and your comments and 
suggestions were very useful and 
informative. I am confident we can now 
(i) - with the EDF project (j) . 

Thank you again for your invaluable 
input and please (k) my (I) 
to your colleagues. 

With best wishes, 
Hussein Fida 

- 
PowerSafe Peers House 
Sardar Patel Road 
New Delhi 

(a) - Parimal, 
Just a short note to say thanks a million 
for (4- (c)- Hyderabad last - 
week. Sorry (d) befo~e now, but 
I've been pretty busy with things since 
(el - . 
I had a great few days with you and it 
was (g) - to show me round where 
you work. it was really interesting to see 
what you do and I thought your (h) 
were really funny. Well, for me, it's back 
to, my studies. I need to (i) with 
writing up my project (j) . 
Please say hi to your housemates and . 

( k )  my (1) - to them for letting 
me stay. 

Love, 
Hussein Fida 



Writing As you can see, the choice of words and expressions change the register of the 
letters completely. When we write for prof&ssional, official purposes, we use a 
formal style. 

As we have shown in the table above, formal letter writing (for e.g., immediately) 
is different from the chatty, conversational style (for e.g., straightaway) we use in 

' 
our friendly email messages. That is, we normally do not use slang and colloquial 
expressions like "guy", "bloke", "I was cheesed off' in formal letters. But the 
language of formal letters is also different from the specialized language we find 
in legal contracts and reports. In the majority of formal offiMal letters and email 
messages we write and receive, we find a style between these two extremes. 

'Read the three letters below, and pay close attention to the language each of them 
uses. Text X i s  an informal letter written to a friend by another friend. Text B 
is a formal email written by the Head to his team members in a Sales department. 
Text C is an extract from a very formal legal docdent  on copyright. . 

- 

Hi Maya, 
It's been a while since we TO: Sales Department Members 

wrote, so I thought I'd drop you FROM: H.C. Chambers 
a line to bring you up to date with SUBJECT Monthly Results 

what's been happening here. 
Nalin got a fantastic job in The numbers are in and I am 
January. That means, we can relax proud to inform you that our 
a little. I still don't have what I total sales for the period of April 
really want work wise, but it will 15th through May 15th 

happen soon. You have to stay amount to $358,466.00, which 
positive, don't you? represents a 10% increase 

My parents are both fine, and I over our sales for the preceding 
period. - think they are really happy that 

we've moved back to Delhi. For 
us, iks great to be so close to You have achieved the gpal we 

family again, an extra sense of established in the first week 

codoi t  and security. of April, and you are all to be 
So, what about you these days? highly' commended for your 
Are you still stuck in that old job? achievement. Congratulations! 
Since I've been having so much 

. trouble getting a job I understand 
your reluctance to change. There is 
nothing worse than filling in endless 
application forms, with no idea of 
what it will lead to. 
Anyway, I've got another form to 
fill in so I'll end now. 
Love, ' 
Payal 

A S S I m  OP ' C B ~ f F O  

~~~=m-,*-wrdlnmq.-lld 
a s $ Q U s - i l l ~ @ ~ ~ - * . ( t W r i $ 4 W W d  
~ i g i P d t ~ t % g ~ ~ ~ . . . T h a ~ ~ o f  - ' 

&*is-, * 
& - - e p ~ d m * d . i d ~ q * l i l $ r h b h & d l  
b * ~ = ~ W c . S d r c u . m ; n a r d r i ~  

SQdcr# te rMd~f f i , ~o t ,  19, 
- - 

- - 



Always remember, writing that is too formal can sound unfriendly, and an overly The Language of Formal Letters 

obvious attempt to be causal and informal may strike the reader as insincere or 
unprofessional. In using a formal style, we have to ensure that your style is businesslike 
without being stuffy. The tone should suggest that you are sensible, objective, 
interested in facts and courteous. 

- - 
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I 
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18.4 TAILOR YOUR STYLE TO GliZ' m e '  
t 

We have seen that formal letters limit our options about the kind of language to use. 
But we do still vary our style depending on the purpose of the letter. ' Sometimes 
we want to make an impact, so we adopt a forceful style. At other times, we find 
that a passive style is preferable. Sometimes, when we are selling or promoting 
a product, we find a personal style works wonders. In making a complaint, an 
impersonal style sounds less offensive. Sometimes, especially in letters thanking 
and congratulating people, a style where we use many adjectives is more apt. 

Style is the way we use words to achieve a certain tone, or an overall impression. 
We can vary our style - our sentence structure, the vocabulary - to sound forceful 
or passive, personal or impersonal. The right choice depends on the purpose of the 
message and our relationship with the reader. 



Writing The first step toward getting the tone right is to think about your relationship with 
the reader. Who are you and who are they? Are you friends of longstanding or are 
you total strangers? Is the reader your senior (in age, occupation and experience) 
or your equal? 

Though formal letters are not conversational they definitely have to be friendly. 
What do we mean by the term 'friendly'? Friendliness in official discourse suggests 
that we show a consideration for the readerlthe receiver. If we just stop and think 
how the other person is likely to receive your communicatiori, we will be able to 
prevent misunderstandings, and will make sure that it doesn't offend our readers. 
The simple test we need to use here is: "How would I feel if I received this letter? 
Would I want to answer this letter? " 

The second test is to take time to consider the purpose of our letter. Obviously, we 
want the message to reach our audience, and we will probably want the reader to 
take some action in response to our message. Once we are clear about the message 
and how we wish to express it, the tone of our letter will become clear. 

Let us see what Nalin, Payal's husband did, when he got this 'fantastic' job offer. 
He has been offered the post of a Training Manager in EXCEL Systems, and he 
wants to write a letter saying that he is accepting the job. But he is unsure of the 
tone he should take in the message. He asks himself, "What do I want to say in 
my letter? I want to inform them that I have decided to accept the position, I want 
to thank the company for the offer, and also establish goodwill with my new co- 
workers." So Nalin is quite clear what he wants to say in his letter, so he assumes 
a tone that shows that he is happy about the offer, and is enthusiastic about 
beginning a new job. 

a Knowing what to say and 

a Knowing how to say it 

has set the tone of the letter for Nalin 

In this section, we will try to illustrate different circumstances, where a particular 
style. seems to be more effective than others. We 'lwill give you examples of the 
following styles we use in formal letters 

a A personal and friendly style 

a An impersonal and indirect style 

Today, the world has changed, and we find that sales promotion letters from banks, 
credit card companies and shopping malls use language which is personalized. 
These companies know that readers would want to read a letter if they feel that 
there is someone at the other end of the letter (the writer, or the company) who 
is taking notice and showing some interest in their concerns. Read this letter, and 
see how the writer (here, ICICI bank) has personalized the letter. 

Dear Customer, 

At ICICI bank we have always understood the value of your time. ' 

That's why we have recently introduced the one-stop, single point FAST 
FORWARD service, especially for privileged customers like you. As an 
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, . esteemed customer with a quarterly average balance of Rs. 1,00,000 and 

above, we are sure you will welcome special facilities aimed at saving time 
and enhancing your experience with ICICI bank. Our FAST FORWARD 
service is intended to make banking easy, convenient and fast. 

How does it work? Simple! To avail of this service, all you have to do is 
head for the fast forward service counter at your branch and show your 
FAST FORWARD privilege card. This service is available to you whenever 
you visit us for your banking needs. 

I am conjident that you will find our FAST FORWARD service convenient 
and prompt. I look forward to helping you grow your business. 

Warm regards, 
Anup Bagchi 
General Manager 

7 

The letter sounds friendly and 
personalized, it makes the reader feel 
good and dtnsn't sound like a computer- 
generated routine letter (though it is!). 
How does the letter achieve this tone? 
It uses I, you and we with ease, and 
not the third person o,r the impersonal 
'the ICICI bank'. The first line of the 
letter could have been a very impersonal 
"The ICICI bank understands the value 
of the customer's time." Instead it uses 
"at ICICI bank, we ..." and "of your 
time". The letter also uses a direct 
active voice. It uses questions and easy- 
to-understand language ("How does it 
work?"). The letter refrains from 
overusing the passive voice (like "Our 
fast forward is intended to.. ."). 

Dictionary entrv ( OALD 20001 

personal adjective 
mofficialj not connected with a person's 
job or official position: The letter was 
marked 'Personal'. I'd like to talk to you 
about a personal matter. Please keep 
personal phone calls to a m i n i m .  
pone for personl made or done for a 
particular person rather than for a large 
group of people or peoplk in genera1:We 
offer a personal service to all our customers. 
loffensivelrefening to a particular person's 
character, appearance, opinions, etc. in a 
way that is offensive: Try to avoid making 
personal remarks. There's no need to get 
personal! 

Look at the dictionary entry on the right. OALD (20MK)) gives us seven 
meanings nf the word 'personal' i f  which we have listed three for you. When 
we use tht: term 'personal' in fonnal letters we are using the second sense 
- whelp  he reader gels a feeling that a letter is being Written for h i d e r  
rathr than a large group of people or people in general. In the context of 
business I~tters, it should not be made to mean giving penonal information 
that is not official or making personal remarks which can be offensive. 

When we use words such as I, we, you, your, my, and our in letters, our writing 
becomes much more readable. A personal style exudes warmth, and sounds just like 
one human k ing  talking to another. 

However, the use pf personal pronouns like I and you, may not sound proper in a 
letter of complaint. Compare: 

You have qot paid your telephone bill. When can you pay it? 

The bill has not been paid.' Kindly let us know by which date it can be paid. 

The second (the bill has not been paid..) sounds less accusing and offensive. 

Therefore, if you feel that you need a personal a n d m n d l y  tone in your letter, 
you may: 



Writing Use personal pronouns, especially: we and you, when saying positive things 

Use the active voice 

a Use short sentences that capture the rhythm of ordinary conversation 
,. 

a Direct questions at the reader 

We have said that a personal and direct letter is usually good to receive, but this 
is not true of all occasions. Read the following letter: 

I regret to inform you that wemust your application for admission . . 
into our law college programrnt. We cannot accept your @phhm 
because -were send it on or before July 9. We have 
stated clearly in our college catalogue. We have also printed this 
information on tbe application*form. 

Ye have made every effort t~ prevent late: applications: therefore 
v exce~tipaas. We deeply regret any inconvenience 

associated with your reply. 
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Would like to receive this kind of letter? The letter is in a style so direct that it may 
offend the reader. The statements - we must reject. ... we cannot make exceptions, 

.. you were supposed to. are blunt statements that are likely to cause pain and 
anger. In giving bad news, a personal style of this kind can be offensive. Now read 
a revised version of this letter: 

Your application to our law school programme cannot be accepted. The 
refusal is based on the fact that all applications must be received before 
July 9. This policy is clearly stated in our catalogue and has also been 
printed on the application forms. 

In writing bad-news letters (refusing permission, declining requests, making 
complaints) it is often better to use an indirect and impersonal style. 
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B. What is tht diffcrrncc in language? Complete the columns: 

Fact Lnnguage of Lctter A Language of 
Lcm B 

payment not received you have not paid your that your 
hill for the payment for 
Internet service Internet service is mow 

than 60 days ovcrdrrc 

C. Which lettcr do you think is less offtnsivc? And why? 

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

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

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

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

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

............................................................................................. 
A 

18.5 AVOID OVERUSED PIIRASES 
- 

Many people write in too formal a style which contains tired overused phrases like 
we acknowledge receipt of.. .. afler careful consideration.. . Enclosed herewith, 
I am writing his letter to infirm you .... One of the common failings of such 
writing is either using words that are unnecessary or using wordy phrases when a 
much shorter phrase would do. 

Writing in plain simple English makes it easier to understand, and saves the reader's 
(and the writer's) time. Writing in simple English means cutting out useless words 
and phrases. h k  at the following examples with the unnecessary words in bold. 

.... During the c~use of investigations 
also, it should be mentioned that many people ... 
Allow a few days to elapse before speaking with. ... 
You should contact,.,,. 

Similarly, we can use single words for some overused phrases. For example, we 
can use 'soon' instead of 'at an early date' and 'until' for 'until such time that'. 

There we also many words we use that have simpler, clearer or less formal 
equivalents, We can use the simplt word 'get' fot the h a l  word 'obtain'; and 
'help' for 'assistance' TAe simpler, familiar words put us and our d m  on the 
same plane; longer, abstract words make it more difficult to achieve understanding. 
The Amtrim author md hwsist, Mzsrk W n  once worker3 as a journalist and 

\ he wtrs paid s e w  mts word Tor his articles. He clearly expressed his rules for 
s u c ~ l  writing when he said '*I mvtr write mtmplis for seven mts, because 
I can get the s u e  price fix CW. 
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Language and society reflect one another. It is important for us as communicators 
to recognize and respect change in the meaning and acceptability of words. Today, 
with the changing roles.of men and women, our awareness and use of language 
also needs to change. Did you know that 
in Old English, the word girl meant a 
young person of either sex? Now we 
would think it rather odd if we heard 
someone referring to a boy as 'hey, girl.' 
Just as you would not use girl with its 
outdated meaning, you should not use other 
words that do not accurately represent 
the people we are addressing. 

Do you think using a gender-neutral 

language is neces>ary? Or do you think it 
is just an attempt at being politically correct, and should be taken too seriously? 

Read the information in the box to see the way communication is perceived by 

people in the workplace today. 

The English word girl (first documented 
in 1290) originally designated a child of 
either sex. To designate between the 
two genders, a female child 'was called 
a gay girl, while a male child was called 
a knave girl. During the' 14th century 
its sense was narrowed to specifically 
female children. Subsequently, it was 
extended to refer also to mature but 
unmarried young women since the 
1530s. http://en.wikipedia.mg/wiki/Girl 

Let's take another example. Since the majority of physicians historically have been 
male and most secretaries female, the cultural habit is to refer to al l  physicians as 
he and all secretaries as she when their particular gender is not known. One might 
state, 
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Several years ago I received a cover letter and 
r6sumC for an open position. The cover letter 
was addressed to the "Hiring Manager", but the 
salutation was "Dear Sir." I was stunned. That 
this person clearly assumed the Marketing 
Director was a male stunned me. I did keep the 
rksurnk and cover letter on my desk for a couple 
of days, but only to show my colleagues. I did 
not consider the writer fit for my department and 
did not respond to his application. 
http://safari.adobepress.com/00286403 141 
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"Tomorrow I will meet my new 
doctor; I hope he is friendly. I 
don't know hissecretary either - 
I hope she's efficient." 

However, unless one is certain that 
the new doctor is male, it would 
be better to alter the sentence so 
it does not use the gendered 
pronoun "he". Options might 
include: 

"Tomorrow I will meet my new doctor, who I hope is friendly." 

"Tomorrow I will meet my new doctor; I hope the doctor is friendly." 

"Tomorrow I will meet my new doctor; I hope he or she is friendly." 

The pronouns he, his, him, and himself should be used only when referring to a 
male person. It is not acceptable now to use all masculine nouns and pronouns to 
refer to both men and women. Such language is considered sexist. It is safer to use 
the plural pronoun (they, their, themself); he/she, himher, himself/herseif, or use 
you, in letters. 

Human resources has replaced manpower, mail carrier has replaced mailman, 
and chair or chairperson has replaced chairman. We now commonly use flight 
attendant instead of steward or stewardess, and salesperson or sales 
representative to replace salesman or saleswoman. 

Instead of a lady doctor, it is better to say a doctor because lady doctor implies 
that doctors are usually male. Similarly instead of an actress it is better to say an 
actor. Also, we should try to avoid stereotyping. For example, instead of 'both the 
applicant and his wife should sign' we should use 'Both the applicant and spouse 
should sign' because the applicant can be a man or a woman. 



1 W U S  SUM UP 
In short, business letters should be 

formal 

polite and friendly 

positive 

personalized and 

gender neutral. 

These are features of all business communications, and not only letters and emails. 

18.8 FURTHER READING 

Poe, F. W. '(1993). McGraw-Hill Handbook of Business Letter Writing. New 
York; McGraw-Hill. 

Monippally, .M. M. (1997). The Craj? of Buisness Letter Writing. New Delhi: 
Tata McGraw-Hill. 

1 8  ANSWERS TO CHECK YOUR PROGRESS 

Check Your Progress 1 

1. I'll finish now as I'm running out of space. (I) 

2. Thank yc;* for sending me your brochure. (F) 

3. Sorry for not writing for so long. (I) 

4. If you have any further questions, please contact me again. (F) 

5. I must apologize for not contacting you sooner. Q 

6. I look forward to hearing from you. (F) 

7. I'd better finish. (I) 

8. Write again soon! (I) 

9. I wish to apply for the post of call auditor at ACER Industries, that was advertised 
in the Deccan Herald on 22 March 2007. (F) 

, ..:' 

10. It was lovely to hear from you. (I) 

11. Best wishes. (F/I) 

12. It was great to get your letter. (I) 

13. Good luck! (I) 

14. I wish to complain about the temble service at your restaurant.(F) 

15. I am writing with reference to your letter ... (F) 
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1. As a customer, you will be happy to know that the company is gving a 10% 
discount on computers this month. 

2. Thank you for contacting us. I enclose the quotation you asked for.. . 
3. If you have any questions, please contact us at 9886745612. 

4. We discovered that the salary totals were incorrect. 

5. We have not finalized the list of the names and the number of people attending the 
course. 

Thank you for your letter to our director asking for information about our programme. 
You need to complete the appropriate forms so that we can respond to your enquiry, 
so we are returning your letter. We enclose the forms that you need to complete. 
Kindly write back to us, enclosing your filled-in-forms. 

A. List the common factual information given in both the letters. 

1. payment is overdue 

2. no response to emails and telepbone calls 

3. tennination.of service if payment is not made 

Payment not received you have not paid your bill that your payment 
for the Internent service for Intenet service is 

more than 60days overdue 

no response you haven't responded to our our attempts to contact you 
repeated letters and phone by phone and letters 
calls have been successful 

termination of your service will be discontinued we have no choice but to 
service if payment is not received ... discontine your service if 

payment ... you do not make a payment 

4. payment to be'made on or before January 3, 2007 

B. Differences in language 

payment not received 

C. Letter B is more polite and less offensive, because it is written in an impersonal 
and indirect style. 'Letter A sounds harsh and I written in a tone which is accusing 
and threatening. 

Cbcdr Your Pmgmm 4 

A: 1. During 

2. Td 

3. Despite/ in spite of 

4. anything over this 

5.   or 14 days 

6. Up to four people 
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8. I am writing about 

9. Now 

10. As requested 

B. 1. The clerk must check all incoming mail and record it. 

2. The medical profession currently focuses on disease prevention. 

3. A teller shortage at our branch office on Friday and Saturday during rush 
hours has caused custonier dissatisfaction. 

4.. She can influence the outcome. 

5. Wc must take a stand on this pressing issue 

I .  An asterisk may be placed after the principal investigator's name. 

2. Drivers should submit their completed forms at the registration counter. 

3. Supervisors should be at their workstations by 8 a.m. 

4. Students enrolling late must pay an additional fee. 

5. Teachers must communicate clearly with their students. 

6. Writers should use their.own judgment in this regard. 

7. Professors and their spouses are invited to the Presidential dinner. 

8. Please consult your gynaecologist for h i sker  opinion. (or Please get a 
gynaecologist's opinion.) 

9. The author, Jane Seymour, hosted a book signing at Barnes and Noble. 

10. Kindly send a copy to your Chairperson for approval. 



UNIT 19 SOME KINDS OF FORMAL 
LE'ITERS 

Structure 

Objectives 

Introduction: Different Purposes 

Writing Request Letters: Letters of Enquiry 

19.3.1 Replies to Letters of Enquiry 

Writing Goodwill and Good News Letters 

19.4.1 Thank You Letters 

19.4.2 Letters of Congratulation 

Writing Bad News Letters 

19.5.1 Letter of Complaint 

19.5.2 Answering Letters of Complaint 

19.5.3 Declining Requests 

Let Us Sum Up 

Further Reading 

Answers to Check Your Progress 

This unit will help you write formal letters required in many different situations from 
requesting for information to applying for a job. Through examples and activities, 
this unit will highlight the language and tone of such letten. 

19.2 INTRODUCTION: DIFFERENT PURPOSES 

Writing, just like speaking, is communication. In our letters and emails we need to 
express many things: gratitude, dissatisfaction, eagerness, willingness to help etc. 
Expressing ourselves well and with the correct level to formality is essential in 
formal or business correspondence. You already know how important it is to speak 
good English in an international working environment. If you work for a company, 
you probably will need to read and write a lot of English. 

A good letter gets to the point as soon as possible: the purpose for which it is 
written is made evident to the readers. Look at these openings to letters. Which 
person is 

a. buying something? 

b. applying for a job? 

c. enquiring about places to stay? 

d. making a complaint? 

e selling some-? 



I saw your advertisement in the 
Nursing Times for staff 
nurses in Cana da... 

I'm writing to ask you for information about 
accommodation in Majorda Beach Resort for 
three days ... 

( Dear Ms. Naina, I 
I Thank you for your letter of 1S" February enclosing a cheque for Rs. I 

I am writing to you in regard to a fax rnakhine I 
purchased some time back. I have a Bellawood We would like to place an order 
Systems TFM-33. Almost a week ago ... 

for ten 12-litre water heaters in 
your ekonomy Komfort range: 
product number HT 008 18 ... 

Which of these sentences do  you think continues each letter? 

i. Unfortunately the book you ordered costs Rs 650 including postage. 

ii I would like to apply for the job, and am enclosing my curriculum vitae. 

iii. Your letter to us says you can give us a 10% discount on the showroom price. 

iv. The fax machine suddenly stopped working. I took it back to ABC Business 
Equipment in Dallas,   ex as, where I had bought it. 

v. I'm thinking of staying there this summer, probably in a seaside cottage. 

In this unit, we will look at primarily three types of formal letters: (a) request letters 
(b) g a d  news and good will letters and (c) bad news and complaint letters. 

Some Kinds of Formal Letters 

We write a letter of enquiry when we want to ask for more information concerning 
a product of service that interests us. We often write such a letter in response to 
an advertisement that we have seen in the newspaper, a magazine, or a commercial 
on television. At times, we are interested in buying a product, and want more 
information hefore making a decision. 

Here is a reply to an enquiry. What letter do you think Mrs. Preeti Mohan 
wrote go get this reply? 

5 



Writing 
To 
Mrs. Preeti Mohan 
House no. 36414 C 
4th Cross, 31d Main 
Murugesh Palya 
Bangalore 560 014 

Dear Mrs. Mohan, 

This is in response to your letter dated 10.2.2007. 

With regards to your query about our product SONY rninidisc players MZ- 
RH910, we would like to inform you that this model has been discontinued. 
This is why you have been unable to find our product in the market. We have 
replaced it with SONY MZ-RHI, which offers the same fine quality as the 
earlier model but has additional features, and also plays MP3s. 

I am enclosing a list of the stores in your area where our products can be 
purchased, and would like to think you for choosing our product. 

Best wishes, 

(Geet Sharma) 
Manager, Sony Customer Care 
Bangalore 

Mrs. Preeti Mohan wanted to know why ............................................................. 

Letters of enquiry are normally neutral and poiite to tone. This is because we 
generally do not know the person we are writing to. Here are some words and 
phrases that can be used to ask for information about a product or a service. 

.. a Would (Could) you please send me. 

I would also like to know ... 

a Could you tell me whether ... 

.. a Please tell me how to. 

Letters of enquiry can be sent by email too, especially if the advertisement is on 
a website or a company web page. The email to which you can write i \  -usually 
given below, along with the company's name. 



Bright Eyes - Children's Lizard T-shirt I- 11 
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This amazing print actually looks you have 1 

a gecko wallung up your body, it's title 
Bright Eyes and is printed on a hand dyed 
t-shirt by The Ecowear. 

Processing Time BEFORE Shipping: 10 - 
12 Days - This is a Special Order Item 
arid tukcs longer to be dispatched than 

I our othr~r products. I 
The Ecowear and other Products 
Write to The Ecowear, No.6/1179, Cherooty Road, Calicut. Ph. 4010595, or 
email us at brighteyes@theecoweas.in 

Read the following letter. It is reply to a letter of enquiry. . 

NOVELTY S- EQUEMENT IiTD 
14" Floor Shun Koo Building 

Aberdeen Hong Kong 

20 Mar 2007 

Mr. Tim Lee 
Manager 
Sun Lee Consultancy Ltd Giving Reference 
198 Fa Yuen Street 

Explaining action taken 

vw for vour enauiq regarding 
range of fire extinguishers. 

You will see from the enclosed catalogue that the range 
has been extended to include some highly efficient 
portable extinguishers for use on construction sites. 

offerbg to our existing customers a 15% 
discount on orders of extinguisher from this new range. 

P 

your increased order at this discount 

Yours sincerely, 

Silvia Choi 
Merchandising Manager 
Enc. 1 

How to you write replies to letters enquiring about a product or service? You need 
to 

acluiowledge that you have received a request (Thank you for your letter of ... 



Writing ... ... regarding / I refer to your enquiry about ... / I  have received you letter of 
requesting information about ...) 

a give information or explain the action you have taken (We enclose ... / We send 
you.. ./I have checked/looked into/investigated.. .) 

a give suggestions/recommendations if any (The best option would be ... I suggest 
that.. . ) 

a apologize for not being able to give informationlor be able to help (Unfortunately, 
we regret to inform you that ...) 

a establish goodwill (I look forward to ... /Please feel free to contact me again ... / 
Do not hesitate to contact me ...) 

19.4 WRITING GOODWILL BND GOOD NEWS 

What are goodwill letters? Unlike other letters we have discussed in this unit, there 
is no immediate purpose or direct need for writing such letters. We write goodwill 
letters when we wish to thank someone - for a presentation, for a service, for some 
information; or congratulate someone - for an award received, a job or a promotion. 
Through such goodwill letters, we forge personal relationships. Since it is not the 
'duty' of the letter writer to write on such occasions, but his or her 'goodwill' that 
prompts the letter, such letters often come as a pleasant 'surprise' to the reader. 
They may be somewhat unexpected. Think how surprised and happy you would be 



if you receive letter (or a phone call) from ydur teacher thanking you for helping Some Kind6 of Fomd Letten 

him out in orgmizing a seminar or a cultural event. Your relationship with the 
teacher would change for the better and you would want to help him in future 
occasions. This is what a 'thank you' letter or 'congratulatory not' does. 

a941 Thank You Letters 

Thanking someone orally seems to be so much easier! When we have to write, we 
suddenly realize that we do not have enough to say. 

Imagine that you wish to thank guest speaker for a presentation in your college. It 
is easy to start with a straightforward "Thank you for ..." or "I am writing to 
express my sincere appreciation for ..." This works fine; the problem is what to 
say next... Ten minutes later we're still tinkering with the same three sentences, we 
are not satisfied with what we have written. 

If you want to make you reader feel genuinely appreciated, you should go beyond 
generalities and offer specific detail. Rather than simply writing "Your presentation 
was truly jirst rate/ insightful," explain what is it ~ ' n s  about the presentation you 
found valuable: "Your comments on quaiity control were especially useful. In 
fact, one of our team leaders has distributed a summary of your three-step 
approach." 

Do you think the speaker would really believe you if you wrote "Your presentation 
was the best I've ever heard". Most probably not! It is important that we do not 
exaggerate and say things which the reader is not likdy .to believe. Readers u s d y  
find it easier to accept a simple thank you, rather than praise they know they do 
not deserve. 
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Just as we congratulate people on their birthdays, engagement, marriage, on getting 
a job, we also need to learn to write good official letters to congratulate a colleague 
or a team meniber on opening a new f m ,  for publishing a book, for getting an 
award or a sdholarship. As we have said earlier, these letters have no direct 
purpose, but .only help in building relationships with people. 

What do we include in a letter of congratulation? We being with the specific 
occasion that has motivated us to write a congratulation letter, and then go on to 
express praise and approval in a positive, rather than one which says the same thing 
in many ways. The impact of the 'good wishes' gets lokt in a long letter. 

Read these short letters/emails of congratulations and underline the words 
which are used to praise and congratula'te the readers. 

1. We are proud to have such an outstanding design team working on our product. 
You truly deserved the Magma Giants Award for best performance of the years. 

2. Many of us did not know that we have a hero in our midst. Josephine, I really 
admire you for the courage you have shown in rescuing the two children from a 
sinking boat last Saturday. 

3. I just learned that your essay has won the first place in national competition. 
Congratulations! I know how strongly you felt about the issue, and how long you 
worked on developing your argument. You are a good example of how commitment 

, and hard work pay off. 

4 
Here are some phrases that have been used: 

We are proud to ... 
You truly deserved ... 
I really admire you for the courage ... 
You are a good example of... 

Here are some phrases we can use in our letters of congratulation: 

To being: we were delighted to hear that .../I just learnt of .../I was happy to 
learn ... A was not surprised to he ar... 

To talk about the occasion: your outstanding performance ... /your outstanding 
achievement ... /the prestigious award ... / a job well done ... 

To praise: accept my sincere congratulations ... /commend you for. ../could not imagine 
a more deserving ... /very proud of you ... /how much we appreciate ... 

To congratulate: my heartiest congratulations/I want to tell you .../I would like you 
to know ... 

Apart for congratulating people for their personal successes, we often need to 
thank people in our organizationJinstitution for a job well done, or a promotion, for 
special initiatives taken in the work place, for getting a degree or award. 



- - - - - -  . Some Kinds of Formal Letters 

What are bad news letters? Bad news fetters are those which provide bad news 
about products and services, which decline requects for information or help; which 
decline invlttt~ons or requests for favour; or refuse a job application. In this section, 
we w ~ l l  d i s c ~ s s  two kinds of bad news letters: making a complaint and declining a 
request. 

Bad news Ictters are easier to write when you remember the two formulas for 
organizing the content of such correspondence. Although the formulas appear to be 



only slightly different, the reader is likely to respond to each format in a different 
way. 

Usually, we can follow two approaches to giving someone bad news. Either state 
the bad news straightaway, without prefacing it, or prepare the reader first for the 
bad news, then give the bad news. The direct approaeh can be used as long as the 
complaint or the refusal doesn't sound abrupt harsh. The indirect approach is at 
times more appmpriate because it helps in preserving relationships under difficult 
circumstances for both writer and reader. 

We write letters of complaint when we ere dissatisfied with a product or service. 
When you make a complaint in writing it can sometimes be difficult to know what 
to say. 

Study the sample letter given below carefully. In the letter some of the words are 
in bdd. Try to say why the highlighted words are inappropriate or i n e M v e .  This 
will help you to avoid common mistakes in writing letters of complaint. 

2 March 2007 . 

The Manager 
Woodcraft Ltd. 
Gmfs Lifestyle, No.C2 
v i p u r i  
Secunderabad 

Dear Sir, 

I am really very disappointed by your shop. 

I recently bought a sofa and it just was not right. It was terribly made and a 
complete waste of money. When I went back to cdmplain, a shop assistant 
was very rude to me and she said she couldn't deal with the complaint there 
and then. She said I shouM write to the manager. 

I think that I am entitled to my money back, so what I want is a full refund or it 
you cannot manage that, a credit note for the full amount. I elso want an apology 
for being treated so badly. 

Thank you for your attention. 

Qne of the reasons far writing a letter of complaint is that we wish the reader to 
do something about the complaint. The letter above expresses so much anger that 
is sure to upset ar irritate the reader. Let us find out what makes this letter 
ineffwtive and badly written. 

'1 recently bought a sofa and it just was not right". This phrase 'just m t  right' 
is quite vague and does not tell the reader the actual problem with the product. It 
uppears to be the customer's personal =action to the product. It we said "the sofa 
is tm tow and it is painful to sit in it far a long period of time"", themplaint 
becaroes objective. 

From the final p w a p ~  !.rh it ih not clear what the writer is more upset about - the 
unsuitability of a product, or his treatment at the shop. So the shap manager might 
choose not to resm b either complaint. "A shop assistcrat was wry rude to me" 



does not seem to give a picture of what made the complainant think so. It would Some Kinds of Formal Letters 

I be better to state a fact, rather than expression an opinion, for example, "Your shop 
assistant does not seen to know how to handle complaints" or that "my complaint 
was not attended to, rather I was asked to write to you." 

1 "I  also want an apology." Though it is quite tempting, we should give the company 
or the reader chance to explain, and therefore we should never ask for an apology. 
Also, the person you are writing to (or the person who will be dealing with your 
complaint) is unlikely to be the person who caused you trouble in the first place. 
When we are making a complaint, it is always helpful to write to people by name, 
therefore before writing the letter, we should try to find out or ask for people's 
names and proper positions. But this is not always possible! 

CheckYorvPmpa~ 5 
A. Hcrc i sa l e t&rofcompla in tabout~~pcrhubofa f~nmac~Rcadthc  

underlinad parts carefully and idE'atify paTts which m not W a c t a y  arrd 
su&pt  ways of mriting them. 

Dear Sir, 

1am~tingtoyouinmgardtof~machincIpu~:~sometimcbackIhavc 
a B e l l a d  Systom TFM- 33. Almost a wcck ago, the nuschitrg faifad b 
pc$om as it should I then drove to Ballas, Texas, the place of purdwe to sct 
&out gethng either a rephumexit or a -on for.* defective nmchh. 

One of the ~espcoplo briefly inspacud thc mach.int and said thc psy>a hub was 
worm. Nakmdly, I asked f a  a free hub rtplaetment, but the gm- mid 
that you rhG tm-uu&xh(mt; do nat parant#: the paper hub f a  wcar uld tcsr. 
He said I w d d  have to buy a ocw hub. But I chaw rmt to buy it l x a w e  If'b 
I am bein,g chuted and am justified in &g for a replacement hub. 

I 'm & d i n g  a eplaccnrcnt of tbe hub 6wm you at no charge. It is dimult 
to believe tlpt a product ym arc pronmiq in &such a big way hsLp actually a life 
cycle af mmly  six months. 

* S ~ t r t l y ,  

Robcrf Bcmt t  

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

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

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

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

......................................................i........................ a............. 

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

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

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

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

B. Hem is mather version of the letter. C C O ~ ~ M R  this versicm with rbt pscviotlr 
one, and say which one you thinlc is more polite aad why? 

Oear Sir. , 

A h r  many positive reports about dk.TPM33 fax machine. I tm@t cnne asl 



Writing 

Letters of complaint are likely to be more successful if we focus on positive 
wording rather than negative wording or direct criticism. Most people respond more 
favourably to positive ideas than negative ones. 

As we see from the two letters above, a positive wording changes a letter of 
complaint to a letter of request (for inspection): one asking for information about 
the expected life of the hub. The creates goodwill with the reader and the company 
we are complaining to, rather than putting them on the defensive. We know that 
when we are directly accused of something, our first instinct is to resist, and defend 
ourselves. This is what happens when we make direct accusations in our letter of 
complaint. Therefore, though our purpose is that of complaining (about a product 
or a service) it should come through in a letter as a neutral statement of facts and 
a request for some action. This is a better way to get a favourable response. 

19.5.2 Answering Letters of Complnfnt 

We know from experience that it is easier to write a letter of complaint than to 
answer one. The most important thing in answering letters of complaint is not to 
get defensive and fight back, but to give adequate explanations which will pacify 
the writer and which would help in straightening the company's or your relationship 
with the customer. How can this be done? 

As readers we are most interested to know what the compagylwriter CAN DO 
and WILL DO, rather.than what it CANNOT. Compare the examples below. 
Which would be more likely to get a positive reader response? 



We c-trtznot ship in 10th oj less thatz 12. (what the company CANNOT DO) 

To keep cioct:tz puckagirzg co.sts urtd to Itrip cusrorrrers save on .shipping costs, 
we .ship ill 1ot.v of 12 or. tnore. (what the company DOES, or CAN DO) 

In answering letters of complaint, it is also important that we do not project our 
company in :t bad light. For this, it is important to speak in a positive tone about 
our product, services or company. This will ensure that the customer comes back 
to us and does not go to other products in the market. 

Declining an invitation to a conference, or an event is also a "bad news letter". 
Imagine that you wish to work in a Pharmaceutical company for your research 
project concerning sales promotion. You write to them asking for permission to 
work in the company for two weeks. This is the response you get from them. How 
would you react to this letter? 

Some Kinds of Formal Letters 



Writing 
This letter is to inform you that Concordance Pharmaceuticals Ltd, has no interest 
in taking part in your sales promotion techniques research project. In fact, our 
company has a policy to keep its projected sales figures confidential and does 
not allow dissemination of such information to any third party. 

Thank you for your interest in our organization. If we can help any other way, 
please let us know. 

This refusal letter is a bit abrupt, and shows little interest in the research or the 
researcher. Now read the following letter, where the wording and tone makes the 
letter less offensive. 

Thank you for thinking of Concordance 
Pharmaceuticals Ltd. as a possible contributor to 
your research. 

appreciative tone 

Company policy explained 
Bad news implied not stated 1 Each year we receive a number of requests for 

help in various studies. We have guidelines to 
decide which requests we can honour. Our sales 
figures are to be kept within corporate headquarters until they are publicly announced 
through press releases, so we cannot help you with this year's sales figures. 

It you wish to use sales and earnings from a previous 
period, we could send you a copy of the last year's 
annual report. 

The close is friendly, 
positive and helpful 

Usually official betters are kept short and do not give too many explanations for 
requests that are not honoured. This is because some of the information may be 
confidential. However, how to decline a request gently, without hurting the reader's 
sentiments is quite an art! My teacher remembers a time when she received a letter 
that was so delicately worded that she also missed the point (that her request had 
been declined.) The letter read something like this: 

It was a pleasure interacting with you ... it would be nice to interact along the 
lines discussed during this meeting ... 
If we have any particular projects, we will get in touch with you. 

To avoid such confusion, it is always advisable to make it clear that a request is 
being declined! 

19.7 LET US SUM UP 

In this unit, we will look at primarily three types of formal letters: (a) request letters 
(b) good news and good will letters and (c) bad news and complaint letters. We 
discussed the language and the tone used in different kinds of letters. Through tasks 
and activities we wished to show that the language and style of letters depend on 
the purpose, context and the audience. 

Poe, F. W. (1993). McGraw-Hill Handbook of Business Letter Writing. New 
York; McGraw-Hill. 
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(1) The second letter starts on a positive note 

(2) 'Failed to perform as it should' does not give the exact problem whereas 'it was 
not feeding paper properly' does. 

(3) 'The gentleman said..' sounds rude. 

(4) 'you, the manufacturer' is too personal; a simple 'the manufacturers' is neutral 
and formal 

(5) 'I feel I am being cheated' is a direct accusation. 

(6) The second letter gives the writer a chance to explain, whereas the first letter 
takes it for granted that the manufacturers are at fault. 

(7) "I wouldn't expect a part of the product ..." is a positive comment while "It is 
difficult to believe that ..." is a criticism. 

(8) The letter ends on a positive note rather than a criticism. 

(1) comments (8) less suitable 
(2) functioning (9) overwhelmed by the response of the 
(3) issue public 
(4) working slowly (10) less than desirable 
(5) an unexpectedly high number of (1 1) busy tryingtunable 
(6) slow down (12) prepared for a smaller 
(7) not the best venue (13) not enough for the large number 



UNIT W )  JOB RELATED LE'lTERS 
Structure 

20.1 Objectives 

20.2 Introduction 

20.3 Writing Job Application Letters 

20.3.1 Writing Application Follow Up Letters 

20.3.2 Writing Job Enquiry Letters 

20.3.3 Filling Out Application Forms 

20.4 Job Offer Letters 
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20.5.1 Itequesting Someone to Write a Recommendation Letter 

20.5.2 Writing Recommendation Letters 

20.6 Let Us Sum Up 

20.7 Answers to Check Your Progress 

After studying this unit, you will be able to write: 

an application letter that will get you an interview, 

follow-up and job enqujr letters, 

letters accepting and declining job offers, and 

request for letters of recommendation. 

A cat1 for an interview usually follows after we have submitted a CV (curriculum 
vitae) and a well written cover letter. These help in introducing us you to a potential 
employer. We have discussed the different aspects of a CV and job application 
letter in Unit 16. However, professional life also requires you to write other letters 
which are related to job search. 

20.3 wlUl'ING JOB APPLICATIC#N LETIXRS 

An application letter is one of the most 
important job-search letters you need to 
write. An effective letter can get you a 
phone call for an interview, but a poorly 
written application letter usually spells 
continued unemployment. Remember 

A RCsumC includes 
Your name 
Date of Birth 
Your address 
Your telephone number and email 
Your education 
Awards and lor honours you have received 
Your past work experience, arranged 

chronologically 
Activities and Hobbies 
References 



Writing that you may be competing with many other applicants. Many employers want to 
weed out unqualified applicants before the interview. They would first like to see 
an application, or resum6 detailing the background of the applicant. 

So, the whole idea of writing a job application letter is to sell yourself in writing: 
to market your skills, abilities, knowledge and experience. The main aim of the 
application letter and the accompanying r6sum6 is to attract the attention of the 
person who screens and hires job applicants. That means, the application letter 
should be written in such a way that the writer calls you for an interview. 

The letter has to then accomplish three tasks: 

it should catch the reader's attention; 

it should convince the reader that you are a qualified candidate for the job, and 

it should request an interview. 

Read this letter of job application and note what the letter says. 

. . r the post of Proerammer 

Dear Human desources Director: 

I just read an article in The Hindu, Opportunity Plus about Global Solutions' new 
computer centre at Himayatnagar, Hyderabad. I would like to apply for a position as 
an entry-level programmer at the centre. 

I understand that Global Solutions produces both in-house and customer 
documentation. My technical-writing skills, as described in the enclosed dsun16, are 
well. suited to your company. I am a recent graduate of Bhubhaneshwar Institute of 
Technology in Bhubhaneshwar with a Degree in Computer Science. In addition to 
having taken a broad range of courses, I served as a computer consultant at the 
college's computer center where I helped train computer users on new systems. You 
can refer to prof: V Parthasarathy at the Institute, who was supervising my work. 

I will be happy to meet with you at your convenience and discuss how my education 
and experience match your needs. You can reach me at my home address, at ((040) 233- 
1552, or at prachinath @gmail.com. 

Sincerely, 
Prachi Nath 

What does Prachi write in her letter? She first identifies the job by title (Application 
for the post of Programmer) and lets the reader know how she heard about 
it (The Hindu, Opportunity Plus). She then goes on. to summarize her qualjfications 
for the job, spec$cally her work experience and activities, in the next paragraph. 
She also makes a reference to the enclosed r&sume'. She also gives references: 
persons whom the prospktive employer can get in touch with for further information. 
She ends her letter by asking for an interview, stating where .she can be reached. 

When you contact an employer for the first time, it is better to send a hard copy 
of your &sum6 and cover letter. We do use 'email for this purpose, but we should 
email our &sum6 only when we have been invited or instructed to do so. That is, 
the advertisement specifically asks us to send emails to the employer's wcb site or 
you have been asked to do so in a telephonic or verbal conversation. Otherwise, 
you are safer sending a rksumt5 and cover letter via hard copy. 
L 

4' Check Your Progress I 

Here are some Classifieds fram the newspaper. Choose one of these 
advertisements and write a letter applying for a job. 



If our application letter and resume fails to bring a response within a month or so, 
we might follow them up with a second letter to keep our file active. This follow- 
up letter also gives us a chance to update our original application with any recent 
job-related information: 

Since applying to you on March 23 for a Lecturer's position, 1 have been 
awarded my PhD degree in Linguistics from University of Delhi. My thesis 
has been recommended for publication by my examiners.. . 

I .  

Please find eliclosed a copy of my PhD certificate. I request you to include 
this in my file. 

Even if you have receives a letter acknowledging your application and saying that 
it will be kept on file, it is always useful to send a follow-up letter thr& months later 
to show that you are still interested. Here is a sample for you to read: 

Three months have elapsed since I applied to you for the post of Assistant 
Registrar (sales), but I wish to let you know that I am still very interested in 
joining your institution. 

I recently completed a four week temporary assignment at an insurance 
agency, arid had learnt to use the on-line computer system. This experience 
will surely help me for the position I have applied in your organization. 

Sending follow-up letters demonstrates that you are sincerely interested in working 
for the organization, and that you continue upgrading your skills to make yourself 
a better employee. 

203.2 W ~ W J & .  - 
Some organizations will not consider you for a position unless you fill out a prescribed 
application form, especially in government organizations such as state and central 
universities. You have to fill in and submit a completed application form, which is 
a standardized data sheet. This is used because it helps employers to easily 
compare the applicant's qualifications and work details. If you wish to apply to 
such organizations, you may have to write an enquiry letter, which is mailed to 
request for an application form. 



Writing 2033 FiUing Out Application Forms 

As we have said earlier, some organizations require an application form instead of 
a rksum6. When filling out an application form, it is necessary that we give 
information for which we have evidence (a certificate, a letter or a marklist). 

If the application form calls for information that you cannot provide, or you have 
no background in it, for example - voluntary service - then we heed to write 'NOT 
APPLICABLE'. See how Apoorva fills out a part of the application form: ' 

NAME APOORVA BALAKRISHNA 

FATHER'S NAME S P BALAKRISHNA 

AGE 24 years 3 months 

PHONE NUMBER 9844367809 

DISABILITIES NOT APPLICABLE 
(Tick in the appropriate box) b 

Visually challenged ' 

Physically challenged 0 
1 

Application forms often do not provide sufficient space to give information. Neither 
do they often have the right questions to help you present your skills and abilities. 1 
However, application forms usually have a section "Any other relevant information". 
It is good to write "See additional sheet" and give the relevant information in the 
attached sheets. i 



13. h y  mhcr informtian that mry help us in arseulng 'your .... r.4.m. ........ ........ 

JOB O m  L]E'.rmRs 
wnen we get a letter announcing a job offer, we may decide to accept the oher 
or decline it. In either case, we need to write to the person concerned about our 
decision. h case we need time to make a clcci~ion, even then we need to inform 
the managemenl. 

Job Related Letten 



Writing , 20.4.1 Accepdog Job OEIers 

When you receive a job offer that you want to accept, it is important to write a 
letter c o n f i i n g  you  acceptance. It is not always enough to call the employer. 
What do we include in our letter? 

' Begin by accepting the position and expressing thanks 

Identify the job you are accepting 

Restate the terms of your contract (salary, benefits, location.. .) 

Cover other details (when you can report for work) 

Conclude by saying that you look forward to reporting for work. 

We are very happy when we get a job offer, and are enthusiastic to start work. 
Our letter should covey your enthusiasm and eagerness to cooperate. 

Here is a letter accepting a job offez 

Dear Sir, 

I'm delighted to accept the graphic design 
position in your advertising department of 
ABACUS India Pvt. Ltd. at the salary of 
Rs. 4.5 lakhs per annum. 

Enclosed are the health insurance f o m  
you asked me to complete and sign. I've 
already given notice to my current employer 
and will be able to start work on Monday, 
April 23,2007. 

The prospect of joining your firm is very 
exciting. Thank you for giving me ,th:- 
opportunity for what I'm sure will be - 
challenging future. 

Sincerely, 
Sheetal Swarup 

tOA.2 DecIOntag Jab O111mB 

If you choose to decline a job offer, do so courteously, .in writing, after making a 
phone call. It is safer not to say anythmg negative in writing about the employer, 
even if you've had a negative experience with them while taking the interview or 
interacting with them. 

Here are two sample letters declining job offers. 



April 20, 2006 

Dr. Joan Swietzer 
Citizens Network for Foreign Affairs 
343 Third Street, NW 
Washington, DC 20201 -0343 

Dear Dr. Swietzer: 

Thank you very much for your telephone 
call and letter offering me the position of 
Assistant Project Coordinator with the 
Citizens Netwotk for Foreign Affairs. While 
I believe firmly in the mission of your 
organization and appreciate the challenging 
opportunity you offer, I have had another 
offer which I believe more closely matches 

current career goals and 
E[erests. Therefore, although it was a 
difficult decision, as I explained when we 
spoke by phone this morning, I must dedine 
your offer. I do appreciate all the courtesy 
and hospitality extended to me by your 
office, and I wish you well in your 
endeavors. 

In the position I have accepted with Public 
Policy Watch, I will occasionally be on 
Capitol Hill to attend hearings and monitor 
legislation, so I hope we can get together 
again and talk about common interests. 

Best regards, 

(your signature) 
Chris Hancock 

January 1, 2007 

Suzanne C. Steere 
Chairperson and Chief Executive 
XYZ Corporation 
000 Broad Street 
Washington, DC 20016 

Dear Ms. Steere: 

I regret to inform you that I will not be able 
to accept your offer of employment as 
Project Manager in the Developmental 
Research IM Department at Xn Corporation. 

At this time, I have accepted a position with 
another organization. After careful 
consideration, I feel I have made the most 
appropriate decision for my professional 
development. I was very impressed with the 
personnel and plant facilities in Washington, 
DC, and look forward to keeping in touch. 

Thank you for your time and 
consideration. 

Sincerely, 

James Fu 

Letter A, as you can see, starts with thanking and acknowledging the job offer, goes 
on to say something positive about the job offer (which he is going to decline). 
Letter B starts with the actual purpose straightaway: "1 regret to inform you.. ." In 
both letters, we find that the offer the writers are declining are clearly mentioned 

letter ojrering me the position of Assistant Project Coordinator with the 
Citizens Network for Foreign Affairs. 

I will not be able to accept your offer of employment as Project Manager 
in the L)evelopmental Research IM Department at XYZ Corporation. 

The writer of Letter A and B both give reasons for accepting another job offer 
without saying why the present offer is unsuitable, without giving any details, the 

, fact that "I have had another offer which I believe more closely matches my 
current career goals and interests". You usually decide to decline an offer because 
you think another offer better suits your interests and goals (or is better paid!). It 
is fine to statc: first two but definitely not the last one. It is also not necessary to 
state whose offer you have accepted (but you may do so if you wish). 

The writer of' Letter A, we see clearly states that "I must decline your offer". 
Even though, a letter may suggest that the job seeker is not accepting the offer, it 
is important to state it explicitly. 

Note that both letters say a word or two about something that had pleased or 
impressed them about the people or the organization. Why do the writers say this? 
Such statements give letters a professional and courteous tone, and leave room for 
future relations. Remember that the employer you are writing to may want to 
contact you in the future for a different assignment. If you wish to get back to the 
organization at a later date, or you see some future prospects there, it is always. 

Job Related Letters 
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However, it is necessary to seek permission from the persons whose names you 
intend to include as referees before you enter their names in your CV. In this 

Job Related Letters 

- .  
section we will tell you how we request referees for recommendation and also how 
these letters are usually written. 

> 

If you are applying for a job or a schol&ship, you will need to get a letter of 
recommendation from the referees. Read this letter: 

I have applied for the Chevening Scholarship for Open Masters to do an MA 
course in International Journalism from University of Cardiff. I have been asked 
for a recommendation from my professor in Broadcasting. I would like to have a 
letter of kcommendation from you. 

As you hay  recall, I was a student in your Television and Broadcasting class in 
January-April 2006. I had received Grade A for your course. My grade point 
average for all Broadcasting courses in ACJ was 3.8, as shown on the enclosed 
rksum6. As the rksum6 shows, I have been working as a Chief Correspondent in 
Bihar for Times Now, since I graduated in 2006. Although this job has given me 
good experience, the opportunity to study at Cardiff means a great deal to me. It 
would be an important step forward in my career. 

Professor Monteiro, I would be grateful if you could send a letter of 
recommendation to: 

Chevening Scholarshhips for Open Masters 
The British Council 
Kasturba Gandhi Marg 
New Delhi 

Would you please send the letter so that it reaches the authorities by May 3? The 
trust plans to make, a decision on this scholarship at a meeting on May 7. 

Sincerely, 

Jagori Dhar 

When requesting for a letter of recommendation, we should include a copy of our 
r6sum6 to give the reader an idea of our academic and work experience, and also 
to give then an idea of the direction our life has taken. This also helps the reader 
know the favourable qualities to emphasize in the letter of recornmemiation. 

When closing the letter, we should close with an expression of appreciation and the 
111 name and address of the person to whom the letter should be sent. When 
asking for an immediate recommendation, we should mention the deadline clearly. 

Also, to speed up processes, it is always better to enclose a stamped, preaddressed 
, envelope. I 
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Writing 

Till now,  we have been looking at employment related letters from thc perspective 
of the applicant. In this section we look at letters of recommendation f'rom the 
perspective o f  the writer. We have included this section, because it will give you 
a sense of what employers expect from letters of recommendation. 

Professors. supervisors and managers are often asked to write letters of 
recommending students or employees for jobs. Letters of rccommcndation have an 
in~portant goal: to convince readers that the person being recommended has the 
cli~alities required for n job. It is important, therefore, that they contair~ all the 
relevant details: 

The fsll name o f  the candidate 

The job the candidate is seeking 

The nature of relationship between the writer rmcl the candidate 

Facts relevant to the position 

The writer's overall ev~iluation of the candidate's suitability for the joh 

Recommendation letters are usually confidential; that is they are mailed directly to 
the person or committee who requested for them, and are not shown to the candidate. 
These letters are very difficult to write because uninterrupted praise for someone's 
accomplishments and talents will be difficult to believe. Also, shortcomings of 
candidates cannot be suppressed if they are relevant to the job concerned. 



A 6  LET US SUM UP 
t 

Job interviews have a dual purpose. An organization that invites you to an interview 
wants to find out whether you are the best person to fill a position. What helps then1 
make these decisions are our rCsumC, our application letters and other messages 
that you writ: to them. 

Before writing an application letter, it is i~sefi~l  to analyze what we have to offer 
an employer and what we want from a job or career. Once we have decided on 
these issues, we prepare a rCsumC and write an application letter in a clear style. 

Follow-up mc:ssages to the organization, such as thank you mcwages and enquiries 
may increase your chances of getting a job offer. Well-planned e~nployment letters 
- whether accepting an offer, declining an offer - dernonstrate that you are a 
professional .ind are courteous. 

Job Related Letters 

Answers will vary. 



Writing 
You indicated that I will be receiving a salary of Rs 4,35,500 per year, and will 
have initial duties reporting to Mr Shashibhusan Srivastava, Department Manager, 
Engineering. I will begin work on May 1st. In the meantime, please let me 
know if I can provide you with spy information. 

! I 

Again, thank you for offering me this exciting opportunity. 

Sincerely, 

Declining the Job Offer 

Declining the Job offer of a Senior Engineer 

Dear Mr. Karunakar: 

Thank you for your offer of employment as a Senior Engineer at ACME Industries, 
New Delhi. I have enjoyed meeting with the members of your staff and think 
you have an outstanding operation. 

However, as I explained when we spoke this morning, I respectfully withdraw 
from consideration for your position. I have decided to accept another employment 
offer which I believe very closely matches my current skills and career goals. 

I wish you and the staff of ACME industries the best of success. Thank you 
again for the opportunity to explore career possibilities with your office. 

Sincerely, 

Answers will vary. 



Structure 

21.0 Objectives 

21.1 Introduction 

21.2 Different wpes of Reports 

21.3 Language of Reports . 

21.3.1 Formal Vocabulary 

2 1.3.2 Verb Noun Collocations 

21.3.3 Phrasal Verbs 

21.3.4 Formal Expressions 

21.3.5 lJse of Etc. and So On 

21.3.6 Wo,rds Suggesting Strong Emotions 

21.4 Reports of Incidents and Events 

21.5 Let Us Sum Up 

21.6 Suggested Readings 

21.7 Ahswers to Check Your Progress 

In this unit on report writing, we will study and discuss : 

o different types of reports, 

language of reports, and 

' writing for newspapers. 

From the day you walk into your worlqlace until the day you leave, there are many 
reports you will have to write. As a student also, you will have to writk reports 
which might be the bane of your life - but the truth is, you will have to write them 
no matter where you go. From a simple lab report or a self appraisal report, to a 
high rounding technical report, reports are a common form of workplace 
communication. 

Reports play an important part in the life of any professional: they are a link 
between writer and the world. Whether we are in business, administration or 
academics, a considerable proportion of our working time goes in prepbring and 
reading *ports. Think of a busy senior executive. On an average he reads 30 
letters and 5 reports evatyday. He reads reports when he can spare a little time 
from his daify-rrrork. He may be tired, prekcupied, in a hurry. He may not have 
the time to read every word in the report and would go through the document 
quickIy to get the gist of the text. 

The writer has no control over how the reader reads. She cannot stop the reader 
from misinterpreting a section or a word or a sentence. The reader cannot ask 
questions, so misinterpretations cannot be corrected. The writer cannot help the 



Print Media reader when he fails to understand something, when he is confused and when he 
gets impatient. The writer has no way of knowing how much information the reader 
has been able to assimilate. The question to ask is Who reads our report? How 
do we make sure that it is understood the way it should be? How do we 
prevent misinterpretation? 

Imagine the' following scenario. The Manager of a software company asks the 
team leader to submit a report of the project the team is working on. The+Manager 
knows what the team has been doing, but the report is for official purposes. The 
team leader presents a report which the Manager has no difficulty underskinding. 
However, ten months down the line, a new manager is brought in and when he 
reads the report it is incomprehensible. Why does this happen? Who do we write 
reports for? 

In' this unit, we look at different reports which are written for formal and official 
purposes. 

21.2 DIFFERENT TYPES OF REPORTS 

Let us see how the Oxford Advanced Learner Dictionary (2000) dehes  the word 
report: 

report noun l o f i i -  (on 1 of sth) a written or spoken account of an event, 
especially one that is published or broadcast: Are these newspaper reports 
true? And now over to Jim Muil; for a report on the South African election. 

a weather report -1 2 - (on sth) a spoken or written description 
of sth containing information that sb needs to have: a police /medical report 
Can you give us a progress report? )official study 1 3 - (on sth) an official 
document written by a group of people who have examined a particular situation 
or problem: The committee will publish their report on the health service in a 
few week. -7 story or piece of information that may or may not be true: 
I don't believe these reports of UFO sightings. There are uncoafirmed 
reports of a shooting in the capital. [on student's work15 (BrE) (AmE 
report card) a written statement about a student's work at school, college, etc: 
a school report to get a good / bad report 

We see therefore that the word 'report' means 'an account given of some patter 
after investigation or co.nsideration'. In journalism, this could be a news report or 
a weather report. In the practical world of business or government, a report is 
usually requested by people who need information for a specific purpose. It could 
be a police report, a progress report, a sales report, or a medical report. 
We can also have a research or a survey report which conveys information and 
recommendations from a researcherlexpert who has investigated a topic in detail. 

4 Check Your Progress 1 
f - 

We find a large number of reports covering a number of topics in the world. 
Look at the beginnings of the following reports. Answer the following questions 
for each report in the space provided. 

Who would be interested in reading this report? 

What is &e aim of the report? 

What kind of report is it? 



A. Gene therapy rids men 
of cancer 

Two men have been cleared of 
deadly cancer using genetically 
modified versions of their own 
immune cells. 

For Mark Origer, 53, the treatment destroyed his tumour, 
enabling him to attend his daughter's wedding. 

The US National Cancer Institute team in Bethesda has 
also shown it can manipulate immune cells to attack 
breast, liver and lung cancers. 

The modified T cells persisted in 15 other'patients treated, 
but their malignant melanomas remained. Before the 
experiment, the patients were expected to only live for 
three to six months because their disease was so 
advanced. Tests showed the genetically modified T cells 
used in the new treatment became specialised tumour 
fi~hters, the journal Science reports. .. 

Language of Formal Reports 

B. Call out 

On Sunday, March 25,2001 at 8:28 a.m. Officer Smith 
and I responded to a call from on-duty guard, City Grand . 
Rapids Highway Department at Market St SW reporting 
a body lying next to the roadway of 700 block of 
Chestnut SW. 

Arrival 

On arrival, we found the body of a woman lying next to 
the roadway of 700 block of Chestnut SW. She was 
later identified through her driving license as Juliene 
Walker, who was 35 years old. She had many wounds 
on her body. 

The duty on-guard reported that he had been notified 
of the body by an unknown man who had stopped at 
the City of Grand Rapids Highway Department on 
Market St SW. He had told the guard that he had 
observed a body next to the roadway at 700 blockt of 
Chestnut SW. 

The guard described the unknown man as a white male 
in his fifties, with gray hair, beard, moustache and 
glasses. The guard said that ..... 

CI 
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C. 

This report covers the work performed by 
Seabold Engineering on jetties for Kovalam 
Beach from May 1 to June 3 1,2006 under 
the terms of contract SLB-X12. 

Background Research 

Historical analysis on the beach erosion 
problem is under way. The Seabold project 
team has studied records dating back ten 
years to determine changes over time in the 
coastline of Kovalam beach. In addition, 
city records and private proeprty deeds 
along the coast records and private property 
deeds along the coast have been analyzed. 
Local residents have been interviewed, as 
well as oceanographers from National 
Institute of Oceanography in Goa, India. The 
team has also reviewed newspaper 
accounts describing coastal storms, inland 
development, and efforts to stop sand 
erosion at Koval am... 

Are the reports above similar to academic essays that we write? No, they aren't! 
Reports like the above differ from essays in that they are designed to provide 
information which will be acted on, rather than just to be read by people interested 
in the content or ideas for their own sake. Reports have some characteristics that 
set them apart from other types of writing: 

They are always factual 

a They provide information that can be verified 

a They follow a specific format 

. They are usually aimed at people with a specific interest in that area. 

21.3 LANGUAGE OF REPORTS 
Different types of writing require different degrees of formality. A report is generally 
& analysis, evaluation or description based on research. Reports are generally 
written in a formal style. 

Here is a report for you to read. As you read notice the language that is used 
in the report. 
.; 
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Let us now take a look at the language used in this report. Compare the following 
pairs of sentences: 

It was also fourui thud the shrinking of the market coincided with an increase in 
health awareness. 

We also found that this shrinking of the market coincided with an increase in 
health awareness. 

It is recommended thud Choice Chocolate be advertised as a fresh and healthy 
product. 

We therefore recommend that we advertise Slim Choice as a fresh and healthy 
product. 

The nature of scientific and technical report writing often requires using the passive 
voice. Professional reports emphasize results and the objects of actions. The actor 
(who produced the results or acted on the object) is less important. However, the 
belief that official reports should always use passive constructions is not right! In 
academic writing, earlier the use of personal pronouns like 'I' 'we' 'you' were 
treated as informal and unprofessional. However, now their use is permitted. 

In technical reports, business reports, and news reports, even today, personal pronouns 
like 'I', 'we'. 'you' are not usually used. 

Formal reports use a specific language and vocabulary. We discuss these in the 
following sections. 

$1.3.1 Formal Vocabulary 

A; aspect of reports is the u6e of a formal vocabulary: examine (find out), reveal 
(show), evaluate (test), decrease (go down) reduce (keep down). In reports, it 

Language of Formal Reports 
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is important that our writing does not sound too casual. Here are some ways to 
make language formal. 

One way is to replace general verbs with specific ones. For example, in formal 
language, 'got' would get replaced by 'received' or 'obtained'. The verbs however 
should correlate with the noun. For example, we cannot say' got a conclusion' or 
'made a c~nclusion' but can say 'arrived at a conclusion' 'drew a conclusion'. The 
following task will help you practise matching nouns and verbs that usually go 
together (collocate) in report writing. 

We can make our report formal by replacing phrasal verbs with one-word verbs. 
For example, 

Data management systems can heb out users in diagnosing problems. 

Data management systems can assist users in diagnosing problems. 

The verb phrase help out is less formal than assist. To help improve the clarity and 
effectiveness of our writing, we should use clear and concise verbs. 

We prefer formal words in reports and not phrasal verbs because the former have 
one meaning, while the latter can have many meanings. For example, a phrasal verb 

' like 'give up' has many meanings. Read the sentences below, where the formal 
word is given in brackets after the phrasal verb. 

1. The suspects gave themselves up (=surrendered). 

2. She gave herself up to her work (= devoted). 

3. The police gave up their search ,for the man (= ceased). 



4. He gave up smoking (=quit). 

5. She gave up writing the novel (=abandoned). 

Language of Formal Reports 

The verbs - skrrender, devote, cease, quit, abandon - are precise paraphrases 
for the phrasal verb 'give up'. As we have said, one of the characteristics of a good 
report is that it is not ambiguous and is easy to understand and interpret. Therefore, 
a fo-gqal wordis more efkctiue @an phrasal verbs in a 1:epoJ-t - 

' 
J -&~ou&3 

I 

1 

213.4 F o n d  Expressions 

Expressions like a lot, right now, You may ask ..., It's high time ... part and 
parcel, easier said than done are colloquial, and writers usually avoid these 
informal expressions in reports. Read this sentence: 

Articles on women's sports were placed on the left page and often at 
the bottom, which is a place skipped by many readers. 

How woultl you rewrite this sentence to make it sound formal? We can 
rewrite it in two ways: 

Articles on women's sports were placed on the left page and often at 
the bottom, which is an area ofen overlooked by readers. 

Articles on women's sports were placed on the left page and often at 
the bottom, which is less pronzhent. 

Colloquial -focaDulary includes words and expressions that are used in everyday 
r spoken language. They do not provide the exactness needed in technical reports. 

One rule most of us were taught in school was not to use etc. 



Print Media Also, run on expressions such as 'and so forth', 'and so on' or 'etc', are not usually 
seen in formal reports. It is better to complete the sentence properly; add.avoid 
such run on expressions. , . . ,  

zrm ~ ~ ~ g a w $ o a r ~  

' Tfie formal style of reports h o t  be achidved by strong expressions of opinion and 
attitude. Judgmental words, "I believe", "I disagree", make the reader become 
aware of the writer's personal feelings about the content, and emotive expressions 
like 'It 6 repulsive.. ., I was appalled . . ., The undignified action.. . makes the 
text more subjective and personal rather than factual and objecti4e. A more.objective, 
impersonal tone is achieved through formal and impersonal language. 
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So far, we discussed the characteristics of a good report.' We said that reports are 
factual, the information they provide can be verified, and that they follow a specific 
format. 

In Unit 22, we will show that news reports, survey reports, research reports, 
meeting reports, and business reports share most of these characteristics. However, 
the format and the style of these reports often differ. They have their own 
chqacteristics, features. That is, the format of a news story is very different from 
the format of a meeting report (minutes) or a research report. This is because the 
purpose and the audience are different and these dictate the format of the reports. 



. . 
Let us look at the language .and format often used in news stqries. We find a large . , 

~anguage of Formal Reports 

number of reports covering 8 number of topics in cewspapers everyday. Lmk at 
the following report from a British newspaper. Does it have all the characteristics 
of a report? Which elements do you think are facts? Which are opinions or 

. L 

1. cats live ;I long time and survive difficult situations 

2. an animal you fed sympathy or pity for 

Look at the format of the news story: the main event - that a raccoon jumped 
from a bridge in America and survived - is given in the very first line. The 
purpose of the headline and the first line is to arrest the attentioneof the readers 
and arouses their interest to read on. The second paragraph gives detail of the 
incident anti the event. The third paragraph gives infohnation about action taken 
after the incident, and the last paragraph reports the impressions of the vet who 
was treating the raccoon. 

News stories that report incidents and events usually tend to report the facts about 
the incidint first, and then move on togive reactions and impressions of people, and 
statements ruade about the event. 

The facts are: 

1) A raccoon jumped from a bridge over a busy road in an American town. 

2) It survived the fall. 

3) The emergency services came to the raccoon's rescue. 

~ 4 )  They set up a blanket to stop the fall. 

5) The raccoon was examined after the fall. 

6) It was released in the wild in Sacramento. 



Print Media Opinions quoted (or stated) are: (these are also based on facts which can be verified) 

1) The vet's statements 'The raccoon seemed to be in fairly good condition'. 

2) 'We gee pretty amazing things so I guess I'm constantly prepared to be amazed.. .' 

3) rescuers feared the worst 

The reporter's opinions1 impressions are: 

1) a raccoon proved that like cats raccoons also have nine lives' 

2) The striped critter 

(This is subjective statement that cannot be verified) 

As we see, in writing news stories, the reporters usually report facts which can 
verified, and keep their personal opinion and impressions to the minimum. These 
opinions l i e  LLraccoons also have nine lives" and adjectives like "stripped critter" 
are less frequent in regular news stories but since the above is a 'human interest 
story' such opixiions are more acceptable. 
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21.5 LET US SUM UP 

In this unit we discussed the language used in formal reports. We showed that 
many of the spoken idioms are not used in reports, and reports require formal 
vocabulary and an audience oriented writidg style. The language of report requires 
it to be factual, reader-oriented, objective, simple and unambiguous. A good report 
is clear and states the findings and recommendations clearly. 

21.6 SUGGESTED READINGS 

Rarnan, M. and Sharma, S. (2004). Technical Communication: ~ r i n c i ~ l e i  and 
Practice. New Delhi: Oxford University Press. 

Forman, J and Kelly, K.A. (1990). The Random House Guide to Business Writing. 
New York: McGraw-Hill Publishing Company. 

21.7 A~SWERS TO CHECK YOUR PROGRESS . 

Cbaelr Your Prom 1 

1. A news report to inform the general public about development in cancer treatment. 

2. A police report to record investigation about a woman's body on the road. This 
would be treated as evidence in the court of law. 

3. This is a work appraisal report presented by Seabold Engineering for management 
records. [t gives details about the work that has been completed during a specified 
time. 

solve problems; hold a meeting; reduce costs; conduct a survey; undertake a research; 
make recomnlendations; draw conclusions; gather data; suggest changes; adniinister 
a questionnaire 

Check Your FragT.cEs 3 

1. investigating ' 

'i 
2. raised 

3. creaied 

4. increased 

Check Your Progress 4 

5. restore . 

6. abolish ' 

7. perhaded 

' 8. decreased 

B. To eaketrfeek (it's a phrasal verb) investigate the problem of declining ntimbers 

, of visitors to Hong Kong, wi  decided to da ('do' is too general) conduct a reatlg 

, t& (it's illformal) large-scale' survey. W; (it's too general) designed a 
' 

questionnaire and M (it's a phrasal verb) distributed it to 2,000 people. 
We did this because- (informal expressiori) currently we 6err?t 

? , 



(apostrophes are too informal) domot have any reliable had data on why tourist 
numbers are&lining.+k&s (apostrophes are too inQrmal) There is netmueh 

\ 
(it's informal) Pttle information available either on what might bring them back to 

Hong Kong. The return rate for the questiodnaire was mdly-bd ('really' is an 
informal quantifier and 'bad' is too general) very disappainting at only11 3% b,ut 

, this figure should provide a firm enough basis for w i t ' s  a phrasal verb) 

discussing why tourist numbers are gekgdmm (it's a phrasal verb) declining. 

A. NEW DELHI: Evergreen melody and Hindustani singer Girija Devi were also 
queen Asha Bhonsle and music honoured. 
composer IUayaraja were among five I 

persong honoured by president 
' The 84-year-old sarod maestro, Ali A k b ~  

~ . p  J. ~ b d ~ l  ~k~ on Monday with Khan, who was also selected for the award, 

the prestigious rndian ~~~i~ could not make it to the function owing to 

Academy awards.: . ill health. 

The 73-year-old ~hzns l e  received "I feel that the nation'has a tremendous 
potential in music and performing arts.' 

the award from Kalam at a Particularlv our north-eastern States have 
function 0%- here during which uniq;e t ien t  i n  music and dance," the 
hlayaraja, vdcalist Balam-shna . Resident ?aid. 



UNFT 22 SOME KINDS OF OFFICIAL 

22.0 Objectives 

22.1 Introduction: Official Reports 

22.2 Proposal 

22.3 Survey Reports 

22.4 Reports on Experiments : Research Report 

22.5 Memorandums 

22.6 Reports of Meetings: Minutes 

I 22.7 Let Us Sum Up 

22.8 Suggested Readings 

22.9 Answers to Check YOU Progress 

In this unit we will @iscuss Tour type; of formal reports: 

reports making a proposal, 

reports on market surveys, 

e. reports on ef periments, and 

, reports of meetings. 

, 
Unlike news reports, official reports not oqy to present datdfacts but also help in 
decision-making. Some reports are used for internal communication, some help in 
corresponding with outsiders. Some sdrve ._as a permanent record, others solve an 
immediate problem. Official reports may appear in different forms, but the reasons 
for preparing a report provide the best clues about how, to organize and h t e  it. 

. . . - I .  

Blueprint solr~tions finds that neb reemits in the company'do nct have the relative 
experience in handling client relaticnships and require training. The HRD team has 
been requested to present a proposal to find out whether AJ3,ICUS Cornmunjcations, 
Mumbai can help in meeting the t r W g  needs. Given below is the report to this 
effect. b 

The problem: 

In h e  past years, Blueprint Solutions hus h i d  12 new consultants. boosting the 
total staff to 40 people. The new ktaff members all have excellent qualifications 
to dvise car clients in general business matters. However, some of the new 
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T h  mkrt abave is what is edbd an intend "pr~posd" repod %%at do SrQU tbhk 
the &xqmSRI is trying tl, $07 . 

If is tq4ng 20 pmade the tsp b m a g ~ ~ ~ ~ &  that bhe A h w  Cam-a~ms is fit 
b ~ & c t  tba traiairyg P~b, TIrc prhaq iatee.nxj.m d a bushem gqmd is 

. to persuade elom-. Herr: the @vm Wgs: the pmbiem (2) tb;e 
~ E u t h i  and (GI 'she cost. ' Th ib  i d  aiwtly what the rmB1agemnt w&d w& to 
lanow. 

Nolc the languPge'of thc proposd when tho wdur tdtaks abmt Abacue 
C o x ~ ~ ~ ~ n i d o n s ,  ?have' 'has' k -us&. WBen tixi p m p d  is h g  d e ,  *W, 
'wouldl L king u d .  

~ ~ ~ ~ ~ ~ ~ n ~ i n ~ r r n ~ g ~ g s s t h e ~ u q l t : .  nmuldb 



th ~1pe:mB~fl~ of P compmy @to. men grepakg.srrclx.dwments, the Wtet mais stme Kws i~& Qf 
to ex$-ilain 

wbythspmjectymsdcd 

.wit- ia?i~e; 

e b m  much it will cost and 

r what t4e bcneft will 

we oAcn havt to write-pmpds  or -ah p- trying to. p u a d e  s 
mlwtion camtaee that msemh pmjjr;.et' is u ~ ~ f w l .  Ia maw& far . 
mab.nic purposes what wt? @ apta: ttue masan for the studye the n&flmd&w 
used rrnd the impliatiom. Utlled it k & 1,arg~-scale study wbich would invdve 
~naatly'f@sm&m, the bud@ n d  not h ineludd in the proposal. 

P P a p d s  vary widely in style md format .Some we brief i&@ mems (see 
Section 4.6) ot$ers are lagthy, f&,dmummts in manuwript fcvast, 

-- 

22.3 SURVEY PEPURQ 
From our experience we know that often the best way to obtain answers to our 
questions is to ask people with relevant experience and opinions. If we do this on 



Print Media a large scale, we are actually conducting a survey. Surveys can include everything 
from a few interviews to the distribution of thousands of questionnaires. 

When an agency or an organization needs specialized information that hasn't been 
recorded anywhere, it may want to conduct a survey. These survey reports not only 
present data /facts but also persuade or help in decision-making. 

Read this survey report published in the newspaper, and do the tusks that 
follow. 

SURVEY CONFIRMS WIDESPREAD ADOPTION OF' SMS AS 
BUSINESS C-CATIONS TOOL IN INDIA 

A survey was conducted on SMS and email for Business purposes in India. The 
use of SMS for business purposes shows widespread adoption within the India 
market, according to a pilot study commissioned by BulkSMS.com in July 2006. 
95% of respondents reported receiving business communications via SMS while 
75% received e-mail communications for business purposes. 

The study compared the experiences of Internet-savvy Indian consumers who are 
also mobile phone users. Respondents for this research were drawn from a small 
representative sample. The sample included prepaid and contract mobile phone 
users from three major urban areas. 

It was found that respondents received on average: 

a Three to four relevant business SMSes per week. 

a 35 relevant business e-mails per week. 

a Six irrelevant business SMSes per week. 

.a Seven irrelevant business e-mails per week. 

61% of respondents were happy to receive business communications via e-mail, 
and 50% of respondents were happy to receive business communications via SMS. 
The other fmdings from the research are: 

a Overall, users report lower vdumes of business communications via SMS than e- 
mail. 

% .  

a The financial services sector use SMS more than e-mail to send business 
1 

communications. After financi.al services, the retail sector makes the most use of , 
SMS for business communications. 

a 35% of respondents reported receiving internal work communications via e-mdl 
while 15% received these communications by SMS. 

a Less than 15% of all respondents receive fewer than six business SMSes per 
wekk. 

a More than 30% of respondents receive more than 50 business e-mails per week. 

a More respondents received irrelevant business e-mails than SMS communications. 

a' Respondents do not like receiving irrelevant advertising messages from businesses. 



I dislike .. 
20% 

I like i t  

50% 

Undecided A 

28% 
A 

! 
I dislike it 

I like it 
61% 

dome Kinds of Official Reports 

Survey reports, as you can see, always includes: 

1 The reason for the survey 

1 People who participated in the study (Subjects) 

1 The way in which information was gathered (Methodology) 



Print Media What was found (Findings) 

Surveys o k n  require the information to be put in tables, graphs and pie charts. 
Reports often accompany graphic representations of facts and figures. The reports 
describe the figures and either make recommendations or predict future trends. . .. 

.-$* ?.- j 

Let us give& an exAple. Here is a table which summarizds a survey on whether 
people are concern+ about artificial colouring in the prepackaged food they eat. 

Percentage who Percentage who Percentage who 
are very are slightly are not 

concerned concerned concerned 

Men 44 40 16 

Women 57 37 6 

Adults 18-45 49 40 11 

Adults 46 -65 55 32 13 

How do we report this finding? We can say: 
' I 

Half the people surveyed are very concerned about artificial colouring in the 
prepackaged food they eat. Women and older people are most concerned. ' 

4 ~ Y a u r ~ 3  

T l n ? R p i d l p o w t b o f y w r ~ m e l . ( b E p P I t ~ ~ w ~ t b k  
~crr#of.oarpmrrrpltyamonglficernptoyscsl Youwmted~AndoutWMlWt 
w w s k r a s r w m p M ~ ~ ~ ~ i R t & l ~ , a m b  
anbr#~ddrc~dm~rothcqlrcstfonarfrtrbart 
a ~ w s ~ S u m m ; r P i a E t h o f ~ f n a ~  

1. H Q I l v u s a f b l i s a m w r l ~ b O f t t i a s h r f ~ ~ a n p t o y e c s " l  

UPagid 78 % 

W~Usefol  14 86 

Ahdlady U h  8s 

Z f ) a a ~ ~ h e f p y o u I m w v l b a u t o d r r n s ?  

Yu 704 
19 9b 

No 11 4b 

3. D a y o p * t b O ~ b 6 i p e & l ~ ~ ~  

Yes 62% 

m 8  
No 8 %  

1 . 



f 

4. What should a newsletter contain? 

Only Informative 12 W 

Mostly informative, but also entertaining 64 5% 

More mtatainment, less infomation 20 96 

Only entertainment 4 % 

5.  How often should ncwslttters be published? 

Once a month 42 5% 

Once in Two months 51% 

Once in Three months 9 %  

Once in Fou* ~lths - 
Once in six months - 

Some Kinds of Official Reports 

22.4 REPORTS ON EXPERIMENTS: RESEARCH 
REPORTS ' 

A research rzport describes the results of a scientific investigation. Thousands of 
papers are britten each year by scientists at universities and research institutions 
all over the v~orld. These reports are published in scientific journals, many of which 
you can find in the University library. It is not the same as the report you write in 
your regular lab notebook. The goal of the research report is not to prove that you 
got the right 2 nswers; but to document your findings and communicate the knowledge 
you have acq~iired from an experiment. 

Upon read~ng a re\earch report, the reader \hould bc able to understand 

a What you have done 

Why you have done it 

What you have concluded 

The report is clivided into distinct sections. with its own characteristic heading: 

Abstract 

lntroducticn 

Apparatus anct Experimental Procedure (or Method) 

Results 

Discussion and 

Conclusior \. 

When you think of a memo, what do you think of? Usually we think of a little piece 
of paper that says something like: "From the desk of ..." or :9.on7t forget ..," or 
"Reminders ...". The message could be something as simple as: "Buy more paper 
clips" or "Meet with President at 2:30" 

These memos are informative and may serve simple purposes; more complex 
memos are often needed in an office setting. Standard memos are usually brief, 
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Print Media because it recognized that readers have time only to skim messages. Unlike letters 
which may be sent to outsiders, memos are used for the routine, day-to-day exchange 
of information within an organization. Also letters are usually sent to one person, 
while the same memo can be sent to any number of receivers. These memos are 
therefore less private. Memos are used to announce worlcing skhedules, promotions, 
acquisitions, opening of branch offices, to designate responsibility, and confirm oral 
agreements or decisions. 

Since the purpose is to quickly give information to the reader, the information has 
to be clear, carefully arranged and neat. Many organizations have memo forms 
printed, with labeled spaces for the date, the receiver's name, the sender's name 
md the subject. 

Here is an example of a memo. 



Usually memos don't need to be signed nor do we use the greeting @ear Sir/ Some Kinds Official Repo* 

Madam.. .) or say 'Yours sincerely...'. 

Summaries of sales reports, survey reports and proposals are also given in memos. 
Memo reports are highly structures, including how data was gathered, procedures 
used, conclusions and recommendations. Unlike regular reports, we find that a 
direct style is used where we use .'Iy 'You' 'we', short sentences in the active 
voice. 
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On report that is written at all places of work is a report of the meetings held. 
These are' called Minutes. The function of the minutes is to record the proceedings 
for future reference. In many workplaces, meetings often begin with a reading out 
of the minutes of the previous meeting. They'are useful because people can forget 
what was decided at a meeting if there is no written record of the proceedings. 
Minutes can also inform people who, were not at the meeting about what took 
place. 

. T _  L 

- -. .. - . 
c.;: ' 

,- . -. :. :-I:-,-- , ' .). ' P -  , .-7. f. 111; ,!'.I . 7  ", ., t - -  . _ I ,  .~ - -  I 8 -! - --- *..( 8 

,,I>.. - . > . 8 8 8 , .,.I 
. F r  7 ........ .i. I ; ,  , : . . I  

1 ,  L -- . ., . . 
.- 1.1 

a>-- . - A  .r ..:.I I - - .  a 8 -  1 It. 



m?dh2s I ~ P M ! ~ ~ w *  R.p$h* 
I mud@& rrrursrf 

Or- 
I .- 

Some Kinds of Official Reports 



Print Media .The format of minutes of meetings variesfrom organization to organization. Though 
the minutes of meetings do not have a specific format, they are all required to carry 
the following information: ' t  

a time, date and place of meeting 

a members present (and absent) 

a . approval of the previous meeting's qinutes 

6 agenda ' .  

a items1 points discussed and decisions taken 

a time, date and Pike of hext meeting , 
i 

This kipd of minutes is to be to the managenient and the team so let them 
know abmt the work plan uf the month. This meeting, for instance, was held to 
take stock of the recruitment activities in the month of Febnrary and to decide about 
the activities in. the following month. It also wanted to delegate work to the 
qembers of 'the team, so that they Could plan their travel accorbgly. 

The minute of a meeting is like a summary, which we will discuss in the next unit. 
What are included in the minutes is just the decisions taken; the process of arriving 
a\ that decision is not recorded. This is because it is important to record who said 
what in the meeting, as long as all agreed on the s,ame thing at the end. We 
'therefore do not need to describe everything said by everyone, we need to summarize 
any long discussioli or debates, and only record the decisions taken. Criticism of 
members shobld not be included unless it takes 'the form of an official motion. It 
is however necessary to record ad decisions taken, action taken, information conveyed, . 
recommendations agred upon, and record pames of people who are being given 
some new designation or responsibility. 

8 1  



Item 1: Purchuc of s u b w  related Encyclapda . 

Some Kinds of Official Reports 
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Item 3: eonaortlal Rvchsse 
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22.7 LET US SUM UP . . 
5 

. I .  . , . r 
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I . . 
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22.8 SUGGESTED READINGS 
Rarnan, M. and Sharma, S. ('t004). Technical Communication: :principles and 
Practice. New Delhi: ,Oxford University Press. 

F~rman, J and r ell^, K.A. (1990). The Random House Guide m dusiness Writing. 
New ~ o r k :  McGraw-Hill Publishing Company. . .. . 

, .  . 

22.9 ANSWERS TO CHECK YOUR PROGRESS 

C h d  Your Pmpm 1 

~nswers  may vary. Hbwever, we proqide a report as an example. 

Report on wstz al waste paper Submitt& by Shmya,Das 
d 

This isqa proposal to'reuse the unused side of paper for memos and scribbling pads. I 
We would like to bring to your notice the amount of paper that we use ug each i 
month in our office. It is felt that~the paper expenditure can be considerably by I 

reusing some paper for internal cammunication. We present below a list of paper I 

related goods that we use and the expenditure we incur on these: I 

I 
I 

I '  ? 

The expenditure we inc-ur for paper per month are: 
! 

200 rimes of 'paper '(@~s. 150 per rime) 

300 Writing pads (@ Rs. 25 per pad) 

100 Memo pads (@ Rs. 50 per pad) 
(paper and printing included) 

! Total 

Rs. 30,000 

Rs. 7,500 

Rs. 5,000 

Rs. 42:500 

We have f o h d  that we use approximately 8 rimes of paper everyday to print out 
for in house official communication which are eventuqly shredded. Most of these 
communication cannot be called confidential, since they are notifications, agenda 
sheets and- short reports on ongoing activities. 

9 

We propose that paper which is not deemed confidential can be reused, since most 
documents are printed on only one side. We suggest that we use the unused side 
to make scribbling pads and memo s h ~ t s  for our internal communication. This is 
a sure way to cut down on our paper costs and also a move towards eco-friendliness. 
The used paper could be printed and bound andqused as scribbling pads. Find 
attached with this proposal, samples of border designs for scribbling pads and memo \ . 
sheets, and inhouse notifications. 

Given below is the expenditure that we will incur if we accept this proposal: 
I 

100 rimes of paper (50% reduction)' P Rs. 15,000 

Printing and binding charge? for driting pads Rs. 2000 
J 4 

Printing and binding charges for memo pads Rs, 2000 

Total 
I Rs. 19,000 

Amount Saved Rs. 23,500 1 
We sub& the prbpo& with the relevant .docuinents for your consideration. 



Some Kinds of Om&d Reports 
' 

1. The survey wished to examine the use of SMf and email for business 
correspondence in Indian markets. Who is the sample who participated in the 
survey? 

2. A small representative sample of Internet-savy consumers who have prepaid-or 
contract mobile phones in three major 'urban areas were the participants in the 
survey. . \ 

3. Three findings: 

a) More people (61%) are happy to receive business communications via e-mail 
than SMS (50%) I 

b) . The financial sector and the retail sector use SMS more than email 

c) Respondents do not like receiving irrelevant advertising messages from' 
, businesses. 

The rapid growth of your company over the past five years has decreased the 
sense of community among the employees. A questionnaire was given to 20 
employees to find out whether a newsletter would help rebuild a personal element 
in the organization. Many employees felt that newsletters are useful in giving 
information about employees (78%), helping them know each other better (70%) 
and bringing people together (62%). The newsletter, 64% of the employee$ felt 
should be' essentially informative, but also have some sections for entertainment and 
fun. Regarding the periodicity of the newsletter, if publishd, 41% said it should be 
once a month and 51% said it should be once in two months. It can therefore be 
said that employees feel newsletter ;will help in bringing the community together, and 
would help them know about each other. 

I Task 1: Complaints ; 

1) Staff seems to be cold and unfriendly., 
., - 

2) They do not wear.  forms or a name tag or badge, so identification is difficult. 

3) They are busy chatting with other members on the staff. 

4) They tend to throw any books you have bought into a bag. 

5) They are not too willing to gift wrap b m h  or have them deliyemi. 

Task 2: Memo ' 

To: Managing Director, Bookworld . 

, h m :  All Managers ' 

Date: 22 April 2008 

, Subject: Improving level of service 



Print Media We have received complaints about our service to the public. 

Henceforth could we ensure that . 

a) Staff wear uniform and name badges at work. 
' 1 

b) Customers are always attended to in a friendly and polite &ay 

c) Books are fl wrapped or delivered when requested 
-* 

Rohit Sharma . L 

Bithika Das then addressed several topics, beginning with a possibility for purchasing 
of subject related encyclowa. Many members .also felt this would be useful. 
Mihir Kale was worried about the price of such encyclopedias and wanted to know 
whether the budget of this year would permit their purchase. NancypBrown said 
we could find out the price and then take a decision. She volunteered to request 
the faculty members to give their requirements of entyclopedias in their area of 
research. 

Nancy Brown informed the Committee that the departments had requested a copy 
of individual departments' budgets for the library. Nancy Brown said she would find 
out what aspect of the budget the Faculty Assembly wanted, but she thought it was 
the certified budget. 

Mihir.~ale said we need to continue to try to get a position or person to coordinate 
consoftial purchasing efforts. NC LIVE should be emphasized, Mihir said, and he 
said the Budget Committee needs to discuss NC LIVE; consortial purchases. A 
person at the Office should be given the responsibility to negotiate purchases, along 
with'support staff; document delivery issues; and digitization costs. All members 
agreed with this. 

The Chairperson greeted the members. 

The following announcements were made: 

a) registration is open for the Teaching and Learning with Technology Conference 

b) 1nfra.net Users Group meeting is on 22 April 2008. 

1te'm 1 : Purchase of subject related Encyclopedia 

a) The possibility of purchasing subject related encyclopaedia was discussed. 

b) Nancy Brown has volunteered to find out the departmental requirements for 
encyclopeadia and their prices 

Item 2: Individual Departmental Budget 

a) Departments have requested a copy of individual departments' budgets for 
. Athe library. 

b) Nancy Brown will fi nd out what aspect of the budget the Faculty Assembly 
wanted. 

Item 3: cdnsortial Purchase 

The Committee felt the, need to get a person to negotiate purchases, along with' 
support staff, document delivery issues; and digitization costs. 
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23.0 Objecrives ; 

23.1 Introduction 

23.2 Parapime, Pr6cis and Summary 

23.3 Writing Summaries 

23.3.1 The Art .of Condensation 

23.3.2 ~dentifying the Topic ~enknce ' 

23.3.3 Identifying the Key Ideas 

23.3.4 Identifying the Main Clainl and Supporting Details 

23.3.5 Making Inferences 

23.4 Note Making and Note Taking 

23.5 Summarizing Speech and Conversations 
. , 

23.6 Summaries for Research Purposes . 
23.6.1 Plagiarism 

23.6.2 Avoiding Plagiarism 

23.7 Let Us Sum Up 

23.8 Answers to Check Your Progress ; 

In Block 4, we discussed features of report writing and memorandums. In order 
to write good memos, what a writer needs is the ability to express the most. 
important facts or ideas about something in a short and clear form. In this unit, we 
will help you with two very important skills: note making (or taking) and s-ng. 

Of all the writing we have discussed so far, note making and summary writing may 
well be the one you are most expected to do in your acad-c life as a student and 
as a researcher. It is also a basic skill in reporting events 'for a newspaper. Space 
is limited in a newspaper b d  an editor may ask you to limit your write-up to a 
specified number of words; or to a specific number of 'inches' of a column in a; 
newspaper. I 

In fact, we are su~dmarizing infomation all the time. We watch a movie and tell 
our friends the story in two minutes, we listen to long conversations and say, "So 
what you are actually saying is.. ." Think of a long newspaper report running into 
three columns, but with a neat five-word headline which su&arizes the entire 
report. Summaries may involve one or two key words, a line, or may be quite 
elaborate. It all depends on the purpose for writing them. 

Why do we summarize what we read? Most often we s u m m e  what others have 
said. We use this material for future reference. It forms an essential part of our 
preparation for an exam, a class discussion, a presentation, writing of projects, 



Print ~ k a  research papers and term papers. In the first part of this unit we will look at ways 
in which we condense information in a long text. In the second part we will pay 
more attention to writing $at involves the use of sources. 

As students, you are expected to read and remember large amounts of prose. In 
many of your college courses, you are probably able to memorize facts and key 
statements with relatiye ease, but at times you are expected to go a step further, 
i.e., read critically and closely so as to present the argument or information of an 
article in as cogent a form as possible and in your own words. In order to demonstrate 
that you have understood the main idea of a text you must be able to paraphrase, 
summarize, and even compose a prkcis of the text. Let us first explain these three 
terms - paraphrase, prkis and summary. 

* 

To paraphrase is to-rewrite something using different words without changing the 
original meaning: this is what is usually meant by the phrase, 'in your own words.' 
The paraphrase is usually clearer and more easily understood than the original, and 
is usually similar in length to the original. The purpose of a paraphrase is to convey 
the meaning of the original message and, in doing so, to prove that we have 
underst* the passage well enough to restate it in our own words. 

The prkis (pronounced pray-see) is derived from. the word 'precise'. A prkis 
usually reduces the length of the original passage by at least two-thirds. Every 
important idea must be retained, preferably in the order in which it appears in the 
original. 

4 

A summa0 is much shorter than the original text, and' communicates the main idea 
of the text and the main supporting points written again 'in one's own words'. The 
summary should. give someone who has not read the original a clear and accurate 
averview of the text. Writing a summary therefore requires a combination of prkis 
writing,ability and the ability to paraphrase. 

. . 

23A& Ihom&- 
I .  I t  

One of the sl&lls'required to write pr&is ind summaries is writing using a 
concise language. Before practicing writing prkis and summaries, let us look at 
how we can say and write messages, sentences in brief. 

Writers often load their prose with one or more extra words or phrases that do not 
seem add to the meaning of the sentence. Although such words and phrases can 
be meaningful in the appropriate context, they can easily be left out. We, can 
eliminate these unnecessary word and phrases. For instance: 

Completing the project proposal by June 10 is an impossibility without some kind 
ofextra help. 

For all Dumoses, American industrial productivity generallv depends on certain 
factors that are really more psychological in, kind than gf any ~ i v e n  
technological aspect. 

- * .  
. , 

A more' .conci,se vekion is: 
' ,- 

, 
' 1 

' . ,  

, : . Cqrnplptirig the project prop&al by Jine 10 is &possible wi&t help. 

\ . - I 



American industrial productivity depends more on psychological than on 
technological fhctors. \ 

A single word can sometimes replace a phrase. Therefore we can convert phrases 
into single words whenever' possible. Often, an adjectival or adverbial phrases 
can be replaced with a single adjective or adverb. For example, 
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He is never late and is always on time. 

He is punctual. 

The employee with ambition ... (= the ambitious employee) 

The department showing the best per$ormance ... (= The best-performing 
department.. .) 

The company buys compressors from other countries (= The company imports 
compressors) . 

Do you think you are incapable oirnaking mistakes? (= Do you think you are 
infallible?) 

4 ( I r L Y k W f  ' t 
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Print Media Using a clause to convey meaning that could be presented in a phrase or even a 
word contributes to wordiness. We can therefore convert modifying clauses into 
phrases or single words where possible. 

, The report, which was released recently ... (= the recently released report) 

All applicants who are interested in the job must ... (all job applicants) 

The system that is most eficient and accurate ... (=the most efficient and 
accurate system) 

Writing that focuses directly on a point and maximizes meaning with minimum 
wordiness tends to be both clear and concise. Revising for clarity of meaning often 
makes writing more concise. Read this sentence: 

The cause of the failure of our schools to teach basic skills is not understanding the 
influence of cultural background on learning. 

The main verb. of not sentence is: is, which does not pack much punch to the 
sentence. There are many nouns though: cause, failure, influence and learning- 
all these imply verbs - to cause, to fail, to influence and to learn, but are used 
as gouns. 

gctions expressed in nouns rather 'than verbs are called nominalizations (Tile word 
nominalization is the noun form of the verb 'to nominative'.) Letting verbs express 
action usually make sentences more dynamic, direct, clear and concise. Now read 
the revised sentence: 

Our schools fail to teach basic skill because 'they don't understand how cultural 
backgrounds influence learning. 

When we combhe ideas and senkcks in a clause, we reduce the length of the 
sentence and text significantly. Read these two versions. 

A. There is a beautiful park near my house. The name of the park is Tian-Tan Park: 
This was built several hundred years.ago. It is the biggest park in Beijing. The 

. Tian-Tan Park is famous not only for its beauty but its quietness as well. (46 
. words) . 

B. Near my house stands Tian-Tan, the biggest park in Beijing, built several hundred 
years ago and is now famous for not only its beauty but also its quietness. (28 
words) 



However, it is better to write short sentences that are correct and well formulated 
than long sentences that do not make sense. 

A paragraph is a group of sentences related to a particular topic, or central theme. 
Every paragraph has a key concept or main idea. The main idea is the most 
important piece of information the author wants you to know about the concept of 
that paragraph. A writer will state hisher main idea explicitly somewhere in the 
paragraph. That ma& idea may be stated at the beginning of the paragraph, in the 
middle, or at the end. The sentence in which the main idea is stated is the topic 
sentence of that paragraph. 

Read the plzssage below: 

For many years people have wished they could fly through the air like birds. 
Skydivers have found a way to fly without a machine. They jump from an airplane 
and fall at the rate of 120 miles an hour. The fall is so smooth that they don't feel 
like they're moving at all. When they pull the ripcord on their parachute they 
float the rest of the way to the ground. 

Which sentence in the paragraph do you think summarizes the text best? 

a) Skydivers have found a way'to fly without a machinb. 

b) The fall is so smooth that they don't feel like they're moving at all. 

c) For many years people have wished they could fly through the air like birds. 

d) They jump from an airplane and fall at the rate of 120 miles an hour. 

It is (a). The other sentences (b, c, and d) just elaborate what these ways of flying 
without a machine are. The topic sentence announces the general theme to be dealt 
with in the paragraph. Although the topic sentence may appear anywhere in the 
paragraph, it 1s usually first. The last sentence of a paragaph can also contain the 
topic sentence, it is likely to be a concluding sentence. It is used to sum up a 
discussion, to emphasize a point, or to restate all or part of the topic sentence so 
as to bring the paragraph to a close. It can fall in the middle of a paragraph as well, 
especially when a paragraph begins with an introductory sentence that is meant to 
grab your attention. 

In order to find the topic sentence the best thing to do is ask yourself the question, 
"What is this about?Keep asking yourself that question as you read a paragraph, 
until the answer to your question becomes clear. 

Writing Summaries 
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2 3 3 3 ~ ~ ~ -  
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Any piece of writing is made up of a few key (or main) ideas. However, if all a 
writer did was to piit these forward briefly and concisely, few - if any - readers 
would be able to fully grasp the writer's meanings. or be able to see the significance 
and implications o f  what he or she has to say. Consequently, writers tend to explain, 
extend, or 'flesh-out' what they think and say by including examples. evidence and 
expression and lead the reader through the piece to make it more understandable. 

As a reader, though, our job is to grasp these key ideas or items of infcrmation; to 
understand the essential points in a text which we are reading. One useful technique 
to help you do thiseffecti\~ely is for you to underline (in pencil) or highlight (using 
'highlighting'). Underlining key ideas will help you focus your attention on what you 
are reading and makes you think about the main ideas in a text. 



When you are selecting ideas from a passage, ask yourself the following question: 
If this idea were omitted, would the fundamental meaning of the passage be changed? 

Newspaper headlines are the best pr6cis that we see around us. News headlines 
generally present the main idea very succinctly and clearly. Read the news item 
below and say which of the headlines best summarizes it. 

, . 

New k'ork, May 3 1 (AP): A pink cocktail dress 
worn by Audrey Hepburn in "Breakfast at 
Tiffany's" was auctioned for $192,000 
(euro143,OOO) - more than six times its estimated 
value. 

The sleeveless dress, worn for the scene in which 
Holly Golightly discovers her brother has died, 
sold Wednesday to a private European buyer at 
Christie's sale of film and entertainment 
memorabilia. The auction house said it had 
expected the dress to sell for up to $30,000 
(eur~22,OOO). . 

"The sale was filled with iconic pieces", said 
Helen Hall, Christie's head of entertainment 
memorabilia. "It captured people's imagination". 

Hall said the auction house was pleased with 
the results of the' sale, which brought in $1.2 
million (euro890,OOO). . 

1. Audrey Hepburn's dress 
, bought by European 

buyer 

2. Dress worn by Audrey 
Hepburn auctioned for 
$192,000 

3. A Private ~ u r o p e a n  
buyer pays $192,000 for ' a dress 

4. The dress Audrey 
Hepburn wore in 
"Breakfast at T'any's" 

Which of these do you think is a suitable headline? To find this out, read the news 
item and, ask yourself 'What is the main idea?' It is definitely about a dress Audrey 
Hepburn wore in one of her films.. . It is also about the sale of her dress. It is 
about the huge piice at which it was bought. The rest - who bought it and why 
- is important but not liecessarily the main idea of the news item. Therefore the 
answer is (2). 
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We have so far discussed clial-actcristics of a good prCcis or a summary. Since the 
\vriting requires you to be clear and concise. we must choose our words careli~lly 
and arrange them skillfully we get the maximum amount of meaning into the 
niinimum space. In pricis writing i t  is necessary to say as much as possible in as 
few words as possible. A word may substitute for a phrase and a phrase f :~ r  u 
clause. 



23.3.4 Identifying the Main Claim and Supporting Argument8 - 
Every essay contains many ideas but the first thing you need to determine is what 
the central thesis or claim of the text is what everything else in the essay tries 
to establish or demonstrate. You need to be able to state this claim in one clear 
sentence. This can be a claim, an assertion that something is true. It is not a 
question (e.g., "Should human cloning be allowed?"), and it is not just the topic (e.g., 
"the legality of human cloning"). It is the author's overall position; for example, 
"Human cloning should not be made legal". 

You should skim each text before reading it carefully and, after skimming, try to 
determine the central thesis or claim. Then you will be able to go on to the next 
step. Thc next thin'g you need to look for is the author's specific arguments in 
defense of his or her overall position (thesis). Usually an author gives more than 
one argument in favour of hisher thesis. A text can be seen as the following 
structure: 

Main 
&Claim 

I 
L I 

i 

Reason Why the Author I on Why the Author rspn Why the Author 
is Making this Claim daking this Claim Making this Claim 

I 
Evidence to Support Each 

I 
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Let us look at one such text to explain this structure. Read the following text, it 
has one main thesis and three supporting arguments and one conclusion: 



Print Media The government should provide more financial assistance to parents who use 
childcare. Childcare centres may assist children in their early development. They 
give children an opportunity to mix with other children and to develop social skills 
at an early age. A whole range of learning occurs in childcare centres. Parents and 
children need to spend some time apart. Children become less dependent on their 
parents and parents themselves are less stressed and more effective care-givers 
when there are periods of separation. Recent studies indicate that the parent-child 
relationship can be improved by the use of high-quality childcare facilities. Parents 
who cannot go to work because they don't have access to childcare facilities 
cannot contribute to the national economy. They are not able to utilize their productive 
skills and do not pay income tax. Non-working parents can become a drain on the 
tax system through dependent spouse and other rebates. Government support for 
childcare services assists individual families and is important for the economic 
prosperity. 

I 

Make notes of the claim and the three arguments: 

the claim ......................................................................................... 

the arguments 

The cIaim asserts a conclusion - an idea, an opinion, a judgment, or a point of view 
- that the writer wants you to accept. The support includes reasons (shared beliefs, 
assumptions, and values) and evidence (facts, examples, statistics, and authorities) 
that give readers the basis for accepting the conclusion. It is also necessary to 
identify the type of the author's arguments. We also need to identify how the author 
mes to persuade us: by appealing to our reason or intellect or to our emotions. 

I 

How does the author suppofl his claim? With reason or evidence? 

Read the following text. 

Women are reported to be stronger than men, not through actual physical 
strength but through their immune system. It was thought that women lived 
longer than men because they took fewer risks; men were more likely to 
do dangerous jobs. However in modem times, there is much more equality 
between the sexes and still they continue to live longer. A woman today can 
expect to live 79.8 years - five years longer than a male. Although the gap 
has narrowed slightly in recent years, male life expectancy is only at the 
level enjoyed by women 30 years ago. 

,It has been discovered that the real reason for longer lives in women is 
their imqune system. A team led by Dr Richaid Aspinall and Dr Jeffery 

. Pido-Lopez tracked the number of new white cells - known as T-cells - 
in 46 healthy males and all women between 20 and 56 per millilitre. 

In both sexes, the thymus gland, which produces T-cells, made fewer cells 
with increasing age. Yet women still had higher levels of new T-cells than 
men of the same age, according to a report in the magazine New Scientist. 
The researchers then looked at the statistics for deaths in Britain from 
pneumonia and influenza between 1993 and 1998. They found more hen 
than women died from the diseases and that the trend mirrored the difference 
in thymus activity between the sexes. 



What the writer dms in this passage is to base his argument very firmly on the 
evidence fro& a research study done by Dr Richard Aspinall and Dr Jeffery Pido- 
Lopez, and a report in a magazine New Scientist and statistics from Biitain. .All 

, these are put forth as evidence, 'and thg anpeal more .to w-rpasnn &m.aPldiaPs. 
- - - 

I 

Writers often tell you more than they say directly. They give you hints or clues that 
help you "read between the lines". Using these clues to give you a: deeper 
understanding of your reading is called inferring. When you infer, you go beyond 
-the surface details to see other meanings that the details suggest or imply (not stated). 

Read the .following passage and jot down all the facfs the author gives you 
about baths in the Roman 'society. 

For the ancient Romans, taking a bath was a very special occasion. Because 
they considered bathing a social opportunity, they constructed huge public 
baths that put our modern-day indoor pools and spas to shame. Not only 
were, the baths themselves lavishly decorated, they were also surrounded 
by shops,'libraries, and lounges so that a person cguld shop, read or chat. 
after bathing. The famed Baths of Caracalla, for. exqple, offered Roman 
citizens massages and saunas in amtion to a gymnasium and gardens for 
after-bath walks in lovely sur&undings. +t lovers that they were, the 
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print' Media Romans also frequently built art galleries'into their bathing facilities. There 
were also.; kitchens, where food was prepared to serve hungry bathers. 
Although initially men and women bathed separately, mixed baths became 
the fashion until 500 A.D., when the corning of Christianity brought the 
public baths to an end. 

1 

Baths in the roman society were lavishly decorated and had shops, libraries, 
lounges, saunas, massage parlours, gardens, gymnasiums, art galleries, kitchens. 

What do all these tell you about baths in the' Roman society? The text tells you 
that taking a bath was a very special occasion, and was a social opportunity. what 
can we infer from the text? Which of .these is.true? 

i. The ancient 'Romans. were the first to lead a life of pure luxury. 

ii. If the Romans had spent more time governing and less time bathing, the Roman 
Empire would still exist today. 

iii. The ancient Romans made luxury and socializing a part of bathing. 

me answer is (iii). We can infer that Roman bath was full of' luxuries and was a 
place where people could socialize. There is nothing in the text that can suggest 
that Roman spent a large part of their time in baths, nor that they were the first 
to lead a life of pure luxury. When we summarize the above text, we need to state 
the inference in clear terms. In drawing such conclusions (making inferences), we 
are really getting at the main idea of the text - what the author actually wishes to 
convey through the details and facts. Merely getting the facts right is not enough 
- we must think about what these facts mean. 

I 

We h&e discussed so far some-of the Skills that we need to write good summaries. 



NOTE MAKING AND NOTE TAKIN 

Effective note making is a key writing skill, with a number of practical uses. Good 
note making techniques lead to accurate essays. Although you are the only person 
who will read your notes, clarity and organization are still important. 

Read this passage from the book 'Health is Wealth' by k u r a  Higgins (2003). 
The main points are in italics. Make notes from them. 

Have you ever wished that you could quickly a shake a bad mood and turn 
a bad day into a good one? Research suggests thatathere are three different 
fast, eflective ways to give yoursey a m o d  makeover. The first way is to 
sing an upbeat song. According to the British journal Psychology and 
Psychotherapy, singing takes you away from your everyday existence. It 
also lowers tension levels and improves m d  almost instantly. The second 
way to boost your mood is to write about what is annoying you. In a recent 
study, psychologist,Robin Kowalski had one group of angry people write about 
what was bothering them and a second group write about other topics. 
Afterward, the people who wrote about their gripes felt significantly happier 
than those who didn't. The third way to feel better is to eat food that soothes 
you. Everyone attaches\positive associations to certain foods, especially ones 
like ice cream, chocolate, and cookies, and eating a comforting food will often 
lift your spirits. 

Your notes can . read - likc this 

Source: Laura Higgins' Health is Wealth' (2003) 

Improve mood, - three ways 

a sing a song - takes one away from the present, lowers tensions ( British 
Jtmnal- Psychology and Psychotherapy) 

a to write about annoys you (study by psychologist Robin Kowalski - those 
who wrote about why they were angry felt happier) 

a to eat food you like 

Usually when we are making notes from a written text or taking down notes while 
listening (to a talk or a lecture) we develop our own style of note-making. We us,e 
typical abbreviations, and signs which we can read later. It is not always useful 
to use abbreviations too much, it may be impossible to understand them in the 
future. 

We often use diagrams, flow charts and tree diagrams to put ddwn information in 
a clear manner. 

Digestion is when food is broken down into smaller particles. This happens so 
that food can be absorbed into the bloodstream. Dr. Beaumont proved that part 

. of this process happens in the stomach. The food in the stomach is mixed with 
gastric juice. This is very acidic. It contains lots of hydrochloric acid. Gastric 
juicehelps the enzymes in the stomach to break down the food. Dr. Beaumont 
also found that the digestive enzymes work best at body temperature, which is 
37 C, They still work at lower temperatures, but they work more slowly. 

Writing Summaries 
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Print Media See how the information is recorded in the form of a diagram. 
\ 

Gastric juice helps 
enzymes to break 
down food 

23.5 .SUM.MARIZDNG SPEECH AND 
CONVERSATIONS 

It is easy to summarize written texts because we have read and reread them many 
times, and usually the texts are coherent and written in a planned way. Usually 
interviews, conversations and speeches are difficult to summarize because we have 
to take notes and write summaries by listening to them once. Also interviews and 
conversation are not plhned; speakers often fumble, repeat a sentence or a phrase, 
or expand a single idea with many examples. Speeches are easier to summarize as 
the speakers usually prepare speeches carefully and they are more organized than 
other spoken discourse. 

Read this interview between a student and an examiner. The examiner is trying 
to find out what kind of general awareness the student has. As the examiner puts 
questions to the student and listens to the answers, he is also making notes of the 
important points. Underline in the conversation below, the points you think the 
examiner is noting down. 

A: What newspaper do you read mostly? 

B: I read the Hindu, which is, I think, South India's biggest national newspaper. I like 
it because it is interesting for local news, but at the same time, it has very good 
coverage of other national news items, and its' good for international news as 
well. 

,A: Do you read any weekly magazine? 

B: Urn, yes.. . I read the Economic Times, which is closely associated with my 
work. 

A: . What about television? 

B: Well unfortunately, I don't watch television. I find I don't really have time for 
that. But listen to the radio sometimes - to the news and news discussion 
programmes. 

Now read the notes by the examiner: 

The Hindu-interesting for local news - good coverage - national and international 
news/ weekly magazine - The Economics Times - related to worklno TV - no 
time1 Radio - news and discussion programmes 

Here is the report the examiner writes on the basis of his notes: 

The candidate reads the Hindu and the weekly magazine, The Economic 
Emes for local, national, international news. He also listens to the news 
and news discussi~n programmes on. the radio. 

.* 

Often, in thq newspaper, we find political addresses and important speeches being 
summarized. Again, the writer here picks out the main ideas of the gist of the 
speech and reorganizes them in the news report. However, the writer also quotes 



some impdrtant lies from the- speech. It is because i f  this hat we remember somi 
. . 

lines from very important speeches made in' the past. Recall: 

. . . arid now the time comes when we shall redeem our pledge.. . (Nehru, 
1947) 

23.6 SUMMARIES FOR RESEARCH PURPOSES 

When we write summaries for.research purposes, we have to do more than condense 
the original to a shorter length. Unlike prkis the summary has to.' 

,- 
1) off& a balanced coverage of t'he original ( we have a tendency to includc A r e  

from the earlier part of the original in a summary) . 

2) present the sohrce material in neutral fashion 

3) present the source material in one's own words ( and not the original writer's) 

We do not say anything about the length of the summary because this will largely 
be determined by your instructor. An instructor may ask for a one page. or 1000 
word sumn~ary depending on the l e n d  of the original source. Unlike prdcis, a 
summary is not characterized on the basis of ip length. 

Before you write the summary, consider why your audience would wartt to read it. 
Why shouldn't the reader just read the origkal? summaries benefit the reader 
because they 

offer a concise, general version of the original information. 

provide quick overviews of material'.fot -a ,busy reader. ' 

I .  . 
show readers that you have understood the generh'poiqt of a~fext. . 

f -  . 

allow you tb intmdigekno&ledge withina research conteit: you caq su; 
someone's argument:in order to ananal$& or kritiqye it. . , 

In academic yvriting, especially, when you write a project report or a dissertation 
or a term paper, a common practice is to hse material from the internet or from 
text books without telling your reader that you have taker. theq from somewhere. 
This+ct of nQt acknowledging the source is called plagiarism - which is a legal 
offence. In the next section we will talk about plagiarism and the ways in which 
we ;can avoid them.. 

23.6.1 Plagiarism 

Chetan had to write a term gaper on nanotechnology for his schooI science project, 
and found some veiy good reading material on the Internet. He read an article once 
and found it interesting and well written. He felt that he himself would not be able 
to improve on what was so well written. SO he copied the article and pasted it into 
his paper. 

+ P 
He quickly changed the' font so it mitched the rest of the docupeht and contipued 
with the rest. What Chetan did was a big histake. He committed a legal offqnce. 
He committed plagiatjsm. 

;s 
1 

Plagiarism. is when you use someone else's words or ideas and pass them off as 
your own. It is not allowed in college and university and is also a legal offence. It 
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Print Media was plagiarism because he did not know this information before he came to the 
website. These were not his thoughts but someone else's. By copying whole 
paragraphs from different places, he didn't have to spend time thinking about the 
subject, gathering his own thoughts about it, and then putting it in his own words. 

Let's start with a definition: 

Plagiarize: to steal and pass off (the ideas or words of another) as one's own: 
use (a created production) without crediting the source vi: to commit literary 
theft: &sent as new and original an idea or product derived from an existing 
source - pla*gia.riz*er n 

FROM: Webster 's New Collegiate Dictionary Yh ed, (Springfield, Ma: Merriarn 
1981, p. 870). 

Now what does-this mean? The first thing it means is that it is morally and legally 
wrong to copy something out of a book, newspaper, journd or any other printed 
source. Many of us do not realize that it is a criminal- offence, and we directly copy 
something word for word in our term paper, dissertation, and project. 'what this 
means is that if the language, whether it is a phrase or a sentence, is not what you 
have not composed on your own, it is not yours and cannot be used. 

Da you understam# what plagiarism is? Read this example and let us find out 
whether Ravi has plagiarized s r  not. 

What Ravi read in a book by Michael Ventura called "The Too9 of an - 
Animal": 

1 

~iffe'rent dols shape words differently, the way different tools build furniture 
and shoes differently.. . . Pen and paper are slow and messy, of course. Modernity 
loves speed and claims to hate mess. But speed is only a value when it's useful, 
and it isn't always useful. Slowness can be useful too. Using an instrument that 
doesn't let you go too fast can make you pause where you might not have, and a 
pause at the right time can change or even save your life, not to mention your 

- work. 

What Ravi wroje: 
1 

Most writers have come to depend on computers, and they can't imagine writing 
a paper without one. Sometimes computers aren't the right tool for a writer's 
task, sometimes using an instqment that doesn't let you go too fast can make 
you pause where you might not have. A pause at the right time can change or 
even save your life, not to mention your work. 

There is plagiarism towards the end of the passage because Ravi borrows the 
author's exact words " using.. .. Work". There is no indication in Ravi' writing that 
this was originally written by someone else. A person who reads Ravi's essay will 
think that it is Ravi's thoughts. This is a form of cheating. 

, 

. 23.62 AvoMlag'Plngh* 
. . 

How can Ravi and Chetan avoid plagiarism? To avoid lagiarism, they should have ? 
given credit whe~ever they used another person's idea, opinion, or theory or used 
facts, statistics, graphs, drawings, or any pieces of information. How should they 
have given credit to the original authors? They could have used quoted another 
person's actual spoken or written words; or paraphrased of another person's spoken 
or written words. 

1 
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In this section, we will discuss three ways in which we can avoid plagiarism: 
(a) Quoting (b) paraphrasing (c) giving references. 

Quoting $- 

Let us go badk to what Ravi wrote in his assignment. How could he avoid 
plagiarism. The first way of avoiding plagiarism as we have said is qyoting. He 
could have quoted the exact words of the author, Michael Ventura, in this way. 

&lost writers have come to depehd on computers, and they can't imagine writing 
a paper withoqt one, But, in an essay titled "The Tools of an Animal", Michael 
Ventura reminds us that sometimes computers aren't the right tool for a writer's 
task, "sometimes using an instrument that doesn't let you go too fast can make 
you pause where you mig4t not have; and a pause at the right time can c p g e  or 
even save your life, not to mention your work." 

i 
By putting quotation marks (" . . ."), Ravi makes it clear that the words used in a e  
paper are not his own but those of Michael Ventura. 

Paraphrasing 

Another way in which Ravi could have avoided plagiarism is by paraphrasing 
Michael Ventura's words. He could have written: 

B 
Most writers havs come to depend on computers, and they can't imagine writing 
a paper without one. But, in an essay titled "The Tools of an Animal", Michael 
Ventura reminds us that sometimes computers aren't the right tool for a writer's 
task because it does not let us pause and think, at times when using pen and 
paper we get time to think which can actually help us from a disaster. ' 

In this case, Ravi had understood what the author wants to say and $aid the same 
thing in his own words. Ravi has paraphrased Michael Ventura's ide&. 

paraphrasing means taking another 'person's ideas and putting those ideal in your 
own words. Paraphrasing does NOT mean changing a word or two in someone 
else's sentence, changing the sentence structure while maintaining the original words, 
or changing a few words to synonyms. If you rearrange a sentenoe in any of these 
ways, you are writing too close to the original. That is still plagiarizing rather @an 
,paraphrasing. . 

Look at this example: 

There is plagia&sm becguse the student's second sentence pargphrases what willaim 
Zinsser has said but the student's-paraphrase also borrows too closely from the 

', ,- 
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Writing Summaries 
and Notes 

Using reporting verbs 

In academic writing it will often be necessary to refer to the research of others and 
to report on their findings. In order to do so, we have to use reporting verbs such 
as ('Evans (1994) suggests that....', Brown (2001) argues that....). 

In his article "Michael Dell turns the PC world inside out", Andrew E. Serwer 
(1997) describes how Michael Dell founded Dell Computers and claims that 
Dell's slow-cost, direct-sales strategy and high quality standards account for 
Dell's enormous success. 

Describes and claims are reporting verbs. There are many such reporting verbs 
- argue, mention, point out, highlight, suggest, state, allege, contend.. . . 

Study the sample summary argument again. Can you identify any examples of 
reporting? 

While introducing what someone's words or work, we need to be careful in choosing 
the right reporting-verbs. Reporting verbs have different functions. 

Some verbs are neutral: describes, states, defines 

Some verbs draw attention to the author's viewpoint: argues, disputed, 
conceded 

Some verbs convey information about the author's work: investigated, 
evaluated, estimated 

Some verbs highlight the author's viewpoint: believes, recognised, predicted 

The goal of writing a summary of an article, a chapter, or a book is to offer as 
accurately as possible the full sense of the original, but in a more condensed form. 
A summary restates the author's main point, purpose, intent, and supporting details 
in your own words. The process of summarizing enables you to better grasp the 
origin& and the result shows the reader that you understand it as well. In addition, 
the knowledge gained allows you to better analyze and critique the original. 

First, we must try to find the main idea in the reading. Next, we.skim through the 
article, glancing at any headings and graphics. The intent here is both to give 
ourselves a review of the work and to effectively engage ourselves with it. Then 
we go back and read the original text carefully, jotting down notes on or highlighting 
the important points. We try to identify the central idealclaim and the supporting 
elements the author uses to explain or back up herlhis main information or claim. 

f 

When we write the summary, we make sure to state the author's nqme in the first 
sentence. We present the main idea, followed by the supporting points. The remainder 
of your summary should focus on how the author supports, defines, and/or illustrates 
that main idea. In writing the summary we need to only present the author's views, 
and try to be as objective as possible. As we revise and edit our summary, we 
compare also compare it with the origin4 and ask ourselves questions such as: 
Have I rephrased the author's words without changing their meaning? Have I 
restated the main idea and the supporting points accurately and in my own words? 
Have I acknowledge the ideas I have borrowed? 
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23.8 ANSWERS TO CIIECK YOUR PROGRESS 

C b e d r Y ~ W l  

A. 1. imports 2. verified 3 .versatile 4. prospective 

5. aggravate 6. acquittal 7. arbitrate 8. infallible 

- If enough people protest, it will probably be revoked. 

- They have cautiously monitored the activities of conservationists. 

Informed citizens voted him out of office. 

He dropped out of school' to support his family 

Twenty-five students have expressedea' desire to attend the programme next 
summer. v 

~~~2 t; 

. 1. Our effective presentation of our study resulted in our success. 

2. 4 suggest we alter length of the cloak. 

3. Everything today reuires people conform to some standard. 

4. If we revise programme, our efficiency in customer service will increase. 

5. Many engineers have commented about not being notified when new information 
' is literature is filed in the library. 

Text 1: (a) Today, boys try to prove they are men in many different ways. 

Text 2: (d) Failure to abide by these rules will result in a failing grade for this test. 

Text 3: (c) In many cases, one can avoid sleep problems by following a few simple 
guidelines. 

(Answers' may vary) 

1. Downey jailed for Substance abuse 

2. Burial to dead maniagedA coffin for unwanted wedding rings 

cb!k Yeal ?m#ms .5, 

A. The top?c sentence: Playing computer games causes social, educational and 
personal problems to youngsters and society and therefore should be controlled 

B .  The main ideas: youngsters stop playing sport --become overweight and less 
healthy- more prone to diseases - games may be violent- leads to lack of 
interaction and socihl skills. 



1. Computer games are popular and almost every household has a computer. 

Playing these games causes social, educational and personal problems. 

Children become more likely to be overweight and less healthy, and more prone 
to diseases. 

Games are often violent and can lead of less interaction with friends and 
relatives. 

The prkis 

Nowadays almost every household has a computer. However, playing them 
causes social, educational and personal problems. Children can became 
overweight and more prone to diseases. Also, games are often violent and can 
lead of less interaction with friends and relatives. Therefore they need to be 
tightly controlled. (47 words) 

1. The main claim is that there has to be critical knowledge before it can be 
applied. 

Argument: in 1936 atom bombs could have be& made because people did not 
know how to release atomic energy in large amounts on earth. 

2. The main claim is that the objectives of science are not always best met by 
courses about science (survey courses) but by courses in science. 

Argument: Survey courses teach superficial facts about phenomenon and results 
of science, which can get outmoded, and are dogmatic, though these courses 
stimulate interest b d  motivation. 

The objectives of science are met by courses which teach the fundamental 
'* - principles of science .which are inherently convincing and long-lasting. 

People who suffered from chronic muscle or bone pain - lacked vitamin D - study 
at Harvard University showed - vitamin D - from sunlight, fatty fiih, orange 
juice, and breakfast cereals - prevents bone fractures - reduces risk of arthritis 
- proper amount of vitamin D lowers blood pressure -slow down growth of 
cancer ceUs - reduces risk of multiple sclerosis and schizophrenia 

I Inference: Vitamin D is essential for the prevention of many serious diseases crime 
victims called upon to identify the person who robbed or attacked them -for jury, 
victim's testimony - proof of the accused being guilty. However, crime victims not 
necessarily reliable witnesses - overcome with fear, close their eyes or look only 
at the weapon - as' a result, don't get a good look at the attacker -.victim 
testimony is not always inaccurate - cannot be treated as automatic proof of guilt. 

Inference: victim's testimony is not reliable and should not be taken as the automatic 
propf of guilt. 

CIrAclrY.iarrProqrcsrrB 

Text A is not plagiarized 

Text B is plagiarized because the second sentence is too close to the original 
sentence. 

Writing Summqries 
and Notes 



UNIT 24 WRITING FOR PRINT - 1 
Structure 

24.0 Objectives 

24.1 Introduction 

24.2 Is Print a Thing of the Past? 

24.3 Characteristics of Print 

24.4 How People Read 

24.5 Writing for Print 

24.6 Let Us Sum Up 

24.7 Answers to Check Uour Progress 

,In this unit, you will 

be introduced to the range and scope of print media, 

learn about the characteristics of print media, 

understand how readers use the print medium, and 

. learn how to approach writing for print. 

Have you ever thought about how many newspapers are printed in India (if not in 
the world), and in how many languages? Can you make a guess? How many names 
of newspapers and magazines can you recall easily? Try also to remember the 
variety of messages that reached you through the print medium yesterday. Did you 
read a printed advertisement, a brochure, or a book or article in connection with 
your hobby or your profession? 

Now that most homes have a television set, do we still need the daily newspaper 
and the weekly or monthly newsmagazine? Do you know anyone who does not get 
a newspaper or newsmagazine at all, because they get all their news Erom the 
television or the Internet? 

These are t lk kinds of questions this unit raises and answers. When a new medium 
such as television or the Internet becomes available to us, we often fear that this 
means the old media - print, or radio - will fall into disuse. What happens, however, 
is a Little more complex. The various media find their own space in our lives, 
depending on their particular strengths. Print has a permanence that other forms 
of mass media do not have. So it is still the best medium for messages that we 
expect to be useful or true for a long time: rules and regulations, analysis of events, 
and research reports, for example. Thus we find that different media get better at 
finding out what they can do best, who their audience is most likely to be, and what 
aeir particular audience wants. 

If we conduct a survey of media use, we might find that young people who work 
with computers, and work unconventional hours (in shifts, or at nights) tend to turn 



to the Internet for news. Housewives who spend their morning making'breakfast 
might 1ike"to have the radio on; and retired people may look forward to their 
morning newspaper. We might find that different people within a family have 
different attitudes to the print media, and use it in different ways. When we write 
for print, we must begin by understanding how and why our audience reads us. 

The newspaper is organized from front to back, from beginning to end, in a linear 
pattern. But readers can use it in a lateral (sideways) fashion, jumping from one 
page to the other at random, not necessarily in the order the pages appear. They 
'browse7, or 'scan', or 'skim.' This is why newspapers use headlines and graphics, 
as a way of attracting the reader's eye. 

IS PRINT A THING OF THE PAST? 

For the past several years, as electronic and visual forms have come to dominate 
the mediascape, the death of has been predicted time and again. (The word 
'mediascape', made on the analogy of. 'landscape', means 'the media scene'. You 
may know that the landscape is what you can see of earth and sky from a 
particular place: it is a scene.) 

But it's clear that print media - newspapers, magazines, and journals of various 
kinds - are far from extinct. While patterns of readership and circulation may have 
changed, all these forms of communication are still alive and vibrant. Millions of 
people in India and all over the wohd still wait for their morning newspaper; millions 
more still pick up their weekly newsmagazine or their favourite sports magazine 
from the corner news stand, and many thousands of professionals and academics 
still subscribe to their disciplinary journals - whether in medicine, mathematics or 
management - to keep up with new knowledge in their fields. 

4 

The Registrar of Newspaljers i_n India (RNI) reported in 2005 $at there were 
60,413 registered newspapers in India, with a combined circulation of 13,30, 87,588 
(The Press in India, 2004-2005). The year saw the entry of 1948 new publications. 
This figure combines the number of dailies, weeklies, fortnightlies, monthlies and 
other periodicities, published in English and all other Indian languages (see 
www.newswatch.in for more information on the press in India.). These figures 
show that print continues to'be an important form of information for a large number 
of Indians, no matter what language. they speak. m e  highest number of daily 
newspapers was in Hindi (799) followed by English (181). 

6 

Acriviry 

Ask pwplt you know where they get their information frnm, and where they go 
to for different kinds of information (professional. entertainment, golitics, etc.). 
You may want to inquire where they get sports ncws from. or cinema listings, or 
travel and tour information (ticket prices, routes. etc.). 

Mnke a chnt of how print compares with Mher media such ns trcievision or the 
Internet. Collect information from at least five people, preferably of various age 
groups. 

What reasons do people give for preferring one medium over another? For 
exampb. some people m y  h v e  for work too early to see the morning newspaper 
- a d  they rnay be at ct computer for most of their working day. So they may 
depend on the Internet. Others may want to enjoy a quiet moming cup of tea 
along with the newspaper! 

Look for differences among age groups, and between those Who work in offices, 
those who travel a lot. and those who stay at holma 

Writing for Print .- 1 



Print Media The print media span a variety of publications. These include: 

Daily newspapers (e.g. Kmes of India, Dainik Jagran) 

News magazines (e.g., India Today, E m )  

Special interest and niche magazines (Outlook Traveller; ,Health & Fitness) (a 
'niche', pronounced mesh, is actually a small shelf made in the hollow of a wall, 
where a photograph, flowers or candles can be kept. A 'niche magazine' means a 
magazine that carves.out ik space for a small, specialist audience.) 

. Trade and Industrial publications (magazines for specific industries or professions) 

Professional journals (Journal of Teacher Education, Indian Journal of 
Medicine) 

Apart from journalistic media, there are other forms of communication that employ . 
print to get the message across, such as advertising, public relations, advocacy and 
the emerging arena of info-tainment or edu-t'ainment. These are words coined to 
show the combination of information and entertainment, or education and 

I 

entertainment. This combination is typical of television, and of some forms of print 
as well-for instance, youth supplements, or children's sections of the newspaper. 



243 CHARACTERISTICS OF PRINT. , 
How is writing for the print media any different from other forms of writing? In 
one sense, it is no different. All writing, regardless of medium, is dictated by 
primarily three factors: The Message (what do you want to say?), the Audience 
(who do you want to say it to?) and the Sender (your own style and your intentions 
in sending the message). All writing, regardless of medium, has primarily two 
objectives: 

to be understood by the audience, and 

to achieve its intended impact . 

This said, however, it is also important to understand the demands of the print 
medium, as distinct from other media of communication. 

A printed document has a permanence that other forms of mass media do not 
have. A newspaper has a life of a day, a newsmagazine stays alive for a week or 
more, but often, these forms of media are stored and retrieved at will to be read 
when the fancy takes one. The newspaper is organized from front to back, from 
beginning to end, in a linear pattern. Most people begin reading on page one but 
often skip through the paper to go to the sections they are particularly interested 
in, such as sports or business. So despite the linear organization of the paper, it is 
possible for readers to use it in a lateral (sideways) fashion, jumping from one page 
to the other at random, not necessarily in the order the pages appear. With a 
newspaper, or even a magazine or any other printed document, it is possible for the 
reader to do this, without getting lost-a few turns of the pages and they are back 
to where they started! This makes it different from the Web, for instance, where 
people tend to get lost when they browse in a random manner. 

But within a publication or a section of a publication, stories are told in a linear 
manner, which means that readers must go from one point to the next directly, 
without any twists and turns along the way. However, design and layout approaches 
have made it possible for printed publications to create the illusion of hypertextuality 
(a feature of the World Wide Web, that allows linking of related items in a way that 
lets the user go from one to the other easily), demanding new ways of writing and 
thinking about how to present ideas. Marshall McLuhan called print a 'hot' medium 
because il demands a high level of involvement from the reader, unlike television, 
which prc~vides so much stimulus at many levels that viewers do not have to do 
much 'work' to understand messages. 

The print medium also places certain constraints on those who create content for 
it. They must write in a certain structured manner, in a way that people can 'see' 
as well as 'hear' what they are talking about. The other difference stems from the 
technical aspect of production. Because printed publications take longer to create 
and disseminate than do electronic forms, those who write for the printed news 
media do not have the same advantage of immediacy that say, television, radio or 
the Internet do. The newspaper reaches us much after a news story has broken 
on television, so it must be written in a manner that is different, draw on a wider 
range of information, and answer different information needs. We will talk more 
about how this impacts writing style later in this thapter. 

Activity Look at newspapers and magazines over the past ten years and see 
how the] have changed in look-what do you think has influenced this change? 

What function do you think different layout devices such as boxed text, pictures, 
different kinds of headlines and captions, have played? 

writing for mt - 1 
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24.4 - HOW PEB= READ 
Twenty or more years ago, a person who picked up a newspaper or magazine 
would begin at the top left hand corner of page one and go on till he or she reached 
the bottom righi hand comer of the last page. But now, ask anyone who picks up 
a newspaperaor magazine how they read, and they will tell you that they 'browse', 
or 'scan' or,.'skim'. 

When people want to understand something in depth, they employ a strategy known 
as 'study reading', where they read slowly, paying attention to words and what 
they niean at a surface level as well as what they imply at a deeper level. People 
rarely use this method when reading newdpapers and magazines. 

More often, what we do is to pick up the newspaper and quickly get an idea of 
the contents-we run our eyes over headlines and the beginnings of &ticles so that 
we have a rough idea of what the main stories are. This is known as skimming. 
When we skim the newspaper or a magazine, we tend to read things that are in 
bold print, text that is 'pulled out' and highlighted, captions of photographs, items 
that are set apart in boxes, and so on. By the time'we finish, we know broadly the 
topics that were covered, and maybe a few details of each story. 

Sonhetimes we look through a paper for specific items of interest. We glance over 
the headlines to see if there have been any new developments on an issue we have 
been following. We look to see what the highlights of the latest cricket test match 
were. This approach to reading is called scanning. It is more purposeful than 
skimming, though it is not as involved as study reading. 

~ e a d i n ~  styles determine how information is presented in print. In order to capture 
and maintain,reader interest, writers - and designers - mist use a variety of 
techniques to make their product interestidg, attractive and engaging, while also 
paying attention to clady, completeness and. accuracy. 



We have already seen that we cannot speak of the print media as a homogeneous 
entity. There are many different types of publications, each with a distinct audience 
with its own needs, and therefore, many different ways to approach writing for 
print. We shall consider here some general characteristics of writing for print and 
focus on one particular genre of wfiting-newspaper writing. 

All writing depends on three major factors: 

The audience (Who are you writing for? What is their level of knowledge and 
interest? What is their purpose in reading this?) 

The message (What is the subject you are writing about, and what is your basic 
purpose in sharing this information? How much material do you have'and what 
are your sources? How much time do you have to write?) 

P 
The medium (How is the material to be presented? What are the constraints and 
possibilities of the medium? How do people use this medium?) 

Writing for print, like most kinds of purposive~cornmunication (as distinct from 
communication that is primarily for sefi-expression, such as fiction or poetry), must 
focus above all on the reader. Keeping the reader in mind at all times as your 
approach your writing brings to the whole process a focus that will ensure that the 
final product does its job-to capture the reader's attention and interest and add to 
their understanding of a given topic or issue. This is true for all kinds of publications, 
whether it is a magazine for children or a journal for engineers. If you know the 
audience, you know the level at which you need to write, and you know how much 
or how litcle information you need to provide.' 

Writing fir .hint - 1 
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Understanding the needs of your audience makes the whole process of writing 
easier. This understanding dovetails into the way you treat the message, and how 
it shapes up mediately,  you can identify what topics such an audience would find 
interesting and what angles within that topic would capture their interest. You also 
know what level of language to use, what style they would respond to, and the 
detail they would want or need. 

As you write to the needs of the audience, you must also keep in mind the 
characteristics of the medium you are working within. Daily newspapers demand 
fast work, writing that is crisp, clear and to the point. The emphasis is on facts with 
some room for opinion and analysis, but all presented in a very condensed format. 
The longest articles in the'main section of a daily newspaper would be no more than 
1000 words, while most are between 250 and 500 words. Magazines, on the other 
hand, allow for writing that is slightly more interpretive and descriptive, and also 
make use of more illustration in the form of illustrations and photographs that can 
supplement and elucidate the text. Articles may be longer and divided into sections, 
or an issue may be explored through several complementary stories. 

News and feature writing - the kind of writing that we see in daily newspapers, 
news magazines and special' interest magazines - demands a style and approach 
that is 'distinct from other forms of writing (recreational or academic/scholarly 
writing). The main characteristics of such writing are 

Accuracy-facts are all important; there is a clear distinction between fact and 
opinion, between observation and hearsay. 

Brevity-all writing must fit  a given space; sentences are short, paragraphs are 
short, and articles are brief. 

. 
Clarity-everything must be clear at the first reading, as people will not spend 
too much time and energy on trying to understand it. Also, since the news media 
deal with facts and issues of current importance, it is important that things are 
presented in a manner that helps the public understand and participate in the 
dialague. 



24.6 LET USSUMUP . 

a The patterns of readership and circulation of newspapers, magaiines, and journals 
have changed, but print media are far from extinct. 

a Print continues to be an important form of information for Indians. In 2005 there 
were 60,413 registered newspapers in India, with a combined'circulation of 13, 
30, 87,588. The year saw, 1948 new publications. The highest number of daily 
newspapers was in ~ i n d i  (799) followed by English (181). 

i 
a The print rfiedia span a variety of publications: daily newspapers, news magazines, 

, special interest and nichC magazines, trade and industrial publications, and 
~rofessional journals. 

Other forms of .communication that use print for their message are advertising, 
public. relations, advocacy and info-tainrnent or edu-tajnment. 

.: ,All writing, regardless 'of medium, is dictated by primarily w e e  factors: The 
Message, the. Audience and the Sender; and has primarily tko!otijectives:. to 
be' understood a d  to have an impact. J 

. . 
, , 

a Print has a permanence that other forms of mass media do not have.. - < 

a The newspaper is organized from front to back, from beginning to end, in a 
linear pattern. 

0 But readers can use it in a lateral (sideways) fashion, jumping from one page 
to the other at random, not nkcessarily in the order the pages appear: 

,a; They 'browse', or 'scan' or 'skim'. When we run our eyes ovet headlines and 
the beginnings .of articles so that we have'a rough idea of what the main qtoriep 
are, we are s@mmiiig. . . ,  , . 

, . 
L. 

a Wheri look through a paper for specific items of 'interest, we are scanning. 
scanning is mire purposeful than i w n g .  ,, , 

' .! 

. . , . 

a Writing for pdk .like most kinds of,purpoiive . commwiication, . ,  . must focus above 
. . .  all on the reader; . ; , ' ' . . 

a Daily newspapers demand fast work, writing 9 a f  is crisp, clear and to the point. 
The lmgest articles in a daily newspaper would not be more than 1000 words; 1 

- most pel 250-50 words. . 
r :  
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Print Media Magazines allow for a slightly more interpretive and descriptive writing, and use 
more illustration. 

News and feature writing demands accuracy, brevity and clarity. 
I 
I 

24.7 ANSWERS TO CHECK YOUR PROGRESS 

Cbeclr Your h.oges% 1 

1. (For example) Indian Journal of Medicine (general medicine); Economic and Political 
Weekly (economic analysis of current issues/events) 

2. Hindi; English. 

3. The word 'mediascape', made on the analogy of 'landscape', means 'the media 
scene'. Info-tainrnent or edu-tainment are woids coined to show the combination 
of information and. entertainment, or education and entertainment. 

A. Please give the naines of your choice. 

5. what, who, style, intentions 

6. permanence, a day, for a week 
, . 

7. from front to back, from beginning to end 

8. lateral (sideways) fashion 

9. Please pick out the words and sentences as requested. 

10 & 11. Please do the activities suggested. * 

Q a k  Yaclr ~ r o p c o %  4 

12 & 13. ~lease'do the activities suggested. 

14. are reported to; alleged that; It is understood that; apparently; said to be 



UNIT 25 WRITING FOR PRINT - 2 
Structure 

25.0 Objectives 

25.1 Introduction 

25.2 What ,Makes up a Newspaper? 

25.3 The Organization of Print Media 

25.4 The Flow of Work on a Newspaper 

25.5 The Anatomy of a News Story 

25.6 The Writing Process 

25.7 Writing for Other Print Media 

25.8 Let Us Sum Up 

25.9 Answers to Check Your Progress 

OBJECTIVES 
In this chapter, you will learn about: 

the different kinds of newspaper articles, 

how work is divided in a newspaper office, 

the editorial decision making process, 

the basic organization of a news story, 

the process of writing for print media, and 

the basic differences between news writing and other forms of print 

As mentioned in the earlier unit, differkt types of publications &e organized 
differently to suit the needs of their audience or market and the subject matter they 
deal with. Broadly, however, a daily newspaper incorporates all the functions that 
are found in greater or lesser degree in other publications. The daily newspapers 
that most of us are familiar with are called broadsheets, because of their size. 
Some dailies, such as evening newspapers, are published as tabloids (roughly half 
the size of a broadsheet). But what we are interested in here are the contents of 
these publications--the matter that goes into making a newspaper of any kind. 

News stories follow a rather formulaic approach, while features (stories that elaborate 
on or take off from current events) offer more scope for different structures and 
styles. Studying a newspaper's contents will give you an idea of what this formula 
is and how it varies through the different parts of the paper. 
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25.2 WHAT MAKES A NEWSPAPER? 

A daily newspaper serves a general audience, but also caters to different interests 
within that audience. Just a cursory look at the paper will make it clear that there 
are different sections-local/city, state/region, business, international, entertainment 
(usually in the supplements), and sports, among others. Sometimes the paper carries 
different sl~pplements that cater to special interests such as health, science, fashion, 
etc. This strategy of sectioning the paper in a way that speaks to different interests 
is known as 'vertical zoning', and the interest groups are known as 'vertical 
markets'. Some large newspapers have different editions catering to different 
geographic areas, and this is called horizontal zoning. So The Hindu, and the 
Emes of India both have different editions for each of the metropolitan cities and 
also for. some of the larger towns. This allows them to give more space and devote 
more resources to the interests of that geographic location. Because even within 
a given geographic area, there may be a wide range of subject-specific interests, 
the paper also makes sure it covers all these areas in sections of. the daily paper 
or in special weekly supplements. 

The content of the paper can also be differentiated in other ways. If you look at 
most of the stories on page one, and on many of the other pages, you will see that 
they are written in a very straightforward, direct manner, and also tend to be quite 
short. Most of these are about current happenings, both &ents and issues..These 
are known as straight news stories. But here and there you will find longer 
stories, and some that are demarcated by a 'box' (marked with a border). These 
may be written in a more loose, sometimes humorous; and sometimes analytical 
style. These are news features. Apart from these, usually on the editorial pages 
(where the newspaper's voice is heard) are articles that express an opinion on 
issues of current interest or provide an halysis of .a current topic. These are calleQ 
editorials (when written by the newspaper, usually marked as such), while those 
that are written by contributing writers are called opinion pieces. In addition, there 
,are other forms of information in the newspaper, such as briefs (very short news 
items, no more than 50 to 75 words in length), sidebars (graphs, tables, chatts or 
bulleted lists that provide additional information on a story), letters to the editor 
(from readers) and interviews/profiles (often in question Br answer format). 

. 

All the articles described here together form what is known as the 'news hole' of 
the publication-the information that is provided to the public by the editorial 
department, and written either by staff writers or contributors but checked and 
selected by the editors. There is, in addition to this, a lot of material that comes to 
the newspaper through the' business department. This includes advertisements of 
various kinds publicizing a range of goods and services, public notices announceqents 
and obituaries. Most of this material is paid for by those who request its insertion 
in the paper, and this is where the bulk of the newspaper's revenue comes from. 
While writers generally do not need to worry about the advertising content of the 
paper, copy editors and layout artists often must tailor the size of article; to the 
space made atvailable to them after the insertion of advertisements. 

Activity 

Comparr two or three different newspspas andtor magazines in terms of their 
editorial content rind advertising. What Inn& of stories hmlnate? What IS the 
rough propwtion of advcrtidnp to news? What typs of dvertisemcnts are &ed 
and why do you think so? A newspaper's advertising reflects its reidcrsh~p, and 
one can arrive at a h a d  idea of who the main audience or readership is from a 
m y  of the advertisements. Create a graph or a chart that shows thc rel~tive 
p m p t b s  of edvcrtising lo new, and within mws, the diffennt kinds of editorial 
content according to the classification described above. 

- 
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Print Media Production: The production staff handles layout (placing the news and feature 
stories as well as the graphic elements on to the page) and design of the publication, 
and coordinates the printing. This group works closely with the copy editors in 
deciding how to place stories on a page and how headlines and photographs are to 
be displayed. 

Marketing & Administration: The business end of the work is handled by these 
departments, which also 'sell space' (bring in advertising to the publication) and 
handle circulation and distribution. In most news publications, care is taken to 
separate editorial and marketing departments, so that the content of the paper 
remains independent of market considerations. 

THE FLOW OF WORK ON A MWSPNER 

As in all writing, the work in an editorial department of a newspaper begins with 
an idea--or rather, a set of ideas. From all the millions of events that take place 
each day, and all the issues that need to be discussed, the editors must choose a 
few that can be pursued and carried in the newspaper. It is a difficult process of 
decision making, but one that must be done very quickly, as the news cycle must 
begin and end within a less than twenty-four hour period, allowing for enough time 
to print and distribute the paper! In order to aid decision making, journalists have 
evolved a set of broad principles that guide the selection of news. These are known 
as news values. The most commonly applied news values are listed below. 

Timeliness: how 'new' is the news? Is it something that is fresh, and not covered 
before? For a daily newspaper, unless the news is something that is happening 
today, or, in some cases, happened just yesterday, it is not really news. 

Prominence: Who are the people involved? Does the news relate to people in 
power, or those who are popular, notorious, influential or interesting because of 
what they do? People who are in the public eye make news, even if the events 
themselves are not particularly newsworthy. If someone in power makes a 
controversial statement, it gets covered, while the same comments, if made by an 
obscure academic, even if knowledgeable, may not receive attention. 

i 

Proximity: If the event is happening in the immediate vicinity of the audience 
served by the newspaper, it is of more importance than something that happens far 
away. Proximity could be geographic, or it could be psychological-so for instance, 
an event that concerns Indians living in the United States makes news because the 
Indian readership feels 'connected' to this group even if located at a distance. 

Magnitude: Events that are large in scale make news; so disasters, conflicts or 
accidents that cause substantial damage to life and property, always find space in 
the newspaper. 

Relevance/Usefulness: Issues that affect people's lives in direct or indirect ways 
are usually covered by newspapers. So this is why you find news of -c regulations, 
price hikes, new educational policies, new prducts available in the market, etc. 

Conjict: Wars always make news, as do battles of a more minor nature. Killings, 
armed and unarmed encounters between different groups, crime, controversy.. .these 
are all the stuff of Inany news stories. 

Oddness: The unexpected and the unusual always makes news, as people like to 
read about the out-of-the-ordinary, about things that they do not see in their daily 
routine. 



I 
I Human interest: People respond to stories of human success and failure, courage 

in the face of adversity and achievement against odds, as well as human foibles and 
frailty. This is why you often find funny, quirky, or heartwarming little snippets in 
the newspaper, that are just interesting to spend a moment on, and that sometimes 
make you think in a slightly different way about the mundane. 

Most news and feature stories have more than one news value, and some'will have 
all the news values embodied in their different aspects. A story about a train 

I accident that leaves 200 people dead, for instance, is timely (if it happened the day 
before or that day), has magnitude (affects a lot of people), human interest (if there 
are stories of bravery, human failure), proximity (particularly if it is within the 
region) and relevance (if there is information that impacts other travelers on the 

, accident route). 
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Apart from looking at the day's (or recent days') events, the editorial team also 
draws ideas for stories from areas of activity known as 'beats'. These are designated 
subject areas or locations which need to be covered regularly, because they are 
important to civic life. Traditional beats include crime (the police department and the 

. courts), politics (local, state, national policy making and governing bodies), education 
(schools, colleges and universities), entertainment (film, theatre, music), health (the 
medical establishment), sports, business (stock market, industry, commerce), defence, 
foreign policy, environment, and science. Other areas that are now covered regularly 
include fashion and lifestyle and technology. Reporters are usually assigned a beat 
that they keep track of on a regular basis, maintaining contact with key people 
within that area, and watching for new developments. Some beats yield stories 
daily, sometimes many stories (such as politics), and therefore require coverage by 
more than one reporter, while others are more specialized and produce story ideas 
less frequently (such as science or education, perhaps). 

Ideas for feature stories take a slightly different path. Feature writers have a larger 
canvas to work with, and while their ideas also must incorporate one or more news 
values, they can work from a certain perspective or focus on a certain angle of the 
story, in a manner that is not possible within straight news. Feature stories also can 
take longer to prepare, so these writers do not have to work within the same 
stringent deadlines as those who write for the main sections of the newspaper. 

Once story ideas are discussed and approved in the preliminary editorial meetings, 
reporters begn the process of collection information. This is an important phase in 
the news creation process, and the saying goes that a story is only as good as its 
sources. This means that a reporter must find and cultivate reliable sources, people 
who can provide dependable information, and docupents or other information sites. 
A reporter must be a good researcher and be able to use all the tools of research 
to gain information-this might involve looking atdocuments and sifting through 
records to find evidence, observing situations to gain insight into the workings of 
systems, as bell as developing rapport and talking to people to get information and 
opinions. Some stories are written based on information from just one or two 
sources, while others require more extensive research that takes longer and requires 
a greater diversity of sources While gathering information for a story. reporters 
tend to ask questions that elicit the "5Ws and H" of news-who (was involved, or 
affected), what (happened, w:is done), when (did it happen), where (ci!~? i t  happen), 

Writing for Print - 2 



Print Media 
? i 

why (what are the reasons and implications) and how (what was the process). 
Increasingly, reporters also want to k n ~ w  the 'so what?' of an event-what makes I 
it significant, why should people care? 

i 

After the information is collected, the reporter begins writing the story. Writing for 
the news media demands the ability to work very quickly, often under pressure of 
tight deadlines. Those who write straight news stories often have to collect information 
and write up the article, all in less than four to five hours. They must also write 
to fit the space that has been allocated, and be able to present all the necessary 
details in a balanced and clear manner. The article then goes to a copy editor who 
checks it for correctness of language and style, and occasionally adds background 

4 

material. The copy editor also writes the headlines, selects photographs or 
commissions illustrations if needed, and writes captionsflegends for these illustrations. , 
After a certain number of articles have been comp1eted;the copy editors begin 
working with the production staff on laying out the pages. At this stage too, stories 
may require rewriting or shortening to fit the layout. Occasionally reporters are 
called back in-to provide their inputs to a story they have originally written, but more 
often than not, the copy editor handles the changes. After the entire page is laid 
out, it is proofread and checked thoroughly and then sent for final processing and 
printing. 

1 I 

As mentioned earlier, news follows a fortnat that is very different from other forms 
of writing. Often, in order to write good news copy, we have to unlearn all that we 
have been taught in school and college about good writing! The best news stories 
are those which use simple, direct language and clear attribution (showing where 
the information has come from). The basic structure of the news story is the 
inverted pyramid-beginning with the most important facts and progressing toward 
the least. 



.. 
Most important facts + 
'Nut graf' -. 

Facts in decreasing order 
of importance 

I 
The inverted pyramid owes its origins to the early days of the telegraph, when 

1 reporters wired in stories from remote locations over undependable lines. It was 
important that they got across the most important information before the line broke, / and gradually this structure came to stay, as it also made editing easy-copy editors 
could simply chop off the last few lines or paragraphs of a story if it didn't fit the 
space! The lirst paragraph - or lead - contained the gist of the story in,a way that 
sparked interest and drew in readers. The paragraph following the lead, provided 
important background or contextual information, and this was sometimes referred 
to as the 'nut graf' (the paragraph containing the nuts and bolts). This was followed 
by other key facts 'and opinions presented in decreasing order of importahce. The 
inverted pyramid format ensures that even those who simply skim or scan the paper 
get the important details up front, and those who are keenly interested or have the 
time, can read further for more information. 

I .  
I Feature stories use a less structured format, as they tend to be longer and more 
reflective, and are aimed at a readership that has more time to spend with the 

, newspaper. Features can also use a wider range of writing styles, from narrative 
, to descriptive to interpretive, depending on the subject matter and the tone they 

wish to adopt. 

No matter how the article is structured, there are certain points to be kept in niind 

i as one writes for the daily press-or for any publication, for that matter. 

Simple is better Use short sentences where the links are clear between subject, 
object, verb and qualifiers. Use active voice as far as possible. 

Stick to one idea per paragraph. Use short paragraphs that focus on one idea, 
one source, and one point in the story. When you move to a different aspect, 
change location or source, move to a new paragraph. 

Attribute clearly. Make sure that you link the 'who' and the 'what' of facts and 
opinions but stating clearly the source of a statement. 

, Separate fact and opinion. Mention clearly things that you saw or heard, or facts 
that were given by key sources, and separate these from "I think" or "I believe" 
statements of opinion that may be given by people. Facts should hold up to checking. 
Opinions are important in some contexts, but it is important to make it clear that 
they are just opinions. 

Use clear t~.ctnsitions. Mark shifts in location, source, topic, time and viewpoint 
with appropriate signposts like 'on the other hand', 'in the meantime', 'on the 
contrary', 'later/earlier', 'elsewhere', etc. 

Show, don't tell! Provide clear descriptions that allow the reader to make up his 
or her own mind about a situation. This means that you use strong verbs rather than 
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Print Media adjectives-so, for instance, rather than say 'it was an amazing show', you would 
say 'a crowd of ten thousand clapped to the rhythm of their music.' 

Actirir! 

Chcwse t\vo stories from the daily newspaper: one, a front page. 'straight' news 
\tory that is a suninliuy of a major event.or current issue. and the other, a fcoture 
from one of the inside ccctions such as international news, science, or even 
lifestjle. Compare the structure iuld the language used in hoth. What differences 
do you see? How do the writers make u& of language to get their point across 
in completely different ways'? 

' 

25.6 THE WRITING PROCESS 

It helps to think of writing as a four-stage process that fits into the news production 
cycle as well. These four stages are briefly outlined below. 

Conceive ('Newsthinking'): You begin by looking for ideas and thinking about 
what you are going to write. This is the point where you not only decide on the topic 
but also the way you are going to approach the topic. While news reporters do not 
have to search far and wide for ideas - their stories come from happenings around 
them and on their beats - feature writers must look more actively for ideas that 
can be turned into good stories. Often the best ideas come from everyday happenings. 
Look and listen to things happening around you, what are people talking about, what 
do they feel strongly about, what are the issues that preoccupy them? If something 
bothers you, then it might be worth thinking about or brainstorming with your' 
colleagues and turning into an article idea. Are there aspects of the news that 
haven't been explored in the daily press? Are there interesting people outside the 
public view who have done tkings worth talking about? Look in less explored places 
for ideas. 

Collect ('Newsgathering'): Now that you have an idea you have to turn it into a 
story. This involves collecting information and ideas that support and expand upon 
your initial idea. It could me& spending time in observation and exploration, reading 
through background files and books to learn more about the topic, and talking to 
people connected with the topic for information, opinions and experiences that you 
can use. This is perhaps the most important phase of the writing process, and the 
more time you spend on exploring the topic through documentary research and 
interviews, the better your story will be. 

Construct f '~ewswri t in~') :  Now you have all your information, you need to get 
down to writing. This is what many people feel is the difficult part, but if you have 
spent time on the first two phases, then this becomes relatively easier. Begin by 
studying y6ur notes and making a mental plan of what you need to use and what 
is possible to discard. Write a focus statement that clearly sets out what your article 
is about, in as specific terms as possible. Ask yourself what is the most interesting 
and unusual aspect of what you have found out in the newsgathering phase and use 
that to begin your article. Some people like to first create an outline of the article, 
listing out the points and then elaborating upon them as they proceed. Others 
suggest that you put your notes away after studying them and write a first draft 
quickly, from memory-this makes your writing more spontaneous and achieves a 
natural flow. Once you have completed the first draft, look through your notes again 
and fill in details that you may have missed out. 

(~or;.ect  ('Newsediting'): This is where you go over your draft carefully and 
check it for accuracy, completeness and clarity. Verify all the facts and check that 



all statements have been attributed to the correct sources, and that the sources are 
named correctly (spellings of names are particularly important in the print media!). 

Is the language appropriate and easily understandable? Are the transitions clearly 

marked? Is there a logical flow? Have you used quotes effectively? When you 

finish editing your document, ask yourself: Have I said what I wanted to say? Have 

I said it as clearly as possible? Have I said it as effectively as possible? 

1 

4 Check Yow Prognar 3 

23. The most common news story structure is the 

24. The fvst paragmph of a news s t o q  is called the 

25. . ~ IE long# and more rtflcctive or detailed. 

26. The four stages in the writing process are s 

and 

WRITING FOR OTHER PRINT MEDIA 

News writing offers a good training ground for all other kinds of writing in print 

media, because the demands of news are particularly difficult-writers have to 

write well under the pressure of time and space, and often under a variety of other 

kinds of pressures as well (controversial topics where influential people are involved, 

for instance 1. In other publications, while the production cycle may be less demanding, 

the attention to detail and correctness of language may be greater. In some forms, 

like advertising, the writer is called upon to encapsulate entire ideas in a slogan of 

four or five words, while in brochures and marketing literature, the writer must 

balance objectivity and persuasion in a delicate manner. 

However, across all print forms, there are certain commonalities and certain shared 

notions of quality, some of which have been outlined here. Good writing is writing 

that works. that gets the results it sets out to achieve, that makes sense to the 

reader-the first time around. 

25.8 LET US SUM UP 

The daily newspapers that most of us are familiar with are called broadshe&, 
because of their size. Some dailies, such as evening newspapers, are published as 
tabloids. 

The strategy of sectioning the paper according to different interests such as sports, 
business, international news, etc. 3s known as 'vertical zoning', and the interest 
groups are known as 'vertical markets'. 

Some large newspapers have different editions catering to different geographic 
areas, and this is called horizontal zoning. 

Most of the articles in the paper are straight news stories, which focus on 
the main facts of current events and issues. 
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a Features are more analytical, descriptive or interpretive articles that elaborate 

on or relate to a specific aspect of a current event or issue. 

The newspaper office is organized across three main functions-editcuial, which 

takes care of the content of the publication; production, which handles the 

design and printing; and marketing & administration, which takes care of the 

business and organizational details. 

Editors make decisions about what to include or leave out of the newspaper 

based on certain criteria called news values, such as timeliness, prominence, 

proximity, conflict, magnitude, relevance, oddness and human interest. I 
9 The inverted pyramid is the most common type of news story, in which the 

most important facts are presented at the beginning, followed by the remaining 

facts in decreasing order of importance. 
4 

News stories are written in a simple, direct style, with sources of information 

cleply stated. 

The writing process may be broken down into four stages--conception (idea 

generation), collection (research and interviewing), construction (the actual 

writing) and correction (checking and editing). . 
Other kinds of writing draw heavily on the style and format of news writing, 1 
and newspapers are a good training ground for all kinds of media writing. 1 

25.9 ANSWERS TO CHECK YOUR PROGRESS 

Chtek Your Pmgma 1 

I. Broadsheets 

2. Tabloids 

3. Vertical zoning 

4. Vertical markets 

5. Horizontal zoxiing , 

6. Straight news stories 

7. ~eatures  

8. Editorial; opinion pieces , 
9. Briefs 

10, Sidebars 

11. Letters. to the editor 

12. Interviews, profiles 

13. ~dvertisements, public notices, announcements and obituaries 

14. bo the ictivity suggested. 
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15. Editorial 

16. Design, layout, printing 

17. Sells space 

18. News values 

19. Do the suggested activity 

20. Beats 

21. 5 Ws and H 

22. Copy editors 

Cheek Your Progr 
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23. Inverted pyramid 

24. Lead 

25. Feature stories 

26. Conceive, collect, construct, correct 
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UNIT 26 MEDIATED COMMUNICATION 

2q.0 Objectives 

26.1 Introduction 

26.2 Our Sensory Systems as Media 

26.3 Media Extend our Senses 

26.4 One-way Communication and Two-way Communication 

26.4.1 Using a Mix of Media 

26.4.2 Spatial and Tenlporal Media 

26.5 Infornlation and Communication: What is the Difference? 

26.6 Let Us Sum Up 

26.7 Further Reading 

26.8 Answers to Check Your Pxogress 

to understand the nature of a medium of communication, 

to understand that our senses are media, and that media extend the senses, 

to understand the nature of one-way and two-way media of communication, 

to understand that different media have their'own characteristics, and can be used 
in combination, and 

e to understmd the difference between information and communication. 

What is a medium of communication? We may begin by saying that a medium is 
a channel carries information. So when two people are speaking face to face, 
we may say they use the oral-aural medium, or we may say that they use sound 
and sound waves as a medium for speech. When we see something or look at 
someone, we use the visual medium. When we sense a fragrance or a perfume - 
of incense, of flowers, of spices when food is cooking or served - we use the 
medium of smell or the olfactory medium. 

The sense systems of the human body, then, are media of communication, and we 
will come back to this idea in a moment. But in the field of communication it has 
been customary to refer to communication by electronic means in the public domain, 
as media. So you probably use the word media now to mean 'radio and television'. 
The word 'print media' has now been formed to distinguish print from these electronic 
media. Moreover, the word 'media' is preferably used for broadcast media, which 
has a distributed but massed audience, so that the medium of the Internet is not at 
first readily thought of when we use the word 'media'. Media have come to mean 
'mass media'. 

In this block we shall look at all these media of communication (except print, which 
we h8ve alrerldy considered). Let us begin by looking at our sensory- systems. 

' .  



Mediated Commpnication 

We have five senses: sight; hearing, touch, smell and taste. These senses are our 
channels of informatiop about. the world around us. In a very real sense, they create 
our world. You can readily appreciate that the world feels different to someone who 
is 'differently abled', or 'challenged' in some way. A person who lacks one of these 
sensory media appears to maximize their use of the other senses. You may have 
observed how much more sensitive than yourself a blind,person is to sgund; or you 
may have remarked on their superior memory, or superior hearing. A deaf person 
is often very sensitive to body language and social atmosphere, and of course their 
skill of lip reading reminds us that speech has a visual dimension that we rarely pay 
attention to. 

1 

But even those of us who have all our five senses intact are in fact limited by them. 
To see this, we must first understand that our sensory systems respond only to 
some kinds of physical energy or stimuli. Let us see how. 

Vision depends on light - on visible light. In terms of physics, light is part of the 
energy of the electromagnetic spectrum. We know that there are kinds of light that . 
we do not see, for example, at either end of the spectrum, we have ultra violet light 
and infra red light. We cannot detect the presence of these kinds of light: we are 
'blind' to them. 

L 

Light, we have said, is part of the energy of the electromagnetic spectrum. We 
know that magnetic energy exists; many of us have seen this demonstrated with 
the use of a magnet and iron filings! But we do not have a sensory system that 
taps into magnetic energy. We do not, for example, navigate with our bodies using 
the earth's magnetic poles for reference! Scientists are still investigating the use of 
the eprth's magnetic field for navigation by migratory birds, and by homing birds 
such as pigeons. There are even studies that suggest that human beings may also 
have some sense of orientation to the earth's magnetic poles. It is true, moreover, 
that we speak metaphorically of being attracted to a person or being repelled by 
a person, or of a 'magnetic' personality that we may feel 'drawn towards'. 
Nevertheless, we do not have a.magnetic sense the way we have the other five 
senses. Nor can we sense the presence of X-rays. 

In the domain of hearing, our range of audible sound lies between 20 and 20,000 
hertz. There are very low sounds that we do not hear - for example, sounds made 
by whales as they 'talk' to each other. A scientist at a seminar once played a sound 
that mimicked the drone or low hum of a steady ,aeroplane. He inforined us that 
this was the sound made by the earth as it rotated, compressed many thousands 
of times! There are also high-pitched sounds that lie beyond our range. Dogs can 
hear these sounds perfectly well, and so there are dog-whistles on the market that 
are inaudible to human ears, that serve very well for calling your dog! 

Most bf us do not have very well developed senses of smell and taste, especially 
in comparison with, say, dogs. But you may have heard of people who are tea- 
tasters or wine-tasters or perfume testers. Such people have a natural gift for 
distinguishing and remembering fine distinctions in the flavours of these products. 

.\I Check Your Progress 1 

Complete the following sentences. 

1. We have five senses: , , 
and , . 

r 



In Block 1 we introduced you to the idea that @e world is now a global village. This 
is possible because the media extend our senses across space and through time. We 
have already mentioned some examples of this: we can view a spofls event live as 
it happens halfway across the world, on our television screens, sitting up at night 
to watch what is happening in broad daylight on the other side of the world! 

Before the invention of the gramophone, voices could not be preserved. We do not 
know what Aristotle or Abraham Lincoln or Ashoka or Bhartrhari or Panini or 
Shakespeare or Dickens or Kalidasa or Tansen sounded like. But we are lucky 
enough to be able to listen to recordings of the voices of Gandhiji, Pandit Nehru, 
~abindranatli Tagore, K.L. Saigal, John F. Kennedy and many, many others from 
the last century. The audio tape has extended our sense of listening across time. 

It is not only the electronic media or the mass media that have the property of 
extending our senses. Every time a driver looks into his rear view mirror, he is 
extending his vision - towards the back. So a simple mirror can be a medium that 
extends our senses. But the electronic media are now a constant and pervasive 
presence in our lives. r 

Have you ever noticed how people tend to leave the radio switched on and the 
television playing, even if they are not there to hear or watch? Perhaps you have, 
done this yourself, and been reprimqded for wasting electricity! But Marshall 
McLuhan argues that we naturally tend to leave the electronic medid 'on', because 
they extend our senses. We don't 'switch off' our hearing or our sight when we 
are awake. Our senses are always 'on.' By the same logic, the media, which 
&tend our senses, are also not switched off. They are always 'on'! Whether you 
agree with this idea or not, it is true that most computer systems around the world, 
in countries where power saving, power shortages and power breakdowns are not an 
issue, are simply left on twenty four hours a day. So perhaps McLuhan has a point! 

- - 
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26.4 ONE-WAY COUN.ICATIUFl AND TWO- 
WAY .COMIMUNICATION 

Communication is classically described as a two-way process: an interaction between 
a sender and a receiver. The expectation is that the sender and the receiver will 
take turns and switch their roles, both colitributing to the construction and the 
reception of the message, as in a conversation. . 

In this scenario, the media are a unique form of communication, because they seem 
largely to be one-way comm;nication channels. The media professionals construct 
messages, and the audience is a\ consumer of the message. So media have been 
described as one-way communication channels, and they have been exhorted to 
gather as much feedback as possible about how their message is being received by 
the audience. It can be very tiring and counterproductive to talk into a microphone 
or into a camera everyday and not know if anyone is listeding out there! 

Media houses ha e therefore always invested in audience research surveys and Y 
polls in order to get some feedback about hob they are doing. Traditionally, they 
have' also invested in programmes that allow the audience to interact with them, 
such as 

'. 
request programmes for'songs as birthday greetings for friends and relatives 

' listeners'letters programmes (over the radio) and readers' letters to the editor (in 
newspapers). . 

1 

But advances in technology have made possible a more direct and immediate 
interaction between the mass media and their audience. This has become possible 
through the judicious use of. a mix of media. 

The first mix is between the telephone, and the radio or television. .Phone-in 
programmes are always popular, where audiences call in to ask questions of an 
expert after an interview, or .to express their opinion in a debate. Health and pet 
care programmes often begin with an expert speaking on a topic, and then continue 
with a phone-in component where callers from all over the country interact with the 
expert and present their problems and questions to him or her. Sports progrhmes 
too encourage viewers to call in with suggestions and questions and comments on 
the day's play. You may recall the 'phone-a-friend' option in a popular game show 
that allowed the players on the set to interact with a person of their choice who 
was not in view. This show also had an 'ask the studio audience' option; having a 
studio audience for a game show is another time-honoured way of overcoming the 
limitations of one-way communication. 

More recently, the Internet and the cell phone have become media partners in 
interactive programming. Most newsi channels now have a siniultaneous audience 
opinian' poll by sms (shorE messaging service) accompanying contentious news 
stories. The audience's opinion is solicited on whether Indian culture is being eroded, 
whetHer politics is niining sports, and on a number of other such current controversies. 



Viewers are encouraged to log on to the Internet for more details of news stories, 
and to register their response; many of these responses are flashed on the screen. 

Indeed, some channels now allow the.audience to vote on which news stories they 
want to view, and these are shown in order'of their popularity on a special programme 
of news chosen by audience poll. The increase in citizen journalism, and the 
encouragement this receives from the media houses, is also a child of advances in 
home video technology and the eagerness of the mass media to give their audienes 
a sense of participation. 

~ h e s e  are the various ways in which the mass media attempt to turn a one-way 
communication~channel into a two way, interactive communication channel. 

Media ttmw44 we'- ixr ~ t l ~ t 5 g e t  
mrlu r b w l t b o # l ~ w ~ M ~ , t b y s 5 n ~ k a h a P :  
invested la 

' . audv as 
taafl--fOrm;1- ~ ~ ~ ~ ' S E i P p n r a 0 . ~  
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The use of a mix of media is not li~nited to consitlcrations of audience feedback. 
however. In the unit on television you will read about how television programmes 
that have good academic content are often 'wrappecl around' with print, and entel- 
the university or college cun-iculum in this way. The classic examples of such 
programme:; are Tllr A.sc.erlt Mtrn by J x o b  BI-onowski, and C'osmo.~ by the 
astronomer Carl Sagan. 

With the advent ol' animation and imagc editing progralnlnes on the c~)rnputer. 
television prograrntncs have become increasingly 4oi1rced from computerized graphics 
and ilnagea. 

On TV screens today, many images arc seen that have never been shot by a 
camera. Most graphics and company logos, for example. arc c,oniputer generated. 



Mediated Communication Computer technology has made animation much easier and simpler than it was in 
the era when iAage after image had to be painfully drawn by hand. Computer 
graphics are ussd not only in logos and in advertising; they are used to convey 
concepts that are physically not possible to illustrate,'such as the micro world of 
bacteria or the atom, or the macro world of the cosmos, the black hole and the 

r supernova. _ ,  

1 

The radio is one-dimensional: it uses only the medium, of sound. It is a 'temporal' 
medium, because it uses speech, and speech occurs in< time: in the media we call 
it 'real time'. That is, if someone makes a one-minifit; (or one-hour) speech. the 
listener has to spend the same amount of time listening to the speech! ~ontrast'the 
medium of print: print is a spatial medium. 

In English we ask how 'long' a book is, just as we ask how 'long' a radio programme 
is. For print (the book), the answer is a number that refers to the number of pages 
or the number of words on a printed page: these exist in space. For radio (and 
television, and film), the answer is in a number that tells us the, time taken by the 
programme: twenty minutes, or an hour, or a four-and-a-half hour film ... Wwle a 
book can be read at the pace and the time that the reader sets or chooses - slowly 
or quickly, or every day for half an hour while waiting for the bus, for example - 
a radio or television programme, or a movie, have to be seen at the pace that the 
producer has set, and at a time and place chosen for the viewer. Film and television 
are spatio-temporal media (they occupy physical space bn film, a d  on the screen) 
but they are more temporal than spatial. The images ,move on at their own pace, 
whereas the pages of a book are tunred by the reader. 

The lack of control over radio, television and film by the yiewer has however been 
redressed with the invention of recording technologies such'as audio and video tape, 
and more recently, compact discs (CDs) and digital video discs (DVDs) on the 
computer. The Open University in Britain found, for example, that their audio and 
video material were used much more when they were supplied in a recorded form, 
than when they were broadcast on radio ar television. This is because on tape, 
students could listen to or view a programme at their own time and pace, just as 
they would a book. Qften they found that the broadcast on a certain topic came 
at a time when they had not read the accompanying print material yet, so @ey were 
not prepared to listen or view the broadcast. Added to this, of course, was the 
problem that the broadcasts' occurred at fixed times, so if for any reason those 
times were not convenient to them, they missed the broadcast. With audio and video 
tape the students were able to control what they listened to or viewed, and when. 

Audio and video tape, moreover, are spatial media like print in that the tape can be 
stopped, rewound or fast forwarded, or replayed as many times over as the listener 
or viewer chooses, just as the pages of a book can be skimmed through, and re- 
read as often as you choose. The tape traps the images and words the same way 
the book traps the words. . 
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26.5 INFUIUUTlON AND COMM'UNICA~OM; 
. - WHATWSTE~DIFFEREN - - CE?- 
h his bmL Lsanting Md' CSsml C#ad&& M i d  Sless chsizfi- an k t  
that weia at &?st takm to be an htmw 8f mmunl@~n, and rhp u@mbod to 
be merely in-fcmwion. This event was the tiiscxw* af pulsais, or p m g ' s m s  
by a ~ m o e i a  kbe yew H68. "'En 1968 a group tzf mdk atrmomrs c ! k z o d ,  
falmmt by the iexiststl~e, of a radio satme W& s h d  regular i2wawbas 
in .mergy, . . them w-as a f lmy  af d$ement  and spwu'ia&m abut its o*s aad 
causes." A srie~tist dmc& the ezr;pmimue in these words: 

... ercitaneat r&a i k m  *e found that the pules ware mmhg b m  aim&. 
~ 1 8 3 ; ~ r n @ a p h &  .... datikY~&s$taw  eye thaghhsm~kind . 
Qf w w w  from ixn-1: c$Vi&atiatr"! c 

Sle44 \ec\ [hi\ \tory a4 an 111~14tration of 'the knift edge of the di4tinction between 
what i 4  and \\hat 1 4  not cotnmunication'. On the one ,tdc there wa\ a natural and 1 1  
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Mediated Communication unexplained phenomenon; on the other a message with an unknown sender and an 1 

unknown meaning. For the brief period of time that the scientists entertained the 
possibility that the pulses were a message, the kinds of questions they asked 
changed fundamentally. They no longer asked 'what' it was, but 'who' sent the 
pulses, and 'why' they were sent. Questions of intention, meaning and authorship 
entered the debate. 'It is as if the message were a garment and we try to deduce 
the shape and character of the wearer from a study of the clothes.' The explanation 
we look for is no longer purely physical: the 'inexorable world of physical processes 
is replaced by the capricious symbolic world of consciousness'. 

The point to note is that communication demands a level of inference from the 
receiver, about the message and its authorship. The media especially lead to a 
situation where such inference becomes necessary. This is because the media allow 
a message to exist independently of the person who creates the message. In an oral 
society, the speaker - the orator, the poet, the conversationalist - has to be in the 
physical presence of his audience. The audience may know the communicator, or 
at least be able to interact with him or her and question him or her. 

The human who, thousands of years ago, carved out a message on a stone or drew 
a charcoal figure in a cave, used these media to create a message that today exists 
iedependently of the creator; and mediated communication came into being. Today 
we speculate who created the cave paintings of thirty five thousand years ago, and 
why (there are suggestions that these were created as part of magic rituals for the 
safe return of hunters). When we look at the seals of the Indus Valley with their 
etchings of animals and symbolic shapes, we study these and try to think who 
created them and what they mean. Are these the forefathers of people now living 
in the southern parts of India? Is their language related to the Dravidian languages? 
rhese are the kinds of questions researchers are asking. 

- 
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'Every aspect of the environment may be regarded as a source of information but 
only those aspects which are subjected to the kind of interrogation which has been 
described above will be defined as communication', declares Sless. He continues: 
'There is a clear implication from this that not all things which were intended as 
messages kill, be seen as such, and elp~ally there will be cases where information 
from the environment is mistakenly construed as a message.' He illustrates this with 
the ease of the 'wink/ twitch'. Suppqse you are speaking with a person who, every 
so often, closes an eye and opens it, rkpidly. At first you might think this was a wink 
- the person was deliberately closing and opening an eye to indicate to you that 

12 



what he was saying was humorous or satirical, and not to be taken seriously. But 
if the 'wink' recurred, and it recurred at times in your conversation that you could 
not give any humorous meaning to it, you might conclude that it was a 'twitch': an 
involuntary spasm of the muscles controlling the eye. Then you would stop trying 
to attach meaning to it, and do your best to ignore it! Interestingly, in English, the 
rapid opening and closing of the eye is called a 'wink' if it has an communicative 
intent, and a 'twitch' when it does not. I 

Finally, notice that there is a grey area where the communicator may not be 
consciously transmitting a message, but a message can nonetheless be i n f e d  by 
the recipient. This is the area of 'body language', which is said to 'communicate' 
moods and attitudes. We have already l&ked at some characteristic gestures and 
instances of body language in the very first block of this course. The important point 
is that the sender may be quite unaware of the messages of boredom or interest 
that is being sent out by his or her body language! 

18. ~ Q g r r u E I U ~ n p i r t d ~ d i ~ ~ ~ ~ ~ W , r s d ~ d o ~ y m ~  
i ta  %wkb*7 'I 

26.6 LET US SUM UP 

Mediated Communication 

1. A medium is a channel that carries information. 

2. The sense systems of the human body are media of communication. 
I 



Mediated Communication 3. In the field of communication we refer to communication by electronic m e w  in 
the public domain, as media. 

4. So the word media now means 'radio and television'. The word 'print media' 
distinguishes print from these electronic media. . 

5. The word 'media' is preferably used for broadcast media, which has a distributed 
but massed audience, so that the medium of the Internet is not at first thought of 
when we use the word 'media'. Media have come to mean 'mass media'. 

6. We have five senses: sight, hearing, touch, smell and taste. These senses are our 
channels of information about the world around us. They create our world. 

I .  Our sensory systems respond only to some kinds of physical energy or stimuli. 

8. The media extend our senses across space and through time. Before the invention 
of the gramophone, voices could not be preserved. The audio tape has extended 
our sense of listening across time. 

9. A simple mirror can be a medium that extends our senses. But the electronic 
media are now a constant and pervasive presence in our lives. 

10. The media are a unique form of communication, because they seem largely to be 
one-way communication channels. 

i 

11. Media houses have therefore invested in audience researeh surveys and polls to 
get feedback. Traditionally, they have also invested in pgrammes that allow the 
audience to interact with them. 

12. The judicious use of a mix of media converts one-way comimnication into two- 
way communication. 

13. The first mix is between the telephone, and the radio or television. More recently, 
the Internet and the cell phone have become media pbtners in interactive 
programming. 

14. The use of a mix of media 'is not limited to audience feedback. Television 
programmes that have good academic content are often 'wrapped aropnd' with 
print, and enter the university or college curriculum in this way. 

15. With the advent of animation and image editing programmes on the computer, 
.television programmes have become increasingly sourced from computerized > graphics and images. 

i 
16. The radio uses only the medium:of sound. It is a 'temporal' medium, because it 

uses speech, and speech occurs in time. 

17. Print is a spatial medium. Film and'television are s'patio-temporal media (they 
occupy physical space on film, and on the screen) but they are more temporal 
than spatial. 

18. The lack of control over radio, television and film by the viewer has been redressed 
with the invention of recording technologies such as. audio and video tape, and 
compact discs (CDs) and digital video discs @VDs) on the computer. 

19. The tape traps the images and words the same way the book traps the words. 
The Open University in Britain found that their audio and video material were 
used much more when they were in a recorded form, thah when they were 
brotidcast on radio or, television. 



20. Communication demands a level of inference from the receiver, about the message 
and its authorship. . 

21. The media especially lead to a situation where such inference becdmes necessary. 
This is because it is the media that allow a message to exist independently of the 
person who h a t e s  the message. 

22. There is a grey area where the communicator may not be consciously transmitting 
a message, but a message can be inferred by the recipient. This is the area of 
'body language', which is said to 'communicate' moods and attitudes. 

26.7 FURTHER READING 

David Sless, Learning and Visual Communication. 198 1. Wiley: New York. 

James Monaco, The language of film: signs and syntax. 

26.8 ANSWERS TO CHECK YOUR PROGRESS 
* 

Check Your R.ogrrara 1 

1. a) vision or sight, hearing or audition, taste, small and touch. 

b) infra red, ultra violet 

c) magnetic, X,rays 

d) higher or more high-pitched 

e) media 

2. Please give your own opinion and a supporting reason. 

3. across space and through time 

4. voices 6ould not be preserved 

5. our sense of listening across time 

Cbtek Your Pmgms 2. 
6. extending h ~ s  vision 

7. they extend our senses 

Chtck Your Ppgms 3 

8. Please make a note of the data (requested, from your own experience. , 

-9. .audience research surveys and polls, feedback, that allow the audience to 
interact with them, advances in technology, a more direct and immediate 
interaction, a mix of media, the telephoqe, and the radio or television, media 
partners in interactive programming. 

I 

10. Plpse record your own observations. 

Chcck Your Pmgmm 4 

11. The radio uses the medium . of sound, which occurs in real time. 
, 

Mediated Communication 



Mediated Communication 12. Film and television are called spatio-temporal media, because they exist in time 
as well as on film or tape. 

13. Print is called a spatial medium. 

14. The listener or viewer can regain control over what is seen or heard, and 
where, by using recording media such as audio or video tape, or CDs and 
DVDs. These recording media allow the listener or viewer to pause, stop, 
rewind and replay, or fast forward, just as the pages of a book can be flipped 
at will. 

15. Yes, broadcasts may occur at an inconvenient time of the day, or come at a 
point where the learner has not prepared to listen to or view the broadcast. 
Whereas a tape can be used when the learner is ready for it. . 

Check Yaar Pmgmkm 5 

16. The scientists thought they were receiving messages from outer space. 

17. They did not simply ask what the pulses were. They started to think of who 
was sending the pulses, and why. So they were asking questions that inferred 
the nature of the sender and the intention and meaning of the message. 

18. If the person closing the eye intends to do so, it is a wink, and means that there 
is a humorous aspect to what he or she is saying. If the person has no control 
over the eye, it is a twitch, and no message is intended: it is not a piece of 
communication. 

19. Body language may communicate attitudes and motives without a person being 
aware of this. So there is no intention to communicate. All the same, there may 
be a subconscious message, which can therefore be decoded by the receiver, 
who infers the attitudes or the motives of a person by his or her body language 
and gestures. 



UNIT 27 THE RADIO 
Structure' 

27.0 Objectives 

27.1 Introduction 

27.2 The Reach of Radio, and its Low Cost; Community Radio 

27.2.1 How the Radio has a Greater Reach than the Television 

27.2.2 Community Radio 

27.3 History 

27.4 Working 

27.5 Programmes: Radio Features and Radio Drama 

27.5.1 Radio Features 

27.5.1.1 Simplicity, Clarity, Accuracy 

27.5.1.2 Concreteness 

27.5.1.3 A Conversational Style 

27.5.2 Radio Drama 

27.5.2.1 The Story 

27.5.2.2 The Radio Script 

27:6 Let Us Sum Up 

27.7 Answers to Check Your Progress 

In ;his unit we will look at the radio: 

its development, and 

its characteristics and efficiency as a medium of communication. 

After reading this unit you will be able to identify the fonnats available for informative 
radio programmes. You will also recognize, the characteristics of good radio 
programmes. 

INTRODUCTION 

It is a common misconception that ever since television became available to everyone, 
the medium of the radio has become obsolete. Yet the reach of radio, and the cost 
of radio, have ensured that it continues to be an important medium of communication. 
In this unit we shall see some examples of this. 

Weshall very briefly refer to the history and the workings of the radio. Finally, we 
shall discuss the format of some information based programmes on the radio, such 
as radio feamres and radio drama. 

The radio is an intimate medium. A favourite dictum of broadcasters is that 'In 
radio, we have an audience of one'. The listener is made to feel that he or she is 
'eavesdropping" on a private conversation, or something else that is interesting to 



Mediated Co~nmunication listen to. In this way the listener becomes included into a community of 'friends', 
the broadcasters. The language used, the tone, the information load of a radio 
programme, must all be appropriate to this intirbate, conversational character of the 
radio. 

i 

THE REACH OF RADIO, AND IT3 LOW C W  
COMMUNITY RADIO 

The radio is something you find everywhere. Perhaps you may think that the radio 
ha;; become less significant with the arrival of television, but consider the following 
two factors: 

The 'reach' factor: 

radio programmes, in India, cover over.91% of the geographical area while TV 
reaches only 88% of the area. 

The 'cost' factor: 

a radio set costs between one hundred rupees (for the smaller, hand-held transistor) 
and four thousand or more rupees (for the high-end, world receivers). Television 
starts at over a thousand rupees for a set and can cost over a lakh for the more 
sophisticated version. 

radio programmes are very much cheaper to produce than television programmes. 

The 'reach' factor and the 'cost' factor mentioned above show that the radio can 
be an important and effective medium for communication. There are actual examples 
of its use to show that the radio is indeed an important medium of communication. 

Hereeis an example of the reach of radio. When our armed forces move about or 
are stationed in the high-altitude areas, the radio helps them keep in touch with the 
other parts of the country, entertaining them with songs and other programmes, and 
providing them with information. 

Another example is from a recent catastrophic occurrence. On December 26, 2004, 
the South Asian region, including the Andaman Islands and some parts of Andhra 
Pradesh and Tamilnadu, experienced a tsunami - one of the worst natural disasters 
in human history. People died, property was lost and many people went missing. 
The All India Radio set up an emergency helpline to assist families to establish 
contact with their lost ones. Thq family could get in touch with the AIR and send 
a message to the lost members of the fa&ly through radio. These messages were 
broadcast at frequent intervals in the affected areas, which also included places in 
Sri Lanka. 

Given below is the text of an Internet message about this AIR belpline. 

7iiunami has created havoc in the coastal states of India and various parts of 
South Asia on 26- 12-2MW. It has c a u d  widespred devaqtution and loss of Life. 

All India Radio hns slarted this Internet HELPLINE to provide the latest 
information and nssisttlnce to the public about this earthquake. Messages received 
are being broadcast from AIR Stations. Responses to the messages are also 
being broadcost and rnde available on this site. 

The public can send their messages through E-mail at : I 

t 



Thus we have here an example of how the medium has been used in an emergency 
situation. 

The '~adio 

27.2.1 How thg~adk, has a Greater Reach than the Television 

How is it that the radio has a greater reach than the television? This is because 
radio frequencies are received in geographically-difficult areas like bigh-altitude 
area, and remote areas like deserts and the Polar Regions. Television signals, on 
the other hand, are affected by mountainous terrain and by weather conditions. 

1 The radio is an exciting medium for the spread of inforfnation and entertainment. 
It is exciting because it is not very expensive to set up a radio station. 

AIR did not always have the reach and coverage it has today. Sound broadcasting 
started in Jndia in 1927 with the proliferation of private radio clubs. The operations 
of All India Radio began formally in 1936, as a government organization. When 
India attained Independence in 1947, AIR had a network of six stations and a 
complement of 18 transmitters. The coverage was 2.5% of the area of the country 
and just 11% of the population. A rapid expansion of the network took place after 
Independence. 

But AIR is a national service planned, developed and operated by the Ministry of 
Information & Broadcasting under the Government of India. Its stated objectives 
are to inform, educate and entertain the masses. The' need ha,  been felt for an 
additional layer of locally-relevant and community-run radio stations. 

27.2.2 Community Radio 

The rise of 'local radio' (FM stations, University Radio and Community Radio) is 
a recent development that shows how the radio can constantly reinvent itself ts 
adapt itself eo the new communicative needs of society. This has become possible 
through advances in the technology of broadcasting, i.e. FM radio. A technological 
advisor to the government says: "On EM, the bandwidth permits a very large 
number of low-powered radio transmitters. There could be up to 5000 FM stations, 
or as many as there are tehsils (district sub-divisions) in India." 

In the mid-nineties, a Supreme Court judgment laid down that "airwaves are public 
property" and suggested that public property could not be treated as a government 
monopoly. I3ucationalists and voluntary organizations from across the country, 
particularly South India, were looking forward eagerly for the government to open 
the airwaves for broadcast by non-profit groups. UNESCO, as part of a commitment 
to encouraging the free-flow of information, has been supporting the initiatives of 
community radio development in India, Maldives, Nepal and Sri Lanka. 

In fact, the medium has been well utilized by local populations within a smaller area 



listed Communication to. 'mwc$stt '  progammes of interest to these populations. Far example, in Sri 
i a d q  a commit>; radio station in Kobnale helps viItagm to fiod infornoation on 
the Internet. The vihgers ask for infomtioa via phone or by post; the radio station 
%ds the answers 0x1 the Int%met and brofi$casts them. This helps Wagers, too, to' 
get acws ta the "information ~uprhighway"'. m e  Kotmde community radio station, 

- which b g a  in .May ,1999, is now being studied as an innovative experiment in 
development comm,unic~on. "We've $md people coming riming to the station 
saying their cow had gone =tray, and other listeners help to locate them,'' says a 
member of this conimunity mdio station. 

I .  
. 

Nepal's Radio Sagarm- ruh by a by of envimnmentsl journalists, has attracted 
attention g l o y y  for'its unique style of operation, and far promoting a news--, 
&d "greeny"ssage- All this shows us how the radio is affordable and effective 
as a conhunicative medim. . 



OR December 12,190 1, Guglielmo Marconi managed to transrni t akross the ~tlantiA 
the letter 'S' using Morse code. It was a historic moment for the world of 
communication. The moment was special because what this signalled was that soon 
voice could also be transmitted across space without having to depend on wires. 
The event was preceded by work which Marconi had done for almost a decade 
in the field of electromagnetic transmission. P 

By 1906 music was being transmitted across longer distances. By 1909 the first 
commercial radio station had come up and ten years later the first statidns were 
firmly established in the United States. Soon private radio stations and Universitks 
and of course governments made use of this new medium which wad affordable 
and which had a. bemendous reach. 

- - 

How does the radio work? 
i 

Though Marconi invented the radio way back in 1901, the radio set that we have 
today is a far cry from what the original apparatus was. For a start, the equipment 
was very bulky and slow. In the early 1900s work in electi-omagnetic theory was 
still at a beginning stage and so it took years before voice and later music could 
be broadcast over air. , 

' Quite simply, radio works because electroma~etic waves are able to pass through 
the air. Sound is cofiverted' into such electromagnetic signals which are then sent 
out - broadcast - from stations and received in special boxes which are tuned to 
a specific frequency and which r ~ h n v ~ r t  the snunrl signal intn vnirp nrrain 

< 
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Mediated Communication 

A random assessment of programmes on the radio will reveal that there are broadly 
two areas that radio programmes disseminate: information and entertainment. 

Information based programmes are of four kinds, namely: 

i) radio features, 

ii) radio talks, 

iii) radio interviews, and 

iv) radio drama. 

Entertainment spans a wider range from music shows to interactive phone-in quizzes. 
Radio stations in India and across the world encourage public participation. 

Entertainment programmes on the radio ar.e often music based. Their content depends 
on a variety of factors ranging from the age of the listeners to the policies of the 
government. Entertainment programmes are not discussed in this unit. 

In the following pages we will look at two kinds of informative radio programmes: 
radio features and radio drama. 

273.1 R8djoFeatum 
Radio features may be fifteen to forty-five minutes long. In this kind of programme 
the aim is to introduce and present a topic of current interest, about which there 
is a fair amount of knowledge, gained through research. For example, it is possible 
to have a twenty-minute radio feature on 'Human Cloning'. The presenter introduces 
the idea of cloning, and interviews people who are involved in the process of human 
cloning. (Cloning is a process by which a plant or animal is produced from a single 
cell of a parent plant or animal, and so has exactly the same qualities as the parent.) 
This radio feature would also stress both the benefits and the limitations of such 
research, and may choose to raise questions for the audience. 

Radio features or talks tend to become boring if three points are not constantly kept 
in mind by the presenter. These points are: 

i. simplicity, clarity, accuracy; 

ii. concreteness; 

iii. a conversational style. 

nY3Ftu -#wY,mf- 
The radio is a simple and direct medium. The presenter should, as far as possible, 
use short sentences. These should preferably be in an "active" form rather than in 

i 



rhe .'PUSSI\?.- Sri j  "Many people have opposed this idea1' rather than "This idea 
h;r.: been oprnced by many people" or "This idea has evoked much opposition". 
Sirrlple language makes the talk on radio of immediate significance for the listener. 

Simplicity in style is supported by clarity in the organization of the radio feature. The 
flow of the radio feature should be logical, with the argument developing 
systematically and supported with examples. 

While clarity of thought is necessary, clarity of speech is imperative! It is of utmost 
importance that the presenter has a clear voice and expresses emotions well with 
the voice. 

Simplicity also paves the way for accuracy. Information must be exact and accurate. 
Any redundant and superfluous information must be immediately taken out of a 
good radio reature. 

This second quality of a good radio feature helps the listener to immediately and 
clearly understand what is being spoken about or discussed. What this means is that 
concrete examples must be presented wherever possible, in preference to abstract 
generalizations. So. the generalization "Many people have opposed this ideay1 could 
be immedial.ely supported with "300 residents of this town have signed a petition 
requesting the authorities to reconsider this decision. These residents include the 
famous singer ..." The words used must "create a picture" in the listener's mind. 

The presenter must avoid overloading the listener with information; this can be done 
if the presenter takes the trouble to sort out and connect the information up with 
some concrete experience. For example, why is the idea (which we mentioned 
above) being opposed? How will it affect babies, school children, older people, 
housewives, office goers ... ? To take another example, rather than present a piece 
of history (such as India's freedom struggle) as a series of events arranged according 
to their dates, the presenter may try interview people of various ages in a family, 
and ask them how old they were when a particular event happened. All this means 
that the presenter has to take the trouble to first understand the ideas in the feature 
very well, and find ways of conveying this understanding to the listener. 

A good radio feature, or for that matter any good radio programme, must motivate 
the listener fo continue to listen. And this is mostly made possible by winning the 
confidence of the listener. Use a friendly style rather than formal language. Exploit 
the quality of the medium (its immediacy and one-to-oneness), and keep the feature 
conversational in nature, even though the listener is many, many kilometers away. 

When a radio feature includes interviews or is primarily in the interview mode, then 
the presenter should take care to see that the interviewee's views are highlighted. 
The questions asked should be so well structured that at the end of the interview. 
the listener has a clear idea of the interview, its focus, and its emergent point of 
view. Radio interviews do not have to be formal and this is what most successful 
FM stations have to teach us. They take short interviews, focusing on one aspect 
of a subject or a person and make it as friendly as possible. 
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* 
Radio d r v  are good entertainment and are especially effective in the dissemination 
of information. There are many advantages that radio dramas have* which make 
them the ideal vehicle for conveying information/awareness that may otherwise 
tend to be boring. For example, the importance of polio vaccines may be brought 
about though a short, ten line radio drama rather than through a four line 
announcement. How doks tlys happen? 

Radio dramas make use of the qualib of this medium optimally. Radio is a one-to- , 
one medium. Although it reaches a mass audience, this audience is spread out; it* 
is in homes, cars and shops, and the listener is an individual, not a part of .a mass 
audience like a cinema audience. ~ d r  a listener, when s h e  listens to the radioio, it 
may appear that the presenter is talking only to herhim. 

I 1 
1 

In ii radio drama this quality is furth& strengthened by daldng the listener b'elieve 
that s/he is eavesdropping on something interesting. These two words 
"eavesdropping" and "interesting" are important. We listen in when we are -a 
witness t o ' s o m e ~ n ~  either directly or inadvertently. To make us want to continue 
listening in there should be something that draws our attention. Radio drama works 
on this principle and helps the listener "witness" something that the producer wants 
her or him to know. 

Here is a sample of a radio drama, based on a story found in 'A Book of Anecdotes' 
by Daniel George @Idton Press 1958). 

. b 



Read the story silently. Read the drama aloud, if possible, together with friends, with 
each of you taking on a part, 

This is an anecdote about thet poet Samuel Taylor Coleridge, written in the nineteenth 
century. 

8. I 3 

" . . . he was sitting in the coffee-room of a hotel, and heard his name coupled with 
a coroner's inquest, by a gentleman who was reading a newspaper to a friend. He 
asked to see the paper, which was handed to him with the remark that it was very 
extraordinary that Coleridge, the poet, shobld have hanged himself just after the 
success of his play (the ,tragedy Remorse); but he was always a strange mad 
fellow. 'Indeed, sir', said Coleridge, it is a most extraordinary thing that heishould 
have hanged himself, be the subject of an inquest, and yet that he should at this 
moment be speaking to you.' The astonished stranger hoped he had said nothing to 
hurt his feelings, and was made easy on that point. The newspaper related that a. 
gentleman in black had been -cut down from a tpx in Hyde Park, without money 
or papers in his pocket, his shirt being marked 'S.T. Coleridge'; and Coleriage was 
at no loss to understand how this might have happened, since he seldom traveled 
without losing a shirt or two." 

I 

27.5.2.2 Tbc Rdk !hi@ 

"Listen now to a short conversation. The story in tli& conversation is true. But the 
conversation itself is imaginary. . 

The scene is a coffee-hoese in ~ n ~ l a n d  more than a hundred and fifty years ago. 
A gentleman enters the coffee-house and sits at a table. 

I 

"A pot of hot coffee, please", he 'says to the boy. 
. % 

There are idready two other men in-the room, sitting at another table. One of them 
is reading a newspaper. The man who has just arrived is not personally known in 
this place and no one recognizes him. He seems to be glad of this and settles down 
to a long spell of meditation. But the other men in the room start a copversation 
and he is compelled to listen to it. Let US also listen along with him. ' 

'A: Poets are mad people. 

B: A very sane thing to say, I'm sue. But why do you say it at this particular moment? 

A: The thought occurred to me at this particular moment. 

B: Well, well. It occurs to me that you are mad too. 
I 

A: What db you mean? ! 

B: Why do you talk about poets when you are reading a dewspaper? 

A: Why shouldn't I talk about them? . 
B: ~ecause  you're reading a newspaper and not poetry. 

A: But the news is about a poet. 

B: Impossible. How can the news be about a poet? 

A: Why not? who should it be about, then? 

B: About politicians. : i 
A: But wby? I 

I 
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Mediated ~o&unication B: Because politicians are the people who make news. 

. A: The people who make news! I thought they were the people who make speeches. 

'B: And what do p e t s  make? 

A: You knoyv what they make. 
1 

B: I know: they make verses and verses are worse things than speeches. 

A: But the poet I'm reading about in this paper has made some news although he will 
never m&e any more. . 

B: HOW do you know he Won't? 

A: Because he is dead. 

B: I'm sony to hear that. But what is the news about him? 

A: That he is dead. 

B: What news is there in that? We will all be dead sooner or later. 

A: Agreed. But not all of us will kill ourselves as he has done. ." 
B: Has he killed himself? Your story is getting interesting. Who was he? 

I a 

A: His name was ~amuel  Taylor Coleridge. 

Coleridge (to himself): Samuel Taylor Coleridge! Killed himself! 

B: Mr. Coleridge? I can't believe it! 

A: Believe it or not, here is the news. Listen. 

'A Doet commits suicide. It is reported that Samuel Taylor Coleridge, a well-known 
writer and poet, committed suicide by hanging himself from a tree on Friday night.' 

B: On Friday night! On Friday night he had every reason in the world to live. His 
latest play was performed in London on Friday night and all the world praised it. 
And you say he has gone and killed himself. He must have been mad. 

Coleridge: Yes. You're right. He must've been really mad. May I join the company, 
gentlemen? I should like to hear more about this piece of news. 

A: You're very welcome, sir. 

Coleridge: Thank you. Please read on. 

. A: 'The police discovered his body, dressed all in black,' early on Saturday morning. 
There was no money in his pockets; nor were there any papers.' . ,  

. . 

B: Then how did they find out who he was? . . 
' <  . 

Coleridge: Perhaps there was someone among the policemen who had met him. 

B: That is very unlikely. How can policemen find time to meet poets? What does 
. . the paper say? 

A: 'The only due the police could find for identifying the body was the name S.T. 
Coleridge marked on the poet's shirt.' 

B: So he is dead then. w s  is surprising. This man wrote some of the sanest things 
I have ever'read. And now it turns out that he was mad enough to kill himself. 

, It does upset me. " 

' Coleridge: And it will upsitLyod all the more when you hear the rest of the news. , 



A: The rest of the news? What is that? 

Coleridge: That this poet S.,-T. Coleridge is at this moment sitting with you in this 
coffee house. 

L 

A, B: Goodness gracious me! Heaven help us! 

,B: A ghost in broad day light! But where is he, sir? 

A:, What do you mean? 

Cokridge: I may be mad in a way, but I arp not dead. 
k. 

d: Dci you mean that you are Mr. Coleridge? 

Coleridge: If I am not Mr.  oler ridge, I am no one. 

' B: We are very sorry sir. We hope we have not said anything that has hurt your 
feelings. But how do you explain this strange report in the newspaper? 

Coleridge: It is very simple, gentlemen. I lost one of my shirts before the world lost 
this poor man who has hanged himself. 

LRT US SUM UP 

a The radio has kept its importance even after the arrival of television. 

\ 
a The 'qach' factor and the 'cost' factor of radio give it-an advantage over television. 

Radio frequencies are received in geographically-difficult areas like high-altitude 
areas and remote areas like deserts' and the Polar Regions. Television signals, on 
the other hand, are affected by mountainous terrain and by weather, conditions. 

8 Radio in India covers over 91% of the geographical area. Our armed forces in 
high-altitude areas keep in touch with'the radio. 

a During catastrophic occurrences, radio can help families to establish contact with 
their lost ones. 

. . 

a It is not very expensive to set up a radio station. Radio programmes &e cheaper to 
produce than television prograpmes. A radio set costs less than a tklevision set. 

a AIR (All India Radio) today has a network of 214 broadcasting centres. A rapid 
expansion of the network took place after.bdepen'dence. 

8 But there is a need for additional, locally-,relevant and community-run radio stations. 
I 

a *Local radio' (FM stations, University Radio and Community Radio) is a recent 
development that shows how radio can adapt itself to the communicative needs of 
society. The medium is used by local populations within a smaller area tg 
'narmwcast' programmes of interest to these populations. 

December 12,1901 was a historic moment for the world of communication: Marconi 
transmitted the 1etter"S' across the Atlantic -using Morse code. 

By 1909 the first commercial radio station had come up. I , _ -  

Radio works by converting sound into electromagnetic signals which are broadcast 
from stations and received in special. boxes tuned to a specific frequency which 
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Mediated Communication There are broadly two kinds of radio programmes: information and entertainment. 
Infornation programmes are 'of four kinds, radio features, radio talks, radio 
interviews, and radio drama. 

Radio features or talks must have three qualities: 

iv. simplicity, cclaity, accuracy; 

v. concreteness; 

vi. a conversational style. 

In a radio drama the listener must feel that she  is "eavesdropping on something 
interesting". 

27.7 ANSWERS TO CHECK YOUR PROGRESS 

1. ATR or All India ,Radio began with a network of six radio stations when India 
attained Independence in 1947. Today AIR has a network of 214 broadcasting 
centres. 

2. The radio programmes of AIR in India cover over 91% of the geographical area 
' while TV reaches only 88% of the area. The radio has a greater reach than television 

because radio frequencies are received in areas geographically difficult to re+ch, 
like high-altitude areas, and rqmote areas like deserts and the Polar Regions. 
Television signals are affe;led by mountainous terrain and by weather conditions. 

i 

When our armed forces move about or are stationed in the high-altitude areas, the 
radio helps them keep in touch with the other parts of the country, entertaining them 
with songs and providing them with information. Anofier example is from a recent 
catastrophic occurrence: .the Tsunami on December 26, 2004. The South Asian 
region, including the Andaman Islands and some parts of Andhra Pradesh and 
Tarnilnadu, experienced one of the worst natural disasters in human history. People 
died, property was lost and many people went missing. i 

The All India Radio set up an emergency helpline to help families to contact their 
lost family members. The family could get iQ touch with the AIR &d send a 

- message to the through radio. These messages were broadcast at frequent intervals 
in the affected areas. I 

It is not very expensive to set up a radio station, and radio programmes are very 
much cheaper to produce than television programmes. Moreover, a radio set costs 
between one hundred rupees (for the smaller, hand-held transistor) and four thousand- 
or more rupees (for the high-end, world receivers). Television starts at over a 
thousyd rupees for a set and can cost over a lakh for the more sophisticated 
version. , 

3. 'Narrowcasting' is the complement of 'broadcasting'. The rise of 'local radio' 
(FM stations, University Radio and Community Radio) is a recent development. 
Locally-relevant and community-run radio stations have become possible through 
advances in the technology of br~adcasting, i.e. FM radio. It is said that there 
could be up to 5000 FM stations, or as many as there are tehsils (district sub- 
divisions) in India. 

~ o c d  populations within a kmder area can 'narrowcist' programmes of interest 



to these populations. For example, in Sri Lanka, a cominunlty radio station in 
Kotrnale helps villagers to find information on the Internet. The villagers ask for 
informati011 via phone or by post; the radio station finds the answers on the Internet 
and broadcasts them, This helps villagers, too, to get access to the "information / 
superhighway". The Kotmale community radio station is now being studied as an 
innovative experiment in development communication. Even small problems like a 
cow going astray are mentioned on the radio, and listeners have helped to locate 
the cow! 

a X ! & Y o t f f ~ 3  

4. .The first radio signal to be broadcast was the letter 'S' in Morse code, sent across 
the Atlantic ocean. 

5. The first commzr&al radio station had come up by 1909. 

6. electromagnetic, electromagnetic, sound 

7. Radio programmes are of two main kinds, information and entertainment. 
Inforrnzltion programmes are of four kinds, namely: radio features, radio talks, 
radio interviews, and radio drama. Entertainment programmes range from music 
sliows to interactive phone-in quizzes. Radio stations in India and across the world 
encourage public participation. 

8. Three points must be kept in mind for a good radio feature or talk. These points 
are: I 

I \ 

simplicity, clarity, accuracy; 

concreteness; 

a conversational style. 

Simplicity of language means we must use short sentences, preferably be in an 
"active" form rather than in the "passiVe". We can say "Many people have 
opposeti this idea" rather than "This idea has been opposed by many people" 
or "This idea has evoked much opposition". Simple language and simplicity in 
style is supported by clarity in the organization of the radio feature. Clarity of 
speech is imperative! It is important that the presenter has a clear voice and 
expresses emotions well with the voice. Information must be exact and accurate, 
and any repetitive or "extra" information must be left out. . . 

Concrete examples must be presented wherever possible, in preference to abstract 
generalizations. We must avoid overloading the listener with information; the 
presenter must take the trouble to sort out and connect the information up with 
some 'concrete experience. 

Thz speech style we use should be friendly rather than formal. This uses the 
quality of the medium (its immediacy and one-to-oneness), and keeps the feature 
conversational. ., 
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UNIT 28 T E L E ~  -- i 
Structure 

28.0 Objectives 

28.1 Introduction 

28.2 Information and Entertainment = Infotainment 

28.2.1 Television 'the Liberal Educator 

28.2.2 The Electronic Babysitter 

28.3 The Impact of Moving Pictures and Spoken Words 

28.4 The Potential of Television: and a Reality Check 

28.5 The Aural-oral Aspects of a Visual Medium 

' 28.6 Let Us Sum Up 

28.7 Further Reading 

28.8 Answers to Check Your Progress 
- 

28.0 OBJECrrVES 
- -  - - 

to understand the concept of 'infotainment', 

to understand the potential of the medium of television as a liberal educator, 

, to understkd why television as a medium has such a powerful impact, 

to compare the potential and the reality of this medium, and so to reflect on what 
we see everyday, and 

to understand that television impacts what we judge to be acceptable in spoken 
1 

English. . 

- - 

28.1 mmmm 
We tend to think of education in teAs of studying for a degrek, being judged as 
superior 6r i&rior to our fellow students, and the value of a degree pn, the job 
market. But there is a larger concept of education, which can be described as our 
awareness of the world around us. What are our beliefs about ourselves and the 
world? What is the level of our knowledge about the world and ourselves? These 
kinds of knowledge and beliefs shape our behaviour as individuals and as a society. 

In real life not all of us have the means or the freedom to travel widely, or even 
to get away from the confines of our homes. Television can be thought of as a 
window on the world, which opens up the confines of our lives' to a variety of ideas 
and opinions. But it has often been disparagingly called 'the i&ot box,' suggesting 
that it has not always lived up to its potential. 

In this unit we shall catch some glimpses of what teievlsion at its %st can do, p d  
-think about the strengths of this medium. We shall begin with the vision for television 
that the pioneers in this'mediurn had for it. 



28.2 INFORMATION AND ENTERTAINMENT = 
m '  

Most people think of television as a fun medium - for entertainment and relaxation. 
It is often disparagingly referred to as the "idiot box". But television was not set 
up to be merely a fun medium. When BBC Television was first set up, for example, 
its charter was to educate and inform the public as well as to entertain it. After 
fifteen years of development of British television, its first Director-General, Sir 
Robert Fraser, had this to say: 

". . . in the world in general the media of entertainment and of information are quite 
separately and independently organized. On the one side are the theatres and 
cinemas and music . . . and sports grounds . . . On the other side are the newspapers 
and the periodicals and the lecture halls and even the universities and schools:-all 
kinds of information, not just political information, current affairs and world affairs. 

I 
The most striking and absorbing change in television . . . is that it has grown into a 
great medium of information; that it is now two things in one; that there has grown 
up within it this second medium ... : it is not only the largest medium of popular 
entertainment, it is also the largest medium of popular information. .It is theatre and 
newspaper in one." 

It is theatre and newspaper in one. And, we might add, it is also an educator! 
Not merely in the sense that there is a Countrywide Classroom sponsored by the 
University Grants Commission in India, or that there are Ediicational Television' 
programmes all over the world, starting with the American programme Sesame 
Street for pre-primary children. Rather, television has been called "a liberal educator". 
This is because, through its general output, it becomes an agency of awareness and ' 

thus an gucational influence. . 

a1 Educator 

The media commentator Brian Groombridge tells us: 

"Education may imply merely the transmission of a body of knowledge or socially 
useful skills; liberal education lays emphasis on the fuhest possible development of 
the individual, stressing the importance of imaginative exprience as against the 
cognitive, :md of the realm of values . . ." 

He adds: 

"Television's power as an educator is best demonstrated by one crucial comparison: 
between what most children know now before they go to primary school and &hat 
they knew at 6.le.same age before there was television." 

Television idlows us to become citizens of the world while sitting in our home in a 
village or town, and to become conscious of the universe while we stay rooted on 
earth. Every child in fact aspires to be at the centre of a widening circle of 
identities, beginning witl5 his or her name and actual physical location, but ending 
with finding a place in the universe. Brian Groombridge draws our attention to what 
he calls the 'cosmological address game', which all children at school seem to have 
played at some point. (This game is actually fecorded in James Joyce's Ulysses, 
whose hero Stephen Dedalus writes his address in the fly leaf of his geography 
book in this manner.) Children may write their names in their- school books in the 
following manner: 

- 
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lhis ir a gsma, says GxmmWge, whnh ?mbfeid a child to m p m  and enjay P$ 
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28.2.4 The Electronic BabysitW 

How much TV do children watch, and what kind? 

Television has been called an "electronic babysitter". In t& 1980s, according to one 
estimate, children spent an average of 27 hours a week watching TV. It was also 
estkated that an American student graduating from high school would have spent 
more hours watching W than in the classroom! W has the potential to be both 
an electronic school and a library for children. 

Apart from mainstream commercial television, therefore, there have been recurrent 
attempts to make programmes for children that had an educational, informative and 
entertainment function all at once. The most well-known effort was Sesame Street. 
It used songs, skits, puppets and animation to introduce children to the basics of 
counting, reading, and becoming aware of the world around them. It has been 
broadcast in 90 countries, arid Indian counterparts of this progranime have also 
been attempted. 

Some television programmes are designed to promote reading among slightly older 
children. A programme called Reading Rainbow used animation, music, dramatization 
and a magazine-style format to introduce children between the ages of six and nine 
to the magic of reading. Books were dramatized and reviewed, and research 
showed a twenty per cent increase in the number of books borrowed by children 
from 'libraries, as a result of the programme. 

For adults, such programmes as The Ascent of Man by Jacob Bronowski, and 
Cosmos by the astronomer Carl Sagan, were originally produced for television and 
then developed into 'telecourses' for use in colleges and universities. This was done 
by 'wrapping' print material around the televised material, to enhance its educational 
value. The ancillary print materials might include a printed text of the programme 
supported by visuals from the teleseries; study guides; an anthology of readings; and 
a manual for the faculty, administrator or student suggesting how to use the material. 
Thus we have here another example of 'media mix', a support by print to television 
in the interests of education. 



283 THE IMPACT OF MOVING PICTURES AND 
SPOKEN WORDS 

Read these excerpts from Jacob Bronowski's Preface to his book The Ascent of 
Man, based on his series of television programmes for the BBC. It puts into simple 
words many of the typical characteristics of the medium described in media textbooks. 

L 

Paragraph 1 (Excerpt 1) 
"The invitation to me from the British Broadcasting Corporation was to present the 
development of science in a series of ctelevision programmes ... Television is an 
admirable medium for exposition in several ways: powerful and'immediate to the 
eye, able tc) take the spectator bodily into the places and processes that are described, 
and conversational enough to make him conscious that what he witnesses are not 
events but the actions of people." 

paragraph 2 (Excerpt 2) 
". . .we come to the common ground between felevision and the printed book. Unlike 
a lecture or a cinema show, television is not directed to crowds. It is addressed to 
two or three people in a room, as a conversation face-to-face - a one-sided 
conversation for the most part, as the book is, but homely a d  Socratic nevertheless." 

Paragraph 3 (Excerpt 3) 
''The printed book has one &ded freedom beyond &is: it is not remorselessly bound 
to the forward direction of time, as any spoken discourse is. The reader can do 

t what the viewer and the,listener cannot, which is to pause and reflect, turn the 
pages back and the argument over, compare one fact with another and, in general, 
appreciate the detail of evidence without being distracted by it. I have taken advantage 
of this more leisurely march of mind whenever I could, in putting on'paper now 
what was first said on the television screen. What was said had required a great 
volume of research, ... and it would have been sad not to capture some 'of that 
richness in this book. ....' 

1 

Paragraph 4 (Excerpt 4) 
"In rendering the text used on the screen, 1~irr"e followed the spoken word closely, 
for two reasons. First, I wanted to preserve the spontaneity of thought in speech 
... Second and more important, I wanted equally to guard the spontaneity of the 
argument. A spoken argument is informal and heuristic; it singles out the heart of 
the matter and shows in what way it is crucial and new; and it gives the direction 
and liie of the solution so that, siinplified as it is, still the logic is right." 

Jacob Bronowski, Preface, 
The Ascent of Man, 1973 

London: British Broadcasting Corporation 

Television 
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~ a g r a p h  4 (Excerpt 4) 

vii. 'Television uses spoken language rather than written language. 
. + 

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

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

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

I .  

I Here is what Carl Saga', the astronomer, had to say a b u t  the'relationship 'of the 
book Cosmos and the television series of the same name, Cosmos. Again, you will 
find in his words some echoes of ideas that have been introduced to you in this 

I Block. You now know about how media complement and 'supplement each other, 
and how different media have their own strengths. Recall, for example, that TV is 
a temporal medium, but videotape technology brings to it the strength of the book, 

t of permanence. 

:mz book and the television series evolved together. In some sense each is based 
on the other. Many illustrations in this book are based on the s w n g  visuals 
prepared for the television series. But books and television series have somewhat 
different audiences and admit differing approaches. One of the great virtues of a 
book is that it is possible for the reader to return repeatedly to obscure or difficult 
passages; this is only beginning to become possible, with th& development of 
videotape and video-disc technology, for television. There is much more freedom 
for the author in choosing the range and depth,of topics for a chapter in a book 
than for the procrustean fifty eight minutes, thirty seconds of a noncommercial 
television programme." 

Carl Sagan, Cosmos, 1980. 
New York: Ballantine Books, Random House: 

. I  

1 (Remember that Sagan was writing in the year 1980. That is why he refers to 'the . 
I - development of videotape and video-disc technology' as a recent occurrence!) . 

1 

TAE POT&NIUL OF ' E % X @ ~ O M  AND A 

Cosmos was a thirteen-pq television series "oriented towards astronomy but with 
I a very broad human perspective". It had an estimated worldwide viewing audience 

1 
of over 200 million people, or almost 5% bf the human population of that time (the 
1980s), in 80 countries. A citation by the Ohio State University's Annual Award for 
Television Excellence called it "perhapsJ&e most original and unique contribution to 

... television programming made during the past three years It entertass, instruck, 
informs, excites and inspires ..." An editorial in the Washington Post said that 
"Cosmo~ is fulfilling the promise -proponents of television have always said was 
there: that the techniques of the medium could be used to enrich viewers without 
boring them and to give them more than just fun and games. . . . " .  

Now read these words of,Carl Sagan, the astronomer, from his introduction to 
Cosmos, about how theb series ,was conceived. 

f 

"In the summer and fall of 1976,l.. I was engaged; withfa hundred of my scientific 
, colleagues, in the exploration of the planet Mars. For the first time in human history 

we had landed &o vehicles on the surface of another world. ... And yet thi 
general public was leqning almost nothing of these great happenings. The press 
was largely inatkntive; television ignored the mission almost altogether. .. A I was 

Televis 
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I Mediated Communication positive from my-own experience that an enormous global interest exists in the 

exploration of the plahets and in many kinqed scientific topics . . . And I was certain 
that this interest could be excited throug6 that most powerful communications 

i medium; television." 

1 
What this suggests is that t$e potential of television is not always realized, because 
of inadequacies in how programmes are conceived. In the case of Cosmos, the 
scierltists felt strongly enough that they had to share their discoveries and scientific 
vision, to form a prodktion company and a ?am with support from the Public 
Broadcasting Service in the U.S.A. For the rest of us, such grandeur of vision and 

I execution may not be possible. Nevertheless, by reflecting on what we see on 
I television and making ir~formed choices, we can guide the content of television 

I tqwards more informativ:, humanisitic and stimulating programming, away from 
mindless vulgarity or titiliation. 5 

Given below some statements by Brian Groombridge ;but the potential of 
i television as an educator. Discuss with your fellow-learners whether you agree with 

these statements, after doing the activities suggested below each statement. 

Y 

t 
"Television liberally educates because ... through television we are faced by 
alternative life-styles, cultures and mores*, based on differences of class, race, 
generation and subculture." 

E [*mores (pronounced 'more-ay-z'): a formal word for the customs or conventions 
I typical of a i group or community] 

. - 
t i' 
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I 
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''Television liberally educates because it provides a rich diet of imaginative experience, 
most successfully and consistently through drama. Cinema and. radio began to 
democratize experience of drama; televisjqn has provided universal access to it. . . . 
Television has raised the stand&s of drama as a whole . . ." 

." - 



28.5 THE AURAL-ORAL ASPECTS OF A VISUAL 
MEDIUM 

We think of telivision primarily as a visual medium, although it is strictly a visual- 
aural medium. It is true that if there is no picture, there is no tdevision! But to see 
how important sound is for this medium, try Nning down the volume to zero for 
just one minute as you watch TV. (Time yourself - do not cheat.) You will be 
surprised at the result! 

Sound on television consists of the spoken word, music, natural sound produced on 
location, and soundeffects. These sou~ds contribute to the illusion of reality created 
by television. Without them, the medium does not come alive. 

Since this course is about communication in English, we quote below two paragraphs 
from Groombridge again, this time about the importance of the spoken word in 
television[ and about tJle impact of the medium on the spoken word. 

"Before television showed it the way, the spoken word on radio was scripted; it was 
prose of a special kind written to be read aloud. Television has established the 
public use of oral speech. In drawing its material - actual and imaginative - from 
a variety of cultures, television has done something of immense social and educational - 
significance: it has asserted the validity and acceptability of a wide range of accents, 
dialects and idioms. It has almost entirely subverted the idea that authority, 
authoritativeness, 'correctness' go with stan@trd English or received pronunciation," 

"Television's use and acceptance of varieties of English as they are spoken is of 
enormous educational importance. Insistence on 'correct' speech has been one of 
the most insidious ways in which the education system has hitherto accomplished 

j . its repressive task of social segregation. It has been a chief function of schools to 
cream.off an elite to run the country and its institutions . . . Television has countered 

I 
that by treating the way people acmally speak with respect." 

1 Television was not ,set up to be merely a fun medium. BBC Television's its charter 
was to educate and inform the public as well as to entertain it. .. 
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2 TV is not only the largest medium of popular entertainment, it is also the largest 
medium of popular information. 

3 Television has been called "a liberal educatot", because it is an agency of 
awareness and thus an educational influence. 

4 Television allows us to become citizens of the world while sitting in QU horhe in a 
village or town, and to become conscious ofsthe universe wh,ile we sthy rooted on 
earth. 

5 Television has been called an "electronic babysitter". In the 1980s, according to 
one estimate, children $pent an average of 27 hours a week watching TV. American 
students graduating from high school would have spent more hours watching Td 
than in the' classroom! TV has the potential to be both an electronic school and 
library for children. I 

6 Television is a medium that conveys experience. It takes the viewer by the hand 
and leads him into new places h d  experiences. 

7 Television is ansintimate medium. '-. 

8 For mog of us, 'seeing is believing', so the.experience of television has an immediate 
and lasting impact. 

9 Television is a distributed medium like a printed book, even though it is a mass 

10 It is a unidirectional medium - it'allows only one-way communication. 

11 ~elevision is primarily a temporal medium; print is a spatial medium. 

12 ~elivision uses spoken language rather than written language. 

13 The potential of television is not always realized, because of inadequacidsin how 
programmes are conceived. By reflecting on what we see on television an;) making 
informed choices, we can guide the content'of television towards more infdnnative, 
humanisitic and stimulating programming, away from mindless vulgarity or va t ion .  

14 Televigion liberally educates because through television we are faced by altkrnative 
life-styles and cultures. ~ e l e h i o n  provides a rich diet of imaginative experience. 

15 We think of television primarily as a visual medium, although it is strictly a visual- 
aural medium. 

16 Sound on television consists of the spoken word, musi6, natural sound produced 
, on location, and sound effects. These sounds contniute to the illusion of reality 

' ,created by television. 

17 Before television showed it the way, the spoken word on radio was scripted. 
Television has established the public use of oral speech. 

18 It has asserted the validity and acceptability of a-wide hnge of accents, dialects 
and idioms. Television's use and acceptance of varieties of English as they are 
spoken is of enormous education+ importance 
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1. Please write a paragraphiusing the hints suggested, based on your own experience. 
1 

2. Please answer these questions from your own experience;and share your answers 
- with your group of fellow-students. 

f 

B 3. f ie  Ascent of Man by Jacob Bronowski, and Cosmos the astronomer Carl 
Sagan. 

4. Television programmes can be designed to promote qeading, by using animation, 
music, and dramatization of books, to introduce children between the ages of six 
and nine to the magic of reading. Books can be reviewed. Research for a programme. 
called Reading Rainbow showed a twenty per cent increase in the nurnber of 
books korrowed by children from libraries, as a result of the programme. 

C? 

5. Children have been found to watch about 27 hours of TV a week in ~ rne rka ,  
according to one estimate. More time is spent watching'TV than at school. Since 
children like to watch televigon, it serves the purpose of a babysitter who looks 
after them and keeps them out of mischief. . 

6. i. Television is a medium that c'onveys experience. ~elevision takes the viewer 
by the hand and leads him into new places and experiences. . . 

B 

"Television is ... able to take the spectator bodily into the placek and 
processes that are described". 

ii. Television is an intimate medium. 

'Television is ... conversational enough to make him cdnscious that what he 
witnesses are not events but the actions of people". 1 .  

iii For most of us, 'seeing is belie'ving's, so the experience of television has an 
immediate and lasting impact. 

"Television is . . . powerful ,and immediate to the eye." , 

iv. Television is a distributed medium, even though it is a mas? medium. 

3 "Unlike a-lecture or a cinema show, television is not directed t6 crowds. It , 

is addressed to  two or three people i n  a room, as a conversation face-to- 
face ..." 

Television 



Mediated Communication v. It is a unidirectional medium -it allows only one-way communication. 

"...we come to the common ground between television and the printed 
book. . . . It is . . . a conversation face-to-face - a one-sided conversation 
for the most part, as the book is ..." 

vi. Television is primarily a temporal medium; print is a spatial medium. 

'The printed book has one added freedom beyond this: it is not remorselessly 
bound to the forward direction of time, as any spoken discourse is. The 
reader can do what the viewer and the listener cannot, which is to pause 
and reflect, turn the pages back and the argument over, compare one fact 
with another and. in general, appreciate the detail of evidence without being 
distracted by it". 

vii. Television uses spoken language rather than written language. 

' . . . I have followed the spoken word closely . . ." 



UNIT 29 PRODUCING CONTENT FOR . 

RADIO AND TELEVISION 
1 
I - 

Structure 1 
! 

29.0 Objectives 

29.1 Introduction 

29.2 ' Unscripted Programmes: Interviews, Discussions, Audience Participatory 
Programmes 

29.2.1 Preparing for Unscripted Programmes 

29.2.2 An Example: setting up a Panel 

29.2.3 Some Questions and Answers 

29.3 A World of Many Voices 

29.4 Some Popular Formats in Television 

29.5 The Grammar of Television: Shots and Transitions 

29.5.1 Shot sizes 

29.5.2 Camera Movements 

29.5.3 Transitions , 

29.6 Let Us Sum Up 

29.7 Further Reading 
v 

29.8 Answers to Check Your Progress 

To develop 'media literacy', by 

a understanding the various kin& of formats fof media programmes, 

a understanding the process of preparation for an 'unscripted' programme, 

a illustrating the differences between 'real' speech and written language, using actual 
examples, - 

I 

a becoming familiar with the basics of the language of television, and 

a to change how one views a programme or listens to a rogramme, by understanding 
these formats, processes and issues. d' 

I 

Not all of us will become producers for the media. But all of us are viewers and 
cqnsumers of .media brogrammes. If we know a little about how these programmes 
are produced, it will help us to judge the merits of what we hear and see on,the 
media. 

In order 'to view media intelligently, we need to develop 'media literacy'. We are 
43 



literate in print and so can read and judge the merits of what we read. In this 
century. we need to similarly become acquainted with the electronic media. The 
basics of media literacy may also come in handy if we ever need to take part in 
a media programme, or arrange a programme in our own institutions for a live !.:. 

audience. 

, In the unit on radio, we have looked at radio features, and mentioned radio drama. 
The unit on television brought to our attention the diffirence between such 'scripted' 
programmes, and the 'unscripted' programme. Much of the television we watch is 
unscripted. The discussio~l of television in the previous unit has also brought to your 
attention the gap between what a medium can achieve, and what it actually is used 
for, owing to limitations ,n the kinds of programmes that are produeui. 

, 
In this unit we will retleci on how careful preparation and imagination can raise the 
quality of even a prograrpnie that is 'unscripted'. We shall look in some detail on 
how a panel discussion inay be set up. We- shall also illustrate how the natural, 
spontaneous spoken language differs from written language. Finally, we shall mention 
some of the formats of television pro rarnrnes, and familiarize you with the basic $ "grammar" of television - the elements of its "visual language". 

\ 

Throughout this unit, we invite you to watch television, or listen to the radio, to 
understand and reflect on the points we make. Much of the work required for this 
unit, therefore, is recreational. Happy viewing!" 'I 

Pam- - - 

Interviews, panel discusstons or group discussions, and audience participatory 
programmes are the prime examples of unsqipted radio and television programmes. 
Unscripted doe's not mean unprepared for. If you are to be the interviewer or the 
lrloderator or the anchor, you will have to do a bit of homework about the subject, 
find out as much as you can about it, and think of how to approach the topic. This 
preparation will help you to guide the interview or the discussion in a focused way. 
If the interview or discussion has no focus aqd rambles on, the audience will lose 
their way, and lose interest. 

In the media, there are two.catchphrases for producers: 

Well begun is half don$; ill begun is undone. 

Tell them what you're going to tell them; tell them; and tell them what you've told 
C them. 

I 
The fmt slogan emphasizes the necessity of catching the listeners' or viewers' 
aftention right at the beginning, when they have the choice of switching to some 
other channel. ~ h ~ s h o u l d  they listen to your programme? Ask yourself this question, 
nmow down the answer, and begin the programme with that point, which emphasizes 
the uniqueness ~f your programme. (In advertising circles they talk of a USP or 

" u&que selling point. The advertiser is forced to th& about and articulate to herself 
the one point which diffvrentiates her product from all other products.) Once you 
have caught yowr~audience's attentibh, the chances are that they will stay with you, 
unless you really have nothing more to say! 

' 



The second slogan points to the temporal nature of these media. When people are Producing Content for Radio 
and Television 

watching a broadcast, they cannot stop and go back to refresh their memory. It is 
therefore gcmd practice to introduce the programme with a brief overview, present 
the main points, and conclude with a recapitulation of the main points. . 

Let's suppose you want to host a panel discussion about how to prepare for an 
interview. This is a topic dealt with in Block 3 of this course, so take a moment 
now to review what you learnt there. This can form the base-knowledge around 
which you build your programme. 

I 

Next comes the panel. How large should it be? Apart from yourself, the ahchor .or 
the moderator, you nekd at least tea others (if you have only one other person, it 
will be simply an interview). But perhaps two is too few. Your two guests may 
agree totally with each other (which makes it a little dull and boring), or they may 
disagree so much that you are caught in between. Two guests,  the^ do not allow 
much scope for interaction and debate; a minimum of three would be better. What 
about a maximum? It may be difficult to manage more than four people: to ,give 
them each enough time for their say, and to remember each person's opinions and 
react to it, in a fifteen or twenty minute programme.. So let's say you settle on a 
panel of three or four people, and yourself. 

You then have to think of the kind of people you want on thc; panel. A pdnel is 
supposed to be representative of the people connected with the to&. So there 
should be different kinds of people who are connected with'interviews, on the 
panel. You may want to start with the interviewers themselves: who better thaq 
them to speak a6out how an interviewee should prepare? One kind of person on 
your panel, therefore, could be the executive of an important company, the kind of 
person who inkerviews candidates for the most sought-after kinds of jdbs. Then you 
may want tc) include a tepresentative of the government, br a public sector enterprise; 
for the pqrception of the public 'and private sector interviewers may differ. For a 
third, why not look for a placement consultant, or the kind of &son who trains 
candidates in communication skills and ,helps them prepare for the interview? The 



Mediated Communication fourth member of the panel - if one is required - could then be a candidate: either 
someo'n~ who is disillusioned after a number of failed attempts to get. a job, or 
someone who seems to have the magic wand'that opens all doors after every 
interview. In this way you could get four perspectives on the panel. 

Now *at &u have your people together, you' must think of what to say. 
I . , 

How should you begin the .@ogramme? 

How should you introduce the panelists,'and in what order? 

Most importantly, what questions do you ask, and in what order? 

What do you think the answers are likely to be? 

This imaginative exercise is the crucial preparation for the panel discussion. It does 
not mean you should make a rigid plan and stick slavishly to it. But with this 
preparation, you will be a good host who can better listen to what the panelists say. 
You can 'react to, them better, because'you will have thought about what they may 
say. 

- - 
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Continuing with our example, let us now look at how one anchor prepared for this 
panel discussion on how to prepare for an interview. She noticed from her research 
that three kinds of preparation for interviews were often mentioned: 

e intellectual preparation, 

physical preparation and 

mental preparation (attitude, control of nerves, and so on). 

So the questions to the panelists had to be evenly distributed among these three 
areas. 

How should the programme begin - which of these topics should be addressed 
first? Should the discussion begin with tips about how to control your nervousness, 
or with tips about how to dress for the interview, or with tips about how to study 
your subject for it? Notice that these three kinds of tips relate to the three areas 
mentioned above, of mental preparation, physical preparation and intellectual 
preparation respectively. 

Here the anchor asked herself: if I were going to take an interview next week, and 
I was watching this programme, what would I be most interested in? The answer: 
I'd love to know what kinds of questions I will be asked. Indeed, the books on 
preparing for interviews encouraged candidates to think of and predict the questions 
they would be asked. So she decided to begin with the broad and general question: 

"What are the kinds of questions you would ask a candidate?" 

Notice that this is a general, broad question, which doesn't relate to any particular 
kind of preparation by the candidate. But the panelists' answers indicated that the 
questions would mostly be about the candidate's background, and abilities. That is, 
the answers related to intellectual preparation. This helped her to ask the next 
question. 

Her second question was: "Is the focus on a person's knowledge, or the ability to 
communicate?~en she asked a question about self-confidence and nervousness: 
"What if a candidate fumbles at an interview?'a.nd followed it 'up with "Is the right 
approach one of self-confidence?' These questions all addressed the area of mental 
preparation. Finally, she asked: "Do dress and appearance matter? To what extent 
are you influenced by it?' This was a question about physical preparation. 

.' : 
Notice that the anchor asked five questions during this twenty mnate programme. 
These five questions covered 'the three areas of preparation she had identified 
during her research. Notice too that her questions rearranged the points she had 

C 

0 
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Mediated '~ommunication n o w  during her research, and that she did not use bookish words such as "intellectual 
preparation, mental preparation, physical preparation". . . Y 

293 A WORLD OF MANY VOICES ' 

Unscripted programmes present speech in its most natural, everyday form. Recall 
Brian Groombridge's comments in the unit on television, about how television gave 
the spoken word a new importance and freshness. 

We have already learned that spoken language is a little difkrent,from written, 
language. When we speak we may pause to think. We may correct ourselves as 
we speak. We may hesitate or discdntinue a thought; we may repeat ourselves; All 
this makes unscripted spoken language a little different frorp the neatly thought out - 
and.wel1 arranged sentences we see in our textbooks and in print) 

m a t  would our speech look like if it were written down ("transcribed")? Here are 
a few examples of real speech, taken from a discussion a b u t  how to face an 
interview. 

"The questions will go on changing depending upon the candidate, his background 
- particularly his educational background, and his past experience, if any." 

When-written down, this sentence might  ad: "The questions will go on changing 
depending .on the candidate's gducational background and past experience, if any." 



The spoken sentence expresses each thought and afterthought as it occurs: ;he 
candidate, his bacmaund, his educational background . . . When writing these thoughts 
down, they are presented in a complete form, without repetition or revision. 

'We probe. We probe in the sense we try to'sek whether the candidate knows what 
he's going in hr." 

Notice how the speaker expands and explains his idea of 'probing', and uses the 
phrase 'in the'sense' to signal this. 1 

r: 
Notice. the parallelisms in sentence structure in these examples: 

i 

"He has to give his opinions, he has to make some decisions . ..' 

"How well aware is he? How much does he know what is happening not only in 
this country but also in the world? 

'.;, 

"Nothing too lou'd, nothing roo jazzy, nothing 'mod' at all". . 
4 

Notice the parenthetital thoughts in the transcript below. The speaker explains whd 
, he means by "we". He adds the emphasizer "believe me" to break the sequence 
of three parallel phrases introduced by the words "half . . . one-fourth ... one- 
fourtb". 

I 

"Looks afe fairly important and we, all of us who deal in personnel recruitment, 
believe that half the interview is over when you enter,, one-fourth is what they talk 
to yo&,and believe me, the' last one-fourth is again how you rise and get out.'? 

1 .  

Then speakers quoted below put the main word fitst in the sentence. 

"Dress, I don't think it is very important." 
I .  

\ 
"Arnbitioq - ambition was a bad word till recently." 

c. 

And this speaker begins with a half-sentence. Moreover, this half sentence seems 
to end with an extra word, "candidates", which strictly belofigs to the next sentence; 
the first half-sentence would be fme.if it ended with "looking for". Such mix ups 
and slight ungrarnmaticalities often occur in speech. 

1 

I 
1 "Depends on which function you're looking for candidates. For exqmple, if you are 

I looking for candidates for the marketing'departrnent, yes, it has a kgher weightage 
than if he h a  to be working in R & D for example". 

Here are some examples of words repeated' for emphasis. ' 

"At the biodata stage, the prospective employer doesn't know you at all, at all. 
~bsb lu t e l~ .  All he has to go by is your biodata that is in front of him'. 

n 

Words like "absolutely" occur more often in speech to emphasize a point. Again, , 

there is a frequent occurrence o# words like "well", "now": and other such adverbs 
which, allow the speaker to take, some time to think, as in this example. 

I 

'Well, one standard question is 'Where do you see yourself five years from now?' 
Now, when 1 got this question first I said, 'I'm looking at pysqlf in your seat'. I 
got the job". 

t 

In short, speech has characteristics of spontaneiy and thinking while we speak that 
get reflected in hesitations, false. s h s ,  self-coqections, and sentences that do not 

Producing Content, for Radio 
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strictly 'hang together' grammatically. Because even the most proficient language 
user does not speak English "like a book", these errors and inadeauacies are 
forgiven in speech. So also many learners sound alright when they spe;;k, but fare 
very poorly when they have to write! 

- - 
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I The format of the programme we have been discussing until now may be termed 
the 'expert panel' or the 'studio discussion' (if the panel includes non-experts). We 
have also referred to audience participatory programmes, and studio based discussion 
programmes. There are some other well known formats in television programming. 

' Given below is a list that includes the formats we have discussed. Can you say 
which of these formats allow for unscripted programmes, and which are likely to 
be scripted? Remember that it is also possible to have a part of a programme 
scripted: e.g. in a quiz show, the quiz master has prepared questions, alternative 
choices for answers, and the correct answers. (S)he might even have rehearsed or 
scripted some light-hearted talk to introduce the questions. But the audience comes 
without a script, and the quizmaster must have the presence of mind to react 
appropriately to what the audiecce says and does. 

1. Audience participatory: e.g. game shows, quizzes, skills (music, comedy, . . .) 

2. Expert panel: e.g. election coverage, issues related to education, gender, etc. 

3. Studio based discussion programmes: e.g. weekly discussions with an invited 
audience and an anchor, on some issue of general interest 

4. Field documentaries: e.g. on wildlife, on social or political issues, on travel 

5. Folk-forms : e.g. puppetry, folk theatre 

6. Demonstration : e.g. cookery 

7. . Live programmes : coverage of sports, parliament, election news, disasters, etc. 

8. News and current affairs 

9. Drama 

- - .  
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AND TRANSITIONS 

4 
N,ews programmes, and st-we discussion progr&es, are the reason why television 
is sometimes called a medium of 'the talking head'. You do not often see a 'talking 
head' in a film or movie; the screen is too large, and the size of a talking head would 
be intimidating. The television screen can project an image of a person up to their 
bust or chest, which is almost the size of a person sitting across you at that 
distance; television is an intimate medium. It has been said that a discussion 
programme on television should have the atmosphere of an intelligent after-dinner 
conversation. 

Now think df the picture of the talking head - or watch a news presenter sitting 
1 at her or his desk as (s)he presents the news. How much of the person do you see? 

We have suggested above that you see the faee and head, and below that, the neck. 
up to the chest. This pictare size is called a 'bust shot', and it is the standard size 
of the image for television presenters. 

Suppose you are watching a family drama. You see a clever villain planning and 
plotting some mischief; you see this from the expression on the actor's face. To 
show you this, the camera moves 'closer' to the actor, to give you a 'close up' shot: 
of just the face, with a little bit of the neck. m e  camera can move even closer, 
and give you an 'extreme close up' of just the person's eyes and forehead, for 
example. if the moment is dramatic enough. 

On the other hand, suppose you are watching a 'walking interview', where the 
interviewer and the interviewee are touring a house, or walking in ,a garden. To 
begin with, you need to know where these people are. So you might be looking at 
a picture which shows you some of the background - the landscape or scene 
where the interview is taking place - and the full height of the interviewer and 
interviewee. This is called a 'long shot'. It is the typical shot to begin a programme 
that is not set in a studio. If much more of the scene and background is shown than 
the people, we have a 'very long shot'. 

1- 

The other two shot sizes are the 'knee shot' (an imqge of a person upto the knee) 
and the 'mid shot' (upto the waist). 

In this way the telhision camera can look at only a part of the human body. It must 
take care not to cut the picture at a joint of the body; as long as care is taken about 
this, the viewer, will not have a feeling of seeing a cut-up body! The viewer's mind 
will 'fill in' what his eye cannot see. But if the camera frames a picture in such 
a way ,@at,the edge of the frame cuts the picture at one of the joints of the body 
- the knee, the klbpw, or the shoulder - then the picture will tend to make a person 
look like an ampuke. , 

? ) .  
I 

We have described the 'spot sizes' in television in terms of the human body, and 
this is the standard practice, perhaps because television is more about Gople than 



anything else. But the terms we have introduced apply to all shots on television - 
of places, of things, of events. So in a cricket match you can have an extreme long 
shot of the entire stadium, or a close up of a ball passing next to the bat of the 
batsman, to let you6see whether he 'nicked' it. 

By now you must have understood that the 'size' of a shot is the extent of the 
image that is framed by the camera lens. 

29.5.2 Camera Movenients 
I 

To attract our attention and to keep it, the picture on the television screen must 
show movement of some sort. Otherwise it becomes a still image, a photograph. 

In the case of talking head programmes, sports programmes and the like, the 
movement is provided by the subjects themselves: people speaking, laughmg, gesturing; 
players moving around, and so on. But h addition to such intrinsic movement, the 
image on your television screen can be kept alive by using a variety of camera 
movements. 

To understand the movements being described now, you must watch television with 
these descriptions in your hand. Suppose the camera shows you one end of a room 
1 
- its left wall, perhaps, and a window - and then starts to move sidewards, as if 
you are loolung around a room, till it comes to the right w d .  This movement of the. 
camera is called 'a pan'. Why did the camera make you look along the room from 
the left to the right? Perhaps at the right edge of the room you discovered - the 
camera discovered for you - an intruder, waiting to pounce on whoever came into 
the room. The dramatic effect is heightened by panning across the empty room until 
you suddenly see the intruder. This is why the pan is often called the movement 
of discovery. In sports programmes, the camera might pan along the path taken by 
a ball, or the players, and let you discover where the ball went, or the players. 

The position of the cpnera does not change during a pan: only its lens moves, As 
if a head turns. But in a 'track' shot, the camera Foves along with a moving 
subject, keeping it in sight. Think of a jogger in a park, or a car on a road. You can 
shoot these by moving alongside them as they move - by tracking them. 

I 

The camera can move not only sidewards, but also up and down. Again, the camera 
itself may be fixed in its position, but tilt its lens upwards to look at a man on a roof 
about to jump: this is a 'tilt up'. Or it may tilt its lens down to look at a borewell 
hole on the ground: a 'tilt down'. On the other hand, the camera may rise along 
with a subject ('elevate'), or move downwards on the vertical axis along with a 
subject ('depress'). 

Finally, how does the c b e r a  go closer into a subject? It c& move physicalljr closer 
('track in'), or it can use the zoom lens to zoom in. The zoom lens also allows the 
camera to zoom out. . . . - 

-- A 
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A transition links the end of one shot and the beginning of another. Tt is comparable 
to punctuation, and shows to what degree each shot or scene is related to the next. 

The grammar of television is made up of shots, sequences and transitions. Shots are 
like words, the basic building blocks of the visual language. The way they are 
composed leads to sequences. The manner in which shots are put together into 
sequences is the transition. 

The cut is the simplest transition. One image is replaced by another. When you 
watch the news, the image often cuts from one newsreader to the other, or from 
a newsreader to a news item on location. 

An inexpert cut can be the most abrupt way of putting two images together. But 
used appropriately, it has great visbal impact, and quick cuts can give a very 
dramatic impact. Alfred Hitchcock is reputed to have used the cut to great effect 
in the shower scene from Psycho. It .is also used in montages, as it can give a 
sense of movement to images that are static. 

4 

The fade (out) means the image disappears gradually by fading away, often to a 
black screen ("fade to black"). It signals an end to a statement, like the end cif a 
paragraph. An image can also gradually appear on the screen: this is a fade in. 

The mix or dissolve is a fade out accompanied by a fade in. This is a very useful 
transition technique to signal, for example, that a person is remembering something: 
the scene of the present dissolves into the past. Again, you can mix from a photograph 
of a person to the person themselves. It c q  also be used instead of a mom to go 

' to a small detail of a larger object: for example, an image of the Taj Mahal may 
dissolve into an image of some intricate carving at its entrance arch. 



There are other transitions called 'wipes' and 'flips' that are done electronically at ProdUCiog 'Or Radio 
and Television 

the editing stage. 

I .  Intervizws, panel discussions or group discussions, and audience participatory 
programmes are examples of unscripted radio and television programmes. 

2. Unscripted does not mean unprepared for. 

3. There are two catchphrases for producers: "Well begun is half done (and ill begun 
is undone)", and "Tell them what you're going to tell them; tell them; and tell them 
what you've told them". 

4. In a panel discussion, the panel is representative of the people connected with the 
topic. 

5.  If you are the anchor, you must think of what to say to begin the programme, and 
to introduce the panelists. You must also think of what questions to ask, in what 
order, and what the, answers are likely to be. This imaginative exercise is crucial 
preparation for the panel discussion. 

6. One anchor asked five questions during a twenty minute programme, which covered 
three areas of preparation she had identified during her research. Her questions 
rearranged the points she had noted during her research, and she did not use 
bookish words. 

7, Unscripted programmes present speech in its most.natural, everyday fonn. : 

8. Spoken language is a little different from written language. When we speak we 
pause to think, we correct ourselves as we speak, we hesitate or diy,continue a 
thought, we repeat ourselves, and so on. 

9. Speech has characteristics of spontaneity and thinking while we speak that get 
reflected in hesitations, false starts, self-corrections, and sentences that do not 
strictly 'hang together' grammatically. Because even the most proficient language 
user does not speak English "like a book", these errors and inadequacies are 
forgiven in speech. 

10. So many learners sound alright ;hen they speak, but fare very poorly when they 
have to write! \ 

1 '  

11. Some well known formats in television programming are: 

1 Audience participatory: e:g. game shows, quizzes, skills (music, comedy, . . .) 
2. Expert panel: e.g. election coverage, issues related to education, gender, etc. 

3. Studio based discussion programmes: e.g. weekly discussions with an invited 
audience and an anchor, on some issue of general interest 

4. Field based documentaries: e.g. on wildlife, on social or political issues, on 
travel 

5. Folk-forms: e.g. 'puppetry, folk theatre 

6. Demonstration: e.g. cookery 

7. Live programmes: coverage of sports, parliament, election news, disasters, 
etc. 



Mediated Communication 8. News and current affairs 

9. Drama 

12. Television is sometimes called a medium of 'the talking head'. Television is an 
intimate medium. 

13. The 'size' of a shot is the extent of the image that is framed by the camera lens. 

14. The 'long shot' shows you some of the background - the landscape or scene 
where the people are - and their full height. 

If more of the scene and background is shown, we have a 'very long shot'. 

The other two shot sizes are the 'knee shot' (an image of a person upto the knee) 
and the 'mid shot' (upto the waist). 

In a 'bust shot', you see the face and head, and below that, the neck, up to the 
chest.. 

To show you the expression on the actor's face, the camera moves 'closer', to 
give you a 'close up' shot. 

The camera can move even closer, and give you an 'extreme close rlp'. 

15. TO attract and keep our attention, the picture bn the television screen must show 
movement of some sort. 

16. In the case of tallang head programmes, sports programmes and the like, $e 
movement is provided by the subjects themselves. 

17. In addition to such intrinsidmovement, the image can be kept alive by a variety of 
camera movements. 

18. The sidewards movement of the camera' fiom a fixed position is called 'a pan'. 

19. In a 'track' shot, the camera moves along with a moving)subject, 

20. The camera can also move up and down. Again, the camera itself may be fixed in 
its position, but tilt its lens up&&: 'tilt up'. 

21. It may tilt its lens down: 'tilt down'. 

22. The camera may rise up along with a subject ('elevate'), or move downwards on 
the vertical axis along with a subject ('depress'). 

23. Finally, to go closer to a subject, the camera can move physically closer ('track 
in'), or it can use the zoom lens to zoom in. 

24. The zoom lens also allows the c q e  to zoom out. 4 
25. A transitiop shows the end of one scene and the beginning of another. It is 

comparable to punctuation, and shows to what degree each scene is related to the 
next. 

26. The grammar of television is made up of shots, sequences and transitions. Shots 
are like words, the basic building blocks of the visual language. The way they are 
composed leads to sequences. The manner in which shots are put together is the 
transition. 

27. The cut is the simplest transition. One image is replaced by another. 
4 ' 



28. The fade (out) means the image disappears gradually by fading away An image Producing Content for Radio 
I 

and Television 
can also gradually appear on the screen: this is a fade in. 

29. The mix or dissolve is a fade out accompanied by a fade in. 

ANSWERS TO CHE3CK YOUR PROGRESS 

Cbcck Your Progress 1 
* 

1. Please name a programme of your choice, in any language. 

2. The news begins with the headlines, which tell us what they're going to tell us. It 
then tells us about each item in detail. Finally, it re-announces the headlines. So it 
illustrates the second slogan. 

3. Please provide your own answers based on your viewing. 

4. Please give your opinion, a reason for it, and an alternative where necessary. 

5. "What are the kinds of questions you would ask a candidate?'((ageneral question 
that elicited the need for intellectual preparation) 

"Is the focus on a person's knowledge, or the ability to communicate?'(a question 
about mental preparation) 
"What if a candidate fumbles at an interview?: (mental preparation) 
"Is the right approach one of self-confidence?"mental preparation) 

"Do dress and appearance matter? To what extent are you influenced by 
it?' (physical preparation) 

Please add a couple of questions of your own. 

6, Wmds and phases like &you see", "so", "the one thing", "a lot of ", "doesn't," 
occur more often in spoken language. Notice also the repeated use of emphasis: 
"alwavs remember", "always realize", "where &Q we & ask them", "doesn't 
impress at all". 

In the first sentence, it is not specified where the biodata "reaches" or the person 
"comes" - this is obvious from the context. Such omissions are not allowed in 
written language. The omission of "that" in the phrase "one should always 
remember (that) the biodata reaches before the person comes" is acceptable in 
spoken language, where a slight pause and a change in the tone of the voice signal 
the beginning of a new clause. It is not acceptable in written English, unless there 
is an appropriate punctuation mark ('always remember: the biodata . . .'). 

Even more striking is the way the thoughts tumble out and run into one another, 
resulting in sentences that start in one way and end in another. The second sentence, 
for example, begins with "unless we do . . ." The subject of this clause is "we". 
But the main clause tells us what the "individuals" must realize - the thought has 
shifted. Similarly, the last sentence collapses two thoughts, and the speech trails 
off. Thls vagueness of ending is quite polite in conversation, where it is seen as an 
invitation for someone else to take a turn; but it is hardly appropriate in writing. 



Mediated. Communication A written version of this spoken discourse might read as follows: 
1 

'Remember that the biodata reaches your prospective employer before you get 
there. So the biodata must carry as much about you as a person as it can (except 
perhaps in campus recruitment, where you fill up personal data forms, but are 
physically present when you do so). We see many biodata with a lot of irrelevant 
information, which does not impress us at all. A neat, crisply presented biodata in 
the right format, with relevant details that the interviewer would like to know 
about, is extremely important'. 

I 

7. The 'long shot' is the typical shot to begin a programme that iisnot set in a studio. 
It shows you some of the background - the landscape or scene where the people 
are - and their full height. I 

If much more of the scene and background is shown than the people, we have a 
'very long shot'. . . .  

I 

The other two shot sizes are the 'knee shot' (an .image bf a person upto the knee) 
and the 'mid shot' (upto the waist). 

In a 'bust shot', you see the face and head, and below that, the neck, up to the 
chest. This picture s'ize, is the skda rd  size of the image for television presenters. . 
To show you the expression on the actor's face, the camera moves 'closer', to 
give you a 'close up' shot: of just the face, with a little bit of the neck. 

The camera can move even closer, and give you an 'extreme close up' of just the 
person's eyes and forehead. 

[Please find pictures to illustrate these shot sizes.] 
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to think of the media as self-help tools to learn English, 

to becorne aware of how to listen ta English spoken naturally, to get at the meaning, 
and 

to familiarize the reader with exercises and tips for improving listening ability. 

' !  

In India, we are lucky to have English all around us, in the print media, and more 
insistently, in the electronic media of radio and television. Yet very few people 
consciously use the media as self-help tools for learning English. Why is this so'? 

? 

When you learn English in a classroom, you are often exposed to this new language 
in its most explicit, formal ibrm. Especially in the case of speaking and listening, 
your experience is probably limited to single words being spoken out precisely and 
slowly many times over (qs in single word dictation), or short sentences carefully 
and slowly pronounced. In the early stages of learning a new language, this is the 
only practical approach. But if you do not move out of this stage of carefully, 
explicitly pronounced language to seek exposure to more everyday varieties of 
English, you will miss out on the wealthjof English available to you on the media: 
radio and television, and audio and video. 



Mediated Communication Speaking English slowly and clearly is not such a bad idea; that is, the classroom 
variety of careful speech, although it may sound a little bookish, can be easily 
understood if you speak it. But in order to listen effectively to news and entertainment 
programmes, you need to start listening to ordinary speech outside the classroom, 
even if at first it sounds too fast for you, and you feel that you can understand 
nothing. Let us see how we can make this transition from the classroom to the real 
world of speech easier for ourselves. I 

THE '%S- OF SPEECH" 

First, you have to become aware that there are "strong" and "weak forms of 
certain words in English. This feature of the language was mentioned in Block 2 
of this course (Speaking in infoml contexts). The word and, for example, is 
often shortened to n. You may remember the example phrase bread 'n butter. 
Here is another real-life example, contributed by a college student. This student 
happened to fill in a demand draft for paying application fees for a postgraduate 
entrance test, with the following spelling: 

A hundreden ten rupees only. 

What is the strange new word 'hundreden?' You've probably guessed it: it's the two 
words 'hundred and!' This was a creative student whose listening skills were good, 
but whose spelling skills were weak! Children in fact do make a lot of such spelling 
mistakes when they first write English, if they already know the spoken language. 

When we speak, a refrigerator becomes a fridge, because becomes 'cos, and 
so on. The word not is regularly shortened to n't as in haven't, won't, can't .... 
Here is a joke which uses the spoken form of a negative word (wouldn't) in a pun. 

We often have to make meaningful guesses about what we hear, because two or 
more different words may sound the same when they are spoken in their weak 
form. The verbs has and is, for example, both sound like '2.' Compare: 

He's here. (= he is here) 

He's got a ticket. (= he has got a ticket) 

In such cases we have to use our knowledge of the language - its grammar, or 
what words are used where - to understand what is meant. 



A second feature of spoken language is that people may run words together in such 
a way that the sounds at the ends and beginnings of words may change a little. For 
example, "I miss you" may sound to you like 'amishu'. "What did you do"? may 
sound to you like ' Wadidjudu'? and "What did he say"? may sound like ' Wadisay'? 
The fact is that there are no spaces between words in speech, as there are when 
words are written down on paper. Yet somehow we all learn words in our own 
languages, long before we learn to read and write! 

Given belob are a number of puns made on the basis of lazily pronounced words. 
The puns are in a verbal game called "Knock knock". This is a child's game which 
is like a set conversation, and the challenge is to come up with a funny line at the 
end. When the words "knock knock are said, a question is asked: Who's there? 
A name is given in answer. 

Then the full name is asked for. The answer turns out to be a pun on a well-known 
saying or phrase. So the answer is like a riddle. 

See if you can make out what this saying or phrase is in the examples below. The 
answer tn each pun or riddle is given at the end 

2. Tbir; b rr thi.Id'e game with o fumy maww in the last Ulw of ench 
a m - C u r p ~ * * p o ~ b r ~ & l l ~ m ~ I g d ~ ~  
= Y ~ B -  ph-3 , 
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A third problem is that the kinds of words and expkessions used in spoken language 
may be unfamiliar to you. We in India tend to know the big wbrds: ,consider, 
observe, investigate ... But there are ways of saying these- words using two 
smaller words: think about, look at, look into. These expressions are called 
'phrasal verbs', and they consist of a verb plus a preposition or adverb (both often 
just called a particle). 1nstead of expressions like 'the size increased', you may 
hear 'the size got bigger'. In the broadcast media, the word big is often used to 
mean important, as in 'he's a big man', but also as in 'this is big news'. Instead 
of the word received, you may hear the word got; and instead of numerous or 
plenty of, you may hear a lot of, hundreds of thousands of, and so on. 



Yo~i are probably quite familiar with the written lan~uage ,  but feel lost when it  
colnes to speahng and listening. Well. get n tape recorder :und record short stretches 
of about two or three sentences. ancl listen to thesc again ancl again until you can 
niake O L I ~  u,h;~t is being said. Y w  nnay need sorne help if you are not sure of the 
words. Do i ~ o t  be dixcouruged if jrou make mistakes while listening. All beginners 
in languagc (lo so. For example, one child heard the words 'Bakeman's glucose 
plus' in a television acl\;ertisenient as 'Make your slippers glass!' As you can guess. 
this child vVr;ls fcincf o f  the Cinderella story, where the fairy godmother gives Cinderella 
glass slippers. Another child consistently heard thc words 'yo~lr narrator-.' which 
intl-oclucecl I newsmagazine programme. as 'ray-on-the-ratel-'. because she was too 
youilg to know the word 'nun-ator' ! 

As an aclull you have theadvantage that you have a lot of nlorld knowledge, and 
can lnake ;:ood guesses at what i t  is you're hearing. But i t  is important that you 
play thc entire stretch of' speech and over again. instead of playing it word- 
by-worci. li' you go  on listening to it. yo11 will find that it suddenly 'becomes clear' 
after a poir~t. as the words ancl souncis beconlie familiar to you. 

Gillian B1.on.n. :tuttior of the book Teaching thc comprehension of spoken English, 
gives the following examples to show that educated g~lessing at sensible meaning 
i l l  :I context is more important than trying to catch every sound that the speaker 

+ makes. 
I - 

Suppose there i \  an item about power cut4. and you hear that someone 

. . . escaped [therispektid 1 power cuts 

What did the speaker say? Did he say "escaped their respected power cuts". or- 
"escaped their expected power cuts?" Although the first version is perhaps more 
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accurate, it makes very little sense. It is more probable that the speaker meant to 
say "expected", but pronounced it in a somewhat lazy way. 

i 
i 

A second example she g'ives is a phrase 1 I 
. . . government's insensitivity to the [ni:z] of the working people 

Did the speaker say that government was insensitive to the knees of the working 
people? Or did he mean that government was insensitive to the needs of the 
working people? What do you think? 

By now you will have understood that listening is an active process. It is your 
knowledge of the language, of its words and sentences, and your knowledge of the 
world, which allow you to predict what a speaker is probably saying. As your 
knowledse of the spoken language picks up, you will find it easier and easier to 
listen., ' 

,' 

30.3.1 Begin Small, Listening to sort Stretches at a Time 

Begin, then, by listening to (and imitating, if you like): 

a The beginnings md ends of news broadcasts . 

a The .beginnings and ends of sports features and commentaries 

a Weather bulletins 

a Announcements about programmes, general public service announcements 

a Interviews 

a Advertisements 

You may then go on to look for recordings of plays, poems, speeches and so on, 
on the Internet or from a library. After listening to the recording, you may try to 
speak along with it. 

I 

3Q.32 ;dea4ham 

While you're listening, try to guess what the message is. To do this, yuu need 

a Background knowledge: If there i$ an election, it helps to know where and when 
it is going to be held, and you can then identify these features fiom the listening 
text. 

a ' Body language: is the speaker sad, angry, surprised, happy? This yill allow you to 
guess at some of the words used. When a stressed or important content word is 
used, the speaker will often indicate this in some way - with a raised eyebrow, or 
puckered forefiead, or a tilt or nod of the head, and so on. 

w -therstwte# 
Try to locate the pauses between word, groups, and the rises and falls of the voice 
on these groups, as you listen. Prepare to listen by becoming aware of grammatical 
cues about how a sentence is likely to continue. For example, if you hear the words 

On the one hand, 

you should watch out for the matching phrase 



on the other (hand). 

You should know that these phrases are used to introduce two probabilities that are3 
opposite or complementary to one aother! 

Play this gone of 'sentence completion' with iouiself as you listen, and even as 
you read. It will develop your skills of guessing or anticipation. Listening to spoken 
English is largely a matter of using world knowledge, text construction, sentence 
context and grammatical knowledge, rather than knowing particular sounds of English. 
For example, the context will make it clear whether someone beat the dog or bit 
the dog! . a 

4 ~ Y o w ~ J  
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Ct" 
The radio wcth a cassette tape recorder is v e q  old technology today, but it is a 
cheap and portable medium for listening to news broadcasts in English. Its reception 
range allows you to listen to local, national and international varieties of spoken 
English. The loczl spoken English comes from wnouncements made at the local 
stations; natronal broadcasts allow you to access a standard variety of Indian 
English that is acceptable internationally. And international nevlrs from British, 
American, Australian and other stations from around the world broadcasting in 
English allows>you to listen to and understand a variety of accents in this language. 
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UNIT 31 NETWORKS AND MULTIMEDIA 
Structure 

3 1.0 Objectives 

3 1.1 Introduction 

3 1.2 Computer Networks: Email, Internet, Intranets, Multimedia 

3 1.2.1 Information: its Explosion, Control and Dissemination 

31.2.2 Uses of Computer Networks 

3 1.2.2.1 Networks for Organizations 
3 1.2.2.2 Networks for People 

31.2.3 Web Pages and Languages on the Web 

31.2.3.1 Words for The Web 
3 1.2.3.2 Languages for The Computer 

3 1.2.4 Multimedia 

32.2.4.1 What is Multimedia? 
32.2.4.2 Uses of Multimedia 

31.3 The Spread of Information in Corporates 

31.4 Text Messages 

31.5 Let Us Sum Up 

31.6 Answes to Check Your Progress 

This unit will allow you to: 

; Understand that computers provide rapid access to up-to-date information by 
networking e 

Find out what a computer network can do for organizations and for individuals 

Look at some of the ordinary words used by computer users, as well as less well 
known words connected with computing 

Begin thinking about information sharing in corporate communications, and the 
use of sms or short messaging services 

The slogan in the information technology is "If it works, it's obsolete". Such is the 
pace of innovation today that even as a product is being perfected and made 
available to the market, the research and development wing of an organization is 
already working to improve it! 

Computers provide a speed of access and a universality of access to information ' 
that drives conl.inual improvement in other fields as well. Information sharing among 
special interest groups is now instantaneous. In my personal experience, a surgeon 
in India performed a complicated surgery that was simultaneously available for 
viewing at a teaching hospital in the United States. Another surgeon, faced with a 



The World h d e  Web and stubborn though minor problem in &-surgery healing, put his case on the Internet 
Corporate Communication and was able to tell his patient that around 8% of people undergoing that surgery 

had a similar problem, but went on to recover fully. 

This sense of a global community is made possible by the Internet and email, where 
interest groups are only a click away. Such is the growth in the use of computers 
that many of you are probably good users of the Internet already. On the other 
hand, many of us use a facility without knowing much about it. We ride in cars and 
aeroplanes without thinking about the internal combustion engine or the aerodynamics 
of flying. In this unit we attempt to refresh our basic knowledge of systems that 
most of us now use everyday, without thinking. 

Nearly a million articles a year are published now in science alone. Rapid advances . 
in research are possible because scientists get information faster. So there is a great 
need in today's world for storing information, packaging and processing it, and 
disseminating it or making it available. 

' You are familiar with the idea of a library as a place for storing knowledge. Books 
are stored under a system by which you can find them easily by author, title or even 
subject: the system allows you to identib and retrieve the information you need. 
It has been pointed out that these are also the functions of a computer! It can store 
information, and it has a system by which you can identify and retrieve the information 
you need. And it can do this much faster than the process of printing and publishing. 

A database is an organized, integrated and inter-related collection of computer- 
based data. It has records or information that is machinereadable and it can be 
searched from a remote terminal, i.e. a computer that can connect with the database 
may be physically very distant from it. Databases can be internal to an organization 
(its accounts, i p  activities and plans, its history, for example). They can also be 
external: and they may be regional, national or international. 

For example, the Books in Print database is the world's largest list of 'books 
currently available in the market. This database contains information pertainbig to 
over 10 lakh books! a 

The USA has a database of Federal Research in Progress that provides access 
to information about government-funded projects in the physical sciences, ed@neering 
and the life sciences. \ 

In India, NISSAT is a National Information System for Science ,and Technology. 
Thi~ database was established iv 1977. 



Networks and ~ultimedia 

A LAN is a Local Area Network that has a range of less than 10 kilometers. 
Computers in this network are linked by telephone cable or by fiber optic cable. It 
is usually a privately-owned network within a single building, or within a small 
campus such as a University or institution. 

A MAN is a Metropolitan Area Network with a range of 10-100 kilometers. It uses 
dedicated telephone lines (telephone lines reserved only for the network) or fib& 
optic cable. It is a bigger version of a LAN. 

A WAN is a Wide Area Network, with a range starting from a 100 kilometers. It 
uses telephone lines, or more usually, satellite links. A WAN spans a country or a 
continent! 

The Internet or. 'the World Wide Web, known as www., is a way of accessing - 
linked documents spread out over .thousands of machines all over the world. The, 
idea of the web actually began in 1989 at CERN, the Europegn Centre for Nuclear 
Research. Its- large teams of internationally dispersed scieritists and researchess 
needed to interact with each other in the minimum of time. They needed to exchange 
and work together on reports, blueprints, drawings, photographs and so on. A 
prototype of a computer network to enable such sharing of information was made 
operational and a public demonstration was given at a conference in Texas in 
December 1991. A company called Netscape Comniunications Corporation was 
formed. In 1994 CERN and MIT set Up the www consortium, which was joined 
by hundreds of uqiversities and companies. 

Up until the early 1990s, the Internet was largely populated by academic, government 
and industrial researchers. One new application, the World Wide Web, changed all 
that and brought millions of non-academic users to the net. 

,,.2.2.1 Networks for Org.nhtbm ' 

Why do organizations use computer netwqrh.? 

Resource sharing: computer networks make the data available to everyone in the 
organization, no matter where they are. This ends "the tyranny of geography". All 
membets of an orgitnization can check their pay slips, the status of the org&on9s 
inventory or stock of items, or statistics relating to orders received and items 
delivered, for example, from wherever they are, on a computer linked to the 
company's network. 

Another example of such networking is that of libraries. If a book you need is not 
available in your local library, the librarian can check the database of a networked 
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library. If that library has the book in their collection, you may be able to get the 
book on an inter-library loan. 

a Reliability: information storage for industries like banking or air traffic control has 
to be reliable and unified: A network makes sure that all organizations within an 
industry have access to the same reliable information. Bankers can check the 
day's currency exchange rates. Air traffic controllers are linked the world over, to 
keep track of the airplanes that fly to destinations all over the world. 

a Communication: two people separated in space can write a report together! When 
one of them makes a change, the other cab see it immediately. 

31.3.24. NUW& f&r PeopEC 

Our everyday lives are impacted by computer networks in a variety of ways. 

Access to remote information: electronic billing, banking, shopping; on-line 
newspapers 

Many people receive their telephone bills via the computer. They may also have 
an arrangement with their bank for the bill to be paid electronically, by debiting 
their bank account. You may also be familiar with on line shopping facilities. You 
can purchase books and airplane tickets on line. You can have flowers and gifts 

. delivered in another city as a gift, by placing an order on line, and paying for it 
electronically as well! I 

- 

Many pe6ple who work with the information technology industry read newspapers 
on line while they are at work. (In the unit on the World Wide Web you will touch 
again on this topic, when you are asked to compare the print and on line editions 
of popular daily newspapers.) 

a Person-to-person communication 

E-mail or electronic mail is now widely used by millions of people. Many of them 
send messages that contain an audio or video clip in addition to text. 

interactive entertainment 

You can choose a video Quch as a movie) to watch from a central service provider, 
using the remote control of your television. Video servers can store and output a 
large number of movies simultaneously. They are programmed to accept user 
requests, locate the movie from the storage device and play it in the output 
device, and bill the customer. 

The video servers can store a large number of movies. There is also a mathematical 
way of computing the probability of how often a particular movie is requested by 
the customers. Suppose the server stores seven movies. By Zipf's law, "the most 

, popular-movie is seven times as popular as the number 7 movie"! 
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From the user's paint of view, the Internet or the World Wide Web consists of a 
vast world wide collection of documents, usually called pages. A web page may 
contain links or pointers to other pages anywhere in the world. You can get this 

tt*w.l #eEdrfbrsrcd 

Many words relating to computers have become part of our everyday language. A 
desktop computer sits on your desk,,and' a laptop is meant to sit on your lap. The 
screen has icons or images that symbolize the programs installed on your computer. 
These programs or instructions in the brain of the computer constitute the software. 
The hardware is the machinery of the computer: its motherboard, for example. 

To start a program, you click on an icon, which opens a window or a screen. The 
computer's'memory is of two kinds: the long tenq memory is data stored on a 
hard' disk. You can also make your data portable by storing it on a CD, a DM) 
or a pen drive (also call@ a zip drive). 



i 
linked page by clicking on the lihk, a hyperlink, which is usually underlined or in 
a special colour. Pages that are' linked in this way form a hypertext. That is, they 1 are not a single text, but the pages can be put together by the user while reading, 
to form a large text of the user's choice. 

You search the web or find your way through it (navigate the web) using a 
browser. The browser has buttons on which you click, which let you return to a 
previous page, save a page or print a page. To surf the Internet means to rapidly 
look through its sites Cjust as one surfs the ocean, or rides its waves using a 
surfboard). To surf the Internet, you need to be connected to it with a modem. You 

I 
will also need a browser, which is software that enables you to view the web 

I pages. To go to a particular website you need to type in its URL or web address. 
If you are not sure of the address, or not sure on which site or sites you can find 
some information, you can use a search engine. Once you find the site you want, 

. you can browse &e page using menus and links. You can scroll up or down the 
page (move the text up or down on your screen) by using a button orkmouse. 

You can download programs and information from the Internet. Freeware is what 
you don't pay for; shareware can be tried for free for a certain period, and then 
has to be paid for. You must be careful not to get a. computer virus from the 
1ntem.et. You can buy anti-virus s0ftwar.e to protect you against viruses. Otherwise, 
your computer might crash! 

The Web is basically a "client server" system of networked computers. The languages 
in which web pages are written are HTML and Java. HTML is 'a "markup language". 
It contains explicit instructions on how documents are to be formatted, just as a 
copy editor in a publishing house "marks up" a document to tell the printer how to 
format a text. 

So in HTML, 

<B> means : start boldface mode 

<?B> means : leave boldface mode 

<I> means : start italics mode 

dI> means : leave italics mode 

Documents written in a markup language contrast with documents like this one, 
prdduced in a "What You See-Is What You Get" or WYSIWYG mode using 
Microsoft Word. Jn the file you are now reading, the "markup" or the set of 
formatting instructions is stored in a hidden or embedded mode, or it might even be 
kept in a separate file. 

Java allows highly interactive Web pages. Using Java you can design a web page 
with which a user can play noughts'ghd crosses, or chess. Or you can get an 
income tax form,. fill in items, and see the calculations made instantly. This is 
possible because Java uses "applets" or small applications that your computer 
downloads along with the Web page. For example, a game-playing program, written 
in Java, is downloaded along with the Web page. 

Network and Multimedia 
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31.2.4 Multimedia 

Multimedia has been called "the riSing star in the networking firmament". It allows 
audio and video to be digitized and transported electronically. 

~ h &  is a digital signal? It is a signal that is not continuous (an analogue signal is 
a continuous signal). A digital signal specifies exact values for the signal at a series 
of chosen points. Think of a light switch: it is either on or off. It is digital. But some 
switches rotate continuously, to allow the light to grow gradually brighter or dimmer. 
These are analogue switches. (The American spelling is amlog.) 

The difference between analogue video and digital video is the followidg. Analogue 
video scans an image in horizontal lines. Digital video is a sequence of "pixels", that 
is! "picture elements"; or small "dots of information" in a rectangular grid. 

Today the term "multimedia" is restricted to mean "two or more continuous media", 
that is, "media that have to be played during some well-defined time interval, usually . 
with some user interaction". So this term is used for a computer that has audio and 
video capability, and with which a user can interact. 

Literally, however, multimedia is just two or more media. Even a simple book with 
illustrations uses "multi media"! Books h a y  had pictures in them, to decorate or 
to illustrate the text, from earliest times. Then came a time when a book would be 
sold along with a cassette which had the book read out - a "talking bbok", as it 
were. Can you think of some uses for talking books? 

i 
Children used to have grandparents or parents read out stories to them; now they 
can use the cassette instead, looking at the pages of the book - the print and the 
illustrations - as they listen. The rea&out version of the book usually has a bell or 
a small sound to indicate at what point the child should turn the page to the next 
page. 

\ 

I 
t 

Many people spend a lot of time driving to and from work. They find talking books 
a useful way of catching up with fheir "reading": a cassette' plays in the car as they 
drive. Or a CD (compact disc)! I 

And of course, talking books help the blind or the "visually challenged" to read. The 
well-known writer Ved Mehta describes how he used to listen far into the night to 
,the great English and Russian classics in translation on gramophone records, read 
out by the best actors of the day. Ved Mehta is probably one of the most well-read 
people today! 

In education, radio broadcasts have been used along with course books for distance 
education programmes. As video. and television became available, these visual media 
were also integrated into courses. 

Who uses multimedia? 

Companies use it to make presentations. Sales charts and other graphics can be 
animated, given attractive music and voice over, and interwoven with video clips 
showing actual product use, customer responses, or projections for the future; and 
all this can be combined with the sales executive's own voice or visual presence. 

Institutions use it give "visitors" a guided tour. Multimedia can create a "virtual 
world", which can take you on a tour of the institution.'Many institutions now have 

I 



their "prospectus" on a CD which tells you what the institution stands for, lets you 
see who its officials are and listen to them, shows you the campus and the buildings, 
and talks with the customers or students of the institution. 

Advertisers use it to sell their product. They can mix animation and real-life video, 
fantasy and reality, using-multimedia. Text can be animated, and so can pictures. 
One advertisement has a car that winks at us with its headlight. one  of the earliest 
enduring images of Indian advertising was a little girl in a white frock f0r.a popular 
brand of soap powder. The girl twirls her dress, and as .she does so, she turns into 
an image on a packet of soap! You see these advertisements on ctelevision, of 
course, but also on the internet. 

On-the-job training and updating is done with multimedia. Demonstration and 
introduction to new technological advances, product guides, procedures for using 
machinery, demonstrations of equipment, and knowledge renewal are some of the 
ways in which this technology is used, Since this technology can be interactive, 
individual trainees can take a course at their own pace and in their own time,'to 
renew their knowledge and keep up-to-date. Aircraft mechanics, fire fighters, and 
industrial workers can now learn while on the job. 

Educational plultimedia is an entire industry in itself. Children in many countries 
- not to mention the U.S.A. - now spend more time at a television or computer 
screen than with a book. The concept of "edutainment" allows the child to learn 
while "playing". One award-winning interactive game taught simple geography in 
the guise of a detective game. The user registered as a detective. @)he had to 
solve a crime by pursuing the members of a gang who flew to destinations all over 
the world. ~ f u e s  were given to the destination (e.g., "They have gone to climb 
Mount Everest", "They are enjoying the beach at a French-speaking part of Inda"), 
and the user had to book air tickets to the correct place by using the clues.-In this 
way, the user picked up some basic geographical knowledge. Other more 
straightforward multimedia packages are available for learning and checking your 
knowledge of biology or mathematics, of cricket or chess, and so on. 

Multimedia is used for learning languages! Learners' Dictionaries for English (for 
example) now come with CDs that "speak a word you choose, in two accents: 
British, or American. 

i' 

People like you and me can send an animated greeting card through email for 
birthdays, anniversaries and festivals, which will sing and dance at the user's end. 
These carcls are created using multimedia. So multimedia is used for general social 
interaction. 

Networks and Multimedia 
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has sprung up. The tapes are distributed to various employees or groups, or else 
the company may have an intranet or even a satellite it leases for its offices in 
various cities. 

Text messages are short written messages between mobire phones. Text messaging 
is popularly called 'srns', or 'short messaging service'. Because it takes a long time 
to type full messages, and because space on the mobile phone is limited, the size 
of the message is better kept small. So text messages have evolved to use 
abbreviations. 

Here are some common abbreviations used in srns. Do you know, what they 'itand 
for? Check your answers with our answers, given at the end of the unit. 

' R B 4 How RU 2 

Text 'messages often leave out vowels and other letters judged to be redundant, or. 
unnecessary. For example: 

txt msg imp1 

Can you write the full words that these letters stand for? 

Other common abbreviations are: 

Write out their full forms, and check your answers with those at the end of the unit. 

Be careful not to use these sms forms in formal writing, such as in your examinations, 
formal letters, reports, and so on. There is nothing wrong in inventing such new 
forms for a new medium of written communication. In Unit 3 of Block 1, indeed, 
we have spoken of how writing systems have arisen in response to the needs of 
communication (on the one hand), and of the materials available for writing (on the 
other). 

On the other hand, we have repeatedly stressed in this course the need for you to 
choose the appropriate style of communication for the appropriate occasion. Knowing 
the sms forms in addition to ordinary English spellings is essential; do not think of 
substituting text messaging for educated written English! 

Thek is a need today for storing information, packaging and processing it, and 
disseminating it or making it available. 

0 A computer can store information, and you can idenw and retrieve the information 
you!neeh. It can do this much faster than the process of printing and publishing. 

a A database is an organized, integratkd and inter-relatkd collection of computer- 
based data. I .  

The networking of computers allows an automated sharing of resources. A LAN 
is a Local Area Network that has a range of less than 10 kilometers. A MAN, a 

C 

' .  

Networks &d '~ultimiklia 
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Metropolitan Area Network, has a range of 10- 100 kilometers. A WAN is a Wide 
Area Network, with a range starting from a 100 kilometers. 

The Internet or the World Wide Web, ,hewn as www., allows access to linked 
documents spread out over thousands of machines all over the world. The idea of 
the web actually beg& in 1989 at CERN, the European Centre for Nuclear 
Research. 

Until the early 1990s, the Internet was for academics, government and industrial 
researchers. The World Wide Web brought millions of non-academic users to the 
net. 

Organizations use computer networks for resource sharing, reliability in information 
storage, and for communication. 

Our everyday lives are impacted by computer networks in access to remote 
' 

information, person-to-person communication by E-mail or electronic mail, and 
for interactive entertainment. 

Many words relating to computers have become part of everyday language. 

The languages in which web pages are written are HTML and Java. HTML is a 
"markup language". 

Multimedia allows audio and video to be digitized and transported electronically. 
Multimedia is used by companies, institutions, in advertising, for training and 
knowledge updating in certain jobs, in education, and for social interaction. 

As corporates get larger, so do their needs to communicate, both internally and 
externally. Corporate video is a good example of a parallel narrowcasting network. 
The tapes are distributed to various employees or groups, or else the company 
may have an intranet or even a satellite it leases for its offices in various cities. 

Text messages are short written messages between mobile phones. Text messaging 
is popularly called 'sms', or 'short messaging service'. Text messages use 
abbreviations. 

It is essential to knovG the ordinary English spellings of sms forms. 
. **- - 

. . 
1 1. True 

2. True 

3: False 

2. The Books in Print database is a list of books currently available. It contains 
information about more than 10 la& books. NISSAT in India is a National 
Information System for Science and Technology. The USA has a database of 
Federal Research in Progress which has information about projects funded by the 
government in engineerin'g and the physical and life sciences. 
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3. False 

Networks and ~ult imedh 

4. True . 

5. All members of an organization can check their pay slips, the organization's 
inventory of goods, or statistics relating to orders received and items delivered, 
wherever they are, if the information is available on a network. The data are 
available to everyone in the organization, no matter where they are. This is known 
as 'resource sharing', and it ends "the tyranny of geography". 

Another example is libraries that are networked. If a book you need is not available 
in your local library, the librarian can check the database of a networked library, 
and may be able to get the book for you by inter-library loan. 

Information storage for industries like banking or air traffic control has to be 
reliable and unified. Anetworkmakes sure that all organizations within an industry 
have access to the same reliable information. Bankers can check the day's currency 
exchange rates. Air traffic controllers are linked the world over, to keep track of 
the airplanes that fly to destinations all over the world. 

Communication on a network is instantaneous across the globe'. So two people 
separated in space can write a report together: when one of themmakes a change, 
the other can see it immediately. 

6. Computer networks provide access to remote information and so make possible 
electronic billing, banking, shopping, and on-line newspapers. 

Many people receive their telephone bills via the computer. They can arrange 
with their bank for the bill to be paid electronically, by debiting their bank account. 
On line shopping facilities allow you to purchase books and airplane tickets on 
line. YOU can have flowers and gifts delivered in another city as a gift, by placing 
an order on line, and pay for it on line as well! 

Many people read newspapers on line while they are at work. E-mail or electronic 
mail is now widely used by millions of people. These messages can contain an 
audio or video clip in addition to text. It is now also possible to choose a video to 

' watch from a central service provider. %deo servers are programmed to accept 
user requests, locate the movie from the storage device and play it in the output 
device, and bill the customer. 

7. Multimedia allows audio and video to be digitized and transported electronically. 
So this term is used for a computer that has audio and video capability, and with 
which a user can interact. 

Today the term "multimedia" is restricted to mean "two or more continuous media", 
that is, "media that have to be played during some well-defined time interval, 
usually with some user interaction". Literally, however, multimedia is just two or 
more media. 

8. Multimedia is used by companies, institutions, in advertising, for training and 
knowledge updating in certain jobs, in education, and for social interaction. 
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Companies use it to make presentations. Institutions use it give "visitors" a guided 
tour of the institution in a "virtual world". Advertisers use it to sell their product. 

On-the-job training and updating is done with multimedia. Demonstration and 
introduction to new technological advances, product guides, procedures for using 
machinery, demonstrations of equipment, and knowledge renewal are some of the 
ways in which this technology is used. Since this technology can be interactive, 
individual trainees can take a course at their own pace and in their own time, to 
renew their knowledge and keep up-to-date. Aircraft mechanics, fire fighters, 
and industrial workers can now learn while on the job. 

Educational multimedia is an entire industry in itself, and multimedia is used far 
learning .languages. Animated greeting cards that can be sent through email for 
birthdays, anniversaries and festivals, illustrate the use of .multimedia in social 
interac ti-on. . . 

Answers to sms or text m 

CU@7 (see you at seven) 

How RU (how are you) B (be) 4 (for) 

2 (to or too) i 

text message example 

b4 (before) 18r (later) 4U (for you) 2day (;day) Zmorrow (tornorrbw) 
gr8 (great) 
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Structure . 

32.0 Objectives 

32.1 Introduction 

32.2 The World Wide Web: What is it? 

32.3 The Web as a Medium 

32.4 Creating Content for the Web 

32.4.1 Elements of the Web 

32.4.2 Building a Site Map 

32.4.3 Writing in Screea-sized Chunks 

32.4.4 Hypertext and Pop-up Windows 

32.5 Writing for. Browsers 

32.6 Let Us Sum Up 

32.7 Answers to Check Your Progress 

This unit will allow you to: 

understand the Internet as a medium of communication, 

identify the main elements of the World Wide Web, 

understand how &ritihg for the Web differs from writing for print media, and 

e learn how to create simple content for the Web. 

We now know how the computer can help us communicate with people around the 
globe and those not as far away, and how networking has made a difference to &e 
ease and speed of such communication in both professional and personal spheres. 
In this chapter we will go on to talk about one aspect of computer networking- 
the World Wide Web, or the Internet. Creating content for the Internet is an 

' increasingly important activity, as more and more people look to this medium as 
their main source of information and entertainment. This unit introduces you to the 
process and principles of writing for the Web. 

\ .  

321 THE WORLD WIDE WEB: WHAT IS IT? 
We live in a world where communication happens in Inany different ways, across 
multiple channels and in many forms. Our relationships are held together by speech, 
writing on paper, images on screens transmitted by satellite links, words in text 
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perhaps the biggest transformation in our communication landscape has come from 
the development and spread of the Internet--or what we now know as the World 
Wide Web. 

J 

The Internet, which was first developed in 1982, is a "mega" network of computer 
networks spread across the world. Originally used mainly for information sharing 
between research institutions, the Internet gradually became a popular medium for 
communication, first among universities, then spreading to the information technology 
corporates 'before hitting the general public in the mid-1990s. Since then it has 
grown rapidly, and current estimates are that nearly 1.8 billion people use the 
Internet for some form of communication and research (www.internetstats.com). 
In India, perhaps similar to the rest of the world, more than 60 percent of users are 
below the age of 30,. and about 25 percent are below 21 (www.slfy.com). 

The World Wide Web is the part of the Internet that is visible to us-it provides 
the 'face' of this network and links the thousands of information sources contained 
on the computers that form the network. It is organized in a way that can be 
accessed easily by users. It provides the interface between the physical network 
of wires and satellite and microwave links and servers and the information contained 
within, &d the user. Now, however, we tend to use the terms 'Internet', 'Web', 
'Net' and 'Cyberspace' more or less interchangeably to mean the online space that 
we access to find infortnation, communicate with friends and colleague$, or be 
entertained through multimedia content. 

While we'do not need to know much about the technical details that make the Web 
possible, it does help to understand how information is organized in-this medium, so 
that as writers we can ,create material that best utilizes its capabilities. 

- 

One of the things that makes the Web different is the fact that it is not just text 
we are dealing with; it brings together text, sound and images and in a way that 
allows'us to switch from one to the other easily. This is why the Web is called a 
'convergent' medium, because it brings together the characteristics of other media- 
print and audiovisual-onto a single platform. We herefore refer to people who 
make use of the Web as "users" rather than "readers" because they not only read 
text, but view pictures and listen to sound on this medium. This makes the reading 
or "using" experience quite different from say, reading a newspaper, or a magazine. 

Readers can also move through a web text in different directions, accessing 
information in "layers" of detail according to need and convenie ce. What does this cP 
mean for a writer? It means that the structure of the writing must take into account 
how a Web user approaches a piece of writing. If, like most media writers, your 



intention is to keep the reader on your page, then the page must be written and 
presented in a way that keeps the reader interested enough to not switch to another 
site. 

Writing for the 
World Wide Web 

The writer must also consider the potential of the medium and make full use of it.. 
So while in a printed text, one can illustrate ideas or enhance them with pictures 
and graphics, on the Web, you can use not only illustrative graphics, you can also 
animate them, you can plug in video and sound, and link to other resources that will 
help you explain your subject better. 

However, this convergence also can be a bit distracting. A person who is reading 
something on the computer screen, on the Web, can have at any moment several 
windows open, engaging in a different kind of interaction in each. He or she could 
be simultaneously reading the online version of a daily newspaper, searching for 
information on a certain topic using a search engine like Google, listening to music 
from a digital radio channel or from a CD, and chatting with a friend on an instant 
messaging &service, all while working on a document using the computer's word 
processor. The text on your web site competes with all these things for attention, 
all of which are available on the same physical interface, all instantly accessible to 
the user. Attention spans therefore, are considerably reduced. So the writer must 
be able to package ,information into small, easily digestible, units. 

Another-major distinguishing feature of the Internet is its non-linearity. This means 
that a text can be constructed in small units that do not necessarily flow in a 
sequential order, and which may link to other short units in related but separate 
subject heads. The same property which allows a user to go from text to image to 
sound also allows the user to go from an article on sports in India to a related piece 
on cricket, to another on politics and funding in performance sports, or yet another 
on the histo~y of women's cricket, all beginning with the same'set of key words. 
This movement- can happen either because a search engine such as Google will 
throw up a variety of related articles or because articles are linked to each other 
and to extended bits of text (called hypertext). You may have noticed certain 
highlighted terms in a Web document that show up as "links" when your cursor 
moves over them. Each of these highlighted terms leads to an article that expands 
the term or explains it further or leads to related information--these are hyperlinks. 

Take a look at these two web sites i d  see how the links to inner pages and to 
additional resources are placed. Most items in blue are meant to be hyperlinks, and 
will lead you to further information. The CNN site in addition has video links i s  
well. 
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Activity: 

Go to a c o m p y  wah site or to a p o d  nlnb rn yrhoo;liamm rediff.com. Can 
you identify the hygdnks? Do you l(llOll my bypWtBM ha t  peps up as 
your mouse p r ~ s  the words? , 

And what does this mean for the writer? It means that texts are not planned as 
single long units, but as blocks of related sub-texts that can be linked in a variety 



of ways depending on how people might wish to access the information in them. 
This again means that writers generally create short pieces of text that can function 
as independent units or can be linked together to form a longer unit. 

Writing for the 
World Wide Web 

. . 

Of course, there are spaces on the Web that allow for more lengthy, detriiled 
documents, and there are users who require these, but by and large, writing for the 
Web must keep in mind the characteristics of the medium and the needs and usage 
patterns of the majority of readers. 

. r 

The web page of The Hindu, a daily newspaper, has a listing of the main sections 
on the left and a panel with short introductions to the main stories, indicating that 
there is more if readers want to read further. If you visit the site (www.thehindu.com) 
you will see that therkLis a ticker running below the main story much like the ones 
on television, giving the breaking news. Below the main story is a listing of other , 

major stories in the issue, which readers can click on if interested. 

THE HINDU ..".. . . . l.".. .,,.,-- 
satwdw. Ocmhr aq am? 
*P,prl 

4 

4 Cb&YonrPmgress1 I 

I .  Thc w the is pahPps one of thc major' 
dctclopments that has influenced how we access information and 
conununirrate with eoch &. 

2. T h c I n ~ i s a ~ o f  
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3. 'Ihcfirstllre-dtbatnmaetnrrrb h in fhdm 
dtffirrgrnvvlpr- 

4. r& i s ~ p t d t b l ~ d m # i m  uidbleinus. 

5; "l'be mptbcr af text, imps, vMcio Md 4aund is Lnowrv w 
** - 

6. i r a m a ) a ~ e i ? h & m ~ ~ ~  
~ m m o v a S a ~ ~ ~ f h r w p b r Q t t r m s a t .  

? . % l r t s @ m m s r  af u Q k d i d m w ) y ~  

6. W a Q l d m t " p q , o p W a s g o u r ~ ~ o v e t t 6 l d m t b ~ r e ~  

While writing for the Web is, in essence, no different from any other good writing, 
there are a few things to keep in mind while structuring the information for the Web 
user. The characteristics of the medium-convergence, non-linearity, and hyper- 
textudty-influence the- way people read, and therefore the way writers put together, 
material. 

First, it is important to understand the components of the Web. A few of the 
structural elements that make up the World Wide Web are listed below. 

A web browser is an interface tool that allows you to see and read content from 
the Internet. It is a user friendly device that converts code into text and images in 
a way that makes it possible for us to read, listen or see material. Commonly used 
browsers are Intemet Explorer, Netscape and Mozilla Firefox. 

A web page is a discrete unit of content, usually limited to one screen or a little 
more. A web page has a specific address-a 'url' (uniform resource locator) that 
is assigned to it and that makes referencing easy. 

A web site is normally made up of several pages of related content that are linked 
together. 

A home page or landing page is the main introductory page of any site. It usually 
contains information that tells users what the site is about and links to the various 
parts of the site. It is somewhat like a combination of a magazine cover and its 
contents page. 

A portal is a web page that leads to several other sites or information sources-tied 
together by a theme or common structure. The term portal signifies that these 
pages are like 'gateways' to collections of information. The portal of rediff.com, for 
instance, does not have any introductory text, but simply links to other parts of the 
site and to stories of the day. 

A 'window' is a frame that is open on your computer screen, usually corresponding 
to a location on the Web or a document from your computer. 

"URL is uniform resource locator, an 'address' on the Internet that identifies 
the location of a document. The URL helps us access material on the &met. It 

_-- - 
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usually appears as a string of letters and numbers following the term http://www. 
in the address box of your browser. In the web site above, for instance, the address 
of the rediff site is given in the search bar at the top. 

Hypertext 1s information linked to a word. image or phrase that appears as a pop- 
up box ~nsitle the page you are viewing. Sometimes this appears even as you move 
your mouse over (known as a 'mouse over' effect) the highlighted term, or it may 
appear only when you click on it. 

A hyperlink is a link to another page or a document related to the one you are 
currently viewing. When you link on a highlighted term or an image, the browser 
takes you to this other document, or other 'location' on the Web. Hyperlinks represent 
a method of cross-referencing that allows you to easily access related content on 
the Web. 

L.Lml-'- 
- --  
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So when you ma te  content for the Web, you must think not only of what information 
is going into the document, but how' it is to be organized and linked with other 

_ information. 

The first step in creating material for a web site is to build what is called a 
site map. This is an outline of all the elements that will go into the site, sort of 
like a..list of chapters in a book. 

The site map not only sbows the listing of topics that will be included in the 
site, but also the ''levels" of access. In other words, the site map shows 
which will be primary links direct from the home page, and which pages will 
be linked through the secondary or inside pages, and so on. The main effort 
in creating content for the web lies in this stage--once the structure is clear 
and makes sense, then filling in the details. 

At this stage you must decide how you want to direct the user through your 
site, and also how most people might 'navigate' or make their way through 
the site. Your decision on how to build the site map may take into account 
d E  f0~0Win6  

What information are most people likely to want? 

What information does the organization want people to have at first glance? 
i 

a What is needed to show people at first glance what this site is about? 



What kinds of information can be put together? Writing for the 
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a What level of detail is required in each part of the site? 

The following image is a part of the site map of Accenture, a business 
* consulting f* with varied operations. You & view the complete site map at 

In the site map above, you can see that the creators have taken trouble to organize 
the information in a logical fashion, to help users who might need specific kinds of 
information auranged in a certain way, with related "chunks" of information linked 
clearly. 

Someone who wishes to hire the company's services would be interested either in 
the kinds of industries it serves, or the kind of products/subject areas it has expertise 
in. Other heads you will find on the map, if you scroll down further under the 
"Services" heading, include "by role" and "by research organization". This is followed 
by other major sections and sub-sections. Some of the sub-sections may be listed 
under more tl~an one major heading (such as "Locations") for ease of navigation. . , 

32.43 writin; ia S c ~ - s k d ' c h u n k s  

Once you have built a site map, the next step is to fill in the outline. Each section 
of the site map will have a specific url, which means that a user may come directly 
to* that page if his or her search has used keywords present in the section. This 
means that the writer must include enough context that allows the reader to 
understand how this page relates to the rest of the content on the site. At the same 
time, this section of the site must make sense to a reader without having to go back 
to the first page, or the home page. 

Basically, writing for the web is like packaging information into small, related chunks 
which fit with each other-people can then take the chunk they want and go into 
more detail if they wish. But each chunk should make sense in itself. This is why 



The World Wide Web and it is important to have a good, logically organized site map that can direct the way 
Corporate Communication you write up the content. 

Ideally, each section should be no more than a screen in length-this is about 250 
to 300 words. If more detail is required, then encourage the interested reader to go 
to one more level in the site rather than burdening all readers with too much 
information. Suppose you were writing an article on career options in the broad field 
of communications. If you were writing this article for the education supplement of 
a newspaper, you would perhaps plan a 500 word article that began with a general 
overview of what the study and practice of communications is all about, and then 
lead into specializations and sub-specializations, and what sorts of career opportunities 
exist in each of these, ending with a summary of future directions in the field. 

If you were to convert the same topic for use on a web site, you would first section 
the whole article into meaningful units, then write the units in a way that they can 
make sense independently. This would mean a small amount of repetition in terms 
of setting the context and providing a sense of linkage with the other links. The 
introduction would necessarily have to include a mention of the other sections so 
that they can be hyperlinked either directly through the text or listed as links on the 
side or at the bottodtop of the screen. The outline may look something like this: 

I 
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When you expand this site map, the first section may read something like this, with 
the terms in blue linking to inside pages: 

Of course, there are sites that offer lengthy content under a single link, for instance, 
stories in online newspapers and magazines. These too tend to have short (one or 
two qne) descriptions on the home page of the publication, with the word "more'" 

, at thk end for users! to click on in case they wish to read hrther. These lengthier 
links assume that oby  ititerested or dedicated readers would read on funher and 
therefore woulg not mind scrolling down the screen to read the whole article. 



As you create content for a web site, you must keep in mind that it is not n&essw 
to elaborate on every little detail. Details that are not important for all readers $an 
be packaged into short notes that can appear as pop up windows or linked* as 
hypertext. This allows you to write spare, skeletal text that addresses the general 
reader who can go to the next level or click on these hyperlinks if he or she requires 
more detail. 

What this means for you as a writer is that you have to think about your text at 
different levels of complexity. At the fxst level is the most basic information. The 
next level can elaborate on this basic information, or go into different aspects of the 
topic, and different levels of detail can be accommodated through h y p e r l i i  and 
pop up boxes. 

3 U  W);UTING FOR BROWSERS 

Most web users don't really read every word on a page. They browsTcyberspace 
looking for things of interest; they scan text and focus on small parts of it that 
interests them. So writing for this kind of a user is a bit different from writing for 
a reader of, printed matter. Here are some things to keep in mind as you create 
content for the Web. 

Make it scannable 

The text should use key words so that someone who is quickly going through it will 
be able to pick up on what the main theme or topic is. Think about how users mi$t 
search for this kind of information. What are the key words they are likely to 
search by? Who is your article or web site aimed at and what are their key 
interests? Because information on the Web co-exists with so much material, it is 
often difficult to get people to stop and look at your material-unless it is clearly 
marked out by comaion key words that most people interested in the topic would 
use. Another device that makes text easily scannable is good sub-headings and 
bulleted lists. Such highlighting pulls the eye toward the.information and makes it 
instany understandable. -, 

Make 'good use of hyperlinks 

As mentioned in the previous section, the nature of the medium allows you to 
package information in small clusfers and not clutter up the mairi text yith too much 

Networks and Multimedia 



The World Wide Web and 
Corporate Communication 

detail. Use the hyperlinks function to provide detail that not all readers would be 
interested in, but which is important to include nonetheless. 

Provide sufficient context 

Remember that web users can reach any part of a web site directly without going 
through the home page which might have all the introductory material. So you 
should make sure that each page has enough context to tell the reader where they 
are and how this information makes sense. 

Know your audience 

Like all good writing, web writing must keep in mind the average reader; this can 
be difficult because the Web is an international medium, its users may be anywhere 
on the globe. If your web site is not targeted at any particular geographically 
situated community, then you can take time to ensure that it addresses the needs 
of a global audience. The information must be as widely applicable as possible, and 
understood by people from everywhere. 

In summary, writing for the Web' does not require any specific skills that are 
different from any other form of writing. It takes good organizational skills, the 
ability to structure information in a logical and efficient manner, and clarity of 
expression. Perhaps there is more emphasis on structure and conciseness than in 
other media, because of the nature of this medium. 

* The World Wide Web is an increasingly important medium of information and 
entertainment. 

* The World Wide Web is the document delivery system that resides on the Internet. 
which is a global network of computers. 

* The Web is a convergent medium, which brings together text, sound and images. 

Users can access information in layers of detail, according to how a web site is 
organized. 

The Web is a non-linear medium, which means that readers can move back and 
-- forth and to different sites to access information, all very quickly. 

* Web content takes the fonn of short blocks of text linked together 

* Hypertextbality is a feature of the web that allows related content to be linked 
together and for users to navigate between different bodies of related material. 

* The first and most important stage of created material for a web site is to build a 
site map, which is like a detailed outline. 

* The site map is filled in with short chunks of information, usually no more than'one 
screen in length. 

Each screen of information should contain key words to make it searchable and 
scannable. 

* Use graphic devices like bulleted lists and sub-headings to help a reader scan the' 
text eff~ciently. 



32.7 ANSWERS TO CHECK YOUR PROGRESS 

1. Internet; world wide web 

2. computers 

3. universities 

4. World Wide Web 

5. convergence 

7. blocks; sub-texts 

8. hypertext 

9. convergence, non-linearity and hypertextuality 

10. web browser 
4. 

11. web page 

12. home page or landing page 

13. portal 

14. uniform resource locator 

1 5. hyperlinks 



UNIT33 CORPORATE 

33.0 . Objectives 

33.1 Introduction: What is Corporate Communication? 

33.1.1 Definitions 

33.1.2 Scope of Corporate Communications 

, 33.1.2.1 ,Internal Communications 

33.1.2.2 External Communications 

33.1.3 The Corporate Sector 

33.1.4 The not-for-profit Sector 

33.2 Preparing to Write for an Organization 

33.2.1 How Writing for the Corporate Sector is Different 

33.2.2 The Role of Research 

33.3 Writing Tasks in Corporate Communication 

33.3.1 Media Writing 

33.3.2 Internal Communications 

33.3.3 Other Areas in Corporate Communications 

. 335 Let u s  Sum u p  

33.6 Further Reading 

33.7 Answers to Check Your Progress 
1 

'1n this unit ybu will be introduces to- 
P 

the definitions and scope of corporate communications, 

a internal apd external c;ommunications in the corporate sector, 

ho< conimunication is organized within a company, and 

different types of written communication in a corporate environment. 

SO far we have seen how writing proceeus 111 a vanaly of media'bu~ primarily for 
the purposes of transmitting information, such as through letters, reports and through 
the newspaper. Writing also plays an important role in organizations, large and 
small, Until about a decade ago, most writing within companies was done by 

'administrators when it was addressed to others within the company, and by the 
public relations staff when it was for an external audience. Today, most of the 
comunication tasks within organizations come under the function of corpora& 



communications. This involves writing, using media such as the internet, video, film 
and audio, organizing special events, qnd marketing collateral (materials that support 
marketing activities). 

What is todiy known as corporate communications has its roots in the older discipline 
of public relations. Public relations is defined in many ways, but one of the most 
comprehensive ways of looking at PR is to see it as 

an organizational activity that helps create and maintain relationships between an 
organiziltion and its various stakeholders, that is, the various groups of people who 
are in some way interested in or affected by its work. 

C 

a These stakeholders are also known as its 'publics', or audiences; 

Corporate communications is a more expansive term that covers a somewhat 
broader range of activities than did most public relations departments. Paul Argenti - and Janis Forman describe corporate communications as thk "corporation's voice 
and the image it projects of itself on a world stage populated by its various audiences". 
While PR has been defined mainly in terms of 'reputation and relationship 
management,' corporate communications is conceived more broadly, and involves. a 
wider range of functions including 

communicating policies and procedures internally, 

supporting marketing activities with promotional and educational materials, 

training employees to be brand ambassadors, 

' creating and managing a company's brand identity, and 

advocacy with key opinion makers. 

corporate communications therefore is a key rnaliagement activity, not simply a 
cosmetic one that makes the organization look good, but one that helps it work 
effectively as well.' 

33.1.2 Smp d C O ~  -- 
Increasingly, corporate communications is seen as a strategic management function. 
In many companies, corporate communications is headed by a senior level executive, 
often a vice president who reports directly to the chairman or chief executive 
officer. This reflects the level of importance given to commukcation in building 
organizational culture as well as brand identity. The corporate communications 
function could be centralized or dispersed across an organization. In other words, 
there may be a central team that handles all communications'related functions 
across the org;inization, or, as is often the case in large companies; each business 
unit may have a designated person to handle communications while the overall 
policies and plans are set by a senior manager who coordinates the different units. 

Corporate Com~imunications 

The activities that usually come under corporate comnunications include the following: 

33.1.2.1 lPtcrnrrl -* ' 

Setting and implementing policies relating to style and content of messages that 
are dissemi~iated within the organization 

Preparing standard formats for letters and other official communikations 
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Conducting corporate events for employees 

a Working with the Human Resources Department to build cohesiveness and 
camaraderie among employees and fostering employee loyalty 

a Training employees and key functionaries to communicate effectively 

33.1.2.2 External Communiciations 

Media relations-generating and placing press releases, developing contacts 
with journalists, finding opportunities to gain media coverage 

a Brand management-identifying ways in which the company's brand and that 
of its products can be defined and promoted to best effect 

a Investor/donar re la t iowrea t ing  reports for those who have a stake in the 
company 

a Government relations-maintaining relationships with opinion leaders and policy 
makers, through a variety of means, including mediated and interpersonal 
communication 

a Community relations-developing and maintaining links with the immediate and 
larger community through a variety of means. 

Marketing communication-supporting the marketing team with communications 
materials such as brochures, presentations, other promotional materials 

Different organizations may place varying levels of emphasis on these activities, 
and may have other specific functions that are assigned to the corporate 
communications group, depending on the nature of the business. 

Essentially, all the activities that are the responsibility of corporate communications 
serve to create a favourable environment in which .the company can function. 
Internally, it is about setting and implementing communication policies and practices 
that maximize employee productivity and commitment to the organization. In other 
words, making employees feel good about their work and their workplace. Externally, 
it is about creating and maintaining a positive corporate i m a g ~ n s u r i n g  that all the 
stakeholders have a strong sense of association with the company and-its products 
or services. 

As you can see, the scope of activities covered by corporate communications is 
quite broad, and involves a wide range of skills. Writing is one of these, and in this 
unit, we will focus on this particular aspect of corporate communications. 
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With liberalization and globalization, the corp&ate sector in India is a huge*employer 
of technical, managerial and other kinds of professional human resources. While we 
hear mostly about large inultinational firms, the corporate sector comprises a host 

> 



r 
of medium and small companies, engaged in a diverse array of businesses from 
textiles to information technology to financial services to entertainment. They all 
need to conmunicate, both internally and externally. 

This has meant a growth in job opportunities for those interested in corporkte 
communications, advertising and public relations. While many companies have their 
own corporilte communication units, others hire consulting companies or agencies 
to handle these functions. When we talk of the corporate sector, we generally mean 
private companies engaged in the-secondary or tertiary sector - manufacturing or 
services. Such companies operate for profit, and the role of corporate communications 
is to ease the business envirqnment through a combination of publicity, promotion 
and relationship building, and foster internal productivity. 

Another significant player in economic, social and civic life is the non-goternment 
sector. This comprises organizations that are usually not for profit, and perform 
functions in what is broadly known as 'the social sector'-activities such as health, 
livelihoods, education, empowerment of marginalized groups, agriculture and 
development, and so on. 

While non-governmental organizations may have a variety of structures, they are 
most often run by trusts or societies with members drawn from across different 
strata of society and different fields. Because they perform functions that contribute 
directly or indirectly to development and because their aims generally reflect the 
greater common good, they. are also known as civil society groups. 

Communication in this sector draws on the same broad skill sets as in corporates, 
but calls for a different approach. Internal communications have fhe same goals, but 
external comn~unications are focused less on promoting a favourable business 
environment than a favourable policy or action environment. For example, while a 
company that makes biscuits might want to promote the idea of eating biscuits so 
that it can sell more of them, a non-governmental organization that educates people 
about nutrition would want to create enough awareness so that people practice 
healthy eating habits, or would want to influence government to make changes in 
the food packaging rules that encouraged companies to use safe packing materials 
for foodstuffs. 

In the NGO sector, then, communication is aimed at influencing beliefs, attitudes 
and practice of certain key audiences, not for the purposes of commercial gain but 
to achieve certain desirable social goals.. In general, if one works in this sector it 
helps to subscribe to the goals of the organization: in other words, to have similar 
ideas and beliefs. 

Advocacy is a major activity in this sector. 3Advocacy is an activity that aims to 
bring pressure to bear on powerful groups such as governments, usually through 
persuasive communication, so that certain changes happen. Amesty International, a 
major internatiol~al NGO that works for human rights and peace, advocates for the 
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to bring about a change in laws that favour the death penalty. 

33.2 PREPARING TO WRITE FOR AN 
ORGANIZATION 

's 

Just from the kinds of tasks outlined above', it is clear that the essence of corporate 
communication is reaching audiences effectively through a variety of means. No 
matter what the audience and what the m h u m ,  writing is an important part of the 
communication. Even when one is trying to reach audiences through audio-visual 
media, the production always begins with a written script or outline. So one just 
cannot get away from writing. It might even be fair to say that writing is the basic 
skill that is needed for much of corporate communications. This is of course 
complemented by other communication skills such as interpersonal relations and the 
ability to translate ideas into visual and multimedia formats. 

The structure of a corporate communications team is much like that of an advertising 
or public relations agency, particularly in large companies which engage in a huge 
volume of communications activities. The team is led by a senior $manager, sometimes 
a vice president or director, and is divided into client servicing (or account 
management) and creative groups. The writer is part of the creative team, and 
works with the client servicing people to (mnderstand the concept, and with] the 
visualizers and designers in the creative te& to develop and implemknt the concept. 



In a corporate setting, the communication tasks range from simple letters co&rming 
appointments, to project reports, articles for the web site or newsletter and scripts 
for a company video. Therefore you need to be flexible and versatile, able to turn 
your hand to a variety of writing tasks, each intended for a different audience, 
covering a range of style, length, depth and tone. 

If there's one thing that is certain about a job in corporate communications, it is 
v-ty. A writer who works for a corporate communications department will have 
to turn her hand to several different kinds of writing tasks. As noted in the earlier 
section, these range from simple letters and thank you notes to lengthy proposals, 
to scripts for promotional videos to project reports for a company expansion plan. 

f 
The element that binds all these different publications together is point of view and 
purpose. Unlike news writing, where the focus is on facts, or creative writing, 

' where the focus is on the writer's perspective, corporate writing is writing with a 

L 
very clear purpose, and slant-in favour of the company and its broad goals. 

o Internal communications serve the following objectives: 

To disseminate information about company policies 

To educate and motivate employees 

To keep employees informed of company achievements and changes in the work 
environment 

To create a sense of belonging and pride . 
6 

These are achieved through vehiclks such as memos, bulletin boards, newsletters 
and house journals, internal events and the intranet. 

External communications meet the followi~lg -objectives: 

To publicise important company achievements and milestones 

To generate market interest 
L 

To gain support for actitivies among key stakeholders or the general public 

I 
1 To build corporate~brand identiy and image 

To manage crises and problems 

These are achieved in many ways, both direct and indirect, but writers cater to 
these objectives through newsletters, the company internet, letters to shareholders 
and other publics, posters, advertising and marketing materials, company brochures. 
annual and quarterly reports, and presentations. 

33.2.2 Tht Role d Research 

All forms of writing involve some amount of preparatory work. As mentioned 
elsewhere, the writing process takes place in four stages-conception of idea, 
collection of material, construction of document and correction of final document. 
The first two stages are what are known as 'prewriting', and constitute perhaps 
the most important stage in any kind of writing. 

In corpohte writing too, it.is necessary to have a keen sense of audience (who ,are 
you writing for?) and purpose (what is this document intended to acdomplish?). 

Corporate 'Communications 
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Both these help: you amve at the appropriate tone, length and detail for each 
document you are creating. It also helps you evaluate the success of your 
communication if you have a clear sense of the outcomes you expect. 

While shorter, more informal communications with less strategic value (such as 
intra-office memos about uncontroversial policy or process changes) happeii without 
much advance planning, the longer, more strategic and information-heavy 
communications that have a longer shelf life (that are used over time, for instance) 
need more careful thought and make use of research. 

Research in this context is mainly of four kinds: 

' Surveys, interviews and focus group discussions to assess the audience 

In-depth discussions with management or key groups in the company to understand - 
the purpose of the communication 

Pre-testing of materials to determine their appropriateness 

Post-testing to determine the effectiveness of materials 

While the writers may not be involved in actually designing and conducting research, 
their work is informed by it, and as part of the communications team they may play 
a role in writing out survey instruments and putting together the research report or 
the concept note based on the outcomes of the research. 

The assessment of audience gives you as a writer an idea of how to 'pitch' a 
publication. 

' Should you use complex or simple language? 

Should a document be largely visual or should it be mostly text? 

Should it be hard sell (very persuasive) or soft sell (more indirect, using emotional 
appeal, for instance)? 

Even for simple communications such as internal memos announcing a policy change, 
it is important for the writer to know the general mood of the employee body, and 
the kind of language that they would best understand and respond to. This 
udderstanding can be gained just with a few discussions with key employees. For 
larger groups of people, or for society in general, a writer would'have to have a 
more structured way of gaining an understanding of the audience. Large companies 
use the services of social scientists to map the audience demographics and 
psychographics (general attitudes, belief systems, values, religious and group 
affiliations, for instance) so that they can plan their communications accordingly. 

The purpose of the communication is particularly important in deciding the kind of 
'slant' you wish to give it, the amount of detail, and the wording. 

Is it meant to persuade or just to inform or educate? 

Does it have to do with a thorny issue that requires sensitive handling to gain 
support? 

Is it explaining a mistake or a misund&standing between the management and the 
employees or to clear up some negative publicity with shareholders? . 

* -  

Developing materials to support marketing efforts, for instance, rehires very different ' 
handling from m&ng a presentation to the Confederation of Indian Industries or 



any other professional association. So the writer needs to understand the purpose, 
and to do this, he or she must work closely with the technical or the managerial 
staff or the business development group (whichever team requires this publication 
to be created) to get their perspective on what they want to say and why they want 
to say it. 

- 

The writer also gains information from pre-testing the materials that have been 
created, on a small subset of the target audience. This pre-testing could be as 
simple as showing a memo to a couple of colleagues for their reactions before mass 
mailing it, or as complicated as showing a brochure to about fifty stakeholders 
before ordering a final print run of 5000. The feedback from this limited audience 
sample tells you whether your writing is on target or not, and whether it is 
understandable and generates the response that is desired. It  allows you then to 
make the changes in your document that will correct any problems that are thrown 
up by this pre-test. 

Despite the pre-testing, it is still important to see how a particular communication 
has worked across the target audience, particularly for key communications; such . 
as campaigns aimed at 

I 

increasing market share, 

I raisins awareness of a particular product, service or issue, or 

i disserninating information about a certain company activity. 

This is usually done with mass mailed surveys or questionnaires administered across 
selected groups of people representing the target population. While the writer may 
not gain directly from the results of this research, it provides insights that go into 
developing future materials. 

Corporate Commoniuitions 
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If you have been through the rest of this course in writing, you are already prepared 
to be a co$orate writer-with a little change in perspective. Writing should be 
focused on the audience's needs and interests, it should be crisp, clear and engaging. 

3k3.1 Media writing 

One the main and most visible tasks of corporate communications is media relations, 
that is, managing the company's image in the mass media. The media is both a 
channel for your communication with other audiences, such as the government, 
shareholders, the immediate community and the general public, as well as an audience 
in itself. At the first level, the corporate communications department must be able 
to interest the media in its actitivies. Secondly, it must reach out through the media 
to its other audiences. 

Companies do this through various means: 

by issuing and placing press releases, 

by generating feature articles about the company or its key people, 

by holding press conferences, 

by associating oneself with popular causes or with celebrities, 

by encouraging editorial discussion on topics of interest, 

and of course by doing good work. 

Perhaps the most impartant tool in the writer's kit, as far as corporate 
communications are concerned. is the press release. The press release is 



communication to the media about a development in the company that is judged to 
be of interest tzo the public, and is considered newsworthy. That is, it fulfills one 
or more of the criteria based on which editors judge news interest (see Unit 25, 
Block V, on Writing for print). 

The press release must therefore be written in a manner that can be directly used 
by the media. It must highlight an aspect that is of interest to the larger community 
and certain key stakeholders. It must be written in a manner similar to a news story, 
that is, in the inverted pyramid style, going from the most important downward to 
the least important facts. 
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The press release must contain the following information: 

a The new information, with all the details of interest to a general audience, written 
like, a news story 

a The date of issue 

a A headline 

a Clear contact information 

The release should avoid a promotional tone, sticking to facts. Where possible, it 
must be supported by a statement from a senior company official. The idea is to 
provide enough information for the media outlet to use as is, in a manner that 
discourages too much editing. 

News editors receive hundreds of press releases every day, and most end up in the 
trash can, so if your press release is to catch attention, it should have information 
that is clearly useful to the reader. While some conscientious editors prefer to use 
press releases simply as background information for a story that they will assign 
one of their reporters to, many newspapers use the release as it is, without little or 
no modification. So to avoid any misrepresentation, the release should be written so 
that little damage can be done in the process of any modification! 

Corporate Commonications 

Unless it is a news feature, a press release should be no more than one or two 
pages long. It should include one or two lines toward the end about the company, 
a standard statement that goes along with every release or announcement. 
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The.press release should be addressed to the news editor or to a smc reporter 
or writer on the st& of the media organization, and it should be followed up with 
a telephone call or email indicating that it has been sent. The corporate comrnuni~ons 
group should maintain a record of which releases have been used and in what form. 

.In addition to media releases, bompanies also maintain web sites that serve as a 
source of current information for its various stakeholders. The web site often 
incorporates a 'media room' where 

press releases are archived, 

new announcements are made, and 

links are provided to information of interest to the general public or to specific 
stakeholder groups. 

It is the task of corporate communications to maintain the web site and keep it 
updated. 

333.2 Intsrhd - 
A large part of corporate communications is about maintaining a cohesive, productive 
work environment. This means maintaining open channels of communication between 
different groups within the company, and making sure that information is shared in 
appropriate ways. The most common ways of sharing information is through internal 
memos (when the information is short an'd needs to be sent around quickly). and a 
company newsletter or house jomal  (for longer, less time-bound communications). 
The house journal also allows employees to express themselves in a more creative 
manner. Many companies today also have an internal web site called an intranet, 
which allows for information sharing in a more dynamic fashion. The intranet might 
irfclude online versions of a house journal, spaces for direct interaction between 
different functional groups, electronic versions of policy and procedure manuals, 
formats for letters and applications, and news of interest to employees. 



3333 Other Areas in Corporate CommnunicatiOm 

Corporate communications also deals with brand management through advertising 
and special events, as well as crisis communications. In the former function, the 
corporate communications team liaises with various external creative agencies that 
might be employed with .the company, or independently coordinates corporate 
advertising. Managing events is also an important part of the function, as is supporting 
the marketing team by creating presentations for sales events, preparing brochures 
and leaflets for products and services, or coordinating their production. This is 
becoming a special function within the corporate communications department called 
Mark-Comm (marketing communications) and is sometimes set apart as a unit in 
itself. 

An emerging specialization within this area is Crisis Communication-stepping 
up in a crisis and communicating to key audiences so that normalcy is restored as 
soon as possible. This involves juggling several roles: briefing media, allaying fears 
and concerns of the community and employees, and educating the general public 
about what went wrong and what the company is doing about it. 

We have touched on only a few of the key areas in corporate communications 
while providing a general overview of what the field covers. Much of corporate 
communications is learned on the job, as it is a field that is still emerging and open- 
ended. Strong writing skills combined with flexibility and the willingness to learn and 
communicate that learning are what it takes to be a good teacher. 

33s LET US SUM UP 
- - 

Most of the communication tasks within organizations come under the function of 
korporate communications. This involves writing, using media such as the internet, 
video, film and audio, organizing special events, and marketing collateral (materials 
that support marketing activities). 

* Corporate communications has its roots in the older discipline of public relations, 
but it covers a somewhat broader range of activities. 

* Corporate communications is seen as a strategic management function. The 
activities under corporate communications include Internal communications and 
External communications. 

* The corporate sector in India is a huge employer of technical, managerial and 
other kinds of professional human resources. 

Another significant player in economic, social and civic life is the non-government 
sector. Communication in this sector draws' on the same broad skill sets as in 
corporates, but calls for a different approach. Internal communications have the 
same goals, but external communications are focused less on promoting a favourable 
business environment than a favourable policy or action environment. Advocacy 
is a major activity in this sector. 

The essence of corporate communication is to reach audiences effectively through 
a variety of means..No matter what the audience or the medium, writing is 
important: even audio-visual media production begins with a written script or outline. 
So writing is the basic skill that is needed for much of corporate communications. 

Corporate Communications 
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to understand the concept, and with the vis.ualizers and designers in the creative 
team to develop and implement the concept. 

The communication tasks range from simple letters confirming appointments, to 
project reports, articles for the web site or newsletter and scripts for a company 
video. Therefore you need to be flexible and versatile, able to turn your hand to a 
variety of writing tasks, each intended for a different audience, covering a range 
of style, length, depth a d  tone. 

Corporate writing is writing with a very clear purpose, and slant-in favour of the 
company and its broad goals. It is necessary to have a keen sense of audience 
(who are you writing for?) and purpose (what is this document intended to 
accomplish?). 

Research is mainly of four kinds. Writers may write out survey instruments and 
the research rep~rt  or the concept note based on the outcomes of the research. 

2. The assessment of audience gives a writer an idea of how to 'pitch' a publication. 

2- The purpose of thC communication is particularly important in deciding the kind 
of 'slant' you wish to give it, the amount of detail, and the wording. 

The writer also gains information from pre-testing the materials that have been 
created, on a small subset of the target audience. 

r Perhaps the most important tool in the writer's kit, as far as corporate 
communications are concerned, is the press release. 

Companies may maintain web sites that serve as a source of current information 
for various stakeholders. 

Corporate communications also deals with brand management through advertising 
and special events, as well as crisis communications. 

Argenti, P.A. and Forman, J. 2003. The Power of Corporate Communications. 
New York: McGraw Hill. 

3a7 ANS- - CHECK YOUR PROGRESS 
1. public relations 

2. 'publics', or stakeholders 

3. 'voice' and image 

4. strategic management 

5. (mention any two of the objectives listed in section 33.1.2.1) 

6. Marketing communication 

7. Media relations 



8. corporate sector 

9. Advocacy 

10. not for profit 

11. Writing 

12. client servicing creative 

13. letters to project reports, articles zind scripts. 

14. style, length, depth and tone 

Corporate Communications 

15. point of view purpose 

16. audience surveys, discussions with management, pre-testing of materials, post- 
testing of materials 

17. ''pitch' 

18. the kind of 'slant' 
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34.0 OBJECTIVES 
In this unit, 

a you will understand that when writing for a world wide audience, i.e. on the web, 
you have to be very aware of, and careful with, your language, 

As an example, you will be introduced to the differences between American and 
British varieties of English, 

As another example, you will be introduced to the notion of clich6 or lazy writing, 
and to the pervasiveness of expressions in our everyday English that owe their 
origins to William Shakespeare, arguably the greatest dramatist in the English 
language, and 

The creation of new vocabulary in the' fogn of 'retronyms' is a pervasive feature 
nf r ~ ~ m n t  Iancn~noe lice and vni1 will he intrrul~rred tn thic fenhim 



When you write for the Internet, you write for the whole world. Your audience 
consists 04' speakers of English from across the world. (You may take a look again 
at Block 1 of this course to see the various countries in the world where the English 
language is spoken.) While the vastness of the potential audience is exciting, the 
variety of readers you may have also makes it important that you use English with 
as much care, knowledge and attention as possible, in order to avoid 
miscommunication and misunderstanding. 

In this unit we shall discuss a variety of ways in which our knowledge of words, 
and our use of the right word, can improve our writing. We begin with a discussion 
of the chief characteristics that distinguish British English from American English. 
We shall see that the differences between these two varieties can be described 
primarily as differences in the use of words. 

We shall then go on to discuss the lazy and the creative use of words, by looking 
at cliches or worn-out, tired and repeated expressions, and retronyms or new words 
for old objects; as also common expressions in English that can be traced to the 
plays of Shakespeare. 

34.2 AMERICAN ENGLISH: ITS CHIEF 
CHARACTERISTICS 

America was once a colony of the British Empire. The first settlers in America 
were Englishmen who had migrated from Britain and who spoke British English. 
But as tirrle passed, the imrnigrqts began a search for their own identity as distinct 
from their hitherto British identity. There were many social and political upheavals 
at this tinie, resulting in their growing discontent with the mother country, which 
contributed to this search for their own identity. 

Apart frod other social, political and economic systems, it is language that gives 
identity to a nation. The immigrants, in a bid to establish their own national identity, 
deliberately worked towards making American English distinct from British English. 
Thomas Jefferson, John Witherspoon, and Noah Webster are some of the important 
names who stressed, as a matter of national pride, the need of making American 
English different from British Enghsh. 

/ 

The result of such efforts has been that American English and British English are 
now recognized as two different varieties of English. While there are differences 
between them in various aspects of language, namely, vocabulary, pronunciation and 
spelling, and even grammar, it is useful to discuss these differences primarily as 
differences in the use of words. The points of difference between the two varjeties 
of English are listed below. 

34.2.1.1 words P#ubbr to Aawrian Engush 

There- are .some words 'which are peculiar to American English, i.e: they do not 
occur in British English. Some such words are commuter, cookie, intern, tuxedo, 
seafood, living roork, dirt rqd. 

I 

Using the Right Words: 
American or British? 
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1. Look up these words in o dictionary and find out their meanings. 

Can you say what the compondmg British words an? 

commuter intern tuxedo 

cookie seLlfood , living mom 

dirt mad 

34.2.1.2 Words with Different Meanings h the Two VarJetks 

There is another group of words: these are words wF' ' 00th varieties, but 
they have one meaning in American English and . meaning in British 
English. The list below shows the differences in mecl,~~~lg of the same words. 

BrE 

lumber 

laundry 

lobbyist 

discarded furniture timber (wood) 

a place where clothing is washed i. a place where clothing 
is washed 

parliamentary reporter 

ii. articles of clothing 

one who attempts' to 
influence the 
legislative process 

pressman reporter one who works in the 
pressroom where a 
newspaper is printed 

dumb unable to speak 

313.13 -Werdr#WmW- 

stupid 

There are a number of objects and ideas for which British English uses one word 
where American English uses another word. Given below is a list of some such 
words. 1 

BrE 

aerial 

autumn 

bonnet 

barrister 

chdy floss 

chips 

curtain 

flat 

AmE 

antenna 

fall 

hood 

lawyer 

cotton candy 

French fries 

drapes 

apartment 

BrE 

note 

- pavement 

petrol 

queue 

railway 

rubber 

rubbish 

AmE 

bill 

sidewalk 

gasoline 1 gas 

mail 

line 
. \ 

railroad 

eraser 

garbage 



goods train 

graduate 

guard 
holiday 

hoarding 

interval 

lift 

lony 

lwgage 

motorway 

freight train 

alumnus 

conductor 

vacation 

billboard 

intermission 

elevator 

truck 

baggage 

expressway 

solicitor 

sweets 

tap 
tin 

torch 

underground 

undertaker 

van 

maize 

lawyer 

candy 

faucet 

can 

flash light 

subway 

mortician 

baggage car 

corn 

The two varieties of English differ with regard to certain points of gramrnar. Some 
of the prominent points of difference are listed below. 

The verb have can be used as a main verb with a sense of possession in both 
varieties of English, as in the sentence "I have some money". But in interrogative 
and negative sentences (and also in question tags), American English prefers to use 

a the dummy verb do with the main verb have. This' point will be clear to you if you 
J 

closely look at the following examples: 

BrE 

Have you (got) some money . . , 
No, I haven't (got) any money. 

You have two cars, haven't you? 

AmE 

Do you have some money . . .? 

No, I don't have any money. 

You have two cars, don't you? 

In British English the indefinite pronoun one is repeated in co-reference, whereas 
in American English the co-referential pronoun for one is he/she, or more recently, 
they. 

BrE 

If one wants to succeed, one 
must work hard. 
One should be careful in choosing 
one's career. 
One should not blake oneself 
herself 

If one vlrants to succeed, (s)he 
must work hard. 
One should be careful in choosing 
hidher career. 
One should not blame himselfl 
for one's failures in life. 
for hid her failures in life. 

34.2.3.3 Tlra ~~ Q( 
< 

One is used as a determiner for emphasis instead of a or an in American English. 
for example in the sentences 

That was one hell of a game! 
She's one snappy dresser. 

Using the Right Words: 
American or British? 



The World Wide Web and The use of one in this sense is, however, not permitted in British English. 
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343.2.4  ad^^ 

British English and American English differ in the use of adverbials like just, 
already, yet, etc. In British English they are uaed with a verb in the present and 
past perfect form, not with a verb.in the simple past tense. In American English, 
however, they are used with a verb in the simple past &e, in addition to a verb 
in the present and past perfect form. 

The train has already left the platform. 

She has just finished cooking. 

The train already left the platform. 

She just finished cooking. 

The verbs want, like and prefer can take a sentence as their object. In such cases 
the sentential object can be introduced by the pkposition for in American English, 
but not in British English. 

We would prefer b s  wife to go home. 
[object of prefer] 

We would prefer for E s  wife to 
go home. [object of prefer] 

We did not like her to be alone at w. We did not like for b r  to be alone 
at nicrht. [object of like] [object of like] 

The two varieties of English differ with regard to some of the uses of the definite 
article in fmed or idiomatic expressions, as shown in the following examples: 

You must be cautious in future. You must be cautious in the future. 

I am meeting him the day after tomorrow. I am meeting him day after 
tomorrow. 

With regard to the use of prepositions, ~e two varieties differ quite a bit. This point. 
will be clear fmm the following examples: 

BrE 

The office will be closed from The office will be closed from Monday 

Monday to Friday. through Friday. 

The guests will arrive at the 
.-> 

following weekend. 

My house is in Nehru Street. 

The guests will arrive on the following 

weekend. 

My house is on Nehru Street. 

He drove towardr the marketplace. He drove toward the marke - (  a8.s. 

It is five past four. ' It is five afier four. 



Tde school is behind my house. The school is at the back of my house. 

The earth moves round the sun. The earth moves around the sun. 

On Mondays the shops remain Mondays the shops remain closed. 

closed. 

On Sundays I like to cook. Sundays I like to cook. 

Using the Right Words: 
American or Brilhh? . 

The sequence of the verb want and the infinitive marker to in a sentence is 
contracted to wanna in the informal speech in American English, whereas ia British 
English h s  is not allowed, neither in formal nor in informal speech. 

I want to go .home. I wanna go home. 

Did you want to wad this story? , Did you wanna read this story? 

British English refers to riveis such as the Tharnes as River Thames, but in 
American English-they can be referred to is Thames River. Similarly, for referring 
to time, British English uses expressions like half an hour, jive past three and so 
on. But in American English the same time is referred to with expressions like a 
half hour, jive after three. 

There are many words in British Enghsh which are pronounced with the back long 
vowel /a:/, as in the words last, fast, and -&st. such words in American English 
are pronounced with 'the front short vowel /z / as in the words fat, mat, and .sat. 
A small list of such words is given below, with the alphabet highlighted (in bold, 

'blue) which differs in pronunciation in the two varieties: 

advance 

after 

ask 

aunt 

banana 

3133.2 TLc m Y 

basket 

bath 

class 

: commhd 

dance 

disaster 

giass 
8 .  

half 

pass 

path 

plant 

rather 

sample 

task 

vast 

The letter 'r' is not pronounced in British English if it occurs finally in a word or 
occurs before a consonant. This letter is, however, pronounced in all positions in a 
word in American English. For example, compare the phonetic transcriptions of the 
word 'car' in these two varieties of English 

car 

BrE 



The World Wide Web and Other such words are fair, fanner and starter. 
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m.3 -abor-U? 

Words which end with -ile are pronounced with laill in British English, but they 
are pronounced with /ill in American English. For example: 

fertile futile missile. 

Words like cot, hot, and pot are pronounced with a back rou 
English, whereas the same words in American English are pr 
unfounded vowel la: I: 

cot hot pot lot 

,we1 in British 
cd with a back 

There has been an attempt in American English to simplify the spelling system of 
British English. The attempt is meant to bring the spelling system of American 
English closer to the way the words are pronounced. For example, words like 
colour, honour, favour, and labour, which are spelt with u in them in British 
English, are spelt without u in American English. Similarly, words like metre, fibre, 
centre, which end with the letters '-re in British English, are spelt with -er at the 
end, as meter, fiber and center in American English. The following list gives some 
more examples of the difference in the spelling systems of the two Englishes. 

BrE AmE 

anal yse analyze 

aeroplane airplane 

cheque check 

cigarette cigarette 

defence defense 

foetus fetus 

P-e gram 

grey Pay 

- licence license 

BrE 

moustache 

offence 

practise (v) 

pretence 

sceptical 

traveller 

woollen 

AmE 

mustache 

offense 

practice (v) 

pretense 

skeptical 

traveler 

woolen 

willful 



Using the Right Words: 
American or British? 

When people write in a huny - and most newspaper articles are written in a huny 
to meet a deadline, as is a lot of writing for the web - they tend to use readily 
available language, a sort of prefabricated language that comes readily to mind, 
without n-uch effort. Such language is called cliched language. 

What is a clichk? A cliche is a word or an expression that was originally an 
interesting. way of saying something. But it has been used so often by everyone that 
it now looks worn out and tired! It no longer catches our attention, or conveys a 
fresh meaning to us. 

Here are some examples of clichCs. Some clichks are just fixed expressions whose 
meaning in quite obvious: for example, 

Her roorr is neat and tidy. 

The two words, neat and tidy, go together almost automatically, although they 
mean alnwst the same, and one of them is enough to convey our thought. They 
~lsually occur in that order, too; you don't usually see the expression "tidy and neat". 
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Other cliches are more idiomatic, and you may not at first know what they mean. 
You can find their meanings in the dictionary, listed under one of the "content" 
words in them. Below we've given you the meaning of one such expression. 

' By and large, I think they're right. (By and large = in general, on the whole) 

[Consult the entry for large in a learner's dictionary. You may find there other fixed 
expressions and clichds si~ch as as large as life, larger than life, in large part, 
and a t  large.] 

u 

Find out the meanings of the other expressions in the box, and write them down 
in the space given. 

J c i c a ~ w r P m g m S 3  
i 

4. End out what t)K italicisad words trd expressions mean, using a dictionary. 
UDda what word did you find eoch cqmsion listed? 

i Ihc news was a bolt firmr the Mur. 

n nK time is ripe for action. 

ili That g a s  without saying. 
* 

We have said that newspeper ~ c l e s  an usually a good source of clichk. They 
arc written in a hurry, and they are nad in a hurry too! A popular cartoon shows 
a newspaper editor scolding a youq nporter for using clichks. The joke is that the 
editw himself uses a string of cli&&s in order to reprimand the reporter. Can you 
spot the cliches in his words below? 

We hnr said Uidt did& oRcn start wt as uprsssions-dut orighd .lo 
creative. Bemuse them cxprwsim~ are so well-lku& they gbt b w r o d  by ~ Y ~ ~ Y O M ,  
md ovenrsed, 

A vary inmesting 'example of such ' b m w "  has b n  pointed wt by lknaard 
Levin, an English jmmabt and thpatw critic. Levin shows us that m y  of us m y  
be quoting S- without a m  being a m  of it! Such is the hpwt of 
S h r k t s p # r t z ~ ~ ~ ~ l i & l u y y r ~ t w * t l o d t m u s l i k e t r o ~ ~  
in everyday speech are wwds h t  were W d l y  writtm by him - cdwrful 
gxph8sims Inmtud by him, 

h t b c p u o t l & n f r m n l c v i n l l u t ~ ~ w o h ~ d d a l ~ s m s o m c d ~  
~ g ~ , t o h t l p y o u W ~ t b m . l l y m d k l e n t i p L t h e o t h # s m  



your own. Notice also how Levin uses repetition as a rhetorical device to make his 
point that the English language is full of quotations from Shakespeare! 

If you cannot understand my argument, and declare 'It's Greek to me', you are 
quoting Shakespeare; 

if you claim to be more sinned against than sinning, you are quoting Shakespeare; 

if you recall your salad days, you are quoting Shakespeare; 

if you act Inore in sorrow than in anger, if your wish is father to the thought, 

if  our lost: property has vanished into thin air, you are quoting Shakespeare; 

if you have ever refused to budge an inch or suffered from green-eyed jealousy, 
if you have played fast-and loose, if you have been tongue-tied, a tower of 
strength, hoodwinked or in a pickle, 

if you have knitted your brows, made a virtue of necessity, insisted on fair play, slept 
not one wink, stood on ceremony, danced attendance (on your lord and master), 
laughed yourself into stitches, had short shrift, cold comfort or too much of a good 
thing, if you have seen better days or lived in a fool's paradise - 

why, be that as it may, the more fool you, for it is a foregone conclusion that you 
are (as good luck would have it) .quoting Shakespeare; 

if you think it is early days and clear out bag and baggage, 

1 

I if you think it is high time and that that is the long and short of it, 

if you believe that the game is up and that truth will out even if it involves your own 
flesh and blood, 

if you lie low till the crack of dawn because you suspect foul play, if you have y6ur 
teeth set 011 edge (at one fell swoop) without rhyme or reason, then - to give the 
devil his due - if the truth were known (for surely you have a tongue in your head) 
you are quoting Shakespeare; i 

I even if you bid me good riddance and send me packing, if you wish that I was dead 
as a door-nail, if you think I am an eyesore, a laughmg stock, the devil incarnate, 

I a stony-hearted villain, bloody-minded or a blinking idiot, then - by Jove! 0 Lord! 

i for goodness' sake! what the dickens! but me no buts - it is all one to me, 

for you are quoting Shakespeare. 
. . 

t 

Where in Shakespeare - in what play or sonnet - did these expressions first occur? 
i 

I can identify some - for example, "my salad days, when I was green judgment7' 
is from Antony and Cleopatra. But I'm afraid I can't tell you the all sources for 
these expressions from Shakespeare; it takes a better Shakespeare scholar than I 
to do that! 

Using the Right Words: 
American or British? 
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One feature of the web is that yery often you are reading things that are written 
now, today, this hour, this minute - not a language written a hundred y e m  ago, or 
even a year ago. This means that you ~ l l  keep corning across wards that you may 
not know, words ,that you have not heard or read before. 

You may have heard of synonyms (words which have the same or very similar 
meanings) and antonynqr (wards opposite in meaning to each other). But have you 
heard of ''~f!tronyms''? 

William S d r e  is a columnist far the New Y d  Times who writes about language 
and style. In an article an 'ketmnyms'" he discusses an interesting way in which 
we create new words far old objects, because we have invented newer things or 
Qbj%tS. 

Ro you know the ward "snail mail"? If you regularly use e-mail, you probably refer 
ta ordinary mail sent through the post as "snail~mail". (It's much slower than e- 
mail!) As e-mail bemmes mare and mge camman, it has came ta Be called simply 
'hail" (them is even a movie, ''Yoube gat mail"), and the word "mail", which 
originally meant letters sent thrwgh the past-office, has been replaced by a new 
ward "snail mail"! 

The ward "snail mail'̂  is a 'hh'anyma'. A retronym, says Sdire, is "g newly 
necessary modification af an dd nod". (The ald'noun is "mail"; it has now h m e  
necessary to mcdiQ it with the w a d  "mail".) 

A dictionary definition of 'hmym" i s  "a ward ar phrase created because an 
, existing term that was mce usad d m  needs ta be distinguished from a term 
referring ta a new &daptnenta'. 



Take the wlist-watch, for example. It used to have two hands and a face with 
numbers. Then along came the digital watch, which flashed its numbers. So the 
older type of watch became an "analogue watch". (The difference between 
"analogue" and "digital" is explained in our unit 31 in this Block. The analogue is 
a continuous signal, like the watch hand which rotates contiquously. The digital is 
an on-off signal that shifts from one state to another state:. so it is either 5:44 or 
5:45 on your digital watch, and never some time in between these two times.) 

The word "~.etronym" itself seems to have been used by Safire in 1980. He says 
it was coined by a president of National Public Radio in the U.S.A., who noticed 
the term "hard-cover book". All books were "hard-cover" books until soft cover 
books were invented, which were originally called "paperbacks". But as pap&backs 
proliferated, they becaiie plain books, and the origihal books became "hard-cover 
books"! 

What about the telephone? Whenever I watch a movie, I can guess at its date of 
production hy looking at the kind of telephones on its sets! Do you remember the 
kind of telephone that had a dial? It has now been reblaced by the telephone with 
buttons (wit11 numbers on them) that you push. This new telephone was first called 
the "push-button phone", and then the "touch-tone phone"; while the old telephone 
became the "rotary phone". But then along came the ubiquitous cell phone ("Didn't 
they have cell phones in those days"? asked' a teenager who was watching an old 
movie), and so the rotary phone and the touch-tone phone both became "landlines"! 

What kind of milk do you drink? Toned, skimmed? . . . in the U.S.A. they have "2 
per cent milk", fcnon-fat milk", "lactose-free milk" and "calcium-enriched milk" . . . 
so we have the retronym "whole milk" for ordinary milk! The U.S.A. also has 
"b6ttled water", as we also now have (we call it "mineral water"). So ordinary 
water in the U.S.A. is now called 'tap water." Luckily, we don't as yet have ,this 
term for water in our country! 

- - . 
d ~ e c ~ k ~ i n ~ ~ n o ~ r o s ; ~  

7. Fill in?kbbks. 
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- - - -  

34.5 LET US SUM UP 

> Wben you write for the Internet, you write for the Whoie world. 

Using the Right Words: 
American or British? 

The variety of readers you may have makes it important that you use English with 
as much care, knowledge and attention as possible, in order to avoid 
miscommupication and misunderstanding. 
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* American English and British English are now recognized as two different varieties 
of English. There may differ in vocabulary, pronunciation and spelling, and even 
grammar. But it is useful to discuss these differences primarily as differences in 
the use of words. 

When people write in a hurry - and most newspaper articles are written in a hurry 
to meet a deadline, as is a lot of writing for the web - they tend to use readily 
available language, a sort of prefabricated language that comes readily to mind, 
without much effort. Such language is called clichM language. 

* A clich6 is a word or an expression that was originally 9 interesting way of 
saying something.,Bur it has been used so often by everyone that it no longer 
catches our attention, or conveys a fresh meaning to us. 

Bernard Levin, an English journalist and theater critic, shows us that many of us 
may be quoting Shakespeare, without being aware of it. Such is the impact of 
Shakespeare on the English language that what look to us like common expressions 
in everyday speech are words that were originally written by him. 

One feature of the web is that very often you are reading things that are written 
now, today, thk hour, this minute - not a language written a hundred years ago, or 
even a year ago. This means that you will keep coming across words that you 
may not know, words that you have not heard or read before. 

You may have heard of synonyms (words which have the same or very similar 
meanings) and antonyms (words opposite in meaning to each other). But you may 
not have heard of "retmnyms". A retronym is "a newly necessary modification of 
an old noun". It is "a word or phrase created because an existing term that was 
once used alone needs to be distinguished from a term referring to a new 
development". 

1. Plea,se consult your dictionary. 
? 

2. Please consult your dictionary. 

3. Please consult your dictionary. 

4. i. a bolt from the blue: an urrexpected and unpleasant event, an unweicome 
? 

surprise (found under the noun 1ZgbO. 

ii. The time is ripe Cfor something/ for someone to do something): I t  is the 
right moment 6 r  (doing) something (found under the noun &, but with a 
cross-reference under the adjective @). 

iii. goes without saying: is very obvious, or easy to qredict (found under the 
verb say). i 

5.. Amis piece is clclichb - cliches are a a dozen! If I've told vou 
as-0u.a thousand --he! Now get out there and 
midnfnhtil- its's !39 



[Please consult a dictionary to find out the meanings of these expressions] 

6. Please give your own lists in answer to this question. 

7. Synonyms are words which have the same or very similar meanings. 

Antonyms are words opposite in meaning to each other. 

Retronyms are new words that are created for old objects, because we 

have invented newer things or objects. 

Using the Right Words: 
American or British? 
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- 35.0 Objectives 

35.1 Introduction 

35.2 Writing Content for the Web 

35.3 Some Features of Content Writing 

35.3.1 A Conversational Style 
' 35.3.2 Avoiding a 'Flowery' Style and the Excessive Use of 'Fancy' Words 
> .  

35.3.3 A Crisp and Precise Style 

35.3.3.2 Making Verbs and Sentences Simple 

35.4 Making harning Fun 

32.5 Let US Sum u p  

34.6 e w e r s  to Check Your Progress 

. . 
to show how skills in every area of language - listening, speaking, reading and 
writing - are required for content writers, 

to show how playing with the language allows the developinent of flexibility and 
awareness of language use, and 

to discuss some features of good writing for the web. 

Content writers for the web may generate their own material, or they may put 
together material from various sources. Ia either case, a good command over 
English is essential. Another skill that web writers need to have is that of reading 
fast and quickly assimilating what they read, so that they can provide the updates 
and the content at the required rate. 

It is also noteworthy that you need not just good writing skills, but also good listening 
skills (for example, if your job involves transcription, or the writing down of speech). 
Translation skills are always an asset. Oid fashioned skills like the ability to take 
dictation, and the ability to write a @is of a passage, turn out to be quite useful 
to train yourself for web writing. In addition, proof reading and editing skills come 
in handy. n 

In other words, you need an overall facility with the language if you aspire to be 
a content writer for the web. 



353 YVWIlNG CONTENT FOR THE WEB 

Web content writihg can be classified into 

News 

Lifestyle features 

Technical writing 

' Medical and legal matters, and transcription 

We have already discussed writing for newspapers for reporting news, or for 
feature writing. Technical writers write user manuals for computer applications. 
They may also write training material, and business reports or articles. They work 
with engineers to do reports and proposals, write instructions for equipment operation 
or manufacture, and do translation where necessary. 

Medical transcription is outsourced because doctors in the USA do not have time 
to document their case reports. They may simply dictate the report into a machine 
or into a computer that stores the voice in a digital foim. When the medical 
transcriptionist receives the file, (s)he plays it back and types the matter into the 
computer. These data are read, proofread and edited before they are sent back. 

Legal transcription involves the ability to access relevant material from readily 
available sources such as legal databases. Lawyers have to have a full range of 
background information abput cases similar to the one they are currently handling, 
in order to prepare their case well. The juniors who assist the senior counsel must 
have the ability to 

,+ 

access a database by keywords or phrases, 

build up a new database indexed by such keywords or phrases,and 

keep track of new documents so that they can be integrated into the database. 

.35J som m- OF c o r n  TvRmNG 

Some of the desirable features of content writing mentioned most often are: 

A conversational style 

Avoiding a 'flowery' style and the excessive use of 'fancy' words 

A crisp arid precise style 

The need for precision and succinctness is emphasized because of a finding that 
reading from a computer screen may be 25% slower than reading words on paper. 
That is, it is more of a strain to the eyes to read from a computer monitor. This 
encourages readers to skim through the sctreen rather than read evew word on it 
with their full attention. Add to this the presence of buttons for other sites, and 
animated advertisements, and you realize haw difficult it becomes to hold the 
reader's attention on the web (as we have already pointed out in earlier units). 

353.1 A Conversational Style 

We have mentioned in an earlier unit ('Listening to spoken,English'), that conversaticmal 
Enghsh often uses two small words - a verb and a preposition or adverb, referred 
to as a 'phrasal verb' - where a more formal style uses a larger, more learned 

Language Skills, for 
web Content Writing 
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word. When we speak we say 'find ~ u t '  instead of 'discover', 'live in' instead of 
'reside', and so on. Learners of English often know the longer, more formal words, 
but do not know the equivalent phrasal verbs. 

One way of developing a facility with an informal variety of the language is to play 
with. the language, the way children do. In this unit we shall presznt you with a 
variety of language games which will serve to exercise your language ability. 



Language Skills For 
Web Content Writing 

Do you know these phrasal verbs? Look thep up in a dictionary to check their 
meaning. 

break down turn down put up 

break off . .. put on tum on 

bring up put off 

turn' over take after 

take in look after come over drop in . run into 

dght argue tbat style & a pmgnd dr cdtnral t r a i ~  ~t''rnay tn\c tiat 
.&Bag% &tyl@ if3 !it and dtwd, just 8 ~ i  :preferearn' in orfaxxi m. 
my Be right qrkwiu3n$. . * &nt a paficu~& style of laagurrgrk, faod or 

@ l a g *  , 

* .  
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Yet it is true that in Western cultures, a less flowery style of language is preferred 
than is commonly seen in our country. Compare die following phrases: 

We are pleased to invite you to .. . 
We solicit your gracious presence at . . . 

. , 1 
Which of these seems more polite to you? Which would you be likely to see in an 
invitation in our country? \ 

Our experience is that people in India prefer the second expression, which most 
current users of English tind too flawery, and so a little amusing, if not slightly 
insincere. Why or in what sense is your presence gracious? The speaker seems to 
be exaggerating your importance. It is true that for very important people, a slightly 
"elevated" sort of language seems appropriate. Royalty, for example, can be referred 
to as gracious. Similarly, the fact that a royal personage, or someone of comparable 
importance like a senior minister, found time to come to a function you organized 
is indeed "a privilege and an honour" that they confer . you. But ordinary people 
living ordinary lives do not need to be unduly praised, nor do they need to unduly 
praise others, or themselves. 

Some flowery expressions'are just relics of an earlier era. An adult student once 
asked the teacher: "Shall we pen down our thoughts?' He meant, simply, "Do you 
want us to write down what we think about this"? !!hnilarly, we do not now refer 
to our home as "our humble abode". If someone does not merely "say" something, 
but "opines that . . .," the reporter's language strikes us as belonging to the Victorian 
era. i 

Perhaps you are afraid that a style which is not flowery will sound rude or abrupt. 
I 

It need not, if you are sincere in what you say. A simple "Do come!" or "Please 
come", or "We would be very happy if you could join us", can sound every.bit as 1 
gracious as the more flowery expression quoted above. Similarly, an expression of 1 I 
thanks that puts some thought and content into what precisely why to wish to thank 
someone, will sound more convincing than mere fulsome praise. Flowery language 
and fancy words are often used to disguise a lack of meaningful thought content. 
This is very apparent in the way we describe or praise a person. It takes some 
effort to think why precisely a person deserves praise. In what way is their work 
or their actions deserving of mention? It is much easier to put together a lot of - 
empty words, and describe the work as "fabulous" or "~onderful"~ and the person 
as "scintillating" or "magnetic". But in the end, the words remain empty, if there 
is no convincing reason why they were used. As they say in my language as well 
as in English, empty vessels make the most noise. I 
Many flowery expressions are cliches: functions are "glittering functions", 
performances are "fabulous", apartment blocks are called "towers" or "residencies". 
Some flowery expressions are malapropisms, or the wrong use of words. We often 
read in the newspapers that someone "quipped" instead of "said" something - but 
if they have not made some clever remark, this is not the right word to use. The 
word "malapropism" comes fmm a character irr an 18Ih century play called The 
Rivals, by an English dramatist called Sheridan. Mrs. Malaprop likes to sound 
important, but she is not well-educated, so she uses big words which don't mean 
what she thinks they mean. The result is comic. One such example is her saying 
"a nice derangement of epitaphs" when she means "a nice arrangement of epithets". 
Can you see the humour in this example? An epithet is a descriptive word, like an 
'adjective; an epitaph is what iou say or write about a person who has died - it 1 
often refers to a short inscription on a gravestone. And derangement is madness, 
quite different from an arrangement. So Mrs. Malaprop's words are often 
inappropriate, which explains why she has this name. (She refers to a person as 

64 'the very pineapple of politeness', when she means 'the very pinnacle of politeness.) 



How do you avoid malapropisms? By making it a habit to consult a dictionary (in 
general, this is a habit of being careful with your language), and by reading only the 
best writers (rather than people who write no better than you do yourself). 

35.3.3 A Crisp and PradPe Style 

Simple reading, or simple viewing, is hard writing. The greatest compliment a writer 
or scriptwriter can get is for us to think that the message was so obvious that it 
was very easy to say or write! 

Simplifying starts with choosing the right words - the shortest and the commonest 
words that suit the purpose. The web is not for the specialist, but for everyone. One 
of the challenges is to put technical or scientific content into words that every 
literate person can understand if (s)he is interested enough to read about that topic. 
Look at this phrase, which might occur in a book about rockets: 

'the trajectory of the missile through the atmosphere' 

In writing for the general reader, and especially if it is a voice over for a visual, 

I you might want to substitute each of the words trajectory (=path), missile, and 
atmosphere. qnd write 

the curve of the rocket through the air. 

If you are writing about a concept the audience is not familiar with, use the simplest 
words and diagrams possible until the concept is clear. You can later lead the 
audience hick into the context of the subject. Big words can make the reader or 
listener feel intimidated, that is, frightened! 

In his book Living Communication, Abne M. Eisenberg describes an experiment he 
conducted in one of his classes, "to test the fear-producing potential of words7'.He 
says: 

"It was a week into the semester and the subject was anatomy and physiology of 
the nervous system. Not only was it a compulsory course (which never fails to 
precipitate anxiety), it also involved an extensive use of anatomical terminology. To 
say the very least, the students were pemed." 

Eisenberg thought that "a student could understand a lecture better if it were free 
from highly technical language." In order to test this premise, he arranged with the 
subject instructor for two separate lectures were given on the same topic. 

"In lecture 1, while pointing to various anatomical drawings of the central nervous 
system on the blackboard, the instructor substituted the word "thing" for each 
technical word. For instance, while he pointed to the encephalon (the brain), he 
referred to it simply as "this thing". 

After completing lecbre 1, he delivered lecture 2 in which the correct terminology 
was used". J 

Lnnguage Skills for 
Web Content Writing 

The passage below gives us some idea of how each lecture sounded; To read it 
meaningfully, remember that the word in brackets occurs in lecture two. In lecture 
one, it has been substituted by the word "thing". 
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What was the students' reaction to the two lectures? Eisenber, us: "... they 
seemed to feel that leaving out the highly technical anatomical ! yage  in the first 
lecture enabled them to grasp the relationships more easily. Then -n the technical 
language was inserted, it was noticeably less disturbing." 

Good sentence construction is all about keeping the relationships clear: about who 
did something, what they did, and to whom they 'did it. We saw above that if we 
can find out what "things" there are in a sentence, it helps us to understand it. We 
could try a similar exercise where we leave out all the doing words (the verbs) and 1 

simply say " D O  or "DID. This may not always be a straightforward matter, 
because as sentences get more complex or compact, the actions appear in the form 
of nouns and adjectives. 

Take for example the sentence: 

The doctor lamented the government's decision to dismiss the striking workers and 
close down the hospital. 

How many actions are the& in this sentence? 
. . . 

First, there's an action of 'blarnenting", or expressing sadness about something, or 
complaining about it. This "action" - an "act of speech" - is performed by a doctor. 

%at is the doctor complaining about?   he's complaining about some actions that 
others have done. What are these actions, and who has done them? 



The government has done the following things. It has taken a decision, or rather, 
two decisions. The decisions are: to dismiss the striking workers, and to close down 

I 
the hospital. 

Whit have the workers done? They have gone on a strike. 

, So a lot of information is packed into a sentence that is not very long, and this 
information has to be unpacked for the sentence to be understood. If we had 
written the following sentences instead, the writing would have appeared childish, ' or would have appeared td be appropriate in an informal conversation: 

The, workers went on strike, so the decided to dismiss them and close 
down the hospital, but the doctor is unhappy about this ... 

These sentences are actually good for a first draft of our writing. We can then 

/ make sure that all our thoughts are logically expressed. We then have to find ways 
of putting these thoughts together into a more compact style. This is why we began 
by saying that simple reading is hard writing. If we write each thought down as it 
occurs to us, our writing sounds childish and silly. In the attempt to pack our 
sentences with meaning, though, we must be careful to avoid ambiguity (as in the 
joke below). lack of clarity, or incoherence. 

- .  

The exercises below, and others like them, will discipline our writing by forcing us 
to say .what we mean in a simple and direct way. 

Language Skills for 
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35.4 MAKING LEARNING FUN 

You may have heard this saprres~ioa Before - the en?phds today is to eqjoy your 
Isamlag, As we have said, la god way to develop ftreility with the language is to 
play with it. The internet is r good r e s o w  for jokes, puns, and other very 
contempomy ftmm sf lmgugc play. Below, for oxample, is la callecdon of silly 
warnings wrhaps put an products in order to protect the rnanufachuars fkom 
lamuits), horn a dte called "~BWlunings.cem". ' 

C h  o &iu+zpd ~~ mMune: ~ e a i n p  of 6 s  garment does not embh jou 
te'fly. 

OH a twp cafr Me-$ a#ke: Warning: WnmD may be hot, 
th a bttle t$ & e d  m~: Suitable f81: ~ ~ m s  

C)ro a p&et $)e ~~ Aintiws B w :  hsmtam: open p h t ,  eat nuts. 
Hetny btter &y QM: This bmm does not actually fly. 

There am also dm fsr Ul$hthemd quizzes, md advice' on how to deel with 
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The choice of suitable words with their Literal meanings plays an important role in 
communication. But for effective cornrnunicatlon and for making an impact on the 
listeners there are some non-literal features of.language which are equakly important. 
The objective of the present unit is to acquaint you with some such non-literal 
features of language. After having read this unit, you should be able to use those 
features in your communication to make it more effective and impressive. 

Language can he used literally and non-literally. When we say that there is a lion 
in the cage, we are using the ward lion in its literal sense, i.e. in the sense of an , 

animal. But when we say that Someone is the lion of Punjab what we are in fact 
trying to convey is that he is as brave as a 1ion:Here the word lion has been used 
in a nan-literal sense. 
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The non-literal use of language is also called the figurative use of language. The 
figurative use of language is a major device of rhetoric. Rhetoric is the skill of using 
language in speech or writing in a special way that influences or entertains people. 
It lends eloquence to speech. Rhetoric is a pervasive feature of oratory; all famous 
orators make plentiful use of rhetorical devices. Some of these devices are explained 
below. 

SOME RHETOWC411, DEVICES 

Anticlimax is the opposite of climax. The purpose of anticlimax is to achieve a kind 
of comic effect by suddenly presenting an absurd or trivial idea after an elevated 
idea has been presented. h o k  at the following example of anticlimax: 

Here thou, great Anna! whom three Realms obey, 
~ o s t  sometimes counsel take - and sometimes Tea. 

The prefix anti- means 'opposed to' or 'against'. When two set! of words or 
meanings are put in opposition or contrast, we have a 'thesis' and an 'antithesis'. 
The following examples will make this dear: 

To err is human, to forgive divine. 
Speech is silver, but silence is gold. 
The virtuous shall prosper, and the vil shall perish. t Give every man thy ear, but few thy voice. 
Crafty men condemn studies; simple-men admire them; and wise 
men use them. 

&tithesis is used fox emphasis. It is marked by parallelism in grammatical structure. 

A statement which is polishgd, condensed, and pointed is usually referred to as an 
epigram. This word is also used for phrases that express an idea in a clever or 
amusing way. The following examples will clarify the point. 

History repeats itself. Historians repeat each other. 
The only sure way to double your money is to fold it. 

Epigrammatic statements are an essential feature of the language of advertisements. 
They give punch to the slogans for promoting a product. The following slogan is 
from a bank's advertisement-encouraging people to invest their money in term 
deposits. , 

Your money grows while you sleep. 

This is a Greek fiord and its Literal meaning is. ''to speak well". In day-to-day life 
we have to re fe to  several things and 'deas which might be terrifying, or offensive d or disagreeable according to our soci norms. So, to refer to them we use a term 
which is vague or less direct. The most common examples are the phrases that we 
use for death. Instead of saying "the man died yesterday" we say "the man passed 
awa" vesterdav". An insurance agent will always say "if something happens to 



you". In fact, what he means to say is that "if you die". Some more examples are 
given below: 

Mistress for "concubine" 

Special education for "education of children with learning problems" 

Physically challenged for deaf, dumb, blind or otherwise physically handicapped 
persons 

Hyperbole, is a Greek word which means 'overstatement'. It refers to o& tendency 
to exaggerate. For example, everyday we get caught in traffic jams. Referring to 
a particular traffic jam, a person may thus express his annoyance: 

Today I had to waste the whole day in a j6n at MG Road. 

He rnight'have been caught in the jam for half-an-hour, but his annoyance at it was 
so great that he exaggerates this. We exaggerate to convey the seriousness of a 
fact or for comic effecit tod. Referhg to the speed at which one runs, a person 
may say: 

He runs so fast that you can not race with him even if you ride on a 
, rocket. 

This exagerated statement achieves two purposes - one, the fact that he runs 
very fast is conveyed to the listener, and two, it is conveyed emphutically and 
comically. 

In literature this figure of speech is used quite frequently. Look at the following 
passage from Shakespeare's play Hamlet, in which Hamlet compares his love f& 
Ophelia with that of her brother for her. Mark the hyperbole. 

1 

I loved Ophelia: forty thowand brothers 
Could not, with their quantity of love, 
Make up my sum.ml 

Lady Macbeth, suffering from the guilt of having goaded Macbeth to murder the 
King, expresses the agony of her soul in hyperbole: 

No; this my hand will rather 
The multitudinous seas incarnadine 
Making the green one red. 

(incarnadine means to colour) 

In irony, a statement means just the opposite of its literal meaning. A very beautiful 
example of irony comes from ~hakes~eare's Julius Caesar. In this play Antonio 
calls Bruhls an honourable man. The word 'honourable' here is 'intended to mean 
just its opposite. 

Here under leave of Brutus and the rest 
(For Brutus is an honourable man: 
So are they all, all honourable men) 
Come I to speak in Caesar's funeral. 

The Non- literal Us? 
of Langusige 
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He was my friend, faithful and just to me; 
But Brutus says he was ambitious, . 
And Brutus is an honourable man. 

In Litotes an affiiative statement is made by negating its opposite. The effect of 
litotes is that it suggests a strong expression by means of a weaker one. 

He is a citizen of no mean city. 

What the speaker wants to convey is that 'he is a citizen of a great city'. Some 
more examples are given below: 

- 
The man is no fool (i.e. very clever). 
He was not a little (i.e. greatly) surprised. 

In the following extract from one of the plays of Shakespeare, a character very 
beautifully describes his wound in terms of Litotes: 

No, 't is not so deep as a well, nor so wide as a church door but 't is 
enough, 't will serve. 

In metonymy, an object or idea is referred to by the name of something with which 
it is generally associated. The following examples will clarify the point. 

The Bench (i.e. the judges) delivered its judgment on the crime. 
The Crown (i.e. the King) of England has been on a royal visit to 
America. 
The whole city (i.e. almost all the people of the city) watched the 
exciting cricket match. 
I have been reading Shakespeare (i.e. the works of Shakespeare) these 
days. 

Oxymoron refers ;lo a phrase that k b i n e s  two contradictory qualities or ideas; 
since the qualities or ideas seem to be opposite of each other, the idea appears to 
be impossible. Look at the following phrases that can be termed oxymoron: 

A deafening silence 
Cruel kindness 
Love is the wisdom of the fool and folly of the wise. 

A paradox refers to a person, thing or situation that has two opposite features and 
therefore seems strange. It also refers to a statement that contains two opposite 
ideas which make it seem impossible or unlikely, although it may be true. Some 
examples of paradox are given tielow: 

He is a loner who loves the company of strangers. 
He is a comedian whose personal life~is very unhappy. 
This poor country is rich in natural resources. 
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Some words have two or more than two meanings. When used in a proper context, 
such words may give rise to two or more interpretations of the statement, though 
the speaker has only one meaning in mind. Such use of words is done deliberately 
by the speaker. 

The word grave mean; 'a place in the ground where a dead person is buried'. 
Another meaning of grave is 'very serious'. In the following example, the use of 
the word grave gives rise to a humorous situation as it can be interpreted in both 
its meanings of serious or dead. 

Ask for me tomorrow and you shall find me a grave man. 

Some more examples of this kind are given below. The speaker, in all these examples, 
plays on the two meanings of the italicized words. 

You say that you are studying trees. What branch of this subject do 
you find mostinteresting? 
Life depends on the liver. 

Another kind of pun is when the speaker plays on the meanings of two words with 
almost the same pronunciation, as in the following examples: 

Why are beautiful girls like hinges? 
Because they are a thing to adore. 

The word adore means to love someone very much; but it sounds like a door. 
The humour he& lies in the fact that the listener may take adore as a door which 
will match the word hinges in the first line of the statement. 

1 

You will find lot oihpuns in newspaper headlines. 

A rhetoricaJ. question is a question in form. But it functions not like a question but 
forceful statement. The emphasis carried by a rhetorical question is even greater 
than a direct statement. For example, if reach home late your mother may make 
the following statement: 

This is not the time to come home. 

But she may also choose to tell you the same thing more emphatically. So, she may 
use the following rhetorical question: 

1s this the time to come home? 

She does not require an answer to this question. In fact, she is warning you that 
you should be more careful in the observance of the time of coming home. A 
rhetorical question is asked but no answered is expected. 

A rhetorical question may be positive or negative. If it is positive, it functions as a . 
strong negative statement; and if it is negative, it functions as a strong positive 
statement. 

Positive: 

Is that any way to talk? (That is certainly not the Way to talk.) . 

Can anyone criticize this act of charity? (No one can on any account criticize 
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Negative: 

Is no one going to help me out of this problem? (Certainly there is someone 
who will help me out of this problem.) 

A rhetorical question is generally used in a persuasive discourse. The speaker 
normally uses the rising intonation of a yes-no question. 

You will enjoy reading the following passage l'CcJ111 Shakespeare's The Merchant of 
Venice. You may notice that the passage conta~ilS a set of rhetorical questions. The 
effect of these questions on the reader is certainly much more than that of 
statements: 

If you prick us, do we not bleed? If you tickle us, do we not laugh? If 
you poison us, do we not die? And if you wrong us, shall we not avenge? 

When two dissimilar objects are compared, it is called a simile. The comparison is 
made between the two with respect to the common features that they bhare. The 
words like, as or so are used in a simile. For example: 

He is as brave as a lion. 
Her skin shines like the moon. 
How far that little candle throws his beams! 
So shines a good deed in a naughty world. (Shakespeare) 

In a metaphor also a comparison is made between two dissimilar things, but the 
likeness between the two is not clearly stated. It is only suggested. For example, 
when we say "He fought like a lion", we are using a simile; but when the same 
idea is expressed as "He was a lion in the fight", we are using a metaphor. A few 
examples of metaphor are given below: 

The camel is the ship of the desert. 
Life is a dream. 
Life is a journey. , 

Life is a bubble. 

Comparing the simile land the metaphor, it is said that a simile is an expanded 
metaphor and a metaphor is a contracted simile. That is, if we say "The camel in 
a desert is like a ship in an ocean", we are using a simile; but when we say "The 
camel is the ship of the desert", we are using a metaphor. 

36.2.14 TBe 'Ihnsferred Epithet 

When an epithet is transferred from its proper word to another that is closely 
associated with it, it is a case of transferred epithet. For example, in the following 
sentence, the adjective sleepless refers to the subject he but it is associated with 
night. 

He passed a sleepless night, 
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363 SOME FAMOWS SPEECHES 

Now, to see how these devices of rhetoric are used by an expert you will find 
below an excerpt from the speech of Edmund Burke (1727-1797), a British statesman. 
Edmund Burke was a powerful orator. The devices used by an expert orator are 
often seen in his prose. To influence his listeners, Edmund Burke Ereely uses such' 
devices as asking questions, repeating the same phrase, and skilful variation in 
sentence construction and sentence length. 

D b p ~ s ~ , n r y C a n l s ? ~ w & ~ s o m u t h ~ y ~ L e d d ~  
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l o r d s , w a ~ ~ ~ ~ p # r r r p e ~ . t h r w c ~ b i e ~ W o \ m ~  
t h c h w r o u r d t h & ~ l o c a a h ~ ~ ~ f ~ ~ ~ t & ~ , u r d  W ~ Q & I I @ ~ ~ ~  
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Now that you have read the text given above, consider the following points: 

How do the first four paragraphs begin? 

Edmund Burke poses a question in each of the first four paragraphs and then 
goes on to answer the questions in a very forceful style. He obviously poses 
these qul:stions to attract the attention of the listeners. 

9 In the first paragraph, notice how he has used parallel constructions like of 
oppressed princes, of undone women of the first rank, of desolate provinces, 
and of wasted kingdoms. 

e Read the fourth paragraph and make a list of the clauses which have similar 
pattern beginning with 'we have'. 

In the fifih paragraph he takes recourse to epeating the same clause beginning 
. I impeach him. He uses this device to influence his listeners and make an 

.impression on them abaut the severity of Warren Hastings' misdeeds. 
- 1 .. 

3633 ~ L u f h a ~ t I b o v e a D n r m  

G i v r ~ l  t _"11v I \  hlartin Luther K ~ n g  \ mo\t f,\lx~,)us sennon which he gave on 
August 20. 1963. to 300,000 pc-oplc :!atherd belnre the Lincoln hlemorial. 

The Non- literal Use 
of Language 



uskg Language for 
Communication: Rhetoric 
and Argumentation 

Washington, D:C. See how he repeats the same clause pattern to achieve the 
desired effect. Find out on your own what other features make this sermon so 
impressive. 

-. - 

I H a r r A ~  
0 

I ) U W ~ ~  
i m o n e ~  

TbiSm~PVNWup 
A n d l i w u u t t b ~ ~ n ~ c J i t i C ( l b k b  
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IbawrBMPtl i 
'chru'my foar liub ~~ 
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By the d m u  oltbdrukh 
B o t ; b y t b t ~ d d d r c ~ ,  
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m-w 
&cfy*Mkcurrt#d 
~myhi l l8adanounraini thal lbr!~ low,  
T h e ~ ~ w i l l B c m a d e ~  
A n d ~ c ~ p h ~ e ~ ~ b r l r l e Q e ~  

I 

A n l t L t i k y ~ ~ t h o L o a l ~ b s m a M  
And dl Qesb shall see it togeth. 
rnkiaoprr~ . - 

Reading some of the speeches of Jawaharlal Nehru, Swami Vivekananda, and 
Abraham Lincoln will give you an idea how these master-orators exploit language 
for making powerful speeches. 

Non-litera reatures of language like anticIimax, antithesis, Itony, paradox, oxymoron 
etc make the language effective and influential. We have seen two examples in 
which the speaker has made free use of some non-literal features to convey his 
ideas with great conviction and effectiveness. One is The Impeachment of Warren 
Hastings by Edmund Burke. In his speech Edmund Burke has freely used questions, ' 
parallel constructions and repetition of the same clause pattern to convey the 
se;iousness of the matter. The second example is I Have a Dream by Martin 
Luther King. Through repetition and use of the same clause pattern Martin Luther 
King has been able to make his sermon inspiring. 

3 

You may read the following speeches / prose texts for further examples of the use 
of non-literal features of language. 



1 .  Abraham Lincoln's address at Gettysburg, Pennsylvania 

This is the famous speech where Lincoln defines democracy as the government of 
the people, by the people, for the people. 

2. Jawahal-la1 Nehru's speech delivered in the Constituent Assembly, on August 
14, 1947. 

This speech of Nehru contains such inspiring sentences like 'Long years ago we 
made a tryst with destiny' and At the stroke of midnight hour, when the world 
sleeps, India will awake to life and freedom'. 

3.  Jawahurlal Nehru's speech informing the nation about the death of Mahatma 
Gandhi. i 

This speech is remembered for such memorable sentences as "I do not know what 
to say and how to.say it, but Bapu is no more" and "The lightshas gone out of our 
life". 

4. Swami I.'ivekananda's addresses at the Parliament of Religions in Chicago, 
1893. 

While reading the six speeches that he gave at the Parliament of Religions, you 
should notice certain points. How does Swarniji address his audience? What kind 
of language cloes he use? Is it a simple, everyday language, or is it very complicated 
and abstruse? Is it a technical language or is it a familiar language? Are the 
sentences long or do they tend to be short? What sort of words does Swarniji u$e? 
These questions will give you an idea of these talks as examples of rhetoric and 
communicative skills. 

5. Shakespeare's works are. one of the finest examples of rhetoric. It would be a 
good idea if you read some extracts from at least two of his plays -Julius Caesar, 
and The .Werchant of Venice. I.n Julius Caesar; read Antonio's speech which he 
gave at Caesar's funeral. In The Merchant o f  Venice, read the court scene in 
which the trial of Antonio is held. 

chelckYinu-1 

1. ~ p i g r h  

2. Irony 

3. Epigram 

4. Antithesis 

5. Metonymy 

6. Oxymoron 

7. Simile 

8. Hyperbole 

9. Paradox 

LO. Epigram 
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I UNIT 1 UNDERSTANDING TOURISM-1 
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1.9 Answers to Check Your Progress Exercises 

1.0 OBJECTIVES 

After reading this Unit you will be able to: 

define tourism, 

understand the Tourism Phenomena, 

explain the cbteris t ics  of tourism, 

appreciate why and how it is a constantly changing activity, 

a list the concepts of tourism. 

&Fie a tourist, tourist product and destination, 

know what a tour is, and 

explain the different forms and types of tourism along with certain future trends. 

1 .  INTRODUCTION 

Tourism and tourist are words which are commonly heard or mentioned in everyday life. 
Pick up any newspaper and you will find some reference to tsslrism i.e. in relation to 
government policy, tourist arrivals, products, destination, impact on economy, hostility or 
hospitality of the local peaple etc. But how often have you attempted to understand the 
meaning of tourism or asked the question who b a tourist? Well, this Unit attempts to 
defm for you the words "twrisrn" and "curist'*- both technically as well as 
conceptually. Then it goes on to cornpmhend the concepis related to towism and its 
characteristics. It also takes into account the different forms and types of tourism along 
with explaining to you the terms like tourist destination and tourist product, etc. A 
knowledge of these aspects is a must for a tourism pdeshnal  as well as for any one * 

interested in pursuing Tourism Studies. 

1.2 TOURISM PHENOMENON 

Tourism is con- with pleame, holidays, kvel and going or arriving somewhere. 
Thege are the motivations that makc people leave their "normal" place of work and 
residence for tkt-term tempmay visits to *'ot+r" placed 
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Tomism is concerned with consuming goods and services. For example, you need &me 
mode of transport, soma form of accommodation to stay and so on. HoweSer, the only 
reason for the consumption of such services and goods is that we have a pleasurable 
expedieme or that we enjoy ourselves. A part of the enjoyment is in the fact that thew 
goods and s m c e s  are different from what we typically consume everyday. Another 
aspect of our enjoyment is that we: 

lo& at a set of different landscapes, cultures and life styles, and 

see M e a t  people and hear other languages, etc. 

Bwrmm we are "going away" what we look at and experience becomes something out 
of the 02-mething unique. In fact, we do anticipate the new experience and this 
lq&s u9 ta daw it wirh gmatm interest and curiosity. However, few of us realise that in 
the" of this pleasant experience many professionals and experts help to 
develop aad construct our viewing. How this experience has changed and developed 
depends on a variety offactors like which: 

a historic period we are looking at, 

social groups we belong to, 

miety we live in. 

The tuwist grazt is, therefore, based on a "difference" i.e. the difference between the 
pmtfce of-tmuim and other non-tourism social practices, like paid work and domestic 
1% or like the difference between taking a bus to go for work and taking a bus to a 
tourist destination. 

Tourism, as a significant social phenomena, involves a temporary break with normal 
routine to engage with experiences that contrast with everyday life, with the mundane. 

Almost all travel types-the explorer, the pilgrim, the monk, the merchant, the &dent, 
the missionary, the hennit, the refugee, the conqueror, the cure seeker etc.-cm be cited . 
as promtypew of the modem tourist. 

WHAT IS TOURISM? 

Well, the term tourism comprises several social practices. AU these have the minimal 
common characteristic - that they are different and they are a 'departure' from normal 
life. These minimal characteristics help us to define toutism, which according to the 
W.T.O. is the movement of people away from their normal place of residence and work 
for a period of not less than 24 hours and not more than 1 year. 

tom is^^ infact is a leisure activity because it coexists wilh ifs opposite, that is regulated 
and organised work. This shows us that in modem societies work and leisun: are 
wganised as sepmte and regulated areas of social practice. They are located in specific 
p k e s  and periods of time. Tourism involves the movement of people to, and their stay 
at varbzrs destinations. This involves a journey and services like transport, 
accommodation, catering and viewing etc. The jdurney to and stay at a site is outside 
the nonnal place of work and residence for a short period. There is a clear intention 
when "going away" to "return borne". We must remember that tourism sites are not 
connected with paid work and they preferably offer some conmt  with sites where a 
person's work and residence are located. 

A substantial proporlion of the population engages in going away on holiday. Heace, 
new socialised forms of the provision for goods and d c e s  are develqxd in order to 
cater to the mass character of tourism practices.. The twrist is, therefore, different from . 
'the traveller, because travel has an individual character where as tourism bas, a mass 
character. Tourism is directed at places chosen for the anticipation (often built on day 
dreaming and fantasy) of intense pleasure because such places are different to what we 
n o d y  encounter. Such anticipation is sustained through a variety of experiences 
which influence our d@ly lives like Fdm, T.V., fiction, magazines, records, videos etc. 
which consvuct and ~ n f o r c e  our image of a tourist bestination. 

The tourist's gaze is directed towards a landscape. a town or an event by pointing out 
those features that separate it from everyday life. Whilst many features are v h e d  



because they are out of the ordinary, there is much more emphasis on the visual 
elements because we have seen it before through photographs, post cards, films etc. 
Infact, we recapture the site through personal experience. Tourism, therefore, also 
involves the recognition and collection of signs that represent a reality of another time 
and another place. For example camel rides in the desert for a person who resides in 
the hills. 

. 
1 A number of tourism professionals emerge and develop these signs. They attempt to 

I create new and newer objects for the consumption of the tourist's gaze. What they 
produce and why it becomes an object of tourism, or why it becomes popular depends 

I on the competition between the travel trade for the attention of the tourist on the one 

I 
hand, and on the other. the changing class, gender and generational distinctions of taste 
within the group of potential visitors. For example, one may stay in a five star hotel or 
a Yatri Niwas: one may take a pilgrimage or a beach holiday; one may go on a 
package tour or take a trekking holiday alone. 

Finally, tourism h i  also become a status symbol in modem society and thought to be 
necessary to ones health. Today 40% of free time is devoted to travel in developed 
countries. 429 million tourists spent U.S. $ 429 billion in 1990 and by the year 2000 
tourism services will probably be the largest sources of employment in the world. These 
statistics reflect the fact that many new tourist sites are opening all over the world and 
tourism is now a global phenomena. 

Check Your Progress 1 

1) Define tourism. Why is it different from travel? 

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

2) Why is tourism called a phenomenon in modem society? 

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

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

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

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

Understanding Tourism-1 

1.4 CONCEPTS 

Film, pleasure and entertainment are concepts popularly associated with tourism. Many 
writers like Boorstin and Baudrillard have said that because tourists travel in guided 
groups isolated from the host environment and people, because they are encapsulated in 
planes, hotels and air-conditioned buses, they remain in an "environmental bubble". Such 
tourists look for westem facilities wherever they go and therefore they participate in 
"pseudo-events" because they do not encounter the real world on the street level. As a 
consequence tourist entrepreneurs and the local people produce displays for gullible 
tourists. These, over time and with the help of the media, become images which are the 
bas~s of illusions associated with the sites where tourism occurs. Thus, there is a 
paradox in understanding tourism-which is defined by its opposite, work and routine; 



Tourism Phenomenon yet it is engaged in reproducing the familiar (like hotels etc.) which insulate the tourist 
from the strangeness of the destination or the host environment. 

The mass society tourist is located in a very secure and protected environment where his 
senses are necessarily restricted. The tourist never learns to decipher the complex and 
alien cultures which cannot be simplified and massproduced easily. Hence, we end up 
with a monotonous image of a uniform concept of tourism as hotel, beach and local 
colour. 

But tourism is not only a mass phenomenon. Cohen maintains that there are a variety of 
tourist types and modes of tourist experience. Hence, it is necessary to: 

define the tourist, 

understand how tourism emerges from a basic division between the ordinary1 
everyday and the extra ordinary. 

explain the characteristics of the tourist product. 

list types of destinations and identify their attractions, and 

explain what is a tour. 

1.4.1 Defining Tourism 

Over the years the definition of tourism has undergone a change alongwith the historical 
changes. According to Hunziker and Krapf tourism is "the sum of the phenomena and 
relationships arising from the travel and stay of non-residents, in so far as it do not lead 
to permanent residence and is not connected to any earning activity". This definition 
emphasises travel and stay, but excludes day trips, business trips etc.. and the 
overlapping of these boundaries with other practices. 

The League of Nations in 1937 recommended that tourism covers the social activity of 
those who travel for a period of 24 hours or more in a country other than the one a 
person usually lives in. However, the limitation of this definition was that it excluded 
dpmestic and emphasised only on international tourism. 

The Rome Conference on Tourism in 1963 adopted the recommendation to replace the 
term "tourist" with the term "visitor" and defined tourism as a visit "to a country other 
than ones own or where one usually resides and works"; for the following reasons: 

i) Tourism - the activity of temporary visitors staying at least 24 hours for leisure. 
business, family, mission or meeting. 

ii) Excursion - the activity of a temporary visitor staying less than 24 hours but 
excluding people in transit. 

This definition also excluded the domestic tourist, although it did recognise the day 
visitor. 

The Tourism Society of Britain in 1976 proposed to clarify the concept of tourism by 
saying that "Tourism is the temporary, short-term movement of people to destinations 
outside the places where they normally live and work and their activities during their 
stay at these destinations, including day visits and excursions." 

AIEST in 1981 refined this concept and held that "Tourism may be defined in terms of 
particular activities selected by choice and undertaken outside the home environment. 
Tourism may or may not involve overnight stays away from home". 

These definitions indicate that tourism has expanded in its range and scope. 'The concept 
of tourism has broadened to include all forms of the phenomenon of leisure activity. 
Today we may define Mass Tourism as the quest of someone who travels to see 
something different and is dissatisfied when he finds that things are not the same as at 
home. 

This definition reflects the orientation of global tourism, which is concentrated in 
Western societies where 60% of international tourist arrivals are received and from 
where 70% of the tourists originate. Because the control of tourism is centered in the 
West, the concepts associated with tourism are necessarily influenced by the social 
practices of these societies rather than the travel heritage of the non-western cultures and 
developing societies. 



- -  

he movement of tourists from the place of origin to the destination is furthe described 

International Tourism, when the travel is from one country to another, and 

lomestic Tourism, when the travel is within the country i.e. Qips mlcen by a tourist 
within his/her own country or where the origin and destination are in the same , . 
country. - - ?  . . - I  - pa : 

In Inmtional Tourism you will come a~oss two other terms: 

i) Inbound: This refer5 to tourists entering a country. 

ii) Outbouu& This refers to tourists leaving their country of origin for an other. 

However, these terms apply in the ~ase of outward travel only at its beginning. we must 
remember that on the journey back a tourist is only returning to the place of residence 
and he cannot be termed as inbound tourist. But at the same time an outbound tourist I can also be an inbound tourist. For example you decide to go to Cuba. From the point 
of view of India you will be described as an outbound tourist but Cuba will describe 
you as an inbound tourist. 

INTERNATIONAL TOURISM 

Tanist 
Olltbamd WOmxJ 

I L\ 
(Remmhg Home) i.- - %- 
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DOMESTIC TOURTSM 

1 .  Tourism Products and Services 

In relation to tourism, very often you will come across team like tourism products md 
services. Here we attempt to defme them. 

The purchase of a tour is a speculative investment by the tourist, who anticipates the . 

pleasure the consumption of such a product will result in. Tourist consumption and 
anticipation are related to services that after the basic d t i e s  and comforts are 
provided, leisure activities a ~ e  also organised. However, it has often been said that 
selling tours is similar to selling dreams. For example, a tour is more than buying a 

I 
1 mere collection of services like an aircraft seat, a hotel bed, meals and the apportuniy 

to set the Taj Mahal. The tourist is buying, temporarily, a strange environment including 
unique climatic and geographical f e 8 m  and 'inmgible benefits like bargain, luxury 
service, hospitality, atmosphem, a culture and heritage. 

The tomkt product is therefare both, a physical as well as a pwchological cunsm~cdon 
which is challenged to transform dreams into reality. The pro6lem in meeting such a 
challenge is that different cultures have different priorities and codes but the global 
tourism professional requires a wersal-(often termed as western) standard of 
satisfaction. Apart from the problem of quality conml there is always the element of 
chance which can destroy the most well organised tour. This can be due to natural or 
man-made reasons, accidents or sudden and unforeseen circumstartces. Risks are higher 
in tourism d c e s  because these services arc considemi luxuries and often not given 
the same attention as essential SeNices. Local people often expres8 hostility to tourism 
became they se@ it as an expression of Five Star culture, extending tfre gap between 
their life style and that of the tourist. s . 

, 
For the producer of the d c e  there are also risks. Travel sasvias are consumed en route 
and at the destination. They cannot be tested, seen, sampled or compared in advance. 



Tourism Phenomewn They depend on a reputation earned by the satisfaction of previous users and on 
advertising. Services are also created in a particular historical and social context and an: 
affected by a work culture. Moreover, the supply of services is fmed and created in 
advance and the risk of underconsumption has to be borne by the producer because 
travel M c e s  cannot be stored. For example, an unused aircraft seat or an empty hotel 
room cannot be carried over to another day or time or place. It has a value where and 
when it is offered for use. Thus, the carrying capacity and demand for a service have to 
be carefully assessed and estimated. For example, it is often claimed that one of ' - 
constraints for tourist movement in India is the shortage of airline seats. To makeup for 
this air taxis were introduced. However, they have displaced 20 per cent of Indian 
Airlines traffic rather than meeting the shortage or generating new demand. This creates 
a crisis situation for both, Indian Airlines as well as air taxi operators along with a loss 
of 6.5 crores in foreign exchange. 

In tourism demand is often irrational and trends also change rapidly. But the building up 
of services ofen requires a lead time. Once a capacity is offered, the hotel and transport 
service for example, it often lasts longer than the demand for it. This requires great 
ingenuinity on the part of the producer to ensure that the service remains profitable. 

In developing countries the risks cannot be carried from one tourist season to another. 
Apart from the demand-supply constraints and socio-political factors, operators and 
providers of service are also affected by weather conditions (like hot weather and the 
monsoons). They are also constrained by a lack of capital to invest in marketing. In 
many cases they depend to a large extent on the informal sector or what is termed as 
the tout or broker. The tourist views the activities of such persons with suspicion and 
considers their method a harassment. However, the small scale operator depends heavily 
on the oral application and direct contact of the informal services of touts and brokers 
for his profitability. 
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1.4.3 Tours 

Tours and their characteristics is closely linked to the motivation (See Unit 2) of the 
tourist. Motivation or purpose of a visit is usually: 

a Holiday or vacation, including a visit with friends and relations, 

Meetings and codorences, ineluding other business activities, 

Health and sports, 

a Religion and Culture, or 

a Special interests, including study tours, etc. 

The purpose of visit determines the natw of the tour in the following ways: 

i) Are you free t choose your destination? 

ii) Is price a constraint? 

iii) Is time a consttaint? 

iv) Is quality a determining factor? 

v) What facilities and services do ycs require? 



Tours can be within national boundaries or in any place in the world. Such a decision Understanding Tourism-1 

will have an impact on the economy of both, the country of origin and the tourists' 
destination site. Tours also focus on unique natural or geographical features like the 
coastline, islands, mountains, health resorts, countryside, etc. At such locations the 
provision of tourist senricesjmd the pressure of tourists are bound to have impacts on 
the environment, economy, local social practices and on the people. 

IMF'ACT AREAS 
1 . 
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The time period a tour includes will depend on factors like: 

a holiday period, 

a price. 

a attractions and activities, 

a single destination or multi-destination. 

a packaged itinerary or individual travel, and 

a inclusive arrangements or special interest tours, etc. 

In the case of an independent or tailor-made tour the visitor buys services individually. 
This he does either by making reservations in advance, directly or through a travel agent 
or on an ad hoc basis during the tour. The latter is called a walk-in arrangement which 
depends on availability. A package or inclusive tour is an arrangement in which 
transport and accommodation are purchased at an inclusive price. This means that the 
prices of the individual components of the services required by the tourist m o t  be . 
determined by the buyer. 

Packages are assembled by tour operators who buy the individual elements in advance 
from the producers and the wholesalers. Because these services are bought in advance in 
large numbers, the tour operator buys at a special discount price (20% to 30% lower 
than the market price). He then sells individual and group tours either directly or 
through travel ageriw who are performing the retail function. For this travel agents earn 
a commission (2% to 10%). 

Tourist services are also accordingly diverse to suit all the aspects of demand. For 
example: 

1) Transport services can be scheduled (run according to a time-table) or chartered 
(according to demand). 

2) Accommodation can be in the formal (hotel) sector or the subsidiary sector 
(yesthouse, camp site, apartment on rent etc). 

3) Catering can be on a meal plan which includes a variety of options. For example, 
American Plan including 3 meals, Modified American Plan including breakfast and 
lunch or dinner and European Plan including breakfast only. 

4) Local transfers and sight-seeing can be organised by coach, taxi, etc. For those 
who like to do things on their own, the rent-a~car option is also available. 

1.4.4 Tourists 

The tourist, apart from being a holiday maker or businessman, can also be in terms of 
region, nationality, socio-economic class, age and sex. Behavioural aspects like stage in 
the life cycle, personality and educational levels a h  help the producer of services to 
design products that fit specific target groups or market segments. This is termed as 
profiling the tourist (See TS-2 Block-1). Such a definitional refinement helps us to 
collect data on what the tourist is really looking for at the destination. Such data also 



helps us to understand tourism and to see how travel and tourism related practices differ 
between different markets. Such information helps the industry to design products and 
develop strategies appropriate to the needs of the market. Such data also enables 
activists, who may be local activists or networking with international groups to conwl 
the form of tourism being developed at a particular destination and to: 

intervene in the type of development being planned, and 

maximise the benefits from tourism and to rninimise negative impacts. 

1.4.5 The Tourist Destination 

A destination is both a site and an event, and these two facmrs are the attractions. In a 
site attraction, a location exercises appeal.like the Shimla hills, the Kerala coastline or - 
the Khajuraho temple complex. With an event acting as a pull, tourists are drawn' to a 
particular place because of what 3s happening at that locatim. Where both site and event 
are attractions, like the Konark Dance Festival or the Elephant March or Boat race in 
Kerala, the suwss of such a destination multiplies. 

Des-ons can be spread over a wide geographical area. The attraction to a destination 
lies in the image it has or the attractions it offers. (You will read in detail about 
destinations in Unit 18). 

Check Your Progress 2 

1) Explain why tourism 'is difficult to define. How would you define Tourism? 

......................................................................................................... 
2) Is the tourist product similar to other products? 

3) What am the essential fea- of a tour? Why is a package rour a popular 
phenomenon? 
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......................................................................................................... 

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

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

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

TOURISM: FORMS AND TYPES 

Today people are feverishly participating in tourism. This may include short trips during 
the week, weekend breaks or longer journeys during holidays. Old age pensioners have a 
dream of retiring to a place where the weather is good and the prices low. Without any 
outside pressure, millions of people flock to destinations of their own free will. Long 
lines of cars, crowded buses and trains and jumbo jets go all over the world. As a result 
the beaches become too small, shops and restaurants too cwwded, porting facilities and 
the environment degraded and worn down with years of being admired and used, and 
the world shrinks. For an increasing number of people work is no longer the main 
purpose of life and this encourages tourism. Modem tourism is one of the most striking 
phenomena of our times and tourism offers us an opportunity to learn, to enrich 
humanity and to identify what may be termed as goals for a better life and a better 
society. But conservationists want to change things. They want to arrest the spread of 
the "landscape eaters" who have transformed the countryside with their mass migration. 

Forms and types of tourism emerge within the context of changing social values. For 
example, in modem society, the value of 'being' has been superseded by the value of 
'having'. Possession, property, wealth, egoism and consumption have become more 
important than community, tolerance, moderation, sensibility and modesty. As a result. 
in all parts of the world: 

a economy is characterised by increasing concentration of wealth, division of labour 
and specialisation, 

a. environment is being treated as if resources are renewable, 

a the limits of eco-system are stretched without considering the negative aspects, and 

a peoples' rights are constantly eroded to meet the needs of the power system, etc. 

Forms of tourism emerge from different fields of tension such as: workhest, awake/ 
asleep, exertion/relaxation, income/expenditure, joblfamily, freedom/necessity, risk/ 
security. Similarly, dirt, noise, rush, pollution and trouble etc. are all key expressions of 
such tension. The possibility of going away is very important in such a context. 

The desire for tourism is therefore determined socially. Governments promote tourism, 
people talk about their holidays, unions sponsor holidays, health insurance covers visits 
to spas, tax rebates are given for holiday homes and corporations reward employees with 
travel instead of bonus money. Seasonal pressures strengthen the urge to get away from 
home. Annual vacations, the media, literature and fashion all strengthen the holiday 
mania. The tourism industry whets the appetite with tantalising offers of entertainment 
and pleasure. The commercialisation of recreation functions within the well-established 
principles of a free market economy. In the past, in the erstwhile socialist countries 
holiday homes and limited foreign travel were subsidised for workers. In India we still 
have a transport subsidy called the Leave Travel Concession and most companies 
provide holiday homes for their workers, but tourism is primarily a private enterprise. A 
study of tourist brochures indicates the successful design of a tourist visit 

1) Create a holiday mood by emphasising informality, abandonment, serenity, freedom, 
pleasure. 



Tourism Phenomenon 2) Show time. standing still, romanticism and relaxation, peace and space. 

3) Show something beautiful that is not available at home. And typical holiday 
symbols like the sun, a beach umbrella, a palm fringed coastline etc. 

4) Show people from other cultures, always beaming, happy. friendly and idle. 

All four ingredients from the tourism mix. However, in todays context the different 
types of tourism are as follows: 

1. Rest and Recuperation 

Taking a rest from everyday life; relieve the stress of societies that have shifted from 
manual to sedentary work. Tourism as diversion or compensation to holiday destinations 
is what may be called holiday or vacation travei which is focused on resorts and beach 
holidays, both domestic and international. 

2. Escape 

 ouri ism as a mass flight from everyday reality to an imaginary world of freedom. This 
flight takes place within the movements from centres to peripheries or in other words a 
North-South migration. 

3. Communication 

Spending quality time with family and friends, make new friends and acquaintances. 
This is mass tourism, in herds, enjoying the facilities of tourism enclaves. 

4. Culture and Education 

Such Tourism is based on sight-seeing tours to experience and see other countries of the 
world though not necessarily in depth. 

5. Freedom 

Tourism frees you from home and work and is directed tqwards facilities and comforts 
rather than experience. 

6. Health 

Visit spas, go to saunas, undergo cures for chronic ailment. visit health clubs for 
workouts or do yoga i.e, travel for health. 

7. Special Interest Tours 

Is organised as per the special interests of the tourists ranging from medical, historical, 
archaeological and other interests to golf or fishing. 

8. Adventure and Wild Life 

Far away from modem civilisation, with bearers and porters and mules, camels. 
elephants or jeeps, mixing trekking and hiking and camp life with the luxury of a first 
class hotel. 

9. Convention Tourism 

To mix leisure with work, holding convention or meetings at tourist destinations. 

'Different forms of tourism also give rise to different types of tourists. 

1) The--lous tourist who is dressed in funny clothes and views everything through 
the lens of a camera. 

2) The naive tourist who is inexperienced in travel, always asks unnecessary questions 
and has no language skills. 

3) The organised tourist who feels at home with a guide and a group of fellow 
tourists. 

4) The ugly tourist who behaves as if he owns the world. 



5) The uncultured t o s s t  who is a beach bum and spends his time lazing and eating. 

6) The rich tourist who can afford anything, likes to show prosperity and enjoys being 
waited upon. 

7) The exploiting tourist who spends a holiday at the cost of people and takes 
advantage of their culture, hospitality and poverty. 

8) The polluting tourist who demands that for his comfort everything can be flattened 
or destroyed. 

9) The alternative tourist who explores the few untouched comers of the world thus 
opening the way to mass tourism. 

CULTURE 
EDUCATION 

ESCAPE WHY ? 
FREEDOM 
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1.6 FUTURE TRENDS 

A recent B.B.C. programme entitled "Wish you weren't here" underlines the concern 
today at what the Golden Hordes have done to the world environment and fragile 
communities and cultures. There was a time when the UN promoted tourism because of 
its economic benefits, because: 

1) A transfer of wealth from the rich to the poor was possible. 

2) Regional imbalances muld be overcome in areas where there were no other 
developmental resources. 

3) Provide employment to people with low educational and skill levels. 

4) Give rise to economic growth with the circulation of the tourist dollar. 

After four decades of organised Mass Tourism, today the option for the future is 
Sustainable Tourism, or tourism controlled by the local people at their pace and in 
answer to their needs. The essential aspect of Sustainable Tourism is the concept of 
canying capacity, that is, a 'control on the number of tourists as well as the type of 
tourism to be developed. Carrying capacity is a concept that has to keep in mind the 
needs of: 

a) the environment 

b) the level of development-both economic and social 

c) culture 

d) population and its needs in the present and in the future 

e) tourism vs. other forms of economic activity. 

Here we give you some of the projections made by the WTO in relation to future 
trends. 
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Check Your Progress 3 

1) How are we socially oriented or directed towards participation in tourist activity? 

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

......................................................................................................... 
! 

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

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

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

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

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

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

2) Differentiate between different forms of tourism and link them to impacts on the 
environment and culture. 

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

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

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

3) What is Alternative Tourism? 

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

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

4) What is Sustainable Tourism? 

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

......................................................................................................... 
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1.7 LET US SUM UP 

You have seen that tourism' is defined in different ways. It is crucial to note that the 
tourist has the understanding of coming back to the place of residence after being at the 
destination and having enjoyed the tourist products, attractions and services. There are 
different forms of tourism and so also the types of tourists with their own behavioural 
characteristics. Over the years different concepts have emerged in tourism. Tourism 
products and services play a vital role. While looking at the future trends a variety of 
factors have to be accounted for. For example, now there is emphasis on the 
Alternative or Sustainable Tourism as people are beginning to assert their rights and 
demand controls. 

1.8 KEYWORDS 

~nvironmenth Bubble: Isolated situation in which a tourist is placed e.g.. in an 
air-conditioned bus or a car tour where local weather conditions do not affect himher. 

,- , 
Golden Hordes: The mass of tourists with money to spend. 

Itinerary: Schedule. 

Phenomenon: Happening encompassing different sectors of a group. 

Psuedo-events: Happenings especially conjured up to meet the tourists preconceptions 
e.g. creating an image that India is basically a land of fakirs and snake-charmers for 
foreign tourist. 

Tourist Gaze: The way a tourist sees hisher tourist site. 

Tourist Season: The time of the year when arrivals of tourists at a particular destination 
are at a peak. 

1.9 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1) See Sec. 1.3. You may have to make a difference between the individual character 
of travel and mass character of tourism. 

2) See Sec. 1.3. You may have to look into the number of implications tourism has 
for the economy, society etc. 

Check Your Progress 2 

1) See Sub-sec. 1.4.1. You may have to look into the changing character of tourism. 

2) See Sub-sec. 1.4.2. You will have to have the difference between the speculative 
nature of tourist products and the correct nature of other products. 

3) See Sub-sec. 1.4.3. Tours are basically defined by their motivation. 

Check Your Progress 3 

1) See Sec. 1.5. Different societies create AiffPrent motivation for tourism. 

2) See Sec. 1.5. 

3) See Sec. 1.5. 

4) See Sec. 1.6. 
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2.0 OBJECTIVES 

After reading this Unit, you will be able to: 

outline the reasons for the growth of tourism, 

define the different motivations that determine the increasing diversity - of tourism, 

understand the origin and development of Mass Tourism and package holidays, 

analyse the factors that influence the demand for tourism, as well as the decision- 
making process for individuals, and 

determine the relationship between motivation, destination and qurist products. 
' 

4 

2.1 INTRODUCTION 

In Unit-1 we discussed about the different types and forms of touriSm. Tourism of today 
is no longer what it was 50 years back and it will change further in the years to come. . 
A crucial role is played by motivation in this process of change. / , 

I 
In fact, motivation or the purposes of a tourist considerably effect the various 
components of the Tourism Industry. Motivations not only determine tourists' behaviour 
but are being critically analysed to determine the fuhlre needs of tourism. Hence it is 
necessary for tourism professionals or learners of Tourism Studies to know why people 
tourltravel. Tied with this is the question why people opt for a particular destination or 
why a specific destination attracts tourists? This Unit takes into account the various 

& motivations along with the changing trends in tourism. 

2.2 THE CHANGING TREND 

Tourism had transformed considerably from its earlier motivations, i.e. mainly business 
and religion, by the 19th century. In Europe and America it is now a part of the life 
style of not only the aristocracy but also the merchants and the professional class. It has 
come within the reach of the industrial work force as well. 

I 



T O U T ~ S ~  Phenomenon Betwebn the two World Wars, in the industrialisad countria, the mass of the ;people had 
higher expectations and greater entitlements. This was because of increasing irlcomes 
and holiday entitlements. Technology brought the means of aansport (parhxkly the 
automobile) within their reach and material conditions of life were much better than the 
days of depndon with the post war economic boom. In the 1%0's the post ~var 
economic boom began to spread much more widely and i n t e m t h d  tourism began to 
teach mass markets around the globe. Such changes were bound to have an in~pact not 
only on the nature of tourism but also on the numbers participating in touristic: acbivity. 

Mass Tourism, a phenomenon which we can see emerging in India today, was primarily 
a domegtie business up to the 1950's in most of the cwn-. Intmational tourism 
formed about 5% of tourist activity in the 1930's and 40's. By the 1970's fortdgn 
holidays accounted for 20% of long vacations by Ameaicans, Britons and Em-. 
The fo~us of Mass Tokkrn were the sea side resorts and 8pas iq Europe and the 
National Parks and natural beauty around summer camp in America. Travelling by rail 
or by car. the middle class tourist used boarding houses or hospitality of fkiends and 
relatives or holiday camps to make the budget for the holiday extend. 

Private ag.rsra8ors provided cheap accommodation, mass catering with a range of 
ttmkaneqt and entertainment possibilities at the site. BriEain, France and Gennany were 
thq. leadm in this movemeno. This early idea of "packaging" soon spread to tt~e u p  
market h&h that began to include swimming, tennis and dancing in their facilities. 
Tents, caravans and chalets came up for those who wanted a less regimented imd more 
flexible holiday plan. The Club Medikmmee, a total resort concept that emerged from 
the need of a group of young French families looking for a complete holiday, soon 
spread to all regions of the world A total resort required tremendous commercial ability 
which the travel trade had acquired by the mid 20th 'century. As suppliers of the tourist 
product they expanded their output and sharpened their marketing skills. From the 
increasingly sophisticated market research emerged the revealing concept of motivation 
and its diversity or changeability amongst different groups of tourists. Expertise in 
dealing with motivation led to the development of different types of t o d m  which 
involved large numbers of tourists. 

A key role in this movement was played by the jet 
aircraft. By the 1970's wide bodied jets with a 
capacity of 400 passengers reduced the cast of air 
travel a d  the mass tourist emerged at resorts all over 
the world. 

Countries around the world began to notice the impact of tourism on the national and 
global economy. Destinations began to make themselves up in the image of a particular 
market segment. Those destinations that catered to the largest numbers soon bxame 
stereo-typed as "Tourist GhettosW because they looked alike and offered facilities that 
were stan- Today, as new destinations are emerging, the international :stereo-type 
is giving way to ethnic types, which has an underlying uniformity with a viewer of local 
culture and identity. 

2.3 PURPOSE OF TOURISM 

You may ask the questions What motivm a tourist? Why tourism? Or What is the 
purpose of murism? These are pertinent questions and the anmem are particularly 
ralevmt f a  those who are or intending to be tourism pmhmionals. 

2.3.1 Sun, Sea, Sand and Sex 
This is known in American parlance as the 4 S formula Sea bathing with access m a 
bca& (sandy) and good weather (Slur shine) iu sn tapecUon of tourists who want to 
escape from temperate to tropical climllu,. .vew tb'lion concepts also dictate the craze 
for a sun tanned skin over the pale ec;mplexion. Tbe cmTent health faddism also dictates 
the use for activity over hdohce. Overcmwding, which appeals to those who like to 



do things with a crowd, has pushed those who like privacy funher away to d a i d o n s  
in M c a  and Asia. For example, you may hear such comments at a beach "Oh! how 
peaceful it is, lovely. I hope it does not become crowded like the one back home''. 

Many analysts have described this form (4s) as Tourism in a Ghetto". They do so to 
emphasise the artScialiQ of a created reservation which is ma& to measure in the 
touristic image or touristic gaze. Included in this category are hotel complexes, holiday 
tours and hill resorts. Natural and scenic beauty is merely a backdrop to playing the 
same games, reading the same newspaper, watching the same T.V. shows and eating the 
same food. local serving perso~el are perhaps the only unique ingredient of such tailor 
made resorts and are considered sufficient to represent the country in which a particular 
resort is located. The model of such a type is the "club med" which is often desuibed 
as the most honest touristic formula Although sneered at by the cultured critic because 
it incorporates many actual motives and states quite openly that it aims at complete 
relaxation -"it is the idea of paradise, a garden of Eden, in which people are free and 
unconstrained and everybady can be happy in (their) own way". This is real life, and 
such life is available in the most exclusive regions of the world in enclaves where the 
tourist can abandon himself to pursue leisure undisturbed. In this holiday theatre based 
on glamour, glitter, fun, entertainment, sport and buffets, a holiday becomes a reprieve - 

from W y  life, which is unreal. The show opens up to lightening views of culture for 
sight seeing and performances by local women and men. At times these remain meaningless . 
rituals to the tourists. Yet, they expose the performers to a state of conuption that is 
often justified by the money it earns them. 
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For example Liz and Stewart join thousands of Western tourists wha visit the East r--- 
year. They are both 18 and have saved up the whole year for their 2 week vacation 
They are determined to enjoy themselves and to relax. They plan to see ancient 
monuments or visit bazaars to shop and spend lavishly on exotic bargains. They have 

.already spent a good amount on fashionable holiday wardrobes, cameras, personal 
stcreus and designer sun glasses. They are both sociable and chatty and would like to 
meet young men and women wherever they go. They are excited at the thought that 
they will be away from family and other social controls. They also.nant to return with 
an exden t  suntan and lying on a beach or poolside will, expose as much bare skin as 
possible. However, some thing like this is possible. The people'at the destinations they 
visit might be poor, living much harder lives and working longer hours, perhaps in 

I 
tourism related services to earn a living. Many may be conservative and religious. They FJI 
may frown at certain activities that Liz and Stewart consider normal holiday behaview 
and their dress codes will be different. Many among them may object the frekdom of 
the men and women to socialise together. Yet, they may tolerate it orurn way thuk 
eyes because for the local people, hospitality, which was once a source of honour ha 
now,become a means of earning a living. They now view the &t as wealthy and '-r-.p.;-, 
extravagant. ,'ee 
In recent times, the 4 S's formula has been expanded to include golf, a sport which is 
.extremely popular in the more affluent countries of the-world, ind particularly in Japan. 
The ~apanek have set targets for out bound tourists and in 1993, 15 million Japanom 
took off for golfing holidays all over the world. Hawaii and Australii are the mast . 
favoured destinations, mixing beach and golf facilities. The game is very expensive in 
Japan and there is the space limitation too. Because of this demand all Asian countries 
are now multiplying golf courses at every suitable location. Malaysia is setting a m e t  
of 122 courses by 199'4. Many tourism experts condone golf tour& as being 
environmentally friendly. However, in Japan itself there have been s e d  saxdies 
indicating that golfing greens pollute the underground water hdities. The doming and 
chemicals used to maintain the green areas are as harmful as industrial .eMuents. 

Studies in Thailand aLso indicate that culhuall; women caddies double as prostitutes t~ 
earn an extra income, since most of them are from agricultural communities that ate- - : 
very poor. - .  . .I, ~, . % 

. : 'I.: ' :<  L:.::q:~ +'p.%..2 ,.. - - . . ..-... - 'W ' ,. -: , . '  
2.3.2 Leisure, Touring, Sightseeing, Culture - ,  . . ~ F ~ ~ , v 7 , + ~ .  --3 ‘*:;-.: .e Y; 

+ . . - -  . .- . 
Such tourists like to w a n b o t  content to remain in one place or complex, but"": '- 
prefering to stay in a d i f fmt  p k  every night or so. This is a kind of amming or 
crash course of notable countries, monuments, people, places and culturer. The 
motivation is both self education and self esttem. The camera is an essential h g e d h t  ' - 
of such tourists whose "touristic lens" view is wnsi- to be .more authatic than 



Wty. Often the fnuning of the de&nation via the tourist gaze is the visible pre4ure 
that motivates such tourists towards tomi& itineraries. 

The destinations visited by such touxists are more varied and widespmd than the 4 S's. 
The linear or modal ithemit8 also require a much better mmsport network and capacity 
and hotels have to provide t h e  best d a s  - pdculariy check-in/check-out and 
room semi- for fkequent guestboom changes. Although the intenst segments may 
vary, the demand for services is invariably tht sumSBme A tendepcy develops to create 
b 1 ~ ~ a i ~ n ~ H m i l k ~ n r o u u s ~ t h ~ ~ o f ~ m r l s m a r g t h e s ~ ~ e s l o c t r l  
support to the daily turnover of tourists. Such tourists theref- a b  fall into the mas3 
pllckage 

2.33 Visiting Friends and Relations (VFR) 
This form is a strong motivation for domestic tourism in India. You see this in every 
day life. Por example Venugopd wants to visit his friend at Delhi. He also decides to 
see all h tourist attractions in Delhi. He may also utilize a day to go to Agra to meet 
his classmate Nadim and also see xhe Taj. 

This segment is of great importance to the transport sector. But it is not considered 
economically significant by the providers of accommodation, food and beverage services. 
This is so because they stay and eat with their host i.e. a friend or dative. At times 
when people have none of their own they ay to find one through some one. These 
tourists do not exercise freedom to choose their destinations, but do show an interes1. in 
the tourist atuactions that the town or city offers. 

For example, a visit to a friend in Bombay also offers beaches, amusement parks, 
pavement cafes, shopping and the Elephanta caves. - 
Gujarat Tourism has made an interesting '"Roots" tourism itinerary for NRI Gujarati:, on 
visits to the family or friends. They have linked major cities of the state with the places 
of interest both in the state as well as in neighbouring states. 

The VFR tourist makes use of the surface infrastructure for tourism in much the mne 
way as the business traveller and often participates in linear or modal itineraries along 
with domestic and intxnation'al tourists. Tourists often use friends and relations as liosts 
to visit areas of interest. In India we see an interesting combination of VFR and L'1% to 
subsictise the cost of transport and accommodation so that them win be enough money 
to spend on sightseeing, leisure, recreation and shopping. 

' w 

2.3.4 Business and Incentive Travel 
Business travellers needs often overlap with those of the holiday maker. 
The only difference is that business trips are not directed towards touristic centres 
or resorts, rather their demand is directed to centres of trade and commerce or 
diplomacy. They may demand special services like communication and secretarial 
facilities, meeting and convention facilities. car rental and accommotlation, with less 
emphasis on d o n a 1  facilities although swimming pools and health clubs are popular 
services today. 

A special area of interest to tourist destinations is conferences, Eairs and exhibitions. 
Today then are many organisations that feel that their executives are more creative and 
productive in a resort atmosphere. Hence, the number of carporate conferences is on the 
increase. Public and Private Sector, associations and professional bodies (FHRAI, 'I'AAI 
and IATO etc.), trade unions and political parties are a h  customers f a  convention- 
cum-to& complexes. 

The needs for communication and specialisation have led to annual meetings of 
associations and professkmal bodies not only to meet and discuss new ideas and 
s?rate.gies but a h  to exhiiit new products, new mds or product lines. 

Fairs and exhibitions are a reflection of the health of arb economy p d  give an 
appartunity to t h e ~ ~ i p a n r s  to sample some of the local tourism offers. An area of 
emerging i m w  to the tourism industry is incentive travel or travel of a touristic 
nature as a =ward, for some special achbvment ar contribution of an employee m the 
firm. Most employees consider a paid holiday as a desirable perk because their standard 
of living amm that them is no cons- durable tbM they don't have or can't Ihave. 
~ t r a v d i s h o w t v a s o m e t h i n g n o t ~ t h a n  1Wto 15% canafford. 



Secondly, the f m ' s  incentive is always of a higher quality and standard than what an 
employee can afford on his own budget terms of services, distance and the length of 
stay at a resort. 

Most tour operators find the incentive tour market attractive because it includes up- 
market rates with people who may not have the discriminating tastes of the upper crust. 
Such services often overlap with the mass tourists who are directed towards resorts or 
on the sight seeing circuits. The Indian Association of Tour Operators (IATO) considers 
the incentive tour market an important segment for a long haul destination like India. 

Check Your Progress 1 

1) What do you understand by a total resort concept? 

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

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

....................................................................................................... 
2) What is the 4s formula? 

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

3) Why is VFR tourist insignificant for the accommodation industry? 

Understanding Tourism-2 
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Tourism Phenomenon 4) How do Business and Conventions encourage tourism? 

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

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

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

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

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

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

2.4 SPECIAL INTEREST 

In contemporary culture there is a dissolving of the boundaries between high and low 
cultures as well as between different cultural forms such as tourism, art, education, 
photography, T.V., music, sport, shopping and architecture etc. A11 these forms lend 
themselves to the area of Special Interest in tourism which deviates from Mass Tourism 
because it does not consider people within a particular destination to be similar to each 
other. With shared tastes and characteristics, special interests in the end are to be 
determined by the providers of services. However, the increasing and changing power of 
different social classes also determines the importance of these areas of cultural 
production for Special Interest Tourism. As the collective power of the working class 
declined and the service and middle classes increased after the post world war period 
new forms of tourism were generated in the west. The new cultural economy that these 
classes created related to peoples consciousness, disposition, tastes and dislikes. Special 
Interest Tourism rejects "natural" enjoyment as coarse, vulgar and servile and replaces it 
with refined, disinterested and gratuous pleasures that emphasise culture and art as the 
essence of the difference between the new power-elite and the old rich and the working 
class. 

Studies have shown that such tourists enjoy good work and market conditions as well as 
educational credentials. They are primarily in the 30 to 40 age group. They share many 
of the preferences of intellectuals, like an interest in the most legitimate aspects of 
culture. Their interests include museums and folk art, sport, mountain climbing or 
walking tours. Many writers describe their taste for "ostentatious poverty" which is seen 
in their habit of dressing casually, liking bare and homely interiors and a cultivated 
relationship with nature. 

Special interest tourists need not be in the middle salaried category alone. In Media, 
Advertising and Design areas, they have a very strong commitment of fashion, change 
and style. Their morality seeks pleasure as an ethic, and as a taste for novelty. They 
look down on the Candy Floss image of the traditional holiday camp and resort because 
for them it is in the bad taste. They go towards health food, vegetarianism, heritage and 
natural pastures like walking, cycling, swimming and fishing. In Britain we have seen a 
campaign for Real ~ o l i h a ~ s  as against the rise of the package tour. The special interest 
tourist equates Mass Tourism with mass production in things like beer, bread and ice- 
cream, instead of real things, and wants a return to the authentic taste and flavour of the 
individual way of doing things. The essence of the Real Holiday Campaign is that: 

a) it involves a visit to a destination well away from the masses like Maldives, Bolivia 
or Lakshadweep. Thus, it opens up the whole world to the possibility of tourism, 
and 

b) the real tourist will make use of the specialist agent or operator rather than a few 
major companies who do not promote a discriminating independent form of travel. 
The small niche product will promote not touristic trips but voyages of discovery. 

Special interest tourists have a reading list of useful books on different countries. They 
look for travel rather than tourism; they stress on individual choice, avoiding the 
package maker; they need to be educated. They go to the countryside and invoke a 
deferential past which has been constructed with elements which never perhaps existed 
together historically. They function according to what could be termed as a Tourism Bill 



of Rights, which respects nature, the rights of the host populations and their customs 
and culture. 

For such tourists sta61y homes, areas or regions are rehabilitated as tourist attractions; 
factories have been turned into museums; garden festivals and theme parks are created 
in castles, industrial sites and ecological spheres. Craft demonstrations turn theme1 
heritage sites into experiences where people can watch, learn and participate in a 
renaissance activity. In such cases they know that tourism has benefitted or saved what 
might have otherwise been completely lost. Such tourists also participate in cleaning the 
environment by holidays spent in clearing waste and debris on beaches and mountain 
slopes, and protecting wild life. 

Niche tour operators can also bring pressure, like their clients, on local governments to 
insist on conservation. This is done to ensure that mass tourism does not destroy the 
beauty of the destination, its natural attributes and customs. They promote traditional 
hand made crafts as souvenirs, accommodation in the vernacular architecture and textiles 
as well as local food and beverages. However. sometimes special interest tours and 
tourists can also stereo-type what is classified as authentic or real or typical about a 
destination. For example, Americans visiting Europe often feel like international refugees 
in a slow queue towards an unseen goal. "Push, push, push. These monuments are all 
the same. I haven't met a single local person. How can I when we are on this schedule. 
You'd think we'd have a night off, but no, we have to go to a performance." Such are 
the phrases commonly heard. Often, in season, crowds are so large that tourists don't 
get a good view of the spectacle and they really get to see the spectacle in their 
photographs. 

Check Your Progress 2 

1) Discuss the requirements of a special interest tourist. 

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

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

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

......................................................................................................... 
2) Discuss the real holiday concept. 

2.5 ALTERNATIVE TOURISM 

Alternative tourists like to do things differently. They want to be less with other tourists 
and more with the living cultures. They aim to avoid using special 'tourist' 
accommodation, transport and other services. They prefer to use or share the services of 
Lhe local population. In this way they hope to. experience some aspect of their lives. 

Many tourists choose alternatives because they are concerned about the negative impact 



Tourism Phenomenon which Mass Tourism can have on a destination. Tour operators can specialise in such 
forms by focussing on people and their culture rather than providing created comforts. 
Such trips can be of an extended duration and can cost less than the traditional two 
week vacatiqn, but they can also be high priced. 

Travel is with "local friends" and the purpose is to come to ones own understanding of 
political, social and religious traditions. Destinations are out-of-the way villages and 
mbal hamlets, or palaces of ex-maharajas. Hotels and homes are characterised by 
friendly atmosphere and cleanliness. Transport is crammed with locals going to market 
with their wares on camels or donkeys, boats in backwaters or treks in the mountains. 

India is a popular alternative destination. It is a "subtle mix of ancient and modem, 
ritual and urban. filled with local colour and vitality". 

2.6 OTHER DETERMINANTS 

Besides the motives mentioned in the earlier sections there are also certain other 
determinants of tourism. 

2.6.1 Psychological 
Is tourism desirable? Is it a good thing to have for the tourist and the destination? 
Is it a justificable means to an end? As a break from work or as a medical need, 
tourism providzs relaxation in an environment that is completely different to the home 
surrounding. In that sense it is a psychological break. Colleagues, neighbours and friends 
howe er, influence our choices and pressure to conform is indeed great. \ 
It is also fashionable to take a holiday at a certain time of the year or to a certain 
destination. Fashion in tourism is close to fashion in clothes. There can also be security 
in habitually taking the same holiday to a favourite hill or beach resort. In fact, tourism 
buying can be as customary as any other brand loyalty. 

2.6.2 Socio-Political 
Many societies encourage tourism as a form of rejuvenation. Many states give a tourism 
entitlement to their employees. In some countries trade unions include visits to spas for 
over-worked or sick workers through a medical insurance scheme. Paid holidays also 
encourage participation in tourism. The political system also encourages certain 
preferences for holiday destinations as well as activities. This is done by choosing 
tourist destinations for holding conventions or conferences. For example Nandi Hills 
near Bangalore was the venue for SAARC heads meeting. 

2.6.3 Economic 
An important factor is disposable income or freedom from any money constraint. 
Tourism is psychologically and socially desirable as a consumer objective and the 
possession of the requisite means to satisfy the desire for tourism must be there. 

1 
In the West, when a person's income rises by one unit, they spend 1 units on 
tourism. This indicates a high propensity to travel. Where incomes are not high and 
money is concentrated in a few hands, the propensity to travel is likely to be far less. 
Business and incentive travel is also likely to be constrained by the money constraint 
which can be affected by economic depressions or recession. Governments can 
encourage outbound tourism by their tax policies and the permission to take foreign 
exchange out of the country. 

The price of tourism in relation to other consumer expenditures is also an important 
consideration. Special offers can, along with discounts, s%n make tourism a more 
attractive option than staying at h~me. 

2.6.4 Time * 

Vacations are traditionally linked to tourism activity. Many institutions have increased 
breaks in the calendar rather than just single holidays so that people can avail the 
opportunity of free time to participate in leisure activity. These well regulated breaks in 



Europe in spring, summer and winter have encouraged people to take not one but Underetanding Tourism-2 

perhaps two holidays in a year. In India also this is on the increase. For example people 
with school going children tour mainly during summer or winter vacations in the 
schools. The tour taken during the summer vacations may be longer when compared to 
one during winter. Price and time have a great impact on tourism demand. The tourism 
industry adjusts its tariffs with the seasons demand to encourage tourism as well as to 
increase profits. 

There are other pressures - business, family, religious, educational and social that 
motivate tourists. Similarly, conferences and seminars, weddings, funerals or family 
reunions, or visits to centres of pilgrimage are factors that are supplementary or secon- 
dary feeders of tourism. 

In India pilgrimage centres are a major attraction for domestic tourists. You must have 
seen caravans of buses taking them to either Hazur Saheb, Ajmer Sharif or Vaishno 
Devi. 

In many cases facilities like accommodation, catering or special events and discounts 
etc. also act as "pull factors" to encourage tourism or attract tourists. 

Check Your Progress 3 

1) Why is Alternative Tourism considered the most positive motivation for tourism? 

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

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

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

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

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

2) What role can Governments play in encouraging tourism? 

3) What ,is the link between vacations and tourism? 
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2.7 LET US SUM UP 

People travel and tour because of different motivations. People may travel to escape 
from their daily environment or to seek information. It is possible that une may travel to 
satisfy many motives at a time rather thr i any single motive. A change in motivation or 
say different motivations have brought in new trends in tourism like Special Interest or 
Alternative Tourism. Knowing the motivds of tourist helps the tour operator/tourism 
professional to offer better services to the client and it is always better to ask for 
motivation and accordingly suggest the destin: :ion. 

2.8 KEYWORDS 

Linear Itineraries: Schedules of tourists which include rapidly changing places of stay, 
travel and sightseeing. 

Niche Tour Operators: Specialised tour operators who share their clients concern for 
conserving and preserving areas of tourism from the destructive efforts of mass tourism. 

Roots Tourism: Tourism which brings people settled abroad to their places of origin. 

Tourist Ghettos: S tandardised tourist accommodation and accompanying facilities 
facilitating mass tourism. 

2.9 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1) See Sec. 2.2. You may expand on the concept of a complete holiday destination, 
marketed by tourist operators. 

2) See Sub-sec. 2.3.1. The formula contains ingredients of an undisturbed tourist 
enclave. 

3) See Sub-scc. 2.3.3. 

4) See Sub-sec. 2.3.4. It may bring high budget tourist at company expense. 

Check Your Progress 2 

1) See Sec. 2.4. 

2) See Sec. 2.4. You may like to explain the concept as one which opens up new 
offbeat areas of visit and interests involving help of specialist tour operators. 

Check Your Progress 3 

1) See Sec. 2.5. You may like to point out the desire of such tourists to negate the 
negative impacts of mass tourism. 

2) See specially Sub-sec. 2.6.2. You may point out the schemes for tourism offered 
by the Government. 

3) Sec Sub-sec. 2.6.4. 
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3.0 OBJECTIVES 

After reading this Unit you will be able to: 

a understand broadly how the history of tourism came to be written, 

a famikise yourself with the main sources used for writing the history of burism, 
and 

understand how modem tourism c a m  into ehtentx. 
'- \ 

3.1 INTRODUCTION 

The moment we mention of history, the g e d  assumption is that we want to know 
about the past But few ask this question why we intend to study the past? Well, we 
study the past because our present has evolved out of it and to plan a better future we 
have to critically analyse the past as well as the present. However, different methods, 

. approaches and interpretations are involved in this exercise. Ideological leanings and 
interests also determine the course of history writing. For example, the trend h t  
dominated the European approach to the writing of history, for a long time, 
emphasised on unique events in the life cycle of a particular region. They wete viewed 
from the point of view of the power controlling the state. T h d r e ,  the history of the 
world was seen as a history of the rulers, princes and the aristocracy. mere came 
another stage when social scientists tried to re-orient methodology in history by 
adopting the methods of the physical sciences. Hence, historical methods were 
challenged to assert that all people have a history and Merent areas of the world have 
different histories. 

'? 



Soon there developed the theory of Historical Materialism to show thaL history 
proceeded through an inevitable process of change from lower to higher forms 
of social organisation. There existed a dialectical relationship between man and nature, 
and man's use of mum as well as the manner in which he was to produce what he 
needed for civilising his life. It was, therefore, pcwsible to talk of a history of the peopl? 
rather than of the ruling class. In the present context the above mentioned 
methodologies are also being questioned. 

Here, we are not goifig into the debate on various methodologies by passing any value 
judgements. The idea is to make you aware of the fact that there are different views, 
methods and trends in history writing. 

This Unit deals with the history of tourism over the years. It takes into account the 
various sources that are used to analyse this history keeping in view the time period i.e., 
periodisation. The transition from fravel to modem tourism has also been dealt with due 
emphasis on the Indian situation. Why a tourism professional should study the history of 
tourism is another aspect dealt with in the Unit. 

3.2 THE NEED FOR HISTORY OF TOURISM 

The history of tourism was for a long time the history of European tourism, the 
assumption being that tourism was most developed in Europe. However, there emerged a 
school of historians wbich integrated economics, statistics, scientific methodology, 
anthropology and sociology to develop an interdisciplinary approach to the history of 
tourism. Yet, their methodology was limited in time as the statistical study of tourism is 

'of recent origin: But, they have identified sources that can be used to reconstruct the 
history of a'kriod for which the statistical basis may not exist. As a result we can 
apply this method to develop the history of tourism on a global as well as national 
scale. 

The main-stream objective to study the history of tourism is to understand the 
phenomenon in a particular society at a particular time. We do so in order to know the 
factors that encourage tourism development as well as the factors that discourage 
the growth of tourism. Mmver ,  a study of the history of tourism can help us to 
illustrate a dynamic model of tourism development. We can evaluate the role of 
tourism as well as establish concepts that help us to understand its impacts. 

We, therefore, do not only reconstruct the past or an event of characters but also 
develop generalisations that are more useful in understanding the present nature of the 
tourism phe~omenon. The history of tourism also helps us in developing the theoretical 
framework within which the data on tourism can be verified. 

To avoid simple generalisations the data for the history of tourism has to be 
carefully assessed. In early history we have archaeological evidence of inns, hotels, 
villas and transport but such information is Eragmentary and often covering periods of 
thousands of years. Moreover, inter-disciplinary information was not always 
available in all periods and in all countries. For example, the French pioneered the 
history of tourism but looked only at the holiday pattern of the aristocracy. The British 
looked at key events and factors like standard of living, free time, cheap transport, spas 
and sea-side resorts and linked them to growth of industry, labour fom, social 
legislation and local customs. But today we look at tourism as a system. In this the 
physical, economic, technical, environmental, socio-political and cultural factors are 
studied to understand the links between the past and the pre!!nt. And al l  this is used f13r 
future development. 

The history of tourism has made an important breakthrough in two areas: 

1) Idenmcation of sources of data. 

2) Use of both written and oral history. 

A critical examination gf the historical prenr-- -*,;rs highlights new perspectives 
within which a particular field of inters! can be viewed. The establishment of the 
history of tourism also helps in establishing the credibility of tourism as an academic 
discipline (which in India is still in infancy). 



3.3 SOURCES OF DATA 
Historical Evolution and 

Development 

The sources for the history of tourism are very diverse and related to the time context 
for their validity. For example, the sources used to know about the ancient period are: 

1) Literary records 

2) Inscriptions 

3) Grafitti 

4) Papyras receipts 

5) Seals 

6) Archaeological evidence including painted pottery 

7) Diplomatic records 

8) Archives, both private and public 

9) Oral history and folk culture, both traditional and personal, etc. 

3.3.1 Statistical Records 
These are a primary source and are of recent origin. Statistics or numerical data began 
to be collected only after it was recognised that tourism has an important economic 
impact. Before 1914 tourism statistics did not exist, although secondary sources like 
health, safety, police, migration, taxation and census records were used to make 
assumptions on the development of tourism. 

Since 1920 the statistical base of tourism has been increasing. In 1921, Britain began 
to collect tourism statistics and by 1945 most countries were doing so. In India, 
statistics of tourism only came into existence after the 1960s. Prior to that tourism 
statistics relate to the Indian sub-continent as a whole. Colonial rule and the subsequent 
partition of the sub-continent make it difficult to collate the statistics of tourism prior to 
1947. 

The volume of tourism statistics grew with the emergence of the International Union of 
Official Tourism Organisations. The National Tourism Bodies as well as International 
Tourism Organisations have achieved a great standardisation of the data, although its 
reliability is often questioned. This is because there are at least 42 definitions of tourism 
and tourist in use around the world. Prior to 1920 the data base of travel was taken 
from railway records, postal authorities and wherever possible, passport and visa 
authorities. From such records it was possible to: 

reconstruct the volume of people who travelled, 

the time of the year they travelled, and 

the places they visited. 

The census reports and civil service commissions dealing with paid leave have also 
contributed to information regarding the holiday pattern of the salaried employees. Thus, 
there is a range of data from which information regarding tourism can be collected. 
Since tourism is a multi-disciplinary activity, the sources of data are varied but such 
data may not be comparable in all cases. 

3.3.2 Secondary Sources 
Under this category come the: 

i) Personal documents that include diaries, journals and letters of educated travellers, 
academics and intellectuals. 

ii) Mass communications which include newspapers, journals, advertisements, 
guide books, magazines etc. which have been used to inform and persuade the 
public. 

These resources have been studied to form a picture of tourism such as itineraries. 
imporlant events and holiday patterns. They can be used as cross-referencing 
material. 
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1) What is  he importance of statistical records in tourism? 

......................................................................................................... 
2) Why should we study the past? 

........................................................................................................... 
3) What is the objective behind studying the history of tourism? 

3.4 PERIODISATION AND CONCEPTS 

With the passage of time the class of people involved in tourism have changed. As 
tourism becomes more democratised the nature of the facilities also become more 
standardised if not universal. 

Using the concept of the emergence of the Leisure class, to distinguish tourism from 
other forms of travel, we can establish six periods in the history of tourism. 



1) Ancient Era 

2) Imperial Era 

Historical Evolutlon and 
Development 

3) Pilgrimage 

4) The Grand Tour Era 

5) The Transition Era 

6) The Modem Era 

The following concepts were commonly used during all periods: 

1. Motivation - the value of new experience and the transformation of travel from 
survival to an improvement in the quality of life. This includes: 

a) Curiosity - moving from the known to the unknown. 

b) Anticipation - What you hope to find, see and do. To look for something and 
evaluate every new experience. 

c) Leaving a mark for Posterity - What the world offers and why you have 
experienced. 

11. Holiday: The word has two sources - (a) Religious and (b) Secular 

a) In Europe a day was set aside, at the end of a work cycle, for religious rituals 
and this day was called a Holy day. In time, saints days and certain other 
observances were added to the number of holidays when no work was done and 
everyone celebrated. 

b) The secular tradition was a part of the Imperial system when the state granted 
public holidays to celebrate Imperial glory. On these holidays no work was 
done and the people participated in feasting and fun. Public games and 
spectator sports were the highlights on such occasions. 

. . 
In time, the religious and secular combined and the day of rest became a part of all 
societies. 

111. Mode of Travel - was the state of the art in terms of transport networks and 
routes, vehicles, cost of travel, documentation and safe passage, wayside facilities 
and conveniences to the traveller. 

IV. Tourism Impacts - the influence of tourism not only on the life-style of the 
people but in bringing about changes in consumption and production as well as 
wealth. 

3.5 ANCIENT PERIOD 

Inscriptions, seals and cave/rock paintings etc. are evidences of travel in the early 
period. Such evidences suggest that travel was both difficult and dangerous. There was 
no concept of a safe return. Overland and sea journeys were undertaken but travel was 
slow, time consuming and route networks were not well developed. The cost of travel 
was high because wayside facilities were rarely available. Human beings were still 
subject to the power of nature and travel was seasonal. Yet, three significant developments 
encouraged travel: 

i) The creation of specific paths and routes used primarily by traders and pilgrims, and 
perhaps adventurers. 

ii) Development of specialised vehicles for travel over land and on the water. 

iii) Growth of urban centres and later cities along river banks and coastline. Such 
centres are known to have been established in Mesopotamia, China and India. The 
growth of cities indicated the need for political and economic contacts and the role 
of couriers, carriers and caravans became important. 

As travel followed a pattern of networks, resting places and food resources were 
provided along these routes. Soon we see the outpost growing into a market town or a 
comn~ercial centre that increased the range and scope of travel to distant parts of the 
know11 world. With the increase in contacts between the different parts of the world, the 



Tourism Phenomenon nature of consumption and travel began to change. As a consequence specialisation 
began to emerge. For example, wagons for goods and chariots for passengers. 

With specialisation in vehicles there was an improvement of paths and routes, with 
paving and distance markers as well as trees for shade. Better routes led to increased 
knowledge of the fabled wealth and prosperity of distant lands. The consequence were 
many, like emergence of wars of conquest or trade and commerce. 

I Check Your Progress 2 1 
- - - 

1) How did the concept of holiday emerge? 

2) Discuss the developments that emerged in uavel. 

3.6 EARLY EMPIRES 

In the West, tourism became established in the Egyptian empires and reached its zenith 
in the Roman period. In the East the coastal empire in China and the Mauryan Empire 
in India were known for providing extensive facilities to the traveller. Road networks 
and transport were systematised into Imperial highways, secondary roads for made and 
village paths. Infrastructure for travel like caravan serais, inns, taverns and panthagar 
were common.. Wells were dug, sequrity pickets were placed at convenient distances and 
dak chowkis were established. 

By this time there was a distinction between uavel and the phenomenon of tourism. 
Whereas facjlities along the roads were rough and often provided by the state at no cost, 
well-to-do-do travellers enjoyed special facilities. They were accompanied by kitchen 

staff, servants to look after the luggage of the household, tents, animals, food and other 
stores, water supply, etc. The evidence of such elaborate arrangements indicates a certain 
sophistication in the ability to travel in style. The traveller not only enjoyed the journey 
but had home comforts at the destination. The stranger was known to bring prosperity 
and consume local services and products. All Asiatic cultures have the tradition of 
courtesy to the stranger. Folklore, folklales, kathas and a variety of literary works do 
talk of pardesi or athiti. It is perhaps the earliest reference to the traveller as a guest. 



3.6.1 Egyptian Civilition. and Phoenicians 
The Egyptian civilisation austed many tourists. The light house_ of Alexandria was 
consi- one of the seven wonders of the Ancient world. Here we see the genesis of 
nascent, tourism related to curiosity and pleasure. Herodotdus, the Greek traveller, has . 
written about jaumeys e n l i v e d  by women playing on castevets and men playing the 
flute, while the rest of the company sang and clapped together during the voyage. On 
arrivalsat the daestination there was a celebratory feast, ofien with a sacrifice for tftanlrs 
giving. There was a lot of wine drinking and festivity at the end of Ihe journey. 

-tti and messages on the walls were symbolic or the fame of Egypt's monuments. 
Between April and November many tourists mvelled long distances to see the glorious 
nionwents of Egypt. They retumed with souvenirs to show off to friends at home. But 
tourism was seasonal and travel was taken when the weather was pleasant. 

The real adventurcxs, however, were the Phoenicians who extcndcd the boundaries of the 
known world to the Atlantic in the West and Africa in the south from 11th century B.C. 
on-. They also developed overland facilities and used their maritime skills to bridge 
rivers and develop trunk routes. They were also the first to use money as a form of 
exchange, which helped the traveller to lighten his load. No longer was it necessary to 
carry servants and supplies as it was possible to buy food and services along the way. 

3.6.2 The Persian Empire 
The Persians improved the rravel infrasuucke because their empire expanded over a 
large area. They designed roads and developed carrier wagons with four wheels and 
covered overhead. Along with merchants, who now t ra~dled  all along rhe 
Mediterranean, the phenomenon of tourism also became estaMishcd. 

3.6.3 Greeks '. . C . . .  

New ,dimensions of tourism were developed by the Greeks who had extended the known 
world east of Africa. Their maritime expertise was based on th~growth of the city states 
along the sea c w f  This was because tbe mountains in the hinterland were not 
conducive to the development of land r o u ~ ~ .  Their contiibutions to the development of 
tourism were several: 

1) They established the system of currency exchange as the currency of some city 
states was accepted outside the Grcek states. 

2) The Gfeek language became the common language in the Mediterranean. 

3) The Greeks hosted festivals to attract travellers from all over Ihe world. One 
im- festival was the Olympic games held to display creative athletic skills in 
honour of the God Zeus. . - ,- 

- - 4.. 
4) The Greek theatre was'also renowned and people came from far and near to see 

Greek tragedies and comedies. These were a reflection of the manners and 
philosophy of the time. 

5) Scholars cam6 to Greece to debale with its philosophers and to exchange medical 
sirills with physicians and men of ssience. 

6) The city s h s  became attractions 'for visitors. Athens was a renown& destination 
then as now. It had hospitality facilities that provided food, accommodation and 
entertainment like floor shows, danciig girls and gambling. 

7) The Cirkeks introduced the custom of hiring a proxeuros, a native guide who 
dvised tourists on where to go and how to travd safely. 

3 .  

3.6.4 The Romans 
The Romans had a keen admiration for Greek manners and life style. However, they 
refmed most of the new developements introduced by the  reeks through their 
remarkable sense of organbation. They had under their control (both politically and 
cuhmdly) the largest empire in the West For a long period the Roman legions brought 
pace and pmperity. to many lands and people. As a result not only the Ronian elite 
but also the trading middle class began to build villas along the coastline and in the 
mountains'as holiday homes. ' b y  wefe served by a slave economy and had the most 
luxurious artefacts from various comers of the world. 



Tourism Phenomenon Tourism grew in this period for the following reasons: 

1) Roman coins were the official currency all over the empire. 

2) The empire was served by an excellent and planned network of mads, called the 
Appian ways and waterways were also in popular use in all  parts of the empire. 

3) Greek and Latin became the official languages of the empire which stretched from 
Scotlturd in the West to the Euphrates in the East 

4) As the wealth h d  prosperity of Roman citizens increased they were motivated by 
pleasure, curiosity as well as an interest in the cultures of the people they brought 
under their control. . 

5) They developed spectator sports as a relief from boredom. Games and gladiatoral 
contests were popular events. 

6) Sight-seeing trips and excursions took the tourist to Greek temples, sanctuaries and 
works of art. Egypt and Asia Minor (modem Turkey) were renowned for their 
magnificent structures and became popular destinations. Unnamed scholars had 
created an itinerary of the Seven Wonders of the World to which Roman visitors 
were attracted. 

7) Travel to mineral springs or what today we refer as health tourism, was also an 
important activity. The springs were closely associated with shrines and drew 
pilgrims as well. .' 

8) Literary references made certain naturally beautiful places an attraction for the 
educaql travellers. 

3.6.5 India 
In India, ,during the early period a sophisticated agricultural economy made the export 
of cash crops an important trade link. Marmfacm of iron-ore into steel for weaponry 
was another important item of trade by the later Vedic periqd. Tools and textiles were 
other renowned Indian products. Contemporary Greek and Hebrew scholars have noted 
the wonder of India and her fabled wealth. 

Because of the predominance of trade routes over-land crossing between Asia and 
Europe, aade tours were an important feature of Indian camrndty life. Caravanserais 
were therefore an important development in this period. From hymns and epic poems we 
learn that sporting events and ritual sacriffies were also popular festive occasio~a. The 
Mahabharat gives an interesting account of such a fair, the kings who attended it and 
what offerings were made. 

The Arthashastra reflects the protection given to merchants and their high status in 
Indian society. Insurance and safe passage for goods, regulation of prices, weights and 
measures and the use of gold, silver and coppet as rates of exchange also indicate a 
well developed mode of trade and travel, 

'The royal capitals were the urban trading and industrial centres with a network of rural 
dements  to support them. Trade overland and on inland waterways was well 
developed. Military roads expedited the fast movement of machant camvans bringing 
luxury goods to the Royal Court. Brahamin villages evolved into centres of learning 
attracting journeymen and scholars. At this time the Buddhist Sangha establish~ed the 
t&tion of the pilgrimage, when monks went from village to village and court to court 
preaching the value of the middle path. Rest houses or panthagars were provided for 
the mendicant traveller. Monasuies also attracted the monk, the merchant and the 
lapan. 

Several expeditions crossed from Greece via Persia or Mesopotamia to India 
But travdlers accounts are few. Greek accounts mention that in India chariot I- 

were well laid out and horses, elephants and camels were a common mode of 
transport. Trees for shade, wells, rest houses and security were also well organised. 
The Arthashastra details UIe importance of the travel infrastructure-for the s m ,  ' 
classifion of routes and types of vehicles. This is an indication that there was a 
well deveksped mode of travel in India for the military, the commercial traveller 
and the civilian. Travel on inland waterways was also under state protection and 
regulation. 



In cities, bazaars provided access to goods brought from the hinterland. Foreigners were 
accommodated in serais at the city gates where all services were provided to them. 
There was strict control over the movements of travellers. They had to carry a note for 
safe passage from one temtory to another. For their entertainment taverns and dancing 
halls were allowed, but again inspectors ensured that the conduct of the travellers was 
not unruly. Gambling was licensed and was a source of revenue for the state. 

Travelling for pleasure on the rivers and to the hills was a tradition started by the royal 
courts. But such movement attracted all those who had business at the court to move 
with it from the heat and dust of the cities to the rural calm of the summer retreat. An 
example worth citing here is that of the Mughal emperors. They had great love for 
nature and travelled extensively. They contributed towards what today we call resort 
development. The Shalimar and Nishat bagh at Srinagar are some examples. Infact 
Jehangir travelled annually to Kashmir and in winter to the trans-Vindhya region. 

Even today we can identify the travel culture in India's past by the kos-minars (mile 
stoncs), baolis, sarais and a network of roads and paths that make all comers of this 
vast country acccs\iblc. 

S halimarbagh ~- 

Check Your Progress 3 

1) Discuss the contributions made by Greeks for the development tourism. 

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

2) Which of the following statements are right or wrong? Mark () or ( X). 

i) Greeks hosted festivals to attract tourists. 

ii) The Phoenicians could not learn the skills to bridge rivers. 

iii) The custoi of hiring a native guide was h t  started by Indians. 

iv) Muglial emperors developed destinations. 

3) Mention the ficilities listed for travellers in the Arthashastra. 

.................................................................................................. is........ 



3.7 SILK' ROUTE 

Perhaps the most interesting link in the East/West movement of people was the Silk 
Route. This began in 2000 B.C. and transformed overtime as modemisation and natural 
causes dictated. The Silk Route is evidence of the fact that in Inter-continental travel 
inconveniences rue disregarded by travellers. 

This is a h  beawe travel removes people's ignorance and superstitio?~. 

The Silk Route ig reported in travel records, annals and chronicles written for courts and 
kings, and in the accounts of pilgrims. Mceting to exchange silk, muslin, fine glass, t(x, 
rice and ,spices, the participants in the emporium trade also exchanged ideas and 

p d m h  process in different parts of the world.' La@ othsi forms of .' . . 
ehb 33k Route: 

: ~ r a ~ e l  was g e d l y  in winter because the extreme topgraphl and climate ' . . 

. made the rase one of the most hazardous and yet.in terms of,wedti~ most 
* 

*ding. . 
. . 

N d w  t f t g  done by the stars when not follow& the ~ourkp of a strcam or . 
dw* - .. - , 

Revenue w& kllected from the traveller as a resource for the state. Largcr sacs  
t a w e m  with shelter and other facilities and lo\vcrdd taxes to cncoungc 

wrtkdby pple to visit their bases, towns and cities bccause the tmvctlcr brought 
avleahh 

B&sidm w.&?b and ideas new technology also formed its way along this East-West 
ax&. For emmple, irrigation, plants, flowers, printing, paper and gunpowder were 
also introd& to different countries via the Silk Route. 

The experience of the traveller indicated a Erame of mind which may be describcd 
as touristic since it involved seeing new places, people and culture, incrcase 
knowledge and f e l  the novclty of'the world: 

With the MI of the empires, there was a setback to trade and commerce. The mobility 
of the In&vMuat was also much reduced. However, we rid the pilgrim and the artisan 
on his way to the fair as the travellers. The sea-side resorts, the hill stations and spas 
that were centres of pleasure and recreation fell into disuse by the early medieval 
period. Yet, because of the development of touristic activities over the years a complex 
character of tourism had certainly emerged: 

1) Because of the complexity of motivations, needs and satisfaction, tourism emcrgcd 
as an amalgam of phenomena and practices and heir relationships rather than ils a 
single or unique orientation. 

2) These inter-relationships arise from the movement of peoplc to and their stay 
at various &tinations which provide the dynamic element in the progress of 
murim. 

3) That lourism givcs rise to activities which are distinct from the resident and 
working population. 

4) That tourist movements are temporary and relatively short term in 
c b t e r ,  whh intenlion to return to the place of residence after the travel is 
mplcw 

5) D m i n h s  are chosen for a particular amaction which could be business, 
v o c ~ ~  w pleasurc related. 



3.8 PILGRIMAGE 

We have seen that wish-fulfilment was an important catalyst that had historically 
influenced traveL The human community, despite its highly developed capabilities was 
always faced with problems that defied human solutions. From anthropological symbols 
to the development of theology, we see the appeal of the supernatural that has been 
greater than the laws of nature. The Pilgrimage (tirth yatra) was therefore a journey 
undertaken for betterment on the spiritual and material plane. 

Ths key elements of the pilgrimage are belief and knowledge within a particular culhlral 
r 

context. In traditional societies, a pilgrimage earned god's grace and moral leadership in 
the community because sacred rituals and texts sanctified certain places associated with 
divine revelation. This was true of all religions. ' Oracles housed in hot springs, rivers and tanks, alongwith a veneration of nature were 
early forms of the pilgrimage. 

Different religions (Christianity, Islam and Judeaism) are similarly associated with 
sanctuaries and relics of their martyrs and saints. Pilgrims visited distant shrines 
associated with their beliefs. The pilgrimage was a release from poverty, war, sickness, 
persecution and misery beyond the control of human beings. Pilgrims always travelled in 
a throng and were on the road for a long period of time. They used the facilities of 
merchants and sanctified the major fairs which were located close to shrines, sacred 
rivers and tanks. Monastries also provided refreshment and rest to the pilgrim. In many 
cases people went on pilgrimage not out of devotion but because they enjoyed travelling 
through unknown lands in order to ex~rience the novelties on the way. 

The pilgrims added to our knowledge of geography, and a knowledge of what the world 
had to offer. They were often adventurers and explores as well as being men of 
knowledge and culture. 

The pilgrimage continues to have bpth spiritual and social approval and in countries like 
India the State continues to provide facilities to the pilgrim whose devotion is matched 
by the desire to see new places and meet other people in the course of gaining punya 
(merit). In the age of imperialism many traditional beliefs were undermined, but the 
pilgrimage provided a resource to those who wanted to preserve their cultural identity. 

Political events between the two world wars brought about a new morality which 
resulted in a secularisation of religion. When religion became a personalised experience, 
Eastern religious experiences and community identity began to reach out and win 
believers across the world. India too saw the emergence of cult figures who lead an 
international group of followers (e.g. Mahesh Yogi, Rajneesh and Satya Sai Baba). 

tflrbrfenl Evolution oad 
Devdapment 

~ e t a ~ h ~ s i c a l t h o u ~ h t  and meditation became an attraction, along with the tradition of 
Bhakti and Kirtan (e.g. Hare Krishna movement). This reviewed the missionary thrust. 
However, this time it was from the East to the West. This search ,for meaning by an 
alienated generation was seen as an early form of adventure rather than self-testing or 
pilgrimage. This was also because the youlh travelled on shoe string budgets across the 
continents to reach their spiritual house in the East. 

Today, sociologists have broadened the concept of the pilgrimage to include non-sacred 
activities like travel to homes of modem "idols" and opinion leaders (film stars and 
others) rare cco-systems and environmental or ethnic regions. The search for ones roots 
is yet another form of pilgrimage that has inspired many across Lhe world to undertake ~1 
journey back home. 

In a country like India, where for the mass of the people tourism may be economically 
unfeasible, the pilgrimage is a vital and living experience. With a higher personal 
income and belter education, there is an increasing secularisation of beliefs and pleasure 
components are being added to the familiar pilgrim routes and itineraries. Consequently 1 
monasn-ies, temples and shrines have now begun to advertise special tours because the 
economic benefits of pilgrim/tOurists have become alluring for these trusts. Melas at 
sacred shrines are now great attractions, apart from the special Kumbh Melas held in 
Ujjain, Nasik and Allahabad. Pilgrimage sites have also become important tourist 
destinations because they are so closely linked with the cultural identity of a destination. v,SSKy 
like Varanasi or Gangotri. @ 



Check Your Progress 4 

1) What do you understand by pilgrimage? 

- -  4 . . c.;" . 
. :  , 2) aiseusg the i m p a n c e  of the Silk Route.. 
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3.9 GRAND TOUR 

The term is popularly understood to describe a circuit of Western Europe undertaken by 
a weal&y social elite for culture, education and pleasure. It is a frequent reference point 
in the history of tourism in Europe. Most modern studies have a conventional image of 
the Tour, without recognising that it was the first extensive movement of tourists for 
which we have primary sources like letters, journals and diaries of tourists. These 
sources indicate that any extensive movement of tourists is brought about by a particular 
social and cultural environment, and each country can develop its own perspective on t 

art and intellectual life, social and economic history as 
the aristocracy was perhaps most visible. However, it is 

and scribe, who have recorded the passage of the 
tourist, while the artisan has passed on his craft and skill in the search for a master. 
There are several debatable assertions regarding the Grand Tour - that it followed a 
prescribed route irnd was leisurely in pace. Now, we have evidence of no set pattern 

' 

being f ~ i l o w e d d  also travelling as fast as possible. It is also questionable that the 
Grand Tour was ential part of a diplomatic training or the rounding off of agpell 

1 at Oxford ar -7, ge. Was it the result of a secularisation of religion? Was the 
decline of the to& due to the coming of the Railways or changing cultural values with 
the increase in the size of the middle class? The idea of the Grand Tour as an extensive 
itinerary for tourists to follow owes something to all these factors in the course of its 
development. We can mention the characteristics of the Grand Tour as follows: 

1) The Grand Tour can be defined in terms of class, which would detennipe the places 
visited and the mode of uavel. For example, the nobility would follow the court lo 



resorts in the hills, near lakes or along the coast. The aristocracy and the high 
officials would follow suit as well as visit renowned centres of learning. 

2) The Grand Tour can be defined by the destinations on the itinerary, but such a 
definition would limit the classes involved in extensive travel. 

3) The Oxford English Dictionary defines the Grand Tour as a tour of the principal 
cities and places of interest in Europe, formerly said to be an essential part of the 
education of young men of "good birth" and "fortune". This definition, besides 
being Euro-centric has class limitations and has been broadened to suggest that the 
tour was of certain places and cities of Western Europe undertaken primarily. but 
not exclusively, for education and pleasure. 

4) Reasons for undertaking the Grand Tour were also diverse: career; education; 
culture; literary; health; scientific; business and economic. At different times one or 
more of these motivations could have been the primary one, depending on the social 
status, cultural environment and trends in transport and accommodation. 

5 )  The Grand Tour itinerary was closely linked to the availability of tourism resources, 
both relating to trends in fashion as well as facilitation. The timing was also related 
to seasonal variations as well as events and activities of  he concerned individuals. 
Similar trends affected the length of stay at different destinations. 

6) An emergent tourism industry also began to direct tourism ilows in the 19th century 
as commercial facilities were required to supplement the informal and formal 
arrangements that merchants, pilgrims and tourists had commonly used in earlier 
times. Thus, accommoda~ion in inns, taverns and rcntcd rooms became common- 
particularly in the cities. Regular transport services wcre established and guidebooks 
were available. There were guidcs as well as portcrs. Cycling and walking tours 
also gained in popularity. Finally, banking arrangements Lhrough exchange notcs 
were made to give addcd facililies to the tourist. The stage was now set for the 
emergence of a travel organiser (like Thomas Cook) who provided all ~hese 
facilities to the tourist on his package tours. 

7) The Grand Tour made tourism a family affair and soon women travellers began to 
travel. 

This phase of the history of tourism has an abundance of malcrial. The only problem is 
of selection and analysis, so that it would be available at one place for any time period 
or destination. 

3.10 TRANSITION TO MODERN TOURISM - 

In Europe the transition to modem tourism came about principally due to the; 

0 revolutionary changes in technology, 

0 rising personal incomes due to rapid industrialisation, and 

0 enterprise of middle class professionals (like Thomas Cook) who began to organise 
tours for the inexperienced traveller,. 

In India, British colonialism reproduced the form of tourism at home in the colony. The 
hill stations became the destinations for the administrative and commercial elites as 
summer retreats. Beaches along the east coast like, Puri, Waltair and Marina and Juhu 
on the West Coast, catered to the desire for sea-side holidays. Adventurers, 
scientists and merchants took to the mountains to explore and map the distant comers 
of the expanding British interests in the sub-continent. The Railway system made all 
the resorts accessible to the British tourist and the Indian elite. Railway hotels and 
guest houses run by the Anglo-Indian community provided impetus to the growth of 
resorts. 

Historical Evolution 
Developn 

There was a bifurcation in the form of tourism for the middle class and the elite. The 
pilgrim centres, located in the hills near spa centres or at the confluence of venerated 
rivers and temple towns continued to draw visitors. The visitors now b e g a  to build 
second homes in these areas which had a regular clientele. The second home 
phenomenon was responsible for the growth of hill stations like Manali, Ooty and 
Darjeeling as well as the beach towns of Puri, Waltair and Juhu. 



The institutional pattern of ~e British India.? n~--l?~st.ration including schools, colleges. 
courts etc. encouraged the exodus from the towns and cities of India to resort regions in 
the vicinity. The well-to-do had country estates which were located in rural areas. 
Travel-for-A-change had become a well established Indian tradition by the time India 
became independent 

Sir John Sargent, in 1948, began to look at international aspects of tourism. Europe had 
a committed number of orientalists who were interested in continuing the Indian 
connection. Besides, there were many Britishers who were unwilling to return to the 
grim climate of the& home country. They were also completely alienated from social 
manners and culture at home. They were the hang over from the Raj, people who had 
devoted their lives to India and were not ready to break these ties. Sargent also 
indicated the economic advantages of international tourism and recommehded the setting 
up of a tourist traffic cell at Indian embassy's abroad and in the Ministry of Transport 
to facil'itate tourism to India. 

Civil aviation had linked India to Europe in the 1930s. The Railways spanned the length 
and breadth of the country and the Circuit Houses and Dak Bungalows provided a 
European standard of accommodation. catering and entertainment to the visitor. The 
trained manpower also existed, apprenticed to the sahib-log during the long years of the 
Raj. Recreation of facilities like tennis, cricket and golf clubs, theatres and libraries are 
common features of such resorts. India was now ready to launch itself on the world 
tourism scene. 

Check Your Progress 5 

1) What do you understand by the tcrm Grand Tour? 

........................................................................................ %.....<............. 

2 )  Why did Sargent suggcst to attract in~crnational tourisls? 



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

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

3) What type of tourism was promoted by the British in India? 

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

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

Historical Evolution and 
Development 

3.11 MODERN TOURISM IN INDIA 

The Rail network in India placed the means of recreation within the reach of an 
increasingly large number of people who had leisure time and the income to enjoy it. 
Apart from the box wallah and the Babu log, the middle class and the working people 
were also exposed to a travel culture. 

The 9 private airlines were incorporated into the public sector corporation, Indian 
Airlines, with a view to establishing an air transport network to link the remotest areas 
of the country. 

Domestic Tourism was encouraged by providing the Leave Travel Concession, since the 
new industrial giants in the public sector now provided employment to people from all 
parts of the country. Youth and students were also provided concessions to travel and 

I 
study in different parts. of the country. 

b 

International Tourism was promoted for its economic benefits, particularly foreign 
exchange earning, which a newly industrialising country like India needed. 

In the early 1960s it was decided to establish the India Tourism Development - 
Corporation (ITDC). The idea was to provide western comforts to international visitors 
at the major tourist attractions in the country. ITDC was to play the role of n catalyst in 
developing a modern superstructure (like five star As& Hotel) for international 
tourists. The government set up the infrastructure to promote tourism by establi, ing Air 
India International and tourism promotion offices in London and Frankfurt. Thr, tourism 
cell in the Ministry of Civil Aviation was upgraded into a department. The private 
sector was invited to establish luxury facilities for the high spending tourist. The first 
pioneer in this field was Mohan Singh Oberoi, who began his career in hotelering with 
the Clarks Hotel in Shirnla and the Grand Hotel in Calcutta. 

By the late sixties the Ministry of Civil Aviation was bifurcated and the f i s t  Director 
General of Tourism, S.N. Chib, began to formulate India's Tourism policy. He called in 
UN experts to identify a modem Indian tourist product that explored resources for 
tourism that would attract the mass tourist looking for a value for money spent at a 
holiday destination. As a result the Gulmarg Ski resort and the Kovalam beach resort 
were established. The private sector was encouraged to develop Goa after its liberation 
from Portuguese rule. The Golden Triangle of Delhi-Agra-Jaipur still continued to be the 
main auraction for tourists, who still did not see India as a holiday destination. 



Tourism Phenomenon However, Kashmir valley wil5 its unique h011~phn~* culture and the religions and history 
of India continued to draw the orientalist, even though India was not really a competitor 
in the world market. 

By this time the travel trade had come of age. SITA World Travels established by Inder 
Sharma began to package India tours, and is today a front runner in the field of travel 
and tours, with offices all over the world. Organisations like the Travel Agents 
Association of India (TAAI), Indian Association of Tour Operators (IATO) etc. also 
played their role. However, the travel trade till today brings @ M y  20% of international 
tourists to India. This indicates that tourism in the country still has to come of age. 

In the 1970s tourism was separated from the Ministry of Civil Aviation and this 
indicated the growing importance attached to tourism in India. To strengthen the tourism 
infrastructure State Tourism Development Corporations were set up to provide 
accommodation and transport facilities at tourist destinations around the country. 
Almost every state has a Tourism Department which frames the tourism policy of the 
state. 

By 1980 India's Tourism Policy established the importance given to the expansion of 
international tourism, although the target of 1 million tourists was still not achieved. 
Domestic Tourism, a social objective, was in the meanwhile reaching a much larger 
dimension, estimated at 40 million. A small attempt was made to start collecting data 
from the states but domestic tourism was never visualised as the main focus of tourism 
development. The stress on foreign tourism was because of the frequent balance of 
payments crises faced by the country in this period. 

The 1 million target achieved in 1990 remains a milestone in the development of 
tourism in India. An ambitious National Action Plan (1992) hopes to double India's 
share of the international tourism market from 0.50 to 1%, by doubling hotel capacity in 
the classified accommodation sector to 80,000 rooms and allowing an open skies policy 
in air transport, including charters. New markets and diverse products like adventure 
sports, fairs and festivals and golf along with the traditional cultural attractions are now 
being developed into circuits which cover the main tourist destinations in the country. 
1992 was celebrated as the Tourism year. Tourism has been recognised as an industry 
and many policy benefits and incentives have been given to the private sector to invest 
in tourism to encourage its growth. 

A new feature of the 1980s was the emphasis on tourism education and training. Apart 
from the Food Craft and Hotel Management Schools, the Indian Institute of Tourism 
and Travel Management was set up to train tourism administrators under the Ministry of 
Tourism (now it is in Gwalior). Many universities also began to introduce vocational 
education, and tourism education was one of the options offered at certificate, diploma 
and graduate levels. 

Check Your Progress 6 

1) Why was the ITDC established? 

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



2) What does the National Action Plan hope to achieve? 

3.12 LET US SUM UP 

A history of tourism developed mainly through indirect sources in the early period. It was 
only with the onset of 20th century that statistics and information on tourism began to 
be directly collected. 

Trade and pilgrimage played an important role in tourism traffic in the premodern 
times. However, the growth of modem technology, dsing incomes and modem 
entrepreneurships contributed to the emergence of modem tourism. 

3.13 KEYWORDS 

Euro Centric: A viewpoint which takes into account only European beliefs, ideas and 
attitudes etc. as a way for looking at the world. 

Hinterlands: Areas outside mainitream of mhan wtivity with which normally the urban :. c; 

' . materials. 



Check Your Progress 2 

1) See Sec. 3.4. You may discuss the religions and secular sources of the world. 

2) See See. 3.5. You may discuss the development with respect to growth of track and 
pilgrim pathways as well as growth of urban centres along river or sea. 

Check Your Progress 3 

1) See Sub-sec. 3.6.3. You majr discuss development of trade and land routes. 
currency. festival , culture. academics and host and guide facilities in this context. f 

2) i) d ii) X iii) X iv) 4 
3) See Sub-sec. 3.6.5. You could mention the facilities given to treaders and the way 

impomnce was given and travel infrasuuctue. 

Check Your Progress 4 

1) See Sec. 3.8. You could elaborate on how pilgrimage is a journey undertaken for 
spiritual and material wish fulfilment. 

2) See Sec. 3.7. You could discuss how the Silk Route contributed to trade, new 
ideas and technology and to a touristic frame of mind for the traveller. 

Check Your Profless 5 

1) See Sub-sec. 3.9. You could discuss how the Grarid Tour is a circuit of West 
Europe undertaken by wealthy for culture, education and pleasure. 

2) See Sub-sec. 3.10. You could discuss how an orientalist outlook, hangover liom the 
. Raj. etc. of Britishers made Sargent look for the potentialities of international 

tourism. 

3) See Sub-sec. 3.10. 

Check Your Progress 6 

1) See Sub-sec. 3.11. You could discuss how ITDC was set up to cater to international 
tourism. 

2) See Sub-sec. 3.11. You could mention how the plan sets a target for itself in the 
,s&.J international tourist market as well as in the domestic market by setting up tourism 

. . . . , .: as an industry. 



SOME USEFUL BOOKS FOR THIS BLOCK 

David W. Howell : Passport: An Introduction To The Travel and Tourism, 
Ohio. 1989 

Rob Davidson : Tourism, London, 1993 

Robbert Chritie Mill : Tourism System, New Jersey, 1992 

Suhita Chopra : Tourism Development in India, New Delhi, 1992 

ACTIVITIES FOR THIS BLOCK 

Note: Discuss the results of Activities with your counsellor. 

Going by the definition of Tourist, decide who among the following is a Tourist and of 
what type. If not why? 

1) Damle stays in Poona. However, his place of work is in Bombay. He takes a train 
(like the Deccan Quecn) to Bombay and back every day. 

2) Ms Vinneta Menon stays in Kottayam and works in a Private Company. The 
Company has given her a two wcek vacation plus travel and accommodation 
expenses. She uses this offer by visiting Mount Abu. 

3) Murthy arrived in Delhi for an official meeting which was delayed by three hours. 
Hc utilised this time to do some shopping in Connaught Place. 

4) Rahul and his friends went to Tirupati for darshan. 

5 )  Salim stays in Ajmer. He visits the Dargah every evening. 

On the lcftside are given the motives to travel and on the right are the destinations. 
Mark the correct destination in relation to the motive: 

1) Escape (to wildlile) - beach on west coast 
- national park 
- pilgrimage centre 

2) Licsure (sun and sand) - beach resort 
- rivcr bank 
- near tanks/ponds 

3) Mountaineering and Trekking - Himachal Hills 
- Rajasthan cities 
- Rann of Kutch 

4) Escape (from hot weather) - Desert Resort 
- Hill Resort 
- Museums 

5) Pilgrimage and Beach - Jagannath Puri 
- Kovalarn 
- Khujaraho 

6)  To see land of forts and places - Sikkim 
- Tamilnadu 
- Rajaslhan 

7) All luxury - Five Star Hotel, Casino etc. 
- Visit to Monastry 
- Trekking in Mountains 

HIstorlcal Evolution and 
Development 



Tourism Phenomenon 8) Sking and Trekking - 
- 
- 

9) Mugha1 monlislents - 
- 
- 

10) By train to a Hill 
Station 

Hill Resort 
Desert Resort 
Beach Resort 

Va~anasi and Agra 
Agra and Fatehpur Sikri 
Mathura and Jaipur 

Ooty or Darjeeling 
Naidital or Kodaikanal 

Mount Abu or Dalhousie 

Mention which of the following is an inbound, outbound or domestic tourist/s. 

i) James came to Delhi from England to spend a Holiday. 

ii) Jogendra Singh and his family are going to Srinagar for two weeks. Their place of 
residence is Chandigarh. 

iii) Vijaya and her four friends are going to spcnd a holiday in Nepal though they 
reside in Madras. 

iv) Inayat stays in Hyderabad. He visits Ajmer to see the dargah. 

v) Kutty has taken Amcrican nationality. He travels from New York to Warangal for a 
holiday. 

Thcre are five tourists mentioned in Activity-3, identify their destinations and origin. 

Visit a Railway Platform or a Bus Sland. There must be passengers waiting. Ask a few 
as to thcir motivc/s of travel; whether they have been in touch with a tour operator? if 
yes why and if not why? their duration of travel? Whether they have planned it or just 
left it to their friends or relatives? Do this exercise 213 times and compare your findings 
of each visit and preparc a notc on thc following: 

a) Diffcrcnt motivations for travel. 

b) More commonly placcs to bc visited. 

c) Pcrcentagc of thosc who go for a planned holiday. 

Locatc a few of your fricnds who intend to visit places. Try to know what motivates 
them and accordingly suggest somc dcstinations. 



TOURIST ARRIVALS IN INDIA BY COUNTRY OF NATIONALITY 
DURING JANUARY TO DECEMBER 1996-1998 

(INCLUDING NATIONALS OF PAKISTAN AND BANGLADESH) 

NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE 
( J a n u a r y  - D e c e m b e r )  1997196 1998197 

NORTH AMERICA 

Canada 
U.S.A. 
Others 

Total 302894 322864 324920 6.6 0.6 

CENTRAL AND SOUTH AMERICA 

Argentina 
Brazil 
Mexico 
Others 

Total 19346 1701 1 2370 1 -12.1 39.3 

WESTERN EUROPE 

Austria 
Belgium 
Denmark 
Finland 
France 
Germany 
Greece 
Ireland 
Italy 
Netherlands 
Norway 
Portugal 
Spain 
~ w e z e i  
Switzerland 
U.K. 
Others 

Total 82 1222 83 1329 85341 1 1.2 2.7 

EASTERN EUROPE 

Czechoslovakia 
Poland 
C.I.S. 
Others 

Total 55673 45097 48243 - 19.0 7.0 



- - 
NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE 

( J a n u a r y  - D e c e m b e r )  1997196 1998197 

AFRICA 

Egypt 
Ethiopia 
Kenya 
Mali 
Mauritius 
Nigeria 
South Africa 
Sudan 
Tanzania 
Zambia 
Others 

Total 89 148 102361 11 0708 14.8 8.2 

WEST ASIA 

Behrain 
Israel 
Jordan 
Kuwait 
Oman 
Qatar 
Saudi Arabia 
Syria 
Turkey 
U.A.E. 
Yamen Arab Republic 
Others 

Total 1 14262 1 12607 95589 -1.4 -15.1 

SOUTH ASIA 

Afghanistan 
Iran 
Maldives 
Nepal 
Pakistan 
Bangladesh 
Sri Lanka 
Bhutan 

Total 543 967 583706 558772 7.3 -4.3 



NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE 
( J a n u a r y  - D e c e m b e r )  1997196 1998197 

SOUTH EAST ASIA 

Indonesia 
Malaysia 
Myanmar 
Philippines 
Singapore 
Thailand 
Others 

Total 132808 146205 133524 10.1 -8,7 

EAST ASIA 

China (Main) 
China (Taiwan) 
Hong Kong 
Japan 
Korea (South) 
Korea (North) 
Others 

Total 144266 146880 129366 1.8 -1 1.9 

AUSTRALASIA 

Australia 48755 50647 ?7807 ' 3.9 14.1 
Newzealand 1 1289 11409 14720 1.1 29.0 
Fiji 1584 1379 1917 -12.9 391) 
Others 1435 1952 5768 36.0 195.5 

Total 63063 65387 80212 3.7 22.7 

Stateless 121 1 647 183 -46.6 -71.7 

Grand Total 2287860 2374094 238629 3:8 6.7 

Source : Departmemt of Toor&m, Government of India 



Residential Cell in Caravansarai 

Em Mbm - a medieval milestone 



Special Interest Tourists 

Domestic Tourists 
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4 + Tourists enjoying a Rickshaw ride -- 
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Ancient paved road - China 

Ashoka Hotel - An ITDC Five Star Hotel at New Delhi 
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Tourists in front of La1 Qila 

All smiles - Domestic and Foreign Tourists at a destination 
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Elephant Ride in a Jungle 
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4.0 OBJECTIVES 
- .  

After reading this Unit you will be able to : .-. r- : . . - -  . I 
link the historical changes in tourism concepts as well as touristic activity through - 
the identification of Demand-Supply determinants and constraints, - 
identify the role of the linkages and system of Demand-Supply in terms of the tourist 
and the destination in the process of consumption of goods and services, 

critically examine the issue of Tourism Management in terns of the state, the 
entrepreneur, the tourist and the community, and 

, . . . 
understand the concept of tourism impacts. ! -.'- - '  : - .  

4.1 INTRODUCTION 

By Tourism System we mean that conceptual approach which helps to identify the st 

dynamic elements of taurih. The boundaries of tourism are extremely flexible and can', . . 
be confused with leihre and recreation activities. 

.u 
This Unit goes on to explain the Tourism System in its totality. The demand and supply ,. 

- 

along with the pull and push factors in tourism are also discussed. The models offered: 
by different experts have also been dealt with. Lastly, the Unit gives a brief description- 

. . . . .  of tourism impacts. . . . - 

4.2 CONCEPTS .y ,*.- . . . .  . . ..;*;.-, 
. . . . .  - . - .  -*-; J 

. . , .. .- 3 ';+. . . . . . .  .- 2,. 

. . . .  .:. . . - . :.-*%-:.,& 
. . .  Tourism is being systematically viewed as a framework in which the theory and practide :"? . . . , . - . -.+ T z  .--. - .  . - 

. . . . . .  ---., . - .:<. .....:&:?& 
link up with each other to the s@f&iQ@ ,of aU those csncemed ,Q* $9 ' . . . - . .  .: . . .  . . . .  .. .* + -. .. i~ .. ... . 2 ~ c : z ~  

- , . . ~  
, - - .. . . z * . . e  

. . . , & < . .  7 - .+ ' .  : - - .. - . " . . ~ , >  r< 
functioning of the system. . . -: I . i . ~- .  .<--.. 

. - ... . - . I .  ,. _ . -. . 2 2:;:; - -* 
. . . . . .  ..: .>!- ;<-s$;&; 

. . . .  
The dynamic element ofthe Tourism System is its historical potential for development$"' 

, 

- . -  
' . -- 

and resulting benefits. However, the system operates within a global economic environ- 
- -= 

- .  
. :.. - . . .  ment along with national priorities. These are-often not understood in a common . . .  . - . - . k.' - I 7  

perspective. The different perceptions can act as constraints on the developmental . . . . . .  .. . 

potential of a destination. Today, the tourism debate centres'on the dynamic of the- -; 
Tourism Phenomenon where perceptions of the receivers are somewhat different to that ?' !' 

a - .  
of the tourists. The consumers are not always sensitive to the host, nor are they of major I . -- 

. . .  . importance to the host. Often we have seen people in our bazaars or other public plat+.. . - 
say "the foreigner is nobody's friend", or that "they are very free with our hospitality :. * .  . h. 

. ~. . - 
. .~ I - . .>LaE&-4 



Tourism Iadartry but very careful with their dollars". Similarly, many a times tourists abuse symbols of 
local pride and standards of local services. Tourists generally assume that they art: being 

. . cheated because they know that bazaars run on bargaining. 

Tourism System has a four-tier framework shown below: 
TOURISM FRAMEWORK 

PROMOTION, INPORMATION 
TRAWL AGENTVOPERATORS 

I 

4 - 
I IMPACTS 

I 1 

How far does the phenomenon of tourism balance between the expectations of the tourist 
and the resident population depends on the : 

interaction between the support system of the resident and the tourist, and 

perceptions of both groups regarding their right to have access to tourist oriented 
products as well as resident oriented products. 

This means that the Tourism System must estimate the capacity so that 
slogans to promote destinations will not have to exclaim it disappears". 

The system therefore has to be "managed" so that everybody's expectations are capable 
of being realised. How the system is managed will indicate the nature of the impacts of 
tourism on the industry, the host population and the tourist. The broader goaliwill be 
the economic, social and cultural changes that the managers of tourism (the state and the 
private sector) have envisaged along with the expectations of the residents of the area 
where tourism is actually located. 

\ 

Thne-Work-";"isur~Twriaa Implications 



P d u a  Means 

Behaviour ' Objectives 

Envimn- 
ment 

Work is understood to be a necessity for survival just as recreation and leisure are Tourlsm System 

necessary for coping with routine life. Yet, time is finite and often institutionally 
determined or determined by the process of satisfying both private and public needs. 
The location of tourism within these complex relationships is both a matter of social 
development and custom, which are then reflected in the working of the system. 

4.2.1 People and Their Environment 
The following issues emerge within a Tourism System in relation to the people and their 
environment. 

1) Finite Resources-both time and money determine opportunity and are generally 
not unlimited. 

2)  Action-the potential for discretion in the use of time and money exists and yet 
obligations act as constraints. 

3) Facilitation-is an aid to discretionary action but within the possibilities offered 
by travel/journey components and support services. 

4) Results-both pleasure and utility are desired in all life-world situations, includ- 
ing tourism. 

5 )  Beneficiaries-both host and guest, since the process of tourism demands the 
participation of both groups for its success even in the most controlled and 
contrived touristic sites and events. 

Each of these issues create problems which have to be resolved and taken care off. 

4.2.2 Pull and Push 
The resolution of these problems is achieved through what are calledthe 'pull' and 'push' 
factors in the Tourism System. 

Tourism Exchange 

SUPPLY 

1 Carrying Capacity 

2. Resources 

3. Technology 

4. Labour 
5. Capital 

6. Policy 

PULL 

HOSTS 

Governments 

Employees 

Business 
NGO'S 
Special Interest Groups 
Presenters 

DEMAND 

1. Freedom to Travel 

2. Information 

3. Propensity 
4. Constraint 

5. Distribution Channels 

6. Transport 
7. Security 

PUSH 

GUESTS 

Intermediaries 
Groups 
Individuals 

Receivers 

The Tourism System influences governments, industry, business and even the 
households of common people. That is why tourism is no longer ignored by policy 
makers or in the economic and social policy debates. In this connection it is important 
to understand the present global Tourism System. In the last two decades, tourism has 
been contributing 6% of world output, one in 15 jobs and 7% of capital investment. The 
WTO asserts that tourism is at the leading edge of the service sector and that the future 
of the industry is bright. It can double its contribution to world output, increase jobs by 
33% and capital investment can jump by 80%. The centre of gravity of tourism is also 
shifting from Europe to the Pacific Region which will account for more than 35% of 
travel by the year 2000 (as per WTO forecasts). Tourism will continue to globalise, 
privatise and consolidate in the last decade of this century. However, this decade has 
been declared the "value decade", where : 



Tourism Industry input costs are rising, 

revenues are low due io competition, and 

travellers are demanding value for money. 

This means that loyalty for a destination will be undermined by bargain hunting. As 
quality goes down, the compatibility of tourism with human and physical environments 
is being questioned. In fact, there is a questioning of the very values on which tourism 
has developed in the modem era, with worldwide anti-tourism networks. 

Within this global perspective, the liberal economic policy announced by India has 
renewed interest in India as a destination, an interest that goes just beyond the 
'mystique'. The success of any destination does not depend only on the richness of the 
tourist product, but on the effectiveness of the Tourism System which determines the 
packaging and marketing of the product. An example of this new approach is the 
creation of a new appeal. Today, Golf Tourism is a prime draw for the world's highest 
spending travellers. China, which is making a major bid for a premier position in World 
Tourism, has chosen golf as one of its major systemic interventions. The Chinese are 
planning 400 new golf courses in the next 15 years. Thailand which had no golf courses 
15 years ago now has 50 of international standards. India has a very old golfing tradition 
and many of its clubs are more than a hundred years old. However, they are said to be 
below international standards and if India is to get a share of this significant market, at 
least 50 new courses have to be developed. Yet, two projects, one near Bangalore and 
the other at Begul (Goa) have already activated people in these villages to demonstrate 
against such development. But despite such demonstrations elements of the Tourism 
System demand that such development will take place if India is to increase its share in 
the market. 

The system then introduces push factors that ensure that the problem of land use will be 
effectively resolved by employment and evaluating a job in tourism services as of more 
value than in self-employment in any traditional sector. This evaluation in the name of 
progress and development has critiques as well as supporters. 

[check Your Proeress 1 I 
1) What do you understand by the four-tier framework in Tourism ? 

................................................................................................................................. 
2 )  Why cannot Tourism be ignored by policy makers ? 



Tourism System 3) On what factors depends the success of a destination ? 

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

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

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

4.3 DEMAND-LED SYSTEM 

Because demand for tourism can be postponed or can often remain at the level of wish 
fulfilment, the needs and objectives of the tourists are often given exclusive importance 
by policy makers. One can say that product behaviour and use of resources, technology, 
labour and capital on the supply side are often utilised poorly. When the environment 
for the Tourism System is Demand led, tourism tends to be outward oriented, looking 
more to the satisfaction of the tourist rather than the resident. For example, Indian 
tourism has, by and large, ignored the 62.3 million domestic tourists. This is because in 
the global framework of tourism success what counts is the share of the world tourist 
market. With Europe as our historical priority, in a demand led situation, we are 
concerned, for example, that Belgian tourists find it expensive to visit India because they 
have to fly via Paris. The absence of direct flights to India is a constraint. Hence the 
system demands that if tourism demand is to be satisfied, then India must follow an 
"open skies" policy. 

The Indian tourist product, though rightly famed for its richness and remarkability, is 
found wanting in terms of infrastructural strength and diversity. Since Third World 
destinations are seen as destinations only, the standards of the infrastructure and 
superstructure are evaluated in European terms, Third World Governments also see 
Domestic Tourism as a subsidy oriented development and the growth of out bound 
tourism as an activity which must be kept in check. The fact lhat In 1992, we had more 
outbound than inbound tourists is seen as a failure of our tourism policy. In fact, all 
countries tend to see only the international perspective in tourism because of the foreign 
exchange component and marginalise all other aspects. Factors that shape demand for 
tourism are therefore examined in the international context like : 

1 )  Leisure time-holidays, vacations, retirement age, shrinking work, weekend. 

2) Life Cycle Stage-time and money available to finance tourism. 

3) Increased mobility--cost and accessibility to air and automobile transport. 

4) Work patterns-flexibility of time. 

5) Affluence-increased real incomes 

6) Women in the work force 

7) Attitudes to marriage 

8) Increased amenities to simplify home chores. 

9) Trend towards smaller families, higher education and higher life expectancy. 

10) Increasing urbanisation and migration. 

To encourage the full potential of these factors it is expected that destinations should : 

have increased accessibility by scheduled, charter and domestic air services, 

promote.market exchange rate (devaluation) and control inflation, 

re-orient the business cycle, 

relax visa controls, encourage tourism education and language skills, 

use technology (like airconditioning) to counter climate, 

ensure safe health conditions and control pollution (international standards of 

resolve political disputes to ensure stability so that tourists feel secure. 

9 



Tourism Industry Many of these aspects undermine the integrity of nations and the security of the local 
people as many destinations are now reporting tourism related crimes. Whereas sugges- 
tions for tourist police are forthcoming, ways of controlling drug and sex abuse or 
disturbing the peace and offending local people by dress and behavioural attitudes has 
never been assessed as a constraint, nor are any measures suggested for redressal of 
tourist generated tensions. The tourist is always seen as the victim and the resident as 
an aggressor. 

At present the hospitality model creates real benefits for the consumer without protecting 
the destination, which is really a non-renewable resource. 

4.4 SUPPLY RELATED PROBLEMS 

India gets a lot of exposure but very little big business. For example foreign tourist 
arrivals in India constitute only 0.4% of total foreign tourists movement at an interna- 
tional level. Back-packers have always found India an attractive offer because a few 
dollars plus the generosity of the people combine to go a long way. What we want are 
the high spenders because within the global economy we require foreign exchange 
earnings to operate a free market system since tourism services have perhaps created 
desires that go beyond our material needs. For example, gourmet foods are not necessary 
to keep us alive and yet they become an essential part of the tourists' wants. The "style, 
feel and ambiance" leaves no physical trace but must be manufactured and sold. In 
tourism supply, the most important relationship in modem society is not between man 
and man (the hospitality of pleasant societies) but between man and his products. The 
cultural gap between one society and another has become identified with its material 
aspects like language, music, dance, visual arts and literature, evenfestivals. This is what 
we mean when we say our culture has been "conlmercialised". 

The commercialisation of culture removes the world of leisure form the world of work. 
This removal and then concentration of leisure in vacation's, amusements, games etc., 
creates the normless holiday environment. (No rules, no dress code, no behavioural 
codes, no future). In such a situation, it becomes a very difficult problem to provide the 
facilities that the high spending tourist wants. The foreign tourist who insists on 
European food, coffee and soft drinks with his meals, hot running water (36 gallons per 
person, per day), airconditioning, air services etc., will ignore a destination that does not 
provide these facilities within which the holiday activity has to be pursued. Since the 
major economic, social, technological and cultural components of demand are located 
in the metropolitan countries, it is not surprising that tourism all over the world is created 
on their image. However, the tourist is also a victim of the sophisticated promotion of a 
tourist product by creating an image of the destination that creates a new kind of demand. 

Tourism image can be looked at as a: 

personal process which helps us to determine what type of holiday to take, and 

particular strategy of a tour operator or a travel agent. 

This is what can be called destination "mythology" through which a tourist is ensured 
by an unreal picture of a foreign destination. _Jhe mythology is based on what may be 
termed the "bliss formula". For example, Thomas Cook and Kuoni (tour operators) 
promoted Kenya and Gambia with almost identical use of the bliss formula: sun 
drencluded wast, exciting dense jungles and great rivers, pulsating tribal drums and 
dances, scenes from a Tarzan epic, sun bathing and exploring all from the comfort of a 
western hotsl. 

There has been a change in the approach to understanding the nature of tourism in a more 
qualitative manner. Today, there are many types of tourists who are neither 'superficial 
in twists' nor 'modem pilgrims'. 

Valene Smith has created seven typologies : 

1) Explorer-few in number, looking for discovery and involvements. 

2) Elite-individually created visits to exotic places. 

3) Off-beat-wanting to get away from the crowds. 

. 10 



4) Unusual-seeking physical danger or isolation. 

5) Incipient mass-single or small groups using some shade services. 

6) Mass-package tour market desiring tourist enclaves. 

7) Charter-mass travel to destinations which have standardised western facilities. 

The host feels the impact of each of these categories to a different degree. 

Erik Cohen has created a typology based on the meaning tourism has for the tourist, 
rather than the impact it has on the host or the opportunity each type provides to the 
travel trade : 

1) Recreational-to relieve the stress of work 

2 )  Diversionary--escape from boredom and routine 

3) Experimental-a modem pilgrim looking for authenticity in other societies, 
because it has been lost in ones own society. 

4.) Experimental-to experiment with alternate life styles. 

5) Existential-finding a new spiritual centre as a result of a touristic experience. 

These generalisations help us to clarify both what tourism docs for us and how to judge 
what kind of tourism is acceptable to us. There is enough evidence to suggest that the 
aspirations of Western tourists do not match the priorities of many Third World 
governments or the aspirations of the host people. In order to maximise income thcse 
priorities can be : 

i) creating mass tourism enclaves (for example, beach resorts in Goa), 

ii) turning the trade to a small up-market component (incentive tours). 

iii) encouraging mass tourism with maximum visitor host contact, 

iv) to have a mix of all the three models. 

How we realise our priorities is however determined by powerful external factors, like 
the decision making process and competition. Motivation (attitudes, values, needs) is 
one factor that influences decision-making. Yet, it is not a simple concept as there are 
four motivational categories : 

* physical, 

* cultural, 

personal status, and 

* prestige. 

Secondly, decision making is often not rational because information is never complete 
or is tailor made. 

Mathieson and Wall have provided a 5 stage model relating to decision making : 

1) Desire-the initial period when a need to travel is felt. 

2) Information-books are collected; friends, travel agents are visited and 
costhime/ evaluation and alternatives are weighed. 

3) Decision+hoice of destination, mode of transport, accommodation and activities. 

4) Preparations-tickets, bookings, money, documents, clothing and journey. 

5) Satisfaction and Evaluation-before, during and after the trip and likely to 
influence future decisions. 

It is very difficult for a destination developer to inteivene in decision making except at 
the first stage. In casc it is done, such an intervention is often at a very high cost. Many 
Third World countries do not have the means to enter the competition on equal terms. 
In such a Situation the state intervenes to set the parameters of development and before 
one can see the impact of policy a certain approach in the race for tourism is institutio- 
naliscd. Therefore, all destinations do not have the same historical experience nor do 
they have the same role in global tourism development. A simple time scale model will 
show us how [he relationship between the industry, [he host population and the tourist 
changes with development. 

Tourism System 



Tourism Industry Time Phasing 

1) Discovery-when a new destination begins to attract attention. 

2) Local response-when national entrepreneurs respond to new income generatinr 
opportunities or policies that direct investment to a particular field. 

3) Institutionalisation-whcn the industry is taken over by large foreign companir- - 
This is the experience of Indonesia which is being promoted as a model r s  : .:. ~ s i a n  
countries. This view considers only inbound tourism as a policy success and outbound 
tourism as a failure of tourism policy because it does not view outbound tourism as an 
income generating activity. Experience however proves the opposite and there arc 
several national entrepreneurs who would like to capitalise on the outbound market. 
There is nothing to recommend the Maldivies experience, where luxury resorts came up 
in 40 small islands in the wake of a new airport which could handle wide-bodied aircraft. 
There was a relatively minor involvement of the local people in this development. Erik 
Cohn suggests that much depends on the history of tourism in a particul :r destination. 
Where tourism grows originally and the industry begins in a small way it is likely to 
follow the three stage model. On the other hand where tourism is introduced from the 
outside, there is institutionalisation in the beginning itself. Here a reverse pattern 
develops with groups in the host country attempting to regain control to deinsti tutionalise 
tourism. Alternatively, Third World chains can emerge, like the Obcroi, which penetrate 
the global system from the peripheral supply elements. 

The worldwide expectations fall into five categories : 

1)  Attractions-natural, man-made and cultural or ethnic 

2) Transport--easy access, particularly to world air routes 

3) Accommodation- the commercial sector, the supplementary sector and the in- 
formal private sector. 

4) Support Services-shops, banks, medical aid and other resident oriented 
products. 

5 )  Infrastructure-roads, railways, airports, electricity, sewage disposal and 
whatever is required to provide support services and facilities. 

Even where these facilities are proyided, would be tourists are attracted by low costs, 
safety, security and stability. Therefore all destinations have to promote these positive 
elements. However, about one-eighth of the total travel market is attracted by budget 
destinations even where the country adapts to market trends in providing the essential 
supply elements. 

In recent years we have seen "Visit ....... Year" organised in several Asian countries, as a 
one time attempt to attract larger numbers. Malaysia, which had a successful year when 
we did not, achieved it at a.high cost by paying-off agents and operators around the world 
to bring tourists to their country. In the following year, numbers were down again and 
Malaysia is once again advertising a "Visit Malaysia Year" LO raise its tourist arrivals. 

You might wonder why a destination would go to such lengths to attract the international 
tourists and that brings us to the mythology of impacts. 

- 

1 Check Your Progress 21 

1) Why do all countries tend to see the international perspective only in tourism ? 



2) Mention the factors that shape the demand for tourism in the international context. Tourism System 

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

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

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

............................................................................................................................... 
3) What is a normless holiday environment ? 

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

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

............................................................................................................................... 
t 

............................................................................................................................... 
4) Discussthe typology of Erik Cohen. 

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

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

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

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

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

............................................................................................................................... I 
I ............................................................................................................................... 

............................................................................................................................... 
I ............................................................................................................................... I 

4.5 TOURISM IMPACTS 

The justification that tourism is economically good for a destination often ignores the 
integrated nature of the system of underdevelopment. There is a heated debate on the 
pros and cons of tourism. To look at economic development in isolation from the 
developmental context is to accept the needs and valucs of the modern tourist as a 
universal justification. All the studies which propagate tourism's economic benefits, 
although sophisticated, do not address the fact that there are complex interactions 
between tourism'and other sectors of the economy. For example, tourism in Ladakh has 

f 

seriously affected the agriculturist; in Kerala it has arfected the rights of fishermen and 
in Goa it has replaced traditional occupations. In most modern tourism projects there 
has always been a conflict of land use and environmental damage through hotel 

i construction, tourist pressure and waste disposal. However, these can be attributed to 
mismanagement of tourism rather than tourism itself. 

Secondly, most Third World countries do not estimate leakages on the tourism account 
correctly. The outbound and inbound expenditures are co-related, without counting the 
infrastructure and support costs or the import content of tourism services. Today, with 
managcrnent contracts and franchises on the increase, the leakages are likely to be 
greater. With the increasing privatisation foreign companies will begin to operate within ' 
thc country to siphon off a share of the local expenditure. 

Add to this the impact of devaluation and the multiplier of the tourist dollar is further 
eroded. The recent debate between tour operators and hotels in India over the issue of 

1 dual tariffs is an example of this. Hotels werc charging a higher rupee equivalent to 
I foreign tourists which was however the standard dollar tariff. Such a practice was 

considered unfair by the tour operators and thc tourists who represented to the Govern- 
ment to abolish the dual tariff. The Government, under pressurc from external sources 



Tourism Industry ordered the scrapping of dual tariffs much to the concern of the beleaguered hotel 
industry. (You will read in detail about the economic impact in Unit 34). 

The social impact of tourism is equally complex. Whilst the international understanding 
and goodwill ideology wants tourism to be promoted at any cost, the social effects are 
not exactly invisible. Sex tourism, drug peddling and bride buying have become closely 
inter-linked, particularly in Third World countries with some form of tourists. Thailand, 
Nepal, Sri Lanka and India have clearly seen the negative impact,of such tourists. 

In certain cases the curio trade has encouraged the vandalisation of our architectural 
heritage and art objects. This has happened despite the legal structure prohibiting such 
commerce. Even trade in banned items like Rhino horns and tiger claws and ivory have 
encouraged the continuation of poaching. However, many wildlife tourists are con- 
sidered to be a preserving factor by the travel trade. There is also the practise of illegal 
trade in hard currency. Such activities turn a section of the local population into pimps, 
touts and blackrnarketeers. Sometimes tourists may provide the market for such ac- 

Finally, there is the demonstration effect. This is in terms of translating all codes and 
behaviour of tourists as "modern" or "progressive". Their dress and manners are adopted 
by those who are either in close contact with the tourist or young people who live in 
tourist destinations. 

But perhaps the greatest impact is the cultural erosion that takes place in functional 
tradition that turns into a pop tradition by transforming the content of a culture into its 
symbols or ethnic markers. These are generally visual and relate to origin, names, 
architecture, landscape and people in their daily lives and in their rituals. 

These ethnic stereotypes are created by many travel agents through their brochures. In 
the process of marketing images of exotic places and people, the brochures draw upon 
a small set of ethnic markers to provide a conceptual framework through which the 
tourist "learns" while abroad. The ethnic reconstruction then becomes the index of 
authenticity and the ethnic stereotype becomes confirmed in the eyes of the tourist 
because it is easily recognised. 

Perhaps this is considered a harmless exercise by many, but the danger line is crossed 
when change and progriss are arrested; when a stereotype is challenged by local people 
who no longer want to remain objects for the tourist gaze. 

Today, the focus of tourism is an exotic cultural figure as the key attractions. Tourists 
go to see folk costumes in daily use, shop for handicrafts in bazaars 'and melas, learn 
some useful words, look for typical features, or relate to local colour (e.g. Moghul and 
Rajasthani dress in service encounters). Many writers have considered the tourist 
approach to ethnicity as kinder than that of the conqueror, the anthropologist, the 
missionary or the coloniser, because it is said to want to preserve, to restore and recreate 
ethnic attributes. This is perhaps why we organised very constructed views of our 
ethnicity through the Festival of India in different parts of the world. (See Unit 21 of 
TS-2.) This is ethnicity constructed for the entertainment of others. The money earned 
from this is not necessarily transferred to the site for it goes into the pockets of others. 
In many cases for the performer the only pay-off is the applause. 

Such ethnicity is touristic and is weakened by being exploited. It is an expression of the 
very contradictory nature of international tourism on the one hand and the common 
identification of the tourist culture which is understood as Western culture, on the other 
hand. This leads to artificial or real preservation of local ethnic groups and attractions 
so that they may be consumed as touristic experiences. For the people themselves, who 
have been transformed into "things", the change that has occurred now has economic 
and political implications. Tourism policy makers, professionals and researchers have 
to take these implications into account for the systematic and healthy development of 
tourism. 



Check Your Progress 3 

1 )  What impact does the curio trade have on culture ? 

2 )  What is the focus of today's tourism ? 

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

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

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

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

4.6 LET US SUM UP 
The Tourism System is, therefore, working out of the Tourism Phenomenon within the 
constraints of a Demand-Supply situation which is often problematic given the function 
of market forces. As a result, many have viewed the problematic as a management 
function and have advised the shift to planned tourism within a policy framework. Others 
have called this approach as pseudo-change. Critiques of planned tourism and tourism 
policy advocate a system that considers the problems of tourism impacts which should 
determine the constraints OF tourism development. Alternative systems suggest that the 
very values of the Tourism System beget its problems and therefore tourism should not 
be demarid led but supply led. Tourism exchanges are often power exchanges and to 
invest control of tourism, its negative forms should be resisted. This will lead to a healthy 
development of tourism, doing away with its mismanagement that leads to negative 
f ~ r m s .  

4.7 KEYWORDS 

Rack Packers : low budget tourists; low spender tourists. 

Devaluation: reducing a currency to a lower fixed value in relation to another currency. 

Multiplier Effect: more than proportionate increase in relation to investment. 

4.8 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

I Check Your ~ r o z l  

1) Thc four tier framework takes into account tourism phenomenon, demand and 
supply aspects, management and impacts along with goal maximisation. All these 
form part of the Tourism System. See Sec. 4.2. 

2) Because of its impacts in various fields like employment, foreign exchange 
earnings etc. the policy makers cannot ignore tourism. 

3) The success of a destination, howsoever attrac~ive it may be depends on the 
effectiveness of the Tourist System. See Sub-sec. 4.2.2. 

Check Your Progress 2 

1)  This is because in the global framework of tourism success what counts is the 
share in World Tourism market. See Sec. 4.3. 

2) Mention factors like 5 star accommodation, casy accessibility, airconditioned 
coaches, devaluation, relax visa controls etc. See Sec. 4.3. 

Tourism System 



Tourism Industry 3) You are under no controls or obligations but act as you wish. 

4) Discuss the five points of Cohen mentioned in Sec 4.4. 

Check Your Progress 3 

1) It has been found that in some cases this leads to vandalisation of arts and 
architecture as imitations also appear. See Sec. 4.5. 

2) An exotic cultural figure is the key attraction for tourism of today. See Sec. 4.5. 
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5.0 OBJECTIVES 

After reading this Unit you will be able to : 

understand why tourism is being called an industry, 

h o w  about the various constituents of the Tourism Industry, 

learn about the interdependence of its various constituents, 

farniliarise yourself with various types of tourism organisations, 

learn about the functions and relevance of some of these organisations, and 

list such questions about the Tourism Industry that tourism professionals should be 
able to answer when required. 

5.1 INTRODUCTION 
The tourism of today is the outcome of the combined efforts of its various constituents. 
There are possibilities of more constituents being attached in the future. In fact what we 
may define as Tourism Industry is a mix of the output and services of different industries 
and services. This Unit begins with a theoretical discussion on tourism being described 
as an industry. It goes on to identify and list its various constituents. However, their 
description is confined to a brief discussion as most of them have been independently 
discussed in individual Units, The Unit also takes into account some of the important 
organisations that have emerged over the years in tourism at national as well as global 
levels. A first hand knowledge of these is a must for tourism professionals and 
researchers in the area. 



5.2 TOURISM! INDUSTRY 
Recently, a newspaper report (Hindustan Times Sep 12, 1993) mentioned about 
Tourism Industry suffering a setback because the Development Commissioner of Snlall 
Scale Industries of a particular Indian state refused to recognise tourism as an indusrq. 
He had his o w  objections like: "tourism development could not be snbsidised"', etc. 
However, it was felt that the matter should not have ken referred to him as the 
government h d  already declared tourism an industry. Yet, there is no doubt that once 
tourism is mentioned a s m  industry a number of complexities arise. Scholars too have 
offered different views in this regard. For example. Neil Leiper has attempted to sum up 
the debate in his article "Defining Tourism and Related Con-: Tourist, Market, 

I n d u q  
and Tourism System" (VNR's Encyclopedia of Hospitality and Tourism, 

New ork 1993). The views that have been taken into account are of A.J. Burkart, Kaiser 
and Hebber, Kaul and Leiper: 

1) Burkart and others recognise Tourism Industry that is: 
* comprised of a broad range of business and organisations that are related to 

"virtually all areas of economy", and 
the components include all su*liers of goods and services which the tourists 
require. 

Hence, on €he me hand Tourism Industry comes up as a huge industry where as on the 
other "it also leads to perceptions of a highly fragmented industry". It is based on the 
asswnphon that "tourists' expenditures reflect the existence and scale of Tourism 
industry", and does not take into account how certain "businesses are managed in relatitm 
to tourists or to qne another". 

2) ~ a i s i r  and others have advocated that there "is no such thing as Tourism industry". 
What happens is a collection of several industries that function separately with 
various types of links with tourists. These links can be both incidental as well its 
purposeful, direct or indirect. . 

3) Leiper has taken an intermediate position. According LO him the "tourism indushy 
comprises those organisations" that are : 

in "the business of providing goods and services to meet the distinctive needs 
of some identifiable collection of tourists", and 
"cooperate with one another, to some degree, in doing so". 

This places some organisations like travel agents, tour operators, guides, etc. within the 
scope of tourism while leaving others aside. This could be like the difference between 
a shop at an airport opened especially for travellers and the one in a city market that 
caters to anyone. 
Without further going into the debate we may sum up for you that because of the 
economic impacts involved, profits, employment generation, earning of foreign 
exchange etc., more and more countries are declaring tourism as an industry; adopting 
policies and making plans for it; forming regulations and giving incentives. It is also 
worth mentioning here that in many developed countries tourism is now being referred 
to as a service rather than an industry. This is so because these countries have reached 
a stage of perfection in terms of infrastructural development and the emphasis is on the: 
consumption of services. On the contrary the developing countries like us are still 
struggling to cresrte i@rastructural facilities and a lot needs to be done. Hence, tourism 
is an industry for us rather than just being a service. 
In the Seventh Five Year Plan (1985-90) tourism was accorded the status of an industry 
by the Govqnment of India. Hence, as a plan objective its development was listed for 
the first time in the planning process. In May 1992 a National Action Plan was drawn 
for its growth and development. 

5.3 CONSTITUENTS 
- -  - - 

The canstititem of tourism industry are varied-ranging from smt l  scale businesses 
operating at local levels to multinationals. For example a fast food counter at an airport 
is a component of theTourism Industry as is an airline or a hotel for it has its own serving 
purpose for the tourist. Moreover, these different components are closely linked to each 
other. This linkage is there in spite OF the competition within one set ofconstituents. For 



example, Hotels A and X are competitors but both are dependent on tourist arrivals Constituents of Tourism 

through the airline. And Airlines Y and Z are competitors and so on. In fact very often Industry and Tourism 

its a chain of linkages and modern tourism is a result of the intermixing and combined Organisations 

efforts of the various constituents. Let us list for you the primary and secondary 
constituents that make the Tourism Industry. 

5.3.1 PrimarylMajor Constituents 
Under this we list the very essential constituents. 

1) Transport 
Well you need a mode of transport to travel or to suggest one to your client if you are a 
travel agent or a tour operator. Further, the travel depends on the availability of seats 
etc. Today, the travel Industry is a highly developed industry with its various branches 
in thc areas of road, rail, air and water. (You will read in detail about them in Unit 8.) 
2) Accommodation 
A tourist not only travels but also stays some where. And here comes in accommodation. 
It could be of different types i.e. from cottages or tourist lodges to a house boat or a five 
star hotel. (See Unit 9 for details.) 

3) Catering, Food and Entertainment 
Well, a tourist has to eat also and here comes thc role of catering and food. Restuarants, 
fast food joints and dhabas, all play a role in this regard with different cuisine to offer 
(See Unit 12 of TS-2). Different forms of entertainments are provided as attractions 
at the destinations. 

4) Intermediaries 
The intermediaries constitute thc travel agency, tour operator and guide services. (See 
Block 14) 

The constituent which co-relates all the components of tourism is the travel agentftour 
operator who has accumulated knowlcdge, expertise and contacts with providers of services. 
He is a useful and invaluable intermediary betwcen the traveller and the suppliers of 
tourist services i.e. airlines, transport companies, hotels and auto-rental companies. 

The functions of the travel agency depends upon the scope of activities it is involved in 
and also the size and the location. The agcncy has spccialised departments each having 
to perform different functions such as : 

1)  Providing travel information 

2) Preparing itineraries 

3) Liaising with providers of services 

4) Planning and costing tours 

5 )  Ticketing 

6) Providing foreign currency 

7) Insurance, etc. 

Some of the travel agents are also tour operators who manufacture tourism products. 
They plan, organise and sell tours. They make all the necessary arrangements e.g. 
transport, accommodation, sight seeing, insurance, entertainment and other allied 
scrvices and sell this 'package' for an all inclusive price. A package tour may be a special 
interest tour, mountain tour, adventure tour or a pilgrimage tour. These tours are escorted 
and include transportation, meals, sight seeing, accommodation and guide services. The 
escort or the group leader is responsible for maintaining the schedule of the tour and for 
looking after all the arrangements. 

The guide services play a vital role in tourism as a tourist feels comfortable when the 
essence of the culture is explained-especially when it is done in his own language. 

5) Government DepartmentsITourist Information CentrestTourism Organisations 
Many national and international organisations related to tourism form part of the 
Tourism Industry (See Secs. 5.5 and 5.6). 

5.3.2 Secondary Constituents 
Todny there are a variety of services (formal and non formal) that constitute the tourism 
mix, 'or arc dircctly and indirectly related to tourism. For example, banks don't come 



Tourism Industry under the T~urism Industry but they cater to tourists through traveller's cheques or credit 
cards. Similarly, insurance companies offer short-term safety or accident policies to 
tourists. Here we list certain such constituents: 

1) Shops and Emporiums: These sell various products to tourists. Many sta+- 
governments have opened the emporiums in other states also. For example in Delhi 
practically all state emporiums are on Baba Kharag Singh Marg. 

2) Handicrafts and Souvenirs: Certain handicrafts and souvenirs induct:' - ..day 
are totally dependent on tourists for their sales. 

3) Local taxiltransportation (e.g. pay, Rickshaw, tonga etc.) 

4) Hawkers and coolies 

5) Communication services at the destination (e.g. STD booth) 

6) Touts and Brokers 
7) Advertisement agencies 

8) Publishing industry i.e. Publishers who publish travel guides, brochures, 
magazines, postcards etc. 

9) Artists, performers, musicians, etc. who perform for the entertainment of tourists. 

In the United Nations study on "The Economic Impact of Tourism in India". The 
segments having receipts from tourism employment due to tourism are mentioned as : 
I)  Hotels and restaurants 

2) Railway Transport services 

3) Transport services 

4) Shopping 

5) Food and Beverages 

6) Wool, silks, syn. fibre textiles 

7) Wood and wood products except furniture 

8) Leather and leather products 

9) Metal products except machinery and trans. equip. 

10) Misc manufacture, industries 

11) Trade 

12) Other services 

Hence we can say that Tourism Industry has a very wide range and the governments in 
the Third World are giving incentives for its development. 

I Check Your Progress 1 

1) Mention the viewpoints on tourism as an industry. 

............................................................................................................................... 
2) Discuss the role of intermediaries in tourism. 

............................................................................................................................... 
3) Why are Third World governments g iv i~g  incentives to Tourism Industry ? 



5.4 TOURISM ORGANISATIONS Constituents 01 Tourism 
Industry and Tourism 

Organlsations 
Over the years a number of organisations have emerged in tourism. They have played a 
vital role in tourism policy formation, planning, promotion, infrastructure and resort -- +- 

development, protecting the rights of tourists, negotiations, etc. Factors like importance 
of tourism in generating foreign exchange, employment prospects, national interests and 
at times the stage of development have determined the need for such organisations and 
accordingly influenced their growth and functions. 

These organisations exist in Public Sector as well as Private Sector and at different levels 
i.e. global, national, state and local. For example, World Tourism Organisation, Indian 
Tourism Development Corporation, Maharashua State Tourism Department Corpora- 
tion or a Tourism club in a district of Kerala, A recent addition has been of some NGO's 
devoting full time to issues concerning tourism like the Equations in Bangalore. 

Different~segments of the industry also have their own organisations to defend and 
promote their rights like the Travel Agents Association or Tourist Guides Association. 

5.5 INTERNATIONAL ORGANISATIONS 

Many international tourism organisations have been formed which represent govern- 
ments as well as the Private Sector. It is difficult to discuss every such organisation, 
hence we mention about a few important ones here. 

5.5.1 WTO 
World Tourism Organisation (founded 1975) is an intergovernmental body. It is a 
successor to the International Union of Official Travel Organisations (IUOTO) which 
existed from 1947 to 1975. As a United Nations specialised agency the WTO's mem- 
bership comprises 113 of the world's governments and over 170 affiliate members 
(international and regional tourism organisations) from the Travel and Tourism Industry. 
WTO headquarters are at Madrid (Spain) and its three functionaries are: 

WTO Secretariat (permanent office at Madrid) 

General Assembly (meets every two years) 

Executive Council (meets twice a year) 

The fundamental aim of the organisation shall be : 

"the promotion and development of tourism with a view to contributing to economic 
development, international understanding, peace, prosperity, and universal respect 
for, and observance of, human rights and fundamental freedoms for all without 
distinction of race, sex, language or religion. The Organisation shall take all 
appropriate action to attain this objective. In pursuing this aim, the Organisation shall 
pay particular attention to the interests of the developing countries in the field of 
tourism." 

Here we must remember that WTO is the only intergovernmental organisation open to 
the operating sector. This combination of public and private sector involvement en- 
courages a hands-on approach to strategic issues affecting the industry. WTO also 
provides a forum for industry to "establish the frameworks and global standards of travel 
and tourism". It attempts consolidation of one of the world's fastest growing industries. 
WTO's activities include : 
i) Technical Cooperation 

As an executing agency of the United Nations Development Programme (UNDP), WTO 
provides assistance to governments on a wide range of tourism Issues, from sustainable 
tourism development, investment needs and technology transfer to marketing and 
promotion. Over 600 projects have been fielded since 1980. 

ii) Education and Training 

Wro Logo 

Education and training is one of the major building blocks of the uavel and tourism 
industry. WTO offers a variety of programmes, including "distance learning" courses, 
which have been organized with Purdue University and the Sorbopne. 



Tourism Industry Other projects include the establishment of a network of WTO Education & Training 
Centres and publication of a Directory of Tourism Education and Training Institutions. 

iii) Environment and  Planning 

The goal of sustainable tourism development underlies WTO's work in environment and 
planning. Activities include participation in forums on tourism and the environment, 
such a s  the Rio Earth Summit and the Globe seminars in Canada. 

WTO is also developing a global programme of clean beaches for tourism, based on the 
European Community's Blue Flag Programme. 

iv) Facilitation and Liberalisation 

WTO works towards the removal of barriers to tourism. Activities in this area include 
promotion of improved access to tourism for the handicapped, research on Computer 
Reservations Systems, involvement with the General Agreement on Trade and Tariffs 
(GA?T) process, assislance on health and safety issues. 

v) Marketing and Promotion 

WTO continuously monitors and analyses travel and tourism trends in over 165 
countries, which provide invaluable data for strategic planning and marketing. 

Equally important has been the 1991 WTO Ottawa Conference on Tourism Statistics, 
which established global delinitions of tourism. In this way a substantial base was 
created for the uniform measurement of tourism flows. 

vi) Publications 

WTO also has a number of publications. They include: 

Yearbook of Tourism Statistics, 

Compendium of Tourism Statistics (annual), 

Travel and Tourism Barometer (quarterly), 

Directory of Tourism Education and Training Institutions, 

An Integrated Approach to Resort Development, 

Guidelines: Development of National Parks and. Protected Areas for Tourism, 

Tourism Carrying Capacity, 

Sustainable Tourism Development: Guide for Local Planners, and  

World Tourism Forecasts to the Year 2000 and  Beyond. 

5.5.2 Other Organisations 
Besides WTO there arc a number of organisations at the international level and here we 
give brief details about some o l  them. 

i) IATA 

The International Air Transport Association (IATA), is a nongovernmental organisa- 
tion and membership consists of practically all air carriers. The Active memhzrs are 
engaged in international operations whereas the Associate membership consists of 
domestic airlines. IATA aims: 

at encouraging the dcvclopment of reliable, regular and economic air transport for 
the benefit of travellcrs, 

to foster air comrnercc and s~udy the problems their in, and 

to research thc problcms and issues related to the industry. 

Founded in 1945, thc activities of IATA have increased over the years. Today its services 
and roles include : 

setting rates on global routes agreeable to member airlines, 

IATA Logo 



planning of time tables for international flights, 

standardising and coordination of certain services like baggage checks, reservations, 
etc. 

In addition IATA also provides statistical data on international air travel and acts as a 
clearing house for air ticket coupons. 

ii) UFTAA 

Universal Federation of Travel Agents Association was founded in 1966. Its members 
are national organisations and regional organisations. It aims representing the travel 
agency industry and travel agents at different forums and negotiates on their behalf. 

Further we list fcw other organisations: 

International Federation of Tour Operators (IFTO) which represents national tour 
operator associations. 

International Youth Hostel Federation (IYHF) which represents national youth hostel 
associations. 

International Hotel Association (IHA) representing the hotel and restaurant industry. 

International Association of Tour Managers (IATM), 

Pacific Asia Travel Association (PATA), etc. 

5.6 - - 
GOVERNMENT ORGANISATIONS IN INDIA 

In most of the countries the tourism policy is formulated and in some cases 
operationalised also under a National Tourist Organisation. Matters related to develop- 
ment, promotion, marketing etc. are looked after by such official organisations. In fact 
their major functions are : 

policy formation and planning, 

promotion and marketing, 
i 

coordinating between public and private sectors, 

I human rcsources development through training and education, and 

legislation and regulation, etc. 

Here we must take note of their importance in tourism as their role, functioning and 
attitude influence the entire gambit of tourism. 

5.6.1 Central Government 
In India the Department of Tourism, which comes under the Ministry of Civil Aviation 
and Tourism, functions as the National Tourist Organisation. As a tourism professional 
you may have to deal with the Department and its officials from time to time. The primary 
task of the Department is to lay down the policy, collect tourism related data, attend 
to enquiries related to tourism, publicise India as a destination, regulate the 
activities of different segments of the tourism industry, etc. Accordingly various 
advisory bodics and committees are formed to implement the policies. 

An important function of the Department is to answer to tourists' queries and guide 
them. For this it has its regional offices (Delhi, Calcutta, Bombay and Madras) as well 
as information offices at prime destinations like Agra, Jaipur, Aurangabad, Cochin, etc. 
Similarly, there are a number of tourist offices abroad which work in liaison with Air 
India for promoting India as a destination. 

India Tourism Development Corporation (ITDC) is another Government Organisa- 
tion that plays a major role in tourism promotion, travel and infrastructural develop- 
ment. You must be aware of the chain of ITDC hotels like, Ashoka, various restaurants 
and so on. Unlike the Department of Tourism, ITDC is a commercial profit earning 
organisation. 

A significant step was taken by the Government in' 1986 by setting up the Natibnal 
Committee on Tourism which has representatives from public and private sectors. 

Constituents of Tourism 
Industry and Tourism 

Organisations 

UFTAA Logo 

PATA Logo 

Dept. of Tourism, 

Govt. of India Logo 



Tourism Industry 5.6.2 State Government/Union Territories 

On the pattern of Central Government, the State Governments and Union Territories 
have their own Tourism Departments and Tourism Development Corporations. At all 
airports, major Railway stations and bus stands tourist information centres have been 
set up by these departments. They are also actively engaged in : 

policy formation at their levels, 

promotional activities, 

destination development, 

providing guide services, 

conducting sight seeing tours, and 

providing lodging, etc. 

Here we must mention that in our country we still don't have tourism organisations at 
the local levels of a district or municipality. In a very few cases the local development 
authorities have been entrusted the task of destination development/maintenance. Yet, 
the performance is not up to the mark Many state departments also have to improve 
their services. In this field we have to learn a lot from the countries that have a developed 
tourism industry. 

Check Your Progress 2 

1) Discuss the fundamental aims of WTO. 

2) Discuss the functions of Government Tourism Organisations at the national and 
state levels in India. 

................................................................................................................................ 
3) Discuss the aims of IATA. 

5.7 PRIVATE SECTOR ORGANISATIONS IN INDIA 
- - - 

In this Section we discuss the three most prominent organisations of the Private Sector 
in tourism. 

5.7.1 IATO 
The Indian Association of Tour Operators was established in the 198 1. The idea has 
been "to promote international understanding and goodwill to the ultimate advantage". 
A joint forum of tour operators, the Association promotes and aids the development of 
tourism in India. This is done either directly or through discussions and meetings with 
other bodies and agencies. 



The membership is open to organisations of good professional reputation and standing Constituents of Tourism 

who have been connected with Tourism and/or travel industry for at least one year. Industry and Tourism 

However, there are certain other conditions also as per the category of membership: 

i) Active Members 

Eligibility for this category includes: 

a firm or company having an established place of business in India, 

recognised by the Department of Tourism as a tour operator/travel agent for a 
minimum period of one year, and 

its major substantial part of activity of promotion of tourism and foreign exchange 
earnings in a year is minimum Rs. 10,00,000/- 

ii) Allied Members 
Any firm or company, which is regularly engaged or associated with the tourism and 
travel industry and is recognised by the state or central government or by their trade 
association such as carrier companies, hoteliers, caterers, excursion agents, transport 
contractors, forwarding and clearing agents, shipping companies, state tourist 
organisations and trade publications. 

iii) Other categories of members include : 

Overseas Allied Members, 

Associate Members, and 

Honorary Members 

The IATO aims to : 

promote national integration, international welfare and goodwill, 

assist students by scholarship to pursue higher education, study and research par- 
ticularly in the field of development of tourism and international brotherhood both in 
India and outside the country, 

institute chairs and fellowships in India, 

conduct aiding and assisting seminars, group discussions, course of studies, cultural 

take all steps which may be necessary for promoting, encouraging and assisting the 
development of tourism throughout the country and to take initiative to secure the 
welfare of the tourism trade in all respects, 

encourage and promote friendly feelings among the tour operators and travel agents 
on all subjects involving their common good and benefit, 

promote equal opportunity for all visitors to enjoy the tourism and travel facilities 
without distinction of the race, colour, creed or nationality, 

set up and maintain high ethical standards in the industry, 

communicate with chambers of commerce, other mercantile and public bodies in 
India, government departments or committees, International Air Transport Associa- 
tion and various foreign and local associations and corporations, companies and 
concerns and promote measures in the interest of the travel trade and nominate 
members to act on them, 

get affiliation with similar organisations in other countries, 

produce regular reports about the achievements of the members of the Association 
and to do all such things as are incidential or conducive to the attainment of the above 

Through the newsletter IATO IMPRINT the members are updated on regulations, 
events, complaints, etc. IATO has also been taking promotional tours abroad. For 
example the most recent tour was in collaboration with Deptt. of Tourism Govt. of India, 
Air India and KLM. It covered Benelux and Scadninavia (13-22 September 1993). Its 
members are also part of the Government sponsored tours and thc most recent one was 
to South Africa with Air India (30 November to 13 December, 1993). 



Tourism Industry 5.7.2 TAAI 
In the year 1951, twelve leading travel agents of India felt that time had come to "create 
an Association to regulate the travel industry along organised lines and in accordance 
with sound business principles." Thus, came into emergence the Travel Agents 
Association of India. The primary pu rpse  was to : 

protekt the interests of those engaged in the industry, 

promote its orderly growth and development, and 

safeguard the travelling public from exploitation by unscrupulous and unreliable 
operators. 

In fact, TAAI is a "professional coordinating body" consisting of various segments of 
the travel and tourism industry. It is recognised as the main representative body of the 
travel industry in India. 

As a non political, non-commerical and a non-profit making body, it aims at : 

safeguarding the interests of the travelling public, 

maintaining high ethical standards with in the travel trade, 

developing Tourism Industry through improving the travel agency business and 
service for tourists, 

promoting mutual cooperation among TAAI members, and 

TAAI L O ~ O  contributing to the sound progress and growth of the industry. 

By 1993 TAAI had a membership of more than 600 which includes member of diffcrent 
categories. 

The Active Members of TAAI are supposed to : 

emphathise with travellcrs needs, 

offer correct advice, 

undertake multi-scclor domestic and international reservations, 

plan holidays, and 

ensure a hastle-free trust worthy travel. 

The major activities of TAAI include: 

i) Helping promote, maintain and stimulate the growth of travel and tourism in the 
country. 

ii) Directing the attention of the controlling and regulatory authorities to the problems 
faced by the industry and discussing with them the means of survival and 
betterment of members. 

iii) Maintaining close contact with world bodies and representing matters affecting 
the travel and tourism industry of India. 

iv) Gathering and disseminating useful information on travel and tourism among 
members for thcir guidance. 

v) Educating and equipping members to meet future challenges through seminars, 
conventions and sharing of thoughts and experiences. 

vi) Helping to develop better understanding among the different segments of travel 
industry, etc. 

5.7.3 FHRAI 
The Federation of Hotel and Restaurant Association of India, formed in 1954, was 
incorporated as a Company under the Indian Companies Act on 7th December, 1955. 
The Federation was formed by the four Regional Associations functioning in the country 
viz. Hotel & Restaurant Association of Eastern India: Calcutta; Hotel & Restaurant 
Association of Northern India, New Delhi: Hotel & Restaurant Association (Western 
India), Bombay, and thc South India Hotels & Restaurants Association, Madras. 



The principal objectives of the Federation are to: 

unite the four Regional Associations in a representative national organis.ation, 

create a national fraternity of the hotel and restaurant establishments located all over 
India, 

consider and take decisions on all questions of interest to the hotel and restaurant 
industry, 

act as an information centre and disseminate statistical and other information con- 
cerning the hotel and restaurant industry and advise its members on matters of 
importance to them, 

promote and market the hospitality industry of India, especially hotels and restaurants, 
in the national and international market, 

coordinate and liaise with the MinistryIDepartrnent of Tourism and other concerned 
DepartmentsIAgencies of the Central and State Governments to achieve accelerated 
growth of the hotel and restaurant industry by securing suitable incentives for this 
industry and consider all questions connected with the hotel and restaurant industry 
and, as far as possible, to secure redressal of grievances of the industry. 

The business of the Federation is managed by an Executive Committee comprising 24 
members, 6 from each region. The Federation Secretariate is functioning from New 
Delhi with Secretary General, Joint Secretary, Deputy Secretary and other staff. 

The Federation is a member of the International Hotel Association. 

The Federation has emerged in a new role of a far more active and dynamic participant 
in the all out efforts of Government, both Central and State, to accelerate the develop- 
ment of tourism in the country in general and the hotel and restaurant industry in 
particular so as to fully exploit its increasing foreign exchange earning and employment 
generating potential. It is well known that hotels and restaurants constitute the major 
segment of tourism industry in the country and the success of any tourism promotion 
programme and plans depends on the availability of this basic infrastructure. According 
to an old adage: "If there is no hotel, there cannot be any tourism." Though this may be 
disputed by some but no doubt tourists do need a place to stay. 

The Federation acts as eyes and ears of the Government in the hotel and restaurant sector. 
For example, it keeps the Government apprised of the developments in this area and 
constantly reminds it about the problems faced by the industry and the measures 
necessary to remove operational bottlenecks apart from making investment in hotels and 
restaurants more attractive vis-a-vis other industries. Thus, the Federation has been 
helping the Government in the decision-making process. It was as a result of continuing 
discussionslconsultations that, for the first time Government announced specific tax 
reliefs and fiscal incentives for the hotel industry in 1968. Since then, coordination 
between the Federation and the Government has been closer thereby ensuring quick and 
constructive decisions. The Federation is invariably associated with committees set up 
by the MinistrylDepartment of Tourism like the National Committee on Tourism and 
the Tourism Think Tank (constituted in 1991). For further promotion of the industry, 
its prospects and problems are discussed at open forums like the annual All India Hotel 
and Restaurant Conventions at which Union and State government representatives are 
also invited. 

I Check Your Progress 3 1 
1) Discuss the functions of IATO. 

Constitueqts of Tourism 
Industry and Tourism 

Organisations 



Tourism Industry 2) Mention the objectives of FI-IRAI. 

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

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

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

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

............................................................................................................................... 
3) Discuss the functions of TAAI. 

5.8 LET US SUM UP 

More and more countries in the Third World are assigning industry states to tourism. In 
fact Tourism Industry has different constitutents related to various services. Most of 
these constituents have their representative organisations. In tourism we find 
organisations at international and national levels in both private as well as public sectors. 
These organisations represent the interests of their members and help in coordinating 
certain services along with standardizing them. 

5.9 KEYWORDS 

Air Coupon: One flight coupon that allows passengers to fly internationally on several 
airlines. 

Infrastructural facilities: These include facilities like; airport, roads, drainage. 
buildings, etc. at a destination. 

5.10 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1) While answering take into account all the three viewpoints mentioned in Sec. 5.2. 

2) Base your answer on part 4 of Sub-sec. 5.3.1. 

3) This is being done to earn more foreign exchange, create more employment at 
local levels etc. See Sec. 5.2. 

Check Your Progress 2 

1) Base your answer on Sub-sec. 5.4.1. 

2) Read again Sub-secs. 5.6.2 and 5.6.3 for your answer. 

3) See Sub-sec. 5.5.2. 

Check Your Progress 3 

1) IATO is engaged in a variety of functions like tourism promotion abroad, updating 
information to members etc. See Sub-sec. 5.7.1. 

2) Base your answer on Sub-sec. 5.7.3. 

3) These are like help promote the growth of travel, maintaining close contact with 
world bodies, holding conventions, etc. See Sub-sec. 5.7.2. 
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6.0 OBJECTIVES 
As a tourism professional it is imperative on you to know all those legal and quasi-legal 

, regulations that concern the tourist trade in this country.'~he objective of this Unit is to 
give you all the important information that relates to the: 

_' 

inbound-outbound travellers, 
1 -. 

' - economic regulations concerning such travellers, 

health regulations of the travellers, ' 

- law and order regulations in vogue in the country, 

catering for the travellers, and 

regulations concerning environment protection in force in the country. 



A land of stupendous dimensions-coJourful, exotic, traditional, modern... With 
her varied topography, picturesque valleys, high mountain peaks and cascading 
rivers. She never ceases to surprise tourists with her kaleidoscopic attractions. 

This is how India is introduced to an itineiant tourist (Tourist Information Booklet, 
India. ~ e p a m k n t  of Tourism, Government of India). Undoubtedly this description 
excites Wet imagination. Matched by the unfailing warmth and hospitality 01: our 
people, India should naturally become a destination for tourists from all parts of the 
globe. But nay! soon the excitement subsides and gives way to a realism that evokes a 
different regpotlse-India, a land of disorder where laxity in J! kinds of regulatiClns is 
a norm. This is-an image based only partially on truth, but very largely a consequence 
of lack of infurmation or even disinformation to some extent about the legal, regulatory 
control ptacticcd in the country and adhered to in the same measure as in other part 
of thewarld. ' 

. .' 
p .. It is, therefore, an essential requirement on the part of a tourism professional to obtain 

. . .  and master comprehensive information on the regulations that affect tourism both 
, - directly and indirectly. Also important is the passing of this information on to Ihe 

. . itinerant touris& This will help to annul their misfounhed fears regarding India as a 
prcqwctive destination. In addition this will enable them to know about and respect the 
regulations during their stay in India. In this Unit our aim has been to provide you with 
important information in this regard. 

Here you must keep in mind the fact that the development and promotion of tourism in 
the country has largely been the responsibility of the Deptt. of Towism. Sadly, it has 
been functioning as a regulatory authority without any supporting legislation that 
specifically relates to tourism. As a result it has not always been possible to ensure a 
co-ordinated development of the infrastructure and a uniform regulatory code for 
tourism. In this context it is noteworthy that Asian and European Countries, which value 
their tourism potential, have very successfully provided support and incentives to the 
tourism sectors by incorporating such features into a Tourism Act. (See Appendix A for 
the salient features of some of these Acts). 

6.2 INBOUND-OUTBOUND TRAVEL REGULATIONS 
A traveller who is also a tourist is governed by the laws and regulations in force in the 
country which he visits. As a tourism professional, therefore, it is of vital conccnl to you 
that you are well versed in such regulatory controls that will affect your prospective 
clients. It is .only then that you will be able to provide them with all the necessary 
information. 

As a tourism professional dealing with outbound tourists it is important for 
you to obtain information about regions which your clients are intending to 
visit. 1 

A> L . . 
6.2.1 port and Visa Requirements 
It is extremely important for all the visitors (except from Nepal, Bhutan and Bangladesh) 

' from abroad to possess a valid passport issued by their respective countries before they - 

enter Indian territory through land, sea or air route. 

Currently visa is an essential requirement for people of all nationalities for entering 
India. There are several kinds of visas as listed below, available to foreign nationals: 

Entry Visa 

Tau* Visa 

Business Visa 

Lmg-Qrm Visa (maximum duration of five years; multiple entry facility), and 

0 Csl ' Landing perbit (group tourists from abroad) 



Indian Consular Offices in different countries issue Indian visas. The fee for this visa is 
US $ 5 per person. But nationals of Britain pay a Visa fee of £23 (1994 rates). 

The maximum duration for which tourist visas are issued is 180 days. But if a visa is 
issued for a lesser duration and an application for the extension of the same is made 
within 180 days, no extra fee is charged. The only requirement is submission gf a set of 
identical passport photographs. There is also the provision for the extension of visa 
beyond 180 days, but this is exceptionally operated. In such cases then the fee charged 
varies within a fixed scale. 

L Extension of Visa 

/ Conversion of transit visa into other visa and stay valid upto one month Rs. 125 

Extension of visa upto 6 months on one month visa collected abroad. Rs. 625 
I Extension of visa upto one year Rs. 1300 

Grant of five year visa Rs. 2600 

Note : The rates given here are those which persuit in January 1994 and they are 
changeable subject to government decision. 

Visas can be renewed in all State capitals and district headquarters on an application 
made to the district police chief (Commissioner of Police/Scnior Superintendent of 
Police/Super~ntendent of Police). Visa renewals and extension cases in the cities of New 
Delhi, Bombay and Calcutta are handled by Foreigners' Regional Registration Offices 
(FRROs). In Madras such cases are dealt with by the Chief Immigration Officer (CIO). 
In Appendix-B we have given you addresses of major Indian Consular Offices overseas 
and FRRO and CIO in India. 

The outbound travellers will seek visas from the embassics/consulates of respective 
countries they intend to visit. Most of these offices are located in New Delhi. The 
addresses of the embassies of the neighbouring countries have been given in 
Appendix-C. 

6.2.2 Speeial Permits 
Normally there is no restriction on Indian and foreign nationals for movement within 
India. But in the case of border states and the two groups of islands, (Andaman and 
Lakshadweep), a visitor requires a special entry permit. This permit is valid for a 
maximum period of 15 days only. For group tourists the application for special permit 
must be made atleast two weeks in advance of the intcndcd date of visit. We have given 
below detailed information with regard to the issuance of such permit state-wise. 

Andaman and Nicobar Islands 

Foreign nationals visiting the islands require prior permission. This can be obtained from 
Immigration Officer Port Blair on arrival. Permits can be obtained in advance from Chief 
Immigration Officers at Delhi, Bombay, Calcutta and Madras. 

Arunachal Pradesh 

All foreign nationals intending to visit Arunachal Pradcsh require restricted area permits 
issued by Deputy Secretary, Ministry of Home Affairs, Government of India, Lok Nayak 
Bhawan, Khan Market, New Delhi, 110003; Tel : 4619709. Indian Nationals (domestic 
tourists) can obtain permits from Arunachal Bhawan at New Dclhi, Calcutta, Cuwahati 
and Tezpur. 

Assam 

Tourism Regulations 

Only Guwahati, Sibsagar, Halflong and Kaziranga are open for foreigners. To v is~t  these 
places permits are issued by Assam State Tourist Information Centres at Delhi and other 
parts of the country. Tourists can apply with passport size photographs, photocopy of 
passport and visa number. Permit is granted to groups of four and above only. 



Tourism Industry Gujarat 

Border regions of the Rann of Kutch are restricted areas. Permits to visit Banni region 
and areas beyond the India Bridge are issued for both foreign and Indian nationals by 
the District Collector, Bhuj. 

Himachal Pradesh 

Lahaul and Spiti and the district pf Kinnaur are restricted areas for which entry permits 
are granted to a group of four or abve ,  sponsored by a travel agency for a fixed itinerary. 
These permits are issued by Deputy Commissioner, Shimla; Deputy Commissioner, 
Kullup; Deputy Commissioner Keylong and District Magistrate, Rampur. 

Lakshadweep 

Only the island of Bangaram (which had no habitation) is open to foreign tourists. 
Permits are issued by FRROs. However, the Government is planning to open two more 
islands soon. For domestic tourists, entry permits and travel arrangements are handled 
by the Commissioners office in New Delhi. 

Manipur 

Foreign nationals require an inner line permit from the Deputy Secretary, Ministry of 
Home Affairs, Government of India, Lok Nayak Bhawan, Khan Market, New Delhi. 

Meghalaya 

Foreign nationals travelling to Meghalaya in groups of four or more can obtain restricted 
area permits from Meghalaya House at Delhi, Bombay and Calcutta. Individual 
travellers should contact Deputy Secretary, Ministry of Home Affairs. 

Mizoram 

Mizoram is a restricted area for foreign tourists, permit may be obtained from the Deputy 
Secretary, Ministry of Home Affairs. Indian nationals can obtain inner line permits from 
Resident Commissioner of Mizoram at Delhi, Bombay, Calcutta and Madras. 

Nagaland 

Foreign nationals cannot.enter without a special permit which can be obtained from the 
Deputy Secretary, Ministry of Home Affairs. A visit to the Deputy Resident Commis- 
sioner, Nagaland House, New Delhi is recommended for advice and help for obtaining 
the permit. 

Sikkim 

Foreign nationals can obtain permits for Gangtok, Rumtek, Penayangtfe and Thodong 
from Sikkim Tourist Information Centre at Delhi, Calcutta and Siliguri. They have to 
apply with passport size photograph, photocopies of passport and Indian visa. 

Tripura 

Tripura is also a restricted area. Foreign tourists visiting Tripura are required to obain a 
permit from the Deputy Secretary, Ministry of Home Affairs. 

Uttar Yradesh 

Foreign nationals have to obtain permission from the Government of India to enter the 
Tehsil Dharchola and Tehsil Muspari areas near the border of Tibet. Permit may be 
obtained from Deputy Secretary, Ministry of Home Affairs, Lok Nayak Bhawan or 
District Magistrate, Pithoragarh. 

West Bengal 

Parts of Sunderbans area are restricted for tourists. Conducted tours by West Bengal 
tourism authorities require no prior permission. Written permission is required for Tiger 
Project Area, including Sajna Khali Bird Sanctuary from the Field Director, Project 
Tiger, PO, Canning, District 24-Parganas. For other areas of Sunderbans contact Forest 
Officer, 24-Parganas, 35, Gopal Nagar Road, Calcutta-27. 



Note: The areas for which Special Permits are required or which come under 
the category of restricted areas are as per January 1994. The Government of 
India may open more areas, hence it is advisable to recheck and update yourself 
as and when you need the information. 

6.2.3 Custom Regulations 
The usual duty free regulations of one bottle of liquor, i.e. 950 ml or less and 200 
cigarettes apply for India. If the tourist brings in more than $1 000 in cash or in traveller's 
cheques, it must be declared by completion of a currency declaration form. While small 
items like perfumes, cosmetics etc., are allowed into the country, larger items like video 
cameras are likely to be entered on a 'Tourist Baggage Re-export' form to ensure that 
the article is taken back on departure. The TBRE form should be resubmitted on 
departure. 

A tourist can clear goods upto Rs.2,400 in value duty free. Goods brought in excess of 
this are chargeable to duty as per prevailing law. 

Note: The figures/amount and regulations are as per the prevailing law in 
January 1994. They are subject to change by the Government hence, it is 
better to always keep one self update on them. 

Check Your Progress 1 

1) Why is it necessary for a tourism professional to obtain knowledge about regula- 
tions related to tourism ? 

................................................................................................................................ 
2) Mention the types of visa. How can a visa be extended ? 

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

................................................................................................................................ 
3) What do you understand by restricted areas ? 

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

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

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

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

6.3 ECONOMIC REGULATIONS -- 
The inbound'as well as outbound tourist is subject to several economic regulations. We 
have dealt with some of the more important ones in the following Sub-sections. You, as 
a tourism professional, are likely to deal with tourists generally within the ambit of these 
regulations. 

6.3.1 Currency 
Tourists are not allowed to bring Indian currency into the country or take it out of the 
country. However, there is no restriction on the amount of foreign currency or travellers 
cheques that may be brought into India. However, the import and export of local currency 
is prohibited due to stringent exchange control regulations. 

Tourism Regulations 



Industry On arrival, visitors should declare all foreign currency above $1,000. They are supposed 
to exchange currency only at banks and through authorised dealers, which include most 
hotels. 

With each exchange of currency, they are issued an exchange certificate which should 
be retained to re-exchange unused rupees on leaving the country. It is also their proof 
that they exchanged currency through legal channels. You must caution the foreign 
tourists not to exchange currency in black market. The one who does so is not only 
breaking the law of the country but at the same time also running the risk of getting 
cheated. For example a tourist from east Europe was passed on used lottery tickets as 
currency in lieu of $ 1000 by cheats in Delhi. 

J 

Foreigners are not allowed to leave India with any local currency. For their convenience 
banks at international airports are open 24 hours daily to convert unused rupees. But 
encashment certificate must be produced while returning Indian Rupees. 

6.3.2 Insurance 
Insurance companies active in the field of movement of persons and travel have become 
increasingly involved in the provision of insurance to protect the client as well as the 
agent or the operators of tourism services. Most schemes are in the field of protection 
and security of the traveller as, for example, the Green Card scheme governing interna- 
tional travel by private motorists. Besides such insurance or indemnity schemes, travel 
has offered a number of creative situations and possibilities to insurance companies. 

The typical tourist is generally confronted by two major travel risks: 

i) Natural or human risks, like contagious disease, civil strife, natural disasters which 
may occur at the tourist destination. The agent or operator is neither in a position 
to foresee or forecast such events nor is he in all cases able to find ways to minimise 
or avoid the consequences in such circumstances. Most legislation accepts 'force 
mejeure' or Common Law doctrine on the question of compensation liability of 
the agent, operator or provider of services. 

However, since most risks are allocated between the operator and the tourist by 
contract rather than the operation of the law, the pre-supposition is that both the 
operator and the tourist have equal bargaining power. But in fact, the tourist lacks 
the economic strength to negotiate coverage of all risks. 

ii) Risks due to the acts of omission on the part of the operator or what is termed 
"fault-oriented" risks. These are generally understood to arise from violation of a 
particular law or regulation or the failure to conform to standards, which in many 
cases remain undefined. In some cases reasonable standards are subject to discre- 
tionary interpretation when referred to tribunals which have been established to 
hear and decide such cases. 

The same assumption of reasonable care devolves on the tourists as well. 

Thus there is a necessary limitation on tourist risk evaluation in both legislation and 
insurance coverage. What is termed "constructive notice", is often considered sufficient 
to impose a legal obligation on the parties to a contract. 

Insurance can therefore be unreliable as in the case of 

i) Agents' professional liability: a policy covers acts and omissions by the agent 
but not fraud or agents' unlawful conduct. 

ii) Exclusion clause protection: Such a policy also demands a 60 day time limit 
within which to file a claim, which the tourist is often not aware of. 

Therefore, international efforts have been directed towards the development and im- 
plementation of a comprehensive system aimed at providing availability, affordability, 
clear and consistent exclusions, and compulsory funding and accountability by travel 
and tourism operators in the field of tourism. 

In theory, no legal system insists on or sanctions strict liability against all risks, and 
suggests only a compromise between the tourist and the operator. In general legal 
precepts cover such factors as: 



i) which party is more liable to pay, 

ii) the seriousness of the risk and the harm it may result in, 

iii) the ability of the party to spread the cost of the risk amongst its customers, and 

iv) the importance of protecting the injured party. 

Beyond this, certain no-fault risks are compensated through the medium of insurance. 

Insurance is therefore supplementary to the need for uniform principles of law and 
administration that inter-governmental organisations are trying to bring about. 

6.3.3 Income-Tax 
I If a person not domiciled in India intends to stay in the country for more than 120 days, 

an 'Income Tax Clearance' certificate is iequired in order to leave the country. This 
document will prove that the person's stay in India was financed by his own money and 
not by working or selling his goods. 

The foreign sections of the Income Tax Department at Delhi, Calcutta, Madras and 
Bombay issues these certificates on being shown the person's passport, visa extension 
form and the currency exchange receipts which have been used by the person. 

6.3.4 Foreign Travel Tax 
For international travel from Indian airports Rs.150 must be paid for travel to neighbour- 
ing countries and Rs. 300 for travel to all other countries (1994 rates). This tax is also 
applicable to infants who may not be occupying seats. 

6.4 HEALTH REGULATIONS 
Health protection of travellers is viewed from a dual standpoint including preventive 
and curative measures. Vaccination is the internationally accepted form of preventative 
health care. Curative measures are based on the particular circumstances related to 
climate, environment and disease factors at the destination. 

6.4.1 Vaccination 
WHO, under international sanitary regulations, publishes regular information concern- 
ing both required and recommended vaccination procedures for international travellers. 
The local tourist information centres also advise domestic tourists regarding epidemic 
conditions within the country. Diseases have been successfully controlled or eradicated 
as a result of implementing the vaccination regulations. 

A standard format has been developed for vaccination certificates so that the procedures 
of one country are recognised in other countries. This is an excellent example of 
international cooperation in the prevention of disease. The current fears regarding AIDS 
can also be overcome by similar international cooperation. Once an infectious disease 
has been notified, if vaccination procedures are not available, health checks can be 
related to visa formalities if tourists are coming from the identified countries or regions 
of the world. 

C 
6.4.2 Health Insurance 
Travellers may be concerned not only with medical attention to specific diseases at the 
destination, but also for pre-existing health problems. Provision of medical attention to 
travellers has therefore been a key issue of debate. . 

A further question that inevitably comes up, in the provision of health care, is the 
responsibility of payment. Social security often pays for the health care of both residents 
and non-residents in some foreign countries. In other cases, only entitled persons may 
claim free medical attention. Reciprocal arrangements do exist between countries which 
have economic or cultural ties with each other like E.E.C countries. In some cases, 
emergency or accident cases may be treated free. In all other cases, medical treatment 
must be paid for at the existing rate, which varies according to the cost of living in 
different countries. Private medical insurance companies are generally used to provide 
coverage for such expenditure. Such insurance can be purchased either at home or in the 



Tourism Industry receiving country. Spain's Seguro Turistico is the best known example of medical 
insurance for the tourist. 

In commercial contracts, difficulties may arise due to the exclusion of pre-existing 
medical conditions, or insurance may not be available to senior ciiizens who are in the 
high-risk category. Lack of medical insurance can be an obstacle to the movement of 
both international and domestic travellers. It has been suggested by WTO that where 
there are state owned insurance companies, medical insurance should be extended to 
cover all sections of the population, regardless of age. This has been accepted in principle 
by UFTAA. 

Check Your Progress 2 

I )  Why should a tourist be advised to exchangc currency through lcgal channels 
only ? 

.............................................................................................................................. 
2 )  Discuss the travel risks confronted by a tourist. 

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

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

.............................................................................................................................. 
3) Which documents will be shown to get an Incomc Tax Clcarancc Ccrtlficate'? 

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

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

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

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

6.5 LAW AND ORDER REGULATIONS 

All tourists, in the matter of law and order regulations, are subject to the regulations 
enforce in the land of their visit. India is an at:ractive tourist destination, yet tourists 
have, on occasions, complained of the treatment they get while vacationing in India. 
There is a lack of tourism consciousness which leads to avoidable behaviour towards 
the tourist, particularly by dealers and shopkeepers, intermediaries and tourist guides, 
touts, owners of boarding houses or house-boats, hoteliers, and operators of surface 
transport. We have given here the essential information for the facility of the tourists in 
such matters. 

6.5.1 Police and District Officials 
The administrative set up in India divides the country into states further sub-divided into 
districts. Each district in the states is manned by a District MagistrateICollector and a 
Police Chief designatcd as the Superintendentlsenior Superintendent of Police. These 
two officials are the top functionaries of the state at the level of the district. The tourist 
should be advised to meet either of these officials in case of any difficulty pertaining to 
the matter of law and order in the district. In all emergencies 100 is the number to be 
dialled. You must also learn how to file the First Information Report (FIR) at the 
police station. 



6.5.2 Law on Cheating 
Tourists often complain of cheating while shopping. There have been complaints that at 
times guides and touts tend to direct the tourist to shops which give them a percentage 
on the amount of business they generate. Whenever the tourist does not patronise the 
establishment suggested by a guide, he is treated indifferently. Another type of complaint 
is that of cases like the ones listed below: 
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a tourist has'come to see the Taj at Agra. He is told there is curfew and he cannot go 
(which is not true). He is pushed towards shopping, 

the tourist wants to see some museum; he is told repairs are going on hence he should 
I' spend that time on shopping, 

fare of delux bus is charged but he is put on an ordinary bus, and 

the tourist wants to go to government emporium instead he is taken to private shop 
with government approved written on its board, etc. 

The tourist's money and belonging are some times stolen or the staff of the hotel is 
negligent. Hotels have also been, at times, accused of overcharging beyond approved 
tariffs, overbilling for services and overbooking. The business code is also based on an 
attitude of mistrust and given the fact that regulations are difficult to enforce, tourists or 
travel organisers often face genuine problems which can be in the nature of a breach of 
contract. 

The legal system inIndia is extremely overburdened. For a tourist to get a just settlement 
from a court can take many years. The first complaint has to be registered at a district 
court where the backlog of cases is already so enormous that a time bound settlement is 
unrealistic. 

Interestingly, one country which has endeavoured to ensure effective and prompt 
redressal of tourst grievances is the Federal Republic of Germany, where there is no 
tourist legislation. All complaints are serviced ~nder  the civil code. A booklet has been 
prepared by their Tourist Board to inform the tourist of his rights and the procedure for 
making a complaint to the relevant body. 

It is possible to set up a grievance cell, to be administered by the Tourism Department, 
or the Ministry, where, by the principle of mutual adjustment, a just settlement can be 
arrived at and compensation paid to the tourist. Such a grievance cell should handle 
complaints that are beyond the scope of insurance claims. In countries where insurance 
is statutory; a special premium is charged to cover the claims of tourists on the basis of 
experience. However, some claims are bound to arise out of exclusion clauses, and a 
properly constituted grievance cell is normally competent to handle such complaints. 

6.5.3 Law on Antiquities 
The antiquities of India are covered under Antiquities and Art Treasures Act, 1972. 
According to the rules given in this Act, the following items come under the category 
of antiquities and art treasures: 

i) Sculpture 

ii) Painting 

iii) Other works of art and craftsmanship illustrative of science, art, crafts and religion 
and of historical interest. 

All the above items, to become antiquities, should have been in existence for not less 
than one hundred years. 

In addition to these, all manuscripts or other documents of scientific, historical, literary 
or aesthetic value in existence for not less than seventy five years cannot be exported 
out of India. 

For further clarifications and enquiries we have listed addresses of relevant authorities 
in different regions of India in Appendix-D. 



Tourism Industry 6.5.4 Shopping Malpractices-Regulations 
Tourist spending is becoming an increasingly important source of revenue generation, 
especially in hard currency, in most tourist receiving countries. This particularly impor- 
tant in India, where the average stay of a tourist is reckoned to be 28 days. This implies 
that the opportunity for a tourist to shop in the different cities increases. In the items of 
tourist expenditure, next to transport and accommodation, shopping is the third impor- 
tant area. 

India offers a diversity of shopping interests and attractions for tourists i.e., from 
inexpensive souvenirs and handicrafts to the costly variety of gems and jewellery, 
carpets, artefacts like ivory, precious stones, paintings etc. Notwithstanding the fore- 
going, the complaints commonly voiced against shopping in India relate to: 

non-adherence of quality standards, 

supplied product not matching the samples approved, and 

unscrupulous practices of touts and petty shopkeepers who mushroom around tourist 
spots. 

Examples of a variety of complaints by tourists have been highlighted, from time to time, 
in the media. This aspect has also been pointed out time and again by the travel trade. 
Unless checked, the continuance of such a situation results in bad word- of-mouth 
publicity for India. 

These complaints are aggravated and accentuated by lack of authentic information 
regarding prices, quality, standard of establishment, system of certification and recog- 
nition of shopping establishments. 

Whilst bargaining is one of the pleasures of shopping, in the local ambience, which 
cannot and should not be denied to a tourist for the sake of its experience, it has to be 
recognised that at some important tourist centres in India, prices quoted and charged 
defy all concepts of bargaining. Some discipline needs to be enforced in this area. The 
image of bargaining creates other problems also. You may laugh at it but the example 
here is worth citing: Some one gave a friendly advice to a small group of tourists that 
while shopping they should start by quoting half the price as acceptable to them and they 
may ultimately get the thing at 40 per cent less the original quote. The group applied this 
to everything they wanted to have and this created odd situations. For a cold drink they 
would bargain for Rs. 3 instead of 6, a cup of tea they wanted at 50 paise instead of 
Re. 1 and so on with every one laughing at them. And soon it was pointed out to them. 1 
Examples of complaints frequently raised at an important tourist region pertain to 
non-execution or non-fulfilment of orders placed against advance or down payment for 
delivery of the product offered. This has been noticed with repetitive frequency in the 
case of carpets. A classic illustration cited is the despair of a foreign tourist who made 
an advance payment of $ 2000 for a carpet, which he never received. On subsequent 
inquiry he was informed that the stock of carpets was washed away in floods and could 
he send another $1000 to enable the execution of the order. There have been cases where 
the quality of carpets shown was a better one when orders were booked but when 
executed the quality was inferior. Legislation and regulation should be so designed as 
to discourage such tendencies by indicating the severity of action for indulging in such 
malpractices. 

This also needs to be brought home to other agents concerned with tourist shopping, like 
taxi drivers, bus conductors, guides, couriers and others, who tend to direct tourists only 
to such establishments which assure them a reasonable return on the volume of business 
generated by their efforts. In fact they should be made to realise that such malpractices 
ultimately effect the image of the destination which is a loss for all in the long run. 

Several establishments selling souveniers and artefacts boldly display large signs in- 
dicating that they are Government or Ministry of Tourism approved emporiums or shops. 
The emphasis is on the word Government, and the lettering for "approved" is in 
non-descript and unreadably small print. This needs to be reviewed for systems of 
recognition, if a: all required, for avoidance of unfair practices by shopping estab- 
lishments. 



establishments selling souveniers and artefacts boldly display large signs indicating that Tourism Regulations 

they are Government or Ministry of Tourism approved emporiums or shops. The 
. emphasis is on the word Government, and the lettering for "approved" is in non-descript 
and unreadably small print. This needs to be reviewed for systems of recognition, if at 
all required, for avoidance of unfair practices by shopping establishments. 

Check Your Progress 3 

1) Discuss the long-term impact on a destination having complaints of cheating 
tourists. 

................................................................................................................................ 
2) Mention the malpractices in shopping. 

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

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

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

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

3) Why should a tourism professional know about the law enforcing agencies ? 

4) How old should the following objects be to attract the provisions of Antiquities 
and Art Treasures Act, 1972 

i) Manuscript 

ii) Documents of Scientific value 

iii) Sculpture 

iv) Painting 

6.6 ACCOMMODATION AND CATERING 
REGULATIONS 

Many countries have legislation covering the hospitality sector as a sequel to common 
law, constitutional law or penal codes enacted by Central or State Governments. The 
purpose of such legislation is to transform the relationship between the hotel- keeper or 
the restauranteer and his clients into a business contract or a consumer contract. The 
emphasis in the former type of contract is to foster the business relationship and enhance 
goodwill between the business partners. In the latter type of contract, the emphasis is on 
security and consumer's use of the facilities and services offered. 

There is a third area of legislation that covers the classification of facilities and services 
offered by the hotel sector to enhance consumer protection and consumer satisfaction as 
well as to protect domestic trade vis-a-vis international competition. Here the emphasis 
of legislation is to ensure that an establishment supplies accommodation and facilities 
to their clients and the standards commensurate with the price charged. It is to be 
regretted that not much progress in this regard has been made in India. In the following 
Sub-sections, therefore, we shall delve mostly on the featdres that may be accommodated 
in such a legislation/regulation. 



Tourism Industry 6.6.1 Legislation for Hospitality Sector 
Legal duties and responsibilities covered by legislation may be as listed here: 

a) Right to accept or refuse lodging to a person or a group: refusal is generally under 
three conditions: 

i) Improper conduct or objectionable character 

ii) Inability or refusal to pay 

iii) Minors who behave in an objectionable manner or cannot pay for services 
consumed. > 

b) Duty to protect person and property of a guest or patron. The management is not 
liable under the following conditions: 

i) Injury or disturbance. 

ii) Refusal to pay charges. 

c) Entry of police is to be purely investigatory unless: 

i) The management kakes'a specific complaint. 

ii) The police determines, upon investigation, that arrest is proper. 

d) Locking out of a guest is permissible under two conditions: 

i) Refusal to pay. 

ii) Overstay. 

e) Acceptance of valuables for safe-keeping is permissible under the following 
conditions: 

i) Valuables are accepted fortsafe-keeping in a metal safe or vault, for which 
a receipt has been issued. 

ii) The value of the goods should not exceed a certain value, which is agreed 
upon, in writing, by the management and the guest. 

iii) The general liability of a depository for hire. 

iv) No liability where guest's negligence is established. 

0 Hotel Manager's lien is: 

i) To demand proper charges for accommodation and meals and any other 
extras. 

ii) On property in and around the hotel, but no stolen property in the 
possession of the guest. 

iii) Not intended to cover prior debts; but only the present service/facility 
provided to the guest. 

iv) Items under lien must be held for 60 days, whereafter they can be publicly 
auctioned, giving a 1O-day notice which must be delivered to the guest at 
the residential address noted in the hotel register. Money gained in excess 
of the guest's liability must be paid up within six months or deposited with 
a competent authority along with a statement of the claim, copy of the 
published notice, costs and the amount received at the sale. 

g) Fraud can be established under the following conditions: 

i) - Using deception to acquire accommodation. 

ii) Departure without payment. 

iii) Failure to pay rental or other charges without reasonable cause. 

Penalties and their severity will depend on the number of offences. 

h) Guest's right of privacy cannot be violated except under specified legal conditions. 

i) Tenancy can be established by : 

i) length of stay (30 days and above). 

ii) a special agreement. 



iii) existence of a permanent residence. 

j) The management is responsible for : guests, invitees of guests, employees and any 
other persons lawfully on the premises or property. 

k) High standards of care relate to: 

i) Selection and retention of employees 

ii) Accommodation facilities 

iii) Evicting guests and others 

iv) Key-control and guest room security 

v) Fire security 

vi) Lighting, maintenance, SOS call numbers 

vii) Research into common problem areas and common experience 

6.6.2 Catering Regulations 
In the succeeding paragraphs, the regulations relating to catering by restaurants have 
been briefly examined. 

With the development of domestic and international tourism world wide, standardisation 
in the preparation and serving of food is reflected in Hotel and Restaurant ordinances 
and Public Health Acts that have been extended to cover catering services in many 
countries. The salient features of such legislation are: 

i) Consumer protection through quality control, 

ii) Through pricing policy to comply with demand, 

iii) Vending and consumption of liquor and intoxicating beverages, keeping 
in view the interest off the consumer, the vendor, revenue to the State as 
well as conforming to social norms. 

Legislation also covers the hygiene of those who are employed to handle provisions and 
to cook and to serve food items, since the management of an hotel or a restaurant is liable 
for any danger to the guest or patron's life and well-being, whilst legally on the premises. 

-/ 

Ordinances also cover equipment and technology, to comply with Health Laws as well 
as to retain the professional standards demand of catering establishments. 

Legislation in the field of restaurant operations is often an extension of that in the hotel 
sector, as in many cases, the services are combined into one product. Therefore, 
restaurants also share some of the common problems that are faced by hoteliers and often 
the solutions are similar. 

6.7 ENVIRONMENT PROTECTION AND 
CONSERVATION 

Cultural resources, both natural and man-made, have great value for tourism. They 
should be properly listed and documented with the help of available technology and the 
concerned organisations. There is a lot of pressure on these resources and pollution 
emanating from diffemt human activities, like settlements, industries, mining etc., , 

requires special study and attention if the ancient cultural heritage of the destination is 
not to be damaged. 

6.7.1 Environmental Concern 
India has a wealth of flora and fauna, it is estimated that Lllcre are over 500 species of 
mammals, 2000 species of birds, 30,000 species of insects in addition to hundreds of 
species of aquatic and reptile life in the country. 

Much of the fauna of the country is protected by the Indian Wild Life Rotection Act of 
1972. As a result the country has developed 66 narional parks, 333 wild life sanctuaries 
and 35 zoo1ogical gardens. 



Tourism Industry The provisions of the Act prohibit killing or poaching of any of the protected species. 
The violations of the provisions of the Act attract severe punishment ranging from fine 
in terms of money to detcntions and imprisonment for extended periods. 

6.7.2 Conservation 
Preservation and maintcnance requires in-depth study and proper financing, since much 
of the ancient heritage is subject to the dcpredations of both natural and human factors. 

Most countries havc an Antiquities and Art Treasures Act, which enables National 
Museums to acquirc itcms which could be stolen or smuggled out of the country. 
Similarly, Archaeological Survey organisations discharge the responsibility of conser- 
vation of monuments and documcntary heritage. Art and craft are also brought under the 
museum movemcnt, sincc they form the backbone of our cultural identity, and an 
important area of expenditure by the tourist. 

Many countries indicate linkages with Town and Country planners, for the implemcn- 
tation of Master Plans, and for the idcntification of conservation zones. 

A heritage-conservation area has been defined a s  an  area of special architectural, 
historical and  cultural interest or a n  area which is geographically and  ecologically 
unique. Such areas can be small or can include whole towns, squares, streets or groups 
of buildings, features of archaeological interest, waterways, beaches, forests, mountains 
etc. 

Within a designatcd area, the conservation of its cultural identity is an integral com- 
ponent of all developmental schcmes. In this way, the quality of life of those living and 
working in such zones will improvc, and they will have an increased income from crafts, 
trade and tourism. 

Conservation and Pollution Control Measures Suggested 
BY 

WTO 
i) Providing for pcdestrian zones at holiday resorts (shopping malls, 

public parks, playgrounds etc.) 

ii) Encouraging thc resident population, through contests and other activities, 
to dccoratc [heir houses and balconies. 

iii) Co-ordinaling tourist recreation with the social and cultural activities 
of the local population, through information and publicity campaigns. 

iv) Applying multiple-use concepts of facilities wherever possible. I 
v) Awarding National Quality seals of approval for tourist rccreation facilities 

to operators of accommodation units and other travel services. 

vi) Many countries have also initiated the formation of Heritage Bodies 
and Art and Cultural funds, which then serve to identify conservation- 
hcritage zones, and co-ordinate funding, for which tax reliefs to 
contributors arc given by the concerned governments. 

In view of the fact that thc 7th Plan cnvisagcs a growth rate of 10-12% per annum in 
international tourism, thc scrvicing of this projectcd increasc in the number of tourists, 
would require a matching incrcase in infrastructure. 50 million domestic tourists per 
annum would also require scrviccs and facilities, pcrhaps at a budget or economy level. 
This expansion should be given wcightage in the Master Plan of any city, so that tourism 
services arc nor only inlcgratcd with other activities, but its special needs are taken care 
of. 

Check Your Progress 4 

1) What is the purposc of legislation covering thc hospitality sector? 



2) Why is-hygiene important in Catering regulations? 

3) What does the Indian Wild Life Protection Act of 1972 deal with ? 

4) Write fifty words describing the effects of pollution on tourism. 

6.8 LET US SUM UP 

You must have realised by now how important is il lo dispel myths regarding lack or 
evcn absence of any regulations in India thal concern the tourists. We have given you - - - 
necessary information pertaining to such regulations and we expect you to pass it on to 
the itinerant tourist and assure him that he will be landing in an orderly place meeting 
the highest standards of civilization. 

6.9 KEYWORDS 
EEC Countries: European Economic Community Countries. 

Heritage Conservation area: Areas where national heritage is sought to be conserved. 

Kaleidoscopic: Bright and interesting objects. 

Restricted Area Permit: Needed for areas where entry of foreigners is restricted. 

Special Entry Permit: Needed for areas which foreigners can visit after obtaining 
permits. 

6.10 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1) This is because of many reasons: i) unless the professional is aware of these he 
cannot guide others/clients. Rather the Scar IS that they may be misguided as 
happens in many cases ii) to remove misconceptions aboul India as to lack of 
information iii) to respect the laws of the land etc. See Sec. 6.1. 

2) Base your answer on Sub-sec. 6.2.1. 

3) Well h restricted area is one which, because of strategic importance like defence, 
security etc. is closed to foreigners (in some cases even to domestic tourists). As 
mcntioned in Sub-sec, 6.2.2 the entry to lhcsc arcas is ~hrough Special Entry 



Tourlsm Industry Permits issued by competent authority. There has been a consistent demand from 
the Tourism Industry to do away with restricted areas and SEPs in such zones that 
have tourist attractions. See Sub-sec. 6.2.2. 

1 Check Your Proeress 2 1 
1) Read carefully Sub-sec. 6.3.1 for your answer. 

2) Base your answer on Sub-sec. 6.3.2 taking into account the natural/human risks 
and fault oriented risks. 

3) These include i) Passport ii) Visa extension form iii) Currency exchange receipts. 

Check Your Progress 3 

1) It will spoil the image of the destination leading to a fall in its demand amongst 
the tourists and the travel trade etc. See Sub-sec. 6.5.4. 

2) Base your answer on Sub-secs. 6.5.2 and 6.5.4. 

3) Consult Sub-sec. 6.5.2. 

4) i) 75 years ii) 75 years iii) 100 years iv) 100 years 

Check Your Progress 4 

1) Mention the reasons listed in Sec. 6.6. 

2) Base your answer on Sub-sec. 6.6.2. 

3) Mention the provisions against poaching, killing and developing of national parks. 
See Sub-sec. 6.7.1. 

4) Discuss your answer with your counsellor. 
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7.0 OBJECTIVES 
After reading this Unit you will be able to: 

define statistics and statistical measures, 

appreciate the need for tourism statistics, 

know about the problems of statistical measurement in relation to tourism statistics 
and the methods of measurement, 

understand the nature of tourism statistics in India, and 

know about the relevance of tourism statistics in foreign exchange earnings. 

7.1 INTRODUCTION 

Tourism statistics are gathered and published by every country today. The WTO further 
collects it from all countries to make global appraisal and projections. Certain basic 
information is made available to us via these statistics which relate to different fields. 
At their face value some of it may appear to be useless or u~ec&sary. However, in 
reality they are relevant in many ways. This Unit, after defining statistics and measure- 
ments, highlights the need for tourism statistics. It also introduces you to the type of 
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statistics collected and its relevance to tourism industry. You can use them in relation 
to your own enterprise or job. This can be done at both macro as well as micro  level,^. 

- 
7.2 STATISTICS : DEFINITION AND USES 

The word 'statistics' is used both as singular and plural nouns. In the plural sense, it 
refers to numerical facts pertaining to a body of objects or people. As a singular noun, 
it stands for the science that deals with the methods of collection of data and of the ways 
of analysing them and drawing inferences. 

Statistics is a useful tool for the measurement of any quantitative phenomenon. One such 
tool is finding of averages. For example, one can measure the average height for students 
in a class or the average number of visitors to a monument per day, the average number 
of guests arriving at a hotel per day or the average turnover of a souvenir shop at a tourist 
place. In the foregoing illustrations all the students in a class, all the visitors to a 
monument, all the guests arriving at a hotel or the turnovers for every day are called the 
populations h statistical studies. However, statistics cannot be used for the measurement 
of qualitative phenomenon like the colour of a person or the taste of oranges. 

The m m  cornmanly used statistical measures for assessment and comparisons are: 

totals 

averages 

quartiles and.fmctiles 

variances and deviations 

confidence intervals 

indices 

rate and ratios 

coefficients, and 

point estimates multipliers 

The totals refer to the count of all the units or the aggregate of all the values of the units 
in the population or the sample. For example, the number of tourists who visited a 
particular place during a year and the total expenditure incurred by them at the place of 
visit are 'totals'. - 
The aggregate of all the units in a system or region is called the population and a parr. 
of it is called a sample. The list of all the visitors to a particular monument in a daj 
constitute a population and a few of the tourists selected for a survey on the same day 
make a sample. . 
An average is the most representative value of a sample of units or the population. The 
most c a n m o ~ u s e d a w t a g e s u u u 5 t M ~ h ~ ~ r i c  man 
and harmonic mean and are known as measures of central tendency. 

The arithmetic mean is the value per unit. It is obtained by dividing the 'total value' 
by the total number of units. The average duration of stay of tourists at a particular place, 
average expenditure per tourist, etc., are best measured by using arithmetic mean. 

Median is the middle most vlaue if all the units are arranged in ascending or descending 
order. It is useful for the measurement of average room tariff and occupancy rates of 
hotel rooms. 

Mode is the most frequently occurring value amongst all the values. While planning 
certain facilities like conference halls, river rafting equipmet~ts etc., it is important to 
judge the most common size of the groups demanding such facilities. The mode value 
is thus a very useful measure in such cases. 

Geometric mean is the nth root of the product of all the values of observations in a 
study. Harmonic mean is the reciprocal of the arithmetic mean of the reciprocals of the 
observed values. 



Quartiles and Fractiles are the values of the variables corresponding to one-fourth and 
one-tenth of the cumulative frequencies after arranging the values in ascending or 
descending order. 

The variances and deviations are known as measures of dispersion. They provide 
valuable information on the reliability of averages and other estimates. The common 
measures of dispersion are range, quartile deviation, mean deviation and coefficient of 
variation: 

Range is the difference between the largest and the smallest value assumed by a 
variable. It is often used in tourism sector to indicate the variation in hotel tariff, 
expenditure levels and duration of stay of tourists, 

Quartile deviation is one-half of the difference between first and third quartiles, 

Mean deviation about median is the arithmetic mean of the absolute values of 
deviations of observations from median, and 

Variance is the sum of squares of deviations of the observed values from arithmetic 
mean, divided by the total number. 

Standard deviation is the square root of variance. The percentage ratio of standard 
deviation to the arithmetic mean is the coefficient of variation. 

Point estimates are the likely values of a population parameter obtained from a sample 
of observations. For example, the average expenditure per tourist in a place is normally 
obtained as a point estimate by surveying a sample of tourists. 

Confidence intervals are the intervals in which the value of a population parameter is 
expected to lie with a specified levcl of confidence or probabili ty . These are also obtained 
from a sample of observations as in the case of point estimates. 

Indices arc dimensionless quantities used to measure changes over a period of time and 
geographical regions. The indices normally being used are price indices, growth 
indices, seasonality indices etc. Tourist price indices are often worked out to measure the 
changes in prices as applicable to tourists. Growth indices are used to measure the past 
trends in tourist traffic, receipts etc. Seasonality indices of tourists arrivals are used to 
formulate marketing strategies and resource management decisions. 

Rates indicate value per unit item or growth j x r  unit time. The rates of growth are often 
expressed in percentage terms. Ratios are fractions expressed usually in percentages. 

Coefficients are also dimensionless quantities uscd to measure certain phenomenon or 
relationship. For example, correlation coefficient is uscd to measure the degree of linear 
relationship between two or more variables and regression coefficients are used to 
predict the value of one variable based on the values of other variables. 

Multipliers are certain numbers used to obtain total impact or value by multiplying the 
estimated direct impact or sample value respectively. 

Check Your Progress 1 

1) What do you understand by statistics ? 

2) How is arithmetic mean obtained ? 

Statistics and 
'Measurements 



Tourism Industry 3) Which of the following statements are right or wrong ? Mark or 

a) Indices help in developing marketing strategies. 

b) Qualitative phenomenon is measured through statistics. 

c) Most countries do not publish Tourism Statistics. 

- 

7.4 NEED FOR TOURISM STATISTICS 
7 

Tourism is a social phenomenon with significant economic consequences. The measure- 
ment of its volume and distribution along with its impact on specific geographic areas 
is, therefore, important for: 

having a proper perspective of the tourism sector, and 

planning its future development. 

The specific objectives of having tourism statistics are to: 

provide a proper perspective for the activity to guide policy decisions, 

provide an objective basis for development planning, 

provide quantitative information for evolving marketing strategies, and 

facilitate investment decisions. 

7.4.1 Understanding the Perspectives 
In order to have a proper perspective of tourism in relation to any particular destination 
or region, it is necessary to evalute its magnitude and significance. While the magnitude 
is measured in terms of volume of tourist traffic, its significance is evaluated in terms 
of tourism receipts, value added tax revenue, employment, etc. 

The basic measurement of volume is 'tourist visits' or 'tourist arrivals'. It is the total 
number of tourist arrivals at the given destination over a period of time-usually one 
whole year. 

The second main volume statistics is the average length of stay which is measured in 
terms of days or nights at the destination. It provides a general indication of the nature 
of tourist traffic and the demand for tourist accommodation. 

The best single overall indication of the magnitude of tourist traffic to any destination 
is the total tourist days or nights. It is obtained by multiplying the tourist arrival figures 
with the average length of stay. 

The value of tourism to an economy is mainly reflected in thc tourist expenditure at 
the destination or the tourism receipt. It encompasses expenditures on,a wide variety 
of items, ranging lrom the purchase of consumer goods and services inherent in travel 
and stays to the purchase of small durable goods for personal use as well as souvenirs 
and gifts for family and friends. 

In the case of international tourists, the payments made in respect of journeys to and 
from the destination normally do not accrue to the destination. They are therefore, not 
included in the statistics of tourism receipts. However, fare payments by foreign visitors 
to national carriers for international transport represent income to the country visited. 
They are, therefore, evaluated separately and included in the tourism receipts. 

The tourist expenditure in the case of domestic tourists includes the cost of travel to 
and from destinations as well as expenditure at the place of visit. It is, thus, the total 
amount spent by tourists while away from home including advance payments on such 
items as fares and accommodation. 

The average expenditure per tourist or per day is obtained by dividing the total tourist 
expenditure by the number of arrivals or the number of tourist days. While global 
estimates of touris1 expenditure provide a general indication of the value of tourism to 
an economy, the averages provide general indications of the type and quality of the traffic 
to a destination. 



The statistics of value added, tax revenue and employment due to tourism are obtained 
through industry surveys. The difference between the total value of output at ex-factory 
price and the value of material inputs is termed as value added. It is the sum total of 
factor payments in the form of rent, wages and salaries, interest and profit. The indirect 
taxes accruing to the Government from tourists and tourism related industries represent 
the tax revenue. The number of persons employed in hotels, restaurants and other tourism 
related industries constitute direct employment due to tourism. The employment 
generated in other sectors of the economy due to the multiplier effect of tourism is termed 
as indirect employment. 

7.4.2 Development and Planning 
The planning for the development of tourism infrastructure involves an objective 
assessment of the existing demand for various tourism products and their levels of 
supply. It is also necessary to make realistic forecasts of both demand and supply based 
on past trends and policy guidelines. 

The demand can be either actual or potential. The demand which has already fructified 
into tourist visits is the actual demand and that which is yet to be fructified is potential 
demand. The demand statistics, particularly tourist arrivals and tourist nights, have to 
be complied by type of accommodation, means of transport, places visited and facilities 
availed to estimate the demand on specific tourism products. Potential demand is usually 
assessed in terms of travel plans of target populations, positive response rates to 
advertisments, levels of awareness etc. through market surveys at the source markets. 

The most important consideration in the planning of tourism projects in specific loca- 
tions is the capacity to absorb tourism. It is assessed through various methods like 

I tangible resources limits, tolerance by host population, satisfaction of visitors, excessive 

i rate of growth or change, cost-benefit analysis and systems approach. The application 
of any of these methods for the measurement of carrying capacity requires massive data 
on tourist consumption patterns, resource constraints, changes in the behavioural pat- 
terns of local population, satisfaction levels of visitors etc. Such data are usually gathered 
through special surveys of both the host community and the visitors. 

7.4.3 Evolving Marketing Strategies 
Tourism marketing is .a follow-up of planning and development to maximise the 
economic gains from tourism (see Units 20 & 21). The identification of marketing 
segments, product positioning and evolving of effective communication and marketing 
strategies are the essential elements of a marketing plan. The preparation of such 
marketing plans involve the collection and analysis of large volumes of data on various 
aspects including global trends, market segments, tourist profiles, destination features, 
strengths and weaknesses of the product etc. 

The global trends on international tourism are usually obtained from the publications 
of international agencies like World Tourism Organisation, Pacific Asia Travel Associa- 
tion etc., and those of the originating countries. The trends on domestic tourism are 
obtained through tourist surveys or periodical statistical reporting systems. 

The market segmentation analysis involves the segmentation of total volume of tourist 
visits and nights by countrylplace of origin, purpose of visit and psychographic groups. 
The formations of psychographic groups are based on their demographic profiles and 
behavioural patterns. The statistical variables usually being analysed in this regard 
include demographic particulars like age, sex, education, occupation, nationality, 
counuylplace of residence, ethnic origin; personal habits like reading, film viewing, 
participation in sports and games etc; and travel habits like taking package tours, 
travelling with family and friends, accommodation and means of transport used, par- 
ticipation in local events, travel planning and motivations. The destination features in 
terms of attraction and facilities available and types of tourists visiting along with the 
strengths and weaknesses of tourism products offered by a destination or country also 
need to be assessed for directing product development and marketing policies. 

7.4.4 Facilitating Investment Decisions 
Investment in any industry, including tourism, is always based on perceptions of return 
on investment and pay back periods. The calculation of these parameters with a 
reasonable degree of accuracy requires statistical data on profitability of existing units. 

Statistics and 
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Check Your Progress 2 

occupancy rates, industry profiles etc. These statistics are usually collected through 
surveys of existing units. 

1) Mention the objectives behind having tourism statistics. 

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

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

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

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

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

2) Discuss the relevance of statistics for planning in tourism. 

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

3) Which of the following statements are right or wrong? Mark or 

i) Tourism receipts statistics include payments made in respect of journey to 
and from the destination by international tourists. 

ii) Average expenditure is obtained by multiplying total expenditure by 
number of arrivals. 

iii) Multiplier effect of tourism is called indirect employment. 

iv) Tourist surveys are done to know the trends in domestic tourism. 

7.5 PROBLEMS OF MEASUREMENT 
The measurement of tourism phenomenon poses several problems. The identification of 
tourists from other travellers and the local population is a major task in the case of both 
international and domestic tourists. The problem is more severe in respect of domestic 
tourists as there are no border controls and administrative checks in their movements. 
International tourists are usually differentiated with the help of travel documents like 
passports, visas and embarkation/disembarkation cards. These documents are, however, 
not designed for the sole purpose of collecting tourism statistics and as such their use is 
often restricted by other agencies and definitional problems. Very often, co-operation 
of tourists is required to gather statistics through surveys. The reliability of such 
measurements thus depends on the responses given by the tourists. 
A major problem in the measurement of economic impact of tourism is that the industry 
itself is not well defined. The tourism industry consists of several segments which cater 
to both tourists and the local population. It is also invariably not possible tomake definite 
allocations between the two groups of consumers. Special statistical programmes are 
therefore required to resolve these problems of identification and allocation. 

7.6 METHODS OF MEASUREMENT 

The statistical measurements of tourist flows and their impact are generally obtained by 
surveying the visitors or the tourism production units at one or more of the following 
places: 

Place of visit or destination. 

Points of travel between the destination and the origin. 

The usual place of residence. 



The different kinds of surveys/studies that can be carried out in each Bf the above places Statistics and 

are the following: Measurements 

i) SurveysIStudies at Destination 

Counting by controlling the visitors at tourist sites. 

Surveys of visitors at tourist sites. 

Census and registration of accommodation units. 

Survey of tourism production units. 

ii) Surveys at Points of Travel (between the destination and the origin) 

Counting by administrative controls at the entry points. 

Survey of passengers at the entry points. 

Survey of passengers at some points along their journey. 

iii) Survey at the Usual Place of Residence 

Household surveys of residents in the country. 

Survey of companies, public administration units and institutions. 

Survey of tourism intermediaries like travel agents, tour operators, air taxi 
operators, tourist transport operators etc. 

The choice of any one or a combination of the above methods for the estimation of 
volume of tourism has to be based on the ultimate use of such estimates, operational 
convenience, levels of accuracy desired and resources available. However, the metliods 
generally used are enumeration and surveys of visitors at the entry points, survey or 
census of accommodation units and household surveys of residents. The first method 
consists of counting the visitors from travel documents like embarkation/disembarkation 
cards at the entry points. It is widely used in the case of international tourists. The surveys 
of tourists at the entry points at the time of their departure are useful for obtaining profiles 
and behavioural patterns of international tourists apart from obtaining the total count of 
such visitors. 

Surveys or census of accommodation units are also often being employed for obtaining 
estimates of number of visitors and duration of stay of both international and domestic 
tourists at various places of visit. The household surveys are particularly useful for 
assessing the volume and distribution of domestic tourism, though they are often costly 
and time consuming. 

Tourist expenditure statistics are obtained either by surveying the tourists or indirectly 
from the accounts of hotels, restaurants and other providers of tourism services. The 
receipts from foreign tourists can also be estimated from the records of banks on foreign 
currency exchanges. 

7.7 WORLD TOURIST ARRIVALS AND RECEIPTS 

Systematic measurement of tourist traffic is a recent phenomenon. It began only towards 
the beginning of twentieth century when the volume of international tourist traffic began 
to reach significant proportions. The measurements were, thus, confined only to inter- 
national visitors. The countries which emerged as tourist destinations and started 
estimating the traffic in the beginning of the century were Austria, Switzerland and Italy. 
The foreign visitors received by these countries during 1929 were estimated to be 2 ,15  
and 1.25 million respectively. The global estimates of tourist arrivals and receipts are, 
however, available only from 1950. The total arrivals during that year were about 25.28 
million who spent US $2.1 billion. There has been a phenomenal growth in tourist traffic 
since then and the year 1992 recorded a total of 476 million world arr~vals with an 
estimated receipt of US $ 279 billion. According to WTO's latest figures the historic 
half billion mark was achieved in 1993. 
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7.8 TOURISM STATISTICS IN INDIA 

Being a new entrant in the Tourism Industry, India does not have a well developed 
statistical system. The earliest attempt for the collection of tourist arrival data was made 
only during 195 1 when a count of the foreign visitors was taken on the basis of customs 
clearance documents. There has been considerable increase in statistical activities on 
tourism since then. The details of statistics presently available are described in the 
followng paragraphs. 

7.8.1 International Tourist Arrivals 
The total arrivals during the year 1951 were 16,829. It took 25 years since then for 
tourist arrivals to cross half-a-million mark in 1976. Ten years later in the year 1986, 
the tourist arrivals registered a remarkable growth of 29.1 per cent and crossed the one 
million mark. These figures did not include the nationals of Pakistan and Bangladesh as 
the arrivals from these countries were not counted in the earlier years up to 1980. The 
total arrivals during 1992 were 18.67.651 including 4.32.914 nationals of Pakistan and 
Bangladesh. 

The tourist arrivals in India are counted from disembarkation cards filled by the tourists 
at the time of their entry into the country. The total count is obtained by counting the 
relevant disembarkation cards. The details contained in these cards are transcribed into 
data sheets, entered into computers and tabulated centrally by the Deparunent of Tourism 
with the assistance of National Informatics Centre (NIC). 

7.8.2 Duration of Stay 
The average duration of stay of foreign tourists in India by nationalities is estimated on 
the basis of a sample of embarkation cards. The samples are selected linear systemati- 
cally with an interval of selection of ten. All the embarkation cards of foreigners 
travelling by each flight are first arranged nationality-wise and a card is selected at 
random from the first ten. Every tenth card in the bundle is then selected in the sample. 
The date of arrival is noted from the immigration stamp and-date of departure is available 
from the date of flight. The difference between the two is the duration of stay. The data 
were tabulated manually till 1990 and thereafter by using computers. The average length 
of stay of foreign tourists in India at present is about 29 days. 

7.83 Indians Going Abroad 
The count of Indians going abroad (outbound) is obtained from the embarkation cards 
collected at the portslcheckposts at Bombay, Calcutta, Delhi, Madras, Trivandrum, 
Tiruchirapalli, Rameswaram, Nagapattinam, Attari Road, Haridaspur and Jogbani. Per- 
sons departing from other minor portslcheckposts are not counted. These figures are not 
disaggregated either psrpose-wise or destination-wise. The figures thus include even 
those going abroad for settlement and employment. 

7.8.4 Domestic Tourist Statistics 
The statistics of domestic tourists along with the data on foreign tourists visiting different 
places are collected from accommodation establishments. The State Govenunents are 
required to collect the details of guests checked in the accommodation establishments 

-at each place every month and forward the same to the Central Department of Tourism. 
In the case of foreign tourists, the nationality-wise details are also collected in respect 
of +me of the major nationalities. These figures are aggregated over centres to get the 
Statbtotals. On the basis of these figures, the total number of domestic tourist visits in 
India in the year 1991 were about 66.44 million. 

7.8.5 Foreign Tourist Surveys 
Foreign Tourist Surveys are being taken-up by the Central Department of Tourism 
almost once in five years. The latest survey in this regard was conducted during 1988-89. 
These surveys give information on the following: 

Demographic profile of tourists. 

Evaluation of tourism products of India and satisfaction levels of tourists. 

Motivational factors and purposes of visits of tourists. 



Places of visit of foreign tourists. 
'\ 

I Expenditure pattern of foreign tourists in India. 

7.8.6 Ad hoc Surveys 
Ad hoc surveys like tourism potential surveys of different States and regions and 
co-operative market research studies in selected source markets are also often conducted 
for gathering data on present levels of tourist flows, infrastructural availability, market 
uends, etc. 

7.9 ESTIMATES OF FOREIGN EXCHANGE 
EARNINGS 

The estimates of foreign exchange earnings from tourism are worked out both by the 
I Department of Tourism and Reserve Bank of India. The Reserve Bank of India (RBI) 
I work out the estimates as a part of balance of payment statistics. The basic data used for 

the purpose are the returns furnished by the "Authorised Dealers" of foreign exchange. 
All foreign exchange transactions of Rs. 50,000 and above are categorised as classified 
receipts and the authorised dealers provide information on the nationality of the 

I beneficiary, currency and purpose for each such transaction. However, in the case of 

I 
transactions below Rs. 50,000, the figures are clubbed together and reported as unclass- 
ified receipts. These unclassified receipts are apportioned according to purpose and 

I country through a survey of unclassified receipts carried out by the RBI every year. 
These statistics are not available state-wise and region-wise. 

Quick estimates are worked out by the Department of Tourism by multiplying the 
number of tourist arrivals in a year by the estimated per capita expenditure of a foreign 
tourist in India. This is obtained by making adjustments for price changes in the average 
expenditure as revealed by RBI estimates for the latest available year or foreign tourist 
surveys. The wholesale price indices and average exchange rates are used for the 
purpose. In the case of nationals of Pakistan and Bangladesh the quantum of foreign 
exchange being released by the respective Governments for visiting India is used in place 
of per capita expenditure. These ace US $45 and 180 respectively. The estimated foreign 
exchange earning from tourists during 1992 was Rs. 3916 crores. 

,) Check Your Progress 3 ( 

1) How is the duration of stay of foreign tourists estimated? 

2) Mention the areas about which information is provided through Foreign Tourist 
Surveys. 

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

3) Discuss the problems of measurements of Tourism Statistics. 

Statistics and 
Measurements 
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7.10 LET US SUM UP 

The Unit has familiarised you with the relevance of statistics and measurements in 
tourism. It has bearings on future plans, destination development, indirect employment, 
etc.. Besides, it also acquainted you with the most commonly used statistical measures. 
Problems faced in measuring tourism statistics were also touched upon in the Unit to 
give you an idea of the limitations faced in this regard. The Department of Tourism, 
Government of India is the place from where such statistics can be obtained. State 
Tourism Departments also conduct surveys and provide tourism statistics. 

Accrue : To come naturally 

Dispersion : Scattering 

Encompass : To bring within the fold 

Fractions : Parts of a whole 

Fructify : Bear results 

Harmonic : Quantities which are in arithmetical progression 

Magnitude : Amount 

Parameter : Measurable feature 

Perspective : View from a particular point 

Regression :.Backward movement 

Variable : That can be adapted 

7.12 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

I Check Your Progress 1 1 
1) Statistics is a useful tool for the measurement of any quantitative phenomenon. 

For more details See Sec. 7.2. 

2) The arithmetic mean in the value per unit. For the method to obtain arithmetic 
mean See Sec. 7.3. 

Check Your Progress 2 

1) See Sec. 7.4. 

2) See Sub-sec. 7.4.2. 

3) (i) x (ii) / (iii) d (iv) c/ 

I Check your ~ r o g r e s s  I 
1) It is estimated on the basis of a sample of embarkation cards. More details are 

given in Sub-sec. 7.8.2. 

2) See Sub-sec. 7.8.5. 

3) See Sub-sec. 7.8.1. 
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ACTIVITIES FOR THE BLOCK 

Note : Discuss the results of these Activities with your Counsellor. 

F l  
You are entertaining a group of ten tourists from abroad who are nationals of Britain. 
Fifteen days from now the group visa of this group is expiring. But the group wants to 
stay in India beyond this period. Write an application to the relevant authority seeking 
an extension of the group visa for another fifiecn days. 

One member of the group mentioned in Activity 1 visits a shop in your area where he is 
offered an antique piece of sculpture for sale. He wanis to ascertain whether the purchase 
of this piece will attract the provisions of the Antiquities Act of 1972. Whom will you 
approach in this connection and how? 

Five members of a group want to visit Gangtok in Sikkim and the remaining five want 
to visit Port Blair in Andarnan-Nicobar Islands. Write applications to relevant authorities 
for obtaining special permits for the same. 
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take steps to spread overseas visitors to destinations throughout Britain. 

b) The Tourism Act of Ontario also empowers a commission to cover all matters 
conne~ted with or affecting the tourism industry, including accommodation 
facilities, services affected and advertised and extends to a study of the resources 
and attractions of Ontario. 

c) The Tourism Act of Singapore aims at the setting up of a Tourist Promotion Fund 
to co-ordinate activities of persons providing services to tourists to regulate 
standards, to licence tourist enterprises and to make recommendations to the 
Government for Tourism Promotion. An annual report of the Tourism Promotion 
Board has to be presented to Parliament, since it authorises public funding. 

APPENDIX B 

Indian Missions and F R R 0 s  

Australia 

3-5 Moonah Place, Yarralumla, ACT 2600, 

Tel: (062) 733999 

Bangladesh 

120 Road 2, Dhanmodi Residential Area, H. No. 129. 

Dhaka, Tel: 507670 

Canada 

10 Springfield Road, Ottawa KIM 109, Tel: 7443751 

Japan 

2-1 1, Kudan Minami 2-Chome, Chiyodaku, Tokyo, 

Tel: 2622391 

Kenya 

Jeevan Bharati Building, Harambee Avenue, Nairobi, 

Tel: 22566 

Malaysia 

United Asian Bank Building, 19, Malacca Street, 

Kuala Lumpur, Tel: 221766 

Myanmar 

545-547, Merchant Street, Yangoon, Tel: 15933, 16381 

Nepal 

Lainchaur, GPO Box 292, Kathmandu, Tel: 21 1300 



Netherlands - 
Buitemstwg 2, The Hague, Tel: (070) 46977 1 

' New Zealand 

180, Molesworth Street, Princess Towers, Wellington 

Tel: 736390 
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Pakistan 

482-F, Sector G-614, Islamabad, Tel: 821049 

Singapore 

India House. 31 Grange Road, Singapore, Tel: 7376777 

Sri Lanka 

3rd Floor, State Bank of India Building, 18-3/1 Sir Baron Jayalilaka Mawatha, Colombo, 
Tel: 21604,22788 

Switzerland 

Weltportstr 17, 301 5 Beme, Tel: (03 1) 440193 

Thailand 

46, Soi Prasarmiu, Sukhumvit 23, Bangkok, 

Tel: 2580300 

UK 

India House, Aldwych, London WC2B4NA, 

Tel: 8368484 

USA 

2107. Massachusetts Ave NW, Washington DC 20008, 

Tel: 9397000 

Germany 

Adenaverallee 262,5300 Bonn, Tel: 54050 

Foreigners' Regional Registration Offices (FRROs) in Ncw Dclhi, Bombay andCalcutta 
and the Chief Immigration Officer in Madras handlc visa rcncwals as well as permits 
for Restrict Areas, viz., Andaman Islands, Sikkirn, Assam, Ladakh, Lahaul Spiti etc. 

New Delhi 

FRRO, 1st floor, Hans Bhawan, Near Tilak Bridge, Bahadur Shah Zafar Marg, New 
Delhi-1 10 002 

Tel: 3319781.3318179 

1 Bombay 

t FRRO, Office of the DCP, Special Branch 11, CID Hcad Office (Annexe 2), Crewford 
Market, Bombay-400 034 

(Tel: 2620455,2621 169) 

I Calcutta 
FRRO, 237, Acharya Jagdish Bose Road, Calcutta-700 020 (Tel: 443301,440549) 

Madras 

I Chief Immigration Officer, 9 Village Road Nunganibakkarn, Madras- 600 034 
(Tel: 477036) 



Tourism Industry Visas can also be renewed in all State Capitals and District Headquarters by an 
application to the Police Commissioner's OfficeISenior Superintendent of PoliceISuper- 
intendent of Police. 

APPENDIX C 

Visa Offices For Neighbouring Countries 
1) Afghanistan: from the Embassy at 

5150-F, Shantipath, New Delhi-110 021 

(Tel: 60333 1 Telcx: 03 1-72253) 

2) Bhutan: Bhutan Tourism Corporation, 

P.O. Box No. 159, Thimphu, Bhutan which organises group tours of six or more 
members will also take care of visa formalities 

3) Myanmar: from the Embassy at 3150-F, Nyaya 

Marg, New Delhi-110 021 

(Tel: 600251 Telex: 03 1-72224 MEND IN) 

4) Nepal: from the Royal Ncpalese Embassy, 

Barakhamba Road, New Dclhi-I10 001 

(Tel: 3320969 Tclcx: 031-66283 NEMB IN Fax: 332 6857) 

5) Thailand: rrom lhc Embasies in New Delhi and Calcutta: 

56-N, Nyaya Marg New Dclhi-110 021 

(Tel: 607807 Tclex: 031-72275 THAI IN 

Fax: 6872029) 

18-B Mandcville Garden, Ballygunj 

Culcutta-700 019 (Tcl: 460836) 

6) Sri Lanka: Most wcsterncrs do not need a visa 

APPENDIX D 
Authorities For Antiquities Act 

New Delhi 

Director General, Archaeological Survey of India, 

Janpath, New Delhi-110 01 1 

(Tel: 3019451, 301 8848 Tclcx: 031 -66242 ASI-IN) 

Bombay 

Superintending Archacologist, Antiquities, 

Archaeological Survey of India, Sion Fort, Sion 

Bombay -400 022 (Tel: 407 1 102) 

Madras 

Superintending Archacologist, Archaeological Survey 

of India, Madras Circlc, Fort St. George, 

Madras-600 009 

(Tel: 5603961'7, Tclex: 041 -6837 ASSC IN) 



Calcutta 

Superintending Archaeologist, Archaeological Survey 

of India, Calcutta Circle, 27 Biplabi Trailokya Maharaj 

Sarani, Narayani Building, Calcutta-700 001 

(Tel: 261933, Telex: 021-5340 ASCC IN) 

Bangalore 

Superintending Archaeologist, Archaeological Survey of 

India, Bangalore Circle, No. 364, 16th Main, 

4th T. Block, Jayanagar, Bangalore-560 041 

(Tel: 655901, Telex: 0845-8845 ARCH IN) 

Bhubaneswar 

Superintending Archaeologist, Archaeological Survey 

of India, Bhubaneswar Circle, Old Town, 

Bhubaneswar-751002 

(Tel: 56575 Telex: 0675-393 ODRA IN) 

Srinagar 

Superintending Archaeologist, Archaeological Survey 

of India, Srinagar Circle, Mintoo Building, Raj Bagh, 

Srinagar (Tel: 32758 Telex: 0375-349 AS01 IN) 

Note : Addresses and telephone numbers given in the Appendices 
are based on January 1994 information. 
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g CODE FOR ENVIRONMENTALLY RESPONSIBLE TOURISM 
The PATA Code urges Association and Chapter members and their industry partners to: 

ii: ADOPT the necessary practices to conserve the environment, including the use of renewable resources in a 
n~stainable manner and the consewation of non-renewable resources: 

'i' ENSURE that community attitudes, cultural values and concerns, including local customs and beliefs, are taken into 
account in the planning of all tourism related projects; 

ENSURE that environmental assessment becomes an integral step in the consideration of any site for a tourism project; 

._). 

*: COMPLY with all international conventions in relation to the environment; 

... * COMPLY with all national, state and local laws in relation to  the environment; 

.1. * ' ENCOURAGE those involved in tourism to comply with local, regional and national planning policies and to 
participate in the planning process; 

'9 PROVIDE the, opportunity.for the wider community to take part in discussions and consultations on tourism planning 
issues insdar as they affect the tourism industry and the community; 

,;1' ACKNOWLEDGE responsibility for the environmental impacts of all tourism related projects and activities and 
undertake all necessary responsible, remedial and corrective actions; 

*$ ENCOURAGE regular environmental audits of practices throughout the tourism industry and to encourage necessary 
changes to those practices; 

'Sf FOSTER environmentally responsible practices including waste management, recycling, and energy use; 

$6' 'FOSTER in both management and staff, of all tourism related projects and activities, and awareness of environmental 
arid conservation principles; 

'2' SUPPORT the inclusion of professional conservation principles in tourism education, training and planning; 

'F ENCOURAGE an understanding b j  all those involved in tourism of each community's customs, culturai values, beliefs 
and traditions and how they relate to the environment; 

'3!' ENHANCE the appreciation and understanditg by tourists of the environment through the provision of accurate 
information and appropriate interpretation; and 

,". ESTABLISH detailed environmental policies and lor guidelines for the various sectors of the tourism industry. 
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Annexme 

8.0 OBJECTIVES 

A tourist can travel by a variety of means. Hence, it is necessary for both - the tourist as well 
as the tourism professional to familiarise themselves with the various modes of -t. Aftea 
reading this Unit, you will be able to: 

learn the stages of development of various modes of hransport, 

idenhfy the different modes of transport, 

appreciate the importance of mmspaa in &e promotion of tomism, and i 

6 understand the need of anational transport policy. 

8.1 INTRODUCTION 

Transport contributes significantly to our socio-economic needs. Transport industry has 
acquired a fundamental place in the global network system by Eacilitating mobility of persons 
and goods frm one place to another through various modes of transportation. The 
development of tourism depemds on the Mlnspart industry. A toclrist always thinks of safe, 
comfortable and convenient mode of transport. And of course, costs and time are also 
rmportant considerations while deciding on the mode of travel. Here lies the challenge before 
the tmspoa industry to attract the tourist by offering suitable means of travel as per then 
req-nts. 

- .  
This Unit s m  with a brief discussion on the development of various means of transport m 
their historical setting. It goes on to explain the major modes of transport available m India and 
their relevance. The role of transport in tourism and the need for national transport policy have 
also been discussed. 

8.2 DEVELOPMENT OF MEANS OF TRANSPORT 

From the advent of human c ~ m t i o n ,  the means of transport hbbe been changing according -. . 
to dunged conditions and the development of technology. The propulsive means used were q L 

mainly animals on land and sails at sea. The discovery and application of steam and electricity 
in the 19th centmy and the mternal combustion engine in the 20th century revolutionised travd 
and transport and introduced the present era of mass transport. ?he next spectacular 
breakthrough came in the late 1950 with the propulsion of aircrafts with jet engines opening to 
the whole world the immense benefits of air travel. In Unit 3 you have read about the impact 
d such breakbuugh in transport technology on tourism. Travel became faster and more and 
more people cqdd travel. -. -. . 



Well, let us have a brief look at the development of transpoa system in India 'I'his can be 
broadly divided as: . Pre-colonial Period, 

Colonial Period, and 

Post hdegmn- Era. 

i) b&lanial Period: The Indian transport industry daa% back to ancient days wherein 
mde mutes linked,~ye@ .rinal: &id mban centres to ports ahd markets in the country. 
&wk.&~ establish a link between eves. rock art and travel. Many caves were 
on the ancient trade routes in India The town plans of Harappa and Mohanjodm indicate 
well-plarmed roads m townships for transport pmposes. This trend continued until the end of 
the Mughal period. For example, the famous Orand Tnmk mad was laid during h e  aign of 
sher Shall Suri. 

ii) C d d a l  Period: Road transport and sea ports continued to be developed during the 
British rule m India. A network of roads was built up by the colonial regime. 'Ihrs was done 
to link the ports with the hinteiland to carry raw materials fram India to Europe and impart 
W e d  products from the European continent for Indian markets. Railway emerged in 1854 
to further supplement this net .& besides quick movement of tmops and police to cater to the 
administrative requirements. The fmt scheduled air service started m 1932 and continued to 
be symbolic for many years. 

iii) Post Iodependence Era: The priorities changed after independence. Rehabilitation of 
the raihvays and reconslruction of highways damaged or neglected during the second world 
war and rebuilding the transport netwodc to cater to the developmentd needs of the m o m y  
and society became matteas of prime concern. Attenha was also paid to the development of 
sea, air and other modes of transport. From merely h W n g  the administrative rleeds of the 
government, today in In@ the thrust is for the development of transport to meet the growbg 
deanands of society and overall development of the country. 

Despite the implementation of the 5 year plans and the achievednent therein, the tmqxnt 
system still fmds itself in a state of inadequacy. For example, the msport sector is heavily 
dependent on foreign technology, capital and loans which have resulted m the slow rate of its 
developmeat. The JATO has been consistently urging upon the government on behalf of its 
members to liberalise the import of air-conditioned mutist coaches. The growth of various 
modes of transport has been, during this perm& largely urnelated to each other and thus failed 
to develop as a well integrated mdti-model system. The investmm in this sectca haw been 
on the decline m the various plan periods. The total e q m d b ~  on t tampt in~Justry in the 
fmt three plans was 23% which came down to 14% in the fourtb plan and 12% themaftex. 

8 3  ROAD TRANSPORT 

As on date four majar modes of transport m prevalent m India They are: 

Road T m p d  

RailTranspoa 

WaterTranspoIt 

Air Tmsport 

Let us fiast begin with road transport. 

Road tmwpoa is one of the most promiring and potent means suitable for short and medium 
distances. It provides the basic infrastructure for bringing the rnajalty of the people who are 
living in far-off v w e s  into the mainstream of national life by connecting them with different 
place% It offers a number of advantages such as flexibility, reliability, speed and door-to-doordoor 
semi&, besides supplementing and increasing the efficiency of the other modes of transport. 
It has a vital role m the opening up of interior and remote areas and is relatively cheaper and 
less capital intensive. . 

Indian mads are classified into the following five categories: 

. N & d  Highways 



State Highways Modes o l t w  

District Roads 

Village Roads .. - .-- D 9 . '  - -. 
Unclassified V i e  Roads. 

The national hihways are the principal arterial routes connecting the union capital with tbe 
srate cqitals, major polrts and various highways. "hey constitute 2% of the total road network 
of 19 lakh kilomew (1988) m the counay and c a t .  to 40% of the tml road aafec m India. 

Stab highways connect state capitals with district headquatteas, important cities and towns 
withm a state, the national highways and the highways of djamnt states. C 
District roads take the M f i c  from the mah roads to the interior of each d@trict and to rural 
areas. They are sub-classified into major district roads which are me&kd and have 
a hi& standard ad ~ e a e i o n  and other dirBfPid roads which are relatively of law& 
speciftcation and design. 

Classified village roads connect villages or grorlps of villages with each 0 t h  and tq the 
nearesa district road and other main highways, railway stations and river ghats. These mads- 
provide the basic infmmcture in rural -. 

-Uneltissified village roaI am mostly earthen mads. Having a far lower standard in most 
cases, they are merely &a& in m d  areas. 

Two-thirds of the mlkges m the country (approxhmt.ely 4 taghs villages) are without 
all-weather roads while one-third are without any nrad link at all despite the roadlength m India 
increasing from 4 lakh kibnetres (1951) to 19 lakh kilometres (1988). As per IATO Mamral 
"most of the mads am quite good, however, link roads leading to National Parks and Wildlife 
&inctuaries may not always be good". In Appendix-I we have mentioned some destinations, 
distance and time taken to travel. 

Mechanised vehicle -c m India has increased from 3.06 lakhs (1951) to 166.93 lakhs ' 

(1989). Among the mechanised vehicles, the share of buses has declined from 11% to 1.84% 
(1989), the actual number of buses on roads being 594,000-6096 of the road m q o r t  is in the 
private sector while 40% is m the public sectm. The passenger Wfic carried by the public 
S€Xtof is, however, 51% as against 49% by the private &tor and is mainly through the state 
transport w~deatakings. The inter-state bus system is well develaped and the quality of buses 
varies. For example many State Transpert Corporations mn frequent adhay buses, some 
semi-deluxe and deluxe buses and a few airamditioned coaches. Advance bookings are 
available in the last three categories. Jltl M f m o n  is available at $ bussran&--& 

- ~ ~ w  ~-~ M-&; in Dew practidy allstate emsport mpomtMns 
ppovide infoanation and advance booking count . ,  Except for airconditioned and ctelmre 
coaches baggage is genmlly canied on the roofs. Hence, one should advise the tourists to 
ensure the safety of luggage and was p~oofmg. Not many foreign tomist prefex ofdimq bus 
travel. However, for dcmmtic foluisis it is apopub made of trawl. llmmghout the year p ~ e  
f r n d c e ~ B l r s ~ c o n d u ~ m m - ~ ~ l y f o r ~ - t o ~ ~  1 
covering many phcm at a h e .  Taxis, clzaffe0 driven cars, carmnkd systems, maWm type 
v a n s a r e m m e M f i g ~ c e s m r o a d ~  

I 

1n the light of fhis infomation on road manspart, your !irst task3is to collect infom&uI 
about the tollrist p h  which can be covered by road tmqmt 'Ibe existing facilities 
available to cmy tourists by road aansport are to be identified next For example, Mr. and m. 
Grover have reached Pmi from Relhi, They want to see the famous Sun texnple at Kcman& rmd r 

other historical sites mund P d .  Raad rnmspoa is the most ideal mode for them to vlsit thw 1 
places. ~vaiiable modes of transport are l a  buses, lwury coaches of difkrent types or tach. j 
Your job here is also to collect data about different needs of tourists and accordingly ! 
ad- them. In fact your advise is based aceding to different categmks and the 
diverse tourist requiremen$. Far instance, Mr. and Pulrs. Grover are well off and fwd of 
privacy m travel. ?bey also do not have much time in hand. So, for them the ideal doice : 
would be a taxi. It is expected that you keep yo& updated on various sorts 6f infomath 
and .--- also of innovative ideas to propose to the tourists. -. 





8.4 RAIL TRANSPORT 

Railways are the principal carriers specially suited for long distance level. In a vast country . 
like India they serve as the main artery of inland transport. After independence 8000 
kilometres of new railway routes have been added to the railway network. The present route 
length of Ind i i  Railways is 62,000 kilometres out of which 12% is electrified. Yet it is Mi's 
largest, and world's second largest, state-owned railway system under a single managment. 
The railway trdcks in India are of three types: 

i i) Broad Gauge (1.67 metres) 

ii) Metre Gauge (1.00 metre) 

iii) Narrow Gauge (0.76 & 0.61 mews) 

Among these, the broad gauge lines account for 55% of the total network and carry 85% of the 
total traffic. 

The Indian Railways have been concentrating on long distance passenger traffic as against 
short distance which can be more economically carried by road traffic. 

Along with its vital role in economic development the railways play a significant role in the 
tourism system. In a vast country Wre India, stretching from Kashmir to Kanyakumari, the 
majority among the domestic tourists are primwily dependent on railways for long hour travel. 

I One basic reason for the choice of railways as a mode of transport is that it is 

1 Moreover, the LTC facility given to the employees permits rail travel as per the sa&y slabs 

, and relevant category. Replacement of the steam engine by diesel and electric engmk has 
defmitely increased the speed of mobility. Electronic signalling and other scientific devices 

I are being ixicreasingly used to make rail journey more faster and comfottable. For exam& ' ' 
t initially Bombay and Calcutta were connected with Delhi by superfast Rajdhani Express. N~w' . 
1 Bangalore and Madras are also connected by Rajdhani. Introduction of superfast Shatabdi - 
I Express between Chandigarh-Delhi and Bhopal-Deihi have saved much time of travel and the ' . 

1 journey has been made more comfortable. Toy trains nmning between Kalka ami Shimla or 
New Jalpaiguri and Darjeeling are major attractions for the tourists. Similarly 'Palace on 
Wheels' which takes the tourists to major historical places in Rajasthan via Agra was 

I introduced to offer a package tour to the tourists. Recently, the railway authorities have 
introduced the weekend package tours starting fiom Delhi to nearby tourist places for 2 to 3 
days. Similarly more "Palace on the Wheels" like trains are to be introduced in the near 
future. Indrail tickets are sold abroad for foreign tourists. 

I 
As a tourism professional it is yourresponsibility to collect information about the various trains 
and their destinations, departure, arrival, fares, etc. as well as different concessions and 
facilities available to tourists. For example, you want to take a group of 70 tourists to South 
India from Delhi What you have'lo do? First task is to contact the local railway commercial 
manager or chief reservation superintendent. 'Best suggestion could be to reserve a separate 
coach for your tourist group and by telegram, message should be sent to different railway 
stations where you want to stay for one or more than one day. This facility is available and it 
proves very economical and free from hastles of reservations at different places. 

In the existing facilities available with the railways and a large number of trains that connect 
various parts of our country together you have to plan out different tour programmes to offer 
to tourists. 
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Check Your Progress 1 

1) Specify some of the significant changes in tramport in post Independence India. 
. . . .  

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

2) How would you organbe a tour by bus? Answer iq 10 lmes. 

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

..*....*...-...-............-..-. ". ........................................................................................................ 

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

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

Modes d k s p o r t  

3) Write in 5 sentences about bow to do booking in diffeaent trains. 

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

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

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

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

8.5 WATER TRANSPORT 

Before thc coming of road and rail transport it was water transport (regarded 2s die oldest 
transportittion mode) which carried goods and persons from one place to another. In spite of 
bridge construction over rivcrs it still has relevance because of environmental considerations 
and less costs. Bcf'orc analysing its relevance in tourism let us explain the three broad 
categories of water transport. They are: 

Coastal Shippi1;g 

Inland Witr~.twa;s 



Tnodsm Services and 1) Coastal Shipping: India has a vast coastline of about 5500 kilomerres. There 1s 
opemth~~f - I considerable scope for utilisatioc of coastal shipping for wsport of goods and passengm. It 

is the most energy-eficient and cheapest mode of transpbtt over long distances. Passenger 
- . -  - traffic on this mode is at present from mainland to Anrjaman and Nicobar Islands and 

- -. W a d w e e p  Islands. One seasonal service also operates from Bombay to Goa 

2) Inland Waterways: The inland waterways like Coastal Shipping has inhe~nt  advantages 
like being the cheapest mode, energy saving, low investment, etc. The share of inland 
waterways in the country's transport system is 1% though the navigable inland waterways 
extend to 14,500 kilomems comprising of a variety of river systems, canals and backwaters. 
Nearly half of these are suitable for mechanised vessels. ?his mode is still grossly 
undemtilised. The Inland Waterways Authority of India constituted in 1986 has been entrusted 
with the responsibility of development, maintenance and regulation of National Waterways for 
shimin2 which is yet to take effective sham and tao the vast wtential of this mode of trmsvort - -  - 
in India. 

3) Foreign Going Traffic: There are 11 major and 139 minor ports in India. The major 
ports are under the control of the Ministry of Surface Transport of the Union Government The 
nunor ports are under the state governments. The number of ships calling on the major ports 
in 199 1 was 9416 with a baffic of 152 million tomes. India's share in the total world sea bade 
~n terms of value is a mere 0.6%. The development of Indan Shipping industry is exaemely 
slow. India's share in the world sea fleet is 1%. 

Afler knowing this basic information on water transport, you must be interested to know how 
one can think of using it to promote tourism. Cities having rivers and seas have tremendous 
poentiality to plan different package tours on boat, steamer or ship. For example, West Bengal 
tourism department introduced special tourist launches to carry tourists to Sunderban (famous 
for the Royal Bengal Tiger). In the launch itself various facilities were provided to make the 
journey and stay comfortable. The project has been a success. The approach to Elephanta 
Caves is through motor launch only which ply from Gateway of India (Bombay). 

Similarly, Goa Tourism Department organises sea cruises of half day and full day. The most 
interesting experience is that of tourists going to Lakshadwcep islands on cruise ships. During 
day they are taken to the islands by boats and at night they stay back at the ship where different 
kinds of entertainment is provided. Some travel agencies also conduct sea cruises for tourists 
- the leading being the Travel Corporation of India. Tourists going on a holiday to Antlamans 
take a ship either from Madras or Calcutta. 

There is a further variety of tourist attraction like staying in a houseboat at Dal Lake in 
Kashmir; taking boat &ips at Varanasi or Allahabad; boating at Nainital (boating and water 

c l t  buses sports are picking up fast in the country. See (Unit 13, Block4 TS-2). In Cochin, b 
ply between the various islands. Though they are the local mode of transport tourists enjoy 
travelling in thean. 

You should keep yourself updated in relation to tourist attractions or waterways as more areas 
are being developed in this regard. 

8.6 AIRTRANSPORT - . 

Scheduled air transport started in India rn 1932. Until its nationalisation in 1953, the existence 
of air transport was only symbolic and played relatively small mle in the economy of the 
nation As its use to the British government was limited and technological level of this mdustry 
being inadequate, they never took any efforts to develop the .same. 

After the enactment of the Air Corporatimi, .ict, 1933 nationalishg the air transport industry 
in India two Corporations were set up r i ~ ,  Indian Airlines and Air-India The former operated 
domestic services and to neighbouring countries while the latter catered to i~~lernational aaftic 
in and out of the country.. Vayudoot was formed as a subsidiary of Indian Aillnes and 
Air-India and cam to the:feeder routes in remote hilly and inaccessible &. Pawan Hans 
was formed in 1985 to run the helicopter services and was initially named the Helicopter 
Corporatial of India. Its objective was w provide helicopter service in support of the offshore 
oil tirillin? in India hesides linki~lg Andaman Nicobar, Lakshwadeep Islands with themainland 



and connecting inaccessible areas and difficult terrains in Jammu & Kashrnir, Sikkim and the 
North-Eastern S tam. 

After nationalisation, the two Air Corporations updated technology in the indusuy and today 
Indian Airlines and Air-India have an all-Jet fleet of the most modem type of aircrafts equipped 
with the state-of-art technology with matching infrastructure on ground. 

Indian Airlines fleet comprises of 57 aircrafts and Air-India has 23 aircrafts as under : 

Aircraft Type Indian Airlines Air-India 

Airbus A300 
(200-plus seater) 

Airbus A310 
(100-plus seater) 

Airbus A320 
(100-plus seater) 

Boeing-737 
(100-plus seater) 

Boeing-747 - 11 
(300-plus seater) 

Boeing-747 @ash 400) - 01 
(400-plus seater) 

Since nationalisation, the union government has invested Rs. 100 crores by way of equity and 
loan capital in Indian Airlines and approximately Rs. 153 crores in Air-India The annual 
hirnover of these two Corporations is more than Rs. 2000 crores per year each. While Air-Indii 
carries annually 22 lakhs passengers, Indian Airlines carries 88 lakhs, Vayudoot carries 4.10 
lakhs and Pawan Hans 2.5 lakhs. 

Since 1990 the government has permitted private operators to operate trunk routes within India 
and compete with Indian Airlines. There are a few small companies operating along with 
Indian Airlines on domestic routes. These are East West Airlines, Trans Bharat Aviation, 
Jagson Airlines, Modi Luft, City Link Airways, Sahara India Airlines, etc. Recently the Air 
Corporation Act has been modified to facilitate the 'open skies' policy. 
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Air transport to Indi is primarily used'for passenger &msportation and hence it has a very 
important 1-016 to play in the development of tourism in India. The Government is now 
spending huge amsunts to upgrade and modernise the airports as per the requirements of today 
and the future. 

h i d e  An Air India Plane 
r *  



8.7 ROLE OF TRANSPORT IN TOURISM 

In a vast country like India with extensive geographical diversity, fast and e.fficient means of 
transport is very essential to link the various places. Tourism as an industry ca i  only be' 
developed if the time taken to cover the long distances is cut short to the minimum. In loday's 
industrial society, the time at the disposal of a tourist is very limiled. A leisure tourist may have 
only 21 few weeks wliile thc business tourist can afford to spend only a few days. Consumer 
psychology is as present in tourist industry &s in any other service industry and thus tl~e tourists 
like to lnaxitnise the returns of their spendings by covering in their itinerary as many places as 
possiblc within the limiled time-frame. Likewise, busiiless delegates cherish sight-seeing and 
visits to placcs of historical value at. (he end of their session. 

India's chare of world tourist Waftic is 0.29% with around a million per annurn visiting India. 
One rmongst the various obstacles in achieving aniincrease in internatio~ial tourism in India is 
the serious deficiency in travel facilities from the mail1 points of arrivnl in the country to the 
centre of lourist attraclion which they want to visit and stay at. The growth of air travel 
capacity during the next decade will have to cater to this requirement. Tourist traffic is 
estimated to grow at 6% annually. 

The road tansport plays a major role in diort distance travel. However, the share of buses 
being only 1.3% and cars, jeeps and taxi 7.8% in the total road traffic,% is inadequately 
developed. The role of luxury coaches and rent-a-cllr system is virtually insignificant and has 
only il symbolic existence in and between certain metropolitan cities. The service through this 
mode offcrcd today is lacking in comfort and choice and is thus an impediment in the growth 
of domestic as well as international tourist traffic. In spite of. Ihe short-comings it is one of the 
m%jor modes of transport for inland touristy. 

I 
Tlie advantagcs offered by the railways in long distance has made this mode thc main merial 
link between the lcngth and breadth of the country tor the tourist traffic and its role hi inland 
transportation is no less important. Along with the road tansporl, it provides the basic 
ilifrastructure for movement of tourists inland, though ils popularity and ufility for the foreign 
tourists is very little as (hey prefer the air transport which provides geatest speed and comfort. 

Tl:e share of water ways, both inland, coastal and overseas, is negligible in tourist traffic. 
Ropeways also have a distinct advantage in hill rangcs and rapid streams, t l~e latter with 
frcquent changes in their courses. More than 16%) of the country's areas is hilly. However, the 
total length of ropeways in Indiais hardly a few hnndred kilometres and thus this mode, though 
quite suitable in specific areas, has remained untapped till date. 

The importance of air transport in tourism stems from the fact that India hay a well eslablished 
surface transport system. This, however, suffers from serious shortcomings : 

road transport being stagnant is unable to play its full role in the promotion and growth of 
tourism, 

* the rail system, on the other hand, though fairly extensive, is good only in parts. 

In a large country like ours and the short time at the disposal of the average tourist, rail travel 
is too slow to satisfy the needs of international tourists. Tlic railways are trying hard to cope 
with these shortcomings. 

At present 40% of the incoming traffic by air consists of tourists. Because of geographical 
reasons, the vast m+jority of tourists (90%) coming to Tndia arrive and depart by air. After 
arriving in India the tourists are again largely dependent 011 air transport for their movements 
within the country. This is so because of the vastness of the country and unlike developed 
countries we do not have a roadlcoach system offering tl:e necessary quality of service and 
choice. 

Bombay 

I Delhi ~ Calcutta ~ Madras 
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Surveys of Indian Aiulines passengers prolile indicated that 73%) of it5 tola1 traffic constituted 
business travellers while 17% on vacation and thc rest arc on account of personal reasons. 
Eighty-two per cent of Ule passengers were residenl Indians, while 18% were foreign nationals 
and NRIs. Most of Yie foreign tourists go through one of the 4 metros as they are major entry 
points. Apart frorh the 4 metros, Agra, Jaipur, Varanasi, Bangalore and Goa were among the 
10 top tourist places visiled by the foreign tourists. 

8.8 TOWARDS A NATIONAL TRANSPORT POLICY 

It is a fact that all modes of transport available in India at present are inadequate to mect the 
growing demand. Some of the modes like inland waterways or coastal shipping are still 
untapped. 

Since 1950 onwards, the search continues for a National Transportation Policy clearly laying 
down the role of various modes of transport with short-term and long-term objectives and 
programmes for thcir devclopmcnt. 

In 1950, the Motor Vehicle Taxat~on Enquiry Committee stressed the necessity for 
co-ordinatin:: development of all means of transport. In 1951, the Transport Advisory Council 
repeated the need for development, co-ordination and preservation of a nation-wide transport 
system by water, road, rail &s well as other means. The Committee on Transport Policy and 
Co-ordination set up in 1959 (also known as Neogy Committee) submitted its report in 1966 to 
draw up the broad outlines of a National Policy covering all modes of transport. Further, in 
1970, Inland Water Transport Committee emphasized the need for enunciating a National 
Transport Policy which would define the role of each mode of transport and lay down clear 
principles and proce$ur~~f for,their co-ordination and integration where feasible and necessary. 
The search continued with the formation of the Pande Committee in 1978 lo proposc a 
comprehensive Transport policy for the country. It was required Lo recommend an '~ptimal, 
inter-modal mode of different systems and also suggest appropriate technical choices within 
each system. This Committee also submitted its report in May 1980. This Committee 
recommended the co-ordination of all modes of tmnsport and felt that there should be an 
over-riding accent on euergy conservation in ;rNational Transport Policy. The Government of 
India accepted the recommendations made by this Committee, in full. However, its 
implementation is still awaited for various reasons. 

I Check Your Progress 2 I 

1) Give your suggestions to promote water transport in order to attract tourist. 

2) What is recently the major change in policy in air transport? 

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

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

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

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

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



3) How tourism is dependent on tmspon industry'! Modes of Transport 

4) What is the relevance of anational policy on transport? 

8.9 LET US SUM UP 

This Unit has introduced you to a broad profile of different modcs of trailsport existing in India 
Starting from railways to air travel every mode of transport is important keeping in mind the 
different physical condition of our country and varied mterests and demands of the commuters. 
What we need today is lo develop an integratedplan in order to move forward creatively and 
cconomically, With technology advancing every day transport industry needs reorientation 
accordingly and this is an essential pre-requisitc for the development of tourism. 

8.10 KEYWORDS 
Colonial : Here i t  is used to define the different historical periods. Colonial relates to the 
British rule in Inclia. 

LTC : Leave Travel Concession. Irimost of the organisations employees are given this facility 
to travel by the organisations. Rules of LTC vary from organisation to organisation. 

Sea cruises : Sailing in h e  sea far pleasure. 

Toy train : This is run in 3 tourist places, Ooty, Shimla and Darjeeling. It is one of the major 
attraction of the tourists visiting these places. 

8.11 ANSWERS TO CHECK YOUR PlROGRESS 
EXERCISES 

I Check Your Progress I I 
1) See Sec. 8.2. 

2) In the light of information given in Sec. 8.3 and from your own understanding you have to 
answer this question. 

3) You have to write collecting information on your own. 

Check Your Progress 2 

1) You have read about water transport in S e c .  8.5. This would help you in formulalirig plan. 

2) Permission glven to private air operators as well as abolition of air corporation act of 1953. 
See Sec. 8.6. 

3 )  See Sec. 8.7. 

4) See Sec. 8.8. 
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Some Essential Information for Travel by Train 

I) Reservation 

Where to go for yow reservation, how you would get your reservation, different types of 
reservation, system of onward reservation and return reservation. etc. You will get up-to-date 
information on all these from your area railway reservation centre. 

IIj Lost Tickets and Refunds 

Contact Chief Commercial Officer, Railway Reservation or Station Superintendent. 

HI) You must have a current Railway Time Table and you have to learn how see the Time Table. 

IV) Different Class Structure in various Trains i.e. 2nd class ordinary, 2nd class sleeper, 
AC chair car, etc. Trains like Rajdhani Express, Shatabdi Express, for example, do not have 
m y  non- AC class. 

V) Facilities Available at Station 

Cloakroom, Waiting room, Retiring room, etc. 

VI) Different Concessions and Facilities for Travel 

Indrail Pass, Old Age concession, Hill concession, Student concession, Circular Trip, Brcak 
journey, etc. 

VIII) Left Luggage 

A tourist can check the luggage into a cloak room for short periods. 































































































































UNIT 13 TRAVEL AGENCY 
-- 

Structure 

Objectives 
Introduction I 

Travel Agency 
Operations 
13.3.1 Ticketing 
13.3.2 Booking and Cancellations 
13.3.3 Special Services 

Facilitation I 

Additional Responsibilities I 

Let Us Sum Up 
Answers to Check Your Progress Exercises 

13.0 . OBJECTIVES.. 

After reading this Unit you will be able to: 

lalow the role of a travel agency, 

understand its various operations, 

learn in brief about ticketing, and 

appreciate the relationship between a toucist/traveller, Lravel agent and the suppliers of 
services. 

13.1 INTRODUCTION 

There are many facets of travel that need careful planning and handling. For example, mode 
of transport, link transport, accommodation, meals, shopping, entertainment, etc. A traveller 
who is able to manage all these by oneself is in fact one's own travel agent. ~ h o u ~ h  many may 
claim to be doing so but in reality there are few such cases. This is bebuse the person who has 
even planned or organised his own tour or travel may be .lacking in infomtion about the 
alternatives available. Many more take the pains to stand in a queue or waste time. Hence, 
dependence on a travel agency. 

Humans have travelled since long and even depended on others for travel. However, the 
concept of a travel agency in the modern sense originated in England. The ship operators in 
order to market their capacity appointed agents who would help in filling the ship. In 1729 was 
starled the first travel agency Cox and the Kings (Thomas Cook). 

This Unit familiarises you with the operations of a travel agency and the basic skills required 
for employment there. Ticketing, booking, cancellations, facilitation, etc are some other 
aspects dealt with in the Unit. 

13.2 THE TRAVEL AGENCY 

Travel Agency, as the name suggests, is responsible for organising travel. It in fact, is a travel 
consultant and organiser for the tourist. At the same time it provides a link to the suppliers of 
services with the touristsltravellers. Hence we can say that a travel agency is like a retail store, 
the uniqueness being that it acts on behall of both, the suppliers as well as the clients. For 
example, a tourist visits a Travel Agency to meet his travel demands. The Travel Agency 
books his air tickets, arranges for his pick from the airport, books h~m on the hotel and so on. 
Now at the surface it appears that it is only the tourist who is being catered to or looked after. 
However, a close look reveals that the travel agency has also served the airline by booking the 
seat or the hotel by booking the room. In all these services the Travel Agency has provicled 
husiness to the suppliers of services while serving the tourist at the same time. This 
demonstrales the importance of the Travel Agency whoserole is growing more and more in the 
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modern world. Not evcry traveller has the energy or time to crganise all travel arrangements. 
The suppliers too don't have the reach to evevery prospective cusmer.  Hence, the need for 
Travel Agency. A Travel Agency also sells the packages of tour operators or hotels. 

r 

~ e f o i  we go further IQ explain the various functions and operations involved there io let us 

Airline 
Railway 

I , Tourist/rraveller I RoadTramprt 

look at some of the basic qualities the personnel working in a travel agency should have. One 
should be: 

courteous and helpful, 

Hotel 
/\ Package Tour 

L i  Transport etc. 

- Facilitation 

able to look at minute details, 

---- 

ready to work under pressure, 

TRKJEL 

prepared to work for solving problems, and 

AGENCY 

proficient in languages etc. 

*Y. I 

Besides there are certain other factors that are also important. For example: 

a sound knowledge of geography -particularly map reading and seasonality, 

a fair knowledge of customs and practises in different countries or at the destinatio~is one 
is dealing with, 

information about health, visa, permit aid foreign exchange rules, 

knowledge sP arithmetic as fares are to be calculated or worked out, 

should know typing or working on computers, and 

have proficiency in communicating skills (see Uuit 25). 

A Travel Agent should be always current in fares, schedules, costs, availability, seasons, 
regubtiom etc. Why we emphasis on these can be well, illustrated through the following: 

Exampla1 (Good) 

Traveller walks to the counter 

TA: Morning, Can I help you 

TR: PI. book me for Bangalore 

TA: Well seats are available with two airlines - 
TR: I want to travel Indian Airlines 

(TA busy in making the ticket) 

TR: Can you suggest some places I can go to from Bangalol-e 

TA: Well Sir, you have all types of places to visit, Brindavan gardens, and Nandi hills 
for nature, Mysore for heritage 

TR: That's great, thank you 
(Collects the ticket pays) 

(TA: Travel Agent; TR-Traveller) 



Example-2 (Bad) 

Same Situation 

TR: Can you suggest ........ from Bangalore 

TA: I don't know, my job is to book your ticket 

TR: But who else will tell me'? 

TA: Ok Ok have a look at that map on the wall you will kliow it. 

TR: Well I will do that at home looking at my daughters School AH% 

(TR leaves) 

Check Your Progress 1 

1) Define a Travel Agency. 

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

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

2) Mention the qualities needed in a person to work in a Travel Agency. 

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

13.3 OPERATIONS 

As mentioned earlier a Travel Agency performs a number of tasks i.e. from booking tickcts to 
baggage insurance, facilitation etc. Among these the primary operation starts with booking on 
Iravel modes. This is known as ticketing. 

13.3.1 Ticketing 

This is probably the most obvious and common function of a Travel Agency. There are 
primarily two modes of transport most Travel Agencies do ticketing for in India. Air Travel 
and Rail Travel. 

Air travel has two main departments: 

Domestic Tickets, and 

International Tickets 

A) Domestic Tickets 

This is a term used for all travel within the country. With the growing of the airline network, 
frequency and competition between airlines it is the most busy department of any Travel 
Agency. 

Tnvcl  A g c ~ ~ c y  

The Executive of the Desk need to know: 

1) How to read a flight Schedule. 
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There are primarily two types of Schedule. 

2) Point to Point Schedule. 

This gives all flights between City A and City B. 

Example: 

AGRA (Uttar Pradesh) (AGR) 

Destination Arr(A) D~P@)  

DELHI 

Daily 1745 1825 

KHAJURAHO 

Daily 0925 1010 

VARANASI 

Daily 0925 1125 

b) Plight Route Schedule 

This shows the way the Aircraft flies for the journey. 

Example: 

IC 494 E-737 IC 493 

1715 D Bombay A 2155 

1830 A Udaipur D 2045 

1900 D Udaipur A 2015 

1940 A Jodhpur D 1935 

2010 D Jodhpur A 1905 

2050 A j( Jaipur D 1820 

2120 D Jaipur A 1750 

2200 A Delhi D 1710 

(Here IC 494 and 493 are flight numbers and B-737 type faircrafl) In both the flight Schedules 
you need to look for: 

1. Departure and Arrival Timings 

Most schedules work on 24 hrs Time clock and no AMPM. A look at these things also makes 
it clear whether ii is a direct flight or a hopping one. For example a direct flight from Delhi 
is 0630 and arrival in Bombay is 1010, this means that it is a hopping flight covering other 
airports also. 

i) Days of Operations: The indicators on time table are 1 for Monday, 2 for Tuesday and so 
on. For example if the flight is operational on Tuesday and Saturday the time table will 
mention 2,6. 

ii) Nuinher of Stops it makes 

iii) Type of Air Craft i.e. whether Boeing or Airbus, etc. 

, iv)' Types of meals service on board expected. 

v) Types of class of travel available 

vi) Fare applicable or any restrictions. 

C) Air Fare 

It is important to know the Air Fare applicable for tlye Journey. 

q With the growing of competition there are many Air Fare now available for domestic tickets. 

Flight 

IC 407 

IC 407 

IC 407 



Normal fares arebased on the following classes of travel: 

-- - 

Travel Agency 

Economy, 

Business, and 

First Class. 

But chcre are Special Fares also offered by many airlines: 

1) Point to Point Fares: This farc allows passengers, to break journey during the route of the 
tlight. For example, if the passenger buys a ticket from Delhi to Varanasi he could break 
joun~ey :lt Agra and Khajuraho without paying extra fare. 

Fare Delhi Lo Varanasi is Rs. C Class (Business) 2176.00 

Y Class (Economy) 1744.00 

If lic is not made aware of this he would end up paying Sector fare i.e. 

Delhi-Aga Rs. 650.00 

Agra-Khajuraho Rs. 962.00 

Rs. 962.00 

Rs. 25 82.00 

2) Students fare: These include: 

A) Domestic: 50% Discount on all the domestic sectors. 

B) International: 25% Discount on all Inten~alional Sectcirs and as wcll as conuecting 
domestic Sectors. 

3) IAC 1)iscount Fares: These include: 

a) Armed Forces: A discount of 50% pennitted on Liie normal adull fxcs ir~cluding fr~cl  
surcharge on the domestic sectors of Indian Airlines.' 

h) Teachers: a teacher accompanying a group of 10 or Inore studcl~rx ~savcl l i r~~ logelhi'r 
is allowed 50% discount on domesLic a ~ d  Intlo-Nepal sectors. 

c) Blind Persons: 50% discount is available lo a blind passenger on the domestic 
scrvices. 

il) Cancer Patients: 50% discounl is offercd lo tho czulccr pallcnts travelling on 
domestic and Indo Nepal Sectors. 

e) Port Blair: A discount of Rs. 501- 011 the one way fare, when a1 least two members 
of a family travel together from MadrasICalcutta to Port Blair and 
Calcutta/Carnicc)bar or Vice Vcrsa. 

0 Gorkha Personnel of Indian Defence Services: 40% discount to the Gorkha 
Personnel in the active service of Indian Defence Forces on Indo-Nepal Sectors. 

g Common Interest Group: 10% discount is offered to the group of 10 or more adults 
travelling together on International sectors as well as connecting domestic services. 

h) Employees of Govt. of India Foreign Mission. 40% discount on round trip fare on 
International Sectors once in a calendar year. 

i) 21 Days South India Excursion: 30% Discount on US Dollar Tariff on any or all of 
chesc sectors of Madras, Trichiraoalli, Madurai, Trivandrum, Cochin, Coimbatore 
and Bangalore. 

j) Ships Crew: 25% discount is available on all sectors against US Dollar Fare. In case 
of Group Trwel - minimum 20 passengers, 44-45% of Discount available. 

k) Aiiline/IATA Employees; A 50% discount on the nonnd US Dollar Fare. 

1) Youth: 25% Discount on US ~ o l l &  tariff on Domestic and Indo-Nepal Sectors. 

m) Tour Conductor's: A Tour conductor accompanying at least a group of 10 tourists is 
pennitted at half the nonnal fare and for 15 or Inore tourists is allowed to travel free. 
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n) Discover India Fare (US DOLLAR 400): Allows unlimited travel for 21 days with 
certain routing restrictions of domestic sectors of Indian Airlines. 

o) India Wonderfare (US DOLLAR 200): Travel for a week within the Norlh, East, 
West or South India Region, with an additional charge of US Dollar 100, if Port 
Blair is included. 

p) Indian Airlines Approved agents: Indian Airlines gives concessional passages to its 
approved agents. 

q) Invalid PassengerIStretcher Case: On all the types of journeys on Indian Airlines 
do~nestic as well as International sectors in Economy class, three times the normal 
adult fare. 

r) War Disabled Persons: 50% concession on Domestic fare including fuel Surcharge. 

s) War Widows: A 50% Concession in Air Fares as applicable to Anned Forces 
Personnel. 

t) Promotional Fares SARC: 20% for individual passenger and 30% for group travel 
within SARC Countries (India, Bangladesh, Nepal, Maldives, Pakistan and Sri 
Lanka), when three countries are included it1 the ithierary. 

U)  Personnel of GREF: a 50%' concession in air fares to personnel of General Reserve 
Engineering Force, on the same terms as applicable to Armed Forces. 

v) Bravery Award Wiiiners: A concession of 50% is also extended to Ex-ArmedForces 
Personnel who are recipient of highest bravery award of Level I. 

4) Night Fares: In order to maximize the use Air line introduces Discount fare for Travel in 
off peak Hours. Air India offers 25% discount fares Cor travel between 2200 lus and 0600 hrs. 

More incentives are being introduced by private Airlines such as: 

Travel one way Return free, 

Discount on excursion fare (seasonal) 

Travel 10 journeys get one free, and 

Building Mileage for Air Travel etc. 

Note: all special fares carry a set of rules that apply. For exaunple certification by principal in 
case of student. etc. You must know them well. 

It becomes imnporta~~t for a Travel Agent to keep hunself updaled with the latest fares, 
incentives or any other marketing strategy of the airlines. Since the client is more vigilmt and 
expects his Travel Agent to know inore it may happen for lack of information the Travel Agent 
may loose the clients. 

13.3.2 Booking and Cancellation 

Booking: The firs1 practical approach to any reservation request is to be able to book on a 
flight. Always first check:- 

1) Flight operating between the two points and Iheir flight Number. 

2) Days of operation. 

3) Routing and stops it makes. 

4) Class of Travel Available. 

For Reservation of flight one must be familiar with: 

1) lhe city1Airport Codes 

2) Reservation Codes 

3) Specid Request Codes. 



Examples: 

A) City Codes: 

IXA: AGARTALA 

AGR: AGRA 

AMD: AHMEDABAD 

ATQ: AMRITSAR 

IXU: AURANGABAD 

IXB: BARGDOGRA 

BLR: BANGALORE 

BHU: BHAVNAGAR 

HHO: BHOPAL 

BBI: BHUBNESHWAR 

I :  BHUJ 

BOM: BOMBAY 

IMP: IMPHAL 

JAI: JAIPUR 

IGA: JAMNAGAR 

JRH: JORHAT 

KHI: KARACHI 

IXL: LEH 

MAA: MADRAS 

MLE: MALE 

NAG: NAGPUR 

MZ: PORT BLAIR 

RPK: RAIPUR 

IXR: RANCH1 

SXR: SRINAGAR 

TRZ: TRICHY 

UDR: UDAIPUR 

VNS: VARANASI 

B) Reservation Codes: 

NN: NEED 

hJ: HAVE LISTED 

HK: HOLDING CONFIRMED 

XX: CANCELLATION CONFIRMED 

IX: IF HOLDING CANCEL 

KL: CONFIRMING FROM WAITLISTED 

UN: UNABLE FLIGHT DO NOT OPERATE 

PS: FREE SALE 

XA: IF NOT AVAILABLE THEN 

c c u :  

IXC: 

COK: 

CJB: 

CMB: 

DEL: 

DAC: 

Dm: 

DMU: 

GOI: 

G AU: 

GWL: 

HYD: 

IDR: 

IXJ: 

.JDH: 

KBL: 

KTM: 

LKO: 

MM: 

IXE: 

PAT: 

PNQ: 

RAJ: 

MS: 

TEZ: 

TRV: 

BDQ: 

VTZ: 

KK: 

HN: 

HL: 

XN: 

XL: 

UC: 

OX: 

SS: 

CALCUTTA 

CHANDIGARH 

COCHIN 

COIMBATORE 

COLOMBO 

DELHl 

DHAKA 

DIBRUGARH 

DIMAPLTR 

GOA 

GUWAHATI 

GWALIOR 

HYDERABAD 

INDORE 

JAMMU 

JODHPUR 

KABUL 

KATHMANDU 

LUCKNOW 

MADURAI 

MANGALORE 

PATNA 

PUNE 

RAJKOT 

SILCHAR 

TEZPUR 

TRIVANDRUM 

VADODARA 

VISAKHAPATNAM 

CONFIRMING 

HAVE ALREADY REQUESTED 

HAVE ALREADY WAIT LISTED 

CANCEL NEED 

CANCEL FROM WAITLISTED 

UNABLE HAVE NOT WAIT LISTED 

ONLY IF REQUIRED 

SPACE SOLD 
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C) Special Request Codes 

OSI: Other Services Information 

AFTKNC: Applied for Tlcket Number 

TKNO: Ticket Number (Prefer Window Seat, Blind with seeing Eye Do&, Elderly Lady)., 

VIP: Very Important Person 

TCP: The complete party is now (Follow with total of Party E.G. TCP 15.) 

SSR: Special Service Requirement 

BBML: Baby Meal 

Sl'ML: Special Meal 

VGML: Vegetarian Meal 

WCHR: Wheeled Chair 

FRAV: First available give flight and date 

BSCT: Bssient 

HTL: Hotel Accomlnodation 

MC:  Intercontinental Hotel, Escorl/Hostess 

SVC: Service 

THRU: Through 

TL: Ticket Time limit (Follow TL with Hour of Day and date e.g.11 1500112 

TUR: Tour 

TKT: Ticket, Portable Oxygen Mask 

For Indian Airlines Rcscrvations are made with proper codes and sent to Central Space Control 
(CSC) which through its computer confinns its status available. 

Wilh the introduction of computers' terminals, Reservations can be made through CRT. This 
is now madc available to a Travel Agency also who subscribes the service. This helps in 
llistant conf"mnation of Reservation status. 

Through this you are regularly updated with the schedule, change of rules, cllange of fare, etc. 

The CRT however can reserve only 8 seats at a time and eac'l agency ha\ ils  ow!^ code and 
access limitation. 

When cvcr thc reservation is made a file is opened in the computer for that persoil or group of 
persons and it automatically generates, a tile No. which is called PNR. (say H43EF). 

PNR is the only reference No. required to check all the flights of that person or group. 

For all other Airlines the reservation is made by making a phone call to them since they are not 
on the compu tcr. 

Cancellation: It is very importar~t to know and make paqsengers aware of the cancellation rules 
each particular Airline would apply. 

India1 Air lines have following cancellation rules. 

Postponement of the Journey is tre,~ted as a cu~cellation and rebooking charges are made 
according to the followirig schedule: 

- Cancellation 48 Hours or more brfore tlight departure: Rs. 201- 

- Cancellation less than 48 Hours before flight departure: 10% of the basic fare 

- Cancellation lcss than 24 Hours before flight departure: 25% of the basic fare 

- Cancellation less then 01 Hours before tlight departure or No show: 100% of the fare. 



Passengers who check in on time limit but fail to embark on the flight are taken as gate NO 'rfi'vel *gelley 

SHOWS and are not entitled to any refund. No cancellation charges are levied when the travel 
is against the Dollar tariff. Cancellation of open-dated tickets is charged at Rs. 201- service 
charge. For the refund of unused International tickets Rs. 1001- is charged as Refund Admn. 
Fee. 

13.3.3 Special Services 

While making a reservatio~i you could also make request for special facilities which are 
available for your clients specific needs to make the journey a pleasant one. These are: 

Meal Request: Vegetarian/Non Vegetarian, 

Special Seat Assignment i.e. window, front, back etc. 

Wheel Chair or any other type of assistance. 

Infant Crib, etc. and 

Unaccompanied minor. 

Airlines obligation to passengers cover: 

1) Insurance Coverage. 

2) Delayed flight: For flight delayed more than 30 minutes Airline olfers light snacks, if 
meals time then appropriate meal is offered. If the fliglit is delayed more.than 6 hours a 
hotel room is offered. 

3) For missed flight or cancelled flight: Airline offers next flight available, or make 
arrangements by surface if feasible and if time gap is subsmlial then hotel accommodation 
with all meals. 

4) If flight overflies your destination tlien it makes arrangements to get you their or gives you 
a coupon to make that journey in near future. 

Revenue 

Travel Agent receives from the airlines a standard commission on the fare lie sells. In some 
cases for promolional reasons there is an overriding commission or otlier kind of benefits. 
Many Wdvel agencies claim service or booking charges from clients also. 

International Ticketing 

All Travel Inlernationally is dealt in Ulis department. Because of the enormous number of 
cities and Airlines involved along with countries the working is more co~nplex. Yet, t l~e basic 
procedures and steps remain the same. For Rail bookings also it is must Lo luiow the railway 
time table and procedure to book tickets. 

Check Your Progress 2 

I) What is a Flight Route schedule? 

2) For booking on a flight what all should be known to the person at the disk? 

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

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

.............................................. < ............................................................................................... 
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3) Why is it necessary to make apassenger aware of ca~~cellation rules'! 

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

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

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

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

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

4) If the flight is late by 6 hours what are the obligations of the airlines? 

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

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

5 )  If a traveller is not aware of discounts will you make him aware? 

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

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

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

13.4 FACILITATION 

Facilitatiol~ is a service available to a traveller by the Travel Agency to facilitate his travel. 
This is an important part of a travel agency which it offers generally as a courtsey service or 
for anomitlal fcc. 

1) Passport: This is the most important document to travel abroad. The agency helps the 
traveller with obtaining proper forms and submit it to the passport office on behalf of the client 
as well as receive it from that oftice. Also, it is unpom~t  to check if: 

8 there is an old passport, 

8 it is slill valid, and 

more pages are required for stamping in VISA of lfferent countries 

2) VISA: After obtaining Passport, a VISA from each country of visit needs to be obtained to 
travel . Assistance of submission and collectio~l of papers is done by Ihe Travel Agency. But 
quite often some countries wish for a private interview with the traveller. 

3) Health: Travel Agency needs to advise the traveller of the Health Regulatio~ls for travel 
such as requirement of Cl~olera inoculation, Yellow fever, etc. Tt should give guidelines of what 
precautions to take while travelling and whether insurance is advisable. 

4) Insurance: Travel Insurance specially for health is available in India for overseas travel and 
in some countries like Gennany it is mandatory to have such insurance for the period of their 
stay. 

5) Custom: Each country has it own customs regulalions and allows restricted quantity of 
items to be brought or taken along with personjl baggage. The Agency should inform ils 



clients on the custorns rcgolations bpecially of ones own country and some important features AgellcY 

of other countric\. 

6) Immigration: This is rcaponsible to check and endorse i'inal permission for the passenger to 
leave or elite1 the country. hi India one of the important check is the endorsement on tlie 
passport. 

7 )  I'ermits: There are areas where your client will be visiting. It is the Agent's responsibility 
to firid out if he requires any special permission to visit the area. 

I 
8) Baggage: The customer must be told in advance how much baggage cam be carried free and 
the charges for excessive baggage. He should also know what items are not allowed in haid 
baggage ( f i e  battery cells in Indial Airlines). The procedures to be followed for baggage 
security checks like X-ray, baggage identification etc. should also be told - particularly to the 
first time traveller. 

9) Airport: As the air traffic has grown, some cities may have more then one terminals or 
airports. It is important that the Agents inform the passenger wliich terminal or airport to go to 
and wliich terminal or airport he will land. For example, Delhi has three terminals such are: 

Domestic Departure Terminal I which will have all Booing 737 of Indian Airlines and 
private airlines. 

Airbus Departure Terminal IA, which has Indian Airlines using airbus departures wliich 
are mainly the trunk routes such as Delhi-Bombay, Dehi-Hyderabad, Delhi-Madras, 
Qelhi-Calcutta, Delhi-Bangalore; and 

International Departure, Terminal 11. 

It is important to know what Airport Facilities are avpllable at tile airports so that the passengers 
could avail of them. For example: 

- Arrival and departure of the Journey 

- Check-in counters 

- Departure Hall 

- Arrival Hall and baggage receiving area 

- Pre-paid Taxi service 

- Bus: airport to city. Many choices like Non air-conditioned and air-conditioned 

- Air-conditioned public area 

- Tourist Information counters 

- Ticketing counters for domestic flights 

- Public Phone with STD and ISD facilities. (Free local phone at International Departure 
and arrival lounge.) 

- Lounge 

- Cafeteria 

- Restaurant 

i - Toilets 
I - Toilets for Handicapped 

- Doctor and first Aid 

- Baby Feeding 

- Children's comer 

- Left baggage 

- Parking - short term as well 
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- Car rentals 

- Hotel Reservations 

- Police 

- Security check 

- Duty Free shops 

- Mishandled baggage 

- Wheel chair 

- VIP Lounge 

- Dinner Club Lounge 

- Arport Manager 

- Porters 

- Luggage Trolley 

- Railway reservations 

- Airline reservations 

13.5 ADDITIONAL RESPONSIBILITIES 

Trave1,Agencies have to be very careful in choqsing or going for the suppliers. This is because 
they are responsible to the clients where as they have no control once a journey has started. 
There are chances of suppliers errors being attributed to them. Hence, there has to be an 
honest representation of the supplier's services at the time of sale. The client should also 
be provided with all relevant information regarding visa, customs etc. Ald to provide such 
services the travel agency has to update the knowledge and information regarding the services 
and tourism products from various sources. Taking of FAM trips in thisregard is very useful. 
At the same time Travel Agencies have to do their own marketing and promotions for attracting 
more and more clients. I 

Check Your Progre'ss 3 

1) What is facilitation? 

2) Mention any five services offered at the Dehi airport that an inbound tourist may use. 

................................................................................................... ' .......................................... 

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

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

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

3) Why should a travel agent be honest in dealings? 

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

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

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



. .  .~ . . .............................................................................................................................................. Travel Agency 

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

13.6 LET US SUM UP 
- - - - -- -- - - - - - - --- 

Travel Agmy is not only a mcial liak between the touristttraveller and suppliers of tourism 
services but it also plays a vital role in destination plgmotion. A fmt hand knowktip or 
experience of services is always good for the travel agent. Certain basic skills are necessary 
for those who may take jobs in travel agencies. One should be aware of ticketing, facilitation 
and other operational aspects. Similarly honest W i g s  and relationships are a must. One also 
has to have the latest information related to various operations and schedules. 

13.7 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1) Base you answea on Sec. 13.2. 

2) These are courtesy, proficiency in languages, knowledge of geography etc, See Sec. 13.2. 

Check Your Progress 2 

1) The route taken by an aircraft for the jomey. See Sub-sec. 13.3.1. 

2) Ability to read flight schedule, timings, fares, reservation procedures etc. See Sub-sec. 
13.3.1 

3) In case he decides to cancel his ticket he should know the deduction rates in advance and 
act accordingly. 

4) Providing hotel room, meals etc. 

5) Yes. You should be honest iq dealings. If you don't it is possible that he finds out later 
through some other source. You will get a bad image and lose a client. 

Check Your Progress 3 

1) A service offered by the travel agency to facilitate his travel through offering various 
services. 

2) See the services listed in Spc. 13.4. 

3) Base your answer on Sec. 13.5. 
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Structure 

14.0 Objectives 
14.1 Introduction 
14.2 Tour Operator and Operations 
14.3 Main Partners 

14.3.1 Hotd/Acconunodation Industry 
14.3.2 Tta~lsport Industry 

14.4 Package Tours 

14.5 14.6 Planning Costing a a Tour Tdur 9 :I.I 9 
14.7 Marketing Material A 
14.8 Tourist Transport Operatioas 
14.9 Let Us Sum UP 
14.10 Answers to Check Your Progress Exercises 

14.0 OBJECTIVES 

After reading (his Unit you will be able to: 

know the definition of a lour opcrator, 

understand whal all is includcd in tour operations, 

learn about (he role of wholesaler :u1d retailers in this area, 

idcntify the 1nai11 partners in lour operations, 

get an idea of package tours, 

know (hc steps involved in the planning and costing of a lour, and 

have an idea of tourist transport operations. 

-- 

14.1 INTRODUCTION 
- 

Alter having read about Travel Agency in the previous Uilii, we ., i s  h e  role of Tour 
Operator in this Unit. Generally peoplc confuse Ulc Travel Agency wial Tour Operator. 
However a close look into (heir roles and functions reveals that they have .different roles t 
play. In some cases travel agencies also work as or offer Ule services of tour operators. 13ut 
again ilis the funclio~ls Srom which we distinguish (he two and in case a travel agency is do~ng 
so we may say (hat it is also performing the role of a Tour Operator. This Unit attempt; to 
fiuniliarise you with the functions of a Tour Operator along with the basic knowledge .md 
requirements to handle such l'unctio~is. 

8 

14.2 TOUR OPERATOR - 

You must have seen adverlisanene in the newspapers or magazines regarding three day or one 
week tour that mgntions the total price of the tour along with the itinerary. For exiunple, one 
week in Kathmandu, 1000 Rs. (350 Rs. worth caino coupons free or ten days in Gosi-heavy 
off season discounts, beaches, mlrsic, Rs 10000 inclusive mcals. etc. These are the offers of  
package tours which arc available to individuals :IS well as groups. But have you ever paid 
attention to this that who packages :uch' tclV.- :mu :vhy? or how they are packased and 
marketed? Well many individuals work ~ I J L  their ou11 details of travel and pleasure. But Lhis 
is a time consuming proccss. There are m:my who don't want lo bother themselves ilbout 
planning and organising their journeys, sGy etc. Rather they want this to be done by somz one 
else. It is precisely this demand that led to (he origin of package tours. Todi~y many tourists 
buy these package tours as per their interests, priorities and budget at a price that is 
pre-determined. The complete holiday package tour includes travels (air/surl'ace), 



accommodation, escort'guide and so on. The pcrson who puts together all these aspcctv into a 'rOurol~eraLor~ 

package is know11 as tl~e Tour Operator. 

In other words we can say that Tour Operator is a person who provides inl'onnation, plans and 
coordinates travel with various a~geilcies to create a package or service. At the sane time he 
also emures smooth operation of the tour. He can thus, :~lso he called a TourITravel 
consultant or Tour Coordinator. The tour operator may or may not necessarily have any 
product of his own but act as an intennetliary to tailor a package to meet the needs of a travcllcr. 
In [act, a tour operator plays an important role in organising explorations. research expeditions 
and holidays. We must remember here Lhat.10~~ operi~tioils originated ever since people 
wantcd to explore new areas, go on pilgrimage or lrade expeditions, individually or in groups. 
However, in the modem sense a tour operation involves: 

1) Infonnatioil of the area of opera~ioil i.e. intlepth ki~owledgc of the places of inkrest, the 
accommodr~tion, transport l'acilitics and other logistics rcquired for pla~l~liilg a tour. 

2) Planning of a tour in thc most el'licient manner. 

3) Coordination with all~cd i~ndusu-ics or serviceb such as hotel reservaboils, arline, rall or 
road transport reserv;~tions. Local assistaulce, guides, etc. 

4) Operations of lour inem a close monitoring of the tour 1.e. all that is packaged togetbcr is 
working in smooth coordination. In case of break in th: circuit an alternate is to I)e 
organised with least inconvenience to the client. Th~s  is another vital segmcnt in h e  
planning and operation of n tour. 

There are dil'fcrent kinds of lour operators. These could be: 

i) individuavindependent tour operator, 

ii) ir l'ravel Agency which also function$ as tour operator. 

iii) in house 'Pour Operators like an airlines doing the funclions of lour operator also, 

iv) Incentive Travel Agencies who deal only with tlle sponsors ald not with individual 
clients. 

Thcrc are tlnrec broad clas.\ifica~~ons ol' Tour 0per;llors according to the l'unclions performed. 

I)  Inbound: who h;lnclles tours coming inlo the country from overseas is called wn Jnhound 
Tour Operator. 

2) Out Rounti: who opcratcs tours to othcr countries is called an Out Round Tour Operator 

3)  I)omestic: who 11;uldles Lours ol  people ol' sane counlry lor travel within Lhc counlry is 
called a Domestic Tour Operator. 

1I is no1 ncccssxy that these have to he scparale or one does not opcrate the olller types. Rut it 
is seen Ihal since Ille inarkcls llnd Ihc style of operations in each one arc distiilctly diffcrcnt then 
the olhcr lhe opcralors prel'cr to stay in heir own spcci;~lisetl field. However one agency can 
hc doing all lllrce or aiy two oT the opcralions. 

111 tach of the >thovc class~ficalions acre arc two a~tegorics: 

I) Wholesaler: who plans thc tour, puls a package imd markcLs tllc Lour. 

3) Ketiriler: who sells thc tour LO tllc passenger. He is normally Ihe pcrsunal wave1 aigent with 
wlloin tlle client is buying olher services such as lickets, falcilitation of passports and visa 
etc. The relauler is the coordinator hetween the wholesaler and the client. 

'This is in turn is passed o ~ i  lo the operalion side a~s follows: 

I )  Irrbound Tour Operi~tors: Tlle Wholesaler who ~narkets tlie tour consolitlatcs the 
~neml~crs of the Froup throu@ many retailers. Finally !lie group tlius fonned is givcn by 
Lhe wholesaler as a pack;~ge to Inbound Operator of that country or thal. region. The 
coordination of holels, tr;msporl and other allied scrvices is haul  done by the Inbonnrl 
Operator. 

2) Excursion Agents: l~ihound Tour Operators furlher pass on the scrvices of the group b 

some hotly in h e  ciLy of visit. This somebody is known as the Excursion agent wllo ill 
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turn, coord~nates wilh hotel reservations, orgaoises hiulsport and guides and generally 
meets the needs of h e  tourists in that city. 

Example 

Onc person in USA waits to visit India but does not know how to go about. He walks in the 
Tr:ivel Agency (Retailer) which he nonnally uses or lhinks that it can help him. He meets the 
Travel Corisular who talks to liiin and finds out his interest, the time he could spend for travel, 
the tour he could afford, the luxury he is looking for and the season of travel. The Trilvel 
Consular then shows him the brochures of the various types of tours which he could 
recommend with h e  cities or m a s  of interest, type of facilities, ctc. These are normally tlie 
tours produced by the Tour Operator (wholesaler). Such tours have a schedule date of 
departure and a set programme. He then hooks his name on one such group. The 
wholesaler coll&cts people from all over the country and fonns a group. Message oPtl~is group 
wilh nwmes, itinerary and ilight details etc. is sent to an Inbound Tour Operator who has 
organised reservations for liotel, transport and ollier services all over ll1.e country. This 
Inbound Tour Operator then gives message to Excursion Agents in each city of visit about the 
groups strength, arrival and departure details and request for services to be arranged iu that city 

The Excursion Agents are nonnally requested to provide: 

1) Receiving the group at tbe iurport and taking tlic~n to (Ile hotel and vice versa. 

2) Provide appropriate transport for tlic group to travel in  the area. 

3) Provide Guide for sightseeing tours. 

4) Provide tickets for entrance fee at places of visi t. 

5) Any special services for the group. 

6) Reconfirm hotel reservations. 

7) Rcconfinn Onward iligl~t/traiii/bus reservation confirmation. 

And so the group moves from one excursion agent to mother while h e  Inbound Tour Operator 
is closely monitoring the movement being the chief coordinator. This way ari Inbound Tour 
Operator is able to provide pickup service and transport and excursions at each city in India 
even tl~ougli he does not have an office in more thin one city. 

Inbound Excursion I Retailer 1 / Wholesaler I---- 1 Tour 1 1 Agent I 
I u Operator ( I 
At the same time there are different calegoi-ies of Package Tours: 

1) Escorted Tours Tliis is an organiscd aid planned tour in which a tour escort serves the 
group or i~idividuil by accompanying throughout the tour. 

2) Unescorted Tours Tllough organised and planned, in this Lour there is no escort 
accoinpanying the tour. Instcad the group or intlividurd is taken care of 
at every destination Ily Tour Host/Excursion Agent whose servlces 
have been taken for Ihat p;u-ticular destination. 

14.3 MAIN PARTNERS 

The main partners hi Tour Operations are: 

1) Hotel/Acco~lunodatio Industry. 

2) Transport Industry. 

'7U A Tour Operator niust kiiow the clel;.iiI\ al~out tl~che two. 



14.3.1 Hotel/Accommodation Industry Tour Operators 

Most group movement in India of foreign tourists is done on star category liotels. The hotel 
have a Star rating from the Department of Tourism, Government of India. This helps in 
ascertaining the quality of hotel expected. 

There are following categories of Star rated Hotels. 

1 Star 

2 Star 

3 Star 

4 Star 

5 Star Deluxe 

Heritage Hotels. 

The Department of Tourism Govt. of India has set up a Hotel and 
Restaurant Approval and Classification Committee for award of star 
category. There are certain requirements to be illet in this regard. The 
address is HRACC, C-1 Hutments, Dalhousie Road, New DeIhi - 110 
001. 

Hotels have various working codes. These are referred to in packages designed for the 
consumers: 

1) Category of Rooms. 

i) a) Normal b) Deluxe c) Executive d) Suite e) Deluxe Suite f )  Presidential Suite. 

ii) Air Conditioned or Non Air conditioned rooms. 

iii) Facing particular view-Sea, Pool, Garden, monument, etc. 

2) Plans of Hotels 

Hotels have various Meal Plans which they work on: 

EP (European Pla~i) Room Only basis. 

CP (Continental Plan) Room plus Breakfast basis. 

MAI (Modified American Plan) Room plus Breakfast plus one meal i.e. Lunch or Dinner. 
Also called Half Board. 

AP (American Plan) Room plus three Meals. (Breakfst, Lunch and Dinner). Also called 
Full Board. 

3) Tariff of Hotels are presented as follows: 

FIT (Free Independent Traveller). This is applied for individual travelling. 

GIT (Group Inclusive Tours). This is applied tor a group of persons travelli~lg logether. 
It is detennined for a miniinurn group strength of 15 persons. Normally hotels given 
One Tour Leader free for every fifteen perso~~s except that they may have an upper 
limit. 

Season and OR-season Tariff. This can have two rates or even more. For example: Season 
and Off-season Tariff for a hotel at a hill station and different tariffs for different months at a 
beach resort. 

Hotel tariffs often have some additional charges as taxes or services. These should dso  be 
looked upon while packaging a tour. 

A hole1 can be an independent Unit or a single hotel Unit of a Chain Hotel. Chain Hotels are 
hotels where they own or manage Inore than one hotel and form a network of liotels. Some of 

-- 



Tourism Services and 
0pr;ltioas - 2 

the Chain Hotels are Ashok Group of Hotels. Tai Group of Hotels, Welcome Group oKHotels, 
etc. 

Some hotels joln in marketing network such as Quality Inns, Best Western, Green Flag Hotels 
etc. while other single hotels give regional represencations to a Reservations service. This is 
the mostrecent development in India. The advantages to the tour operators lo work with chain 
hot& or the marketing/reservations representation is that: 

1) Can get instant reservation by a local telephone call for one or more hotels around the 
country. 

2) Marketing Plan of the Chain can give advantages for price, reservations and preference. 

3) help in accounting, credits, and centralized information system. 

14.3.2 Transport 

You have read in Unit 8 about the importance and forms of transport. Here we give you the 
specific functions of a tour operator in relation to org;misatGn and conduct of tours: 

Air: This requires coordination with Travel Agencies and Airlines, International or Domestic, 
for fight reservations. In a large cowltry it becomes one of the important mode of 
transport for convenience and to save time. 

There are some special services Airlines oifcr for Tourists such as Indian Airlines who 
offer confmation of flights on any sector for groups if reservation is made 60 days in 
advance and for jndividuals 30 days in xivwlce. 

It is important to recontirm all tlights in all cities where the break of jouiney is inore 
than 72 hours ahead of the journey. It is therefore the responsibility of the Tour 
Operator/Excursion agent to reconfirm the flight. 

Railways: Indian Railways network is extensive. With this one is able to travel to remote parts 
of the country with relative comfort. They offer computer~sed reservations. The 
Railways offer facilihes for Yatri Niwas, Retiring rooms, wailing rooms, Dinning rooms 
etc. as well. Indian Railways, in order to pronlotc tourism, offer special fxcs. For 
example Indrail Passes enables forelgl tourlsh to enjoy unlimited travel on Indian trains 
within the period of heir validity. They are exempted froin paying rescnlation See, 
sleeper charges, supplementary charges for travel on superfa~st uains or meals. They also 
oi'fer special itmeraries. (See Annexure lor Rulway Package Tour introduced m 1994). 

Railways run special trains in special tourist sectors lo meet the demand like the T q  Express. 

There are many types of Accomnodatio~i in Trains like: 

I AC Sleeper, 

I1 AC Sleeper, 

AC Chair Car, 

First Class, 

Second Class Sleeper, etc. 

For group travel tourist cars (special boggies) are available in all categories and their haulage 
programme by regular trains can be made to suit the convenience of the group. 

Rail journey is also an interesting experience. 

Road Transport: There are specially registered vellicles as Tourist Cars and Coaches with 
specific requirements and permits lo operate. For example in Delhi a DLT GLVI is the 
normal city taxi service which cannot operale beyond the Dcllli borders. A DLY has Uie 
pennit for inter-stak travel where as a DLZ is an imported car to cater to tourists only. 



Similarly, today there are many types of tourist coaches like for 8 seats, 12 seats, I 5  seats, 
18 seats, 30 seats and 55 seats etc. 

lJnlike in your private vehicle whcrc you do not need to stop at inter-state border, the 
tourist vehicles, since they are commercial vehicles, are required to pay Road Tax each 
time they visit another state. They Travel on a permit (Permission) which conkins the 
passenger names, sex and age, the route they intend to follow and the duration of the 
joumey. They are supposed to follow the route. 

Based on the permit each State charges taxes. There are different systems in each state. Soine 
charge on mileage covered in that state, some on the number of days in that state while others 
on the total.duration of the tour immaterial of the distance or the journey on the tour. 

For the smoother tourist tlow at the interstate tourist borders the government has come out with 
a regional permit. 

Water: There is not inucli use of Water Transport in Touris~n industry in India except to ferry 
across the river, travel from Airport to Island Hotel at Lakshadweep or Andamans, or a 
journey in Backwaters of Kerala or in Adventure Sporting Activity, etc. In some places 
it is used Ibr sightseeing trips like going to Elephanta caves near Bombay. Though the 
cruise industry is doing very well in the Western world in India it is not that popular and 
few companies like the Travel Corporation (Tndia) have ventured into this area. 

14.4 PACKAGE TOURS 

A program developed to cater to a group of people travelling together for a particular journey 
which involves hotels and transport arrangements and may also involve visits to places, guides, 
spccial meetings and functions is called a Package Tour. Package tours are also defined 
through their: 

destination, and 

interest. 

Among the destinations would be: 

1) Single Country Tour 

2) Area tour i.e. visiting more than one country. 

3) Two city tour 

4) Single City tour, etc. 

From the interest point of view most common in India are cultural tours (since India is one of 
the oldest living cultures), i.e. people visiting cultural sites in India.. Quite often it is the 
historic sites such as Red Fort, Taj Mahal, Temples and Palaces for which itineraries are made. 

Though majority of tourist travel in India is to historic211 sites of India, a large iiumber of 
travellers are now looking at new types of travel i.e. something that intercsts them more. This 
11% initiated development of Special Interest Tours. 

Special Interest Tours are developed with a particular Uieme in mind. It could be visiting 
Mughal Architecture, Gardens of India, Textile Centres of India. Gourmet Tour- learning 
about various kinds of foods in India, Rail tours-travel by diffe;ent types of Railway systems 
specially Steam Locomotives, Darjeeling Toy Train, Palace on Wheels, etc. 

Tours that deal with Adventure activities are called Adventure Tours. These include 
packaging tours for Trekking, Mountaineering, River Rdting, Canoeing, Kayaking, Boat 
Cruises, visiting remote areas such as tribal areas, Island explorations, Wildlife Safaris, Camel 
Safari, Elephanl Sdari, Horse Safari, Walking Safari, Cycling Safari, Jeep Safari, Camping 
Sdari, Hang Gliding and Para Gliding, etc. 

Another vary important aspect of tourism now is Sports Tours. Golf Tours arc being 
promoted very enthusiastically, while there are others like Polo and Car racing, which are also 

- 
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coming up. Tours are also bciilg packaged to coincide with sports events such as Cricket, 
Hockey and Foothall Matches. This is another very popular form of tourisin that is coming up. 
A similar situation is in relation to fairs and restivals as primary or secondary attractions. 

Quite often companies offer iilcentivcs to their dealers or employees such as additional 
payments, gifts of some kind or a holiday. The holiday incentive is becoming increasiiigly 
popular. This is often a large group movemellt which may vary from 10 to 500 persons. 
Known as Incentive Tours, they are normally of short duration but expensive. In such tours 
special altention needs to bc paid on: 

Size of Movement, 

Cuisine, 

Theme Parties, 

Gifts, 

Baggage Handling, and 

Promotion and Information material 

Whenever tliere is a conference in a country it brings large nu~nber of people together 
(Convention Tourism). Tliis requires organisation with ,special skills. Tour Operators assist in: 

iilitial organization 

. marketing the conference so that more people participate, and 

conference arrangements of hotels ad transport. 

Apart from this another important aspect is pre a id  post conference tours. 

Special attention needs to be paid on the following aspcct.5: 

Marketing a Conference, 

Conference secretarial help, 

hotels, 

transport, 

Pre and Post conference tours, 

Special events, 

Size of volunteer forces, 

Entertainment, 

Coilference facilitation like registration, interpreters, etc. 

Some Tour Operators also charter aircraft to bring in tourists froin a country. The fares of the 
charters are low which enable many people who arc not able to afford expensive air tickets on 
scheduled airlines to travel. The Charter is large volume travcl and requires Hotel, Transport 
.and tours commencing from Charter destination. 

There are Luxury Cruises that travel around the world or in some part of the tour. They are 
nonnally expensive, demanding high quality and high volume. 

Check Your Progress 1 

1) Mention the differen1 kinds of Tour Operators along with their broad categories. 



2) What are the different categories 01 tours? Tour 

- -  -- 

, Operators 

3) Give full form of the following: 

a) Ap 

b) CP 

c) FIT 

(1) GIT 

e) MAP 

0 EP 

4) Which aspects will need special attention in packaging an Incentive Tour? 

14.5 PLANNING A TOUR 

For Tour Operators, while working on a tour programme, it is important to consider the 
following matters: 

1) Interest: Interest of the person for whom you are planning the tour is most 
important-Planner must know if the theme is Sightseeing, Cultural;Rzligious, Historical 
(any particular period of history), Architectural, Wildlife, Trekking, Adventure sport or 
Leisure, etc. 

2.) Time of Visit: When the person wishes to visit. This is important for season, flights, tariffs 
ctc. 

3) Duration: Duration of the tour is important. This helps plan the tour including areas to be - visited, shopping, entertainment, etc. 

4) Pace: This is important as different nalionalities and different age groups like to move 
differently. Some likc to spend one day at each place while others like to spend two to three 
days or even more. 

5) Budget: This is important as this will determine the quality of hotels, the amount of travel 
and activity and other variables-meals, special party, theater or shows, special visits etc. 

Once we know the abovc parameters we need to find out: 

1) Thc proposed points of visit, their location and accessibility by road, train and flights. 

2) Facilities available i.e. types of hotels,9ocal transport, local agent, telephones, etc. 

3) Entrance Formalities an% other rules. See Unit 6. 

4) Any peimits if required and who will issue and what are the requirements. See Unit 6. 
-- - 
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5) Any Holidays during the period of the tour. Since it may happen that the place of visit 
may bc closed on that day. For example, most Museums are closed on Mondays. 

6) Fairs and Festivals. This always adds to increasing the possibility of value to the tour. 
For example, Goa Carnival, Holi, Urs at Ajmer or Gurpurab, etc. 

7) Any special event taking place which c'm be included to enhance the usefulness of the visit 
like Book fair, handloom exhibition or a special crafts mela. 

8) About the time of operation i.e. what is the season and any problems with it such as heat, 
snow, floods etc. One should also see if accessibility is there because, for example, a few 
important National Parks are closed for three to tive months in a year and Ladakh cannot 
be accessed by road exceflt between July and September, etc. 

9) The time taken to travel. It is variable depnding on the road conditions. For example a 
100 Km drive may take in Gujarat 1.15 hrs, in Rajasthan 1.45 hrs. in Madhya Pradesh 2 
hours and Himacllal Pradesh 3 hrs. Thetype of transport will also determine the travel time 
since bus is 20 to 25 per cent slower. 

10) The time required to visit a monument, temple National Park or a particular cvcnt and the 
timings. 

11) The availability of guides and what languages can they speak. 

12) The details of shopping, etc. 

Here we give you an example of planning apackage tour. 

Nature : Package Tour. 

Interest and : Forts and Palaces; 
Age-group 30 -40 

Budget : High 

Time and Season : October (winter; peak season for tourism) 

Number : Ten 

Duration : One week (10 to 17 October) 

Visiting Poin tsl : Delhi, Jaipur, Agra and Gwalior 
Destinations 

Pace : Delhi, Jaipur and Agra-Two days each, Gwalior-One 
dav . 

Modes of Transport : Delhi to Jaipur (Air) 
Jaipur to Agra (Air) 
Agra to Gwalior (Road) 
Gwalior to Delhi (Air) 

Permils : NIL 

Holidav : NIL 

Hotel Range : 5to3st irs .  

Coach : AC. Deluxe at destinations. 
- 

Guides Local at destinations. 

Shopping : Delhi-Janpath and Chandni Chowk 
Jaipur-Johari bazar 
Agra-Kinari bazar 
Gwalior-NIL 

Entertainment : Delhi-Food Festival 
Jaipur-Folk dances 
Agrs-Thev dinbl; Indian Music 
Gwai1~- -ALL 

Meal Plans : Delhi, Jaipur, Agra-AP. 
Gwalior-NL 

Special event : Texhles fair, Delhi. 



After this exercise the next step is to look for information on these aspects. For example, flight 
timings, availability of guides, coaches, accommodation etc. Now make the itinerary for each 
day taking the one below as an example: 

Itinerary 1. Delhi 

Day 1; 10 October, Monday 

8-8.30 A.M. Breakfast. - 
9 A.M. T.&e seats in the Coach. 

9.05 A.M. 1 Guide explains the day's itinerary. Gives tips far do's and dont's. 

9.15 A.M. Coach moves. 

9.30 A.M, Arrival Qutab Minar. - 
10.30 A.M. Dmarture from Outab Minar 

10.50 A.M. Arrival Tuglaqabad Fort. 

11.50 A.M. Departure from Tuglaqabad. 

12.10 P.M. Arrival Humayun Tomb. - 
12.55 P.M. * Departure Humayun Tomb. 
1.05 P.M. Arrival Hotel. 

1.30-2.15 P.M. Lunch. 

2.20 P.M. Take seats in coach and dmarture. 

2.30 P.M. Arrival Purana Oila. 

3.30 P.M. Departure Purana Qila. 

3.40 P.M. Arrival Firozshah Kotla. 
4.15 P.M. Departure Firozshah Kotla. 

4.30 P.M. *Arrival Lodhi Gardens: - 
5.15 P.M. Departure Lodhi Gardens. - 
5.20 P.M. *Arrival Safdaqung Tomb. 

5.50 P.M. Departure Safdarjung Tomb. 

6.00 P.M. Arrival Hotel. - 
7.30 P.M. Food Festival at Hotel. 

* Interchangeable as per availability of time (Lodhi Garden opens till late). 

On the basis of this you can make similar itineraries for Jaipur and Gwalior. 

14.6 COSTING A TOUR 

For everyone who is buying a tour, it is important what the cost is going to be. Similarly for a 
Tour Operator, it is important to analyse how much profit can be made over the cost. 

The cost will depend on: 

Duration of the tour. 

Transport Type-Aii Conditioned or Non Air conditioned, Cars, Jeeps, Mini coach or Large 
Coach, Charter of Boat or seat in a boat etc., Air Travel or Train Travel. 

Number of persons travelling together. 

Category of Hotels required. 

Types of rooms required. 

Types of service required--all meals or part of meals. 

excursions and sightseeings required. 

T i e  of operations&h'ange of Tariff, peak season or off season rates will be applicable. 

Guides and their allowances and expenses. . 



A Tour Opetator takes one to two years to phn ana organise thC product. He also Ulkes 
risks in this regard by making advance bookings and reservations to ensure availability. In case 
there are no takers the Tour Opesatorsuffers heavy losses. 
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14.7 MARKETING MATERIAL Tour 0l)cr;durs 

A Tour Operator has to prepare marketing material for selling the product. 'Illis 11% to be wcll 
thought and carefully planned. This will reflect the image of thc company and your 
professionalism. This is done in various ways: 

Providing updated information on the destination, 

Printing tour brochures and confidential tariffs, 

Preparing good itineraries, 

Manuals and other reference materials of help, 

Time Tables, 

Video cassettes, 

Slide presentations, 

Special shows, 

Familiarization visit. 

One has to correspond with prospective clients or sponsorers of group tours. For details of 
inarking in Tourism see Unit 20 and 21. 

14.8 TOURIST TRANSPORT OPERATION 

Tourist Transport is a very integral part of the Tourism Industry. It is important to see that the 
transport is dependable, clean, in good condition and the driver is courteous, punctual, 
bowledgeable of the route and a safe driver. As mentioned already, there are mainly two 
categories of transport-Cars and Coaches. 

There aremany sizes of coaches and selection will depend on the purpose and area of operation 
which inay vary. 

The Bus transport is for long journey for those who can afford a good holiday and are lookilig 
for: 

comfortable luxury seats possibly reclaiming, 

Air-ConditionedINon Air-Conditioned. 

Video. 

Facilities for drinks, fruits etc. 

Toilets 

Baggage Space - the Luggage compartment should be large enough to handle the baggage 
or there should be a good luggage rack on the bus. 

Hat Rack aid Seat Pocket are also very important to keep hand baggage, jackets and reading 
materials. 

It is for this reason that this bus is termed as a deluxe coach and not a bus. Here one must 
remember that whatever facilities are offered in the coach they must be functional like fan, bell, 
lights etc. 

Tourist Transport is mostly a full charter and does not allow sharing with others. Many tour 
Operators have their own coaches but many hire them also from the transport operators. In fact 
Tourist Transport Operators have emerged as another vital component of the tourism industry. 

For any journey performed, the commercial vehicle needs to take permils for that particular 
journey. This is obtained from State Transport Authorily. 
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Besides permits taxes is the most coinplex part of tlic Uanhport joun~ey 111 India. Road tax 1s a 
State subject and it varies from state to state. A Tour Opcrator 11:~~ to takc this into account 
while planning and packaging a tour. 

Check Your Progress 2 

I) What aspects would you consider while working out a lour prograrime? 

............................................................................................................................ ~ ~ . " ~ . ~ . ~ . ~ . ~ . ~ .  

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

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

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

2) What is the distinctio~~ between a bus and a deluxe coach? 

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

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

14.9 LET US SUM UP 

This Unit has given you an idea about the role, lunclio~ls and utility of a Tour Operator in the 
Tou~isiil Syslein. While working in any scrvice segme~il o f  tourisin his imporlanl information 
is of use to you. 

Tour Operators job is a difticillt onc. It is a lnusl that wllat is offered ;IS a product to the tourist 
has becn experienced by the Tour Operator or lus age~it/reprcse~~htive/oSticial. This is 
necessary to know the quality of services one intends to put in the package. Similarly a distinct 
knowledge of tourist transport operations is also necessary. 

-- 

14.10 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your I'rogress 1 

1) Mention tlle kiuds like in house, individual ctc. In categories mention I~ibout Tour 
Operator etc. along with thc wholcsalcr and rctililcr. See Scc. 14.2. 

2) Like, Escorted, hostctl ant1 packi~gc. Sce Sec. 14.2. 

3) Check your answers with Plans and Tariffs of hotels in Sub-sec. 14.3.1 

4) Baggage bundling, cuisine. gifts etc. Sce Sec. 14.4. 

Check Your Pro~ress 2 

1) Interest, lime of visit. budget etc. See. Scc. 14.5. 

2) Condition of seats, video, air-conditioning etc. Scc Sec. 14.8. 

- p p p - p  
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15.0 OBJECTIVES ' 

After reading this Unit you will be able to: 

know the definitions of a guide and a tour escort, 

understand the difference between them, 

get details about different type of guides and their roles, 

learn the techniques of guiding, and 

understand the details of escorting a tour. 

15.1 INTRODUCTION - 

Guides and escorts in the context of Indian tourism have been a neglected lot traditionally. It 
isenly recently, since towism has come to be recognised as a great economic asset that some 
slight recognition has come to them. However, the traditional mould in which guides and 
escorts were cast might take a little time in freeing itself for setting pace along with the growth 
of tourism. This Unit aims to be a small effort in this direction. We have desaibed the role of 
guides and e s c d s  and discussed some modemtechniques pertaining to successNpfasion;I 
guiding. As a professional involved with tourism we recommend the issues dii~ussed in the 
Unit to be the minimum standards of competence in the field of guiding or escorting a tour. 
You will read more abouc guides in speciahsed areas in Block 2 of TS-2 

15.2 DEFINING GUIDES AND ESCORTS 

No sooner do we speak of guides, the wrinkled face of a man who would mingle a lot of fables 
with few historical facts begins to emerge. Almost all of us, the tourists and the professionals 

I 
in the business of tourism, have come to form a stereotype image of the guides, irrespective of 
the fact that guiding and escorting tours are highly professional business and require 
acquisition of special skills for successful careers. We have ventured to break these stereotypes 
by defining guides and escorts in the context of modem day demands of the tourism system. A 
careful perusal of following aspects will help you evolve the role of a professionally competent . 
guide or an escort for yourself. 3 
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Finding an answer to this question that would be acceptable universally is a difficult task. In 
fact the perceptions about guides differ from region to region. We can therefore select some 
of the more commonly sought traits in guides and arrive at a definition which is rather broad in 
scope. One good definition is given below: 

A professional guide is in varying degrees a business person - often 
freelance, sometimes employee; a travel industry representative; a public 
relations representative for his or her site, city, region, and country - as 
well as an educator, an entertainer, and a public speaker, among other 
roles. 
(Kathleen Lingle Pond, The Professional Guide, New York. 199 3) 

Here it is necessary to point out that the guide may not have to perform all these roles 
simultaneously. It is quite possible that in specific situations his.attention needs focussing on 
his role as an educator and an entertainer only. In other situations he may be expected to be an 
eloquent public speaker. The only thing we would like to lay siress on is that the guide is a 
public relations representative for his site, city, region, and country in situations all and sundry. 
He or she must, therefore, possess a broad-based knowledge of the "areas" or subject being 
dealt with so as to be able to "inform" the tourists about it. (You will get more details on this 
aspect of guiding in Sub-sec. 15.4.2) 

15.2.2 Who is an Escort? 

The scope of an escort's terrain and expertise also varies considerably. Depending upon the 
nature of the tour, an escort is supposed to perform the role of ;in accompanying manager lo a 
subject expert. He may escort the tour to a: 

specific piece of art, 

rural area, 

geographical region, 

historical site, 

shopping centre, 

metropolitan area, and 

business site, etc. 

The role of an escort begins as soon as the tourist/s arrivels at his place. It ends only with the 
departure of the tourisds. During the stay of the tourist/s an escort may get afew intermissions, 
but unlike a guide, he may not be free from his responsibilities throughout the duration of the 
tourist/s stay. In escorted tours the job also involves looking after facilitation, aspects like 
getting the custom clearances done or check in etc. at the airports. In fact an escort is 
responsible for the entire group during the journey and at the destination. 

15.2.3 Tourist Expectations 

The knowledge of a tourist group's expectations from its guidelescort is an extremely helpful 
tool in charting your own course of action. In fact you must do an exercise on profiling the 
tourists soon after their arrival. Two main areas in this regard which deserve your attention are 
the tourists demands for: 

developing an awareness and understanding of the area they are visiting, and 

efficient and responsible management of their programme. 

The tourists demand from their guides or escorts accuracy with regard to the knowledge of 
facts, astutenes, to deal with tricky situations and sympathy with regard to their own problems, 
however trifle in nature they may be. You should, therefore, be particularly thorough with 
facts, mowceful and full of understanding for the demands and problems of the tourists. 

- - I 



I 1 Check Your Progress 1 I 

1) Define a guide in 50 words. 

Guides aod Escorts 

2) Define an escort in 50 words. 

3) What do tourists expect from a guide? 

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

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

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

15.3 ROLE OF THE GUIDE 

The role of the guide, as it is perceived today, has a history. It is infact a mixture of two 
different roles viz. of the one who would traditionally lead the way on an unknown terrain and 
an advisor on any kind of travel. The two roles do no1 always harmonize yet exist in a guide in 
varying proportions today. In the context of our own country we can then say that in the former 
role we have location guides and UI the latter there are guides for city tours. 

15.3.1 Location 

Location guides are tl~e leaders that take the tourists into a hitherto unknown partially known 
terrain. Since the nature of the terrains differ widely, the guide's role also varies. Depending 
upon the setting, the tourists and their purpose of visit we can categorize location guides in 
India under several heads. here we have selected the three most common types for detailed 
description. 

Monuments: The most commonly found guides are those who specialize in describing the 
lnonulnental heritage of our country. As a matter of fact guides available at these monuments 
have come to project a particular perception of the guides in India. Most of those guides lack 
a proper historical understanding of tlle architectural wealth of the region where they operate. 
We have given the role model of such a guide in Unit 6 (Block 2, TS-2). It will be suffice here 
to list the abnlities of such a guide: 

l11e foremost in this list is obviously the requirement of adequate knowledge of the history 
of the region so as to be able to describe the monument in perspective, 

The guide should be well versed with the stylistic and architectural details of the 
~~r--.l~nent, 



Tourism Senices and 
Operations - 2 

All historical facts about b e  monuments such as the date of its construction, the agency 
responsible for construction, time taken, design and architect, the purpose of themonument, 
etc. should be known to the guide. 

The guide should be able to sift fables from history. Though it is not suggested that the 
anecdotal details should be rejected. they can certainly be kept at deep discount. 

The guide should not construct history on one's own in the absence of firm evidence ( S e e  
Block 7) 

Museums: Museum is a fantastic place for a guide to describe. It is here that the role of the 
guide, both as educator and as entertainer, comes to fruition. In Unit 8 (Block 2, TS-2) we have 
given the details of the description of a museum as a guide would give, here we list a few' 
pre-requisites. 

As a tourist guide or otherwise also when you rake visitors to a museum, it is important for you 
to know the variety and the range of the collections housed there. This information is of 
immense help to you in catering to the tourists who may not have common taste for all things 
kept in the museum. On the contrary, it is most often the case that there are as many different 
interests in a group of tourists as their actual count. In such situations the variety and the range 
of your knowledge regarding the exhibits of a museum will stand you in good stead. You will 
also find this informati011 handy in deciding to curtail or extend the visit of the group to a 
museum andmay at times reap rich dividends if you succeed in evoking the appreciation of the 
tourist for the varieties and the artistic merit of the exhibits. 

We shall therefore insist that you: 

collect detailed information about the museum, 

arrange this information to convenient categories, 

occasionally sift your infonnation, and 

regularly update this information 

Besides when you guide visitors to a museum you should: 

make sure how much time tbe visitor has to spend their, and 

the area of interest. 

Accordingly you can adjust your commeqtary on exhibits and decide what to show, gloss over 
or give a passing reference only. 

Wildlife 

Wildlife Tourism is potentially one of the most viable and economically rewarding area of 
tourism. Hence, it is imperative on a tourism professional and more so on a wildlife guide or 
escort to understand its intrjacics and use this information to hislher fullest advantage. Most 
of the tourists visiting a wildlife area are innocent and therefore wiiling to learn from you and 
follow your instructions. Unlike several other situations, as a wildlife guide.or escorl yoil are 
located in an enviably privileged position. Brit this simultaneously entails upon you the 
additional responsibjlity of being thoroughly familiar with the pccoliar fealilres of wildlife 
tourism. 
The details of guiding a group of tourists to a National Park have been given in [!nit 9 (Block-2, 
TS-2). We shall list you some essential requirements here: 

15.3.2 City Tour 

The following aspects have to be considered: 
You must profile the group of tourists who are intending to visit the wildlife preserve by 
reading carefully: 

a) their purpose of travel (i.e. recreation, relaxation, study of nature, etc.) and 
b) the behavioural characteristics of the tourists. 

You should understand the following problems areas in wildlife tourism: 
a) timing - the preserves are open during day hours only thereby eliminaing all 

possibilities of evening or night watch of the animals. 



b) accessibility - not many places are easily accessible nor are there adequate GuidesandEscoh 

preparations made. The two more important aspects on which we would like you to 
pay greater attentions arein the commentary for the tour, and useful material and 
travel tips to be given to the tourists. 

Now that everything is ready, h e  coach departs. Here you must remember that: 

the length of the trip should not be very taxing physically 

there should be adequate stops during the trip 

sufficient time should be made available for shopping, and 

You mug take care of a few problem spots such as sudden illness to tl~e tourist, loss of 
lug~age/passport/money, and missing tour members. 

15.4 GUIDING AS A TECHNIQUE 

In modem day tourism Clie job of guiding is a technique. You should acquire the skill in 
conformity with your specific requirements. In the following Sub-sections we shall deal with 
the general trails of the technique. 

15.4.1 Leadership 

It has bee11 riglltly said by Kathleen Pond: "Most people have a fairly well-defined imagc of 
the ideal tour guide: outgoing, affable, well-informed, enthusiastic. Certainly the best guides 
are an eclectic composite of these positive personality trails". You will appreciate hat  all the 
personality limits stated above suggest one specific feature - the leadership quality. This is 
one of the most effective social limit a guide must possess to become successful in his trade. 
Leadership requires: 

self-confidence, 

proactive nature, 

sensitivity, 

flexibility, 

decisiveness, and 

sense of humour. 

Some of these waits are natural gifts. But most can be acquired as skills. -We would like to 
emphasize that the traits listed here do not lend themselves to any kind of measure. They can 
be acquired wilh practice. A judicious mix of these traits in any individual's persollality is 
purely a pcrsonal mattcr. 

15.4.2 Factual Knowledge 

Knowledge of a wide array of sub.jects is absolutely essential for the persons involved in 
guiding the tours. However, subject matters differ for guides from region to region. Tliercfore 
local educational programmes should be paid careful attention. Some of the c o ~ ~ m o n  areas, the 
knowledge about which cannot be ignored by any guide, are: 

Geography and topography 

History, Culture and religion, 

Folklore, 

Economy and Iiidustry, 

Travel and Tourism, and 

It can be said that a guide is infact a representative of the place he chooses to. work. He sliould, 
therefore, be culturally literate because tourists can ask a guide questions about several related 
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or even unrelated aspects of rhe region of their vls~t. It should be emphasized here chat 
authenticity of information passed on to the tourists by the guide is the key factor in the success 
of his career. 

Most tourists ar il~stinctively drawn to and trust guides who are genuine and who have an 
honest, open aura about them. 

15.4.3 Presentation 

A guide has only two basic tools to work with in his profession - Ule voice and the body 
language. It is therefore essential that the presentation skill of the guide is tuned perfectly. 
Presentation can also be an engaging and enjoyable experience. Since presentation by a guide 
is a simpler affair than lecturing, it contains enormous possibilities fbr effective and captivating 
communication. People want to listen to you if you are: 

lively and delightful, 

vivid in descriptions, 

simple with language, and 

comfortable with the audience and the topic. 

Since body is a very powerful communicator and has a language of its own, it is imperative 
upon you to pay careful attention to theposture admovement of your hands as well as features 
and the eye contact. (See Unit 24) Your presentation must make the listener believe that what 
tl~ey hear is what they see. 

In the kind of presentation a guide offers, voice plays a very crucial role in making it 
convincing and impressive. "The voice" writes Kathleen Pond, "is the speaker's most 
valuable commodity and, like a musical instrument, it must be cared for and kept in tune". 
You must remember that the tourists would often listen to your voice for eight or more hours a 
day. 

Check Your Progress 2 

1) What is the role of a location guide working at a historical site? 

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

2) What are the leadership qualities that a guide should possess? 

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

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

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

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

3) How is presentation an impomt  feature in guiding skills? 

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

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

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

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



15.5 ESCORTING A TOUR Guides and Escorts 

Escorting a tour llivolves careful preparation and planning. Tlic escort has also to keep himself 
ready for special situations that may arisc from unforeseen circumstances. We shall discuss 
each of these aspects separately in the followu~g Sub-xections. 

15.5.1 Planning 

Planning has today becoine almost a scientific operation. The tour escort should know: 

the rate of success with similar tours in the past. 

how to broaden the scope of the tour with the help of the experiences gathered by others, and 

the problem areas of the tour to workout the remedies. 

It needs to be emphasised that while planning a tour the escort must live the tour day by day. 
He should take special care of the following areas. 

i) Scheduling: It is a combination offactors with some uncertain variables. The central idea 
is lo look for the right place, at the right time, for the right pcople and at a right price. 

ii) Events: Thc events to be covered on a tour should be so planned as to suit the m t e  of inost 
of tile tourists. No event should offend anyone. All the events should keep cost factor illto 
focus. 

iii) Variables: Weathcr, unforeseen occurrences, transport upsets are some important 
variables which must find a place in tour plannings. This will enable you to keep 
allcrnatives handy and, save the tour. 

15.5.2 Preparation 

Advance preparation is an esseiitial feature of successful escorting. You must: 

know what illformation is needed hi connection with the tour and where to get that, 

understand what iteins become part of your preparations for the tour andhow to obtain thein, , 

appreciate the needs of the tour members and how best lo meet them, and 

know what basic information needs to be supplied to tour members. 

All successful tours tell the same story i.e. good preparation. As an instance you may pay 
attention to the following details at the preparatory stage: 

Checklists: Travel checklists are a very useful tool your succcssful preparation. You may 
not forget even the smallest itemldetail pertaining to the tour. 

Tour itinerary: We emphasize that you inentally tour lor enlire route/place aid plan all 
possible eveiits in scrupulous details. 

Commentary: This is a very important, (tliougli most often neglected) aspect of escorting 
the tour. A crisp, informative, delightful commentary puiictualed with humour is a sure key 
to the success of the tour. 

Travel Tips: Vital for tour party. It must contain those little tips which can make or mar the 
tour. The tourists are appreciative of such help and their gratitude is your final reward. 

15.5.3 Special Situations 

1lie tour escort should invariably have the energy and courage to cope with special situations. 
Some of the more frequently encountered "situations" are: 

Loss of Money and Passport: The most common complaint. We advice you keep 
everyone's passport deposited under your custody for the duration of the tour. Also advise 
them not to carry too much cash with their person and transact most of the business in 
traveller cheques or credit cards. 



I uperaunla - r weather vagaries such as aheatstroke durin~ summers or exnosure to cold d~lrinn the winterc 

Check Your Progress 3 

I 1) What important things you take note of, as an escort, while planning a tour? 

Guiding and escorting are the most exciting features of tourism profession. These are the roles 
that are truly the soul of the tour. Guides and escorts are in fact an arnalga~n of several 
independent roles. Thus wl~ile they retain a part ol' these individual roles such as that of an 
enlertainment, a11 educator, or even apublic relations man of their regionlplace, fhey are never 
to be stereotyped into anyone exclusively. They retiit1 an independen1 identily of their own. It 
is this identity that makes them such lively and delightful persons in the perceptions of the 
tourists. 

Enthusiastic : Full of energy and will to learn 

Fascinating : Attractive 

Stereotyped : Typical 

Terrain : Geographical landscape 

Wrinkled face : Weather-beaten face 

1) A professio~lal guide embodies several roles into one. He is an enterLuner, at1 educator, a 
public speaker-id1 atone time. See Sub-sec. 15.2.1. 

2) An escort ~~erforms a variety of roles, from an accompanying manager to a subject expert. 
See Sub-s?c. 15.2.2. 

3) See Sub-sec. 15.2.3. 



Check Your Progress 2 Guides and Escorls 

1) He must possess apropea historical understanding. See Subrsec. 15.3.1. 

I 2' He should be out going, affable, well-informed and enthusiastic. See Sub-sec. 15.4.1. 
/ 

3) See Sub-sec. 15.4.3. 

Check Your Progress 3 

1) Tbe three main areas that call for attention are scheduling, events and variables. For details 
~ e e  Sub-sed. 15.5.1. 

2) See Sub-sa. 15.5.2. 

t i .  

, *. 
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16.0 OBJECTIVES 

After reading this Unit you will: 

have a general idea of the importance of information on tourism for a professional, . 

possess details of the main government agencies which provide tourism related information, 

know about the private agencies as sources of tourism infonnation;and ' 

learn to look for such information at appropriate places in the print media. 

16.1 INTRODUCTION 

Word of mouth or oral communication has been the most common source of information. A 
variety of questions are posed like where did you stay? Which airlines you travelled? Was the 
service better than the other? etc. But here one must remember that the answers coming biCk 
are that of an individual's experiences. It is possible that this individual was not aware of the 
options available or in other words had access to limited information only. Yet oral 
communication remains the initial information seeking channel. However, tourism services 
and operations are specialised skills. It is therefore, imperative on a professional working in 
the tourism industry to acquire knowledge and information in as many diverse fonns as is 
possible. We cannot overemphasize the significance, of information as a sure ingedienl. of 
success in tourism indusuy. 

This Unit is intended as a guide for both the beginner and a more experienced hand in tourlsnl 
industry as to the possible sources of information pertaining to tourism. The learner, wilh a 
little bit of practice, will surely be able to grasp the technique of culling similar informallion 
fonn a score of &her sources. 

16.2 IWORTANCE OF INFORMATION 

There may be ample illustrations to suggest that collecting and possessing information is vital 
for a successful career in tourism. We cite for you some priority areas below: 



162.1 Planning Tourism Infon~~atio~i 

Planning is the backbone of tourism services and operations. Even when you have to repeat 
the operations year after year, there has to be fresh input of planning each year. In fact a 
four-pronged strategy for planning seems to work well. The elements of this strategy are: 

retrospective analysis, 

current perceptions, 

introspective analysis, and 

futuristic vision. 

In each case a sufficient information base becomes an inevilability. More ver, a thorough ? overhaul of chis information at periodic intervals becomes another necessityt This calls for a 
specific consideration to information collection from as varied sources as one can actually tap. 

16.2.2 Management 

Management is the life of tourism industry. It is at this level that a tour can make or break. 
"Admirable management" is the most common accolades won for a tour. Besides training, 
therefore, it is the diflerent kinds of information input that tourism professionals in the job of 
managing the tours most urgently require. 

Some major heads under which information is ~nostly needed while managing tours are: 

Kinds of tour packages available, 

different modes of wave1 that can be arranged, 

types of accommodation, 

knowledge of Ihe destination area, and 

kinds of ancillary services that can be procured. 

It is most desirable that a variety of information on these subjects is collected by the tourism 
professionals. A successful management of the tours hinges, rather heavily, on the availability 
of this informatio~~. 

16.2.3 Promotion 

Promotion is what sells the tour. The central objective of all promouonal efforts is to inform, 
interest, and involve. Here again, interest and involvement may he generated by stuffing the 
tourist with interesting, attractive and useful information. 

Some of lhe more common and oft repeated methods of promotion are: 

Presentations -introductory in nature and essentially aimed at providing information, 

I'ublicity - a more vigorous promotion, with tlie help of dctailed information, and 

Advertising -providing specialized information with promotional mix. 

You would notice that the common denominator in all these is "information". The role of 
information (from different sources) is thus central to all the services and operations 
pertaining to tourism. 

SOURCES OF INFORMATION: GOVERNMENT 
AGENCIES 

In India, Government is the 1argcH sources of tourism related inSom~'ation. Through various 
agencies and at several levels, often overlapping, the government, both at the centre and in the 
states generates information that is directly relevant to the tourism indusq in the country. We 
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have discussed below the main agencies which are the most potent sources of tourism 
information. 

16.3.1 Department of Tourism 

Since tourism industry is one of the biggest foreign exchange earner, the government at the 
centre has a Department of Tourism to oversee tbe planning, development, promotion and 
administration of tourism in the country. At present the d e p m e n t  runs twenty offices within 
India and sixteen in foreign countries. The department generates and disseminates tourism 
related information at three levels, viz. planning, promotion and development. Besides the 
domestic tourists, the department also caters to a large number of foreign tourists. For this 
reason the information disseminated by the department has a substantial content geared almost 
exclusively at attracting foreign tourists. 

The main categories under which the information is available with the Department of Tourism 
are: 

1) Compilation and Collections: several kinds of posters, booklets, pamphlets and leaflets 
are printed after collecting information from different organisations etc. They contain 
thematic as well as destinational information. For example the booklets, monuments, 
group of monuments. 

2) Enquires: attending to the specific enquiries of domestic and international tourists 
regarding tourism in India. Like a booklet on Hotel Tariffs. 

3) Geographical and Topographical: tourist guide maps of individual towns as well as 
zonaVregiona1 maps showing the site/s, accessibility and accommodation. 

4) Facilitation: such as simplifying the procedural formalities for international tourists; 
regulations, etc. 

5) Visuals: photopaphic and video documentation of heritage etc. for tourism purposes. 

6) Data Base: in respect of statistics andmarket research on domestic and international tourist 
traffic. 

Some of these items are given free of cost where as others are priced. You should now be able 
to select the category of your interest and use and obtain relevant information from the 
Department of Tourism or ITDC. 

16.3.2 ITDC 

You have read about ITDC in Unit-5. Since its inception the Corporation has been involved in 
diverse kind of operations. These include: 

Accommodation and Catering: Hotel Ashok Network 

Transport: Ashok Travels & Tours, 

Publicity services, . 
Duty Free Shops: Ten in number, at Delhi, Bombay, Calcutta, Madras and Trivandrum 
Auports, 

Entertainment: Son-et-lumiere at Srinagar, Ahmedabad, Delhi. Also cultural festivals, 

Conferences 

Management Consultancy: in Collaboration with State Governments, etc. 

On each of these activities the Corporation generates information in the form of brochures, 
pamphlets and leaflets. Ir also uses visual incdia and produces video-cassettes on all the above 
activities. These can be procured from ITDC head quarter in New Delhi or even from the 
regional offices. . 
16.3.3 State Tourism Departments 

The State Tourism Departments and Statc Tourism Development Corporations have been set 
up by al l  the stare governrncnts and Ihe governments of Union Territories. Yet the level of 
tourism development in the StatesAJnion Territories has been uneven. Whereas the stares likc 



Kerala, Harylilia and Gujarat have made rapid advances, there are states like Uttx Praclesl~, Touri~lll I ~ l f ~ ~ ~ l l : ~ f i ~ ~ ~  

Bihar and Orissa wBerc tourism development has to be geared up. 

In the generation of information most states have emulated the Department o i  Tourism and 
ITDC. You may, thcrcfore, expect to get similar information, with focus on respective statcs, 
from thc tourism oftices of state governments. 

16.3.4 Air-India 

You will read about Air-India in greatcr detail in Unit 29, (Block-8 TS-2). We iutend to give 
you a brief description of Air-India's tourism promotion activities and the variety of 
information provided by them. 

Air-India has a tourism Division which works on a four-pronged strategy, viz. 

Tourism Promotion 

Congresses and Conventions 

Adventure Tourism, and 

Corporate Communications. 

The information on the above is publishcd in brochures and directories aimed at promolmg 
inbound traffic to India. It facilitates the tourist/traveller by making his visit value-oriented and 
pleasant. Air-India also undertakes research and analysis of traffic from tourism-generating 
markets and publishes profile of tourist markets and their trends. 

16.3.5 Railways 

Railways are the latest entrants UI tourism promotion activities. They have plans to develop 
tourism through the network of railway communications and appended facilities such as 
rest-houses/hotels, restaurants and waiting-rooms. 

The main activities of the railways include the following: 

Palace-on-Wheels: The conccpt envisages first class accommodation wit11 catering on 
wheels. Initially the railways had run one Palace-on-Wheels which consisted of renovated 
railway coaches used originally by the rulers of the princely states. It ran between Delhi and 
Udaipur via Jaipur & Jodhpur. Now the railways have built new broad-guage coaches and 
plan to run several Palaces-on-Wl~eels. 

Circular Tours: Tlie concept emanated principally from the traditional pilgrim routes 
touching important religious places in different parts of the country. Later the railways 
included many tourist places in the itineraries. 

Week-end Tours: In the latest activity o l  the railways such places of tourisdgeneral interest 
have sought to be connected by trains which can be visited and enjoyed in two days time. 
The package includes the cost of local transportation and boarding. 

0 s  etc. Details of these schemes along with reservation queries availability of seats, train thin;, 
can be had from thc nearest railway station or the headquarters of the railway ministry at Rail 
Bhawan, New Delhi. 

Check Your Progress 1 

1) What is the importance of information for a tourism professional? 
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2) What kind of information does the Department of Tourism, Govt. of India provide? 

3) Write anote on Palace on Wheels. 

16.4 SOURCES OF INFORMATION: PRIVATE 
AGENCIES 

Private agencies have, over the years, acquired a greater shaie in tourism development and 
promotion in the country. We discuss them below: 

16.4.1 Tour Operators 

Tour operators are intended at basically packaging or managing a tour. The promotional ; 
activities were, in the beginning, ancillary in nature. However, of late, the tour operators have 
become promoters and managers together. In the process of operating a tour they generate 
information which would help and benefit their clients. The main categories of such 
information are given below: 

. Tourist Attractions: The Tour operators like the Department of Tourism and State 
Tourism Department issue brochures on main tourist attracl,.m in India. However, each 
one of them confines to the area or interest on which he is doing business. The popularity of 
the Golden Triangle @elhi- Agra-Jaipur) is the direct result of (his kind of promotion. 

Boarding and Lodging: Accommodr\tion and catering in the next main concern. You will, 
therefore, find an equally large number of bookshrochures, serving the purpose of a hotel 
and restaurant guide, floodillg the book mart. The FHRAI publishes every year the Hotel 
and Restaurant Guide of India. This is the most informauve source in Ule area. 

Shopping: Tour operators also promote the crafts of India in a big way. You will thus find 
a large number of books describing the craft traditions of India. Additionally you may also 
come across guides describing the CentralJState Govt. Empona as chc shops for the craft 
goods of India. 

16.4.2 Hotel Industry 

There are many hotels in the country which sell , (ickage tours to both the domestic as well as 
international tourists. The information generlted thus includes the following details of the 
area: 

historical attractions, 

craft attractions, 

exotica, 

cuisine, 

room tariffs and services available, etc. 



In many cases the information is just a duplication of the one available in the brochures issued TOmrhmlnfonnati~ 

by the Department of Tourism or by tour operators. but sometimes you may come across a 
new and genuine piece of information. We, therefore, advice that for your area, try to scan 
through the i n f d o n  available from the hotel industry and keep safely the new, valuable 
information. 

16.5 SOURCES OF INFORMATION: MEDIA 

As a source of information the printloper media generally serves the purpose of addendum. 
The main categories of print media information have been discussed below. 

16.5.1 Newspapers, Magazines and Advertisements 

The newspapers and magazines have today started publisbmg tourism related information m a 
big way. In almost all the national dailies important magazines and in the regional language 
newspapers there is periodic reporting of special supplements on tourism (See Unit 23). They 
contain information on the general and specific destinations under the following heads: 

bisfory 

g w m h y  and topography 

craft traditions 

accessibility and accommodation 

cuisine and catering, etc. 

Most of kese write ups are today done by reputed travellers/tourism experts and should 
therefore be p r e ~ e ~ e d  by you. Advertisements are an important source of information in 
tourism. They tell you about tariffs, off season discounts, tour packages, types of 
accommodation, view resorts, airline schedules and fares, etc. 

16.5.2 Special~zed Publications 

With the promotion of tourism as an important industry there have begun appearing specialised 
monographs on various aspects of tourism. These can be categorised as under: 

a Travel and Tourism Definitions 

Tourism Management 

Tourism Guiding 

Cultwe Tourism 

Wildlife Tourism 

Island and Beach Tourism 

Desert Safaris 

Hill Resorts 

Adventure Tourism etc. 

Some of these publications are a hotch-potch of information gathered from random sources. 
They should be discarded. But tiie other books are a good source of information, as is evident 
from the categories mentioned above, on specialised themes pertaining to the tourism studies. 
You must select, from among several tittles, the books you find as easy and intelligible reading. 
This will update your knowledge and help you in evolving new skills pertaining to your 
profession. 

I 16.5.3 Non-Print Media 

Today TV serials, sponsored programmes, films, commercials, documentaries, promotional 
films etc are important sources of information in tourism. With the belp of video films one can 
show the tourists the type of services available or one can have a look at the quality and size of 
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rooms in a hotel before packaging them in the tour and so on. In fact non-print media is fast 
picking up. 

Storing of Information 

An important aspect here is that how do you store t l~e information that you have collected from 
various sources. Maintaining files of clippings thematically is one method and the tiles can be 
numbered and catalogued. The other method is keylng in the computer if you have one. The 
information thus stored should be available for ready reference. 

Check Your Progress 2 

1) What kind of tourism related information the tour.operators provide? 

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

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

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

2) What is the role of newspapers and magazlles in disseminating tourism information? 

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

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

3) Write 50 words on non-print media as a source of tourism information. 

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

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

16.6 LET US SUM UP 

You have noticed how information becomes a crucial ingredient of success in your 
tradelprofession. The sources discussed by us only serves a model. You may initially select 
x ~ d  acquire 21 few of these relevant to your interest. Rut we strongly advice that you must not 
remain corltellt wlth this mformation for ever. A corlti~luous upgradation of knowledge is the 
key to success, more so in your profession. 

16.7 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1) A tourism professional will be able to plan, manage and promote a tour better with the help 
of tourism related information. See Sec. 16.2. 

2) Mainly six kinds of information are provided. For details See Sub-sec. 16.3.1. 

3) See Sub-sec. 16.3.5. 



Check Your Progress 2 

1) They provide information on tourist attractions of particularly placeslregions, tlie boarding, 
lodging and shopping facilities there. For details see Sub-sec. 16.4.1. 

2) Being on Large circulation, tourism related articles get a wide readership. See Sub-sec. 
16.5.1. 

I 3) See Sub-sec. 16.5.3. 

SOME USEFUL BOOKS FOR THIS BLOCK 

Dondd Lundberg, Tourist Business, New York. 1990. 

David, W. Howell, Passport, Ohio, 1989. 

Kathleen Lingle Pond, The Professional Guide, New York, 1993. 
L 

1 Susan Webster, Group Travel Operating Procedures, New York, 1993. 

I Virendra Kaul, Tourism and the Economy, New Delhi, 1994. 

I 

I ACTIVITIES FOR THIS BLOCK 

I Note: Discuss the activities with your counsellor at the study centre. 
I 
I 

Prepare a package tour for a group of 10 persons from your city to Andamans. 

Learn how to read an airline time table. 

Suppose you are an Excursion Agent. The tour operator has demanded the following services: 

1) Receiving a grouppf 20 persons at the railway station and taking them to them hotel. 

2) Arranging a local guide for two days. 

3) Inner-city tour lor two days on at1 AC Coach. 

4) Transportation from hotel to Railway Station. 
I 

What stcps vill  you takc to Lurartge lllese s,rvices and see U!at tl~ey are going slnooth? 

On Lhe basis of Activity 3. write a letter to Ihe Tour Opcril.or conl~rmirtg the st:rviccb. asking 
for d a m  and quoting your tariff. 

( Activity 5 I 
Prepare an itinerary for a tour of your city. 

Pay a visit to a tourist attraction site in your area. Seek infonnation about its history, special 
features etc. Now take your friends or relations there and act as their guide. 
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and 

Collect dl adds in newspapers for 15 days that deal with hotels, airlines and tour packages. File 
them thematically. 

Pay a visit to the nearest tourism office and collect brochures. How would you use them in 
making itineraries? 

Buy from a bookshop the Hotel and Restaurant Guide India, 1994. Learn how to use i t  

Meet some of your friends and relations who have travelled as tourists. Seek information from 
them about the destinations visited, modes of travel, accommodation, entertainment and 
shopping. How will you use this information if you are a tour operator? 



TS-1: Block 4 

Subject: Updated data for "TS 1: Understanding Tourism'' 

.Dear Students, 

Elements of tourism markets are dynamic in nature and are subject to great fluctuation 
corresponding to changes in related market forces. This is an industry where statistics and 
figures keep changing almost on a daily basis and as tourism professionals we need to 
keep ourselves abreast of these changes. 

The course book TS Series was prepared a few years back and many of the data are now 
a little outdated. To properly understand tourism markets, we need up-to-date information 
and while it is not possible to update the entire course without totally restructuring it, we 
provide you with some latest data available. For easy reference, sections/pages in which 
the new data are to be incorporated are also mentioned. 

Hope you will go through it. 

Prof. Kapil Kumar 
(Programme Coordinator) 



7.7 World Tourism Arrivals and Receipts 

Table: International Tourist Arrivals and Tourism Receipts Worldwide and by Regions 
2005-2007* 

I Region Arrivals (in million) I Receipts (in billion US $) 1 

Americas IF---:; -- 136.8 
142.5 144.7 154.1 1 171.1 1 Asia and Pacific 134.5 156.5 -1 188.9 

167.0 I 184.2 
438.3 

India 

1.2 1.3 

* Provisional 
Source: World Tourism Organization (Barometer June 2007 and October 2008) 

7.8 Tourism Statistics in lndia 

7.8.1 International Tourist Arrivals 
Given below are the figures of international tourist arrivals in lndia througli the years. It 
has been a long journey of slow steady progress, from a little under 17000 arrivals way 
back in 1951 to welcoming the first million in 1980 and eventually the fourth million in 
2006. Provisional figures for 2007 shows an estimated 5 ~nillio~i intcrn,~~io!l:!l toir~ists iri 
the country. 

Table: International . Tourist .................. A~-r.ivals to India 
i- - T ~ ~ - -  I 

I i- - . -  ~ Arrivals ?----I 
i Ycar 1 1 Number I 0/. 1 

i Changc ? ........ {.-. . ... ............. ->-.-...-! 

168243 ! 1 . .  i I 



Source: Bureau of Immigration 

7.8.2 Duration of Stay 
The average length of stay of international tourist in India as per the International 
Passenger Survey in the year 2003 is about 16 days. 

(million) 1 previous year I 

7.8.3 Indian going Abroad 
Table: Indian Nationals going Abroad (in millions) 1996-2007 

L 

Source: Bureau of Immigration, ~ o v e r n i e n t  of India 

Number of 
Outbound Visits 

7.8.4 Domestic Tourist Statistics 

O h  Change 
over the 

Table: Estimated Domestic Tourist Visits During 1996-2007" 

Tourist Visits over the previous 



Tourist Visits over the previous 
(in million) 

Table: To] 10 StatesIUTs of India in Domestic Tourist Visits in 2007 

West Ben a1 

Guiarat 2.6 

Rank 

1 
2 
3 
4 
5 
6 
7 

Total of top 10 
Others 
Total 100.0 

* Provisional 
(Source: "Tourist Statistics 2007", Market Research Division, Ministry of Tourism, Govt. 
of India) 

Domestic Tourist Visits * 

Tamil Nadu 
Karnataka 
Rajasthan 
Uttarakhand 
Maharashtra 

State 

Andhra Pradesh 
Uttar Pradesh 

13.5 
7 

7.2 
4.9 
3.8 
3.7 

Percentage 
Share 

24.3 
22.1 



UNIT 1'7 INDIA'S BIODIVERSITY= 
LANDSCAPE, ENVIRONMENT 
AND ECOLOGY 

Structure 

17.0 Objectives 
17.1 Introduction 
17.2 Geography of India 

17.2 1 Physical F-es 
17.2.2 Topography and Drainage 

17.3 Ecology of India 
17.3.1 Forest Wealth 
17.3.2 Floral Plants 
17.3.3 Fauna 

17.4 Environmental Concerns 
17.4.1 Loss of Environmental Wealth 
17.4.2 Nature Conservation 
17.4.3 Wildlife Prese~ation 

17.5 Let Us Sum Uv 
17.6 Keywords 
17.7 Answers to Check Your Progress Exercises 

17.0 OBJECTIVES 

As a tourism professional you have often wondered at the variety and range of queries put ta 
you by an itinerant tourist regarding the landscape, ecology or environment of this country. It 
is true that several of you have either tried to avert such enquiries or escaped by providing 
replies which even you knew were not going to satisfy the tourist fully. In this Unit we have 
decided to give you information on these aspects in such manner that your needs are more than 
ever met and you also have leads to relevant material if such enquiries further deepen. Thus, in 
this Unit you will fmd details on the following: 

geographical features, 

ecological variety, and 

environmental concerns in India. 

Subjects like the landscape, ecology and environment have been grouped under the common 
nomenclature of biodiversity. 

17.1 INTRODUCTION 

, India'is one of the greatest civilizations of the world, the continuity of which is traceable back 
to thousands of years. A decisive factor in shaping India's culture and history has been its 
geography and ecology. Beginning from the snow-clad peaks of Himalaya in the nortb to the 
sea encased southern peninsula, India is a veritable mosaic of landscapes and environment. 
With a variety of climatic conditions and therefore a wealth of flora and fauna, it becomes a 
place of natural choice for tourists from abroad as well as for domestic tourists desirous of 
experiencing other regional cultures. But to market this vast repertoire of natural wealth, you 
must, as a tourism professional, acquaint and equip yourself thoroughly with the fact sheet of 
India's biodiversity. In the following sections we have compiled and discussed information on 
biodiversity which we hope will be extremely useful to you. 

17.2 GEOGRAPHY OF INDIA 

In this Section we talk about the geographical features of India. The thrust is on the 
requirements of a tourism professional. 



173 ECOLOGY OF INDIA I n d i a ' s t m W m d Q z ~  
EZIpimnncntrudEcolog 

Eco10gy of India is of vital cancem to the tourism prokdoual. Far example a tomist 
guidelesmtmay be asked which plant is thiis? What animals are found heae70r wbich flowers 
grow m tbis season? It is therefore q w t a n t  that you know the details of India's ecological 
wealth. In the following sub-sections we have described for you the main features of India's 
flora and fauna. However, you will have to l i d  out yourself specific features of the tegion you . 
stay in. 

Farests have grown where good weatbering and leaching of soil  has t a b  p W  doe to rain. 
These vafp6&m extremely arid xeaophyh to eveagreen memphytic biological fsnns, rich in 
biogenetlc d i v w  of specik and density. Over 45,000 plants including 15,000 flowering 
plants have been ideptifki m India. Of these, about 5,000 are endemic b India The conifer 
forests of tlr, spruce, kail, deodar, Pnd cBIr pine am in the Himalaya. The hdloc (Tenniffalia 
myriocarpa, Dipterncarpus macrocarpus and Hopea) are tall broadleaf trees exceeding 50 m 
in height, in the rain forests. The deciduous sal (Shorea robusta) and teak (Tectom gmndis) 
grow gregariously m monsocm forests. The fowea in northenr India and the lattm m sontbesn 
India, the Namada being the divide-line of tbe two species. Each one of the two species 
displays its own pattern of distribution. Massive E m ~ ~ c a t i o n  of tendn (Dio~pyms 
mlanoxylon), mahuwa (Madhuca indica), aonla (Emblica oficinalis), hama (Temimlia 
chebula), bhera (2'. belarica), be1 (Aegfe marmelos), ber (Zizyphus jujuba), pipal (Ficus 
religwsa), bar (F. bangalensis) and galar (F. glomarata) add food for the wiid animals. 
Tendn leaf is the indigenous cigrtrette paper wrapping local tobacco for biri malting and 
mahuwa flower, rich in sugar, is the base for brewing local liquor. Both species have mudl 
economic value at the provincial or local levels. 

-- I 
!i  Raw wood (Terminaria &,folia) and Chandan (Santalum album) with the aromatic heart 

wood tree, gmv in deciduoos forests. Seml (Bombax Ceiba) is the hdia silk cotton eree, 
dhak (Butea monospenna) the flame of the forests, kachnar (Bauhinia variegata), amdtas Isemid 

(Cassia fistula), the India laburnum and Jd (Lagerstroemia Flos Reginae and Eri thrh  
I inifica) zae m e  of the colouaCul flowering trees which grow over a wide tract of the country. 
I ?bey hardly have smell but s m  nectar. The r d  (Acacia leucopheoea), morsali (Mimusops 

elengi), kadamb (Anrhocephalus Ka&mba) and blam ( M y t r i g y ~  pantifbia&the 
legendary tree of Ki$ma-bear macroscopic inconspicuous flowers on a gob- head but Wir 

r fmgmce is mild and pervasively pleasant Bamringar's (Nyctenthes arbonristis) sudden I ' 

I puff of scent holds a passer-by in sucprise. The kair (Capparis decidua) in the hot de8gt and 
rhododendrons ( R h o a t o m  bdgsoeil) in the temperate high Himalayas are flowering I I  
shrubs of bright red flowers. 

173.2 Floral Plants I 
Lilies and lobs cover all fksh watM swamps. Some lilies such as kamodW (~ypkeoides, 1 
cristata, N. nouchali & N. pubescens) flower at night andclose during the day while others like 
lotos (Nelwnbiwn) prefex to brave the bright August sun. But of parallel beauty is tbe bright 
rich pink lotus of the w m  wits of the south. A lotw-like flower on an eve- t ~ e e  is 
champa (Magnolia gn'mhii). Tbem is no extravagance in h. If the flower is brightly I coloured it has lots of nectar bat no scent. On the other side those which do not have thegift 
of splashing colom have sweet smell to attract. Tbeir pollens are the food for the pcdlmw. 

The other variety is that of creepeas. Creepeas altapt to reach the top without the strength to 
do so. The Bauhinia vahlii is an example of sucb a g h t  effort. I@ leaf is large mi bibbed 
and reaching the top shades the suppart tree to death. The woody c- demoamares 
n&ture's brute law of competifion. h summer, pendauts of flower hang from the bnmches. It 
bas wide distribution throughout the monsoon forests. Ehtada sendens is a mile long 
creeper4e longest in the worlb-and is found in rain forests. Bamboos, including the giant 
barnboa (Banbusa tulda) m aIl grasses. Tbe cammon bamboo (Dendmalamus sfrictus & 
Bambusa arindinacia) occur in pmre bamboo glades ar mixed with other species as well as the 
under-storey of sal and teak f w .  Gfii (Cakznrus tenuis) is another killer ehbeir but most 
drezldful is Mikania micranth9, a weed, wiiiich spada  on the ground as well as on trees to 
ahadnw all n l m n t o  tn h e h  



the mefald greens of the shaded watm. Green pigeons, golden orioles, bnlbuls, laughing India's biodiversiry: LsMlseape, 

thrush, Mslabar w b t h g  thrush ( M ' p h o ~ t t u s  horsfoekfii), shamas, babblers, warblers, bp'-entdEeolo@ 

robins and larks are our sang birds which delight by their dodioosly soothing notes. The 
favourite talking birds are the hill myna (Gmula rek'gwsa), large Ahmder  parakeet 
(Psittaculu euparria) and blossom headed parakeet& (P.cya~0cephala). 'Ihe u t h  are the 
noisy ones, rightly caUed brain fever birds dne to their Jumb calls. The %a1 (Eudy~uu)ays 
scolopaces) has a compamively milder melody. 

- ?. . .. . - . . . ~  The peacock (Pavo M.it&s) is a legenday bird of Indian mythology and now a national bird .; ,-., -z .,. - .'L.<.L .- 
It has no pmaUeJ in the design of its colourful tail featha called train, consisring of moons and - . <.. . . .  ...- 

. . .. 
, - crescents and metalk blue neck. It is too unnmon in Western India due to religious protection .. . Y  - 

. . .  ._ . -- . ?.. . -.. - - 
,.- given to these birds. The Great Indian Bustard (Choriotis nigriceps), a grasslamd bird, is a . - ~. :..=<- . . > .  

miniature Ostrich. The houbara bustard (Ckhnydotis undu1ata)- talked m connection with - .  

&ah falconers - is a miniature of the former. The tinid of the bustard groups are the Ben@ . . 
- . . . . ' L . -  

f l o h n  (Eupodotis bengalenris) and lesser florican (Sypheotides Mica). All, except the 
h b a r a  which is a winter visitor m the Western India, are our resident bids. The tallest flight 
; bird of India is the wras crane (Grus antingone), conspicuously seen breeding in the north I- Indian plains during themonsoon. The rare black neck cranes (G. nigricollis) nest m Ladalrh. 

' -Common cranes (G. Grus) Demoiselle cranes (hhropoides virgo) and Siberian Cranes 
(Gnu Zeucogeranus) migrate to India in winter. The fmt two arrive in hundreds and thousands 
m the western India and the third only m a small number at Bharatpur, in Rajasthan. The black 
neck stork is the most colourful among the six stocks of India 

Birds of prey are represented by hawks, eagles, vultures and falcow. m e  largest raptar is the : 
tawny h g l e  (Aquila ropax) with a wing spread of over two m e m .  Hawk eagle (Hieraaetw 
pennatus), Bonelli's eagle (Heiraaetus faciatus), crested serpent eagle (Spilomis chela),  
lagger falcon (Falco jugger), lnnrsh harrier (Circus aeruginosus), Shikra (Accipiter badius) 
and shahin (Falco peregrinus peregrinator) are considered as the tigers of the desert sky. -5 

. --+ - , I Owls include collard s o p s  oyl (Ow b& m e w ) ,  forest eagle owl (Bubo nipaknsis). - 
, .  . - 

and forest spotted owlet ( A t h y  blewitti). Those who enjoy scoring flights are the vulmcs, :, y r 1 particularly Indian white back vulture (Gyps begoalensis). 

I , Mammals: India has the unique distinction of havmg as many as 372 species of mammals 
distributed over a wide variety of habitat typ%, varying from luxurious tropical rain f m t s  to 
the hot Thar desert of Rajasthan and arctic cold deserts of Ladakh. They represent all the major ,. 
orden of mammals of the world, including prime predators. Of these tigers ( P m h r a  tigris) '. - 
and common leopard (Panthers pardus), are well distributed in the country while snow . .  . . . * - -, - *.. 
leopards (Panthera uncia) are d m e d  to the higher Himalayas. Another variety - the . - 

-. ~ &f&&. , -. 
; fl. . 3 . 

clouded leopard (Neo$lis nebulosa) is actually not a member of the Panthera genus. It is ; . 
. _ _ , ~  .,, 

. found only m north-btern India where it leads an arboreal life as a nocturnal predator. The .'I 

lion (Pantkra Cwn) is highly localized in the Gif. forests of north western India. The htmting = 
cheetah (Acinonyxjubmus) is also hid to have existed in India though there is no record of'this . .--'..;1. -. . .. 
prior to the Mughal rule. Presently it is extinct in India There are eight species of cats. These :. .- ' 

- . -- ,F: 3.-::.. ..., .:: s 
. . .. . 

include: . . , . '  .. \ .  . . ..>*c-. -. ? '.&-:.. <. ..-' .. . 
1' ' 

.:.- -' * c. 

Iyns (Felis lynx), 

caracal (Felia caracal), 

desert cat (Felis Libyca), 

jungle cat (Felis chaw), 

I f~hing cat (Felis viverrina), 
I leopard cat (Felis bengaknsis), 

palla's cat (Felis mutal) and the most beautiful 

marbled &t (Fells marmorar) 

-._- . 
All of them are endangered species. ?here also exist dveteof the following vadetks. . . . 

bear kt bhrtnrang, (Arcticiis binfmng), 

marbled polecat, (Voremeln peregusma), 
Chinese fewet badger (Melogale mowhata), 

Pt Burmese femat bdgeer (Melogakpersonnta). 



2) Name the lilies that flower at night and in the day time. 

3) Name three game birds: 

17.4 ENVIRONMENTAL CONCERNS .- 

By now you have become thoroughly acquainted with India's natural wealth in the form of 
flora and fauna. It is, therefore, time that you concern yourself with threats of extinction to this 
enonnous environmental wealth of Inba. 

17.4.1 Loss of Environmental Wealth 

India's rich assemblage of animals is unique and this account of the wide spectrum of wild 
species and their numbers may give the impression that India is still a Kiplingesque wild 
p;uadise. I t  once certainly was, centuries ago, when man was not present or present only as a 
part of nature. But this bounty and beauty of nature could not remain a secret for long. Soon, 
invasion, plunder, loot and vandalism became the order of the day. The foresk and wild 
~munals languished in neglect. If there was any concern, it was for planned massacre of wild 
life by emperors and their retinues, in the name of shigr. To cite an illustration, the victim of 
Akbu's annual hunt.$ exceeded 50,000 animals and birds. Fortunately slow communication 
and difficult and harsh climale served to localize the loss which was always recouped by the 
spillover from the adjoining vast jungles of the country. 

The worst destruction of Ind~a's wildlife took place under the rule of the East India Company. 
Its servants had the time of their lives hunting tigers and leopards, slaughtering them in 
hundreds. So casual had they become a b u t  this that they often even did not care to keep a 
count of what they so wantonly killed. Wild animals, including tigers, were notlfied as vermin 
and bounty was given for producing a tail or a head. Even the snow leopards continued to be 
descr~bed as 'vermin' till the late nineteen sixties. 

The independent India too the management was ad hoc or, at the most, based on erroneous 
empirical observations. The story of the skin trade was even more grim. The traders did not 
care how the wild animal's fur, skin or feathers came to them, nor were the managers bothered 
about what was happening to the resources. The common expression for the number of the 
wild population was "in plenty". With habitats destroyed, venison in the opeiimarket and skins 
available in bales for the fur trade, great wealth was being squruldered. Our 38,000 tigers of 
1938 were reduced to less than 2,000 in 1972 and 42 species came on to the threatened or 
endangered list. 

The destruction of India's forests like its wildlife, began under the rule of the East India 
Company, about 250 years ago. Extraction of timber for ship-building and railroad sleepers in 
the United Kingdom as well as in India by the British companies was the principal cause. For 
rnecting the needs of two World Wars, they justified excessive felling of the forests, as "war 
I'i.llings". Killing of tigers in hundreds became a casual affau. But the worst was yet to come. 
-- it was the time of our transition from a colony tr, an independent country. The period of 
transfer of power proved to be ecologically disastrous. Even the planned felling of forests, 
though claimed to silviculturally authentic, was undertaken without any understanding of the 
function of the forest ecosystems. Our so-called scientific forestry, baqed on mathematical 
fornohe and contractor or industry-oriented perspectives, only destroyed the forests more 
sy sternatically. 

India's biodiversity: ],and ;cape, 
E~n\imnnrent and Ecology 



che& Your Progress 3 I 
1) How much of land area in India was under forest mef and how much mare was needed 

for self-sufficiency in forest resources in 1952? 

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

2) Name three wildlife preserves in India declared as World Natural Heritage Sites: 

3) How many National Parks and Sanctuaries are there in India today? 

India's biodiversity: Lands-, 
Enttmnment and Eoology 

17.5 .LET US SUM UP 

India is agreat landmass that is covered on three sides, like a peninsula, by the Sea. It has three 
main geographical regions - the H i i y a s ,  the Indo-Gangetic plain, and the peninsula 
India's river system comprises the Himalayan rivers, the Deccan rivers and the rivers of the 
inland drainage basin. It has wealth of flora & fauna. Forest trees, floral plants, and shrubs of 
many varieties grow in different topographical zones. India's animal wealth comprises the 
elephant, the last remaining lions outside Africa, tigers, rhinoceros, leopards, and several 
smaller cat species. A wide range of snakes, lizards and crocodiles comprise the main reptile 
population. Most of this fauna is protected under the Wild Life Protection Act. 

17.6 KEYWORDS 
Aquatic 
Biogenetic 
Birds of prey 
Creepers 
Endemic 
Ephemerals 
Estuary 
Gond wana 
Insectivores 
Leaching 
Local depressions 
Mammal 
Mesophytes 
Predator 
Primate 
Reptiles 
Rodent 
Swamp 
Xerophytes 

relating to water 
idea that living things take birth from living things 
birds that live on catching other smaller birds 
plants that grow on some other support 
Something that is found among specific categories only 
lasting only a day 
tidal mouth of large river 
the peninsular region of India 
those who feed on insects 
pass through some material 
low grounds 
class of animals that breast feed their siblings 
plants that need moderate amount of moisture for growth 
animals that live by eating other animals. 
highest order of mammals 
class of animals including snakes, l i d s ,  crocodiles etc. 
animals like rats, squirrels etc. 
piece of wet spongy ground 
plants that can grow in deserts 
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18.0 OBJECTIVES 

After reading this Unit you will be able lo: 

appreciate the role of climate in tourism, 

know the relationship betyeen climate, destination and tourism, 

understand the concept of seasonality in relation to tourism, 

know about the measurement of seasonality, 

lcam about the impact of seasons on h e  destination and its marketing, 

know the impact of seasonality on employment, and 

lean about destinations. 

18.1 INTRODUCTION 

Very often you hear, "Oh! its tourist season". What does it mean? Well, there are tourists all 
around the place and accordingly go the activities and services. You may have heard a hotelier 
say, "this was a bad season.". Here he is not talking about the climate but in terms of his 
business which did not yield hiin the expected protits during that particuku period. In this Unit 

I an attcmpt has been made to farniliarise a learner in tourism with matters related to seasonality 
and dcstinations. The Unit starts with a discussion on climate and weather conditions and how 
they affect the movement of people from the place of origin to destination. It further discusses 
different types of seasonality, its measurement and impact on destinations. Certain 
characteristics of destinations have also been listed. Such information equips a tourism 
professional with Ule knowledge to cater to his clients or generate awareness. 

18.2 SEASONS AND CLIMATE 

Seasonally a year can be divided into four main periods, recognised in the northern hemisphere 
as: 

Spring (21 March to 20 June) 

Summer (21 June to 22 September) 

Autumn (23 September to 21 December) 

Winter (22 December to 20 March) 



millions of inteinational and domestic tourists visit these hill resorts every year dupng hot seasonaiity and De~blnaf~ans 
weatha season. In fact it is an escape from unpleasant weather at home. Some of them have 
also become popular for winter sports activities during cold weather seasons. 

India also has a coastline of about 570d kms providing a cmparatively cool cliirnate during 
smmq and warmth during wmter. Beach tourism is thus becoming popular inteaIndia with the 
development of some of the internationally known beaches like Goa, Kovalam, 
Mamallapuram, Puri, Konark, Gopalpur-on-Sea, etc. The climatic differences between 
different regions have thos helped India to develop beach and hill tourism. 

The tourist movement in the whole of the world is, mfact,. influenced by climatic seasons. 
Tourist looks for beam weathex conditions. Hence, gem the Tourism pomt of view the hot 
season is the peak season at hill stations. Millions of tourists flock to Medibmmean beaches 
in Europe and west coast beaches in United Srates during s m .  During winter, the tourists 
travel to warmer regions including India. Relatively few inmnafional tourists visit India 
during summer months as compared to winter season. 

Tbe peak tourist season is from October to March with the largest arrivals during the month of - - -  
December. The lean tourist season is firrrm Agril to June with the lowest arrivals during the 

- .  
I "  _ . . 
c. ' 5. 

month of May. -,_, < ,  - . - 
L'..' ' ' 

The diversity of climates in India with its s k d  untrasts is also a ktiv&&'for the - I ;:+- ; 

. ' ,  . H _ -  
movement of domestic burists from one part of the country to anothq. W e  Assam in the : $.A - - ,  

. % 
- . -  east presents extreme dampness, Rajasthan in the west presents e x m e  dryness. Similarly, 

Punjab in the north has continental climate with alternating fierce summw heat and wmter cold, I 

while Kerala in the south has a tropical maritime climate with almost invarying w m f h  and 
uniformly moist air. These contrasts in climate b e e n  diffebent regions drive millions of -,y2& = -  . . -. - people across the country in different seasons. "l'here is nonnally a heavy rush of tourists from - - - -. north to south during hot weather season and frcnn soul3 to north during north east monsoon. .- - - .  - . 

MOVEMENT OF PEOPLE 

Pleasant Weather 

. .  . 

. , 

18.4 FESTIVAL SEASON 

The different regions of the cormtry do have specific q s  and periods of cul tivation deqencbg ' 
on their climatic seasons. 'Ibe period ofplenty after the harvest m every agrieultmd season is 
therefore, the time for rejoicing and celebrations. A oumber of fairs and festivals have thus 
come into being as a part of Indianmial life. Tbe Pongal Fcstival in Tamil Nadu, Paush Mela 
at Shantiniketan, the Emimd of Noagknm h Meghkya and Onam Festiral in Kerala are a 
few such festivals. $e:vera! athet festivals afhictosic and religious -caw are also being 
ce1ebrabdm~psrtof&emuntry. ZnWtbeIndian&darisdottedwithhundreds - 
of fairs and festivals which are celebmted with devotion and @tual fqyour. Tbe s!uxr, 

,d 



each month or for each quarter. In case the time series is available for each month for a period 
of ten years the monthly index for any month is estimated by using the following formula. 

Average value for the month "m" Im = x 100 
Overall aver.age value per month 

- - Total of the values for the month/ 10 
Total of the values for all the months / 12 x 10 

x 100 

- - Total of the values for the month x 1200 
Total of the values for all the months 

It has already been mentioned that the foreign tourist anivals in India are highly seasonal. It can be 
quantified by calculating monthly indices of tourist arrivals as per the calculations given below: 

FOREIGN TOURIST ARRIVALS IN INDIA 
(Including the nations of Pakistan & Bangladesh) 

Month January February March April May .Tune July 
Year 

1989 155633 142279 155497 114046 104237 120188 148884 

1990 177984 154758 149653 122986 107989 110033 143973 

1991 144173 114567 130178 113862 109988 114658 149215 

1992 177475 167268 148559 134895 123446 124386 160971 

Total 1 a3326 1490946 1565503 1333637 1144791 1227229 1526064 

(tl) (t2) (0) (W (t7) 
Indices 110 100 105 90 77 83 1 03 

FOREIGN TOURIST ARRIVALS IN INDIA 
(Including the nations of Pakistan & Bangladesh) 

Month August Sept. October November December Total 
Year 

1991 141830 122693 158942 174304 203098 1677508 

- 1992 153529 139746 174622 189573 173182 1867651 

Total 1441410 1290778 163297 1681004 1862316 17839921 

(t8) (t9) (t10) (tll) (t12) 0 
Indices 97 87 110 113 125 

Seasonality and Destinations 

where Index for its month = (TW X 12 X 100 



2) What @svmloading? SPssoeality and DestbtIolp 

3) Discuss the link between seasonality and employment potential at a destination. 1 

Destinations and attractions also cover a vast area. They m u r a g e  linear tourism which is 
popular with motorists and coach tours, such as the number of attractions that can be covered 
between Delhi and Jaipur or Bangalore and Ooty. Tourists can make stopovers as they like and 
for as long as they wish. I 

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

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

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

18.7 DESTINATION 
# 

In Unit 1 we discussed what adestination means in tourism. Here we will give you some more 
information related to destination. 

.Destinations can be naturally attractive like wild l i e  sanctuaries or they can be designed with 
man-made or artificial attractions like amusement or theme pa-, historical complexes or 
holiday villages. People and their customs and life style including fairs, festivals, music, 
dance, and omamentatioh can alsoalsobe staged as attractions. The Jaisahner qesert Festival is an 
exercise of this kind. Many destinations have been developed as 8 modal designs, around a 
central attraction or an activity complex, where supplementary attractions and facilities are in 
close geographical proximity. Such modal amactions can then form circuits that lilinkplaces of 
interest where tourists can make day trips and return to a particular ca lm or resort which 
provides the amenities and entertainment which tourists demand. Such modal destinations are 
ideal for pkkage tours which sell because they combine so many activities and cover an area 
extensively. a . 

More than the site or the event, the attraction of a destination lies in the image that the potential 
tourist bas of a particular place. For example, many tourists thinks of Indii as a single 
destination. For others, North India is the primary attraction because of Raj liter-. For 
some India is a land of Temples whilst for maiy its attraction lies in Mughal Forts and Palaces. 
Many reject India because it is strange and therefore fearsome and for many the poverty of 
Indii is a deterrent. In fact the image of a d e s W m  depends on a variety of facm like 
attitude of the host population, civic amenities, natural surroundings, accessibility, food etc. t 
The image is neither coustructed nor deconstructed over night It tends to build up over time. 
In many cases it ends up in stereotypes created by the media or the promoters of tourist related 
practices and services. For example, for a long time the image of India was that of a land of 
snake charmars and rope climbing fakirs. Gradually many realistic things are now being added 
to the image. 

No destination can become popular unless it is accessible and offers services and amenities that . 

the tourists demand. Essential services are accommodation an food, backed up by toea1 
transport, activities and entemhment, In some cases the amenium themselves become the 
awaction is the case with handis in Rajasthan. One reason for their attraction lies in the fact 
that they can be reached easily. Whilst the adventurer or exploller may enjoy the struggle to get 
there, the average tourist will not. - - - -  

Accessibility means regular, efficient and convenient transport at an affordable price. Private 
transpart requires good roads, service stations and wayside facilities. Howevea a Bestination 
cao become too accessible and therefore overcrowded like Mussorie, Shimla & Wital .  Tbe 



18.9 KEY WORDS 
Amenities : Facilities 
Antidote : Medicine against a diseases 
Climate : Average weather condition prevailing in an area over successive yaws 

Debris : Heap of rejected afticles 

Destination : Place to be visited 
Dormitory : Sleeping room with several beds 

b - 3 '  
Encapsulate 
Fluctuation 
Haphazard 
Infrastructure 
Lean Period 
Linear 
Modal 
Optimum 
Oscillation 
Poachery 
Proximity 
Quantity 
Remote 
Stereotype 
Threshold 

:. Excessive happiness 
: Confine within a small place 

: Frequent changes in the quantity 

: Casual 
: Permanent installation of basic nature 
: Off-seasontime . . 
: In the form of line , . : i+ 

4 : Denotingmanner 

: Maximum T 
: Periodic to & fro movement 
: Illegal killing of wild-life 

: Nearness 
: To be able to measure - - 

: Not easily reached 
: Of the same type 
: Minimum point below which the object becomes unidentifiable . 

1 

Seasonality And DetlosUonr 

18.10 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1) Mention bow climate dekides the destination of a tourist place e.g. hill station in summers. 
See Sec. 18.3 

2) A period of festivals that serves as an amaction to a tourist to visibthe destination. See Sec. 
18.4 

3) Naturally, m order to escape f'rom the heat and dryness. 

Cheek Your Progress 2 

1) Base your answer on Sec 18.5 .- T 

2) Overloading in tourism language means meeting the excess demand through readjustments 
in the existing in&ismcture. e.g. converting a single bed room into a double bed one. See 
Sec. 18.6 

3) Base your answer on the last para of Sec. 18.6 

I Check Your Progress 3 1 
1) The quality of supplementary services like local mansport, enkrrainment efc. are linked to 

the image of a destination. Some times their better quality itself becomes an attraction. e.g. 
non-availability of local transport can keep the toorists away from a destination or a cycle 
rickshaw ride of Jaipur and Motor cycle Taxis in G6a have become an attraction for 
tourists. See Sec. 18.7. 

2: - ..- 



festival is POORAM celebrated at Trichur m Kerala where again the deity is taken out in a 
procession of caparisoned hered of elephants accompanied by therhyrbm of fast beating temple 
drums. 

Seaso~rirlity and Destitrations 

An important festival in the month of May is ID-UL-FI'R which is celebrated by Muslims all 
over India. It is a festival of prayers, family re-union and feasts to celebrate the end of Ramzan, 
the month of fasting. In RajLthan, URS is celebrated at the dargah of Ajmer to cornmeinorate 
the symbolic union of s&&t Khoja Momuddin Chisti with God. The I t l W o n a l  Flower 
Festival at Gangtok is another spectacular event of the month in which flora and fauna along 
with over 500 varieties of &ids are displayed 

As heat wave condition prevail in the plains of north India during the month of June, visitors 
move to Leh to enjoy HEMIS FESTIVAL whicb include mask-dances in the courtyard of 
Hernis Monastery. 

One of the most spectacular temple festivals of India is the RATH YATRA held at Puri during 
- June-July. The most impressive part of the festival is a chariot procession in which Lord 

, - Jagannath is taken out in an ancient and huge chariot of 14m high along with other chariots. 
All chariots are drawn entirely by thousands of devotees, displaying deep devotion and 
intensity of love for Lord Jagannath. 

ID-UL-ZUHA or BAKRlD is celebrated by Muslims all over India in the month of July. The 
festival commemorates the sacrifice of Ibrahim's son is obedience to a co&d of 
God. 

INDEPENDENCE DAY is celebrated throughout India on 15th August every year. Rat 
hoisting, bands by armed forces and cultural shows are the highlights of the celebrations. In 
Delhi, the Prime Minister hoist the national flag and receive salute at Red Fort. 

A major festival which is celebrated throughout India with a lot of enthusiasm during 
August-September is JANMASFITAM1 which commemorates the birth of Lord Krishna. The 
festivities include staging of Krishna Leela and offering prayers in temples. In Manipur 
'Ras-Leela' dances are staged Elaborate rituals are observed at Mathura and Brindavan where 
Lord Krishan is believed to have .spent his childhood and youth. 

The most exciting festival of the peri,cd is the harvest festival, ONAM, celebrated in Kerala 
The people of this tine State irrespective of their age, sex, caste and creed welcome their 
beloved king Mahabli back from his exile with clean and decorated houses, flower columns, 
music and dances. A special attraction of the festivities is the Nehru Boat Race held at 
Alleppey and Aranmula. 

- 
GANESH CHATURTHI is celebrated in Maharashrra, Tamil Nadu, Andhra Pradesh and 
Kamataka during September. The elephant headed God, Ganesh, is worshipped for 7 days and 
then the idols are taken out in spectacular processions with devotees chanting and dancing, to 
be immersed in the sea or lakes. 

The birtb anniversary of Mahatma Gandhi is celebrated on second October every year as 
GANDHI JAYANTI. Prayer meetings and social activities are organised throughout India on 
the day. Special functions are held at Rajghat in Delhi and at Sabarmati Ashram in 
Ahmedabad. 

A most mlourN festival celebrated in almost ail parts of India is DEEPAWALI. The houses 
are lighted witb lamps and sweets are exchanged. 

The year closes with CHRISTMAS which is celebrated on 25 December. Prayers ae 
organised at Churches and cakes distributed among people of all munities. 



It is because of such necessity that we also have for you in this Unit certain useful maps and Map and Chart Work 
charts. The Unit provides you with a perspective about maps and charts and it is for you to 
apply that in practice. 

19.2 MAPS AND CHARTS: RELEVANCE 

Maps help us understand the world around us, and with proper illustrations and interpretations, 
one can almost get an idea of the country or the place as if one has actually visited it. Maps are 
used by everyone at one time or the other. For example, vacationers use it to plan vacation 
trips, while businessmen use it to find the right place for selling their products. Defence forces 
use it for planning their defence strategies. There are specific maps in use for specific 
purposes. For example, a wall map may give us a general idea about a country or continent, 
while another map may bring to us the details of population distribution in different parts of the 
world. Similarly, climatic types, and vegetation growth are some of the other features about 
which we can get information from the maps. 

A inodern world map performs several significant functions: 

Firstly, it brings this vast, spatial world in comprehendible form, onto our table-tops. 

Secondly, it is an efficient device for storage of information. 

0 It also act? as a research tool permitting an understanding of distribution and relationship of 
geographic features, otherwise not clearly understood today. 

The map is a comm~mication media, without which, inodem developments in the world would 
hardly have taken place. 

The charts are geometrical designs used for illustrating a variety of themes in such manner that 
the relativity of their constituent components is clearly established. The charts are a very 
effective modem device used for multifarious purposes because of the economy of space they 
provide and the clarity with which the subject can be made intelligible even to a mixed 
non-specialist audience. In tourism charts can he utilised in m y  ways and for different 
purposes. By way of random illustration, we give below some of the themes which can be 
depicted in chart form: 

a) Rainfall and temperature variations at a place, month-wise. 

b) Distancc travelled, the cost involved in travel and the time taken, by a group of travellers. 

c) Share uf foreign tourists in the total traffic in a given period of a year. 

It is thest: very aspects that signify the relevance of mzips and charts in a course on tourism. 

HISTORY OF MAPS 

Viewed in its development through time, the map is an indicator of the changing thought of 
man, reflecting his cultural activity as well as his perception of the world in different periods. 
It is believed that like ant, cartography also pre-dales writing. Primitive men had learnt the use 
of maps ever since they moved about the earth, either to indicate hunting or gathering siws, or 
for purposes of &&ding or co~lquering territories. Among the different mediums and techniques 
used in the making of such maps were wooden boards, barks of trees, skin leather and fabric, 
metal, stone, and clay, marked with simple instruments and tools. A small fraction of these 
maps have survived, while others have been lost either because of the perishable nature of 
materials used or destroyed in wars, fires or due to such other causes. Perhaps, the oldest 
surviving map today belongs to about 2300 B.C. and is in the form of a clay tablet showing an 
estate. Egyptians made maps about 1300 B.C. showing the route from Nile Valley to the 
Nubion gold mines. The Greeks, who discovered that the earth is round, were perhaps thc first 
to design the projection of the earth, developing longitudes and latitudes. Then came the 
Romans, pioneered the use of road maps. 

The contribution of Ptolemy, an Egyptian scholar, to the science of geography, is considered 
most valuable. In h ~ s  book GEOGRAPHIA he included a world map, instructions for making 



called atlas. An atlas is a collection of m::yq, c '**be world, continents, and selected countries. \lap ;u~d Chart Work 

They generally answer questions about the world a whole, or of specific regions. 

Special Maps or Thematic Maps emphasize on particular aspects such as fainfall, population 
distribi~tion, climatic conditions or mines and industries distribution. Thematic maps can be 
further sub-divided under several headings. Some of the imporfa~t ones that may concern you 
have been described here briefly: 

i) Poiitical Maps - These maps give us information about political boundaries, the 
relative size of countries and arrangement etc. The depictions in such maps are generally 
in coiour making the ~dentification of political boundaries =ier. By way of an example 
you may fuve a look at the political map of India which shows political divisions of 
India, by using different colours. The main features in this map are: international and 
state boundaries, mail1 rivers, lakes, sea, capital cities, major industrial and commercial 
centres, and administrative boundaries and headquarters etc. 

Such a map can help you explain to a tourist the country where his destination is located, 
through how many countries he would be crossing or flying over. In fact, explaining 
destinations through a map is a lucid exercise and a lot depends on your ability to use the 
maps for such details. 

ii) Physical Maps - Physical Maps emphasize the elevation of land features on the earth's 
surface. Those arc generally obtained through shading of these features in different 
wlours. Often, darker colours indicate higher elevations while lighter indicates low 
elevations for rhe physical contours of land forms. Unlike this, however, for thc aqueous 
features they use light blue for shallow portions & deep blue for indicating deep waters. 
These maps give us information about the topography of the place i.e. diowing physical 
features like mountains, hills, main rivcrs, and heights of important peaks, etc. 

iii) Tourist Maps - Tourist Maps, obviously, are of great importance to you. These maps 
are published to show all types of information that a tourist needs regardrng destinations 
i.e., monumentq, religious places, hill stations, wild life sanctuaries, parks, and ocher 
p lam of tourist mtcrest. They also show important rivers, lakes and the location of 
significant towns. It should, however, be noted that all these features may be integrated 
in one single map or may be depicted on different maps. Today every country publishes 
.its lourist maps. This is done for the whole country as well as for local destinations. At 
a tourist information centre you may see, for example, the tourist map of U.P. as well as 
a map of Agra and its neighbourhcod. 

iv) Road Maps -In the manner of tourist maps, the road maps too are of great value to you. 
These show all the different kinds of roads and the state of each such road from the point 
of view of their motorability in fair as well as bad weather conditions. Along with this, 
they also show the distance between road segments between cities and towns, important 
tourist centre, & industrial points. Notings on these maps also indicate the location of 
highway petrol pumps, boardinghodging facilities along the roads and places of 
assistance e.g. police stations etc. With the help of such amap you can plan for a tourist 
travelling in his car as to the next filling of his petrol tank, place to have tea or food on 
the way and also the station for night-halt. 

v) Railway Map - The purpose of railway map is to provide information about railway 
networks of a country or group of countries. The railway map of India generally 
provides the following information: 

a) Nature of gauges in use in different sections. 

b) The routelengths of each such gauge. 

c) The types of traction in use on respective gauges, e.g. electric traction or 
dieseltraction. 

d) The condition of tracks on various sections e.g. the track under construction, single1 
double track, Uack under gauge conversion. 

The map is helpful to you for determining the nature or mode of transport to a destination. For 
example, you will findno railway in the map for Khajuraho. Hence, to a tourist travelling from 
Delhi to Khajuraho, you can suggest: 

travel by rocad, or 



I Example: 

Legend Meaning 
Church 
Temple 
Hospital 
Police Station 
Post Office 

Map and Chart Work 

Meaning 
Railway Station 
Roads 
School 
Airpoa 

I 
I Colours used on maps are also a part of map language. A political map has different colours 

for different countries. On a physical map, different shades of colour are used to indicate the 
I elevation of different places. Rivers and bodies of water are generally shown in blue while 

I 
higher altitudes are shown in brown and its shades. Thus orange colour is used for elevation of 
5000 ft. - 7500 ft. above sea level, tan for 7500 f t  - 10,000 ft. and dark brown for 10,000 ft. and 

I above. Now, if you are familiar with these colour shades and what they represent, a quick 

I glance at the map will enable you to tell your client Well if you want to go this high visit hill 

i station X and another height for hill station Z. 

GEOGRAPHIC GRIDS: 

M'qs are generally used to find the exact location of a place. This system of location of a place 
on the map surface necessitates the requirement of grid lines. These grid lines, in geographic 
te~ms, are called longitudes and latitudes. Longitudes are imaginary lines running from pole to 
pole, passing through the equator at perpendiculars. They run halfway around the globe, 
~annectirtg the North Pole to South Pole. The 0" longitude is otherwise called the Rime 
Meridian. All the other meridians run east or west of the Prime Meridian with the 180' 
meridian falling exactly opposite the 0' meridian or longitude. These two lines i.e. 0' and 180' 
meridian divide the earth into two hemispheres (-)-eastern and western. All meridians nmnmg 
west of the Prime Meridian up to 180' are known as 1" W, 2' W and so on while all lmes 
running east from the Prime Meridian are 1' E, 2' E and so on up to 180'. The 180' line is 
known as the International Date Line. 

Latitudes or Parallels are lines drawn around the globe with each point of the same line, 
equidistant fiom the pole. The equator is parallel with all its points equidistant from either of 
the poles. It is otherwise called the 0" latitude. The equator divides the earth into Northern and 
Southern hemispheres. Thus al l  latitudes North of the equator are said to be m the Northern 

C hemisphere and all in the South are in Southern hemisphere. 

All latitudes are shown as x" N or x' S while all longitudes are shown as yo E or yo W. 

Check Your Progress 2 

1) What information do you get from a political map? 

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

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

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

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

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

2) A physical map uses colour shades. What do these shades represent? 

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

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

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

.............................................................................................................................................. 
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Arrive in Madras, the gateway to the south. 
Take a 4-day trip to Tiruchirapalli, Madurai 
and Thanjavur, famous for temples and 
handicrafts. Or follow the side itinerary in 
reverse from Tiruchirapally up to Madurai. 
Fly to Bangalore, year-round resort. 
Proceed by surface transport to Mysore. 
back to the garden city, Bangalore. Fly to 
Bombay where the tour ends. 

jewel of Rajasthan. Departure by surface 
transport to Agra, famous for the Taj Mahd, 
Red Fort and Fatehpur Sikri. Tour ends at 
DeQi. 

MaharashtrdGoa/Karnataka/ramil 
Nadu 

Arrive in Bombay. Fly to Goa and enjoy its 
palm-fringed beaches and lovely 
countryside and then to Bangalore. Proceed 
by surface transport to Mysore. undertake a 
5-day wildlife excursion tour of Bandipur 
National Park, Kabini River adjacent to the 
Nagarhole National Park offering fishing 
and Wildlife viewing. Back to Mysore. 
Proceed by road to Bangalore. Tour ends at 
Madras. 

Arrive in Delhi. Go around sightseeing and 
proceed to Agra. After a tour of the city, 
visit Khajuraho, known for 85 ancient 
temples built 10 centuries ago. On to 
Varanasi, city of a thousand temples and 
innumerable shrines. Proceed to Puri, the 
great pilgrim-centre and abode of Lord 
Jagannath via Bhubaneswar. Reach Konark, 
famous for its mabwificent Sun Temple in the 
form of a colossal chariot on 24 wheels 
drawn by seven horses. On to Bhubaneswar, 
the Cathedral city. A lliree-day excursion 
can be arranged from here to Chilika Lake, a 
paradise for bird watchers, and Lalitgiri and 
Ratnagiri where lie remains of Jain and Bud- 
dhist shrines of 2nd and 3rd centuries BC. 
Back to Bhubaneswar. Fly to Calcutta where 
the tour ends. 

Map and Chart Wolk 



Tamil NaddKarnatakaMaharashtra 

Arrive in Madras. Fly to Bangalore. On to 
Mysore by surface transport. Return to 
Bangalore. Follow the side itinerary to 
Hampi, Aihole, P a t t a m ,  Badarni, 
Bijapur. Proceed to Belgaum by road. Fly 
to Bombay. 

CIRCUIT-9 

Arrive in Bombay. Fly to Belgaum. Take 
an extension tour to Badami, famous for its 
cave temples. On to Hospet. Proceed to 
Hassan, base for visiting the fabulous 
temples of Halebid and Belur. Proceed to 
Bangalore via Mysore. Fly to Madras, 
where the tour ends. 

West RengaVOrissa/Assam 

Arrive in Calcutta. Proceed to the temple- 
town of Bhubaneswar. Visit Puri and 
Konark by surface transport. Back to 
Bhubaneswar. Fly to Calcutta, to ex- 
perience an old world charm and then on to 
Guwahati. Return to Calcutta. 

A side itinerary tiom Guwahati would take 
you to the rhino sanctuary of India-the 
Kaziranga National Park. Back to 
Guwahati. Visit Shillong and then return to 
Gawahati. 

Foreigners require an entry permit. 

MaharashtraIAPlKarnatakatTamil Nadu 

Arrive in Bombay. Fly to Hyderabad, the 
city of the Nizams. A 6-day excursion from 
Hyderabad city takes you to the Golconda 
Fort, Osman Sagar, Nagarjunakonda Dam 
where a number of excavations have been 
made, the fort-town of Bidar and Warangal. 
/Back to Hyderabad and then fly to Ban- 
1 galore. By surface transport, visit Mysore. 
Return to Bangalore. Tour ends at Madras. 

Map and Chart Work 



Map and Chart Work 

Tamil NaddPondicherry 

Arrive in Madras. Proceed to Kanchlpuram, 
a city dotted with beautiful ten~ples via. 
MamJlapuram or Mahabaliporam, famous 
for its magnificent shore temples. On to 
Pondicherry. Return to Madras. 

Some other circuits and destinations recommended Ipy the Department of Tourism 
are: 
Circuits Destinations 
1) Kullu-Manaii-Leh 1) Lakshadweep Islands 
2) Gwi~l~or-S hivpuri-Orchha-Khajuraho 2) Andaman Islands 
3 )  Bagdogra-Sikkim-Dweel~ng-Rdhmpong 3 )  Manali (Solang-Nalah) 
4) Bhubancswar-Puri-Konark 4) Bekal Beach 
5) Hyder;~bad-Nag4unsdg;u-Tirupati 5) Muttukadu Beach 
6) Madras-Mamallapuram-Pondicherry 6) Kangra (Pong D m )  
7) Rishikesh-Narer~demagar-Gangotri-Badrinath 
X) Indore-Ujjain-Mahe5hwar-Omheshwar-Mandu 
9) Jarhaher-J txlhpuu-Bikaner-Banner 

1 Check Your Progress 3 I 
1 )  What is the relevance of amap for a tourist professional'? 

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

I 2) Find out from the chart and write the road distance between: 

a) Delhi and Udaipur, 

b) Bhubaneswar and Pondicherry, 

C) Dispur and Vishakhapah~am. 

3 )  Which of the following places have the maximum and minimum number of rooms? 

Maximum Minimum 

Varanasi Bhubaneswar 
H yderdbad Varanasi 
Idadras Agra 
New Delhi Khajuraho 

19.9 LET US SUM UP 

It is assumed that maps, like art, pre-date writing. A map represents the earth's surface, in 
mmlature. With the help of symbols, scales and shading, it represents the varied features on 
the earth's surface. Map-readirg is the interpretation of the symbols, scale into its original 
fonn. It is a fundamental tool used in the process of planning, containing a variety of valuable 
~nformation which can be used differently for different purposes. While a general map gives 
an overall idea of national, international boundaries, important cities, mountains and rivers a 
\pecid map gives specific information. In the modem day world, the map has become a 



I 

I 
Wemes Wolfgang (ed.), Aspects of Ecological Problems and Environmental Awareness in 
South Asia, New Delhi, 1993. 

I 

Map and Chart Work 

I S.H. Prater, The Book of Indian Animals, Oxford University Press, 1990. 

K.K. Gupta & V.C. Tyagi, Working with Maps, Survey of India, Dehdun,  1992. 

ACTIVITIES FOR THE BLOCK 

1) Plan a visit to any such place in your town which has dense trees or bushes. Prepare the 
following inventory: 

i) Local nmes  of the most commonly sighted birds in all seasons. 

ii) Local names of birds visiting your area in particular seasons. 
I 

i Afterwards rlnd out the scientific names of the birds in both inventories with the help of 
1 Salim Ali's$ook, Indian Birdr. 

2) Visit the veterinary hospital of your area and collect information on the following: 

i) Venomous snakes, their habitat and the season when they are most active. 

ii) Non-Venomous snakes, their habitat and the season when they are most commonly 
seen. 

Also find out the availability of an antidote for the snakebite by the venomous snakes of 
your area in the local dispensaryhospital. 

1) Try to collect tourist literature of your state (available at state tourism offices). With its 
help make a list of all the tourist destinations and major attractions within a periphery of 
200 kms from your town. 

2) In the above you made a list of tourist destinations. Now divide this list into two columns. 
Include in column 1 those destinations which are preferred by tourists during the winter 
months (October to February). Column 2 will have destinations visited by tourists during 
the Summers (March to June). 

b 

4 
1) With the help of the school atlas you have procured, write the longitudes-and latitudes of 

capital town of your state. 

2) Obtain a map of your district and mark on it the following: 

i) AH-weather motorable roads and their total length within the boundary of your district. 

ii) Fair-weather motorable roads and their total length within the boundary of your district 
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UNIT 20 TOURISM MARKETING-1: 
RELEVANCE, PRODUCT 
DESIGN, MARKET RESEAR~H 

Structure 
t 
! 20.0 Objectives 

20.1 Introduction 
I 20.2 What is Marketing? 
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Segmentation and Target Market 
The Service Product 
20.5.1 Intangibility 
20.5.2 Inseparability 
20.5.3 Heterogeneity, 
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Core and Peripherals 
20.7.1 Attributes of a Product 
26.7.2 Tourisnl Product 
Product Design 
20.8.1 The Service Product 
20.8.2 The Steps in Developing a Service Pmcluct 
20.8.3 Service and Delivery 

20.9 Positioning 
20.10 Market Research 

20.10.1 What is it? 
20.10.2 Quantitative and Qualitative Studies 
20.10.3 Insight and Experience 

20.1 1 Let Us Sum Up 
20.12 Keywords 
20.13 Answers to Check Your Progress Exercises 

20.0 OBJECTIVES 

After studying this Unit, you should be able to understand: 

what we mean by marketing, 

the concept of market segmentation, 

the concept of a product, 

how to design and develop products in tourism. 

the purpose of market research, and 

the use of market research in tourism. 

2 0 .  INTRODUCTION 

The concepts of marketing are considered to be of prime importance in improving thc 
effectiveness of any organisation, whether it may be producing goods or rendering 
services. 

Marketing deals with'the relationship between the organisation and its customers. 
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When an organisation knows who buys (or uses) the goods and services it offers; why, 
where, when and how they buy; What if the goods (or services) satisfy them and what 
may be done to increase the satisfaction, it is possible for the organisation to increase its 
effectiveness as well as reduce wastage of resources. Marketing helps to match the 
organisation's human, financial and physical resources with the wants of customers along 
with maximum economy and efficiency. 

Customers do not always run to a producer and demand supplies, however useful and 
valuable the product may be. They will not make the effort to buy, if the effort is not 
commensurate with the perceived value. It must be available when needed, at places lhat 
are convenient and at prices that seem reasonable. They have to know what is available, 
where and at  what price. Often they have to be persuaded that the purchase is beneficial 
to them. This is even so for products that apparently meet an important need. Hcalth 
check-up programmes, financial arrangements to meeD contingencies of death and old age, 
are some examples. 

Knowing the customers buying habits can help the company to decide the: 

quantity of supplies to be sent to various outlets, 

frequency of such supplies, 

places where the stocks may be held in the meantime, and 

economical ways and routes of transportation. 

Accordingly, the schedule f ~ r  production shifts and purchasing of raw materials can be 
worked out. Financial requirements can also be planned out. 

Marketing, deals with: 

defining the markt for the organisation's products (goods or services), 

determining the needs and behaviour of the customers, 

producing a product that satisfies their needs, 

deciding on the ways to reach the product to the customers (disuibution), and 

the ways of communicating to the customers about the product's features, 
availability, etc. 

Services are bought by customers and they produce satisfaction. The producing 
organisation creates a capacity through human, financial and physical resources for 
rendering h e  services. Most effective utilisation of these resources is possible through the 
application of marketing concepts. You must remember that tourism is a service oriented 
industry. 

This Unit takes into account the various concepts related to marketing. It attempts to 
define their relevance, characteristics and utility. 

20.2 WHAT IS MARKETING? 

An organisation procures resources from the environment at a cost. It arranges for Lhe 
utilisation of these resources to produce goods and/or services. These are offered LO 

consumers in the environment, who avail of these outputs and experience satisfaclion 
Lherefrom. The procuration and utilisation of resources is done lhrough processes and 
practices relating to finance, personnel, production, materials, ancillaries, vendois and so 
on. All these processes, practices and activities relating to the production of lhe output 
have no justification, if the consumer, who avails of Lhc output, is not satisfied with it. 
The consumer will then not buy what is offered as output. To win and keep a customer is 
the purpose of all organisations. The customer is therefore, central to an organisation's 
purposes. Marketing links the customer, who is the core, to processes, practices and 
activities. 
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20.2.1 Markefhg and Decision Making Pmcesm 

Marketing looks at the decision making processes of both the producer and the customers. 
It tries to bring these two processes together in an exchange transaction. If there is no 
exchange, there is no marketing activity. If the exchange is by compulsion, then again, 
there is no marketing. Marketing is relevant only when there is freedom of decision on the 
part of both producers and customers. An organisation has to create, produce and deliver 
goods and services that customers value and want at prices which are relatively 
ataactivs-particularly when compared with competition. 

For example, an owner of a big hall can make money by renting it out for marriage 
purposes. The person hiring it also needs at the same time, a decorator, a caterer, a pandit 
(for the rituals) and so on. If the hall owner can make arrangements for these also as part 
of a single package, he is enhancing the value of his offer and providing greater 
satisfaction. 

Marketing helps to: 

a add value, by finding a better match bemeen the product and needs, 

a reduce wastages, which would otherwise occur if the product is not needed or 
production does not match demand, 

a improve effectiveness of communication through better targeting of messages, 

a cut costs, through more effective distribution arrangements, and 

a improve better understanding between marketeer and customer because of im$reased 
contracts. 

The concepts of marketing were developed in relation to consumer goods. These concepts 
are however relevant to services as well. Whether goods or savices, a consumer does not 
buy a product for its technical features or for what it can do. He buys for the benefits that 
can be derived therefrom. He buys a cluster of values which are intangible. For example, 
a shirt is not bought only because of consideration of comfort, exclusiveness or to appear 
'macho'. All these are vague thoughts, difficult to evaluate and of diffexent importance to 
different people. 

Marketing may not have much of a role in a controlled cconomy in cases where the 
consumer has no options or in conditions of scarcity. 

20.2.2 Relevance of Marketing Concepts 

Marketing concepts ate relevant even in the absence of competition. A monopoly producer 
also has to generate revenue through sales. Sales will not increase through increased 
production if the: 

a existence of the product is not known, 

a need for the product is not felt, 

a price is not considered appmpriate to value, or 

a product is not available at convenient place or times. 

A felt need attracts the customer to the product, enhances its value and provides 
satisfaction. This leads to an increase in sales. 
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Marketing concepts are also relevant in areas other than in the business of goods. For 
example a candidate standing for election is in effect offering himself as n product for the 
voter (consumer) to buy. In the US, presidential candidates have marketing cxpcrls to 
advise them on the campaign. If the Government wants people to accept idcas on 
population control, or better hygicne, they have to be pcrsuadcd to buy the it!=. Thcy 
have the optibn not to buy. Marketing concepts can improve the buying rate and thcrcforc 
the success of the campaign. Thus, a marketing orientation is useful even for thc erforts ol 
social reform and non-commercial persuasions. 

Tourism is a service industry. Investments are made in and around a tourist destination in 
the hope that increasing numbers of tourists will visit it. A product (the attractions and 
facilities at the destination) is designcd and offered to the consumers (tourists) in  he Iiopc 
that they will buy (visit the destination) and derive satisfaction therefrom. Only lhen ~vill 
the investment be worthwhile. Tourists have to be persuaded to buy the product. But thcrc 
is competition as other destinations are also trying to persuade them. The "wooing" of thc 
tourist is becoming more intense. Apd here the marketing concepts provide techniques to 
do the "wooing" effectively. 

MARKETING MIX 

Marketing concepts had been originally developed in the context of tangiblc consumcr 
goods. The main elements of a marketing programme are conceptualised in tcrlns of 
4 Ps-Product, Price, Promotion and Place. It is by marketing adjustments and changcs 
in one or more of these 4 Ps that the auractiveness to the customer could be slrenglhencd. 
These four elements are known as the marketing mix. The marketeer could mix these in 
different ways for maximum effectiveness, like a chef mixes the same ingredients in  
different ways to achieve high levels of satisfaction. 

Product includes design, features, quality, range, size, models, 
appearance, packaging, warranties and name. It also includcs pre-sale 
and post-sale services like training for use, repairs, maintenance or 
replacements. 

Price includcs concessions on basic price, discounts, rebates, credits. 
instalment facilities and delivery terms. 

Promotion includes, advertising, publicity media choices, mcssagcs, 
frequency of exposure, public relkions, campaigns, sales promotion, 
point-of-purchase (POP), displays and merchandising. 

Place includcs retail outlcts, wholesellers, transportation. 
warehousing, inventory levels, order processing procedures, etc. 

In the case of services, three additional Ps are included in the marketing mix. Thcse arc 
People, Process and Physical Factors. Services are performed by peoplc and thcy 
constitute and integral part of the servicc product 

The process of performing the service corresponds to the process of production of gmds. 
But in the service business, the process is in operation at the time of consumption by 
the customer. He is part of the process of production. The way the process is managed 
affects the satisfaction experienced by each consumer. Process, like pcople, is an intcgral 
part of a servicc'product. 

Services are bought and rcndered mostly in the premises of the service producer and rarcly 
in the customer's premises. In case of tourism a customer has to go to a destination. Thc 
physical surroundings add to the tourists' satisfaction. Hence, decor, sounds, colour, 
artefacts, layout etc. at the premises where the services are rendered need a careful 
attention. 



Each of Lhe elements in the marketing mix is important and has an influence on the 
customer. None of them can be ignored. However, the marketeer has a choice of 
concentrating on one or more of thc elements to create the necessary impact on the 
market. 

We will deal with promotion in Unit 21. This Unit deals with the product. The other Ps 
apply differently to the variety of products that together constitute the tourism product. .. 

20.4 SEGMENTATION AND TARGET MARKET 

The term 'markct' refers to the collective of existing and prospective customers f a  the 
product. 

A hotel may be used by people who need to stay outside their usual residence. A person \ 

may have no such need now but if such a need arises later, he is a prospective customer. 
Part of thc marketing effort is aimed at such prospective customers in the hope that 
whenever the need arises in future, they will choose to buy the marketeer's hotel 
services. There are however limitations. For example, all persons who need to stay outside 
are not prospective customers for thc 5-star hotels. Even al l  foreign visitors are also not 
prospective customers as many of them travel on tight budgets. Hence, the market for the 
five star hotel is only part of the total market of hotel users. Such parts are called 
segments of the market. 

The customcrs of a hotel are those who come to stay as well as users of oher facilities. 
They are different groups and each group constitutes different segments in the sense that 
the needs and expectations of each one of these groups arc different. Further, 
scgmentations are possible on the basis of lunch time users and late night users of tl~c 
restaurants because they need different kinds of service. In Lhe swimming pool, some 
hotels permit training classes. The segments using the pools for training are diffcrent from 
regular gucsts in terms of agc, bchaviour, attention required, hours spent in thc pool or 
nearby, cleanliness demanded and so on. 

A segment is discrete, identifiable, viable and appropriate. It is distinguished by 
characteristics of purpose, needs, motivation, benefits and behaviour. 

Scgmcntation is usually done on Ule basis of one or more of the following charactcristics: 

Geographic-like region, district, dcnsity of population, climate, urban-rural. 

Demographic like family s ix ,  religion, sex, income, occupation, language, education. 

Psyclrographic like value systems, life styles, personality types. 

Buying behaviour like volurncs, frequcncy, delivery requirements, negotiatcd 
contracts (for long term arrangements). 

The tourist market may be segmented on the basis of: 

Place or origin of tourists. 

Destinations. 

Purposes of tour l i b  holiday, pilgrimage, sightseeing, shopping, etc. 

Economic status and spending tendencies. 

Demographic characteristics like age, sex, occupation and attitudes. 

Preferences for staying like camping, luxury hods, caravans, etc. 

Prefercnces of travel like air, sea, road or rail. 

Each segment of the market differs in terms of needs and expectations. No one 
organisation can cater to Uie needs of all the segments. Each organisation has to decide on 
the particular segment or segments it would cater to. The segment so identified is called 
the target segment. The identification has to be made on the basis of what the 
organisation identifies as its objectives and its capabilities. 

Tourism hlurkctil~g-1: 
Relevance, Product Design, 

hlarkct Rcscarcl~ 

Having identified the target market all activities will have to be planned and executed 
keeping this target market in mind. The service being offered, the messages in 
communication, the media used for communic~bn, the pricing policies, the arrangements 
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to access the service, al l  have to be consistent with the preferences and behaviour patterns 
of the target market. For example, if the hotel is targeting on the domestic tourists in the 
circuit of religious places, there would be little point in advertising in business magazines 
or providing foreign cuisine in the restaurant. Simple vegetarian thali food would perhaps 
be more satisfying to its patrons. 

I 

Check Your Progress 1 

1) Mark which of the following statements are right [J] or wrong 1x1. 
a) . If the product is good, customers will automatically go out to buy it at 

any price. [ I 
b) If there is no exchange, there is no marketing activity. [ 1 

c) Marketing is relevant only if there is freedom of decision on the part 
of the producer and customer. [ I 

d) A doctor is a customer of a hospital. [ I 

e) When a person buys a refrigerator, his decision is made on the basis of 
intagibles. [ 1 

2) Mention at least six different kinds of customers of a hotel. 

3) Bring out the differences in the needs of the following two groups of tourists who are 
in Goa, in terms of accommodation. 

a) People from Madras travelling by bus visiting important temples in the North. 

b) a group of Europeans coming by a chartered flight. 

4) What are the 4 Ps in marketing? 

20.5 THE SERVICE PRODUCT 

A product is something that a producer makes and offers to consumers to provide 
satisfaction of the needs. Service products are different from goods in five major 
characteristics i.e.: 

Intangibility, 

Inseparability, 

Heterogeneity, 

Perishability, and 

" Ownership. 



20.5.1 Intangibility 

While goods are tangible in the sense that they have physical dimensions and attributes 
and can be seen, felt, or tasted, services are intangibles. Take for example, an educational 
institution. One can see or verify the building in which it is located, the facilities within 
etc. But none of these determine the nature and quality of the education imparted by that 
institution. The product (of education) provided is to be evaluated in terms of the 
development of the knowledge, intellect and character of the alumini. This development 
may be perceived, but cannot be measured. Hence, this critical factor that constitutes 
education and the output from thc institution is intangible. 

One cannot see, feel smell, touch or measure a service performed. It can only be 
experienced from the effects produced. When a doctor examines a patient and makes a 
decision about diagnosis and treatment, what he doesis to tap the chest, hear the sounds, 
and read the instruments (or reports). That is not what he is paid for. He is paid for his 
knowledge, his experience, his training, the meaning that he makes of what he feels, hears 
and reads and the remedy he prescribes. This application of knowledge and making of 
meaning is intangible. If the paticnt is cured, the effect of the service is experienced as 
good. Otherwise, it is experienced as bad. It does not matter than what the doctor's 
qualifications may be. 

The characteristic of intangibility lies on a continuum with pure goods at one end and pure 
services at the other, with most products lying away from the two extremes. Similarly, 
services can be distinguished between "pure intangibles" (education, information, 
consultancy) services which add value to a tangible product (laundry, decor) and services 
that make available tangible product (retailing, financing). 

20.5.2 Inseparability 

A physical item is produced in a factory, bought in a shop and consumed in the 
customer's premises at his convenience. But when one buys a service like a courier or a 
doctor, the production and consumption of the service takes place at the same time. 
The service product being an intangible, as experienced by the customer, exists only 
during the experience and that is when it is produced as well as consumed or used. The 
service irl a restaurant is the courtesy of the waiter. Courtesy is in the behaviour of the 
waiter with the customer, not behaviour elsewhere. Courtesy is, as the customer perceives 
it, at the time of behaviour, not before or after. It is produced by the waiter and consumed 
by the customer simultaneously. Hence, the production and consumption cannot be 
separated. 

Education lakes place in the interaction of the teacher and the student. Both teaching 
(production) and learning (consumption) happen together. If there is no learning, there is 
no teaching. Hence, the product exists only when tbe,consumption takes place. 

In a class of many students, a teaching session of one hour may cause different levels of 
learning among the students. What the teacher did in that onc hour is the samc but each 
student received it diflerently. The product of teaching was different to each student, 
depending on the nature of his consumption (learning). Hence, the product was received 
with varying consumption levels. 

20.5.3 Heterogeneity 

Because of the factor of inseparability it is not possible to produce a service in advance 
according to specified standards. Both production and consumption being by humans, the 
product of service as expcricnccd, may not be of consistent quality. Whal is "excellent" to 
one, may not be so to another. 

In a conducted tour or in a restaurant, the service quality is also influcnccd by h e  
bchaviour of h e  companions. Yet, the dissatisfaction experienced is not always attributed 
to the companions, but Lo the service providers. 

An optician sells glasses to correct vision. But what is bought by the customer is not 
merely better vision, but also fashion and appearance. An optician who is technically good 
at determining the propcr refractive index of corrective glasses has t6 enhance his 
'servicc' with a big range of frames and tints of glasses which the consumer can try out 
on his face. Tlie service must also include speed of delivery, depending on the urgency of 
the consumer. The customer may need help in making choices of frame and glass. A 
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Tourism Marketing and choice cannot be made from a catalogue. The choice depends on thc "Fit" of the framc lo 
Communications the face of the customer as seen by the customer himself. 

A garage may have a clcar routine of repair and maintenance. Yet it is the mcchanic who 
has to listen to the sounds of the machine and decide how many turns the scrcw nccds for 
finc tuning. Whether the decision is perfect or not cannot bc guaranteed howsoc\rcr' 
experienced or competent the mechanic may be. If he is disturbed, his concentration and 
performance will be affected. The service of the garage bccomcs poor. This explains tlie 
heterogeneity of services. 

20.5.4 Perishability 

Thc demand for crackers is very high during the Diwali season. A manufacturer of 
crackers makes them well in advance of the season, stocks them at various places, and 
sells thc whole stock during the scason. If the goods are not consumed while being 
produced, they can remain in stock till the consumers are available. The crackers do not 
perish during storage. They retain thcir full value. Vcgetablcs, though perishablc over 
time, can also be stocked for subsequent consumption through processes likc refrigeration 
and canning. But the supply of services cannot be stored. If an advertisement is not seen 
or read, it dies. It has gone waste. If the available seats in a cinema arc not used during a 
show, they cannot be added on to the next show. If the supply is not used, i t  pcrishcs. So 
also the seats in an aircraft or rail car, the rooms in a hotel, the space in a ship, the 
services of a tourist guide, the time of a consultant etc. all perish if not utilised when 
available. The loss of revenue cannot be made up. What is not sold cannot bccarried 
forward as stocks to be sold the next day or at any other time. 

The ability to carry stocks gives the manufacturer of goods some level of slability in his 
operations despite fluctuations in demand. If the supply is short at any timc, hc can 
arrange deferred deliveries. The consumcr also can buy and store till 11c is rcady to 
consume. The stability in operation helps to improve recovery of costs. Such stability is 
not possible for tlie producer of services because of the characteristic of pcrishability. 
For example, if an airline has only 20% occupancy, the costs of operation do not comc 
down to 20%. 

20.5.5 Ownership 

No ownership passes from seller to buyer in a service. The buyer only acquires the 
right to certain benefits of what the seller offers. One may have the right to use a hotcl 
room or a railway berth for a period of time, but the owncrship of the room or bcrth 
remains with the hotel or the railways. Similarly, a doctor oflcrs service. There is no 
tangible good that he produces or orfcrs. Hc uses knowledge, which is intangible and 
prcscribes treatment which may be satisfying. The lreatment may or may not involve 
medicines. The ownership of the knowledge of h e  doctor docs not pass on to thc patient, 
but the patient (customer) is entitled to the benefits of chat knowledge. Howcvcr, in the 
case ol goods the ownership passes on to the buyer. 

Check Your Progress 2 

1) Mention in what aspects are service products diffcrent from goods. 

.......................................................................................................... 
2) Can services bc carried over or stocked? 



3) Who has the ownership of services whilc they are consumed? Tourlsll~ Marketing-1: 
Rclevancc, Product Ilcsign, 

Markct Rcscarci~ .......................................................................................................... 

20.6 PRODUCT IN TOURISM 

The nceds of a tourist relate lo comfort and pleasure in uavel, stay, food arrangements and 
to visit spots of interest and attraction. Hence, a tourist hopes that she or he will: 

be looked after and carcd for, 

be able to visit places of interest, spend adequate time at such places and engage in 
die activities that interest them, 

not face wastage of time in waiting for transport or at places of no intcrest because of 
bad weather or olhcr reasons, 

not be hurried or hustled against the preferred place, 

be offered palatable and suitable food to one's tastes and health, 

get good company of others, if in a group, 

be able to experience in the new places the local life styles, culture, food etc. as per 
one's own choice, and 

be facing no risk to one's person or belongings, etc. 

These expectations of the tourist are met by three main ingredients: 

Attractions, 

Facilities, and 

Accessibility. 

These three constitute the features of a tourist product: 

Attractions are the things to sec: and enjoy, and will range from beaches to mountains, 
flora and fauna, places representing history and culture, entertainment ctc. 

Facilities take care of the comfort and range from accommodation, food, 
communications, guides and so on. 

Accessibility relates to the formalities in reaching the places, like visas, customs, 
bookings etc. acquiring resources like accommodation, exchange, transportation 
without hastes and damage. 

The tourist product is a complex one. It consists of several elements provided by various 
persons. You have read about the constituents of the Tourism Industry in Unit 5. Some of 
thcm are located at the tourist destinations (hotel, shops, attractions, guides), some are at 
the place of origin of the tourist (embassy to provide, visa, travel agency or tour operator) 
and some are enroute (customs, transport, exchange). 

Some of these services are tied to tangibles. Both hotels and transportation use a variety of 
tangibles. The comfort of a stay in a hotel is an experience which does not come only 
from the quality of furniture and fittings within, but from the efficiency of the equipment 
including the noise it makes and the disturbance from the outside during periods of rest. 
Wise and disturbances can be very annoying to some people, but not to all. These in turn 
depend on the maintenance as well as the behaviour of other people in the hotcl. The 
annoying experience of noise and disturbance is part of the product the hotel provides, 
probably more than tht quality of the furniture. The experience is real but intangible. The 
product has both langible as well as intangible elements. The service part is intangible. 



Tourism Marketiag and Similarly, in transportation, the car may be the latest Maruti 1000 in perfect running 
Communications condition. But if the driver is rash or not very polite and consideratc, the experience is of 

bad scrvice. Rashness, politeness, consideration etc. are one's evaluations of other's 
behaviour. Evaluations are very personal and cannot be measured or seen or verified for 
correctness. They are intangibles. For example in this case evaluations are madc of lhe 
chauffeur's actions but are also related partly to the customer's perceptions and standards. 
The customer, in using the service (of the chauffeur) experiences 'bad' scrvice. The 
environment at the time influenced the perception and therefore the experience. The bad 
service was provided by the chaurfeur. He 'made' the product at the timc of consumption. 
Both. production and consumption occurred simultaneously. Without the consumption, 
there would not have been a product. If the client did not notice bad behaviour, here 
would have been no bad behaviour. 

20.7 CORE AND PERIPHERALS 

A product is basically something that a producer offers to a customer to provide 
satisfaction. To the manufacturer or producer, the product has an aggregate of technical 
and physical features and characteristics. To the consumer, it is an aggregate of 
utilities, expectations and perceptions, a complex clustcr of valuc satisfactions. 

20.7.1 Attributes of a Product 

A product is not merely a physical commodity. People endow products with attributes 
beyond the functional characteristics of the product A soap is valued not merely for its 
ability to clean but also for its shape, colour, size and the 'status' that its use symbolises. 
The packing, the labelling, the price, the image (created through promotion efforts), all 
add up to make the product occupy a position in the mind of the consumer. Utility is only 
one element of the complex product personality. 

The product has a core constituent i.e. the technical characteristics to perform the basic 
functions for which it is made. The peripherals have no great functional utility, but they 
add value. For example, a core constituent of a television set, will be its engineering, 
circuitry etc., that provide clear images and sound. The peripherals would be the dcsign of 
the cabinet, position of the control knobs, remote control facilitics, the brand name, the 
guarantees etc. The peripherals are also referred to as the associated features that 
augment the product. 

Products may be differentiated through claims made by the manufacturer. For example, 
cooking oils refer to effects on cholesterol levcls to differentiate themselvcs; toolhpastes 
are differentiated on the basis of clove oil, fluoride and so on. These differentiations create 
distinctivc value and avoid competition on price. Competition is among equals and not 
among unequal. 

Producls also may be customiscd to mect the specific rcquircments of the consumer. This 
is done partly for high value industrial products which may be fabricated or modified to 
meet specific needs. This is not done for mass produced items. In the service sector, the 
opportunity, as well as the need, for customisation, is very high. 

Packaging and labelling are very important in goods. Packaging provides protection, 
attractiveness and identity. Labelling helps in, identity and also provides information about 
distinctive features, technical data, usage instructions, precautions etc. 

20.7,2 Tourism Product 
In tourism, the products are varied. A travel agent may arrange for itinenries and airlinc 
booking as fhc core product, but add on as peripherals help in getting passport and visas, 
foreign exchange clearances, embarkation formalities at airport and so on. Similarly 
auractions are added to a destination. For example, 18 rooms of Buckingham Palace have 
been recently opened Lo visitors. This is expected to become a major tourist attraction in 
London. Apart from the Throne Room, Drawing Room and the Picture Gallery, Lhe 
Souvenir shop (selling white china mugs with Buckingham Palace written on it or Crystal 
Balls with details from the State Dining Room), is a part of the attraction. 



,20.8 PRODUCT DESIGN 

I Designing a product means determining the fcatures of the product and the benefits that it 
will provide to the user. Effective designing will maxirnise the knefits and the appeal to 
the consumer. This implies that adequate attention has to be paid not merely to the core 

i but also to the peripherals and the packaging, labelling, etc. which augment the value of 
D the product. 
I 
L 20.8.1 The Service Product 
! 
I The service product is not a physical entity. The elements that could go into making the 

aggregate service product are many. A choice has to be made as to what elements have to 
be incorporated in the core service offer which will become the product. For example, in a 
courier service, the offer would be: 

L. 

, Delivery of articles at designated destinations within specified time limits. 

- Arrangements for collection of articles, and 

Nature and size of articles that would be accepted for delivery. 

In a theatre, the elements will include, apart from the shows, climate control, cleanliness, 
quality of seating, elevator scrvice, reservation facilities, conveniences in lobby, decor, 
attached restaurants, nature of patronage, information on forthcoming programmes, car 
park facilities and a lot more details on reception, etc. Satisfactions increase when one is 
recogniscd as a patron by the officials in the theatre; when one can have the seats of one's 
choice whenever required; when the others in the theatre are of an acceptable kind and so 
on. 

A product in tourism is the place of destination and what one may experience while 
proceeding to and staying in that destination. For example, Sentose island off Singapore, is 
packaged as a place where there are no shops, no skyscrappers, no of f iceea  place of 
quiet and tranquility, to relax and be with nature, so different from Singapore. Travelling 
by able  car to the island is part of this package. Places in Rajasthan like Jaisalmer are 
being offered as tourism products to experience the life styles of Maharajas, living in real 
palaces with kingly appurtenances, travelling in 'Palace on Wheels', the luxuriously fitted 
up railway Lrain, going hunting (with cameras, of course) on elephant back and so on. The 
product is not merely the city of Jaisalmer and what it may offer as historical and cultural 
importance. The product is the total experience of travel and other attractions, all 

. consistent with the royalty that Jaisalmer represented. 

The tourism product may be developed with emphasis on art, architecture, culture, 
religion, history, sports, leisure, templcs, life styles, etc. Himalayas is a product not only 
for adventure tourism and sports, but for name lovers and for quiet. Varanasi is a product 
bascd on religion, the Ganges, Buddha and capturing the essence of Indian Heritage. The 
accomlnodation provided, is as much a part of the safari in the African bushes as the 
prospect of sceing wild life. Many pay more to live in the tents in open country 'with 
nature' instead of in a five-star comfort. 

20.8.2 The Steps in Developing a Service Product \ 

The steps in developing a service product are: yzz 

Determine what the consumer values as benefits (Benefit Concept). 

Determine which of these benefits shsU1d-be offered (Service Concept). 

Decide on the precise service offer which includes forms $hflJveh of the benefits to 
be offered and the arrangements for delivery of the seivice elivery System). 

The benefit concept will include expectations of the customer which are bundles of 
functional and psychological attributes. One nccds to be clear on who the customer is. The 
customer of an educational institution is the student, the parent and also a part of the 
society that will benefit from the student's education. Business houses are customers of 
management schools. Therefore, the management school has to keep in mind the 
expectations of the potential employers. Some management schools have multinationals as 
their customers, wliile others are smaller organisations of the district and state levels who 
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Tourism Marketing and would like to benefit from the products of the m,anagement schools. An airlines CuStOmCr 
Communicnllons is the passenger who travels as much as the travel agent who effectively influen~es the 

final buying decision. 

The expectations from a restatrant may vary in kinds of food, (Indian, Continental, 
Chinese, Thai, Mexican elc.), extent of spread (Salads, sea foods ctc.), pricc, courlesy of 
servicc, comfort of seating, ambience and so on. One reslauranteer may in his scrvice 
concept include authentic Goanese food or Chinese food only and specd of services, 
paying liLlle attention to seating, or ambience or courteous service. Another may conceive 
service in terms of quick, clean, simple, wholesome lunches for busincss cxecutivcs 
without much of a choice in menu but offering convenient seatings and atmosphere to 
enable serious business discussions as well. These choices are made keeping in mind thc: 

market segment proposed to be served, and 

. resources one has and can muster. 

The choice of elements to make the service offer should bear in mind the: 

ability to render 100% consistent performance, and 

extent of personal satisfaction. 

20.8.3 Service and Delivery 

Once the service concept is clear, arrangements have to be made for the delivery of 
scrvice. Service is delivered by: 

people, and 

using equipment and other physical facilities that have to be put in place. 

Upgradation in level of service is achicved by &ing  the service to the customer, i.c. 
outside the premises of the service provider. For example, a hotel that arranges to meet the 
guests at the airport and bring them in is upgrading the service by extending it bcyond thc 
premises. 

In the case of a service, the product is manufactured at the point of delivery. An airline or 
the railways may design a service of information on arrivals and departures over the 
telephone. Every time an enquiry is made, the response one gets is a scrvicc and that is 
made specifically at that point of time. If the response is not available, because the 
telephone line is not attended, is busy for a long time or bccause the information is not 
updated, there is effectively no service. So if a scrvice is to be offered, arrangements 
need to be made to ensure that it is possible to render that service. The arrangcments 
to be so made are in respect of equipment, systems and people. These arrangements do not 
constitute servicc but constitute prcparedness and readiness to render that servicc when the 
offer is accepted by a customer. Technology and equipment can be of great help in 
maindning consistent quality of service. For example, the information service referred to 
above, cfln be organised through a recording machine that will be connected to all 
incoming calls. 

Similarly there is necd of Systems in services. Systems refcr to the arrangements for flow 
of information and material to the point where the service is being dclivercd. For example, 
Airlines have to keep their booking agents informed of changcs in flight schcdulcs. If tllc 
carrier fails to do so, the agent will fail in his service to the passengers. 

Check Your Progress 3 

1) Fill in the blanks from among the words in the brackets. 

........................... a) A souvenir shop in a tourist destination is a product. (Core, 
Peripheral) 

........................... b) A service product is as good as it is (Designed, 
Experienced) 

c) Service is usually rendered at the ........................... premises. 
(Provider's, Customer's) 

d) Satisfaction of a tourist ........................... be affected by the behaviour of the 
other tourists in the area. (May, Can not) 



2) Which of the following services do you consider essential in a beach resort visited by 'Pourism Marketing-1: 

plcnty of foreign and dorncstic tourists. Rclcwt~cc, l'rotluct Dcsign, 
klarkct Research 

a) Savings bank account g) Coaching classes for swimming 

b) Foreign currency exchange h) Cable TV showing Indian video cassettes 

c) International trunk dialling i) Conference hall 
on telephones 

d) Auto rickshaws for hire j) Fair price shop 

e) Local cuisine k) Beauty saloons. 

f) Tennis court 

3) Describe the features of a tourism product? 

20.9 POSITIONING 

Customers distinguish onc product from anothcr on Ihc basis of distinct charactcristics. A 
five star hotel is considered as a place of luxury and exclusivcncss. To stay there is, 
therefore, a matter of high status. Similarly, soap 'Y' kills germs and removes body odour. 
Soap 'X' is a beauty soap. 'G' locks arc safe 'My are not. Goa is the place to visit not 
Karachi, etc. These are all images in one's mind which determine one's bchaviour relative 
to that product. For cxample a tourist may not like to go to Musooric for it is too crowded 
in season but will go to Dhanaulti nearby. Another may not like Dhanaulti for it is too 
calm and quiet there. 

Such distinct characteristics arc impressions in pcoplc's minds where the product has an 
image or position. The response towards the product, to buy or not to buy, is influcnccd 
by such positioning. If a tourist destination has the image of being susceptible to suddcn 
disturbances and riots or endemic to diseases, tourists may tend to avoid that destina~ion 
and visit another. 

India offers, perhaps, the widest choice of tourist attractions in a single country. Snow, 
mountains, forests, wild life sanctuaries, rivers, beaches, heritage, palaces, temples, 
relaxation, adventure, and all this is a con~rasting juxtaposition of the ancient and the 
modcrn. The Thomas Cook Worldwide Cost of Living Index shows that India offers the 
bcsl value for money. Bul there are irnprcssions that in India there could be harassment 
from officials, beggars or tom, inadequate hygiene and so on. All thesc peripherals are 
part of tfie total product as positioned in the tourist's mind. More tourists will come to 
India when India as a tourist destination has a better positioning individually and these 
negativc irnprcssions are done away with. 

20.10 MARKET RESEARCH -- 

Knowledge about relcvant paramelers and characteristics has to be gathered through a 
study of the market. Studying thc market to know its charactcristics is the field of market 
rcscarc h . 

Market research is the process of systematically gathering, analysing and evaluating 
data relating to the market. It deals with the manifold facets of the market and provides 
the basis for making decisions about the elemcnts in the marketing mix. It helps to analyse 



Tourism Marketing and the problems that may be experienced and in finding solutions thercto. Markct research 
Communicetlom may attempt to answer specific questions or generate general information to be used in 

due time. 

20.10.1 What is it? 

Market research may be: 

a Market Analysis, to show size, spread and growth of market in terms of volume, 
revenue, shares of competition,'economic conditions, etc; 

a Consumer Research, to know profiles, awareness, habits, needs, prcferences. 
expectations, perceptions, both quantitatively and qualitatively. 

r Products and Price Study, to know products in the market, price sensitivity, 
technology, acceptability of features, packaging. 

r Promotion and Sales Research, to know consumer reaction to altemativc concepts 
and media, effectiveness of sales force and promotion. 

a Distribution, availability of facilities for stocking. merchandising, possibilities, outlets 
and shelf space availability, and 

a Evaluation and performance monitoring, looking at the extent of customer 
satisfaction. 

The market is so big and scattered that it is impossible to do a complete study in totality. 
Hence, market research depends on techniques of sampling the market. It is not possible to 
be sure that the sample it truly representative of the whole. However, a propcrly chosen 
design can reduce divergence considerably. For example, tourists come to India from a 
number of countries. You can not study all. So you pick the countries sending highest and 
lowest number of tourists for your study. 

Decisions on the research design include: 

a Deciding the purpose of the study like knowihg the duration of stay or expenditure 
habits, etc. 

a Choice of samples like tourists coming from Europe or US or high budget tourists or 
low budget tourists, 

Determination of the nature of the data to be collected, 

r Method of data collection (surveys, secondary sources, observation etc.) and 

a Design of questionnaires (instruments) to collect and record data, including scales to 
be use#. 

A lot of d&a can also be collected through desk research, looking at records, publications, 
commercial analysis, trade information, press cuttings, previous studies ctc. 

Other ways to obtain data are: 
l 

Tourism Department, 

Discussions with tourists (customers). 

Observations of customers at premises, 

Observations and discussions with visitors to exhibitions and trade shows, 

Market experiments and surveys with recording of responses and results. 

Attitude, image perceptions and awareness studies, 

Advertisement and other media response studies, and 

Studies of usage pattern, etc. 

20.10.2 Quantitative and Qualitative Studies 

Some of the market researches are quantitative studies whilc other are qualitative. 
Among them some can be done on a continuous basis and some sporadically. However, 
when sporadic studies are made at regular intervals, trends and changes can be known. 

The manner in which research is designed and conducted ensures its reliability. Research 
findings often form the basis of corporate decisions of long tcrm implications. The 



techniques of sampling, questionnaires, surveys and evaluation have been developed and 
these constitute a specialised field of study. The same set of principles are used in opinion 
polls about destinations and predictions for tourist arrivals. 

In the case of quantitative data, the numbers tend to give the study an illusion of 
objectivity and reliability. In order to have a proper interpretation and evaluation, it is 
necessary Lo know how the numbers have been generated. For example, the preference for 
a particular destination among four may be because a fifth destination had not been 
included in the study. 

The numbers coming out of a quantitative study depend on the way the questions are 
asked and therefore cannot be assumed as to saying everything there is to know. Hence, 
one needs insights to make valid evaluations. 

In the case of services, the data to be collected and evaluated is more abstract and 
qualitative than in the case of tangible consumer goods. It is relatively easier to elicit 
responses by showing samples of goods and the way they perform than to elicit responses 
to services which cannot be guaranteed to perform as per the sample experienced. 
Morcover, it is not easy to articulate satisfaction and expectations. They are often not in 
the realm of conscious rationality. How does one explain the impressions created by a 
movie except to say whether it was liked or not? This answer is not adequate to decide 
what kind of movie would be gcnerally acceptable to an audience. The experience is total 
and it is difficult to identify the particular aspect that is creating the experience, pleasant 
or olherwise. 

If a specific element is stated as the critical one leading to the pleasantness or otherwise of 
the experience, this identification may have been made for a number of unrelated reasons. 
Did one get irritated at the breakfast table because of the: 

temperature of the coffee served, 

consistency of the pudding, 

warmth of the bearer's attention, 

behaviour of the couple at the comer, 

pressures of the next appointment or the late hours of the previous night? 

Similarly there can be other questions like what is the kind of music that should be playcd 
at lunch or dinner time? How loudly should the music be played? These are difficult 
questions to answer. The data is not related to measurable objectivc phenomena. Capture 
of qualitative data needs very sophisticated and sensitive instruments. Some of these are: 

Use of focus groups, specially invited to discuss and express themselves, 

Individual interviews where the person met is encouraged to talk freely, 

Word association, sentence completion-+r picture interpretation, 

Trade off questions to determine relative values. 

There is need for expertise and insights to interpret and evaluate. Responses to a study 
may not be the same as the actions in real life. People often do what they say they do not, 
or do not admit what they do. People do not own up feelings. They are quick to mtionalise 
irrational behaviour. These are some reasons why interpretation of research data needs to 
be carefully handled. Inadcquate expertise could end up with misleading informatioh and 
incorrect decisions. 

20.10.3 Insight and Experience 

Expertise in the techniques of market research can be hired. Insights into the situation 
being researched comes from experience. These insights should be used both ways i.e. to 
design thc study as well as to interpret Lhe data. 

In Lhe service business, unlike in the business of goods, 90% of the personnel are in touch 
with customers. When one is in touch with the customers, a lot of data about the 
customer's experiences, expectations and satisfactions can be had directly from him or her. 
Contact personnel can be mined to fecdback such data to a specific point in the marketing 
department. The opportunity for direct access to the customers is much more in the service 
business than in the business of goods. To that extent, the reliance of external research 
agencies can be reduced. 

Tourisni Marketing-1: 
Rclevancc, Product Design, 

Market Research 



Tourism Marketing 
Communkatiom 

:snd Disneyland in France is losing money. The reasons have to be found. Do the Europeans 
have different ways of enjoying leisure compared to the Americans? What are the 
differences that need to be made in the entertainment schedules and patterns? The answer 
to these questions will come partly through research and partly through insights and 
experience. 

Check Your Progress 4 

1) Mark which of the following statements are right [dl or wrong [x]. 

a). Useful data can be had from the documents and the people within the 
organisation. [ I 

b) Data collected through surveys 1 questionnaires have to be interpreted 
by people who have insights. [ 1 

c) Market research helps to predict the future. 
d) Market research helps to anticipate the future. 

e) The numbers emerging out of a qualitative study can be assumed to 
tell everything there is to know. [ 1 

2) To find data on origin of tourists and flow of tourist haffic, which of the following 
places would you choose to conduct the survey? 

a) Bombay and Delhi Airports. 

b) Goabeaches. 
c) Varanasi ghats. 

d) The Taj Mahal at Agra. 

3) What do you understand by positioning? 

4) What do you understand by market research? 

20.11 LET US SUM UP 

Marketing helps to increase organisation effectiveness and customer satisfaction. In 
tourism the market is very big and complex hence, segmentation and choice of target 
segment is essential. Product and the other elements of the marketing mix have to be 
designed to meet the needs and expectations of target market. Peripherals of the product 
augment the Core. Market research is necessary to know the market and the position of 
the product. Research is both quantitative and qualitative, needing insight for interpretation 
of measured data. 
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Appurtenance : Belonging, accessory 

Characteristics of Service : The five factors viz. Intangibility, Inseparability, 

! Heterogenily, Perishability and Ownership that 
distinguish Service from products. 

Core : The main product. 

Marketing Mix : Elements that could be varied for better market 
effectiveness. 

Market Research : The p m s s  of gathering information about the market. 

P's of Marketing : Product, Price, Place, Promotion, People, Process and 
Physical factors that constitute the marketing mix. 

Peripheral : Additional features that augment the product. 

Positioning 

Segmentation 

Target 

: Creating an image about the product in the customer's 
mind. 

: Ways of dividing the market. 

: Chosen segment. 

20.13 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

(a) x Cb) J (c) (dl (el 3 
All the following are customers of the hotel. 

Those who come to stay in the rooms. 

Users of the hall to conduct official business seminars, workshops, training 
programmes, conferences. 

Users of the hall for personal celebrations like marriages, receptions, birthday parties 
etc. 

Users of the space in the shopping arcades to conduct their own business. 

Users of the restaurants. 

Users of the rooms as offices on a long term or short term (to conduct selection 
interviews for example) basis. 

Users of the business centres for secretarial or commercial assistance. 

Users of other facilities like health club, swimming pool. 

The difference would be in respect of accommodation needed, food, budget, shopping, 
sightseeing, leisure time, uuisations, facilities of currency exchange, dephone etc. 

See Sec.20.3. 

Check Your Progress 2 

1) Base your answer on Sec. 20.5 mcnlioning the five major chmctcristics. 

2) The answer is no. Read Sub-scc. 20.5.4. 

3) The ownership remains with:& producer. See Sub-sec. 20.5.5. 
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1) (a) Peripheral (b) Experienced 

(c) Provider's (dl May 

2) (b), (c) are essential. 

(a), (i) and 03 are unlikely to be of any use to visitors. 

(e) would be necessary in most cases. 

(d), (f), (g), (h) and (k) may be used by some because of availability but will no1 be 
missed. 

3) Base your answer on Sec. 20.6. 

Check Your Progress 4 

1) (a) 4 (b) 4 (c) x (d) 4 (e) x [Thcy may tell a lot but not everything] 

2) The contact has to be made at points of entry into the country viz. h e  airports, before 
they disperse according to preferences. 

3) See Sub-sec. 20.9 again. 
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21.0 OBJECTIVES 

After studying this Unit, you should be able to: 

understand the importance of promotion in marketing, 

familiarise yourself with the different ways in which promotion may be done, and 

plan and evaluate promotional programmes. 

21.1 INTRODUCTION 

In Unit 20, you have learnt that Promotion is an element of the marketing mix. All 
communication from the marketeer to the environment regarding the marketing 
organisation or rcgadng the product is a promotional activity. 

The purpose of Promotion is to create awareness and then make the environment 
favourably inclined to the organisation. Only when the environment is favourably inclined 
to the organisation, will: 

r customers buy its products, 

r employees prefcr b work for it, 

r suppliers be happy to provide raw materials, and 

financiers offer finance for capital and operations. 

In marketing, Promotion is Communication. There are many matters which the 
organisation can communicate. Some of these relate to: 

r The organisation (say an airline or a hotel) as a whole, its achievements in business 
or in innovations, its plans for Ihe future, its values (what it stands for). its position 
in matters of controversy, its concern for the security and environment, etc. 

The products it makes, the benefits they offer and comparison with competition. 



Tourism MarkeUng and In Promotion, an organisation is talking about itself and its products (whcthcr goods 
Communlcatlom or services). Promotion however is not the same as propaganda. In propaganda, thcrc is a 

connotation of falsehood, trying to misinform. Promotion, however, as a markelins 
activity is based on respect for the customers and does not seek to misinform. Any 
misinformation in promotion is considered unethical and with the growing consumer 
protection awareness campaigns can lead to legal action ako. Promotion refcrs to thc 
set of activities that communicate about the product to the prospective and cxisting 
customers. Promotion aims to: 

Inform prospective customers about product or producer, 

a Inform existing customers about changes in product, 

a Generate interest in the offer, 

a Persuade prospective customers to try the product (first purchase), and 

a Persuade existing customers to continue the use of product (repeat purchase). 

If A is the total market, B is the portion that is aware of the product. C is the podon that 
has tried the product and D is the portion that has tried and is satisfied. Promotion tries co 
improve the ratios B/A, C/B and D/C. 

There are also various ways to communicate: 

a Advertisement. 

a Public Relations (PR), 

a Pemnal Selling, and 

a Sales Promotion. 

In this Unit, we will be discussing about these ways of promotion excluding media which 
has already been discussed in unit 22. 

21.2 PROMOTIONAL EVENTS 

The products in tourism have been discussed in Unit 2 and in Unit 23. They are many and 
are offered by different organisations. These may not be connected Lo each other except 
through the common customer i.e., the tourist. Each of these organisations may do its own 
promotion or some may join together. For example TAAI, IATO, FHRAI, ITDC and Air 
India often pool then resources for joint promotion. The promotions may be of: 

a Country as a whole, 
a Specific destinations and locations, 
a Specific activities or services, 
a Tour packages, and 
a AccommodatiordFood, etc. 

The main decisions to make in promotion planning are: 

a Objectives of promotion, 

a Choice of mix. 
Selection of media. 
Formulating the messages. and 
Timing and intensity of the campaign. 

21.2.1 Types of Events 

Evcnts take place in normal course or are organised ~ c i a l l y  to highlight somc of the 
unique aspects of a country, area or people. These events could be of interest to people 
outside the country or area. Such events could attract tourists if they became aware of 
them and can become promotional events. 



Embark on an exciting cultural safari. 
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The following news item appeared in the Times of India, Bombay on 26.8.93. 

GRAND ONAM FETE PLANNED IN KERALA 

"The Kerala Government had chalked out an elaborate plm to cclebrote the 
Onam festival on a grand scale this year. The w y k  long cclcbrations. involving 
some 3000 artists begin on Sunday to coincide with the tourism wcek 
celebrations. The celebrations would cost the ,state exchequer Rs. 16 Laklls 
through attempts were afoot to bring it down by sponsoring various programmes. 
said the Chief Minister. Mr. K. Karunakaran. Onam. the most popular fcstival of 
Kerala, denoting new year, is celebrated throughout tl~e state irrespective of caste 
or creed. 'lhis year, the celebrations include various cultural programmes by 
artists, women and children, exhibitions. agricultural shows and competitions of 
various disciplines. The tourism special secretary. Mr. K. Jayakumar, claimed 
that some 5000 foreign tourists were expected to see the celebrations". 

Onam is an important festival in Kerala occurring in Aug.-Sept. Traditionally, at ~nam 
time, there are a lot of festivities. One of them is boat racing. The Kerala boats callcd 
Valloms are unique. Being long, with very long curved rear cnds they arc paddled by 40 
to 60 persons. The VaUoms are raced to the accompaniment of songs that havc beats 
corresponding to the rhythmic motion of the paddlcs. It is altogether a grand sight watchcd 
by thousands of spectators on the banks of the waterways. This traditional sport has now 
been developed into a major event of boat races, with a number of races of dirfcrent 
classes of boats, with sponsorships and prestigious prizes, covered by radio and television. 

This event of Onarn in Kerala, along with the boat races and other programmes, promotes 
Kerala as a whole to the rest of the countrv and the world, showing the State's attractions, 
ways of its people, the songs, the festivitic; and the lcgends . This is a promotional event. 
When these events arc organised regularly evcry ycar, tourists-both domestic and 
international, plan their visits to Kerala during this period. Kerala occupies a special place 
in the tourist calendar. 

Many S m s  celebrate special evcnts, similarly. The Pongal in Tamil M u ,  thc Ganesh 
festival in Maharashtra, the Durga Pooja festival in West Bengal and the Descrt 
festival in Rajasthan are some examples. Even the kite flying tradition is made into a 
festival at Jodhpur and Ahmedabad. 

Evcnts however are not developed only on traditional, social and religious festivities. In 
Khajuraho and in Elephants (near Bombay), dance and music festivities are organised 
whcre the best artists in the country perform. Set to the backdrop of the historic 
monuments, these occasions acquire a certain uniqueness, presenting both, the place whcre 
the event is organised, as well as the richness of the country's tradition of fine arts. 

An international sports event like the Olympics or Asiad, an international conferencc, an 
exhibition (like film festivals or wade Expos) visited by a large number of v p l e  from the 
world over, an anniversary (like the Tagore Centenary or the 25001h yeru pf Buddha) can 
be made into a tourist promotional event Hotels may create theme events such as Thai 
week or France month with food, decor and entertainment giving the flavour of the 
country namcd. On a bigger scale, the India festivals had becn organised in U.K., U.S.A., 
Russia and France lasting a year. The French festival was organiscd in India, with evcnts 
in several cities, enabling the citizens to watch and experience dances, cinema, music, 
food, dress, name etc. of the othcr country. 

21.2.2 Points of Advantage in an Event for Tourism 

The following points are of significance to derive maximum advantage in terms of tourism 
promotions: 

1) Organisers of the specific event may be primarily interes ed in the cultural, 
archaeological, historical, literary or technical, aspects of the c d ent and overlook the 
incidental effect of increased tourist traffic in the city or state wh re the event occurs. 
Some may think that to consciously invite the tourists is to 'com i~ ercialise' the event 
and that may no1 be 'proper'. It is possible to recover the costs of the event through 
sale of tickets, souvenirs etc. to tourists. 

ii) All the organisations concerned with the incoming tourist business must be brought 
together to cooperate in inarketing the theme. 



iu) Tourists like to carry back mementos of events in which they had participated. T o u h  Marketl@ 
Promotlooal Events, Preparation of souvenirs. can produce income. They can also be used to remind Advc*lna Pub ty,Se lllag 

people of the event to come. The souvenirs are of unlimited variety. They have to 
mention the name of the event or a significant element of it. The income from 
souvenirs can substantially contribute to the financial success of the event. The 
Replicas of the 'Valloms' (see Sub-sec. 21.2.3). made in wood, become popular 
souvenirs. They then help to sustain a local craft. 

Check Your Progress 1 

1) Indicate which of the following statements is right [dl or wrong [XI. 

a) Promotion is the same as propaganda [ 1 
b) While promoting an event, attention is to be paid to matters other than 

organising the event itself. [ 1 
c) The Republic Day parade in Delhi is a promotional event. [ 1 

2) In the following statements, indicate which one of the four alternatives (i). (ii). (iii) or 
(iv) is correct. 

a) Promotion means c) An event relates to 

i) Communication i) sports 
ii) Rise in status ii) Festival 

iii) Sponsoring iii) Anniversary 

iv) A11 of above iv) All of above 

b) Communication is made to d) Promotion may be of 

iJ Employees i) Country as a whole 

ii) Customers ii) Specific estination 

iii) Financiers iii) Special attractions 

iv) AU of above iv) All of above 

3) List out ten items of souvenirs that may be got ready during an international sports 
event 

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

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

.......................................................................................................... 
4) What does promotion aims at? 

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

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

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

.......................................................................................................... 
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Advertisements are paid non-personal forms of presentation. Messages arc prcsenled 
through media viz. newspapers, magazines, journals, radio, tclcvision, posters, homdings, 
cinema slides, yellow pages, stickers, exhibitions, stalls, direct mail, giveaways elc. 
Advertisements: 

reach homes. (T.V., Press) or are stationary (Hoardings); 

are transitory (T.V.. Radios) or could be referred back (Magazines). 

Advertisements arouse curiosity and interest. They improve rcceptivily, but rarely lead to 
purchases without further promotional efforts. 

The decisions to be taken regarding advcrtisemcnts are: 

a) What is the objective? 

b) What is the target audience? 

c) Over what period should the campaign last? 

d) Scope i.e. National, Regional, Inlcrnational. 

e) Whether separate ads for different regions or audience scgrnents? 

f) Media m be used, Copy, Theme and Image. 

g) What is the best timing and frequency? 

h) Cost effectiveness. 

While preparing messages the following guidelines may be kept in mind by you: 

Givc clear unambiguous messages. 

Convey range, depth, quality and level of service. 

Emphasise benefits, not technical details. 

a Only promise what can be dclivercd. 

Develop continuity through symbols, image, format, theme, etc. 

Messages should emphasise the key benefits that the target market must percieve and 
will value. Messages must be credible, likeable and attractive. Appeals may cvoke scnscs 
of pleasantness, moods, luxury, distinctiveness, fantasy. 

Advertising technique may have: 

a Domination - Having big impact, 

a Concentration - One clear appeal, and 

Repctition - Impact through repetition 

A tourism destination has a visual appeal. Colour, movement and sound that may convey 
the atmosphere add to effectiveness. If any special event is to be advocated, it has to be 
done sufficiently early keeping in mind that decisions to travel are not taken in a huny. 
There is a certain gestation period of decisions, planning and buying in tourism. For 
example if one wants to go to the hills in summer the scleciion of the destination. 
planning and lookings have to be done much earlier. May be in February or March. In 
case of international tourism tour packages are offered even a year or two in advance. The 
target audience can be determined taking into account tourist segments by place or origin 
and flows. If the intentions are to generate tourist flow fiom new territories or flow from 
other destinations, perhaps intensive campaigns ma). be necessary. 

, Preparing an ad copy is a highly specialised task, necding visualising 'and creativity. The 
advertiser will have to work in closc consultation with the Copy writer, feeding him with 
the idas  to be translated into words and visuals to produce the commercial impact. 



Kin an Erotic Holiday! 

Come. Celebrate the 
E9 Festival that never ends. 

4 '~olidav and Tnrvel Show 
D ~ L  Harbour 1820 )une - 

R&i. It's when sisters tie It's q w r  chance to mh a 

cdourjul silken /lorn1 tokens on holiday for two to India courtesy 

their brothers' wrists 0s a pl+ of m a l  and Asia E z p m  *. 
eternal aflmtion. Just fill in the cwpon and 

Now .wu too ran $in pin w at the Festiml of 
us in a bond of friendship Friendship booth a /  the Show. 
At the Hdiday C Tmuci Watch /or the higidigh~ 

&tunlay 12.30. 

Kame:------------.---------------------_----- 

A d d m : - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -  



Shops at 
- 

AitTival and Departure 
at India's International Airports' 

Prices amongst the Exclusive international 
lowest in the world labels and select range ( - 

Wide range of liquor, Indian merchandise 
tobacco, pe*e~, Advance ~oo~cing 
watches, electronics, system. Book at 
confectionery and other departure & collect on - accessories 

I 
, Ilc * Bombay, Calcutta, Madras, New Delhi and Thiruvananthapuram 

India Tourism :-DUTY F R E E T  f Development Corporation a , ,.. ,, ,,,, t . .  , ,,- . . .P, ,s. , 
VC/ITDC/1802/92/C 



21.4 PUBLICITY 
Tourism hlarkcting-2: 

Promotional Evcnis, 
Ad\.crtisi~ig, I'ublicity, Sclling 

Publicity is unpaid for communication, usually impersonal and appearing to emanate from 
sources other than the marketeer. Publicity takes place when mcdia, on subtle persuasion 
or otherwise, carries an articlc or news item about the markctcer or the good/services 
offered. Publicity is more credible than advertisements when it is seen as originating from 
the medium or some other person, not the marketeer. 

21.4.1 Kinds of Publicity-1: Media 

The tools of publicity are: 

r Press Releases 

r Press Conferences 

r Conducted Visits (familiarising/FAM trips) 

I 
r Presentations 

b r Informal briefings 

r Sponsored Articles 

In thc casc of a hotellrcsort, news may relate to the facilities and conveniences in the 
property; events like marriages, seminars, exhibitions, inaugurals or sports that may take 
place in the property and important persons who may visit the property. 

Publicity will be carried by the media if the activities and messages are: 

r Interesting, 

r Timely, 

r Accurate, and 

r Newsworthy 

Sponsoring is excellent publicity. A leading Hotel group (Taj/ITC/Ob@rois etc.) might 
sponsor a cricket match or a TV serial and gain publicity. 

International tourism promotion depends heavily on Publicity. A new airline route is an 
occasion for publicity. So is a report in the news paper regarding an event of package. For 
example "Palace on the Wheels" is being remodelled. This was a news in the news papers. 
The impact was much more than any advertisement could have. This news was carried 
also by the T.V. The details and the descriptions create image of a unique experience and 
tourists thinking of going to India would "desire" to savour the same. 

Malaysia is planning to welcome 20 million tourists by the year 2000. They expect 7 
million tourists in 1994, which is being promoted as the Visit Malaysia Year (VMY). As 
part of this promotion, Indian newspapers carried special supplements with articles, 
advertisements, interviews and photographs. The entire space in the supplement may have 
been paid for in which case it is strictly "advertisement". Yet, the matter will be gone 
through as if Lhcre is news, the format of presentation being the same as the editorial 
pagcs of thc publication. 

21.4.2 Kind of Publicity-2: Oral 

Word of mouth publicity is very effective. It is said that sources of information are 
credible according to a hicmrchy. In descending ordcr of credibility arc: 

r Inlimate family, 

r Personal friends, 

r Professional colleagues, 

r Retailer's representatives, and 

r Producer's representatives. 

Word of mouh is more effective than advertisements. An endorsement by one who has 
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Tourbm Marketlag and used the services has more reliability and impact than an advertisement You ask about the 
Communlcatlom destination from your friends and tell them the one you have experienced. In most cases, 

you search for a person who has experienced the services to seek information like where 
did you stay? was the stay comfortable? or how was the bed tea? 

Therefore, it is a good strategy to encourage customers to talk of satisfactions. Develop 
materials that customers can pass on. Cultivate opinion leaders and emphasise on 
conveniences. Any customer who perceives special value, not commonly available 
elsewhere, is a potential medium for word of mouth publicity. Contacts with customers 
can be maintained through: 

Bulletins, mentioning new facilities or upgradation of existing ones. 

Greetings, gifts or souvenirs. and 

Invitation to revisit offering special itemslservices. 

In the case of tourism, the mvel agencies, hoteliers, airlines etc. are part of the services 
and also part 2f the promotion. The personnel in these organisations provide service. They 
are also depended upon by tourists for information and advice. They are a useful 'word of 
mouth' media. Such personnel may be taken to the facilities and destinations and made to 
experience the services and attractions. 

Word of mouth publicity happens when people talk about satisfying experiences. 
Satisfaction is the difference between actual experience and the expectation prior to the 
experience. Robert Galvin, Chairman of the Executive Committee of Motorola Inc. says 
that there are four levels of acceptable service+'Good', 'Very good', 'Near Perfect' and 
'WOW'. John Humble, the management consultant from the UK, uses the word 'Delight' 
for 'WOWs. Both WOW and Delight occur when the experience is far beyond all 
expectations. That is a level which is least forgotten. It is always talked about. 

When actual experience falls short of expectation, there is dissatisfaction. This is alsq 
noticed and remembered. When actual experience matches expectation, there is neither 
dissatisfaction nor satitfaction. When actual experience exceeds expectation, there is 
significant satisfaction, but may not be strong enough to be noticed and remembered. But 
the satisfaction becomes a WOW or Delight, when the actual experience exceeds by a 
wide margin. Only a WOW experience is remembered positively. 

One expects courtesy and attention in a hotel. If it is missing there is dissatisfaction. But 
there is no significant satisfaction when courtesy is noticed. If the manager of the hotel 
calls you up as soon as you enter your room and asks how you a-that is beyond 
expectation. That may be remembered but still not a WOW. But if that evening, the band 
plays a birthday song because it is your birthday, that is WOW. 

To be told that one does not have a reservation (in a hotel or airlines) is bad. To be 
welcomed as if they are waiting for you, instead of a 'Next' is good. To be received as 
soon as you reach the lobby with your favourite drink may be a WOW. To be left hanging 
on the telephone, without knowing whether the perso? you are calling for is available or 
not, is bad. To be told that the particular person is not available and that you could leave 
a message is better. When the M.D. of a Company gives you his personal number and 
tells his secretary to give your calls top priority it is good. To be handed over a new book 
in library because the librarian knows your taste, is WOW. 

Check Your Progress 2 

1) Indicate which of the following statements is right [dl or wrong [XI. 
a) An advertisement rarely leads to purchase without further promotional 

efforts. [ I 

b) An advertisement suitable to attract domestic tourists is suitable also for 
publication in a foreign magazine. [ 1 

c) Publicity has more credibility than an advertisement [ 1 

2) In thc following statements indicate which one of the four alternatives (i), (ii), (iii) or 
(iv) is carrect. 



a) Customers will talk if their experiences have been 

i) Bad, ii) WOW. , 
iii) Neither. iv) Both. 

i 
b) Tourism promotion has to focus on: 

i) Potential travelers, 

ii) Travel agents, 

iii) Airlines, 

iv) All of above. 

c) Tourist makes his plan to travel: 

i) inahurry, 

ii) well in advance, 
I 
L iii) at the last minute, 

iv) none of the above. 

b 3) Mention the decisions you will take before giving an advertisement. 

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

........................................................................................................... 
4) How can you ensure unpaid publicily? 

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

.......................................................................................................... 
,....... ....... .......................................................................................... 
.......................................................................................................... 
.......................................................................................................... 
.......................................................................................................... f 
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PUBLIC RELATIONS 

Public Relations (PR) is the deliberate, planned and sustained efforts to establish and 
maintain mutually beneficial relationships between an organisation and public, It comes 
from a recognition that without the active support from the public, the organisation will 
have difficulty to carry on and grow. Shareholders, suppliers, customers, agents, 
employees-all have stakes in an organisation. In the case of tourism, the trade and 
commerce within the vicinity of the destination and the local people also have a stake. The 
local residents at the destination probably have the biggest stake. Their life styles and the 
environment are elfected by Ihe influx of tourists. Tourists being visitors from a different 
culture and society (even if within India) may be accustomed to behaviors different from 
the locals. Therc could be a fear that the younger generation may be 'spoilt' by mixing 
with the tourists. The increased activity accompanying tourists growth may bring in 
undesirable persons, thus effecting the sense of security. If the local people start reacting 
to these 'encroachments' into their ways, their behaviow may significantly affect the 



Tourism Marketing and pleasure of the tourists. PR is essential to ensure that the relationships are condircivc to the 
Cunimunlcatlons growth of tourism. 

Bctter understanding between tourists and the hosts/rcsidents at and around thc destination 
can make them feel favourably inclined to each other. This can be possiblc through 
contacts and interaction. It is part of PR activity to make such contacts contribute towards 
a better understanding. The contacts become more useful if expectations of both arc 
known and each is aware of the do's and dont's. 

The tools of Public Rchtion are the same as for publicity plus: 

Sponsored visits, 

Sponsorship of activities, 

a Special drives, and 

Interest group meetings, etc. 

PR efforts are aimed at key personnel and seek to shift the people towards: 

Sympathy from Hostility, 

Acceptance from Prejudice, 

Interest from Apathy, and 

Knowledge from Ignorance. 

PR efforts havc to be credible but they are difficult to evaluate for effectiveness. PR is thc 
business of everybody in the organisation. The top management may lay down thc policy. 
But what others in the organisation do also conveys mcssages to thc public. This affects 
their relationship with the organisation. Training and education of staff at all lcvcls on 
how to deal with customers/peopIc-with courtesy and considcration-has to bc a part of 
the PR effort. As a tourist professional you have to be extremely cautious of this aspcct. 
Leading organisations have PR departments and many others l~avc at least a PR Ofliccr. 
But many tend to ignore this. This may have adverse effects in the long term or may bc in 
the short tcrm itself. 

PERSONAL SELLING 

Personal sclling is a part of promotion. Advertisemcnts and other non-personal 
communications are not adequate to persuade customers to make choices. The information 
required to make choices are more than those available at awarcncss Icvels. The gap can 
be reduced via personal interaction. Evcn then the quality of scrvice and integrity of 
producers are difficult to know. 

21.6.1 Salesperson's Duties 

Salespersons (boy or girl) havc to call on people to sell. Ideally a salcsperson has to: 

Find prospects, that is, get names of people who are likely to buy. 

Qualify the'prospects,.finding enough data on the prospect to decide whether there 
is nced and capacity to buy. 

Approach the qualified prospect by faing up appoinlments for presenta~ion. 

a Makc the presentation during which the salesman will explain what d ~ c  product can 
do to the prospect mad get him sufficiently intcrcstcd to try thc product. 

\ 

Close the sale, that is, make the customer buy. 

Provide after sales service, that is to ensure that the experience with the product is 
the same or better than what was promised during ,sale, and the customer has no 
complaints. 

A scrvice, being intangible, presents a lot of uncertainties to the prospect. The salesman/ 
girl of a service, if perceived as non-professional, or not credible, increases lhose 
...,na..+,.:r.:nn TI.-.. ..l.-..lrl I.- -- --I:..LI- C-..-- >I.. --> .-- . -11 mr.  .L 



emphasise conveniences but not ignore to mention precautions necessary in usage. Tourism 3lurkcting-2: 
Promotional Events, Effective salespersons understand and empathise with the customers and are more 

sing, Publkity,Sclling 
acceptable to the customers. They also demand services from the organisation on behalf of 
their customers. 

21.6.2 Other Purposes of Salesperson 

In practice, all sale calls are not for affecting sales. The other purposes served through 
such calls are: 

data collection and updating prospects list, 

As a PR effort, to tell about new products and achieverncnts of the organisation, 

As a service to check on customer's experience and satisfaction levels with what 
they have bought, leading to feedback for product development, and 

Intensive sale campaigns in specific areas from time to time. 

A salesperson must be sensitive to the reality of the situation they are in at any particular 
time and adjust their normal styles and presentations accordingly. Or else, they might be 
embarrassed. For example, if the salesman of a vacuum cleancr, who, to demonstrate the 
effectiveness of his product, scattered a lot of rubbish on the costly carpet in the 
prospect's living room, later found that here would be no electricity for the next four 
horn. 

Generally (subject to exceptions always) people like to: 

Think for themselves and understand the product at their pace. They do not like to 
bc hustled. 

Have second opinions and look at options before buying, particularly if the 
commivnent is hmvy. In services h e  commitment is usually irreversible. 

Be respected for their vicws. Experienced salesperson do not contradict or deny 
directly the prospcct's statements. They avoid an argument. They agree with a 'Yes' 
and then express an alternative view with a 'but'. 

While buying goods, the buyer takes home what he has bought and uses it there. A post- 
sales call is necessary to know the experience. In the service business, the production and 
consumption occur simultaneously as an interaction between h e  consumer and the 
represcntative of the producer. This representative is usually not the salesperson. In the 
case of many scrvices, the feedback can be had during the service transaction itself, 
examples being cinema, entertainment, beauty clinic, laundry etc. In many other services 
the feedback is delayed. Examples of this are medical treatment or repair services. In the 
case of insurance the service is delivered (at the time of claims) long aftcr the purchase is 
made. During the intervening period, nothing should happen to nullify the arrangement 
made. Ensuring all this is post sales service. 

Tourist destinations are sold personally to intending travelers by travel agenu, hoteliers, 
cruise operators and other intermediaries. Post sales calls help to check whether 
experience was consistent with expectations and promises. Such feedback obtained during 
post sales calls helps improve the tourism product and eliminate dissatisfying elements. 

21.7 MERCHANDISING ) 

Activities that take place within the unit are called Merchandising. The objectives of 
Merchandising are to make customcrs within the premises: 

aware of facilities or offers available, 

wan1 to avail of those facilities or offers on impulse, and 

havc a memorable experience. 

Merchandising relies on displays of materials and skills. Utilisation of facilities wiihin a 
hotcl hy resident guests can be improved through Mcrchandising. 

A provider of tourism services has considerable opportunity for Merchandising, i.e. to 
make the customer who is in contact, buy additional services which he may not have 



originally planned to buy. May be he did not know of the availability of the services or 
did not know enough to evaluate its true worth. If the additional service on offer is unique 
and exclusive to that location, the additional costs *odd seem to be negligible compared 
to the opportunity--he may not visit the place, at least for quite some time. 

If Merchandising is done before the tour commences, the tourist will 
be ready for it. Otherwise, depending on the availability of money 
and time resources, there could be disappointment. 

Check Your Progress 3 

1) Indicate which of the following statements is right [dl or wrong [XI. 

a) Selling is different from PR. [ 1 
b) Locals always benefit from influx of tourists. [ I 
c) The contacts between tourists and the local community must be carefully 

managed. [ I 
d) PR includes education of staff. [ I 

2) State how sales contacts may help in Market Research/PR? 

3) When should Merchandising be done in tourism? 

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

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

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

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

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

.......................................................................................................... 
4) Mention the duties of a salesperson. 



Tourism Marketing-2 .......................................................................................................... 
PromoUonal Eva~ls, 

AdvcrUsing, Publicity. Seliing .......................................................................................................... 

,21.8 LET US SUM UP 

Promotion is an element of the marketing mix. Promotion is made through Advertising, 
Publicity, Selling, Public Relations and Merchandising. Events provide opportunity for 
Publicity and Promotions. Selling helps not only to increase the number of visitors but 
also Market research and PR. The local population is one of the most important link in 
this. Contacts between tourists and the local people need to be properly planned. 

21.9 KEYWORDS 

Concentration : One clear appeal 

Conducted Visit 

Informal Briefing 

Presentation 

Press Conference 

Press Release 

Promotional Event 

Sponsored Articles 

is one in which members of the public (in manageable 
groups) ate invited to visit the organisation and obtain 
a fmt hand experience of what is happening. 

Have big impact 

is in thc nature of information being passed on to be 
published or used by the media but without identifying 
the source. 

is a formal talk with supporting slides, pictures, data 
etc. 

A meeting m g e d  between senior executive of the 
organisation and the representatives of the news media 
whcre statements are made and questions (from the 
representatives) arc answered. 

A statement issued to the media, to be publishcd or 
broadcast by the media as news. 

A happcning, that happens in normal course or is 
specially designed, enhancing attractiveness and 
highlighting the uniqueness of the destinations. 

arc written by professional or well known persons on 
request, with or without being paid for the same. 

21.10 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

3) T. Shirts, Caps, Shoes, Socks, Handkerchiefs. Scoreboards, Cufflinks, Tiepines, 
Replicas of mascot, Badges. Paper fans, Photographs of Stab, Books of records, 
Writc up on past performers, Photographs. Models of sights in the city, Local crafts, 
Pencils, Pens, Diaries with imprint of logo/mascot. 



Tourism Marketing and 4) Base your answer on S ~ C  21.1, 
Communleatlom 

Check Your Progress 2 

1) (a) 4 (b) x (The needs and appeals have to be dilferent). 

(c) J 
2) (a) (iv) (b) (iv) (c) (ii) 

3) See Sec. 21.3. 

4) Set Sub-sec. 21.4.2. 

Check Your Progress 3 

1) (a) 4 (b) x 

(c) J (dl J 
2) See Sub-secs 21.6.2 and 21.6.4. 

3) Before the tour starts, see Sec. 21.7. 

4) Base your answer on duties mentioned in Sub-,sec. 6.4.1. 



UNIT 22 ROLE OF MEDIA 
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I 22.0 OBJECTIVES 

After reading this Unit, you will bc able to 

understand what is meant by media, 

I e familiarise yourself with the terms normally used in relation to the media. 
I 

e distinguish between the utility and impact of the different media, 

know how to decide on the appropriate media to meet the objectives, 

know how to optimise advantages from the use of the media, and 

learn about the cost efficiency factor in a media campaign. 

22.1 INTRODUCTION 

Suppose you have been assigned the task to analyse the factors that influenced tourists to 
come to a particular destination. Naturally, you will conduct a survey with a question to 
every tourist "how did you come to know about this destination?" The answers would be 
varied like: 

we read an article about this beach in a magazine, 

no, in my case it was an advertisement in the newspaper. 

oh! I saw this beach on the T.V. and fell in love with its natural beauty, 

well we heard about it in a radio talk, and so on. 

So your repon will say that in each case a component of the medk is there, i.e. a 
magazine, newspaper, T.V. or radio. 

Well, particularly every aspect of life is atTected by media today. Which brand of tea you 
buy? Which movie you see? and so on. Tourism is an area where media plays a vital role 
in practically all the activities related to i t  For example: 

people are amctcd to a destination through the use of media, 

media helps them in deciding which airlines to fly. 

they may decide to stay in a hotel who= service and rooms they had seen in a 
promotional documentary shown by a tour operator, 

in a newspaper supplement they read about the shopping centres, etc. 

Hcnce, we have for you this Unit on the role of media. It is an auempt to give you an idea 
about media and its uses in a broader sense. The Unit describes the kind of media and the 
media terms. It also shows the differences between the different media and accordingly to 



~ourlsln Marketing .od what use they can be put. Briefly, it oullines the patterns of media research and the 
Communkptlorm significance of media image along.with media costs. After reading you can correlate diem 

to tourism and accordingly put to application. 

22.2 MEDIA: MEANING AND KINDS 

Managements, producers, promoters, advertisers, etc. know about their products or 
services. The persons to mmunicade, may be: 

customers, so that they may become aware offget interested in and be attracted to 
what is on offer fhm the communicator, 

employees, so that they may know how the organisation has grown and proposes to 
grow: what their own prospects may be and so on; and at the same time feel a sensc 
of belongingness or pride in their organisation and contribute more enthusiastically, 

the general public, suppliers etc. so that they may know the organisation's products, 
activities and impact and may feel favourably inclined towards it. 

Organisations use 'media' to communicate messages that inform, attract attention, create 
interest, generate desire and persuade others, that the communicator and his products (the 
products may be goods or services) are worthy of support and patronage. Such 
communications through media are known as Promotion. 

Promotion is done through media and the idea is to communicate a message to a potential 
uscr of tourism services. All such messages are rcferred to as "sldvertisements" in this 
Unit. Although some, like window displays, may not be called adverlisements in common 
parlance. Well let us discuss the various kinds of media: 

i) Print Media: 

It comprises of daily newspapers (morning, evening), weekly newspapers; periodicals, 
magazines of general or special interest to sports fans, women, children, litcnry- 
minded, tourists. fashion designers, gardeners, wildlife enthusiasts etc., professional 
journals mcant for doctors, architects, lawyers, consultants etc; or trade journals of 
interest to different businesses. These carry articles, news items and advertisements. 
For example, the H & FS Review published from Bombay is the print medii used by 
the hospitality industry and its producers to communicate with their customers or 
Athithi thc monthly journal of Rajasthan Tourism Department provides information to 
tourists. Print media, particularly newspapers and magazines, still dominates the 
scene. 

ii) Broadcast Media: 

This comprises of radio and television. Messages are transmitted by these media 
through the atmosphere and received by viewers and listeners at their respective 
places. They carry spots, sponsored programmes and commercials etc. For example 
the BBC TV programme on travel motivates a number of tourists. 

iii) Electronic Media: 

This comprises of audio and video tapes. These are used by tourism departments, tour 
operators etc. for promotional purposes. Audio tapes are now bcing used more and 
more for guiding services also in mu.wums etc. 

iv) Display Media: 

This comprises of: 

hoardings (also called bill boards) which are painted and ldcated at public places like 
busy streets or parks, 

illuminated signs which may remain steady or keep flashing and changing, 
Y 

wall paintings and posters (which are printed bulletins) put up at railway stations, 
ahports, oftices or canied by persons on the streets, 

panels which are small, painted or printed, and attached to kiosks on lamp posts, 
buses (inside as well as outside), railway compartments taxis; exhibitions, trade 
shows and fairs, 







signs and banners at rctail outlets, 

window displays. 

sky balloons and skywriting. 

banners on boats anchored at water fronts, etc. 

Another way of classifying media is in terms of: 

Audio comprising of radio, tape recorders. record play& etc. that make sound 

Visual comprising of displays print, cinema slides. etc. and 

Audio-Visual comprising of video tapes, T.V., cinema. 

hIedia like, newspapers, cinema, radio and T.V.. which are managed by people other than 
the advertisers are known as 'Above the line' media. Other media like direct mail. 
exhibitions. demonstrations. posters, bulletins etc., are referred to as 'Below the line' 
media. This distinction is because of a practise of some agents to bill for the first type of 
media used, draw a line below, aftw providing for commission on them and then billing 
for the costs of the other media, below the line. 

22.3 MEDIA TERMS 

While discussing media and its uses ccrtain words are usually uscd. These words have 
specific meanings which may not be the same as commonly understood. Hence, certain 
such words and their specific meanings are explained below: 

Advertisement is the use of space in a publication or time in 3 broadcast, which has been 
paid for, to convey a message. Direct mail is also advertising because-the space, though 
not in a publication. has to be paid for by the advertiser. 

Audience refers to the people who see or hear or read the messages in the media 

Audience Profile refers to the characteristics of the audience in terms of demographics 
and other factors like literacy, attitudes and interests, social and economic status, location. 
etc. This profile varies. For example, those who read national newspapers might act or 
behave differently from those who read regional newspapers or professional journals; 
those who like to watch Chitrahar on Doordarshan may not be the same as those who 
watch MTV. Those who may see the posters in the airport are not the same as those who 
may see the bus panels. 

Campaign refers to a planned programme to communicate or promote, using #media 
(one or more); with repetition and/or variety during a specifmi period of time. 

Circulation is the number of copies (of newspapcr or journal or magazine) sold. 

Commercial is an advertiscment message broadcast on T.V. 

Copy is what appears in an advertisement by way of words and illustrations. The copy 
translates the absmct ideas and concept of thc advertiser's message into a tangible farm. 

Coverage rcfcrs to the number of persons from the target audience that see, hear or read 

t 
the message. Coverage is less than 'Exposure', because not all who can see a message. 
may in fact see i t  

Cumulative Audience (Gross) sum of exposure to all media in a campaign. 

L Demographics refers to the description of a population (market or audience) in terms of 
sex, age, family size, occupation etc. 

Duplication is the overlap between media because of difference media reaching the same 
persons. 

Exposure (or Reach) refers to those of the target audience having an opportunity to see 
or hear or read the message in the medium, in a period of time. For example, a specific 
T.V. programme may not be seen by all persons having T.V.sets. A programme may be 
viewed by more Lhan one person from the same T.V. set. But only some of them will be 
the target audience. In the case of a newspaper also exposure can be more than the 
circulation. 



Tvurism Marketing and Flexibility is the scope for variation in regionality, timeliness and creativity. Somc media 
Communientiom allow more scope for creativity in terms of colour, sound or movement. 

Frequency is the number of times an audience has an opportunity to sce or hear or read 
the message over a period of time. This will depend on the number of times the media has 
carried the message according to the schedules. 

Image of a medium is the public perception of the medium's modernity, honcsty, quality 
of content, etc. The image affects, positively or otherwise. the message carried by thc 
medium. 

Impact is the effect on the covemge in terms of recognition, recall or mcmory and 
influence on the audience. 

Intensity is the degree of thoroughness with which the audience sces, h m  or reads. 

Jingle is an advertisement message set to music, usually broadcast on radio. 

Layout refers to the manner in which the advertisement space has been used, the mmncr 
in which the copy has been presented in the advertisement. It includes size of lclters and 
spacing of words and illustrations. The copy and layout together make the impact. 

P.0.P (Point-of-Purchase) refer to the displays at the retail outlets. 

Reach is the same as Exposure. It indicates the capability of the medium to reach the 
target audience. 

Schedule is the programme of use of the media like sequence, dates, time, etc. 

Selectivity means the ability of the medium to reach a target audience specified by 
geographic demographic or other factors. 

Spots refers to the time for advertisement in a radio or T.V. 

Visual refers to the illustrations in the copy. 

22.4 MEDIA DIFFERENCES 

There are considerable differences between the different media, in terms of Coverage, 
Exposure, Flexibility and other characteristics. 

1) Some media go to where the audience is. For example. Print and Electronic media. 
Some of the display mcdia, hoardings for example. or Cinema do not move. EIcnce 
exposure is limited to those who go to where the medium is. Some media like radio, 
T.V. or some magazines, have an international or a nationwide reach, while others are 
exposed only to audiences within a limited geographical linguistic or professional 
bun*. 

2) Some media are also pursued at the convenience of the audience. while some present 
the messages according to the conveniences of the media owner. If the messages are 
not noticed, when being shown, thcy are missed. They cannot be recalled for a frcsh 
look. If the message is not clear, one cannot ask for a repeat. If you are watching a 
video, you can ask for a repeat, but not while watching a T.V. or listening a radio 
broadcast unless you have recorded it yourself. If the medium is a newspaper or a 
magazine, you can read it even after some lapse of'time. 

3) The print media. particularly newspapers, have very large exposures. Advertisements 
for newspapers arc relatively easy to prepare. Newspapers and magazines may carry 
exclusive pages as supplements. Newspapers are heavily crowded with all kinds of 
advertisements. Coverage could be poor despite large exposure, unless the 
advertisement occupies a lot of space and/or is appropriately positioned. Newspaper's 
selectivity depends on its circulation. Some are small town newspapers having mainly 
local readership. Newspapers are the fastest to send a message due to lesser 
preparation time and daily issues. Ideas can be tested quickly in this medium. 

4) Magazines range from weeklies to biannuals. They are road repeatedly. Very few 
people read a magazine from end to end in one sitting. Magazines may also be 
referred to after some time and they have longer lives than newspapers which are 
usually discarded within a few hours. Magazines have morc secondary readership than 



newspapers which means that the exposure is much more than the iirculation. 
Magazines provide more flexibility in terms of printing and colour reproduction, use 
of multiple pages, inserts, folds or spreads. Advertisements in magazines need more 
time for preparation and art work. 

Both magazines and newspapers are static, using words and still picwres. They are 
excellent for conveying information in detail. While reading, the audience's mind is - 
awake, actively seeking information. If a message coincides with the reader's 
enquiring mind, the impact will be high. But readers tend to skip more advertisements 
than they read. 

5) The rcach of the direct mail is as good as-and only as good as-h mailing list. 
Mailing lists can be compiled from directories, sales personnel, customers or 
membership (of clubs and associations). Target audiences outside the mailing list are 
ignored. Direct mail has a personal touch and can use more wofls and illustrations 
than other print media. It is read at leisure. Those exposed to it are known and 

h rhcr "ore impact can be measured more accurately than in other media Selectivity and 
flex.oility is high and there is no competition from other advertisements crowding in 
the same limited space, as in newspapers. Direct Mail is good for specialised 
markets, like mail order companies, holiday organisers and pyblishers. Direct Mail 
has a personalised much that helps to build and maintain customer loyalty like the 
frequent flyers club of Airlines. 

6) Cinema and film slides shown in theatres have high memory value.,Using colour, 
sound and movement they can carry a wide range of communication at a time. 
However, the limitations are: 

They are expenshe and wastage is high. 
I 
I There is very little selectivity in terms of target audience. 

! e The audience profile for cine& is changing over time. It also changes according 
: : to the film being shown. 

Advertisements are shown only at the beginning of the show or at the start after 
the interval. These timings being known, the audience can avoid viewing. On the 
other hand ratio of coverage to exposure is low but the impact is high. The 
involvement of the audience in Cinema is considerably more than in T.V. In 
T.V. the attention to the small screen is less concentrated and less consistent. 
There are distractions also in the case of T.V. because of being watched at home. 

7) T.V. has become the most important medium because of its accessibility in more 
households than of any other medium. Exposure and Coverage are both increasing 
even in the rural areas. Selectivity is possible if the audience profile is carefully 
determined. Audience profile changes according to the programme of the 
broadcast, as well as the time of the broadcast. Impact depends partly on the 
position of the advertisement in the sequence of commercials preceding and 
succeeding. As a medium, it overcomes the handicaps of illiteracy. 

A Commercial costs a lot to prepare and the charges for medium usage are also very 
hcavy. Flexibility is vcry high. Audience tends to relax while watching T.V. and 
'surrender to it'. A T.V. commercial combines attributes of story telling and 
demonstration. It can convey demonstrations and messages on how to use. Hence, it is 
considered the fastest and the most dynamic medium for selling brands and services, 
the impact being more through the visuals. 

8) Radio has a much wider exposure than the print media and perhaps also more than the 
T.V. outside urban areas for the present. Flexibility is less than T.V. as only sound 
can be used. The jingles become popular and are often sung by listeners. Messages 
can be detailed and made appealing in the fonn of &alogues using local slang and 
jargon. Sefectivity depends on the programme and timing as in the case of T.V. It 
reaches all social strata and overcomes the problem of illiteracy.. 

Radio is not confined to a place as it moves along with the listener. We must 
remember that for a listener the message is not durable and it may also be ignored. 

9) The value of outdoor media, like hoardings, posters, signs etc. depends entirely on the 
location. They have long life and <qre seen repeatedly by audiences. They have a high 

Role of Media 



'I'rwrlsm Marketing end geographic selectivity but demographic selectivity is poor. The message ccm be varied 
CommunIcaUom very frequently. Messages have to bc brief. They musl be capable of being seen and 

read from distances in a qhon time as one passes bjr. Nobody stops in front of Lhese lo 
read. If the angle of the hoarding lo the direction of traffic is not proper, passers by 
will not even notice it. They are relatively less expensive, but the spacc will have to 
be bought for on a long tcnn contract. 

10) Exhibitions and Fairs can be conducted by hiring out stalls in an event in which othcr 
exhibitors also participate. It is also possible to organise a solo exhibition where lhere 
will be no other exhibits. Either way, the visitor lo an exhibition comcs specifically 
for the purpose of viewing the exhibits, combined perhaps, with some entertainment. 
The attention of the viewer is therefore almost complete to the messages being 
conveyed through the: 

a panels, 

a personal explanations 

a pamphlets and leaflets, 

a samples, 

a working models. 

a audio and video tapes. 

The exhibition provides an opportunity to combine a variety of media into a single 
location. Messages therefore can be detailed and useful. 

The world of media is also changing today. Video and cable T.V. etc. are replacing the 
cinema theatre. The audience is also becoming larger. For example, household viewing of 
satellite T.V. had increased from 4 lakhs in January, 1992 to nearly 60 lakhs in July, 1993. 
Though still less rhan Doordarshan viewers, the satellite viewers are increasing. Also, the 
number of satellite channels are increasing. Satellite (Hindi) transmissions arc viewed in 
about 40 countries. 

Very often, advertisements in video cassettes are totally wasted as cbpies of [he cassette 
are made eliminating advertisements. The viewers may also 'fast forward' what they do 
not want to see. 

Cable T.V. operators, however, provide effective local advertising which is not part of the 
video cassette. These will have geographical selectivity but not audience selcctivily. They 
can be repeated several times in a day depending upon the operator. 

Check Your Progress 1 

1) Indicate which of the following statements are right or wrong. Mark (4) or (X). 

i) A house magazine for internal circulation among employees is part of 
media. [ 1 

ii) Coverage means the same as Circulation. [ 1 
iii) Image of a medium is related to the glossiness of the publication. [ 1 
iv) A mobile solo exhibition can be an effective medium [ 1 
v) Messzges iii T.V. commercials have better impact than advertisements 

in magazines. I 
2) Compare Exhibitions to olher media in about ten lines. 



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

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

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

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

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

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

3) Discuss the importance \of print media. 

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

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

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

22.5 MEDIA RESEARCH 

As a tourism professional suppose, you have to plan a campaign to promote your product. 
This could be a tour, destination, hotel, emporium etc. As a first step in this regard you 
would decide on: 

What media to use? 

What is to be presented in the media and how oftcn? 

Besides, the characteristics mentioned earlicr as well as details on exposure, coverage, 
usage etc. have to be also taken into consideration while choosing the media for the 
campaign. 

Media selection has to depend on 'answers to questions like: 

How many people see it? 

What kind of people see it? 

How much does it cost? and 

What is the impact, etc. 

You would not like to advertise if it is not read or seen by people of the kind you want to 
address. For examplc, a souvenir issued at thc time of a special event contains many 
advertisements. However, experience has shown that nobody seriously looks at thcm. 
Hence, such advertisements are not intended as communication. Thcy are intended to 
provide support to the publisher of the souvenir i.e., the organiser of the event where tlle 
souvenir is released. On the contrary, an advertisement on the big screen behind the 
batsman in a cricket test match is seen by thousands prescnt in the ground or millions 
watching the T.V. telecast of the match. Naturally you may go far thc latter option 
provided you meet the costs, etc. 

Similarly, while going for a campaign in a newspaper (which may frequently be there at 
local destination level) one has to take into account various considerations. For example, 
all readers do not notice all the advertisements in a newspaper. Some skip through the 
headlines. Some do not look at certain pages at all. Many people do not look at 
advertisement at all, unless it is very big or the visual is very striking. Sometimes the 
smallness of the type in the midst of a lot of empty space attracts attention. 

Pick up any ncwspaper and you will see that thcre are some pages rcserved for special 

Role of Media 



Tourism Marketing and kinds of advertisements. For example, tender notices will appear only in specil'ic pages. 
Communications Similarly, employment notices, entertainment schedules, trade notices, legal notices, 

shipping news, etc. will appear on particular pages. These pages will be gone through by 
dose who are interested in such matters. For example you want to know the wcather in 
the four metropolitan cities of India and you contribute to Ilindustan Times. You will 
Straight away open page 4 for you know that Lhe item comes there regularly. Covcrage and 
selectivky can improve by locating advertisements in such pages. If a trade noticc appcnrs 
in an employment page, coverage will be zero, though the reach of the medium may have 
been good. 

Better knowledge about readership patterns and behaviour helps make inorc valid 
decisions on the choice and use of media. It is here that through media research one 
gathers this knowledge. 

Media Research provides estimates of: 

a Readership or viewership of average issue or programme profiled by age, sex, class, 
exposure to other media, purchasing patterns etc. 

a Where, when, how and how much do they read (see or hear). 

a Response function, which is an expression, usually in numbers, of the value to the 
advertiser of repeated advertisement exposures; how much forgetting occurs between 
exposures and what is h e  nature of this decay in terms of time; additional impact of 
every subsequent advertisement, may be Lhe same, more or less, more for the second 
andlor third and diminishing thereafter. This will depend on the interval between 
advertisements: 

a Effectiveness of different sizes of posters, or of colours on them, and 

a Site evaluation of hoardings, etc. 

There are several problems in researching media For example: 

a readers may be casual, flipping through, or thorough, hence distinguishing them is 
difficult, 

a readers who read the same or past issues repeatedly inflate the readership figures, 

a a reader may be regular, but may not have read any issue during the period of study. 
On the conaary, a person may have read an issue during the period, although he may 
never have seen it before, and . 

a one may listen to a radio programme, without recognising the station broadcasting it, 
etc. 

Media Research provides estimates of numbers and types of people in particular segments. 
They can be reached by any of a variety of ways using the media for a given cost. It is a 
specialised grid costly study but of great help for advertisers to plan their campaigns. At 
times, media owners themselves provide research data. But mostly these are arrived 
mainly to esQblish the competitive superiority of the media they own. The total 
advertising budget is very large and increasing. Media owners are interested in enhancing 
their share of this budget. In the case of newspapers, for example, the cost of production 
of the daily issue $met substantially by the advertisement revenue, thus keeping the cover 
price of the issue low. 

An owner can levy higher advertisement tariffs if he can establish superior reach and 
impact over other media. Advertisement agencies need the research data to be able to 
advise their clients properly. Independent agencies conduct media research and supply the 
findings to whoever is interested at a price. Some do so on specific requests to answer 
specific questions. Some do it on an ongoing basis. The studies are done on sampling 
methodologies in selected areas. The findings are good enough to make decisions although 
the same size may be less than half percent. 

IMRB and MARG are two agencies that do media research. The Media Research users 
have also formed a Council to conduct media reseych. Most of the research is limited to 
Exposure and Coverage within geographical areas. Some newspapers like Economic 
Times carry information on T.V. ratings which show percentage of audience viewing 
particular programmes. 



22.6 MEDIA IMAGE 

Some of the considerations in choosing media are qualitative and intangible. You must 
remember that audiences atmbute values to advertisements that appear in different mcdia 
according to the media image. This is the reputation for honesty or class of a particular 
media. For example, a product advertised in the national magazine is perceived as 'having 
greater prestige, value and/or reliability than one in a regional newspaper with limitcd 
local circulation. A hoarding in an important commercial centre conveys high class than 
one in the market place. The costs of the media vary according to these differences but do 
not fully reflect the differences in quality. 

Like top advertisers (Godrej, P & G, Hindustan Lever, MRF, I.T.C., Pepsi are some of 
them) and top agencies (Lintas, Mudra, H.T.A, R.K. Swami are some of them), there are 
top m d  companies. A media company is one that owns and operates several media. For 
example, Living Media of Dclhi publishes India Today in several languages, Business 
Today and News Track. In addition, it manbges the circulation of some foreign 
magazines and produces music cassettes. The Times of India group have several 
newspapers and magazines, published in different languages and from different cenqes. 
The group is also into Television (Times TV) and Radio (FM Channels). Over the years, 
these companies have built their image through quality service and results. 

Perhaps the world's biggest media owner is the Australia based Rupert Murdoch, whose 
Ncws Corp employs more than 30,000 people, publishes more than 60 million papers 
every week in 4 continents, owns nearly a dozen T.V. stations and networks, available to 
nearly 30 million homes, owns 3 publishing houses and a movie company. The total 
exposure is 3 billion people in 30 counlries. Net profit in 1992-93 exceeded US $ 650 
million. Murdoch recently (in 1993) acquired the Star T.V. Network for $525 million. He 
has also entered into joint ventures with Indian companies to oversee crucial sales and 
marketing operations. 

22.7 MEDIA COSTS 

The cost of using media is an important consideration while planning a campaign. One 
must utilize the budget for the campaign for maximum benefits. 

You must know that every medium has fixed rate tariffs for carrying advertisements. 
These rates vary according to the space or time used. For example: 

a Cover pages of magazines cost more than inside pages, 

a . colour ads cost more than black and white ads, 

a classified ad pages cost much less than display ads in other editorial pages, 

a national newspapers cost more than regional newspapers, and 

a newspapers which publish simultaneously from many centres offer concessions if 
more than one edition is used. 

Similarly. Radio and T.V. charge differently according to the time. Prime time costs more 
than non-prime time, the distinction being according to the exposure at any time. 

Cost efficiency is more important than the actual cost of using the medium. Cost 
efficiency is usually defined as the number of exposures which the ad in a particular 
medium will deliver for a given budgct. This indicates value for money. 

Cost efficiency is usually calculated as cost per thousand. The question to ask is, 'how 
much does it cost to reach 1000 of the target audience?' It can be argued that coverage is 
more important than reach. in which case the cost to get a coverage of 1000 can be 
calculated. 

A further refinement is to work out the impact of an ad and then work out the cost per 
thousand. The cost on the basis of a 45 second T.V. commercial will work out differently 
from a 15 second commercial, because the coverage and impact will not be only 
proportional to time (3 times). The cost on the basis of a one-page ad in a newspaper will 
work out differently from a 4-inch Zcolumn ad. 

Role of Mcdlr 



Tw~rlsm Marketing and Cost efficiency comparisons should ideally include audience estimates rclating to thc same 
Communications time period. Media that vary significantly in flexibility are not casy LO compare. Costs 

include cost of production of ads, which in turn have differential impact. It is not casy to 
separatc the impact due to the medium from the impact of the creativity in the message 
itself. 

Cost cfficiency data are obtained from research agencies who study audiencc profiles for 
different media through surveys, intervicws and other research methodologies. Thc impact 
however is dcpendent on specific ads. Those who use media rather heavily could benefit 
by studying the impact of their own campaigns. 

Some of the relevant factors to note while calculatin$, cost efficiency arc, cost of inscrting 
the ads, readership, mget segment exposed etc. Ths following examplc is a simplified 
illustration of how it may be done. 

Media A Media B 

Cost of ad Rs. d0.000 Rs. 40,000 

Circulation 1,00,000 1.00.000 

Readers per copy 4 4 

Readership per issue 4,00,000 4,00,ooo 

Brcentage of readers that 

are target audience 50 50 

Exposure per issue 2 , 0 0 , ~  2,OO.OOO 

Exposure cost efficiency Rs. 200 Rs. 133 

In the case of broadcast media, rating points are worked out. A Gross Rating Point (GRP) 
is equal to the percentage of audicnce that has tuned into the commercial or spot during 
specified period of time. If the G W  is 120, it means that during that period, on an 
average, each target person had seen or heard the ad 1.2 times. 

Reach 
G.R.P. = x Frequency 

Total Audience 

The cost per rating point is the cost of the commercial divided by the GW. 

Ad agencies can negotiate with media owners on costs. The entire process of media usage 
involves 3 parties, media owners, ad agencies and advertisers. Owners want to maximise 
revenue. Agencies are expected to give impartial advice to their clients and not have any 
interest in a particular medium. But this is not always the case. Owners consider agencies 
as trying to beat down on prices, bhancing their earnings and being consenrative to new 
opportunities to explore media usage. 

22.8 MEDIA PLANNING 

Now comes the stage of Media Planning. It involves the determination of: 

What media to use? 

Frequency of use, and 

Timings or space. 

Planning decidcs on: 

Details of media schedule, 

Desirable extent of duplication if more than one medium is used, 

Whether the ads should be spread cvenly through a period or intermittently with 
thrusts of heavy ads and periods of rclativc inactivity, 

Optiondescriptions of ad charactcristics, other than the copy and artwork, and 

How budget is to be allocated between the media. 



While doing so the considerations are: 

Exposures (how many, how intense) 

Segmentation effect (who is to be exposed, what percentage of target) 

Media option source effect (Qualitative value of media option, relative impact), and 

Response function (Related to Class like T.V. better than magazine; Option like Full 
'page better than Column, etc.) 

Today computer softwares are also available which can help decision makers evaluate and 
correlate the several data with the advertiser's objectives. Tfie programme would suggest 
the combinations 'of publications and insertions that would most nearly meet one's 
requirements in terms of reach, frequency of exposure and cost. 

It is difficult to incorporate so many considerations and arrive at judicious decisions on 
media planning. 

t - 

i Check Your Progress 2 

t 1) Fill up the blanks choosing one of the words from what are included in the brackets. 

..................... a) Media research is done by contacting the persons who may 
have watched, read, specific programmes, issues. (alVsome of) 

b) Figures relating to Coverage and Exposure to different media ..................... 
enough to determine cost effectivcness. (is/is not) 

...................... c) Media costs are (rigidlnegotiable) 

2) If you are thinking of a campaign to accompany a new product being launched in the 
market, would you advertise: 

a) One full page in newspapers on 3 consecutive days 

b) I/, page in newspapers on 6 consecutive days 

c) I/, page in newspapers on 6 alternate days 

d) I/, page in newspapers every 3rd day in Lhe next one month. 

3) What information would yo" need to decide on the type of media to be uscd? 

22.9 LET US SUM UP 

Role of  Mcdia 

Media carry promotional messages. There are several kinds of media. Each of Lhese have 
some advantages and disadvantages. They cost differently. They have different impact on 
the audience, depending on a number of fact&. These factors are identified Lhrough 
media research. Data obtained through research has to be used in planning for the most 
effective utilisation of advertising budgets. We hope you have understand Lhe importance 
of media in relation to tourism. 
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Communicatiom 22.10 ANSWERS TO CHECK YOUR PROGRESS 

EXERCISES 

Check Your Progress 1 

1) a) (4 
b) (XI 

c) (XI 

d) (4 
e) (4) (it is assumed that the message is noticed) 

2) Refer Sub-secs. 22.4.11 and 22.2.15. 

3) Base your answer on point 3 in Sec. 22.4. 

Check Your Progress 2 

1) a) some of 

b) is not (Costs have to take into account the impact of ad design. Tl~is, of course, is 
not my). 

c) negotiable 

2) Response function (Sub-sec. 22.5.5) and impact of 1 page, '1, page and '1, page ads 
(Sub-sec. 22.7.4). 

3) See Sec. 22.8. I 
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23.0 OBJECTIVES 

After reading this Unit you will be able to: 

know what writing for tourism means, 

familiarise yourself w i ~ h  h e  basic skills required in this a m ,  

learn about the various themes to write upon, and 

get the knowledge about he medicwhere such write ups appear. 

23.1 INTRODUCTION 

The earlier Units of h i s  Block stressed upon the importance of communication in tourism. 
Here wc have choscn writing as  an important skill in communication for a detailed 
discussion. An ilinerant tourist is unfamiliar with the product (destination and services) 
unless it is exp~ricr~ced. It is always to be remembered that howsoever good the tourism 
product may be, the lirst time visitor is a total stranger to its environs. Moreover, it is 
not necessary that he experience will always be the same for a repeat visitor. Similarly, 
whal is lruc of some one else's experience may no1 hold good in h e  case of anothcr. This 
is because preferences are far too personal. The would be tourist fancies- 

what makes for thc holiday, 

an enjoyable destination, 

satisfactory accommodation, and 

the atmction of frills like a bit of adverture, variety of food, entertainment and some 
amount of shopping. 

In other words, a planned holiday. especially for the first time tnveller, is a dream. This is 
whcrc communication in che mode of writing plays an important role. In fact, it is seen 
that in most o r  the cases the write ups influence tourists choice and demand. These 
writc ups (in newspaper, magazine, brochure or journal ctc.) seem to reassure the tourist 
about hishcr drcam becoming a rcality-if not in full measure atleast to the maximum 
cxtenl. The level of satisfaction increases if it is also told what to expect and what not to 
expect .it Lhe dcnination. For example if a tourist is told in advance that a bhnket would 



Tourism Marketing and not be provided she will be equipped with one before venturing on Lhe journey. A failure 
Communications to provide this minor information (as somc writer may feel) can spoil an entire l~oliday or 

prejudice a person's entire view of an otherwise good destination. 

Besides looking at lhe history of travel writing briefly, this Unit also attempts to examine 
the present status of tourism writing in contemporary context. The vmious aspects dealt 
with include the qualities of a writer in the field, objectives of such writings, themes, 
promotional literature, do's and don'ts etc. 

23.2 TRAVEL WRITING: PAST AND 
CONTEMPORARY 

Travelogues date back to ancient times and exist mostly in the form of stories of 
merchants or pilgrims travelling to distant lands. Be it the Jataka storics or the accounts 
of Fa Hcin, Huan Tsang, Mcgasthcncse, Marco Polo, Al Baruni, Ibn Battuta, Bernier and 
many others-all provide not only the missing linKs in history but information also to the 
would be travellers. For example the Indica of Megasthcnese remaincd a source of 
information about India to the westcm world for sevcral centuries. I-Iowcvcr, such 
accounts were meant for posterity unlike today's travel writing which has a market among 
the contemporary travellers. The development of organised tourism and its becoming a 
major economic activity has made travel writing an increasingly specialised area. 
Hcnce, we use the term Writing for Tourism. The emphasis is morc and more on 
providing information. The readers want it not only for the sake of knowledgc or 
intcresting rcading but also for utilising it during their own tourist activities. The 
market in this specialised area is constantly increasing as more and more of media (print 
as well as electronic) incorporates travel and tourism as a part of its presentation. For 
example, more newspapers, especially the economic ones allot at least one weekly page 
for travel and leisure. There are journals lhat specialise in tourism and travel; all leading 
hotels and airlines have their own magazines; tourism departments or corporations have 
thcir magazines or newsletters. Holiday serials are a favourite viewing on the television. 
Allhough the emphasis here is on the visuals ye1 one needs a script that is the staple of lhe 
print media. Promotion literature in the form of shopping directories, Brochures, 
advertisements and commissioned writing is common to aU the constituents of tourism 
industry-travel agents, tour operators, hotels, shops and emporiums, airlines, transporters, 
tourism organisations etc. Thus, in the contemporary world therc is ample scope in the 
field of writing for tourism. 

23.3 PRE-REQUISITES, TOOLS AND QUALITIES 

The basic requirements of travel writing are: 

lucidity, 

capability for description, and 

a keen sense of observation-especiaIly of the environment 

A travel writer should always bear in mind that the write up would influence the reader 
to: 

undertake a journey to a particular destination, 

decide on the mode of travel, 

look for sources of entertainment, 

taste the cuisine, and 

spend money on shopping, etc. 

Hence, it is not only the image of the writer at stake but also an individual's entire 
holiday and savings kept for this purpose. This makes the task of the writer morc 
responsible. 



Writing on tourism and travel has several objectives. Some of them are listed below : 

motivating travel to a destination, 

describing a destination, 

cautioning the traveller, 

andysing government policies, 

detailing the impacts, 

asking for improvements, 

making futurc predictions, 

sharing experiences. 

marketing and promotion, 

recreating the past, and 

providing information, etc. 

These are linked to the: 

target audicnce to bc addressed, and 

thc type oT publication one is writing for. 

The diversity of tourism constituents also segments the target audience. For example 
an article on "Ice Skating in Shimla" may get less readership than "Trekking in Shimla". 
A writc up on "Hotel Tariffs" or "Airlines Performance" may attract a larger readership 
than a piece on skiing. A writer has to be very clear about who is being addressed (target 
audicnce): Whether the write up is meant for a high budget tourist or Tor people of any 
particular age group or is meant for all. 

The writcr has also to keep in mind 'the publishing space as write ups vary in size, nature 
and content etc. as per the publication. For example, a newspaper article may be more 
descriptive but a brochure has to be very crisp or a research article more analytical and 
critical. 

23.3.2 Qualities 

The writer i s  both an information gatherer as well as provider. The information 
gathered through keen observation, personal experience, collection of data and reading 
of already published sources, etc. is communicated to the reader through the application 
of creativity, imagination and the capacity to communicate. In relation to this the 
follo\ving tips could be useful: 

i) The writer should not be prejudiced. One should have an open mind while 
approachiilg the subject. Even if there are any pre-conceived ideas they have to be 
tested on the basis of ground realities. For example a foreign writer may start with 
the assumption that drinking water is not easily available. But today the ground 
reality is that bottled mineral water or portable water is available at practically every 
destination. 

ii) A writer has to be observant even about what are generally left as minute matters. 
At times useful information emerges out of keen observation. Take the example of 
ethnic crafts. It is only keen observation that will disclose which ones are really 
ethnic and which ones are fake or replicas. 

iii) A certain amount of preparatory effort is a must for any write up like reading 
about the place or theme to be covered. But this should not lead to a bias. 
Familiarising one self with the history, geography, culture etc. is another exercise in 
 his regard. 

iv) Constant updating of knowledge and information is a must for a writer. Providing 
outdated information in a write up would not help anyone. At times the writcr has to 
be a researcher also. 

v) Facts have to be vetted. For example civil disturbances are an obstacle to tourism. 
But in the Indian context foreign tourists have generally not been harmed. 

Writing for Tooris111 
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vi) Not everyone can write on everything. Hence, one should attempt to discover ones 
own skills and interests keeping in view the limitations and abilities. The 
personal style of writing also has to be taken account of. For example hyperbole 
should be avoided, sentences should be short, simple words should be used and 
write up should be lively. 

vii) Collated information gathered from various sources forms the basis of many write 
ups. It is always better for the writer to record personal experiences and 
assessment. This gives a stamp of authenticity to the account. 

viii) Since visuals supplement the richness of a write up meaningful photographs and 
illustrations should be there. It is good for a writer to develop the skill of 
photography or else utilise the services of a professional. 

ix) In many cases countries, tourism organisations, tour operators, hotels, etc. sponsor 
writers to promote their products. Here the writer has to be very cautious and should 
not venture into over statements, unqualified commendation or project products1 
services beyond what they actually are. 

Besides these certain other qualities are related to specific themes and will be mentioned 
accordingly. 

I 11 MAGAZINES t > I  Y 

TOURISM 

//A NEWS PAPERS I 

I 

TARGET 

INFORMATION 

AUDIENCE 
PROMOTIONAL 
LITERATURE 

-- 

JOURNALS 

TELIVISION PI ? I 
RADIO I 

AND I 

Check Your Progress 1 

1) What do you understand by Writing for Tourism? 

2) Mention the difference between earlier travel writing and writing in today's context. I 
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.......................................................................................................... 
3) Discuss the characteristics of tourism writing. 

23.4 WRITING FOR TOURISM: CATEGORIES 

As mentioned earlier writing for tourism involves writing for: 

magazines, 

r newspapers, 

r journals 

r preparing brochures, posters, advertisements etc. 

r scripts for films. Radio or TV, 

r tourists aides like guides and shopping directories etc. 

This includes informative articles, promotional literature, audiolvideo scripts, travel trade 
reporting and business. Tourism writing can be broadly divided into the following 
calcgories: 

1) Destinations and Themes 

2) Cuisine 

3) Culture, Customs and History 

4) Travel Industry and Organisations 

5) Aviation and Surface Transport 

6) Social. Economic and Environmental Aspects of Tourism 



since time immemorial, India has attracted travellers with 
an almost magnetic intensity. In the ancient world King 
Solomon sent quinqueremes horn Nineveh to trade at Gphir, 
in present-day KeraIa. The medieval world regarded India as a 
metaphor for all that was exotic and rich beyond compaqe. 
Later, Mamo Polo could scarcely believe the evidence 04 his own 
eyes ... this phenomenon continues today, as India attracts, 

seduces and enchants, making willing captives 04 us all with a 
unique combination o l  sights, sounds and sensations. 
Included in the following pages you will find three specimen 
itineraries, each with a flavour of its own. Such descriptions, 
however detailed, can but hint at the extraordinary diversity 
pesented by India, for the permutations oJ its dazzling 
attractions are endless. 



7) Promotion Literature 

8) Special Interests 

23.4.1 Destinations and Themes 

Writing on dcstinations is perhaps the most common form of writing in tourism industry. 
A destination can be caken to be a whole country. a part of it i.e. a city, beach, mountain, 
forest, village, or even an ashram, not to talk of monuments, temples, mosques, shrines. 
forts, palaces and in some cases even a hotel. An American wriler can, for instance, 
choose to writc on India as a single destination. Conversely an Indian mr likewise make 
USA the subject for writing. The same American can also pick Dclhi as the subject of 
destination writing while a writer visiting Agra can devote his entire effort to the 
architectural aspects of the Taj Mahal or the Red Fort. Another writer may be fascinated 
by the people of Dclhi and how the capilal city has bccomc a mini India inhabited, as it is, 
by Indians of all hues and cullural backgmunds. Chandni Chowk and its bylanes can also 
become a-destination for writing as can the spice market ~r the sabzi mandi. soinbay's 
dibbawala who cames lunch boxes for office gocrs has ban a populat subject for foreign 
writes as Qart of the metropolis as a destination. The colonial architecture of Bombay and 
Calcutta is a good subject for destination writing as is Lutyen's Delhi. A bmplc in Panna 
city in Madhya Pradesh with the cxtcrior of St. Paul's Cathedral is a writer's delight as is 
the discovery that the majestic Norlh and South Block complexes on the Raisina Hill have 
an older likeness in the South African capital of Pretoria. Destinational writings can also 
cover nature's bounty, the scenic splendours of mountains, falls, rivers, sunset, forests, 

I ilora and fauna. The surviving Asiatic lion in the Gir forest in western India, the saved- 
from-extinction tiger in many sanctuaries, the foolhardy Siberian Crane that flies all the 
way cvcry winter to Bharatpur and thc mighty One-Horned. Rhinwqy in Kaziranga ,all 
become the focal points of a destination. 

Writing on a destination can bc all encompassing. Anything from a place to peoplc, 
history, legend, monuments, buildings, temples, shrines, customs, drcss, food, climate, 
accommodation. transport, shopping, cntcrtainment, health, local systems of mepicine, 
religion, cinema, life styles, parks, educational institutions, museums, sport, fashion and 
even the hter day concerns about envuonment, carrying capacity, and sustainable tourism. 
Tourist services too are a part of dcslination writing. Today's traveller needs lo know not 
only all about the destination of his choice but also how D get there, where to slay, what 

' and where to eat, what to wear and do's and don'ts. 

As a matter of professional ethics and responsibility to the readers a writer should not 
write about a destination which he has not visited. Already published informative 
sources like guide books, brochures etc. are to be used as secondary sources coupled with 
one's own experience. 

Writing on a destination could thus virtually cover any~ing and everything under the sun. 
but writing on themes would involve specialised effort requiring more than general 
knowledge of a subject. For example, the sari could be the subject and the writer will 
need to know more about it than the general awareness as a modc of Indian dress. A 
writer will havc Lo go into the origins of Lhe sari, its place in society-both as a formal 
dress and a working woman's attire, its length (nine yards in some parts of India), the 
fabrics used (cotton and dozens of varieties of silk, handlooms), regional varieties like 
Kota, Chanderi, Tangail. Bandhini, Batola and so on. There are colours for auspicious 
occasions and for mourning. Similarly one could pick on thc theme of wild life of a whole 
country or what is found in one national park of it could be one particular specics evcn an 
extinct one like the cheetah. And, how the cheetah could be brought back to the wilds of 
India learning from thc fascinating story of a South African woman. Ann Van Dyke who 
by brecding 400 cheetahs in the last idteen years has virtually scored his animal off h e  
list of endangered species. There is no dearth of themes. Take Golf for example. Most 
tourism conscious counlries are gearing themselves up to provi& golf courses for visitors 
who find it cheaper to indulgc in this sport in other dedna~ons that in heir own country. 
Tlle Japanese are a classic cxamplc. Golf is also becoming an integral part of travel 
itineraries and this country has Llle distinction of possessing the world's highest golf 
course (at 1200 feet in Leh) or one of the oldest (in Calcutta). And there is much scope for 
writing on the upcoming greens in the ncighbourhood of Delhi, mostly in Haryana. Marine 
I& arou~d India's long coastline or exotic islands like b e  Andnmans and Lakshadweep 
could be another choice for theme writings as could be life or life styles of the tribal 



Tourism Marketing  ad people. -Fashions and jewellery, Indian cosmetics, flowers, trees, leaves and herbs are 
Communldom among the wide spectrum to choose from. Architecture offers an unending area of writing. 

It could cover periodic architecture, foreign influences, engineering contributions (such as 
at Ellora), sculpture, inlay work, design elements, ancient technologies of plumbing 
hygiene and beating the elements; blends of architecture such as Indo-Saracenic and 
contributions by various dynasties like Cholas or Mughals. The precursor to the Taj Mahal 
is to be found in the middle of a road intersection close to Humayun's tomb in Delhi. Or, 
take Nalan& where every dmitary distinctly bears the imprint of centuries apart. The 
Qutab Minar, the world's tallest straight gravity structure, can be another theme. 

Hotels could be another choice for theme writing. There are historic hotels like the 
Waldorf Astoria in New York, the Taj in Bombay0(built for Indians when thcy were not 
allowed to enter British run properties) or the Ashok in Delhi which has been a home to 
many a head of state and other celebrities. Gardens and parks like the Moghul gardens 
also make an excellent subject. Keeping these examples in mind you can pick such themes 
in the areas you reside or regions you have travelled. 

23.4.2 Cuisine 

After accommodation, food is the most important need of a traveller. Some cuisines can 
be special attractions and add to the destinational pull of a country while the absence of 
certain cuisine could be a deterrent to travel. The Japanese for instance, tend to avoid 
visiting places where there are no restaurants specialising in their cuisine. Many 
destinations have gone out of their way to set up Japanese eateries to increase the flow of 
travellers from Japan. A plus point for New York is the wide choice of foods of scores of 
countries available in its eating houses from Mexican to Brazilian, French, Chinese and 
even Indian. New Delhi now boasts of good Chinese, Thai, French, Italian and the lone 
Japanese restaurant. Again, in this area of specialised writing one can write on the history 
and devclopment of various cuisines, culinary skills, chefs who have acquired reputations 
of master craftsmen, famous and good restaurants, the joys of eating out, health foods, 
fimess foods and diets. Recipes and cook books help improve the quality of life. There is 
hardly a newspaper of magazine in India which does not have a regular food column 
featuring either a restaurant, a chef, a recipe or something new in fimess food. The role of 
Indian spices in adding to taste, flavour and presentation of food has unlimited scope for 
writing. No television network can afford to miss out on a serial on food with the 
additional advantage of demonstration of how to do it over the print media. Organising . 
food festivals of national cuisines (like the Hyderabadi treat in Delhi or Chatinnad food in 
Calcutta) is a common practice of hotels and tourism promoters providing citizens with an 
opportunity to sample and enjoy culinary skills of other parts of the country; it is also a 
feast for the food writer. International food festivals are even greater hits. A leading chain 
once brought out French chefs to India not on a conventional trip to give Indians a taste of 
good French delicacies but for the European culinary experts to get introduced to Indian 
cooking. The innovation did not stop there. The chefs were accompanied by half a dozen 
of the world's best known food critics who went back and wrote volumes on the finer 
points of Indian cooking, spices, vegetables and meats. 

23.4.3 Culture, Customs and History 

Although India is emerging as a multi-appeal destination drawing a growing number of 
tourists who prefer beaches and adventure sports, the bulk of travellers come for a cultural 
experience. This country is perhaps unique in having preserved a continuing civilisation of 
over five thousand years. While visitors to Athens, Rome and Cairo can only see the ruins 
of once great civilisations, in India they can experience a continuity of thousands of years. 
As one writer put i~ in India you can see several centuries living together, perhaps in 
promiscuity. This continuity offers the writer an unlimited ocean of ideas of centuries old 
traditions preserved and practised with only minor changes. Take for example marriage. 
The rituals have remained exactly the same after thousands of years. Only the oil Imp has 
been replaced by the electric bulb and in some cases the shahnai has given place to a 
brass band. An atomic power station now forms the backdrop for a peasant ploughing his 
field with a bullock. A sleek jet takes off the runway in a desert city while alongside on a 
dirt road camel-driven carts slowly wend their way to a village. At several points the 
twenty-first century gets blended into the twentieth or the nineteenth: A modem concrete 
and glass hotel is comfortable with Indian beads, bangles and arfefacts, handloom-bed 
covers, floor level devans and tandoori food served without forks and knives; Major 
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I We're 

Bringing diverse people to a harmonious &hole. 
Providing an exposure of the life, language. riles and 

rituals of one Indian to another. His costumes and 
attires, his festivals and celebrations, his cuisine. 

legends and ethos. Creating, as tourism does, a common 
sense of integrity, a common rhythm. 

And we do it through thlrw-elght polnts of ITDC's 
hospltallty that dot India's tourist map. From Kohima 
in the east to Pune in the west, and Manali in the north 

to Kovalam in the sooth. An extensive network that 
encompasses places far and wide, like Madurai, Hassan. 
Ranchi. Bodhgaya, Bhubaneshwar, Bhopal. Khajuraho. 
just to name a few. We also organise a number of 
package tours to various destinations, conducted by 
our in-house travel agency, Ashok Travels & Tours. 
In fact, lTDC itself is a fusion of diverse people. Over 
9,000 people from different sections of the society who 
make one entity that is ITDC. 

India Tourism Development Corporation 0 
I N D I A ' S  H O S T  T O  T H E  W O R L D  

Samples of advertisement write ups 



From the smallest ignored monument to the majestic Taj; the mighty snow.covered 

Himalayas to denee tropical forests; exciting wildlife to lazy idyllic 
,I+ * * '": walks; adventurous sports to sok lilting folk music; the chant of 

evening prayers to the gently flowing Gangs ... there is a special 

magic to U.P. which is beyond legends and mythology, mystery 
k - 

. and history. A new discovery every time ... a new magic again. 

b U.P:m incredible diversity offers a prhole new world of diecoveries 

and attractione, each circiuit offering a complete vacation, a new 

holiday - Buddhist Trail; Krishna's Brij Rhoomi; Mughal 

Splendour and the Taj; Ram Darshan; The Historical Treat; 

The Avadh Holiday; Exotic Wildlife; Hill 

Magic; Kedarnath, Badrinath and the Holy 

Circuit ... a varied choice of deetinatione 

each offering the best infrastructural facilities. To make your 

holiday truly memorable. b The U.P. State Tourism Development 
i.. Corporation, Garhwal and Kumaon Mandal Vikas Nigam have 

Tourist Complexes across the state for comfortable and 

economical boarding and lodging. 

U.P. Touriem rn 
3 Naval Kirhore Road, Lucknow 226 001 
Ph: 248349,241776 

For mmat ions  and more detail. contact: 

~hmcd.badr 6 Smiriti Kuni, Ph: 464i18 Bombay: Wodd Trade Centre, Cuffe Parade. Colaba. Ph: 2185458 Calcutta:12-A, 
Nctaji Subhuh Rod, Ph: 207855 Chandidarh: S.C.O. 1M.1041, Sector22-B, Ph: 41649. New Delhi: Cbandralok Building, 
36 Jan&, Ph: 3711296,3322251 Lucknow: Uptoun, Hotel Gomti, 6 SIPN Marg, ~ h :  232659, 232661,231463. 



government decisions being kept for 'auspicious hours (indicated by astrologers); journeys 
being governed by auspicious days; bhoomi pujas being performcd for the state-of-the-art 
five star hotels. It is not uncommon to see these star hotels tuned temporarily into n 
village one evening to give the foreigner the experience of rural India or for some British 
group to provide a Victorian night with period customes, horse drawn camages and 
candlelights. Not that there are no contemporary events, Pierre Cardin brings his Ltest 
summer or winter collection or Martha Graham Company performs in the capital or the 
national film awards given in Calcutta. All these provide good pastures for writers. 

Quaint customs which form a new part of everyday life are good material for a writer. 
Pujas to ward off evil; Pujas at the start of a new venture; Thanks giving visits to temples 
and shrines; Getting your head shaven off on the death of mother or father or as an 
offering to th; gods on the fulfilment of n wish; Donating a cow for salvation; a haldi 
(turmeric) bath for the bride and the groom adorning a sword during his marriage 
procession. The survival of the arranged marriage is a puzzle for a Westerner as is the hold 
of the family. 

The history of India, like the rest of the world, is repkte with the era of progress, 
achievements and w h y  dynasties as also of decay and misfortunes all of which make 
absorbing reading. For tourists, recounting of conquests of yesteryears may or may not be 
of interest but the heights attained in quest of knowledge and achievements in the realm of 
architecture, arts, music, education and sports like archery or polo are always fascinating. 
Ancient temples, sculpture, monasteries and the finest examples of Mughal architecture 
from Taj Mahal to thc Red Forts and British contributions like thc Rashhapati Bhawan 
complex and institutions like clubs can for ever inspire writers. The Portuguese influence 
in Goa, Daman and Diu, the French connection in Pondicherry and Chandemagore and 
the British touch to the whole of India provide an unending list as subjects for writing. 
India's independence and the struggle thru went into achicving it is another great source 
for writers. 

I 23.4.4 Travel Industry and Tourism Organisations 

Tourism is already the world's largest industry after oil and is h t  growing. It is expected 
to overtake oil in a few years. These figures tell the story clearly: In 1950 only 25 
million people crossed international bordcrs; by 1970 the figure had jumped to 160 million 
and in the year 1993 the magic figure of half billion (500 million) was reached. Tourist 
expenditures in the same period grew from $ 2 billion in 1950 to $ 324 billion in 1993 or 
in simpler terms almost one billion dollars were spent by tourists every day of the year. 
Not just statistics (and there is the vast sea of domestic travel) but the social, 
technological, economic and political determinants of towism arc among the vast array of 
subjects for writing. That Spain with a population of 34 million should be hosting 50 
million tourists a year or the tiny island of Singapore should be receiving four times the 
number of visitors to India or Indonesia should be able to treble its arrivals in thrce years 
are subjects of great intercst for writers on thc industry. India's seemingly dismal share of 
0.4 per cent of the world's traffic becomes respectable whcn translated into bednights with 
an average stay of 28 days. Or take some other interesting contrasts. Some sevcnty per 
cent of the world movements are shared by just fifteen countries. Ninety per cent travel 
within regions that is within North America or within Europe or between Europe and 
North America. India gets 52 per cent of all visitors to South Asia. Singapore city alone 
has more than 30,000 rooms against the all-India figure of 48,000. New Delhi has more 
five star hotels than the whole of Spain (but the number of mid market hotels must be 
legion). Hotcls, travel agencies, tour operators, guides, transport, shopping (and shopping 
commissions) packages, add ons, off-season bargains, stop overs, sops for frequent fliers 
or loyal hotel guests are all part of the wide fare for the writer. Achievers like the famous 
Rai Bahadur who rose from a hotel clerk in Shimla to an internationally acclaimed 
industry leader, the little boy fmm Peshawar who introduced the tandoori chicken to  el" 
and the rest of the world. Dale Keller who blendcd raw concrete finish with cottage 
industry beads, bangles, swords and shields or the humble potters of villages whose 
creations adorn the lobbies of star hotels; how the desert safari came etc. arc all interesting 
themes in the area. 

No industry is complete without the regulating authorities. Travel has the departments and 
ministry of tourism whose policies or lack of them are always subjects of the writer's 
scrutiny. Their role in tourism promotion, especially abroad, has always had a mixed 
response from writers from critic@ to so-so. Tourism officials' pleadings with other 
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segments of government, the finance ministry on matters of taxation, homc and cxlernal 
affairs on immigration and visa hastles, the inadequacy of statistics and data, the lack of 
transparency in the working of officialdom can,keep writers busy even in lcan pcriods. 
The industry's performance, its contribution to employment, foreign exchange carning, 
modernisation and claims of "the friendly travel agent" can be attractive subjects for not 
only travel trade magazines but for economic writers contributing to business newspapers 
and periodicals as well as business programmes on television. The rolc of the public sector 
(ITDC is a good example) is another subject of interest. h such cases the writings are not 
just informative but apalytical and critical also. 

Tourism has given rise to a number of wade associations which have long offcred a 
platform for national debate. The Travel Agents Association of India (TAAI), the 
Federation of Hotel and Restaurant Associations of India (FHRAI) are thc oldest such 
trade bodies which in the recent past have been joined by fie Indian Association of Tour 
Operators (IATO) and the Indian Association of Tourist Transporters (IATT). But the 
industry still lacks an apex body where all segments could meet togethcr for a common 
objective. TAAI conventions have however become a kind of a national farum and they 
are now appropriately titled Indian Travel Congress. 

The various trade bodies which keep pressing the authorities for this or fiat conccssion or 
amendment of rules and regulations provide a lot of copy for industry writings. The Irck 
of unity in the industry is itself a subject on which many writers devote attention. 'fie 
annual conventions of the trade associations are major media events as both govcmment 
representatives and industry leaders get an oppoitunity to state their views on current 
issues concerning tourism. 

Apart from trade organisations the state tourism corporations, (virtually every state now 
has one) me good sources of information and subjects to write on. Many state corporations 
have opened up new destinations and built infmuucture. They even offcr tour packages. 
A hot subject for media discussion is whcther these enterpriscs should now be privaliscd. 
A few state corporations have on their own offered their hotel properties on lease to the 
private sector. At the central level, the India Tourism Development Corporation has also 
been toying with the idea of j h t  ventures. 

At the international level there are a very large number of organisations which are always 
in the news. There is the World Tourism Organisation (WTO) a United Nations affiliated 
body on which governments are represented. Among other things it provides vital statistics 
and offers technical aid in tourism projects. Then there is the Pacific Asia Travel 
Association (PATA) on which are represented national tourist officcs, airlines, hotcls, 
travel agents and others in travel related activities. This too provides tourism agcncics and 
the industry with statistical information and technical assistance. Its annual confcrcnce, 
held in a different country every year, draws worldwide participation and the 
accompanying travel mart wimesses millions of dollars worth of business where buycrs 
and sellers meet across the table. The American ,Society of TraveI Agcnts (ASTA) is 
another trade body whose world congrcss held in different parts of the world draws thc 
largest participation -7.500 delegate participants attend its mcctings both for promotional 
work as well as for direct business. There is also thc International Air Transport 
Association (IATA) which brings together international air carriers regulating farcs and 
other matters relating to aviation. 

Apart from these organisafions there are many trade events held annualy which dnw big 
crowds of industry professionals. The International Tourism Bourse (ITB) in Berlin is 
perhaps the biggest gathering of travel agents and tourism promoters. It is held in the fmt 
week of March every year. There are many similar meets but not on that scalc held in 
other parts of the world like the World Travel Mart in London or the Incentive Travel 
Mart in Switzerland. Media attendance at such gatherings is always of high ordcr. ITB 
attracts no less than 4,000 travel writers. 

23.4.5 Aviation and Surface Transport 1 
The aircraft appeared in the skies a long time ago. Even the jumbo is two decades old. But I 
the sight and sound of an aeroplane still has a certain romance and attracts the attention of 
al l  age groups. So does air travel. And for that mauer rail and road travel. For servcd in 
flight or the movies shown (and now even BBC newscasts), the goodies given to business 
and first class passengers. the plethora of fares ranging from full economy to excursion to 
group and glaring anamolies like London-Sydney-London being cheaper than London- 



Delhi-London all make good subjects for writers. Bilaterals, royalties, pilot exodus. 
strikes, airhostesses, services all make good copy as to technological advances like bigger 
fuel efficient aircraft, skyphones, pay by credit card or fly your spouse free. The 
emergence of air taxis offers a new canvas to writcrs. 

The railways too have maintained their newsworthiness. The steam engine and the coaches 
of yesteryear are still operated on cemh routes to lure tourists and railbuffs; many have 
been consigned to museums again for tourists to view. Old Maharaja saloons have been 
turned into Palace on Wheels and new such trains are W i g  cdted with modem chassis 
but old princely charms. Then there are fast trains, Shatabddi, Rajdhani and Deluxe. The 
Indian Railways have for the fmt time offered well designed weekend packages taking in 
historic places like the Sabmati Ashram or famous pilgrim centres. Thcre are plans to let 
the private sector run some of the train circuits. 

And for those looking for stories on road travel there is no dearth of ideas. There are local 
sight-seeing tours by sleek airconditioned coaches and limousines and the ambassador taxi 
or its more modern brother the Contessa or the Maruti 1000. There are inter city coach 
services (the Pink Line betwecn Delhi and Jaipur) and enterprising transporters offer tours 
from Delhi to Trivandrum and back for LTC travellers. That consumer protection courts 
have decided to intercede on behalf of those who are cheated is another area of writing 
that has opencd up. And, of course the taxation on inter-state road transport and the 
agonising wait at border crossings make good reading. Also of intercst are moves to let 
the private sector spend on infrastructure like building highways, the lack of which makes 
road travel so much less comfortable and enjoyable. The wayside tourism pioneered by 
Hruyana continues to be a talking point as the other states (barring a few) have been slow 
to follow suit 
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23.4.6 Social, Economic and Environmental Concerns 

Remember the first ever mass agitation by the public in Goa was against thc presence of 
hyppies on the state's beaches. The social impact of tourism has been a matter of concern 
for government ever since the adverse effects started showing on local values and 
traditions in the Caribbean and some Southeast Asian Countries. Although the Indian 
culture has shown tremendous resilience in standing up 6 faeign cultural invasions and 
influences there arc fears in some quarters and they would like the authorities to be 
vigilant. This watch or monitoring offers serious writers a subject of greal importance. 

On the economic side the benefits of tourism are obvious: earning valuable foreign 
exchange, employment, multiplier effect on the economy, international understanding (and 
in India's particular case national integration). But there can be imponderables or 'hidden' 
aspects. For instances the net outgo of foreign exchange (this is not true of India) can 
leave very little net earnings for a country. Haphazard or unplanned growth of tourism 
could create developmental imbalances in the country. Too much tourism movement and 
related activities could create local resentments as could cornering of the best of facilities 
like beaches and parks for 'tourists only' kind of scgegation. 

Environmental concerns, though rccent in origin, are perhaps going to have a far grcatcr 
impact on thc future development of tourism than anything so far. In a way India being a 
late starter in the quest for tourism and still accounting for a miniscule share of the world 
market has an advantage. It can learn from the mistakes of others and can take 
preventive measures now for the future. The decision not to permit construction on 
beaches closer than 200 metres (the earlier stipulation was 500) from the high tide will be 
a great safeguard not only for thc ecological balance but also for preserving the natural 
beauty of the coastline. There is also considerable concern for sustainable tourism and the 
carrying capacity of each destination will have to be determined before any permanent 
damage is done. Hotcls are being forced to control pollution and travel agents are talking 
of cco-friendly tours. Each of these issues matter at the local as well as regional levels and 
needs attention of writers. 

23.3.7 Promotions, Tourist Literature and Video Scripts 

Promotions are inlegral to any commercial activity. Especially so when India is one of the 
one hundred and twenty developing nations competing for a mere ten per cent of the 
international Lourists. The promotional efforts are handled by the: 
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travel agents 

tour operators, and I 
hoteliers I 

The tools they use are tourist literature, advertisements, posters, audio-visuals, films. 
lectures and personal contacts, and of course, the media. 

Tourist literature accounts forshe biggest area of creative writing. This litcraturc can vary 
from an attractive poster, a bud's eyeview brochure on a whole country or a part of it, a 
brochure on a city or a monument (like the Gwalior fort) or on a theme like folk dances, 
tribal life, food or golf. Though in varying degrees they may give some dctails but by and 
large it is a soft sell. For hard sell there arc brochures which indicate priccs, choice o l  / 
hotels, details of eating places and shopping centres. The national tourist offices (or the 
departments of tourism) usually produce this soft sell literature which can bc bxkcd by 
audio-visuals and films. Travel Agencies and holels offer hard sell material with rates and 
commissions although they too have to introduce an element of soft scll like the 
destination in which their hotel is located lor the circuit the travel ascncy is promoting. I 

The target audicnce in such cases is I11c would be purist or a company intending to have A 

a convention or meeting. In many cases these brochures are addressed to various othcr 
constituents also. For example a tourist office abroad addresses on two sort of brochure* 
onc for would be tourists and another for tour operators. This dcpends on llic markcling 
strategies. Advertising skills are needcd for such write ups. 

Outside of this area is a vast field of tourist aids likc city and country maps, guide bmkS 
and shopping directories and survival kits. There rue more guides to India or specific 
regions like Dclhi-Agn-Jaipur written by foreigners Lhan Indians. MarkeLingwise diis may 
have helped Indian tourism because these publications are available in Lhc originating 
markets and in their own languages. But it is time Uie Indian-writers and publishers 
produced guide books which are acceptable overseas. There is a growing scopc for coffee 
table books on tmvel. 

Tourism films have been in vogue for a long time and this has led to a crop of good film 
writers. Television has opened up a much bigger area for writers especially networks likc 
CNN, BBC. Star TV. Doordarshan and Zee. Video scripts on tourism deal wilh 
information as well as promotion. There is scope for practically every theme listed in 
earlier Sub-sections to be used in video scripts also. 

23.4.8 Special Interests 

This is yet another area of writing to cater to thc needs ol tliose uavellcrs who have 
special interests. These could range from mountaineering and trekking to fishing, golfing, 
cycling, skiing, heli-skiing, museum hunting, ashram hopping, mystique tours, meditation 
and yoga, and even desert safaris. In this kind of communication the writer nccds to hav, 
an in depth knowledge of the special interest, preferably be a keen participant in the 
activity. First person accounts of mountaineers have been best sellers and the tales as told 
by achievers to professional writers easily come next. In the past, writers used to 
accompany mountaineers; now many mountaineers themselves have become writers. No 
accounts of a trck can be the same. For example, a writer fond of trees will bc taking of 
foliages he noticed. One interested in birds will recount the varieties watched. An odd 
hamlet or a recluse living at a great heigqt could be the central point for a trekker. The 
nimble footed goat or the yak will fascinate an animal lover. An angler will tell you how 
adventurous it can be to catch a mahseer; you may have to run a kilometre along the Beas 
before you can subdue this sturdy fighter. The nature lover will tell you where, when and 
how you should tee-off-in the rareficd atniosphcre of Ladakh, the temperale climate of 
Bangalore, the mellow winter sun of-Delhi or the Scottish countryside course in Shillong 
or Ooty. Enterprising tour operators have put together cycling tours within a city, inter- 
city or city-desert circuits. The curiosity of wayside villagers, children and the inevitable 
hospitality of the people make for good copy. Skiing and the recently introduced heli- 
skiing in India have brought hordes of writers to share their experiences wirh  hose who 
would come later. Museums provide material for a quick arlicle, a book or a treatise. The 
materialistic west finds props in the deep religious traditions of the old world; Indian 
gurus and their ashrams, yoga centres and herbal health clinics attract a growing number 
of writers as do descrt safaris with the excitement of sailing on thc desert ships and 



sharing a bajra bread in a remote village miles away from Jaisalmer. Photography in India 
is an area of great delight for both writers and lenspersons. 

Check Your Progress 2 

1) Mention some aspects that you will cover in writing on the entire, country as a 
destination. 

.............................................................................................. A,.,........ 

.......................................................................................................... 
I 

.......................................................................................................... 
2) How do brochureshelp in tourism promotion? 

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

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

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

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

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

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

............................................................................ ..................\............ 
3) Why do 1ndiad customs and culture form interesting themes for writing? 

23.5 LET US SUM UP 

Communication is the life of any service-oriented industry. This maxim holds good of 
tourism too. There are several means of communicating with ah itinerant tourist, but 
writing is certainly the most commonly used mode. Hcre you have a wide range of 
subjects to write on and ako have ample choice of thc place whcre you may like your 
piece to appear in print form. We strongly emphasize hiit writing for tourism purposes 
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must arouse inmest in a prospective traveller about the destination as well as its additional 
attractions. In most cases a first hand experience becomes very useful in such writings. 
You add to it a certain lucidity of language and style and be confident to win a tourist. 

23.6 KEY WORDS 

Aviation: Relating to flying 

Cuisine: Specialities of Food 

Customs; Manners of people of a place 

Destination: Place which one plans to visit 

Ethics: Morality 

Itinerant: One who intends to travel 

Recipe: Method of Cooking 

23.7 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Writing for Tourism 

Check Your Progress 1 

1) See Sec. 23.2. 

2) Earlier travel writing was a record for the posterity. The modem travel writing is 
meant for today's tourist For details see Sec. 23.2. 

3) Lucidity, descriptive capability and a keen sense of observation are the main 
characteristics. Also see Sec. 23.3. 

Check Your Progress 2 

1) You may, for example, cover the geography of the country, the details of its capital 
town and the wealth of its architecture. See Sub-Sec. 23.4.1 for more details. 

2) The brochures give, in a nutshell, imuortant details of a tourist site. See Sub-sec. - 
23.3.7. 

3) See Sub-sec. 23.4.3. Tourism industry's 
a Himalayan woes 

Sept 25 based tour organiser said world 
class equipment for adventure inconsit- br made in 
These are now imported and 

le mbltiplicity of permits, 

state of Kerala- has an its last lap of the day. T~~ r Sahi. an adventure en- 
said with the opening up 

abundance of palaces literally Vimfian place with arcades areas in the Himalayas to 
strewn across the state. and tinted glass windows tourists, the tourist flow 
Among these, all but one still stands in all its grandeur ick up. 
-^L-:-- CL.,. -ir nnll,Pr nf awav frnm the aatewav. 



UNIT 24 PERSONALITY DEVELOPMENT 
AND COMMUNICATING 
SKILLS 

Structure 

24.0 Objectives 
24.1 Introduction 
24.2 Personality Development: Physical Aspecas 

24.2.1 Male 
24.2.2 Female 

24.3 Hygiene, Habits and Fitness 
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24.5 Listening and Speaking 
24.6 Voice 
24.7 Telephone Conversation 
24.8 Non-verbal Communication 
24.9 Let Us Sum Up 
24.10 Keywords 
24.11 Answers to Check Your Progress Exercises 

24.0 OBJECTIVES 

After reading this Unit, you should be able to: 

a develop those facets of your personality which are essential for the uavcl and tourism 
business, 

0 improve your skills of communication, both verbal and non-verbal, 

a do your job more efficiently, and 

e effectively project the image company wants you to project. 

The travel and tourism busincss is unique in the hospitality industry in the sense that it's 
products cannot be felt, touched or seen. They arc only heard and experienced. Here 
you do not sell tangible products but rathcr sell ideas and services. 

You also have to remember that this is a "service" induslry, where thc cuslorncr is always 
"supposed" to be right. You, therefore, have to highlight lhosc aspccts of your personality 
which will appeal to your customers and give you self-mnfidcnce. The development of 
communication skills will give a furlhcr boost to your personality. We have, in this Unit, 
oullined in a general fashion, somc of the points which will make you and the "services" 
you offer, attractive to your customer. 

It may appear, as you go through this Unit, hat we are curbing your individual style and 
encouraging a stereotypical uniformity. But remember. your job is to project h e  imagc of 
the company/organisation in which you are working-an image which thc company has 
invested a lot of money and effort to build up. Hence, a certain uniformity and conformity 
is required in ordcr to project rhat image. The same would be h c  requirement in the c s c  
of your own entcrprise. 

24.2 PERSONALITY DEVELOPMENT: PHYSICAL 
ASPECTS 

All of you have the experience of salespersons who sell various kinds ol Rousehold 



products from door-to-door. Do you first look at the product or at the salcspcrson? If the I'crsonality Dcvclnpmcnt and 

pcrson is presentable, then you may talk furthcr. But if the person is not presentable then Comn~unlcaUon Skills 

you tend to make some excuse or the olher for the person to go away. Similarly in tourism 
related business, you have to first prcsent your personality before you can cven present 
your ideas, services or products. Remember, that your customer seizes you up within the 
first forty-five seconds of meeting you and you never gct a second opportunity to make 
the first impression. The first impression is the best and lasting impression, and it is 
here that you have to score. But in doing so you cannot afford to overdo or show-off. It 
has to be in a natural way i.e. a part of your personality. You should always keep this in , 
mind that the first impression given by an employee of a company/organisation is also 
an impression about the organisation. For example a casual approach at the reception of 
a hotel may lead to the impression that services would not be good here. 

So now let us take a look at some of the physical aspects which will help you improve or 
develop your personality. 

24.2.1 Male 

1) Hair: Your hair should be short and well-trimmed, with a style that suits your face. 
Long hair is not appreciated. In order to groom your hair, massage your hair once a 
week with warm oil; shampoo and condition it every&y, Avoid oiling your hair after 
the shampoo. Oil attracts dirt and grime and makes the hair look limp and 
unattractive. 

2) Shave: To look fresh and tidy, you must shave everyday. Take a great deal of care 
when you shave to avoid flicks and curs. Washing your face with hot .water prior to 
applying the shaving cream will help to soften thc hair of the beard and make shaving 
easier. you could use an after-shave lotion to refreshcn you and soothe the skin. 
Make sure that the fragrance of t l~c after-shave is not too strong. 

If you keep a beard and/or a moustache, keep it well trimmed. 

3) Shirt: A pastel shade or a white shirt is preferred and it should be long sleeved. It 
must be well tailored to give you a good fit and should match your tic, trousers and 
jacket. Make sure Ihat the shirt has all the buttons, including the collar and cuff 
buttons. Above all, thc shirt should be clean and wcll-ironed. 

4) Tie: The tie should be wcll knotted and should stay fit at the collar. It should,not bc 
allowed to dangle like a noose around the neck. It's design and colour should match 
your shirt, trouscrs, and jackct 

5) Trousers: It should be simple and comfortablc to wcar, without any fancy trappings. 
It should match your shirt tie and jacket. Make sure that the trouser is properly 
tailorcd, clean and wcll-ironed. 

6) Jacket: It must complcment your shirt, tic and trousers. It should bc properly Lailored, 
clean and well ironed. 

7) Socks: Wear socks that match your shoes and the rest of your attirc. Make sure that 
you always wars  socks and Lhat you change them daily because they tend to stink. 

8) Shoes: Your shoes may cilher bc slip-ons or with laccs. The design should be simplc; 
avoid fancy dcsigns. The colour of your shocs should match and complcmcnt thc rcst 
of your attire. I1 is always preferable to wear shocs that have rubbcr or synthetic soles 
and heels in ordcr to prevcnt unpleasant noises. Make sure that you clean and polish 
your shoes evcryday. 

It may appcar to you that we are suggesting that western attire is necessary in pcrforming 
you duties. This is not so. In fact, it would be beiter if you wear the local clothes of the 
region in which you are working. Foreigners want to see the 'real' India in all its local 
colour. So do the domestic tourists while visiting another region. It you are catering to 
foreignldomestic tourists you must keep this factor in mind. 

Of course, clothes are a matter of personal preference, and ultimately you should wear 
clothes in which you feel comfortable and which project your personality well. 

24.2.2 Female 

There is always a temptation for women to be flashy because the travcl and tourism 



Tourism Marketing and business is also a show business. But you should remember that in your attirc, elegance is 
Communlcatlom the key to attraction. 

1) Hair: If you have hair that is short or medium in lenglh, brush it well so that it stays 
above your forehead and behind your ears. If your hair falls over your forehead, then 
you tend to constantly push your hair back. This can annoy your customers. If you 
have long hair comb it into a neat bun. Make sure you shampoo and condition your 
hair regularly. You may use a herbal conditioner like henna from time to time. 

2) Make-up: It should be subtle so that it adds a charm to your face rather than give the 
impression that your face has been painted, Whatever you use, rcmembcr that your 
make-up should be in keeping with your face and pcrsonality, bringing lorward the 
best features of your face in the most natural way. 

. 

3) Perfume: Just like make-up, if you wish to use perfume you must make sure that it is 
subtle and not over-powering. Therefore, avoid strong and heavy perfumcs which may 
make your customers feel uncomfortable. You could use flowery liagrenccs made by 
well-known companies. 

4) Clothes: If you are wearing a sari, a floral design with small flowers or a stripped 
design with a matching blouse gives you an elegant appearance. The sleeves of your 
blouse should be about one inch above your elbows and the neckline should be 
sufficiently modest When you drape your sari, it should stay in place with all its 
folds and creases. As an example, look at the air hostesses of Air India and Indian 
Airlines: you will observe how elegant they appear in this attire. 

If your prefer a western style outfit, it is better to wear a business suit consisting of a 
skin that reaches just below your knees, a matching short-sleeved plain or frilled 
blouse and a long sleeved jacket. Observe the uniform of the air hostesses of some of 
the reputed European airlines. Avoid western style dresses if you can do without 
them. 

If you prefer to wear a salwar-khameez, it is preferable to wear a small sleeveless 
waist-coat with plcasant floral designs rather than wcar a dllupatta, because a 
dhupatta has a tendency to fall over your shoulders even when it is pinned up. 

5) Footwear: If you are wearing a sari or a salwar-Khmeez then choose either sandles 
or slippers with heels not higher than six inches. If you are wearing a western outfit 
then wear skin-coloured stockings with matching closed shoes which have heels not 
higher than six inches. Wear footwear made of good leather. 

6) Jewellery: Let the jewellery that you wear be simple and to the minimum. For ear 
rings, wear studs rather than long rings that dangle from the ears. Wear a thin, simple 
chain around your neck if you like, and a maximum of two thin bangles. Wear 
tasteful and well-made rather than junky jewellery. 

If you wear ethnic jewellery, make sure that you are aware of the region to which it 
belongs, because customers could often ask you questions about it. 

Several organisations may have their own uniform and you will have to follow the rules of 
dress specified by your organisation. For example every airline has its own specific rules 
and code of conduct 

Check Your Progress 1 

1) What is the importance of first impression? 

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

........................................................................................................... 
2) Would you rather be flashy or elegant. Why? 
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24.3 HYGIENE, HABITS AND FITNESS 

In this seclion we deal with hygiene, habits and fitness. 

i) Hygiene 

Personal care and hygiene are important to us as individuals. They enable us to stay clean. 
neat and tidy throughout the day. In the travel and tourism industry, it is also a discipline 
demanded by your employers and customers. Hence, you need to cultivate the following 
practices: 

1) Have a bath daily, if necessary. even twice a day. Wash your hair at least twice a 
week. During your bath pay special attention to places like the ears, nose and neck 
where dirt can accumulate. Use a soap andfor shampoo that suits your skin and hair. 

In International tourism it is not only important to be efficient in your job, but to 
continue to have a fresh and healthy odour throughout die day. In a hot country like 
India, it is perhaps advisable to use a lightly frajpnt deodarant which may help you 
feel and smell fresh. 

2) Trim the nails of your fingers and toes regularly. If you us& nail polish, 'then avoid 
gaudy colours and use pastel shades. Since yaur hands are on display all day long, see 
that your nail polish is not chipped and your hands are well manicured. 

3) Wear a fresh set of clothes everyday, especially under clothes. Make sure that your 
clolhes are well tailored to give you a proper fit and comfort, are clean, well ironed 
and properly worn so that you look elegant. 

4) As already mentioned, it is essential for men to shave everyday. If you would like to 
keep a moustache, then it should be properly bimmed. This requires time and effort 
which you should adjust accordingly. 

ii) Habits 

Our habits are a matter of personal concern to each person, yet they should not irritate or 
annoy our customers. Some of the common habits that many people have are that of biting 
and cleaning dirty nails, pencil in your mouth, digging the nose, wiping perspiration, 
touching or scratching parts of the body-all in the presence of customers/clicnts. Be dert 
and conscious of these habits. If for any reason you must do it, then use the toilet for the 
Purpose. 

iii) Fitness 

One of the important things we owe to ourselves which has a great effect on our 
personality development, is to keep fit and slim. To achieve a desired degree of fitness we 

I need to eat a healthy diet and to exercise regularly. 
I 

The word 'diet' has almost become synonymous with losing weight. Strictly speaking it 
actually implies what one should eat LO keep the body in perfect shape and fitness, but 
most of us immediately associate the word with eating programmes that are designed to 

- 

shed weight. This is because excess body weight is probably the most common problem 
today. 

Eating is dictated by hunger and appetite. Hunger is a basic urge that fulfils a physical 
need, while appetite can make you eat even when you are not hungry. Appetite is 
stimulated by the smell and sight of food, and not by physical need. There are also many 
compulsive eaters who feel the urge to eat when they are emotionally tens$ or upset, or 
even bored. Overeating is a means of compensating for their frustrations. So be ware of 
why and when you eat. 
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A certain degree of calorie consciousness and healthy eating habits go a long way in 
maintaining your health and figure. Healthy eating calls for intelligent selection of foods 
and preparations Lhat satisfy both hunger and Lhe palate. Including fresh fruit and raw 
vegetables in your diet provide many of the nutrients required for your body. It would be 
advisable to include them in all your meals. 

Another important way to achieve and maintain a good figure is to exercise regularly. This 
not only enables us to lose weight, but gives firmness and tone to the muscles which 
makes the figure proportionate. Regular exercise also improves the general health. It 
improves the efficiency of the respiratory system and the heart; it increases energy and 
stamina, improves sleep and relieves -mental tension. So devote atleast half-an-hour a day 
to either a regular routine of exercises (it could be yoga) or walking; jogging, running. 
skipping, cycling or swimming. 

Adequate sleep (6 to 8 Hours) is very important to keep fit. The tourism and hotel 
business, as you know, is a "show business" where one is often hectically socializing. 
However, a disciplined life style will keep you fit and energetic for your job. 

Check Your Progress 2 

1) What is the link between fitness and personality? 

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

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

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

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

.......................................................................................................... 
2) Why is it necessary to maintain hygienic conditions? 

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

COMMUNICATING SKILLS 

Besides personal appearance, another important way in which your personality comes 
across is when you communicate with each other. 

The word communication is derived from the Latin term communicare or communico 
both of which mean to share. Therefor~communication is a process of sharing, 
transferring, or exchanging information, ideas, views and feelings between two or more 
persons. 

Communication is the very essence of human interaction. In any sphere of life, it is 
difficult to get along without communicating with others. In the service industry, it is just 
impossible. 

If you look at Figure 1, you will observe that in order to make communication effective, 
there must be a 'sender' and a 'receiver'; a message, a medium and a feedback. The 
sender sends the message to the receiver through a medium which may be oral, written or 
non-verbal. Similarly, the receiver responds to the sender's message by giving feedback to 
the receiver. This ensures that the receiver has: 

received the message, and L 

either understood the message or has not understood the messsye, so shethe requires 
a clarification. 

Without feedback, communication is incomplete. 
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24.5 LISTENING AND SPEAKING 

Experts estimate that we spend about 11% of our time in writing, 15% in reading, 26% in 
speaking and 48% in listening (see Figure 2). But are you really listening? In the 
hospitality industry, it is essential to listen first and then to speak because listening 
involves hearing and understanding. When you listen fmt, you are then able to speak 
effectively because you have properly understood what the listener wants, Thereby your 
effort is to give total satisfaction to your customers. 

LIST ENlNG 
48% 

\ 

WRITING 
11% 

SPEAKING 
i 26% 

I 

?5% 
I 
( 

Fig. 2 
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Human naturc being what it is, people are often prejudiced and biased. It is evident in the 
manner in which they communicate. This acts as a barrier and adversely affects your 
communication. Some of the common barriers are: 

1) Preconceived Notions: At times you pre-judge people before they speak, thus 
allowing your opinions and ideas of them come in the way of what they are trying to 
MY. 

2) Words: Many words in English and in other languages have different meanings 
relating to the context of what is being said. You must be careful not to use words 
that may cause confusion in the receivers mind. So use words that are simple and 
easily understood. 

3) Poor Listening Skills: Listening means understanding the speaker, not only hearing 
herbis words. So listen to what is being said. In fact, one of the pitfalls which people 
are prone to is mental dissipation or subconscious mind wandering. The only way to 
overcome this kind of mind wandering is through a determined effort to listen 
carefully. 

4) Stereotyping: This is placing people into blocks and forming opinions about them 
e.g. Tourists want drugs; Businessmen are crooks; Workers create trouble, Politicians 
are shrewd; Youth sue irresponsible. Take a positive approach towards people and 
what they say, and avoid such preconceived notions. 

5) Emotions or Feelings: Angex, hate, jealousy, worry, sorrow could influence peoplcs' 
judgement and prevent them from thinking seriously and fairly. Hence, while on job 
avoid these negative feelings. 

6) Wrong Channels or Medium: This is giving long messages over the phone or 
detailed messages verbally. The receiver may forget or get confused. Always be crisp 
and to the point. 

7) Poor Verbal Skills: This is like speaking too fast or too slow, too loud or too soft or 
keeping a monotonous tone of voice. Often you are unable to articulate properly 
because your lips and facial muscles are tight. To be an effective speaker, your lips, 
facial muscles and articulating organs must all be flexible. 

8) Confusing the Message: This is speaking without thinking of what you really want to 
say. This can confuse the receiver. 

9) No Rapport with Listeners: Unable to arouse the listen= interest due to lack of 
involvement of the listener in the subject is another barrier. 

10) Unconvincing: The speaker is, at times, not convinced about the subject or not sure 
about the facts or the purpose of the occasion. In fact, in this industry, as perhaps )in 
most jobs, you must be aware of the rules and procedures and be able to explain and 
justify them. Sometimes you may feel that certain rules are being violated by a guest 
in a hotel for instance. Hdw would you deal with this situation? A certain degree of 
firmness and pmfessionalikm should be used to deal with such matters. In fact you 
can be both polite as well Tim at the same tihe. For example see this conversation: 

"You are breaking rules you can't do this, we will throw you out of the hotel" (bad). 

"Well sir, This is not acceptable to the management. Please don't do it, it might lead 
to unpleasantness" (good). 

11) Accepting Criticism: Often you or the services you offer may be criticized by your 
custqmcrs. You must be able to accept criticism without being overdefensive or over- 
apologetic. 

In order to avoid these pitfalls there are several things that you might attempt to do. 

First of all you should enjoy communicating with others. At the same time you need to 
improve your poise and confidence. In the beginning you need to be conscious of the need 
to improve, yet you cannot appear self-conscious. Also remember, that the skills of 
communication are to be constantly developed and you keep learning through experience 
and interaction. Your aim should be to effectively communicate your ideas clearly, 
confidently, creatively, interestingly and persuasively. To be able to achieve his, you 
must know your job well, be sure of the rules and procedures and be well informed. 

In the tourism industry, you are constantly interacting with all sorts of people, including 



foreigners. They may need information about our Country, its politics, people and culture. Personality Development and 

So make it a point to read the daily newspaper, magazine section of newspapers, travel Communicatlun Skills 

magazines and other promotional literature from the tourist deparunents. 

There is no hann in picking up books that train you to be a better listener and speaker. 
These books will give you certain points to self-improvement: 

develop a keen mental attitude, 

know and understand the people you have deal with, 

make your conversation polite, clear and interesting, 

enunciate your words clearly, 

be persuasive, forceful and direct without being authorarative, and 

empathise, i.e. develop the capacity for participating in the other person's feelings or 
ideas. In fact, this may be the most important ingredient for successful 
communications. 

24.6 VOICE 

The manner in which you use your voice not only helps you to develop your personality 
but also improve your customer relations. Here are some hints on how to use your voice 
effectively. 

1) Volume : Just loud enough for your customers to hew. Not too loud 
for everyone else nearby to hear nor too soft for your 
customers to strain themselves. 

2) Pace 

3) Pitch 

: You have to speak at the speed at which your customers 
can hear and understand what you are saying. If it is fast, 
they might have difficulty trying to catch up; if it is slow, 
it's boring. 

: You should from time to time as the situation demands, 
change the pitch and tone of your voice. In this way you 

- will command your customer's attention. 

4) Enthusiasm : If you genuinely like your customers it will reflect in your 
voice. This will in turn involve your customer in whatever 
you are saying. 

You cannot speak correctly unless you breathe correctly. Diaphragmatic breathing is the 
key to a pleasant and a well projected voice. Without diaphragmatic breathing, it is 
impossible m control your voice or to utilize its full range. Incorrect breathing is the origin 
of most speakers' troubles. 

Here is an exercise which will help you breathe properly: 

1) Put your hand on your stomach. 

2) Breathe deeply. Your stomach and your hand should move forward. 

3) Now exhale by pulling your diaphragm in. The diaphragm pushes against the lungs 
and forces the air out. 

Don't think of the biological make-up of the voice, the rhroat, or the palates. Just imagine 
the air coming through a tube from the lungs and out your mouth. 
Repeat this exercise scveral times a day. 

1) Menlion three barriers that effect your communication. 

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

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

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

: Check Your Progress 3 
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.......................................................................................................... 
2) In what ways can you use your voice effectively? 

24.7 TELEPHONE CONVERSATION 

So far in this Unit, we have concentrated on face-to-face interactions. In the hotel and 
towism business, however, telephone conversations play an important role: you may have 
to make room bookings over the telephone, give information or just take down messages. 
The fact that you cannot see the speaker or the listener on the other side of the telephone 
line makes a lot of difference to the language you use. In a face-to-face conversation you 
can see each other's reactions. The facial expressions and gestures give a cue to the 
feelings of the participants in the interaction. These extralinguistic features of face-to-face 
communication are missing when you speak on the telephone.-You, therefore, have to be 
very careful in your speech on the phone so that nothing is missed by the listener-r by 
you. You may often have to repeat things and speak very clearly so that important words 
are highlighted and the message received. 

Again, in a face-to-face conversation one tends to be more spontaneous, whilc in a 
telephone conversation one uses certain set phrases. 

Let's look at some of the telephone conversatioils given below: 

Case-1 (good) 

Sunil : Good morning. 'The Residency Guest House'. 
(working in (in a polite tone) 
a guest house) 

Mr. Rashid : Morning. Could I speak to Mr. Gupta please? Room No. 7. 

.... Sunil : Hold the line sir 
(brings out I'm afraid he's not in. Can I take down the message? 
his pen and paper) 

Mr. Rashid : Could you tell him to call Harun Rashid at 684296. 

Sunil : Could I have your name again please? 

Mr. Rashid : Ah yes, it's Harun Rashid- H-A-R-U-N Rashid. 

Sunil : (Interrupting) and the no. Sir is 684296. 

Mr. Rashid : That's right. 
Sunil : He'll get the message sir. 

Mr. Rashid : Thank you. 

Sunil : You are welcome, sir. 

Case-2 (bad) 

Sunil : Guest house 
(in harsh tone) 

Mr. Rashid : Could I speak to Mr. Gupta in No. 7, (Sunil without any answer 
connects Rashid to Gupta's room. Mr Gupta is not in. The Bell 
keeps ringing. After some time Sunil comes back on the line). 
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Mr. Rashid : In that case could I leave a message? 
(Sunil shouts to another colleague) 

0 Ramesh pen dai yaar. 

(he could have kept his hand on the receiver after telling Rashid to 
wait a second) 

Sunil : What is the massegel 

Mr. Rashid : Tell him to dl Harun Rashid at 684296 

Sunil : OKOK 
(keeps the receiver down) 

As the case in telephonic conversation, while making announcement. on the public 
address system also you have to be polite, to the point with an effective voice. 

24.8 NON-VERBAL COMMUNICATION 

In our communication, as much as 67% is being said without a word being spoken! This 
is done through body posture, gestures by hands, eye contact or facial expressions. This is 
commonly known as body language or non-verbal communication. 

Posture: Posture plays an important role in ow communication with people. So if you 
have to stand, stand in an upright position, avoid leaning on the counter or on the table 
because that looks sloopy. 

If you have to sit, make sure that the trunk of your body is in an upright position, avoid 
leaning on the counter or on the table and keep your hands to yourself except for making 
gestures. 

POOR POS-IURE Pao~en PosTuPe 
If you have to  sit, make sure *bst the tmnk of your body i s  in nn 
upright position avoid l ean iw  ea Ohe counter or on the table and 
keep your banda 40 yourself emapt for makine gestures. 

Fig. 3 

Whether you are standing or sitting, the trunk of your body should be upright, you may 
relax below the waist. 

Eye Contact: Of all parts of the human body that are used to transmit information, the 
eyes are the most important and can transmit the most subtle nuances. With our eyes we 
can often make or break another person. How? By giving herhim human or non-human 
status. 

With your eyes you can exude friendliness and warmth to your customers. If you are 
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Comm~mlentiom are dealing with three or more persons at a time, $an make it a point to look at each one 

n of them, so that each one participates in what you are saying. 

Through eye contact, you can also judge how your message is being received and vary 
your communication intelligently. 

Facial Expressions: Mbst of us go through our normal working life wearing a mask to 
cover our true feelings. For instance, we smile constantly because smile is a sign not only 
of humour or pleasure. but it is also an apology, a sign of defense or even an excuse. 

You may have to sit down next to a stranger in a crowded restaurant. Your weak smile 
would say "I don't mean to intrude, but this happens to be the only vacant place." 

You brush against somebody in a crowded street and your smile says: "I'm not really 

n being aggressive, but forgive me anyway." 

ioo) 
And so you smile your way through the day, though in fact you may feel angry and 
annoyed beneath the smile. This is our mask. But sometimes your mask slips up and the 
m e  feelings are revealed. While, it is, to some extent important socially to wear a mask, 
but if you genuinely like people your smile will be w m  and enthusiastic, and this would 
make your customers feel good and comfortable in your presence. 

Space: You must have noticed that you feel uncomfortable if a stranger stands very close 
to you while speaking to you. You perhaps feel that your "territory" has been threatened 
or breached. Dr. Edward T. Hall has studied how human beings use "space" to 
communicate certain facts and signals to other people. This is now known as the science 
of proxemics. He has come up with four distinct zones in which most people operate: 

1) intimate distance, 

2) personal distance, 

3) social distance, and 

4) public distance. 

This distance may vary from culture to culture. However, we suggest that you maintain a 
social distance of four to seven feet while talking to your customers. 

Check Your Progress 4 

1) Fill in the blanks of the following telephone conversation. 

Sumita : Good afternoon. 'Rahi Tourist Service'. 

Promilla : Hello. I'd like to find out the best way to go to Machan National 
Park 

Sumita 

hmilla : Well, I'm a student, So 1'11 prefer the ordinary bus. What are the 
charges of the ordinary bus, anyway? 

Sumita : Rs. 230/- return fare. 

Promilla : Can I get cheap accomodation there? 

Sumita 

Promilla : Could you help me book the room. 

Sumita : Sure, would you like with attached bath? When do you wish to go 
anyway? 

Promilla . , 

Sumita 

PromilIa 

Surnita : You're welcome. 

2) Mention the role of eyes in non-verbal conversation. 
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I 24.9 LET US SUM UP 

In this Unit we have given you some practical tips on personality development. These will 
help you to perform your job more~effectively. These include improvement and 
consciousness of: 

physical appearance. 

f verbal skills, and 

I non-verbal communication. 

If you assimilate and practice what has been discussed, you'll soon find that you are able 
to do your job with a new poise and confidence. 

~~ - 

24.10 KEYWORDS 

Aggressive : the quality of anger and determination in a person's character that 
makes herhim ready to attack other people. 

Articulate : the ability to express oneself easily and well. 

Attire : clothes that you wear on a particular occasion 

Complement : matching with each other to form a better whole 

Compulsive 

Curbing 

Deodorant 

Diaphragam 

(Mental) Dissipation : 

Elegance 

Emphathize 

Enunciate 

difficulty to control one's behaviour 

control or restrict 

a liquid or spray that you can use to hide or prevent the smell of 
perspiration on your body. 

a muscle between your lungs and your stomach. It is used 
especially when you breathe deeply. 

a waste of mental energies 

pleasing and graceful appearance 

the ability to share a person's feelings and emotions as if they 
were one's own 

pronounce each word clearly 

I Fragrance : a pleasant or sweet smell 

Manicure : caring for hands and nails by softening the skin and cutting and 
polishing the nails 

I Tangible : clear enough or definite enough to be easily seen. 

i 

1 24.11 ANSWERS TO CHECK YOUR PROGRESS ' 

I 
EXERCISES 

Check Your Progress 1 
; 
i 1) Base your answer on the first para of Sec. 24.2. 
i 

i 2) Obviously elegance. Read Sub-sec. 24.2.2. 
b 
I 

I 
I 
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1) Take into account the aspects mentioned part (ii) of Sec. 24.3 Fimess adds to your 
personality and thereby the impression you create. 

2) Unhygienic conditions can turn your customers/clients away. See part i) of Sec. 24.3. 

Check Your Progress 3 

1) Pick any three related to you h m  the 11 barries listed in Sec. 24.5. 

2) Base your answer on Sec. 24,6. 

Check Your Progress 4 

1) Check your answers with the counsellor. 

2) They play an important role, often expressing your r d  feelings, likes and dislikes. 
Consult Eye contact in Sec. 24.8. 

SOME USEFUL BOOKS FOR THIS BLOCK 

David W. Howell : Passport, Chicago 1989. 

uharamarajan and Seth : Tourism In India, New Delhi 1994 

Dona1 E. Lundberg : Tourist Business, New Yo* 1990. 

Victor T.C. Middleton : Marketing in Trawel & Tourism, Oxford 1993. 

ACTIVITIES FOR THIS BLOCK 

Write a few points of the image you think your company wants to project. 

Then think of your personality. What are your plus and minus points in projecting that 
image? 

Aflw reading Unit 24 what are the changes that you have made in your personal habits or 
auire in order to be better groomed? How has this helped you in your interactions with the 
others customers? 

Observe yourself in your interactions with others (including your family members) for one 
day. Notice 

a) how much time do you spend in speaking and listening, 

b) your attitude towards strangers, each of whom represents a particular type or group, 

c) your fluency in speech, and 

d) your attitude towards criticism. 

List the travel magazines/literature that you have read recently. 



Pick two advertisements on TV that you like the most. Explain the reasons of your liking 
for them. 

Personality Melop3nent and 
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Prepare a brochure in about two hundred words on a destination of your choice taking into 
account attractions, higory, natural surroundings, accoinmodation available, how to reach 
there, shopping places etc. 

Write an essay on the merits and demerits of the opening up of the skies for private 
airlines in India. 

Prepare advertisements for the following : 

1) Cultural performance of Classical dances 

2) Library catering to tourists 

3) Theme dinner 

4) Airline 

5) Any historical monument 

6) Travel Magazine 

7) Conference facilities 

8) Paying guest accommodation 

9) Guide services 

10) Package tour 
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The Land of Many Splendours 

* Enticing flora and fauna 
Swishing palms and caressing winds 

* Monuments and traditions of a bygone e n  
Cay dr colourful fairs md festivals I 

* Exotic handicrafis 
Roaring faHs amidst majestic peaks 
Aquasparts an4 adventure 
Trekkirigthe virgin hndir 
Warm t M l y  hospltdity d the people. 



Afantasy come alive 
Sun-washed 
beaches. Snow-clad 
peaks. Blazing 
deserts. Timeless 
monuments. And 
eternal rivers. The 
fascination of lndia 
never ceases to lure 
you. Come discover 
its incredible charm 
with the only Airline 
that offers you all. 
With an all jet 
modern fleet of 
Airbus and Boeings 
and fares that 
continue to be 
among the lowest in 
the w6rld. 
Instant access to 
India 
Travel agents around 
the globe and 
arrangements with 
over 120 aiflines give 
you instant access to 

Much more for less Indian Airlines 
YOU can choose from a host of low-fare computerised 

packages that take in a lot more than you 
ever imagined. 

reservation facility. 
Discover India Minimum stay at least Special 'guaranteed' 
2 I days unlimited days in each booking facility for 
economy class air mU"tV and at least 
travel, anywhere in days for the itinemv. group travel On the 
India. only ~ ~ $ 4 0 0 .  Maximum stay days 10 most popular 
Common lndia Wonderfares 
Group - 7 days unlimited 

flights also available. 
r ox off for groups of I o economy travel 
or more adults within North. South. 
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Our past profoundly affects our lives. Much of it is also passed on from age to age sometimes 
in the form in which it really "happened but more often as "myth" or "fable". In either form 
it is of cardinal importance to a tourism professional, especially in the situations such as the 
one obtaining in India with rich cultural heritage having continuity from the ancient. Our 
objectives in this Unit, therefore, have been to make you: 

appreciate the relevance and role of history in tourism, 

understand why history is termed as a tourism product, 

know the subtleties of difference between history and myths and fables along with their 
importance in tourism, 

realise the implications of distorting history for our own times as well as for the posterity, 
and 

learn to handle history, a potent weapon in the hands of a public man like you. 

25.1 INTRODUCTION 

'The past i.e. history has a lingering trait for all of us regardless of our liking for it or not. And 
every age has to reckon with "the attempt by human beings to give a continuing, present 
existence to what no longer actually exists, the past". The past is so important to the present 
that we continuously attempt to produce some sort of account of our past. This is what 
becomes history. This accounting, not many of us though realise, is fraught with serious 
implications. Since it is difficult to apprehend past directly we have to interpret the past. It 
is here that we tend to deviate from the objective "truth" and induct our personal fancies, 
notions and sometimes images. 

It is high time for us to realise the importance of history. History writing has now been 
evolved so niuch that it has almost become a scientific process. Based on evidence, logic, 
reason and critical analysis we can follow the rules of objectivity in history writing. In this 
Unit we have aimed at making you aware of the importance of correct-listing and its great 
use for the purpose of tourism. The Unit starts with a discussion on history as a tourism 
product. It further analyses the difference between myths, fables and history along with a 
description of the use and misuse of history in tourism. 

25.2 HISTORY AS TOURISM PRODUCT 

India is primarily a cultural destination in international tourism - in these are the features 
of India marketed as a tourism product in international circuit. Not only in international 
tourism but in domestic tourism also history and its by products remain prime attractions. 
People often plan their travel so as to have a feel of their cultural heritage along with several 
other interests. In fact, tourism perhaps is the most important area today where history seems 
to become operative as an attraction, the pull factor or a product for the consumption of the 
tourists. 



Tourl s~:  The Cultural As a tourism product it figures in the: 
&d*lec 

promotional literature, 

travel and tourism writings, 

descriptions and interpretations provided by the guides and escorts. 

Offering historical destinations and museums as travel packages has been an old trade with 
tourism industry. With the growth of special interest tourism the relevance of history has 
further increased. For example those interested in painting can be attracted to Ajanta caves 
or Bhimbhetka; Forts and palaces attract tourists to Rajasthan; there is no dearth of 
destinations for those interested in temple architecture, etc. 

In many cases fairs and festivals have also emerged as strong tourist attractions because they 
provide a good example of continuity and change. The age old rituals, traditions and customs 
are located in modern ambience in these fairs and festivals. Hemiz festival in Leh, Carnival 
in Goa, Cattle Fair at Pusmar or the Boat Races in Kerala are some illustrative examples. 
Moreover, history also figures in shopping and entertainment. For example, many tourists 
l i e  to know the history of the designs, styles etc. of the jewellery or crafts they wish to buy; 
theme dinners are based on historical situations and sound and light shows bring to life 
historical periods. All this provides entertainment to tourists. Hence, it is necessary for 
tourism professionals to have a sound knowledge of history. 

253 MYTHS, FABLES AND HISTORY 

Myths and fables are an integral part of the Indian cultural tradition. Stories of divinity and 
miracles abound and events are assumed to have taken place. Very often imagination is 
transmited as reality. In most of the cases myths and fab!es become the beliefs of a community 
or a region. Here arises a crucial question - can mythslfables be accepted as history? Though 
the answer is in the negative the importance of myths and fables should not be lost to the 
historians. In spite of their being imaginary or creations of the fancies of individuals or groups 
we must remember that beliefs emerge in a given social context. In that sense they are a 
reflection of thC existant social order and realities. According to Romila Thapar "the 
significance of myth to the historian lies more in its being the self image of a given culture, 
expressing its social assumptions". It is for this reason that we find myths in a variety of forms: 

origin myths, 

myths that provide social sanctions, 

myths that legitimise the changing political or social order, and 

myths that provide status, etc. 

A similar situation is in the context of fables. Take for example the fables attributed to Akbar 
and Birbai. They cannot be explained in terms of history. But they are fine specimens of 
social satire, sense of quick-wittedness etc. In the same manner certain jokes demonstrate 
symbolic passive protest in a sort of mental satisfaction when one is not in a position to 
physically challenge the political order. For example, you must have heard the joke about an 
Englishman who was offered saag (vegetable) on a maize chapati. H e  ate the saag and 
returned the chapati sagying "thank you and please take back you plate". What is 
demonstrated in this is the fact that here are persons ruling over us who don't even know our 
life styles. 

 ouri ism is one area where myths and fables are used extensively to market the exotica of our 
culture. In doing so it often gets trapped in projecting these as "the history" of a given culture 
or region. At its face valut: this appears something very innocent and harmless. However, 
people fail to realise that this presentation as "the history" can also have disastrous results. 
Suffice it to mention here that despite the fact that the historians do take note of myths for a 
critical analysis as a source, mythology is not history per se. 



Check Your Progress-1 r 
1. How is history used as a tourism product? 

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

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
2. How should a historian look at myths? 

25.4 USE OF HISTORY IN TOURISM 

It has already been mentioned that history is offered as a product in tourism. In this Section 
we attempt to analyse this relationship in terms of its merits and demerits. 

History figures prominently in promotional literature. Many destinations have always, been 
promoted through their historicity, like Bangalore as the Garden city; Jaipur-Pinkcity- City 
of palaces; Fatehpur Sikri - a city of Mughal splendour etc. But history figures prominently 
in other forms of tourism also, for example: 

history of Golf courses figures in Golf tourism 

Rock climbing, Mountaineering, Skiing etc. have their own history- in terms of peaks, 
trails taken by famous mountaineers. etc. 

Similarly, in travel writing history is a popular theme to write upon and it can be the history 
of many things - destination, fort, palace, art, crafts, people, airline, railways etc. However, 
a major problem with such write ups is that most of them do not differentiate between history, 
mythology and legends. Not only this but on many occasions distortions are put in as history 
and the element of evidence is totally ignored. This is also very common among the guides 
while describing monuments etc. These distortions take place: 

i) Due to a lack of awareness about scientific history and dependence on unauthenticated 
history books. 

ii) Intentionally, in order to propagate one's own bias and interpretation of history 

iii) Unconsciously, just to add spice to write ups and makc the destination look more 
attractive, etc. 

Let us examine the implications arising out of these distortions. 

1) Making generalisations that are not substantiated by evidence can lead to embarassing 
situations. Take for example Nandi Hills near Bangalore. The guide describes a 
particular spot as Tipu Drop from where Tipu Sultan used to get people thrown down 
the hill. When you ask him about the authenticity oC this or how many times Tipu visited 
this place, he either shies away or tries to create another story. At thc same time there 
are many tourists who believe in the description and carry the tale back home to be told 
to friends over the coffee table. But imagine their embarassement if asked for evidence 
by anyone and the answer being "Oh the guide told us". 



~ ~ m :  ~ b c  C u l t d  2) Attributing things to divine powers or mythology is in fact denying the people of that 
Herl(.ge particular age tbe credit due to them in terms of their knowledge, wisdom or creativity. 

For example, in a promotional brochve of a particular state tourism department it is 
mentioned that Sun rays go right upto the garbhagriha of a temple till late evening 
because an epic hero had changed the direction of the path cf  the sun. Pilgrims may 
believe it but historically speaking the architect and artisan's creativity is totally lost 
through such a description. I 

3) We all know how dangerous communalism is to the progress of a nation. Yet, thousands 
of domestic tourists are given communal versions of history at various destinations daily. 
Let us cite one example from Delhi. A plaque of the Archaeological Survey of India 
outside the Quwwat- ul-islam Mosque at Qutab Minar mentions that 27 Jain and Hindu 
temples were destroyed for constructing the Mosque. The guide picks up from this and 
narrates about the destruction of temples by Qutbuddii to built the Qutab Minar. But 
the troubk begins when the narrative attributes to Sultan slaying of the 5000 Brahmins 
and the river yamuna becoming red with their blood. This is how he creates a past suiting 
his own conviction, away from the "truth of history". Further, he adds in the commentary 
something he had read somewhere that it was not Qutab Minar built by Qutbuddin. It 
was a tower that was built by Prithviraj Chauhan. When these two contradictory versions 
.are given, the tourist, by applying some logic, can ask was it Prithviraj who destroyed the 
temples? At the same time many may take home both theversions and further rommunal 
feelings. 

This is not to say that there were no acts of barbarism during the medieval period. In many 
cases plunder and demolitions did take place. However, the crucial question is how far we 
can go back in relation to our contemporarysocial reali;:es. Ifwe havea history of destruction 
and plunder we also have a history of harmony, coopration and understanding between the 
different religious communities. The need of the hour is to strengthen this phase rather 
than harping upon the divide. 

25.5 SOME TIPS 

In this Section we suggest to you some interesting ways regarding the application of history 
in tourism. You must remember that all that is termed as history has to be based on evidence 
or what is termed as historical sources. These sources are varied and they differ according 
to periods also. For example archaeological evidences generally tell us about the ancient and 
medieval periods. 

In order to make a better presentation and use of history the following tips will he useful: 

1. History has to be taken as a discipline seriously and there is no scope in historical writings 
or presentation for imaginary events or even mythologies. I 

2. Where the commentary or write-up is based on myths and legends it should be clearly 
spelt out along with a mention that there is no historical evidence to substantiate them. 

3. Similarly, anecdotes should be presented as anecdotes and not as history and there is 
always a way to do it. Look at this example. At Dauna Paula in Goa are the statues of a 
man and a woman. Many guides describe them as lovers; the woman, being the daughter 
of the Governor, committed suicide by jumping in the sea as the father was opposed to 
her marriage to the poor lover. But a good guide after mentioning this further tells the 
tourists: please don't ask me to point out the spot from where she jumped into the sea 
for there is no such spot, nor she jumped into the sea nor is this story a real one, in reality 
these are the statues of so and so who loved this country and lived here. 

4. You must also remember that the tourist is well informed in many cases. This is because 
of the availability of good guide - books and literature on the destinations. You come 
across situations where the tourist opens his guide-book to cross-check. Hence you 
shpuld not take the tourist for granted. Imagine aguide telling the tourist that Shah Jahan 
used to present a rose to Mumtaz Mahal everyday sitting near the back minaret of Taj 
Mahal. The tourist smiles at the poor knowledge of the guide for he knows that Taj Mahal 
was built after the death of Murntaz. 



5. While describing monuments give due weightage to: 

art styles and designs 

architecture, and 

artisans etc 

6.  Do not create history but re-enact it through sound reading based on authentic works. 

7. Do not let your personal bias or perceptions overshadow historical reality. 

8. Wherever necessary, draw coinparisonswith other sites but do not make over statements. 

9. Avoid descriptions that may lead to communal hatred or divide. Remember com- 
munaiism not only hinders progress but is also an obstacle in the growth of tourism. 

10. Keep updating your knowledge' of history through recent publications and interaction 
, with historians. 

11. In your presentation or write up give due weightage to political, social, economic and 
cultural aspects rather than only harping upon the role of the kings or the deeds of the 
dynasties. 

Check Your Progress-2 - 
1. Why do distortions emerge in history? 

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

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

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

2. On what would you base your knowledge of history? 

3. Mention which of the following statements are right or wrong? 

a) Myths, history and legecds have no difference. 

b) Since the tourist is ignorant about the history of a site you can give him anything 
you like as the history of the site. 

c) It is good to narrate incidents which encourage communal hatred. 

d) Historical description should be based on concrete evidence. 



Tourhm: The Cultural 
Heritage 25.6 LET US SUM LIP 

History is a discipline based on evidence. Hence, when il is packaged or marketed as a 
tourism product this aspect has to be taken care of at thc same time. One has to be extremely 
careful in making a distinction between myths, fables and history while making usc of history 
in tourism. Similarly, personal bias and interpretation should be avoided in historical writings 
or descriptions. You must update your knowledge of history by reading recent authentic 
publications. In your commentary or write up equal emphasis should be given on social, 
economic, political and cultural aspects'of any given historical period. History is not just a 
study of kings and dynasties. It has varied facets and tourism professionals and researchers 
should take note of this. 

25.7 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
1) There are several ways eg. destination, promotional literature etc. See Sec. 25.2. 

2) See Sec. 25.3. 

Check Your Progress-2 r 
1) The distortions creep in history as a result of personal fancies and biases being 

accepted as a part of history. See Sec. 25.4. 

2) Primarily on historical sources. See Sec. 25.5. 

3) a) Wrong; b) Wrong; s) Wrong; d) Right. 
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The objcctives of this Unit are to: 

provide you information on India's monumental heritage, 

give you details on various types of museums and their holdings in India, and 

make you aware of the tourisnl potential of this rich cultural wealth, India is endowed 
with. 

26.1 INTRODUCTlON 

India is truly a land of monuments. In whatever part of the country one moves, one finds 
numerous structures of temples, mosques, canopies and secular structures like tanks, step- 
wells and bridges scattered all over the region. This is an enormous wealth and undoubtedly 
contains great tourlsm potential. Similarly the sculptural wcalth and other objects of culture 
such as coins, paintings, textile, arms etc make India a veritable tourist attraction. Some part 
of this treasure has been successfully housed and displayed in the museums that ioday dot 
the urban townscape of the country. As elements of cultural tourism this treasure trove has 
a special meaning to a tourism professional and needs to be documented properly and 
carefully. It also requires preparation of some kind of an inventory of these resources so that 
they are not lost to the posterity. This is the basic purpose which has guided us in-the 
preparation of this Unit. 

26.2 MONUMENTS - THE ANCIENT PERIOD 

The monumental heritage of India dates back to the days of Harappan City culture - 3500 BC 
to 1500 BC. Since then there has been anunbroken sequence of the architectural works 
belonging to different cultural strata, the details of which may be found in the following 
Sub-sections. 

26.2.1 Harappan Sites 

The information about the Harappan Civilization comes from the reports of excavations at 
places like Harappa and Mohenjodaro. The excavations at Harappa began in 1921. Very 
many Harappan settlements have been located and excavated since then. By now more than 



Tourbm: The Cultural settlements have not been excavated. According to one estimate only 3% of the reported 
~eri(agc Harappan settlements have been excavated. 

Here we try to examine the details of the location and characteristics of some important sites 
that have been excated. 

Harappa , 

Harappa was the first site to be excavated in 1920s.It is located on the bank of the Ravi in 
Western Punjab. In terms of its size and the variety of objects discovered, it ranks as the 
premier city of the Harappan Ci*tion. The ruins of the city cover a circuit of about 3 miles. 

Mohenjodaro 

Mohenjodaro, located in the Larkana district of Sind (now Pakistan) on the bank of the river 
lndus is the largest site of the Harappan Civilization. Most of the information regarding the 
town planning, housing, seals and sealings of this Civilization comes from Mohenjodaro. 

Excavations begun at this site in 1912 show that people lived here for a very long time and 
went on building and rebuilding houses at the same location. As a result of this the height of 
the remains of the building and the debris is about twenty metres. 

Kalibangan 1 
The settlement of Kalibangan is located in Rajasthan along the dried-up bed of the river 
Ghaggar. Kalibangan was excavated in the 1960s under the guidance of B.K.Thapar. This 
place has yielded evidence for the existence of Pre-Harappan and Harappan habitations. 

Lothal 
I 

Lothal is located in the coastal flats of the Gulf of Cambay (Gujarat). This place seems to 
have been an outpost for sea-trade with contemporary West Asian societies. Its excavator 
S.R. Rao claims to have discovered a dockyard here. 

Tom-Planning 

Harappan towns had a remarkable unity of conception. This was suggested by the division of 
each town into two parts. In one part was a raised citadel where the rulers were staying, in 
the other part of the town lived the ruled and the poor. This unity of planning would also 
mean that if you were walking on the streets of Harappa - the houses, the temples, the 
granaries and the streets themselves will be almost identical to those of Mohenjodaro or any 
other Harappan town for that matter. 

The settlements of Harappa, Mohenjodaro and Kalibangan show certain uniformities in their 
planning. These cities were divided into a citadel built on a high podium of mud brick. The 
lower city contained residential areas. In Mohenjodaro and Harappa the citadel was sur- 
rounded by a brick wall. At Kalibangan both the citadel and the lower city were surrounded 
by a wall, streets ran from north to south in the lower city and cut at right angles. Obviously, 
this kind of alignment of streets and houses represents conscious town planning. In Harappa 
and Mohenjodaro baked bricks were used for buildings. In Kalibangan mud bricks were used. 
In settlements like Kot Diji and Amri in Sind there was no fortification of the city. The site 
of Luthal in Gujarat also shows a very different layout. It was a rectangular settlement 
surrounded by a brick wall. It did not have any internal division into citadel and lower city. 
Along the eastern side of the town was found a brick basin which has been identified as a 
dockyard by its excavator. 

In Harappa, Mohenjodaro and Kalibangan, the citadel areas contained monumental struc- 
tures which must have had special functions. This is clear from the fact that they stood on a 
high mud brick platform. Among these structures is a famous 'Great Bath' of Mohenjodaro. 
This brick built structure measures 12m. by 7m. and is about 3 m. deep. It is approached at 
either end by flights of steps. The bed of the bath was made water tight by the use of bitumen. 
Water was supplied by a large well in an adjacent room. There was corbelled drain for 
disgorging water too. The bath was surrounded by porticoes and sets of rooms. Scholars 
generally believe that the place was used for ritual bathing of kings, or priests. 



Monumenb and Museums 

I The practice of presening the remains of an important personality below accumulated earth 
! was long in existence. Buddhist art adopted this practice and the structure built over such a 

site was known as Stupa. According to Buddhist sources, the remains of the Buddha% body 
were divided into eight parts and placed under the Stupas. These, during the time of Asoka, 
were dug out and redistributed which led to the construction of other Stupas - the sacred 
places of Buddhism. The worship of Stupas led to their ornamentation and a specific type of 
architecture developed for their construction. Let us briefly discuss some of the prominent 
Stupas: 

i) Bodhya Gaya (Bihar) 

F i e e n  kilometres from Gaya is the site where Lord Buddha gained 'knowledge' (bodhi) and 
it was here that Asoka got a 'Bodhi- Mands constructed. No trace of the original construc- 
tion has survived. We have only the remains of the stone pillars constructed during the Sunga 
period like the raiting pillars found around other Stupas and they too have sculpture the 
panels in relief. s he gust rate stories from the ~uddhist Jatakas. - . 
ii) Sanchi Stupa (Madhya Pradesh) 

Sanchi is about 14 kilometres from Vidisa (Bhilsa) and is perhaps the most famous Stupa 
site in India. It has three Stupas, all with gateways around them. But the most famous is the 
Great Stupa which was originally made of brick in Asoka's time (C. 250 B.C.) During the 
Sunga period this was later on nearly doubled in circumference in 150 B.C. The bricks of 
Asokan times were replaced by stones, and a 'Vedika' was also constructed around it. Four 
gates, one in each direction, were added to beautify it. From the Southern gate we get an 
inscription from its architrave which tells us that it was donated by King Satakarni and the 
incision work was done by those craftsmen who worked an ivory. 

The northern gate and the panels depict stories from the Jatakas. The reliefs of Sanchi 
display (among other representations) the following quite prominently: 

1) The four great events of the Buddha's life, i.e. birth, attainment of knowlkdge, dhar- 
machakra - pravartana and Mahapariniwana. 

2) Representations of birds and animals like lion, elephant, camel, ox, etc. are abundant. 
Some of the animals are shown with riders in heavy coats and boots. 

3) Lotus and wishing-vines have been prominently and beautifully carved out as ornamen- 
tation, and 

4) Unique representation of forest animals in a manner which looks as if the whole animal 
world turned out to workship the Buddha. 

iii) Bharhut Stupa 

This Stupa was located 21 kilometers south of Satna in Madhya Pradesh. The main Stupa 
structure no longer exists. 

The important features of this Stupa structures, remains from which are now preserved in 
the Indian Museum, Calcutta and other museums are: 

Gateways or toranas which are imitations in stone of wooden gateways. 

Railing spreading out from the gateways. They also are imitation, in stone, of post and 
rail fence, but the stone railings of Bharhut have, on top, a heavy stone border (coping). 

Uprights or posts of these railings have carvings of Yakshas, Yakshis and other divinities 
who come to be associated with Buddhism. Some of these divinities have inscriptions on 
them, giving their identifications. 

There are, as in other Stupa railings, representations of Buddhist themes like Jataka 
stories in combination with various natural elements. 
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Located 46 kilometres from Guntur, the Stupa was built with white marble. Though the 
Stupa itself has completely disappeared its sculptured panels have been preserved in Madras 
and British Museums. The Stupa was primarily built with the help of the City-Chief and the 
donations from the public. I 

! 
This magnificent Stupa was 42 metre in diameter and its height was about 29 metres. It 
contained a circular prayer path which was 10 metres high and was made of stone. Vedika 

i 
! 

pillars had beautiful carvings of garlanded gods and Bodhi-tree, Stupa, dharmachakra and 
the events from the life of Lord Buddha and stories from the Jatakas. I 

T h e  entrance gate (torana) of the Stupa depicts four lions on the Vedika. Lotuses have also 
I 

been carved over the pillars. A number of images have also been found from the Amaravati 
Stupa. In the earlier stage Buddha was represented only through symbols but from first 
century A.D. some Buddha images began to be found along with their symbols. * 

v) Nagarjunakonda . 
The Nagarjunakonda Stupa was built in a style different from that of North India. Here  two 
circular walls, one at the hub and the other at the outer end, were joined by spoke like walls 
and the intervening space was filled with mud or small stones or pieces of bricks. The 
diameter of this Stupa was 30 metres and the height was 18 metres. The outer casing of the 
drum consisted of richly carved marble slabs. The hemispherical tope of the drum was 
decoratedwith lime and mortar work. The four rectangular projections, one at each cardinal 
point, supported a row of five free standing pillars. 

The importance of this Stupa is because of the beautiful panels which illustrate episodes from 
the life of the Buddha. The most important scenes are: 

1) Gods praying to  Boddhisthva to  take birth on the earth. 

2 )  Buddha's entry into womb in the form of a white elephant. 

3) Birth of the Buddha under a flowering teak tree, etc. 

vi) Taxila 

Excavations at Taxila (now in Pakistan) and nearby places have exposed a number of Stupas: 

Sir John Marshall excavated the Chira-Tope Stupa at Taxila. The casing of the drum in this 
Stupa was of stone-ornamentally decorated with images of Bodhisttavas. 

In 1908 excavations revealed the existence of a Stupa at Shah-ji- ki-dheri near Peshawar. This 
Stupa was erected by Kanishka and is referred to  in the accounts of Fahien. T h e  sculptures 
and other objects of art arc products of Gandhara style. 

A Stupa built in the Scytha-Parthian style was found at Jhandial. Nearby was found a small 
silver casket enclosing one of gold, with a relic bone inside. 

.Similarly, a number of Stupas have been found in many parts of the country. For example, 
'two Stupas were found in Mathura. In fact, this was a period when Stupa architecture 
developed into particular styles and the presence of similar features in Stupas of various 
regions suggests the mobility of and interaction between artisans who built the Stupas and 
beautiful works of art associated with the Stupas. 

26.23 Temples: 

Indian temples have symbolised the very ethos of life-style of people through the millennnia. 
The panorama of India temple architecture may be seen across at extremely wide chronologi- 
cal and geographical horizon. From the simple beginnings at  Sanchi in the fifth century of the 
Christian era to  the great edifices at Kanchi, Thanjavur and Madurai is a story of more than 
a millennium. 



Major Styles Monuments and Museums 

The ancient texts on Indian temple architecture broadly classify them into three orders - the 
Nagara, Dravida and Vesara which indicate a tendency to highlight typological features of 
temples and their geographical distribution. Nagara and Dravida temples are generally 
identified with the northern and southern temple styles respectively. All of northern India, 
from the foothills of the Himalayas to the central plateau of the Deccan is furnished with 
temples in the northern style. 

The Dravida or southern style, comparatively speaking, followed a more consistent develop- 
ment track and was confined to the most southernly, portions of the sub-continent, specially 
between the Krishna river and Kanyakumari. The term Vesara is not free from vagueness. 
Some of the texts ascribe the Vesara style to the country between the Vindhyas and river 
Krishna but there are texts placing it between the Vindhyas and the Agastya, the location of 
which is uncertain. 

Shapes, Plans and Language of Temples 

Each temple style has its own distinctive technical language, though some terms are common - - 
but applied to different parts of the building in each style. 'The sanctuary, which is the main v 
part is called the vimana where the garbhagriha or the inner sanctum containing the main 
presiding deity is located. The part surmounting the vimana is known as the shikhara. The 
other elements of ground plan are: mandapa or pavilion for the assembly of devotees 
antarala, which is a vestibule connecting the vimana and mandapaand the pradakshinapath, 
i.e. circumambulatory passage s~lrrounding these. The natmandir or dance hall and 
bhogamandapa were evolved subsequently in the Orissan temples such as the famous Sun 
temple at Konarka, to add to the dignity and magnificence of the deitieswho were honoured 
in them. The exterior of the Nagara type is characterized by horizontal tiers, as in the 
jagamohan or porch in front of the sanctum of the Lingaraj temple at Bhubaneswar, and the 
vimana is usually circular in plan. 

The Dravida style has a polygonal, often octagonal shikhara and a pyramidal vimana, which 
is rectangular in plan. A temple of the Dravida type is also notable for the toweringgopurarns 
or gatetowers of the additional mandapas. From the days of Ganesh ratha of the Pallava 
times (seventh century) at Mahabalipuram (near Madras) to the gigantic Brihadishvara 
temple (c.985-10112 A.D) of the Cholas at Thanjavur, the Dravida style took many strides. 

We now mention some of the prominent temples according to their chronology and 
geographical spread. 

THE NORTHERN STYLE 

Northern, Central and Western India (Fifth - seventh Centuries) 

The Parvati temple at Nachna (South-east of Khajuraho, M.P.), the Dashvatara temple at 
Deogarh (Jhansi District, U.P.), the brick temple at Bhitaragon (Kanpur District, U.P.), the 
Vishnu temple at Gop (Gujarat), Mundeshwari temple (an unusual example of octagonal 
plan) at Ramgarh (Bihar), and templcs at Sanchi; and Jigawa (both in Madhya Pradesh). 

The Deccan and Central India (Sixth-eighth centuries) 

Cave temples at Ellora (near Aurangabad in Maharashtra) Elephanta (near Bombay) and 
Badami (north Karnataka; Early Chalukyan temples) in north Karnataka at Badami, Aihole 
(Ladkhan temples), and Pattadakal (Papanatha and Galganatha temples). 

Western and Central India (Eighth - thirteenth centuries) 

Harihara and other temples at Osidn (North of Jodhpur, Rajasthan); Jelika Mandir 
(Gwalior); Chandella templcs at Khajuraho (specially, Lakshman, KandariyaMahadev and 
Vishvanatha); temples at Roda ( North of Modhera in Gujarat); Sun ten~ple at Modhera 
(Gujarat) and Marble temples of the Jains at Mt. Abut (Rajasthan). 



~orrrlsm: ~ b t  Cultural Eastern India (Eighth - thirteenth centuries) 
Heritage 

Parashurameshvar Vaital Deul, Mukteshvar, Lingaraj and Rajarani temples (all at 
Bhubaneshwar); Sun temple at Konarka (Orissa) and the Jagannatha temple at Puri (Orissa). 

t The Himalayan belt (Eighth century onwards) 

Sun temple at Martand; Shiva temple at Pandrethan and Vishnu temple at Aventesvamin (all 
in Kasbmu); temple at Marur (Kangara, Himachal Pradesh) and brahmanical temples in 
Nepal (Kathmandu, Patan and Bhadgaon). 

THE SOUTHERN STYLE 

The Deccan and Tamil Nadu (Sixth - tenth centuries) 

Cave temples, the Rathas and the 'Shore' temple of the Pallavas at Mahabalipuram (near 
Madras); the Vaikunthaperumal and Kailasanatha temples at Kanchipuram (also near 
Madras); Chalukyan structures at Aihole (meguti temple), Badami (Malegitti Shiva temple) 
and Pattadakal (Vuupaksha temple) and the Kailas temple at Ellora carved out under the 
patronage of the Rashtrakuta. 

Karnataka, Tamil Nadu and Kerala (Tenth - seventeenth centuries) 

Brihadishvar temples of the Cholas at Thanjavur and Gangail- ondacholapuram; Hoyshal 
temples at Belur, Halebid and Somnathpur ( all in Karnataka); later Chalukya temples in 
Karnataka (at Lakkundi and Gadag); the Pampati temple of the Pandyas at Vijayanagar; the 
Shrirangam (near Trichirapally,' Tamil Nadu) and Meenakshi temples (Madurai, Tamil 
Nadu) the Kattilmadam ( at Chalpuram, District Palghat, Kerala) temple and Parashuram 
temple at Tiruvallam ( near Trivandrum). 

THE VESARA S T n E  

The Buddhist Chaitya halls of the early centuries of the Christian era and situated in the 
western ghats in the modern state of Maharashtra may be said to be prototypes of this style. 
Its most conspicuous feature is the apsidal ground plan. As already mentioned, there is certain 
vagueness about its essential components and geographical distribution. Amongst the early 
examples (seventh-tenth centuries) can be cited the structures at Chezarla (Andhra Pradesh), 
Aihole (Durga temple), Mahabalipuram (Sahdeva and Draupadi rathas) and Kerala (Shiva 
temples at Trikkandiyur and Turuvannur). The classic post-tenth century examples include 
the Nataraja shrine at Chindambaram (Tamil Nadu) and the Vamana temple at Kizhavellur 
(District Kottayam, Kerala). 

CHECK YOUR PROGRESS- 1 

Describe three Harappa sites in two lines each. 

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

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

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

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

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



2) Give the geographical spread of the three' major temple styles of India. ~onomcnts d Mpsepms 

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

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

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

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

1 3) List three temples of each from the Northern and Southern styles. 

263 MONUMENTS - LATER PERIOD 

The establishment and consolidation of the rule of the Turkish Sultans in India established a 
regime that was in some profound respects different from the old. India now witnessed the 
emergence of a culture which combined elements of both indigenous and Islamic traditions. 
The most effective and distinct manifestation of this synthetic culture is to be seen in the 
architecture of this period. 

263.1 New Forms 

i) Arch and Dome: The building of true arch requires stones or bricks to be laid as voussoirs 
in the shape of a curve and bound together fumly by a good binding material. This binding 
material was lime-mortar. 

The result of the introduction of the new technique was that the pre-Turkish forms-lintel 
and beam and corbelling, were replaced by true arches, and vaults and the spired roof 
(shikhar) by domes. Arches are made in a variety of shapes, but in India the pointed form of 
the Islamic world was directly inherited. And sometime in second quarter of the 14th century, 
another variant of the pointed form, the four-centred arch, was introduced by the Tughluqs 
in their buildings. It remained in vogue till the end of the Sultanate. 

But the construction of dome demanded special techniques. The problem was to find a 
suitable method for converting the square or rectangular top of the walls of the room into a 
circular base for raising a spherical dome. The best way to overcome this problem was to 
convert the square plan into a polygon by the use of squinches across the corners. Later, in 
the fifteeth century, stalactite pedentives came to be used for the same purpose. 

iii) Decoration: Decorative art in the Islamic buildings served the purpose of concealing the 
structure behind motifs rather than revealing it. Since the depiction of living beings was 
generally frowned upon, the elements of decoration were, in 111ost cases, limited to: 

a) calligraphy, b) geometry, and c) foliation. 

It was by their manipulation that a rich and sumptuous effect was obtained in the buiIctiigs. 
But characteristically enough no oneqpe of decoration was reserved for a particular type of 
building; on the contrary, these pantIslamic decorative principles were used for all kinds of 
buildings. 
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Calligraphy is an important element of the decorative art in the buildings of this period. The 
Quranic sayings are inscribed on buildings in an angular, sober and monumental script, 
4umwmu kufi. They may be found in any part of the building. 

Geometric shapes in abstract form are used in these buildings in a bewildering variety of 
combinations. The motifs indicate incorporation of visual principles: repetition, symmetry, 
and generation of continuous patterns. 

Of the foliations, the dominant form of decoration employed is the arabesque. It is charac- 
terised by a continuous stem which splits regularly, producing a series of leafy secondary 
stems which can in turn split again or reintegrate into the main stem. The repetition of this 
pattern produces a beautifully balanced design with a three dimensional effect. 

263.2 Stylistic Evolution 

The purpose of the discussion here is to provide you with a general outline of the evolution 
of the Indo-Islamic architectural style under the Sultans of Delhi and the Mughals and to 
highlight the features that characterise its more prominent phases. 

A: Sultanate Architecture: f 
i) The Early Form 1 
The history of Indo-islamic architecture proper commences which the occupation of Delhi i 

I 
by the Turks in A.D. 1192. The Tomar citadel of La1 Kot with its Chauhan extension, called 
Qila Raj Pithora, was captured by Qutubuddin Aibak. Here he began the construction of a 
Jami Masjid which was completed in 1198. According to an inscription on the mosque it was 
known as Quwwatul Islam and was built from the wreckage of twenty-seven Hindu and Jain I 

temples demolished by the conquerors. Again, in 1199, an expansive screen with lofty arches ! 

i 
was raised across the entire front of the sanctuary of the mosque. In both these constructions, 
the hand of the local architect is quite evident. The lintels, carved-columns and slabs, have 
been used liberally by only turning their carved sides inwards or using them upside down. The 
arches of the screen have been built by employing the method of corbelling. And the 
ornamentation of the screen, is emphatically Hindu in conception. 

However, the borrowed elements of Hindu architecture were soon discarded and relatively 
little was retained by the maturing Indo-Islamic style. In later buildings of this phase, such 
as Qutab Minar (built 1199-1235), Arhai Din Ka Jhowpra (built c.1200) and Iltutmish's tomb 
(completed 1233-4), though corbelling' could not be replaced as the principal structural 
technique, decoration became almost fully Islamic in detail. In this connection, the principles 
employed in the construction of the domical roof of Iltutmish's tomb (built 1233-4 not extant 
now) are also ofgreat interest. Though the dome was raised with the help of corbelled courses 
it was supported on squinches. 

ii) The Khaljis 

With their architecture, as revealed in Alai Danvaza (built 1305) at the Qutub complex, and 
the Jamat Khana Masjid (built 1325) at Nizamuddin, a marked change in style appears. In 
the evolution of Indo-Islamic architecture, this phase occupies a key position as it exhibits a 
distinct influence of the Seljuq architectural traditions (a Turkish tribe ruling over Central 
Asia and Asia Minor in 11-13 century) as also certain salient features of composition which 
were adopted in succeeding styles. 

The characteristic features of this phase may be listed below: 

a) Employment of true arch, pointed horse-shoe in shape. 

b) Emergence of true dome with recessed arches under the squinch. 

c) Use of red sandstone and decorative marble reliefs as new building materials. 

d) Emergence of new masonry-facing, consisting of a narrow course of headers alternat- 
ing with a much wider course of stretchers- a Seljuq feature. 



In addition, the decorative features characterised by calligraphy, geometry and arabesqut Monuments and Muscums 
now became much bolder and profuse. 

iii) The Tughluqs 

A new architectural style came into vogue in the buildings of this period. Judging from the 
remains, only the fust three rulers of this house appear to have been interested in the art of 
building. However, the architecture of this period can be divided into two main groups. To 
the fust group belong the construction of Ghiyasuddin and Muhammad Tughluq, and the 

I other to those of Feroz Tughluq. 

I The general features of the Tughluq style of architecture are listed below: 

a) Stone rubble is the principal building material and the walls are in most cases plastered. 

b) The walls and bastions are invariably battered, the effect being most marked at the 
corners. 

1 c) A hesitant and possibly experimental use of a new shape of arch - the four centered 
# 

arch - necessitating its reinforcement with a supporting beam. This arch-beam com- 
bination is a hall-mark of the Tughluq style. The pointed horse-shoe arch of the 
preceding style was abadoned because of its narrow compass and therefore the inability 
to span wider spaces. 

d) Emergence of a pointed dome with clearly visible neck in contrast with rather stifled 
dome of the preceding style. 

e) Introduction of encaustic tiles as an element of decoration in the panels of the buildings 

f )  Emergence,in the tombs of this period, of an octagonal plan which came to be copied 
and perfected by the Mughals in the 16th-17th century. 

An additional feature was the element of reduced ornament, confined mostly to inscribed 
borders and medallions in spandrels executed in plaster or stucco. 

iv) The Final Phase 

Within a decade of the death of Feroz Shah Tughluq (1388), the Sultanate became politically 
unstable, and in 1398 was sacked and plundered by Timur. However, some semblance of 
central authority was retained with the two succeeding dynasties of the Saiyyids and Lodis, 
although they ruled over a greatly shrunken Sultanate of Delhi between 1414 and 1526. A 
large number of tombs were built in and around Delhi so much so that over a period of time 
the area around Delhi looked like a sprawling qabristan (graveyard). 

Yet some of these structures are important from architectural point of view and can be 
considered as heralding a distinct style. The more important of these tomb-buildings took 
two separate forms, the distinguishing features of which are given below: 

a) Mausoleums designed on an octagonal plan incorporating the following elements: 

main tomb-chamber surrounded by an arched verandah 

one storey high. 

verandah with projecting eaves supported on brackets. 

b) The other type was built on square plan. These were characterised by the following 
elements: 

absence of verandah around the main tomb-chamber. 

exterior comprised of two, and sometimes three storeys. 

absence of eaves and supporting brackets. 

There is an original treatment of coloured tile decoration in these buildings. It is set sparingly 
in friezes. In addition, there are intricately incised surfaces of plaster. 
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B: Mughal Architecture 

The establishment of Mughal rule in India in 1526 revitalised Indo-Islamic architecture. The 
new rulers effected an amalgam of the prevalent architectural forms and techniques with 
those brought from Central Asia and Persia. The result of their efforts was the emergence 
of one of the most splendid building types in India. 

It is true that the Mughal style of architecture took a concrete form during the reign of Akbar, 
yet the basic principles of Mughal architecture were provided by Babur and Humayun, the 
two predecessors of Akbar. 

i) Buildings of Babur 

Babur had a short reign of five years, most of which was spent in fighting battles for the 
consolidation of the newly born Mughal state. He is, hovjever, known to have taken consid- 
erable interest in building works. It is unfortunate that very little of this work is extant today. 
The only standing structures of Babur's reign are two mosques, built in 1526, at Panipat and 
Sambhal. But both these structures are commonplace, and possess no architectural merit. 

ii) Buildings of Humayun 

The surviving buildings of Humayun's reign have the same inconsequential character as that 
of Babur. The Mughal domination over India was too unsettled for the production of any 
great work of architecture. Moreover, Humayun had to spend fifteen long years of his life in 
exile in Persia during the ascendance of the Sur dynasty in Delhi. However, two mosques from 
among several other buildings erected during the first phase of his reign survive. One of these 
lies in ruinous condition at Agra. The other is at Fatehabad (Hissar). But both these 
structures are devoid of any architectural distinctiveness much in the same manner as the 
mosques of Babur. 

Humayun's return to Delhi in 1555 was shortlived. There are in fact no notable buildings of 
this time. Mention may however be made of Humayun's tomb as a structure which was 
inspired by the Persian culture imbibed by Humayun during his exile. This building is in fact 
a landmark in the development of the Mughal style of architecture. The construction began 
in 1564 after Humayun's death under the patronage of his widow, Hamida Banu Begum. The 
architect of the building was Mirak Mirza Ghiyas, a native of Persia. He brought many 
Persian craftsmen to Delhi to work on the structure and their skills and techniques were 
liberally employed. The tomb has thus become representative of an Indian rendition of a 
Persian concept. 

iii) Akbar's Archietechre 

Akbar's reign can be taken as the formative period of Mughal architecture. It represents the 
finest example of the fusion of Indo-Islamic architecture. 

The architecture of the reign of Akbar represents encouragement of the indigenous techni- 
ques and a selective use of the experiences of other countries. The chief elements of the style 
of architecture that.evolved under Akbar's patronage can be listed thus: 

a) the buildings mainly used red sandstone as the building material; 

b) a widespread use of the trabeated construction; 

.c) the arches used mainlyin decorative form rather than in structural form; 

d) the dome was of the 'lodi' type, sometimes built hollow but never technically of the true 
double order; 

e) - the shafts of the pillars were multifaceted and the capitals of these pillars invariably took 
the form of bracket supports, and 

f) the decoration comprised of boldly carved or inlaid patterns complemented by brightly 
coloured patterns on the interiors. 



Alrbar's building projects can be divided into two main groups, each representing a  differ^ Mon~mcnls and ~ u s e u m s  

phase. The first group comprised buildings of forts and a few palaces mainly at Agra, 
Mahabad and Lahore. The second group related basically to the construction of hi new 
capital at Fathepur Sikri. 

.iv) Architecture Under Jahangir and Shah Jahan 

In the sphere of the building art, Jahangir's and Shah Jahan's reigns were an age of marble. 
The place of red sandstone was soon taken over by marble in its most refined form. This 
dictated si@icant stylistic changes which have been listed below: 

a) The arch adopted a distinctive form with foliated curves, usually with nine cusps; 

b) Marble arcades of engrailed arches became a common feature; 

b 

c) The dome developed a bulbous form with stilled neck. Double domes became very 
I common; 
, 

d) Inlaid patterns in coloured stones became the dominant decorative form, and 
C 

e) In the buildings, from the latter half of the Jahangir's reign, a new device of inlay 
decoration called pietra dura was adopted. In this method, semi-precious stones such 
as lapis lazuli, onyx, jasper, topaz and carnelian were embedded in the marble in graceful 
foliations. 

i 
v) The Final Phase 

Aurangzeb had none of his father's passion for architecture. Under hi, the generous 
encouragement given by his predecessors to the arts was almost withdrawn. The architectural 
works during the reign of Aurangzeb were less numerous and of a lower standard than those 
executed under any previous Mughal ruler. In Delhi itself, the capital city of the Empire, very 
few buildings are associated with his name. The major buildings include the mausoleum of 
his wife Rabia ud dauran in Aurangabad, the Badshahi Masjid in Lahore and the Moti Masjid 
at Lal Qila, Delhi. 

After Aurangzeb's death in 1707, the collapse of the Empire was only a matter of time. The 
few buildings that were built during the first half of the eighteenth century amply testify the 
decadent conditions that ensued. 

The Safdar Jang's tomb at Delhi is the most important building of this period. It is located 
amidst a large garden and copies the plan of the Taj Mahal. 

C: Christian and the Sikh Architecture: 

The Portuguese settlements on the western coast produced an architecture that was distinctly 
Gothic in character. Some important places where this architecture may be seen are listed: 

Goa Old Churches, Fort Aguada 

a Bassein - Old Churches, Fort 

Daman - Remanants of the old Portuguese township 

Diu- Fort 

The most prominent Sikh architecture belonging.to this period is none other than the famous 
Golden Temple at Amritsar. The temple was built in the seventeenth century and incor- 
poratoed prevalent architectural styles. The place is worth a visit by the tourist. 
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~ e r l ~ a g e  263 PUBLIC BUILDINGS 

You must have noticed that in our discussion of the development of architecture, we made 
references mostly to royal structures like palace-citadels, tombs or mosques. This however, 
is not to suggest that other kinds of buildings were nonexistent or that they were insignificant. 

Contrary to the popular opinion-that the number of structures other than royal buildings was 
abysmal, we in fact notice that such structures far outnumber royal building. The majority 
of these buildings comprised sarai, bridges, dams, kacheri (administrative buildings), prison- 
houses kotwall (police stations), dakchaukl (post-stations), hammam (Public baths), and 
katra (market places), etc. Since almost all these types were intended for public and civic 
purposes, we group them collectively under public buildings and public works. 

Saral is perhaps the most conspicuous of these public buildings. it was introduced in India 
by the Turks in the 13th century. The main features of these sarais may be listed thus: 

Square or rectangular disposition, enclosed on all four sides by masonry walls, with entry 
through one or sometimes two gateways. 

Series of rooms fronted by small vaulted spaces along all the four sides inside the 
enclosure. Warehouses in the corners of the enclosure. 

Existence of a small mosque and one or more wells in the open courtyard within the 
enclosure. 

The sarai structures that survives in Delhi are at Badarpur and Maharamnagar (in Palam 
Village). 

Bridges were another important category of public buildings. However, only small and 
medium sized rivers were provided with masonry bridges. Major rivers such .as the Ganga 
and the Yamuna were provided with bridges made of boats. We are fortunate in having at 
least two masonry bridges of this period surviving even today. One is located at Chittorgarh 
over the Gamdheri river-The other was built over Sahibi, a tributary of Yamuna, at Wazirabad 
Delhi. 

Sarais and bridges are only the two most common specimens from a rather rich and 
miscellaneous order of public building. Weirs andstep-wells, too, are a part of the architec- 
hue. For example, gandhak ki baoli built by Iltutmish at Mehrauli (Delhi) is one of the 
step-wells. 

- 
CHECK YOUR PROGRESS - 2 

i 

1) Describe the mainelcments ~Cdecoration in thc archilecture of the Turks  an^ .! .~hals.  

i) Thc arches in the screen of uuwwatul Islam Masjid are corbelled. 

ii) Domc in Il~utmish's tomb was raiscd by placing crossbeams at thc corners of the 
tornb-chamber. 

iii) Openings in Balhan's tomb are corbcllcd. 



3) List three main features of the Khalji architecture. Moaamcak d Me- 

. . . . . . . . . . . . . . . . . . . . . .  . . . . . . . . . . . . . . . . . . . . . . . . . .  1 

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

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

1 4) Answer each of the following in one line 

i) Why was pointed horse-shoe arch abandoned in the Tughluq period? 

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

ii) How are the walls and bastions of Tughluq period different from the preceding 
structures? 

iii) What difference do you notice in the building material of the Tughluq buildings? 

26.4 MUSEUMS 

Museums are repositories of great cultural wealth. Our heritage in this regard is shared by 
museums almost as much as by standing monuments. 

26.4.1 History of Indian Museums 

The British were the pioneers in establishing the museums in India, around the 19th century. 
They began by setting up institutions like the Geological Survey of India and the Botanical 
Survey. Soon however, British Officers, and scholars fascinated by India's ancient past, 
established Archaeological Survey and the Asiatic Society. Their purpose was to explore the 
old and rich culture of India. Gradually as the collections grew, the British took the initiative 
to set up museums. The first Indian Museum was established in Calcutta in 1875. 

Lord Curzan, the Viceroy of that time and Sir John Marshall the head of the Archaeological 
Survey, together contributed and established site museums. These are specialised in content 
and have collections of archaeological findings of a particular region, like of Sanchi, Sarnath, 
and Khajuraho. 

The individuals belonging to the educated upper classes due to the nationalist sentiments 
started collecting materials which they already had access to. The pioneering work done by 
these individuals can be seen in Ashutosh Museum of Indian Art in Calcutta, the Tata 
Collecrion in the Prince of Wales Museum, Bombay, the Calico Museum in Ahmedabad and 
Raja Kelkar Museum in Pune. 

26.4.2 TYPES OF MUSEUMS 

During the last four - five decades a variety of museums have been set up in India. We briefly 
mention some important ones here. 

The National Museum - The collections which are exhibited here are originally the items 
which were sent to London in 1947 for an exhibition at Royal Academy. All these collections 
were housed at Rashtrapati Bhavan before shifting to its present building in 1960. The 
collection of items which were brought back after exhibition from Britain were not sent back 



~ourism:~ht  cu~turn~ to their respective owners or museums. Instead it was decided to display them at the National 
Htri(egr Museum. This museum consists of over 150,000 works of arts. 

The National Museum has different galleries. These galleries have been arranged according 
to the general historical and chronological sequences. The museum has the collection starting 
from the Indus Valley Civilization. It also has the collection of sculptures of Mauryan dynasty 
and Sunga art. The art of Gandhara and the sculptures from Mathura in Uttar Pradesh have 
been displayed. The Gupta period had an influence on many regional styles of art. During 
this time the f is t  Hindu temple was built. The museum has sculptures of Buddha, Vishnu 
and many others from this period. 

The museum also has the collection of objects discovered and found along the silk routes. 
These items like Indian textiles, decorative arts, ivory work, tribal art, metal images, antique 
jewellery etc which were found by Sir Aurel stein, have been housed here. 

The Crafts Museum 

The artists and craftsmen have tried to keep their traditions alive all these centuries. Thus 
the Crafts Museum has the collection of Indian crafts of different media ranging from clay, 
wood, textiles, basket work, cane and bamboo to metal and others. 

The National Gallery of Modern Art 

This is exclusively dedicated for Indian paintings and sculptures of the post 1857 era with 
permanent displays in some galleries. Other galleries in this museum are used to exhibitcon- 
temporary art. 

The museum also has famous paintings by Ravi Verma, M.F.Pithawala, Nandlala Bose and 
many others. It also displays sculptures by Ramkinkar, Venkatappa, Asit K~lmar Halder and 
others. 

The Gandhi Memorial Museum at Raj ghat: This museum has been dedicated to Mahatma 
Gandhi. Two museums and a monument relate to the story of his life. 

The Gandhi Memorial Museum at Raj Ghat has a collection of photo documents and the life 
of Gandhi. This also includes his belongings like documents, letters, paintings, books, records, 
etc. 

The other called the Gandhi Smriti Museum at Birla House is a place where he was 
assassinated. This consists of belongings like one simple bed, a mat on the floor, his spinning 
wheel, books and his spectacles. This museum also displays the pictures of his wounded body 
and other related to it. 

In the same way, the official residence of India's first Prime Minister, Jawaharlal Nehru, has 
been converted into a museum where his personal belongings correspondence and everything 
has been displayed for the public. 

The Calico Museum: It is located in Ahmedabad. Founded in 1949, the collection shows 
rare exhibits of exquisite fabrics from different parts of India. 

The Utensils Museum: Ahmedabad boasts of another unique museum - the Utensils 
Museum. It is the brainchild of Surendra Patel and is exclusively concerned with Indian 
utensils. 

The Salarjung Museum: Hyderabad's Nizams have made a fantastic collection in their 
museum. It has a variety of objects that excite one's curiousity. The range of its collection is 
amazingly diverse, a variety of clocks is just one example. 

26.5 LET US SUM UP 

The monuments and museums are together, in the true sense, the flag-bearer of India's 
cultural heritage. Fortunately we have a large number of monuments which can be called 
"live" structures. Similarly hdia  has a number of good museums displaying a variety of 
cultural objects. As a professional in tourism sector it is earnest upon you to simultaneously 



work for the protection and presevation of this treasure trove, besides using it for professional 

I purposes. 

It should be noted here that practically each region in India has its own monumental wealth, 
for example forts and palaces of Rajput rulers in Rajasthan, the monastries in Ladakh or 
Himachal Pradesh or the British architecture in Bombay, Calcutta or Delhi. You must have 
a sound knowledge about the monuments in your area. 

26.6 KEYWORDS 

Apsidal: building with a ground plan of semi-circular termination 

Arch: a self-supporting structure made of bricks or of stone blocks and capable of carrying 
a superimposed load over an opening. 

Baoli: step-well 

Bhoga-mandapa: the reflectory hall of a temple 

Bracket: a support projecting from a wall 

Colonnade: a row of columns 

Cupola: a domical roof over a polygonal space. 

Dome: a convex roof built over a square; octagonal or circular space in building 

Eaves: slight projection of roof 

Engrailed arch: foliated arch 

Facade: a course of bricks or stones projecting from a wall as a continuous structure 

Garbha-griha: sanctum sanctorum, the most sacred part of a temple 

Gopuram: monumental gateway 

Jagamohana: hall in front of the sanctum 

Kalasha: water-pot; pitcher-shaped element in the finial of a temple 

Mandapa: large open hall 

Nata-mandir: dancindfestive hall, usually in front of the jagamohana 

Pietra Dura: an ornamental mosaic of of lapis lazuli, marble etc. 

Ratha: literally a temple chariot used on ceremonial occasions in South Indian temples; also 
applied incorrectly to the mololithic Pallava structures at Mahabalipuram 

Shikhara: spire, tower 

Stucco: ornamentation done by carving lime plaster 

Trabeate: an architectural form in which the main openings are made by beams supported 
on pillars 

Vimana: towards sanctuary containing the cell in which the deity is enshrined 
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EXERCISES 

Check Your Progress - II 
1) See Sub-sec.26.2.1. 

2) See Sub-sec.26.2.3. 

3) Bhitargaon, Khajuraho and Konarka Temples are specimens of Northern Style. 

Mahabalipura, Badami and Pattadakel are specimens of Southern Style. See Sub- 
~ec.26.2~3. 

Check Your Progress-2 I 
1) Calligraphy, Geometrical designs and foliation. See Sub-sec. 26.3.1 

2) i) 4 ii) X, iii) X 

3) See Sub-sec. 26.3.2. 

4) i) Because of the constraint of increasing the space in the openings 

ii) These are battered, made of rubble and plastered 

iii) It is stone-rubble unlike the cressd masonry of the other periods. 
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OBJECTIVES 

The objectives set out by us in this Unit are to: 

! define the living culture and the performing arts of India, 

i provide you details on the different aspects of living culture and performing arts, and 

give you some idea of the ritual arts of India. 

This,we hope, would enable you as a professional to understand and promote cultural 
tourism successfully. 

27.1 INTRODUCTION 

In the two preceding Units (25 & 26) we discussed the use of history in cultural tourism as 
well as the significance of India's rich monumental heritage in promoting cultural tourism. 
Here we are providing you details on two more essential ingredients of cultural tourism viz. 
the living culture and the performing arts of India. You will understand and appreciate how 
India's vast and fabled heritage has survived in the form of living arts practised in almost all 
parts of India both in the countryside as well as in the urban areas. The Unit starts with 
defining living culture and goes on to mention its various constituents. It also explains what 
is meant by Ritual and Performing arts along with their relevance in promotion of cultural 
tourism. 

27.2 WHAT I S  LIVING CULTURE? 

A customary presentation of Indian culture relates it mainly to a study of arts within the 
tradition bound parameters of styles, chronology or schools. In  consequence the creativity 
inherent in the culture and the throb of life as its central metaphor tend to get into 
background. The living culture is essentially this creativity, this throb. It manifests itself in 
myriad patterns-all related to a tradition that lives on. 

27.2.1 Cultural Life in India 

Collective vitality subsisting on a rich rcpertoire of myth, symbol, and song is an important 
irt~ntifvinn f ~ a t l r r p  n f  Inrlia'c: r ~ ~ l t i r r a l  l i f ~  11 ha& ctrnnn lnral  anrl rrninnal flavnrrrc Vet itc 



l'ourtsm: The Cultural rituals and reticences possess an underlying commonality. Viewed in its totality, the Indian 
Herfitage culture is bewilderingly diverse. But these varied traditions have profoundly influenced each 

other. Sometimes they merge. Sometimes they mingle inseparably. And in what has come to 
us as the living culture of India, the rural and tribal vernacular traditions have interacted quite 
meaningfully with the classical traditions. Even under an incessant pressure of modernity 
and, economically speaking, the compulsions of employment, the culture of India has lived 
on. It must be stressed here that much of the living culture has survived outside of the 
academia and is in the form of art that is practised by its people. For this reason, as also for 
its eternal value, tourism has an interest in the living culture though serious attempts to 
understand and document it have so far been lacking. 

27.2.2 Handicrafts 

Indian handicrafts represent perhaps the oldest tradition of living culture. The continuity of 
the traditional crafts still offers creative expression to the great mass of our people. The 
Indian craftsman uses his medium for rendering creative expression of his inner self. The 
main mediums in which the crafts are practised are stone, wood and metal. Almost all clusters 
of villages have their own craftsmen who work on these mediums. The diversity of Indian 
cultural tradition is aptly reflected in the tradition of handicrafts. Some notablc centres of 
handicrafts production have been shown in Chart-1. 

CHART - 1 

Region State Handicrafis 

Northern Kashrnir Silverware, Carpets, Ivory Items, 
India Paper-machie, Shawls 

Punjab Woodcraft, Metalware 

Himachal Shawl, Woodcraft 
Uttar Pradesh Silverware, Brocades, Pottery, 

Woodcraft, Embroidery 

Eastern West Bengal Terracotta, Woodcraft, 
India Embroidery 

Orissa Scroll painting, Woodcraft 

Central Madhya Stonecraft, Embroidery 
India Pradesh 

Western Rajasthan Pottery, Stonecraft 
India 

Gujarat Woodwork, Embroidery 

Southern Andhra Metalware, Stonecraft 
India Pradesh 

Karnataka Ivory Items, Glazed Pottery 

Tamil Nadu Matting, Puppets, Woodcraft 

Kerala Basketry, Masks, Woodcraft 

27.2.3 Textiles: 

The texlile tradition of India goes back, beyond doubt, to the 2nd millenium B.C. The textual 
reference to cotton appears in the post-Vedic period, though references to weaving also 
abound in Vedic literature. The introduction of machine weaving, fortunately, did not result 
in the death of the very old tradition. The textile tradition in the form of a craft has lived 
down to our own period and certainly maintains a continuity from its remote past. We shall 
give you brief notices of some of the more prominent textile forms in existence in India even 
today. 



1) Patola: 

Patola is the double-ikat silk fabric, mainly of Gujarati origin. It was a popular item of Indian 
export around the 13th century. The name patola seemingly derives from pattakula 
(Sanskrit, meaning silk fabric). The patterns of patola, a precious silk sari, were considered 
to be clear and reasonably permanent. "Here the weaving is done so that the elements of 
pattern and colour on the warp are made to juxtapose exactly with those of the weft so that 
the colour combination and design sequence of the predetermined pattern are kept intact. 
A slight irregularity in outline creates the 'flame-effect' which forms the essence of the beauty 
of patola." (Jyotindra Jain, Aarti Aggarwala, National Handicrafts and Handlooms 
Museum, New Delhi, Ahmedabad, 1989). Patolas were once woven in several centres in 
Gujarat such as Ahmedabad, Surat, Cambay and Patan. Today true patola is made only in 
Patan by a couple of Salvi families. 

2) Jamdani 

Jamdani is "figured-muslin". It was traditionally woven in Dacca, West Bengal and Tanda in 
Faizabad, Uttar Pradesh. The cotton fabric in jamdani is brocaded with cotton and some- 
times with zari threads. Today jamdani sari is woven in West Bengal. 

Kantha is "patched cloth embroidery of Bengal. Kanthas are filled with lively motifs of birds, 
animals, trees etc. The making of Kantha saris is practised in West Bengal even today. 

4) Bandhej 

Bandhej is tie-dyeing practised in Rajasthan and Gujarat by Hindu and Muslim Khatris even 
now. Jaipur and Jodhpur are big centres of production as well as markets for this craft 
prodye. 

CHECK YOUR PROGRESS - 1 

1) Write 50 words on the handicrafts of India. 

2) To which stateslplaces do the following belong: 

a) Patola 

b) Jamdani 

c) Kantha 

d) Bandhej 

- - 

27.3 THE RITUAL ARTS 

The ritual art in India is located mostly within the confines of domestic ambience. It is infact 
an essential aspect of the celebrations in the family. Almost invariably the ritual art is 
practised only by women and takes the form of drawings on the floor or on the walls of the 
house. Some of these drawings are a daily ritual (such as the Kolam of South India) while 
others are made only on religious festive occasions. 



Tourism: The Cultural "These purely abstract drawings are known under different names in the different parts of 
C I ~ ~ I - e  the country: mandna in Rajasthan, rangoli in Gujarat and Maharashtra, sathya in 

Saurashtra, aripan or aypan in Bihar, aipan in the Kumaon, alpana in Bengal, jhunti in 
Orissa, cauka rangana or cauk purna or sonarakhna in Uttar Pradesh, muggu in Andhra 
Pradesh, kolam in South India."(Stella Krarnrisch in Aditi, The Living Arts of India, 
Washington, 1986). 

The ritual art is a tradition handed down from mother to daughter in succeeding generations. 
The drawings are without image, figure, or narrative. The material used is mostly rice powder 
coloured in different shades and believed to possess magical powers. 

Different from the traditional floor drawing, the drawings made on the walls of the houses 
have figurative character. They are colourful, rich in symbols and full of mythical elements. 
The madhubani painting of Bihar is a fine specimen of this kind of figurative ritual art. 

27.4 PERFORMING ARTS 

The tradition of the performing arts in India goes back to the most ancient past and India 
has a rich heritage of the same - dance, music and theatre. In the following Sub-sections we 
take a look at this heritage and explore its relevance to the promotion of tourism today. 

27.4.1 A Definition 

A simple and obvious definition of the performing art would make it an art that lives / sunives 
only when it is performed. "You can write down a piece of music, you'can tape it and give it 
a new, altogether different, lease of life. But the music is really in the hearing, not in the score 
or the tape .... A dance can be video-taped or filmed, but the real magic is in the dancing 
itself, ... and so with theatre. Theatre is not cinema. Both are legitimate and exciting forms. 
But the theatre is a living thing." (Narayana Menon, "The Performing Arts - a definitionnin 
Aspects of the Performing Arts of India, ed. Saryu Doshi, Marg Publications, 1983). 

The performing arts provide a different kind of experience in which the audience begins to 
feel some kind of a union with the performerls. The performing arts are not mere spectacles. 
They certainly strike at an inner cord located in the realm of emotion and feeling. 

There has been a close connection between the performing arts in India and the religion. It 
is the mythologywith enduring cultural patterns that has sustained the tradition of perform- 
ing arts. Its strength lies in the f a c ~  that the performing arts in India have an almost 
uninterrupted tradition spanning several centuries. 

27.4.2 Dance 

The India.. sythology suggests that the dance originated with Siva's tandav. Thus dance as 
a performing art has an age old tradition. Almost all classic dance forms in India have 
originated from folk traditions. The classical dances of India revolve around a few cardinal 
principles. "They have elements of facial expression (sattvik), verbal expression (vachik), 
manual gestures (angile) and costumes and jewellery (acharya)". (IJtpal K Banerjee, Indian 
Performing Arts, New Delhi, 1992). These are reflected in the classical dances of all regions 
of India. Some important dance forms have bccn listed below: 

1) Bharatnatyam 

From Tamil Nadu with centres in Thanjavur and Kanchipuram. Performed by women and 
men both as a solo item. 

2) Odissi 

From Orissa with centres in Puri and Bhubaneshwar. Performed as a solo dance. 
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i From Uttar Pradesh and Rajasthan with centres in Lucknow, Mathura - Vrindavan and 
Jaipur. Performed by men and women both as solo item. 

4) Kathakali 

From Kerala with centres in the temples there. Performed by men wearing make-up and 
emphasising on facial expressions. 

5) Kuchipudi 

From Andhra Pradesh centering around the town of Kuchipudi. Performed by men in the 
form of dance-drama. 

i 
I 6) Manipuri 

From Manipur. Performed by a group of men and women enacting the drama of Krishna and 
Radha's lives. 

The country is also extremely rich in the dance forms that are inspired by folk traditions. In 
fact an inventory ofsuch folk dances may run into several sheets of paper. Wcshall, therefore, 
mention only two of the more important folk dances here. 

1) Bhangara 

Bhangara, interestingly, has become the flag-bearer of Indianfolk tradition. This dance form 
belongs to the region of Punjab and is performed by both men and women attired in colourful 
costumes in a group form. The drum is an important musical instrument used in this dance 
to increase the tempo of the participant. 

2) Garba 

Of late, Garba has gained tremendous popularity as a group dance mainly in the region of 
Gujarat. Performed during the nine nights of Navratri, both men and women participate 
quite enthusiastically in this dance. The songs sung during the dance are mainly in honour of 
goddess Durga. 

27.4.3 Music 

Music, considered a vehicle for communion with God, has been an essential ingredient of our 
culture. Emanating from folk tunes and attaining the status of a classical art, music has becn 
in vogue from times immemorial. Later two distinct forms of musical style developed in India. 
The more codified and text based form came to be called the Carnatic system of music. On 
the other hand a loose and flexible musical form practiced mostly in the northern parts of 
India came to be identified as the Hindustani system of music. A great fillip to this art form 
was given by Turkish and Mughal rulcrs in the medicval period, many of whom were 
themselves great connoisseurs of music. 

The classic music has gained a lot of popularity in recent times. It is being practised in North 
India under the guardianship of a few great performers claiming descent from traditional 
houses called gharanas of music. Some of the more important gharanas have been listcd 
here: 

1) Maihar 

Set up by the doyen of classical Indian music Ustad Alauddin Khan. Famous artists of the 
gharana: Ustad Ali Akbar Khan, Pandit Ravi Shankar, Late Pandit Nikhil Banerjee. 
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Set up by Sawai Gandharva. Famous artists: Pandit Bhimsen Joshi, Smt. Gangubai Hangal, 
Pandit Jitendra Abhisheki. 

3) Atrauli I 
Set up by Ustad Faiyyaz Khan. Famous artists: Late Ustad Sharaft Husain Khan, Ustad 
Mohammad Shafi. 

4) Patiala 

Set up by UstadChand Khan. Famous artists: Late Ustad Bade Ghulam Ali Khan, Late Ustad 
Munawwar Khan. I 
The Carnatic Music too has a host of eminent artists as listed below: 1 

I 1) Vocal 
I 

I 
Ms M.S. Subbulakshmi, Sri. M. Balamurlikrishna, Late Maharaj Kumar Santhanam. 

I 

2) Instrumental 

Smt. N. Rajam (Violin), Late Sri. S. Balachander (Veena), Late Sri T. Mahalingam (Flute). 

1 27.4.4 Theatre: 

India has a unique theatre tradition which is marked by both, its antiquity and aesthetics and 
imagination. Ever since primitive and mythic ages the theatre has been an integral part of 
Indian life. Probably the art of theatre began with religious or social rites and ritualistic 
festivals, and gradually progressed into becoming a distinct art form. During the past 
two-three thousand years the theatrical arts have undergone fundamental changes. An 
important phase in this development was during the 19th century when as a result of an 
encounter with the West certain profound changes came about in the art. This theatre was 
"almost entirely an imitation of the western theatre". (Nernichandra Jain, Indian Theatre, 
New Delhi, 1992). 

The concerns of the post-independence India were, however, different. What we have today 
as Indian theatre is in fact a sequel of this concern. By the sixties of the post-independence 
period a national theatre movement was born. Slow disintegration of the family as a viable 
social unit, new and demystified political stances, disillusionment of the urban middle-class, 
etc. were some important new themes that gained precedence in the plays written during 
this period. Some land-mark plays of this period were: 

Adhe Adhure Mohan Rakesh 

Evam Indrajit, 
Pagla G hoda Badal Sircar 

Tughlaq Girish Karnad 

Sakharam Binder - Vijay Tendulkar 

In recent times there has again been a shift. "At the moment, it appears that the preparation 
for a new stage is on in many ways, in many forms and at many levels. The main factor in this 
situation is the increasing contact, and familiarity with an assimilation of the theatrical 
methods of the ancient Sanskrit and medieval theatres in our contemporary activities" 
(Nernichandra Jain, op.cit,). Evidently the contours of this newly emerging form have not 
been shaped yet. But perhaps in the next five or six years, it may take place. Another theatre 
form gaining popularity is the "street plays" or "street theatre". 



CHECK YOUR PROGRESS - 2 

Match the contents of List A with List B: 

List A List B 

a) Mandna 

b) Rangoli 

c) Sathya 

d) Jhunti 

e) Kolam 

a) South India 

b) Andhra Pradesh 

c) Uttar Pradesh 

d) Saurashtra 

e) Gujarat 

f )  Rajasthan 

g) Orissa 

Name the states to which the following dance forms belong: 

a) Bharatnatyam 

b) Kathak 

c) Odissi 

d) Kuchipudi 

Write the names of the gharanas to which the following exponents of classical music 
belong: 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  a) Ustad Alauddin Khan 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  I b) Pandit Ravi Shankar 

c) Smt. Gangubai Hangal . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
I 

4) Give the names of the playwrights in each of the following case: 

a) Pagla Ghoda . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
b) Tughlaq . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
c) Sakharam Binder . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

27.5 LET US SUM UP 

India's rich and varied heritage makes it a fabled land for living culture and performing arts. 
We gave you details about the different kinds of this cultural tradition and their prevalent 
forms. We also defined for you the meaning of living culture and performing arts. In one 
section we dealt with the ritual arts of India. All this information is a valuable tool for a 
practicing tourism professional. You will appreciate the significance of using these tourism 
products for promoting both domestic as well as foreign tourist. 

27.6 KEYWORDS 

Eternal: everlasting 

Fable : story 

Fabric: cloth 

Manifest: to show 

Metaphor: application of special name to an object 

Living Culture and 
Performing kt.$ 

Ritual: religious rites 
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Throb: show pulse beat 

Vital: essential 

27.7 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress - 1 E I I I  
1) See Sub-sec.27.2.2. 

Gujarat; b) Dacca, West Bengal and Tanda (Uttar Pradesh); 
West Beneal: d) Raiasthan and Guiarat. 

Check Your Progress - 2 r 
List A 

a 

b 

C 

d 

e 

Tamil Nadu 

Uttar Pradesh and R 

Orissa 

Andhra Pradesh 

Maihar 

Maihar 

Kirana 

Badal Sircar 

Girish Karnad 

Vijay Tendulkar 

List B 
f 
e 

d 

g 
a 

ajasthan 
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28.0 OBJECTIVES 

In this Unit we will discuss the main religions currently practiced in India. The religions 
selected for this study are Hinduism, Islam, Buddhism, Jainism, Christianity and Sikhism. 
After going through this Unit you will: 

be able to appreciate the pluralistic character of Indian society, 

know the basic belief systems of the religions listed above, and 

be able to acquaint yourself, with main customs and practices of various religions. 

4 3.1 INTRODUCTION 

India has a large number of belief systems, religions and sects. Some of these are quite 
organised with well defined theoretical framework and philosophy while a large nunfber of 
these lack such features. Nevertheless all these have their own religious practices, ways of 
worship and customs. 

I It may not be feasible to go into the details of such a large number of belief systems. We have 
therefore, decided to confrne our discussion to some of the important religions. For this Unit 
we have selected Hinduism, Islam, Buddhism, Jainism, Sikhism and Christianity for a 

t detailed treatment. Our selection has been guided primarily by the popularity and 
geographic spread of these religions. Barring Islam and Christianity all the others from this 
list had their origins in India. The Islam and Christianity originated outside but have come 
to stay here and in the process, have been influenced by Indian culture and philosophy. They 
have also in turn influenced in a big way the religions prevalent in India. 

We feel that as a student of tourism you should be familiar with the rich religious tradition in ' India. Here we will not be going into the details of philosophical complexities as also the 
intricacies of comparative merits of these belief systems. Our purpose is to focus our 
discussion on a description of the basic features of these religions. 

I 
We propose to discuss each of the above mentioned religions in a separate Section. Under 
each of these we will first discuss the basic belief systems. This will be followed by their social 
organisations and institutions. We will also highlight some specific features from the tourism 
perspective wherever required. 

We feel that as a person involved with tourism and travel you will come across people 
belonging to different faiths and religious beliefs from India and abroad. We hope that the 
study of this Unit will enrich your basic knowledge of the multi -religions Indian society and 
equip you as a tourism personnel. 
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As indicated in the introduction India has a number of religions spread throughout the length 
and breadth of the country. Anthropological Survey of India has undertaken a major study 
called People of India project. Data pertaining to religion from the project gives interesting 
information. A notable feature of this study is that each of the religions is practiced by a 
number of communities. A detailed table providing religionwise spread, number of com- 
munities and percentage of population subscribing to each religion based on People of India 
project is being provided here. Apart from six major religions figures are available for many 
others like Jews and Zoroastrians. 

Religious Communities 

SI. 
No. 

1. 

2 

3. 

4. 

5. 

6 

7. 

8. 

9. 

10. 

11. 

12 

13. 

14. 

IS. 

1 6  

17. 

18 

19. 

m 
21. 

22 

23. 

Andhra Prndah 

Amam 

Bihar 

Gujarnt 

Haryana 

Himachal Pradah 

lamrnu & Kashmir 

Karnataka 

Kcrala 

Madhya P n d a h  

Maharashtra 

Manipur 

Meghalaya 

Nagaland 

Oriw 

Punjab 

Rajaslhan 

Sikkim 

Tamil Nadu 

Tripura 

Uttar Pradesh 

West k n g a l  

Andaman & Nimbar 
Islands 

Amnachal Pradesh 

Chandigarb 

Dadra k 
Nagar Haveli 

Delhi 

Goa 

Labhadweep 

Mizoram 

Pondicheny 

Daman 

Total 

All Hindu Muslim Sikh Jain Buddhist Christian lw Parsi 

Note: The figures in parentheses represent percentage of population practicing that religion. 

Other 

A very interesting aspect brought to light through this study is that there are a number of 
communities who follow more than one religion. According to the study "there are 27 
communities who follow both Hinduism and Sikhism, 116 both Hinduism and Christianity, 
35 Hinduism and Islam, 21 Hinduism and Jainism and 29 communites who are both Hindu 
and Buddhist." (K.S. Singh, People of India: An Introduction, pp.82-83) 

Apart from established rdigions there are a number of local forms of religion. As an instance 
may be cited the Ponyi Polo (religion of Sun and Moon in Arunachal Pradesh) Sarna 
Dharma or Jahera (followed by Munda and Santal tribes), Sanamali cult among the Meitei 
in Manipur. 

The existence of a large number of religions and their spread in the country has given rise to 
various forms of social organisations, institutions, rituals etc. Since most of these diverse 
religions and communities regularly interact with each other, some unique social institutions 

I 



; customs and practices have emerged. A number of ncw socio-religious movements have also 
taken place. 

A number of rituals related to birth, marriage and death are common in most of these 
religions. Similarly, observdnce of festivals has a lot in common in specific regions. Dress and 
lifestyle too have common features in most of the regions. 

It is an interesting feature of Indian society that it permits conversions from one religion to 
another. According to People of India study change of religion is reported in the case of 
around 15 percent of communities. Even here preconvcrsion practices are maintained by the 
converts in many cases. All (his provides a great diversity to Indian society. 

In the following Sections we will study the salient features of the major religions of India. 

28.3 HINDUISM 

It is vehydifficult to describe a single belief system as comprising Hinduism. The term Hindu 
was not applied to the followers of religion from the beginning. The word 'Hindu' was used 
by the foreigners coming to India and meant the people inhabiting Indus valley. Later on 
Hindu was used to describe the people following a particular faith. In historical -religious 
literature the terms used to signify the faith were Vaidikadharma (the religion of thevedas) 
and Sanatanadharma (the eternal faith) 

As such it is very difficult to identify a single concept of God, holy book, or even religious 
practice to define Hinduism. There are a set of belief systems that seem to constitute 
Hinduism. Innumeralbe cults and deities are there in Hinduism. It is flexible enough to 
absorb various belief systems within its fold. Inspite of this diversity there does exist 
common threads binding a large number of people following Hinduism. 

The religion is followed by the majority of the people of India. Large number of its followers 
are spread even in Bangladesh, Sri Lnka, Nepal, Bhutan, Burma, Indonesia, Guyana, Fiji, 
Mauritius, Pakistau and other parts of the world. 

Belief Systems 

It is one of the oldest belief systems of the world. Saivism dates back to pre-vedic period. 
Through its development over ages a number of sects and sub - sects kept emerging from it. 
Similarly, a number of belief systems kept entering its folds. 

We will discuss here characteristics that majority of Hindus share as common. 

Brahman and Atman 

Hindus believe in an eternal, infinte and all embracing ultimate force called Brahman. The 
Brahman is present in all forms of life. The relationship between the Brahman (the universal 
soul) and Atman (the individual soul) has been the main concern in Hinduism. There are 
diverse views on this relationship. One view is that there is no existence of God and the 
Brahma is absolute. However, most other views recognise the existence of God. 

The Atman is considered indestructible and passes through an endless migration or incar- 
nations of human, animal or super human forms. The nature of its incarnation depends on 
good and bad karma (deeds) in previous births. Good or bad is defined according to 
Dharma. 

Dharma 

Dharma has many meanings. In the religious context, it includes cosmological, ethical, social 
and legal principles that provide the notion of an ordered universe. In the social context 
Dharma refers to the rules of social intercourse laid down for all the categories of people. It 
prescribes a code of conduct considered appropriate for various categories of people. 
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Purusartha 

Acomplete life according to Hinduism pertains to four pursuits: i) Dharma ii)Artha (material 
pursuits) iii) Kama (love desires) and iv) Moksha (salvation). A successful life should be able 
to integrate these four*pursuits. 

A Hindu has certain obligations in life - to God, to sages, to ancestors and to fellow human 
beings. 

Karma, Rebirth and Moksha 

Karma in simple terms is spending life according to the code laid down by dharma. One is 
expected to lead a life where good deeds are performed. It is believed that after death the 
body perishes but atman (soul) survives to take rebirth in mother human or animal form. 

This rebirth depends onone's Karma. If deeds are good rebirth is in a superior form otherwise 
one is reborn in some inferior form. The ultimate success of life is in attaining Moksha or 
salvation from the cycle of birth, death and rebirth. 

i 
Scriptures 

There are a number of religions texts and books which are considered holy scriptures in 
Hinduism. Here we will provide a brief sketch of these in chronological order. 

Vedas are the earliest texts. There are four Vedas - Rig Veda, Yajur Veda, Sama Veda and 
Atharva Veda. These are in the form of verses. 

Brahmanas are theological treatises. They are written in prose form and they explain the 
religious significance of rituals. 

I 

Aryanakas or the forest treatises were written by sages who retired to forests. They deal with 
matters of meditation. 

The Upanishads form a part of Aranyakas and contain the themes of Indian Philosophy. 
There are around 200 Upanishads. Some important ones are : Isa, Kena, Prasna, Mundaka, 
Taittriya, Aitoraya, Chandogya, Snetasyatara and Maitreyi. 

The Vedas, including the Brahmanas, Aranyakas and Upanishads are called Sruti or 
revelation. 

The second category of texts is called smrti. These works derive their authority from the 
srutis. These are cor~sidered as of human origin. The period of their composition is from 600 
B.C. to A.D. 1200. (Some h r a n a s  are later). In this category we can include Vedangas. 
Puranas, Epics, and Sutras. 

The Vedangas comprise Kalpa ceremonials s i b a  (phonetic), chendas (prosody), vyakaran 
(grammar), nirukta (etymology) and jyotisa (astrology). Kalpasutra is an important Sutra. 
Manusmriti appeared in a codified form much later. 

The epics such as Ramayana and Mahabharata belong to the early smrti period ( 6 0  B.C. 
to A.D. 200). The teachings of Upanishads were brought to common masses through epics. 
The Ramayana is considered an earlier work than Mahabharata. 

The Bhagwat Gita forms a part of the 6th book of the Mahabharata. It contains thc nature 
of self, perishable nature of the body, the state of samsara (embodiment) and the means for 
liberation explained by Srikrishna to Arjun in the batle field of Kurukshetra. It emphasises 
on doing the duty without the expectation of fruits. 

Bhagwad Gita is one of the most popular text among Hindus for centuries. It has been the 
source of inspiration for the development of many schools of philosophy. 

To the period of smrutis also belong Puranas. They deal with creation, dissolution, re-crea- 
tion, divine geneologies etc. Traditionally 18 Puranas are considered important and arc 
called Maha Puranas. Some Puranas represent devotional sects and are classified as 
Vaishnava. Saiva and Sakta Puranas. 

A number of scriptures and texts have their regional variations and attachments Lo a number 
nf sects etc. 



28.4 ISLAM 

The followers of Islam trace their faith from the origin of the world, and claim that it was 
preached from time to time by a large number of the messengers of God. 

The Islam as it is practiced today originated around fourteen hundred years ago in Saudi 
Arabia. Prophet Muhammad is considered the last prophet who preached the present faith 
of Islam. The followers of Islam are called Muslims. The earliest contact of Muslims with 

i India dates back to 8th century, with Arab sea merchants arriving at the southern sea coast. 
The second contact was after the Muslim invasions on the North-West frontier region. In 
early 8th century the Arabs under Muhammad Bin Qasim invaded Sind. From 10th century 

t onwards a number of invasions from Central Asia followed. Towards the beginning of the 

I 13th century the Turks under Muhammed Ghori established themselves as rulers of Delhi. 
This was followed by a wave of sufisaints from Central Asia who came to India and many of 
them settled here. Shaikh Muinuddin Chishti is one of the earliest to come and settle here in 

t 
Ajmer. His mausoleum at Ajmer is visited by lakhs of people belonging to different faiths 
from India and abroad. 

t 
According to the tenets of Islam a Muslim must have faith in: i 
1) One God who has no partner and who is omnipotent and omnipresent. 

2) The books of God revealed to different prophets from time to time of which the Quran 
is the last. 

3) All the prophets including Moses and Christ were sent as messengers by God. Most 
crucial is the belief that prophet Mohammad was the last messenger of God sent on earth. 

I 

4) The day of Judgement when the world will come to an end and the people would be 
rewarded or punished for the deeds done in their 1ife.Thisincludes the concept of heaven 
and hell. 

5) Angels of God - that the angels are not the partner of God but worship God and perform 
the tasks assigned by God. 

I Apart from the above stated tenets of Islam, its followers have certain religious duties. 

The Religious Duties of Muslims 

I) Prayers: A muslim must pray five times a day as per prescribed procedure. (at dawn, 
mid-day, mid-afternoon, after sunset and one and a half hour after sunset). A special 
prayer at mid-day in the mosquedon Fridays where the congregation of the community 
takes place is also compulsory. 

2) Paying Zakat: A muslim must pay 2 & 112 percent of his assets for prescribed religious 
and charitable purposes. 

3) Fasting: Fasting for one month during Ramzan (month of Arabic calendar). 

4) Pilgrimage (Haj): Every muslim of substantial means must pay a visit to kaaba in Mecca 
(Saudi Arabia) to perform Haj atleast once in the life time. 

Main Sects 

There are a number of sects and sub-sects among Muslims. Here we will not go into the details 
of all these sects but confine ourselves to two major well defined sects i.e., the Sunnis and 
the shias. 

i) The Sunnis: They believe that after Prophet the succession by Caliphs (Khalifas) was as 
per the tenets of Islam and traditions layed down by the Prophet. (The Prophet was 
succeeded by Caliphs - Abu Bakr, Umar, Usman and Ali in this order). They believe in 
the authority of Quran and the sunna (tradition) of Prophet only. They recognise no 
other authority as legitimate and above these two. 



 ouri ism: The cultural ii) The Shias: While accepting the supremacy of Quran and the traditions of Prophet, the 
Heritage shias differ with the sunnis in the matter of succession after Prophet. They believe that 

the Prophet should have been succeeded by Ali (who was also the cousin and son-in law 
of the Prophet). The other three Caliphs the shias believe held their position against the 
spirit of Islam. In due course a number of minor differences arose giving rise to a well 
defined separate sect. The shias consider Ali and his heirs as the Imams (leader of 
community). A total of 12 Imams are recognised. The shias also believe that the post of 
Imam is a special favour given by God to the chosen few. 

A number of sects among both the sunnis and the shias emerged in and outside India with 
minor and major differences during the last fourteen hundred years. We will not go into the 
details of these sects here. 
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CHECK YOUR PROGRESS-I 

1) Describe the concept of Brahma and Karma in 50 words. 

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

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

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

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

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

2) Write a 50 word note on the main scriptures of Hinduism. 

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

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

3) Describe the five basic tenets in which a Muslim must keep faith. 

4) Write 50 words on the main sects in Islam. 

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

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

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

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

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



28.5 BUDDHISM 

Buddhism developed in India around 2500 years ago. Gautam Buddha was the founder of 
this religion. Its followersare spread in various parts of India, Ceylon, South East Asia etc. 
Puranas claimed Buddha as an avatara or incarnation of Vishnu. This led many scholars to 
view Buddhism as a reform movement with in Hinduism and not a separate religion. However, 
now it is generally accepted as a separate religion different from Hinduism. 

Religions of India 

The Teachings of Buddha 

Gautam Buddha did not recognise the authority of gods, scriptures, and priests and rejected 
rituals. He criticised the system of caste and creed. He emphasised the equality of high and 
low, men and women in matters of dharma (religion) 

The fact of human misery or dukha was accepted as universal and Buddha showed a way out 
of it. The ideas of karma, rebirth and moksha (salvation) were central to his teachings. After 
Buddha's death his followers elaborated and interpreted his basic teachings. In due course a 
number of sects and sub-sects developed . We will discuss all these in this section. 

THE ESSENCE OF BUDDHISM 

Concept of Dukha 

According to Buddhism dukha or pain or human misery is an integral part of life and nobody 
can escape from it. This is evident in sickness, old age, death, reparation, non fulfilment of 
one's desires. Buddha noticed these suffering as existing all around. 

Reason for Dukha 

Buddha said that the reason for misery or pain is the desire for wealth, power, pleasure and 
continued existence etc. 

Ending Desire 

To put an end to disappointment and suffering one must stop desiring. Buddha said that a 
person keeps taking new births to fulfill unsatisfied desires in one's life. To achieve niwana 
or salvation fiom the cycles of birth one should put an end to desires. 

Way to Stop Desires - Eight fold Path 

Buddha suggested Ashtang marg or eight fold path t o  put an end to desires. These paths are 
right views, right intentions, right speech, right conduct, right livelihood, right effort, right 
mindfulness and right concentration. 

If a person follows these and other precepts helshe can be free from the cycle of births and 
deaths and attain niwana or salvation. 

Code of Conduct for Buddhists 

Buddhism divides its followers into two categories - i) ordinary followers and ii) monk 
mendicant members. There are strict rules for the latter. Every person entering the Buddhist 
fold is to be initiated through a simple ceremony and has to stop subscribing to any other 
creed. They have to take a sort of vow by declaring. 

I go for refuge to the Buddha 

I go for the refuge to the dharma 

I go for refuge to the order 
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The ordinary members have to follow five precepts. These relate to abstinence from: 

i) taking life 

ii) stealing 

iii) adultery 

iv) telling lies or untruthfulness and 
v) taking intoxicants 

Ten percepts 

The mendicant members or monks have to forsake family,occupation and society and lead a 
solitary life. They have to follow ten Precepts. These are abstinence from: 

i) taking life 

ii) stealing 

iii) sexual intercourse in any form 

iv) telling lies 

v) taking intoxicants 

vi) eating at wrong hours 

vii) enjoying dancing, singing and instrumental music 

viii) using jewellery and ornaments 

ix) sleeping on high luxurious beds 

x) taking money 

Major Sects 

The Hinayana 

After the death of Buddha a number of councils were held to decide the questions of faith 
and religious order. One group claimed to adhere to the original traditions. This group came 
to be called as Hinayan (lesser vehicle). This group had a f ~ e d  canonical literature and was 
an orthodox body. Their main literature was limited to tripitaka (three baskets). These are 
Vinay Pitaka (Basket of Discipline), Sutta Pitaka (Basket of Discourses) and Abhidhamma 
Pitaka (Basket of Scholasticism). Its followers are mainly spread in East Asia, Srilanka, 
Burma, Thailand, Laos, Vietnam, Cambodia, and various parts of India. 

Mahayana 

The other group claimed their own doctrines and practices as belonging to Bodhisatva 
(Enlightenment being). They called themselves as Mahayana (greater vehicle) Bodhisatva 
according to them was potential Buddha and everybody could achieve it. But all of them stop 
at the bodhisatva state and could not achieve the status of Buddha. They believed that 
accumulated merit of bodhisatva could be transferred to help those who were struggling to 
escape from their various states of miseries. This way it could take larger numbers towards 
salvation. The foliowers of Mahayana are spread in Nepal, Sikkim, China, Korea, Japan and 
in India. 

The Hinayana do not recognise deity worship and doctrine of God. TheMahayana intro- 
duced the idea of deity into their religion. Bodhisatva intervenes and saves from danger and 
death and protects the weak and helpless. 

Vajrayana or Tantrayana 

The followers of Vajrayana incorpo;ate a magical and mystic dimension. The followers of 
this stream believed that salvation could be achieved through acquiring magical powers. They 
focussed on feminine divinities who were considered the source of sakti (powei) behind the 
male divinities. Its followers are spread in Tibet, Mongolia parts of Bihar and Bengal in India. 
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Neo-Budhist Movement in India 

Buddhism, to begin with had opposed the Brahminical social order or caste hierarchies. In 
contemporary India it is being used as an instrument for ending social inequality. Dr.B.R.Am- 
bedkar led the mass revival of Buddhism (he himself converted to Buddhism). He interpreted 
Buddhism as the ideology to bring social justice and equality for the oppressed. As a result 
large number of people belonging to scheduled caste got converted to Buddhism. 

28.6 JAINISM 

I 
! According to Jain Philosophy there are twenty four great circles of time. In each cif these 

circles one great thinker has come to the world. These thinkers are called Tirthankaras or 
teachers or "ford-makers" by the followers of Jainism. 

i 
Bhagwan Mahavira is considered as the 24th Tirthankara. 

The Belief System 

The central doctrine of the Jainism is that there is life in the whole of nature. Even thc 
non-living things have jiva (soul). No person should therefore indulge in injuring the jiva. 
One can achieve niwana or eternal peace by not injuring the living things. Thus ahimsa 
(non-violence) occupies the centre stage in Jainism. 

Teachings of Jainism 

The 23rd Tirthankara Parsvanantha gave four vows of restrain. Lord Mahavira added the 
fifth and these became the teachings in Jainism. These are: 

i) ahimsa - non-injury to any living being 

ii) sunrta - not to speak untruth 

iii) arteya - not to take what is not given 

iv) aparigraha - not to be attached to worldly possessions 

v) brahmacharya - chastity 

According to Jainism karma or action binds the self to the body. Ignorance of truth 
(mithyatva or avidya) causes the rise of passions (kasaya). The passions which are anger 
(krodha), greed (lobha), pride (mana), and deceitfulness (maya) are harmful to the karma. 
By the practice ofright knowledge (samyag-jnana), right faiths (samyag - darshan) and right 
conduct (samyag - carita) one can liberate from bondage and niwana can be achieved. 

The Way of Life Prescribed for Jains 

The adherents of Jainism are categorised into two - the ordinary followers and the yatis or 
monks. The ordinary followers are allowcd certain practices which are forbidden for yati as 
ascetics. 

The adherence to triratva - right faith, right knowledge and right conduct - is expected from 
both. The yatis are to take the vow not to inflict injury on life, not to marry and not to take 
food or drink at night. The general code of conduct includes: 

i) non-violence 

ii) truthfulness 

iii) charity 

iv) cultivating right state of mind 

v) regularly practicing meditation 

vi) fasting on the eighth and fourteenth days of moon's waxing and waning period 

vii) not to touch intoxicants 

viii) recitation of scriptures and mantra. 

Keliginns of lndis 
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1) Discuss briefly the essence of Buddhism. 

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

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

2) Describe the main sects of Buddhism. 

3) Discuss the main teachings of Jainism. 

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

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

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

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

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

28.7 CHRISTIANITY 

According to tradition Christianity entered India after 50 years of its inception through 
Thomas one of the apostles of Christ. 'Thomas landed on the coast of Kerala around 52 A.D. 
and established seven churches in that area. These early christians were generally confined 
to Kerala. With the advent of European missionaries in early 16th century Christianity spread 
to all parts of India. The Portuguese were the first followed by the Dutch, the French, the 
British and other European and American missionaries. According to 1991 census christians 
in India number16.77 million or 2.43 percent of the total population and are spread 
throughout the country. Their main concentration is in Kerala, Tamil Nadu, Goa, Nagaland, 
Mizoram, Meghalaya, Manipur and Tripura. 

The Beliefs 

Christianity is also considered as a revealed or divine religion (like Islam and Judaism). The 
religious precepts of Christianity are contained in their holy book called the Bible. 

The Christ 

Jesus christ is considered the central figure in christian faith. He was born around two 
thousand years ago. During his life he performed miracles, healed the sick and even gave life 
to the dead. He was crucified by his enemies at the young age of 33 years. According to 
christian belief he rose again on the 3rd day of his burial and ascended into heaven. He is 



considered as a true man and true God by his disciples. He commanded his followers to 
spread his mission to all parts of the world. 

Concept of God 

According to Christian faith God is one but has revealed himself as three persons -the Father, 
the Son and the Holy Spirit. this concept of God is described as Unity in Trinity. Jesus is God, 
the Son, form of the Virgin Mary who conceived the Holy spirit. According to the Christian 
belief the incarnation of Christ as a human being is a part of the divine plan for the atonement 
of the sins of mankind. 

The Bible 

The Bible is the holy book followed by the christians. it consists of two collections of books: 
i) the Old Testament and ii) the New Testament. 

The Old Testament contains the sacred scriptures of the Jews as well as the early christian 
scriptures. The Old Testament was originally written in Hebrew. 

The New testament was written in the 2nd half of first century A.D. By the end of the second 
century the greater part of the New Testament was accepted as authoritative. It consists of 
27 books and was originally written in Greek. It contains the life and deeds of Christ, the 
works of his companions and other s e t s  and covers a wide range of things. 

Sin and Evil 

A ~ i d i n g  to Bible the God created heaven and earth and the first human beings Adam and 
Eve as the ancestors of human race. Adam and Eve were disobedient to their creator and 
brought sin and evil in this world. All mankind became heirs to the sin and lost the privilege 
of being t t e  children of God. The suffering and death of the sinless man Jesus could atone 
the sins of mankind. God had sent his beloved only son to save the mankind from eternal 
damnation. Jesus is therefore called the saviour of mankind. God punishes the evil and 
rewards the good. The biggest good deed is to forgive the persons who sin against other 
person. 

Body, Soul and Salvation 

According to the christian belief man has a body and a soul. The former perishes while the 
latter survives eternally. Salvation means the continued existence of individual into heaven 
after death. The christianity does not believes in the transmigration of souls. Individual's 
salvation is possible only if helshe accepts Jesus as saviour. 

Communion 

Sunday is considered 'Lord's day' and worship service is organised in the churches. The 
worship service consists of religious instruction, preaching, prayer and the breaking of bread. 
The last practice follows from what Jesus did at his last supper on the night before his death. 
The symbol of a cross reminds the christians crucification of Christ to save mankind. 

Baptism 

According to christian faith nobody is considered a born christian. One has to enter into the 
faith through a religious ceremony called baptism. This applies to the children born to 
christians as well to the followers of other religions who become christians. Spreading the 
message of Jesus and enrolling people from other faiths into christianity is considered a 
religious duty. The act of spreading the gospel of Christ is termed evangelisation. 

Major Sects and Divisions 

Christians in India have two major denominations - Catholics and Protestants. The Protes- 
tants emerged acquired a repatriate denomination during 16th century. They claimed that 
the church and society was in a state of crisis. They demanded reforms in such a situation and 
came to be called as Protestants. The Catholics on the other hand felt that there was no crisis 
and ascribe the rise of Protestanism to the interplay of certain complex and powerful forces. 
The Protestants do not believe in the authority of Pope which Catholics consider him as the 
main authority. The main Protestant sects in India are Calvinist, Anglican and Anabaptist. 
The main Catholic sects in India are Syrian Church, Latin Church and Malankara. 



28.8 SIKHISM 

Sikhism as a religion developed gradually over a period of around 200 years. The origin of 
Sikh faith is traced to Guru Nanak Dev (1469-1539). He is considered the founder andthe 
first Guru (teacher) of the faith. Guru Nanak was followed by a chain of gurus ending at Guru 
Gobind Singh (1666-1708) the tenth guru. The way Sikhism is practiced to-day evolved 
according to the teachings of these ten gurus. 

Beliefs and Religious Practices 

The Sikhs follow a well defined belief system and prescribed religious practices. These are 
as follows: 

i) Belief in one God, Ten Gurus and Guru Granth Sahib. 

ii) They are supposed to recite the Guru-Mantra - Waheguru (God you are wonderful) 

iii) No plunder, gambling or exploitation of the poor 

iv) Use of intoxicants like alcohol, tobacco, drugs, opium etc., is forbidden. 

v) Every Sikh is to be initiated into the faith through Amrit ceremony. 

vi) Sikh ceremonies are to be followed on occasions of birth, marriage or death in the family. 

vii) Worship of Idols, graves, tombs, or monastries is forbidden. 

viii) Sikhs should follow five symbols or Panj Kakars 

ix) In case of violation of religions code, like removal of hairs, use of tobacco, adultery etc., 
a Sikh has to take Amrit again. 

Amrit Ceremony (Baptism) 

Guru Gobind Singh initiated this practice in 1699. The ceremony is generally performed 
when the boys and girls are old enough to understand the obligations of religion. Five baptised 
sikhs (Panj Piare) are chosen to perform the ceremony in a congregation. 

Amrit (nectar) is prepared by mixing sugar in water by stirring it with a kharrda (double edge 
sword) and recitation of selected passages of the scriptures. The persons to be baptised take 
the vow of the faith by reciting loudly. Amrit is splashed in their faces. After baptism they 
are supposed to adhere to five symbols. 

Five Symbols 

All baptised Sikhs have to follow the following five symbols of sikhism. 

i) Kesh (hair): Sikhs are not to trim, shave or cut any hair on any part of their body. 

ii) Kara(iron bangle): The iron bangle is to be worn in right hand. It is supposed to remind 
Sikhs to follow the code of conduct. 

iii) Kirpan(sword): This is to be worn by Sikhs as a weapon for self defence and protect the 
weak and helpless. 

iv) Kangha(comb): to keep long hair neat and clean. This is to be kept in the hair-knot. 

v) Kachcha (drawer / underwear): It is a sign of chastity and strict morals. It also symbolises 
that Kachcha wearer is always ready fo;struggle, 

Method of Worship 

Sikhs believe in the worship of Aka1 (time less God) and are opposed to idol' worship. Their 
place of worship is called Gurudwara. The doors of Gurudwaras are open to people 
belonging to all religions and faiths. It is considered not only a religious place but also a 
refuge and shelter for the needy. One has to enter the Gurudwara after washing feet and 
covering the head. Inside Gurudwaras 'Guru Granth'- the holy book-is installed on a high 



pedestal. here the recitation of Guru Granth Sahib is done. A common kitchen or langar 
serves food and prasad to the devotees and visitors. 

Various Streams of Thought 

I - In due course there developed various streams in Sikhism like any other religion: 

i) The Nirankari Baba Dayal was the founder omirzukari movement. He opposed the 
innovations like idol worship, grave worship and other rituals and asked his followers to 
worship only one Nirankar (God). 

ii) Namdharis: Namdhari movement was started by Bhagat Jawarhermal and Baba Balak 
! Singh. However, it was popularised by one of the later disciples Baba Ram Sing!!. They 

taught worship of one God and opposed the social evils like caste system, infanticide, 
early marriage and barter of girls in marriage. It developed into a sect later on. 

CHECK YOUR PROGRESS3 

1) Write a 50 word note on the Bible. 

2) Discuss the main beliefs and religious practices followed in Sikhism. 

3) Describe the variant streams of Sikhism. 

28.9 LET US SUM UP 

. ~~ 

Religions of  India 

We have seen the veritable character of India as a land of many religions in the sections 
described above. The diversity so acquired by India has also proved to he one of its mainstays 
over the developments and gr0wt.h of civilisation here over the last several millenia..; 
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Heritage 28.10 ANSWERS TO CHECK YOUR PROGRESS 

EXERCISES 

Check Your Progress - 1 - 
1) The Brahma is an infiite all embracing force present in all forms of life. 

Karma is spending life in accordance with the code of dharma. For details see Sec. 
28.3 . 

2) Some of the main scriptures are: Vedas, Brahmanas, Upanishads etc.For details see 
Sec.28.3 . 4 

3) These are: a) Omnipotent God, b) Qurag  c) Prophet Muhammad, d) The day of 
judgement, and e) Angels of God. See Sec.28.4 1 

t 
3) See Sec.28.4. i 

i 

Check Your Progress - 2 - 
1) It is composed of the concept of dukha, and the eight fold path. See Sec. 28.5. 

2) The three sects are Hinayana, Mahayana, and Vajrayana See Sec. 28.5. 

3) See Sec. 28.5. 

Check Your Progress - 3 a 
1) The Bible has two collections, the Old Testament and the New Testament. See Sec. 

28.6. 

2) The Sikhs have belief in one god, in Gurumantra, in prohibiting use of intoxicants etc. 
See Sec. 28.7. 

3) They are: Nirankaris and Nalmdharis. See Sec. 28.7. 
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ACTIVITIES FOR THIS BLOCK 

Take a tour of your cityltown and prepare a list of the following structures dating at least one 
hundred years or more: 

a. Temples 

b. Mosques 

c. Buildings of the following category: 

i) Sarai 

ii) Step-well 

iii) Bridge 

From the list made in Activity 1 above, prepare the following inventories: 

i) Structures which use trabeate style exclusively 

ii) Structures which use arcuate style exclusively 

iii) Structures which use a mixture of both trabeate and arcuate styles 
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Prepare a list of the handicrafts that arc practised in your cityttown. Write five line notes on 
each. 

Write a 100 word note on the textile typically made in your state/city/town. 
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OBJECTIVES 

The objectives set out by us in this Unit are to: 

! define the living culture and the performing arts of India, 

i provide you details on the different aspects of living culture and performing arts, and 

give you some idea of the ritual arts of India. 

This,we hope, would enable you as a professional to understand and promote cultural 
tourism successfully. 

27.1 INTRODUCTION 

In the two preceding Units (25 & 26) we discussed the use of history in cultural tourism as 
well as the significance of India's rich monumental heritage in promoting cultural tourism. 
Here we are providing you details on two more essential ingredients of cultural tourism viz. 
the living culture and the performing arts of India. You will understand and appreciate how 
India's vast and fabled heritage has survived in the form of living arts practised in almost all 
parts of India both in the countryside as well as in the urban areas. The Unit starts with 
defining living culture and goes on to mention its various constituents. It also explains what 
is meant by Ritual and Performing arts along with their relevance in promotion of cultural 
tourism. 

27.2 WHAT I S  LIVING CULTURE? 

A customary presentation of Indian culture relates it mainly to a study of arts within the 
tradition bound parameters of styles, chronology or schools. In  consequence the creativity 
inherent in the culture and the throb of life as its central metaphor tend to get into 
background. The living culture is essentially this creativity, this throb. It manifests itself in 
myriad patterns-all related to a tradition that lives on. 

27.2.1 Cultural Life in India 

Collective vitality subsisting on a rich rcpertoire of myth, symbol, and song is an important 
irt~ntifvinn f ~ a t l r r p  n f  Inrlia'c: r ~ ~ l t i r r a l  l i f ~  11 ha& ctrnnn lnral  anrl rrninnal flavnrrrc Vet itc 



l'ourtsm: The Cultural rituals and reticences possess an underlying commonality. Viewed in its totality, the Indian 
Herfitage culture is bewilderingly diverse. But these varied traditions have profoundly influenced each 

other. Sometimes they merge. Sometimes they mingle inseparably. And in what has come to 
us as the living culture of India, the rural and tribal vernacular traditions have interacted quite 
meaningfully with the classical traditions. Even under an incessant pressure of modernity 
and, economically speaking, the compulsions of employment, the culture of India has lived 
on. It must be stressed here that much of the living culture has survived outside of the 
academia and is in the form of art that is practised by its people. For this reason, as also for 
its eternal value, tourism has an interest in the living culture though serious attempts to 
understand and document it have so far been lacking. 

27.2.2 Handicrafts 

Indian handicrafts represent perhaps the oldest tradition of living culture. The continuity of 
the traditional crafts still offers creative expression to the great mass of our people. The 
Indian craftsman uses his medium for rendering creative expression of his inner self. The 
main mediums in which the crafts are practised are stone, wood and metal. Almost all clusters 
of villages have their own craftsmen who work on these mediums. The diversity of Indian 
cultural tradition is aptly reflected in the tradition of handicrafts. Some notablc centres of 
handicrafts production have been shown in Chart-1. 

CHART - 1 

Region State Handicrafis 

Northern Kashrnir Silverware, Carpets, Ivory Items, 
India Paper-machie, Shawls 

Punjab Woodcraft, Metalware 

Himachal Shawl, Woodcraft 
Uttar Pradesh Silverware, Brocades, Pottery, 

Woodcraft, Embroidery 

Eastern West Bengal Terracotta, Woodcraft, 
India Embroidery 

Orissa Scroll painting, Woodcraft 

Central Madhya Stonecraft, Embroidery 
India Pradesh 

Western Rajasthan Pottery, Stonecraft 
India 

Gujarat Woodwork, Embroidery 

Southern Andhra Metalware, Stonecraft 
India Pradesh 

Karnataka Ivory Items, Glazed Pottery 

Tamil Nadu Matting, Puppets, Woodcraft 

Kerala Basketry, Masks, Woodcraft 

27.2.3 Textiles: 

The texlile tradition of India goes back, beyond doubt, to the 2nd millenium B.C. The textual 
reference to cotton appears in the post-Vedic period, though references to weaving also 
abound in Vedic literature. The introduction of machine weaving, fortunately, did not result 
in the death of the very old tradition. The textile tradition in the form of a craft has lived 
down to our own period and certainly maintains a continuity from its remote past. We shall 
give you brief notices of some of the more prominent textile forms in existence in India even 
today. 



1) Patola: 

Patola is the double-ikat silk fabric, mainly of Gujarati origin. It was a popular item of Indian 
export around the 13th century. The name patola seemingly derives from pattakula 
(Sanskrit, meaning silk fabric). The patterns of patola, a precious silk sari, were considered 
to be clear and reasonably permanent. "Here the weaving is done so that the elements of 
pattern and colour on the warp are made to juxtapose exactly with those of the weft so that 
the colour combination and design sequence of the predetermined pattern are kept intact. 
A slight irregularity in outline creates the 'flame-effect' which forms the essence of the beauty 
of patola." (Jyotindra Jain, Aarti Aggarwala, National Handicrafts and Handlooms 
Museum, New Delhi, Ahmedabad, 1989). Patolas were once woven in several centres in 
Gujarat such as Ahmedabad, Surat, Cambay and Patan. Today true patola is made only in 
Patan by a couple of Salvi families. 

2) Jamdani 

Jamdani is "figured-muslin". It was traditionally woven in Dacca, West Bengal and Tanda in 
Faizabad, Uttar Pradesh. The cotton fabric in jamdani is brocaded with cotton and some- 
times with zari threads. Today jamdani sari is woven in West Bengal. 

Kantha is "patched cloth embroidery of Bengal. Kanthas are filled with lively motifs of birds, 
animals, trees etc. The making of Kantha saris is practised in West Bengal even today. 

4) Bandhej 

Bandhej is tie-dyeing practised in Rajasthan and Gujarat by Hindu and Muslim Khatris even 
now. Jaipur and Jodhpur are big centres of production as well as markets for this craft 
prodye. 

CHECK YOUR PROGRESS - 1 

1) Write 50 words on the handicrafts of India. 

2) To which stateslplaces do the following belong: 

a) Patola 

b) Jamdani 

c) Kantha 

d) Bandhej 

- - 

27.3 THE RITUAL ARTS 

The ritual art in India is located mostly within the confines of domestic ambience. It is infact 
an essential aspect of the celebrations in the family. Almost invariably the ritual art is 
practised only by women and takes the form of drawings on the floor or on the walls of the 
house. Some of these drawings are a daily ritual (such as the Kolam of South India) while 
others are made only on religious festive occasions. 



Tourism: The Cultural "These purely abstract drawings are known under different names in the different parts of 
C I ~ ~ I - e  the country: mandna in Rajasthan, rangoli in Gujarat and Maharashtra, sathya in 

Saurashtra, aripan or aypan in Bihar, aipan in the Kumaon, alpana in Bengal, jhunti in 
Orissa, cauka rangana or cauk purna or sonarakhna in Uttar Pradesh, muggu in Andhra 
Pradesh, kolam in South India."(Stella Krarnrisch in Aditi, The Living Arts of India, 
Washington, 1986). 

The ritual art is a tradition handed down from mother to daughter in succeeding generations. 
The drawings are without image, figure, or narrative. The material used is mostly rice powder 
coloured in different shades and believed to possess magical powers. 

Different from the traditional floor drawing, the drawings made on the walls of the houses 
have figurative character. They are colourful, rich in symbols and full of mythical elements. 
The madhubani painting of Bihar is a fine specimen of this kind of figurative ritual art. 

27.4 PERFORMING ARTS 

The tradition of the performing arts in India goes back to the most ancient past and India 
has a rich heritage of the same - dance, music and theatre. In the following Sub-sections we 
take a look at this heritage and explore its relevance to the promotion of tourism today. 

27.4.1 A Definition 

A simple and obvious definition of the performing art would make it an art that lives / sunives 
only when it is performed. "You can write down a piece of music, you'can tape it and give it 
a new, altogether different, lease of life. But the music is really in the hearing, not in the score 
or the tape .... A dance can be video-taped or filmed, but the real magic is in the dancing 
itself, ... and so with theatre. Theatre is not cinema. Both are legitimate and exciting forms. 
But the theatre is a living thing." (Narayana Menon, "The Performing Arts - a definitionnin 
Aspects of the Performing Arts of India, ed. Saryu Doshi, Marg Publications, 1983). 

The performing arts provide a different kind of experience in which the audience begins to 
feel some kind of a union with the performerls. The performing arts are not mere spectacles. 
They certainly strike at an inner cord located in the realm of emotion and feeling. 

There has been a close connection between the performing arts in India and the religion. It 
is the mythologywith enduring cultural patterns that has sustained the tradition of perform- 
ing arts. Its strength lies in the f a c ~  that the performing arts in India have an almost 
uninterrupted tradition spanning several centuries. 

27.4.2 Dance 

The India.. sythology suggests that the dance originated with Siva's tandav. Thus dance as 
a performing art has an age old tradition. Almost all classic dance forms in India have 
originated from folk traditions. The classical dances of India revolve around a few cardinal 
principles. "They have elements of facial expression (sattvik), verbal expression (vachik), 
manual gestures (angile) and costumes and jewellery (acharya)". (IJtpal K Banerjee, Indian 
Performing Arts, New Delhi, 1992). These are reflected in the classical dances of all regions 
of India. Some important dance forms have bccn listed below: 

1) Bharatnatyam 

From Tamil Nadu with centres in Thanjavur and Kanchipuram. Performed by women and 
men both as a solo item. 

2) Odissi 

From Orissa with centres in Puri and Bhubaneshwar. Performed as a solo dance. 
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i From Uttar Pradesh and Rajasthan with centres in Lucknow, Mathura - Vrindavan and 
Jaipur. Performed by men and women both as solo item. 

4) Kathakali 

From Kerala with centres in the temples there. Performed by men wearing make-up and 
emphasising on facial expressions. 

5) Kuchipudi 

From Andhra Pradesh centering around the town of Kuchipudi. Performed by men in the 
form of dance-drama. 

i 
I 6) Manipuri 

From Manipur. Performed by a group of men and women enacting the drama of Krishna and 
Radha's lives. 

The country is also extremely rich in the dance forms that are inspired by folk traditions. In 
fact an inventory ofsuch folk dances may run into several sheets of paper. Wcshall, therefore, 
mention only two of the more important folk dances here. 

1) Bhangara 

Bhangara, interestingly, has become the flag-bearer of Indianfolk tradition. This dance form 
belongs to the region of Punjab and is performed by both men and women attired in colourful 
costumes in a group form. The drum is an important musical instrument used in this dance 
to increase the tempo of the participant. 

2) Garba 

Of late, Garba has gained tremendous popularity as a group dance mainly in the region of 
Gujarat. Performed during the nine nights of Navratri, both men and women participate 
quite enthusiastically in this dance. The songs sung during the dance are mainly in honour of 
goddess Durga. 

27.4.3 Music 

Music, considered a vehicle for communion with God, has been an essential ingredient of our 
culture. Emanating from folk tunes and attaining the status of a classical art, music has becn 
in vogue from times immemorial. Later two distinct forms of musical style developed in India. 
The more codified and text based form came to be called the Carnatic system of music. On 
the other hand a loose and flexible musical form practiced mostly in the northern parts of 
India came to be identified as the Hindustani system of music. A great fillip to this art form 
was given by Turkish and Mughal rulcrs in the medicval period, many of whom were 
themselves great connoisseurs of music. 

The classic music has gained a lot of popularity in recent times. It is being practised in North 
India under the guardianship of a few great performers claiming descent from traditional 
houses called gharanas of music. Some of the more important gharanas have been listcd 
here: 

1) Maihar 

Set up by the doyen of classical Indian music Ustad Alauddin Khan. Famous artists of the 
gharana: Ustad Ali Akbar Khan, Pandit Ravi Shankar, Late Pandit Nikhil Banerjee. 



TourLsm: The Cultural 2) Kirana 
Herltsge 

Set up by Sawai Gandharva. Famous artists: Pandit Bhimsen Joshi, Smt. Gangubai Hangal, 
Pandit Jitendra Abhisheki. 

3) Atrauli I 
Set up by Ustad Faiyyaz Khan. Famous artists: Late Ustad Sharaft Husain Khan, Ustad 
Mohammad Shafi. 

4) Patiala 

Set up by UstadChand Khan. Famous artists: Late Ustad Bade Ghulam Ali Khan, Late Ustad 
Munawwar Khan. I 
The Carnatic Music too has a host of eminent artists as listed below: 1 

I 1) Vocal 
I 

I 
Ms M.S. Subbulakshmi, Sri. M. Balamurlikrishna, Late Maharaj Kumar Santhanam. 

I 

2) Instrumental 

Smt. N. Rajam (Violin), Late Sri. S. Balachander (Veena), Late Sri T. Mahalingam (Flute). 

1 27.4.4 Theatre: 

India has a unique theatre tradition which is marked by both, its antiquity and aesthetics and 
imagination. Ever since primitive and mythic ages the theatre has been an integral part of 
Indian life. Probably the art of theatre began with religious or social rites and ritualistic 
festivals, and gradually progressed into becoming a distinct art form. During the past 
two-three thousand years the theatrical arts have undergone fundamental changes. An 
important phase in this development was during the 19th century when as a result of an 
encounter with the West certain profound changes came about in the art. This theatre was 
"almost entirely an imitation of the western theatre". (Nernichandra Jain, Indian Theatre, 
New Delhi, 1992). 

The concerns of the post-independence India were, however, different. What we have today 
as Indian theatre is in fact a sequel of this concern. By the sixties of the post-independence 
period a national theatre movement was born. Slow disintegration of the family as a viable 
social unit, new and demystified political stances, disillusionment of the urban middle-class, 
etc. were some important new themes that gained precedence in the plays written during 
this period. Some land-mark plays of this period were: 

Adhe Adhure Mohan Rakesh 

Evam Indrajit, 
Pagla G hoda Badal Sircar 

Tughlaq Girish Karnad 

Sakharam Binder - Vijay Tendulkar 

In recent times there has again been a shift. "At the moment, it appears that the preparation 
for a new stage is on in many ways, in many forms and at many levels. The main factor in this 
situation is the increasing contact, and familiarity with an assimilation of the theatrical 
methods of the ancient Sanskrit and medieval theatres in our contemporary activities" 
(Nernichandra Jain, op.cit,). Evidently the contours of this newly emerging form have not 
been shaped yet. But perhaps in the next five or six years, it may take place. Another theatre 
form gaining popularity is the "street plays" or "street theatre". 



CHECK YOUR PROGRESS - 2 

Match the contents of List A with List B: 

List A List B 

a) Mandna 

b) Rangoli 

c) Sathya 

d) Jhunti 

e) Kolam 

a) South India 

b) Andhra Pradesh 

c) Uttar Pradesh 

d) Saurashtra 

e) Gujarat 

f )  Rajasthan 

g) Orissa 

Name the states to which the following dance forms belong: 

a) Bharatnatyam 

b) Kathak 

c) Odissi 

d) Kuchipudi 

Write the names of the gharanas to which the following exponents of classical music 
belong: 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  a) Ustad Alauddin Khan 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  I b) Pandit Ravi Shankar 

c) Smt. Gangubai Hangal . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
I 

4) Give the names of the playwrights in each of the following case: 

a) Pagla Ghoda . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
b) Tughlaq . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
c) Sakharam Binder . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

27.5 LET US SUM UP 

India's rich and varied heritage makes it a fabled land for living culture and performing arts. 
We gave you details about the different kinds of this cultural tradition and their prevalent 
forms. We also defined for you the meaning of living culture and performing arts. In one 
section we dealt with the ritual arts of India. All this information is a valuable tool for a 
practicing tourism professional. You will appreciate the significance of using these tourism 
products for promoting both domestic as well as foreign tourist. 

27.6 KEYWORDS 

Eternal: everlasting 

Fable : story 

Fabric: cloth 

Manifest: to show 

Metaphor: application of special name to an object 

Living Culture and 
Performing kt.$ 

Ritual: religious rites 
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Herltnge 

Throb: show pulse beat 

Vital: essential 

27.7 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress - 1 E I I I  
1) See Sub-sec.27.2.2. 

Gujarat; b) Dacca, West Bengal and Tanda (Uttar Pradesh); 
West Beneal: d) Raiasthan and Guiarat. 

Check Your Progress - 2 r 
List A 

a 

b 

C 

d 

e 

Tamil Nadu 

Uttar Pradesh and R 

Orissa 

Andhra Pradesh 

Maihar 

Maihar 

Kirana 

Badal Sircar 

Girish Karnad 

Vijay Tendulkar 

List B 
f 
e 

d 

g 
a 

ajasthan 
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28.0 OBJECTIVES 

In this Unit we will discuss the main religions currently practiced in India. The religions 
selected for this study are Hinduism, Islam, Buddhism, Jainism, Christianity and Sikhism. 
After going through this Unit you will: 

be able to appreciate the pluralistic character of Indian society, 

know the basic belief systems of the religions listed above, and 

be able to acquaint yourself, with main customs and practices of various religions. 

4 3.1 INTRODUCTION 

India has a large number of belief systems, religions and sects. Some of these are quite 
organised with well defined theoretical framework and philosophy while a large nunfber of 
these lack such features. Nevertheless all these have their own religious practices, ways of 
worship and customs. 

I It may not be feasible to go into the details of such a large number of belief systems. We have 
therefore, decided to confrne our discussion to some of the important religions. For this Unit 
we have selected Hinduism, Islam, Buddhism, Jainism, Sikhism and Christianity for a 

t detailed treatment. Our selection has been guided primarily by the popularity and 
geographic spread of these religions. Barring Islam and Christianity all the others from this 
list had their origins in India. The Islam and Christianity originated outside but have come 
to stay here and in the process, have been influenced by Indian culture and philosophy. They 
have also in turn influenced in a big way the religions prevalent in India. 

We feel that as a student of tourism you should be familiar with the rich religious tradition in ' India. Here we will not be going into the details of philosophical complexities as also the 
intricacies of comparative merits of these belief systems. Our purpose is to focus our 
discussion on a description of the basic features of these religions. 

I 
We propose to discuss each of the above mentioned religions in a separate Section. Under 
each of these we will first discuss the basic belief systems. This will be followed by their social 
organisations and institutions. We will also highlight some specific features from the tourism 
perspective wherever required. 

We feel that as a person involved with tourism and travel you will come across people 
belonging to different faiths and religious beliefs from India and abroad. We hope that the 
study of this Unit will enrich your basic knowledge of the multi -religions Indian society and 
equip you as a tourism personnel. 
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As indicated in the introduction India has a number of religions spread throughout the length 
and breadth of the country. Anthropological Survey of India has undertaken a major study 
called People of India project. Data pertaining to religion from the project gives interesting 
information. A notable feature of this study is that each of the religions is practiced by a 
number of communities. A detailed table providing religionwise spread, number of com- 
munities and percentage of population subscribing to each religion based on People of India 
project is being provided here. Apart from six major religions figures are available for many 
others like Jews and Zoroastrians. 

Religious Communities 

SI. 
No. 

1. 

2 

3. 

4. 

5. 

6 

7. 

8. 

9. 

10. 

11. 

12 

13. 

14. 

IS. 

1 6  

17. 

18 

19. 

m 
21. 

22 

23. 

Andhra Prndah 

Amam 

Bihar 

Gujarnt 

Haryana 

Himachal Pradah 

lamrnu & Kashmir 

Karnataka 

Kcrala 

Madhya P n d a h  

Maharashtra 

Manipur 

Meghalaya 

Nagaland 

Oriw 

Punjab 

Rajaslhan 

Sikkim 

Tamil Nadu 

Tripura 

Uttar Pradesh 

West k n g a l  

Andaman & Nimbar 
Islands 

Amnachal Pradesh 

Chandigarb 

Dadra k 
Nagar Haveli 

Delhi 

Goa 

Labhadweep 

Mizoram 

Pondicheny 

Daman 

Total 

All Hindu Muslim Sikh Jain Buddhist Christian lw Parsi 

Note: The figures in parentheses represent percentage of population practicing that religion. 

Other 

A very interesting aspect brought to light through this study is that there are a number of 
communities who follow more than one religion. According to the study "there are 27 
communities who follow both Hinduism and Sikhism, 116 both Hinduism and Christianity, 
35 Hinduism and Islam, 21 Hinduism and Jainism and 29 communites who are both Hindu 
and Buddhist." (K.S. Singh, People of India: An Introduction, pp.82-83) 

Apart from established rdigions there are a number of local forms of religion. As an instance 
may be cited the Ponyi Polo (religion of Sun and Moon in Arunachal Pradesh) Sarna 
Dharma or Jahera (followed by Munda and Santal tribes), Sanamali cult among the Meitei 
in Manipur. 

The existence of a large number of religions and their spread in the country has given rise to 
various forms of social organisations, institutions, rituals etc. Since most of these diverse 
religions and communities regularly interact with each other, some unique social institutions 

I 



; customs and practices have emerged. A number of ncw socio-religious movements have also 
taken place. 

A number of rituals related to birth, marriage and death are common in most of these 
religions. Similarly, observdnce of festivals has a lot in common in specific regions. Dress and 
lifestyle too have common features in most of the regions. 

It is an interesting feature of Indian society that it permits conversions from one religion to 
another. According to People of India study change of religion is reported in the case of 
around 15 percent of communities. Even here preconvcrsion practices are maintained by the 
converts in many cases. All (his provides a great diversity to Indian society. 

In the following Sections we will study the salient features of the major religions of India. 

28.3 HINDUISM 

It is vehydifficult to describe a single belief system as comprising Hinduism. The term Hindu 
was not applied to the followers of religion from the beginning. The word 'Hindu' was used 
by the foreigners coming to India and meant the people inhabiting Indus valley. Later on 
Hindu was used to describe the people following a particular faith. In historical -religious 
literature the terms used to signify the faith were Vaidikadharma (the religion of thevedas) 
and Sanatanadharma (the eternal faith) 

As such it is very difficult to identify a single concept of God, holy book, or even religious 
practice to define Hinduism. There are a set of belief systems that seem to constitute 
Hinduism. Innumeralbe cults and deities are there in Hinduism. It is flexible enough to 
absorb various belief systems within its fold. Inspite of this diversity there does exist 
common threads binding a large number of people following Hinduism. 

The religion is followed by the majority of the people of India. Large number of its followers 
are spread even in Bangladesh, Sri Lnka, Nepal, Bhutan, Burma, Indonesia, Guyana, Fiji, 
Mauritius, Pakistau and other parts of the world. 

Belief Systems 

It is one of the oldest belief systems of the world. Saivism dates back to pre-vedic period. 
Through its development over ages a number of sects and sub - sects kept emerging from it. 
Similarly, a number of belief systems kept entering its folds. 

We will discuss here characteristics that majority of Hindus share as common. 

Brahman and Atman 

Hindus believe in an eternal, infinte and all embracing ultimate force called Brahman. The 
Brahman is present in all forms of life. The relationship between the Brahman (the universal 
soul) and Atman (the individual soul) has been the main concern in Hinduism. There are 
diverse views on this relationship. One view is that there is no existence of God and the 
Brahma is absolute. However, most other views recognise the existence of God. 

The Atman is considered indestructible and passes through an endless migration or incar- 
nations of human, animal or super human forms. The nature of its incarnation depends on 
good and bad karma (deeds) in previous births. Good or bad is defined according to 
Dharma. 

Dharma 

Dharma has many meanings. In the religious context, it includes cosmological, ethical, social 
and legal principles that provide the notion of an ordered universe. In the social context 
Dharma refers to the rules of social intercourse laid down for all the categories of people. It 
prescribes a code of conduct considered appropriate for various categories of people. 



Tourlsm: Tbe Cultural 
Heritage 

Purusartha 

Acomplete life according to Hinduism pertains to four pursuits: i) Dharma ii)Artha (material 
pursuits) iii) Kama (love desires) and iv) Moksha (salvation). A successful life should be able 
to integrate these four*pursuits. 

A Hindu has certain obligations in life - to God, to sages, to ancestors and to fellow human 
beings. 

Karma, Rebirth and Moksha 

Karma in simple terms is spending life according to the code laid down by dharma. One is 
expected to lead a life where good deeds are performed. It is believed that after death the 
body perishes but atman (soul) survives to take rebirth in mother human or animal form. 

This rebirth depends onone's Karma. If deeds are good rebirth is in a superior form otherwise 
one is reborn in some inferior form. The ultimate success of life is in attaining Moksha or 
salvation from the cycle of birth, death and rebirth. 

i 
Scriptures 

There are a number of religions texts and books which are considered holy scriptures in 
Hinduism. Here we will provide a brief sketch of these in chronological order. 

Vedas are the earliest texts. There are four Vedas - Rig Veda, Yajur Veda, Sama Veda and 
Atharva Veda. These are in the form of verses. 

Brahmanas are theological treatises. They are written in prose form and they explain the 
religious significance of rituals. 
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Aryanakas or the forest treatises were written by sages who retired to forests. They deal with 
matters of meditation. 

The Upanishads form a part of Aranyakas and contain the themes of Indian Philosophy. 
There are around 200 Upanishads. Some important ones are : Isa, Kena, Prasna, Mundaka, 
Taittriya, Aitoraya, Chandogya, Snetasyatara and Maitreyi. 

The Vedas, including the Brahmanas, Aranyakas and Upanishads are called Sruti or 
revelation. 

The second category of texts is called smrti. These works derive their authority from the 
srutis. These are cor~sidered as of human origin. The period of their composition is from 600 
B.C. to A.D. 1200. (Some h r a n a s  are later). In this category we can include Vedangas. 
Puranas, Epics, and Sutras. 

The Vedangas comprise Kalpa ceremonials s i b a  (phonetic), chendas (prosody), vyakaran 
(grammar), nirukta (etymology) and jyotisa (astrology). Kalpasutra is an important Sutra. 
Manusmriti appeared in a codified form much later. 

The epics such as Ramayana and Mahabharata belong to the early smrti period ( 6 0  B.C. 
to A.D. 200). The teachings of Upanishads were brought to common masses through epics. 
The Ramayana is considered an earlier work than Mahabharata. 

The Bhagwat Gita forms a part of the 6th book of the Mahabharata. It contains thc nature 
of self, perishable nature of the body, the state of samsara (embodiment) and the means for 
liberation explained by Srikrishna to Arjun in the batle field of Kurukshetra. It emphasises 
on doing the duty without the expectation of fruits. 

Bhagwad Gita is one of the most popular text among Hindus for centuries. It has been the 
source of inspiration for the development of many schools of philosophy. 

To the period of smrutis also belong Puranas. They deal with creation, dissolution, re-crea- 
tion, divine geneologies etc. Traditionally 18 Puranas are considered important and arc 
called Maha Puranas. Some Puranas represent devotional sects and are classified as 
Vaishnava. Saiva and Sakta Puranas. 

A number of scriptures and texts have their regional variations and attachments Lo a number 
nf sects etc. 



28.4 ISLAM 

The followers of Islam trace their faith from the origin of the world, and claim that it was 
preached from time to time by a large number of the messengers of God. 

The Islam as it is practiced today originated around fourteen hundred years ago in Saudi 
Arabia. Prophet Muhammad is considered the last prophet who preached the present faith 
of Islam. The followers of Islam are called Muslims. The earliest contact of Muslims with 

i India dates back to 8th century, with Arab sea merchants arriving at the southern sea coast. 
The second contact was after the Muslim invasions on the North-West frontier region. In 
early 8th century the Arabs under Muhammad Bin Qasim invaded Sind. From 10th century 

t onwards a number of invasions from Central Asia followed. Towards the beginning of the 

I 13th century the Turks under Muhammed Ghori established themselves as rulers of Delhi. 
This was followed by a wave of sufisaints from Central Asia who came to India and many of 
them settled here. Shaikh Muinuddin Chishti is one of the earliest to come and settle here in 

t 
Ajmer. His mausoleum at Ajmer is visited by lakhs of people belonging to different faiths 
from India and abroad. 

t 
According to the tenets of Islam a Muslim must have faith in: i 
1) One God who has no partner and who is omnipotent and omnipresent. 

2) The books of God revealed to different prophets from time to time of which the Quran 
is the last. 

3) All the prophets including Moses and Christ were sent as messengers by God. Most 
crucial is the belief that prophet Mohammad was the last messenger of God sent on earth. 

I 

4) The day of Judgement when the world will come to an end and the people would be 
rewarded or punished for the deeds done in their 1ife.Thisincludes the concept of heaven 
and hell. 

5) Angels of God - that the angels are not the partner of God but worship God and perform 
the tasks assigned by God. 

I Apart from the above stated tenets of Islam, its followers have certain religious duties. 

The Religious Duties of Muslims 

I) Prayers: A muslim must pray five times a day as per prescribed procedure. (at dawn, 
mid-day, mid-afternoon, after sunset and one and a half hour after sunset). A special 
prayer at mid-day in the mosquedon Fridays where the congregation of the community 
takes place is also compulsory. 

2) Paying Zakat: A muslim must pay 2 & 112 percent of his assets for prescribed religious 
and charitable purposes. 

3) Fasting: Fasting for one month during Ramzan (month of Arabic calendar). 

4) Pilgrimage (Haj): Every muslim of substantial means must pay a visit to kaaba in Mecca 
(Saudi Arabia) to perform Haj atleast once in the life time. 

Main Sects 

There are a number of sects and sub-sects among Muslims. Here we will not go into the details 
of all these sects but confine ourselves to two major well defined sects i.e., the Sunnis and 
the shias. 

i) The Sunnis: They believe that after Prophet the succession by Caliphs (Khalifas) was as 
per the tenets of Islam and traditions layed down by the Prophet. (The Prophet was 
succeeded by Caliphs - Abu Bakr, Umar, Usman and Ali in this order). They believe in 
the authority of Quran and the sunna (tradition) of Prophet only. They recognise no 
other authority as legitimate and above these two. 



 ouri ism: The cultural ii) The Shias: While accepting the supremacy of Quran and the traditions of Prophet, the 
Heritage shias differ with the sunnis in the matter of succession after Prophet. They believe that 

the Prophet should have been succeeded by Ali (who was also the cousin and son-in law 
of the Prophet). The other three Caliphs the shias believe held their position against the 
spirit of Islam. In due course a number of minor differences arose giving rise to a well 
defined separate sect. The shias consider Ali and his heirs as the Imams (leader of 
community). A total of 12 Imams are recognised. The shias also believe that the post of 
Imam is a special favour given by God to the chosen few. 

A number of sects among both the sunnis and the shias emerged in and outside India with 
minor and major differences during the last fourteen hundred years. We will not go into the 
details of these sects here. 
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CHECK YOUR PROGRESS-I 

1) Describe the concept of Brahma and Karma in 50 words. 

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

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

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

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

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

2) Write a 50 word note on the main scriptures of Hinduism. 

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

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

3) Describe the five basic tenets in which a Muslim must keep faith. 

4) Write 50 words on the main sects in Islam. 

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

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

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

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

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



28.5 BUDDHISM 

Buddhism developed in India around 2500 years ago. Gautam Buddha was the founder of 
this religion. Its followersare spread in various parts of India, Ceylon, South East Asia etc. 
Puranas claimed Buddha as an avatara or incarnation of Vishnu. This led many scholars to 
view Buddhism as a reform movement with in Hinduism and not a separate religion. However, 
now it is generally accepted as a separate religion different from Hinduism. 

Religions of India 

The Teachings of Buddha 

Gautam Buddha did not recognise the authority of gods, scriptures, and priests and rejected 
rituals. He criticised the system of caste and creed. He emphasised the equality of high and 
low, men and women in matters of dharma (religion) 

The fact of human misery or dukha was accepted as universal and Buddha showed a way out 
of it. The ideas of karma, rebirth and moksha (salvation) were central to his teachings. After 
Buddha's death his followers elaborated and interpreted his basic teachings. In due course a 
number of sects and sub-sects developed . We will discuss all these in this section. 

THE ESSENCE OF BUDDHISM 

Concept of Dukha 

According to Buddhism dukha or pain or human misery is an integral part of life and nobody 
can escape from it. This is evident in sickness, old age, death, reparation, non fulfilment of 
one's desires. Buddha noticed these suffering as existing all around. 

Reason for Dukha 

Buddha said that the reason for misery or pain is the desire for wealth, power, pleasure and 
continued existence etc. 

Ending Desire 

To put an end to disappointment and suffering one must stop desiring. Buddha said that a 
person keeps taking new births to fulfill unsatisfied desires in one's life. To achieve niwana 
or salvation fiom the cycles of birth one should put an end to desires. 

Way to Stop Desires - Eight fold Path 

Buddha suggested Ashtang marg or eight fold path t o  put an end to desires. These paths are 
right views, right intentions, right speech, right conduct, right livelihood, right effort, right 
mindfulness and right concentration. 

If a person follows these and other precepts helshe can be free from the cycle of births and 
deaths and attain niwana or salvation. 

Code of Conduct for Buddhists 

Buddhism divides its followers into two categories - i) ordinary followers and ii) monk 
mendicant members. There are strict rules for the latter. Every person entering the Buddhist 
fold is to be initiated through a simple ceremony and has to stop subscribing to any other 
creed. They have to take a sort of vow by declaring. 

I go for refuge to the Buddha 

I go for the refuge to the dharma 

I go for refuge to the order 
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The ordinary members have to follow five precepts. These relate to abstinence from: 

i) taking life 

ii) stealing 

iii) adultery 

iv) telling lies or untruthfulness and 
v) taking intoxicants 

Ten percepts 

The mendicant members or monks have to forsake family,occupation and society and lead a 
solitary life. They have to follow ten Precepts. These are abstinence from: 

i) taking life 

ii) stealing 

iii) sexual intercourse in any form 

iv) telling lies 

v) taking intoxicants 

vi) eating at wrong hours 

vii) enjoying dancing, singing and instrumental music 

viii) using jewellery and ornaments 

ix) sleeping on high luxurious beds 

x) taking money 

Major Sects 

The Hinayana 

After the death of Buddha a number of councils were held to decide the questions of faith 
and religious order. One group claimed to adhere to the original traditions. This group came 
to be called as Hinayan (lesser vehicle). This group had a f ~ e d  canonical literature and was 
an orthodox body. Their main literature was limited to tripitaka (three baskets). These are 
Vinay Pitaka (Basket of Discipline), Sutta Pitaka (Basket of Discourses) and Abhidhamma 
Pitaka (Basket of Scholasticism). Its followers are mainly spread in East Asia, Srilanka, 
Burma, Thailand, Laos, Vietnam, Cambodia, and various parts of India. 

Mahayana 

The other group claimed their own doctrines and practices as belonging to Bodhisatva 
(Enlightenment being). They called themselves as Mahayana (greater vehicle) Bodhisatva 
according to them was potential Buddha and everybody could achieve it. But all of them stop 
at the bodhisatva state and could not achieve the status of Buddha. They believed that 
accumulated merit of bodhisatva could be transferred to help those who were struggling to 
escape from their various states of miseries. This way it could take larger numbers towards 
salvation. The foliowers of Mahayana are spread in Nepal, Sikkim, China, Korea, Japan and 
in India. 

The Hinayana do not recognise deity worship and doctrine of God. TheMahayana intro- 
duced the idea of deity into their religion. Bodhisatva intervenes and saves from danger and 
death and protects the weak and helpless. 

Vajrayana or Tantrayana 

The followers of Vajrayana incorpo;ate a magical and mystic dimension. The followers of 
this stream believed that salvation could be achieved through acquiring magical powers. They 
focussed on feminine divinities who were considered the source of sakti (powei) behind the 
male divinities. Its followers are spread in Tibet, Mongolia parts of Bihar and Bengal in India. 
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Neo-Budhist Movement in India 

Buddhism, to begin with had opposed the Brahminical social order or caste hierarchies. In 
contemporary India it is being used as an instrument for ending social inequality. Dr.B.R.Am- 
bedkar led the mass revival of Buddhism (he himself converted to Buddhism). He interpreted 
Buddhism as the ideology to bring social justice and equality for the oppressed. As a result 
large number of people belonging to scheduled caste got converted to Buddhism. 

28.6 JAINISM 

I 
! According to Jain Philosophy there are twenty four great circles of time. In each cif these 

circles one great thinker has come to the world. These thinkers are called Tirthankaras or 
teachers or "ford-makers" by the followers of Jainism. 

i 
Bhagwan Mahavira is considered as the 24th Tirthankara. 

The Belief System 

The central doctrine of the Jainism is that there is life in the whole of nature. Even thc 
non-living things have jiva (soul). No person should therefore indulge in injuring the jiva. 
One can achieve niwana or eternal peace by not injuring the living things. Thus ahimsa 
(non-violence) occupies the centre stage in Jainism. 

Teachings of Jainism 

The 23rd Tirthankara Parsvanantha gave four vows of restrain. Lord Mahavira added the 
fifth and these became the teachings in Jainism. These are: 

i) ahimsa - non-injury to any living being 

ii) sunrta - not to speak untruth 

iii) arteya - not to take what is not given 

iv) aparigraha - not to be attached to worldly possessions 

v) brahmacharya - chastity 

According to Jainism karma or action binds the self to the body. Ignorance of truth 
(mithyatva or avidya) causes the rise of passions (kasaya). The passions which are anger 
(krodha), greed (lobha), pride (mana), and deceitfulness (maya) are harmful to the karma. 
By the practice ofright knowledge (samyag-jnana), right faiths (samyag - darshan) and right 
conduct (samyag - carita) one can liberate from bondage and niwana can be achieved. 

The Way of Life Prescribed for Jains 

The adherents of Jainism are categorised into two - the ordinary followers and the yatis or 
monks. The ordinary followers are allowcd certain practices which are forbidden for yati as 
ascetics. 

The adherence to triratva - right faith, right knowledge and right conduct - is expected from 
both. The yatis are to take the vow not to inflict injury on life, not to marry and not to take 
food or drink at night. The general code of conduct includes: 

i) non-violence 

ii) truthfulness 

iii) charity 

iv) cultivating right state of mind 

v) regularly practicing meditation 

vi) fasting on the eighth and fourteenth days of moon's waxing and waning period 

vii) not to touch intoxicants 

viii) recitation of scriptures and mantra. 

Keliginns of lndis 
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1) Discuss briefly the essence of Buddhism. 

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

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

2) Describe the main sects of Buddhism. 

3) Discuss the main teachings of Jainism. 

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

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

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

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

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

28.7 CHRISTIANITY 

According to tradition Christianity entered India after 50 years of its inception through 
Thomas one of the apostles of Christ. 'Thomas landed on the coast of Kerala around 52 A.D. 
and established seven churches in that area. These early christians were generally confined 
to Kerala. With the advent of European missionaries in early 16th century Christianity spread 
to all parts of India. The Portuguese were the first followed by the Dutch, the French, the 
British and other European and American missionaries. According to 1991 census christians 
in India number16.77 million or 2.43 percent of the total population and are spread 
throughout the country. Their main concentration is in Kerala, Tamil Nadu, Goa, Nagaland, 
Mizoram, Meghalaya, Manipur and Tripura. 

The Beliefs 

Christianity is also considered as a revealed or divine religion (like Islam and Judaism). The 
religious precepts of Christianity are contained in their holy book called the Bible. 

The Christ 

Jesus christ is considered the central figure in christian faith. He was born around two 
thousand years ago. During his life he performed miracles, healed the sick and even gave life 
to the dead. He was crucified by his enemies at the young age of 33 years. According to 
christian belief he rose again on the 3rd day of his burial and ascended into heaven. He is 



considered as a true man and true God by his disciples. He commanded his followers to 
spread his mission to all parts of the world. 

Concept of God 

According to Christian faith God is one but has revealed himself as three persons -the Father, 
the Son and the Holy Spirit. this concept of God is described as Unity in Trinity. Jesus is God, 
the Son, form of the Virgin Mary who conceived the Holy spirit. According to the Christian 
belief the incarnation of Christ as a human being is a part of the divine plan for the atonement 
of the sins of mankind. 

The Bible 

The Bible is the holy book followed by the christians. it consists of two collections of books: 
i) the Old Testament and ii) the New Testament. 

The Old Testament contains the sacred scriptures of the Jews as well as the early christian 
scriptures. The Old Testament was originally written in Hebrew. 

The New testament was written in the 2nd half of first century A.D. By the end of the second 
century the greater part of the New Testament was accepted as authoritative. It consists of 
27 books and was originally written in Greek. It contains the life and deeds of Christ, the 
works of his companions and other s e t s  and covers a wide range of things. 

Sin and Evil 

A ~ i d i n g  to Bible the God created heaven and earth and the first human beings Adam and 
Eve as the ancestors of human race. Adam and Eve were disobedient to their creator and 
brought sin and evil in this world. All mankind became heirs to the sin and lost the privilege 
of being t t e  children of God. The suffering and death of the sinless man Jesus could atone 
the sins of mankind. God had sent his beloved only son to save the mankind from eternal 
damnation. Jesus is therefore called the saviour of mankind. God punishes the evil and 
rewards the good. The biggest good deed is to forgive the persons who sin against other 
person. 

Body, Soul and Salvation 

According to the christian belief man has a body and a soul. The former perishes while the 
latter survives eternally. Salvation means the continued existence of individual into heaven 
after death. The christianity does not believes in the transmigration of souls. Individual's 
salvation is possible only if helshe accepts Jesus as saviour. 

Communion 

Sunday is considered 'Lord's day' and worship service is organised in the churches. The 
worship service consists of religious instruction, preaching, prayer and the breaking of bread. 
The last practice follows from what Jesus did at his last supper on the night before his death. 
The symbol of a cross reminds the christians crucification of Christ to save mankind. 

Baptism 

According to christian faith nobody is considered a born christian. One has to enter into the 
faith through a religious ceremony called baptism. This applies to the children born to 
christians as well to the followers of other religions who become christians. Spreading the 
message of Jesus and enrolling people from other faiths into christianity is considered a 
religious duty. The act of spreading the gospel of Christ is termed evangelisation. 

Major Sects and Divisions 

Christians in India have two major denominations - Catholics and Protestants. The Protes- 
tants emerged acquired a repatriate denomination during 16th century. They claimed that 
the church and society was in a state of crisis. They demanded reforms in such a situation and 
came to be called as Protestants. The Catholics on the other hand felt that there was no crisis 
and ascribe the rise of Protestanism to the interplay of certain complex and powerful forces. 
The Protestants do not believe in the authority of Pope which Catholics consider him as the 
main authority. The main Protestant sects in India are Calvinist, Anglican and Anabaptist. 
The main Catholic sects in India are Syrian Church, Latin Church and Malankara. 



28.8 SIKHISM 

Sikhism as a religion developed gradually over a period of around 200 years. The origin of 
Sikh faith is traced to Guru Nanak Dev (1469-1539). He is considered the founder andthe 
first Guru (teacher) of the faith. Guru Nanak was followed by a chain of gurus ending at Guru 
Gobind Singh (1666-1708) the tenth guru. The way Sikhism is practiced to-day evolved 
according to the teachings of these ten gurus. 

Beliefs and Religious Practices 

The Sikhs follow a well defined belief system and prescribed religious practices. These are 
as follows: 

i) Belief in one God, Ten Gurus and Guru Granth Sahib. 

ii) They are supposed to recite the Guru-Mantra - Waheguru (God you are wonderful) 

iii) No plunder, gambling or exploitation of the poor 

iv) Use of intoxicants like alcohol, tobacco, drugs, opium etc., is forbidden. 

v) Every Sikh is to be initiated into the faith through Amrit ceremony. 

vi) Sikh ceremonies are to be followed on occasions of birth, marriage or death in the family. 

vii) Worship of Idols, graves, tombs, or monastries is forbidden. 

viii) Sikhs should follow five symbols or Panj Kakars 

ix) In case of violation of religions code, like removal of hairs, use of tobacco, adultery etc., 
a Sikh has to take Amrit again. 

Amrit Ceremony (Baptism) 

Guru Gobind Singh initiated this practice in 1699. The ceremony is generally performed 
when the boys and girls are old enough to understand the obligations of religion. Five baptised 
sikhs (Panj Piare) are chosen to perform the ceremony in a congregation. 

Amrit (nectar) is prepared by mixing sugar in water by stirring it with a kharrda (double edge 
sword) and recitation of selected passages of the scriptures. The persons to be baptised take 
the vow of the faith by reciting loudly. Amrit is splashed in their faces. After baptism they 
are supposed to adhere to five symbols. 

Five Symbols 

All baptised Sikhs have to follow the following five symbols of sikhism. 

i) Kesh (hair): Sikhs are not to trim, shave or cut any hair on any part of their body. 

ii) Kara(iron bangle): The iron bangle is to be worn in right hand. It is supposed to remind 
Sikhs to follow the code of conduct. 

iii) Kirpan(sword): This is to be worn by Sikhs as a weapon for self defence and protect the 
weak and helpless. 

iv) Kangha(comb): to keep long hair neat and clean. This is to be kept in the hair-knot. 

v) Kachcha (drawer / underwear): It is a sign of chastity and strict morals. It also symbolises 
that Kachcha wearer is always ready fo;struggle, 

Method of Worship 

Sikhs believe in the worship of Aka1 (time less God) and are opposed to idol' worship. Their 
place of worship is called Gurudwara. The doors of Gurudwaras are open to people 
belonging to all religions and faiths. It is considered not only a religious place but also a 
refuge and shelter for the needy. One has to enter the Gurudwara after washing feet and 
covering the head. Inside Gurudwaras 'Guru Granth'- the holy book-is installed on a high 



pedestal. here the recitation of Guru Granth Sahib is done. A common kitchen or langar 
serves food and prasad to the devotees and visitors. 

Various Streams of Thought 

I - In due course there developed various streams in Sikhism like any other religion: 

i) The Nirankari Baba Dayal was the founder omirzukari movement. He opposed the 
innovations like idol worship, grave worship and other rituals and asked his followers to 
worship only one Nirankar (God). 

ii) Namdharis: Namdhari movement was started by Bhagat Jawarhermal and Baba Balak 
! Singh. However, it was popularised by one of the later disciples Baba Ram Sing!!. They 

taught worship of one God and opposed the social evils like caste system, infanticide, 
early marriage and barter of girls in marriage. It developed into a sect later on. 

CHECK YOUR PROGRESS3 

1) Write a 50 word note on the Bible. 

2) Discuss the main beliefs and religious practices followed in Sikhism. 

3) Describe the variant streams of Sikhism. 

28.9 LET US SUM UP 

. ~~ 

Religions of  India 

We have seen the veritable character of India as a land of many religions in the sections 
described above. The diversity so acquired by India has also proved to he one of its mainstays 
over the developments and gr0wt.h of civilisation here over the last several millenia..; 
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Heritage 28.10 ANSWERS TO CHECK YOUR PROGRESS 

EXERCISES 

Check Your Progress - 1 - 
1) The Brahma is an infiite all embracing force present in all forms of life. 

Karma is spending life in accordance with the code of dharma. For details see Sec. 
28.3 . 

2) Some of the main scriptures are: Vedas, Brahmanas, Upanishads etc.For details see 
Sec.28.3 . 4 

3) These are: a) Omnipotent God, b) Qurag  c) Prophet Muhammad, d) The day of 
judgement, and e) Angels of God. See Sec.28.4 1 

t 
3) See Sec.28.4. i 

i 

Check Your Progress - 2 - 
1) It is composed of the concept of dukha, and the eight fold path. See Sec. 28.5. 

2) The three sects are Hinayana, Mahayana, and Vajrayana See Sec. 28.5. 

3) See Sec. 28.5. 

Check Your Progress - 3 a 
1) The Bible has two collections, the Old Testament and the New Testament. See Sec. 

28.6. 

2) The Sikhs have belief in one god, in Gurumantra, in prohibiting use of intoxicants etc. 
See Sec. 28.7. 

3) They are: Nirankaris and Nalmdharis. See Sec. 28.7. 



SOME USEFUL BOOKS FOR THIS BLOCK 

Aditi, The Living Arts of India. Festival of India in America, 1985-86, Washington, 1986. 

Aspects of the Performing Arts of India, ed. Saryu Doshi, Marg Publications, 1993. 

A.L. Basham: The Wonder That Was India, Rupa, 1990. 

B.D. Misra: The Forts and Fortresses of Gwalior and its Hinterland, New Delhi, 1993. 

Joan L Erdman (ed): Arts Patronage in India, Methods, Motives and Markets, new Delhi, 1 1592. 

H.H. Wilson, et.al.: The Theatre of the Hindus, Calcutta, 1955. 

IGNOU, BDP Electives, Sociology, ESO-5, Block-5, ESO-2, Block-2. 
I 

J.C. Harle: The Art and Architecture of the Indian Sub- continent, Penguin, 1986 

Nemichandra Jain: Indian Theatre, New Delhi. 

Robert Baird (ed): Religion in Modern India, New Delhi, 1994 

Shobita Punja, Museums of India, Hong Kong, 1990 

Utpal K Banerjee: The Performing Arts, New Delhi, 1992 

ACTIVITIES FOR THIS BLOCK 

Take a tour of your cityltown and prepare a list of the following structures dating at least one 
hundred years or more: 

a. Temples 

b. Mosques 

c. Buildings of the following category: 

i) Sarai 

ii) Step-well 

iii) Bridge 

From the list made in Activity 1 above, prepare the following inventories: 

i) Structures which use trabeate style exclusively 

ii) Structures which use arcuate style exclusively 

iii) Structures which use a mixture of both trabeate and arcuate styles 
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Prepare a list of the handicrafts that arc practised in your cityttown. Write five line notes on 
each. 

Write a 100 word note on the textile typically made in your state/city/town. 
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29.0 OBJECTIVES 

After reading this Unit you will be able to: 

appreciate the need for tourism policy, 

know the importance of planning in tourism, 

learn about the tourism policy of the Government of India, and 

know about the salient features of the National Action Plan on tourism. 

29.1 INTRODUCTION 

In Unit-5 we had discussed about the role and functions of the National Tourist 
Organisation. Framing tourism policy and preparing plans to achieve the policy objectives 
is a prime function in this regard. Years of experience has shown that tourism 
development has to be based on a policy and careful planning. This Unit starts with a 
discussion on the need for tourism policy and planning. It goes on to identify the areas for 
planning, the various stages and evaluation. Further, the Unit takes into account the 
Tourism Policy of the Government of India with emphasis on the National Action Plan 
on Tourism and Special Areas Development programmes. 

29.2 NEED FOR TOURISM POLICY AND PLANNING 

In Unit-3, while discussing the history of tourism, it has already been pointed out how 
different modern tourism is from the tourism of the past. Similarly, the constituents of the 
Tourism Industry are also varied and there is intense competition among the destinations 
to attract tourists. Though many countries may be late entrants in the business of 
tourism, they have the advantage of evaluating and using to their own benefit the 
experience of others in this area. In order to direct the development of tourism in a 
country or at a destination there has to be a policy with identified targets and a plan to 
achieve them. This is more so necessary in order to maximise the benefits, remove or 
prevent the negative impact of uncontrolled mass tourism and go in for sustainable 
development. Hence, tourism planning is needed for a variety of reasons like: 

to coordinate the role of public and private sectors, 

to properly direct development. 

to demarcate the areas for development, 



To- PIPnnlngand Policy to determine the types of tourism to be promoted, 

to prevent negative impact, 

to regulate and legislate, 

to improve the quality of services, 

to train human resources, and 

to market a destination, etc. 

More 
goals. 
Even 

and more governments are giving priority to tourism policy formation and setting of 
, To achieve the goals their ought to be proper planning and monitoring of the plan. 

I 

the planning process includes various steps like: I 

I 
1. Study Preparation i.e. identifying the project of study and its terms of reference. 

2. Determining the Goals i.e. setting the objectives and goals of the project (they may ! 

be modified later depending on the nature? of feed back). 

3. Surveys i.e. having an inventory of the development area in terms of the prevailing 
situation, etc. 

4. Analysis i.e. analysing and synthesising the survey out comes, as to what kind of 
approach is required, etc. 

5. Plan Formulation i.e. formulating a policy for development along with operational 
aspects, in other words a blue print keeping in view the resources available. 

6. Recommendations, i.e. how to go about. 

7. Implementation, i.e. putting the plan and recommendations into operation. 

8. Monitoring, i.e. continuous feed back on the implementation. 

9. Evaluation, i.e. whether things are going in the desired direction. 

10. Modification and Reassessment, i.e. to analyse whether any changes are required. 

In the subsequent Sections we shall be discussing the tourism policy and plans of the 
Indian Government. However, as tourism professionals you must remember that policy 
and planning is essential for every enterprise and service in tourism. Hotels, airlines, 
travel agencies, tour operators, shopping outlets, local bodies etc. all formulate their own 
policies and plans of action. 

Check Your Progress-1 r 
1. What is the need for tourism policy? 

2. What do you understand by the following terms in planning: 

a) Determining the goals .............................................. .: ........................ 
:.: 

~ ............................................................................ ............. b) Survey i .  

c) Monitoring ...................................................................................... 
d) Evaluatipn ....................................................................................... 



Tourism Policy and Planning 
29.3 POLICY INITIATIVES 1982 

In November 1982, the Government of India announced for the first time its Tourism 
Policy. The main thrust was aimed at presenting India to the foreign tourists as the 
ultimate holiday resort. The measures suggested in the policy included: 

granting Export Industry status to tourism, 

adopting a selective approach for developing tourist circuits, 

inviting private sector participation, and 

utilisation of national heritage for attracting tourists, etc. 

The objectives defined were to so develop tourism that: 

i) It becomes a unifying force nationally and internationally fostering better 
understanding through travel. 

ii) It helps to preserve, retain and enrich our world-view and life-style, our culiural 
expressions and heritage in all its manifestations. The prosperity that tourism brings 
must cause accretion and strength rather then damage to our social and cultural 
values and depletion of our natural resources. In tourism, India must present itself 
on is own terms-not as an echo or imitation of other countries, other cultures 
and other lifestyles. 

iii) It brings socio-economic benefits to the community and the State in terms of 
employment opportunities, income generation, revenue generation for the States, 
foreign exchange earnings and, in general, causes human habitat improvement. 

iv) It gives a direction and opportunity to the youth of the country, both through 
international and domestic tourism, to understand the aspirations and viewpoints of 
others and thus to bring about a greater national integration and cohesion. 

v) It also offers opportunities to the youth of the country not only for employment but 
also for taking up activities of nation building character like sports, adventure and the 
like. Thus, a s  a programme for the moulding of the youth of the country, tourism is of 
inestimable value. 

The policy recognised the importance of international tourism in earning foreign exchange 
and accorded high priority to its development. As regards domestic tourism it was stated 
that domestic tourists travelling within their country form the bulk of world tourist traffic. 
While domestic tourist statistics are not available at present on all India basis, the volume 
of passenger traffic carried by our Railways and the road transportati0.n system is 
indicative of the enormous size of domestic tourism in India. For the large number of our 
people who travel on pilgrimage or as tourists for other motivations, the facilities provided 
are minirhd. Hence, it will be the Governments endeavour to substantially improve and 
expand facilities for domestic tourists. 

As regards to the relevance of Cultural Tourism it was acknowledged that various surveys 
and studies have confirmed that the biggest element in attracting international tourists to 
India is our archaeological and monumental wealth. Although the maintenance and upkeep 
of the monuments is the responsibility of the Archaeological Survey of India and the 
State Departments of Archaeology, it was proposed to provide adequate tourist facilities 
at the major centres of cultural interest in a planned manner. This was to be done in co- 
ordination with the other concerned agencies including the State Governments. The 
intention has been to fully exploit the rich heritage of archaeological monuments, religious 
centres dear to the followers of various religions of the world as well as the rich heritage 
in the field of performing arts, the variety of which could itself be the sole objective of the 
tourist's visit to India. 

It was mentioned that tourism would be a common endeavour not only of the Centre and 
State Sectors but of the Private Sector Also, along'with other agencies like educational 
and cultural organisations etc. While evaluating the economic impact it was stated that 
while the overall impact of tourism on a national scale may be difficult to measure as it is 
a pervasive activity rather than a tangible commodity, it can be more easily assessed in 



Tou*m: and Policy specific situations where the parameters can be more precisely defined. For example, the 
codbenefit study of the Gulmarg Winter Sport Project has shown that the net social 
benefit accruing form winter sports development as envisaged would be around Rs. 600 
crores over a period of 25 to 30 years, the multiplier effect being 3.3. In a a similar study 
of the Kovalam Beach Resort Project, the multiplier effect was found to be 2.5. In the 
field of international tourism, foreign exchange earned from tourism in 1979-80 showed 
an increase of 20.4 per cent as against an increase of 12.8 per cent growth rate in India, 
The Committee on Export Strategy 1980's in its report mentions that while India's exports 
altogether constituted 10.42 per cent of the total world exports in 1979, India's share of 
the world tourism receipts was 0.58 per cent. Thls despite the fact that 1979 was one of 
the poorest years for tourism to India. The fact remains that given the opportunity tourism 
can make an effective contribution towards reducing the country's deficits in international 
trade. Equally, it can bring sizeable socio-economic benefits to those regions of the 
country which are rich in tourism potential. 

The plan of action suggested in the tourism policy included to involve the youth of the 
country in national integration and make tourism a vehicle for achieving this objective, 
Youth hostel activity will be given significant importance in the plan of action. It was felt 
that this will facilitate the youth from different parts of the country exchanging views and 
ideas, getting themselves exposed to the various parts of the country and thus bringing 
about greater understanding between youths of all parts of the country, apart from 
catalysing international understanding through the youth movement. 

It was also suggested that "every endeavour will be made to secure fiscal and other 
incentives from the concerned Ministries of Government in order to make investment in 
the tourism industry worthwhile. In this process an endeavour will also be made to 
highlight the fact that in the context of the country needing substantial foreign exchange 
for its developmental activities, tourism industry will constitute a major agencylindustry 
for the acquisition of foreign exchange of a sizeable quantum not incomparable to and 
in due course expect to exceed, the contribution of foreign exchange made by the 
engineering goods industries, Hanloom and Handicraft industries and such other major 
foreign exchange earning export oriental industries. In this context an endeavour will also 
have to be made to obtain for tourism industry the status of an export-oriented industry." 

The policy advocated to maintain a balance betyeen conservation and development in 
order to check the: 

e disruption in the eco-systems of envir~nmentally sensitive regions, and 

e despoliation of archaeological monuments, etc. 

Check Your  Progress-2 

I. Mention the objectives of the Tourism Policy of 1982. 

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

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

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

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

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

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

2. Mention the suggestions made with regard to domestic tourism in the Policy of 1482. 

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

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

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

.......................................................................................................... 
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TOURISM AND PLANNING COMMISSION 

In June 1982, the Planning Commission recognised tourism as an industry. In the Seventh 
and Eighth Plans tourism planning got due importance. A National Committee on 
Tourism (NCT) was set up by the Planning Commission in July, 1986 to evolve a plan 
for the coming years. The Committee submitted its report in 1988. 

29.4.1 Recommendations of NCT 1988 

Some of the major recommendations were as follows: 

i 1. The development strategy for the tourism sector should be based on the principle of: 

low-cost economy, 

higher levels of productivity, 

improvement in efficiency of infrastructure, and 

promoting competition. 

In determining the spread of funds over different tourism development projects, it would 
be useful to work out capital labour ratio and capital resource cost per dollar earned and 
per tourist served. Besides, a selective approach should be adopted for developing 
destinations within the country as there is scarcity of capital. 

For a balanced development of tourism in India, it is necessary to: 

(a) Develop selected tourist circuitstcentres instead of spreading limited resources thinkly' 
over a large number of circuits, 

(b) Diversify tourism to India from the traditional sight-seeing tours centred primarily on 
places of cultural tourism interest towards the more rapidly growing holiday tourism 
markets within the framework of the country's milieu with a conscious attention to 
the aesthetic, environmental and socio-cultural integration of tourism projects, 

(c) Develop non-traditional areas such as trekking, winter sports, wildlife tourism, beach 
resort tourism so as to attract more tourists and to lengthen their period of stay in the 
country. 

(d) Restore and develop national heritage projects and utilise tourism as a major force in 
support of conservation of national heritage. 

(e) Explore new tourist generating markets, particularly in countries which have a broad 
spectrum of cultural affinity with India. India should also attract latge number of 
foreign tourists of Indian origin by launching special campaigns like discover your 
roots. 

While implementing these measures the following should be considered: 

Anti-poverty and area development programmes should be integrated with 
tourism development in those areas which have a high tourism poiential. This 
will generate employment and supplementary income at local level. 

Backward Areas in tourism should imply not just a "m industry district" but a 
district with high tourism potential. 

It was recommended tha.t.taTourism Finance Corporation with an initial equity of Rs. 100 
crore be set up to loans to the tourism industry and cater to its specialised needs. 
As a result the Tourism Finance Corporation of India was set up. 

In the field of accommodation the recommendation were: 



Tourism: Planning and Policy Encouragement. through suitable incent~ves, to supplelnentary acco~nmodation likr 
private guest houses, tourist bungiows. forest lodges etc. 

Cor~struction of Yatri Niwases to be left to the private scctor. 

Youth hostels to be provided in as many places as possible. 

Suitable incentives to be given to revive and maintain national assets llke palaces, old 
havelis, villas etc. in order to augrnent accornmociation. 

The accommodation sector be provided with monetary incentives to ease the 
borrowing and repayment of loans; fiscal incentives to improve the profitability and 
operational input incentives for greater efficiency in operation and management. 

In the field of transport is was recommended: 1 
A liberal policy should be adopted to allow foreign airlines to meet the projected 
demand of travel to and fro from India. ! 

I 
Air India should be converted into a joint stock company. This would help to give the 
airline much desired commercial orientation and user sensitivity. 1 
Air-charters should be liberally allowed. 

I 

! Indian Airlines should be partially privatised. 

Travel agencies should be provided terminals linked to the reservaticn system of 
airlines and railways. 

Special tourist trains on the model of Palance on Wheels be introduced in other 
circuits. 

Ministry of Railways should have a full fledged tourism directorate. 

Adequate attention should be given for upgrading road transportation. Four land 
highways and motorways with suitable midway facilities should be developed. 

The potential for river cruises be fully tapped. 

In relation to checking the damage to environment it was accepted that no serious efforts 
have been undertaken either to know the extant of damage or work for preservation. The 
recolnmendations in this regard included: 

Assessing the carrying capacity of each area in which tourism is sought to be 
promoted. 

Closing off certain areas completely to tourism if it is established that they are too 
fragile or important to be exposed to such activity (e.g. most of the Andarnan and 
Nicobar islands). 

Creating specific tourism zones within areas, where the majority of tourist activity can 
be concentrated (as in some national parks, where the tourist zone diverts pressure 
from the ecologically more important core zone). 

Rotating areas open to tourists so that an area opened for some time may be closed 
and allowed to recuperate while another is opened. 

Allowing only a limited number of tourists at any given time. 

Allowing only certain kinds of tourism, e.g. only trekking. 

Developing tourist facilities which are in harmony with the local ecosystems. Thus, 
for instance, alternatives to large-scale road construction in the hills, like bridle paths, 
cycle tracks, ropeways, etc. must be explored. 

Non-governmental organisations, especially ecological and adventure groups have an 
important role to play in this regard and their services should be availed of. 

In order to increase India's share in International tourism receipts the recommendations 
were: 

India should attempt to absorb a greater share in the spill over of tourism from Europe 
and North America which have reached a saturation level. 



India has the potential to attract the "off beat travellers" and efforts should be made in ~ o o d a m  poky m a d  ~ h m h g  

this regard. 

In key markets a national image-building and marketing plan should be launched by 
pooling resources of the various public and private agencies. 

Adequate resources should be provided to select tourist offices abroad; post officers 
with strong marketing orientation and professionalism. 

Technological development in the field ~f communications and computers should be 
used for establishing a Tourist Information Network. 

A Market Development Fund should be set-up with the purpose of promoting tourism 
and giving the travel trade a competitive edge in its marketing effort. 

'fie recommendations also included improvements in the existing organisational structure 
of the Department of Tourism, Government of India. 

The importance of human resources development was acknowledged in qualitative and 
quantitative terms. Hence certain recommendations were made to improve tourism training 
and education. 

29.4.2 The Eighth Plan 1992-97 

In May 1992, the Govt. of India tabled in Lok Sabha. The National Action Plan For 
Tourism which formed the basis of the Eighth Plan document (we will discuss NAP in 
Section 29.5 separately). Some of the major Eighth Plan recommendations in relation to 
tourism are: 

1) The future growth of tourism should be achieved mainly through private initiative. 

2) The role of the state in contributing to tourism can be: q 

i 

planning broad strategies of development, 

0 providing fiscal and monetary incentives to catalyse private sector investments, 

0 Devising effective regulatory and supervisory mechanisms to protect the interest 

i of the industry, the consumer and the environment. 

The focus and promotional strategy during the Eighth Plan should be on high spending 
tourists from areas like Europe, USA and Japan; Encouraging Private Sector to invest in 
developing tourist transport, etc. 

Infact the basic thrust in the Eighth Plan document is on encouraging Private Sector 

I participation and luring high spending tourists. 

Check Your Progress-3 

1. Mention the recommendations of the NCT in relation to environment. 

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

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

2. What is the trust in the Eighth Plan regarding tourism? 
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29.5 NATIONAL ACTION PLAN 1992 

In this Section we reproduce the Government of India's National Action Plan for 
Tourism: 

1. Objectives 

The objectives of the new Action Plan for Tourism are delineated below: 

a) Socio-economic Development of Areas 

Tourism conferred considerable socio-economic benefits to the community thereby 
uplifting the quality of life. It can further foster development even in areas where other 
economic activities would be difficult to sustain. 

b) Increasing Employment Opportunities 

Tourism industry generates employment, directly and indirectly, for about 13-14 million 
persons. Employment opportunities should be atleast double the present level before the 
turn of the century. 

C) Developing Domestic Tourism Especially for the Budget Category: 

Domestic tourists form the bulk of world tourist traffic. In India also, facilities for 
domestic tourists will be improved and expanded, particularly the budget category so as to 
ensure an affordable holiday for them. 

d) Preservation of National Heritage and Environment 

Tourism would be developed in a manner that our cultural expression and heritage are 
preserved in all its manifestations including support to arts and crafts. Preservation and 
enrichment of environment should also form an integral part of tourism development. 

e) Development of International Tourism and Optimisation of Foreign Exchange 
Earnings 

International tourism contributes substantially to foreign exchange earnings and keeping in 
view the country's requirements, tourism will be so developed that foreign exchange 
earnings increase from Rs. 2,440 crores to Rs. 10,000 crores by the end of the century. 

f) Diversification of the Tourism Product 

While retaining the traditional image of cultural tourism that India enjoys, diversification 
of the tourism product would continue, particularly in the field of leisure, adventure, 
convention and incentive tourism, thereby responding to the changing consumer needs. 

g) Increase in India's Share in World Tourism 

Presently the foreign tourist arrivals in India constitute only about 0.4% of the total 
foreign tourists movement all over the world. One of the objectives of the action plan 
would be to increase India's share to 1% within the next five years. 

2. Strategy for Development 

The strategy for achieving the objectives is outlined below: 

Improvement of tourism infrastructure. 

Developing areas on a selective basis for integrated growth along with marketing of 
destinations to ensure optimal use .of existing infrastructure. 



Restructuring and strengthening the institutions for development of human resources. Tourism policy and Planning 

Evolving a suitable policy for increasing foreign tourist arrivals and foreign exchange 
earnings. 

3. Improvement of Tourist Infrastructure 

The State has made substantial contribution in the service sector which is best left to 
private initiative and investment. The policy now would be to encourage private 
investment, both domestic and foreign, for accelerated growth. The role of Ministry of 
Tourism would be to conceptualise and deal with policy issues mainly. 

4. Accommodation 

Hotels form an important and vital segment of the tourism infrastructure in the country. It 
has been estimated that the present capacity of 44,405 hotel rooms in the approved 
category needs to be at least doubled in the next three years. The Government has already 
initiated steps in this direction. Fiscal concessions had been given under Section 80 HHD 
of the Income Tax Act whereby 50% of the income earned on account of the foreign 
exchange earnings of a hotel are exempt from income tax and the remaining 50% also 
exempt if reinvested in the tourism industry. This has had a positive impact on the pace of 
growth of hotels. However, this trend is particularly noticeable in metropolitan cities and 
commercial cities than in tourist destinations per se. In order to stimulate growth at tourist 
places also, the Government has given a concession that hotels set up in rural areas, hill 
stations, pilgrim centres and specified tourist destinations will be exempt from expenditure 
tax and 50% of income tax for ten years. 

The Government is also giving an interest subsidy on loans for construction of hotels. It is 
1% for loans upto 75 lakhs for 4-5 star hotels and 3% for all other approved hotels. The 
interest subsidy to all 4-5 star hotels and all hotels in the metropolitan cities will now be 
discontinued. In special areas and specified destinations, however, the interest subsidy will 
be increased to 5% for all 1, 2 and 3 star hotels to stimulate their growth. 

There are a large number of palaces, big and small, and havelies which can be very 
conveniently converted into hotels. Many of these are in a state of disrepair and their 
conversion into hotels will assist in preservation of this national heritage. It has, therefore, 
been decided to encourage the growth of these heritage hotels. In relaxation of their 
norms, the Tourism Finance Corporation of India will now advance loans for heritage 
hotel projects of Rs. 50 lakhs and above. The Government will also give an interest 
subsidy of 5% on loans advance for construction of new heritage hotels. A new scheme 
will be launched whereby this category of hotels will also be given a capital subsidy of 
Rs. 5 lakhs or 25% of the cost, whichever is less. For havelies located in rural areas, 
there is an added incentive of 10 year holiday from expenditure tax and 50% from income 
tax. It is hoped that these concessions will spur a rapid growth of heritage hotels in the 
country. 

r 5. Encouraging Domestic Tourism i 
1 

Measures are afoot to facilitate domestic tourism, a new scheme for development of 
camping sites will be started specially for the low budget tourists. Central assistance is 
being provided to enable State Tourism Development Corporations investing in tented 
accommodation and other facilities necessary for setting up adventure camps. A scheme of 
Paying Guest Accommodation will also be introduced in as many places as possible to 
provide affordable and hygienic accommodation, both for domestic and foreign tourists. 
Similarly, classification rules will be suitably altered to recognise apartment hotels as 
these also provide affordable holidays to the domestic tourists. Further, rules will be 
amended to provide for recognition to tour operators engaged in domestic tourism. In fact, 
it will be prescribed that all recognised tour operatorsltravel agents do a certain percentage 
of their turnover in domestic tourism. These measures will, no doubt, give a fillip to 
growth of low-budgeted tourism. 

6. Pilgrim Tourism 

Pilgrim flows account for a very large percentage of domestic tourism. Infrastructure 
.facilities for tourists for pilgrim centres need to be substantially improved. For this 



Totuhun: Planning and Policy purpose, the Central Government will earmark a sum of Rs. 5.00 crores as Central 
assistance every year to enable State Tourism Development Corporationslprivate 
entrepreneurs to set up or improve accommodation facilities, way-side amenities and 
transport systems at important pilgrim centres. 

7. Crafts Villages 

' h e  Surajkund Crafts Mela and Shilpgram, Udaipur, have been a tremendous draw with 
the tourists. Looking at the success of these centres, the Department intends to set up 
Crafts Villages in different pais of the country and provide a boost to the traditional 
handicrafts of these regions. 

8. Fairs and Festivals 

'Ihe fairs and festivals not only reflect the vast cultural heritage of India but have over the 
years become big attractions for tourists. These have been identified by the Ministry of 
Tourism and assistance is given to develop and publicise them to attract even foreign 
tourists. Fairs like Pushkar Fair, Sonepur Cattle Fair, Kite Festival, Alleppey Boat Race, 
Dussehra Festival in Mysore and Kulu and others have already become a big attraction for 
tourists. Ministry will give liberal financial assistance to develop these traditional fairs and 
festivals all over the country and promote them aggressively in the international markets. 

India's rich culture and heritage has been one of the major attractions for the international 
tourists who visit our country to experience different cultures, traditions and customs. At 
important tourist centres there are no structured arrangements for organising cultural 
evenings which could provide an experience or a glimpse of Indian culture to the visiting 
foreign tourists., It will be the endeavour of the Government to have a tie-up with the 
Zonal Cultural Centres for making arrangement$ at important tourist destinations to 
organise cultural evenings, son-et-lumieres, craft bazars, food plazas and fairs & festivals 
all round the year. Such activities will be organised in coordination with the Department 
of Culture and Archaeological Survey of India. 

9. Road Transport 

' h e  other important segment of tourist infrastructure is road transport. ' h e  Govt. will be 
importing coaches for Buddhist circuit in Uttar Pradesh and Bihar as also 300 
airconditioned units for the travel trade at concessional duties over the next two years. 
This will ensure that the tourist coaches are adequately equipped to meet the needs of the 
tourists. It is recognised that international quality luxury coaches/cars are essential for 
facilitating tourist movement to different parts of the country. Unfortunately most of the 
existing transport units are now old and have outlived the utility and need to be replaced. 
Government will introduce some suitable scheme by which this important felt need in 
tourism can be fulfilled. 

10. Travel Trade 

Travel Agents and tour operators constitute an important segment of tourism industry. 
Looking to the size of the country it is imperative to encourage the travel trade in such a 
fashion that more and more people could come within the fold of travel trade. It would be 
the endeavour of the Govt. to streamline and liberalise rules and procediures for 
recognising travel ageats and tour operators. 

11. Facilitating Tourist Movement I 
I 
1 

Government has announced liberalised charter policy and the Director General (Civil i 

Aviation) automatically grants permission expeditiously for charter flights in keeping with 
the guidelines prescribed. Charter flights have significantly added to tourism traffic to the ! 

country and it is hoped that they will be disbursed to tourism destinations in different parts I 

of the country. The recently introduced air taxi scheme will augment the efforts of the I 

national carriers and facilitate movement of tourists within the country. Foreign tourists 
are greatly attracted to travelling by the railways and the Palace-on-Wheels in Rajasthan 
has been an unqualified success. Govt. has recently announced a new tourist train on the 

I 

lines of the Palance-on-Wheels to operate in the coming tourist season between Ooa and 
Mysore. Efforts will also be made to encourage tourist movement by water transport. ' h e  
private sector will be encouraged to introduce cruises both river runs and along the coastal 
stretches. 



12. Foreign Investment 

Hotels and Tounsm related industry have been listed at Item-4 in Appendix-111 of the new 
Industrial Policy which provided for automatic approval of foreign investment in equity 
upto 51%. With this liberalisation it is imperative that special efforts are made to attract 
foreign investment in the tourism sector. The Government has set up a Committee under 
the chairmanship of the Principal Secretary to the Prime Minister to negotiate with parties 
abroad for investment in the country. Another Sub-committee to service the main 
Committee will be set up in this Ministry chaired by Secretary (Tourism) to obtain and ' 

concretise foreign investment in the tourism sector. 

Tourism Pollcy and Plnnnlng 

I 13. Convention Tourism 

Convention and Conference Tourism has assumed a great significance. In order to 
encourage convention tourism it would be desirable to set up fully integrated convention 
complexes in the country so that more and more international conferences and conventions 
could be attracted to India. It would be the endeavour of the Govt. to set up a convention 
city with all facilities of international standard. 

14. Developing Areas on a Selective Basis for Integrated Growth 

Hitherto Central assistance for development of tourism infrastructure to the States has 
been spared thinly over a large number of schemeslprojects. Consequently, the desired 
level of development in places which have high potential has not taken place. Given this 
scenario, it has been decided that instead of spreading resources thinly, only special 
circuits/destinations will be takcn up for intensive development. In the first instance Govt. 
has identified 15 circuitsldestinations for concentrated development both through Central 
assistance and investment by State Govtslprivate sector. These circuits are listed in point 
18. As and when these circuits/destinations reach the prescribed lcvel of development, new 
circuitsldestinations could be added so that there is a uniform spread of tourist facilities in  
different parts of the country. 

The Govt. In conjunction with selected State Govts. also proposes to notify a few Special 
Tourism Areas for integrated development of tourism facilities. The proposed Special 
Tourism Areas will be similar to the scheme of setting up notified Export Processing 
Zones designed to give a fillip to industries catering to export production. The selected 
Special Tourism Areas would have identifiable boundaries notified by the State 
Governments where land would be allotted for hotels and tourism related industries at 
concessional rates to prospective investors according to the Master Plan prepared. A 
Special Area Development Authority would be constituted by the State Governments to 
administer the Special Tourism Area with full delegation of powers under different 
statutes of the State Government. The Special Area Development Authority would prepare 
the Master Plan for the area and provide single window clearance facility to the investors. 
The State Government would provide basic infrastructure in terins of roads, transport, bus 
terminals wayside amenities, electrical grids, water supply. law and order and municipal 
services. The Central Govt. would provide infrastruclural support such as airports and 
airline services, railway stations, communications network and postltelegraphlbanking 
services. Both the Central and State Governments would grant exemption from specified 
CentraVState Taxes and freeze rates on water and electric supply for atleast 10 years in 
order to attract investment 

The selection of Special Tourism Areas would be done by the Central Govt. in 
consultation with those State Governments who are willing to offer the maximum facilities 
for the successful functioning of such Special Touiisin Areas. 

Special efforts will be made to attract foreign investment in these areas. 

A scheme for giving Assistance for Specified Tourism areas (ASTA) will be started to 
provide financial assistance for equity and other tourism related activities in such areas as 
are specified by the Government. 

The Government will lay special emphasis on the development of island tourism in places 
such as the Andamans and Lakshatlweep. A decision has recently been taken to selectively 



TcM~*~: P w g m d  P O W  open out some of the islands for tourism purposes. This will be done keeping in mind the 
carrying capacity and the need to preserve the environment. The emphasis will be on high 
value low volume tourism traffic to the selected islands and the facilities to be provided 
would blend with the natural beauty of the islands. 

15. Restructuring and Strengthening Institutions for Manpower Development 

At present there are 15 institutions of Hotel Management and Catering Technology and 16 
Foodcraft Institutes in the country. The combined turnover of trained personnel is 
estimated at 8,500 in the ammommodation and hospitality sector as against the annual 
requirement of 28,00 trained personnel. The Government will, therefore, restructure and 
strengthen the training programme to meet this shortfall. 

The Foodcraft Institutes which provide general training to the students have served a 
useful purpose in the initial years. There is an urgent need to supplement these activities 
with certain specialised Institutes like Chef Training Institutes. A National Culinary 
Institute will be set up to meet the requirements of trained manpower in the country and 
the region. 

The Institutes of Hotel Management and Catering Technology have fulfilled an important 
need and students from these Institutes find ready employment in the hotel industry. 
However, a survey has shown that these students take up jobs mainly in the metros. 
Consequently the hotel industry in the smaller places does not get trained manpower. To 
correct this imbalance, regional institutes would be set up. Students will be admitted on 
regional basis and encouraged to take up jobs in these aieas. 

The Indian Institute of Tourism and Travel Management will be strengthened both in staff 
and equipment to become the premier institution for providing trained manpower for the 
travel trade in the country. National Universities will also be involved in this effort and 
would be given financial and other assistance for introducing tourism courses in the 
country. 

16. Marketing and Overseas Publicity 

In the field of marketing and overseas publicity, the Department will coordinate its 
activities with Air India and other agencies operating in foreign countries to obtain 
optimum results. Emphasis will now be on direct promotion by way of going directly to 
the consumer. Familiarisation tours, joint promotion with departmental stores and other 
organisations; and assistance to tour operators promoting India will constitute the major 
planks of the publicity strategy. 

The marketing of India as a generalised destination has obvious drawbacks since foreign 
travellers do not get in depth focus of local tourist attractions. A major change in strategy 
is specific destination marketing which concentrates on specified circuitsldestinations in 
the overseas publicity programme. This year, for example, through special concentration 
on South India, tourism flows were increased by almost 35% to South Indian destinations 
and helped diversify tourism away from the traditional destinations. 

In many countries tourism trade fairs have become an annual feature where different 
segments of tourism industry inter-act with one another and.the tourism product is sold to 
wholesalers and retailers. Often a large number of consumers also participate in such trade 
fairs. In order to promote tourism to India a tourism trade fair could be held once in three 
years where the indigenous industry and foreign travel agentsltour operators could 
fruitfully interact. 

The Government have introduced tourist information service-TOURNET in their domestic 
offices and certain selected countries. It is proposed to make available a computerised 
multilingual tourist information service which could be installed at different outlets like 
airports, hotels and trade counters apart from the tourist offices of Government of India. 
The service could give instant information on mode of transport, food, accommodation, 
place of interest and cost of services in different languages to the tourists visiting the 
country. 



17. Summary of the Action Plan . Tourism Poucy and Planning 

Based on the prescriptions contained in the foregoing paragraphs, a sunlmary outline of 
the Action Plan for Tourism proposed to be implemented, is indicated in the subsequent 
paragraphs. 

The items which pertain to the Ministry of Tourism are as below: 

a) Creation of Special Tourism Areas as notified zones for intensive investment and 
development. 

b) Starting the Scheme for giving Assistance for Specified Tourism Areas (ASTA) for 
providing finances for tourism and tourism related industry in specified areaslcircuits. 

c) Special category of Heritage Ilotelslhealth resorts to be created and provided: 

technical/consultancy help, 

loans from financial institutions, 

interest subsidy, and 

marketing and operational expertise. 

d) Tourist trains to be started on important tourist routes based on the success of the 
Palance-on Wheels. 

e) River cruises to be operated in specified circuits. 

f) Revamping of foreign offices to make them more accountable in terms of specified 
targets. 

g) Information revolution; information system to be revamped to provide positive 
projection of India in all leading markets. 

h) Special airiinehotel packages for selected tourist destinations. 

i) Provision of information counter for airlines, trains, hotels, tourist information at 
major international airports. 

Items which pertain to other Ministries: 

a) Tourist facilities at major international airports: 

Immigration 

Customs 

Luggage 

Money changing facilities 

Airport coachesltaxis 

b) Liberalized charters through announced policy and automatic clearance. 

c) Open sky policy for routes on which Air India does not operate or operates in a 
limited fashion. 

18. Circuits-cum-Destinaticm Identified for Intensive Development 

A) Travel Circuits 

1. Kulu-Manali-Leh 

2. Gwalior-Shivpuri-Orchha-Khajuraho 

3. Bagdogra-Sikkim-Darjeeling-Kalimpong 

4. Bhubaneswar-Puri-Konark 

5. Hyderabad-Nagarjunasagar-Tirupati 

6. Madras-Mamdlapurarn-Pondicherry 



Tou-: M n g  a d  POU~Y . 7. Rishikesh-Narender Nagar-Gangotri-Badrinath 

8. Indore-Uijain-Maheshwar-Ornkareshwar-Mandu 

9. Jaisalmer-Jodhpur-Bikaner-Banner 

B) Destinations 

1. Lakshadweep Islands 

2. Andaman Islands 

3. Manali (Soland-Nalah) 

4. Bekal Beach 

5. Muttukadu Beach 

6. Kangra (Pong Dam) 

Check Your Progress-4 

1. What are the objectives of NAP? 

2. What do you understand by Special Tourism Areas? 

29.6 LET US SUM UP 

The Unit introduced you to the need of Policy formation and Planning in tourism. The 
Tourism policy of the Government of India was discussed to give you an idea about the 
process of tourism policy formation in our country. You will read about the role of State 
Government in Unit-27 of TS-2. Here we did not offer a critique of the policy and 
planning because partly it has been dealt in Block3 and the rest will be dealt in 
other courses of advance levels. However, we should take note of the ongoing debate on 
tourism development between the policy makers, host population, environmentalists and 
tourism activists. The Government should also devise methods for constant monitoring and 
evaluation of its programmes at the operational stage also. You should also keep yourself 
updated on latest policy decisions and declarations which are reported in newspapers from 
time to time. 



29.7 KEY WORDS 

Accretion 

Endeavour : 

Envisage 

Infrastmcture : 

Monitor 

Parameter : 

River Cmise : 

Subsidy 

Tangible 

growing of separate things into one 

effort 

contemplate as desirable or possible 

the basic foundations 

maintain regular guard 

measurable feature 

motorboat ride in a river 

money granted by the state to keep down the price 

clearly understandable 

29.8 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress-1 

1. Base your answer on Sec. 29.2. 

2. Pick your answers after reading the various steps of planning mentioned in Sec. 29.2. 

Check Your Progress-2 

1. Preservation of social and cultural values, socio-economic benefits, encourage 
domestic tourism, increrise in  foreign exchange, etc. Read Sec. 29.3. 

2. Read the passages related to domestic tourists in Sec. 29.3. 

Check Your Progress3 

1. Mention the concern expressed in this regard and measures to be adopted after 
reading Sub-sec. 29.4.1. 

2. Encouraging Private Sector and attracting high spenders from abroad See Sub-sec. 
29.4.2. 

Check Your Progress4 

1. Increase in employment; developing domestic tourism; foreign exchange earnings etc. 
See Sec. 29.5. 

2. Areas that have been marked for intensive development on selective basis, certain 
incentives and concessions are to be provided in these areas. See Sec. 29.5. 



UNIT 30 INFRASTRUCTURAL 
DEVELOPMENT 

30.9 Answers to check Your Progress Exercises 

30.0 OBJECTIVES 

After reading this Unit you will be able to: 

define infrastructure, 

understand its importance in quality management and the sale of a quality product, 

undersrand the concept of standardisation and its role in the promotional thrust of 
marketing a destination, 

identify solutions to bottlenecks and weaknesses in India so that your destination, 
fulfils its potential, 

appreciate the role of infrastructure in customer satisfaction, an important criterion in 
the demand led tourism system, and 

identify alternatives to mainstream view points. 

30.1 INTRODUCTION 

In different Units of this course you have come across the term infrastructure. Many a 
times you hear the views that lack of infrastructure slows down the pace of tourism 
development, etc. To make the attractions available to tourists certain basic infrastructure 
is needed. In this Unit we familiarise you with certain issues related ,with tourism 
infrastructure. After briefly discussing what is meant by infrastructure in tourism the Unit 
goes on the discuss the standards of infrastructure and its management. Various views 
expressed in this regard have been dealt with in the Unit. The Unit also points out the 
concerns left out in the Government policies for infrastructural development and also 
presents an alternative viewpoint. 

30.2 ASPECTS TO BE CONSIDERED 

Tourism has been restricted to certain small sectors of the market because the large scale 
movement of tourists has turned towards the supply, in greater quantities and at lower 
prices, of tourist services and products. Mass Tourism is characterised by its willingness to 
forgo quality in the interests of affordability. However, two interesting contradictions 
emerge when we take on the issue of infrastructure: 

1. Tourism expands the space of the tourist, and in doing so, brings into his orbit 
destinations which may be economically, socially and culturally different to the 



tourists home environment. Many tourists either cannot cope with these differences or Lnfrastructural Development 

find it extremely difficult. 

2. Tourism makes people change their daily routine by taking them away from home and 
yet they want to retain their "environmental bubble" by patronising an international 
airline, an international tour operator and an international chain of hotels. They like to 
travel in an incapsulated form, with airconditioning, secure in their language, culture, 
money and value system. This dilutes the economic and social benefits. One solution 
to these contradictions is for the state to show foresight and plan tourism development, 
so that tourism infrastructure and services will not produce results which hamper the 
residents from meeting their basic needs and yet achieve the objectives of income, 
employment and development. Tourism needs to be understood and supervised if it is 
not to become a danger to the community. This should include: 

t i i) Construction of a model to see the inter-relationship between tourism and other 
activities. 

I ii) Promotion of the beneficial effect of holidays with the domestic tourist. 
! 

I iii) Subsidy for tourism for workers and other less favoured sectors to win their 
I approval for tourism. 

iv) Analysis of the role of tourism in the national economy. 

, v) Legislation for establishing an adequate frame work for all possible aspects of 
tourist activity. 

vi) Provision of protection to tourists so that they may enjoy tourism under the best 
conditions. 

vii) Protection of the rights of individuals and communities at the destination and 
their share in the benefits. 

All these aspects have an important relationship with infrastructure in the tourism 
business. 

303 INFRASTRUCTURE 

The Lovely Planet Guide, an unseperable companion of occidential tourists to the orient, 
states that Malaysia, Singapore and Brunei "Offer the visitor a taste of Asia at its most 
accessible". This is because "transport facilities are good, accommodation standards are 
high, the food excellent (often amazingly good) and for the visitor there are very few 
problems to be faced 

Cheap and easy to get about in this region offers variety in geographical and cultural 
products (Beaches, mountains, rivers, wildlife, cities, people and food). This promotion 
would have been impossible without looking into the issue of infrastructure. 

What is infrastructure? 

Text books describe infrastructure as that which is located below the ground, to 
complement that which lies above ground. In the case of Tourism supply, this definition 
is very limited, because the tourist product is complex, without boundaries, spills over 
the globe and is not put together in a factory. Therefore, our definition has to be 
expanded to meet the needs of the tourism phenomenon. 

The Tourist product, physically located in a particular country, is the possession of 
mankind. The first aspect of infrastructure is freedom to travel; freedom of access. 
This involves international relationships, worldwide agreements, international policies, 
friendly relations and hostilities. 

?he tourist product within a country is not a separate enclave. There is a relationship with 
other sectors of national life: agriculture, forestry, manufacture, settlement pattern 
education, religion, trade, health and land use. Thus, the relationship is not just only 
between buyers and sellers of travel as tourism supply is a part of community life. This 
is because tourist oriented products and resident oriented products intermingle and 



Tau*: Planning and P ~ ~ C Y  overlap, for example in transportation, hotels, entertainment and culture, in parks, 
museums, sanctuaries, towns, monuments, walkways, sports facilities and places of 
worship. These are of equal importance to visitors and local citizens. The more a resident 
community takes pride in the improvement of its community the greater will be the 
strength of its tourism product. This is the second aspect of infrastructure i.e. the 
level of development of services to the community and the level of services offered to 
visitors. Thus, infrastructure can be defined as the policies and relationships that 
remove barriers or obstacles to free travel -visas, passports, currency language, 
international connections, information and promotion, and prejudices related to race, 
religion and gender. Infrastructure also includes water electricity, sewage disposal, 
gas, land, taxation policies and other social facilities and institutions that improve the 
quality of life like construction, transport, networks, communication facilities, judicial 
facilities and public security, law and order, education and training. 

Thus, infrastructure cannot be provided by the traditional or conventional business firm. In 
planned economies the distinction between the publiclstate sector and the conventional 
firm is not as crucial as in market economies. This is because profit and non-profit 
organisations are given different roles in market economies whereas in planned economy, 
maximisation of the social value of production is given greater emphasis. In a copntry like 
India, which has seen the increase in inequality in distribution of wealth, resources and 
development since independence, it is natural that the quality of the infrastructure for all 
sectors of the economy is very uneven. We can see this in Delhi which has seen the 
growth of slums and migration to swell its population beyond the carrying capacity of its 
infrastructure. Today 60% of its residents live in slums. In this situation, the strength of 
the tourism infrastructure has to be created independently, and at a great cost. It is for this 
reason that the National Action Plan, 1992 asserts that in the process of development, it is 
the Government that is going to provide the ingrastructure, while the private business firm 
is going to provide services like accommodation and transport. Thus, the Government will 
invest 13,640 crore, the public sector 11,600 crore and the private sector 13,860 crore to 
attract 5 million tourists. The Government and the Public Sector investments will be in the 
area of infrastructure whilst the Private Sector investment will be to increase 
accommodation and air capacity. 

Check Your Progress-1 I 
1. Define Infrastructure. 

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

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

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

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

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

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

2. Mention the relationship between infrastructure and tourism. 



30.4 INTERNATIONAL STANDARDS - 

Infrastntctoral Development 

Tourism, in the modem period, grew and expanded in Western Europe and America and 
80% of international tourism is concentrated in these areas. The top ten tourism 
destinations do not include the Third World. Similarly, these destinations are also the main 
tourist generating countries. Tourists, therefore, demand services that they are accustomed 
to at home. Thus, we have seen the western style hotel replace traditional accommodation 
and air transport replace rail and road transport. This is because the quality of the later 
conform to Indian standards which are of a lower order than those which have been 
developed for the sparsely populated industrialised countries which have access to and 
utilise 60% of the worlds resources. Similarly, airconditioning, running hot and cold water. 
safe drinking water and western standards of hygiene are an inescapable consequence of 
wanting to be a part of the global tourism market. 

The National Action Plan is quite clear about its objective; 5 million international tourists 
for whom Special Tourist Areas will be created in the least developed parts of the country 
(See Unit-29). 

Similarly 50 lakhs each will be spent on upgrading Golf courses in Bombay, Delhi, Jaipur 
and Hyderabad along with new Golf courses i n  Goa and the North East to provide sports 
facilities of international standards which are now determined by the Japanese and the 
Americans. The NAP completely ignores the theoretical guideline that the quality of life 
of the community strengthens the quality of tourist oriented products. Therefore, it does 
not prescribe any investment for domestic tourism services, except at pilgrim centres. The 
leisure and pleasure aspect of domestic tourism is ignored because Indian standards are 
assumed to be compromisable. Often one hears views like "if a hill station is crowded in 
the summer and no accommodation is available, I am not worried. The domestic tourist 
will sleep in the car or find his own way. Its the international tourist who must be 
provided for, because he spends money". 

This leads to a pressure on Third World destinations to organise, standardise and manage 
the supply aspect, since tourists are now moving out to the last periphery to seek quality 
experiences at a low price. To make this possible States and Governments are being 
advised by inter-governmental organisations like the WTO to standardise their services, 
and improve their quality to meet the social and psychological needs of the international 
tourist. 

30.5 MANAGEMENT OF INFRASTRUCTURE 

In this Section we shall look at primary sectors like energy, to develop a blue print. 

Energy is most essential to the tourism product. Many people have been critical of energy 
consumption and distribution to the tourism sector. Users have also demanded lower rates 
to ease the product within the competitive prices at other destinations. Solutions to the 
problem of energy should be sought in the search for alternative sources of energy and in 
the implementation of conservation measures. The alternatives to thermal-diesel sources 
include: 

Solar energy sources, 

Wind energy sources, 

Hydro Power sources, and 

Tidal Wave sources. 

However, research in alternative energy sources has not come up with any viable 
commercial form other than nuclear energy which has problems of safety. In a low .energy 
society the consumer must be made aware of the hi& cost of providing energy for 
services given to the consumer to avoid careless waste and to sensitise the tourist to 
the problems f a d  by such societies. 

Adjustments made in transport through the application of energy efficient technology are 



Tourism:Pl-gmdPoW' not only possible but also prevalent in tcday's world. The location and management of 
facilities and services can reduce losses and waste through proper planning and use of 
quality materials and an ingrained maintenance culture, so that extensive travel does not 
create excessive demand for energy. Certain steps to be initiated in this regard can be: 

1. Shift static users of power to alternative resources. 

2. Combine business and pleasure trips. 

3. Combine carriers to reduce waste, rather than encourage individual transport. 

4. Locate accommodation units near transport terminals. 

5. Integrate terminals of different modes to avoid waste by individuals. 

6. Develop Tourism circuits to shorten distance of tours. 

7. Consolidate or cluster developments at.resorts for easy access and energy 
conservation. 

8. Enhance attractions in cities where infrastructure is strong and historic sites, buildings, 
museums, theatres, sports facilities, unusual events and cultural attractions and local 
industries are well developed. 

In many countries, toll systems on roads discourage individual users. Similarly, car pools 
reduce pressure on petroleum resources. In National Parks, automobiles are parked at the 
entrance and battery operated vehicles or mass transit systems or walking are the preferred 
mode. However, alternative tourism. which seeks a more authentic experience for the 
tourist often puts and unsustainable pressure on the energy system. In such cases local 
traditions should be relied upon and low energy consumption could be the natural 
attraction. Similarly, concentration and clusturing at resorts can often impose urban 
architecture and an outlook which.destroys a natural att:action like a beach, a forest or the 
mountains. 

Since there is a close relationship between tourism supply and the national economy in a 
country like India, creating and managing the tourism infrastructure, in l i e  with 
international standards is difficult and expensive. Thus, franchising and management 
contracts provide the necessary knowhow to achieve the global outlook. Such 
arrangements include: 

architectural standards, 

special training programmes, 

computer reservation systems, and 

brand name recognition. 

This is popular in the transport and accommodation sectors. For government owned land, 
like a national park, agreements with private businesses can be in the form of a 
concession. The private business provides accommodation, food and other services, but 
under the control of the agency giving the concession. The advantage is that Govenunent 
can earn revenues without investing in the services and the local economy can benefit 
from the demand for goods and services. Recreation facilities can bz created for the public 
in greater numbers by sharing with the private sector an asset owned by the Govemrmnt 
but not developed by it. However, the tourist business is seasonal and the returns from 
such financial arrangements may be difficult to secure. Therefore, investors will be 
difficult to attract. That is why in India, in the tourism sector, there is a push for foreign 
investment. Foreign investment will only flow once government regulations are reduced 
and the policy towards such investment is stable. To avoid environmental degradation and 
public approval, not only a high degree of local participation is required but also on site 
supervision by a public agency. 

It must also be noted that International Tourism is highly susceptible to monetary 
fluctuations. This can also increase the negative risks in foreign investment. That is why 
India, like other destinations, is attempting to mobilise investment from its own private 
sector through a package of incentives to encourage tourism enterprise. 

'Lhese include: 

1 24 low interest and long term loans, 



Government subsidies for facilities in backward regions or special tourist areas, Infrastructura~ Development 

Financial arrangements like equity participation, tax reduction, tax exemption, interest 
rebate, duty free imports, and 

Land at low cost. 

All these measures should be qualified by the social and economic costs to the nation of 
investing in tourism supply instead of health or education. 

Check Your Progress-% r 
1. Explain the role of Public and Private sectors in the area of infrastructure, 

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

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

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

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

2. What do you understand by international standards in tourism? 

30.6 BOTTLENECKS AND SHORTCOMINGS 

Organised Tourism in India is a recent phenomenon. Because India's share of the world 
market is extremely negligible (0.40%) the travel trade has identified several problem 
areas and offered strategies to overcome these shortcomings. This is what we shall term 
the mainstream argument, since, Government policy is determined by the critique of its 
policies by the travel trade. As the team of travel writers, Rabindra Seth and Dharmarajan 
asserts "to ensure greater customer satisfaction the infrastructure which is admittedly weak 
in every aspect, ranging from airports to toilets, has to be strengthened. 

India has been known for its traditional hospitality and personalised services, based on its 
colonial tradition of Sahib log and the large labour force. However, what the tourist wants 
is efficiency and time saving, which only technology can give. The argument is, therefore, 
on how to retain the USP (Unique Sales Proposition) and yet modernise India's Tourist 
Product. 

What the mass tourist wants is also economy along with mass production. A country like 
India can not afford to spread its resources for tourism too thinly. To give a value for 
money product that will be not only competitive but also superior, we will have to look at 
the following areas: 

1.  Number of destinations to bring on the tourism map. 

2. Facilitation - visa, immigration, customs. 



Tourism: Planning and Policy 3. Airports and facilities and staff training; accessibility and cost of travel to India from 
a12 parts of the world; Availability of airports and air services from entry points to 
tourist destinations and capacity on Trunk Routes where business travellers compete 
for space, with tourists; Air worthiness of our fleet and safety as well as on time 
amval. 

4. Roads and surface transport to ensure standard sized airconditioned coaches, and 
tourist carsltaxis; Highways to access tourist attractions; Wayside facilities like cafes 
and rest rooms, petrol stations and repair shops, telephones and overnight 
accommodation. 

5. Hygiene in all matters, both personal and public. 

6. Accommodation to suit the taste and pocket book of a highly segmented demand that 
ranges from the youth hosteller to the high spender. Cleanliness and providing 
western facilities at all destinations; Water and electricity availability, safety and 
courtsey are other requirements. 

7. Trade Fairs and reciprocal Festivals for promotion. 

For this restructuring of the tourism industry many feel that incentives play an important 
role. However, experience points out, that what matters in the final analysis is the kind,of 
facilities provided to the tourist, whether a back packer or the up market varjefd. What is 
needed for India to take-off in the tourist market are available, clean, bygienic and 
comfortable facilities. This does not require the Government's intervention in the hotel 
and Travel Agency Sector, but the provision of smooth, surfaced roads, quality coaches 
and cars and a clean environment around monuments. These are the ground realities of a 
good tourist product, according to veterans of the trade. 

But what about income and earnings? How are these ground realitie~ to be achieved?lIn a 
situation where tourism targets are difficult to realise and the ewings  from tourism in 
dollar terms are going down, it is difficult to take appropriate steps, in time, to improve 
the product. It we are' to achieve the benefits of tourism, we have to ensure a better and 
balanced spread of the infrastructure. If funds are not forthcoming, then the privatisation 
process can be sped up and foreign investment sought to fill the gap between needs and 
resources. 

Whilst the trade supports the new approach to limit travel circuits, improve airports at 
tourist destinations and the introduction of air taxis and private airlines, there are still 
some areas that they feel have not been studied. These are: 

irksome taxes like road and luxury taxes imposed by State Governmenti, 

the debate over dual tarrifs (Re/$) by the hotel industry, 

medium priced and low cost hotels, and 

paying guest accommodation. 

This type of restructuring will help tourism planners to manage travel budgets, while 
covering the lead time required for the infrastructure to catch up. The stumbling block 
seems to be the issue of hygiene, telephone and meals - areas Europeans are not willing 
to compromise on. 

Similarly, the trade felt that support for Air India should not be expressed through a closed 
skies policy. After the failure of the Visit India year, when a lot of foreign airlines 
withdrew from Indian destinations, the travel trade is appreciative of the open skies policy 
of the Government which includes charter operations. In 1993, 605 charters brought in 
50,000 tourists. Another problem identified by the Travel trade is thy negative fall out of 
the term "Tourist Industry". This has repercussions in the Income Tax Act which denies to 
tourism services the benefits other services get, like depreciation. Secondly, it raises the 
power tarrif and denies to tourism incentives for energy conservation. Labour unrest, but 
particularly the pilots strike, also had an important role in giving our infrastructure a poor 
image because we had no alternative. Today the open skies policy has changed the 
scenario. The travel trade has also approved the broad outlines of the NAP. The states will 
now provide the infrastructural back up like roads, water, power and security. The private 
enterpreneur will invest in the services. However, their criticism relates to the over 



r 
1. Doubling of hotel accommodation within 3 years. 

2. Doubling of tourist arrivals within 5 years. 

I The reason for the trade's pessimism is based on the weakness of the infrastructure 
(absence of sites) and the complex bureaucratic procedures to ensure the best use of scarce 
resources. 

Whilst India does offer a variety of attractions, it is using its resources very ineffectively. 
Part of the problem is identified in the shortcomings of the approach adopted to market 
the tourist products overseas. The literature available is stereo-typed and often out of date. 
Information gathering and dissemination are highly professional activities, which require 
investment and training. 

At the TAM convention at Hyderabad in 1992, Inder Sharma identified the lack of major 
support from the community and the Government as the major bottleneck to the growth of 
tourism in India. For example, building a canal or a dispensary is more sat~sfying to the 
voter. TO change this situation, the need of the hour is a to make everyone believe that 
tourism is a national asset. 

As a fall out of the convention tourism, the highly competitive convention business 
opportunity has not been realised because of the need for a requisite infrastructure. For 
example the conference of Immunologists will bring 10,000 delegates to India. They 
require facilities of a convention city. Although Haryana has offered an 80 acre site near 
the international airport, the convention complex will take years to build. It requires a 
massive auditorium with the latest technology, committee rooms, attached hotels, shopping 
plazas, communication centre, entertainment centre and medical centre. However. at the 
moment, such facilities would have long periods of non-use which would entail high 
maintenance and replacement costs. 

Clubs a ~ d  weekend retreats can play a small role in overcoming these problems. The 
travel trade has also raised the issue of infrastructural weakness in unique eco systems and 
for adventure sports. The That desert, the Himalayan region and the North East have been 
identified as unique geographical areas which have remained undeveloped because of (a) 
difficult terrain and (b) security reasons. Now that inner line restrictions have been 
removed, improvement of the infrastructure and accessibility of destinations is underway 
with extension of airports, new accommodation units, rafting and adventure tools. 

The heritage town concept is bringing infrastructural improvement to the South. This 
involves conservation and protection of archaeological and architectural sites present in a 
large number of towns and villages. The planing also involves the provision of public 
amenities for tourists and pilgrims. Heritage hotels are a spin-off from this concept. In the 
first phase towns included are Marnallapuram, Kanchipuram. Chidarnbaram, Kanyakumari, 
Rameshwaram, Tharangambadi, Thanjavur, Kumbha Konam, Srirangam, Thiruhiani, 
Palam and Sriperumbudur. 

Kerala is one state where tourism is looking up, despite the lack of an international airport 
and shortage of quality accommodation. With the upgradation of the Trivandrum airport, a 
privately funded airport at Kochi and joint ventures in the hotel sector between KTDC and 
the Taj and Welcome Groups have helped to establish the primary stage of infrastructural 
development. The success of tourism in the state will ultimately depend on the planned 
growth of the infrastructure. However, given the resource crunch, selective development 
should be done to ensure effective and sustained development of destinations. 

Island resorts are to be developed in Lakshadweep and Andaman and Nicobar islands. 
Here, the problem lies in getting clearance from the Ministry of Environment. These 
islands can be made accessible by air or by sea, and the developer has to set up the entire 
infrastructure including non-conventional sources of energy, drinking water plant, sewage 
pipes, etc. This raise.s the question of economic viability of the project, since the 
Government's investment will be land given on long lease. One way out is to use luxury 
ships, both to transport and accommodate tourists so that environmental damage can be 
contained and the high level of investment on infrastructure can be reduced. Garbage 
disposal can also be contained so that the islands and the seas will not be polluted. 

Infrastructural Development 
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30.7 ALTERNATIVE VIEW POINT 

Tourism of the rich to the countries of the poor does not automatically lead to the solution 
of economic problems or developmental objectives. In fact, it is the policy maker, the 
provider of services and the tourist who benefit most and profit from tourism in the most 
undeveloped destinations of the world. The reasons for this are. 

The global division between the rich and the poor, 

Different cultures, attitudes and values, and 

Different ways of living and working. 

In the decade of 80's tourism related problems emerged because of serious cases of wrong 
development. In extreme cases it let to: 

1. Unpairment of the life support of native population groups because of the construction 
of tourism facilities, particularly fishing and agriculture, toddy tapping, etc. 

2. Environmental damage like bulldogging sand dunes, polluting sea water, cutting trees 
to build roads and lay other infrastructure, deforestation for the construction of 
accommodation and air strips, etc. 

3. Sex Tourism and child prostitution which bring diseases like AIDS to Third World 
countries where people can not cope with them because the health and awareness 
infrastructure does not cover their needs. 

4. Culture shock and Demonstration effects which do irreparable damage to faulty and 
community relationships. 

5. Tourist related crimes like eve teasing and drug trafficking. 

6. Resistance by the victims of tourism to the developments from above which are often 
not compatible with the reality of the local people and are certainly not implemented 
with their participation. 

7. Developing concepts of tourism that will be environmentally and culturally 
sustainable over a long period, and which should control and guide investments with 
greater responsibility and respect for people at the destination. 

9 
It is interesting to note that anti-tourism activists and networks have been successful in 
sensitising tourists from rich countries but have been unable to make their own 
governments become more responsible and open in their planning for tourism 
development. Whereas surveys of tourists indicate that they are willing to participate in 
holidays more in step with local conditions, including the consuniption of local produce, 
the policy makers and the industry, whilst paying lip service to alternative concepts, 
continue to advocate the kind of tourism that has already polluted the beaches of Bali and 
Thailand; brought about conflicts and resistance to the growth of golf tourism; focussed on 
the evil of sex tourism and child prostitution. In India the industry in a way promotes 
these "silent" evils, since we never study tourism impacts. As a young boy from 
Lakshadweep said "island people like to have a protective cover between them and the 
outsider, like a mask". The tourism lobby also projects only a positive image of tourism in 
justifying the expenditure on tourism and legitimising the kind of activities that are taking 
place under the umbrella of tourism. It is also known, from experience, that tourism 
succeeds only when the gap between the tourist and the local person is not very wide. 
The greater the difference in terms of income, access to resource, life-style and culture, 
the benefits of tourism are reduced. Secondly, in the NAP or the industry support that this 
new vision for tourism development is projecting, there is no mention of carrying 
capacity, a concept that every destination, location or site, has to determine for itself. The 
considerations should include: 

1. The degree of openness of the local social and settlement pattern. 

2. The infrastructure needs of the local population and priority these should have over 
the infrastructure needs (to be created from the base) of tourism. 



3. The social and recreational needs of the locd community, and the similar needs of Infnxstructaral Development 

the tourists. If the gap is too wide, tourism should not be pushed. 

4. How much income, revenue, and employment will tourism generate for the local 
people? This should have priority over the foreign exchange earnings that Central 
Government can earn to improve their balance of payments position. The average 
Indian is not linked to or involved in the economy where foreign exchange earnings 
are either meaningful or beneficial to him. This would involve an assessment of local 
problems and their solution via tourism development which must be evaluated before 
plans are made or implemented. 

I 5. The "weakness of the infrastructure" argument must be evaluated against the ground 
realities of the people's lives and expectations rather than those of the tourists alone. 

As we can see, the concept of infrastructure means different things to different people. 
In trying to solve macro-economic problems the Government often misses the micro- ! economic realities. The travel bade is in the business of profit and their investment in 
tourism is purely consumer oriented. They ignore the fact that often tourism kills itself. 
They become the handmaidens of destruction, because Travel Agents and Tour Operators 
are linked to the international system and to be in business they have to fall in line with 
the mainstream values of the Tourism System. However, tourism does have creative 
possibilities if one approaches the issues raised in the critique with awareness, concern and 
sensitivity. 

Tourism, as an advanced fonn of consumerism, depends on distant and unknown "others" 
to supply the needs of the tourist, whose money commands governments and the trade to 

I develop tourist products often at the expense of the resident. This dependence on money 
1 creates a culture in which individuals become bonded to the market, which is then called 
I "free" and the consumers choice a "freedom". 
I 
! In the industrialised countries few of the basic needs are satisfied locally. Items of daily 
I 
t consumption are rarely produced close to the place where they are to be consumed. 

Household goods, shelter, transport, leisure, entertainment and health care, all have their 
1 location in communities which are not going to be able to use them. The privileged of the 

planet can alone have access to such products. This form of free market enterprise 
demands an infrastructure that is not only coming at heavy price but also putting pressure 
on the ecology and the environment (Also see Unit 34). 

1. How should we develop the infrastructure? 

2. Identify the areas of weakness of infrastructure in India. 

.......................................................................................................... 
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30.8 LET US SUM UP 

The concept of infrastructure in tourism has different connotations in relation to different 
services. However, there is a distinct relationship between infrastructure and the quality of 
tourism product or service. Both the public as well as the private sectors have their role in 
infrastructural development. There are certain weaknesses of infrastructure when compared 
to international standards that are determined basically from the point of view of European 
or American tourists. However, there should not be a mad race to imitate the Western 
model with only high spenders in mind. Infrasmctural development should take place 
keeping in view the sustainable aspect and avoiding negative impacts on the environment 
or the host population. 

30.9 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress-1 I 
1. Take into account the specific needs of tourism mentioned in Sec. 30.3. 

2. See See. 30.3 

Check Your Progress-2 r 
1. Both have a vital role to play. The public sector, like providing essential infrastructure 

road, airport, water supply etc. and accommodation, etc. by private sector. See 
Sec. 30.5. 

2. Base your answer on Sec. 30.4. 

Check Your Progress3 r 
1. Mention in your answer a critique of the European model stressing upon our own 

resources. See Secs. 30.6 and 30.7. 

2. See Sec. 30.6. 
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31.0 OBJECTIVES 

When one mentions about tourism development or promotion, generally, the issues taken 
into account are the Government Policy, role of travel trade, infrastructural development, 
etc. However, in this Unit our objective is to draw your attention towards the role of local 
bodies and officials. After reading this Unit you will be able to: 

a know about the evolution and functions of local bodies, 

a recognise their importance in relation to tourism development, and 

a understand why there is a need for improvement in their functions. 

31.1 INTRODUCTION 

Let us examine the following two situations: 

1) A group of tourists was to spend three days at destination A: 

Two days before their departure comes the news that cases of gastro-entrites have 
been reported there and the water supply was affected. The municipality was being 

I 
held responsible for this. The group cursed the municipal authorities. However, the of 
visit was changed to destination B. 

The local population of destination A, besides facing health hazards also suffered 
I economic losses because the money these tourists (along with many others who also 

must have either changed their itinerary or dropped the idea to visit) would have spent 
there was now spent at destination B. 

2. At destination C everything is fine and running smoothly. Suddenly large number of 
tourists start amving. This leads to: 

a traffic chaos, 

a water scarcity, 

a parking problems, 

a shortage of eatables, and 

increase in prices, etc. 

The local body and officials responsible for administering the town are blamed for this by 
both, the residents as well as the tourists. 



Tourism: Planning and Policy There are and can be many more situations like this. Hence, it must be noted that the role 
of local bodies and officials is crucial in tourism planning and development. 

Many developers and planners ignore this or turn their eyes away. This is disastrous in the 
long run. 

This Unit attempts to highlight the role and functions of local bodies in tourism 
development, sustenance and promotion. It pinpoints their failures and weaknesses, locates 
the reasons for this and suggests measures for improvement. 

31.2 LOCAL BODIES IN INDIA 

Today, in India, we have various kinds of local bodies functional in their respective areas. 
For example, Municipality or Municipal Corporations, village panchayats and zila 
parishads, etc. These are representative bodies for the members are elected from among 
and by the people. Besides these there are certain other bodies also at the local or regional 
levels which cater to the development needs of the area. For example, Delhi Development 
Authority, Gathwal Vikas Matidal, etc. In the following Sub-sections we look at their 
evolution, functions and relationship with the state. 

31.2.1 Evolution 

The evolution of local self government and local bodies in India from the pre-historic 
times to the present has a chequered but a fascinating history. They emerged through 
various stages and phases with regional and local variations. For example the ruins of the 
Harrappan civilisation testify to an efficient and organised municipal organisation of a 
township. The jataka stories mention flourishing townships. The Arthashastra of 
Kautilya gives details of municipal as well as rural administration. The Vedic and Sangam 
literature have ample references to local bodies. 

In pre-independence India statutory institutions were established in the area of urban local 
self government. Ever since the establishment of the Madras Municipal corporation there 
has been a proliferation of municipal bodies. 

After independence the Government of India gave due weightage to the principle of local 
self government and a number of improvements were introduced in this regard. Today the 
local bodies, urban as well as rural, have a vital role in the process of development. 

Before we go further into the functions of local bodies it is worth mentioning that the 
urban areas are administered by different types of local bodies: 

Corporations, 

Municipalities, 

Boards, 

Town Area Committees, and 

Notified Area Communities, etc. 

Besides many other characteristics like density, population, occupations, amenities etc. the 
1961 census, while defining a census township, included places of tourist importance 
which have been recently sewed with all civic amenities. 

Here one must remember that local government is a state subject as per the Constitution of 
India. Hence, these bodies are created through legislation by the State Government. The 
functions and responsibilities are all defined in the legislation and they vary state to state. 

31.2.2 Functions 

As a matter of fact, functions to be performed by the municipal committees and the 
municipal corporations are similar in nature. The real difference lies in their powers and 
resources. Their jurisdiction and area of operation increases when the municipalities are 
raised to the status of municipal corporations. The functions of local bodies can be divided 
as: 



obligatory functions, and 

discretionary functions. 

The former comprise: 

supply of whole some water, 

construction and maintenance of water works, 

construction, maintenance, naming and numbering of public streets, 

road transport services, 

lighting and cleaning of public streets and other public places, 

removal and disposal of filth and rubbish, 

construction, maintenance and cleaning of drains, public latrines, toilets, etc. 

removal of obstructions and prajections in or upon public streets and other common 
places, 

securing or removal of dangerous buildings or places, 

establishment and maintenance of hospitals, maternity and child welfare centres, 

preventive measures and checking of dangerous diseases, vaccination and inoculation, 

registration of births and deaths, 

regulation of places for the disposal of the dead and provision of places for this 
purpose, 

provision of primary education, 

maintenance of fire brigades, 

control and regulation of eating places, and 

publication of the Corporation's reports. 

Local Bodies, OfGcials and 
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The discretionary functions include: 

construction and maintenance of public parks and gardens. 

public housing, 

plantation and care of trees and flowering bushes on road sides and elsewhere, 

destruction or detention of stray dogs and other animals causing nuisance, 

survey of buildings and lands, 

reception of VIP's, 

celebration of national days, 

registration of marriages, births and deaths, 

organisation and management of fairs and exhibitions, 

relief of destitute and disabled persons, etc. 

ThP, obligatory functions as enumerated above can be epitomised into four main types: 

i) public health; 

ii) public safety and convenience, 

iii) medical and public works, 

iv) sanitatign and conservancy 

These functions have to be necessary performed and for which budgetary provisions have 
to be made. Failure to perform them can empower the state government to supercede the 
body. 
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Urban local bodies are institutions for administrative decentralisation created by the State 
Government through the Municipal Acts. The relations between the two are governed by 
the provisions of the Act. There are four reasons as to why state should exercise control 
over local bodies which are theoretically considered autonomous: 

i) Local bodies are created by the State Govenunent. 

ii) As part of the state there is need for homogeneous development of all the areas which 
can be ensured by the state. 

iii) Technical skills and experience reiquiied in nation building activities are not available 
through the local bodies and they have to be provided by the state. 

iv) State Govemments provide financial assistance to local bodies which implies control 
by them to ensure that the money is properly utilised. 

Whatever be the rationale, the major objective of control and supervision by the State 
Govemment is to ensure efficiency in the performance of functions by the units of local 
Govemment. But what is important is that guidance and control should not be 
negative. It should not restrict the initiative, discretion and assumption of 
responsibiiity by the local bodies. On the other hand, this should strengthen their 
confidence and enable them to assume more responsibilities. Therefore, there is need for a 
high degree of cooperation and coordination between them rather than acrimony. Several 
criticisms are also offered in regard to the state control. There is a feeling that the strangle 
hold of the state governments over the local bodies is too extensive which cuts at the roots 
of the principle of local autonomy. Two arguments are advanced in this connection: 

i) The resource base of the local bodies is shrinking and state governments have been 
doing little in this regard. 

ii) The powers of suppression and dissolution are being indiscriminately used against 
local bodies. 

For example, in 1989 out of 73 municipal corporations in the country 39 were superceded 
at different points of time. Some of them were superceded almost two decades ago. 

This is indicative of the extent of control exercised in the states over the local bodies. 
Many committees have recommended measures to strengthen the resource base and 
also the capacity of these institutions. Acceptance and implementation of these 
recommendations would go a long way in ensuring cooperative relations between the state 
government and urban bodies. 

Check Your Progress-1 I 
1. Mention the functions of local bodies. 

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

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

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

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

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

.......................................................................................................... 
2. Give arguments for and against the control of State over local bodies. 

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

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

.......................................................................................................... 
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31.3 LOCAL BODIES AND TOURISM 
\ 

Initially, the role of local bodies in tourism development was not accounted for by the 
planners and developers. The policy formation was done at national or state level and the 
local bodies were ignored in this regard. The tendency has been to thrust projects from 
above leading to complaints later on that the local body is not cooperative or creates 
hurdles. Most of the local bodies also are not aware regarding their functions and 
responsibilities in this regard. Of late, they are becoming conscious regarding their role 
and rights. Their relevance in destination development and sustenance is being recognised 
at top levels also. In fact there is a direct correlation between tourism and local bodies. 

It is acknowledged that tourist resorts, motels and other places of historical significance 
and natural beauty are possibly able to attract large number of tourists if the environment 
around the site is hygienic, well developed, neat and clean and properly maintained. For 
this the onus is on the local bodies. In the following paragraphs we discuss the areas that 
have to be managed properly by the local bodies for tourism development. However, it 
must be noted that these areas are to be looked upon not just because of tourism. They are 
in any way a part of the normal functions of the local bodies. 

1. Roads, TrafTic Signs and Directions 

The inner roads, pavements, etc. within a cityltown are developed and maintained by the 
concerned local body. By and large it is found that the conditions of such roads is not 
upto the mark. Besides, one often finds blockades and encroachments in the form of 
unauthorised settlements. Animals sitting in the midst of roads is a common scenario in 
every city. All these interrupt the smooth flow of traffic and cause jams and congestions. 

Lack of display of traffic signs is another aspect which needs attention alongwith 
directions and indicators. These are either absent or if put up they are not repainted for 
years making them unclear or unreadable. Also, there is hardly any inspection done as to 
check that some one has not tampered with them. Imagine a situation when a tourist has to 
go to place "A" but he reaches place B following the directions given for p lqe  A as they 
had been tampered with. Providing street lights at proper points is another area to be 
looked upon. 

2. Sanitation and Toilets 

Tourists visit a destination for pleasure and enjoying a healthy environment. If the 
standard of civic amenities is poor, garbage disposal or waste collection is not proper, path 
ways are dirty, etc. the destination earns a bad image. At the same time such problems 
arise because of tourist influx also. Many tourists are not sansitised to keeping the 
environment clean. They add to the garbage problem of the local bodies. Dustbins are a 
rare sight. Hence, it is vital that proper steps are initiated in this regard. 

Lack of toilet or dirty toilets is a major problem at destinations. 'The Tourism Industry 
has been raising this issue for a long time now without much,improvement. It is high time 
that the local bodies take this issue seriously. 

3. Water Supply 

Adequate supply of water is a serious problem and the overcrowding at destinations has 
added to the miseries of the locals. At places this has generated tensions also between the 
locals and the tourists because of the water supply being directed to cater the tourists 
needs and regulated supply to the locals. Many private resorts have made their own 
arrangements but the problems remain acute. In fact among the tourists it is mainly the 
low budget tourist who suffers in this regard. Though portable or bottled mineral water is 
available at most of the destinations, water is required for other purposes also. 
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Proper maintenance of parks, benches at proper spots, shelters from Sun and rain, 
plantations and adequate parking space along with recreation facilities adds to the 
attraction of a destinations. Providing these facilities comes very much under the purview 
of local bodies. 

5. Pollution 

It is the prime tasks of the local bodies to keep their area free from pollution of various 
types (In Unit 34 we have mentioned the areas in this regard). 

6. Health Hazards and Medical Aid 

The broad objectives of health programmes in India are to not only check and control but 
also take steps for doing away with the communicable disease. Besides, local bodies are to 
provide curative and preventive health services in their areas Number of mosquitos and 
flies, dirty water accumulated in drains and pots, unhygienic ways of preparation of 
eatables, unhealthy arrangements for marketing and serving of eatables, etc. pose serious 
health problems. Tourists often feel at almost every place of importance that su,ch features 
are prevalent. Local bodies concerned must see to it that proper and hygienic conditions 
are maintained.Similarly, centres to provide medical aid should also be opened. 

7. Shopping Centres 

Neat, clean, well-maintained shops, etc. attract the attention of the tourists. A well-set 
market rather adds to significance of the tourist site. It is obligatory on the part of the 
local bodies to see to it that shops are in their proper areas, meaning thereby thet, no 
encroachments are made whereby traffic is affected. Shops must display rates of the items 
to be sold so that people are not fleeced and required items are available. Unfortunately, 
the situation seems to be reverse at most of the places. A visit to any tourist place will 
make you feel that shop keepers have their own rates. The :ouristshave no option but to 
buy at their whims. But in the long run this brings a bad name to the destination. 

8. Local Transport 

Providing local transport in the cities and towns and also from the citiesttowns to the 
places of tourist interest is the responsibility of the local bodies concerned. Such a 
transport facility will save the tourists from considerable botheration. What is seen is that 
local transport service at sizeable places is not upto the mark. There are no fixed timings 
and the condition of the vehicles is also bad. Local bodies must endeavour to im~rove 
upon the local transport services and ensure that there is no over charging. 

9. Security, Law and Order 

Though maintenance of law and order is a State function yet the local bodies can extend 
their fullest co-operation to the District Police for maintaining proper law and order. Any 
place which is insecure and has problems of law and order would never be able to emerge 
as an attractive tourist destination. For the promotion of tourism it is essential that the 
place is secure, safe, and free from disturbances and disorders. At the same time local 
bodies should take steps to check such crime which generates with tourist activities (See 
Unit 34). 

REASONS FOR POOR PERFORMANCE 

We have discussed abovt; certain important but basic fuactions sf Iocal bodies which also 
have a bearing on the promotion of tourism. It is a commonly believed fact that no 
organisationlunit does harm to its own interests. There are always certain reasons and 
factors responsible for not coming upto required expectations. Before pointing out the 
reasons for poor performance of local bodies in promoting tourism, it would be 
appropriate if we bring to light some of the issues which do establish the need for the 
involvement of local bodies in tourism promotion and development. These are as follows: 







i) If a tourist resort is promoted, or in other words, proper conditions are made by the 
local bodies to attract tourists to a place of prominence falling within its jurisdiction, 
it will provide a sense of pride to the locals. 'Tourists coming from a number of 
distant places, in and outside the country, would be able to know of the place. 

ii) Local elected body is a body of, for, and by the inhabitants of local area. An increase 
in tourism would bring direcvindirect benefits to the local inhabitants in the shape of 
earnings from marketing, sale of eatables. sale of locally manufactured goods, by way 
of service-charges, etc. thus, giving a boost to local economy. 

iii) In today's context a major reason is to enhance the sustainable capacity of the 
destination and check what are termed as the negative impacts of tourism. 

For attaining some of the benefits as discussed above, the local bodies have to make use 
of their own resources. Looking from another end, providing for basic facilities like, 
water, better sanitation, eradication of communicable diseases, etc., are the obligatory 
tasks of the local bodies in relation to their own people. Therefore, by doing so they are 
not in any case directly attempting to promote tourism but by not doing so it certainly 
directly affects tourism. It would be appropriate to point out some of the major reasons for 
the local bodies not doing so. These are: 

i) Poor Finances 

It is very difficult to provide for any service or to undertake any function without 
proper finances available. Unfortunately, Indian local bodies have always been 
wanting of adequate and required amount of finances. This dissuades the bodies to 
take up maintenance as well as developmental tasks. Further more, there is 
misutilisation of the funds also. The finances available are not put to utilisatior. on 
required areas of priority. 

ii) Lack of Incentive 

Tourists approach a particular tourist spot/resort in a city/town/village. They spend 
heavily over there on acco~~nt of staying as well as eating. Profit earned through it 
goes to the Agency concerned. whether private or governmental, and no share from 
that is given to the concerned local body. It amounts to a pitiable situation wherr the 
tourist agency wants the local body to provide roads, parks, shops, etc. but nothing 
out of the profits earned is passed on to the local bodies. 

Rather, the Tourism Industry has. always been critical of local tariffs or octroi. 
Nothing goes as maintenance or developmental fund to the local bodies. Hence, it is 
not surprising that they lack in  taking up the tasks of tourism promotion. 

iii) Local bodies and officials, both elected as well as civil servants, have their own 
interests and politics. Very often development programmes are taken with short term 
gains in mind. Lack of long term perspective stands in the way of maintaining or 
developing works/activities contributing to the promotion of sustainable tourism. 

iv) There is mismanagement of the activities undertaicen by the local bodies. The local 
bodies functionaries are neither well qualified nor properly trained to perform the 
assigned duties appropriately. They lack the sense of commitment and dedication to 
the employer organisation. Further more, neither the jobs are designed nor the goals 
fixed keeping in view the targets as well as social factors. All this results in 
mismanagement of the affairs which leads to poor performance of the local bodies. 

V) At times the local bodies and the state administration, existing at the DistricvCityl 
Sub-division/block levels, are not having sound workable relationship. Lack of cordial 
relations affects the performance of both whereby the tourism promotion also faces 
challenges and problems. 

vi) Another factor is on account of political implications. Supposing the party in power at 
the state level is different than the party in power at the local level. the later hardly 
gets support of the State Government in developing the area. Furthermore. at the local 
levels also when there are different political groups trying to serve their own interests 
the performance of the local bodies is hampered. 

L o d  Bodies, Offldals and 
Tourlsm 



Tourism: Planning and Policy vii) Officials - Elected Representatives Relationships 

Every local body has elected representatives as well as professional permanent 
officials. Often it is found that relationship between these two wings, that is, the 
Deliberative and the Executive, is not as it should be. At times lack of mutual trust 
stands in the called for performance of the local bodies. 

viii)By and large the local inhabitants are not involved, to the extent needed, with the 
functionaries of the local bodies. No scheme can be executed successfully unless the 
citizens co-operation and involvement is there. In many cases the local bodies suffer 
on count of lack of such help and co-operation being provided by the inhabitants of 
the local area. 

31.5 MEASURES FOR IMPROVEMENT 

We list here some measures for improvement. 

1) Strong financial position of the .local bodies. 

2) Share of earnings of a tourist resort passed on to the local bodies. 

3) Sound leadership of the local bodies for having long term perspective. 

4) Active involvement of local bodies in resort development and tourism awareness 
programmes. 

5) Friendly relationship among local elected representatives and officials. 

6) Local bodies-District Administration co-ordination. 

7) Co-operation of the citizens. 

8) Good relations between local bodies and Tourist Resort Management. 

9) Giving due importance to environment preservation, etc. 

But the most crucial aspect for any destination is to decide its carrying capacity (See Unit 
34) and this should be done by the local body. This will not only increase the life of the 
destination but also ease the pressure on local resources and residents. 

Check Your Progress-2 1 
1. Suggest measures for improvement. 

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

2. What are the reasons for poor performance? 



I 31.6 LET US SUM UP 

Places of tourist interest are significant and important for the overall healthy and faster 
development of a local area. Local bodies should play a major role in promoting tourism 
by undertaking required maintenance and developmental tasks. Reasons responsible for the 
poor performance of local bodies could be taken care of by more vigilant and properly 
framed policies and work mechanism adopted by the local bodies. The local bodies should 
determine the nature, type and pace of tourism development in their regions. They should 
also take up tourism awareness programmes regarding beneficial as well as negative 

F impacts. At the same time the destinations must get a share from tourism earnings to be 
used for the benefit of local bodies as well as residents. 

b 

31.7 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress-1 r 
1 1) Base your answer on Sub-section 31.2.2. 

2) Take into consideration finances, link with over all development, the question of 
autonomy, misuse of power, etc. to answer. See Sub-section 31.2.3. 

Check Your Progress-2 r 
1) Increase in earnings, more powers, better coordination etc. Base your 'answer on 

Section 31.5. 

2) Lack of share in earnings from tourism, no incentives, etc. See Section 31.4 for your 
answer. 

Local Bodies, Ofnaals and 
Tourism 
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32.0 OBJECTIVES 1 
1 

This Unit introduces to you the debate on the objectives of tourism viz. between 
development and dependency. You will, after reading this unit, understand: 

d 
the background of this debate, 1 
a critiqile of the development - dependency model, and I 
the growth of tourism in the Third World and ii~ternational concern regarding the 
same. 

32.1 INTRODUCTION 

"The most promising, complex and under-studied industry impinging on the Third World" 
- that is how the international scene in tourism has been described by Louis Turner. In 
the three preceding Units (29, 30 and 31) of this Block we discussed the tourism policy of 
the Government of India and the infrastructural development in this regard along with the 
the role of local bodies. We now take you on a more analytical path. In the present Unit 
we bring into focus one of the vital questions i.e. whether the growth of tourism in the 
Third World is an act of impingement by the international tourism? Conversely, does the 
growth of tourism simultaneously mean development for the Third World? Many tourism 
activists and researchers have raised these questions which can no longer be ignored in 
tourism policy formation or development. We have addressed these questions in the 
Sections that follow. 

32.2 DEVELOPMENT - DEPENDENCY DEBATE 

Although tourism claims to bring substantial economic benefits to many poorer nations, its 
critics emphasise the role of tourism in perpetuating and deepening the gap between the 
rich and the poor. 

To understand the critics, it ,is necessary to examine the reasons underlying the critique: 
the subject of Third World economies itself, as well as the structure of international 
tourism. 



32.2.1 Essential Features 

During the mid 1960s, a school of' thought known as 'dependency theory' emerged 
amongst Third World scholars, especially in post-colonial nations of Africa and Asia. 
They emphasised that though colonialism was no longer a political reality, it continued to 
exist in the form of new economic relationships -- particularly of trade and commerc:e - 
between First World and Third World nations. 

Third World Countries have become more dependent on the rich, industrialised nations of 
the West since World War Il. Our resources and labour force are used to produce goods 
for an export market, thereby contributing to the growth of a global market economy. 

i At the same time, the terms of trade favour the West, resulting in a inassive drain of 
foreign exchange and transfer of capital from the poor to the rlch nations. The trading 

I houses, the shipping companies which transport manufactured goods, the banks which 
b finance ;.iternational commerce - practically all of these are controlled, if not owned, by 

the rick Nestern nations. 

The tourism industry is one which has a truly international structure, in that the majority 
of its infrastructure are owned or controlled by Multinational Corporations (MNCs, also 
known as TNCs or Transnational Corporations). The most visible examples are of 
course hotel chains; Hilton, Holiday Inn. Sheraton, Hyatt (all US-based). Trust House 
Forte (UK), Kempinski (Germany), Club Med. and Le Meridien (both French), as well as 
Indian chains such as the Taj and Oberoi. 

Hotel chains are often linked with international airlines, tour operators, or other business 
enterprises. While in some cases, a hotel chain is directly controlled by a single airline 
(such as the TWA-Hilton relationship). It is common to find several airlines, tour 
operators, industrial houses or even governments sharing ownership interests in a hotel 
chain. In India, an example is that of Air India's ownership of the Hotel Corporation of 
Indian (which runs the Centaur group of hotels). 

The combination of hotels, airlines, tour operators and ground agencies into a single 
structure is know as 'vertical integration' of the tourism economy. Apart from the obvious 
convenience of management and operation, such structures essentially serve to create and 
reinforce possibilities for profit maximisation. 

Thus, it is possible for a tourist to leave Japan on JAL, be transferred from a Third World 
airport by a Honda car to a Japanese-owned hotel. to be accompanied throughout his or 
her tour by a Japanese guide (from Japan, not just a local who speaks Japanese), eat at 
Japanese-owned restaurants, shop at a Japanese supermarket, and return by JAL to Tokyo, 
in order to tell his or her friends what a wonderful place the Third World is. 

Given the complexity of the global economy, it is likely that the above story is a 
simplification of reality: for example, the car could have been a Mercedes, the hotel a 
Club Med. and the restaurant a McDonalds. What is inescapable, however, is that 
ownership, control and therefore benefits, from Third World tourism, accrue mainly to the 
rich, indusuialised nations from where the tourists originate. 

32.2.2 A Critique 

The question that critics raise, then, is that: if, as it is claimed, tourism brings economic 
benefit to a host country, who really profits from it? What is the real income retained in 
the national exchequer, when a large proportion of the earnings are funnelled back to 
MNCs, airlines, tour operators and others in he First World? 

Tourism is an export, and like all other exports, earns foreign exchange for the country 
which exports it. Therefore, when a tour group visits India, the product purchased is a 
holiday in India (its components being accommodation, food, sightseeing, local travel, 
entertainment, shopping, recreational facilities, etc.) Their expenses for the holiday form 
the foreign exchange earning component for India. 

In order,to provide tourists the kind of facilities they are used to, a Third World country 
often h h  to spend large amounts of foreign exchange,. and these outflows are known as 
'leakages'. (Also see Unit 33). 

Development, Dependency and 
Manila Declaration 

I 



Too* PI-g mdpouc~ Leakages take place on a variety of counts: 

imports of goods and services by tourist hotels (such as food, beverages, machinery, 
furniture and fittings, crockery and cutlery), airconditioned cars and buses, 

international promotion and advertising, 

contractual and service fees, 

commissions to tour operators abroad, 

salaries of foreign personnel, 

repatriation of profits by foreign hotel owners (as well as foreign exchange earnings 
retained abroad, such as on advance bookings made in the originating country), 

imports of film, cameras, accessories, water and winter sports equipment, and so on. 

Leakages vary in different Third World destinations, depending on the quality and 
availability of local goods and Infrastructure, as well as the quantum of domestic capital 
investments in tourism. Whereas in India, leakages are of a relatively low order, they are 
known to be as high as 45 percent (of gross foreign exchange earnings) in the island states 
of the Caribbean, and a 1983 study in South Korea estimated tourism leakages at nearly 
51%. (Evelyne Hong, See The Third World While it lasts, Consumers -4ssociation of 
Penang, Penacy, 1985). 

Another factor which contributes to leakage is repayment of loans taken on tourism 
account. From the 1960s onwards, international lending agencies such as the World Bank 
(IBRD) and its affiliates the International Finance Corporation (IFC) and the International 
Development Association (IDA) have actively promoted tourism development in the Third 
World by providing a variety of loans and subsidies for hotels, roads and airports, 
provision of water and power supply and so on. Ironically, these agencies promote tourism 
development as a means of repaying external debt, in the context of the growing balance 
of payments crisis that many Third World nations face. What is seldom stressed is that the 
loans made for tourism also have to be repaid, adding to, rather than solving, the debt 
crisis. 

Therefore, figures stating gross foreign exchange earnings from tourism can be 
misrepresentative unless leakages are taken in to account. Statistics often hide the real or 
net earnings which can be arrived at by deducting leakages from gross earnings: 

Gross foreign exchange earnings 

- Leakages 

= Net forsign exchange earnings 

Although this carcutation is a relatively simple task, the question regarding why its results 
are seldom offered publicly is one which is rarely asked, and even more rarely answered. 
However, a closer knowledge of the economics of foreign exchange earnings by tourism 
will reveal the political imperatives of presenting just the gross figures. 

In the area of,employment critics point out that the promotion of tourism as a panacea for 
unemployment in a developing country amounts to an avqidance of the real factors behind 
the phenomenon of unemployment. Unemployment is a complex topic linked to larger 
questions of land relations, terms of trade between agriculture and other economic sectors, 
education, demography, modernisation and urbanisation, and in our country, questions of 
caste, creed and linguistic communities as well. 

For example, modernisation and urbanisation have played a key role in changing 
employment paterns in many developing countries since the 1950s onwards. With 
increased educational opportunities - even for a priviledged minority - there has been a 
steady out migration from the agricultural sector to the industrial and service sectors. This 
has left the agricultural sector with a work force which is aged, not-so-able-bodied, and in 
general, not as efficient as it would otherwise be. 

In addition, pressures on land have also contributed to out migration, where less and less 
land is available for cultivation, even for those who must work on others' land (landless 
labour). While they lack the educational and other advantages of the middle classes, they 



too have migrated to cities seeking elusive jobs as low-skilled workers in factories or Development, Dependency and 

ending up in the ranks of the unorganised sector. 
M d a  Declaration 

In this context, tourism, a service sector industry, provides the migrant workers with some 
form of employment and earnings, even if such employment is not within the organised 
sector (See Block 3 of TS-I). 

For tinose who are lucky enough to find a regular job in a hotel, beach resort or travel 
agency, the realisation soon dawns that in spite of tourism being one of the world's most 
glamourous industries, the working conditions include: long and untimely work hours, low 
pay-scales, lay-offs in the off-seasons, rude behaviour by guests, etc. 

Nevertheless, the glamour of the industry (as well as the economic opportunities it 
provides, however exploitative) continues to attract more and more of the unemployed, 
especially in the context of an already difficult employment scenario. 

The developers and promoters of tourism are benefited by way of profits, interest 
earnings, consultancy fees and so on. So do governments who earn taxes at various stages 
of economic transactions in the tourism industry. In addition, governments earn political 
mileage by presenting a positive face of their countries - no matter how different the 
reality might be. Also, gross foreign exchange earnings figures on the Balance of 
Payments contributes whenever a new bilateral or multilateral loan is to be negotiated. 

For the majority of a country's population, as certain critics point out, international 
tourism is a blight' rather than a 'blessing' (in the words of Ernmanuel de Kadt). Although 
they might earn nothing from the industry, they still have to reckon with tourism's 
inflationary tendencies which pushes daily necessities out of their reach. not to speak of 
shortages. Whether they have regular water and electricity supply or not, their tax money 
is used to subsidise the same facilities for hotels and resorts. 

Countries that are in the process of formulating their tourism policies and plans must take 
note of these aspects at the initial stages itself. This will enable them develop sustainable 
tourism. 

Check Your Progress-1 Ezzzl 
1) List four important ways in which leakages take place. 

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

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

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

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

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

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

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

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

2j What are the negative features of employment in tourism industry in the Third World? 

I ......................................................................................................... 

.......................................................................................................... 
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Write in 50 words a critique of the "economic benefits" of tourism in the Third 
World. 

.TOURISM IN THE THIRD WORLD 

Given the kind of debate on international tourism and the Third World it was logical that 
the attention of international, tourism would inevitably focus on the Third World. In the 
following Sub-sections we have discussed the same. 

32.3.1 Initial Soundings 

International initiatives to establish third World tourism as an agenda for social concern 
probably began with a consultation in 1967, at Tutzing, West Germany. This meeting was 
organised by the World Council of Churches. At tutzing, the focus was on the expanding 
travel and tourism business globally, and the need for the churches to respond to its 
human dimensions, particularly of the tourists. Third World tourism was not yet an issue. 
However the meeting did result in a perception that travel changes the nature of the 
traveller, and some action was taken to evolve a pastoral ministry towards tourists, 
primarily in North America and Western Europe. 

This was .followed in 1972 by a conference in the Caribbean, sponsored by the Caribbean 
Conference of Churches. Although the participants were again mainly from churches in 
the region, the difference was that they were people who had experienced the efforts of 
international tourism in a Third World context. 

The 1972 conference resulted in the formation of the Caribbean Tourism Research Centre 
(CTDC), to undertake academic research on the concerns expressed by the participants. 
The CTRC was funded in part by voluntary agencies, but mainly by governments in the 
region. 

An Asian Dilemma 

The concern for tourism in Asia began with a small workshop help in 1975 at Penang, 
organised by the Christian Conference of Asia. People from around Asia participated, and 
questions were raised about the kind of tourism that was being developed in the region: 
beach tourism in Bali, Batu Ferringhi in Malaysia, the funicular railway to Santosa island 
in Singapore, new developments in Hong Kong, and so on. 

The effort at Penang was to understand more deeply tourism as a phenomenon, and to 
explore ways of responding to it. Although tourism in Asia brought a number of positive 
benefits, what was also clear that it resulted in some negative impacts as well. Without 
adequate data on these aspects, however, the conference did not result in a clear 
perspective on Asian tourism, but concluded that tourism was an 'Asian Dilemma'. 



32.3.2 The Manila Conference Development, Dependency and 
Manlla Declaration 

Penang, although limited in the results it directly produced, helped shape the contours of 
the 1980 International Workshop on Tourism. Once again the initiative came from Asian 
church bodies, and the Workshop was co-organised by the Christian Conference of Asia 
and the Office of Human Development of the Catholic Bishops Conference of Asia. 

I The Workshop took place in September 1980 at a Manila University. It coincided with the 
first World Tourism Convention sponsored by the World Tourism Organisation (WTO), 
which took place at the Philippines International Convention Centre, and was inaugurated 
by President Marcos. 

Nearly 30 people participated at the Workshop, mainly from Asia. Convened primarily to 
assess and examine the phenomenon 'gf tourism from a Third World perspective. "The one 
most glaring thing that surfaced from the deliberations ... was that tourism wreaked more 
havoc than brought benefits to recipient Third World nations." (Ran O'Grady, ed.. Third 
World Tourism, Singapore). 

The participants reached this conclusion after debating and discussing issues for a 
fortnight, as well as exposure visits to areas affected by tourism development in the 
Philippines: Ermita, Baguio, Pagsanjan and other tourist destinations. 

32.3.3 An Ecumenical Coalition 

The Manila Workshop set up a Task Force to follow up its recommendations among 
which was one which proposed that concrete steps be taken to establish a secretariat which 
will implement the programme. 

The Task Force travelled through Europe to meet with church leaders in the Vatican and 
Geneva, with representatives of development agencies in Bonn, and with the World 
Tourism Organisation. The responses they received from these bodies convinced the Task 
Force members that if action had to be taken effectively, it would have to come from their 
own initiative. Eventually, at a meeting in January 1982 at Port Moresby (Papua New 
Guinea), the Ecumenical Coalition on Third World Tourism was formally established. 

The founder members of the Coalition were the Fellowship of Asian Bishops Conferences, 
The Christian Conference of Asia, the Pacific Conference of Churches and the Caribbean 

i Conference of Churches. Soon after it was formed, its membership expanded to include 
the all Africa Conference of Churches, the Consejo Latinoamericana de Iglesia (Latin 
American Council of Churches) and the Middle East Council of Churches. 

t 

f The Coalition opened its international Secretariat in Bangkok, Thailand in August 1982. 

The original principal aims of the Coalition were stated as to: 1 
focus on tourism and the effects i t  has on the people of the Third World, 

; 
bring about an awareness of the role of tourism in development models, 

provide opportunities for poor people affected by tourism to express their views and 
hopes, 

denounce and expose unjust practices in tourism, 

I stimulate and organise relevant research and to develop a resource centre, and 

I foster the implementation of decisions made at the international workshop on Third 
World Tourism, held at Manila, Philippines, September 1980. 

! These objectives have recently been reviewed and revised as a Mission Statement. 

Check Your Progress-2 I 
I 1) Write in 50 words about the initial efforts to establish Third World tourism as an 

agenda for social concern. 
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.......................................................................................................... 

2) Write a 10 line note on the Manila Conference. 

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

3) List the Pincipal aims of the Ecumenical Coalition. 

32.4 LET US SUM UP 

The critique of tourism in the Third World is primarily located in the conceptual basis that 
the economies of the so-called Third World are in effect mere extensions of the economic 
priorities of the First World. These priorities are enabled and maintained by governments, 
agencies and corporations of the First World, who act, nonetheless, in tandem with their 
collaborators in the Third World. 

While claiming to bring enormous economic benefits, especially the lure of employment 
to the hungry and unemployed, its real benefits to local communities are questionable. 
What very often does happer, is the pauperisation and marginalisation of large section of 
host populations, who are condemned to further misery and poverty. Women, children, 
workers and indigenous people (who are often depicted as exotic 'attractions') have been 
among the worst affected by the expansion of the world's largest service industry. 

These arguments - as well as ecological and socio-cultural ones are the basis of a Third 
World critique of tourism. Articulated by concerned groups and people over the past 
couple of decades, the critique had led to resistance to tourism in many places. As tourism 
professionals and activists you have to rake serious note of these aspects. 
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32.5 KEY WORDS Manila Declaration 

Ecumenical : seeking or promoting worldwide Christian Unit 

Impinge : make an impact 

Complex : complicated 

Global : worldwide 

Exchequer : treasury 

Repatriation : restoration to one's native land 

Contractual : in the nature of a contract 

Irony : an ill-timed arrival of an event that is in itself desirable. 

32.6 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress-1 r 
1) Imports of goods and services; international promotion and advertising: commissions 

to tour operators; salaries of foreign personnel. For more details see Sub-sec. 32.2.2. 

2) Some of these may be listed thus: long and untimely work-hours, loy pay-scales, lay- 
offs in the off-season. See Sub-sec. 32.2.2. 

3) See Sub-Sec. 32.2.2. 

Check Your Progress-2 r 
See Sub-sec. 32.3.1. 

See Sub-sec. 32.3.2. 

See Sub-see. 32.3.3. 
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ACTIVITIES FOR THIS BLOCK 

Make a plan for your own enterprise keeping in view the aspects mentioned in Sec. 29.2. 

Access the infrastructural facilities in your area. 

Suggest improvements in the functioning of the local body 

Keep reading the policy statements of the Govt. of India in 
the implications. 

of your area. 

newspapers. Try to and 
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i 33.0 OBJECTIVES 
L 

Tourism has been recognised as an instrument of economic and social development. After 
reading this Unit you will be able to: 

explain the economic impact of tourism on a destination, 

understand its role in the creation of jobs and generation of income, development of new 
areas and foreign exchange earnings, 

identifythe leakages in economy, and 

know who benefits from tourism. 

33.1 INTRODUCTION 

Tourism has been traditionally viewed as a great force in promoting understanding among 
nations and, within the national boundaries, facilitating emotional integration. But its 
economic importance 1s less commonly understood. It is only in recent years, in particular the 
latter half of the 20th century, that tourism has been accepted as an important catalyst for 
economic development. It is in terms of its contribution to employment generation, foreign 
exchange earnings, incomes generation and output growth that tourism has significant impact 
on our economy. It is because of this significance that tourism got the status of an industry in 
the 7th Five Year Plan (1985-90). This Unit takes into account the economic impact of 
tourism. The areas discussed are; employment, income, foreign exchange earnings, 
investment and development. All these aspects have been dealt with critically. Besides the 
positive impact on the economy, ths Unit also discusses the criticism offered by tourism 
activities regarding the negative impact on the economy. 

33.2 EMPLOYMENT 

In assessing the economic impact of tourism, let us first turn to employment. The Government 
of India's National Action Plan for tourism mentions that during 1989-90 the tourism industry 
in India generated direct employment of 5.5 million persons and another 8 million who were 
employed indirectly. Further the projection is that employment opportunities should be at least 
double the present level by 2000 AD. Tourism industry has memendous capacity to create 
both, direct and indirect employment. s k i n g  from hotels tokarious tour operators, tourist 
offices, transport operators, tourist guides; etc. it provides direct employment to various 
categories of people. If we proceed to take into account the indirect employment generation 
through tourism, as for example the people who are supplying vegetables, meat, fish, poultry, 
cereals, etc. to the hotels, the electricians, plumbers, furnishers and furniture repairers, in fact 
all those who are providing ancillary services to the hotel customers, like taxi drivers, etc. then, 
we redise the enormous ramifications of the indirect employment creation process through 
tourism related activities. Anothet dimension is the shops and emporiums selling handicrafts, 
handlooms and thus providng marketing outlets to thousands of craftsmen, artisans, weavers, 
etc. It is suggested that the ratio between investment and job creation is much higher in 
tourism-related activities than in the case of manufacturing. According to a study of the 



Institute of Public Opinion, in 1980, over 6 million people were employed only in the hotels 
approved by the Department of Tourism, Gwernment of India. Employment was reported to 
have grown by 11% in the tourism sector in the last two years of the 6th Plan and in the 7th 
Plan. 

It is relevant to explain in this context that many of the jobs are being created by tourism in 
areas where there would be few alternative employment opportunities. Take for example most 
of the hill stations. In all these tourist places many families are dependent for their livelihood 
mainly on tourism. Local hotels, restaurants, transport, shops all provide direct job avenues to 
the local people. People engaged in tourism industry and their families require their own 
goods, services, education and so on which further indirectly create employment in shops, 
schools, hospitals, etc. Thus, tourism provides a vast spectrum of employment from highly 
trained managers in five star hotels to room bearers, transport workers, artisans, etc. With fast 
growth of tourism new horizons open up for unemployed or partially employed young men and 
women. The following Table 1 shows the employment pattern generated in different segments 
because of foreign and domestic tourists. 

TABLE I-ESTIMATES OF EMPLOYMENT DUE TO TOURISM - 1989-90* 

SI. No. Segments Employment 

Foreign Domestic All 
Tourists Tourists Tourists 

1. Hotels and restaurants 471,370 463,159 934,499 

2. Railway transport services 21,819 88,787 110,606 

3. Transport services 54,900 222,326 277,226 

4. Shopping 423,980 617,991 1,041,971 

4.1 Food and beverages 31,189 0 31,189 

4.2 Wood silk Synthetic fibre apparel 17,318 54,823 72,141 

4.3 Textile products including wearing apparel 132,681 195,365 328,046 

4.4 Wood and wood products except furniture 92,895 115,779 208,674 

4.5 Leather and leather products 11,061 25,470 36,531 

4.6 Metal products except machinery 3,659 4,s 19 8,178 
and transport equipment 

4.7 Miscellaneous manufacturing industries 90,407 158,185 248,592 

4.8 Trade 44,770 63,850 108,620 

5 Other services 191,359 96,647 288,006 1 
* Source: UN Report on The Econolllic Impact of Tourism on India 

In spite of the argument in favour of jobs there are other aspects to be considered from the point 
of view of local population: 

Most of the jobs created by tourism are seasonal in nature. As a result the employers go for 
temporary recruitment or import labour force from outside during the season. This deprives 
the local residents from meaningful employment. 

At many destinations locals complain that their share of employment is limited to petty jobs 
as managerial Jobs go to outsiders. The hotels, shops, restaurants, travel agencies, etc. are 
owned by outsiders. Thus, the earnings from tourism do not come to locals. 

The prices of many essential commodities go up as a result of tourism demand during the 
season. This adversely effects the local population. 

Hence, while planning for tourism development these aspects also should be considered. 
Ignoring them would lead to tensions in the destination area$. 



Check Your Progress 1. 

1. What kind of direct and indirect employment is generated by tourism? 

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

Eca ndc  Impact 

! 2. Mention the important aspects of economic impact from the point of view of local 
population. 

> 

INCOME 

The employment and income effects of tourism are very closely inter-related and follow a 
common source, namely, tourist expenditure. Income in general comes from wages and 
salaries, interest, rent and profits. Tourism gives rise to numerous demands for goods and 
services, as for example, accommodation, food and drinks, long distance and local transport, 
entertainment, shopping, guides for sight-seeing, etc. Not only does the tourist expenditure 
provide direct income to all these different services, but it also generates employment in hotels, 
restaurants, transport operators and workers, travel agents and their employees, owners of 
entertainment houses and those who work there e.g. bearers, artists and many other like 
craftsmen and souvenir makers. The extent to which direct employment and income is 
generated in each of these services depends on the: 

volume of tourist traffic, 

amount of tourist expenditure, and 

pattern of their spending 

Tourism also generates an immense volume of indirect employment and income with a 
multiple effect. Apart from the first recipient of the tourist money, there are many others who 
become beneficiaries. Although often, as and when the money changes hands, its size gets 
reduced because several successive recipients retain a part of it for whatever services they 
provide and pass on the balance to the others. If we are to take into account the demand for 
goods and services being generated by those who receive gainful employment through 
tourism, that will open up yet another dimension. The additional consumption demand arising 
indirectly out of tourism will generate more employment and income and once again generate 
a further multiplier effect through a chain of transactions. Let us use an example to illustrate 
the multiplier effect. Tourists visit Kashmir and spend Rs. 2,00,000 in hotels and other 
amenities. This is received as income by hoteliers and amenity owners. Hoteliers and amenity 
owners pay tax, save some of their income and spend the rest. Some of what they spend goes 
to shopkeepers, suppliers and other producers in Kashmir. They in turn pay taxes, save and 
spend. The original sum of Rs. 2,00,000 spent by tourists in Kashmir is thus circulating among 
different people and in each circle it generates income and adds to the original sum. 

However, one must understand that the multiplier effect will be greater if the Tourism 
Industry buys goods or services from local market sectors. If the tendency is to import 
goods and services, the multiplier decreases. It is worth noting here that both the central and 
the state governments earn revenue through various taxes, octroi and entry fee, etc. 



33.4 FOREIGN EXCHANGE EARNINGS 

Tourism, in recent years, has emerged as one of thelargest foreign exchange earning economic 
activity in In&a. Tourist arrivals went up from 836908 at the beginning of the Seventh Plan in 
1985 to 18,67,651 in 1992. Foreign exchange earnings also spectacularly went up from Rs. 
1800 crores in 1985 to Rs. 3916 crores in 1992. 

The computation of foreign exchange earnings from tourism is made by the RBI as part of its 
exercise to collect balance of payments statistics. (See Unit 7 Block 2) RBI collects the travel 
receipts data from the returns submitted by the authorised dealers in foreign exchange. The 
estimates of the RBI are usually available after a two year gap. The Department of Tourism, 
Government of India works out quick estimates every year by multiplying the number of 
tourist amval every year by the estimated per capita expenditure of a foreign tourist. The 
annual rate of growth in earning from tourism in 1991-92 was 16.5 per cent as against 12.7 per 
cent in the world tourism growth rate. According to the United Nations report on The 
Economic Impact of Tourism on India it has been noticed that the tourism receipt m dollar 
terms has declined even when there has been an increase in "tourist arrivals". The possible 

1 
I 

reasons for such a phenomenon are: I 
4 

high rate of devaluation of Rupee in the recent past, 

rise in the proportion of budget tourists, and I 

I 
leakage of money into black market due to the existence of apremium for foreign currency, 
etc. 

At the same time, while calculating the foreign exchange earnings from tourism a country 
must take into account the imports made for tourism development. Otherwise the 
earnings will be overstated and far from actual figures. Out of the gross earnings the 
leakage has to be subtracted to have the real figures. 

The value of goods or services imported to meet the tourism needs is 
termed as leakage. 

The more the leakage the less is foreign exchange earning and less leakage means more foreign 
exchange earnings. We must look into the factors responsible for leakage: 

Costs incurred to import goods and material for infrastructure like air conditioned coaches, 
planes, airport equipment, etc. 

Foreign exchange spent on publicity, promotions, setting of Tourist Offices abroad etc. 

Entry of multinationals reduces profits and taxes in the host country since payments are 
made m tourist origin c o ~ n t r i ~ ,  

Commissions paid by tour operators etc to foreign retailers, a d  

Reduction in or exemption of duties and taxes by host countries on foreign companies, etc. 

Hence, an increase in foreign exchange earning can be ensured by checking leakages. This 
depends on the types and fonns of tourism promoted and for which budget categories. The 
governments of the Third World countries have to devise strategies for minimizing the 
leakages. These could be: 

in the areas of "import substitution" through the use of local resources, 

restricting the control of multinationals, and 

introducing 'controls like tourists being required to pay hotel bills, buy things etc in foreign 
currency only, etc. 

An important benefit of foreign tourism is the promotion of international trade. Foreign 
tourists purchase a number of items like jewellery and gems, carpets, textiles, handicrafts and 

- leather goods. These foreign tourists also become a source of effective publicity for those 
items in their respective countries. This induces further the demand of these items and 
improves exports. The excellent quality of Indian handicrafts and its exposure to the world 
through foreign tourism are largely I responsible for the high export performance of this sector. 

8 



Check Your Progress 2 
Economlc Impact 

1. Mention the leakages in tourism in relation to foreign exchange earnings. 

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

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

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

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

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

2. What do you understand by multiplier effect in tourism? 

33.5 LET US SUM UP 

After reading this Unit you have now understood that how the promotion of tourism can be a 
very good tool in a developing nation's economic development strategy. Properly conceived 
and subject to appropriate policy safeguard, tourism can give a boost to economic development 
through creating new jobs and income opportunities, through the earning of significant volume 
of foreign exchange, through infrastructure improvements in backward areas, and through the 
general opening up of closed regions to a certain degree of international exposure. Tourism 
need not, therefore, be viewed any longer as a peripheral luxury-oriented activity. It is an 
important tool for economic development like exports or industry. However, the interests of 
the host population must be taken care of in this process of development. 

33.6 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1. Baqe your answer on Sec. 33.2 taking into account employment in airlines, hotels, shops, 
restaurants, entertainment etc. 

2. The last paragraphs of Sec. 33.2 mention some of these. 

Check Your Progress 2 

1. Foreign exchange spent on importing goods and services; publicity and promotions abroad 
etc. See Sec. 33.4. 

2. SeeSec. 33.3. 
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UNIT 34 SOCIAL, POLITICAL AND 
ENVIRONMENTAL IMPACT 

Structure 

34.0 Objectives 
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34.2 Socio-Cultural Impact 
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34.4 Environmental Impact 
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34.5 Political Implications 
34.6 Let Us Sum Up 
34.7 Keywords 
34.8 Answers to Check Your 
Progress Exercises 

34.0 OB JECTNES 

In Unit 4 we had briefly touched upon the various impact of tourism. After reading this Unit 
you will be able to: 

understand the effects of tourism on the social and cultural life of the host population, 

know the hazards of Sex Tourism in Asia. 

learn about the impact of tourism on environment and ecology, and 

understand the political dimensions of tourism. 

34.1 INTRODUCTION 

It is natural for people belonging to different cultures, life styles or social settings to interact, 
and leave an impact on each other. In tourism this happens at a massive level. Tourists may 
explore the social life at tbe destinations, whereas the host population attempts to imitate the 
lifestyle of the tourists. This is generally termed as the positive impact of tourism which can 
be described in terms of: 

friendship, 

learning from each other, 

better understanding among people, and 

their social development. 

At the same time there are certain impacts which have been termed as negative impact. These 
are the demonstration effects, encounter effects, etc. Their symptoms are visible in the short 
run itself but the impact is felt m the long run (For details on guest-host relationship and, 
sociology and anthropology of tourism see Units 3 and 4 of TS-2). This Unit attempts to 
familiarise you with these social impacts of mass tourism with special reference to the 
developing societies of the Third World. Simultaneously, the impact of tourism development 
and activities on environment and ecology have also been discussed here. The political 
dimensions of tourism is another area under discussion in the Unit. We must, however, 
remember that these impacts are closely linked with the types and forms of tourism. 

34.2 SOCIO-CULTURAL IMPACT 

Among the most debated issues pertaining to the tourism in the Third World are those related 
to the effects that tourists and the industry have on societies and cultures of local communities. 



A general argument is that tourism contributes to international understanding and harmony. Social, Pditical and 
On the contrary it has severely effected indigenous customs and ways of lifein certain cases. Environmental Impact 

Tourists are seldom well prepared for an international cultural encounter which is vastly 
different from their own. Their knowledge, in most cases, is cursory, i.e. glamorised images 
gleaned from glossy txavel brochures, movies and similar material. Travelling with the aid of 
malaria and diarrhoea prophylactics, in air-conditioned buses and staying in disinfected five 
star hotels, creates an -cial barrier between the tourists and the host community. Cohen 
calls it "an environmental bubble". Such circumstances do little to create mutual 
understanding among people so vastly different form each other. Contacts with locals is often 
limited to those who serve the tourists - shopkeepers, hotel workers, tour guides, travel 

1 agents, - as well as beggars, pimps, conmen, touts, prostitutes, drug peddlers and so on. The 
'tourist encounter, results in promoting stereotypes - both of hosts and tourists -and even 
an outright animosity and aggression. (See Block-1, TS-2). 

i From an initial 'euphoria' about tourism, Third World communities exhibit 'xenophobia' in 
1 the later stages of the so-called "tourism life-cycle". The exhibition of xenophobia takes 

i various forms, For example, the tourist is there to be 'ripped off exploited to the maximum; 

I 
tourists are offered 'real bargains' on their purchases, whiie what is sold is either highly 
overpriced or of poor quality i.e. 'cheating with a smile'. 

Tourists expect a glimpse of 'native culture' during their visit. Travellers have traditionally 
been welcomed, in most societies, to join and participate in rituals, ceremonies and 
performances - such as harvest festivals, marriages and other rites de passage. With 
growing numbers of tourists now demanding such participation as a 'right', Third World 
countries offer 'cultural shows' devoid of intrinsic meaning. This phenomenon is known as 
'staged authenticity'. 

The stereotyped image of the tourist wearing T-shirt and jeans slinging a wallanan and a 
camera (preferably Handycam) - is all too often a true one. Whether or not all tourists fit the 
stereotype - that of being loaded with Dollars, Deutsche mark and Yen - the visible display 
of modem consumer goods is a stark reminder of the affluence of the world's powerful 
minority. 

The resulting impulses within the host community for emulation generates a certain tension 
and restlessness, and increases their propensity to consume. This is known as the 
demonstration effect of tourism. 

Only a handful of people in the Thiid World have the resources to participate; in the global 
marketplace. The majority have to be satisfied with "window-shopping". In corporate terms, 
they constitute "an incipient market'' of potential profitability. 

The demonstration effect, therefore, contributes to deepening the real as well as the perceived 
gulf between the tourist and the host. It creates conditions where residents may try to copy 
tourist behaviour and spending patterns, at the same time resenting their inability to do so and 
lacking comparable purchasing power. At many destinations social tensions emerge in the 
form of: 

increase in begging, 

prostitution, 

cheating, 

mugging of tourists, and 

drug peddling. 

At times certain pre-conceived images are linked with tourists though they may be far from 
reality. For example, all tourists take drugs, indulge in gambling, prostitution etc. Similarly, 
many tourists believe that the women working in the tourism sector are easily approachable. 

It may be, and has in fact been, argued that the socio-cultural effects of tourism cannot easily 
be distinguished from those of modernisation in general. However, tourism, with its more 



Tourism Impact direct intervention in societies (the presence of hotels, tourist infrastructure, souvenir shops, 
and tourists themselves - a full scale tourist economy, as it were) has its own share in this 
regard. 

It is important to note that apart from the changes in the physical reality - such as music, 
dance, art, architecture and so on - the most consequential effect that tourism has on native 
population is perceptual. What is altered immutably is a whole identity, of how people view 
themselves and who they are, and an understanding of relationships - of people with people, 
of people with nature, of people with places. 

Destinations too have their impact on tourists. For example, 50 to 200 tourists are hospitalised 
every year in Jerusalem for a "delusional state called the Jerusalem Syndrome". According 
to Yair Bar-El, a psychiatrist, "Jerusalem can drive people, mad''. There have been cases 
where tourists have been found to be proclaiming themselves as King David, the Messiah or 
John the Baptist. Many tourists collapse from spiritual overload. Doctors have identified a 
hysteria that seizes pilgrims only and they call it "Jerusalem squabble prison". As per the 
Hindustan Times, (July 28, 1994) report, "by now Israeli soldiers know, if they find a 
wild-eyed foreigner wandering the desert, naked or wrapped in animal skin, drive John the 
Baptist to Fur Shawl, a govenunent mental institution". Similar situations at many other 
destinations cannot be ruled out. In Florence "visitors have cracked up in front of provocative 
paintings". In London at, Heathrow Airport and in New York's Kennedy Airport "many 

I 
tourists, isolated and disconnected from family and familiar settings are found wandering in 

I 
j 

the terminals. They have no idea as to who they are or where are they going". This has been 
described as "wandering nomad syndrome" or "airport syndrome". Further research in the 
area will be able to tell us more in this regard. 

I 

Prostitution , resulting from the tourism industry, has reached crisis levels at destinations such 
as Thailand, Philippines, parts of East Africa and the Caribbean Islands. Sex tourism, as it is 
also known, is a relatively recent phenomenon. It has now taken on the proportions of an 
organised industry with the backing - at least implicitly - of certain Third World 
governments and the active involvement of major crime syndicates internationally. 

Recent investigations have also hinted at the alarming increase of Asian children - 4 to 15 
years old - forced into sexual relations with paedophiles from the West. While figures on 
child prostitution vary from country to country, as well as depending on the source of the data, 
the problem has become so large that it can no longer be ignored. 

A global campaign to End Child Prostitution in Asian Tourism (ECPAT) has succeeded, in 
recent years, in highlighting this ghastly reality intemationally. It has resulted in some action 
being taken by Western Governments, as well as drawn the attention of the United Nations 
Working Group on Slavery. 

In Southeast Asia, the historical origins of sex tourism lie in the R & R (rest and recreation) 
centres. These emerged during the Vietnam war where US Army soldiers were provided with 
a paid holiday from the trauma of combat. Bars, brothels and little else was the standard 
formulae for R & R. With the end of the war and the departure of troops hundreds of bar-girls 
were left in the lurch, with the exception af Subic and Clark bases in the Philippines (where 
US soldiers were stationed till early 1992). Certain segments of the tourism industry, quick to 
cash in on aprofitable opportunity, readily jumped into the breach. 

By the late 1970s, brothels catering to tourists flourished in Southeast Asia under a variety of 
guises. Massage parlours, sex shows, yoga bars, cocktail lounges, health clubs - all existed 
with the sole purpose of meeting the sexual needs of male (and sometimes female) visitors. 
The women in these establishments were -and still are - not better than objects on display, 
often seated behind a way-way mirror, a numbered badge on their bodies their only 
identification. Clients state their selection by quoting the number, as if buying vegetables in a 
bazaar. 

The promotion of sex-tourism increased in the early 1980s, when sexual services of young 
Asian women were openly sold, as part of a package tour, by travel agents in Germany, the 



Netherlands and elsewhere in Europe. While a majority of sex tourists were men from 
Western Europe, Japan with its strong currency, constituted an important part of the demand 
side as well. 

Parallel to this emerged the phenomenon of mail-order brides, a system by which clients in 
Europe could purchase - literally - a woman of their choice. This they could do just by 
going through a brochure or a video which gave photographs and other &tails of the women 
- qualifications, age, knowledge of household chores as well as qualities such as being 
passive, loving, homely and so on. The mail-order traders also threw in a bargain: they offered 
a sample tour, during which the client could spend a few days with the intended bride, and 
reject her if she did not meet his expectations. 

b 
1 While some of these marriages do work out, most do not. Alone in a strange country, the 
i woman must accept her situation for what it is whether the husband treats her humanely or not. 

Sometimes the marriage is just a way of getting the women a visa to enter a foreign country, 
where they are soon forced into prostitution. 

Another way in which women are sold into the international sexual trafficking trade is that of 
direct recruitment for work in bars, discos and so-called dancers and entertainers. 

Although not a form of tourism per se, tourism is a factor which contributes to creating a 
market for Asian women. Therefore, if the men cannot travel to the countiies where the 
women are, the alternative is to bring the women to the men. 

In both situations - that of mail order marriages and of Asian women working abroad- apart 
from the physical torture and mental trauma they face, the women are also subject to 
harassment by the authorities, since tbeir legal status is often unclear. Seldom do they have 
proper documenk (work visas, residence status, and so on) and when they do, the papers are 
often kept in 'safe custody' by their employers or agents. 

While the external reality of sex tourism is appalling enough, it is underscored by a far more 
distressing story: that of capture, slavery, brutalisation, violence, fear and despair. Many 
women and chiidren who cater to sex tourists have been sold into prostitution by their families 
out of economic desperation, with scant knowledge of the fate that awaits them. 

Sex tourism is not a factor in tourism in India. Yet, the symptoms have started emerging. It is 
necessary to take precautions in this regard at this stage of tourism development in India. It 
appears that the AIDS menace might act as a deterrent but for this also awareness has to be 
created. 

Check Your Progress 1 

1) Mention some of the social tensions that emerge in tourism. 

2) What do you understand by the following. 
a) Jerusalem Syndrome 
b) Airport Syndrome 

Sodal, Pdltlcd and 
Envimnmental Impact 
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3) How tbe local culture is affected by tourism? 

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

4) What do you understand by sex tourism? How can it be checked7 
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34.4 THE ENVIRONMENTAL IMPACT Envlmnmeatal Lapnct 

Different kinda of tourism activity effect the natural and built mvitsnmmt. Thee is a complex 
interaction ktwaen tourism and the mvuonment. M a y  shldies have shown that tounsm h a  
an immense impact on the physical environment, and that little ha9 been done to remedy or 
control the assault cm the ecology. 

This is especially distressing in view of the fact that srmajorprlrt of tourism depends cm nature: 
moundns, beaches, deserts, forests, wildlife, water-bodies and the like. Tourism destroys 
tourism, an oft-repeated truism, is one whieh hiis seldom entered the consciousness of planners 
and developers. Bmed on Anita Plwumaron's table of Environmental Impact of Tourism 
(1989) we provide you certain figurn: 

WATER 

ATMOSPHERE 

r 
TOURISM OPERATIONS 

Release Garbage, Sewage into 

\ 

VEGETATION 

TOURISM OPERATIONS 

lakes, river, beaches 

Release of oil from cruise ships, 

IMPACT 

Air and Noise Pollution, 
Adverse impact on plant life 
Loss of Recreation value. 

TOURISM OPERATIONS 

I IMPACT I 

ferry boats, etc. 

/ \ 

IMPACT 

Contamination, health 
hazards, destruction of 
acquatic plant and Animal life. 

Increase in travel to destinations 
(Motor car, Ship, Train, 
Aeoroplanae) 

t 

IMPACT 

Increasing toxity in water 
bodies, contaminated sea food, 
etc. 

+, 

Chopping of trees for resort construction 
Thoughtless use of fue in Parks and 
Forests 
Vehicular traffic in Parks and Forests 
Collection of flowers, plants and fungi. 

Loss of forest wealth, 
constant trampling of plants, 
conflagrations in the forested areas, 
effects on plant life, etc. 
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HUMAN SETIKEMENTS 

MONUMENTS 

TOURISM OPERATIONS 

Construction and Expansion of 
hotels, shops, etc. 

TOURISM OPERATIONS 

Use for recreational purposes, 
Excessive usage for sight seeing, 
etc. 

\I 

IMPACT 

Overcrowding 
Disfiguring 
Loss to preservation, 
etc. 

% 

34.4.1 Wildlife 

t 

Different sorts of tourism have varying impacts on the environment. A useful case study can 
be the experience of promoting national parks and forest areas for tourists. 

I 
IMPACT 

Displacement of people, 
traffic congestion, 
increased pollution, etc. 

Tourism in National Parks, Reserves and Sanctuaries has considerable effects on the wildlife 
which ranges from disruption of animal feeding and breeding patterns to providing the impetus 
to maintain such protected areas. However, as mentioned earlier, unplanned tourism puts 
enormous pressure on the carrying capacity of the area which has severe effects on the wildlife. 
Tourism can also be an advantage to conservation because when the common man understands 
and experiences wildlife he can play an active role in protecting nature (See Units 9 and 16 of 
TS -2). 

The point here is that tourism also is an active promoter of protected areas. Protected from 
whom is a question that needs to be asked. Due to the money generating capacity of tourism, 
it is actively promoted in these areas. What is not clear is whether the income generated is 
re-invested in afforestation, protection of the wildlife, park maintenance, and so on. 



The sale of the sanctuary as a tourist destination is often thought of as a necessary agent in Social, Political and 
conservational efforts. However an example of tourist congestion in National Parks is to be Environmental Impact 

found in Corbett. There has been no increase in the road use to keep pace with tourism growth 
in Corbett National Park. Hence the increase in tourism has restricted itself to a relatively 
small area. Since the Park cannot be modified to suit the tourists, that is lay more roads and 
other infrastructure in core and restricted zones, tourism patterns have to be changed to reduce 
human overcrowding and to avoid man-animal conflicts (See Unit 16 of TS-2). 

Speeding vehicles, driving off roads and night driving all contribute to wildlife mortality and 
alteration of animal habits. Unregulated sewage and garbage disposal around lodges and 
campsites attracts animals and disturbs traditional feeding patterns. Wastes including cigarette 
packets, liquor bottles, cartons, polythene bags and other city garbage are common in these 

1 areas. 

I The capture and killing of animals for trade has increased with the growing demand for wildlife 
souvenirs. Bulging curio shops brazenly display elephant tusks, zebra hides, mounted 

! antelope heads, lion-claw necklaces, monkey-skin throw rugs, ostrich-foot lamps, gazells-hoof 
I key rings, crocodde skins and a variety of stuffed animals and birds. All these, in many cases, 

are on the shopping lists of tourists. 

Another inhuman practice that tourism gives rise to is the fashion of getting photographed with 
the baby animals, such as chimpanzee, tiger, lion or leopard. While capturing these animals 
from their habitats many animals are killed. 

Beyond issues related to flora and fauna, wildlife tourism has once again brought into focus 
the unsolved question of people who inhabit the forests. Projects to promote tourism in 
sanctuaries have more often than not meant the outright dispossession of tribals (adivasis) 
from their traditional habitat. While the tourism and forest department officials aim at 
maximising profits by all means, they are blissfully unaware of the role that forest-dwellers 
have in maintaining the man-animal balance, and in the protection of trees and plant species. 

34.4.2 Carrying Capacity 

Unplanned an u~egulated management of tourism programmes leads to structural or visible 
modifications of the natural and social environment that are often destructive and difficult to 
remedy. One main problem is that the benefits of tourism have been measured in economic 
terms but the ecological factors cannot be calculated in monetary terms and are therefore 
ignored. 

All tourist destinations are ecosystems in their own right and have carrying capacities. They 
could be: 

of the public amenities and utilities (normally intended to serve the needs of a smaller local 
community), 

the ecology or the environment of the locus, or the capacity of the people to live a life of 
comfort, satisfaction and dignity in their own cultural and social milieu. 

At what point, therefore, does a tourist destination become something other than what it was 
intended to be? When does its character so dramatically change that it no longer attracts 
people for the purpose it was promoted - be it the beauty of nature, a pristine culture, 
impressive architecture or a unique history? (Note: It may still attract people, but for 
completely different reasons: for gambling, nightlife, shopping, or just hotel resorts which 
provide a perfect holiday .) 

Carrying capacity is a notion which recognizes that both natural and 
human amactions have upper limits in their capacities to absorb visitors, 
a capacity above which a deterioration of the resource itself takes place. 

It has been defined by 0' Grady and Alison as a l q e l  of tourist development or recreational 
activity beyond which the environment is degraded (environmental carrying capacity), 



Tourism Impact facilities are saturated (physical carrying capacity), or people's enjoyment diminished 
berceptual or social carrying capacity). 

Although the concept is simple, its application is complex because of: 

the problem in making changes which occur, and 

discovering the casual relationships between tourism factors and their effects on the 
environment. 

Carrying capacity is a function of a number of tourism factors as well as of a variety of social, 
economic and environmental features of the destination area. Among the latter are 
environmental features like: 

climate, topography, flora and fauna, 

the level of economic development of the area, 

the sophistication of its social and political organisation, and 

the scale of tourist infrasrructural development. 

All these things together will govern the capacity of a destination to absorb the demands 
placed on it by tourism. I 

i 
This emphasises very careful examination of these factors prior to developing any new tourism 
project or proglammes. Once such an exercise is undertaken (known as Environmental Impact 
Assessment or EIA), its results must be made public, and the residents of the project are must 
be involved in arriving at a final decision. 

Although the tourism carrying capacity of a specific destination can help determine an 
optimum level of development, this must be accompanied by appropriate legislation and 
policies. This must be regularly monitored and evaluated for effectiveness. This is seldom 
done or generally ignored by governments and tourism policy planners. 

The tbrust of the New Tourism Policy 1992, in India, emphasises opening up of hitherto 
protected areas as Special Tourism Areas. For tourism development massive subsidies and 
incentives are given to private sector developers (See Unit 29). This is aprime example of the 
non-application of carrying capacity concepts or Environmental Impact Assessments in 
tourism policy planning. 

It is high time that such policies were reviewed in the light of available data from tourist 
destinations around the Third World and from recent experiences within India, such af that of 
Goa, Kashmir, Rajasthan and Orissa. Instead of ignoring the methodological possibilities that 
techniques such as EIA offers, planners must adopt, adapt and utilise EIA applications - 
including socio-economic cost benefit analysis within its scope. 

34.5 POLITICAL IMPLICATIONS 
The links between tourism and politics in many Third World nations are almost inevitable. 
Given the need to boosting images of their sagging regimes and fattened bureaucracies, 
politicians often see the tourism industry as a direct way of gaining powerful friends, including 
Western governments, ad agencies and investors. A healthy balance of payments can be 
achieved by prominently displaying gross earning from tourism, which in turn can be used to 
obtain aid and investments. 

On the part of the critics, they have emphasised several aspects of tourism that have di 
political implications, some of which are: 

1) the relationship of 'master-slave' between tourists and locals, akin to that of c\ ..lal 
realities, 

2) the priority given to external assistance, investments and imports, over and above 
developing local capabilities, enterprise and production, 

3) that a priority for tou~ism takes budgetary allocations away from social sectors such as 
education, health, sanitation and provision of other basic necessities, 



4) that tourism being of a volatile nature, over-dependence on it can be dangerous for a 
country's future development which ought to be more diversified, less mono-cultural, and 

5) the lack of protection for workers in the tourism industry. 

Several other arguments can be cited, not least of which is the issue of land use for recreational 
purposes, in the context of inadequate and ineffective land reform policies. 

Plans and projects should not be evolved secretly or continue to be veiled long after 
approvals have been given and construction begun. Efforts by local groups to obtain 
information should not be shunned. Tourism activists have complained of harassment, 
threats and even physical violence. It is a sad reality that peoples' participation in tourism 
decisions must often take the form of agitations, campaigns, legal and others forms of action 
in certain areas. 

Primarily, the issue is one of democratic participation in decision making about tourism. 
Tourism activists make the point that they have the right to have their opinion heard and 
taken into consideration, since the development of tourism has a direct repercussion on 
their economy, ecology, culture and everyday life. 

Governments and industry must realise that the underlying conviction is the desire for greater 
political participation in economic and social processes, of which tourism is only a part. 
Ignoring this sentiment can only lead to greater dissatisfaction, further agitations and 
campaigns, even attach on the indusuy and tourists, as has happened in some parts of the 
Third World. Such a situation would hardly be a conducive setting for attracting tourists. 

Check Your Progress 2 

1) Is there an inevitable conflict between environmeilt and tourism development? 

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

2) Explain how natural resources are affected by mass t~tuism along with examples. 

3) List some of the direct political implications of tourism. 

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

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

Social, Political a11d 
E~lviru~lme~ltal lll~pact 



Tourim Impact 34.6 LET US SUM UP 

Development of tourism is no doubt a major concern of many developing countries to-day 
including ours. Its growth has no doubt produced many positive results which we had already 
discussed. But as a tourism professional it is necessary on your part to know that unplanned 
and uncontrolled growth in tourism has serious implications for the society and environment. 
Generally such impacts are ignored by the policy makers and planners. We have tried to make 
you aware of these social and environmental consequences of mass tourism along with the 
effects on the culture of the hosts, moral behaviour of the local people and tourists. Similarly, 
environmental pollution and chances of destruction of ecological balance - some of the major 
environmental concerns - effected by tourism were also discussed. Political implications of 
tourism is another area to be looked upon by tourism professionals and activists. 

34.7 KEYWORDS 
- 

Emulation : Imitate zealously. 

Native Culture : Culture of the local people has been described as 'Native Culture'. 

Paedophiles : Those having sexual desire with children 

Prophylactic : A preventive of disease 

Third World : The Countries which are not politically aligned with Communist or Western 
nations, generally the developing countries of Asia, Africa and Latin America are known as 
Third World Countries. 

UNEP : United Nations Environment Programme 

WTO : World Tourism Organisation 

Xenophobia : Dislike of foreigners or strangers. 

34.8 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1) Discuss things llke begging, prostitution, cheating etc. mentioned in Sec. 34.2. 

2) See the last two paras of Sec. 34.2. 

3) You have to write about various changes that came in the local culture as a result of 
half-way interaction with the culture brought by the tourists. See Sec. 34.2. 

4) See Sec. 34.3. 

Check Your Progress 2 

1) Development of tourist infrastructure and mass tourism has direct correlation with 
environment. You have to delineate some of the areas in our ecology which may be 
effected by tourism. See Sec. 34.4. 

2) Base your answer on Sub-secs. 34.4.1 and 34.4.2. 



UNIT 35 THREATS AND OBSTACLES 
TO TOURISM 

Objectives 
Introduction 
Understanding Threats and Obstacles 
Civil Unrest, Crime and Arm Twisting 
Redtapism and Bureaucracy 
Trained Manpower and Awareness 
Ignoring Domestic Tourists 
Tourism Flows and Impact 
35.7.1 Motivation 
35.7.2 Preference 
35.7.3 .Attitudes, Expectations and Behaviow 
35.7.4 Constraints of Towism Growth 

Let Us Sum Up 
Answers to Check Your Progress Exerc 

Threats and OBstaeles to 
Tourism 

35.0 OBJECTIVES 

After reading this Unit you will be able to: 

understand what is meant by threats and obstacles in relation to tourism development, 

identify the threats and obstacles, and 

know their implications and relevance in relation to policy formation, planning and 
development. 

35.1 INTRODUCTION 

In relation to tourism very often you come across such statements that: 

the country has tremendous tourism potential but no development is taking place in this 
regard 

there has been a fall in tourism arrivals, 

so and so destination is no more an a m t i o n  the way it used to be, etc. 

Such situations emerge because of certain obstacles and threats. Obstacles are generally 
understood as those procedures and policies that block, interrupt or reverse the free flow of 
tourism. At the same time studies have shown that even cultures and perceptions can-also 
become insrruments of obstruction. Similarly, the threats to tourism can be located in the very 
nature of tourism, attitude of the tourists, operations of the travel trade, tourism itnpacts, 
tourism policy and planning or the attitudes of the host population. 

This Unit attempts to delineate these threats and obstacles and make you understand their 
relevance in the context of tourism development. 

35.2 UNDERSTANDING THREATS AND OBSTACLES 

The relationship between the self and the other is a dominant factor in tourism. Here, the self 
is generally understood as the Western or rich tourist. Hisher identity is defined by creating 
an alternative other than the host or the resident. In this sense the tourism text is full of the 
language of 'them' and 'us'. In the field of International Tourism, the discourse resembles the 
essential content of colonialism. In the context of domestic tourism, the text determines the 



relations between classes, communities and cultures that serve to define themselves in terms 
of the other. 

The approach of the WTO is to facilitate tourism as the fastest growing inducuy in the world 
and its emphasis is on the expansion of tourism for political, economic and income gains. 
Anything that interrupts these aims is a threat or an obstacle to tourism. The approach of 
the Travel Trade is to match a range of choices with a range of products by a number of 
producers operating from a variety of destinations. Anything that interrupts this relationship 
is a threat or obstacle to the business of tourism. However, tourists and residents do not view 
the threat tolfrom tourism or the obstacles that emerge as a result of its development in such a 
one sided manner. On the one hand we have the relationship between the Tourism Industry and 
the consumer while on the other, we have the political, economic, sociological, 
anthropological and cultural encounters between tourists, their destinations and residents. 
These encounters can also be a threat or an obstacle to tourism. Generally, threats and 
obstacles are perceived only at the destination and not at the point of origin. To understand the 
true meaning of a threat or an obstacle to tourism, we have to locate the conflict. This is not 
simple. Conflict can be physical, psychological, cultural or ideological and, therefore, will be 
both specific (between two people, two nationalities or two regions) or generic (between the 
West and the East). Therefore, the threat to tourism is located at the point of origin as well as 
the destination. For example, India's Tourism Year 1991 was not successful because we were 
unable to promote India as a safe destination. This was because America and West European 
countries issued travel advisories to warn their natiohals not to travel to India in the light of the 
anti-reservation in the northern parts. Now we in India do not issue travel advisories against 
America when there are race riots in Los Angeles or tourist murders in Florida. This is because 
we see India only as a tourist receiving country and not a market for world tourists. The 
perception of our government is determined by viewing India as a destination only. 

In defining threats and obswles to tourism, we have to go deeper into the nature of tourism 
and see the different levels at which they operate rather than only at the surface level of the 
operation of tourism. 

35.3 CIVIL UNREST, CRIME AND ARM TWISTING 

From the point of view of the Tourism Industry civil unrest is amajor threat to the business of 
tourism. In this context are cited incidents like: 

suikes in airlines or hotels 

agitations or civil disturbances, 

communal riots, and 

activities of militantslterrorists, etc. 

It is a fact that tourists are very much concerned about their safety. Hence, they would avoid 
a destination that is not regarded safe. The cancellations immediately after the Ayodhya 
incidents of 1992 or the decline of domestic as well as foreign tourist traffic to Kashmir Valley 
are examples in this regard. However, the losses have to be looked in totality. It is not only 
the tour operators, airlines or travel agents who suffer a loss but the local population is also a 
victim. The tour operator can negotiate or arrange for changed itineraries but what alternative 
has the location population? In most of the cases destinations have a seasonality. Failure of 
one season leads to extreme hardship - particularly for those who belong to the informal 
sector or depend on providing subsidiary services. 

Crime at a destination is another threat. For example theft, molestation or cheating, all bring 
a bad name to the destination. In certain cases the inflow of tourists is severely effected when 
news reaches home about a molestation incident and so on. This is common to both foreign as 
well as domestic tourists. 

As mentioned in Sec. 35.2, the big powers use arm twisting methods in relation to Third World 
countries by issuing travel advisories. They declare countries out of bound for their citizens as 
per their own discretion. Many a times they have used civil unrest and terrorism as an excuse 
to issue such advisories. It is worth noting here that often the duration of such advisories is 
very short. This raises the question whether the situation was really so bad or it was used as an 
excuse for twisting the arms of small nations for political reasons. The American 



governmenl's [ravel advisory about Indiajust bcthre the PATA Conference was to start inNew 
Delhi (1993) is one such example. The dates of the conference had to be shifted because of 
this. 

As a professional in the area of tourism you must remember that India is a vast country. 
Disturbances in one part do not mean that whole of India is effected. In case of a crisis 
situation you must try to bring home this fact to your clients. At the same time you must 
contribute towards communal harmony. 

35.4 ' REDTAPISM AND BUREAUCRACY 

Redtapism is a common feature for the delay in Eraming or implementation of plans. Tourism 
is no exception to this. Another aspect is the attitude of certain bureaucrats and politicians 
towards tourism. Most of them don't realise that it is a specialised area and not every one can 
plan or handle the operations. Frequent transfers are a drawback. States like Goa, Rajasthan, 
Kerala or Haryana which have done well in tourism development have provided stability in 
office to the officials responsible for tourism development. Postings in tourism departments 
should not be considered easy postings for relaxation etc. Many a times the resources of 
tourism departments are utilised for the benefit of polititians or influential people rather than 
for generating revenues through tourism development. It is vital for tourism that competent 
officials who have sound knowledge of tourism industry and impacts handle the issue 
rather than novices in the area. 

35.5 TRAINED MANPOWER AND AWARENESS 

Lack of trained manpower and awareness are two other obstacles in tourism development. 
Tourism is a service industry where a high degree of training and professionalism is required. 
However, this is lacking at many levels -particularly in the informal and subsidiary services. 
Imagine a situation where a taxi driver does not know the route or a receptionist is unable to 
tell the major attractions of the city to a tourist. 

Another aspect is the lack of awareness about tourism. By awareness we just do not mean as 
to knowing what is tourism. Awareness also includes a knowledge about the impact of tourism 
on day to day life of the people; their own attitudes towards tourism; benefits or loss etc. Very 
often people working in one segment of tourism are unaware about the impact of their services 
or actions on other services. 

- - - - 

35.6 IGNORING DOMESTIC TOURISTS 

The proportion of the movement of domestic tourists is much higher when compared to foreign 
tourists in India. However, because of foreign exchange earnings, the emphasis remains on 
providing facilities for the foreign tourists while domestic tourists are ignored. Of late the 
significance of encouraging domestic tourism is being realised and more and more stales are 
coming forward to create infrastructural facilities keeping the domestic tourists in view. 
Haryana is a good example in this regard. 

Check Your Progress 1 

1) How can communal riots and civil unrest be a threat to tourism? 



2) What do you understand by threats and obstacles to tourism? 

TOURISM FLOWS AND IMPACT 

The flow sf tourists, at the most basic level, depends on a large number of individual decisions 
and choices. For example : Do I want to go on holiday this year? NoNes. If the answer is 

i 
"No" the propensity to travel or lack of it, will be an obstacle to tourism. If the answer is 

I 

"Yes", then which holiday shall I choose from the variety of possibilities? 

Here money, time, distance, accessibility, seasonality and confidence in ones ability as well the 
Travel Agent or Tour Operator will be seen in the form of a threat or an obstacle in malung a 
short list of possible holiday choices. 

The mix of .he  elements of demand and supply as well as inter-subjective elements will have 
a bearing on decision making and perception regarding threats/obstacles in tourism. 

35.7.1 Motivation 

Do I have the inclination to be a tourist? If I do not, then my personal motivation is an obstacle 
to tourism. Some research has looked at the potential tourist purely in economic terms, and the 
approach of such researchers is to overcome the fears of those who stay at home by the 
blandishments or the promises made by Mass Tourism operators. They see it as problem of 
marketing because in the post modem individual the self is no longer the origin or the source 
of decision making, but itself the result or product or multiple social and psychological inputs. 

Where the potential tourist is an obstacle, the 1018 of pull and push. factors are pressure points 
for the individual to see tourism, particularly International Tourism as a threat or as a desirable 
activity. 

35.7.2 Preference 

Preference is the process of making a choice through a selection of real or imagined 
possibilities tempered by experience, information and word of mouth publicity by members of 
a peer group or opinion leaders. For example preference can be interlinked with motivation to 
overcome obstacles to tourism in the following ways: 

1. VFR Cost, range of facilities 
(Visiting, Friends events, kinship. and Relations) 

2. Exploration Science beauty, strangeness 
relatively unknown risk. 

Little promotion, publicity, 
No formal infrastructure. 

3. Evaluation of Y!,urself Range of  product^, facilities, 
attractions, prices. 

4. Fantasy Emotive, exotic, strange, 
mysterious product but which a 
range of facilities and prices. 

5. Prestige Social value, upmarket 
resorts, range of facilities 
and producb, range qf attractions 



In each case aperceived threat or obstacle can be overcome by a preferende -motivation mix, Threats and Obstadesh 

which should be balanced with local benefits and expectations. We can also see how  ouri ism 

1 destinations can then be mapped from one extreme to another. These models points out the 
i importance of social context in determining what we see as a threat or what we think of as an 

obstacle to tourism. This aspect is often not given enough importance. 

t 
35.7.3 Attitudes, Expectations and Behaviour 

Social interaction can take place within an enclosed group (same language, ethnic group, 
economic status, work based etc,) or on the basis of common beliefs (tradition, folklore, 
popular culture, dress and behaviourd norms etc.). It can be on a wider social scale (religious 
or national or activist solidarity) in which case mainstream and alternative norms, canoni, 
rituals and expectations are developed which will determine future behaviour, both of tourist 
and the resident. We can, therefore, say that in tourism attitudes, expectations and behaviour 
go beyond the individual's motivation andp;eference and are defined as group goals, standards 

i and expectations. For example, the mass tourist's formula of the 4's (Sun, Sea, Sand and Sex) 
I promoted the charter package that was to create a world wide uproar on the negative impact of 

tourism along the coastline. Beach Tourism, once promoted as the vanguard of International 
holiday tourism is today seen as the black sheep of tourism because of environmental 
degradation, overcrowding, displacement of local people, social undesirable activities, 
hostility of native populations, and foreign control and use of local resources. Thus, we can 
see how one form of tourism can act as an obstacle to tourism development, because the 
destination sees tourism as a threat to its social, economic and cultural life. Similasly, local 
people hope to benefit economically from tourism and become hostile when the transfer of 
wealth does not take place. 

35.7.4 Constraints of Tourism Growth 

The international community is threatened by numerous constraints like the e w ~ y  crisis, the 
use and distribution of resources, inflation, unemployment, and deteriorating terms of trade. In 
this context we have to clarify the true nature of tourism and its role in the future to see how 
these factors function as obstacles. Most countries, by adopting paid holiday and some form 
of a tourism subsidy (like LTC or holiday bonus) have made a commitment to leisure time and, 
therefore, to tourism, Such a commitment is often made without realising that there is an 
interdependence between the general level of development and the social framework of civil 
society. These then act as obstacles to tourism development. 

These factors are identified as obstacles to the development of modem tourism. Added to 
these can be economic, social and political differences in: 

1. Financial Resources 

2. Human Resources 

3. Institutional, Administrative and Managerial Cultures 

4. Implementation and design machinery 

5. Priority given to tourism 

How countries react to these issues will depend on their status in the world economic order and 
it will be conditioned by their internal framework of devel~pment. Therefore, what the WTO 
deiines as universal obstacles to moderh tourism development are very much conditioned by 
mainstream mass tourism which requires heah in-puts of finance, training and skills, a 
western lifestyle model based on compulsive consumption and waste of resources, simply 
because they are available. Alternative strategies are not considered. 

It is within this framework that the  ini is try of Tourism and the Travel Trade talk of the 
infrastructural weakness of India as a tourist destination. This includes a shortage of hotel 
rooms, poor air services, poor rail services, very poor road transport, unreliable power 
available and very underdeveloped human resources. There is also criticism of India's 
taxation customs and excise policy with regard to the tourism sector. 



The Indian Govt. has evolved a 39,000 Cr. plan for investment in these areas to overcome the 
obstacles to tourism growth and to increase arrivals to 5-6 million per year. While the 
government is doing all it can to ensure that obstacles to the growth of international tourism 
are removed, it has no plan to enslire that spare time, holidays and tourism are accessible to all 
sections of the population, and that tourism should have a beneficial economic and social 
impact, since investment is being directed away from other social sectors to this sector. 

If tourism is not to be a threat to its own future then all countries should devote special attention 
in the following areas: 

a) A quantitative and qualitative analysis of the natural, cultural. artistic and human 
resources and plan their use as well as their protection. Most planned tourism extends 
their use but does not protect resources. 

b) Realise that one country's heritage is a part of the hentage of mankind and, therefore, 
avoid conflict, war and mis-sensitivity to a holistic view of heritage. I 

c) Recognise the social and economic importance of tourism and extend its 
conversationist aspect to create an unpolluted environment. 

d) Recognise that traditional values, particu1;uly non-materialistic values should guide : 

tourism as a social force amd a negocl;~ble rcsourcc h~.lwcen the rich and the poor. 1 

e) To achieve tourism related goals via bilateral and mu1 tilateral agreements, into which 
socio-ecollomic goals can be introduced, if tourism is for developing the host country. 

f) The threats and obstacles model in tourism development should address to the dual 
problem - preserve as you develop. 

g) All tourlsln development inust not be related to sliort tcrm needs, no matter how 
pressing, but inust respond to obligations which we must feel towards the exploited, 
the marginalised, the poor ;u~d backward, the uneducated e~c .  Therefore, the view of 
tourlsm should be long term. This means that the habitual consumer attitude which 
has been developed with general social approval, should be discouraged. 

Thcre is an assumption that in the post industrial society Lourism and leisure time will become 
the centrepiece of general culture. Once tourism moves away from pure entertainment and 
becomes a cultural vehicle, man will expand his physical space to enhance his self awareness 
and emerge with a world oriented view. 

Journeys to more or less distant places, a temporary but intenhe stay at any one of them 
broadens the horizons atld changes the outlook of the tourist by removing prejudices and 
restrictions associated with them. 

Tourism can be said to have freed itself from obstacleh if it car1 help people to change their 
daily routines. A new envirorunent, a new room, new hod, new people, different faces, 
different languages, different money could be am opportunity to recognise the need for change 
rather than to succumb to international standards simply because they are familiar. 

Check Your Progress 2 

1) How can tourism be a threat to itself? 

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

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

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

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

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

2)  What measures should be adopted a$ a special attention to promote tourism? 

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

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



Tlireats a id Obstacles to 
Tourlsni 

35.8 LET US SUM UP 
There are various threats and obstacles to tourism. Besides civil unrest, cornmunal riots, red 
tapism etc., the type and nature of tourism also at times becomes a threat. The nature of 
guest-host relationship (See Unit 3 of TS-2), image of the destination and marketing strategies 
of the tourism Industry also should be looked upon in this regard. It is vital that tourism policy 
makers, planners, resort developers etc take account of the various threats and obstacles. 

35.9 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1) See Sec. 35.3 for your answer. 

2) See Sec. 35.2 for your answer. 

Check Your Progress 2 

1) Base your answer on Sub-secs. of Sec. 35.7. 

2) Base your answer on Sub-sec. 35.7.4. 

SOME USEFUL BOOKS FOR THIS BLOCK 

Dharmarajan and Seth : Tourism in India, New Delhi, 1994. 

Rob Davidson : Tourism, London, 1993. 

Robert Christie Mill : The Tourism System, New Jersey, 1992. 

Suhita Chopra : Tourism Development in Iddia, New Delhi, 1993. 

Virendra Kaul : Tourism and Economy, New Delhi, 1994. 

ACTIVITIES FOR THIS BLOCK 

Write an essay highlighting the economic advantages and disadvantages of tourism in your 
area. 

Try to list the attitudes of the following towards tourists visiting your area: 

a) College students (boys and girls) 

b) Retired people 

c) Housewives 

d) Working women 

e) Taxi drivers or rickshaw pullers. 



Find out the reasons for pollution in your area. 

Mention the reasons behind communal riots. How can you contribute towards promoting 
communal harmony 



UNIT 1 MANAGEMENT: CONCEPTS 
AND FUNCTIONS 

Structure 

1.0 Objectives 
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1.2 Management Concept 
1.3 Understanding Management 
1.4 Management: Levels and Skills 

1.4.1 Levels 
1.4.2 Range of Activities 
1.4.3 Skills 
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1.5 1 Managenal Roles 
1.5 2 Tasks 
1.5.3 Responsib~lit~es 
1.5.4 Work Patterns 

1.6 Management Functions 
1.7 Let Us Sum Up 
1.8 Answers to Check Your Progress Exercises 

1.0 OBJECnvES 

After reading this Unit you will be able to: 

understand the management concepts, 

know about the management levels and skills, 

learn about the roles, tasks and responsibilities of the managets, and 

understand the management functions 

1.1 INTRODUCTION 

The success of a service industry like tourism depends to a large extent on efficient 
management. For this, managerial skills are required along with ?he application of 
management principles. For example, an escort manages the tour, travel agency operations 
require management, hotel management has emerged as a specialisation in itself and so on. 
Hence, whichever service you are providing or whatever operations you are looking after, you 
are a manager in your own self. However, most of the time you perform the functions of a 
manager or apply management principles'sub-consciously. Well, why not then try to 
understand them? This Unit is an attempt to familiarise you with the concepts and principles 
of management in order to equip you with managerial skills. The Unit starts with a discussion 
on the evolution of management thought. It goes on to define the management concept, its 
key characteristics, levels, functions and managerial roles. 

1.2 MANAGEMENT CONCEPT 

The development of the concept and principles of management is relatively a modern 
phenomenon. However, this does not mean that management is something very recent. In 
fact, since the pre- historic times humans have managed groups, co~pmunities and 
organisations. For example even in the hunting and gathering stage people did follow a leader 
or a group of decision makers responsible for their welfare. The evolution from simple to 
complex societies also witnessed the emergence of specialised organisations and departments 
of the governing authority. Whether it was a city state, a kingdom or a republic, the need and 
role of managers increased. There is ample historical evidence in this regard-We find the 



- - -  
Understanding 
Entrepreneurship and 
Management 

attributes of a worthy king or a minister; the merchant guilds ,and trading activities; the 
management of workshops and artisans etc. 

It was in the very recent past, say from the industrial revolution, that the need for a systematic 
approach to management started gaining importance. Application of new technology, 
increasing work force, mass production and distribution, etc. needed effective coordination. 
Yet, management was not recognised as a "technology". Between 1890's and 1930's Frederic 
W. Taylor and certain others formulated a management approach which is described as the 
Scientific Management Theory. The four basic principles of Taylor's theory were: 

i) the development of true science of management, so that the best method for performing 
each task could be determined, 

ii) the scientific selection of workers so that each worker would be given responsibility for 
the task for which he or she was best suited, 

I iii) the scientific education .and development of the worker, and 

iv) intimate, friendly cooperation between management and labour. 

Taylor advocated that a complete mental revolution on the part of management and workers 
was required for the success of these principles. In fact Scientific Management was concerned 
with increasingqhe productivity of both, the shop as well as the individual worker. Soon there 
grew another theory i.e. the Classical Organisations Theory. 

kenri Fayol (1841-1925), the founder of Classical Management School was of the view that 
'bith scientific forecasting and proper method of management, satisfactory results are 
inevitable". He emphasised that management was not a personal talent but a skill like any 
other . The general belief had been that "managers were born, not made: - that practice and 
experience would be helpful only to those who already had the innate qualities of a manageru. 
However, Fayol was of the opinion that management could be taught once its underlying 
principles were understood and a general theory of management was formulated. 

In order to develop a science of management Fayol divided buhess operations into six 
activities: 

1) Technical 
2) Commercial 
3) Financial 

4) Security 

5) Accounting 
6) Management 

Further, he defined management in terms of functions like: 

Planning, 

Organising, 

Coordinating, and 

8 Controlling. 

Another description of management, given by Mary Parker Follet, described it as "the art of 
getting things done through people". Meaning thereby that a manager would attempt to 
achieve the goals of an organisation by arranging for others to perform the required tasks and 
not by performing these tasks himself or herself. However, it is not possible to give any one 
simple definition of management. All existing definitions keep changing because of the 
changes in the environment of organisations. Without going into the complexities of the 
problem let us take a definition which has been more acceptable, i.e.: "Management is the 
process of planning, organising, leading and controlling the efforts of organisation members 
and of using all other organisational resources to achieve stated organisational goals". 

6 
1 



You must note here that a process is a systematic way of doing things. Hence: 

Management is a process because the interrelated activities of planning, leading, 
organising and controlling are part of a manager's engagement. 

Managers use all the organisational resources (like finances, equipment, information, 
technology and people) to achieve the stated goals. 

Each organisation has its own stated goals and management, as a process, helps in 
enhancing the attainment of these goals. 

You may like to ask a question here i.e. what is the scope of the application of the management 
process? Well the answer is universal. This is because whatever may be the level of a manager 
or the nature of the organisation, the basic functions of planning, organising, leading and 
controlling are carried out by the manager. 

13 UNDERSTANDING MANAGEMENT 

George R. Terry and Stephen G.' Franklin listed certain key characteristics that could be 
useful to a new learner for understanding management: 

A) Management is purposeful: This is because it "deals with tbe achievement of something 
specific expressed as an objective or goal." At the same time managerial success is 
measured by the extent of the achievement of the stated goals. 

B) Management makes things happen: This is because "managers focus their attention and 
efforts on bringing about successful action." The knowledge where to start, what to do to 
keep things moving and how to follow through, adds to their success and achievement. 

C) Management is an activity Like reading and swimming management is an activity and 
not a person or group. The performers of this activity are termed as managers, members 
of management or executive leaders. It is a distinct activity in the sense that: 

it can be studied, 

knowledge about it can be obtained, and 

skill in its application can be acquired. 

Further they stressed that participating in management necessitates giving away the "tendency 
to perfo;m all things yourself." You should "get tasks accomplished by, with, and through 
the efforts of group members." Thus, management is generally "associated with the efforts of 
a group." You should also remember that management is an unseen force whose presence is 
"evidenced by the results of its efforts." 

1.4 MANAGEMENT : LEVELS AND SKILLS 

The term manager is generally used for one who is responsible for carrying out the 
management functions of planning, organisation, leading and controlling. A manager is also 
responsible for subordinates and other organisational resources. But you must note that there 
are different types of managers with varied tasks and responsibilities to perform. For example, 
in a hotel you may have a Front Office Manager, Restaurant Manager, 'Finance Manager, 
General Manager and so on. This demonstrates that managers can be classified : 

1) according to their levels, and . 

2) according to the range of the activities of an organisation. 

Similaily for each level or range, certain skills are required. 

Management: Concepts and 
Functions 
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1.4.1 Levels 

First Level Managers are those who are in direct contact with the employees producing the 
goods or services of an organisation. They are also known as supervisors, responsible for 
directing the employees. However, in a service industry like tourism there may be certain 
areas where the first level managers deal with the customers instead of employees. 

Middle Level Managers are those who direct the activities of the First Level Managers and 
at times of the operating employees also. 

Top Level Managers are a small group of policy makers/executives, responsible for the overall 
management of the organisation. 

Top Level Managers 

Mid'de Level Managers 

First Level Managers 

Employees 

1.42 Range of Activities 

Managers are also classified according to the scope or range of organisational activities they 
perform: 

Functional Managers are responsible for only one activity they perform in the 
organisation. For example, either operations,marketing or finance. The activities and 
people who work under a functional manager are engaged in a similar set of activities. 

General Managers are individuals responsible for all the activities of the  it or 
Company they head. 

m 
The number of Functional and General Managers in an organisation may vary according to 
the size and activities of the organisation. 

1.4.3 Skills 

Different types of skills are required at various managerial levels and their usage also varies. 
However, Robert L,Katz has referred to three basic skills which every manager needs : ; 

technical 

human, and 

conceptual 



Technical Skill means the ability of using specialisedknowledge, expertise and techniques in Mqemenk conG1s-Gd 
a particular area. Fmctlons 

Human Skill means the capability of a manager to build cooperation within the team as a 
leader. 

Conceptual Skill is the ability to look at the organisation as a whole. This also includes 
recognising the inter-dependence of various organisational functions. 

The relative importance of these skills, according to Kartz depends on the managers 
hierarchical position in the organisation. For example, when one moves from Front level 
management to Top level management, the requirement of conceptual skills goes up and 
technical skills go down (see following figures) 

Front Level Middle Level Top Level 

I 

Check Your Progress - 1 

1. Define Management. 

2. What do you understand by management levels ? 
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When you are aspiring to be a professional manager the immediate concern is to understand 
the roles, tasks and responsibilities that you have to perform and share as a manager. All 
managers, depending on their level or range, plan, organise, head and control. Yet, one has 
to go beyond these general functions to have a proper understanding of one's job. Amanager's 
primary concern is the organisation with which he or she works and has to keep the overall 
perspective of the organisation in mind. He or she is also responsible for the performance. 

1.5.1 Managerial Roles 

A number of times various scholars have conducted studies and surveys to understand 
managerial roles. The most accepted among these are the findings of Henry Mintzberg which 
include : 

A) Interpersonal roles : These are the relations a manager has with others inside and outside 
the organisation. These include : 

r 

1) Figure Head : This takes into account the role as symbolic head of the organisa- 
tion. For example, welcoming official visitors and duties of a legal nature. 

2) Leader : The manager guides, directs and motivates subordinates and is account- 
able for their actions. 

3) Liaison : The manager has to establish linkages, relationships and networks, both 
inside and outside the organisation which would be useful in achieving organisa- 
tional goals. 

B) Informational roles : An important aspect of the Manager's job is receiving and 
communicating information. This further includes : 

1) Monitor : The manager constantly searches for relevant information internally 
as well as outside the organisation. This enables the manager to keep up with new 
trends and ideas. 

2) Disseminator : The transmission of information received from outside to internal 
members and subordinates is another role. 

3) Spokesperson : A manager also speaks on behalf of hisfher Unit or Organisation. 

C) Decision Making Roles : A manager has four decision making roles : 

1) Entrepreneur : A manager perfom the role of an entrepreneur by initiating 
change. 

2) Disturbance handler : A manager is expected to solve problems and handle 
disturbances in the organisation. 

3) Resource alloator : The resources of an organisation are always limited. A 
manager makes best use of them to achieve the stated goals and accordingly 
allocates them. 

4) Negotiator : A manager negotiates with both insiders as well as outsiders. 

It is possible that a number ot roles may be evident in a given situation. However, the 
characteristics of an effective manager ar_e the: 

@ ability to recognise the appropriate role in each situation, and 

@ flexibility to change roles readily. 

1.5.2 Tasks 

Performance is the prime thing in a manager's role. For this the manager has to act, take 
certain steps and do certain task:. We list here some of these tasks. A manager 
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a provides meaningful direction to the Company or Organisation, 

maintains efficiency for profit generation, 

meets the challenge of increasing competition, 

motivates the subordinates, 

attempts to retain talent in the Company, 

inculcates a sense of loyalty among the employees, 

keeps in mind the interest and welfare of employees in order to gain their confidence 
and as a leader demonstrates hisher leadership abilities, 

maintains a balance between developing new ideas and translating them into successful 
business, 

takes initiative for the upgradation of skills and constant training of the employees, and 

keeps oneself updated on information. 

1.53 Responsibilities 

The Company in which you'work, or your own firm should have a harmonious relationship 
with other social segments. This brings in the question of the responsibilities of a manager. 
Here we list some of the responsibilities which a manager has: 

In a service industry like tourism, customer satisfaction comes first. Hence, a manager 
must be responsible towards the customers regarding their needs, concerns, quality of 
the product, etc., 

In case of a Company or a Firm, a manager is also responsible towards the employees by 
ensuring their salaries, provident fund, etc. 

A manager is also responsible towards the suppliers whose products are being used by 
the Company. For example, you will depend on the suppliers for regular supplies of a 
specified quality and at an agreed price. In return, it is your responsibility as a manager 
to assure timely payments to the suppliers, etc. 

a Similarly, a manager is also responsible towards the distributors and retailen in terms 
of quality, timely supplies, etc. 

It is the responsibility of the manager to ensure that the operations of the company are 
within the legal framework i.e. the existing laws framed by the Government. This 
responsibiity also includes the payment of taxes, duties, etc. on time 

Today, the manager is also responsible towards the society and this is a vast area of 
responsibiity. For example, you should take into account that by the actions/operations 
of your Company, the environment is not damaged or religious sentiments are not hurt, 
etc. 

1.5.4 Work Patterns 

As has been mentioned earlier, there are different levels of managers who perform different 
tasks in their jobs. It is very essential for you to understand the job when you are performing 
managerial roles because the roles, tasks and responsibiities will be related to the nature of 
the level. At the same time you should also try to understand the pattern of managerial 
working, which again may vary as per the levels, An important aspect in the work pattern is 
to take into account the activities which you as a manager will be performing on day-to-day 
basis. For example, you will have to make yow daily schedule by distributing your tasks and 
responsibiities in a timeframe. There are certain things which you can schedule but there are 
situations when you have to go for unscheduled meetrngs or attend to telephone calls or face 
un-anticipated problems. Many of these require immediate action which you can not ignofe. 
Among the scheduled'things, you should plan out for your next week's activities in advapce 
like you might keep some time for meetings, some time for interacting with your employees, 
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1.6 MANAGEMENT FUNCTIONS - 

As mentioned earlier, Management functions include planning, organising, leading and 
controlling. One should not say that it is not necessary for a manager to be equally concerned 
about all these at a time. Depending upon the nature of the job or the level of the manager, 
tke concern and involvement for each may vary and yet all managers have to be concerned 
with these functions. 

1) Planning is central to managing, for it is through planning only that one decides in 
advance what is to be done, when and how. There are certain steps and stages for 
planning and you will read more about planning in Unit 6 of Block 2. Suffice to say here 
is that for every future activity, growth of the organisation etc., you must go in for 
plannin~. 

In management, by organising we mean grouping together of people and activities in 
order to work for the achievement of the stated goals of the organisation, the span of 
control, delegation of authority, relationship among the employees and the staffimg 
patterns etc. We shall discuss the details in Unit 7 of Block 2. 

3) Once planning is done, the structure of the organisation determined and the recruitment 
of employees completed, the time for you now is to make necessary arrangements for 
moving towards the achievement of the defined goals of the organisation and this 
management function has been termed as leading. In certain cases it is also known as 
directing or actuating. Irrespective of the terms used, it is clear that this management 
function involves a leading role for the manager in motivating the members of an 
organisation and making them perform in ways that help in achieving the defined goals 
or objectives of the organisation. The role of leading is very crucial for 9 manager and 
for this a manager has to be a decision-maker, motivator and trend-setter, etc. 

4) Controlling involves measuring and correcting the performance of the activities of 
subordinates so that the defined objectives and the plans devised to achieve them move 
in the right direction. Controlling also requires a plan and a cleai organisation structure. 
The control process is used for establishing standards, correcting deviations, if any, 
measuring performance and establishing standards. We shall discuss this in detail inunit 
8 of Block 2. 

Check Your Progress - 2 r 
1) What do you understand by Managerial Roles ? 

2) What are the responsibilities of a Manager ? 
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Management is a distinct process of planning, organisiig, leading and controlling in order to 
achieve the stated goals of an organisation. There are different levels of Managers with a 
varied range of activities. At various managerial levels, different types of skills are required 
like technical, human and conceptual. A manager has to perform various roles and also has 
certain tasks and responsibilities to perform. The work patterns of the managers vary as per 
their levels and job requirements. Youmust remember here that management is an integrative 
task taking into account the functions, roles, tasks etc. in order to achieve the stated goals of 
the organisation. 

1.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress - 1 EzI l  
1) Base your answer on Sec. 1.2 

2) Managers are also classified by their levels. Read Sub-sec. 1.4.1 for your answer. 

Check Your Progress - 2 EzIl  
1) A Manager has to perform different roles like decision- making, informational or 

inter-personal. Read Sub-sec. 1.5.1 for your answer. 

2) A Manager's job is not only to perform the task but helshe has certain responsibilities 
also like customer satisfaction, responsibilities towards employees etc. Base your 
answer on Sub-sec. 1.5.3. 
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UNIT 2 ENTREPRENEURSHIP : 
CONCEPT AND FUNCTIONS 

Structure 

Objectives 
Introduction 
Entrepreneurial Qualities 
Entrepreneurial Process 
Identifying the Opportunity 
Assessing the Market 
Resource Mobilisation 
Other Considerations 
Let us Sum Up 
Answers to Check Your Progress Exercises 

2.0 OBJECTIVES 

After reading this Unit you will be able to : 

understand the concept of entrepreneurship, 

know about the qualities of an entrepreneur, 

familiarise yourself with the process of establishing an enterprise, 

learn about the factors that contribute towards a successful enterprise, and 

know the importance of entrepreneurship in tourism. 

2.1 INTRODUCTION 

Small and Medium Enterprises (SME) play a crucial role in economic growth and 
deve!opment. This is because: 

most of the new job opportunities are corning through SME - particularly in the service 
sector, 

there is a growing recognition of their contribution in raising productivity, and 

the entrepreneurs are contributing in the promotion of innovative services, products or 
technologies. 

The role of SME's becomes more signscant in the case of tourism industry, because of its 
very nature i.e. being a service industry. For example, leaving aside a few big companies most 
of the tour operators or travel agencies come under the category of SME. The same is true 
of the accommodation sector in India and so on. At most of the destinations (already 
developed or in various stages of development), members of the local population strive to set 
up their own small business or enterprise for providing services to the tourists. In such cases 
the capital investments are low and infrastructural requirements are less. Yet, the 
entrepreneurial spirit is quite high and direct linkages are established with the local economy. 
However, the success, growth and sustenance of the enterprise will depend on the: 

managerial qualities, 

application of management skills, and 

service orientation 

You must remember that in your own enterprise the functions of an owner as well as that of 
a manager are performed by you only, There is hardly any gap between decision making and 



action. How competently you integrate and exercise these dual functions deteimines the pace 
of your success or failure. 

In this Unit we familjarise you with different aspects of entrepreneurship. These include the 
skills and qualities required in an entrepreneur alongwith the processes that an entrepfeneur 
undergoes to perform certain functions. These might be of help to you in case you intend to 

. set up your own enterprise and work for its success. 

2.2 ENTREPRENEURIAL QUALITIES 

Well, to begin with you must remember that an entrepreneur is a combination of both a 
thinker and a doer. Someone who perceives an opportunity and creates an organisation to 
pursue 'it i.e. one who assimilates the idea, resources and organisation for creating and 
pursuing a new venture, is an entrepreneur. 

The entrepreneurial process involves all the functions, activities and actions linked with 
perceiGng an opportunity and creating an organisation to pursue them. 

You must rehember that a person engaged in small business may or may not be an 
entrepreneur. For a small business to be considered as an entrepreneurial effort it must be 
characterised by: * 

introducing of a new producttservice, or 

there must be something different, inventive or innovitive about the business venture. 

You will be able to demonstrate your Entrepreneurial Spirit if you are: 

a willing to take up challenges, 

a desiring to create a new venture, and 

hoping to be the master of your own future. 

; But you must evaluate your own selfvis a vis entrepreneurial qualities. Some of the questions 
you can ask are: 

Can I sense an opportunity? 
.9 

Do I have thk confidence to take the risk? 

a Can I take the initiative? 

' a Is it possible for me to mobilise resources? 

Do I have the capacity to plan, organise, implement and pursue? 

Entrepreneurial success depends on the management of your own self. For this you require 
certain traits, qualities or behavioural competencies like: 

I 1) Risk taking: As an entrepreneur you will have to take risks. Not all have the capacity to 
do this but an entrepreneur seeks it - not wildly, but in a calculated way. In order to 

I develop your capacity to take risks you ought to be an optimist, hoping for success. 
Further, hurdles in the way are to be crossed, not to be afraid of. Failures should not 

! unnerve you to withdraw, they ought to be taken as  feedback to reassess and change. 
You ought to objectively analyse the situation and develop self confidence. 

2) Self-starting, Creativity and Innovativeness: As an entrepreneur you start a venture 
under your own authority using your ideas and energy as justification. The new ideas that ' you pick are to be quickly operationalised. To pick ideas you have to be imaginative using 
intuition and observation. In an industry like tourism, the attraction of the product or 

I service is to be always there. Hence, you should always have the sense for identifying e r  
I improving the product or semce. For this you have to be creative and innovative. 
1 Besides, you might have to explore new strategies for marketing your product or service 

or you might have'toadd new attributes to them. YsiiIrqve to experiment with new ideas 
and there will always be a certain amount of uncertainty linked with their implementation. 
You should have the capacity to face this with readiness. 
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3) Initiative: As an entrepreneur you don't pick idea5 only to day dream about them or to 
build castles in the air. You take the initiative to operationalise them. This you do 
independently without waiting for orders or instructions. You set your own goals, 
directions and guidelines. 

4) Information seeking : As an entrepreneur you have to update your knowledge. For this 
you have to seek information from a variety of sources. For example, you would like to 
know about the financial institutions, their rules and interest rates etc. to decide wherc 
to borrow from. Similarly, youmust know about your competitors inbusiness, the strength 
or weakness of their product, etc. In fact obtaining and using information has a bearing 
on your growth and success. 

You can seek information through various means : 

do personal research, 

observe what is going on, and 

consult experts etc. 

5)  Problem Solving : You must start with the assumption that there will be problems. At 
the same time you must have the confidence that you can solve them. This does not mean 
that you solve them by yourself only. You can always look for such resources which can 
help you. Accept the problems as something normal, maintain your control and devise 
strategies. Chances are you might come up with more than one solution. Here again you 
will depend on your own judgement and calibre of risk-taking regarding the decision 
about which solution to apply. 

6) Quality assurance and monitoring : The success of the entrepreneur will depend on the 
quality of the product or service. For this you must set up some standards. To maintain 
these standards constant monitoring is necessary. 

Besides these, certain other entrepreneurial competencies include : 

faith in systemic planning, and 

having pursuance skills and convincing/influencing abilities etc. 

Check Your Progress - I a 
1) Who is an entrepreneur ? 

2) Mention the factors that contribute towards the success of an enterprise. 

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



3) How cab you demonstrate your entrepreneurial spirit ? 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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4) Discuss on a separate sheet the qualities required to be an entrepreneur. 

2 3  ENTREPRENEURIAL PROCESS 

In the entrepreneurial function both the individual as well as the environment are equally 
important. For example, a person may be fully qualified, the idea excellent and the new 
product or service offered. But in case the conditions are wrong or the context inappropriate, 
the possibilities will remain largely underdeveloped. Hence, the four components under the 
four C's theory of Entrepreneurship include : 

6 Characteristics i.e. psychological traits 

Competencies i.e. Skills 

6 Condition i.e. in family, firm or community 

e ' Context i.e. environmental factors 

It is not just that these components be present but it is their simultaneous interaction also 
that needs to be looked into, to gauge the levels of entrepreneurial activity. If the placement 
of these components is towards the positive side, the level of activity will be higher whereas 
a negative placement would keep the level on the lower side. You must also remember here 
that getting an idea for a new business is not just enough. It has to be pursued and this 
pursuance, besides the personal attributes, depends on avariety of factors that can be termed 
as environmental variables. These could be economic factors or social factors or both. 

6 ' economic factors include market incentives and suflicient stock of capital 

6 social factors take into account customs, cultural values, family environment, etc. 

Besides these, the government policies, rules and regulations also have a bearing on the 
environmental process. 

In the subsequent Sections we discuss the relevant stages for establishing a small scale 
enterprise. 

2.4 IDENTIFYING THE OPPORTUNITY 

When you wish to set up an enterprise you have to identify an opportunity. This process is 
referred to as Opportunity ScanninglSensing and identification (OSI). Every enterprise 
starts when an opportunity is: 

identified, 

r defined,and 

assessed 

In other words we &I say that after identifying the bus;llc;s opportunity an entrepreneur • 

establishes an enterprise and then manages it for profit 
I 
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u n d c ~ ~ a n d l ~ g  It is not easy to define how an entrepreneur identifies an opportunity. The National Council 
Entrepreneurship and 
Management 

of Applied Economic Research (NCAER) conducted a survey on the Structure and 
Promotion of Small Scale Industries in India with a view of drawing lessons for futye 
development. The survey probed the existing entrepreneurs as to what motivated them for 
establishing their enterprise. The answers were: 

%= 

34.5% because of their previous experience and interest in the industry, 

22.5% because of the desire to be self-employed, 

12.3% because the family was in the same business, 

11.7% because they wanted to make a livelihood from an industrial enterprise, and 

10.5% because they saw the growth potential in the industry. 

Well, besides the findings of this survey, entrepreneurs have selected products or services 
which: . 

have a good demand in the market, 

show high profitability, 

provide missing links in the business chain, 

have specific advantages available to them i.e. incentives, reservations, etc. 

In a developing industry like tourism there is no dearth of entrepreneurial opportunities. 
However, one has to be a keen observer of the customer's tastes, needs and choices i.e. full 
profiling of the tourists and the intermediary agencies has to be undertaken (see Units 1 and 
2 of TS-2). However, you should remember here that instead of keeping short term profits in 
mind you should contribute towards the growth of responsible tourism and. eco- friendly 
tourism. And this area itself today provides many opportunities. See the following examples: 

1) J.D. realised that a number of visitors to a wild life sanctuary might not be attracted to 
only looking at a tribal village but might like to share the experiences of tribal life. He 
mobilised resources to construct a tribal village called the Spice village, employed local 
tribals and offered accommodation and local cuisine.  he-complex is a p&e tourist 
attraction. . 

2) Looking at the success of Heritage hotels many owners of small havelies in Rajasthan 
started equipping them for the tourists and are doing good business today. People in 
other states have followed suit. 

3) Entertainment in the evenings is something lacking for the tourists. Mrs. K. rented a farm 
house. She- started a kitchen and also arranged folk dances and music in the nights. She 
established links with some tour operators who put a night at the farm house in the 
package.they sold to tourists. Her business has picked up. 

4) KK heard at a social gathering that the Department of Tourism was developing a special 
tourism promotion plan in Japan: He picked up more information in the travel trade 
circles. He was aware that there was at least a year's time for the promotion campaign 
to take off and another six months for results. He started learning Japanese as he had an 
aptitude for learning languages. Simultaneously, he learned the skills required to be an 
escort. Today he free lances and is the most sought after tour escort. Now he is toying 
with the idea of opening an agency to provide escort services only. 

In each example the situation was different. 
I 

In the first.case JD used his own imagination 

In the second case the idea was picked up from a trend, i.e. the ~ k ; i t a ~ e  

In the third case the idea generated from observation and experience resulting in creating 
a new attraction 

In the fourth case KK who was looking for an opportunity was also keeping his ears and 
eyes open. He sensed an opportunity and picked up the skills. 

Yet there are situations when people are motivated through "intensive campaigns". For 
example, to meet the accommodation problem, the Department of Tourism motivated 

3 



people to start paying guest accommodation and offered certain incentives. In some areas 
people 'were given training in house-keeping, they were given financial assistance and even 
construction designs in w e  they wanted to add a room. 

This bringsin another aspect that right at the opportunity scanning stage itself aperson needs 
assistance, consultancy and dependable information. This the person requires not only for 
the scanning of environment but also to assess one's own strengths and weaknesses along 
with the would be threats. In management language this is termed as the SWOT analysis. 

S - Strengths 

W :Weaknesses 
0 - Opportunities 

T -Threats 

An entrepreneur should analyse the strengths, weaknesses, opportunities and threats in the 
process of converting a potential opportunity into the opportunity,, 

2.5 ASSESSING THE MARKET 

While iden-g the product or service, a new entrepreneur has to look for the market 
potential and growth prospects. 

Entrepreneurs need a distinctive competence i.e. "entrepreneurial desire to begin a business 
coupled with the ability or experience to compete effectively1'. This means that one should 
have the market analysis and the managerial ability to outperform the competitors. In the 
NCAER survey, three out of four entrepreneurs had chosen the productt1 as it was 
,marketable and had potential demand." 

t 

In TS-1 Block-6, we have already familiarised you with different aspects related to tourism 
marketing along with the characteristics of a tourism product. Hence, you must once again 
read Units 20 and 21 of that course and relate them in the context of enterpreneurship. Market 
assessment exercise is necessary to answer questions like: 

whether the product or service being offered will have a sufficient demand or not 

Who wouldbuy? 

Why would they buy? 

How many would buy? 

In management jargon this is called Market Demand Analysis. At the same time, in the case 
of new or diierent tourism products or services there are always the possibili;ties of creating 
a demand directly among the tourists or through the intermediaries. But again this will be 
tbough adopting certain marketing techniques. 

Analysing the competitive situation is anothe~ important aspect which an entrepreneur must 
take into account right at the initial stages. 

Market Demand Analysis itself gives an idea about the existent competition in the market 
and the market share ot each competitor. In fact a competitive situation analysis helps you in 
designing your product. For example, you want to open a restaurant. But there are already 
many restaurants doing flourishing business. What do you do? Well you may take the 
following steps: 

1) Find out how many restaurants are there in the vicinity where you want to start. 

2) Visit them as a customer, assess their menu and environment, look at the service time, 
taste the disbes, check the prices and any added attractions they have. Also observe 
whether the other customers have satisfied expressions or not, etc. This will enable you 
to understand the strengths and weaknesses of the competitors. 

3) Accordingly, you can decide what unique attractions/qualities you can offer in your 
restaurant. 

" > 
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You must remember here that once a product getsgoing, many more entrepreneurs enter 
the field to produce the same product. Particularly in the case of a tourism product the 
small entrepreneurs compete with each other. Hence, you should always be open to 
adding more attractions to your product. 

Another necessary component is understanding the trade practices and linkages. There 
is a long line of intermediaries in the tourism sector (see TS-1, Block-2) and one has to 
take into account: 

discounts, 

commissions, 

credit terms, 

legal implications, 

infrastructural facilities, market image and market reach of the intermediaries one 
is dealing with, etc. 

Realistic market assessments of the types mentioned above enable the entreprenetu in 
establishing the new business. 

Check Your Progress-2 n 
1) What do you understand by OSI? 

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

2) Why should you do SWOT analysis? 

3) Why should an entrepreneur analyse the competitive situation? 
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An entrepreneur, besides having the idea has also to mobilise different resources for 
establishing the business. In this Section we briefly deal with some of the essential resources 
that have to be mobilised. 

1) Finance: Financial inputs and planning are necessary for setting and running any 
enterprise. In this regard you need: 

initial funds to set an enterprise 

working capital to run the enterprise 

In setting up an enterprise your o m  funds play a major role. Obtaining funds from 
relations and friends and loans from financial institutions are other modes of generating 
the initial capital. Similarly, as profits take time to come, an entrepreneur has also to raise 
working capital and for this again the modes mentioned above are relied upon. 

In Block4 of this course we have dealt in detail with financial planning and the 
management of finances. Suffice it to mention the following aspects: 

i) An entrepreneur should go for financial forecast which includes estimates about: 

capital requirements, 

working capital requirements, 

capital structure (i.e. the debt-equity ratio), 

credit policy, and 

contingencies. 

ii) An entrepreneur should be aware of the sources of finance. For example, 

own capital, 

banks, 

borrowing from friends/relatkes/others, 

term loans from financial institutions, and 

personal loans on assets like National Saving Certificates/Insurance 
PolicyProvident Fund, etc. 

Often it is found that an entrepreneur has been able to raise initial funds but faces 
acute shortage of working capital. The best thing for an entrepreneur to do is to 
,take the advise of a financial consultant in this regard. However, you must take 
into account the following aspects when you are arranging funds: 

interest rate on borrowings, 

time required in obtaining such finance as processing loan applications takes 
time, 

duration for which funds are required (say six months, a year or more), 

your repayment capacity, and 

conditions stipulated by lenders bf funds. 

As an entrepreneur you should not get disheartened if helpful attitude or a friendly 
environment is missing while dealing with financial institutions. Imtead of accepting defeat 
you must keep pursuing and try to remember, never to put forth exaggerated claims. 

2) Manpower requirements: To conduct your business you need appropriate manpower at 
the right time, in the right manner with right skills. For this, you should: 

make an inventory of the required manpower on different levels and for different 



u n d c r s ~  decide on their qualifications and skills, 
Fmtrepremwehipand . ' 

Itbmgentent decide on the kind-of induction training you would give to those who join you, 

equip yourself with the knowledge of labour laws and regulations, 

devise recruitment policy and wage structures, and 

have a future manpower plan, etc. 

3) Technology: The type of technology to be used is again to be decided at the initial stage. 
This has a bearing on designing the product as well as deciding on manpower planning 
and finances required, etc. Would you require machines? What kind of energy would 
youuse? Would the use of computers be cost effective? Which computer make and brand 
to buy? are all relevant questions in your decision making process. You must realise that 
in'many segments of tourism like accommodation, travel agency, tour operators, etc. 
technology is playing a major role in business operations. 

2.7 OTHER CONSIDERATIONS 

There are certain other considerations which the entrepreneur has to take into account while 
making the operational plans. 

1) Location: An entrepreneur has to take the crucial decision regarding the location of the 
enterprise. S o m  of the factors which influence this decision are: , 

personal factors like family conditions, individual likes or preferences, etc., 

geographical conditions, 

competition in the area, 

market conditions, 

availability of manpower resourc'es, and raw materials, 

local laws, tax structures and regulations, 

attitude of the local community or the host population, 

environmental factors 

cultural values and customs 

political stability 

peaceful atmosphere, and accessibility, etc. 

You have to evaluate the location keeping the above factors in view and relating them 
with your experience. 

- 
2) Organisational Structure: An entrepreneur has to decide on the nature and structure 

of the organisation. At the ownership level the decision would be whether to go fpr 
sale-proprietorship or partnership, etc. (see Unit-3). Simultaneously, a decision 
regarding the structural aspect i.e. whether it should be hierarchial or not is also needed. 

3) In the tourism sector an entrepreneur must also take into account his or her 
responsibilities towards the destination, host population and environment. A 6iendly 
and healthy approach in this will serve the interests of both, the locals as well as the': 
entrepreneur. 

After al l  these considerations the entrepreneur should develod a project mport or the 
,- business plan or get it developed. This is a descriptive document kith operational details, 

mission statement, cost analysis and implementation schedule, atc. It is not only the blue 
.print bf the organisational aims and activities but an essentid document needed for 
arranging fmance, developing cost and profit estimates, resour& planning and feasibility 
testing. - 

I 



Check Your Progress3 r 
1) What kind of financial inputs do you require for entrepreneurship? 

2) Mention the factors that could influence your decision in selecting the location of your 
enterprise. 

3) Why do you need a business plan? 

~trcprrmnlrahlp: Concepts and 
Fonctla119 
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2.8 LET US SUM UP 

In this Unit we attempted to give you an idea about the characteristics of an entrepreneur 
and the process of entrepreneurship. There are ample opportunities for those plammg to 
enter the tourism sector. You have these opportunities right in your own location if your area 
is a tourist destination. But to use these opportunities you ought to have entrepreneurial 
qualities and must be familiar with the entrepreneurial process. It is essential that you have 
a professional approach with an understanding of management concepts and functions. 
Environmental cautiousness, respect for local customs, involvement of local population and 
job opportunities for them will add to your success. Here you must take note of the various 
government schemes for motivating, financing and training entrepreneurs and make use of 
them. 



Understanding 
Entrepreneurship and 
Management 

2.9 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 - 
1) Check your answer on the definition given in Sec. 2.1. 

2) Managerial qualities, application of management skills, service orientation, etc. . 

3) Read Sec. 2.2 for your answer. 

Check Your Progress-2 r 
1) Mention the Opportunity Scanning and Identification process. 

2) Obviously to understand your strength and weaknesses as well as those of your 
competitors. See Sec. 2.4. 

3) Read Sec. 2.5. 

1) Read point 1 of Sec. 2.6. 

2) Read point 2 of Sec. 2. 

3) Consult the last para of Sec. 2.7 for your answer. 
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3.0 OBJECTIVES 

After reading this Unit you would be able to: 

describe the features of the main business forms, like sole proprietorship, partnership, 
company, etc. 

know the advantages and disadvantages of these business forms, and 

appreciate the features of each business form. 

3.1 INTRODUCTION 

In TS-1 Unit 5 we discussed the various segments of the tourism industry alongwith different 
types of services. You are also aware that tourism facilities and services are provided by a 
variety of organisations with different types of ownership. These include both, Public Sector 
as well as Private Sector Organisations. Besides, in this sector, profit oriented and non-profit 
oriented organisations also co-exist. Apart from organisations there are people who provide 
tourism services and facilities in individual capacities or in groups. In fact, in each sector of 
tourism you come across enterprises of all sizes and forms. Such adiversity of corporate forms 
is hardly seen in other industries. Here you must remember that the functions of all 

' enterprises in tourism are aimed at transforming available resources into tourism products 
i.e. services, attractions and facilities. These enterprises or business forms are influenced 

' by a variety of factors like financial resources, taxation regulations and constraints, 
management skills, personal objectives and motivation etc. of all those involved in planning, 
developing or operations. 

This Unit deals with the principal business forms. How these business forms differ from 
each other is another aspect dealt within the unit. Besides this, the main advantages as well 
as disadvantages of each business form are also discussed. The Unit begins with a brief 
description of the concepts of market, service and industry. 

2 
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3.2 SERVICE, MARKET AND INDUSTRY. 

The basic act in social growth and progress has been production for survival and development. 

One of the important ways in whih societies can be classified is according to the way the 
production process is organised and the way commodities are exchanged. This brings us to 
a new term, commodity. What does this mean and how is it different from a good? 

za 

Well, a good is a thing which gives us some satisfaction or utility when we use it or consume 
it. Your food, clothes, books are all goods. What distinguishes a commodity from a good is . 
that a commodity is that goodwhich is produced for exchange, that is, to be bought and sold. 
Let us give an example. Suppose you have a kitchen garden in your backyard. Here you grow 
some vegetables for your own consumption. These vegetables are goods and they give you 
utility but they are not commodities because they were not produced for sale in the market. 
They become commodities only if you produce them for sale. 

3.2.1 Service 

Is it only goods which can be commodities? The answer is that apart from goods, services can 
also be commodities. For example, when you drive your own car for personal work your 
driving is not a commodity. But when you drive it on payment basis you sell your driving as a 
service and it becomes a commodity. Services are intangible and the tourism products by and 
large are services which are consumed in the process of their production. 

3.2.2 Market 

Buying and selling of goods and services and production of goods and services for exchange 
is the hallmark of the market system of production and exchange. Here, market is not what 
we understand by its everyday meaning as a place where goods are bought or sold. Rather, it 
is, an abstract term which seeks to denote a system which is organised in a way where goods 
are produced, sold and distributed by voluntary exchange between people. Ih contrast is 
the production and distribution through what is called command, that is controlled by the 
State or the Government. We can speA of the market for a specific commodity, for example, . 
the market for tour packages or the market for hotels. Among the components of a market 
on the one side are the suppliers or sellers which include the producers, merchants, retailers, 
franchisers, etc. On the other hand are the buyers, i.e. the consumers of the goods and 
services. The consumers have a demand for the goods or services and the sellers supply the 
goods and services. These forces of demand and supply are what drive the market system or 
the market. The main device here is the price of the goods and services. Prices of 
commodities are the most important 'signals' which convey information to buyers and sellers 
about how'much to sell and buy. 

Usually, sellerswill supply more, other things remaining the same, if the price of a commodity 
goes up, because they expect to earn more. Buyers, on the other hand, will buy less of a 
commodity, other things remaining the same, if the price of the good rises because they find 
it more expensive. For example, if airline tickets were to cost more suddenly, people might 

! travel less by air. At any given price, if supply exceeds demand, prices tend to fall. On the 
other hand, at any given price, if demand exceeds supply, there is an upward pressure on 
prices. Because of the pivotal role of prices, the market system is also called the price 
mechanism. 

\ 

3.23 Industry 

In TS-1 Block 2, we discussed Tourism as an Industry. Let us once again clarify the meaning 
' of the term industry. When we use the word 'industry' we think of some scientific or 

engineering process of production. We limit our discussion to sectors like 'iron and steql', 
chemical industries, etc. However, for our purposes, the term 'industry' has more general 
connotations. Industry is taken to mean the totality of production of a particular good or 
service. Thus, there may be several different firms or companies manufacturing motor cars 

. but for all the c p s  in the economy, we may speak of the car industry. Similarly, different 
firms, individual& or groups provide tourism products and services but we use the term 
tourism industry for all products and suppliers of tourism products and services. Let us now 
discuss the main business Or corporate forms. 



Corporate Forms in Tourism 
3 3  SOLE PROPRIETORSHIP 

A proprietor is'the person who owns and controjs business. As the name suggests, sole 
proptietorship is a form of business wbch is owned and controlled by one person. It is only 
the owner who takes the risks, mobilises resources, receives the profits or bears the losses. 
Suppose you open a shop which offers crafts and art objects which the tourists buy, or you 
open a lodge, in this case you would be a sole proprietor. This would be in spite of your 

. employing a sales person or a receptionist etc. Usually, when you hear the phrase "starting 
one's own business" you can take it to mean a sole proprietorship. In fact numerically 
speaking, sole proprietorship is the most common business form. 

33.1 Salient Features 

These include : 

1) Single Ownership: There is a single person owning the business, with no partnership or 
co-operative structure. 

2) Personal Organisation or Common Identity : This means that the person is the business 
arid the business is the person. Unlike a company where the firm or the business 
organisation has legal entity which is separate from and independent of the owner, in 
sole proprietorship the person and the business 'firm' are the same. This has certain 
implications, such as that the person pays personal income tax on all earnings. 

. .3) Self Finance : In sole proprietorship, finance is employed by the person from hisher own 
resources or by borrowing. The person cannot issue shares or bonds to raise money in 
the market. 

4) Profits and Losses : In sole proprietorship, the profits accruing from the business, or the 
losses, if any, belong to the businessperson and are not to be shared with anyone else. 

. 5) Registration : Unlike partnerships or companies, there is no special legislation which 
governs sole proprietorship. For Companies there is the Companies Act, for 
Co-operatives there is the Co-operative Societies Act and for partnership there is the 

- Partnership Act. But there is no similar legislation for sole proprietorships. 

33.2 Advantages 

As compared to other business forms, sole proprietorship has several advantages : 

1) It is very easy to set up and dissolve. The person wishing to set up a business does not 
have to go through complex legal and bureaucratic procedures. Usually sole 
proprietorship requires less capital than other business forms to set up, since its scale of 
operation is lower. Similarly, the business can be dissolved quickly as there are no 
partners or shareholders or directors whose permission is required. 

2) For decision making the owner eqjoys independence and flexibility. The owner can 
decide or change decisions quickly as per ones own wishes. Hence, the time lag between 
desire for a decision and implementing the decision can be very small. 

3) Retentions of all the profits acts as an incentive towards effort and efliciency. 

4) The sole proprietor can respond to changes in market conditions and consumer needs 
quickly. Suppose you run a souvenir shop and find that tourists have lately shown a lower 
preference for one kind of item and a higher preference for some other, you can quickly 
stop storing that item for which the demand has fallen and increase the quantity of that 
item for which the demand has gone up. 

5) In sole proprietorship business confidentiality can be maintained more successfully. * 
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3.3.3 Disadvantages 

~ d l e  proprietorship as a business form is not without disadvantages.. Some of the 
disadvantages are : 

1) Since it has unlimited liability, this may inhibit risk-taking and lead to overcautious 
decision making. The sole proprietor should not forget that in case of a huge loss, 
personal assets also can be attached in order to fuIfdl obligations to creditors. 

Financial capital resources are limited to the owner's money. Borrowing is there but that 
would be against an asset or repaying capacity (which would depend on the income or 
assets). This means that the scale of capital mobised may pot be of a very high order 
and hence hinder the required rate of expansion in a competitive market. For example, 
suppose a person runs a restaurant at which tourist coaches often stop. Suppose the 
attraction or demand for the destination increases and more tourists visit the site. The 
number of tourist coaches taking a halt also increases. This demands an increase in the 
capacity of the restaurant (add chairs, tables, waiters, foodstuffs, fuel, etc.) to cater to 
the increased demand. But if current profits and income is not sufficient to make the 
necessary investment, the opportunity to increase sales or expand would be lost. 

3) There is only the owner to provide managerial skills and this may not be adequate as the 
business grows. New ideas and methods may be required. Although, the sole proprietor 
may 'change with the times', he may still find the going rough in the absence of 
managerial and business skill inputs from others. 

4) Sole proprietorship has another disadvantage i.e. physical illness or absence from work 
of the owner could adversely affect the business. Moreover, one person cannot always 
do everything. 

Check Your Progress - 1 I 
1) What are the main features of sole proprietorship as a business form? 

2) Discuss the main advantages of sole proprietorship. 

3) What are the principal disadvantages of sole proprietorship? 



3.4 PARTNERSHIP Corporale F o m  Pn T o d m  

.,* 

Any two or more persons can get together to form a partnership for doing some business. 
Each may agree to provide some amount of work and capital. They also agree to share the 
profits. They may agree to share losses and debts. An oral agreement would suffice, but 
usually a proper written legal agreement is drawn up spelling out the terms and conditions. 

r 

A partnership is an association of two or more persons who operate a business, for 
example, a travel agency or a hotel as eo-owners under some agreement. 

It may happen in some cases that a partner may take no active part in decision making or 
operations. In that case the partner is called a sleeping partner and has limited liability. 

3.4.1 Advantages 

These include : 

1) A partnership as compared to a Joint Stock Company is easier to set up as there are 
fewer leg4 requirements. It is also easier to dissolve. 

2) For similar reasons as mentioned for sole proprietorship, a partnership shows greater 
flexibility as compared to a company. 

3) As compared to sole proprietorship, a partnership, because there is more than one 
businessman, provides for greater managerial and entrepreneurial skills to draw upon. 

4) A partnership is usually able to .mobilise more financial resources than a sole 
proprietorship, simply because there are more people to raise finance. 

3.42 Disadvantages 

A partnership also has &advantages: 

1) Its principal disadvantage stems from its properties of unlimited liability and legal 
responsibility for the action of the partners. Each partner is liable without limit to the 
full extent of hisher personal property or asset for all debts incurred by the partnership. 
Suppose a partner owns 25% per cent of the business and the business fails, then he or 
she will be required to return 25% of the debts and the other partners the rest of the 
75%. But in case they cannot pay any part of their assessment, then he or she may be 
asked to pay for all partners. Legal responsibility for the action of the partners arises 
from the feature of "mutual agency" involved in the principle of partnership, according 
to which each partner has powers to act as agent, to commit the whole partnership. 
Hence, sometimes people are reluctant to commit their capital into enterprises over 
which they exercise little control. 

J 

2) Efficiency of a partnership firm may suffer if interpersonal relations among the partners 
go wrong. 

3) An absence of consensus among partners can affect the entire business. For example one 
may like to expand business, others may not. 

4) ~hter~ersonal problems can lead to long term problems in continuity also. 
I' . 

5) It is not easy to dissolve the business as is the case in sole proprietorship. 
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Check Your Progress - 2 czzz l  
* 1) List the advantages of partnership. 

2) What kind of problems do you envisage in a partnership ? 

3.5 THE COMPANY 

The Joint Stock Company is historically the latest of the business ownership forms and is the 
most significant. It is by far the dominant form of business throughout the world. This holds 
true in tourism industry afso. Airlines like Air India, Lufthansa, Tourism firms in India and 
India Tourism Development ~orporation (ITDC) or Finance Companies like Tourism 
Finance Corporation of India (TFCI) are all Comp.anies. The size of the business of a Joint 
Stock Company is much bigger than sole proprietorship and partnership. 

. 
3.5.1 Features 

. . ,  

These include : 

1) As a business firm, it is in itself a legal entity. Although partnerships have to function 
under a legal Act called the Partnership Act, a partnership is a separate legal entity only 
in name. The partners are jointly described as a "firm" but a partnership does not have 
a legal entity independent of its partners. A corporation on the other hand, is a legal 
entity independent of shareholders. The company is autonomous and requires 
incorporation. 

2) The company is related to the share capital that is raised and the way the division of the 
share capital occurs. 

3) A company is characterised by perpetual succession. The life of a company is not 
affected by the death, retirement, or insolvency of directors or shareholders. It must be 
noted here that there are certain differences between partnerships and companies : 

i) As has been mentioned more than once, a company is incorporated. A partner- 
ship, on the other hand has no legal entity of its own. Partners are jointly called 
firms only for convenience. 

ii) A company and its members have limited liability while a partnership has un- 
limited liability. 

iii) The share or interest of a partner in the business is not transferable without the 
consent of all co-partners. Company shares by contrast are freely transferable at 
the option of the shareholders. 



iv) Partnerships are governed by the Partnerships Act, while c o m p e s  are governed FO.msh 

by the Companies Act, 1956. 

Let us understand the different types of Companies. 

3.5.2 Private Limited Company 

In a private limited company, the business is held and owned by shareholders, who must not 
be less than two in number. It acquires a legal entity which takes formal shape when it is set 
up in the Memorandum of Association and Articles of Association, a legal requirement. It 
has a limited liability. Shares in the company can be bought and sold but not to the general 
public. The company cannot seek a quotation on the stock exchange. Even though there is 
limited liability, there are limits to the conduct and behaviour of the directors, who have to 
take responsibility. 

3.53 Public Limited Company 

A public limited company must not be confused with a public sector company which means 
a company owned by the government. A public limited company basically means a company 
which is in the private sector, but the shares of which are open to the general public. In the 
case of a public limited company, members of the general public are free to buy and sell 
shares of the company. Hence the company can raise finance from numerous and diverse 
sources. Some companies, through the strength of their size are able to justify and get a stock 
exchange listing. This further increases their ability to raise capital. 

What are the advantages of a public limited company? Its shareholders have limited liabiity. 
There is long term continuity and ease of ownership transfer. Moreover, the company can 
utilize specialised management skills and large capital resources. However, the public 
limited company has certain disadvantages : 

Such companies are difficult and expensive to set up. 

I There may be some inflexibility arising from problems of size, and this may lead to 
organisational problems. 

1. Motivational problems may arise from a separation of ownership and control. 

Ownership rests with numerous shareholders while control in functioning is exercised 
by paid managers who take decisions. 

An important type of company is the multinational company, which as the name suggests, 
operates in several countr"les although it may be based in one country. In case of tourism, 
international hotel chains are a prime example of multinational companies. 

t 

3.5.4 The' Franchise 

This is yet another form of business which exists in the tourism sector. The franchise is 
characterised by an agreement, called a franchising agreement, between two parties, a 
franchiser and franchisee. Under a franchising agreement, the franchisee agrees to pay the 
franchiser a royalty or commission apart from a flat fee, in exchange for the use of a national 
or international brand name and, where appropriate, other help such as building plants and 

! site selection, as well as sometimes production methods, management and accounting 

b procedures. Establishing and running the business while buying into a franchise involves high 
cost, but risks are oonsiderably reduced. Franchising is quite prevalent in the restaurant 

1 business and food industry. - 
r 
i 

I 3.6 OTHER FORMS OF ORGANISATIONS 

Certain other forms of organisations are also there in tourism : 

1) Tourism Departments : The Government of India and various State Governments have 
tourism departments. These are non- profit making organisations involved in tourism 
policy formation, planning and promotion. (see TS-1 Unit 5) 
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2) Tourism Development Corporations : There are commercial profit earning 
and organisations like the ITDC of the Central Government or of State Governments like M 

P Tourism Development Corporation or Rajasthan Tourism Development Corporation 
etc. They run hotels, other accommodation units, conducted tours, guide services etc. on 
commercial basis (see TS-1 Unit 5). 

3) Local Bodies : In some cases, the local body like a municipality own leisure or sports 
complexes which are also used by tourists. Besides tourist attractions are being built by 
the local bodies as joint ventures with commercial enterprises. 

4) Cooperatives : Cooperative Societies are enterprises owned and run by the members who 
form it. For example, craftmen may form a Cooperative to market their products to 
tourists or those providing paying guest accommodation may form a Cooperative to 
market or run their accommodation. 

Check Your Progress - 3 I 
1) What disadvantages does a public limited company have? 

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

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

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

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

2) Differentiate between a partnership and a joint stock company. 

3.7 LET US SUM UP 

The tourism industry primarily supplies services in the market for tourism products. We have 
seen that those goods and services which are bought and sold in the market are called 
commodities. 

The market for tourism, like most markets is characterised by the existence of several 
business forms: sole proprietorship, partnership and joint stock company. All these forms 
have their own advantages and disadvantages. In case you intend to start your own enterprise 
you can keep these in view and decide whether you want to go for sole proprietorship or 
partnership and so on depending on your resources and capabilities. Besides, a knowledge 
of corporate forms is also useful for dealing with or working in organisations. 

3.7 KEYWORDS 

Corporation: An kcorPorated company. Generally, any company 

Dividend: the 6art of the profit which is not retained by the company and is distributed 
32 among the shareholders. - 



Exchange: an abstract term denoting the buying and selling of goods and services at their COvomk Formsh Tourism 

prices 

ShareCapital: it is one of a number of equal portions in the money capital of a company, 
which entitles theowner to a portion of the distributed profits. 

Stock Exchange : it is a market where the shares, also called stocks of a company are 
brought and sold. A stock exchange is known as a secondary market because the orginal owner 
of the shares of a company sells it to the new owners. 

Turnover: the value of total sales revenue earned by a business firm over a time period 

3.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress - 1 m 
1) Single ownership, Common identity, Unlimited liability, Profits do not have to be 

shared. See Sub-sec. 3.3.1 

2) Easy to set up and dissolve, Independence and flexibiility in decision making, Incentive 
towards effort because sole proprietor gets to keep the profits, Proprietor can respond 
quickly to changed market conditions, etc. See Sub-sec. 3.3.2. 

3) Financial capital limited to owner's money and borrowings, Managerial skills may be 
inadequate, etc. See Sub-sec. 3.3.3. 

Check Your Progress - 2 I 
1) Base your answer on Sub-sec. 3.4.1 

2) Read Sub-sec. 3.4.2 for your answer. 

Check Your Progress-3 I 
1) See Sub-sec. 3.5.3 for your answer. 

2) A partnership has no legal entity of its own whereas a company is incorporated and 
hence has an independent legal entity; A company has limited liability while partnership 
has unlimited liability; Share of partner in the business is not transferable without the 
consent of all co-partners, whereas company shares are freely transferable; Partner- 
ships are governed by Partnership Act while companies are governed by the Companies 
Act. 
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4.0 OBJECTIVES 

After reading this Unit you will be able to: 

list the characteristics of tourism services, 

appreciate their impact on management tasks in tourism, 

identify certain managerial issues in tourism and understand their significance. 

4.1 INTRODUCTION 

The earlier three Units gave you an idea about the management concepts and processes, 
forms of organisations and entrepreneurship. In this Unit we discuss some of the current 
managerial issues in tourism. As you will see, the issues dealt with are not just related to what 
may be termed as management & the traditional sense, but are linked with facing new 
challenges as well as managing in a socially responsible way. Effective handling of such issues 
is necessary for providing quality services and also for developing responsible tourism. The 
Unit starts with detailing the features of tourism services and then takes up the management 
issues. 

4.2 TOURISM SERVICES I 

You must realise that the management tasks in tourism vary with those of manufacturing 
industries. This is because tourism is a service industry and services are simultaneously 
produced and consumed. In TS-1 Unit 20, we have mentioned the characteristics of the 
tourism product or service. However, we would once again like to mention some important 
features as they have a bearing on the application of management concepts in tourism. 

1) In tourism the services are consumed and felt on the spot only. The tourist does not buy 
or take back a manufactured product. It is the memory or the effects of the experience 
that are carried back by the tourist. Unlike the manufactured products which can be 
repaired, changed or returned, it is not possible in tourism to do any of these things. If 
consumer expectations are not met you cannot replace them. This intangible nature of 
the product naturally makes the management tasks more difficult and challenging. It is 
the responsibility of the producers to manage the entire experience to the satisfaction of 
the customers. 



2) The staff involved in providing the services, in fact, is a part of the service. The customer Issuesin 

i.e. the tourist not only observes but also feels the attitude and behaviour of the staff. 
Hence, the role and skills of the staff poses a major management challenge. 

3). In tourism the consumer of the services and products not only buys them but is actually 
involved with the product. In many situations it is an interactive process and the attitude 
of one consumer can affect another consumer. Such situations arise not only in relation 
to an individual tourist but particularly when a group is involved. For example, in a 
conducted package tour where each member of the group might be having different 
attitudes, the spill over affect can be much more. This makes the task of the one managing 
the tour a difficult one as the sensitivities of all are involved. This needs careful handling 
in the managerial task. 

f 4) . An important management task emerges out of the perishable nature of tourism 
products and services. For example, an airline seat or a hotel room if not utilised at a 
given time goes waste. This means that adequate planning in relation to the demand and 
supply situations alongwith the marketing aspects have to be accounted for, by the 
managers. 

5) The environment of the product and also of the delivery process is a feature of the tourism 
products and services. This is because, as mentioned earlier, the customer is not only 
buying the product but is actually involved with the product. 

6)  In service industries the production and consumption of the product are often 
simultaneous. Hence, there are situations when customer preferences have to be 
matchedwith the product there and then. This places additional stress on the producer 
of the service and the manager's task becomes much more responsible. 

7) For certain destinations tourism is seasonal and in certain cases tourism services are 
also provided only during a definite time period. Fluctuations often occur in the demand 
pattern and there are times when proper forecasting is not possible. Such characteristics 
make the task of a manager more challenging. 

The above listed characteristics have their impact in managing tourism services, products and 
operations. While performing managerial tasks one should take account of these 
characteristics. This will give a more professional approach to the services rendered and help 
in constantly improving the product. 

4.3 SOME MANAGEMENT ISSUES . 

Today a variety of factors have to be taken into account when we talk of applying management 
concepts in the area of tourism. We are not going to repeat here the various components and 
segments of the tourism industry as they have been dealt with earlier in TS-?. In the earlier 
section once before also we have dealt with the characteristics of tourism services. In fact, 
you have to take into account the various management concepts and processes like planning, 
organising, monitoring, etc. in your managerial tasks. Here we draw your attention to certain 
specific issues which should be considered while managing tourism services. 

4.3.1 Human Resource Training and Development 

Today, in India we are making all kinds of efforts to attract a maximum number of foreign 
tourists as well as encourage domestic tourism. The entire emphasis is on creating 
infrastructure and attractions. It's time that one should also take into account the training of 
human resources and the upgradation of skills of the personnel involved in manning the 
infrastructure or providing services. The development of a trained manpower must be taken 
as integral to infrastructural development. In a service industry the calibre of the staff is a 
major determinant for its success. Hence, not only recruitment and trainifig but also 
constant upgradation of skills is necessary. It should be remembered here that howsoever 
competent or well trained the top executive might be, unless the middle and grassroot level 
personnel have a professional approach alongwith the skills needed to handle the job 
requirements of the positions they hold, the enterprise may not succeed. 1t.k for this reason 
that greater attention should be paid towards the training and upgradation of the personnel 
at these levels. In many cases, because of its small scale nature, the tourism enterprise is a 
family managed show with less wages offered to the employees. The attitude is that since a 
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harmful but can also be suicidal for any enterprise. In today's world of intense competition a 
thorough professional result oriented approach is required in this area. The success of any 
tourism enterprise will depend on the knowledge, skills and attitude of the staff keeping in 
view customers' expectations and working for their satisfaction. For developing the right 
kind of attitudes among your staff or employees you have to devise ways to motivate them for 
providing quality service. (Details regarding HRD will be dealt with further in Unit-13). I 

4.3.2 Destination Planning and Management 

It must be remembered that proper maintenance and management at a destination is 
essential not only for the long life of the destination but for encouraging responsible tourism. 
Generally, the attitude of travel agents, tour operators, etc. is that destination planning and 
management is the responsibility of the government. No doubt the government has a major 
role to play in this, but it is equally the responsibility of those who are making profits out of 
the destination to contribute towards its maintenance, etc. Such an attitude is necessary 
because if the destination is not properly maintained or managed the ultimate loss will be of 
those providing tourism services. It is suggested that a close interaction should be there 
between the local bodies and the tourism industry. Not only this, another major issue is 
keeping in view the needs and aspirations of the local community at the destination. At many 
destinations a sort of hostility is emerging between the locals, tourists and the tourism 
industry. This is because of a variety of factors like sudden price rise, water and electricity 
shortage, locals being deprieved of the economic benefits and cultural erosion, etc. Generally, 
these issues are ignored in tourism planning and management, but we emphasise that these 
are vital issues and should be taken account of. 

, . 
Another important aspect in this regard is determining the carrying capacity of a destination 
or of any tourism product or service which has to be determined much in advance. (For 
capacity see Unit 34 of TS-1, Block 9). 

4.3.3 Changing Expectations and Tastes 

Every tourist has his or her own expectations while visiting a place and has certain 
expectations and tastes. The biggest challenge is to make every tourist feel that he or she is 
special. To meet this challenge one has to have a deep understanding.of the tourist 
expectations and tastes. This is also linked to the type of tourism one has opted for. At the 
same time one must realise that tastes are not stationary, nor are the expectations. This 
places additional demands on the managers and they have to handle situations.very tactfully. 
Understanding customer needs, thus, becomes very crucial because they have to be matched 
with the supply. At the same time in certain cases the intake of tourists is also determined by 
the suppliers on their own terms. In such situations you have to decide what kind of tourists 
you will like to cater to or take in. But such situations generally emerge when the demand 
over takes the supply. Here you must also appreciate that the tourists you cater to (whether 
foreign or domestic) come from different cultural backgrounds and it will be useful if you 
have an understanding of their cultural background and diversities. In TS-2 Block-1, we have 
already dealt with the profiling of tourists which is a useful exercise while assessing the 
changing expectations and tastes of the tourists. 

4.3.4 Linkages 

A crucial issue often ignored while managing or running tourism services is that of establishing 
proper linkages within the trade. For example, you may develop a very good tourism product 
or service say, a restaurant providing the best local cuisine of your area along with folk music, 
etc. Unless you establish contacts with tour operators to include your restaurant in the 
package they offer, you may not get good business. Hence, establishing th, iight kind of 
linkages with the right kind of people at the right time is a vital issue while managing tourism 

.. services. 

4.3.5 Product Improvement 

Very often a product is developed but no further efforts are made for its improvement or for 
further innovation. This, at times, may bring stagnation. Infact, a vital challenge before the 



tourism industry is to improve the product and provide high quality services. Constant 
monitoring, establishing controls and regular feedback help in prodpct improvement. 

43.6 Role of Technology 

There is a tendency to depend on the conventional methods. This is not wrong and in many -' 
cases it is appropriate also but in certain services like ticketing, hotels and reservations, etc. 
one has to accept the role of technology. At the same time people are not familiar with the 
application and usage of technology. This is another aspect which has to be considered in 
order to keep pace with technological development. For example, computers have come in 
a big way for travel and hotel reservations and any agency using them will be better placed in 
the market. 

- 0 

4.3.7 Understanding the Market 

In many areas where tourism is in a developing stage it has been observed that the 
development goes on without having a proper understanding of the market. The developers 
get carried away by developments in other regions without taking into account the 
environment or the needs in their own area. For example, today there seems to be a trend for 
developing golf courses or facilities for hang gliding. This is inspite of the fact that there may 
be no takers for these among the tourists visiting that region. Moreover, besides negative 
environmental effects the maintenance costs may also be on the higher side, eating into the 
profits. Hence, a proper understanding of the market is necessary while developing the 
tourism product. 

4.3.8 Social Responsibility 

A major issue very often ignored by the tourism industry is the concept of social responsibility. 
Tourism planners and developers must take into account the impact their actions have on 
the environment and the local community. Preservation of ecology and environment are 
integral to tourism development and this should not be lost sight of. The negative effects of 
tourism must be studied and efforts initiated to either uproot them or miaimifie them. 
Managers of tourism services should be sensitive towards the sentiments of the local 
community and establish cordial relationships. Similarly, the economic benefits should not 
be over projected to the local community. 

43.9 Crisis Management 

Dealing with crisis situations is something not uncommon to tourism..Many a times a crisis 
situation emerges with no fault on the part of those managing the service but because of 
external factors. There can be  any examples cited in this regard: You are handling a group 
of tourists and suddenly you find that the flight has been cancelled; there is a break down of 
the coach and your group has to catch the train, some epidemic has broken and suddenly you 
find cancellations; civil disorder has broken and your group can't move; the hotel has 
cancelled your reservations etc. Similarly, because of the influx of the business traveller, you 
find that no rooms are available for the tourists in the metropolitan cities which also happen 
to be the gateways for international tourists. Another situation, particularly in the 
accommodation and transportation sectors is that of handling rejections. All these are issues 

- which are to be handled with great tact and sensitivity according to the situations which 
emerge. 

Check Your Progress .I 
1) Discuss the characteristics of the tourism product. 

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

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

Management Issues in Tourism 
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2) Dicuss the importance of human resource development in tourism services. 

3) What kind of social responsibilities should be taken up by the tourism professionals. 

4.4 LET US SUM UP 

Tourism products a~Id services have their own distinct features which have a reflection in the 
managerial process. ',while performing the managerial tasks you must'always take these 
features into account. The mangement concepts and functions are applicable in tourism 
services not only in a general way but also keeping in view specific situations alongwith the 
nature of the services being developed or provided. This Unit also drew your attention 
towards certain specific issues which have to be dealt with while performing the mangerial 
tasks. These issues are equally relevant in the case of an entrepreneur because an 
entrepreneur also performs the managerial tasks. 

4.5 ANSWERS TO CHECK YOUR PROGRESS EXERCISE 

1. Your answer should include the features mentioned in Sec. 4.2. 

2. The calibre of the staff plays a major role in delivering quality services. Read Sub-sec.. 
4.3.1 for your answer. 

3. Tourism Professionals should take into account the sensibilities of the local community; 
Analyse the impact of their operations on the ecology and environment of the area, etc. 
See Sub-sec. 4.3.8 for your answer. 
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ACTIVITIES FOR THIS BLOCK 

Activity 1 0 
If possible interview the following in relation to the managerial tasks they perform: 

1. Manager of a travel agency 

2. Tour Operator 

3. Tourism Department Officer 

4. Restaurant Manager 

5. P e r s o ~ e l  Manager of a Hotel 

Activity 2 I 
Make a list of the agencies you will approach for raising a loan iq case you have to start an 
enterprise. 

Activity 3 0 
Interview a businessman who is a sole proprietor of his firm. Try to find out what kind of 
managerial tasks he performs and whether he applies the management concepts and 
functions in his business operations. 

- 

Activity 4 I 
Observe the '&pes of tourism services being offered in your area. Make suggestions for 
improving these services. Also find out whether some new services are required. 

Activity 5 0 
Suppose you want to start your own enterprise. Make out a plan for the same. 



TOURIST ARRIVALS IN INDIA BY COUNTRY OF NATIONALITY 
DURING JANUARY TO DECEMBER 1996-1998 

(INCLUDING NATIONALS OF PAKISTAN AND BANGLADESH) 

NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE 
( J a n u a r y  - D e c e m b e r )  1997196 1998197 

NORTH AMERICA 

Canada 
U.S.A. 
Others 

Total 302894 35864  324920 6.6 0.6 - .- 

CENTRAL AND SOUTH AMERICA 

Argentina ' 

Brqil 
Mexico 
Others 

Total 19346 1701 1 23701 -12.1 39.3 

WESTERN EUROPE 

Austria 
' Belgium 
Denmark 
Finland 
France 
Germany 
Greece 
Ireland 
Italy 
Netherlands 
Norway 
Portugal 
Spain 
Sweden 
Switzerland 
U.K. 
Others 

Total 82 1222 83 1329 85341 1 1.2 2.7 

EASTERN EUROPE 

Czechoslovakia 2800 2330 4244 -16.8 82.1 
Poland 624 1 5996 7873 -3.9 31.3 ' 

C.I.S. 41085 32 190 29493 -21.7 -8.4 
Others 5547 458 1 6633 -17.4 44.8 

Total 55673 45097 48243 -19.0 - 7.0 



NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE 
( J a n u a r y  - D e c e m b e r )  , 1997196 1998197 

AFRICA 

Egypt 
Ethiopia 
Kenya 

! 
Mali 
Mauritius 
Nigeria 

1 South Africa 
Sudan 
Tanzania 
Zambia 
Others 

Total 89148 102361 1 10708 14.8 8.2 

WEST ASIA 

Behrain 
Israel 
Jordan . 
Kuwait 

, Oman 
Qatar 
Saudi Arabia 
Syria 
Turkey 
U.A.E. 
Yarnen Arab Republic 
Others 

Total 1 14262 1 12607 95589 - 1.4 -15.1 

SOUTH ASIA 

Afghanistan 12943 3151 3605 -75.7 14.4 
Iran 12171 11338 9828 -6.8 13.3 
Maldives 1083 1217 21 19 12.4 74.1 
Nepal 43426 43 155 38199 -0.6 -1 1.5 
Pakistan 41810 45076 44057 7.8 -2.3 
Bangladesh 322355 35537 1 339757 10.2 -4.4 
Sri Lanka 107351 122080 1 18292 13.7 -3.1 
Bhutan 2828 23 18 2915 -18.0 25.8 

Total 543967 583706 558772 7.3 -4.3 



NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE 
( J a n u a r y  - D e c e m b e r )  1997/96 1998,97 

SOUTH EAST ASIA 

Indonesia 
Malaysia 
Myanmar 
Philippines 
Singapore 
Thailand 
Others 

Total 132808 146205 133524 10.1 -8.7 

EAST ASIA 

China (Main) 
China (Taiwan) 
Hong Kong 
Japan 

' Korea (South) 
Korea (North) 

w 
Others 

Total 144266 146880 129366 1.8 -1 1.9 

AUSTRALASIA 

Australia 
Newzealand 
Fiji 
Others 

Total 63063 65387 802 12 3.7 22.7 

Stateless 121 1 647 183 -46.6 -71.7 

Grand Total 2287860 2374094 2358629 3.8 -0.7 

Source : Department of Tourism, Government of India 
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5.0 OBJECTIVES 

After reading this Unit, you will be able to : 

e define an organisation, 

e know the different organisational structures, 

e understand how organisational-structures are designed, and 

e know about organisational culture. 

5.1 INTRODUCTION 

Unit3 (Block-1) dealt with the different forms of ownership. Every business form has an 
organisation to carry out its activities. All managerial functions are performed in a set-up 
made available by the organisational structure. In this Unit an attempt has been made to 
familiarise you with different types of organisational structures, their characteristics 'and 
culture. However, organising as a management process has been dealt with separately in 
Unit-7. Whether you intend to be a Manager, owner manager, or an employee, an 
understanding about organisations and organisation structures is always useful for a tourism 
professional. This also helps in dealing with organisations. 

5.2 ORGANISATION 

Today you come across a variety of organisations with different organisational structures. 
You may ask why an 6rganisatior is needed7 Well, whenever the pursuit of an objective 
requires the realisation of a task tbdt calls for the combined efforts of two or more 
individuals, an organisation is f0rnie.l. Hcnre, organisation is a social unit formed to carry 
out a specific purpose. It can be a club, a school, a corporation, a business unit etc. 

Organisations have existedin some form or the other since the advent of human development. 
However, for Management purposes it is only for about a century that attempts have been 
made to study and understand orpmations. You must remember that organisations emerge 
and exist in the society. Hence, changes la the society affect them and they also affect the 
society. It is vital to have an understanding about organisations also, because organisational 
behaviour and human behaviour of the people working in an organisation are inter-related. 
Let us examine some viewpoints about organisations . 

I 
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5.2.1 Classical View 

During the late 18th century there developed certain concepts about bureaucracy, 
administrative theory and scientific management. These concepts came to be known as the 
classical theories which described an organisation as "the structure of relationships, power, 
objectives, roles, activities, communications and other factors that exist when persons work 
together". 

1) Bureaucracy : The features of bureaucracy included : 

Rules and Regulations - These are formally fixed and specify the official duties in 
a given structure. The position of authority is formally distributed in order to give 
commands for discharging duties. Within the framework of rules, the behaviour is 
subjected to controls. 

Hierarchy - A common feature among all bureaucracies, hierarchy is established 
by delegating power and authority. This starts from the top and goes down the 
ladder according to laid down procedures. 

Recruitment - Qualifications are prescribed for recruitment. Training is a mode 
for importing skills and job security is ensured in conformity with rules. The duties, 
responsibilities and reporting relationships are structured in a command hierar- 
chy. 

There are also opportunities for specialisation and a certain amount of stability is provided 
through a bureaucratic organisational structure. 

There are certain drawbacks also in a bureaucratic structure : 

Rules and regulations are rigid. This inflexibility deters the pace of change or reacting 
to crisis situations. 

Functions are directed in a mechanical way with no scope for human relations or 
emotions. 

Inordinate delays occur in decision making and implementation because of hierarchical 
functioning and rigid procedures. 

2) Administrative Theory : Some of the salient features of this theory include 

Division of work - to attain higher productivity, ' 

Authority - to give orders and responsibility to achieve organisational objectives, 

Unity of command - to reduce confusion and conflicts, 

Subordination of individual interests to common interests, 

Fair salary structure with rewards f9r good performance, 

Respect for and obedience to organisational goals and procedures. 

3) Scientific Management : Whereas the earlier two classical theories focussed on macro 
structural aspects, the Scientific Management theory emphasised upon the micro 
aspects. Fredrick Winston Taylor described four principles of Scientific Management : 

1) Develop a science for each element of a man's wark which replaces the old 
rule-of-thumb method. ? 

2) Scientifically select and then train, teach and develop a workman. I 

3) Management should cooperate with workers. 

4) Equal division of work and responsibility amongst the management and workers. 

5.2.2 Neo-Classical View 

The prepounders of the Neo-classical approach tried to improve upon the classical viewpoint 
by bringing in the human element. This provided a thrust towards participative management 
and democratisation of organisational power structures. It stbod for more liberty for 

6 i 
employees, a bigger role in decision making and openness in communication with managers . , I 



and among themselves. In fact this view point agreed for meeting the human requirements Understanding Organisations 
and raising satisfaction among the members of an organisation, ratherthan being suspicious 
or doubting their capabilities. The aim here was to relax rigidity. 

5.2.3 Systems View 

Under this viewpoint, an organisation is viewed as a system consisting of five parts : 

inputs 

process 

output 

feedback, and 

environment 

The systems approach emphasises upon the inter-dependence of every segment of the 
organisation which through interaction form a unitary whole. 

With new technological innovations and more managerial experiences, new perspectives keep 
emerging for a better understanding of organisations. You should remember that the process 
of understanding organisations and choosing the organisational structure is an ongoing 
process. 

5 3  ORGANISATIONAL STRUCTURE 

As a Manager, you work in an organisation and as an entrepreneur or an own-manager you 
create an organisation for achieving your business goals. But this organisation must have a 
structure because: 

relationships have to be established among the various components or departments of 
the organisation, 

work has to be divided among the different members or departments of an organisation, 

authority, responsibility, powers, duties, functions etc. have to be clearly spelt out, 

the activities have to be coordinated effectively, and 

the actions of the members have to be monitored or controlled. 

However, all these are directed towards achieving the stated goals of an organisation. By an 
Organisation Structure, we mean a process through which the organisational tasks are 
divided, organised and coordinated. Organisation Structure plays a vital role in the decision 
making process. 

53.1 Organisational Chart 

An organisation has different hierarchical levels with different functions alongwith separate 
units or departments. To demonstrate all these and to depict the formal structure of the 
organisation at any given time, an organisational chart is made. It laso shows the span of 
control. However, as the organisation grows and changes take place, the organisational chart 
also changes accordingly. But it does not contain informal relationships and linkages within 
an organisation. 

Organisation Chart of a Travel Agency 

Manager 
Tyra 1 

Lanaglng Director 

I 
I I I r l 1 - 1  Reservations MarkeUng YJ Administration 

Reservations 
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OrganisaUonal Theory 53.2 Formal and Informal Structures 

Organisational structures are based on : 

specialisation, 

standardization i.e. laid down policies and procedures, 

formalization i.e. the extent to which policies and procedures are written down, and 

centralization i.e. the authority of decision making. * 

In the tourism industry, we find numerous small organisations as well as big organisations. In 
small organisations the functions and responsibilities can be and are dealt with informally. 
But as the organisation.expands, functions and responsibilities have to be allocated formally. 
Hence, a formal organisation is a result of deliberate and planned effort with explicit decision 
making. However, informal relationships continue in a formal organisation also amongst its 
members. 

Check Your Progress - 1 Exzl 
1) Why is it necessary to understand organisations ? 

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

2) Discuss the classical approach to organisations. . 

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

What do you understand by Organisation Structure ? 
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5.4 COMPONENTS OF ORGANISATION STRUCTURE 
Understanding Organisatlorn 

Organisation structure is created to facilitate the coordination of activities and to control or 
monitor the actions of organisational members. Structure, itself, is made up of three 
components : 

I 

The first has to do with the degree to which activities within the organization are broken 
up or differentiated. It is called complexity. 

t Second, is the degree to which rules and procedures are utilized. This component is 
I 
L referred to as formalization. 
I 
! The third component of structure is centralization which considers where 

decision-making authority lies. 

Combined, these three components make up an organisation structure for organising the . 
activities. 

1) Complexity has three forms of differentiation namely horizont&t;~ica1 and spatial. 
-% 

a) Horizontal Differentiation: 

This considers the degree of separation between units. The larger the number of 
different occupations within an organisation that require specialized knowledge 
and skills, the more horizontally complex that organization is. This is because 
diverse orientations make it more difficult for organizational members to com- 
municate and more difficult for the management to coordinate their activities. 

b) Vertical Differentiatioh: 

This refers to the depth of the organizational hierarchy. Themore levels that exist 
betwee9 top management and the operatives, the more complex the organization 
is. This is because when there is a greater potential for communication distortion, 
it is more difficult to coordinate the decisions of managerial ~jersonnel. It is also 
harder for top management to oversee closely the actions of operatives where 
there are more vertical levels. 

c) Spatial Differentiation: t 

It encompasses the degree to which the location of an organization's physic. 
facilities and personnel are geographically dispersed. As spatial differentiation 
increases so does complexity, because communication, coordination and control 
become more difficult. Coordinating Sheraton's huhdreds of hotels, located 
around the world is a far more complex undertaking thancoordinating the dozen 
New York City hotels that make up the Helmsley Chain. 

This term refers to the degree to which jobs within the organization are standardized. If 
a job is highly formalized, the job incumbent has a minimum amount of discretion over 
what is to be done, when it is to be done and how he or she should do it. In other words, 
there is less emphasis on the decisions to be taken on routine works. There are explicit 
job descriptions,lots of organizational rules and clearly defined procedures covering 
work processes in organisations where there is high formalization. 

On the other hand, where formalization is low, job behaviour is relatively non 
programmed and employees have a great deal of freedom to exercise discretion in the 
work i.e. they have to exercise options take a lot of decisions in theu routine work. Sinc'e 
an individual's discretion on the job is inversely related to the amount of behaviour that 
is programmed by the organisation, the greater the standardization, the less input the 
employee has into how his or her work is to be done. Standardization not only elirainales 
the possibility of employees engaging in alternative behaviours, but it even removes the 
need for employees to consider alternatives. 

3) Centralization: 

In most of the Indian organisations, top managers make all the decisions. Lower-level 
managers merely carry out top management's directives. At the other extreme, there are 

I 
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also a few organisations where decision making is pushed down to those managers who 
are closest to the action. The former case is called centralization and the later is 
decentralization. 

The term centralization refers to the degree to which decision making is concentrated at 
a single point in the organisation. The concept includes only formal authority, that is, 
the rights inherent in one's position. Typically, it is said that if top management makes 
the organisation's key decisions with little or no input from lower-level personnel, then 
the organisation is centralized. In contrast, the more lower-level personnel provide input 
or are actually given the discretion to make decisions, the more decentralized is the 
organisation. 

In a decentralized organisation: 

action can be taken more quickly to solve problems, 

more people provide input into decisions, and * employees are less likely to feel 
alienated from those who make the decisions that effect their working lives. 

But again you cannot simply rule out the possibility of confusion and difference of opinions 
if you involve too many people in decision making. Therefore, the best alternative would be 
to select a hybrid kind of situation where not only top managers but the key people or a few 
representatives from the lower level are allowed to participate in the decision making process. 
There is a growing trend of these kind of organisations throughout and the results shown by 
these organisations are very encouraging. 

5.5 CLASSIFICATION OF ORGANIZATION STRUCTURES 

The concepts like complexity, formalization and centralization may often seem abstract to 
the typicd reader or the average employeejn an organisation. A simple classification scheme 
that can help to describe the organisation and on which most of the organizational designs 
are based, is the classification into: 

Mechanistic Structure and 

Organic Structure 

An organisation's overall structure generally falls into one of thesetwo signs. 

The Mechanistic Structure is characterised by : 

high complexity (especially a great deal of horizontal differentiation), 

high formalization, 

limited information network (mostly downward communication), and 

little participation by low-level members in the decision making process. 

On the other hand, at the other extreme is the Organic Structure : 

It is low in complexity and formalization, 

it possesses a comprehensive information network (utilizing lateral and upward 
communication as well as downward), and 

it involves high participation in decision making. 

Mechanistic structures are rigid, relyingon authority and a well defined hierarchy to facilitate 
coordination. The organic structure, on the other hand, is flexible and adaptive. Coordination 
is achieved through constant communication and adjustment. There is a proper feedback of 
results and people strive jointly for comprising the organisational goal. 

Further, in the context of the tourism industry, we briefly discuss four types of organisational 
structures: 

1) Productlservice based structures 
2) Spatial based structures 



3) Conglomerate structures Understanding OrganissUons 

4) Matrix structures 

1) Productlservice based structures 

In this category comes an organisation which offers a variety of products or services and 
builds a structure where each service or product is a division of its own. In other words, 
the activities are structured accordiig to their services or products. For example an 
organisation in the hospitality industry may have one division of hotels another of 
restaurants and another of airline catering. Each of these divisions resembles a separate 
business, focuses its own operations and is responsible for its own costs and profitability. 

b Yet, each division is not a separate enterprise in the true sense because the ultimate 
authority and control rests with the central authority. 

Management 
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2) Spatial based structures 

In the tourism industry some organisations go for division of their activities by structuring 
them on geographical lines, i.e. through a network of regianal offices. The s e ~ c e s  are 
divisionalised accordiig to customers or on a regional basis. 

3) Conglomerate structures 

Some organisations grow through acquiring other businesses. In such conglomerate 
structures, the business or companies acquired are mhtained as subsidiaries. Howevef, 
the autonomy of the subsidiary is determined by deciding on the nature of control, 
authority.and line of communication between the subsidiary and the parent company. 

4) Matrix structures 

In mathematics, matrix means an array of vertical columns and horizontal rows. In a 
matrix organisation structure, the employees work under a dual authority. One line of 

, command is functional or divisional while the second depicts a project based approach 
in a specialised area. This means that a person is accountable to two heads at onetime. 
One is the usual head under whom the person works and the other, the head of the project 
which may be for a limited duration. Often, the matrix structure is known as a multiple 
command system as it is a cgmbination of product and functiondFianisation.. . 

I 
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Besides these, there are also organisations which have a structure based on functions like 
marketing, finance, production etc. Here all persons performing similar functions are placed 
under one functional head. 

It must be noted here that there is no one structure that is perfect for any organisation. The 
efficacy of any structure adopted is proved through an evaluation of the course of its 
operations. However, an appropriate structure could be one that : 

enables operational eEciency for achieving organisational goals, and 1 
provides such a structure where individual jobs can be adjusted at ease. 

There are certain factors to be kept in mind while choosing a structure. These include : 
4 

1) Size of the organisation I 
2) Objectives of the organisation 
3) The market and environment 
4) Range, nature and scope of business 1 
5) Technology to be adopted, etc. I 

Certain other aspects like designing of jobs and spans of control within an organisation have 
been dealt with in Unit 7. 

- - - - 

5.6 ORGANISATIONAL CULTURE 

Very often you must have heard these words that the culture of so and so organisation is 
very good; the climate in that organisation is not good or from the employee's point of view, 
so and so organisation is bad or good. In fact each organisation has its own set of 
characteristics and among these some are common with other organisations. According to 
Stephen P Robbins : "Organisational culture is a relatively uniform perception held of the 
organisation, it has common characteristics, it is descriptive, it can distinguish one 
organisation from another and it integrates individual, group and organisation system 
variables." 

Very often, organisational culture is also described as organisational climate. Renato Tagiuri 
described organisational climate as : "a relatively enduring quality of the internal 
environment that is experienced by the members, influences their behaviour, and can be 
described in terms of values of a particular set of characteristics of the organisation." 

In fact, just as individuals have a persondity so does an organisation. In any culture, there axe 
do's and don'ts and a similar situation exists in an organisation. The organisational culture 
affects and influences the attitude of employees towards colleagues, supervisors, 
subordinates, clients as well as competitors. 

Let us examine some dimensions and determinants of organisational culture. 

1) DIMENSIONS 

Some dimensions of organisational culture are as follows : 

Autonomy : It is closely related to the freedom in exercising responsibility. It is the degree 
to which employees are given liberty for decision making, managing themselves or dealing 
with subordinates etc. 

Rewards : Where, how and to which degree, an organisation rewards individuals for . 
hardwork or achievements or not, is another dimension of organisational culture. 

Conflict : How much conflict or inter-personal differences exist within an organisation 
is another dimension. 

Risk taking : Risk taking dimension of an organisation's culture is indicated by the , 
freedom given to an individual for trying out new ideas without fear of ridicule or 
punishment. 

-- Congenial atmosphere : This refers to the support and incentive given to an individual 
member by other organisational members. 



These dimensions may or may not depict the climate or culture of an organisation in totality 
but they do provide indicators for perceiving the organisational culture. 

Among the determinants of organisational culture, the influencing factors are : 

r- Organisational structure, 

Organisational policies, 

Organisational size, 

Leadership styles, 

Financial position, 

Organisational behaviour, and 

Managerial values 

Similarly, the organisational culture is also perceived in terms of exploitative, benevolent, , 

participative or consultative. These ratings can be done by posing certain questions like : 

What is the decision making process and what levels are involved? 

What is the level of confidence posed in subordinates? 

How does the management respond to problems faced by employees? 

How much career advancement opportunities are provided to the employees etc.? 

How much care does the management take, of employees' interests etc.? 

Managers are duty-bound to create a congenial organisational climate or culture and in an 
industry like tourism, providing quality service to the customers, is also an important 
consideration. 

Check Your Progress -2 r 
1) Discuss the components of Organisational Structure? 

I 
I . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  I 

2) What do you understand by Mechanistic Structure? 



3) What do you understand by Organisational Culture? 

5.7 LET US SUM UP 

In this Unit, you have been familiarised with organisational structures alongwith their 
components and classification. If you are an entrepreneur aspiring to establish your own 
business, you should take into account the various aspects related to the setting-up of 
organisations. Similarly, as managers, you must be aware of these aspects. It is equally 
important to develop a healthy organisational culture in your organisation in order to attract 
talented people to join your organisation and at the same time to build an image for your 
organisation in the market. You must remember that organisational structures and 
organisational culture are not static. They keep changing as per the requirements and 
developments within an organisation. They are also affected by both internal as well as 
external forces. 

5.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress - 1 r 
1) Base your answer on Sec. 5.2 alongwith your own views. 

2) Read Sub-sec. 5.2.1 for your answer. 

3) This has been discussed in Sec. 5.3 

Check Your Progress-2 I 
1) Base your answer on Sec. 5.4. 

2) Base your answer on Sec. 5.5. 

3) Read Sec. 5.6 for your answer. 
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6.0 OBJECTIVES 

After reading this Unit you should be able to: 

realise the importance of planning and decision making for building and bringing up any 
organisation, 

familiarise yourserf with various techniques of planning and decision making, 

e develop sk i s  required for effective planning and decision making, and 

e plan your own strategies and objectives for improved performance in any organisation. 

6.1 INTRODUCTION 

In Block-1, Unit-1, we mentioned Planning as an essential process of Management. In fact, 
when you take up any managerial task, entrepreneurial assignment or areas like tourism 
development, promotion, marketing, etc. there is one function which you cannot afford to 
miss, and that is - Planning. Every tourism related activity, service or development at a 
particular location, region or level requires a lot of planning. In TS-1, Unit-29 you have 
already been familiarised with the National Action Plan on Tourism formulated by the 
Department of Tourism, Government of India. Similarly, in Unit-27 of TS-2 the Tourism 
Plan of Maharashtra was discussed. Today planning has emerged as a specialised area and 
you have planners, estate planners, corporate planners, tour planners and so on. To establish 
your own business, to be an entrepreneur or a manager you have to plan. 

This emphasis on planning is not something very recent, but has evolved over the years 
because of two factors: 

i) Planning has indeed become specialised, being applied to more and more aspects of our 
business and personal lives. 

ii) While planning was once an acttiviy in which one engaged in order to get through crisis 
situations or to fill unoccupied time, now it is clearly recognised as a task essential to 
tourism business and personal well being. 

Btlt if you ask why it is essential, the answer is simple. Planning can be described "as the 
process through wbich we determine how best to commit present available resources in 

' oriicr to influence future events." In this Unit we discuss the various steps involved in the 
pl- process along with the advantages of planning. Sound planning for the future leads" 
us to sound Wision Making. The Unit also takes into account certain other aspects related 
to Decision Malung: 

.: 



6.2 PLANNING DEFINI'I'IONS AND FEATURES 

Planning is a process that involves the determination of any future coutse of action, i.e. why 
take an action, what action, how to take action and when to take action. ,These why, what, 
how and when are related with different aspects of the planning process. All these aspecti 
are the parts of the process which determines in advance the future accomplishments and the 
means to achieve them. For a manager it means, clearly putting down the actions which he 
or she intends to take for achieving the organisational goals. For an entrepreneur it means 
drawing a blue print of the activities to be undertaken for establishing the business 
anticipated problems, etc. However, the nature and scope of planning varies as per the leve 
of the manager. For example, an escort may plan for the day tour or the group's total tow 
but the tour operator will plan for packaging the tour, marketing it and catering to the group 
etc. Here, you should also remember that planning is needed primarily for two reasons: 

I i) Committing and allocating an organisation's (this can be your own business or the 
company you work in) available resources for achieving its stated goals, and 

ii) Anticipating the future problems and opportunities. 

Planning also implies: 

making choices from the diverse available opportunities, and 

a time limit for achieving the goals. 

For your own clarity you should take note of the features of planning. Planning is: 

a process rather than behaviour at a given point of time. It is the process which 
determines the future course of action. I 

I 
I 

concerned basically with the future and requires forecasting of the future situation. ; 
the process of selection of a suitable course of action keeping in view the available I 

resources. 

not restricted to a certain section of the organisation but is undertaken at all levels. This 
is because all levels of management are concerned with the determination of the future 
course of action. 

flexible as commitment is based on future conditions which are always dynamic. As such 
an adjustment is needed between the various factors and planning. 

a pervasive and continuous management function involving complex processes of 
perception, analysis, conceptual thought, decision and action. 

Here one must take note of the advantages of planning: 

you can direct the activities in an orderly way for achieving the goal, 

unproductive work and wastage can be minimised, 

proper resource allotment can be done, 

better utilization of available resources is possible, 

problems and competition, etc. can be anticipated, 

things can be looked at  in totality, etc, 

. At the same time certain disadvantages of planning have also been pointed out like: 
predictions cannot always be accurate; planning makes you work in a preconceived 
framework and discourages initiative and innovation; planners overdo their job; some feel 
planning is only theoretical, etc. However, all such disadvantages should again be taken as 
challenges by the managers &entrepreneurs. You should remember that the magnitude 
of planning is too vast in managerial tasks. You need a plan to organise, mobilise, allocate, 
operationalise, finance, market compete, monitor,contrd, improve, change or innovate, etc. 
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63 TYPES OF PLANS 

Planning is a vast area as all managers plan to achieve the stated goals of an organisation. 
Within that, every unit or department has its own plans and so on. Generally, plans can be 
of two types: 

i) Strategic plans 
ii) Operational or Tactical plans 

Strategic plans are devised to meet the organisational goals whereas, operational plans are 
devised to implement the strategic plans. However, above all these is the mission statement 
which defines the organisation's goals. 

MISSION STATEMENT 
(ORGANISATIONAL GOALS) 

1 
STRATEGIC PLANS 

1 
I OPERATIONAL PLANS I 

For an organisation's growth it is imperative that operational plans reflect the strategic plan. 
For example the various regional managers of the Deparlment of tourism make promotional 
plans for their regions, but the guiding factor for them are the principles metioned in the 
strategic plan designed by the Department of tourism. However, it must be remembered here 
that strategic plans have a long span of time compared to operational plans. For example, as 
a tour operator you may have a strategic plan to cater to 100 groups of tourists in a five year 
time. To achieve this target you may have operational plans for catering co 20 groups in a year. 
Similarly, your strategic plan will cover a broad range of organisational activities whereas your 
operational plan will have a limited scope. It is interesting to note that your simple strategic 
goal of 100 groups leads to complex operational plannhg, takiig into account your marketing 
strategies, linkages, infrastructure, etc. 

n 

Strategic plans decide the aims and policies of the organisation. Accordingly, the 
programmes and methods for their fulfilment are also detailed. Once this is done, at any 
given time, questions like where the organisation stands or where it intends to go, are 
answered by the strategic plan. But how the organisation will get there is answered by thc 
operational plans. 

For formulating a strategic plan you can begin with asking the following questions: 

What service is to be provided by you? 

What sort of competition do you have? 

What are the resources and infrastructural needs? 

What kind of social, economic or political environment is there? 

What unique features you offer? etc. 

Though, such strategic planning may not predict your future but surely a strategic plan 
enables you meet future contingencies; correct errors; take timely decisions and avoid 
.deviations. 

Operational planning determines the tasks to be accomplished, determines responsibility, 
allocates resources and sets measurements for every task. 

Besides these two types of plans, there are certain other types of plans dealt with by managers 
in their routine. These may involve individual activity, departmental activity or entire 
organisational activity. Such plans are related to policy matters, procedures, methodologies, 
qualityassurance, budgets, projects or technologies. You must remember here that planning 



Understanding is an ongoing activity relevant for both managers as well as employees. In a service industry 
Organisatioml Theory ' like tourism it is essential that not only the top or middle managers but the employees also 

plan their activities keeping in view the organisational goals. This will add to their efficiency. 

6.4 PLANNING SKILLS 

You often hear or make these statements, "he or she is very good at planning," "they have 
planned well"; the plan is excellent and we must congratulate the planners." We have 
mentioned earlier that planning has become a specialisation. Not only individuals, partners 
or organisations do their planning, but today there are professionals who as consultants make 
plans for organisations. Planning requires certain skills like the ability to: 

think ahead, 

forecast future trends, 

state organisational goals, 

choose strategies, and 

;prive at performance standards, etc. 

Planners must be able to determine the framework of purpose for the organisation. There is 
always a multiplicity of objectives like: profitability, growth, turnover, social responsibility 
survival, continuity, etc. 

The organisation's objectives are identified and articulated in a mission statement. 

The mission statement should be such that it clarifies: 

the nature of the organisation, 

in what business the organisation is, 

what the long term objectives are, 

what are the short term objectives, and 

the methods to be adopted for achieving these objectives. 

A mission statement is relevant for big as well as small organisations and for both profit 
making as well as non profit making organisations. 

6.5 STEPS IN PLANNING 

A particular planning process may not be applicable for all organizations and for all types of 
plans. This is because the various factors that go into the planning process may differ from 
plan to plan or from one organisation to another. But with minor modifications the following 
planning process is appliwble to all types of plans. 

Perception of Establishing Planning 
Opportunities - Objectives I.., Premises 

Alternatives: 

Establishing Formujation of 
Sequenceof~ctivities - - 1. Identification 

Supporting Plans 2. Evalktion 
3. Choice 
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I 
You may use a similar sequence of steps for formulating a plan. This structure leads to the PlmnIng and lkclsbn Making 

translation of your ideas into action by reaching to the state of establishing the sequences of 
activities. The contribution of each stage in the plammg process is given below: 

1. Perception of Opportunities: 

Perception of opportunities includes: 

a preliminary look at possible opportGnities and the abity to see them clearly and 
completely, 

a knowledge of where the organisation stands in the light of its strength and weaknesses, 

an understanding of why the organisation wants to solve uncertainities, and 

a a vision of what is expected to be gained. 

2. Establishing Objectives: 

Major organisational and unit objectives are set at this stage. They specify the results 
expected and indicate the end points of: 

what is to be done, 

where the primary emphasis is to br, placed, and 

what is to be accomplished by various types of plans. 

3. Planning Premises: 

Planning premises are planning assumptions - the expected environment and internal 
conditions. Thus planning premises are both, external as well as internal: 

External premises include total factors in task environment like political, social, 
technological, competitors' plans and actions, government policies, etc. 

a Internal factors include the organisation's policies, resources of various types and the 
ability of the organisation to withstand the environmental pressures. 

4. Identification of Alternatives: 

At this stage, various alternatives are identified based on the organisational objectives and 
planning premises. The selected alternatives are then reduced so that the most promising 
ones may be taken for detailed analysis. The concept of various alternatives suggests that a 
particular objective can be achieved through various actions. 

5. Evaluation of Alternatives: 

At this stage, an attempt is made to evaluate how each alternative contributes to the 
organisational objectives in the light of its resources and constraints. 

6. Choice of Alternatives: 

Once the alternatives are evaluated, the one which fits best in the organisation is selected. In 
case, of more than one alternative fitting the organisational needs and constraints, the planner 
should choose more than one alternative. This provides the flexibiity to the plan and the 
contingency plan (i.e. the alternate plan) can be implemented in changed situations. 

7. Formulation of Supporting Plans: 

Once the basic plan is formulated, various plans are derived so as to support the main plan. 
These derivative plans are formulated out of the main plan and, therefore, they support it. 



Unders(andIng 8. Establishing Sequence of AcWties: 
O&1'inal Theory 

After formulating the basic and derivative plans, the sequence of activities is determined so 
that plans are put into action. 

A fact that is particularly true to the tourism industry is that the sale of a product signals the 
beginning and not the end of the obligation to the customer. Of course this is not unique only 
to tourism and travel industry but in varying degrees, customer obligations must be considered 
by all planners. This leads to what is known as Service Capability. If service capabilities are 
low, it will not take long for this condition to have a profound and negative impact on sales 
Service should be analysed in the light of the business you are really in and in terms of the 
end results. Analysis of the service to be provided, in terms of end, provides a different 
perspective of the business. 

Featues of a Business Plan 

Check Your Progress-1 r 



1 6.6 DECISION MAKING 
Planning and Decishn Making 

I 
The process followed for identifying and choosing a course of action in order to solve a 
specific problem is known as decision making. Decision making is both, a managerial 
function as well as an organisational process. It is organisational in the sense that many 
decisions transcend the individual manager and become the products of groups, teams, 
committees, etc. It is managerial in the sense that decision making is the basic responsibility 
of a Manager, whether it is giving shape to a company's planning or choosing alternatives, 
etc. Managers have to take decisions and hence need to develop skills for decision making 
and problem solving. 

No Managerial function or responsibility whether it is planning, organising or controlling can 
be complete without decision making. In each function, decis~on making holds a central place. 
It, in fact, isan inherent or in-built function in all the managerial responsibilities. For example, 

f in planning one has to take decisions for setting objectives, scheduling the project, budgeting 
etc. Similarly, in organising, decisions have to be taken regarding delegating project 

1 implementation, establishment of communication channels etc. The position in controlling is 
also the same where decision making is required for performance, evaluation, etc. 

Decision making involves three aspects of human behaviour : 
t 

1) Cognition - i.e. activities of the mind associated with knowledge. 

\ 2) Conation - i.e. the action of mind implied by such words as willingness, desire and 
/ aversion. 

I 
i 3) Affectation - i.e. the aspect of mind associated with emotion, feeling, mood and 

temperament. . 
Generally, it is taken that decision making and planning are the same. ThG is not true because 
one can take decisions for many activities but it is through planning only that the decision will 
be implemented. Nevertheless, the role of decision making is highly important in planning as 
it permeates Managerial functions and is at the core of planning. 

6.7 STEPS IN DECISION MAKING 

It may not be guaranteed that any approach to decision making will always lead towards a 
right decision. Yet, the Managers follow certain steps which help them to understand the 
decision making process and provide a process to be adopted for rational decision making.' 
Generally, the following steps are adopted for decision making. Before we outline the steps, 
we must make it clear that the decision making process is required for achieving certain 
specific objectives. Setting of specific objectives itself is an outcome of earlier decisions. 
Hence, setting up of a specific objective, though not truly the first step of the decision making 
process, provides a framework for the process. 

1) IdentifyinglDefining the Problem 

This marks the beginning of the decision making process. A Manager should be clear in 
defining the problem in relation to the organisational objectives. Unless as a Manager, 
you define what the problem is, you may move in the wrong direction asking wrong 
questions and making wrong decisions. 

2) Analysing the Situation 

Once the problem has been defined, as a Manager one must analyse the situation. For 
example, what are the several elements the problem consists of and what must be solved or 
what should not be solved. At the same time, the manager should attempt to understand the 
sources/causes of the problem. Sometimes, the problems and the causes may be simple, 
whereas sometimes they may be complex. Hence, you must be extremely cautious in dealing 
with the problem and coming to decisions for solving them. 

- .  
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3) Gathering Information 

The problem once identified and stated has to be solved. But for solving it, a Manager must 
gather information about different courses of action. For this, time as well as resources iu t: 
crucial. At times, gathering information is a costly affair. 

4) Search for Alternatives 

The decision maker must try to look for various alternatives available, in order to get 
satisfactory results from a decision. To find out the various alternatives, the Manager 
should go for individual or group brainstorming sessions. For example, you are a 
Manager in a Tour Operating company. The person who used to look after the marketing 
aspect has left. Now, to face this problem, you can have the following alternatives : 

leave the vacancy unfilled, 1 
appoint a permanent person, 

promote the next person in hierarchy, or 

hire the services of a temporary person. 

For a good Manager, it is a must that instead of one alternative, heishe should think of 
various alternatives. I 

5) Evaluation of Alternatives 

Once a set of alternatives is available, a Manager must evaluate the alternatives keeping 
in view the advantages and disadvantages of each alternative. One should also ask 
questions about the feasibility of the alternatives and the consequences of the 
alternatives. This takes us to the choice of alternatives. While choosing an alternative, 
besides comparative analyses of various alternatives, one may also take into accouut 
earlier experiences, experimentation, research and analyses. 

6) Action 

Once the best alternative has been chosen, generally it is felt that the process of decision 
making has ended. However, decision making is a continuous and on-going process and 
at this stage it is the responsibility of the Manager to convert the decision into something 
operationally effective, 

\ 

In the entire decision making process, there is always an element of risk and one should not 
forget the possible risks and uncertainties linked to a decision. That is why it is necessary 
that the implementation of a decision must also be closely monitored. 

Different types of problems require different types of decision making and the nature of 
Managerial decision making is categorised as : 

Programme decisions, and 

Non-programme decisions 

The programme decisions are as per the written or stated procedures, rules or policies and 
are generally used for dealing with both complex as well as simple issues. 

Exceptional or unusual problems are dealt with through non- programme decisions. But one' 
must remember here that a certain amount of risk is involved in all decisions. 

The follo&ng aspects also play a role in decision making : 

Sometimes intuition plays a role in decision making where the Manager uses hunches 
and in this the psychological make-up of the individual plays a vital role. , 

Depending on facts is another aspect of decision making. Facts provide a sound bases 
for decision making. 

Depending on experience is another aspect of decision mal+g. Past occurrences are also 
important for decision making. 



Considered opinions are also taken into account in the decision making process. Many Planning and Dteiston Making 

Managers use them for decision making as they are based on logic and reason. 
I 

Another question asked here is that who should be making decisions. This generally depends 
I 
I 

on the nature of the problems, the situation and the structure of the organisation. There can 
be individual decision making as well as group decision making. One should remember that 
though the responsibility of decision making rests with the Manager one should not ignore 
the subordinates as they can also'contribute by their ideas and experiences. 

- - - - 

Check Your Progress - 2 r 
1) What do you understand by decision making 7 

Check your Progress-1 cxzl 

Check your Progress-2 czzl 
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2) List the steps in decision making. 

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

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

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

6.8 LET US SUM UP 

In this Unit, we explained to you the importance of planning and decision making while 
performing Managerial jobs. Sound planning and decision making helps not only in the 
growth of the organisation but also in meeting the organisational objectives. While planning, 
one should look at the advantages of planning and be very dear as to what kind of planning 
one is going in for. The various steps in planning and decision making mentioned in the Unit 
will be of use to you either as a Manager or as an entrepreneur. Very often, tourism services 
are not planned or are ill-planned and even the decision making process is not sound. This 
has been the case not just at the national or state level of planning but even with different 
segments of the tourism industry. In order to improve the senices, infrastructure or the 
tourism product, proper planning and decision making is a must at every level. 

6.9 ANSWERS TO CHECK YOUR PROGRESS 'EXERCISES 

1) See Sec. 6.2 for your answer. 

2) Different types of plans have been dealt with in Sec. 6.3. Read the Sec, for your answer. 

3) Base your answer on the steps mentioned in Sec. 6.5. 

\ 

1) See Sec. 6.6 for your answer. 

2) In Sec. 6.7, we have listed certain steps. Check your answer with them. 
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7.0 OBJECTIVES 

After reading this Unit you will be able to : 

understand the concept of organising in management, 

know about the elements of organising, 

know the ipportance of division of work, departmentalisation, delegation, etc. for 
achieving organisational goals, and 

learn about the role of leadership or actuating in the area of management. 

7.1 INTRODUCTION 

As an entrepreneur or a manager you have done planning, you have selected the form of 
organisational structuie, you have also decided about the type of organisational climate you 
would prefer in your organisation, Now what next? Well it is not just important to set up an 
organisation but the aim is to take it further i.e. to put into action or set the ball rolling. This 
is where organising, as a management function becomes relevant. And a step further, you 
have to ensure that there is enough motivation among the employees to go ahead. This brings 
in the role of actuating or providing leadership. We have already dealt with organisational 
structures and culture in Unit-5. In this Unit we take up the concepts and steps related to 
organising, along with the relevance of actuating or leadership. 

7.2 ORGANISING 

The process which enables the creation and maintenance of an organisation structure is 
referred to as organising. It is through organising that we establish the formal groupings 
of people and their activities. This is done to achieve the stated goals of the organisation. 
Generally, the major purposes behind organising are to: 

identify, divide, distribute and group the tasks to be done, 

delegate authority and responsibility for decision making to accomplish the tasks, and 

establish and determine working relationships amongst persons, groups or 
departments for efficient implementation of plans. 

In other words, we can say that organising connects, arranges and co-ordinates the human 
and physical organisational resources in order to achieve the organisational goals. For 
example, an owner or a manager of a tour operator company will have to identify the tasks in 
the company. These could be packaging the tour, looking after transportation, dealing with 



next step would be to group these tasks: Organising 

dealing with hotels and airlines could be put together as accommodation and transport 
department, 

facilitation and escorting can be looked after by one department, 

packaging tours by another department, and 

sales and marketing by another and so on. 

After this type of grouping is done, then comes the issue of who in each group has the 
decision-making authority, whose responsibility is it to make the decisions operative, ek. 
Similarly it is important that the type of co-ordination, information sharing and relationships 
are also clearly spelt out. Thus, organising, by creating clear-cut lines of responsibility, 
authority, etc., streamlines and facilitates collaboration and negotiations within the 
organisation. 

In simple words whiie planning specified what is to be achieved and when, organising 
specifices who will achieve what and how that will be achieved. 

As a manager or an entrepreneur for organising you ought to have certain skills. For example 
you should have the ability to: 

analyse and design jobs, 

define authority and responsibility, 

recruit and train people according to the job requirement or specialisation, 

foresee the areas of conflict, 

establish effective management information systems, 

resolve conflicts, and 

respond and react to changes in the internal as well as external environment, etc. 

Achieving such organising skills is a step further in your w e e r  as a successful manager. In 
the subsequent sections we deal with different elements of organising: 

73 DIVISION OF WORK 

Adam Smith in his book Wealth of Nations described the work in a pin factory and wrote: 
"One man draws the wire, another straightens it, a third cuts it, a fourth points it, a fifth grinds 
it at the top for receiving the head". Thus ten persons working together made 48,000 pins a 
day where as working independently each person would not have made more than twenty 
pins each. 

Thus by division of labour larger tasks are divided into smaller and simple operations in 
which each worker can specialist!. This division of labour in modern management thought 
is described as Division of Work This indicates that all organisational tasks can be 
specialised and hence the concept of Job Specialisation. 

Ajob can be definedas the tasks performed by individuals in achievingthe o~ganisational 
goals. 

In organising it is essential to understand the nature of tasks, skills required for these tasks 
and accordingl~specify spwialisations. Hence as a first step Job Description is necessary. 
This defines a particular job, and at the same time who does what in the organisation. Once 
a job description is there accordingly the skills or qualifications required for holding that job 
are determined. This is termed as Job Specification. 

In relation to specific jobs you can take note oE 

Job Enlargement i.e. increasing the scope of a job through additional tasks, 

Job Rotation i.e. moving from one job to another, and 

Job Enrichment i.e. providing motivation to the employees. 



Undentsnding Initially when the size of an organisation is small many jobs are or may be centred in one 
Organisational Theory person. But as the business grows more jobs can be designed with speci&sations. For 

example, a tour operator may package all types of tours. Sooner or later a stage may come 
when this one job of packaging tours may become four jobs - one packaging adventure tours, 
other cultural tours, another job for sports tours and so on. Similarly the job of packaging 
tours can be enlarged by adding to it the tasks of monitoring the tour and receiving feed backs 
from the customers. 

In tourism services job rotation is a common feature. This not only offers variety to the staff 
but also adds to and upgrades their qualif"cations. For example a person packaging tours 
can be moved to escorting a tour, etc. 

Check Your Progress - 1 r 
1) Define Organising. 

2) Why do you need organising skills? 

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

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

3) What is the significance of division of work in organising? 

7.4 DEPARTMENTALISATION 

A small organisation may have different jobs but may not have departments. However, with 
the growth of the organisation or at times right from the beginning, various departments are 
established. A situation may come when more sub-units are created within a department 
adding to the levels of management also. Infact, the grouping together of jobs into work 
units is termed as departmentalisation. Production, marketing and finance are three such 
units which are generally common in all organisations. As the nature and volume of work 
increases along with specialisations marketing can be divided into sales, promotion and 
advertising, etc. With an increase in the volume of work, advertising may further be split into 
electronic media (TV, Radio) and print media (magazines, newspaper etc.). Hence, 
designing of jobs, creation of departments or adding sub-units to departments is an ongoing 
process. The various means applied for Departmentalisation include: 

functions like marketing, finance etc., 

products, like domestic ticketing in one and international ticketing in another in a travel 
agency, 
territory, like the regional divisions of Tourism Department, Govt. of India (U.K. 
Continental Europe, East Asia etc), and 



customer, i.e. catering to different segments of customers like a tour operator creating 
separate departments for catering to students, LTC travellers, and Up budget travellers, 
etc. 

7.5 SPANS OF CONTROL 

By span of control we mean the number of subordinates who report to a particular manager. 
For effective management it was traditionally believed that a manager could supervise six 
subordinates. However, in the present context with more and more technological innovations 
it is not necessary that the number of subordinates remains at six. This is also related to 
behavioural aspects taking into account the ability of the manager, harmony in team work, 
level of the manager in hierarchical structure, etc. 

It is important to choose the right span of management for any organisation because it affects 
efficiency and is also related to the organisational structure. In tall organisational structures 
there are narrow spans of management and with many levels between the top and lower level 
managers. There is a long chain of commknd and the decision making process is slower. On 
the other hand flat organisational structures have fewer management levels with wide spans. 

Today more and more organisations are moving towards flat organisational structures as the 
decision making process there is faster qnd with less hierarchical levels, the costs are also 
not high. 

Tall Organisationrl Structure 
I 

Flat Organifiational Structure 

At the same time we must remember that there is no one model of an ideal span of 
management. Hence while deciding on an appropriate span of management for the 
organisation one should take into account the capabilities of managers and subordinates 
along with the environment in the organisation. 

7.6 DELEGATION OF AUTHORITY 

If someone asks you to do something you may naturally ask what gives the person the right 
to ask you to do this. What we are actually doing by asking this question is trying to specify 
to ourselves whether the personasking us to do something has the authority to do so, or not. 
In an organisation such an authority is exercised by the managers over the subordinates. You 
may ask from where the managers get this right to issue instructions. Infact formal authority 
is described as a power delegated to that job which the specific individual is holding in the 

Organising 

I 



s 
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Understanding organisation. This particular job is provided with the right to exert an influence within the 
Organisational Theory organisation. In simple words we can say that the ability to exert influence is power. 

Authority in the context of management is defined as the legal right to command action by 
others and to enforce compliance. Managers use persuasions, sanctions, requests, constrain, 
force or coercion to gain compliance. 

. According to the Classical View of management, authority originates at the top level and is 
passed down hierarchically to the lower levels. However, there is another view of authority 
known as the Acceptance View which describes the basis of authority in the context of who 
is influenced rather than in those who influence. This view suggests that the receiver of 
commands decides whether to comply or not. For example, a manager can shout at the 
employees to work more. The subordinates may not question his authority but may ignore 
the order. Hence, it is imperative that when the organisation is being established and the 
jobs being designed, the line of authority be clarified at that stage only. For example a 
Financial Manager will have the authority in relation to financial matters whereas the . 
Marketing Manager will have the authority in relation to marketing issues. Delegation of 
authority also denotes the level of the decision making power. It is crucial for a manager to 
delegate the authority because he cannot personally perform all the work. While delegating 
authority the following questions emerge: 

What to delegate? 
How much to delegate? 
Upto what levels to delegate? 

The answers to these questions have to be found by assessing the nature of the job and the 
' 

organisational environment. Delegation af authority also helps in developing the capabilities 
of the subordinates and creating secondary levels of leadership. Generally two types of 
authority exist in an organisation: 

1) Line Authority: This is represented by a chain of command starting from the top most 
management in an organisation and extending down to various subordinate levels. Thus 
it forms a hierarchical arraqgernent in an organisati~n vhere the superior has direct 
command over the subordinate and the subordinate has direct command over his own 
subordinate. This also remains the line of communi~ation eifher from top to bottom or 
from bottom to top. 

2) Staff Authority. This means the authority of such groups of individuals within an 
organisation who provide advice and services to line management. Infact most staff 
authority relationships are manager-to-manager relationships. In some organisations 
both lie and staff authority exist simultaneously. In order to avoid &nflicts it is better 

, that right from the beginning a clear concept of inter-relationships among the different 
types of authority within the organisition be adopted. 

One must remember here that in the modern context the issue today is not just of delegatbaa 
of authority but it is closelyrelated to accountability and responsibility and both these aspects , 
should also be taken care of, at the time of delegation of authority. 

' I .  

- - - - 

7.7 CO-ORDINATION 

Inspite of divis'ion of work, departmentalisation, designing of jobs and delegation, it will be 
difficult for an organisation to achieve its stated goals-unless all these segments work in 
harmony. This is where the role of co-ordination becomes vital in organising. Establishing 
relationships amongst different segments and activities of an organisation and establishing 
linkages among them is defined as co-ordination. The need for co-ordination assumes 
greater significance in large and complex organisations whereas it is not a problem in small 
organisations. In a service industry like tourism, co-ordination is of utmost importance. For 
example, for conducting a city tour, a tour operator needs transport, escort services, guide 
services and a restaurant. All these services have to be linked together with perfect' 
co-ordination. Lack of co-ordination often leads to inter-departmental conflicts lea- to 
poor quality of services and ultimately bringing a bad image to the organisation. 

For effective co-ordination, it is necessary to build a Management Information System (MTS). 
Generally MIS refers to a system throqgh which information is collected, processed and 



presented to the top management for decision making. But it is essential that the MIS 
should also be used for information sharing among the different departments and managers 
of an organisation. An MIS will be more effective if it is timely, accurate and relevant. This 
enables immediate action to tackle problems or schedule operations. 

By actuating or leading we mean working with people in such a way that their support can be 
won-over for working in the direction for achieving the organisational goals. For this a certain 
amount of motivation is also required. A manager must find out some common factors which 
can motivate all his subordinates working at different levels of management. At the same 
time the manager has to keep in mind that these subordinates come from different 
backgrounds. For providing leadership a manager needs certain skills which we have already 
mentioned in Unit-1 of Block-1. But you must remember that a manager must: 

e remember that he is only playing a role, 
e mould the role according to the situation, 

- e fdllow a participative approach, and 
e attempt to command the respect of his or her subordinates. 

Check Your Progress - 2 r 
1) What do you understand by Delegation of Authority? 

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

, 2) Define the Management Information System. 

1 7.8 LET US SUM UP 

Organising is a basic management function with certain elements and components. A 
; manager as well as an entrepreneur has to very cautiously perform the tasks of organising 

which include departmentalisation, deciding jobs, deciding the levels of authority, delegation 
of authority, etc. In performing these tasks for achieving organisational goals, managers 
should also develop information systems and provide leadership. Whether you intend to start 
a small business or go for a managerial job, a sound understanding of the organising process 
is essential. 

7.9 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress - 1 I 
1) The definition has been given in Sec. 7.2. 

2) After readmg Sec. 7.2 write your own views. 
3) Read Sec. 7.3 for your answer. 

Check Your Progress - 2 'r 
1) Read Sec. 7.6 and compare your answer with the,contents mentioned in it. 
2) Read Sec. 7.7 
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8.0 OBJECTIVES 

After studying this Unit you should be able to: 

understand the need for using controls in operations, 

define control, 

explain the various types of control, 

list and explain the various steps in the control process, 

identify the mechanism for effective control techniques, and 

understand negative implications of control. 

8.1 INTRODUCTION 

Controlling and monitoring are common words you hear everyday in relation to various 
operations or activities. Generally the use of the term Control creates an impression of 
imposition to many people. But this impression comes when'we approach it in a negative way. 
If we look at control in a positive way it gives a different meaning. Control is one of the major 
management functions. It is the process of monitoring activities in such a way so that the 
organisational objectives can be accomplished. Whether a manager or an owner-manager, 
effective control and monitoring are necessary components for achieving success. Many a 
times the problems faced in achieving the organisational goals emerge because of some 
deviations from the set standards,or in other words because of the failure to control the 
process from moving in the stated direction. This Unit, attempts to make you understand 
the relevance of control, its meaning, different types and processes along with the procedures 
to be adopted for effective control. 

8.2 CONTROL : DEFINITION AND NEED 

If we use the term control only in relation to controlling the employees and putting them 
under regulations, we are applying the term in a very limited sense and this is bound to create 
negative impressions. Let us address ourselves to the question as to why control is needed. 

Well, objectives, plans and programmes are essential components of effective management. 
After a task has been assigned to a manager, the next step is to decide the objectives of the 
task. Then,through planning, a strategy is evolved to accomplish the desired objectives. In 
the process of accomplishing the pre-determined objectives comes the role of monitoring and 
controlling. Hence, management control can be defined as a process which ensures that the 
progress of the assigned work is according tothe plan. If there is any deviation the concerned 
manager has to take corrective actions. So control mechanism adjusts operations to 
pre-determined standards on the basis of the information or feedback it gets. Control is 
associated with planning and has been accepted as a basic managerial function to ensure the 
pace of an activity and its quality. Its bask concern is to monitor the outcome of activities, 



review feedback information about this outcome and if necessary, to take corrective action. 
Besides, control helps the managers in certain other aspects. For example it helps managers 
in : 

monitoring environmental changes and their impact on the organisation, 

developing mechanisms for speedy delivery of products and services to customers, 

anticipating or managing threats, problems or opportunities, 

adding value to their products, 

maintaining quality, 

facilitating team work and delegation, and 
I 

checking wastage or leakage. etc. 

Here it must be kept in mind that controlling is existent at all managerial levels and a good 
plan is one which incorporates the needed controls. Further controls and monitoring are 
applied in every area of operations like production, sales, finances, quality, human resources, 
etc. In tourism management their role is very crucial in every segment and in the activities 
related to that segment. 

8.3 TYPES OF CONTROL 

Control is generally classified into the following types: 

Pre - action controls, 

Feedfomard, 

Concurrent, and 

Feedback control. 

1) Pre-action controls: These are preventive measures aimed to check problems before 
their emergence. They are also known as pre-controls. Financial budgets and schedules 
are forms of pre- action control. This is because when you know your financial resources, 
working within them will be a control. The same applies for schedules. 

2) Feedforward control (also called Preliminary control): In this system problems or 
deviations are anticipated before the operation of the task starts. Hence it has a close 
relationship with planning. In this control mechanism, managers identify the issues and 
the prospective action plans to meet the anticipated problems. For example, you are a 
tour operator. You ought to know in a year which particular season would have more 
tourist inflow and during which season the inflow would be less for the particular 
destination that you are packaging and selling. In anticipating the problems you may 
come across during the peak period, you would develop a proper mechanism to meet 
any anticipated problems. Feedfomard control is essentially to alert managers about 
the probable hurdles that may affect the accomplishment of predetermined targets. 

3) Concurrent control (also known as Steering control): This is an approach to control 
the work while it is  being performed. Concurrent control system ensures the 
accomplishment of work according to a laid down plan and takes necessary corrective 
steps before any major damage is done or in case there are deviations. For example, each 
evening a floor supervisor in a restaurant, moves from the customer area, to the kitchen, 
to the cashier area. He monitors all activities in order to ensure customer satisfaction 
and takes necessary steps as and when required. For the effectiveness of steering control 
a manager must obtain the information on time and it should be accurate. Generally, 
steering control methods are most widely used because they provide tools for corrective 
action while the work is in progress. 

4) Feedbackcontrol (also called Post action control): After the completion of a task, review 
is made to see whether the desired result has been achieved or not. Feedback control 
provides information about whether the goals of the organisation are met or not. This 
information can be used for deciding the future action plan of an organisation. It is often 



Understanding It should be noted here that all these control types are not alternatives to one or the other 
Organisationai Theory but are interactive and complimentary to each other. 

Check Your Progress - 1 r 
- - 

1) What do you understand by controlling? Answer in 100 words. 

2) What is Concurrent Control? 

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

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

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

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

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

3) Discuss the importance of Feedback Control. 

8.4 STEPS IN THE CONTROL PROCESS 

Robert J Mockler's definition of Control helps us in determining the necessary steps of the 
control process. According to him, "Management control is a systemic effort to set 
performance standards with planning objectives, to": 

a design information feedback systems, 

a compare actual performance with these pre-determined standards, 

a determine whether there are any deviations and to measure their significance, and .take 
any corrective action required to assure that all corporate resources are being used in 
the most effective and efficient way possible for achieving corporate objectives. 

This definition, thus mentions four steps to be followed in the controlling process: 

a establishing performance standards, 

a measuring performance, 

a comparing performance with standards, i.e. interpreting results, and 
32 

a taking corrective action. 
I 



1) The first step in any control process is establishing standards. Standard is a desired or 
expected event which should grow out of organisational objectives. Standard may be . 
defined as a unit of measurement which can be used to evaluate performance. Actually 
with the setting of standards the process of control begins. Standards may be both 

I quantitative and qualitative. Three common types of standards are: 

physical standards which include quantity of product, number of customers, 
clients, quality of the product, etc. 

monetary standards which include selling costs, material costs, gross profit, net 
profit, etc. 

. .. time standards refer to the speed and deadline within which the job is to be 
performed or completed. 

Depending on the nature of the task and considering other related issues the management 
sets the standard for a task. In setting standards you should keep in mind that they are valid, 
acceptable and clearly understandable to all concerned. The standards should be stated 
clearly in measurable terms with a time bound approacb. For example, upgrading the skills 
of a guide would be a vague objective unless it is specified what upgradation means and by 
what time it has to be achieved. In a service industry like tourism, measurements may include 
the time of the service a customer has to wait for. 

2) After setting the standard the second step is the measuring or monitoring of 
performance. It is a continuous ongoing process done with the help of an appropriate 
mechanism. Systematic flow of information is necessary to keep effective control over 
performance and this necessitates timely availability of accurate reports. For this you 
must design simple reporting systems as per the requirement of the activity. This will 
help you in detecting problems and accordingly make amends to work as per the plan. 

3) Next step in the control process is to compare the performance that the managers have 
been monitoring with the standards established at the first stage. R.C.Davis identifies 
four phases in the comparison; 

receiving the raw data, 

accumulation, classification and recording of this information, 

periodic evaluation of completed action, and 

. reporting the status of accomplishment to higher line of authorily. 

If it is found that the performance matches the standards you can conclude that every 
thing is  in control but if the results are otherwise, it is time to act. 

4) After making a comparative assessment of established standards and performance the 
important step is to take appropriate action. Corrective action is essential to ensure that 

a in future the desired objective is achieved. This may involve alterations, changes, 
rethinking or devising and employing better methods. 

The important point is that as a manager you must consider various alternatives and 
depending on the requirement take proper action. Only identifying failures is of no use. 

Information seeking, information sharing and information analysis are vital in the 
control process. For seeking information you can: 

Depend on personal observations, i.e., going to the area of activities and having 
a first hand experience about the quality of services, service timings and attitudes 
of those providing services. 

Ask for oral reports from employees or interview customers regarding the quality 
of services, improvements, suggestions, complaints etc. 

Ask for written reports from employees or feedback forms from cuqjomers. For 
this appropriate formats have to be devised as per requirements. 

You can adopt any one of these methods or all of them. Information collected should 
be shared among other managerslpartners if any in order to collectively analyse it, 
facilitate the decision making process and implementation. 

Controlling 



Understanding 
Organisational Theory 8.5 EFFECTIVE CONTROL TECHNIQUES 

While performing the managerial tasks, knowing the proper techniques of using effective 
control is very essential. This knowledge or technique is required to avoid resistance and 
other problems. The techniques may vary as per the requirements or nature of the venture, 
yet, you can try the following: 

1) It should be made clear that control is a mechanism to monitor progress rather than a 
pressure tactic. There should not be an impression that control means imposition of 
restrictions on employees freedom. It is important for both the executives as well as the 
other staff to h o w  that the primary objective of control is to ensure that a job is well 
done and done within the expected schedule to achieve the objectives. Flexibility in 
control is required because it makes control workable in the face of chatlges or 
unforeseen circumstances. 

2) Control should be timely. Time is most important in the sense that if you fail to take a 
timely corrective action you may incur losses. There should be a mechanism for the 
availability of timely information and appropriate action should be taken without delay. 

3) Cost effectiveness of control should be looked into carefully. Control costs include such 
factors as monitoring and processing systems, hiring personnel to operate the system, 
etc. You must see to it that costs involved in controlling should be economical and the 
system should be beneficial for the organisation. 

4) Controls should be accurate and objective. Care should be taken to minimisesubjectivity 
in control, otherwise it may affect the judgement and performance of the employees. 
Importance should be given to establishing specific performance goals for each position 
and emphasis should be given to achieve specificgoals. Thus through individual control 
overall control can be ensured. 

5)  Control should be acceptable to all. To make controls acceptable it is important to 
ensure that people understand the purpose of the system clearly and feel that they have 
an important stake in it. Participative management approach can be the best way to 
make people involved in taking major decisions for the organization. Indirectly this 
makes everybody accountable for hislher own decision. Instead of applying control from 
above, the emphasis should be on control from within. At the same time the person 
doing controlling or monitoring must have the necessary authority for performing these 
tasks. 

8.6 IMPLICATIONS OF CONTROL 

If the controlling mechanism is not properly designed and effectively pursued, control can 
lead to unanticipated and undesirable effects. It is important for the management to 
understand why people resist control and to know how to overcome that resistance. Let us 
take a look at some of the probable factors that may lead to resistance to control. 

Too many controls by the management may create adverse reaction among the 
employees. 

The narrow approach of the management in performance appraisal may discourage 
good, potential workers for taking any extra initiative. 

Short term approach taken by the management in running the organisation affects the 
long term interest of the organisation. 

Too much pressure on the employees for achieving the pre-determined standard 
sometimes leads to falsification of reporting or information. This may discourage good 
workerspd undermine the very purpose of control. 

Over centralisation in decision making creates an alien attitude among the workers. 

Management should try to avoid negative control such as punishment, memos, etc. 



Check Your F'rogress 2 r Control 

1) Explain the need for monitoring performance in the process of Control. 

2) Do you think that control must be acceptable to all? 

3) List three possibilities that may create problems if control is not properly designed. 

8.7 LET US SUM UP 

In view of the above discussion we hope that you have understood the meaning and 
implications of controlling. It is clear that control can be defined as the process of monitoring 
and adjusting organisational activities in order to accomplish organisational objectives. In 
this Unit you have learnt about different types of control, various steps in the control process, 
techniques of effective control and implications of control. Now as a functionary in the 
tourism industry your task is to make use of the control mechanism according to the need of 
the situation. Re it smallor big, every business has its own target which one should accomplish 
through scientific management. Control as a part of scientific management would help you 
to achieve your target. 

8.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress - 1 EzIIl 
1) See definition of Control in Sec. 8.2 

2) See Sec. 8.3 

3) Feedback control helps in providing guidelines for future work. See Sec. 8.3. 
- .  



Understanding 
Organlsatlonnl Theory Check Your Progress - 2 EIZl 

1) See Sec. 8.4 

2) As is said that control is a part of management functions to see the accomplishment of 
determined goal. In view of this stated objective control has positive role to play. Read 
Sec. 8.5 and give your own views. 

3) See Sec. 8.6 
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H.A. Rogers and J.A. S l i ~  Tourism: Management of Facilities, 
London, 1993 

G.R. Terry and S.G. Franklin : Principles of Management, Delhi, 1'995 

J.A.F. Stoner and R.E. Freeman : Management, New Delhi, 1992 

lGNOU Management Courses : MS-1, Management Functions and Behaviour 
MS-10, Organisational Design,,.Development 
and Change 
MS-93, Management of New and 
Small Enterprises 

Small Industry Management Development Training Modules, All India Management 
Association, New Delhi. 
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ACTIVITIES FOR THIS BLOCK 

Visist any organisation of your choice and try to understand its Organisational Structure. 

Suppose you are starting a new business, make a plan for the same. 

You intend to open a small restaurant with a capacity of servicing 50 customers at a time. 
Design jobs for the venture and determine what authority you will delegate to whom. 

Visit any organisation catering to tourists and try to find out what kind of controls they use 
for quality assurance. 



UNIT 9 SMALL GROUP BEHAVIOUR 
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Objectives 
Introduction 
Categorisation of Groups 
Small Group: Characteristics 
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Small Groups Influences on Behaviour 
Small Groups Internal Operations 
Leadership in a Small Group 
Interaction Within the Group 
Let Us Sum Up 
Answers to Check Your Progress Exercises 

9.0 OBJECTIVES 

After reading this Unit you will be able to: 

understand the categorisation of a group, 

explain the characteristics of a small group, 

a list out the influences of small groups on behaviour; 

appreciate internal operations of small groups, and 

a explain the conditions affecting the interaction among the'members of the small group. 

- - - - 

t 9.1 INTRODUCTION 

People in a group behave differently in comparison to when they are alone. Understanding of 
group dynamics is necessary to understand organisational behaviour. Groups are im ortant 9 to improve organisational out-puts and to influence the attitudes and behaviour of members 
of the organisation. ~ h k  importance of groups and its values and norms in influencing 

I 

I behaviour in an organisation, has been duly recognised in "modern management. Whether it is 
a travel agency, a 'hotel or a museum, an understanding of the nature of groups, 
groups behaviour and interaction within the group is essential to improve the organisational 
performance. In this Unit we will explain the behaviour of a small group, its 
internal operations as well as conditions affecting the interaction among small group 

b members. 

I 9.2 CATEGORISATION OF GROUPS 

A group comprises two or more individuals who interact and are interdependent on each 
other to attain some specific objectives. When we speak of a group, we mean something more 
than just a number of persons *having opportunities for close and fiequent contacts. Groups 
can be classified in many ways. There are formal groups which are deliberately created by the 
legal and formal authorities in order to achieve specific end results or to undertake delegated 
tasks. On the basis of duration, formal groups can either be permanent or temporary. Informal 
groups are the ones which are not intentionally planned to be in existence. These are created 
to fulfil such needs which the formal authority fails to meet. Groups to which an individual 
really belongs, is called Membership Group, while a Reference group is the one with which 
helshe identifies or to which one would wish to belong. The groups in which the contaGts are 

'impersonal and infrequent and where interaction is on a remote plane be.known as secondary 
I . groups. Correspondingly, a group characterized by intimate, face-to-face association and co- 

operation is known as a primary group. 

I The terms small group and primary group are often used interchangeably. Other than being 
.small in size, a primary group ought to possess "a feeling of comradeship, loyalty and a 
common sense of values among its members". Such characteristics are not there in a small 



h-ganisational Behaviour group which is not a primary group.- Thus, all small groups are not primary but all primary 
groups are small. A tourist group is a small group because it has certain features namely, 
intimacy, face-to-face association and co-operation, even though for a limited amount of time 
i.e. till' the tourists group is on tour. It is believable that there is no such necessity for a 
tourist group to have traits like comradeship, loyalty, and common values. In other words, 
the small tourist groups get into formation for fulfilment of needs like security, 
companionship, etc. 

9.3 SMALL GROUP CHARACTERISTICS 

A group is one which has some cohesiveness in the activity of the group members. The 
behaviour of group members must reveal a regularity showing that the members recognise a 
guiding set of principles of interaction. In keeping with the phenomenon of tourism and 
tourists, one finds an understanding of the following characteristics of a small group, 
especially a tourist group, to be of great help in order to have qualitative grasp over small 
group behaviour dynamics: 

8 an association of a limited number of persons willing to have frequent face-to-face 
interaction over a fixed span of time, 

members having like minded approach and intentions, preferably positive ones towards 
each other, 

members differentiating with members of other sub-groups in some regud, 

group members being mutually aware of their membership of the group and thus having 
regard for the accepted moves and norms, and 

free-flowing, both ways, communication without injuring the feelings of others and also 
recognising the group sanctity. 

9.4 FORMATION OF SMALL GROUPS 

Groups are usually formed to achieve specific tasks. From the tourist's point of view the tasks 
and objectives could be intimacy with each other, or frequent face-to-face interaction and 
association. From the point of view of a tourist operating organisation, it is an instrument to 
perform complex and interdependent tasks, which group members working together can often 
accomplish more easily than the individuads working on their own. 

Small groups rest on shared values and shared contacts. It is believed that more the members 
associate with one another under similar conditions, the more they share and relish cornmon 
values, and develop liking and affinity for each other. What the group members value is not 
only something "good" or "desirable", it is "good for all in the group" and so ought to be 
viewed in the same sense by each of the members. The groups are formed deliberately to 
achieve a given purpose. 

In a tourist organisation, groups are formed for generating new ideas or creative solutions 
continuously because of the constant interaction among the members. Besides, they can be a 
means of utilising up-to-date knowledge. In situations where the members of the group are 
concentrated at one place instead of being scattered over different places, they would be in 
close touch and thus draw inspiration from one another. People in a group interact with one 
another to solve problems, achieve goals, make the way for co-ordination, reduce tension 
and accomplish a balance. 

Check Your Progress-1 

1) What are the different types of groups? 



) What is the need for group formation? Small Group Behaviour 

9.5 SMALL GROUPS INFLUENCES ON BEHAVIOUR 

The small group strongly influences the behaviour of its members by setting and enforcing 
standards for proper behaviour by its members. This includes standards for a variety of 
situations not directly involved with the activites of the group itself. For example: 

It is in a small group that a great deal of human behaviour including the correct way to 
behaviour is learned and enforced. The group can set standards for a range of 
behaviour beyond its own jurisdiction. 

The more stable and cohesive the group is, and the more attached the members are to it, 
the more influential it is in setting standards for their behaviour. 

a The less certain the group is about the right standards, the less amount of control, it can 
exercise over its members. 

a In case the small group's activities are imposed from outside, the norms set by the 
group are likely to be limited in character. If they are determined from within, they are 
more likely to take on the character of ideal goals. 

a People in a group tend to agree with the opinions of people they like and they tend to 
think that the people they like agree with them and the ones whom they dislike do not 
agree with them. 

a The group strongly influences the behaviour of its members by providing them support, 
reinforcement, security, encouragement, protection, rationale, etc. When an individual is 
genuinely attached to a group, and is in close and continuous contact with it, his group 
anchored behaviour and beliefs are extremely resistant to change. In such circumstances 
the group can exercise firm 'control' over hiin. 

The small groups are able to have udformity in values and behavioural norms of the 
members under the following conditions: 

i) In case the members feel that the group is committed to pursue the commonly 
agreed goals, the members would be attracted towards the group. The greater the 
importance of goals, the stonger is the desire of the members to stay in the group. 

ii) The degree of personal interaction within the group on the basis of equality leads 
to a lesser amount of personal competition in the group. 

iii) Direct and meaningful participation encourages members to act for the attainment of 
set goals. 

iv) The members are regarded by one another more favourably. 
, - - - - - - -- - -- ...I 

9.6 SMALL GROUPS INTERNAL OPE~ATIONS 

Every culture contains a large number of guidelines which direct the conduct in particular 
situations. Such guidelines are known as norms. This is true for a small group also. A norm 
is a specific guide to action which defines acceptable and appropriate behaviour in a 
particular situation. All groups have established norrns and values which are generally 
shared by the group members. In the same way, every group has its internal operations 
where the objective is to achieve the set goals on the basis of specified norms, values, ethos, 
etc. The group members have to abide by these in order to ensure group functioning as per 
its basic philosophy or line of action. We are clear that there are a number of individuals in 
a group. The more the group members would adhere.to the accepted norms, -values, and 
guidelines of the group, the higher would be their ranking in the group. The ranking in a 
way is essential also because it leads to more systematic operationalisation of the group's 
lans and activities. In case the group norms are not properly defined, it is not possible to 

k ve a clear ranking. Conformity to the group's norms and values is closely related to the 
k, status, prestige, etc., in the group. The members who are more influential in the 



Organisatiorral Behaviour group and thus ranked higher can afford to express their disagreement with the group andl 
or with some members, in private as well as in public. This is not the case with the lowest 
ranked members. They express their disagreement only in private and not in public. 

Check Your Progress3 

1) How can a small group influence the bebaviour of its members? 

2) What are group norms and values? 

9.7 LEADERSHIP IN A SMALL GROUP 

In a small group,for maintaining group cohesiveness, authoritarian leadership is less 
effective than democratic leadership. Such a leadership facilitates in getting the group goals 
achieved. Besides, democratic leadership is more effective with respect to the durability of 
the group, the members' satisfaction, their independence and their productivity on the task. 

The leaders of small groups have to simultaneously satisfy two necessary but often 
conflicting needs of the group, namely: 

1) The need for initiative, guidance, contribution of ideas etc. and 

2) The need for harmony, liking, mutual acceptance etc. 

These two demands are difficult and rarely combined in the same person. Most of the 
leaders of groups give up the instrumental role in favour of popularity. When groups have 
established norms and a new leader joins, it becomes extremely difficult for the new leader to 
shift the activities of the group even if helshe is highly capable. Usually the leaders of small 
groups tend to direct the group's activities along lines which they themselves are proficient 
at and away from the areas in which fhey are less competent. 

9.8 INTERACTION WITHIN THE GROUP 

The following conditions affect the interaction among members of a small group: 

a As the cohesiveness of the group grows the interaction also increases among the group 
members. 

a When there is difference of opinion among the group members the interaction decreases. 

a The interaction in small group increases as the members perceive that there is 
. disagreement within the group on a particular subject because of the emotional 

attachment that people have in small groups, and 

a In a small group communications are received by its members roughly in the same 
proportion as made by each of the other members. Communications within the group 
are more likely to be directed from equal to equal and from the higher ranking 
members to the lower ranking members. 

The effectiveness of the group coupled with the satisfaction of individual members are .on 
an increase when the members perceive their personal goals being in harmony with group 
goals. 



i Active discussion by small groups to determine goals, to choose methods of work, to Small Group ~ e h v i o u r  
reshape operations or to solve other problems is more effective in changing group practice. 
It also helps in bringing about better motivation and support for the change and better 
implementation and productivity of the new practice. 

A small group which is composed of relatively lessllimited number of members having 
common goals/aims has the capacity of providing better solutions to a problem especially 
in comparison to the problem being attempted to by the individual members. This could be 
the case under the following conditions: 

E When the problem has a definite and identifiable solution. In other words, when it is a 
p technical and not attitudinal problem, 

L When the initial judgement of the individuals in the group is not homogenous and a 
range of possible solutions are available initially to the group for its considerations; 

When the task requires that each member of the group makes a judgewent about the 
I same matter, 
i 
t When rewards and punishments are given to the group as a whole, rather than ta  

individuals within the group, 

When the information or skills required for the solution could be more, and 

When the task can be sub-divided. 

Within a task oriented group the communication network also affects the group's behaviour 
and the member's satisfaction in the following ways: 

a) One way communication is considerably faster than two way communication but the 
members of the group feel less confident. . 

b) Two way communication is more accurate because the receivers of communications are 
more sure of themselves and make more correct judgements of how right or wrong they 
are in the two ways system. 

c) The two way method is relatively noisy with. people interrupting the sender and one 
another. The one way method appears neat and efficient to an outside observer but 
such communication is generally less accurate. 

Check Your Progress3 

1 )  Why is democratic leadership desirable in small group? 

-, ................................................................................................................................................ 
2)' Explain two factors which are important for effective functions of a group. 

'\ 
9.9 LET US SUM UP 
'. 

L. 

gate of a number of groups both small and large. In 
g, types and -formauon of small groups, small group's 
affecting the interaction among the members of the 
I for an understanding of behaviour. Behaviour takes 
up consists of not more than two persons. Finally, 

nctions both for their members and organisations. : 
These are: 



OrganisationaL Behaviour • Groups help in generating new ideas or creative solutions. 

a Group members working together can accomplish more than the individual wdrking alone. 

a Groups facilitate co-ordination. 

a Groups facilitate the implementation of complex decisions. 

a Groups can provide emotional support to its members. 
\ 

a Groups provide companionship and a source of mutual understanding and support from ' 
colleagues. 

In tourism related services you will come across a variety of situations (either as a manager, 
owner, or an employee) where small group behaviour is dominant. It is not .necessary that 
the behavioural aspects are the same in each situation. However, the issues discussed in this 
Unit provide you with a broad understanding. 

- - - - - - - - - - - 

9.10 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress-1 

I )  See Sec. 9.2 

2) For complex, interdependent works, groups are important to achieve better results. See 
Sec. 9.4. 

Cheek Your Progress-2 

1) In a group an individual has to function within the set norms and behaviourial pattern of 
the group. See Sec. 9.5. 

2) See Sec. 9.6 

Check Your Progress3 

1) Democratic leadership provides space to an individual for collective responsibility. 
Individuals identity their goal with the goal of the organisation. See Sec.9.7 

2) See Sec. 9.8 



UNIT-10 INTERPERSONAL BEHAVIOUR 
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Answers to Check Your Progress Exercises 

I ' 10.0 OBJECTIVES 

After reading this Unit, you will be able to: 

understand the meaning and significance of interpersonal behaviour, 

know about the ego states and life positions, 

sensitize yourself with the ways to deal with conflicts, and 

make an assessment of your own interpersonal styles and of others working with you. 

The interpersonal relationships are composed of inier-self. Self is the hub of personality 
patterns which provides integration. The interpersonal relationship can be studied properly if 
one can perceive (self perception) one's own behavioural style and at the same time how it is 
perceived by others. The Johari Window can be used to identify the self-perception and the 
other's perception about one's own personality. A model of Johari Window was pioneered by 
Joseph Luft and Harrington Ingham to look at one's personality including behaviours 

% 

10.1 INTRODUCTION 

Individual behaviour is a complicated and complex concept. It is affected by psychological 
factors such as perception, learning, personality and motivation. It can further be 
apprehended in terms of interpersonal relationship, or in terms of a group comprising more 
than two persons. Individual behmiour unquestionably affects and in turn is affected by the 
behaviour of others. One of the dilemmas in organisational behaviour is to analyse and 
improve interpersonal and group behaviour in organisations. Transactional analysis and 
group dynamics are the two basic approaches to study interpersonal and group behaviour in 
an organisational system. The former deals with understanding, predicting and controlling 
interpersonal relationships and the latter studies group behaviour. 

When people interact in organisations, there is a social transaction in which one person 
responds to another. If two or more people encounter each other in a social aggregation, 
sooner or later one of them will speak or give some other indication of acknowledging the 
presence of the others. This is called the transactional stimulus. Another person will then 
say or do something. which is in some way related to this stimulus, and that is called the 
transactional response. From the standpoint of TA (Transactional Analysis) approach, a 
transaction is a stimulus plus a response. For example, if you say to one of your colleagues, 
"you have really done a fine job on that project", that is stimulus, if he says, "thanks", that 
is a response. Thus, transactions take place between people. They can also take place 
between the "people" in our heads. If we have a sudden impulse to say something to 
someone, we may mentally hear a voice telling us not to say it and then a second voice 
agreeing. These people in our heads are called ego states. Thus, transactional analysis is a 
technique of analysing and understanding interpersonal behaviour. This Unit will explain to 
you interpersonal styles and different ego states, like positions and ways to improve the 
operational effectiveness of your styles. .- 

10.2 ANALYSIS OF SELF AWARENESS 



I Organisational Behaviour and attitudes that can be known and unknown to self and known and unknown to 
others. 

FIG. I 
Johari Window 

Thus, four different quadrants can be created that comprise the total window as indicated in 
Figure I. Each quadrant is defined as follows: 

1 1) The Open Self 

The quadrant that is known to the self and also known to others- in any specific 
organisational setting is called the open self. It is known to self and others within that 
organisational setting. Such type of interpersonal relationship would tend to lead to a little,if 
any, interpersonal conflict. 

2) The Blind Self 

The quadrant that is unknown to the self but is known to others is referred to as the blind 
self. Often such blind behaviour is copied by an individual from significant people 
unconsciously, right since the childhood. It is not known to the self because of the 
unwillingness of others to be open and to give relevant feedback to the individual. Besides, 
an individual does not endeavour to perceive the verbal and non-verbal responses that exist 
in the .system. Jongeward and Seyer note that,"subtle bars to our personal effectiveness are 
often our blind quadrant. We may speak in a certain way - with a tone of voice, a look on our 
face - a gesture - that we are blind to, but other people are actually aware of. Infact, our 
manner can affect how they perceive us and whether they believe they can interact with us". 

3) The Hidden Self 

The quadrant that is known to the self but not known to others is named as the hidden self. 
This is a private window because it is only known to the person concerned. Further, it may 
be private since the person has been unwilling to communicate with other people in an 
organisational system. Again, it may be hidden because thc others are unable to perceive the 
verbal and non-verbal behaviour of the person in the system. - 

- -- 
4) The UnknowrSetr - 

- - 

The quadrant that is unknown to the self and unknown to others is called the unknown self. 
The unknown self is mysterious. Many times motivations and feelings go very deep and no 
one, including the person concerned, knows about them. In Freudian psychology, this would 
be called the subconscious or uncounscious. Freud was the first to recognise the importance 
of subconscious motivation. He believed that people are not always aware of everything they 
want and hence much of their behaviour is affected by subc~nsclou~ motives or needsz 
Infact, Freud's research convinced him that an analogy cnuld 5s d i ~ n  between the$ 
motivation of. people and the structure of an iceberg. A significant segment of human' 
motivation appears below the surface where it is not always e'vident to the individual. 
Therefore, many times only a small portion of motivation is clearly visible or conscious to 
oneself. In this situation, there is much misunderstandhg and interpersonal conflict is almost- ' 

sure to result. 

The process that affects the shape of the Johari Window is the-feedback. This is the extent 
to which others are willing to share with the person on how he or she is coming across. It is 
also the extent to which the person is able to perceive the verbal and non-verbal feedback in 
the organisational setting. Another important factor that effects the Johari Window 5s 



disclosure. This is the extent to which the persons are willing to share with others the data Itrter~ersonol Behaviour 
that exists in their organisational milieu. In the process of -feedback and disclosures in the 
system, organisationally relevant data which the others are willing to share with the person or 
persons about the way they think or behave, the open self of persons begins to broaden its 
horizon. There is also a high probability that something of which was previously unknown to 
the self and others will begin to surface into the unknown self. 

Leader Effectiveness and Adaptability Description self (LEAD-self) and Leader Effectiveness 
and Adaptability Description other (LEAD-other) were developed by Hersey and Blanchard to 
determine the discrepancy between self-perception and the perception of others. If there is a 
great discrepancy between self-perception and other's perception, the open self of an 
administrator's or manager's Johari Window would tend to be very small. But if there is no 
significant difference between the self-perception and the perception of others, the open self 
in manager's or administrator's Johari Window would be large. LEAD data can actually 
measure the shape of the quadrants in a person's leadership Johari Window in each of the 
organisational settings in which the person operates. The National Training Laboratory 
suggests the following guidelines for providing feedback for effective interpersonal relations: 

a Be descriptive rather than judgemental. 

a Be specific rather than general. 

a Deal with things that can be changed. 

a Give feedback when it is desired. 

a Consider the motives for giving and receiving feedback. 

a Give feedback at the time the behaviour takes place. 

a Give feedback when its accuracy can be checked with others. - 

1) , Explain Transactional Axilys~.. 

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

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

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

2) What is the Blind Self? 

3) What is the Unknown Self! 

10.3 EGO STATES 

The ego plays an important role in human behaviour. Sigmund Freud was the first to believe 
that there are three sources within the human personality that stimulate, monitor and control 
behaviour. Transactional analysis uses Freudian psychoanalytic theory as the background for 
~entifying three important ego states: child, adult and parent. These three ego states art 



Organisational Behaviour roughly equivalent to Freudian concepts of id (child), ego (adult) and supergo (parent). These 
three ego states have nothing to do with the chronological age of the persons and they are 
related only with the psychological age. A person of any age may have these ego states in 
varying degrees. According to Berne, "although we cannot directly observe these ego states, 
we can observe behaviour and from this infer which of the three ego states are operating at 
that moment". People interact with one another in terms of these three ego states. A balance 
between three ego states gives way for a healthy person who can easily move from one ego 
to another. 

Parent (P) Ego State 

For better or for worse, parents serve as models and are imprinted on the brains of their 
children. The parent ego state is a huge collection of recordings in the brain of unquestioned 
or imposed external events perceived by a person before his social birth or before he leaves 
home in response to the demands of society and enters school. The father and mother, elder 
sisters and brothers and school teachers become internalised in the parent ego state as 
recordings of what the child saw them say and do. We often observe the parents or parent 
substitutes telling children, smoking or drinking is injurious to health. From where did they 
learn this advice? They probably learned it from their parents, who, in turn learnt it from their 
own parents and so on. This means that the values and behaviour of parents become an 
integral part of a person's personality. 

Persons with the parent ego state, act like domineeririg parents. They can be overly 
protective, loving, distant, dogmatic, indispensable, upright, stem and critical. Physical and 
verbal clues that someone is acting with the parent ego state, include the wagging finger to 
show displeasure, give standards and rules for others, and reliance on the ways that were 
successful in the past. They tend to talk down to people and to treat others like children. 

There are two types of parent ego states: 

Nurturing parent, and 

Prejudicial Parent or Critical Parent. 

Nurturing parent ego state reflects sympathetic, protective and nurturing behaviour not only 
towards children but also to other people in interaction. Children who have nurturing parents 
develop Parent ego states that contain nurturing behaviour. Unless deliberately deciding 
against it when grown, they may repeat to their own children the same sympathetic, nurturing 
remarks and gestures that they learned from their parents. 

The Critical Parent ego state tends to be filled with opinions about religion, politics, 
traditions, sexual role expectations, life styles, child rearing, proper dress, speech, and all the 
facets of cultural family scripts. These opinions, often irrational, may not have been evaluated 
by the Audit ego state and may be prejudiced. When operating prejudicially with children, 
parents attempt to set standards of behaviour on the basis of these erroneous opinions rather 
than on the basis of facts. Critical p$ent ego state shows critical and evaluative behaviour in 
interaction with others. It makes people feel that they, not just their behaviour, are not O.K. 
Thus, Critical Parent behaviour attacks people's personalities as well as their behaviour. They 
are always ready to respond with a should or ought to almost anything people tell them. All 
parents tend to use Nurturing ego state on some occasion and the Critical ego state on 
others. 

Adult (A) Ego State 

Everyone has an Adult ego state, and unless the brain is severely damaged,everyone is 
capable of using adult data-processing ability. The Adult is a data-processing computer, 
which grinds out decisions after computing the information from the parent, the child, and the 
data which the Adult has gathered and is gathering. One of the important functions of the 
Adult is to examine the data in the Parent and the Childbank to ensure whether it is true or 
false. After having examined the data, the Adult will accept or reject it. The goal is not to do 
away with the Parent and Child but to be free to examine these bodies of data. In the Adult 
ego state people attack problems in a "cool-headed" rational manner. People interacting with 
Adult ego do not act impulsively or in a domineering style. They assume human beings as 
equal, worthy and responsible. The Adult has an independent set of feelings, attitudes and 

' behaviour patterns that are adapted to the current reality and are not affected by Parental 
prejudices or archaic attitudes left over from childhood. Thus, people, with Adult ego state 
gather relevant information, carefully analyse it, generate alternatives and make logical 
choices. ThiS ego state can be identified by verbal and physical signs which include 
thoughtfil cgncentration and factual discussion. 

1 



Child (C) Ego State Interpersonal Behaviour 

Everyone carries within one's brain and nervous system, permanent recordings of internal 
events (feelings) in response to external events (mostly father and mother) between the birth 
and age five. The Child ego state is the inner world of feelings, experiences and adaptations. 
It is associated with behaviours like conformity, anxiety, depression, dependence, fear, 
creativity, emotional, sentimental, submissive, joyful, insubordinate and rebellious. In each 
case, the child ego is characterised by very immature behaviour. For example, a worker tells a 
co-worker, "my boss makes me so mad sometimes, I could scream," and then proceeds to 
break into tears. It is childlike behaviour. Physical and verbal clues that the person is acting . 
in the child ego are silent compliance, attention seeking, temper tantrums, giggling and 
coyness. Like an actual child, the child ego desires approval from others and prefers 
immediate rewards. It can be identified by its emotional tone, as when an employee comments 
to the supervisor, "You're always picking on me". There are several forms of the Child ego 
state. Muriel and Jogeward in their book, Born to Win, have said that the most popular child 
ego states are : Natural Child, Adaptive Child and Little Professor. 

1) The Natural Child 

The Natural Child is affectionate, impulsive, sensuous, uncensored and curious. For example, 
the Natural child responds impulsively to his bodily feelings, crying when hungry or wet and 
cooing when full or comfortable. Nevertheless, he is also fearful, self-indulgent, self-centred, 
rebellious and aggressive. When frustrated, for instance, the Natural child responds 
rebelliously. Children may assert this will by throwing a bottle, refusing to eat or screaming 
with anger, etc. 

2) The Little Professor 

The Little Professor is intuitive, creative and manipulative. When a child acts like the Little 
Professor, he figures things out and often believes in magic. He responds to non-verbal 
messages and plays hunches. For example, a person can intuitively guess the meaning of the 
boss's tense jaw or the twinkle in a friend's eye. However, the little professor is sometimes 
wrong. The boss may have a toothache and the friend may be enjoying a fantasy. People 
who express their creativity purposefully use their little professor in conjunction with their 
Adult ego state. 

3) The Adaptive Child 

The adaptive child is the trained one and he is likely to do what parents insist on, rational or 
irrational, and may learn to feel non-OK. A child's first adaptations to the world begin in the 
mother's womb, asaer  emotions, chemical make-up, nutrition and health leave their effect on 
her unborn child. Immediately after his physical birth, an infant begins to adapt to the 
demands of the outside world. The Adapted Child is a socialised one. Children may be 
adapted to be courteous and to conform to rituals and to standards of dress. Briefly stated, 
an Adapted child is characterised by experiences and parental training that influence the 
child. 

Each individual has three unique ego states and also behaves from these states at different 
times. However, according to Wagner "a healthy person has a personality that maintains a 
balawe among all three". Practically speaking it would be difficult if not impossible to 
maintain a balance among all the three ego states. At times, some people tend to be 
dominated by one or two ego states. Empirical evidence shows that the human behaviour is 
a product of constant interaction between the situation and an individual which may lead to 
good or bad consequences. Thus, an ego state from which a person behaves would depend 
to a large extent, on a situation in which an individual operates at that particular moment. 

Check Your Progress-2 

.' / . 
I) Explain the importance of ego states in analysing interpersonal behaviour. .' 

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



." 
3rganisetlonaI Behnviour 2) What are the characteristics of persons with parent ego state? 

10.4 LIFE POSITIONS 

Very early in life, a person develops certain specific perceptions based on his or her 
experiences about the self and other's behaviour. These perceptions tend to remain with the 
person for life, unless major experiences occur to change them. Such perceptions are the most 
deterministic decisions of ones life and permanently influence everything one does. In 
trasactional analysis approach, such perceptions* are called life positions or psychological 
positions. This approach constructs the following classification of the four possible life 
positions held with respect to one-self and others: 

(1) I am not - OK - You are OK. 

(2) I am not - OK - You are not - OK. 

(3) I am OK - You are not - OK. 

(4) 1 am OK - You are OK. 

I'm Not - OK - You're OK 

This is a common position of persons who feel powerless when they compare themselves to 
others. This position leads them to  withdraw, experience depression, and in severe cases, 
become suicidal. Persons with this life position always feel themselves at the mercy of others 
and grumble for one thing or the other. Managers behaving from this position tend to give 
and receive bad feelings. In this position, there is a need to give positive strokes to motivate 
the workers to produce more. Those who have this position operate from child ego state. 

I'm Not OK - You're Not OK 

This is a position of those who lose interest in living. They feel that life is full of frustrations 
and exhibit schizoid behaviour. In extreme cases, persons with this life position commit 
suicide or homicide. Those persons who were ignored by their parents in their early life and 
brought up by their servants usually take this position. At times, persons with this life 
position begin to  use intoxicated drugs. Managers behaving from this position are not 
competent, energetic, efficient and effective. They are indecisive, confused and make uncalled 
for mistakes. They provoke others to give them negative strokes in order to  relieve 
themselves from stresses, and strains. 

I'm OK - You're not OK 

Those persons who have this position feel victimised or persecuted, or they victimise and 
persecute others. They blame others for their miseries. This is a distrustful psychological 
position. It is an outcome of a situation in which the child was seriously neglected by his 
parents. Delinquents and criminals often have this position and take on paranoid behaviour 
which in extreme cases may lead to homicide. In this position, persons operate from the 
parent ego. Managers behaving from this position believe in negative strokes. They feel that 
workers are lazy, irresponsible and untrustful, therefore, they need to be closely controlled 
and often coerced to achieve organisational objectives. 

I'm OK - You're OK 
This is potentially a mentally hea'lthy position. People with this position expressconfidence in 
themselves as well as trust and confidence in others. Their expectations are likely to be valid. 
They accept the significance of people and feel that life is worthliving. ~ h d s e  who have this 
position behave from Adult, Nurturing parent, and Happy child ego states. When managers 
behave from this position, they have complete confidence and trust in subordinates. They 

-disperse decision-making authority throughout the organisation. They believe in giving and 
taking positive strokes. They encourage communication flow not only up.and down the 
hierarchy but among peers. 

Every person has the above four positions and takes one in life, about one self and about 



others. The last is the winner's position (I'm OK - you're OK). But even winners may lnlerpersonal Behaviour 
occasionally have feelings that resemble the other three. The best position is one that 
provides an adult-adult transaction, i.e., I'am OK - You're OK. It is the most desirable position 
because it shows acceptance of self and others. Psychological understanding and conscious 
choice can help people to move to OK - OK position. Education, understanding, positive and 
mature psychological experiences help individuals to learn this. 

Transactions take place between people and consist of sti~nulus (verbal and non-verbal) plus 
response. People interact with each other from ego states. Transactional analysis can help us 
to determine which ego state is most heavily influencing our behaviour and the behaviour of 
other people with whom we interact. On the basis of ego states, transactions can be classified 
as complimentary, crossed and ulterior. 

10.5 WAYS TO DEAL WITH CONFLICTS 
I 
1 The main or primary unit of any organisation, large or small, is the individual. If a manager 

knows what factors influence an individual's behaviour, including his own he would be able 
to manage more effectively. To understand behaviour it is necessary to consider attitudes, 
perceptions and personality. There is no magic formula to gain an insight into human 
behaviour but, these factors do give us some knowledge and information on human 
interactions. 

Criticism, anger, sarcasm, aggression, fear, tears, low performance etc. are largely connected to 
feelings and emotions of individuals. The causes of all these have more to do with factors 
such as needs, interests, roles, pressures, personality, resources, lack of awareness and skill. 
Ultimately these factors lead to conflicts among individuals or groups. Conflict is not 

' necessarily bad, but at times some very useful or productive outcome may be expected out of 
a conflict. Conflict management is necessary to remove unpleasant feelings, anger, criticism 
and agression, etc., that affect good interpersonal relationships.The following ways could be 
helpful in dealing with conflicts: 

1) Try to channel the drives that produces rivalry into constructive effort 

Most of the people in an organ'isation want to do better. They want to excel in whatever they 
are doing. It is because of these feelings, motives drives and desires that people get into 
conflicting situations or because of which the frictions arise. (In case with the help of 
superiors and associates these drives are channeled in the right direction the organisation as 
a whole would benefit and this will also be an asset for the organisation) 

2) Watch for the points where conflicts may become distructive 

. There is no formula that tells us when rivalry and controversy have gone too far and when 
they haven't. One has to play this question by the ear and observation and make individual 
judgements in each case. One important aspect to be remembered is that the gains of 
conflicts such as new information, new understanding and education etc., must be weighed 
against the cost in terms of hurt feelings and sleepless nights that the conflict produces. 

3) Keep focusing on the benefits of having men with ability, irrespective of their personal 
weaknesses 

While appraising performances of an employee his character or the personal side is rarely 
isolated, This may lead a manager to overlook the positive traits of a doer/achiever, and this 
may result in frictions or conflicts which may be resolved by pointing out the plus points of 
an employee and also by giving a particular job responsibility. 

4) See that your very ambitious subordinates work for you and the company 

In case your subordinates have s lot of time to spend on backstage manoeuvres it means that 
they don't have enough work. It is always a good idea to see if the long term plans/ 
developments of the organisation are being effectively managed by your subordinates. It is 
also important to take stock of whether the employees care for developing the abilities of 
subordinates and assignments or not. T)e jobs of the employees should be enriched as u e l l  

-as enlarged. This will keep them occupied. 

5) See that the friction happens for the right reasons 

Whenever you get concerned about any rivalry/conflict or argument that is going on, ask 
yourself a question. "Is this happening because of the groups forward progress or because I 
haven't been providing the right quality of leadership"? 



Organisational Behaviour Try to put people's efforts in such a way that conflcits come from bonafide attempts to move 
the organisation ahead and not for selfish or short term gains. 

If you are an autocratic leader, your subordinates will come for guidance each time they face 
a problem as they are highly dependent on you and at the same time they will not show but 
hide their feelings. They may hide problems also. In this case there'will be a negative result. 

On the other hand if you believe in building self reliance, encouraging initiative and make 
your people work for achieving certain organisational goals, then also there may be conflicts 
but of the kind that comes naturally from forward progress. 

Check Your Progress3 

1) What are the different life positions used in Transactional Analysis approach? 1 

2) List out any three ways of conflict management. 

In the preceding sections we have explained the meaning of self-awareness as this goes a 
long way in improving interpersonal relationships. Every individual has an ego and the 
behaviour of a person is guided by the dominance or absence of specific ego states. In order 
to have cordial relationships in the organisation and among the individuals, it is necessary to 
have complimentary rather than crossed or ulterior transactions. Further the four life positions 
and the reasons for adopting a particular life position at a given point of time have been 
explained with a view to ensure positive interpersonal behaviour. Conflicts stand in the way 
of called for interpersonal behaviour. Thus some ways for effectively dealing with the 
conflicts have been mentioned in the Unit. 

10.7 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress-1 

1) TA is a conceptual framework to understand interpersonal styles. See Sec.lO.1 

2) See Sec.10.2 

3) See Sec. 10.2 

Check Your Progress-2 I. 
1) Ego is an important controlling factor of individual behaviour. Understanding of different 

ego states helps in analysing human behaviour. See Sec.10.3 

2) See Sec.lO.3 

Check Your Progress - 3 

1) See Sec. 10.4 

2) See Sec.lO.5 
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1 1 0  OBJECTIVES 

After reading this Unit, you will be able to know the : 

o nature of groups and Inter-group behaviour, 

0 factors affecting Coordination, which is very much required for better Inter-group 
performance, and 

o ways to manage Inter-group relations. 

1 1 .  INTRODUCTION 
t 

An organisation is an aggregate of many smaller groups. The study of groups is vital for the 
understanding of behaviour because individuals seldom act without being influenced by 
others. Behaviour takes place within a group, even if that group consists of not more than 
two persons. Much of the research on social functioning in general has been done in small 
group settings. It has either been related to the basic characteristics of group behaviour or 
has focussed upon the applied aspects. Studies on work teams, management conference 
groups and academic committees have proved the omnipresence and importance of the 
groups and the Inter-group behaviour. The process by which people interact face to face in 
small groups is called group dynamics. Groups are vehicles or instruments for the fulfilment 
of the needs of the people and for the achievement of the goals of the organisations. But this 
is possible only if there is positive inter-group behaviour. In this Unit, you will learn about 
the nature of groups, meaning and scope of inter-group behaviour, coordination and 
managing inter-group relations. 

11.2 NATURE OF GROUPS 

: People spend the maximum amount of time in doing things together in groups. Most people 
cluster into relatively small groups for economic support, having a family and mutually caring 
for the health of one another. Education and socialisation of children tend to occur usually in 
other larger groups in schools or other social institutions. Much of the work of the society is 
carried out by people who perform their activities in close interdependence within relatively 
enduring associations. 

The functioning or malfunctioning of groups is recognised increasingly as one of society's 
major problems. In business, government and other organised sectors, there, is a great interest 
in improving the productivity of groups. Those concerned with social welfare are diligently 
seeking ways to reduce inter-group conflicts between labour and management. To understand 
and improve human behaviour it is necessary to know a great deal about the nature of 
groups. For example some of the questions worth considering are : 

When and under what conditions do groups'form ? * . 



)rgani!:ational ~ehaviour What conditions are necessary for their growth and effective functioning ? 

What factors foster the decline and disintegration of groups ? 

How do groups affect the behaviour, thinking, motivqtion and adjustment of individuals ? 

What makes some groups have powerful influence over members while other groups exert 
little or none ? 

What characteristics of individuals are important determinants of the prosperity of groups ? 
and, 

What determines the nature of relations between groups ? 

11.3 TOWARDS UNDERSTANDING INTER-GROUP 
BEHAVIOUR 

Personalities, customs and traditions are developed in a group. There are certain 
characteristics of a particular group that differentiate it from other groups. It is the collective 
behaviour of people within a group that makes it have its special personality or its 
individuality as a group. Just as leaders have styles and patterns of behaviour as perceived 
by followers, groups also have modes or patterns of behaviour as perceived by others. The 
following views of the various schools of thought are important to the understanding of 
inter-group behaviour : 

People tend to perform tasks better in the presence of others. 

It is believed that conflict is a natural and inevitable outcome in a group (traditional 
view). 

It is believed that all conflicts must beavoided for the smooth functioning of the group 
(human relations view). 

It is believed that the conflict is not only a positive force in a group but it is absolutely 
necessary for a group to perform effectively (interactionist view). 

Two distinct organisational groups are linked through the bridges known as inter-group 
relations. The efficiency and quality of these relationships may have a significant bearing on 
one or both of the groups' performances and their members' satisfaction. 

11.4 COORDINATION - THE KEY TO INTER-GROUP 
PERFORMANCE 

Coordination is at the core of successful inter-group performance and efforts directed towards 
improving coordination may get affected by a number of factors. 

The first important aspect we need to know is whether the groups really need coordination. If 
yes, then the degree of inter-dependence needs to be determined. The types of inter- 
dependence most frequently identified are pooled, sequential and reciprocal. The following 
figure adopted from Stepen P. Robbin's book on Organisational Behaviour explains types of 
inter-dependence very well, each requiring an increased degree of group interactions. 

When two groups function with relative inter-dependence but their combined output 
contributes to the organisations' overall goals, pooled inter-dependence exists. For example 
this would describe the relationship between the housekeeping and' the Front Office 
departments of the hotel. Both are necessary and important for catering to customers but the 
activities of each department are essentially separate and distinct from the other. 

The food and beverage service and production departments and stores department are. 
sequentially inter-dependent. For example, the information on the number of guest rooms 
occupied by a group, would be sent by the Front Office to F&B Service department for the 
food and beverage requirements. This would further go to F&B production department which 
would prepare the items to be sewed to the guests. In the sequential inter-dependence, if the 
group that sends the input does not perform its job properly, the group that is dependent on 
the first will be significantly affected. In the above example, if the production department fails 
to prepare a particular course of order because of delay in supply (fresh or otherwise) the 
F&B service department may have to slow down in their operations. 



The most complex form of inter-dependence is reciprocal. In these instances, groups exchange ~ n t e r - ~ r o u ~  Behaviour 
inputs and outputs. For example, marketing department and the accommodation and the FBB 
service and production departments, are reciprocally inter-dependent. Marketing people in 
contact with the customers, acquire information about their future needs. The marketing 
department then relays this back to the accommodation and F&B service and production 
departments as per the requirements of the customers. The long term implications are that if 
these departments do not conform to the requirements which the potential customers find 
desirable, marketing personnel are not going to get bookings. Thus, there is a high level of 
interdependence among accommodation, F&B service and production and the marketing 
department. Accommodation, F&B Service and production departments need marketing 
department for information on customer needs so that they can create their product as per 
their requirements. Marketing depends on these departments to create products that it can 
successfully sell. This high degree of dependency requires greater interaction and increased 
coordination. 

11.4.2 Task Uncertainty 

Task uncertainty is another aspect as far as tasks in which the groups are involved are 
concerned and where the question of coordination may arise. For example, the group's tasks 
range from highly routine to highly non-routine. Hotels handle all kinds of guestslgroups 
everyday for whom laid down regulations are followed. But when it comes to handling an 
international'conference for a period of time where VVIP delegates and other local VVIP 
mavements are concerned, this activity is unstructured with exceptions and problems that are 
difficult to analyse because of the security needs. 

Highly routine tasks have little variation. Problems that group members face tend to contain 
few exceptions and are easy to analyse. Such group activities lend themselves to 
standardised operating procedures. 

The key to task uncertainty is that non-routine tasks require more processing information. 
Tasks with low ,uncertainty tend to be standardized. Further, groups that do such tasks do 
not have to interact with other groups. 

11.4.3 Time and Goal Orientation 

Time and goal orientation refers to the difference between groups in terms of their perception 
of what is important, on the basis of the time frame which governs their work and goal 
orientation. This may make it difficult for groups with different perceptions to work together 
and thus make coordination a problem. For example, a sales group would want to sell 
maximum as its goals center on sales volume, increasing revenue and market share. The 
customer's ability to pay for the sales it makes, are not its prime concern. But people in the 
credit department want to ensure that sales are made only to credit-worthy customers. These 
differences in goals often make it difficult for various groups to communicate. It also makes it 
more difficult to coordinate their interactions. 

Check Your Progqss-1 

i 
1 1. What is Inter-group relations ? 

. A. - - .................................................................................................................... .: ........................... : 
~. 
........................... .T..;;:..: ............................................................................................................ 

. - 

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

2. What is sequential interdependence ? 



Organisational Behaviour 
MANAGING INTER-GROUP RELATIONS 

- - 

The host simple method and the one with the least involvement of cost for managing inter- 
group relations is to establish in advance, a set of formalised rules and procedures to specify 
how group members are to interact with each other. 

In large organisations, for example, standard operating procedures for each activity are 
specified even for recruitment and selection of additional staff. Such rules and procedures 
would minimise the need for interaction and flow of information between departments. The 
major drawback here is that it makes the systems and procedures rigid and also that it works 
well only when they recur often enough to justify rules and procedures for handling them. 

If rules and procedures are inadequate the use of the enterprise's hierarchy becomes the 
primary method for managing inter-group relations. Coordination is achieved by refering 
problems to a common superior higher in the organisation. The drawback here is that it takes 
on a lot more time of the superior leaving very little time for other matters. 

Use of planning is the next step in facilitating coordination. If each groupldepartment has 
specific goals for which they .are responsible, then each groupldepartment knows what they 
are supposed to do. Inter-group tasks and responsibilities are resolved in terms of goals and 
contributions of each group. Problems may be faced where groups do not have clearly 
defined goals or where the volume of contacts between groups is high. 

Individual members may play specialised roles of liaison which would facilitzte communication 
between two interdependent work groups. But when the groups are large and interactions are 
frequent, this may not work as there is a limit on an individual's ability to handle a number of 
informations at the same time. Task forces are also a very useful device for coordinating 
activities when the numbers of interacting groups are large and more than two or three in 
number. Task force is a temporary group made up of representatives from different 
departments. It exists only long enough to solve the problem it was created to handle. After 
a solution is reached, task force participants return to their respective departments and duties. 

When all the previous devices of coordination are no longer adequate because of tasks 
becoming more complex and delays in decision making, permanent teams may be used as 
another device for successful coordination. Teams are typically formed around frequently 
occurring problems. The team members are responsible to the primary functional department 
and also to the team. When the team has achieved its goals and objectives each member then 
returns to his or her functional assignment. This form of coordination is popular in camping 
tourism, where hotel facilities are provided in camps for a particular period of time and once 
the time is over each member returns to their permanent full time functional assignment. 

Whenever through plans, task forces, teams etc. group coordination cannot be maintained, 
organisations may create integra\ing departments which are permanent in nature with its 
members formally assigned to the task of integration between two or more groups. Integrating 
departments are expensive to maintain as they are permanent in nature but at the same time 
they tend to be used only when an organisation has a number of groups with conflicting 
goals and inter-group decisions have a significant impact on the entire organisation's 
operations. The aforementioned devices may help in managing inter-group relations in terms 
of effectiveness. 

I 

11.6 GROUP PERFORMANCE 

The performance and effectiveness of groups depend on a number of interrelated factors. 
These are as follows : 

the composition, cohesiveness and maturity of the group, 

its structure, the clarification of role differentiation and channels of communication, 

patterns of interaction and group process, and attention to both task and maintenance 
functions, 

the task to be undertaken and nature of technology, 

management system and style of leadership, 

organisational processes and procedures, 

the social system of the group and the informal organisation, and 

e the envirnnrn~nt in which the grouD i q  wnrkinn 



Though the characteristics and behaviour of the group members are very important, the Inter-Group Behrviour 

above mentioned factors still have a great influence in the performance of a group. It is for 
the manager to keep a vigilant eye on these factors in order to have better performance. 

Check Your Progress3 

1. How time and goal orientation can create problems in inter-group communication ? 

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

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

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

................................................................................................................................................ 
2. Mention some ways to manage inter-group functioning effectively. 

3. On what factors the performance of a group depends ? 

11.7 LET US SUM UP 

Groups are an essential feature in an t-rganisation. Depending on the patterns of the 
organisation and arrangements for the ?;vision of work, groups are formed. In an organisation 
there may be a requirement for ; r x e  than one group and each group generally has its own 
characteristics and behavioll-dt patterns. In  such a situation, intergroup relations play a 
significant role for effedve functioning of the groups. In this Unit we have explained how to 
improve intergro!!~. .elations through better coordination and proper management. 

11 f ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress-I 

1. See Sec. 1 1.3 

2. See Sub-sec. 1 1.4.1 

Check Your Progress-2 

1. See Sub-sec. '1 1.4.3 

2. Read Sec. 11.5 carefully and then suggest your views on this question. 

* 3. See Sec. 11.6 23 I 
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12.0 OBJECTIVES 

After going through this Unit, you should be able to : 

understand the importance of a supervisor in an organisation, 

learn about useful skills required for effective supervision, and 

formulate your ideas about the problems faced by supervisors. 

1 2 1  INTRODUCTION 

When ' x u  join an organisation, you may take up the job of a supervisor or work under a 
in your own enterprise, you perform supervisory roles. Hence, we 
you with supervisory behaviour in this Unit. It is a common feeling 

that they have a fairly good idea of who the supervisors are 
and what are their job r%*s. In fact, the word supervisor means different things to diffefent 
people and can have diffelh4applications as well. For some, any person at a supervisory 
position in an organisation, is a sypervisor to all his subordinates. Others subscribe to the 
thinkirig that the immediate superiol %a supervisor. Of course, the most popular application 
of the tern  'supervisor' is to the firs! - the one to whom the workers report. 
This Unit will explain to you the role an organisation, the skills required for 
effective supervision and problems 

12.2 IMPORTANCE OF FIRST LI 

A supervisor, as a leader of the group, is a member of the first 
supervisor controls the activities of people reporting to him or 
canying out the management's policies and programmes. 

The job of a supervisor is important not because hisher task is 
people, but also because hefshe is the only link between the 

\ 
and is responsible for implementing management decisions. The attitude of the team members 
toward the organisation and the quality and size of the contribution each member is prepared 
to  make, to  a large extent, depends upon the way a supervisor performs histher 
responsibilities. The success of an organisation, therefore, depends upon each supervisor for 
ensuring that the team makes a positive contribution. 

The first line supervisors are called 'foreman', 'chief check' or 'section managers'. The 
workers' ability to perform depends on a supervisor's ability to plan. A supervisor's 
performance in training and placing makes the difference between superior'and average 
performance of the job function. 

The first line supervisor implements schedules in.s6ch a way that work flows evenly and 
steadily. A supervisor's responsibility is t o  see that the workforce has the necessary 
equipment to do the work besides proper surroundings to work and a well organised team of 



fellow workers. A supervisor is also responsible for his group menibers being willing and Supervisory Behaviour 
capable of doing the work. He has to set objectives for his group leading to the 
accomplishment of the organisation's set objectives. 

I There are two basic ingredients for a successful supervisor : I 
a Firstly a supervisor must know what is expected of him, and I 

I 
I a Secondly a supervisor must have an application of management of people. 

I 
I 

For effective supervision, the first line management requires : 

! a the support of the top management, especially through well-laid down selection and 
t training of supervisors, i 
I a a manageable team to supervise, 
L 

t 
a pragmatic targets and timely information, and 

a an understanding of management policies and changes therein through people. 

The success of the supervisor is largely measured by his ability to get other people to work 
effectively. The following conditions can pave the way for having effective supervision : 

a A w~rkgroup of not more than fifteen persons, otherwise the supervisor will be unable to 
treat the group members as individuals and delegate to them effectively. 

a A supervisor must be able to tell his group in advance about the policies or changes that 
will effect them. This is essential to gain the trust and confidence of group members. 

a A good working relation with the members of the group. 

a A supervisor must take risks where necessary. At the same time, he should never get 
impatient. 

a A supervisor' must ensure that his group is well organised and that the members are 
appropriately trained to cany out their activities on the job. 

l 

a A supervisor must ensure effective communication with subordinates, other supervisors, 
and higher level managers in the management ladder. 

12.3 EFFECTIVE SUPERVISION : SOME SKILLS 

The supervisor occupies a place of prominence in the organisation as a--useful instrument in 
achieving organisational goals. Besides, he provides a lead to the workers and has an 
important role to play in motivating the workers because he is the one who by virtue of his 
duty, is very close to the workers. In a nutshell, an effective supervisor shbuid possess traits 
like, dominance (within limits), self-assurance, effective verbal communication, pleasing 

. physical standards, perceived occupational level, self-confidence, intelligence, perception of 
ability and personality, differentiation, scholarship, creativity, diplomacy, tactfulness, 
sympathy, extrovert nature, enthusiasm, initiative, responsibility, etc. An efficient and 
effective supervisor requires a set of skills, some of which are explained in the following Sub- 
sections. 

12.3.1 Handling people 

The job of a supervisor, as we have discussed, is to get things done through the people 
under him. It, therefore, follows that the effectiveness of the supervisor will largely depend 
upon the way he treats other people. That is, if the supervisor respects people and treats 
them the way he himself would like to be treated. He is creating the kind of atmosphere in 
which the members of the group will be able to give their best. A supervisor should 
recognise that each individual has a contribution to make and enshe that full use is made of 
the combined wisdom, knowledge and experience of the people within the group. A 
supervisor must regard himself not as a superior but as a member of the group, having some 
extra responsibilities of achieving the group's common aims. In fact, a supervisor as the 
leader of a group relies on the other people of the group for achieving the group's common 
goals, as well as the goals of the organisation. For doing so, the supervisor should : 

a set and maintain the group's objectives and standards and make sure that they are 
known and understood by every person, 

involve the group as a team in the accomplishment of those objectives, 25 



sational Behaviour • gain the commitment of group members to implement the management's decisions, 

a be accessible and be able to spend time with the group members, 

delegate authority and responsibility for taking decisions that directly effect their work 
situation, 

a keep the management informed about the group's reactions and requirements, 

a listen to the ideas and suggestions presented by the group members, evaluate them and 
act where required, 

a communicate to the group about achieving its targets, 

a recommend good work for rewards or incentives to the management, and 

recognise success, learn from failures, review objectives and involve the group members 
in planning or replanning for the future. 

12.3.2 Leadership 

In order to get the best out of each member of the group, a supervisor aims at making full use 
of the strengths. skills and positive characteristics of the group members in addition to 
developing histher own ability to lead. 

Effectiveness of a leader depends on the ability to influence and be influenced, either by the 
team or the individuals who make up those teams. A supervisor has to ensure that the 
required tasks are completed satisfactorily without any danger or risk to the team identity. It 
must be recognised also that each person in the team is an individual first and who has his 
needs, hopes, ideas and so on, which must be realised if the individual is going to be 
effective. If too much concentration is on achieving the task, whatever the cost, then sooner 
or later the group will start disintegrating. In the same manner, if the individual needs are not 
recognised the team will disintegrate. A sucressful leader has to strike a balance between 
task needs, group needs and individual needs. 

To provide the right atmosphere and opportunities so that each individual member in the 
group can have job satisfaction, is probably the most difficult part of the job of a leader1 
supervisor. A good supervisor could ensure this by way of : 

a helping subordinates to realise that work can be a satisfying and integral part of life, 

a providing clear targets by which their performance can be assessed, 

a considering any incentive not necessarily financial, 

a giving praise where it is due, 

a keeping people informed of any changes etc. so that they feel secure in their jobs, 

a respecting the staff, and treating them as individual human beings, 

a involving people in the overall job, so that they develop an interest in what they are 
doing, 

a keeping a close eye on working conditibns, and 

a looking out for improved layouts, methods and systems, etc. 

If a supervisorlleader actively involves his group as a whole in determining objectives, in 
choosing working methods, in recognising work schedule's, in solving problems, and in 
making decisions, he will have the backing of his team. 

12.3.3 Communication 

Organisations are basically a human arrangement created for certain specific goals. These 
goals can not be accomplish.ed unless human efforts are consciously coordinated and 
integrated. Consequently the activities of individuals in an organisation are functionally inter- 
related and inter-dependent. The smooth working relationships among individuals depend 
largely upon effective communication. In fact, organisations cannot exist without sound 
communication. An organisation has to lay emphasis on Downward Communication, Upward 
Communication, and Horizontal Communication. Since a supervisor is an important link 
between the lower and the upper echelons of management, he plays a significant role in 



Communication is important for a variety of reasons : Supervisory Behaviour ' 

a Communication failures are expensive. For example, a group of foreign tourists were to 
go for a sight seeing tour in a coach immediately after checking in at 12.30 p.m. and their 
lunch was organised at the site. Improper communication or no communication resulted 
in non-availability of the coach at the scheduled time for the tourists. The cost of this 
lack in communication can not be calculated only in terms of timehours lost but it upset 
the whole rhythm of productivity service to the customers. 

o In case of any change within the organisation, the full benefits of change can be 
achieved only where there is an adequate communication system for explaining directly. 
May be a written communication followed by face-to-face discussion with the employees 
can let them know what is required of them and why. 

o Improved productivity may be expected in case the communication is adequate. The 
employees can direct their efforts more effectively and cooperate with their leaders 
because of proper and adequate communication. 

a Each individual is ambitious and is inquisitive to know about his future prospects in the 
company. Therefore, to avoid losing potential manpower it is important to communicate 
to the subordinates where they stand and what their future within the organisation is 
likely to be. 

a People will put in their best only when they fully understand the decisions that affect 
them and the reasons behind those decisions. All the subordinates need to understand 
what they have to do and, how they are performing against the fixed norms and 
standards. Full proof and well spelt out communication will lead to better involvement of 
workers with their work as expected. It will amount to greater efficiency, higher morale 
and improved cooperation. 

What to communicate and which method to choose for communicating are some of the vital 
considerations for a supervisor. A supervisor needs to decide his priorities so far as 
communication is concerned. Everything cannot be communicated to everyone. A supervisor 
~ e e d s  to decide the method - face-to:face, through staff representatives or mass methods 
such as House Journal, notice board, etc., to use for communication. An understanding of 
what can be communicated through each method and what the possible limitations are of 
each method is essential for communicating effectively. Communication takes place not only 
within the organisation but also with people outside the organisation. The most difficult 
situation arises in communication in the field of customer-relations when something goes 
wrong. For example, if the product has failed, or the service is not meeting the laid down 
standards, or promises have not been kept, whatever may be the reason the customer gets 
displeased and the supervisor and his group members have to deal with this displeasure. It is 
very normal to go on the defensive but there is no surer way of losing a customer forever. In 
fact, it is more efficient to encourage a customer to give us information about our products, 
services or performances correctly. A complaint must be received as a gift and the response 
to it could be : 

"Thank you very much for making us aware and informing us about the aspect" or "we 
assure you that in future no such occasion for a complaint will be there". 

Besides, a supervisor in order to be effective must possess requisite skills to properly fix the 
targets; provide timely feedback to the workers; coordinate the work of all concerned; have 
proper liaison with the top management and other wings; understand the workers' behaviour; 
be sincere with praise; promote participation; promote cooperation and team-work and 
provide growth opportunities. 

In some cases, it is observed that the supervisors fail to be effective. The major reason(sj for 
it may include : 

a Inability or unwillingness to delegate the work, 

o Improper use of authority, 

a Trying to be oversmart, 

a Setting a poor example, 

a Self-centeredness, and bad temperament, etc. 
-- - -  - .  

In keeping with the-wellac%55pted principles of hierarchy, unity of command, span of control, 
etc. a supemisor's @b/role calls for a number of functions to be peiformed. It includes : work 
performance in timi a1?~~~6~€-ef fect iveness ;  maintaining . discipline; .- record keeping; 

I 



Behaviour performance appraisal; promotion of workers and other incentives to be given to them; 
training and orientation of workers; courteous and humane attitude; respect for workers' 
dignity; maintaining decorum and code of conduct; balancing the interests of the number of 
persons under histher charge and to have conformity of the organisation's interests with the 
workers' interests etc. Since the functions are so many, obviously the problems too are many. 
Some of the crucial problems faced are as follows : 

a) Gigantic work targets : 'The top management fixes and passes on to the supervisors 
heavy targets, which are not possible to be achieved by the group of workers and the 
supervisor in a given amount of time. Such a situation poses a great problem before the 
supervisors. 

b) Inadequate Infrastructure and Supplies : Required infrastructure in the form of machines, 
staff, working conditions, raw material are a must for getting the work output in quality 
and quantity. Lack of these put the supervisors in a dock. 

c) Improper Support from the top : Of course, a supervisor is the boss of the wc-rkers. But 
his position in the overall organisational set-up is not of a high order. He n ~ .  '- to get 
timely and proper support from the top bosses, in order to achieve the fixed goals. 
Absence of proper support and guidance make the position of a supervisor miserable. 

d) Lack of coordination between various wings : An organisation is a system with a number 
of sub- systems having further wings, each under the control of different supervisors. 
Unless there is proper coordination, the work of each wing gets affected posing serious 
problems to the supervisors as this hampers their teams' performance. 

e) Varying Interests of the employees : The workers in any organisation have different 
interests, motives, needs and impulses. Unless, the top management seriously builds the 
work culture where the organisation's interests are dominating over the individual's 
interests, it becomes thoroughly difficult for the supervisor to get proper work output 

1- 
from the team. 

Check Your Progress 

1. What is your idea about the role of a supervisor in an organisation ? 

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

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

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

2. What qualities should an ideal supervisor possess ? 

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

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

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

3. What is the importance of communication in effective supervision ? 

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

4. Visualise some problems that a supervisor may face. 



b 12.5 LET US SUM UP 

In this Unit, an analysis has been made of the significance of supervision, that is, the first 
line management, some effective supervisory skills, and the problems faced by the 
supervisors. The role of a supervisor is of great importance in an organisation may it be a 

I 

Production Unit, a Service industry, or an Entertainment wing. Besides, personal traits to be 
possessed by the supervisors and proper support from the top management is a must for 
expecting required output from the supervisors leading to the effective outcome of the 
organisation. 

12.6 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 

- .  
1. See Sec. 12.2 

2. Read Sub-secs. 12.3.1 and 12.3.2 and write according to your thinking. 

3. Read Sub-sec. 12.3.3. 
1 

4. After a careful reading of Sec. 1L4, answer the question based on your ideas. 

SOME USEFUL BOOKS FOR THIS BLOCK 

Andrew J. Dubrin : Fundamentals of Organisational Behaviour, New York, 1974. 

Blair J. Kolasa : Introduction to Behavioural Science for Business, New York, 1969. 

Fred Luthans : Organisational Behaviour, New Delhi, 198 1. 

Sahni P & Sharma : Organisational Behaviour, New Delhi, 1988. 

Thomas A. Harris : I am OK - You are OK, New Delhi, 1969. 



ACTIVITIES FOR THIS BLOCK 

Analyse the behaviour of each member of your family. 

Take u p  any small group and analyse the behaviour of its members. 

Suppose you are a supervisor with five employees working under you. How would you lead 
the group? 

If possible visit any organisation. Try to find out how different departments in that 
organisation interact witIi each other. 

Interview a person performing supervisory role regarding the problems helshe faces in the 
job. 



UNIT 13 HUMAN RESOURCE 

Structure 

13.0 Objectives 
13.1 Introduction 
13.2 Human Resource Management in Tourism 
13.3 Diversity in Industry 
1 3.4 Human Resource Planning 

13.4.1 Human Resource Management Process 
13.4.2 Recruitment and Selection 
13.4.3 Induction and Training 
13.4.4 Motivation 
13.4.5 Appraisal Systems 

13.5 Let Us Sum Up 
13.6 Answers to Check Your Progress Exercises 

13.0 OBJECTIVES 

After reading this Unit, you will be able to: 

appreciate the importance of human resource management in tourism, 

understand the role being played by the different agencies in the area of HRD, 

know about the issues related to manpower planning, wages and salaries, and 

know about the role of managers and entrepreneurs regarding HRD in tourism. 

13.1 INTRODUCTION 

Today, most of the countries promote tourism to earn foreign exchange, encourage 
developmental activities, improve local economies and generate employment. In Block-1, 
Unit-4, we had familiarised you with the features of tourism services alongwith a brief 
introduction on the necessity of human resource training and development in the area of 
tourism. It must be noted here that mere employment generation through tourism will not 
serve the purpose for sustainable tourism. Infact, it is the quality of the service that will 
determine the image of the destination. In this Unit, we have stressed upon the importance / of human resources development and management in the tourism sector. The Unit, instead 
of dealing with theoretical issues, attempts to familiarise you with certain operational issues 
in this area. As managers or owners of small business, you can apply these issues to your own 
job requirements. The Unit starts with a discussion on the si

gnifi

cance of human resource 
management in tourism taking into account the diversity in the industry as well as regional 
variations. Further it takes into account the process of manpower planning and deals with 
issues like recruitment, induction training, motivation, continuing education, wages and 
salaries, etc. 

13.2 HUMAN RESOURCE MANAGEMENT IN TOURISM 

When we talk of human resource management, we have in our mind a variety of things. These 
include: 

training, 

skill development and upgradation of knowledge anci sijlls of the employees, 

motivating the employeeb, 

effective utilisation of the employees skills and capabilities, 
s .  



Management Functions attracting the personnel and their retention, 

wages, salaries and rewards, and 

monitoring and controlling the employees performance. 

These aspects of human resource management and development are essential for every sector 
but in the case of tourism, they have a special significance. This is because tourism is a service 
industry and here the custoder is not only buying a service or a product but he is also , 

I 
experiencing and consuming the quality of service which is reflected in the performance of 1 
the persons involved in the production and delivery of the service. Since what is marketed 
here is a relationship between the customer and the producer of services, the importance of 
human resources becomes vital for the success of the business. Generally, in such service 
operations, the emphasis has been on courtesy and efficiency and it is assumed that the service 1 
in tourism is all smiles and effective communication. However, with the changing nature of 
tourism and growing specialisations, only smiles, communication skills and courtesy will not 
serve the purpose. For example, a guide may be very good in communication but unless he 
or she is equipped with knowledge and information related to the monument or the city, he 
or she will not be able to perform quality service. Similarly, a driver may be very good at 
driving but unless he knows the roads and addresses of the city, only his driving capabilities 
will be of no help in providing quality service. And we must remember here that tourists, 
whether foreign or domestic, are increasingly becoming more demanding as regards quality 
of service. 

Generally, human resource management, planning and development in tourism has to be 
taken at both macro as well as micro levels. At the macro level, one takes into account the 
educational and training infrastructure available in a country and the efforts initiated by the 
Government or the National Tourist Organisation in this regard. This also includes the efforts 
initiated by the private sector. At the micro level, one takes into account how best individual 
organisations plan and manage their human resources. V S Mahesh, formerly Vice President 
(Human Resources) with the Taj Group of Hotels, is of the opinion that two central features 
common to all sectors of the tourism industry must be considered in this regard: 

1) The concept of Moments of Truth (MOT), and 

2) MOT'S relationship to the attainment of service excellence in an organisation. 

Jan Carlzon has defined MOT "as an interaction between a customer and an organisation, 
which leads to a judgement by the customer about the quality of service received by her or 
him". In tourism industry, 95 % of the MOTS take place between customers and the front line 
staff and most of the time they are not visible to the management. For example, how a hotel 
receptionist is handling the customers or how an escort is conducting the tour is not visible 
to the management. Yet, the tourist's experience of the holiday is dependent on how the staff 
manning such services has treated him or her. Mahesh has pointed out that in case of negative 
experiences, only less than five.per cent cases get reported to the management by the 
customers and hence according to him the crucial question is "are human beings capable of 
doing their job correctly, willingly and with a smile, when they know that their management 
is most unlikely to be able to see or hear them, let alone hear of their failure to do so"? This 
puts additional burden on the human resource management factor in the tourism industry. 
Certain organisations, companies and even destinations are known for their hospitality and 
are even termed as service leaders in their areas of operations. Researches conducted by 
various scholars in this area show that they have achieved this status through effective human 
resource management in their organisations. According to Gail Cook Johnson these 
companies have applied the principal of empowerment to all employees. This empowerment 
is manifested in the way that companies: 

are highly focused and co'nsistent in everything they do and say in relation to employees, 

have managers who communicate with employees, 

facilitate, rather than regulate, their employees' response to customers, 

solicit employee feedback about how they can do things better, 

stress the importance of teamwork at each level of the organisation, and 

plan carefully the organisation's recruitment and training needs. 



These companies give less emphasis on hierarchy and formal relationships rather, they adopt Human Rcsourcc 

flat organisational structure in terms of spans of control (see Unit 7). Johnson further states Management 

that these service leaders can be recognised for: 

a their unfailing commitment to service principles, 

their investments in people to ensure staffing competence, 

a a management philosophy which stresses communication, a pro- active orientation and 
employee feedback, and 

a a dedication to teamwork. 

r 
In fact, human resource management and customer's care/expectations management are ' ' 

inter-related areas in thearea of tourism. Sarah Mansfield has identified four key principles 
in the development of customer care within companies. These according to het q e  : 

1) Customer care 'starts at the top', meaning that commitment to the principle a£ customer 
care must emanate from senior management levels within an organisation. Successful 
management 'is not only about the right management style but also an attitude, ethos or 

' culture of the organisation which overrides the management techniques used, such that 
in the absence of other instructions these values will dictate how an employee will behave'. 

2) 'Customer care involves everyone' within the organisation. It is not just about front-line 
staff. The contrary view 'only serves to reinforce the electricians' or administrators, 
opinion that tks tandard  of service they give in support of the front-line staff is not 
important. How can cleaners do the right job unless they fully appreciate their customers' 
heeds and the importance of their role ? High standards of customer care cannot be 
achieved by ignoring seasonal, part-time or voluntary staff who represent the face of the 
business to many customers.' 

3) 'Care for your staff and they will care for your customers.' Too often organisations look 
first to the customer, whereas the emphasis should be placed on the staff. 'Improving the 

I experience of the staff encourages a better service and a better experience for customers. ' More customers are obtained thereby improving the climate in which management and 
staff work. Investment and greater professionalism follow success and the cycle of 
achievement is reinforced.' 

4) 'It's a continuous process', meaning that 'customer care is not a quick fm project but a 
long term plan.' 

According to Y S Mahesh "The nature, determinants and problem areas of service quality 
within tourism points clearly to the central role of personnel, at all levels, in attaining levels 
' of excellence in this respect. Developing the service culture, within a company, and within a 

tourism industry, can be seen as crucial to the success of tourism." Hence, the activities of 
an HRD manager in tourism can be categorised as: 

a . Human resource planning, and 

I a Human resource development. 

Aspects like forecasting, recruiting and induction in the human resource area are taken care 
of through human resource planning. The identification of specific developmental needs for 
the manpower aimed at developing and exploiting the competencies of the human resources 
are taken care of through human resource development. 

7 

133 DIVERSITY IN INDUSTRY 
I 

The tourism industry is a combination of different sectors (see Unit 5 of TS-1) and each sector . 
has its own specialised requirements in terms of human resoyrces. In fact, even within one lC 

sector, there are specialisations and sub-specialisations. For example, in a hotel, different 
jobs need different types of trained manpower. Each of the following nee'ds different skills 
and training like receptionists, chefs, house-keepers, porters etc. Similarly, a guide 
needs different skills and knowledge and a person manning a ticketing counter has differeni 
skills. This diversity of the, industry places additional responsibility on the planners and 



1 
a 

Manapmcnt Fnnctions developers of tourism products and services in the area of human resources planning and 
I 

development. I 
I 

i 
I 

In India, fpc industry as well as the Government stresses more and more on tourism 
I 

1 
infrastructPre development but unfortunately not much attention is paid towards human ( 1 

resource planning and development. i t  is time one reahes that if we are targetting to have , 
five d o n  foreign tourists and simultaneously trying to build an infrastructure (airports, I 
hotels, highways, etc.) we should also have the necwsw trained manpower to handle this 
infrastructure and serve the tourists. Moreover, we require trained manpower at all levels, 
from attendants to top managers, in all the diverse sectors of tourism industry. The private 
sector must take note of this aspect and accordingly should come forward to contribute in 

I this area. 
3 

The Department of Tourism, Government of India, has taken note of manpower development 
in its National Action Plan (1992) and has suggested certain measures for restructuring and 
strengthening the institutions for manpower development. Besides the hotel management 
and food craft institutes, it has set up the Indian Institute of Tourism and Travel Management 
(IIITM) at Gwalior with its Chapters in different states. In some universities also, tourism 
courses have been started. A major problem in this area is lack of availability of trained 
manpower in the destination zones as most of those who pass out from the institutes prefer 
to seek employment in the metros. In fact, the major objective of IGNOU's Tourism Studies 
programme is to train the local population at different destinations in the country. Besides, 
it emphasises on training the grass-root and supervisory level personnel as they are the ones 
who have direct contact with the tourists. Still there are areas which are totally neglected. For 
example, tourist transport management, training of drivers, escorts, guides, etc. need not be . 
neglected any more. The emphasis of HRD in tourism has to be broad based taking into 
account all the diverse sectors and services rather than only hoteli and ticketing. The local 
and regional bodies alohgwith the respective segments of tourism industry in their areas I 
should come forward for meeting the HRD requirements. 

Check Your Progress-1 n 



13.4 HUMAN RIESOURCE PLANNING 

In this Section, we will deal with certain aspects which are relevant for managers or 
entrepreneurs at an organisation's level in the area of human resource planning. Human 
resource planning can be termed as a process for preparing a plan for the future personnel 
needs of an organisation. It takes into account the internal activities of the organisation and 
the external environmental factors. In a service industry like tourism, such planning also aims 
at improving the quality of manpower resources. Human resource planning involves: 

analysis of existing manpower resources, 

planning for future needs taking into account how many people-with what skills and at 
what levels the organisation will need, and 

planning for the development of the employees by adopting in-house training and 
continuing education methods to upgrade the knowledge and skills of the employees. 

The following sub-sections deal with the various aspects: 

i3.4.1 Human Resource ~ a n a ~ e m e n t  ~rocess  

Human Resource ' " 

Management - -  

The human resource management process includes seven basic activities: 

1) human resource planning (we have already defined it), 

2) recruitment (locating prospective candidates through advertisement, employment 
agencies, etc.), 

3) selection (through interviews, skill tests, etc.), 

; 4) socialisation and induction training (to assist selected candidates in adapting 
I themselves to the organisation in relation to the organisational environment and job 

requirements), 

5) training and development (for improving and upgrading their knowledge and skills in 
relation to the respective jobs they are handling), 

6) performance appraisal i.e. comparing the job performance in relation to the standards 
, set for that job position, and 

7) promotions, transfers and demotions, etc. i.e. rewarding quality performance, giving 
positive strokes and motivating employees or transfers and demotions for low 
performers, etc. 

13.4.2 Recruitment and Selection 

A manager has to analyse the labour market in terms of availability of labour and the labour 
market flexibility. He or she should be fully aware as to what sort of personnel is required. 

For supporting tourism development, a considerable lead time is required for recruitment 
and selection strategies. Each job should be carefully designed, the responsibilities fwred and 
the qualifications laid down i.e. the job requirement, description and specification should 
be absolutely clear. Similarly for each job designed the wages, salaries and perks to be offered 
should also be decided. Increments and future raises in salary should also be taken into 
account. The manger must be fully aware of labour laws and other government rules and 
regulations. To locate suitable candidates for the job, a number of ways can be adopted: 

e advertisements can be put in newspapers and professional journals, 

8 employment agencies can be approached, 

educational and training institutes can be approached (for example hotels approach the 
hotel management institutes for recommending students), and 

specialists in the area can be approached by word of mouth or through correspondence 
for recommending suitable candidates. 
, 9 



Management Funelions Next stage comes in the form of the selection process. For  his, certain steps are requ~red 
The Bio Datas of the candidates who have applied are put to scrutiny and those who fulfir 

. - the requirements are called for interviews. In fact, the selection process varies from 
organisation to organisation. An organisalion may conduct written tests, group discussions, . - problem solving exercises, presentations or interviews etc. for completing the selection 
process. You must remember here that the candidate should be selected on the basis of merit 
in relation to the job specifications rather on the basis of other external considerations or 
pressures. A wrong selection not only affects the performance of the job but also brings a bad 
image to those involved in the selection process. Very often employees selected on other 
considerations do not find receptivity among other employees (seniors, equals or 
subordinates). 

13.43 Induction and'Training 

When a new employee joins an organisation, induction is the first exposure,) He or she should 
be properly welcomed in the organisation; introduced to colleagues; given details about the 
organisation; made to know hislher position vis-a-vis others; acquainted with company's rules, 
regulations and working conditions. The employee is also to be trained in relation to the job 
requirements as the procedures and environment vary from organisation to organisation. For 
example, a highly trained person in accounts will still require induction training when he or 
she joins a new organisation. 

Information and upgradation of knowledge is the key to success in tourism sector and all 
employees must have updated knowledge. For example, a ticketing person must know the 
recent operating routes of airlines and the fare structures etc. He or she cannot man the 
ticketing counter with obsolete knowledge. Hence, it is the duty of the management to keep 
providing in-house training to the employees. These training programmes should be designed 
for maintaining and improving current job performance and at the same time development 
programmes should be taken up for equipping the employees with such skills which are 
required for future jobs. 

13.4.4 Motivation 

The quality of seniice in tourism depends on the job satisfaction of the employees. We have 
discussed earlier the characteristics of those organisations which are termed as service 
leaders. Hence, it is the manager's responsibility to motivate the employees. Besides rewards 
and incentives, this is also related to positive strokes. For example, it is very easy to tell an 
employee "you have done this work badly" or" you do not know how to work." These are 
negative strokes which can demotivate an employee. The same can be said in a positive 
manner like the work you have done could be done better by a little more concentration or 
"you can still improve upon by making full use of your capability." Employees' expectations 
should also be kept in mind and their achievements or good performance should be duly 
recognised. This also helps in the retention of good employees in the organisation. 

13.4.5 Appraisal Systems 

Performance appraisal is an important but difficult task of the manager. This can be carried 
out in two ways: . 

1) Informal performance appraisal : This means a continuous process of giving feedback 
to subordinates about their performance in the organisation. In this process, a manager 
spontaneously tells the employee how he or she has performed in relation to a particular 
work. 

2) Formal performance appraisal: Many organisations adopt formal appraisal methods 
on a monthly, quarterly or an yearly basis. This is done through a proforma which has 
certain set questions regarding the job requirements. In certain cases, the superior 
officers are asked to authenticate and grade the performance of their subordinates. This 
exercise helps the management in identifying employees for promotion or whether they 
need additional training. This also sends a message to the employees that how their 
performance is being rated by the management. 

'rr 
In many organisations, prom~tions, rewards and bonus etc. are decided on the basis of 
nerhman- - - -  



On the basis of the above discussion, it is appropriate here to mention the nine steps HRPD HUIIUU~ RCSOMC 

model for tourism developed by V S Mahesh in the Indian context: M o ~ g c w n t  

1) Correctly plan for the requisite number of people required at each level of each category 
of skill, providing for expansion, attrition and internal developmental needs. 

2) Identify alternative sources from where people can be recruited, ranging from fdly 
trained and experienced people who could operate directly on the job, to new entrants 
who require appropriate training before commencing work. 

3) Set up appropriate, cost-effective recruitment systems. 

4) Set up effective induction and training systems to cater for every source of recruitment. 

5) Identify and make available the requisite number of trainers to operate these systems. 

6) Instal an effective personnel administration system to take care of those recruited. 

7) Set up a discipline management system whereby all employees are prepared to accept 
basic norms of discipline at work. 

8) Create a collaborative climate for industrial peace so that customers are not in the least 
aware of unavoidable tensions that are likely to occur in any management-employee 
relationship. 

9) Set up a team of human resource professionals who have the requisite professional and 
personal skills to ensure continuous monitoring and improvement of the integrated 

. ' HRPD system described above. 

Check Your Progress3 I 
1) What steps will you follow for recruiting and selecting an employee? 

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

2j Discuss the importance of motivation. 

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

13.5 LET US SUM UP 

In this IJnit, we discussed the importance c.E human resource planning and development in 
relation to tourism s e ~ c e s .  No organisation can achieve its objectives in the absence of 
human resource management. This is more so in the case of tourism because what is marketed 11 
here is a reIationship rather than a visible product. The emphasis is on customer care and 



Check Your Progress-1 r 

Check Your Progress-2 r 

b 

Management Functions , satisfahion which can be achieved through the quality performance of the manpower involved 
in the delivery of the service product. The Unit highlighted the diversity of the tourism 
industry and the need for manpower training and development in relation to the 

1 1 specialisations and sub-specialisations in the industry. It also made you aware of the man 
planning process taking into account recruitment, selection, training, motivation and 

I performance appraisal. It also familiarised you with the views of certain experts in the field 
I regarding the significance of HRI) and why certain organisations are termed as service 

leaders in the area of tourism. It must be remembered that human resource planning and 
development is a continuous process and every organisation must take note of the changing 
environment, technology, customer needs and employees expectations, etc. while 
determining and reviewing its HRD policies. 

13.6 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

1) Being a service industry, the quality of the product depends on the calibre of the serving 
personnel. Hence, human resource management is vital to tourism. For details see 
Sec.13.2. 

2) Mention the views of Gail Cook Johnson in your answer. 

f 
\ 1) Base your answer on Sub-sec.13.4.2. 

I 2) Base your answer on Sub-sec.13.4.4. 

12 



UNIT 14 FINANCIAL MANAGEMENT 

Structure 

r4.0 Objectives 
14.1 Introduction 
14.2 Financial Management 
14.3 Financial Planning 
14.4 Raising Funds :. 

14.4.1 Managing w&ng Capital 
14.4.2 Managing Cash . 

14.5 Managing Costs 
14.6 Budgeting 

14.6.: What is a Budget? 
14.6.2 Types of Budgets 
14 6.3 Budgetary Control 

14.7 Let Us Sum Up 
14.8 Answers to Check Your Progress Exercises 

After reading this Unit you will be able to: 

understand the meaning of financial management, 

know about the various aspects of financial management, 

know about the different terms used in financial management, and 
i learn about the importance of raising funds and fund allocation through budgeting. 

- 14.1 INTRODUCTION 

Every organization, irrespective of its size or ownership pattern, has to manage its finances. 
The overall objectives of an organisation cannot be achieved in the absence of financial 
management. Many organisations fail in their objectives because of financial 
mismanagement and this failure rate is quite high among the small business enterprises. 
Hence, financial management is vital for all types of organisations, profit making as well as 
non-profit making. In the case of non-profit making organisations also the effectiveness and 
performance depends on their fmancial resources management. This Unit famiharise:, you 
with the relevance of financial management and the various aspects related to it. It deals with 
mobilisation of financial resources, their allocation, importance of accounting and budgeting 
etc. However, it should be noted here that it is not possible to deal in detail the various aspects 
of fmancial management in one single Unit as each aspect is a specialisation in itself. Our aim 
is to provide you with certain basics in this regard. 

14.2 FINANCIAL MANAGEMENT 

When we attempt to analyse the fmansial functions of an organisation we find that funds 
(capital) have, to be: 

procured, 

allocated for various activities, 

used effectively, and 

monitored. 



Management ~nncllons Further, the results of all these have to be recorded also. All this brings to fore a three 
dimensional f m c i a l  process: 

Financial Management, , 

Management Accounting, and 

Financial Accounting 

All these three are at the same time separate yet overlapping areas of the financial functions 
of an organisation. 

1) Financial Accounting deals with the measurements and reports of the financial position 
of the organisation and provides this to external users such as the shareholders, 
creditors, government agencies, etc. 

" F i c i a l  Accounting is the art of recording, classifying and summarisiing in a significant 
manner and in terms of money, transactions and events which are, in part at least, of a 
financial character and interpreting the results there of'. -American Institute of Certified 
Public Accountants. 

2) Managerial Accounting deals with procuring of data for the organisation's management 
i.e. to serve the internal users with necessary accounting information to carry out the 
management tasks of planning, organising,actualisiing and controlliig. "Management 
Accounting is the presentation of accounting Information in such a way as to 'assist 
management in the creation of policy and in the day to day operations of an 
undertaking". - Anglo American Council of Productivity. 

3) Financial Management deals with the process adopted by an organisation for taking 
financial decisions through analysing and interpretation of financial data for meeting 
the organisations objectives. Hence, the tasks involved in' Financial Management 
include: 

analysing financial needs, 

forecasting financial needs, 

mana&ng working capital, 

planning capital structures, 

organising financial operations, and 

monitoring and controlling finances etc. 

In fact raising funds and allocating funds for business are the two prime financial 
management tasks. Certain other tasks like financial planning, analysis, etc. revolve around 
these tasks. 

143 FINANCIAL PLANNING 

In Block 2, Unit 6 we had defined planning as a management function. Hence;in this, Section 
we will not go into those details but confine our discussion to what we mean by Financial 
Planning. In fact Financial Planning is an appraisal of those financial aspects that may or are 



likely to occur in future but need immediate decision making. It involves setting financial Financial Management 

objectives in terms of profits, sales or acquisition of assets along with financial forecasting 
for the organisation. This includes estimation in the areas oE: 

Capital requirements, 

Capital Structure, 

Credit Policy, and 

Other financial contingencies. 

In fact, Financial Planning is concerned with raising funds and there effective utilisation. The 
aim here is to maximize the organisation's wealth keeping in view the organisation's 
objectives. 

Generally, Financial Planning is done through budgeting and this also takes care of resource 
allocation. But before we discuss budgeting we will examine certain others aspects of 
Financial Management. 

14.4 RAISING FUNDS 

Both, as a manager as well as an entrepreneur, you must be aware of the capital generation 
process or what is termed as raising of funds for doing business. It is a function of the manager 
or entrepreneur to raise financial resources for not only establishing the business but also for 
operational requirements. Such resources are generated internally as well as externally and 
are for short term as well as long term. 

All amounts invested in the business by its owners, partners or proprietor as a basis for 
operations are termed as capital. In other words capital refers to allcompany liabilities and 
owners equity. This includes short term as well as long term capital. The sources of short 
term finances are: 

own capital, 

Borrowingldeposits from friends, relations and others, 

Spontaneous capital through credit facilities from vendors, 
\ 
\ Negotiated credit i.e. short term loans on negotiated basis from commercial banks and 

finance agencies etc. to be paid back in a specified time. 

The long term financial resources include: 
8 

Term loans from banks and other financial institutions, 

Issue of shares and bonds, 

Owners or partners capital, 

loans from government institutions (e.g. Tourism Finance Corporation of India), and 

Deposits of loans given by directors/partners of the organisations. 

A good manager will scan the internal as well as external environment at the time of raising 
funds. Answers to following questions will be of use for sound financial planning while raising 
funds: 

What are the interest rates on borrowings? 

What is the repayment capacity of the organisation? 

How soon is the organisation likely to make profits? 

Is the return from the investments made by borrowed funds going to be higher than the 
interest to be paid on borrowings? etc. 

In the case of tourism the central as well as many stategovernments have come out with special 
loans schemes on liberal terms. Entrepreneurs and small businesses should keep track o: 
such schemes. 
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Management Functions 14.4.1 Managing Working capital - - 

Financial Management also involves proper management of the investment of capital in 
business. Capital investments in any business are of two types: 

investments for permanent or long term purposes (capital structures e.g. acquiring fmed 
assets, research and development etc.), and 

funds needed for current operations (working capital). 

Working capital, in simple terms, refers to that investment which is needed for day to day 
business operations and no organisation can function in its absence. In other words working 
capital refers to all current assets and liabilities. The administration of these current assets 
and liabilities within the framework of organisation's stated goals is termed as the 
management of working capital. It is the task of the financial manager to ensure that these 
financial resources are available to the organisation at the least possible cost and the 
organisation can timely repay the obligations. 

While managing current liabilities one should remember not to pay bills till they fall due nor 
pay them unduly late and also negotiate discounts for prompt payment. 

The working capital requirements of an organisation cannot be determined through any sel. I 

of rules or formula. However, the following points are considered to be relevant in this 
regard: 

the nature and size of business, 

the duration of the manufact&ing cycle i.e. the time taken between purchase of raw 
materials and production of finished goods or services, 

demand fluctuations of the product (this is frequent in Tourism Product) 

the production policy, 

credit terms, 

expansion policy, and 

delivery policy, etc. 

14.4.2 Managing Cash 

For any business it is essential to have a proper estimation of cash requirements. It has been 
observed that many organisations, inspite of their profit earnings, become bankrupt in the 
absence of cash. On the contrary there are organisations with excessive cash which is a waste 
of resources. The demand for cash is generally because of three behavioral motives: 

1) Transaction Motive i.e. holding cash for day to day business activities. 

2) Precautionary Motive i.e. cash needed to deal with unanticipated delays or other 
uncertainties. 

3) Speculative Motive i.e. cash needed to take advantage of bargain purchases or availing 
opportunities out of unexpected developments. 

Thus, every organisation not only has to determine the optimum cash balance needed but this 
cash has to be managed also. Management of cash has the following aspects: 

determining the appropriate cash balance, 

managing of the storage, collection and disbursement of cash balances, and 

investment of temporarily idle cash in interest earning assets. 



Very often there are sharp fluctuations in cash requirements. A good financial manager Financial Management 

should take appropriate defensive action to handle temporary surpluses or shortages. Some 
of the steps to be taken in this regard are: 

All cash collections should be deposited in one account, even if there are more than one 
collection centres. This helps the organisation in storing cash more effectively. 

One should attempt to reduce the timelag between the dispatch of the cheque by the 
customer abd its crediting in the organisation's account. 

There should be constant follow up action for recovery yf dues. 

On earIy payments incentives in the form of discounts can be given. 

'The disbursement of cash can be withheld till last date. 

ince cash by itself yields no income it should be invested. A suitable criteria should be 
adopted for this after examining the available alternatives. 

1) What do you understand by financial management? 

2) What aspects would you consider before raising funds? 

3) What steps would you take for managing cash? 



Management FuncUons 14.5 MANAGING COSTS 

The interpretation of the term cost is dependent on the context in which it is used along with 
the nature of the business. For example if you buy a travel guide for Rs.1001- its cost to you 
is Rs.1001-. But if the publisher of this travel guide has spent Rs.101- on paper, Rs.51- on 
printing, Rs.21- on royalty to the author, Re.l/- for printing, the cost of the trairel guide for 
him is Rs.181-. Yet, in simple terms we can say that cost means the amount of expenditure 
incurred on or attributable to a thing. Costing refers to the method by which you calculate 
how much a product or service costs you to produce and sell. These include two type of costs: 

1) Direct costs: These are readily identifiable with the produced products and services. 

2) Indirect costs: These are not readily identifiable but are required in running the 
business. 

For example wages paid or raw material procured will be under direct costs. But office and 
marketing, expenses, etc. are indirect costs. You can ascertain costs only if you have a sound 
book keeping system like payrolls, invoices etc. Costing helps you in pricing your product or 
service. You can also ascertain the costly items in the running of your business and plan for 
cutting them to reduce costs. 

There are also fued costs and variable costs: 

The costs which do not'change with the sales or production volume are termed as fixed 
costs. For example, if a tour operator's sales of tour packages does not increase, remains 
static or goes down, the costs which he is incurring in paying office rent or salaries can 
not be avoided. 

Such costs which rise or fall in proportion to the sales or production are termed as 
variable costs. For example, if the occupancy rate in a hotel goes down during off season, 
the management can cut down on the number of room service personnel or if the 
occupancy rate goes up, more personnel can be added to room service. 

Let us give you examples of calculating direct and indirect costs. 

Direct Costs: Direct costs include direct labour costs and direct material costs. Direct 
labour cost can be calculated by taking into account the wages and the number of hours 
actually worked during the year. Suppose you have five workers and you give them Rs.20001- 
p.m. so the total monthly wage Bill = 5 x Rs.2,000/- = Rs.10,000/-. 

' The totally yearly wage Bill be 12 months x Rs.10,000/- = Rs.l,20,000/- 

Total number of hours worked during a year by the workers. Say: 

52 weeks x 42 hours (per week) x 5 workers - - 10,920 hours 

Hourly labour costs will be = totally yearly wage bill = 1,20,000 = Rs. 10.9 
, total number of hours worked 10,920 

in a year 

Suppose for per unit of production, two men are employed and they take five hours for making 
the same. So the total number of hours used for the production of that unit will be : 

Labour time taken x number of workers - - total number of hours. 
Labour time taken - - 5 x 2 = 10 hours 

Now the direct labour costs of production for that unit will be: 

Total number of hours x hourly labour rate . = direct labour costs per unit 

i.e. 10 x 10.9 - - Rs. 109 



Now let us calculate the direct material costs. F i c i P l  Management 

The cost of raw material purchased for that unit was Rs.200/-. 

The total direct cost 
for the production of that unit = Total direct labour cost +' total direct material cost. 

i.e. Rs. 1091- + Rs.200/- = Rs.3091- 

Indirect cost 

The indirect costs in that production unit included say: 

Rent of office - - Rs.50,000/- per year 
Telephone bill per year - - Rs.15,000/- 
Power and electricity - - Rs.10,000/- 

Salary of other office staff per year - - Rs.40,000/- 
Other contingency costs - - Rs.20,000/- 
Total indirect costs - - Rs.1,35,000/- 

The total number of units produced in one year was say 1000. 

The indirect cost - - Total indirect cost - - Rs.1,35,000 
per unit will be Total no. of units produced 1,000 

- - Rs.1351- 

Total cost 

The total cost for that unit will be Direct costs + Indirect costs 

i.e. Rs. 3091- + Rs. 1351- = Rs. 4441-. 

If the manager can introduce efficiency and thus increase the volume of units produced in a 
year without increasing the indirect costs, the level of profits will go up. 

Hence, while managing costs, a manager should be concerned with three aspects : 

Ascertaining the costs, 

Controlling the costs, and 

Reducing the costs. 

14.6 BUDGETING 

As mentioned earlier, besides raising funds, the other major responsibility of a financial 
manager is to allocate funds and see to it that they are effectively utilised. The available funds 
have to be allocated between current and long-term assets and for this investment choices 
have to be made. 

14.6.1 What is a Budget? 

A budget is a systematic plan for the utilisation of manpower and material resources. It 
represents an estimate of future costs and revenues and is quantified in financial terms. In 
simple words, budgets are written phns of business activity reduced to Rupees or any other 
monetary term. The main features of a budget are: 

It is prepared in advance 'and is derived from the long-term strategy of the organisation, 

It is related to future plans for which objectives have already been laid down, and 

It is related to a specified period of time. 

- 
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Management Functions You may ask the question that what is the purpose of budget. Well a budget helps you in many 
ways like: 

It clearly states expectations of your organisation and by doing this you can avoid 
confusion and ambiguity, 

It is a method of communicating the plans and expectations, to everyone in the 
organisation so that the employees or the departments in an organisation understand, 
support and implement the policies, 

It helps in maximising the use of organisational resources, 

It helps in reducing wastages and losses, 

It helps in taking timely corrective action and controlling ongoing operations, and 

It serves as a basis for both motivating and evaluating the manager's performance. 

The process of budget preparation consist of certain steps like: 

1) Establishing financial objectives - Generally, the major financial objective for any 
organisation is long-term profit maximisation. This is true of tourism industry where 
profits start coming from second or third year only. At the same time, in hospitality and 
tourism enterprises, certain other objectives are also included while determining the 
financial objectives of the organisation. 

These include: 

providing high quality services, 

to be the lead organisation, *in the area of business, ', 

-.to be..remgnised as having the best reputation, or 

to be the fastest growing organisation. 

2) Forecasting revenues - For forecasting revenues in the tourism sector enterprises, one 
should have information regarding the economic environment like economic trends in 
the tourist generatingmarkets, expected inflation for the budget year, expected variations 

. in the costs of specific purchases, nature of competitive conditions and travel trends etc. 

3) Estimating expenses - The expenses to be incurred for the budgeted period must be 
estimated and for this managers must obtain information regarding expected cost 
increases for supplies and labour costs in order to forecast their variable expenses. 

4) Determining net income - (ienerally, revenues minus expenses are equal to net income. 
Hence in the budget making process, the net income for the budget time period should 
be determined. 

5) Reviewing and approval - Once the budget is made, it should be reviewed and approved 
by the competent authority in the organisation. This could be a Board of Directors, a 
Budget Committee or an owner manager of a sole-proprietorship business. 

14.6.2 Types of Budgets 

Every organisation has a master budget i.e. the total comprehensive budget of that 
organisation. It sets out the plan of operations for all departments for the budget period. Out 
of this master budget, different types of budgets are prepared for various purposes like sales 
budget, production budget, purchasing budget, administrative expenses budget etc. 
Revenues are allocated to meet the estimated expenses of different departments. 

Budgets can be classified on the basis'of Time, Function and Flexibility: 

1) In terms of time, a budgets can be long-term, short-term, current or a rolling budget. 
For example, an organisation may have a long-term budget say for the next ten years, this 
can be further divided into a short-term yearly budget which can further be sub-divided 
into a current monthly budget. Whereas some organisations follow a practice ol 
preparing a rolling budget where a budget for a year in advance is always there i.e. 
imme@ately after a month or a quarter passes a new budget is prepared for the next 12 

20 
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months. The figures for the monthlquarter which has rolled down are dropped and 
figures for the next monthlquarter are added. 

2) In terms of functions, the budgets can be classified into sales, production, purchase, 
research etc. For example, a sales budget will take into account the projected sales and 
this is generally the starting point for budgeting. This is because production and inventory 
levels are generally geared to the rate of sales activity. A production budget provides 
estimates of the total volume of production. A production budget is prepared on the 
basis of a sales budget and then the purchasing budget is based on the production budget 
because the total materials to be purchased depend on the level of production. Similarly, 
a cash budget is a summary statement of your organisation's expected cash inflows and 
outflows over a particular period of time. It involves projection of future cash receipts 
and cash disbursements. It helps the management in determining the future cash needs, 
planning for financing of those needs and exercising control over cash and liquidity of 
the firm. 

3) In terms of flexibility, we have two types of budgets i.e. fixed budget and flexible budget: 

i) A fnred budget is designed to remain unchanged irrespective of the level of activity 
and is prepared on the basis of a standard of fured level of activity. 

ii) A flexible budget is designed to change in accordance with the level of activity 
attained. 

In the case of tourism organisations, a flexible budget is desirable because: 

a The nature of business and sales are largely unpredictable, 

a It is diicult to foresee the demand in case of new ventures, 

a The business is subject to nature variations, for example, a cool summer will affect the 
travel to hill stations. 

14.63 Budgetary Control 

The process of the comparison of actual performance with budgeted performance is called 
budgetary control. This is a crucial activity because every organisation has to evaluate whether. 
the activities and operations are going in the right direction for achieving the organisational 
objectives. The actual performance has to be compared with the budgeted performance on 
the basis of actual level of activity. The actual performance of each area of responsibility is 
measured through general accounting system in financial terms. Generally, three tyRes of 
ratios are adopted in this regard : 

1) Activity Ratio - is a measure of the level of activity achieved over period of time. 

2) Capacity Ratio - indicates whether and to what extent budgeted hours of activity ate 
actually utilised. 

3) Efficiency Ratio - indicates the degree of efficiency attained in production. 

Financial managers also go in for periodical review of budgetary performance and then apply 
corrective measures to ensure that the future performance is as per the budgets. 

There are many other aspects related to financial management and it is suggested that an 
zntrepreneur should utilise the sei vices of a financial consultant. Certain other aspects like 
3alance sheets, profit and loss staterncnts, profitability analysis, project formulation and 
ippraisal etc. have been discussed b %ck-5. 



Management Functions 
Check Your Progress3 E 

1) Define Direct and Indirect costs? 

2) What is the importance of Budgeting? 

14.7 LET US SUM UP 
' 

Financial management is the key to the success of any organisation. This involves a variety of 
aspects and in this Unit, we have discussed certain issues related to them. Sound financial 
planning, raising of funds, management of working capital and cash and managing costs form 
part of this exercise. You have also been farniliarised with the importancc of budgeting and 
the types of budgets in this Unit. The issues mentioned in this Unit are common to-all 
organisations whether small or big. But our emphasis has been on equipping you with financial 
knowledge in case you intend to start your own small business. As the organisations grow, the 
level of financial activity also increases. For example, in a big organisation with a number of 
shareholders, the financial activity will include decisions related to payment of dividends, 
raising capital through floating new shares or right's issues. etc. For managing the financial 
resources efficiently a d effectively, the financial managers have to look for constant flow of 't; economic information and have to use their skills to interpret this information for financial 
decision making. 

14.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
1) Base your answer on the definition given in Sec.14.2. 

2) In Sec.14.4, we have mentioned the questions that should be raised for sound financial 
planning while raising funds, like the rates of borrowing, repayment capacity etc. 

3) See Sub-sec. 14.4.2 for your answer. 

I 

1) See the definitions given in Sec.14.5. 

2) Read Sub-sec.14.6.1 for your answer. 
22 
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Check Your Progress-2 r 
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15.0 OBJECTIVES 

After reading this Unit, you will be able to:, 

define operations management, 

understand the importance of operations management, 

learn about the designing of operations system, and 

know about quality controls. 

15.1 INTRODUCTION 

The essential characteristic of the production function is to bring together human resources, 
physical resources, financial resources, technology, etc. to produce goods or services in order 
to satisfy the consumer needs. Thus, production is the process through which an organisation 

I creates goods or services. In simple words operations refer to the way an organisation 
.transforms inputs into outputs i.e. transforming resources into goods or services. This Unit 
attempts to familiarise you with the various aspects of Operations Management. For 
explainiig to you in simple terms we have kept citing the functions of an operations manager 
in a travel agency. However, the concepts discussea are relevant for both manufacturing as 
well as service sectors. 

15.2 OPERATIONS MANAGEMENT : DEFINITION 
AND RELEVANCE 

Operations are purposeful activities of an organisation. Each operation adds value to some 
entity through a variety of means. This may include a change (physical or sensual) in the form 
or state of inputs, or value addition through location or inspection. A taxi available at the exit 
of an airport adds value to the service in comparison to a person walking a distance to the 
taxi stand. 

All prod@tion or operation functions are a part of the conversion process which transforms 
entities into7 goods or services through value addition. The quality of the service and the 
effectiveness and efficiency of an organisation take shape through operations. The following 
figure explains the transformation process of inputs into outputs. 



Management Functions EXTERNAL 
ENVIRONMENT 
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8 Technological 
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It should be noted here that the transformation process varies according to.the nature of the 
organisations. A service organisation produces intangible products whereas a product 
organisation produces tangible products. The output of the service organisation is immediate 
and it cannot be stored. Thus, if not consumed immediately it goes waste. Here the consumer 
contact is direct, customer participation is essential and the nature of work is labour intensive. 
In a product organisation the output consumption is over time and can be stored. Customer 
contact is indirect and customer participation is minimal. But in all organisations operations 
have to be managed. Operations Management refers to the complex set of management 
activities involved in planning, organising, directing and controlling an organisation's 
operations. The relevance of Operations Management is because it helps an organisation to: 

8 improve productivity, and 

8 meet the consumer's competitive priorities. 

In fact the main objective in Operations Management is to produce goods or services in 
quantative as well as qualitative terms to meet the consumers' wants at affordable prices at a 
given time. Quality, quantity, price and timing are the factors that determine the competitive 
priorities of the consumer. Hence, operational productivity has to be balanced with customer 

. satisfaction. We can say that Operations Management has performance objectives as well as 
cost objectives. 

Take the example of an operations manager in a travel agency. The manager balances the 
resources (human, equipment, ticket stocks, money) in order to provide the best services to 
the customer. In order to satisfy customer needs an ~~timum'deployment of resourcesis 
made, proper use of friendly systems is designed with appropriate control mechanisms. All 
operations are geared towards customer satisfaction which builds up brand loyalty, brings in 
repeat business and earns a good image. 

Check Your Progress-1 r 
1) Defrne Production, Operations and Operations Management. 



2) Discuss the importance of Operations Management in a service orgilnisation. Operatlorn Management 
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15.3 DESIGNING OPERATIONS SYSTEM 

We have discussed earlier that inputs are converted into outputs through operations and 
operations management. For this an operations manager has to design an operations system. 
This involves taking decisions about: 

what products or services will be produced? 

what would be the quality of the produced products or services? 

how will they be produced? 

who will produce them? and 

where they will be produced? 

i For answering these questions, decisions have to be taken in certain areas which are 
1 mentioned in the following Sub-sections. 

, 15.3.1 Planning Design 
1 

$his is a 'strategic process which has long term impacts. Planning for products and services 
involves following steps: 

i) generating ideas, 

ii) selecting those ideas which are technologically feasible, marketable and are in tune with 
the organisation's objectives and overall strategies, 

iii) making the final design of the product or service. 

In spite of providing necessary inputs by finance, marketing, human resources, etc. it is the 
l operations manager who performs the major decision makiig role about the actual feasibility 

of producing the product or service. For doing this the producibility of the product or service 
is weighed against competitive priorities of the levels of quality, pricing and reliability. The 
product or service has to be produced economically in the prevalent operations system 
keeping in view the acceptable levels of quality and reliability. If this is not feasible, it has t o  
be decided that what type of adjustments should be made or whether a new product or service 
,design is required. Such planning is crucial because choosing a wrong product/service or a 
poor design can make the operations system ineffective and non-competitive. For example, 
the operations manager in a travel agency has to decide whether the travel agency will cater 
to the entire gamut of customer demands or will limit the operations to ticketing or tours or 
facilitation. The basic guidelines regarding minimum performance level are also to be set at 
this stage itself. 

15.3.2 Capacity Planning 

Another decision in designing the operations system is regarding capacity i.e. how many 
products or how much service will be produced. In other words operations decision 
concerned with the quantity of goods or services to be produced is termed as capacity 
planning. The steps in this include: 

forecasting demand, 
25 



Management Functions • translating forecasts into physical capacity requirements i.e. measuring the existing 
capacity with the demand, and 

.: a deciding the resources needed, to meet the demand and, if needed, to work out suitable 
alternatives. 

Capacity planning is very important in tourism operations system design. For example in a 
travel agency there is frequent "bunching" of customers during set hours. This pattern 
becomes discernible fairly early in the operations, and needs to be addressed in order to avoid 
chaos. Systems and staff need to be responsive to this phenomenon. 

Capacity planning is related to scheduling, capacity utilization and the psychology of waiting. 
The following three examples are related to tourism operations in this regard. 

Example 1 

IGI Airport, New Delhi, gets maximum international fights between 11 p.m. and 5 a.m.. A 
goodaperations Manager must ensure landing and runway slots, aircraft parking and quick 
turnaround and take offs after routine maintenance, baggage reclaim facilities, 
security/customs/immigration checks, check-in by airline, etc. The system must not collapse 
under this pressure of passenger facilitation and security requirements. 

The ManagementIOperations Manager must work out the expense of space and balance it 
against'requirement. Space today is at a premium - prices are going up everyday. 
Nevertheless, keeping business potential in view excess capacity has to be built it. Today time 
is the essence - customers want "on time" deliveringVand no one has time to spare - particularly 
in a service industry such as tourism. 

Queue management and analysis simulated passenger flow models can all be worked out with 
the assistance of Information Technology. The focus of this exercise should be the customer. 
Queues are boring and smack of regimentation. If anything can be done to make this a less 
tedious wait, than the Operations Manager should integrate creativity into this. 

Example 2 

Disrieyland at Anaheim, California USA. During vacation time the queues for the various 
r i d s  are endless. So queuing is zig-zag and not straight. This makes the wait seem shorter. 
/$so Disney characters come and shake hands with children and sing and dance in order to 
dreate another focus. Thus psychologically the waiting time does not seem so long. 

Example 3 

At a Bank in Hong Kong while wgting in line there are tent cards at counters which advertise 
holidayslexcursionslshopping Malls etc. besides newspapers and magazines. This gives 
people something to pick up and read while waiting. 

The psychology of queuing and waiting has been explained by D H Maister. His thesis is that 
"unoccupied time feels longer than occupied time" and "unexplained waits are longer than 
explained waits". This comes up again and again where an Airlines comes in for criticism 
when a flight is delayed. If the position is explained to the customer, it is accepted as such. If 
constant announcements are made of "delay due to technical reasons" it makes for irritation 
and disgcuntled passengers. 

The answer to Maisters thesis of "unoccupied time feels longer than occupied time", is creative 
queuing. The operations manager must try and minimise frustration and boredom of the 
queuing customer. The examples of Disneyland and the Bank (above mentioned) could serve 
as guidelines. 

15.53 Process Selection and Planning 

Process Selection determines how a service or a product will be produced. Process Planning 
pertains to careful detailing of the process of resource conversion required and their 
sequence. Process selection involves decision making in the area of technological choice. 
What kind of technology and equipment should be used ? How would the product or service 
flow through the operations system ? Whether the operations have to be manual or machines 
are to be used ? etc. are questions that have to be answered through process selection and 
planning. ' 
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15.3.4 Facility-Location Planning 

One of the most important operation's system design decision in tourism is to plan the location 
of the production/service facility. Conrad Hilton, head of the leading Hiton Hotel Chain, 
when asked to spill three most important ingredients for success of his hotels replied 
"location, location and location". Location planning takes into account minimizing the total 
production and distribution .costs. While evaluating the location requirements easy 
accessibility to the customer, nearness to ancillary activities like communication and 
transportation networks etc. have to be taken account of by considering all available 
alternatives. 

/ 153.5 Layout Planning 

1 How to arrange the physical facilities spatially is the concern of layout planning. Space has 

I 
to be provided for production maintenance and support facilities. Since tourism is a leisure 
time activity the system has to be pleasant and efficient and the tourist is not to be pushed. 
At the same time, the other aspects of consideration include: 

i facilitating material flow fr$m one department to another, 

i reduction in handling costs, 

i. avoiding delays and congestion, etc. 
1 

15.3.6 Purchasing 
I 

Lately purchasing designs have also been included in operations management. Most of the 
organisations instal a purchasing system which decides on specifications, supplier 
identification, placing purchase orders, checking the quality of purchases made, etc. 

Besides these above designs operations managers further go for job designing and planning 
for delivery systems. 

Check Your Progress-2 r 
1) Discuss the importance of capacity planning. 

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

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

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

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

Operations Management 

2) What considerations will you have for layout planning? 

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

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

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

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

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  27' 
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Management Functions 15.4 OPERATION PLANNING AND CONTROL DECISIONS 1 
Operations Management is not limited to designing operationssystem. Further decisions are 
required to make the designed system operational. Necessary monitoring and controls have 
to be introduced for uninterrupted functioning as per the stated objectives. Such decisions 
have to be made on short term basis - monthly, weekly, daily or evenly hourly. 

The objectives in operations planning and control include: I 
maximising customer service, I 
minimising inventory management, and I 
maximising system operating efficiency. 

An efficient operations manager would prepare plans to avoid or balance the conflicts among 
the three ob~ectives. Further, optimum schedules and sequence of operations have to be 
determined. 

Inventory management is another issue in this area. Inventory means the supply of raw 
materials, work in progress i.e. partially finished goods and finished goods maintained by an 
organisation to meet its operational needs. Operations managers have to decide how much 
inventory to ordcr and when. This involves decision making in the areas of materials 
requirements planning and material resource planning. 

-- 
in which end products are analysed to determine the materials ! 

as materials-requirement planning. 9 

Materials-resource planning compares the needs of materials- requirement planning with 
known resources and calculates unit costs. -. -- --- 

15.4.1 Travel Agency Example 

Let us take for example the day to day management in a travel agency. 

A travel agency operation must be planned impeccably and in detail. Once this exercise is 
over each department should be given their area of operation with some overlapping in order 
to provide a "fail safe" system. This really means that if one department is working critically 
due to manpower problems etc. another department can assist. So cross-functional 
knowledge is essential and should be encouraged. For example if there is pressure on 
Domestic Ticketing, International Ticketing Department should assist and vice-versa. 

The day to day operation should proceed smoothly - from bookings to customer handling to 
writing of tickets and vouchers to delivery systems. Tasks must be broken down by units so 
that JIT (Just In Time) deliveries can be affected. Operations require, ensuring adequate 
ticket stock, functioning computers, travel staff in position, docket system as back up etc. The 
shorter the response time per customer the quicker the customer throughout. So in Some 
operations it is better to have front line reception, receiving bookings and making reservations 
with a second line writing tickets etc. This breaking up of the task will hasten the process. 

Tour Department 

Here the task needs to be broken down still further into accepting bookmgs, itinerary 
planning, tour costing, hotel bookings, issuance of vouchers etc. In management they say that 
the only way to "eat an elephant" is in small bits. If the tour department must operate smoothly 
there tasks have to be broken down into management ones. There must be smaller units within 
the Tour Department performing each task. Yet there must be synergy among them so that 
if one department has a problem, another can come in and assist. 

Facilitation 

Visas are essential for travel to foreign countries. Rrequently it is observed that time taken 
by Embassies is longer than time at the disposal of the Travel Agentlcustomer. So an optimum 
flow must be worked out. Enough field staff must be deployed and their activities coordinated 
in such a way that no sooner is one visa received than another one is filed. This will ensure 
greater customer satisfaction particularly from Corporate Houses. 

28 



Then again the tour department provides "meet and greet" s e ~ c e s  "escorted tours" etc. All 
this can be billed to the client but the service must be provided. Operations must ensure this. 
If inhouse constraints are there then these services can be out- source-making for one 
flexibility and better quality with minimum expense. 

Billing 

No enterprise can succeed if its money management is askew. In a travel agency the vendors 
(airlines, hotels, car rental companies, guides etc.) must be paid within a certain time-frame 
varying from a fortnight to a month. It is important that Bills are raised on time to ensure 
optimal capital deployment. If payments are not received from customers, payments to 
vendors cannot be made in time thus leading to defaults and losing of IATA recognition and 
credit rating with Hotels. So the very foundation of a travel agency business depends on this. 
Operations must ensure that proper information is fed to the Accounts department so that 
Billing is on time and receipts are therefore also on time. 

15.42 Controls 

Controls are essential tools of Operations Management. They must suit the system. We give 
you examples of a travel agency in this regard. 

In a travel agency operation controls are critical as vast sums of money are involved in an 
lnternational ticket or tour voucher. So daily monitoring of the stock of cash value documents 
is a must. Staff must be made accountable for this and only designated supeMeors/managers 
should be made in-charge. They in turn should control deployment of these cash value 
documents. 

Controls on Ticket Stock 

lnternational and Domestic Airlines can conduct surprise audits of ticket stock. So it is 
important that the Operations Manager set in place a control systemi from the daily issuance 
of ticket stock in the morning to closing of stock at night - leaving just adequate stock with 
the Duty 0fficer.for emergencies. If some tickets aie issued on exchange orders by airlines 
directly then this too has to be monitored. Equally important is ensuring putting in tickets for 
'refunds to the principals as this too is blocked capital. If refunds are received in time, this 
helps bring down the payment liability to the Carrier. Good operations management must 
'therefore react quickly to optimise profits. 
I 

I Controls on Vouchers 

These cash value documents are like '%lank cheques". There must be adequate control to 
ensure safety of these. Only certain persons should be nominated to sign and issue these. 
These should be issued against authorisation etc. This way Billing h u  match the voucher - 
thus ensuring receipt of payment for services rendered. Sometimes client makes payments to 
suppliers directly. In such cases also commission on bookings has to be claimed. A voucher 
ensures this but follow up with principals is necessary. 

Control on Quality of Semce 

A good operations Manager of a travel agency will ensure customer satisfaction by "walking 
around" the customer handling area so as to get customer feedback. Talking informally to 
customers gives the best feedback. This is an accepted Management tool today - 
"Management by walking about". 

It is also good to slip in a "customer comments" card with a ticket or tour voucher. The few 
responses received will give feedback on quality of service. In this day of TQM (Total Quality 
Management) the competitive advantage goes to quality delivery. This is more so in a service 
industry such as tourism. For example, all staff of the Radisson Hotels USA wear a "Yes I 
Can" badge, the thinking is positive. The feeling conveyed to the customer is one of confidence 
because of the positive attitude of the staff. 

Control of Billing and Payments 

As emphasised earlier strict controls on this section of a travel agency operation is critical 
because of timely payments to airlines in particular. Operations will collapse if this section 
does not keep up with the rest of the system. Billings and Payments, both must form an 



Management Functions important part of the exercise. Operations Management must ensure that one follows the 
other. If either of these two lag then the whole fabric will collapse. 

Every organisation develops Management Information System (MIS) for assisting in 
monitoring and controls. 

Check Your Progress3 r 
1) Mention the decisions required to make functional the designed operations system. 

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

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

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

2) Discuss the importance of controls in Operations Management. 

15.5 LET US SUM UP 

This Unit discussed the various aspects related to operations management which help in 
improving efficiency, productivity, effectiveness and customer satisfaction. The process of 
designing operations system is related to planning design, capacity planning, process 
selection, facility-location planning, layout planning and purchase decisions. After designing 
an operations system managers must go for taking operational planning and control decisions. 
Examples from travel agency operations were cited in the Unit to make you understand the 
various aspects of and the steps involved in Operations Management. 

15.6 ANSWERS TO CHECK YOUR PROGRESS EXERCISES a 

Check Your Progress-1 r 
1) Base your answer on Sec. 15.2. 

2) Base Your answer on Sec. 15.2. 

Check Your Progress-2 I 
1) See Sec. 15.3.2. 

2) See Sec. 15.3.5. 

Check Your Progress3 E I I  
1) see Sec. 15.4. 

2) See SubSec. 15.4.2. 



UNIT 16 MARKETING MANAGEMENT 
I 

Structure 

16.0 Objectives 
16.1 Introduction 
16.2 Defining Marketing Management 
16.3 Identifying Markets 
16.4 Marketing Mix and Strategy 
16.5 Marketing Organisation 
16.6 Marketing Research 

I 16.7 Let Us Sum Up 
16.8 Answers to Check Your Progress Exercises 

I 

After studying this Unit, you should be able to: 

define marketing management, 

understand the concept of market segmentation, 

appreciate the importance of marketing mix, and 

design your marketink organisation and marketing research 

, 
16.1 INTRODUCTION 

Marketing is one of the important management functions. We have already introduced you 
to the concept of marketing and its application in tourism in Block-6, TS-1. Marketing 
teaches you the techniques and strategies to promote your product services. Whereas 
marketing management is concerned with the skills to analyse, plan, coordinate and 
implement the various marketibg strategies towards the accomplishment of customer's 
requirements and the company's objectives. In a highly competitive market like tourism as a 
manager or as an entrepreneur you would definitely be interested to improve your market 
share and expand your business. This you can do better through an understanding of 
marketing management. This is precisely what would be discussed in this Unit. 

I 

b 16.2 DEFINING MARKETING MANAGEMENT 
I 

The success of any segment of travel and tourism industry depends on the marketing of the 
product or service. Tourists have different requirements and choices. A travel agency or a 
hotcl offers a product or a ser~icc concept to the potential cistomer who has a need for it. 
Marketing management teaches you how to match the organisation's offer and the 
customer's need so that both can achieve their desired objectives. Marketing should not be 
idcntified as merely selling of products. Marketing is primarily concerned with 
understanding the needs and desires of the customers and their choice of products. From 
the company's point of view marketing focuses on which products to produce and why, at 
what price, when, etc. Marketing management is the setting of marketing goals considering 
company rcsources and market opportunities and the planning and execution of activities 
required to meet the goals. Keeping in view this aspect the producer of the tourism product 
or service has to plan, organise, monitor and control marketing operations. To be successful 
it is essential for a marketing professional to identify, respond and adapt to market changes 
ahead of competitors. Now let us see, how one can understand the customer's need and the 
market. 



Management Functions 163 IDENTIFYING MARKETS 

In marketing management our major concern is to manage that process which: 

e identifies the needs and interests of the customers, 

helps in designing a product or senice that matches the customer needs, 

e promotes, sells and delivers that product or service. 

Infact, customer's need is the focal point for formulating any marketing strategy. The 
demands and preferences of the customers are of varying nature as is particularly tht case in 
tourism. To meet the varying interests of the tourists your job is to categorise your clienteles 
on the basis of certain common bases. The process through which we distinguish our 
prospective clientele into homogenous and distinctive groups is called market segmentation. 

Different criteria aye used for segmenting consumer markets like geographic, demographic, 
economic, social and psychological. Geographic dimensions used for market segmentation 
are region, topography, climate, urban, rural, etc. Demographic variables like ethnic ' 
background, age, social class, religion, etc. can become useful segmentation base. Income is 
the main source of buying capacity and it can be considered as a sole factor when segmenting , 
markets. Personality, life style, preferences, values which are considered as psychological 
bases may be used for segmentation. In the backdrop of this general principle of 
segmentation you have to decide your market segment. Before reflecting a base you must 
have substantive knowledge about customers. So far as travel and tourism is concerned there 
are number of segments further divided into sub-segments. For example you have - domestic 
and foreign tourists, high budget and low budget tourists or adventure W i s t s  or ethnic 
tourists, etc. However, in segmentation four critepia must be applied indrder to make it 
usable and effective. They are: I 

descrete or clearly identifiable, 

measurable, 

e viable, and 

appropriate. . . 

Therefore segmentation of market is a scientific process based on collection of information 
about the customers requirements. Segmentation helps in offering services and products 
according to the specific needs of the customers. As managers you have to decide the - 
segment, you want to cater to and accordingly plan your organisation's activities. 

16.4 MARKETING MIX AND STRATEGY 

When you have to offer a product or service for sale you have to take w e  of certain factors 
like speciality of your product, expected price, mode of promoting your product, channels of 
distribution, etc. Actually marketing managers are concerned with four basic decision areas 
or elements which are known collectively as the marketing mix. These four basic elements 
known as 4Ps are: 

Product 

Price 

Promotion, and 

Place (distribution). 

We can say that these are four levers or controls which have to be used skillfully by a marketing 
manager to achieve the desired goal. A company's success depends on good formulation of 
its marketing mix. Each of the four Ps includes many important sub- elements. For example, 
any activity related to a product or seavice includes, 

quality 

features 
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brand name Marketing Management 

packaging 

services, etc. 

Similarly, promotion includes advertising, sales promotion, brochure preparation, public 
relations activity, etc. Planning is most important to develop appropriate marketing mix. In 
planning of the market you have to take care of the following facts: 

analysis of the existing market situation, 

e identification of problems and opportunities in the situation, 

defining the objectives of the marketing plan, 

e designing the marketing strategy, 

developing the marketing programme, and 

budgeting, forecasting sales and estimating cost and profit contribution. 

This is not an one time activity. Market changes very often and naturally the requirements 
also change. So you have to keep pace with the ever-changing market situation and for this 
constant monitoring and re-evaluation of objectives and strategy needed. 

It is the marketing strategy which primarily determines your rate of success. Marketing 
strategy refers effective utilization of company's resources to achieve market success. To 
develop market strategy you have to decide your target market, formulate accordingly the 
marketing mix and take note of the competitive market environment. Let us think of a 
situation. You are working for a tour operator or owning the same business. In the market 
there are other competitors also. Now you want to increase your market share. How would 
you move? There can be number of options to do that: 

- by adding new destinations 

by offering lowest prices 

by offering attractive packages 

I by increasing promotional campaign 

As a marketingmanager studying the existing market situation and the resources and capacity 
of your company you have to decide the most appropriate strategy for your company. 

Check Your Progress-1 r 
1) What do you understand by marketing management? 

2) What are the different bases for market segmentation? How does it help tourism 
industry? 



Management Functions 3) You are planning to open a travel agency. How will you decide your marketing strategy? 

16.5 MARKETING ORGANISATION 

In tMs Section we will introduce you to the various ways in which the marketing function can 
be organised. Organisation refers to a system or framework in which various activities are 
performed. Marketing involves division of tasks and effective coordination with others. Thus 
to be successful in marketing the marketing functions need to be organised. This involves 
three main tasks: 

planning and control, 

executive, and 

coordination. 

Groupings the functions of the organisation into departmentstdivisions based on the nature 
of jobs/tasks, to be done and then proper coordination and control of the departments are 
the essential functions of an organisation. Size of the company, size of the market, nature of 
the customer, range and variety of product lines, etc. are important factors to be considered 
to decide about the type of organisation. There are however two main ways in which functions 
or tasks can be divided: 

geographically or 

by specialization. 

For example, suppose the company in which you are working has expanded its business to 
different regions. In this situation in place of one person looking after all regions if you 
appoint one person in charge of each region then definitely the market would be better 
controlled. This is called geographical division. 

There can be another situation, when it may be difficult for only one person looking after 
s$es, product promotion, distribution, market research, etc. In that case you can divide the 
job responsibilities as per specialisation. So what type of organisation you tleed is basically 
dependent on market environment, objective and resources of your company and financial 
viability. In case of tourism the most common functions in marketing are: 

advertising and promotion, 

sales, 

customer service, 

marketing research and planning. and 

new product development. 

In a small company all these functions may not be separately identified and differentiated. 
But these are the most common functions in marketing and the success of business depends 
on effective planning and coordination of these functions. 



16.6 MARKETING RESEARCH Marketing Management 

You may have already understood that for effective marketing it is most important to have 
proper feedback about the market. Your marketing plan' and successive action depends on 
getting the information about market environment and customer requirements. Here comes 
the role of marketing research. It is suggested that market research involves 'the gathering, 
processing, analysis, storage and dissemination of information to facilitate, and improve 
decision making. Research may not provide solutions to management problems. But it 
definitely reduces the amount of uncertainty and risk associated with marketing decisions. 
Market research also helps in identifying untapped customer's market. Two important areas 
which need to be looked for information are: 

market assessment, and 

product evaluation. 

Market assessment is concerned with information about: 

how many customers, 

where they are located, 

what is their age, sex and salary, 

how to reach them, 

trends and changes in the above information. 

Product evaluation is concerned with: 

trends in sales and market share, 

competitive products and shares, 

prices and price structures, 

features and speciality of the products, etc. 

The next question is how to get information. Actually market research involves five broad 
stages: 

Defining the problem and deciding the objective - 
planning of research, 

field work, 

analysis of data, 

submission and evaluation of report: 

We are not elaborating each step. There is a separate Unit on Market Research in Block-2, 
TS-6. However, through an example we can have some idea about how to do market research. 
Suppose you want to open a hotel in a tourist site. In this case your objective isclearly defined, 
i.e. to set up a hotel. Second step is to def ie  your research objective which is clear here, 
opening of hotel. So you have to plan what type ofinformation you need and how to design 
your research. This may include the type of customers, their financial status, tastes, etc. Next 
is the collection of data. The existing available information in the form of reports prepared 
by various government and non- government organisations is called secondary data. And 
information which is collected directly from customers, local people or other information 
sources is known as primary data. For collection of data one can take the help of research 
agencies or can employ investigators. 

Data collected from various sources need to be analysed carefully and the major findings have 
to be summarised. Final stage in marketing research is the presentation and implementation 
of the findings and other recommendations. The most important point to take care of is cost 
effectiveness of the research project. Necessity for marketing research and the techniques 
available are generally the same in travel and tourism as in any other form of consumer 
marketing. 
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Check Your Progress-2 r 

1) What is the role of organisation in marketing management? 

2) In what way marketing research helps in managing the market? 

16.7 LET US SUM UP 

Marketing is an essential activity in tourism industry like in any other business. Marketing is 
primarily concerned with the idea of satisfying the need of customer. The success of a 
company, big or small, depends on the customer's acceptance of its product. The concept of 
marketing management is essential to improve efficiency and get better results in marketing. 
Marketing management basically helps in coordinating the various efforts of an organisation 
to ensure the fulfillment of customer requirements. The points to remember in this regard 
are: 

What are we trying to achieve? 

a What needs to be done to achieve it? 

How is this need tb be undertaken? 

The activity itself. 

a Evaluating what has been done? 

16.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 EI3 
1) We have explained the definition of marketing management in Sec. 16.2. 

2) Geographic, demographic, ecnomic, socid,e tc. segmentation of market, helps in 
offeringt services and products according to specific requirements. See Sec. 16.3. 

Check Your Progress-2 E I I  
1) See Sec. 16.5. 

2) Market research provides informations about the demands of products, trends of the 
market, etc. Informations gathered through market research help in effective planning 
and executive of the job. See Sec. 16.6. 
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17.0 OBJECTIVES 

1 . After reading this Unit you a. 

1 become aware of the organisation of information technology for collection and 
I generation of specific information, 

learn about the application of information and technology in the area of tourism, 

have an idea of information handling related to the particular tour using computer, 
I 

have an understanding of information networks in planning and execution, and 

know the managerial tasks related to the role of information and technology in tourism. 

1 17.1 INTRODUCTION 

Until the 1950s, tourism management focused on m a t e d ,  natural tinanciH and human 
potentials without realising the importance of information as a sector of economic value. 
Information has now become one of the most important links between producers and 
consumers of tourism services. Information TechnoJogy (IT) has further enhanced the speed, 
accuracy and integration of various tourism activities. Information technologies have had 
considerable impact on the tourism industry. System of Information Technologies affects 
various components of the tourism systems like the delivery of tourism services, management 
of tourism, marketing of tourism products, and producer and or consumer relationship. This 
Unit gives you an idea about the role of information and technology in tourism and the 
managerial tasks involved therein. 

17.2 MANAGERIAL ROLES 

Generally, when one deals with management, the emphasis is on human resource 
development, finance or marketing. However, with the technological revoliltion the 
management and application of technology has a direct bearing on the success of any 
enterprise. For example, in case of holding conventions, Fax, Computers, Xerox, E-Mail etc. 
are inbuilt in the product. Hence, it is essential for both managers as well as entrepreneurs 
in tourism to take note of what is termed as management of technology. Certain steps can be 
taken in this regard: 

upgrade your knowledge in relation to information systems and new technology, 

analyse their merits and demerits in relation to your own enterprise, 
- - - - - - -. 



Management Functions it is after this assessment that you should go for adapting your orgaoisation's ~olicies in 
relation to such information and technology, 

you should have trained and qualified people to man the technology, 

ensure that the information and technology is utilised in a productive way and it functions 
effectively, 

ensure proper maintenance contracts for the technology you are using, 

lastly, and most important is that you have to create such an environment within the 
organisation where people adapt themselves to technology, accept innovation as normal 
and do not resist the induction and use of technology. 

One crucial step, often ignored or forgotten by managers, is to have alternative strategies in 
case of technology failure. You can guess the chaos that is created when the railway's 
computerised reservation system breaks down. 

173  ROLE OF INFORMATION IN TOURISM 1 
Information is a vital element of any system or industry to exist and prosper. Tourism industry 
as a matter of fact requires large amount of information on various areas. The role of 
information in tourism is vital lor everyone. For example, a tourist guide requires historical 
andtultural information of the place; a tour operator requires information on transportation, 
reservations, accommodations and marketing, a tourist requires information about the 
destination and so on. As a manager in any segment of the tourism industry,one has to know 
about the wide spectrum of information alongwith the use of information technology and 
telecommunication for speed and accuracy in handling tourism operations. Besides this, 1 
touristic information encompasses many more areas such as personnel information about the 
tourist,like tourists wants and needs, tourist generating markets etc. i 

Role of information increases when more variety or change becomes important. If a tourist 
is taking a routine trip some variety might be desirable through change in route or side trips. 
And to inform potential travellers about attractions and the availability of information to them 
many tourism enterprises provide information in newspapers, magazines and cable TV or 
internet. 

. 
17.4 INFORMATION MANAGEMENT 

Information Management (IM) is an area where: 

one has to study how to collect information from various sources (such as printed or 
non-printed), 

the collected information is to be systematicgly processed keeping in view the users 
requirements, and 

the'processed information can be printed as information products. 

This information collection, information handling, information generation and usage etc. 
form part of Information Management. 

17.4.1 InformationtData Collection 

A manager must know the difference between data and information. 

Data is raw and unanalysed numbers and facts. 

Information is that data which has been organised and analysed in a meaningful way. 

Information gathering or collection of data related to tourism involves lot of interaction with 
various agencies. For example in organising a tour programme ane requires data related to 
places, routes, weather, food, accommodation, transport facilities, attraction etc. All such 
data have to be obtained from respective sources like places, routes information through 
historical data related .to the area, tourist department of that area, accommodation 



information from the hotels from that area or state local tourist offices etc. The information I ~ ~ O - U O ~  T W ~ ~ O I ~ ~ V  

so collected would then be arranged in a systematic way. Here it must be noted that .nd M e n e s c d  
information supplying systems are necessary to support managerial functions of planning, 
organising, leading and monitoring. 

17.42 Information Generation 

In tourism when you are getting lot of information from various source and also collecting lot 
of information locally, the information base can be used to generate or produce literature 
specific to the needs of the organisation. For example a brochure containing information on 
accommodation, food, weather, facilities and attractions may be broughtout or a pamphlet 
giving details about visiting places, ethnic background, handicraft, adds to the tourists 
interest. With the use of technology organisations develop product databases, containing 
destination data. The C D Roms prepared by Rajasthan Tourism Department is the best 
example in this regard. A limited amount of marketing activity using customer database has 
also been undertaken integrating information networks and communication facilities. 
Likewise one may generate the Visitor Information System so as to boost the tourist business 
locally and nationally. 

17.43 Information Handling 

Once the data is collected (on the sheets and as printed leaflets), it has to be organised and 
analysed properly so to get any piece of information easily. For example, each tour 
programme requires specific organisation of information under different heads, so that a tour 
group or an individual will find the required information. The various a'ECess points to the 
information and its storage and retrieval can be done using computer with speed and 
accuracy. If the tourist information required by tourist is not available on thelocal computer, 
there must be facility available to get this information from other computers using latest 
available Information Technology (IT). 

In fact, for every component of the tourism industry information handling is vital for 
operations. To what use the information is put to and how, are the important managerial 
tasks. 

Timely 

Analysis 

Check Your Progress-1 

1) Differentiate between data and information. I 



;> 
Mamgement Functions 2) What steps should be taken in technology management 

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

17.5 INFORMATION TECHNOLOGY 

Technology which helps in inkormation handling, information generation, communication of 
information and information viewing is known as Information Technology(1T). The simple 
automation of information using computer is a preliminary area of IT. Once the information 
or data is in computer this may be transmitted using networking system. Information 
communication involves use of technology like E-mail, telephone, fax, paging, teletext and 
teleconferencing etc. Besides computer and communication technologies a tourism 
personnel should also have knowledge of multi media handling and audio and video 
interaction etc. 

Technology 

4 

Satellite 

17.5.1 Computer Applications in Tourism 

Computer is an electronic machine which helps in storage of information or data. It is 
manipulated in various ways (see figure) as we do require for our day to day work. Computer 
also helps to store graphics, pictures and audio clippings, and finally present them is as a 
multimedia enviro~lent for tourist. Therefore, it is must to have basic knowledge about the 
software and hardware of this important part of information technology particularly at the 
managerial levels. 

Computer runs on softwares, one has to learn the Operating Software (0s)  - DOS, Window, 
UNIX, NOVELL etc and then go into the details of Application Softwares related to tourism 
industry. With the help of a simple word processing software - Wordstar or Word Perfact or 
Word one can create Data File on different Tourist Spot - giving information related to the 
region, people, places, food and facilities etc. From these simple tourist spot file one can 
create alongwith it the file or database of tourists giving information of marketing activity 
and these two can result into Destination Databases. 

Technology Uses 

Market Linkages & 
Research 



Reservation Information, Technology 
and Management 

Computers are of great help in the area of reservation be it a travel reservation or hotel. The 
airline Computer Reservation Systems are the most notable example of change. The first 
Information and Reservation Systems were developed during mid 1970s in the United States. 
In 1987 AMADEUS was developed by Lufthansa, Air France, Iberia and Scandinavanian 
Airline System; and GALILEO was developed by British Airways, KLM, Swissair. At the 
end of 1970 airlines in the Asian/Pacific also developed their own Information and 
Reservation System. ABACUS is based on software technology of the American systems 
PARS and was founded by Singapore Airlines, Cathay Pacific Airways, China Airlines and 
Royal Brunei Airline (ABACUS). FANTASIA was developed by Japan Airlines and Qantas. 
For making air-reservation on your PC one has to connect it through modem using telephone 
line to concerns airline office. The PC at travel office has special software, Delta Software 
(P) Ltd developed a software, TravelEase which helps to connect to SABER system using 
SITAR and after connectivity is made om can go for registering itinerary details of the 
traveler. 

Hotel reservation system though based locally later goes into wide area frame. In India 
Information Systems Division, ITC limited has developed Hotelier - a comprehensive 
solution for hotel management. It performs various services like reservation, kheck-in, 
Outlet services, housekeeping and Check-out. And, it helps to keep tracks of tourist business 
performed with upto the minute information on all the business entities in the hotel. 

CD-ROM (Compact Disk Read Only Memory) has similar functions as a normal music CD 
except that it also contains text, pictures and graphics etc. By means of CD-ROM all kinds 
of destination criteria that can be of interest to tourist are listed; description of an area or 
town, climate, water, temperature, sporting activitiei and location, service, availability of 
rooms, and price of hotels. Thus it can be a individual travel product fit for the tourist. The 
only pre-condition for trzvel offices in order to use CD-ROM databases as a new marketing 
tool is to have a Personal Computer (PC) equipped with a special CD-ROM drive. 
Multimedia CD-ROM are also available in India on various Indian tourist places and 
historical monuments. (one made by INTACH on Humayun Tomb) 

Online Travelling 

This is the final frontier of information technology the online Travelling using the concept of 
virtual reality. Travelling in virtual reality using computer and a special spectacles to a place 
which is not there and yet it is right in front of you - a d  behind below and above. This is the 
working glass creating new worlds, or re-creating "real world environments. VR 
technologyionline Travelling is likely to have a major impact on the future tourism industry. 
It may potentially redefine the nature of tourism as we understandit today. One canvirtually 
travel to his destinations and can have the feel about it. Computer - generated graphics and 
special effects in movies such as Star Wars and Jurassic Park are of early developments in 
VR. Tourist will soon be able to enjoy the VR or online travelling experiences such as flying 
and reaching Taj Mahal in India. And moving on the steps to the Taj and passing through 
the walls and minarets, all within a realistic, but simulated environment. 

17.5.2 Information Networks 

Data or information networks involves the connectivity of computers to each other for . 
accessing or exchange of information. The computers so connected result into various 
computer/information networks the basic ones are Local Area Networks (LAN), 
Metropolitan Area Networks, and Wide Area Networks (WAN). To communicate with 
mother computer at a distance, it wiIl be necessary to take into account the available 
communication links, the interface device (e.g. modem) and the commlmication protocol to 
be used. 

Integrated Tour operating Digital Network Services (ITDNS), sponsored by European 
community is making use of personal computers already existing in travel offices. Through 
specially installed ITDNS cables travel packages and all kinds of touristic information1 offers 



Management Functions After being transferred, the data will be filed in a database of a PC in order to be available 
when needed. In India we have to build up Tournet, to improve tour package and service 
better. 

17.6 COMMUNICATION IN TOURISM 

Communication technologies in tourism industry provided opportunities for business 
expansion in the geographical marketing and operations sense. India, being a tourist 
destination, it becomes more important that tour operators and individuals interacting with 
tourists should have the basic skill of using telecommunication devices, such as telephone, 
mobile phone, fax, electronic mail, telex, phonopram, paging, teleconferencing, teletext etc. 
They can also be well versed with audio and video interaction alongwith multimedia facilities. 
As a tourist personnel atleast you should have the knowledge about the common 
communication instruments. Now the telephone has many important features like pulse 
dialing, tone dialing, Redial, Mute, in-use indication etc. In Delhi, the Mahanagar Telephone 
Nigam Limited has provided many more facilities to the customers like, Dynamic locking 
facility for STD (Subscriber Trunk dialing) and ISD (International Subscriber Trunk 
Dialing") Phonagram (dial 185) Wake up call (dial 173), Time (dial 174), Lightning call (dial 
189) which is eight time charge than anormal call. Cordless telephone instrument as the 
name indicates it consists of two units one as Base Unit fmed near telephone Rosette and 
main 220 V AC alongwith 12 volts DC adoptor another remote instrument or cordless 
instrument works in around a range of 100 meters from its Base Unit. Mobile Phone or cellular 
phone is latest additions in India. It is a device similar to wireless, a total cordless telephone 
service which works anywhere in the city area. One can receive and dial the call to any place, 
but the costs are high. There is another device, Paging, which help in passing the messages. 
Paging means passing a message (Number or Text) to a person who is on the move and who 
cannot be contacted on telephone. It is only a one way communication from the sender to the 
person on move with the Pager. The sender of the message calls the Network Operators on 
a telephone and gives to the Network operator the Pager Numher of the person to be 
connected and the message on its Transmitters. The message is transmitted using FM RDS 
(Radio Data System). The person on the move receive the message on its pager. 

Telex - A combination of Telephone plus Typewriter can be presumed as a Telex. In which 
you dial local, STD or ISD Telex Number, on maturity of call you start typing manually or 
stored message processed on perforation or on an electronic telex machine for its 
transmission. Similarly you can receive the messages. 

Facsimile (FAX) is a compact electronic machine that uses advanced telephone and 
computerized image sending technology to send copies of your documents any where in the 
World. For sending a fax gently insert the loading edge of the document upside down into 
the loading slot until you hear a beep tone and the machine has begun to grab the document. 
The unit display 'Document Loading'. After the document is secured the unit displays the 
standby mode. The document is now loaded and ready to send and dial the number of the 
remote fax machine you want to send. 

Audio and Video Interaction 

Audio and Video Interaction (AVI) facility for business travelers is highly useful, 
teleconferencing is one such area where people sitting at different places can interact with 
each other getting both picturc and sound. Teleconferencing require a high-tech hardware 
a studio with Camera, Television and mike, Earth station, Satellite Transponder space at one 
end and the similar facility at other places as to have live interaction. Colour television to the 
tourist make him more relaxed after a day outings. Colour television with multi channel, 
cable net and teletext adds to further entertainment during relaxation hours. Teletext service 
provided by Delhi Doordarshan and National Informatics Centre provides information 
related to national and international news Arrival and departure - air and train news, train 



Check Your Progress3 I InformrrrmrrUon,  technology 
and Mamgcmtnt 

1) Discuss the role of telecommunications in tourism. 
/ 

2) How do you perceive the role of technology in future tourism operations. 

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

17.7 LET US SUM UP 

Information and Technology are vital to the development and growth of tourism industry. In 
a way these operations have become an additional management function. This Unit made you 
aware of certain aspects related to the managerial roles vis-a-vis information and technolagy. 
It also familiarised you with various technological users in tourism. More and more 
organisations are adopting technology for product design (Essel World, Electra City, etc.), 
linkages, market research promotion, sales and information sharing, etc. 

\ 

17.8 ANSERS TO CHECK YOUR PROGRESS EXERCISES 

1) Data is raw unanalysed figure and facts. Information is that data which is organised a d  
analysed in a meaningful way. 

2) See Sec. 172&r your answer. 

Check Your Progress3 n 
1) See Sec. 176. 

2) Use your imagination to answer their question keeping in view the role and uses of 
technology. 
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ACTIVITIES FOR THIS BLOCK 

Suppose you are managing a tourist transport agency. What qualifications will you lay down 
for appointing drivers ? Also design a training programme for upgrading their skills. 

subpose you are a manager in a travel agency. Design a Performance Appraisal Form for 
your employees. 
- - 

If possible, visit a tour operator. Try to know from him or her what kind of a marketing plan 
he or she has adopted for the organisation. 

Suppose you are a manager of a travel agency whose operations are totally manual. What 
kind of technological changes you suggest to improve the efficiency and quality of service in 
your agency. 
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After studying this unit, you should be able to: 

explain the meaning and need of profit and loss account; 

distinguish between profit and loss account and balance sheet; 

classify various income and expenses account; and 

prepare profit and loss account. 

18.1 INTRODUCTION 

The Profit and Loss Account or Income Statement is prepared to ascertain overall result of 
business activities for an accounting year. This account presents all the revenues or incomes 
and al l  expenses for earning that revenue. The net difference betwen revenues and expenses 
shows the profit or loss for that period. In this Unit, we familiarise you with the meaning and 
need of Profit and Loss Statement. You will learn the methods of preparing of the Profit and 
Loss Account. / 

18.2 MEANING OF PROFIT AND LOSS ACCOUNT 

The Profit and Loss Account is one of the important financial statements. It shows the net 
results of the business operations d ing an accounting period. It summarises all the revenues 
or incomes and all the expenses i" or earning that revenue. The net difference reflects the 
profit or loss for that period. This account is one of the most important indicators of financial 
health of the business. Let us first learn why do we prepare profit and loss account. 

Why pofit and Loss Account? 

The major aim of the business entity is to earn profit. Hence, profit and loss account is 
prepared to calculate the net profit or net loss of the business. In specific term it is prepared 
for: 

i) Knowledge of net profit or net loss: Profit and loss account provides information about 
the net profit or net loss earned by the business during a particular accounting period. 

ii) Comparison with previous year's profit : The profit figure ascertained by the profit and 
loss account for a particular accounting period can be compared with that of the previous 
year's profit. It helps in ascertaining the efficiency or goodwill of the business. 



Managhg Financial iii) Coatrol over expenses: An analysis of the various expenses included in the profit and 
Operations loss account and their comparison with the expenses of the previous period helps in 

taking concrete steps for effective control over the expenses. 

183 MEASUREMENT OF INCOME 

Profit and Loss Account measures the income generated by the entity. You must be knowing 
that income is generated from or with the use of assets. The revenue and expenses are 
important elements of profit and loss account. Hence, there arises the question of recognition 
and measurement of revenue and expenses. Let us now explai,n the basic concept of 
measurement of income. 

1) Realisation Concept: This concept deals with the determination of the point of time of 
recognising the revenue. Revenue is considered to be earned when goods are delivered 
or services are rendered to customer. The customer may pay in cash or promise to pay 
cash in the near future. The revenue realisation, therefore, does not depend upon the 
receipt of cash. For example, if a firm sell goods to a customer in month of April, but 
cash is received in May, then, the revenue is considered to be realised in April, when the 
possession of goods was transferred to customer. However, there are some exceptions 
to this rule: 

In long-term contract work in progress, revenue is recognised before completion 
of job on the basis of a proportionate or partial completion method. 

On cash basis when debt collection is doubtful. 

Hire purchase transaction in which revenue is recognised & proportion of instal- 
ment over price. 

2) Accrual Concept: Accrual concept evaluates every transaction in terms of its impact on 
the owner's equity. Profits are measured by ~hanges in owner's equity between the 
beginning and end of an accounting period. An increase in owner's equity arising from 
operations of a business is called revenue and, a decrease an expense. When revenues 
exceed expenses the difference is known as income, whereas, when expenses exc-eed 
revenues the difference is called loss. 

3) Matching Concept: This is an important concept in preparing the profit and loss account 
of a firm. The matching concept requires that expenses for an accounting period should 
be matched against related revenues of appropriate accounting period. Therefore, 
firstly the revenues earned should be determined during a particular accounting period 
and correspondingly, expenses incurred to generate those revenues during that 
accounting period are matched. This ensures that sales and cost of goods sold in that 
income statement refer to the same product. There are some expenses which can not be 
traced to any specific item of revenue, like salary of a head of division etc. These are 
charged to the accounting period in which they are incurred. They are d e d  on period 
expenses. 

4) Accounting Period : The income statement or profit and loss account is a flow report. 
Hence, in order to know the results of business operations and financial position of the 
firm periodically, time is divided into segments referred to as accounting periods. 
Income is measured for these periods and the financial position is assesed at the end of 
an accounting period. The accounting period used for external reporting is usually one 
year. It is referred to as financial year and is chosen mainly on the basis of the business 
characteristics of the firm and tax consideratibns. It may be noted that the accounting 
peridd for internal use may be half yearly, quarterly, monthly, etc. because managers 
need financial information more frequently. The majority of business units adopt the' 
year from 1st April to 31st March as an accounting year. The need for explicitly stating 
the accounting period arises because the management is interested in the state of affairs 
at frequent intervals. 



Check Your Progress-1 n 
1) What do you mean by income statement? 

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

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

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

2) What is owner's equity? 

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

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

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

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

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

3) Why do you prepare profit and l o ~ s  account? 

18.4 RELATION BETWEEN PROFIT AND LOSS 
ACCOUNT AND BALANCE SHEET 

Profit and Loss Account or Income Statement and Balance Sheet are important financial 
statements of the business entity. They reflect the financial health of the firm. 

The Balance Sheet is an important document showing the financial conditions of a fum gibing 
details about the assets, liabilities and owner's equity on a particular day. However the 
earnihg capacity of a firm through the business operations is shown in income statemedt or 
p W  a d  loss account. The Income Statement shows the results of operations of a business 
for an accounting period. It shows whether a firm is making or losing money. In the income 
statement revenues of a certain period are compared with the cost of earning those revenues. 

In other words, Profit and Loss account summarises the results of operations for the given 
accounting period whereas Balance Sheet represents the financial status of an enterprise at 
a particular point of time. Therefore, the profit and loss account is a flow report wherkas 
Balance Sheet is a stock report. The Profit and Loss Account and Balaace Sheet are related 
to each other. The Income Statement for an accounting period works as a link between the 
Balance Sheet at the beginning of and closing of accounting period. This is because Income 
Statement represents the inflow/ outflow of assets and liabilities for that period. 

I 
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The simple accounting equation shows that total clgims i.e., the claims of the outsiders and 
the proprietors are equal to the total assets of the 6rm. 

This means that the total claims include the owner's capital or equity and the liabilities. 

Assets = Equities (total cliams) 
or 

Assets = Liabilities + Owner's equity 
or 

Owner's equity t- Assets - Liabilities 

We may also define owner's equity as: 

h e r ' s  equity = Contributed Capital + Retained Earnings 

If there is no withdrawal from the business by the owners then: 

Retained Earnings = Revenue - Expenses (3) 

Elaborating the meaning of owner's equity in (1) we get : 

Assets = Liabilities +.Contributed Capital 
+ Retained Earnings (4) 

Again we can wight from (3): 

Assets = Liabilities + Contributed Capital 
+ Revenue - Expenses - (5) 

The Profit = Revenue - Expenses (6) 

The accounting summarisation of Revenue and Expenses is shown in the Profit and Loss 
account. Hence, we can say that the Profit and Loss account is an integral part of the Balance 
Sheet. In fact, it is an expansion of one of the terms of the Balance Sheet. Therefore, they 
are related to each other. 

18.5 SOME IMPORTANT TERMS 
- 

In this Section we d e h e  some important terms of Profit and Loss Acount. 
/ 

Gross Sale : This refers to the total selling price of all merchandise and services 
sold during an accounting period. However, the cash sale and 
credit sale are separated. 

Return and : Sometime it happens that the merchandise sold are returned back 
Allowances to the fum due to various reasons. The return of merchandise sold 

represents the amount of reduced gross sale. The firm should 
ensure that return of goods sold should be mininum. 

Net Sale : The deduction of return and allowances from gross sales gives the 
volune of net sales. The amount of net sales is the effective volume 
of business during an accounting period on which a profit or loss 
is worked out. 

Gross Profit : The gross profit is obtained by deducting the cost of goods sold 
from the amount of net sales. 

Revenues : Many fums use this term synonymously with sales i.e., amount 
realised from sale of goods or services. A firm may earn revenues 
from other sources like interest, dividends, securities etc. General- 
ly the income obtained from the operations of a business are 
separated from the incomes obtained from activities incidental to 
main operations. . 



Expenses 

General and 
Administrative 
Gxpenses 

Cost of Goods Sold : 

Interest 

Repairs and 
Renewals 

I Depreciation 

\ 
t 
I 

Selling and 
Distribution 
Expenses 

Insurance 

Operating Income : 

Thc income gencratcd from main operations is called operating 
income, and the income obtained from other sources is known us 
non-operating income. 

The cost of earning rcvenue 1s called expenses. Expenses occur 
when assets decrease or liabilitics are increased in order to 
produce revenue. Cost is not synonymous with expense. Cost is 
distinguished as expired cost and unexpired cost. Expired costs 
are those which have helped in geneating revenues. The expired 
costs are considered as expenses in income statement. Unexpired 
cost are considered as assets in Balance Sheet. In recognising the 
expenses. the principlc of associating cause and effect, principle of 
systematic and rational allocation and principle of immediate 
recognition are followcd. 

As per the principle of cause and effect, certain costs expire in an 
accounting period and can be directly associated with specific 
revenue recognised during the period. Example of such costs are 
those related to producing goods that are sold. 

The principle of systematic and rational allocation deals with 
those costs which expire to generate revenue during a period but 
cannot be associated with specific revenuc. Depreciation expense 
is an example of such costs. 

The principle of immediate recognition states all those costs which 
will not provide any future benefits should be recognised immedi- 
ately. The selling and administrative. expenses and losseses are 
exarnple of such.cpsis. 

These are the expenses incurred in support of the firm's non- 
productive activities and include marketing expenses, salaries of 
corporate staff personnel, and other miscellaneous expenses. 

This represents cost of raw material, labour overheads, and other 
expenses that can be matched against the goods sold by the firm. 

The fmed charges paid by the firm on the money borrowed arc 
called interest. This is a non-operating expense. Interest receiv- 
able should be shown separately. All interest whether receivable 
or payable by firm should be calculated on da:e of close of account- 
ing period and should be shown in the income statement. 

The amount incurred in repair and renewal of existing assets such 
as plant and equipment, machinery, building:; etc. are considered 
expcnses. 

Depreciation is the process of allocating cost to a tangible fixed 
asset over its life in a rational and systematic manner. Deprecia- 
tion is charged to fmed assets like plant and machincry, buildings, 
office furnitures, equipments etc. In order to arrive at true profits 
made in an accounting period, provision made for depreciation 
should be charged from profits made during that period. 

These include the salaries of those engaged in selling and distribu- 
tion of gr-ods, commissions for selling, advertising, cost of samples, 
packing char&, 'PS etc. 

This incluues premium paid against fire, or other type of risks 
involved in carrying out the business. If such payments extend 
beyond the accounting period for which income statement is 
prepared, then the amount attributable to the accounting period 
only is cunsidered. 

The before tax profit after all the operating expenses have been 
deducted from the gross profit is called operating profit. 

Understanding Profit 
and Loss Staernent 
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Man* Finanelel Inco,me Tax : Operating profit determines the taxable income and income tax is 
operauorm calculated accordingly. The net profit obtained after deducting 

the income tax is called the profit after tax. 

18.6 PREPARATION OF PROFIT AND LOSS ACCOUNT 

Profit and Loss Account is a summary of all accounts dealing with transactions relating to 
revenue and expenses. It is a statement of the profit earned or loss incurred during an 
accounting year. This statement is very useful to the end users because the analysis of this 
statement enables the evaluation of profitabiity of the business operations. 

In the preparation of the Profit and Loss Account all expenses (indirect expenses and losses 
relating to normal activities of the business are shown on the debit side of the Profit and Loss 
Account. For example, administrative expenses, selling and distribution expenses, financial 
expenses, etc. All incomes and gains (other than sales) such as rent received, interest and 
commission received, etc., are shown on the credit side of the profit and loss account. You 
should also know that all direct expenses (expenses relating to purchase and manufacturing 
of goods) are shown in the debit side of the Trading Account and direct incomes are shown 
in the credit side of the Trading account. The difference between direct revenues and direct 
expenses are known as gross profit or gross loss. 

On other hand, the difference between indirect revenues and indirect expenses are termed 
as net profit or net loss. In other words, the net excess of all revenues over all the expenses 
during the accounting year is known as net profit. The net excess of all expenses over all 
revenues is termed as net loss. 

Now it must be clear to you that Profit and Loss Account is a summary of all accounts dealing 
with transactions relating to revenue and expenses. You can also understand about the 
preparation of Profit and Loss Account through the help of the following equation: 

Assets = Owner's capital or Equity 
or 

Assets = Liabilities + Capital . 

We can further elaborate this equation as: 

Assets = Liabilities + Capital + Revenue - Expenses 
or 

A = L + C + R - E  

In the above equation the withdrawals or dividend have been ignored. If we consider 
withdrawal, it means that the assets will be lesser by the amount of the withdrawal. Then we 
can wright the equation as: 

A =  L + C + R - ( E + D )  I 

(Where D = drawings or dividend) or we can wright the equation in the following form : I 

This is the basic accounting equality. Here, the quantities on the left hand side are referred 
to as debit or Dr. in short and quantities on the right hand side as credit or Cr. in skiort. Let 
us now learn the preparation of Profit and Loss Account through the help of an example. 

The Profit and Loss Account may be presented either in the accounting format or report 
format. In the first case, all the revenues earned are shown on the right side and all expenses 
incurred on the left hand side. Thus, profit is a credit balance, while loss is a debit balance. 
The format for this type is shown below : 



The Account-Format of Profit and Loss Account 

M/s. ABC Company Ltd. 

Profit and Loss Account for the year ended on December 31st, 1995 

Expenses Revenues 

Cost of goods sold 

General & Admn. Exp. 
Selling Expenses 

Interest 

Depreciation 

Non-operating Exp. 
, Provision for tax 

Net Profit 

\ 
(b.) (h.1 \ 

10,00,000 Sales 15,00,OOO 

l ,~ ,OOo Other Income 2,00,000 

60,000 

40,000 

l , ~ , c ' o o  
- 40,000 

60,000 

3 , ~ , 0 0 0  

Net Profit 

Provision for Dividend 1,70,000 

Reserve and Surplus 1,30,000 

The Profit and LQss Account can also be presented in the report form. In this type, there is 
a mention of operating revenue and non-operating revenues. It also gives information about 

, gross profit, profit before tax and after tax. 

Income Statement in Report Form 

MIS. ABC Limited Profit & Loss A/c 
for the year ended on Dec. 31,1995. 

I 
I Sales 

Less Cost of Goods sold 
t 

I 
Gross Profit 

Less Operating expenses: 

General and Admn. expenses 

Selling Expenses 
f 
i Depreciations 
I Operating Profit 
L 

Less Interest 

1 
Other Income 

Less Non-operating Expenses 

$ofit before tax 

Gess provision for tax 
I 
I Net Profit (after tax) 
I 
I 

Provision for Dividend 

.Understanding Profit 
and Loss Staemcat 

Reserve & Surplus 



Check Your Progress-2 

1) Distinguish between Gross Sale and Net Sale. 

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

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

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

2) What do you mean by Operating Income ? 

18.7 LET US SUM UP 

The Profit and Loss statement is one of the important financial statements. It summaries all 
the revenues or incomes and all the expenses for earning that revenue during an accounting 
period. The statement is prepared to know the net profit or net loss, to compare with previous 
year's profit and to control over expenses. The important processes of recognition and 
measuremnt of revenue and expenses are Realisation, Accrual, Matching and Accounting 
Period. This account is an integral part of the Balance Sheet. The Profit and Loss Account 
may be presented either in the accounting format or report format. 

18.8 KEY WORDS 

Operating Profit : It is the difference between gross profit and operating expenses. 

Profit before : It is sum of operations profit and non-operating profit. 
interest and tax 

18.9 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
1) Read Sec. 18.3. 

2) See Sec. 18.4, 

3) See Sec. 18.2. 

Check Your Progress - 2 E I I I  
1) Read Sec. 18.5. 

2) See Section 18.5. 



UNIT 19 UNDERSTANDING 
BALANCE SHEET 

Structure 

19.0 Objectives 
19.1 Introduction 
19.2 Balance Sheet 
19.3 Basic Concepts 
19.4 Forms of Balance Sheet 
19.5 Structure of Balance Sheet 

B5.1 Assets 

195.2 Liabilities 
19.5.3 Equity 
19.5.4 Reserve and Surplus 

19.6 Analysis of Balance Sheet 
19.7 Let Us Sum Up 
19.8 Keywords 
19.9 Answers to Check Your Progress Exercises 

After going through this Unit, you should be able to: 

explain the concept of Balance Sheet, 

describe the formats and structure of Balance Sheet, 

classify different assets, liabilities and capital that appear in the Balance Sheet, and 

analyse the Balance Sheet. 

: 19.1 INTRODUCTION 

F i c i a l  Statements are useful indicators of how a business has beendoing, whether it enjoys 
a healthy financial position or not, and its financial relationship with various parties at any 
particular time. It covers three important documents viz., Balance Sheet, Profit and Loss 
Account and Source and Application of Funds Statement. In this Unit you will learn the 
concept and structure of Balance Sheet in detail. 

19.2 BALANCE SHEET 

A business organisation conveys financial information to the users-through financial 
statements and reports. A financial statement is nothing but collection of data organised . 
according to logical and consistent accounting procedures. Accounting involves three 

1) The recording of transactions in books of original entry also called journalising the 
transactions. 

2) The classification of these transactions in ledger. 

3) The summarization of these records. 

The preparation of financial statements takes place in third phase of accounting process. - According to accounting view the Balance Sheet is a ?:-t or summary of the balances of 
various accounts after a formal closing of the books for a period. The balance of each 
account indicates the position of that account and, therefore, the Balance Sheet may be 
regarded as a master account or summary of the position of different accounts. 13 



Mhnaging Financial A Balance Sheet shows on one side the various sources from which money used in the business 
Operalions came. These sources consist of the owner's capital, loans taken from various parties and the 

amounts due to other parties for goods purchased, expenses incurred, and the profit made 
in the business but not withdrawn. On the other side th& Balance Sheet shows in what way 
the money was used in the business. It consists of things (mwmed by it, such as permanent 
assets, stock, cash and also amounts yet to be received from other parties. A Balance Sheet 
is a photograph of the business at any point of time. 1 
In specific term, the Balance Sheet: 

i) indicates the financial position of a business as on a date or at a point of time, 

ii) shows the different sources from which money or money's worth was obtained for the 
business from its inception, and 

iii) shows the various forms in which money or money's worth has been employed in the 
business from its inception. 

In short, you should keep in mind the following important aspects of Balance Sheet: 1 
i) A Balance Sheet is always prepared from the point of view of the firm, company or 

business, and not from that of its owners, creditors, directors or employees. 

ii) The financial position of the business is shown in the amount of various assets like land, 
buildings, machinery, stock in trade, cash or any other thing of value. 

iii) The financial relationship of the business is shown: 

to its owners in the amount of capital, reserves and undistributed profits, 

to its creditors in the amount of loans due to them, and 

to its debtors in the amount due from them. 

iv) A Balance Sheet always relates to a particular point of time or date and not a period. 

v) A Balance Sheet is always expressed in terms of money or money value. 

vi) Since the amount obtained by the firm from various sources is shown on one side and the 
amount used for various purposes is shown on the other, the total money value on both 
sides of the Balance Sheet must be the same. 

193 BASIC CONCEPTS 

A Balance Sheet is a financial statement that shows the financial position of a fi-  mas on a 
specific date, usually on the close of the accounting period. The Balance Sheet contains 
information about the resources and obligations of a business enterprise. In accounting 
language, it shows the assets, liabilities and equity for the firm as on specific day. 

The Indian Companies Act 1956, requires that Balance Sheet should give a true and fair view 
of the state of affairs of the company. In addition to this, contents and presentation of periodic 
final accounts of business are governed bybasic accounting concepts. The concepts which 
are central to the preparation of financial accounts and statements are: 

Going concern, 

Entity Concept, 

Consistency, 

Prudence, 

Accruals, and 

Dual Aspect. 

Going Concern concept assumes that the business entity shall continue to exist and operate 
unless there is an evjd~nce to the contrary. This has an important implication for thevaluation 



of assets and liabilities. Assets are normally carried in the books at their cost less und.m- 

depreciation, and not at their liquidation value. This reflects better value of assets. Likewise, Bflhlce sheet 

liabilities also reflect what the business owns, not the liquidation value. 

Consistency concept requires that the accounting treatment of items, in different periods, 
should be followed consistently. 

Prudence (or conservatism) basis of accounts preparation requires, that: . 

1) Profits will not be recognised until they are realised. 

2) Losses will be recognised as soon as they are apparent even though they have not been 
realised. 

The rationale of this convention lies in considering the uncertainty of events. 

Accruals (or matching) mean that income and the costs of earning that income should be 
identitied i.e. matched, when calculating the income of a period. Costs and incomes are to 
be recognised as incurred or earned - not when money is paid or received. 

Entity Concept: In accounting, a business enterprise is considered to be a separate entity 
than the owners. Therefore, transactions are recorded from the view point of enterprise. 
Accordingly, when financial statements are prepared then the personal assets or liabilities of 
the owners are not considered. 

As per Dual Aspect concept, assets equal liabilities. Assets indicate what business 'owns' 
while liabilities refers to what business 'owes'. The term liabilities includes capital and other 
liabilities of the firm. 

19.4 FORMS OF BALANCE SHEET 

As the Balance Sheet conveys the financial position of a firm, it should mention the name of 
firm and date to which it applies. This is termed as the heading of Balance Sheet. The Balance 
Sheet can be prepared in the Conventional 'T' Form or report form. The Exhibit-1 below 
shows the Conventional 'I* Form of a Balance Sheet. 

Exhibit - 1 

ABC Limited 
Balance Sheet as on Dec. 31,1995. 

Capital & Liabilities Amount Assets Amount 

Share Capital 

Reserve & Surplus 

Long Term Loans: 
Secured Loans 

Unsecured Loans 

Current Liabilities 
Provision for 
dividend 

~rovisioi for 
taxation 

Fixed Assets 
Land, Plant, Building, 
Machinery etc. 

Less Depreciation 

Investments 
(at cost) 
Current Assets: 

Interest receivable 
on Investments 
Inventoq 

Debtors 
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Operations 

Cash and Bank 
Balances 

Advances 

Other Assets M,OOo 

The above form of Balance Sheet is called 'T' Form as it looks like the English alphabet 'T'. 
On right side of this form we find assets of firm and the left side shows the liabilities of fum. 

Exhibit-2 gives the report form of balance sheet. This form of Balance Sheet is followed by 
business entities to report their financial position on a specific date. 

Exhibit - 2 

ABC Limited 
Balance Sheet as on December 31,1995. 

Funds Employed Land, Building, Plant and 
Machinery 
Less Depreciation 

Investment (at cost) 

Current Assets: 
Interest Receivable 

Inventory 

Debtors 

Cash and Bank Balance 
Advances 
Less Current Liabilities 
and Provisions 
Net Current Assets 

Other Assets 
Total Net Assets 

Financed By: 

Share Capital 

Reserve and Surplus 

Shareholder's .Equity 

Non-Current Liabilities: 

Secured Loans 500 

Unsecured Loans 100 

Total Capital Employed 

In the 'T' Form of balance sheet we find that the Assets sides and Liabilities sides are equal. 
This follows from the accounting equation (Assets = Liabilities + Equity). 



Check Your Progress-1 I Uudenrlanding 
Balance Shetl 

1) Identify any two purposes of Balance Sheet. 

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

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

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

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

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

2) What is Balance Sheet? 

3) What is financial statement? 

19.5 STRUCTURE OF BALANCE SHEET 

The Balance Sheet lists assets, liabilities and capital separately. It is an accepted convention 
that the assets and liabilities are shown into sub-groups and listed in the order of their 
liquidity. Liquidity implies the length of time required to convert them into cash. Assets 
which are likely to be converted into cash in the near future are grouped as current assets, 
whereas assets which are held by a firm with the intention of using them more or less 
permanently fall into the category of fixed assets. Similarly, liabilities which are due for 
payment in the short run are termed as current liabilities and liabilities due for payment for 
more than one year (long term) are called long-term liabilities. Let us now discuss various 
items of the Balance Sheet. 

-195.1 Assets 
-4 

Assets represents resources which are of some value to the firm. They have been acquired 
as a specific monetary cost by the firm for the conduct of its operations. Assets may be 
classified as (i) Fixed Assets, (ii) Investments, (iu) Current Assets, (iv) Other Assets. 

1) Fixed Assets 

All those assets which are held by a firm with the intention of using them more or less 
.perplanently for producing goods and services or for other regular use in basiness are 



called fixed assets. Fixed assets are tangible, relatively long lived items owned by the 
business. The benefit of these assets are available not only in the accounting period in 
which the cost is incurred but over several accounting periods. Examples of fmed assets 
include - Land, Buildings, Plant and Machinery, Motor vehicles, Equipments, Furnitures 
and Fixtures etc. The fured assets are shown in Balance Sheet at their original cost. This 
is referred as Gross Block. From this accumulated depreciation on all the fixed assets 
till date is substracted. The Gross Block less accumulated depreciation gives the Net 
block. Before going to the another types of asset let us first discuss the meaning and 
methods of depreciation. 

Depreciation 

Depreciation represents fall in value of fvred asset as a result of its use. This fall in value 
may be due to wear and tear or technological obsolescence. This applies to all assets 
except land. An equipment becomes obsolete when the technology or method of 
production used by it become outdated due to availability of newer equipments and 
method of production. The obsolete equipments are avoided for the purpose of business 
profitability. The fmed assets on Balance Sheet are shown at their net values. There are 
several methods for calculation of depreciation. The important methods which are used 
for this include straight line method and reducing balance method. 

i) Straight Line Method 

Under this method, the depreciation is charged on a uniform basis, considering 
the effective life of the asset and its residual value. For example, suppose a 
machine is purchased for Rs. 50,000 in 1980 expecting to have a useful life of 5 
years. Assuming the residual value of machine after a period of 5 years shall be 
nil, the depreciation for each year shall be Rs. 50,000/5 = Rs. 10,000 a year. 

ii) Reducing Balance Method 

In reducing balance method a fmed percentage of the asset value at the beginning 
of the year is written off (i.e. deducted) as depreciation every year. Assuming that 
the same machine as above, has to be written off at 30% per annum, the deprecia- 
tion for diierent years shall be as: 

In case of reducing balanceumethod of depreciation, the percentage should be 
. fmed such that at the end of expected life of asset, its book value is reduced to a 

sufficiently low figure which would represent the residual value. 

A firm may choose either the straight line method or reducing balance method of depreciation 
for fmed assets. The method once chosen should be followed in subsequent years. However, 
if change in method of charging depreciation is made, it should be informed in the Balance 
Sheet. The income tax act provides for depreciation allowance calculated only on reducing 
balance method. 

Investments 

Investments represent the amount invested by a firm in long term securities like shares, 
debentures and bonds of other firms or government bodies for profits or control. These 
investments are held for a period greater than one accounting period. The investments in 
the balance sheet are shown at actual cost or market value or the lesser of two depend in^ 
upon the policy adopted. 
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2) Current Assets UndcratPndiog 
Balance Shed 

Current assets are the resources of a firm which are either held in the form of cash or 
expected to be converted in to cash within the accounting period or the operating cycle 
of business. The accounting period is normally one year. The operating cycle is the time 
period taken to convert cash into inventory, selliig inventory and convert receivables 
(debtors) into cash. The components of current assets includes: 

Cash, 

Marketable securities, 

Loans, Advances and Prepayments, 

Sundry debtors or accounts receivables, and 

Inventory. 

Let us now discuss them in detail: 

Cash: Cash refers to currency (legal tender), cheque or any other document that 
circulates as cash. It consists of funds that are immediately available for disbursement. 
It is the most liquid among current assets. It includes the total of cash in hand and in 
banks. 

Marketable Securities: These are investments made by a firm in shares and debentures 
of corporations and other securities of relatively short period of time. These includes 
securities like treasury bills, notes, certificates of deposit and temporary investment of 
excess cash. These are valued at cost or current sale value, whichever is lower. These 
securities can be sold and bought on a stock exchange. 

Notes Receivable: These represents promissory notes which a borrower or customer 
makes to pay specified amount on specific day. 

Accounts Receivable: Accounts receivable are amounts owed to the company by 
debtors. In Balance Sheet you will also find the term sundry debtors which denotes the 
amount owed to the firm. This represents the amount usually arising out of normal 
commercial transactions. Infact, accounts receivables and sundry debtors represent 
unpaid customer accounts. These are also known as trade receivables, since they arise 
out of normal trading transactions. Sometimes debtors may default and subsequently 
become uncollectible. These losses are called bad debts. Debtors are shown in the, 
Balance Sheet at amount owed, less an allowance for bad debts. 

Inventory: Inventory consists of stock of raw materials, work-in-progress, finished goods, 
stores and spares. Inventory is usually valued on the basis of "lower of cost or market 
price". In valuing inventory at lower of cost or market price, care shol~ld be taken to see 
that the valuation does not exceed the realisable value or selling price in the ordinary 
course of business. Besides current assets, other items of assets side are: 

Loan and Advances : This shows the amount loaned to employees, advances given to 
suppliers and deposits made with other agencies. 

Prepaid Items: In many situations, some of the items of expenses are usually paid in 
advance such as rent, taxes, subscriptions and insurance. These prepaiditems are shown 
in the current assets because had these payments not been made in advance, they would 
have been shown in the cash balance. 

Deferred Charges: This represcds the pre-payments stretching beyond one year and 
so not classified as prepaid items. 

Intangible Assets 

Intangible Assets are assets or things of value without physical dimensions. They cannot 
be touched. Goodwill is the glariig example of intangible assets. Goodwill reflects the 
ability of a firm to earn profits in zreess of normal return. Other examples are firm's 
rights, patents, copy rights, trade marks etc. These are valuable for the firm. 

Other Assets: Assets which cannot be included in any of the above categories are 
grouped as other assets. They represent usually deferred charges. Pre-payment for 



services or benefits for the period longer than the accounting period are referred to as 
deferred charges. 

19.5.2 Liabilities 

Liabilities are claims of outsiders against the business or debts of the firm. They are the 
amounts owed by the business to people who have lent money or provided goods or services 
on credit. Liabilities are divided into current and long term liability. 

1) Current Liabilities 1 
Current Liabilities are debts of firm payable within an accounting period. Current assets 
are used to pay current liabilities. Current liabilities include creditors, bid payable, bank 
overdraft, tax payable, outstanding expenses and amount received in advance for goods 
or services to be supplied. 

2) Long Term Liabilities I 
A major part of the funds required by a business is obtained in the form of long term 
loans. You should recall that long-term liabilities are usually for more than one year. 
These liabilities may be secured or unsecured. 

i) Long term secured loans cover mortgages and notes where a building or other 
assets are pledged as specific collateral for debt. 

ii) Long term unsecured loans include notes and bonds. Notes payable are promis- 
sory notes with maturities in excess of one year. When the note enters the final 
year, it is transferred to current liability. 

Bonds are usually sold to public-in debenture form. A debenture is a long term 
obligation of firm to pay interest and return principal sum as per agreement. 
Debenture loan may be secured or unsecured. 

19.5.3 Equity 

The funds provided in business by the owners is called equity. Equity represents the , 
ownership rights in a company and arises from several sources. The contribution of owners 
to the company's funds is known as share capital. There are two types of shares: 1 
1) Ordinary Shares 1 
2) Preference Shares 

Preference shares carry the right of preferential treatment in regard to payment of dividends 
over ordinary shareholders. The terms of issue of preference shares usually stipulate the 
percentage of dividend payable. Once the preference dividend is paid, the residual profit 
belongs to ordinary shareholders. Similar preferential treatment is given in repayment of 
capital. 

The Preference Shares may be cumulative and non- cumulative. When the right to receive 
dividend is cumulative, they are known as Cumulative Preference Shares. For example, if a 
company does not earn sufficient profit in a year to declare divide%d, then the company may 
skip payment of dividend that year, but in the corning years when company makes profit, the 
cumulative dividend will have to be paid to the preference shareholders. The arrears of 

'cumulative preference dividend have to be cleared before making any dividend payment to 
ordinary shareholders. In non-cumulative shareholders, such right of cumulative payment of 
dividend is not available. 

Another type of Preference Shares may be Redeemable and Irredeemable. Redeemable 
preference shares are the one which are paid back after a stipulated period. The preference 
shares which are not redeemable are known as Irredeemable Preference Shares. 

% 

In case of a company there will be certain additional items shown in the Balance Sheet. These 
are the following: 



Authorised Capital: This represents the total amount of share capital which the company undrrstandiqg 

can raise through issue of shares. This amount is specified in the Memorandum of B B L P ~ C ~  Sheet 

Association. In fixing the amount of authorised capital, the management has to consider not 
only the short term requirement, but also the long term needs. At any time the company need 
not issue all the shares covered by the authorised capital. However, if a company finds that 
it requires additional capital, which is constrained by the authorisedcapital, then the company 
first has to modify it in the Memorandum of Association according to prescribed procedures. 

Issued Capital: Issued capital is total number of shares issued by a company so far. Issued 
capital is usually less than authorised capital. 

Subscribed Capital: When shares are issued to the public, the total number of shares taken 
up by various shareholders is referred as subscribed capital. 

Paid-up Capital: The applicant for shares issued by a company may not be required to pay 
the entire amount at the time of application. The company may ask to pay in installments. 
The actual amount of money which has been paid by the shareholders is called paid-up capital. 

19.5.4 Reserves and Surplus 

Reserve and Surplus are profits which have been retained in the fim. There are two types 
of reserves - revenue reserves and capital reserves. Revenue reserves represent 
accumulated retained earnings from the profits of normal business operations. These are 
held in various forms like general reserve, investment allowance reserve, dividend 
equalization reserve, etc. Capital reserves arise out of gains which are not related to normal 
business operations. For example, premium on issue of shares or gain on revaluation of assets. 
Let us elaborate upon different types of Reserves. 

1) Capital Reserve 

When the assets of a company are revalued to a higher value then than the present net 
book value, difference between them is a notional gain and shown as Revaluation 
Reserve. Revaluation Reserve is a capital reserve. A company is prohibited to pay 
dividends from the capital reserve: 

2) Share Premium Account 

When the shares of a profitable company are offered to public, the company may decide 
to offer the shares at a price higher than par value. Also at times the shares maybe issued 
at discount. The shares when offered at premium, the amount of premium collected is 
shown in a 'Premium Account'. Dividend cannot be paid from this reserve. 

3) General Reserve 

The total earnings of a company after deducting dividends paid out and any losses 
suffered, is called retained earnings. Retained earnings can be appropriated to create 
reserves for such things as future declines in inventory value, future plant expansion. 
Sinking fund reserve or the retained earnings not transferred to any specific reserve 
account is appropriated to general reserve. In other words, undistributed profit not 
required to be transferred to any specific reserve account is usually accumulated in the 
General Reserve Account. 

- - - - 

19.6 ANALYSIS OF BALANCE SHEET 

Analysis of Balance Sheet of a firm may be conducted internally or externally. In internal 
analysis the analyst is within the firm and has access to the books of accounts and other related 
information of business. Internal analysis is normally done by executives and employees of 
the firm. The government court agencies having regulatory and jurisdictional power also 
resort to internal analysis. On the other hand, external analysis is done by those who are 
outsiders to the firm i.e. investors, credit agenci~~,  gn:.ernment agencies, etc. In external 
analysis, the only data available is the published Balance Sheet. 

The analysis of Balarice Sheet can also be classified as Horizontal or Vertical analysis. Let 
us now discuss them in brief. - a ~ 
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Horizontal Analysis: When the balance sheets for a number of years are reviewed and 
analysed, we call it horizontal analysis. 

Vertical Analysis: In this analysis, the quantitative relationship between different items of 
a Balance Sheet pertaining to one accounting period is worked out. This analysis is useful in 
comparing the performance of different companies belonging to the same industry. 

You may recall that the Balance Sheet shows the financial status of a business at a given point 
of time. Therefore, as a first step in analysis of Balance Sheet,we should see the information 
concerning the sources of funds. Let us consider a portion of Balance Sheet of a b: 

Liabilities Amount Assets Amount 

Total Non-current Total Non-current 
Liabilities 2,00,000 Assets 4,00,000. 

Total current Total current 
Liabilities 1,00,000 Assets 1,00,000 

Owner's Equity 2,00,000 

Total Equities 5,00,000 Total Assets 5,00,000 

From the above figures, we can easily see the sources of total capital of Rs. 5,00,000 invested 
in business. Asset side gives information about the application of funds. 

You should also remember that the Balance Sheet is used to measure the solvency and 
liquidity of a firm.. The ability to meet the current obligations when due is known as solvency. 
The ability to raise cash quickly to, avoid insolvency or for other purposes is known as liquidity 
position. The short term creditors are mainly interested in the liquidity position or short term 
solvency of firm. On the other hwd, the long term radiators look for long term solvency of 
fum. A firm should ensure that it does not suffer from lack of liquidity and also it should not 
be highly liquid. If the firm cannot meet due obligations, the creditors can refuse to provide 
further support. They can also go to court and legally take over the business to meet their 
claims. Another important consideration in insolvency is, even if suppliers and lenders can 
give extra time, but the employees may not give. 

Let us consider a case as: 

Assets 

i) Land, Building, Plant and Machinery 
ii) Ac,cumulated Dep. 

iii) Inventory 

iv) Cash 

Total Assets 

Liabilities 

Owner's Equity 

Non-current Liabiity 

Other Current Liability 

Wages payable 

Total Equities 

(3,OwW 

5,00,000 
Nil 

1200,000 

10,00,000 

Nil 

1,50,000 

%000 
12,00,000 

We can see from above, though the firm is insolvent, but could land into trouble. The firm 
has low proportion of debt, so that it can raise the fund easily, but suppose the firm could not 
raise it. The creditors may give some extra time, but the employees may ask for payment of 
their back wages immediately. Hence, the business entity requires to maintain adequate 
liquidity for smooth operations of the business. There are two important ratios which are 
used to evaluate the liquidity position of the firm. They are: 



i) Current Ratio 

ii) Quick Ratio 

Current Ratio is calculated by dividing the current assets by current liabilities: 

Current Ratio = . Current Assets 
Current Liabilities 

Current Assets includes those assets which can be converted into cash within a year. Such as 
debtors, marketable securities, inventories, prepaid expenses. 

Current liabilities include obligations which are likely to be matured within a year. These 
include creditors, bill payable, accrued expenses, income tax liabilities, bank over draft, long 
term debt maturing in current year. 

The Current ratio is an indicator of the firm's ability to promptly meet its short term liabilities. 
Hence, it is used to assess the short term financial position. It shows the number of times the 
current assets are in excess over current liabilities. It isgenerally accepted that current assets 
should be two times the current liabilities. In such situation, the realisation from current 
assets will be sufficient to pay the current liabilities on time and enable the firm to meet other 
day to day expenses. Hence 2:l is considered a satisfactory ratio. 

However, ratio of 2:l should be followed cautiously. The liquidity position of a firm depends 
upon the composition of current assets and not their absolute values. For example, if the 
inventory forms a large part of current assets, it will take time to convert inventory into cash. 

In such cases another ratio called Quick ratio is considered as a better mean of evaluating 
the liquidity position. 

Liquid Ratio - - Liquid Assets 
Current Liabilities 

Liquid Assets includes cash, debtors and bill receivable. The inventory and prepaid expenses 
are included from current assets. Liquid ratio is worked out to test the short term liquidity 

' of the firm in its correct form. The value of 1:l is considered fairly safe. 

The working capital is also a measure of firm's liquidity. It is defined as excess of current 
assets over current liabilities. 

Long term creditors are interested in the long term financial strength of a company. For this 
purpose, they calculate debt equity ratio. This ratio reflects long term financial soundness of 
the firm. The formula is: 

Debt equity ratio = Long term debt 
Shareholders equity 

Here debt means long term loans i.e. debenture, loan from long term financial institutions. 
Equity means shareholders funds, i.e. preference share capital, equity share capital, reserves 
less losses and fictitious assets (like preliminary assets). The ratio of 2:l is acceptable. 

Check Your Progress-2 n 

Understanding 
Balance Sheet 

1) What is intangible asset? 

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . .  . . . . . . . . . . . . . . . . . .  
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19.7 LET US SUM UP undCisi.eBtap 
I ' Il.lmclshd 

Balance Sheet is one of the three important financial statements prepared by a business entity. 
It is a snapshot of financial position of entity on a specific date. This statement shows the 

I assets, liabilities and owner's contribution in company. The various assets and liability items 
which generally appear in a Balance Sheet have been mentioned in this Unit. Analysis of 
Balance Sheet becomes essential to assess the financial position of the business. 

t 

I 

19.8 KEYWORDS 

I r i Assets : Assets are valuable economic resources owned or controlled by 
frrm having future usefulness. 

t ' Fixed Assets : Tangible long-lived asset having a useful life of more than one year. 

Current Assets : Current Assets are acquired with an intention of converting them 
into cash of within the operating cyclr: or current accounting 
period. 

Liabilities : Liability refers to what a business owes to others (creditors). 

i Current Liabilities : The liabilitieswhich due for payment within a period of one year. 

Owner's ~ q u i &  : The funds contributed by owners is referred as owner's equity. It 
, also includes the earning retained in business. 

t 
19.9 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 EIzzl 
1) Read Sec. 19.2. 

2) Read Sec. 19.2. 

3) See Sec. 19.1. 

1) Read Sub-sec. 19.5.1. 

2) See Sub-sec. 19.5.1. 

3) Read Sub-sec. 19.5.3. 

4) (a) Read Sub-sec. 19.5.1. I 
(b) See Sub-sec. 19.5.3. I 
(c) Read Sub-sec. 19.5.4. 

(d) See Sec. 19.6. 
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20.0 OBJECTIVES 

After going through this Unit, you should be able to: 

explain the conceptual framework of cost volume profit analysis, 

discuss the utility of break even point, 

describe the uses of profit volume ratio, 

calculate the CVP for a multi product firm, and 

point out the utility of break even analysis. 

20.1 INTRODUCTION 

A business enterprise sets up its goals/objectives and directs its efforts towards the fulfilment 
of them. The primary or central objective of different enterprises may be as: 

1) A business enterprise seeks profits that will provide a socially acceptable rate of return 
on investment. 

2) A Government enterprise attempts to provide services to the citizens at an acceptable 
cost. 

3) A non-profit organisation works toward the satisfaction of a general or specific need to 
society. 

The economic considerations are of secondary importance to the non-profit entity and this 
may be true in certain circumstances for both the business type entity and the non- profit 
entity. However, in most of the cases, the economic factors cannot be entirely ignored as long 
as resources are scarce in relation to human desire and needs. Profit is a signal for the 
allocation of resources and a yardstick for judgiug managerial efficiency. The management 
of a firm has to decide upon the quantum of profits and strive to achieve the target. In this 
Unit, you will learn the concept of cost volume profit analysis. In this connection break even 
point, break even chart and profit volume ratio will be discussed in detail. 

1-  26 - 
! 
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20.0 OBJECTIVES 
pp - 

After going through this Unit, you should be able to: 

explain the conceptual framework of cost volume profit analysis, 

discuss the utility of break even point, 

describe the uses of profit volume ratio, 

calculate the CVP for a multi product firm, and 

point out the utility of break even analysis. 

20.1 INTRODUCTION 

A business enterprise sets up its goals/objectives and directs its efforts towards the Nfilment 
of them. The primary or central objective of different enterprises may be as: 

1) A business enterprise seeks profits that will provide a socially acceptable rate of return 
on investment. 

2) A Government enterprise attempts to provide services to the citizens at an acceptable 
cost. 

3) A non-profit organisation works toward the satisfaction of a general or specific need to 
society. 

The economic considerations are of secondary importance to the non-profit entity and this 
may be true in certain circumstances for both the business type entity and the non- profit 
entity. However, in most of the cases, the economic factors cannot be entirely ignored as long 
as resources are scarce in relation to human desire and needs. Profit is a signal for the 
allocation of resources and a yardstick for judging managerial efficiency. The management 
of a firm has to decide upon the quantum of profits and strive to achieve the target. In this 
Unit, you will learn the concept of cost volume profit analysis. In this co~ec t ion  break even 
point, break even chart and profit volume ratio will be discussed in detail. 



20.2 COST VOLUME-PROFIT ANALYSIS 

In Profit Planning the management of a firm seeks to answer the following quetions: 

At what level of activity, should the firm be able to sustzh? (how much capacity to have?) 

a What activity level should the firm actively sustain? (How much capacity to use?) 

6 a What products and/or services, and how much of each, should the frrm offer? and 

' What price should the firm charge? 

In seeking answers to these questions, the management requires forecasting of revenues and 
I costs. Revenues depend upon sales and the costs depend upon the elements which make it. 
C Therefore, understanding the behaviour of costs and revenues is very much necessary for 

profitability analysis. 
I 

Let us now discuss the cost volume profit analysis in detail. There are two approaches for 
I profitability analysis viz., Cost-Volume Profit Analysis (CVP) and Proforma Income 

Statements. Cost-Volume Profit Analysis peovides information on relationship among 
I costs, volume, prices and profits. These help in developing alternatives operational 
I strategies for the target profit. The Proforma Income Statement approach furnishes a more 

refined and detailed breakdown of costs and, therefore, provides a better basis for 
establishing control. 

The Cost Volume Profit analysis is an attempt to measure the effect of changes in volume, 
cost, price and product-mix on profits. Infact, these variables are inter- related and each one 
of them is affected by a number of internal and external factors. For example costs may vary 
due to the choice of the project, scale of operation, extent of automatjon and new technology 
and management and workers efficiency. Externally costs are affected by the market forces. 
Although a number of factors influence costs and profits, the largest single variable affecting 
them in the short run is the volume of output. Hence, the C W  relationship is a vital 
instrument for the manager who takes short run decisions hke: what are the most profitable 
and what are the least profitable products or services? How does a selling prices affect 
profits? How does volume or product-mix affect products or services cost and profit? What 
will be the break even point if volume and costs change? How a increa3e in wages or other 
operating expenses will affect profit? 

The manager may take the help of CVF' to answer these questions. In simple term usually 
CVP helps in deciding: 

i) At what sales volume would the.firm break even? 

ii). How sensitive is profit to variations in output, selling price, fured costs, and variable costs? 

iii) How much should the firm produce and sell in order to reach a target profit level') 

In analysing the profitability through Cost-Volume Profit analysis, it becomes essential to 
understand the relationship between sales, fured costs, variable costs and the profit. 

The costs may be classified hto three categories based on the behaviour of cost relative to 
volume changes: 

Fixed Cost 

Variable Cost 

Semivariable Cost 

Let us discuss them in detail. 

202.1 Fixed Cost 

Fixed Costs are those costs which do not change with variation in the level of output. Rent 
of factory building, property taxes, insurance, depreciation on plant and machinery are the 
examples of fixed cost. These costs arise as a result of capacity creation and are invariant 
with respect to variation of activity. They tend to change only with time. When fmd cost is 
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expressed in terms of per unit, it changes with level of activity. The fued costs are shown in 

Total Cost per Unit 

' --___- 
Volume of Production X 

, ,. Fig. 1. 

From the graph, it can be seen that: 

i) The total frxed cost line does not touch X axis at all because fued qost can never be zero, 
as these refer to cost incurred for capacity creation. 

ii) Even if production is not there, the fixed cost will remain there because it has already 
been incurred. 

iii) Fixed cost when caluclated on per unit basis, we find that it goes down with the increase 
in production. 

20.2.2 Variable Cost 

Variable costs in the normal production range usually change in direct proportion to the level 
of activity. When levels of output increase or decrease these costs also accordingly increase 
or decrease. However, if we find the variable cost per unit basis, it remains same. Variable 
cost generally consists of direct materials, direct labour (wages), power, royalties, commission 
to salesmen etc. This is shown in figure-2: 

Cost 
< ,  (W 

Volume (Units) 



  he main characteristics of variable costs are : 

i) Total variable cost varies in direct proportion to volume of output. 

ii) Variable cost per unit remains constant. 

iii) Variable costs are easy to identify and can be accurately allocated as cost objects. 

iv) Variable cost is nil when production is nil. 

20.23 Semivariable Cost 

Se+variable Costs are the costs which are partly fured and partly variable i.e., they have a 
fmed part which does not vary without put changes and also variable part which changes. The 
common example of this type of cost is rentals of telephone which has a minimum rent and 
rent free calls. After the free calls are exhausted the changes are levied according to number 
of calls done. The other example of semivariable costs are the overhead costs, cost of selling 
a product, indirect labour and material costs. 

In figure3 the behaviour of semivariable cost is represented. 

Cost 
(W 

Volume 

20.2.4 Assumptions of Cost Volume Profit Analysis 

The simplicity of CVP analysis lies in number of assumptions which should be clearly 
understood before attempting to analyse the profitability. The folowing assumptions are 
made: 

1) It is assumed that behaviour of total cost and revenues is always determined with 
reasonable accuracy. . 

2) AU costs can be divided into fixed and variable costs. 

3) Unit selling price is constant. 

4) Total fixed cost remain constant. . 
5) Variable costs change at a linear rate. ' 

6) It is assumed that the firm continues to sell a single product, or the given sales mix will 
be unchanged as volume changes over the relevant range. 



7) Stocks are kept either constant or at zero level. Therefore, it is assumed that production 
equals sales. 

8) ?'he time horizon is short and time value of money is not significant. 

9) The manufacturing facilities considered for analysis do not change during the time 
period. 

10) ~ r & s  of the factor of productin do not change. 

1) What do you mean by Cost Volume Profit Analysis? 

2) Distinguish between Fixed cost and Variable cost. 

3) What is Semi-variable cost? 

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

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

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

203 BREAK EVEN POINT 

A break even point (BEP) is that level of output where total cost equals total revenues. At 
this level of output the firm neither earns profit nor suffers any loss. This is a point where 
total Qntribution is just equal to fmed cost and no profit is earned. No firm would like to 
keep output level at this point only since each firm would like to have an acceptable profit. 
However, beyond this point of output, the firm earns a profit. 



The relation between revenue and cost data is expressed as: 

per Unit 
(Rs.) 

Sales 
Less variable cost 
Contribution 
Less fixed cost 

Profit 

Total 
(Rs.) 

We know that 

Sale = Total Cost + Profit 

I = Variable + Fixed Cost + Profit 
I 

At the break even point, profits will be nil, so 

Sale = Variable Cost Fixed Cost 

In the algebraic form this relation can be expressed: 

If F = Total fixed cost 

Q = Quantity Produced and Sold 
V = Unit Variable Cost 

I P = Selling~rik per unit. 

Total Variable Cost - - Q x v 
Total Revenue - - Q x P  

Q x P  - - Q V + F + Profit 

or Profit - - Q(P-V)  - F  

.I At break even point as there is no profit 

This expression is used in finding out the break even quantity that should be produced and 
sold to cover up the fixed cost. 

Another important aspect is the contribution. Contribution is defined as difference between 
the selling price and variable cost. The theory of contribution describes the relationship 
between variable cost and selling price. In short, you should remember that : 

i) The difference between selling price and variable cost per unit is the contribution. 

ii) If nothing is produced the loss involved will be the total fixed costs. 
,< 

iii) Variable cost per unit remains the same for different levels of output. 

Contribution may be worked on per unit basis. 

Contribution per unit = Selling Price per Unit - Variable per unit 

Example : 

Let us consider an example to understand how to calculate the breaks even quantity. 

A factory produces 15000 units. Sale price of each unit is Rs.151-. The f k d  cost of firm is 
Rs.50,000/-. The variable cost per unit is Rs.101-. To find out the break even quantity. 
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The break even Quantity (Q) is calculated as: 

If the firm produces 10,000 units only by incurring a fixed cost of Rs.50,000, then at this level 
of output, there willbe no profit to the firm. Since the fnm has to earn profit, it should produce 
more than brek even quantity. 

In this case as firm is producing 15000 units, so the profit can be worked out: 

Profit = 15000 X 15 - 15000 X 10 - 50,000 
- - 25,000 (Rs.) 

20.4 BREAK EVEN CHART 

The break even point can also be determined using break even chart. A break even chart 
shows the relationship between costs, volume and profit graphically. In this graph, the total 
cost line and revenue line are plotted against the different levels of production. The point at 
which total cost line and revenue line cuts each other, is called break even point. 

Graphically, is is shown in Figure-4: 

Cost and 
Revenue 

VariPble Cost 

I Fixed Cost 

Fig. 4. 

Using the previous example, we can determine the break even point through the break even 1 

chart method. At various levels ofproduction, the cost and revenues can be worked out: 

Now plotting this data we get a graph as shown in figure -5: 



B.EP. = 10,000 units 

Costa & Revenue 
(Rs in '000) 

I 

Proflebllity Analysis 

Total 

0 5 10 15 20 
Units (in Thousands) 

Fig. 5. 

From this graph we find out [he break even quantity = 10000 
and profit for 15,000 units = Rs.25,000. 

Angle of Incidence : In the break even graph, the angle formed by the intersection of sales 
' line and total cost line at the BEP is known as angle of incidence. As seen from figure-5 

above, with the value of increasing angle of incidence, the break even point will be lower and 
with lower angle of incidence, the higher will be the break even point. 

Also the area to left of break even point represents the uncovered fured cost, while to the right 
it shows the profit area. 

20.5 PROFIT VOLUME RATIO 

When the unit contribution margin is expressed in terms of percentage, it is called 
profitlvolume ratio or PIV ratio. This ratio shows the relationship between contribution and 
volume of sales. 

P Contribution X 1000 - = 
' V  Sale 

- - Sale - Variable Cost X 100 
Sale . 

- - 1 - Variable Cost X 100 
Sale 

P,V ratio serves as a guide to profitability of a business. .On the basis of this ratio, management 
dccides to choose the most profit selling area, l i e  of product and method of sale. In specific 
term PIV ratio can be used: 

i) For the determination of variable costs for any.volume of sales. 

ii With the help of P/V ratio comparisons can be made for line of product, sales area, 
methods of sale, individual factories and separate companies. 

- .  



In order to ascertain the actual profitability position, the management should also find out 
the Margin of Safety, which is dealt in the next Section. 

20.6 MARGIN OF SAFETY 

The excess of actual sale over the breakeven sale is called Margin of Safety. Margin of Safety 
can be expressed in absolute terms or in relative form. In absolute terms, the margin of safety 
is expressed as: 

Margin of Safety = Actual Volume of Sale - Break even point sales. 

In the above example (Sec. 20.4), the Margin of Safety is: 

The size of the Margin of Safety is an extremely valuable guide to the strength of a business. 
If large, this means that there can be a substantial falling off in sales and yet a proit can still 
be made. On the other hand, if the margin is small any loss of sales may be a serious problem. 
In other words, the margin of safety indicates the extent to which sales may fall before the 
firm suffers a loss. You should note that the higher margin of safety is better for the firm. 

A firm can also use Profit-Volume analysis to find out the volume of sale required for earning 
a given amount of profit. 

Sales Volume 
(to earn desired - - Fixed Cost + Desired Profit 
amount of Profit) P/V or Contribution ratio 

The profit in this formula means profit before interest and tax. 

The profit of a firm may change due to change in any or combination of the following causes: 

1) Selling Price 

2) Volume 
3) Variable Cost 

4) Fixed Cost 

As the selling price changes, the revenue of firm will be affected and so the break even point 
or profitability is affected. The price may change due to change in cost of production, due 
to competition, etc. 

From the break even quantity expression, it can be easily seen that as the prices increase 
keeping the variable cost same, the contribution would change and hence the break even point 
would change. 

If the volume of output changes without any change in selliig price or cost, the break even 
point would not change and hence profit will increase with increase in volume and vice versa. 

Change in variable cost will cause change in contribution and hence break even point will be 
affected. The profit of the firm will be affected too. Here, we may have a case when variable 
costs increase without a change in selling price which is based on the competition in market. 

A change in futed cost will not affect the contribution, but break even point is changed and 
hence the profit will also change. When the fixed cost is increased,'the break even point will 
rise, so for a given volume of output, the profit will change. Change in fixed cost may be due 
to external factors like increase in rent, or property tax or internal one as changes in salaries. 



20.7 COST VOLUME PROFIT ANALYSIS FOR 
A MULTI PRODUCT FIRM 

Profllabllily Analysis 

In the profitability analysis so far we have discussed break even analysis for a single product 
firm. However, in real business situation a firm may be producing a number of products. 'I'he 
relative proportion of bales of each product is called the sales mix or product mix. In the 
break even analysis of a multiproduct firm, if the fmed cost distribution for different products 
is known, then break even point for them can be calculated independently. However, in 
practical life the fmed cost for the firm is known as a whole rather than fmed cost pertaining 
to each product. To work out the break even point in such cases, we work out the combined 
break even point for the firm. 

The overall break even quantity of a multiproduct firm can be calculated using the following 
formula: 

Where, 
Q = Combined break eveq quantity 

F = Total fixed cost . 
= Proportion of product in the sales mix 

CMI = Contribution margin of product 

To understand use of this expression, let us consider the case of Ws. ABC Limited. The firm 
manufactures three products X, Y and Z. The selling price, variable cost and the sales mix 
are shown in the following table. 

The total fixed cost of firm is Rs.15,00,000. .. 

The weighted contribution margin in this casishall be: 

The combined break even quantity = 

15,00,000 - - 1,00,000 units 
15 

The quantity (break even) of each product can now be worked out as: 
I 

i 
i Product 
! X .= 0.2 X 1,00,000 = 20,000 units 

Y = 0.3 X 1,00,000 = 30,000 units 

Z = 0.5 X 1,00,000 = 50,000 units 



20.8 UTILITY OF BREAK EVEN ANALYSIS 

Break even analysis is considered a very important method of short term profit analysis. This 
helps in adysing the profit at various levels of output. This analysis can be used in fixing a 
price or reviewing prices. Suppose the firm decides to lower the selling prices, then it would 
also like to know the changes in volume of sale required to match the profit earlier obtained. 
The financial manager may use this analysis in planning the make up of capitalisation of 
company. We may find out the operating risk of company. Once the break even point is 
known, the changes in volume of output determine the stability of profit. This also helps the 
management to determine the ability to service debt. Acquirii the fixed assets and its 
implication on profit of company can be analysed using break even analysis. 

However, there are certain drawbacks in break even analysis which should be given due 
considerations : 

1) Break even analysis being a short run analysis may not be useful for fums which frequently 
change their product miq method of production or where material and labour cost 
.changes rapidly. 

2) This analysis also do not consider the uncertainty and risk factor, in estimating the cost, 
volume of output and hence the profit. This analysis uses the past records of cost, volume 
and prices which are considered to be stable. However, in today's context the same may 
not be true. 

1) What is break even point? 
\ 

2) What do you mean by contribution? 

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

I 

3) What is profit-volume ratio? 

20.9 LET US SUM UP 

In the profitability analysis, the a t  volume profit analysis plays an important role. This 
analysis is based on relationship of profit to volume of output, costs and price. CVP model 
helps in answering what and if questions related to changing price, variable cost or fixed cost 
on the profit. -- 

36 
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The cost volume profit analysis provide profitability analysis in short run i.e., during which ~ro~itabillty ~ ~ ~ y a i a  

the fixed factors of produciton represented by the capital assets like plant, machinery, land, 
building etc. remain the same. During the short run, the costs, revenue and profits of a firm 
are basically functions of level of an activity. However, in practical case, we find that some 
factors like changing general prices, seasonal fluctuations, government or management 
policies also bring about changes in costs, revenues and profits of a firm. So, it is necessary 
to keep this into consideration while using the CVP analysis. 

20.10 KEYWORDS 

CVP Analysis : It is a method which helps in studying the behaviour of profit in 
relation to cost and volume. 

- 

Fixed Costs : Fixed costs are the costs which to do not vary with change in volume 

I 
of output. 

Variable Costs : The costs which vary indirect proportion to the volume of produc- 
tion. 

Break even Point : Break even point is the level of sales (volume) at which total wsts 
and total revenues are equal. 

I Break even Chart : This is a graphical method of presenting the relationship between 
costs/revenues and volume of production. 

I Angle of Incidence : The angle of incidence denotes the angle formed between the 
revenue line and the total cost line at the break even point. 

I Margin of Safety : The excess of actual or budgeted sales over the break even sales is 
known as margin of safety. 

I 1 Contribution : It refers to the difference between selling price and variable cost. 
I 

Contribution = Selling Price - Variable Cost 

I 20.11 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 n 
I 1 1) See Sec. 20.2. i 

I I 

2) Base your answer on Sub-sec. 20.2.1 and 20.2.2. ', 
t 3) Read the Sub-sec. 20.2.3. 

Check Your Progress3 n 
2) The differnce between s e h q  price and variable cost. Read the second aspect of Sec. 

20.3. 

3) Read Sec. 20.5. 
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21.0 OBJECTIVES 

.After reading this Unit you will be able to: 

understand the Concept of a Project, 

know how to Search and Screen Project Ideas, 

learn how to formulate a Project, and 

understand how Projects are appraised by Financial Institutions. 

21.1 INTRODUCTION 

You have been familiarizedwith financial statement and their analysis in Units 18,19 and 20. 
All these Units deal with business organizations which have already come into existence and 
have commenced their operations. In this Unit, we shall deal with the dynamics of the 
establishment of a business organization based on the availability of business opportunities. 

I 

In Unit 2, Block-1 we had discussed certain issues related to Entrepreneurship. This Unit 
provides further details in this regard. It starts with the search for project ideas and the 
screening of these ideas. It also deals with the process of project formulation taking into 
account the various aspects related to it. 

21.2 SEARCH FOR PROJECT IDEAS 

A Project refers to an investment opportunity which can be analysed and appraised 
independently. It refers to a series of activities whose goal is to bring into existence, a 
business organisation based on a viable economic oppohunity within an established cost 
and time framework. 

The basic characteristics of a Project are: 

It involves a Current Capital Investment, 

. It ensures a yield of benefits in the future, 
38 It has a specific life span, and 



It calls for team work, the members of the team being drawn from various disciplines of 
Management. 

For example a Company may take up a Project for the construction of a Motel in a Tourist 
Resort. It may involve an investment of Rs.50 lakhs. The Company expects to earn a return 
of Rs.8 lakhs after-tax per annum for the next 15 years from Restaurant Sales and Rentals of 
Rooms. The completion of the Project requires the coordination of Engineering, Marketing 
and Financial experts. 

An entrepreneur has a vast choice of investment opportunities. The ability to identify an 
Investment Opportunity which can be converted into a viable business proposition (after 
careful and systematic consideration) ensures entreprenuerial success. 

There are a number of sources from which an entrepreneur can gain knowledge about Project 
Ideas (Also see Unit 2). Any decision to embark on a Project after considering only the 
obvious or immediately available opportunities may lead to a Lost Opportunity. It would be 

I 

advisable to scout for new ideas from these sources: 

a) A study of the performance of existing units in an industry with particular reference to 
profitability of units and capacity utilisation would allow an entrepreneur to identify 
relatively risk-free opportunities. 

For example: If a majority of the hotels in a town enjoy a 80% occupancy rate, it indicates 
that there is still a need for lodging facilities. 

b) A study of projects being enc~uraged by financial institutions ensures that the areas of 
these projects aredeemed highly viable. This is because the financial institutions back 
projects after careful and thorough analysis. 

c) A study of economic trends and consumption patterns of individuals will help in the 
identification of Project Ideas. 

For example: The increasing affluence of the middle class and larger expenditure on 
tourism, travel and leisure indicates a vast potential for Travel Agencies. 

d) An enquiry into Social and Cultural Trends may provide valuable insights. 

For example: The search for an Indian Identity has caused a boom in the sales of ethnic 
fashionwear in India. 

I e) An enquiry into business practices in foreign Countries may also provide valuable clues 
for business opportunities. 

I For example: Adventure sports as a part of Tourism has been essentially borrowed from 
foreign Countries. 

I f) An investigation into locally available resources and, raw materials and skills may indicate 
- the availability of business opportuniti&. 

I For example: The Kondapalli Toys made in Kondapally, Andhra Pradesh enjoy a world 
wide market and opportunities still exist for their marketing within the country. 

I g) A study of developments in Technology may also provide new product ideas. Often, new 
technologies allow a better utilisation of locally available raw materials as witnessed in 
the Coir Industry. 

h) A constant search for unfulfiied needs of the market allows identification of a series of 
business opportunities. The development of any product1 service which satisfies a 
human need earlier not catered to ensures a steady market. This phenomenon can be 
aborved in the quick success of Fast Foods, Pre- School Nurseries and labour saving 
devices in the kitchen. 

In a country like India where the Government plays a positive role in the economic 
development of the nation as a regulatory and promotional agency, the policies of the 
Government must be taken into consideration whiie scounting for new ideas. 
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Quite often, the plans of the Government provide new business opportunities for the alert 
entrepreneur. Various incentives given to Small Scale Industries, Units set up in backward 
regions, tax exemptions to specific products, etc. create new business opportunities. The 
scheme of export incentives, introduced by the Government of India has lead a boom in the 
sales of Garment Industries, Leather Industries and Handicraft Industries. 

213 SCREENING OF PROJECT IDEAS 

In the preceding stage, the primary objective was to ensure that no worthwhile idea would be 
ignored by the entrepreneur. However, the conversion of a basic idea into a viable project 
requires rigorous analysis and detailed planning. It would be impossible for us to submit a 
large number of proposals to such an exercise. Hence, the need arises for a Preliminary 
Screening of ldeas to eliminate Project ideas which are not prima facie promising. The 
following factors may be used as Screening Devices to eliminate such alternatives: 

a) Organisation Strengths and Weaknesses : Project ideas must be compatible with the 
organisation. A Project idea which falls in the area of an organisation's strength can be 
converted into an effective Project. A Project idea, however profitable basically, which 
falls in the area of a company's weaknesses cannot be converted into a successful Project. 

b) Adequate Market : Every Business Organisation requires a minimum level of business 
.(break even point) to be viable. Where the market is restricted and cannot allow the 
organisation to reach the break even point in the near future, the prospects of success 
are rather limited. 

c) Availability of Infrastructure : No business venture can succeed in the absence of basic 
support / services like transportation, electricity, water supply etc. In most of the cases, 
the business organisation cannot create these services independently. The absence of 
these facilities would doom the project from inception. 

d) Availability of Essential Inputs and Labour : The entrepreneur must consider whether 
there is a regular and assured supply of essential inputs and labour to ensure regularity 
of operations essential for success of the venture. 

e) Cost Constraints: If the estimated cost of producing the product/service is ' 

comparatively very high in view of factors like high material costs or labour costs or any 
related reasons, the Project idea should be eliminated. 

f )  Risk Consideration : Risk levels associated with various projects differ on the basis of 
factors like changes in technology, changes in fashion, and vulnerability to trade cycles. 
Only well established and cash - rich organisations can undertake such projects. 

21.4 FORMULATION OF THE PROJECT: 
PROJECT REPORT 

Formulation of a Project generally culminates in the preparation of a Project Report. A 
Project Report is a document setting out in detail the nature of the activity proposed and 
the justification for Selection and Commitment of resources (men, materials, money) to the 
activity. 

Genrally the following are the contents of a Project Report: 

1) Details of the organisation promoting the Project. 

2) Promoters and their Track Record with specific emphasis on their experience with the 
activity selected for the Project. 

3) Particulars of the Project with specific reference to: 

a) Technology and Technical Arrangements. 

b) Location and Land & Buildings. 

c) Plant and Machinery. 



d) Raw Materials. 

e) Utilities like power, Water Supply, Transportation, etc. 
I 

f) Labour. 
1 
I g) Schedule of Implementation. 

h) Cost of the Ptoject. 

i) Means of Financing. 

j) Marketing and Selling Arrangements. 

k) Profitability and Cash Flow. 

1) Economic Considerations. 

m) Government Consent. 

n) Declaration of the Promoter. 

A well prepared Project Report ensures that every aspect of the Project is well considered. 
It allows the promoter to embark on the Project with total confidence. In addition, Financial 
Institutions appraise the viability of a project, primarily on the basis of the Project Report. 
For preparing a Project Report any of the following options can be adopted: 

i) Where the organisation promoting the Project is well- versed with all aspects of the 
Project, it may get The Project Report prepared by its own employees. However, 
Financial Institutions insist on the services of Specialists like Chartered Accountants in 
the preparation of certain aspects of the Project Report. 

ii) The organisation may hire the services of Professional Consultants or Consultancy Firms 
for the preparation of Project Reports. 

iii) The organisation may primarily depend on Project Reports prepared by Financial 
Institutions~Professional Institutions. They may make suitable modifications/ alterations 
in the Project Reports depending on local conditions and circunlstances. 

Some of the contents of the Project Report do not require any special explanation. The 
subsequent Sections of this Unit will dealwith the more important areas in the Project Report 
in the form of Feasibility Studies. 

Check Your Progress-1 n , , 

I) ~ow'would you scout for new ideas? 

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

2) What all should a Project Report contain? 

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

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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Technical ~easibility studies are aimed at ensuring that al l  the physical facilities required for 
successful implementation of the project are available and the best of the alternative facilities 
are selected for the Project. For this importance is given to: 

Proper location of the enterprise, 

Selection of appropriate Technology, Plant & Machinery, 

Availability of Raw Materials, Resources and other Inputs, 

Establishing the Schedule of Project Implementation. 

i) Proper location of the enterprise is a sine qua non for success. The world Location refers 
to the general location of the enterprise, whereas the world Site refers to a specific area 
within the location. Every individual project has its own requirements but some of the 
important factors that must be kept in mind while selecting the LocatiodSite are: 

The availability of land, the cost of land and presence of approach roads. 

The proximity to Markets. 

The availability of transportation & communication facilities. 

For example : Let us take the example of a Water Sports Complex being planned whose 
target market is foreign tourists. The location of such a venture must be close to or easily 
accessible from an airport. 

The easy availability of utilities like Water, Power, Fuel, etc. 

, The presence of other enterprises which would form effective backward linkages 
and forward linkages. 

For example : The establishment of a five star Hotel would provide an opportunity for 
opening a Handicrafts Emporium within the complex. 

The suitability of Soil to the proposed Project. 

ii) Selection of Appropriate Technology, Plant & Machinery ensure efficient and 
economical operations. Technology must be chosen based on the specific requirements 
of the enterprise. A very important decision in the area of Plant and Machinery refers 
to the size or capacity of the facilities to be created. This decision must be taken after.a 
careful consideration of demand and fluctuations in demand. 

Example: An organisation conducting Sight Seeing Tours must chose between 12 seater 
buses or 36 seater buses depending on the expected flow of tourists in both peak and lean 
seasons. Similarly where the tour covers hilly areas, it has to select Petrol based vehicles 
even though Diesel Vehicles are more economical, in view of certain technical 
constraints. Importance must also be given to consideration of Product/Service mix while 
selecting technology and plant. 

Similarly, a tourist hotel providing only Air Conditioned rooms can opt for Central Air 
Conditioning, whereas a hotel providing both N c  and non N c  rooms m&t select 
Room-Air Conditioners. 

iii) Availability of Raw Materials and Other Inputs is essential for successful 
implementation of the project. The requirement of various inputs like raw materials and 
labour must be estimated on the basis of estimated turnover. The availability of inputs 
of the right quantity and the right quality on a regular and continuous basis is essential 
for continuity of operations. Wherever necessary, the enterprise must enter into supply 
contracts to ensure availability of essential inputs. The enterprise may also create its 
own sources of supply. 

iv) Establishing the Schedule of Project Implementation ensures that the Project is 
completed within the planned time and commences commercial production on schedule. 
Delays in the implementation of Project quite often create Cost Over-Runs and may 
effect the profitability of the enterprise. In the case of large and complex project, 



Advanced Scheduling Techniques like Programme Evaluation and Review Technique ~m]ce i  FormnlsUon 

(PERT) are utilised. and Appraisal 

In view of the increasing environmental concern and Governmental regulations in this 
regard, the technical feasibility study must also outline the systems for safe and 
non-polluting disposal of effluents like solid and liquid wastes. Use of nonsonventional 
energy resources like renewable energy from Sun, Windmills, etc. must also be taken 
account of. 

21.6 MARKETING FEASIBILITY 

Marketing is the corner stone for the success of any business activity. It is rightly pointed out 
that marketing is the source of revenue for any organisation. All other activities involve only 
expenditure. Marketing Feasibility studies attempt to determine the size of the market for 
any productlservice and its value in terms of revenue- generation. The following aspects form 
part of Marketing Feasibiity Studies. 

Definition of the Target Market : The target market refers to the identifiable set of 
individuals (market segment) whose needs are attempted to be satisfied by the 
productlservice of the organisation. - 

Marketing Segmentation helps an entrepreneur to select hisher target market and 
accordingly produce the products or services to satisfy the needs of that segment. 

Determination of Market Share : Entrepreneurs mist try to estimate the demand for their 
productlse~ce. This can be done by : 

a) Estimating the total demand for the productlservice. 

b) Estimating the market share of the organisation. 

Techniques for Demand Forecasting : Any organisati~n which intends to estimate the 
present and future demand can depend either on Primary Data or Secondary Data. 

Primary Data refers to data generated by the organisation intending to use it for a specific 
purpose. Such data can be generated through various techniques. 

t 

The following is a study of important techniques: 

; a) Market Surveys : Market Surveys gather information regarding the practices or 
' intentions of the target market group. Generally, asample is selected from the target 

group and their views are gathered through a Questio~aire or a Schedule consisting of 
a series of questions. For example, an organisation planning a Package Tour for Bank 
employees may be faced with the problems of deciding the length of the package tour 

, and sites to be covered in the Package Tour. It can select a sample of 100 Bank employees 
I and gather their views on the above subject. 

b) Expert Opinion : I t  is possible to gather relevant information from various 
individuals/organisations who have good contacts with the target market. For example, 
in designing a Package Tour, an organisation can learn about target market needs by 
consulthg Tourist Guides, Tour Operators, Tourist Home employees, etc. 

c) Trend Analysis : An analysis of past information allows us to identify the major trends 
in demand. This information can be projected into the future to estimate probable 
demand. For example, the tourist traffic to a particular hill resort has been growing at 
20% per annum over the last five years. If the present years traffic is 20,000 we can 
forecast future demand with a reasonable degree of accuracy. 

d) Correlation Analysis : Correlation Analysis tries to identify relationships between two 
or more variables. Where one of the variables is known, we can estimate the behaviour 
of the other variable. For example, tourism expenditure is correlated to per-capita 
income of citizens of a country. If we can obtain data regarding per-capita income 
projections, we can also project the future expenditure on tourism. 
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Secondary data refers to data collected by agencies other than the organisations intending 
to use the data. In many cases, it provides the base from which we can develop primary 
information. 

Generally, a judicious combination of both primary data and secondary data forms the basis 
for Demand Forecasting. 

Marketing share can be estimated by studying the marketing practices of competitors and 
comparative evaluation of the organisation's marketing package. This requires the 
establishment oE 

Price of ProductISe~ce, 

Distribution policy to be pursued, and 

Sales Promotion Practices. 

The Price of the ProducttScrvice is always fixed taking into consideration the prices of the 
competitors. An organisation may charge a price higher than the competitors. Such a 
strategy is called Skimming Strategy. The objective is to establish the product/service as a 
Premium Product. On the other hand, the organisation may follow Penetration Strategy. In 
such a case, the organisation charges a price lower than the competitors to attract the 
price-conscious ccstomers. 

Distribution policy of the organisation effects the marketing policies and practices. 
Organisations may prefer an extensive strategy where the attempt is to make the 
productlservice available through a large number of intermediaries. On the other h a d ,  
organisations may opt for distribution through restricted number of intermediaries. 

Lastly, the organisation must determine its Advertising and Sales Promotion Policy. The 
Sales Promotion efforts of an organisation include Media Advertising, Personal selling, 
Discount and Bargain offer, Tie-ups and other such techniques. 

Check Your Progress3 r 
1) Discuss the importance of technical feasibility. 

2) Why should you assess the market feasibility while making a Project Report? 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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21.7 FINANCIAL FEASIBILITY 

Project FormtllpUon 
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Finandal Feasibility studies aim to ensure the entrepreneur that: 

The Project can meet the burden of s e ~ c i n g  the debt i.e., the project can ensure 
I sufficient revenues to pay the interest cost of borrowed funds and meet the schedules for 
I repayment of loans. 

The Project can earn sufficient revenues to satisfythe expectation of the owners of the 
promoting organisation. 

It covers the following important aspects: 

Project Cost Determination, 

Sources of Finance, 

Profitability Estimates, 

Cash Flow Estimates, 
t Projected Financial Position and Flows. 

21.7.1 Project Cost Determination 

A proper determination of the cost of project is essential for determining the viability and 
profitability of the project. The entrepreneur generally approaches Financial Institutions for 
loans on the basis of the Cost of Project estimates. If there is any Cost-Overmn, the 
entrepreneur will find it difficult to raise the extra funds required for completion of the 
project. This again would lead to a time-overrun on the project affecting all estimates of funds 
flow. Hence, there is a need for proper determination of Cost of Capital. 

The following are the essential elements of Proiect Cost : 

a) Land and Site Development : The cost under this head includes the purchase price of 
I land, registration and, legal expenses required for scrutiny of title and registration. In 

addition, the costs of levelling the land, laying internal and approach roads and fencing 
of the land are also included. 

I b) Buildings and Civil Works : The costs under this head include cost of primary buildings 
for carryigg on the activity and auxiliary buildings providing-support service. Buildings 
required for administration of the organisation and marketing activities must also be 
included. Provision must be made for expenses on Staff Quarters, Garages, installation 
of Sewerage & drainage systems, etc. Architect's fees is also included. 

I c) Plant and Machinery : The major components of cost under this head include the Invoice 
Price of Machinery, cost of Installation and provision for machinev stores and spares. 

d) Technical Know-how Fees : Technical know-how fees or engineering fees for acquisition 
of technology from any Indian collaboratorlforeign collaborator is shown under this 
head. Any expenses on training of staff in foreign countries or remuneration paid to 

i foreign technicians working as consultants is to be included. 

I e) Miscellaneous Fixed Assets: Miscellaneous assets include: 

i) Furniture, 

ii) Office equipment, 

iii) Cars & Trucks, 

iv) Power equipment 

v) Air conditioning system, 

vi) Fire-fighting Systems, 

vii) Pollution control systems and other such systems. 
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f) Preliminary and Capital Issue Expenses : Preliminary expenses include all enquiries 
incurred till the commencement of commercial operations and includes items like 
Interest on Terms Loans during construction period. 

g) Provision for Contingencies : This amount represents a provision to meet any increase 
in the cost of a project on account of factors like increase in the price of equipment, 
escalation clauses in contracts for Civil Works, increase in taxes, fluctuations in foreign 
exchange rates and such other factors which cannot be ascertained with precision. 

h) . Margin Money for Working Capital : Working Capital refers to the amount of funds 
required to ensure a steady level of operations. Commercial banks finance working 
capital requirements. The entrepreneur is expected to contribute his or her own funds 
to meet a part of the Working Capital in the form of margin. Usually this margin in 
expressed as a percentage of current assets forming part of working capital. The Margin 
on the Working Capital so estimated is added to the Cost of the project. 

21.7.2 Sources of Finance 

The cost of Project indicates the quantum of long-term finances needed by the organisation 
to implement the project. 

The need for such funds is met out of: 

Equity Capital and Preference Capital, and 

Borrowed Funds 

Equity Capital refers to the capital contributed by eq'uity share holders of the organisation 
in case of a company. The equity share holder is paid a dividend on capital subject to the 
availability of adequate profits during any financial year. It does not involve any fmed charge 
as in the case of Interest on loans which has to be paid irrespective of the availabiity of profits. 
Equity capital is repayable to share holders only at the time of liquidation of the company. 

Preference Capital is the capital contributed by preference share holders who enjoy a 
preference over the equity share holders in the i) payment of dividends and ii) Repayment 
of Capital at the time of liquidation. There are various classes of preference shares like 
Redeemable Preference Shares, Cumulative Preference Share, Participaamp~preference 
Shares, Convertible Preference Shares etc. 

Both these sources represent the own sources of the organisation in the case of companies. 
In case of Partnership firms and Sole traders the Capital brought into the firm by the owners 
out of their resources represents Own Capital. 

Borrowed Funds: In addition to their own funds Promoters borrow funds from various 
sources to met the cost of the Project. Generally, borrowed funds involve a fmed charge on 
the organisation in the form of interest. The cost of the project is met out of Long Term 
Borrowings. The word Long Term Borrowings refers to any loan amount which is not 
repayable withiin one financial year. Such long term borrowings are repayable in installments 
payable on a quarterly basis spread over 2-7 financial years. The following are the primary 
sources of long-term borrowings. 

Debentures : Debentures are instruments acknowledging a debt issued by the Company in 
multiples of Rs.101- . They carry a fmed rate of interest payable to debenture holders. 
Generally, debentures are secured by a charge on the assets of the Company. 

Public Deposits : Public Deposits refer to Fixed Deposits issued by companies to the general 
public. Generally, they are not secured by any charge on the assets of the company. 

Term Loans : Term Loans are extended to organisations by term-lending institutions like 
IDBI, IFCI, ICICI, UTI, GIC & Commercial term-lending institutions in the form of State 
Financial Corporations and State Development Corporations. These term-loans are 
generally repayable over a period of 5- 10 years, and carry a fmed rate of interest. 



Lease Finance : Promoters can enter into a lease agreement with a Ltase-Finance Company. 
The asset required by the promoters is given by the leasing company for a frxed period during 
which the organisation using the assets must pay lease-rentals. 

Deferred Credits : Suppliers of Capital Equipment provide deferred credit facility to 
equipment purchasers. The price of the assets can be paid in installments spread over a 
period of 3 to 7 years. In such cases, the supplying company generally insists on a guarantee 
from a commercial bank for payment of installments. 

Capital Subsidies/Development Loans : Capital Subsidies are provided to projects which 
are started in notified backward areas. The Government provides Subsidy, calculated as a 
given percentage of the Cost of the Project. 

Plough Back of Profits : Profits of a company can either be distributed to Shareholders in 
the form of dividends or reinvested in the organisation. Such ploughg back of profits adds 
to the financial strength of the organisation. 

21.73 Profitability Estimates: 

Profitability estimates are estimates of expected sales revenues and costs related to the 
expected revenue. They determine the financial viability of the project in the long run. They 
are prepared for a period sufficient for repayment of the term loans required for the project. 
Profit is represented by the excess of Sales revenue over the costs needed to generate the 
estimated Sales. 

The following are the important aspects to which the entrepreneur must pay attention : 

Sales Revenue : The volume of sales must be projected taking into consideration the capacity 
of the project and market demand. A correct estimate of capacity utilization is the key to 
success in Sales Projection. Usually a lower rate of capacity utilization is assumed during the 
early phases of the project as many bottlenecks may be encountered. The next step consists 
of estimating the sale price per unit. Pricing practices and policies of the competitors must 
be taken into consideration while f ~ n g  the sale price. Sales revenue can be ascertaihed by 
multiplying the sales volume with the sale price. 

Where sales revenue is subject to taxes like sales tax, sales revenue must be projected both 
inclusive of tax and net of taxes. 

Costs: Costs can be broadly classified into Direct Costs and Indirect costs. Direct costs are 
those costs which vary proportionate to the level of activity. Indirect C a t s  are those Costs 
which remain fixed within a range irrespective of the level of activity (See Unit 14). The 
following are the important aspects to be considered in projection okxpemes: 

i) ,Direct Costs - Tbese include: 

a) Raw material costs: Raw material requirements in volume can be projected on 
the basis of expected sales volume based on Input and Output-Ratio. The 
input-Output ratio can be determined by a study of existing units, consultation 
with experts etc. The next stepis to ascertain the price of raw materials at present 
and estimation of future price based on future demand and supply projection. In 
addition, the costs on transportation of materials and handling charges etc., must 
be built into the final price of materials. 

b) Wages: Wages refer to the remuneration paid to workers directly involved in the 
I Productiodservice actiiity. The extend of requirement of labour is a function of 

activity levels. Labour prices can be ascertained by a study of Industry Practices. 
Normally, a 10% increase is provided in wage rate to accommodate annual 
increment and compensation for inflation. 

c) Utilities: This element includes the expenses on power, fu5l etc. Requirements 
of these utilities can be projected on the basis of activity levels using technical 
estimates. Tariffs can be ascertained by industry experience. 

Project FomulPtion 
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ii) Indirect Costs - These include: 

a) Salaries: Salaries of employees associated with the supervision of production, 
administration and marketing of the product/service constitute a major head of 
expenses. The work Salaries is used to indicate remuneration paid to employees 
not directly involved with the production activity. 

b) Rents, Insurance and Taxes: Rent paid for hire of the premises can be estimated 
on the basis of plinth area required for the organization and location of the 
organization. Insurance Premiums on various assets can be estimated on the basis 
of asset values forming part of Project Costs. Tax payment can be projected on 
the basis of Government taxation structure. 

c) Repairs and Maintenance: Repairs and Maintenance charges on various assets 
can be projected as a perrentage of asset value, It must be remembered that the 
provision for repairs and maintenance increases with the passage of time. 

d) Depreciation: Depreciation on all fned assets must be estimated based on the 
expected wear and tear of assets. However, the entrepreneur must give impor- 
tance to the statutory requirements regarding depreciation laid down in the 
Companies act, 1956 and Income Tax act, 1961. 

e) Interest Costs: Interests on term-loans can be ascertained with reference to the 
rate of ,interest charged by the financial institutions. It must be remembered that 
interest burden diminishes on account of repayment of term- loan at periodic 
intervals. 

t) Other Administrative Expenses: These include Costs of Stationery, legal expen- 
ses, auditor's fees, directors fees and other such miscellaneous expenditure. 

g) Selling Expenses: Selling Expenses are expenses incurred on promotion of the 
product/service. They include expenses on media advertising, salesmen's salaries 
and commissions, cost of free samples etc. Generally selling expenses are calcu- 
lated as a percentage of sales revenue. The marketing strategy of the organization 
must be taken into consideration while determining the level of selling expenses. 

h) Profits: The excess of sales income over expenses represents the pre-tax profits. 
After tax, profits can be calculated by reference to the rates of Income tax 
applicable to the project level of profits. After tax, profits are (i) either paid out 
to shareholders in the form of dividends or (ii) retained within the organization 
in the form of reserves. The actual profits from operations may be different from 
the projected figures made in the Project Report. However, if proper assump- 
tions are made in the process of projection;, the variances can be m;nimiwd. 

illustration - 1: RST Tours (P) Ltd., has a proposal for running daily sightseeing tours in 
your city. The following information is available for preparation of Profitability estimates: 

No. of 30 Seater Buses in the fleet 4 in the first 2 years, 6 in the next 
4 years. 

Passenger fare per head 

Tax per passenger 

No. of days of operation in a year 300 days 
Expected Capacity utilization 80% utilhtion in peak season 

(150 days) 
40% utilization in lean season 
(150 days) 
Rs. 125/- during the first two years. 

Rs. 150/- during the next four years. 

Rs. 51'- per passenger during first two 
years Rs. 81- per passenger during next 
four years. 



Direct Costs: ' 

Length of the daily sight seeing tour 
Consumption of Diesel 
Expected price of Diesel 

Wages of Drivers 

I Payment to Tourist Guides + ( ~ 1 ~  

100 Kilo Meters 
1 Liter for every 5 Kms. 
Rs. 81- during the first two years. 
Rs. 13- during the next four years. 
Rs. 1201- per trip during the fitst two 
years. Rs. 1501- per trip during the 
next four years. 
Rs. 1001- per tour during the first two 
years. Rs. 1501- per tour during the 
next four years. 

Indirect Expenses: 

1 Price of a 30 seater bus 

Depreciation 

Rs. 10 lakhs per bus for present 
purchase (4 buses) 
Rs. 15 lakhs per bus for subsequent 
purchase (2 buses) 
15 percent per annum on 
straight line basis 

Repairs and Maintenance 5 percent of value per annum during 
first two years. 6 percent of value per 
annum during next four years. 

Insurance Premium 2% on original price of the buses. 
Annual Garage rents and Salaries of Rs. 1.20 lakhs per Maintenance 

personnel annum for first two years. 
Rs. 2.00 lakhs per annum for next four 
years. 

Administration Expenses Rs. 60,000 per annum during first two 
years. Rs. 1,00,000 per annum during 
next four years. 

SeUing Expenses The Company has entered into a 
contract with Media Consultants for 
Sales Promotion. 
The amount is Rs. 1,20,000 per annum. 

Term-Loans are expected to cover 75% of the cost of vehicles and are repayable in 10 equal 
annual installments. The rate of interest charged by the financial institution is 15% per annum 
on outstanding loan. 

Worlung Capital requirement is expected to be Rs. 10 lakhs during the first two years and 
Rs. 15 lakhs for next four years. XYZ Bank is willing to finance 80% of the requirement. 
Rate of Interest Charged is 20% per annum. If you are asked to Prepare Profitability 
Estimates for the first six years of operation the results would be as mentioned in Table-1. 

Table1 
Profitability Estimates for Raj Tours (P) Limited ' 

for First Six Years 
(Rupees in Lakhs) 
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21.7.4 Cash Flow Estimates 

Cash Flow estimates Project, the physical movement of the cash into and out of the 
organization. Profitability estimates are concerned with long term viability of the project, 
whereas cash flow estimates deal with liquidity of the organization. 

The following is basis of preparation of a cash Bow estimate: 

Step 1: Adjustments to the Profit and Loss Estimates: 

a) Adjustments to Income: The income of an organization is the basis for cash in-flows. 
However, differences arise between income and cash in-flows due to the following 
factors: 

i) Income accrued but not received: These amounts represent income that has been 
earned by the organization but not yet received like Credit sales. 

ii) Incomes received in advance: These amounts represent income that has not yet 
been earned by the organization but received in the form of cash. For example, 
advances from buyers for supply of goods. -- - - -- 

b) Adjustments to Expenditure: The expenditure of an organization is the basis for its cash 
out-flows. However, differences arise between expenditure and cash out-flow due to the 
following factors: 

i) Outstanding Expenditure: These are amounts that are due for payment bit  not 
yet paid. For Example, Credit Purchases. - 

ii) Prepaid Expenses: These are expenses for which the organization has already paid 
cash but has not utilized the services. For Example, rent paid in advance. 

c) Adjustments for Depreciation: Depreciation is shown as an expense in the Profit and 
Loss, estimates. However, depreciation does not involve any cash out-flow. Hence, it is 
added to the profits or deducted from losses while calculating cash flow. 

Step 2: Inclusion of Capital Items: 

The Income and Expenditure e s ea t e s  take into consideration only revenue items and do 
not consider Capital receipts and Capital payments. These items are incorporated into the 
cash flow statements. - 

Illustration - 2 (i.e. Tables - 2&3) explains the procedure for conversion of Income and 
Expenditure estimates into cash flow estimates taking into consideration adjustments 
pertaining to income and expenditure. 

UVW Resorts has prepared the following Income and Expenditure estimates (Table-2) for 
the first six months of the year XXXX. Utilizing the additional information available, cash 
flow estimates will be prepared as per Table -3. 



Table-2 
Income & Expenditure Estimates for Nay Resorts 

for first Six Months 
(Rupees in lakhs) 

1) 50% of the income is received one month in advance in the form of Advance Bookings. 
25% of the income arises out of current bookings. Rest of the income is received after 
two months. 

2) Rents, Salaries, Wages and electricity Bills are payable after the end of the month. 

3) Suppliers of Provisions extend a credit of two months. 

4) Other variable expenses are payable after two months. .rm70 

Table3 
Cash Flow Estimates for Ajay Resorts 

for first Six Months 
(Rupees in Lakhs) 

Purchase of Provisions for 

Note: It will not be possible to prepare cash flow estimates for the months of January and 
February unless we have information about income and expenditure of November and 
December months of the preceding year. 

Projected Financial Position and Flows: 

lllustrations 1 & 2 have familiarized you with the preparation of Profitability Estimates and 
Cash Flow Projections. In addition, Financial Institutions insist on Financial Position 
?rejections. These refer to Projected Balance Sheet which show the assets and Liabilities of 

e organization at the end of each financial year under review. 
- 
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21.8 ' ECONOMIC FEASIBILITY 

Financial Feasib$ty refers to the benefits that accrue to the owners of the enterprise. 
Profitability measures the desirability of a project from the point of views of the owners. 
Economic Feasibility studies attempt to evaluate the contribution of the project to the overall 
objectives of economic development and national priorities. It is also referred as Social Cost 
and Benefit Analysis (SCBA). 

Social Benefits that may arise out of a project include provision of employment, conservation 
of foreign exchange, contribution to research & Development efforts, role in meeting the 
defence needs of the country, etc. For example, taxes paid by an organization are a cost for 
the organization but they are a source of income to the Government. Social costs include 
increased pollution, depletion of scarce natural resources, utilization of foreign exchange for 
import of raw materials and technology, etc., SCBA is of course relevant only in the case of 
very large projects. However. inclusion of SCBA makes any Project Report more complete 
and meamngfd. 

Besides these aspects the entrepreneur or an organisation promoting a project in tourism 
must take into account the needs and expectations of the local population at the destination 
along with their awn efforts towrads Ecology and Environment protection methods. 

Check Your Progress3 r 
1) How do you determine the Project Cost? 

2) 'Wlhat do you understand by profitability analysis? 

21.9 TECHNIQUES OF APPRAISAL 

Generally, promoters of a project approach Term Lending institutions for financing the Cost 
of the Project. Commercial banks h e  approached for financing working capital needs. 
However, Commercial Banks in India also finance project cost subject to certain monetary 
limits. 

Such financial institutions appraise the Project Report submitted by the promoters for taking 
a decision on fmancing the project. Appraisal Studies include: 

Technical Appraisal, 

Marketing Appraisal, 

Financial Appraisal, 

Economic Appraisal, and 

Management Appraisal. 



1) Technical Appraisal: Technical Appraisal aims at determining whether the 
prerequisites for successful and timely commissioning of the project are planned and 
provided for by the promoters. Information given under Technical feasibility as part of 
the Project Report is reviewed. Appraisal is also made of documents substantiating 
various claims made by the promoter. 

2) Marketing Appraisal: The information providedunder Market Feasibility in the Project 
Report is thoroughly reviewed. Wherever possible, information given by the promoter 
is cross checked with data available from reliable sources of information. 

3) Financial Appraisal: Financial Appraid constitutes a major appraisal activity by 
financial institutions. The following are the most important areas which are subject to a 

,thorough appraisal: 

Cost of the projed: A thorough check is made of all elements of the cost of Capital. 
Documentation in the form of Purchase Invoices/Quotations are insisted upon for 
all major assets. provisions made for Transport Costs, Installation expenses etc., 
are checked to ens& their adequacy. 

Means of ~ inan'hn~:  The major sources of finance are thoroughly scrutinized. 
Arrangements made by the promoters for raising funds in the form of Merchant 
Banking arrarigements, Under writing arrangements etc., thoroughly reviewed to 
assess whether the Company (organization) is capable of raising the required 
funds. Many financial institutions have norms regarding the minimum contribu- 
tion to be brought in by the promoters in the form of equity capital. The appraisal 
officer checks whether these norms are satisfied by the applicant. 

Profitability and Cash Flow estimates: The Financial Feasibility part of the 
Project Report provides the basis for in-depth analysis. All the assumptions made 
by the promoter in projecting revenues and expenses are examined to ensure that 
they are realistic. 

Ration Analysis: Ratios are calculated to analyse the relationship between 
various variables like Profits and Sales, Sales and Assets, etc. The resulting ratios 
are comparedwith norms based on Industry averages. This will help the appraising 
agency to assess the financial soundness of the project. 

Ratios that are used for financial appraisal can be broadly classified into: 
I 
I 

Liquidity Ratios 

Capital Structure Ratios 

I Activity Ratios 

Profitability Ratios 

I Liquidity Ratios measure the capacity of an organisation to meet its current liabilities. 
Rations in this category include: Current Ratio, Quick Ratio and Working Capital. 

' Capital Structure Ratios measure the solvency of the organization. Essentially, they 
measure the relation ship between own funds and borrowed funds. Ratios in this 

, category include: Debt-Equity Ratio, Debt-Total Assets Ratio, Interest Coverage 
Ratio and other similar ratios. 

Activity Ratios measure the efficiency of management as reflected in the utilization of 
various assets to generate sales. Rations such as Sales-Inventory Ratio, Sales-Debtors 
Ratio, Average Collection Period, Sales-Gross Assets Ratio and Sales-Capital 
Employed Ratio fall under this category. 

Profitability Ratios measure the overall profitability of a project. Such rations include 
Gross Profit - Sales Ratio, Net Profit - Sales Ratio, Net Profit - Capital employed Ratio 
and other similar ratios. The final test of the overall profitabity of any organization is 
indicated by the Accounting Rate of Return on Investment (ARORI) which is equal 
to 

ARORI = Net Profit Sales - =  Net Profit 
Sales Assets Assets 

Project Formulation 
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BreakEven Analysis: Break-Point (BEP) refers to the Sales Value/Volume 
at which the project earns neither profitsor loss. It is based on the difference in 
the behaviour of Fixed Costs and Variable Costs fsr any activity. Break Even Point 
is calculated as follows: 

Fixed Costs 
in Value = Contribution Ration 

Contribution - 1 - 
S 

Where V = Variable Costs and S = Sales Revenue 

A project has a higher degree of safety and security if its Break Even Sales can be 
reached at an early stage. The difference between the Actual Sales and Break Even 
Sales is called the Margin of Safety. This represents the extent to which the sales 
volume can decline without pusbing project into losses. 

Cost of Capital: Cost of Capital refers to the minimum rate of return that any 
organization must earn on its investments to maintain the market value of the fum. 
It is represented by the expectations of the share holders regarding dividends and 
debt holders' expectations regarding interest rate. A company with a lower cost 
of Capital has a higher probability of success. 

4) Economic Appraisal: Economic Appraisal is made only in the case of large projects 
whose activities have a wider impact on society. The expected Social benefits and Costs 
projected by the entrepreneur are reviewed by officers of the appraising agency. 

5) Management Appraisal: The success of any venture to a very large extent depends on 
efficient and effective management. Hence, financial institutions generally undertake an 
appraisal of the Management of the enterprise. Importance is given to a study of: 

The character of the promoters. 

The involvement of promoters in the project. 

Their earlier track record as promoters. 

Their experience in business ventures of a similar nature. 

The technical competence and professional qualifications of key management 
personnel, etc. 

In the case of companies, the Board of Directors constitutes the Management for purpose of 
appraisal. Incase of sole traders and partnership firms, the proprietors or partners constitute 
the Management for purpose of appraisal. 

1) What is the relavance of Project appraisal? 

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

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

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

2) What all is covered under Financial Appraisal? 
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21.10 LET US SUM UP 

A Project refers to any investment opportunity which can be converted into a business 
proposition within a cost and time frame work. It is the foundation for the creation of a 
business organization. Any entrepreneur must search and screen economic opportunities 
before selecting an activity. He is expected to make a feasibility study of various aspects 
concerned with the project to establish its viability. Finally, using the information generated, 
he or she prepares a project report. Financial institutions take a decision regarding the 
extension of financial facilities after making a thorough appraisal of the project report 
submitted by the entrepreneur. 

21.11 KEY WORDS 

. PERT : A network technique used for establishing the minimum time 
required for completion of a project through the identification of 
the activity consuming the longest time. 

Market : The process of dividing the market into distinctive sub markets 
Segmentation based on factors like preference for tastes, size, quality-preference, 

price- preference etc., among rmtomers. 

Distribution Policy : It refers to practices of the organization by which the productjser- 
vice is transmitted to the customers including the use of inter- 
mediaries like whole salers, retailers etc. 

Time-Overrun : It occurs when the actual time taken for completion of any activity 
of the project exceeds the estimated time. 

Cost-Overrun : It occurs when the monetary cost for completion of any activity of 
the project exceeds the budgeted cost. * 

Margin Money for : It refers to that part of the working capital which is not financed 
Working Capital by commercial banks. 

21.12 ANSWERS TO CHECK YOUR PROGRES EXERCISES 

Check Your Progress-1 r 
1) Read Sec. 21.2 for your answer. Also see Unit 2 of this course. 

2) In Sec. 21.4 various points related to this have been discussed. 

Check Your Progress3 r 
1) Read Sec. 21.5. 

2) You are alaready aware about the various aspects related to marketing. Since the success 
of any enterprise depends on marketing, marketing feasibility is a must in a Project 
Report. See Sec. 21.6. 

Check Your Progress-3 E 
1) See Sub-sec. 21.7.1. 

2) See Sub-sec. 21.7.3. 
. - 
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1) This is done by financial institutions to assess the viability of the project in terms of profit. 
See k c .  21.9. 

2) Read Sec. 21.9. 
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ACTlMTES FOR THIS BLOCK 

Identify any Project opportunities related to Tourism in your locality, establishing their prima 
L i e  viability. 

Activity 2 0 
Your friend approaches you and states that he intends to start a business with a capital of 
Rs.10 iakhs in your native town. What are the various business opportunities you would bring 
to his notice? 

Activity 3 0 
What factors would you consider in projecting the revenues from a restaurant? 

Procure a copy of Profit and Loss Account for two years from any of the firm located in your 
area. Analyse the comparative profitability. 

Procure a copy of Balance Sheet from two companies located in your area for two consecutive 
years. Analyse the comparative financial position of there two companies. . 
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UNIT 22 TOUR OPERATORS 

Structure 

Objectives 
Introduction 
Setting Up a Tour Operator Company 
Product Knowledge and Packaging 
Costing a Tour Package 
Preparing Vouchers 
Caring for Customers 
Business Correspondence 
Briefings 
22.8.1 Briefing the Escortmour Guide - 
22.8.2 Briefing the Driver 
22.8.3 Feedback 
Organising Pick-Up, Transfers and Hotel Check-In 
Other Important Issues 
Let Us Sum Up 
Answers to Check Your Progress Ejrercises 

22.0 OBJECTIVES 

After reading this Unit, you will be able to : 

understand the roles and functions of a tour operator, 

know about the managerial roles in tour operations, 

appreciate the skills needed to perfom management ilnd day-to-day tasks in a tour 
operator company, 

know about caring for customers, 

learn how to handle business correspondence, and 

learn about the monitoring and control tasks in tour operations. 

In Unit 14 of TS-1, you were acquainted with the role of tour operator in tourism industry. A 
tour operator packages together a series of travel services which include transportation, 
airport transfers, accommodation, excursions and sightseeing, guide services, etc. The 
product which comes out after assembling all these services together is known as a package 
tour. Generally, the tour operator buys these services in bulk from the principal suppliers to 
make a package. The complete package of arrangements and services is then sold at an 
exclusive package price to clients through retail agents in the tourist-generating markets. At 
the same time, it must be noted that a tour operator not only d s  a package tour but also . 
ensures the smooth operation of the tour. The management issues in tour operations should 
be dealt with in the following ways: .. 

I 

1) Tasks to be performed for setting up a tour operator company, 
\ 

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

3) Selling the product, and 

4) Organising, monitoring and controllii the organisation's a&dks as well as tour . 
operations. 

' ,' 

~ e e p i n g b  view the functions of a tour operator, in this Unit we attempt to familiarise you 
with the managerial tasks involved therein. The Unit takes into account the requirements of 
setting up a tour operator company. It also deals with the p h i q ,  organkg and operational - 5 

' - - -%--- 
A 
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aspects necessary for tour operations. It further deals with certain minute details related to 
efficiency levels in your company. These are useful for training your employees as well as for 
those who intend taking up such jobs. 

22.2 SETTING UP A TOUR OPERATOR COMPANY 

Tour operator is a risky business. Thhi is because a tour operator buys airline's seats, hotel 
rooms, etc. much in advance from the principal suppliers and if he or she fails in selling them, 
there are heavy losses involved. Hence, before setting up a tour operator company, one must 
be prepared to take this risk. Similarly, a tour operator must be absolutely clear regarding 
the type of business to be handled. For example, would the company deal with inbound tours, 
outbound tours, domestic tours, al l  of them, or any two of them, etc. This should be decided 
at the planning stage itself while preparing the project report (see Unit 21). Further all 
companies, whether large or small, must fulfill certain minimum requirements like : 
a proper financial base, 

a adequate premises, 

a trained and qualified staff, 

a government approvals, and 

a authority to sell on behalf of industry principals in return for commissions. 

In Units 2,14 and 21, you have been acquainted with the idea of financial feasibility studies 
and the sources of funding. These should be co-related with the needs of a tour operator 
company. 

Having adequate premises at a suitable location is vital for starting a new venture. The 
requirements of a tour operator are more or less the same as that of a travel agency. Similar 
is the case in relation to support services, office requirements and the travel language and 
terminology (see Sec. 23.4 and 23.5 of Unit 23). 

A tour operator has to establish linkages with the principal suppliers like airlines, hotels, 
tourist transport operators, guides and escorts, etc. for the purpose of designing the pqckage. 
For this information has to be obtained. For marketing purposes, linkages have to be 
established with travel agents, tourism departments, etc. In fact, the ownerlmanager of a tour 
operator company must attain all knowledge about the products and market conditions. This 
means having a proper understanding of : 
a tourism markets, 

a tourism trends, 

a tourist profiles, 

a tourismforecasts, 

a promotional strategies, 

a tradelinkages, 

a travel regulations, and 

a tourism products, etc. 

Besides a tour operator, after one year of operations, must seek recognition from the 
Department of Tourism, Government of India (see Appendix 1). In the subsequent Sections 
of this Unit, we will introduce you to some important issues related to tour operator's 
functions and the managerial tasks related to them. 

223 PRODUCT KNOWLEDGE AND PACKAGING 

In today's world of specialisation, the tour operators also package different kinds of tours 
and accordingly acquire product knowledge for packaging tours. We have mentioned earlier 
that there are inbound tour operators as well as outbound and domestic tour operators. 
Within these categories, we can further divide the tour operators in two categories: 

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



Specialist Tour Operators design their ~ackages keeping in view the market 
segmentation of the customers. For example, exclusive package tours are created for 
adventure tourism by some, others package wildlife tour packages or some design 
packages for a particular age group. Some tour operators go for geographical 
segmentation and operate in a specific region only. For example, certain local tour 
operators may organise tours in their catchment areas only or some may deal with 
business for one or two countries only. Among this category, there are also tour operators 
which specialise in using specific types of accommodation, transport and entertainment. 
In fact, there is no end to imagination and creativity in designing special tours after 
analysing the demand trends and attitudes. 

Some tour operators specially design and package tours on the requests of the clients. A 
typical example in this regard could be the following : 

A group of 15 archaeologists from U.K. intends to visit India. They want to have a feel of 
prominent archaeological sites and they are in the age group of 35-45. They place their 
requests to a travel agency in U.K. and the travel agency passes on this request to a tour 
operator in India. The first task for the tour operator is to assess whether such a group can 
be handled by the company. This may include: 

1) The company has to get in touch with an archaeologist in India for identification of the 
sites to be visited. 

2) What will be the modes of transportation to these sites? 

3) Where accommodation has to be provided ? 

4) Identification of a tourist guide who specialises in archaeology. 

5) What type of entertainment can be provided to them in the evenings ? 

6) What type of meals to be served and where ? 

7) Where to take them for shopping, etc. ? 

In fact, after assessing these aspects only, the tour operator will package the different 
components and accept the offer. The tour operator can also think of providing value addition 
in this package by offering a good book on archaeology to the group members, a visit to a 
museum where the finds from the archaeological sights are kept and shopping at a place 
where replicas of ancients artifacts could be bought. 

.It should be kept in mind that such requests ask for special efforts on the part of tour 
operator to package the tour and in the coming future the number of such tours is going to 
increase. 

For the construction of any type of holiday package, market research (see Unit-16) is an 
essential component and once a decision is taken regarding the type of business to be done, 
the tour operator must take an account of the services that are to be packaged. At the same 
time, the tour operator must have a Brst-hand experience of the quality of the services which 
the principal suppliers offer, and this means field visits. In tourism, these are known as 
Familiarisation (FAM) Tours. Generally, these tours are at the cost of the principal 
suppliers who themselves are loolung for expanding their business. Let us take the following 
example in this regard. 

A tour operator intends to package a tour from Delhi to Goa. We know that atleast three 
airlines are operating their flights on this route and there are a number of hotels in Goa. A 
representative of the company travels in a particular airline to assess its services. Further, he 
or she looks at the hotels in Panjim and assesses their facilities and services, location from 
the beach (generally people go to Goa for beach holidays) etc. The prices and commissions 
are also negotiated. The next thing the representative does is to deal with a local tourist 
transport operator for making sightseeing and excursion arrangements during the daytime 
and again prices and commissions are negotiated. The representative also finds out the means 
of entertainment aveable in the evenings and decides which one from among them is to be 
packaged 'm the tour. 

In fact a tour operator shouldconstantly update the knowledge about the destination in order 
to improve and redesign the package (if necessary) every year. It must be remembered that 

- 
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the packages are generally designed and sold atleast a year in advance as most of the tourists 
in the prominent tourist generating markets plan their holidays much in advance. This is more 
so necessary because of the competition in the market. In Sub-sec23.1.1 of Unit-23, we have 
mentioned the types of product knowledge required for travel agency employees and this is 
equally applicable in the case of tour operators. The product knowledge has to be stored and 
regularly updated. 

Besides product knowledge, planning, organising, monitoring and controls should be an 
in-built exercise while packaging tours. While selling the tours, you may face such questions 
as to what are your alternate or contingency plans for meeting the failure of any service that 
is offered in the package. For example, if the flight is cancelled etc. Hence, it is necessary that 
the pace of operations, contingency plans and controls are decided at the initial stage itself. 
Though, these may be for the internal consumption of your company employees. 

1) Mention the necessary requirements for setting up a tour operator company. 

2) Discuss the importance of product knowledge in packaging tours. - - .-- - 
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COSTING A TOUR PACKAGE 
- -. 

How do tow operators make money when they do a costing ? The two major methods are 
increasing mark up and making savings through buying power. 

Mark Up 

Our business makes-a profit, and keeps us in employment, by handling as many clients as 
possible and by making sure that we make a profit on each group of clients. In order to ensure 
that we make a profit we must first be aware of the total cost of the ingredients of the package 
to our company, and we must add a mark up to that total. A mark up is the extra amount 

'0° which our company can keep. If we give a quotation which is too high, because we have been 
200 too greedy with our mark up, we may lose the business to a competitor. If we do not charge 
- enough we may not survive as an organisation. Normally the superiors make this decision - lLo0 about what amount to add and they usually express this as a percentage of the total cost price. 

Buying Power 

We are also able to increase the amount we make on each tour group by working to reduce 
the price at which we buy the services. This has the effect of increasing our margin without 
increasing the price at which we must sell to the clients. We are in a good position to negotiate 
in this way when we are able to give one supplier, such as hotel, a lot of business which we 

- 



have gathered from many wholesalers, or when we are able to persuade our clients to travel TOW 0pembm 

at unpopular times (off season) of the year. 

There are a number of other technical terms which you should know before moving on. 

Net Rate I 

This is the price which a supplier charges us and which he wants to be paid by us. We are free 
to add any amount of Mark Up to it before passing it to our client. The net rate is always kept 
absolutely confidential to us and the client must have no idea of the extent of the mark up. 
Our competitors may receive merent net rates from the same suppliers and will probably 
add different mark ups. 

Gross rate 

This is the rate which a supplier quotes us. It includes an amount, expressed as a percentage 
of the gross rate, for us. This hidden part for us is usually known as Commission. For example, 
if the Gross price is 10 dollars, and the commission rate is lo%, our supplier wants to be paid 
9 dollars and expects us to sell the service to the client for 10 dollars. It is probable that the 
same service is available elsewhere for 10 dollars and that the client is aware of this selling 
price. The percentage rate of the commissionis not revealed to the client and our competitors 
probably receive a different commission rate even though their selling price is the same. 

Profit 

It is what a company hopes to have left at the end of the year after all its bills have been paid, 
. including taxes. Profit is not the same as mark up. However, it should be noted that many 
travel companies call the amount they have made on a file "profit on this file and not* mark 
up on this file. This is technically incorrect but as it is common practice. 

Margin 

It is much the same as mark up but whereas mark up tends to be expressed as a percentage, 
mar& tends to be an amount expressed in money. 

What has the client paid? 

Let us imagine that a client chooses a vacation which will cost hi 100 US dollars. (Round 
figures have been used for convenience in this example) 

Total amount received by retail client 
Retail agents commission on this sale 
Amount passed to wholesaler 
Wholesalers mark uplprofit on file 
Airseat to destination 
Amount of inbound operators invoice to wholesaler 

Can you see that your invoice of $400 to the wholesaler has had many other things added to 
ir before the client finally gets his bid ? All of these figures are kept confidential to the travel 
trade. Clients are well aware that everyone is making money, but they are never permitted to 
know the exact details. 

We will now look at your part of the work, which is how you arrive at the amount you must 
invoice your wholesaler. 

( obtaining the btes  to use in a costing 

~ h =  most simple way to obtain the rate you will be charged for a parti& service is to ask 
the supplier. You could telephone a hotel ask for a net agent's rate, or a commissionable 
gross rate, and simply work from there. If you deal only very rarely with a supplier then this 
is what you will probably have to do. (You must always c d i m  the conversation in writing 
aftmards and take the reference of the person who gave the rate.) 

This is the easiest way to get a rate, but it will not be the best price available, Most tour 
companies g6 to great lengths to negotiate favourable special terms with suppliers they use 
freauentlv and so vou are likelv to find that in vour office there is a list of rates which your 



IbbMgcrisl Practice in 

1 
There should be such a list to cover all the services youuse frequently such as hotels, guides, I 

Towism-1 transport, sightseeing entrance fees, meals at restanrants during tours, ewpment hire etc. 
I You should look carefully to see whether the rates are NET or GROSS to your company. 
I Remember what these terms mean. Sometimes, your suppliers will publish their rates in a 

document called a "Confidential tariff'. Be careful to establish whether the rates are net or 
gross. If you have a large group you may be able to improve on the published rate by 
negotiation. Note that the document in which your company's rates are published to your ~ 
wholesalers may also be called a confidential tariff but of course that document includes your 
company's mark up. 

How to Reduce Costs? 

Sometimes, you will cost a tour and find that the selling price is too high for your client. What 
can you do in this case ? It is not always possible to cut the margin, or try to negotiate a lower 
buying price. You can try a number of other alternatives: 

reduce the number of nights, 

reduce the included meal plan, 

reduce the included sightseeing or activities, or 

use a cheaper hotel, etc. I 

All of these yill have the effect of reducing the gross cost to your client (but they will also 
reduce your profit on this file). When you take an action to reduce the cost by reducing the 1 
quality you must be sure to explain clearly to the client why the tour is now less expensive. If 

do this carefully, you may even persuade them to pay the higher price for a better product. 

22.5 PREPARING VOUCHERS 

Vouchers (sometimes called exchange orders) are documents which are issued by-travel . 
businesses. They serve instead of endless letters and can be used to : 

make reservations, , 

confirm reservations, and 

guarantee payment. 

Instead of writing a lengthy booking letter, sending a deposit cheque or cash, then writing a 
confirmation letter and sending another cheque, or more cash, a voucher can be written. This 
saves time, effort and removes the risks of escorts and other staff carrying large amounts of 
cash. Because vouchers are promises to pay, they are Accountable documents and must be 
treated like tickets or cash. That is, they must be carefully secured and stock controlled. 
Vouchers can be used for a wide variety of services. Typically, these will include : 

Hotel bookings, 

Meal breaks on tours, 

Transport, 

Guide and representatives, I 

Entrance fees to attractions, 

Tolls for roads, bridges or mountain passes, 

Hire of equipment for sports and activities and many more. 

Vouchers are usually printed in sets of four or more copies and the distribution of the copies 
is as follows : 

1) An office's client file copy, 
2) Client's copy which he or she presents to hotel (or other service) on arrival, 
3) Hotel's copy, goes in advance of client to act as confirmation of phone bookirrg, 
4). Accounts department's copy, 
5) Some companies have a use for a fifth or more copies. 



To suin up, a voucher is a promise to pay for a service someone promises to provide. In order TOW ~pemtors 
to do this a voucher must be: 
a Accurate, I 

I - 
a Brief, and 

a Clear. 

Issuing Vouchers 

When you issue a voucher, you should keep a record of the voucher number and the client 
file it belongs to in a stock record book as well as keeping a copy of the voucher in the accounts 
and clients files. Some companies work on photocopied vouchers. These are cheap and easy 
to produce but have the disadvantage that they are easy to copy and so are open to fraud. 
Some modem computer reservations and ticketingsysterns can print and number, their own 
vouchers which is less open to fraud, and cheaper than going to an outside printer. i 
Issuing Vouchers Accurately and Fully 

In issuing vouchers all you have to do is to complete each box fully and completely. If you 
are able to type the entries then you should do so. It looks much better, and is easier to read. 
If you must hand write a voucher then you should use block capitals and indelible ink or 
ball-point. Always check that all copies have come out clearly, especially if using carbon 
paper. Let us look at one example of a correctly completed voucher for a transfer, which you 
are asking your partner agency. Coconut Travel, to conduct on your behalf. 

12, N e b  Place 
ITITAH HIGH ROAD, N a  Dclhl. 

YOUR OFFICE 

MR / S.M. HENRY 

PRIVATE AIRCONDrnONED CAR 
NOTE MRS. HENRY USES OWN WHEELCHAIR SPECIAL ASSITANCE 

Remember that we said a voucher was a document which outlined a promise to provide a 
service. In writing the following voucher in detail we are advising our partner exactly what we 
have done and we are giving enough information to allow them to do it properly. They have 
all the flight details, the family name is underlined so they can address the passengers politely, 
and they know that there is a special need concerning a wheelchair which may mean that the 
representative has to be a little stronger thah usual, a little more sympathetic, and the car 
must be able to accommodate the folded chair. Lastly, as the passengers are English speaking, 
they will choose a representative who can communicate with them. Similar vouchers are made 
for hotels or other service providers also. 

I 

I 

I 

Note that only very rarely do prices ever appear on vouchers. This is because there is a . 
difference between the net rate that we are paying and the gross rate that the client is paying. 
We keep these rates, and the extent of the difference,,confidential. 
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Manegcrlnl PrseUc~s in 
Tourism-1 

Amendments and Alterations 

Whether you are an 
o a r ,  manager, 
supenlsor or an employee 
all your efforts shonld be 
geared towards providing 
quality service. 

Amended or altered vouchers which you are considering accepting should be viewed with 
suspicion for the same reasons. However, there may be a good reason why they have becc 
amended. For example, if 20 lunches have been booked, but a guide arrives with only 18 
people, she would rightly expect to amend the voucher for 20 to 18 by hand. However, if she 
amended the voucher from 20 lunches to 20 full board you might wish to check for the issuing 
office before accepting the alteration. Take careful note of the sentences printed at the very 
bottom of the voucher which are for everyone's protection. 

22.6 CARING FOR CUSTOMERS 

For tour operators to be successful and earn money, they must provide a quality service. If 
an operator does not do this helshe will find it a~u l t  to attract customers. There is fierce 
competition bemen  inbound operators to get and keep clients. Only those who really 
provide good customer care have a hope of surviving. 

1) Providing a Quality Service 

Your clients have high expectations of the service you can provide. For these expectations to 
be met depends largely on how good you are at your job. You can either make their dreams 
come true or turn their dreams into nightmares. Unless you can satisfy these expectations 
customers will be unhappy. On the other hand, if you can give a better service than they 
expected you will have gone far beyond their hopes and expectations. Remember that many 
clients may be experienced travellers who will judge your semce against their previous; 
experiences. Trying to please every customer is not only done to make them happy but to ge) 
repeat business and good publicity. Caring for your clients and ensuring they enjoy a high 
quality service is all about putting people first. The reason for checking a ticket delivered by 
an airline before giving it to your customers is to give them the best service. To offer a quality 
service to every client: 

e means being able to maintain high standards and repeat them every time,, and 

. involves developing systems and making,them work every time. 

Always remember that every client likes to feel special. Making each one feel different from 
thousands of others you deal with every year is not always easy. Here are a few simple way8 
to achieve this : 
e always acknowledge people when you meet them, 

look them in the eye when you speak, 

smile - and mean it, . ., 

address people courteously, and 

use their name if you know it. , 
1' 

L i g  all customers is not easy either as there will be some people you instantly like, while 
there wiU be some people you instantly dislike. This is not wrong as it is after all a natural 
human reaction. But it is wrong to let your dislike show. 

2) Giving a Little Bit Extra 

"When I went to the tour operator to book my snorkeling trip, he asked me if I preferred a 
mask with or without side windows and he also checked whether I had any previous 
experience. When I said I had none he offered a free introduction in the swimming pool so 
that I would be comfortable at once on the real reef. He made me feel really relaxed when I . 
had felt a little nervous. That was really helpful." 

"My tour operator tried to sell me insurance, travellers cheques, visa application and 
collection, hotels at the other end and even a chauffeur driven taxi service to get me to thei I 

airport. He should know by now that I travel a lot and have all these things undw  control^ 
I felt he was trying to make extra sales a t  my expense." Guess which client felt they wert 
getting good service. These examples kighl i t  the key factor in giving quality service - itk 



the caring way the service is delivered that makes success. The idea of giving that little bit 
extra is really what good customer care is all about. You should put the client's interests first. 

In your job you will be shown a whole series of tasks to do and be encouraged to do all of 
them well each and every time. You would easily start to focus on doing the job to please your 
senior, and forget that the reason for doing the job is to look after your client. To give them 
the best possible standard of care and service is the reason for doing all the different tasks 
that are part of your job. 

Sometimes you should ask yourself "Why am I doing this ?" If you can arrive at an answer that 
puts the client first then you have understood correctly. But if your answer is "Because the 
boss says that is what to do" you are not focused on the customer and are likely to do just the 
minimum to scrape by. So 'giving that little bit extra means thinking of your customers' 
reaction to your work, and trying to look after their comfort and satisfaction. 

With experience you will learn what the customer expects from you. The secret in giving that 
little bit extra is anticipating the request before it comes, being prepared to deal with it and 
even perhaps offering it before it is asked for. 

3) Handling Client Complaints 

There will be times when things do not quite go right. You need to be ready to deal with them. 
Clients or wholesalers may sometimes bring a problem to your attention, without being upset 
about it. It is really a request for additional help. Once  at help is given the issue is closed. 
These are often small incidents. They may also result from a client having slightly different 
needs from most others. A simple adjustment or extra service solves the problem. It can even 
be turned into an example of extra caring, extra attentive service. You can earn extra goodwill 
by removing these kinds of problems. On the other hand a customer/wholesaler complaint is 
a prob!em that they really feel upset about. This is where the issue gets complicated. You will 
have to deal with two quite separate things: 

firstly you will have to deal with feelings and emotions, 

secondly you will also have to deal with the problem. 

Anger and criticism are like fire, they spread rapidly and can quickly get out of control. By 
following these guidelines you contain the anger, get it under control and stop it spreading. 
You will also have to deal with feelings and emotions. Do t ab  the complaint seriously, even 
when you think it is exaggerated or unreasonable. This will let your client know that you are 
prepared to listen and help. It may start calming them down right away. You should also take 
certain other steps : 

Do stay calm yourself. This allows you to stay in control. When you are calm and your 
client angry the observers are likely to suppose you are right. 

Do keep your speech and tone businesslike. 

Do try not to take the complaint personally. If you do so you will become emotionally 
involved too, the situation will get worse because you will start to defend yourself or argue 
back. 

I, Never argue or answer back. If the complaint does, however, centre on you bring in a 
coll&gue or manager as a witness. 

Any problem has to be dealt tactfully. You s'hould take the person somewhere private as 
loud voices attract attention and anger can be contagious. Get the person sit down as 
people often become less aggressive when seated. Listen all the way through the 
complain't and often the clients will talk themselves out of their anger. Ask questions to 
get the full details and you can show understanding but must not offer your own opinion 
on the issues. Here comments like "I see," "I understand," Do go on" suggest that you can 
see the person's pkoblem b u ~  they do not commit you to agreeing with them. 

Make note of important points. Repwt &t:& hack to the client so you both agree you 
have all the facts. Alternatively, you can ask theclient to wrjte out the report. This in itself 
can be a cooling downtactic. Find out exactly what the person wants. 

Agree on a solution. This is possible where you can mange to solve tbproblem. If you 
need time to investigate the complaint or to coasult other peopfe, un&rtake to report 
back with an answer or a solution. 

Tour Operatom 
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' ~ a n e ~ e r i k  k t l c c s  in Follow up as you said you would. The correct handling of complaints does not end here. 
1 Tourism-1 You will have to investigate the facts as told to you. There is possibly another version of 

the story. You should also decide on a solution and then report back with a solution to - the clientlwholesaler. Nor does the matter end here. You need to secure agreement from 
the client that the matter is now closed. Make a note of the incident and its final solution 
in the complaints or incident book. 

You should know when to say "sorry" and when not to say it. Be very careful about saying 
sorry. If you say it before you have found out the whole story and before you know if there 
is really a fault, you in effect accept responsibility. The client can take your apology as 
your accepting responsibility and then expect compensation. The client could even use 
it in a legal battle if things went that far. You can say that you are sorry that there appears 
to be a problem. This does not suggest that you accept the fault is yours. You can say 
sorry if after investigation the fault was yours and you htend to make amends. 

Complaints made in writing aie often more serious than complaints made face to face. 
People put complaints in writing when they want some form of compensation (often in 
terms of money back) or are thinking about taking legal .action. You must deal with 
written complaints immediately. Reply immediately in writing to say you have received 
their complaint and are investigating the problem. Undertake to keep them informed of 
your action. Investigate the problem. Decide on the best action. Inform the unhappy 
client in writing. Keep all correspondence and notes on file. 

Monitor all complaints and problems. By keeping a record of all the incidents that happen 
you will be able to see trends and patterns. This allows you to put the matter right at the 
source and could stop it happening again. 

These aspects are relevant not only in the case of a tour operator company but also in a 
travel agency, airline and hotels etc. 

Check Your Progress - 2 a 
1) What all should you consider while costing a tour package ? 

2) Why should you provide a quality service ? 

I 
I 22.7 BUSINESS CORRESPONDENCE 
I 

I I Many of the wholesalers of your operation will require confirmations or tickets sent to them 

I i. by mail, and many of the documents &out your clients will arrive in your office by mail. AU 
I 14 organisations derpknd on incoming, outgoing and internal correspondence. The product of 



tour operators is an arrangement made on paper and we depend on the mail more than many 
other businesses. Correspondence can be by: 

letter - 

fax 

telex 

memo 

E-mail 

The "mail" here includes the public post office system or it could also include a messenger 
boy and national or international courier service. There are many reasons why we correspond 
with others and these can include : 

requesting information, 

giving information, 

sales promotion (mail shots), 

receiving documents, 

despatching documents, 

receiving payments, and 

despatching payments, etc. 

All incoming correspondence must be handled quickly and correctly in order that 
customers' bookings are properly processed and all outgoing correspondence should create 
a professional image of both yourself and your company. 

i) Incoming correspondence 

One of the first tasks of the working day is to deal with all correspondence. This may mean 
that someone has to go through the post received, someone has to check the fax m a c e e ,  
collect printouts Erom the telex machine, aud-write down messages from the aswer-phone, 
and.someone has to check the computers for E-mail or networked messages. 

In order to do this that "someone" needs to be free of the need to sell to new customers. Most 
operators will put the staff on a rota whereby they take their turn on administration or cowter 

. duties. 

Incoming correspondence can cover many different subjects. It may include updates from 
suppliers on products available, invoices for services provided, requests from customers, 
arrival of tickets, new stocks of brochures, advice of flight time changes, customer complaints, 
and much more. It will be important to deal with all of this information in order of priority. 
You can start by 

opening all of the company correspondence, 

checking the name of the addressee, and 

recording the date received (using a date stamp). 

You will now have quite a pile of mail in front of you. Where to begin ? Well, you should sort 
the post according to urgency. Remember, existing client business is the most urgent. 

Messages which have arrived by answer-phone, telex, fax or E-mail are usually, but not always, 
more urgent than those which have come by post, so you should put these in one pile for the 
most urgent attention. Next you should look for letters which deal with very urgent matters, 
such as invoices, receipts, tickets or time changes. 

After these come requests which may lead to new business. Enquiries from prospective 
clients need close attention. Then comes matters to do with general office administration, 
such as bank statements, bills for the office rent, etc. If you do not handle these promptly you 
will have a business but no premises. Next, there is likely to be quite a lot of product 
information, such as new editions of timetables, a trade newspaper, or the office copy of a 
new brochure. You certainly need to keep these but they are less urgent. Last will come 
circulars, and effort by other businesses to sell to us. If you are on post duties your job is to 

Tour Oprrotora 



read the mail quickly, establish the level of priority, and deliver it promptly to its nexl 
destination in the company. This could be to a colleague, to a file, or even directly to the waste 
paper bin. Your own office will have a system for dealing with specific documents. The system 
may not be like that of any other company and so training material like this cannot tell you 
how to operate it. What you need to remember is that: 

existing business comes first, 

a potential business comes second, 

a administration comes third, and 

.product updates comes next. 

Customer complaints are existing business and will not go away if you put them at the bottom 
of the pile. Allincoming mail must be distributed in the first-half hour of the working day so 
that it can be dealt with promptly. 

ii) Outgoing Correspondence 

What came in, has to go back out, so before long your office will be replying to all the messages 
you received in the early morning. Corresponding with people is an opportunity to transmit 
a professional image of yoursclf and your company and therefore it must all look smart as 
well as be correct. 

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

a the letter is formatted correctly, 

it has the correct-date, 

a it is addressed to the correct person, 
*a. 

a all information is correct (double check with all files) 

there are no grammatical, spelling, or typing errors, 

a all questions asked have been answered, 

* a the letter is easily understood, , - 

the letter is polite and businesslike, 

the letter has been signed by the appropriate person, 

a the envelope has been addressed correctly, the postage is fmed and sufficient, and 

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

iii) Mailing and Postage t 

. .. .* 
Mailing procedures will vary from company to company. However, here are some general 
rules that should be applied : 
a use regular mail if the correspondence will reach its destination as quickly as airmail. 

.(Regular mail costs'less.). 

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

a use couriers/office boys fbr urgent local deliveries. 

use registered mail when the correspondence being sent, warrants a record of delivery 
(eg. valueables such as tickets). If using office boys give them a book to obtain signatures 
in exchange for deliveries made. , 
always ensure that the correct and full a 2 bess  is on the envelope. 

use fax, E-Mail or telex in place of mail i f  speed is essential. Send a copy by mail if 
necessary. \ 

a It is your responsibility to make sure that the correct amount of postage has been included 
on the letter. The amount of postage will be det&mined by the: 

a destination of the correspond&e, 

type of mail seivice selected (regular, airmail, tttc.), and 



The Central Post Office in each country issues a national and international tariff .for various Tour Operators 

countries, mail services and weights of correspondence. You must be familiar with these 
t&. 

The correct postage can be assessed at any Post Office. Postal Weighing Scales are available 
whereby the weight of the correspondence can be assessed and the correct postage calculated. 
If such equipment is in use in your office you must know how to calculate the correct amount 
of postage. Some larger agencies will use mail Franking machines to cover postage. The 
Franking machine will automatically stamp the letter with the required amount of postage 
and record the amount covered. 

iv) internal Correspondence 

Corresponding with other members of staff will be part of the daily routine in any company. 
This is normally done in an informal way. Handwritten notes are normally quite acceptable 
when communicating with your colleagues. When you have passed on an important or urgent 
piece of information to a colleague you should double check that it was received. A quick 
verbal "Did you see my note about Mr Ali's flight cancellation ?" takes only a moment. If you 
are required to write a detailed report it should always be typed, even if only for internal use. 
You should use a typewriter, word processor or a computer to ensure that the finished item 
looks professional. 

V) Despatching Correspondence 

At the end of the working day there could be a large /quantity of mail to send. This will include 
' electroaic despatch as well as physical posting. If everythiig is left to the last minute the 
- pers& who should send the mail will want to go home and the mail will sit until tomorrow. 

Not very professional. The whole office staff should therefore be aware of what time the mail 
will leave from the oflice, and ideally this will be about an hour or half an hour before the 
close of business. At this time the administration person will collect the mail, and take it to 
the box or post office. This may take a little time so it will be that persons last duty of the day. 
Faxes, telexes, etc. should not await the end of the day but should be despatched at once 
throughout the working day. 

22.8 BRIEFINGS 

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

22.8.1 Briefing the Eseort/Tour Guide 

A professional escorthour guide knows all about the history, flora and fauna, etc. of his day 
toui. He has studied hard and probably has something close to a script which he has learned 
and which he says to every group. But if he is truly professional he will want to give of his best 
and he will try to avoid a "patter". After all, he knows a lot more than he ever has time to say 
so we should help hi to tailor his information to the needs of our group. How do we do this? 
We tell him : 

How many people a& in the group? 

What language the people speak? We alSo tell him whether it is their native tongue or - 
whether they are just about coping because there was no available guide who could speak 
their native tongue. 

How old the group members are? If the escort/tour guide knows that he has a lot of very 
elderly people abroad he may decide to cut out a steep climb up a hill to a viewpoint and 
to make that stretch of the journey by road. Equally, if the group contains a lot of children, 
he may spend longer at an attraction they would enjoy (elephant bath) and less time at 
something which may bore them (politician's birthplace). The actual itinerary is not being 
changed, just the emphasis. 

What else other parts of the itinerary includes? Clients who are having a different 
sightseeing tour each day do not want to hear the same explanation each morning from 
different guides ! Give the guide an opportunity to show his wider knowledge. "I know 
that you have seen tea growing when you were in Sri Lanka. Do you know how we drink 

Escorted Tours - ThIs is 
an organised and planned 
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Manngerlal Practices ~n it here in &&a",' or "Today we will visit a Buddhist temple, which differs from what you 
Tourism-1 have seen at .. in that.." 

Special interests: Some groups have special interests, and even expertise in things. A 
little research will allow you to offer an extra on your tour. For example a group of nurses 
may wish to visit a hospital, or, if not, they may well ask detailed questions about what 
health w e  is available and how people pay for it. A man who you know to be a heavy 
smoker may like to stop at a tobacco plantation, a keen horse rider will want to watch a 
few minutes of a polo match you might have driven past. Older people may have been to 
your country before and may want to relive special memories. A little research will allow 
the guide to say "yes, that building was the British Club, or "that is the place where the 
battle of .. was fought." Very often these small things make a "nice" day tour into a 
"fabulous" day tour for your clients and they cost you nothing. 

If there are VIPs on the tour: Of course, every client should be treated as if they were a 
VIP. But it is a fact that you will need to treat some people more specially still ! If you 
know that you have travel agents, or a member of your wholesalers staff on the tour, make 
sure that the guide takes extra w e  of them to preserve your reputation. 

Special requests: Some clients have special needs and special. requests which are very 
important to them. These could be something like a special diet. You would advise the 
lunch stop of this on the voucher but the escort/guide should ensure that the request is 
actioned at lunch time. Equally, a Moslem group may want to stop at a mosque at prayer 
times and a simple reorganisation of the itinerary could help. Some people may have 
health or mobility problems which need consideration. 

I 

Today's itinerary: When briefing the escort/tour guide as above you must also make sure 
that you go through all fixed points of the day. For example, the briefing should include: , 

I 

.@ "You have to be at the Hotel for lunch at 1200. If you are late you will clash wit+ ~ 
our other group and the hotel would not be able to manage. or, I 

"You have a morning coffee at 10 (clients own expense, no voucher), lunch at 12, 
:::I (voucher), elephant ride at 2, (vouchers not accepted so please sign the receipt for 

this cash, and bring a copy of their receipt, tea break at 3:30 (voucher). Then the 
clients are free for shopping but you must not let them be too long as they have a 
f2rmal dinner in the hotel at 7 and will need time to change.'' A written itinerary, 
containing all this and with vouchers attached will help the guide enormously. 

I 

22.8.2 Briefing the Driver 
3 .  

The vehicle and driver are vital parts of the tour, before meeting the tourists the driver should 
, have checked : 

fuel 

Water 

Engine Oil 

Tyres 

Tyre Pressure 

Q Spare wheel at correct pressure 

Brakes 

Jack and tools 

b Windscreen wipers i 
Lights I 

Horn 

Public address 

Microphone 

18 First aid kit 



Windows 

a Paintwork 

a Seats 

e Floor 
\ - .  
,Ashtrays 

a Refreshments, etc. 

The driver himself should be well briefed. Often, he will have been to the places before, and 
knows the best way. If he is new he needs careful help before starting off. The driver's 
appearance is also important. He should : 

a be neatly and cleanly dressed, fresh and clean, 

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

a he should not drink alcohol during the tour, or come to work smelling of it. 

I 

22.83 Feedback 
I 
You should always be looking for feedback from your clients. This may come as casual 

1 comment from them to you or to the guide, or you may ask for it more formally by means of 
, a questionnaire. 

Positive Feedback 
I r 
It is always a pleasure to receive it but you should listen to it actively. It may be telling you 

I somethq more as well. "This guide's English was so clear", with the stress on "This" may be 
telling you that others are not clear enough. If you are very alert you can constantly check 
quality and ensure the satisfaction of your visitors. ', 
'Negative Feedback 

This should also be carefully attended to. "We did not enjoy the visit to the temple because 
. it w k  so hot". What can you do about the weather ? Nothing. But on future tours you could 

cool the people down by : 

a visiting early in the morning 

a ending parasols for shade 

a combining the visit with a refreshment break 

a making sure the bus is waiting with its air conditioning on (and not parked in the sun with 
its engine off !) 

a advising the people in advance so that they will prepare themselves. 

Check Your Progress3 I 
'1) Why is it necessary to handle business correspondence in a professional way ? 

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



Managerial practices in 2) What kind of briefing should be given to EscortsiTour Guides? 
Tourbm-1 

22.9 ORGANISING PICKUP, TRANSFERS, AND 
HOTEL CHECK IN 

For some weeks, or even months, your office has been working to obtain the business from, 
and conduct administration for, a group of clients. These clients are now about to arrive and 
you have to make all your service promises come true. This is the moment to 
expectations and to prove that your company, and your country/destination were the right 
choices for their vacation. 

A good impression, made right at the start of the visit, will put everyone in the right mood 
towards an overall success. Conversely, problems at this stage will simply persuade the 
clients that the whole thing was a mistake and they will be difficult to deal with for the rest 
of their stay. This could mean that they are likely to make complaints over small matters, and 
it could mean that they will refuse to buy the extra services which contribute to your company's 
financial success. Proper preparation and well conducted transfers will ensure this all 
important smooth start. 

Put Yourself in the Client's Shoes 

Clients arriving from a long flight will be tired. They may also be dehydrated (as a result of 
thg physical effects of flying, and of drinking alcohol on the flight which exaggerates this 
effect). They may be suffering from the change of climate from their country to yours. (A 
Northern European coming to South Asia in January could be experiencing a difference of 
as much as 45 to 50 degrees C which takes a little adjustment). They are often nervous, so let 
us consider what of. First, there is a fear of a foreign culture, foreign food, foreign people of 
different races and colours, of getting lost, ill, or roljbed. and who knows what others fears ! 
Of course, these fears can also be looked at in a more positive way and be regarded as part 
of the challenge, and the excitement, of travelling abroad. After all our clients did choose to 
come to us ! But when you arrive at a strange, noisy and hot airport, and must cope with the 
bureaucracy and rudeness of many immigration and customs officials, the delay for your 
luggage, and the inadequacy of the trolleys, and when you have been travelling for many hours, 
it is not always easy to be positive. 

What do clients want at this stage ? They want to regain those things that they lost when they 
set off from their own country. We can summarise their personal needs as to : 

feel safe and secure, 

satisfy physical needs, 

have intellectual stimulation, 

belong with others, and 

have their status recognised. 

Everything we do before, during, or after their transfer is designed to fulfill these-needs. We 
should also consider whether our clients actually need us to conduct this transfer for them ? 
He does not ! Most adults are capable of finding their way to wherever they have to go. It may 
take them longer, especially if there are language problems, and it may be less comfortable, 
more expensive, and slower to do it themselves, but they do not actually need us. So why do 
they employ us ? We are employed to arrange transfers because we can do them more cheaply, 
more quickly, more comfortably, than they can themselves, and we can"glso provide for all 



those personal needs we listed above. If we are not able to manage all this we should not be TORT ~ p e r ~ t o r s  

arranging transfers as we are useless. Clients will soon realise this and oilr business will 
evaporate. Now let us look at what steps we can take to ensure that allgoes well and the clients 
needs are met. In fact, several days before pre-arrival day you should check : 

That transport has been booked. This should be the right kind of vehicle for the purpose. 
(Did you know that in some parts of the world horses, camels, bullock carts, rickshaws, , 
boats, helicopters, seaplanes are used for transfers, not just the usual cars and buses ?) 

Check that you are using the most appropriate transport for your clients. Clients may 
have requested air conditioning or they may have a lot of luggage so that a larger vehicle, 
or even a second vehicle specially for the bags will be needed. (this particularly applies 
to active special interest groups like divers, climbers, trekkers, campers). 

The transport must have been selected because it is reliable, safe, well maintained and 
clean. The driver must be briefed as to exactly where the transport should be in relation 
to the terminal building and how you can locate it when the group is ready, Ensure that 
the transport company knows the number of passengers and bags expected and the ETA 
of the flight and its number. Double check that there will be a proper seat for every guest. 
Remember to leave one for the transfer personnel. 

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

If there is to be payment of porterage of luggage then the representative must have cash 
to pay porters and a money receipt for them to sign. 

Check that hotel rooms will be available on arrival and advise the hotel front office what 
time the clients are likely to be actually in the hotel so that the housekeeping department 
is ready for them (this is especially important in the case of very early or very late arrivals.) 
Remember the clients needs. 

Check reservations against the hotels rooming list to ensure correct number, 
. configuration and for any special requests (cots, low floor, sea view etc.) 

Check that the hotel voucher has been issued and that the rate agreed is correct. 

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

Flight number 

Namelist 

Details of transport, transport voucher 

Hotel name and address, rooming list and hotel voucher 

6 Together with any special details such as the nature of the group, difficulties with AT& himx T h e  of 

mobility, VIPs etc. 

Greetinglsign board (see bellow) 

(h some cities where there is a long transfer between airport and city there is a representative 
who meets at the airport and then despatches the group to the hotel where another 
representative awaits. In this case each of them must have an identical briefing, but, of course, 
only one has the transport voucher and one has the hotel voucher. They must also each be 
aware who the other is and how to make contact when the group is under way. Mobile phones 
are of great use in this.) 

On Arrival Day 

The meet and greet process starts before you set off for the airport. There is no point in going 
there unless your flight is coming in so you should call the airline and establish the Actual 
time of arrival. This can be accuratdy given only after the aircraft has actually left its 
departure point. Do not be persuaded to accept the scheduled time of arrival which can be 
wildly different. If there is a substantial change to the timings be sure to advise the transport 
company and the hotel of changes. Early arrivals generally cause more panic than late ones. 
You must be at the airport before the passengers can possibly be out of the customers hall. 
Experience will tell you how long it takes for passengers to appear out of the customs hall at 
your airport after the aircraft has landed. If you are able to have an airside pass then you 
should be in the customs hall assisting and greeting passengers. In some airports this is not 



allowed because of security concerns and in this case you must position yourself immediately 
Tolnhm-1 outside the customs hall. 

Prepare Yourself 

Remember that you never get a second chance to make a first impression. Your 
appearance at the airport &odd thus be highly professional. 

You should be clean, neat, and very well groomed. 

You should be wearing a badge which identifies you as the official in charge of your clients 
(it reassures that you are not just any old local, you are the right professional.) 

Your clothes should be immaculate in terms of being clean, pressed, and in good repair. 
If you can wear a uniform +is is ideal as it also helps you to be easily recognised and 
trusted. 

If you have a choice of clothing t h p  think what being "well dressed" means. It means that 
you should be wearing something which is suitable for the job in hand. 

In some parts of South Asia an airport representative would be very suitably dressed if wearing 
a sari, or for men a shirt and tie, in company colouk. However, in other areas, where a small 
boat transfer direct to a resort beach is involved, this would be highly impractical. In this case 
shorts for men, or a simple cotton skirt for ladies, may be suitable, worn with a neat tee shirt 
bearing the company name and logo. The colour of your clothes is important as you should 
be easy to recognise. At any airport in the region you can see hundreds of people wearing 
similar clothes. Try to be different and tell your wholesalers how to describe you to clients 
("our ladies wear emerald green like your baggage labels" is easy to spot and to remember). 

What Other Equipment do you Need? 

At the airport, you need to have the following ready for use : 

badge, 

uniform on you, 

greetingboard, 

namelist, 

clipboard and pen, 

mobile phone or phonecard or coins, 

tips or voucher for porters, 

transport voucher, 

hotel voucher, 

o+ welcome packs andfor gifts, 

hotel registration cards, and 

your smile. 

When you Identify your passengers? 

Greet them cheerfully, and briefly welcome them, and tick them off on your list (security and 
status for them). Aslr them to wait in the place you have chosen to assemble your group while 
you gather up others. If you find that you have missed someone ask the airport information 
service to announce : 

name of missii passenger, . 
name of tour group, 

place arrived from, 

easily identifiable meeting point, and 

ensure this announceni6nt'i.s Pn tke language the passenger speaks. 

On rare occasions the passenger does not appear. Check with the airline that they are in fact 
22 on board the flight. If not, there is no need to wait. If so, then repeat the public announcement 

- .  -- 



and Lave a written note at the information point giving advice to the passenger about how to Tom opcxatorm 
catch up with the group. Wait a total of 30 minutes and then continue with the transfer. At 
all stages keep the other passengers advised of the reason for the delay. (This reassures them 
that you are doing a careful job.) * 

Lost or Damaged Baggage 

Passengers should have reported lost or damaged baggage in the custodaggage areas 
where the forms for tracinglreplacing the bags can be obtained from the airline staff. This is 
where your airside pass could have helped. Reassure the passengers, who feel very threatened 
by this situation and may become very upsct, and go back with them to complete the necessary 
forms. Make sure that the airline gives the passenger copies of all forms filled in and that 
these are carefully kept by the clients as they will be required for insurance. The airlines are 
responsible for finding and forwarding lost bags and fixed rates of compensation are payable 
to help with the cost of toiletries, and other essentials when bags, are lost or delayed. Offer to 
go with the client for this essential shopping. 

Leaving the Clients Alone and Signposting 

If at any time you have to leave clients to attend to another matter you should always "signpost". 
r This means that you do not just disappear but you explain where your are going and why. 
Failure to do this leads to insecurity amongst the clients. Examples could be "please stay here 
I am going to check on the coach "or" I will be back in 10 minutes I am going to help with that 
damaged bagn. 

When you have all the passengers, and all their b& are accounted for, you should lead the 
group to the vehicle holding the welcome notice high so that they can follow you through a 

' crowd. Go steadily, so that all can keep up, and talk to the passengers in a welcoming manner 
about their journey etc. Take care when crossing roads. Before boarding the vehicle ensye 

I that each person checks that his own bags have been loaded. The loading will usually be done 
. 

I by porters or the driver but they cannot be expected to know whose bags are whose. Before 
; moving off welcome the group again, saying your name clearly and checlung the number of' 

passengers present is still correct. 

hiving to the Hotel 

Introduce the driver, say again the name of the hotel and tell the group the approximate 
driving time to get there. During the transfer give some basic information such as : 

a The local time now, 

a Explain the lo@ currency and where money can be changed, 

a Weathetlclimate, and I 

a Explain the next event on their programme. 

Avoid the temptation to talk non stop for your clients are tired. However, your could i v e  
some general information about the route, if you have time. If the transfer is long enough, the 
group is large and if the hotel has been helpful in this matter, you may be able to give out hotel 
registration cards, and even room keys on the transfer. This saves,the long wait and queues 
in the lobby. The best hotels are keen to ensure that the delay is minimal, and that a large 
group does not clutter up their lobby for too long. If you have done this then you must give 
the completed cards to reception on arrival. If you do not have the keys the clients can give 
the cards to exchange for a key. If you have room numbers you should take your list to the 
porters and ask clients to identify their bags. You can chalk the room number on the bags 
and the delivery process can start. Good porters will obviously do all this for themselves, but 
a tactful gentle, "training1' f;om you will speed everythq up for your guests-in a less well 
organised hotel. 

Nbw your clients are on their way to their rooms, but your job is still not over. You should 
ensure that you have a copy of the rooming list with room numbers on it, and you should wait 
for about 15 minutes from when the last clients arrived iri their rooms. If there are any 
complaints ("we did not get the sea view we paid for," or,"there is no dot for ow baby") this is 
when they .will be most easily resolved. After this time, if all is still quiet, you can go. Here is 
a checklist to help you to remember all this. 



Managerial practices In - Arrival Transfer Checklist 
Tourlsm-1 

a Check rooming list with hotel 

a Call airline for ETA 

a Be in good time 

a Check whereabouts of vehicle 

a Be in best position with nameboard 

a Go airside if possible 

a Rendezvous with clients 

a Smile 

a Help with porters and tip same 

a Ensure all pax and bags present before moving off 

a Signpost if leaving clients 

a Install clients in vehicle 

a Smile, repeat welcome 

a State journey time and mileage 

Comment on route 

Start tour selling process 

State next item on programme 

Collect airtickets for reconfirmation of onward sector 

If time, handout registration cards and keys 

On amval go ahead to reception 

Activate porters 

See all clients to rooms (smile) 

Wait till all is quiet 

Depart 

Departure Transfers 

The departing experience of a client is crucial for your company's image. Departure transfer 
for your clients is to be handled very professionally. Like the arrival transfer it starts some 
days beforehand. Within 72 hours after amval all scheduled seats for the next sector should 
be reconfirmed. This means that you should have gathered up all the tickets and done this 
for your clients. BEWARE. There are just a few airlines which have different requirements 
such as "reconfirm within 72 hours of departure" and failure to comply can lose clients their 
seats. Get to know your local situation. You are supposed to be the professional. 

Each and every client must be advised in writing one day before of their flight time and date 
and pickup time from the hotel. This can be achieved by putting a notice on the tour notice 
board, or you can leave a letter for each client with reception. (If ysu do not put this in writing 
there is a risk that a client who misses the flight can blame you.) Details of any departure tax 
payable should be included. Once again, you need to reconfirm transport and voucher 
arrangements with the transport company and double check that there is no change to the 
flight time. You need to establish how long before departure clients should pay their extra 
bills at reception. Computerised hotels can usually cope just before departure unless the 
group is very large, but some properties prefer this to be done and right before. 

On departure day follow the departure transfer checklist given below which is essentially 
the same as for the arrival transfer. Remember that the customers needs are the same. He 
or she may again be nervous and unsure but has now come to trust you and should be easier 
to direct. 

w 

Missing Passengers 

Very occasionally you wiIl have a passenger who does not appear for the departure transfer 
You should call his room check the hotel restaurant or pool areas and ask the hotel staff and 



your other guests if they know where he can be. If all this fails, to locate him you should leave Tour Operatom 

a message in writing for him at reception telling him how to catch up with the group and get 
to the airport. 

On arrival at the airport you should tell the airline that you are missing one person so that 
they can be prepared to help with a late and flustered passenger. If the client is an adult there 
is no need for you to be concerned with the consequences of overstaying visas or missing 
flights PROVIDED that you have done everything to ensure he was told what he ought to be 
doing. (and that you can prove what you did.) 

Departure Transfer Checklist 

Brief clients in writing and in advance 

Brief hotel and porters to be ready 

Be at hotel early 

Ask reception if everyone has paid extras 

Gather up clients, phone rooms of those who do not appear 

Load bags (Each client to confirm) 

Remind clients: 

a. to pay extras 

to return keys 

to empty safe deposits 

to have passports and tickets in hand luggage 

a Load passengers 

a Depart for airport 

On route explain procedure at airport 

Explain what facilities there are airside (toilets ? post office ? duty-free? bar ? care ? 

a Drive as close as possible to check in area 

Before le*g bus wish them a safe and happy journey home and that they will come 
back soon. Sound as if you mean it. 

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

Assist with getting portersftrolleys 

a Assist with check in procedures/airport tax paying etc. 

Escort to security and passport control 

When all have gone airside you can leave but not before 

a If there is a delay before the clients have gone'airside you are still responsible for them. 

22.10 OTHER IMPORTANT ISSUES 

Tourism is a very sensitive industry as if deals with people and their holidays. We have already It is advfsabk that bar 
mentioned in the preceding sections various aspects necessary for making the customer feel operators sign 

comfortable. However, certain other aspects should also be taken into account. contracts with their 
principal suppliers as 

1) A tour operator company must manage its finances well and you must take into account 
the issues mentioned in Units 14,18,19,20, & 21. 

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

well as clients 
regarding the services, 
damages to be claimed, 
area of jwisdlctlon in 
east of legal cases, etc 
The tour operators 
must consult their 
lawyers and 
representative body in 
this regard 



3) The manager as well as the employees in a tour operator company should always be 
prepared to react to any sudden development (strikes, health problems, political 
upheaval, non-availability of hotels or airline seats, etc.). In such situations, on the spot 
decision making is required to offer solutions. 

4) Increasing use of technology has considerably changed the nature of operations 
management. However, computers, fax machines and even telephone systems also keep 
breaking down (e.g. power cuts etc.). Hence, it is important that the company should also 
train the employees in manual system as it comes handy in times of crisis. 

5)  Market research, market segmentation, understanding the tourist markets, tourist 
profiles, etc. are essential for achieving success in business and a tour operator must pay 
considerable attention on these aspects. Besides, proper linkages have to be established 
with principal suppliers. Preparing attractive brochures, participation in travel marts and 
travel conventions help the tour operator in increasing business. Many tour operators 
are also going for direct selling to the consumers by putting advertisements in the print 
as well as electronic media. 

1 

Check Your Progress - 4 - 
1) How as a manager would you instruct your employee to receive a group of tourists at the 

airport? 

2) What steps would you initiate regarding the departure of a tourist group ? 

22.11 LET US SUM UP 

In this Unit, we have familiarised you with certain details regarding the managementand 
day-to-day functions in a tour operator company. It is essential for a tour operator to first 
gain knowledge about the market conditions and then acquire product knowledge. The Unit 

. also dealt with .certain aspects like preparing vouchers, caring for customers, business 
. correspondence, briefings, etc. which at the surface may appear to you as something trivial 

but you must remember that these are all vital issues as far ,as customer satisfaction is 
concerned and cannot be taken lightly in a service industry like tourism. These are equally 
important for managers, supervisory staff as well as employees. You should also once again 
read Unit No.14 of TS-1. 



22.12 ANSWERS TO C ~ E C K  YOUR PROGRESS T- - 
EXERCISES 

1) These requirements have been dealt with in Sec22.2. 

2) You can package a tour only after attaining product knowledge. See Sec.22.3. 

1) See . Sec.22.4 . 

2) In a competitive situatidn, you can survive only by providing quality service to your 
customers or else you may lose your business. 

1) In Sec.22.7, we have mentioned how to handle business correspondence ina professional 
way. Such an exercise increases the reputation of your company, tells the client that you 
mean business and would handle everything as per their satisfaction. 

2) The work of the tour operator does not end by packaging and selling tours but a tour ' 

operator has to also ensure a smooth functioning of the tour. Hence, it is necessary to 
give proper briefings to d concerned. In Sub-sec.22.8.1, we have discussed the briehgs 
to be given to the escorts/tour guides. 

1) Read the relevant paragra'phs in Sec.22.9 for your answer. 

2) The way you welcome a group on arrival, in the same way you have to take care about 
departures also. The first impression is always important but equally important is the last 
impression which you are giving at the time of departure. Read the relevant paragraphs 
in Sec22.9 for your answers. 



Department of Tourism, Government of India 

RULES FOR RECOGNITION AS APPROVED TOUR OPERATOR WITH EFFECT 
4 

FROM 6.4.1992 i 
1) The aims and objectives of the scheme for recognition shall be to promote tourism in 

1 

I 

India. This is a voluntary scheme open to all bonafide tour operators. I 

2) Definition: A Tour Operator Organisation is one which makes arrangements for , a 

transport, accommodation, sightseeing, entertainment and other tourism related services 
for tourists. 

3) All applications for recognition shall be addressed to the Director General of Tourism, 
Transport Bhawan, No. 1, Parliament Street, New Delhi - 110 001. 

4) The following conditions must be fulfilled by the Tour Operator for grant of recognition 
by Department of Tourism: 

i) The application for grant of recognition shall be in the prescribed form. 

ii) The Tour Operator should have a minimum paid-up capital of Rs. 1.00 lakh duly 
supported by the latest audited balance sheetlchartered Accountant's certificate. 

iii) The turn-over in terms of foreign exchange or Indian rupees by the f m  frdm tour 
operation only should be a minimum of Rs. 5.00 lakhs duly supported by 
Chartered Accountant's certificate. 

iv) The Tour Operator has an office under the charge of a full time member of their 
staff, who is adequately trainedtexperienced in matters regarding transport, 

* ,  accommodation, currency, customs regulations and general information about , 
travel and tourism related services. I 

I 

I 

v) The Tour Operator should have been in operation for a minimum period of one 
year beforg the date of application. 

vi) The Tour Operator will have to be income tax assessee and should have filed 
Income Tax return for the current assessment year. 

5) The recognition as Approved Tour Operator once granted shall continue unless 
withdrawn subject to their continuance in this business and their submitting the requisite 
annual return of Income Tax and other particulars. 

6) The Tour Operator will be required to pay a non-refundable one time fee of Rs. 1,0001-' 
while applying or the recognition. The fee will be made payable to the Pay and Accounts 
Officer, Department of Tourism in the form of a Bank Draft. The fee f o ~  recognition of 
each Branch Office will be Rs. 5001-. 

' , 7) Recognition will be granted to the Headquarters Office of Tour Operators, Branch 
Offices will be approved along with the Headquarters Office or subsequently, provided 
the particulars of the Branch Offices are submitted to Department of Tourism and 
accepted by it. 

8) The decision of the Department of Tourism, Government of India, in the matter of 
recognition shall be final. The Government of India may, in their discretion, refuse to . , 
recognise any firm or withdrawlwithhold at any time recognition already grantedwithout 
assigning any reason. 

9) Tour Operator granted recognition shall be entitled.to such incentives and concessions 
as may be granted by Government from time to time and shall abide by the terms and 
conditions of recognition as prescribed from time to time by the Department of Tourism, 
Government of India. 

28 
- 



Application Form for Recognition as approved Tour Opemtor TOW OpvstDls ' 

1) Name and address of Head Office and Branch Offices. 

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

3) Name of Directors/Parmers, etc. The details of their interests, if any, in other business 
may also be indicated. 

4) Give particulars of staff employed, their qualifications, experience, salary and length of 
service with the firm. 

5) Name of Bankers (Please attach a reference from your bankers). 

6) 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 statements should be in respect of your establishment for the 
last completed financial year or for the calendar year immediately preceding the date of 
submission of your application. Also furnish details of your turnover in the following 
statement: 

Name and particulars of the Tour Operator concerned 

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

b) Loans g) Investment 
i) Secured h) Current Assets 
ii) Unsecured 

c) Reserves i) Intangible assets 

d) Current Liabilities and provision 

e) Total j) Total 

NOTES: 
i) Reserves should include balance of Profit and Loss A ~ u n t  and would exclude 

taxation reserve. 

ii) Current liabilities and provisions would include taxation reserve. 

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

iv) Intangible assets would include goodwill, preliminary expenses, tenancy and 
v- business rights, deferred revenue expenditure, accumulated loss, e t ~ .  
7) Copy of acknowledgement certificate in respect of Income Tax return for the current 

assessment year should be enclosed. 

8) Whether any other activities.are undertaken by the firm besides Tour Operation. 

9) Member of ~nternational Travel Organisations. 

10) a) Give details of volume of tourist traffic handles upto the date of application 
showing foreign and in te rd  tourist traffic separately. Please submit a certificate 
from Chartered Accountant. This certificate should show the receipts from tour 
operation only during the fincanchl p a r  or the calendar year immediately preced- 
ing the date of submission of year application. 

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

c) Steps taken to promote domestic tourist traftic and details of the groups handled, 
if any. 

d) Special programmes, if any, arranged for foreign tourists. 



Managerial pmUcs 11) Number of Conferences handled, if any, and the total number of passengers for such 
 oari ism-I Conferences with details of locations, etc. 

12) Number of incentive tours handled. 

13) Please enclose a Demand Draft of Rs. 1,0001- for Head Office and Rs. 5001- for each 
Branch Office as fee for recognition and mention the D.D. No., date and amount in this 
column. 

Signature of Prop./Partner/Managing Director 

Rubber Stamp of the h. . .  
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23.0 OBJECTIVES 

After reading this Unit you will be able to: 

a know the procedure for setting up a travel agency, 

a understand the managerial roles in a travel agency, 

a learn how the various concepts and functions of management are applied in travel agency 
business, and 

a know about the skills required in managing and handling travel agency operations. 
-. 

I 

23.1 INTRODUCTION 

A trace1 agency is a "One stop" shop. The minute a travellerttourist thinks of extensive travel, 
he or she thinks of a travel agency. A travel agent has to therefore, add value to the company 
and to the traveller. A Travel Manager specialises in "packaging" the required semces. 
Practically all travel agencies in India are owned by private entrepreneurs and the scope for 
setting up an agency is great. 

This Unit fadarises you with the cFrations of a travel agency along with the required 
managerial functions. It also tells you how t, set up and manage your own agency. The Unit 
also mentions about the approvals like L4T4 DOT, RBI as well as some of the benefits given 
by Government to travel industry. TIUS Unit is useful for both, managers as well as 
employees. 

23.2 TRAVEL AGENCY 

A travel agency is the link between the travellerttourist on the one side and the principal 
supplier i.e. airline, hotel, tourist and transport operator etc. on the other. It survives on 3.1 

- 

--- 
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Managerial ~ r a e t i c s  in earning commissions for travel services rendered to public on behalf of the principal 
 owi ism-1 suppliers. I 

The World Tourism Organisation N O ) ,  which is an Organisation under the aegis of the I 

United nations has predicted that the world-wide Travel Industry will double in size on Dollar 
terms over the next 10 years as by 2010 AD nearly a billion people a year will be making 
International trips. As standards of living rise around the world and double income families 
increase, there will be higher disposable incomes which means more money for pleasure 
travel. Some 212 million jobs world-wide depend indirectly or directly on tourism Industry 
and it will rise to 338 million in 10 years as per the WTO. It generates $3.5 trillion or 6% of 
the world GDP in gross output. All this demonstrates that the potential of this Industry is 
enormous. 

A travel agency on the one hand books air tickets, arranges for facilitation, books hotel, plans 
4 

tours and itineraries and even arranges foreign exchange and insurance cover (See Unit-13 
of TS-1 and Unit-28 of TS-2). On the other hand, it channelises business to the airlines, hotels, 
transport operators, etc. and it is for this service that commissions are paid (varying in 
percentage) on the total amount of the value of the ticket, 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 concepts and functions not only in planning 
but also in operations. The management tasks in a travel agency are related to the nature of 
business operations and the services offered. The prime role of travel agency is to provide 
the purchase of travel to the customers at a convenient location. It is at these locations that 
the travel agencies act as booking agents for airlines, railways, road or water transport, hotels 
and/or package tours. They also provide certain ancillary services like travel insurance, 
foreign exchange, traveller cheques, procuring of visas and other travel documentation, 
permits, airport transfers, custom clearances etc. A travel agency also acts like a travel 
consultant providing consultancy on issues like: 

, a When to travel and where? 

a How to travel? 

a Where to stay or do shopping, etc.? 

a Information regarding rules, regulations, safety, etc. 

However, such consultancy is possmle only after.mderstanding the customers wants and 
I 

attitudes. This role has to be performed impartially by the travel agency in order to give the 
best to the customer. 
- - 
Travel agencies are classified in various ways. The distinctions can be made on the basis of 
their memberships like that of IATA (International Air Transport Association), PATA 
(Pacific Area Travel Association), ASTA (American Society of Travel Agents), ABTA 
(Association of British Travel Agents), WATA (World Association of Travel Agents), UFTA 
(Universal Federation of TravelAgents Association) or TAAI (Travel Agents Association 
of India). Besides these recognitions they can also be distinguished by the type of business 
they are in or the services which they offer. 

The oierations and managerial tasks in a travel agency vary aceording to the nature of the 
busidess. However, certain mamgefial tasks and management functions can be common to 
all and they emerge out of the job description. 

233.1 Acquiring Product Knowledge 

Unless a manager acquires product knowledge, it is difficult to be suecessfd in travel agency 
business. This is more so true because most of the travel agencies are smail family ruh 
businesses with owners acting as managers and empIoying little staff. The managers 

I themselves shodd have a sound produ~t knowledge in order to guide and direct their staff. 

I This is applicable for both outbound as welt as domestic'travel. A travel agency staff must 
32 
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have full knowledge about: 

Destinations: 
climatic conditions, 

political situations, 

special events and public holidays, 

customs, culture and cuisine of country/destination, 

major attractions, 

health and other hazards, 

currency exchange rates, 

travel regulations and documents, and 

accommodation facilities, etc. 

B) Airlines: 
reservation system, 

route operations, 

flight schedules, 

fares, 

types of aeroplanes, 

, services offered on board, and 
I 

: connecting flights, etc. 

C) Airports: 
timings, 

'a facilities, 

Travel Agencies 

Product knowledge can be obtained 
from a variety of sources. It is equally 

*custom and security regulations, 

distances from city, etc. 

D) Surface (Rail and Road) and Water Transport: 

connections, 

fares and car rentals, 

a reservation systems and procedures. 

E) Other Aspects: 
package tours, 

excursions, and 

F) Principal Suppliers: 

Image and financial standing, 

services offered, 
i quality of service, and 
r 

commissions offered, etc. 

L3.3.2 Managing Information 

Product knowledge is acquired through information which the travel agency collects from 
various sources. This information is storedby the travel agency and it needs constant updating 
to meet the customer needs. While providinginformation to the customers you must ensure 

, that it is current information. The sources oi information for a travel agency include: 
t 



Man-rial Practices in computer information systems produced for the trade, 
ToarIsm-1 

brochures and news bulletins of principal suppliers, 

news papers, 

television programmes, 

documentary ftlms, 

travel trade pagazines, 

current affairs magazines, 

familiarization trips, and 

travel advisories. 

As a manager you must be well informed and there should be constant exchange of 
information between you and your employees. You also have to ensure proper information 
storing and updating mechanism in your organisation. This could be filling, storing data on 
computers, or both. Besides everyone in the organisation must strictly ensure that any change, 
addition, withdrawal, etc. has to be immediately taken note of without any time lag. 

2333 Ensuring Infrastructure and Support Services 

The management must ensure the availability of required infrastructure and support systems. 
For example: 

telephones, 
. 

fax, 

electronic mail, 

photocopiers, and 

computers, etc. 

These are essential communication equipments in a travel agency which are needed for: 
requesting idformation, 

receiving information, 

making reservations, 

confirmations, and 

transmitting information to clients. 

Proper use of communication technology saves time, reduces costs and thus contributes to 
the profitability of the agency. Having trained staff for operating them and regular 
maintenance of the equipment are other managerial tasks. Not only this but the staff should 
be trained for maintaining records (Activity Report) of the messages and notes thus 
exchanged. 

SI.No. Fax Activiv Report Customer File No. 

1) Date 

2) Number to 

'3) 

4) 

5 )  

6 )  

Number form 

Number of Pages 

Length of sending time 

Transmission states 

Remarks. 

i 



Similarly, the management should provide for filing systems, stationery, office supplies, 
necessary counters and office space arrangements, display areas, etc. Besides, common 
materials in any office use like photocopy paper, toner, envelopes, fdes, etc. a travel agency 
needs certain specific material for work efficiency and a sample list in provided in Table-1. 

Table-1 

These are consumable items and if sufficient quantities are not there operational problems 
will keep emerging. It is your job not only to ensure availability of such items but also to: 

determining their usage, 

maintain stock levels, and 

reorder purchases, etc. 

I . 'Reorder . I 

L 

Price 
Stock Level 

C 
QuotaUons 

Select Supplier 

-I 
Cheek I stoclchvels I I Pwchnse Order I 

I I 

Receive 

Check 

WPM Area 
Charsekrbpties 

Vlslbk 
easytogetat 
neatly arranged 
materhb 
cleanandbright 
updatcmalcrtials, 

paste=, 
brochnns, give 
aways, price Us& 
map etc 
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Stock Record 

Certain other important tasks have been dealt d t h  in different Sections of this Unit. 
However, it must be noted that the basic management concepts of planning, organising, 
directing and controlling are essential in travel agency business and should be suitably applied 
as per requirements. Whether it is the tasks of planning itenaries, ticketing, reservations, 
dealing with principal suppliers, marketing and sales or deciding on further expansion, the 
management concepts are of much use. Similarly certain issues discussed in Unit-22 (like 
caring for customers, etc.) are equally useful in travel agency operations. 

/ 

1) Discuss the services provided by a travel agency. 

2) Why should product knowledge be acquired? 

23.4 SE'ITING UP A TRAWL AGENCY 

For setting up a travel agency one has to take into account the following aspects: 

a Infrastructural and financial requirements, 

a Approvals from concerned bodies, 

a Recognitions from principal suppliers, and 

a Incentives and benefits. 



In the following Sub-sections we discuss these aspects. 

23.4.1 Infrastructural and Financial Requirements 

For starting a new business in this area the capital requirements are not very high. The 
requirements in this regard require investment for the following: 

Buying or hiring of office space, 

Office furniture and furnishings, 

Communication equipments (like fax, telephone, Xerox, computers, etc.), 

Salaries for the staff, and 

Office materials (like files, labels, promotional brochures, letterheads, etc.) 

These capital requirements are not too high and because of this we find a number of persons 
entering this business. (for raising funds to meet capital requirements see Units 2,14 and 21): 

While formulating the business plan or project report for starting the travel agency business 
an important point to be considered is the location of the agency. Most of the travel agents 
have their offices in big cities with branches in small towns. In small towns also people have 
been setting up their own travel agencies. Travel agents compete for business in the area 
where they are located. 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, 
institutions and their offices, or a neighbowhood of residents who travel a lot. Hence, some 
on the spot surveys are required for deciding the location. 

23.4.2 Approvals by Concerned Bodies 

A travel agency requires certain approvals for carrying the business and in this regard an 
approval from the International Air Transport Association (IATA) which is the World 
Organisation of Scheduled Airlines, is very useful. IATA has worked out International fares 
and rates and uniform transportation documents (airline tickets and airway bills) to facilitate 
the carriage of passengers and cargo world-wide. An IATA approved Passenger SaleslAgent 
is an Agent who is capable of receiving commissions on International Air Travel documents. 
This commission is paid only to approved Agents. 

To apply for IATA approval, an application has to be submitted, by filling out the requisite 
forms, and sent to Seaetary, Agency Investigation, Panel No. 9(AIP-9). In this regard the 
following aspects are checked: 

Ability to generate and procure air passenger transportation, 

Professional standing, 

Financial status, 

Business premises, and 

Staff abiity and experience 

A final inspection is held and the approval is given by IATA. It is worth mentioning here that 
all IATA Agents get 9% commission on International air tickets and 6% on domestic airline 
tickets. Payment has to be made fortnightly to the airlines. A good manager must,enswe 
adequacy of capital employed. If credit is given to special clients, cash rotation must be 
managed so as not to default and in,;::: sirictures and eventual loss of IATA approval. 

23.43 Recognition and Licences 

A travelagency must seek recognition from the Department of Tourism (DOT), Government 
of India and also take licences from the principal suppliers like, the airlines and Reserve 
Bank of India along with recognition from the hotels. This is necessary for earning 
commissions on the business carried out. 



Managerial Practices in Department of Tourism 
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The Department of Tourism, Government of India has set certain rules for givingrecognition 
to a travel agency and it gives a one time approval. This recognition is given to those agencies 
only who have been in operation for at least one year. The Department's requirements in this 
re&d are mentioned in Appendix-1. 

Resewe Bank of India Ucence 

In order to receive and deposit foreign exchange earned, with a Bank the agency should have 
a Restricted Money Changer's Licence (RLM-3) and proper returns must be filed with the 
Resewe Bank of India every fortnight. According to elrifting regulations, Indian Airlines has 
dollar fares for foreign tourists and there are incentives given by the Government for foreign 
exchange earning, so this licence and record is very important to register your foreign 
exchange earnings. 

Hotel Recognition 

Once a travel agency is recognised by the Department of Tourism, most hotels (whether they 
are IStar, CStar, 3-Star or Budget) and leading hotel chains will automatically give 
commission on business handled by a travel agency. The Depwtment of Tourism's 
recognition gives creditability to the travel agency. It gives a standing in the Industry and the 
hotels feel reassured that their bills will be paid. Dependmg upon the volume of business, 
hotels may give 10% commission and credit and sometimes even an over-riding commission. 
At times special rates are negotiated keeping in view the volume of business. A good travel 
manager must know the art of negotiating special rates so as to maximise revenue. 

A travel agmcy should also establish linkages with tour operators, tourist transport operators, 
tourist cargo operators, etc, along with getting recognised by the railways and state tourism 
development corporations. 

23.4.4 Incentives and Benefits 

The Government of India gives certain incentives and benefits to the tourism industry and a 
person intending to set up a travel agency should be aware of such benefits. For example: 

Financial benefits are available under Section 80HHD to the travel agents. Under this 
50% of earning profits in foreign exchange are free of income tax and the other 50% are 
also tax free if they are ploughed hack into the development of tourism. 

The Department of Tourism gives prizes for various categories of travel agencies for 
foreign exchange earnings. This is an honour that acts as an incentive to boost foreign 
exchange earnings by the travel agency. 

The Tourism Finance Corporation of India gives loans to persons for setting up travel 
agencies. 

  he Department of Tourism, Government of hdia provides brochures, tourism related 
data, etc. to travel agencies for promotional purposes. 

The Department of Tourism, Government of India also provides assistance to the travel 
agencies for participation in tourism fairs, travel marts, and in official promotional 
delegations. Generally such assitance is provided through the Travel Agents Association 
of India (TAAI) and it is advisable that travel agencies should become members of TAAI 
(see' Unit-5 of TS-1). 

I 

From time to time certain other incentives are given by the Government of India as well as 
the state tourism departments and a travel agency manager should keep track of these. 

23.5 LANGUAGE, TERMS AND ABBREVIATIONS 
\ 

Certain terms and abbreviations are used in the travel agency business along with the phonetic . 
alphabet. Generally it is the st& which uses them in day to day operations but it is equally 



LO deal with some of them. 

23.5.1 Phonetic Alphabet 

Travel agency staff spend a lot of time on the telephone. Often we are dealing with cracking 
lines and with people whose accent is unfamiliar. In these unfavourable circumstances we 
are often trying to dictate, or to hear reference numbers on which somebody's travel plans 
depend. In order that there should be less confusion, and more clarity, you will hear people 
using a phonetic alphabet. The names given to each letter have been specially chosen because 

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

, 
The Phonetic Alphabet is a means of giving correct information such as a client's details with 
a much reduced possibility of error. By giving names to each letter of the alphabet it is 
possible to relay information accurately. Practice using the Phonetic Alphabet as often as 
possible so that you become totally familiar with its application. The alphabet is as follows: 

ALPHA 

BRAVO 
CHARLIE 

DELTA 

ECHO 
FOXTROT 

GOLF 

HOTEL 

INDIA 

JULIET 

KILO 

LIMA 

MIKE 

NOVEMBER 

OSCAR 
PAPA 

QUEBEC 

ROMEO 

SIERRA 

TANGO 

UNIFORM 

VICTOR 

WHISKY 

XRAY 

YANKEE 

ZUKU 

Example: 

The following client's name and address needs to 
be transmitted accurately: 

John Brown 
Silver Drive 

' New York 

Using the phonetic alpahbet it will be given in the 
followbg way: 

juliet, oscar, hotel, november. 
bravo, romeo, oscar, whisky, november. 

sierra, india, Lima, victor, echo, romeo. 
delta, romeo,,india, victor, echo. 

november, echo, whisky. 
yankee, oscar, romeo, kilo. 

23.5.2 Travel Agency T e r ~ s  

Some of the important terms used in travel agency business are given in this Sub-section. 

BOOKING or RESERVATION: Ths is a seatlroom or other service to be provided tb a 
traveller or hotel guest, at some fu~ure date or time. 

When a reservation is made, it is a promise to provide the client with an agreed product or 
service for which the client promises to pay. 



~ ~ n a g e r i a l  ~r~etices iu Reservations kll contain details of the client's name, address and the type of service to be 
Tourtsrn-1 provided. This could be an airline seat, a hotel room, a meal in a restaurant, etc. 

OPTION: An option, or more correctly, an optional booking is a reservation which is held 
for a fixed length of time only and at the end of that time it must be CONFIRMED and paid 
for, or cancelled. Always be sure to establish whether reservations are CONFIRMED or 
OPTIONAL. 

CONFIRMATION: This is a clear statement, which ensures that the service to be provided 
is held fumly available and will be paid for. 

OVERBOOKING: Overbooking occurs when a hotel sells more rooms than it has available 
or an airline sells more seats than those that actually exist on a flight. 

INDUSTRY PRINCIPAL. An industry principal can be described as a primary provider of 
service, such as an airline. 

DELUXE HOTEL: A hotel with the highest standards of services and facilities. 

TOURIST HOTEL: A hotel which is in the lower price range. 

RESORT HOTEL: A hotel which mainly caters for holiday makers, and which contains a 
high level of leisure facilities within its complex 

DOUBLE ROOM: A room for two people with one double bed. 

TWIN ROOM: A room for one person. 

SINGLE ROOM: A room for one person. 
1 

HOTEL RATE: The prices charged by a hotel for the various types of rooms on offer. 

RACK RATE: The hotel rate charged to someone who just enquiries (no special prices). 

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

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

CONTINENTAL PLAN or BED AND BREAKFAST: A hotel rate which hcludes 
accommodation and breakfast only. i - 
EUROPEAN PLAN: A room only (no meals). 

CHECK-IN: At aq airport, a passenger 'checks-in' when helshe goes through the formalities 
required to board an aircraft. 

A hotel guest 'checks-in' when helshe registers with the hotel reception. This involves 
completing a registration card which gives details about the guest. 

CHECK-OUT: These are the formalities which a hotel guest undertakes before departure. 
There is usually a latest time by which check-out should be completed on departure day. 
After this time another nights rate becomes payable. 

CANCELLATION FEE: This is the amount to be paid by a passenger or guest who cancels 
or fails to use a reserved flight or accommodation. Cancellation fees are usually only payable 
when either last minute notice or no notice is given. 

COMMISSION: Amount paid to a travel agent by airlines and other suppliers of services 
for the sale of air transportation or other services. 

DESTINATION: The place to which a person is travelling. 

ORIGIN: The place from which a person is travelling. 

FARE: The amount to be paid for transportation. 

i 



HIGH (PEAK)SEASON: This is the time of year when rates are the highest. It is normally 
the time of year when tourist numbers are high. Low season is, of course the opposite, and 
Shoulder season falls between these two. 

INCLUSIVE TOUR: This is a complete package which includes transfers, transport, and 
accommodation. Other services may also be included from time to time. 

ALL INCLUSIVE ARRANGEMENTS: It is important to be aware that there is a new style 
of holiday where the client pays a fixed price for the usual inclusive arrangements BUT also 
for such things as unlimited drinks and snacks and use of sports equipment or other services. 
These arrangements lead to almost cashless holidays and are only available at selected resort 
hotels. They must not be confused with Inclusive Tours. 

23.5.3 Abbreviations 

Listed below are common abbreviations used in the travel and tourism business. The list is 
not exhaustive and you will come across many more in your daily routine. Study and learn 
them until they become familiar to you. 

ACK 

ADV 

ADVR, 

AGT 
ALTN 

ARR 

ASAP 
AUTH 

CHTR 

CHD 

CFY 

COMM RATE 

COND 

DAPO 
DBLB 

DBLN 

DBLS 
DEP 

ETA 

ETD 

FIT 

FLT 

GIT 

HTL 

INTL 

KK 
MAAS 
NBR 

NN 

NTBA 

OW 

ACKNOWLEDGE 

ADVISE 

ADVISE RATE 

TRAVEL AGENT 

ALTERNATIVE 

ARRIVAL 

AS SOON AS POSSIBLE 
AUTHORISE 

CHARTER 

CHILD 

CLARIFY 

COMMISSION RATE 

CONDITIONAL 

DO ALL POSSIBLE 

DOUBLE ROOM WITH BATH 

DOUBLE ROOM WITHOUT BATH 

DOUBLE ROOM WITH SHOWER 

DEPARTURE 

ESTIMATED TIME OF ARRIVAL 

ESTIMATED TIME OF DEPARTURE 

FREE INDEPENDENT TRAVELLER 

FLIGHT 

GROUP INCLUSIVE TOUR 

HOTEL ACCOMMODATION 

INTERNATIONAL 

CONFIRMING 

MEET AND ASSIST 

NUMBER 

NEED (REPLY REQUIRED) 

NAME TO BE ADVISED 

ONE WAY 

PAXmSGR PASSENGER (HOTEL GUEST) 
PNR PASSENGER NAME RECOkl:, 

PTA PREPAID TICKET ADVICE 

REQ REQUEST 

Travel Agencies 
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RFD REFUND 

RR RECONFIRMED 

SGLB SINGLE ROOM WITH BATH 

SGLN SINGLE ROOM WITHOUT BATH 

SGLS . SINGLEROOM WITH SHOWER 

SKED SCHEDULE 

SS SOLD 
TKT TICKET 

TOTL TOTAL 
VIP - VERY IMPORTANT PASSENGER 

XX CANCEL REQUEST 

The above listed abbreviations are merely a sample of those that exist. A full list can be found 
in the published IATA - AIRIMP PASSENGER. You should refer to this document for 
further study. 

Check Your Progress-2 E z Z l  
1) Why should Phonetic alphabet be used? 

2) Why should a travel agency take IATA approval? 

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

23.6 OPERATIONS MANAGEMENT 

A well established travel agency would have various Departments such as, Ticketing 
(International and Domestic), Tours (includmg outbound and Domestic), Facilitation and 
Allied Servica, Conferences, etc. Each of these departments functions as a separate unit 
though it draws support from the others. A good manager must know how to run each of 
these units. It is also essential for tourism professionals to be aware of these aspects as such 
knowledge helps in dealing with other organisations. In Unit-15, while dealing with operations 
management, we had given the example of travel agency operations. In the following 
Sub-sections we will give you certain other relevant information in this regard:. 



23.6.1 Ticketing 

Booking and issuing tickets is a major operation of the travel agency. It is essential for travel 
agency employees to have knowledge about Air travel in the international as well as domestic 
sectors. ' Besides ticketing this knowledge covers a variety of other aspects like reservation 
systems, fares and the class of travel, regulations related to basage, forbidden items, special 
passengers, passports, visas and health, use of travel directories and hotel index, etc. A travel 
agency manager or an employee must know the various procedures related to these -~ects. 

1) You are already familiar with LATA's functions. LATA divides the world into 3 
geographic regions referred to as TRAFFIC CONFERENCE (or TC) areas. The 
following map shows the TC areas 1,2 and 3. 

, Travel Agencies 

You need to now which area each country/city is in. For example, the following cities 
will come under the zones mentioned in front of them and you can do a similar exercise 
in relation to other cities also: + 

New York: TC-1 

Rome: TC-2 

Delhi: TC-3 

Hong Kong: TC-3. 
1 

You have to know which country ti city is in order to carry out this exercise. Make a habit 
of learning as many city locations (on a map) as you can. It will help you. Each time your 
hear of a new place find out where it is and in which TC areas it lies. Gradually your 
geography will improve. Don't worry, travel agents all over the world have to learn this. 

\ .' We are all terrible at Geography when we start, but must become an expert very quickly. 

You can see that you need access to a good, up to date, political atlas, for your everyday 
work. (A Political atlas is one which shows cities and borders clearly.) Ensure that your 
office has one. Besides, every airline publishes a map of its operational routes and a good 
travel agent must have access to them. You should also ensure that out of date materials 
(Think about Rhodesia, Ceylon, East Pakistan, and cities like Leningrad, Salisbury, 
Peking and how heir names have changed) are not used.- If you use the wrong name you 
will probably not be able to frnd an up to date fare or timetable, but it is also helpful to 
be aware of the old names as sometimes older clients do use them. 

2) Fares, Classes and Other Services 

Airline fares can be divided into Normal fares and Special fares. 



~nnmgerw-in Normal fares have few restrictions. They allow travel on any day of the week that there 
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is a service and changes, cancellations and refunds can be made without penalty. 

SPECIAL fares are lower than normal fares and there will be restrictions concerning thc 
dates of flights, the length of stay and, especially, refunds, cancellations, and changes to 
the timings will be restricted or totally forbidden. 

You may be aware that most airlines offer three classes of service on their international 
flights, and also that these are referred to by codes which are: 

FIRST CLASS (CODE-F or P) 

BUSINESS CLASS (CODE-C or J) 

ECONOMY CLASS (CODE-Y) 

Not every airline offers all classes on all flights. 

As you would expect the higher the class the better the comfort, space, and facilities the 
passenger receives on board. Some airlines even provide special luxury lounges for 
departing passengers of the higher classes where they can wait in comfort. For example, 
British Airways at Londongives its arriving First class passenger6 the opportunity to have 
a shower and breakfast while clothes are pressed before leaving the airport. 

Of course none of this is free. The passengers in the higher classes have paid much higher 
fares so they expect much better facilities. When you are sell@ a more expensive fare 
you will need to explain in detail to the client what extra he or she is getting for the 
money. Learn about these special services as passengers are prepared to buy higher 
classes of travel if there is a good reason, and that means more commission for your 
agency. 

Note that many airlines give their higher classes of service "Brand" names. So British 
Airways has "Club World, Cathay Pacific has "Marco Polo" class, Virgin Atlantic has 
"Upper Class" and so on. 

The other major difference between the classes is the amount of baggage a client is 
allowed to wry with him or her within the fare 

You need to learn these allowances and be sure to advise passengers accordingly: 

FIRST CLASS passengers are allowed 40 kg. of checked baggage. 
BUSINESS CLASS passengers are allowed 30 kg. of checked baggage. 
ECONOMY CLASS passengers are allowed 20 kg. of checked baggage, 

You should note that a baggage allowance Ibelongs to a seat. This means that a child, 
paying a 50% fare, for his own seat, gets a full baggage allowance for the class in which 
he is travelling, and not a half allowance. Equally, an infant, paying 10% but not receiving 
his own seat, therefore does not get a baggage allowance. 

Bramplc30Irg.Jclsas 
SYD-NAD (S~dncjr, 
APStralln to Nndi, FUi) 
connecting to 15lrg. 
NAD-SUV (Nedi-Suva 
FlJlnn domestic senlee) 
thc pnsscnger would be 
PUdlocarrghLs30 
k& lhmclghotll He ls 
wtupecbd(onnlond 
25 tr& at Nedi ailport. 

On certain routes the baggage allowance is more generous, and is on a piece (PC) basis. 
The allowances are then IPC for Y class, 2PC for J class and 3PC for F class. There are 
maximum sizes for each bag which are the sum of the height, plus the length, plus the 
width of the bag, expressed in cms. As these measurements are quite generous they are 
usually of little concern to travellers. (The airlines can advise if you need precise help.) 
The piece system operates on most routes between TC-1 and TC-2. 

There are some exceptions to the above allowances. Short journeys between islands 
using seaplanes or light aircraft, or, for example, the helicopter services between JFK 
(John Kemedy) airport at NYC (New York) and the city centre heliport (on top of a 
skyscraper!) may have smaller allowances for technical reasons. However where a 
passenger has a connection to an international flight the airline will agree to carry the 
weight allowance of the international sector. 

In addition to checked baggage a passenger is allowed to carry hand luggage. This should 
be one bag, weighing not more than 5 kg. in all classes. Many passengers try to take far 
too much hand luggage. As a responsible agent you should discourage this as it is 
unsafe. In the event of an accident passengers could not escape due to all the baggage. 
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allowed however, these include: 

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

WALKING STICK or UMBRELLA. 

BOOKS sufficient for the journey. 

CAMERA and reasonable quantity of film. ' 

BABY FOOD and NAPPIES (diapers) for baby passenger. 

OVERCOAT or BLANKET. 

Laptop computers are not specifically mentioned but are increasingly permitted in the 
cabin in addition to hand luggage. 

Some people will wish to travel with more luggage than is permitted under their free 
allowances listed above. Airlines are not obliged to carry this excess baggage, however 
they will often do so at a price. The baggage is weighed, the free allowance deducted, 
and the client must then pay the EXCESS BAGGAGE CHARGES which are calculated 
to a formula. Your need to learn this formula. 

Excess baggage pays one per cent (1%) of the First class one way fare per excess kilo or 
part kilo. . -. __ 

Note that this applies whichever class the passenger is travelling in himself and it can be 
more expensive to pay for a few extra kilos than for the whole of an economy air ticket 
on some routes. Lets work out the excess baggage charges payable by such client: 

Y discount fare paid by client USD 600 

Full C fare on route USD 1500 
Full F fare on route USD 2000 

Checked Baggage weighs 26.4 kg. 

The Y class allowance is 20 kg., therefore if the excess baggage weight is 6.4 kg. .- 

the calculation looks like this: U X M  divided by 100 = 20 USD per kg. excess x 7 
= 140 USD to pay. Hence, always mention this to your clients 

You are also supposed to inform your client about the forbidden items like weapons 
and ammunition, explosives, gas containers, offensive material, live creatures, 
radioactive materials and laboratory specimens such as wet acid batteries and corrosive 
materials. 

Many airlines are able to offer help to passengers who specially need it. Some of your 
clients may be in these categories: 

8 small babies and young children with parents, 

8 unaccompanied young children, 

8 physically challenged (disabled) people, 

sick people, 

very important People or commercially important people, 

pregnant women, 

first time travellers with no f z ~ ~ ~ g n  language skills. 

You must inform your clients about these. Let us look at these groups one by one. 

Babies and Young Children: Babies (Infants under 2 years code INF, or now IN) travel 
at 10% fares and do not receive a seat or a baggage allowance of their own. They must 
normally travel in the parents' arms. H\~wever some flights have skycots which can be 
pre-booked and which allow the child to be put down. Most airlines will have a supply 
of powdered milk and disposable nappies on board. There is rarely-any privacy for -. / 45 



breast feeding of babii. Children (under 12 code CHD or now, CH) have a seat of their 
own and pay 50% fare. Many airlines offer children's meals, and have simple toys such 
as crayons and paper to keep the children amused. Some even have children's clubs for 
those who travel often enough. 

Unaccompanied Minors (Code UM) is the name given to youngsters travelling without 1 

an adult. The airlines treat them like a rather valuable parcel and require them to be ' 

signed for all along the route. Such children are often very sophisticated travellers who 
commute around the world to school or to join travelling expatriate parents. Sometimes 
they are going to stay with relatives abro'ad and are less experienced. Airlines are very 
good at handling them and parents despatching a young person to far flung corners of 
the world find the experience much more worrying than the child himself does. 

Physically Challenged (Disabled) People are not a problem provided that the airlines 
are advised in advance of the nature of the disability. For example is a wheelchair 
needed? and can the person walk at all? or do they need to be carried to their seat? The 
airline's main consideration will be how to evacuate the passenger in case of an 
emergency. 

Sick People are more difficult for airlines who do not wish to carry anyone who may 
become more ill as a result of the journey or who may infect other passengers. If a 
passenger is ill a doctor's certificate will be required by the airline and the airline may 
also insist that a doctor or nurse accompanies the passenger on the journey at the 
passenger's expense. 

Very Important and Commercially Important People (VIP and CIP) are those people 
who need special handling because they have some sensitive situation wound them. 
Usually there is a security implication for the airlines who must always be concerned 
about safety. 

t 

A VIP is likely to be a minister, a president, a revolutionary, a religious leader, or even 
a pop star who may be mobbed at the airport. The airline needs to know from theagent 
who the person is and why they are important in order to arrange special security. 

CIPs are people who are capable of bringing much business to a country or to a carrier, 
because they are very frequent fliers themselves or are in a position to buy a lot of seats 
for others (For example, the British tour operator Thomson Holidays alone carries more 
than 1 million Britons abroad by air per year. Their Chairman is certainly a CIP). If you 
are booking a CIP tell the airline, they will arrange special hospitality when they think it 
is appropriate. 

Pregnant Women: It is generally regarded as inadvisable to travel within the first three 
months of pregnancy, although many women do so. From the third to the seventh month 
there is no problem, but airlines do not wish to carry women after the 28th week of 
pregnancy, in case there is a problem, or the stress of flying causes birth on the flight. . 
A doctor's certificate of the expected date of confinement will be required by all pregnant 
women making reservations. 

Very Inexperienced Travellers: Some enlightened airlines do recognise that elderly, first 
time travellers, and those with langauge and literacy problems can find travel terrifying. 
It is worth getting to know which airlines offer special services and advisii your-clients 
to use them. For example, British Airways at Heathrow will provide language 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 of 

-excellent practice and use your knowledge to help your clients. 

Special Meals: Meals on aircraft are provided within the fare. The higher the class of 
travel the more luxurious the menu and the greater the choice. However, some people 
have dietary requirements which need attention. A good travel agent will atways'ask 
clients if they have any s p e d  requests and relay these to the airline at the time of 
booking. Available special requests fall into two categories: 

i) Religious Diets: The world has many religions and no airline can possibly cater 
exactly for all of them. However, they can be broadly grouped so that people are 



not offended by what is served. You should be aware of the major provisions of 
as many religious diets as possible. 

Almost nobody is offended by a vegetarian menu so it is good standby for those 
with very complex religious requirements. Furthermore, vegetables seem to stand 
up to the airline cooking methods very well so the meals can be more palatable 
than meat which may have become dry or rubbery, and many meat eaters have 
learned to request vegetarian food when flying. On shorter routes choice may be 
restricted. 

Health Menus: These are diets which are prepared without certain ingredients 
which would be dangerous to the passenger. Personal dislikes are not the reason 
for requesting these. As mentioned earlier children's menus can also be provided. 
All these menus must be requested at the time of booking. Not all airlines can 
provide all the variations but many can if you ask. 

Youshould note that whilst it may be unusual to take your own food on a plane it 
is not forbidden (provided the food does not offend others by its smell). So if you 
have a passenger with a problem diet, suggest this. 

'!'ravel Documentation: A vital part of passenger briefing is advising passengers 
on international journeys about the documentation they require. It is the 
passenger's responsibility to obtain the correct documents, but it is the travel 

",. agent's job to give all necessary advice (and to be able to prove that the right advice 
was given). Some travel agencies offer documentation services also. 

A good source of reference for this is the M C  Guide to International Travel. 
Amongst other useful information, in this guide there is invaluable help on 
passports, visas and health. 

a) Passports: Please check 

a that your passenger has a passport, and of which nationality, 

a that it is not out of date, 

a then check if it is valid for all the countries he or she wishes to go to. 

b) Visas: Even if you have a full passport you do not necessarily have permission 
to enter another country. Many nations impose the need to apply for a visa as 
well. In some cases the visas are very slow or diicult to get, and some 
countries will refuse with no apparent reason. For these reasons clients 
should be advised not to make any bookings which cannot be chaupd until 
they have a visa for each place to be visited. 

C) Health Precautions: AU countries offer some forms of health hazards to 
travellers and a good travel agent will advise on the correct precautions. 
Detailed advice can be found in the'same ABC Guide to International Travel. 

You should be aware that all health matters for travellers fall into two sections: 

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

ii) Advisable precautions which are not enforced but which are for the 
travellers own good. 

Compulsory precautions are usually well documented but a good travel 
agent will seek out the others and advise the client. Although no one likes 
injections the diseases are worse. You should find out where travellers 
can go area to have travel ;::&nations done cleanly and at what mst. 

Necessary vaccinations commo~d.y include: 

Polio 
Typhoid 
x. ' ,~~~w fever 
Cholera 
Hepatitis A and B ' 

Meningitis 
. Plague 

Diphtheria 
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Roman CathoUc- No meat 
on Fridays 
Muslim (Hda1)- No pork 
Seventh Day Advenlist - No 
pork 
J d h  (Kosher)- No pork 
Hlndu- No bed 
Buddhlst -No meat 
Lacto VegcMan - No meat 
on ethnlc grounds but will 
rw dairy products 
Vegan - No animal products 
of any sort. 
No* You should collect as 
many other examples as you 
can 

Salt& - ( b e y o r  
h& 
trouble) 

Fat low/free- (liver or h e m  
Choksteml- IowIhrc 
Sugar f&e - (dhbelic) 
Gluten h e -  (cocUac 

&ease) 
Nut free - (dtrgie 

reaction) 



(Small pox is theoretically eradicated but some countries imply that they 
need vaccination against it. Check with Embassies). 

Tablets are needed against malaria of several different types. 

iii) Other Health Considerations: Travel agents should give comprehensive 
health advice to passengers. This may include such things as avoiding too 
much sun, not d r i i g  the local water in some places, or of likely hazards 
which could range from dealing with blisters and altitude sickness (trek- 
kers) to stinging coral, or coral cuts (beach holidays in the Indian Ocean). 

It may be good to advise clients to carry a personal medical kit of preferred 
products for minor ailments, sterilising tablets for suspect drinking water, 
and a kit containing sterile dressings, surgical sutures and needles for use 
in emergency. No traveller can take the risk of AIDS from dirty medical 
equipment. (Needles must travel in checked baggage or customs will 
think they have caught a drug user.) You should also find out where these 
kits can be obtained locally. Some airlines and travel agencies actually 
sell sealed and prepacked kits in certain countries. 

Public Holidays: Your job is to ensure that all your clients are well briefed, 
and it is wise to help them to avoid holiday, or at least to make a conscious 
decision about them. r I The ABC Guide to International travel can help again. I 

4) Using the ABC and Other Travel Directories 

For you to function efficiently in the travel business you need to be able to give customers 
information. The information on airline schedules' is of particular importance. All 
airlines publish their own schedules of flights. However, to avoid having to keep 
schedules for each and every airline, travel agents also use one of the two comprehensive 
guides which has information on all airlines timetables. There are two such large 
publications: 

a ABC World Airways Guide, and 

a Otficial Airlines Guide(0AG) 

These guides are available worldwide and are updated on a monthly basis. You must 
always ensure that you are using the current edition and you must be familiarwith their 
layout and how to use them efficiently. The Official Airline Guide is normally used in 
North, Central and South America. However, the ABC World Ainvays Guide is the one 
which is most commonly used in Asia, Europe and Africa. We will deal with it in detail. 

a) IATACodes 

The International Air Transport Association (IATA) has developed a three letter 
coding system for major cities and 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 names and errors could occur. However, each place has its own 
different 3 letter code. 

It is not necessary to learn these codes by heart at once as you can always refer to 
them in either the ABC World Airways Guide or the Air Passenger Tariff. 
However, listed below are the three letter codes for some airports of the South 
Asia region. With regular use of such codes, you will become more familiar and 
will rewgnise the ones most commonly used instantly. You should try to learn as 
many as you can by remembering each new one as you come across it. 

COUNTRY AIRPORT IATA CODE 
BANGLADESH DHAKA DAC 

BHUTAN PAR0 PBH 

INDIA DELHI DEL 

MALDIVES MALE MLE 

NEPAL KATHMANDU KTM 

SIP1 LANKA COLOMBO CMB 



b) Using the ARC 

The ABC World A i m a p  Guide comes in two volumes. The first volume has some 
genefal information and schedules from cities belonging with A to M. The second 
volume gives schedules from cities N to Z. It also has other information such as . 
car hire directory arid rates and an airline feature section. It also has each 
airportlcity having a 3 letter code and each airline a 2 letter code, called a 
designator. The ABC will give airline designator codes and airport codes in 
alphabetical order. The ABC also contains an instruction section on how to read 
the ABC. You should refer to this section if you are in doubt. 

When you need to use the ABC, it is important to know the layout of the information 
contained in it. It is presented in logical format and always follows that format. Here is 
an example of how the ABC is laid out. 

Validity Days of Flight Stops 
From To service Dep. Arr. No. Acft. Class 
From NAME OF CITY OF ORIGIN NAME OF COUNTRY (MTA CODE) 

Apt. (This section gives details of the airport or airports of the city of origin.) 

Str. (This section gives details of ground transportation available to and form the airport. 
It also details check-in-times.) 

Destination city Local time of Local time Flight Aircraft Class of Stops 
Details l~mitations departure of amval number type service if any 
on schedule. 

The schedule are laid out in alphabetical order starting with the city of departure. This 
city will appear in bold typeface. The word 'From' is placed before the city. The country 
name and the IATA three letter code will follow the departure city's name. Thus if you 
are looking up flights leaving Male in the ABC, the information will appear as follows: 

From MALE Republic of Maldives (MLE) 

The next heading is APT which stands for airport. This section gives information on the 
airport name or names (for cities which are served by more than one airport), the distance 
from the city centre, the check-in times by which passengers using the airport must 
present themselves, and details of transportation available from the airport to the city. 

Once you have found the airport from which a client wishes to travel, the next thing to 
do is to find the city to which helshe wishes to travel. These are called arrival cities and 
are listed in alphabetical order below the city of departure. They are written in medium 
typeface and are followed by the three letter city code. 

After finding the departure and arrival cities, all you have to do is look for the flight 
schedules linking one to the other. The ABC lists all scheduled direct flights plus a 
number of transfer connections (which would mean a flight change) between the city of 
departure and the destination. The flights connecting the two locations are listed in time 
order using the 24 hour clock system. The fhghts are shown on one line and give the 
departure and arrival times for the flight. 

Once you have found the flight schedules for the selected routing you seed to check that 
the flight is operating on the date the passenger wants to take the flight. This 
information will appear in a column before the flight time. It is written in date format 
and shows the dates the flight operates. If no date appears it means the flight operates 
for the duration of the published guide. The ABC also indicates the days of the week 
flights operate. This information 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 times given are the local times of departure dnd 
the local time of arrival at the city of destination. A three letter airport code may also 
appear if the destination city has more than one airport. 

The next column to be referred to is the Flight No. column. This column gives the airline 
code followed by the flight number. Airline codes are two letter codes for the airline 
flying the particular route. You do not have to memorise these codes as they are given 

. - -- 
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in the ABC World Airways Guides. Information is also given on the type of aircraft that 
will fly the route, the class of service available on board and the number of intermediate 
stops made en route from one city to another. Here is an example of how the information 
is given: 

Validity Days of Plight 
From To Service Dep h NO. ~ c f t .  class stops 
MALE COLOMBO Sri Lanka (CMB) 
Dec. 1 Jan. 31 1357 0800 0830 UL 101 310 Y 0 

12345 0930 loo0 UL 103 737 Y 0 

Minimum Connecting Times , 

The ABC World Airways Guide also details on Minimum Connecting Times (MCT). A 
minimum co~~necting time is the time needed by a passenger to make a transfer from . 
one flight to another to complete hisher itinerary. It is important that you give 
customers this information so that they can meet co~u~ecting flights when necessary. 

The time needed to get from one aircraft on its arrival to the next is expressed as a 
minimum amount of time. Of course if you have slow or elderly passengers you should 
allow more time by booking a later onward flight. 

When you book connecting flights and allow the minimum conneding the ,  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 pay for a hotel 
overnight for the passenger affected. However, if you, the agent, undercut the connecting 
time, and the passenger misses the flight, then the extra expenses will be your company's 
responsibiity! Don't do it! (If you book through one of the CRS-computer reservations 
system then the MCTs are built 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 the international date opposite it. 

6) Arranging and Checking Airline Tickets 

Airline tickets issued for travel are very important documents. They are evidence of . 
contracts made between passengers and carriers (note, not between agent and 
passengers). The passenger is given the ticket upon payment of money. This ticket will 
specifj. all the necessary details of the passenger, the itinerary, the dates of travel, the. 
class of travel and the fare which has been paid. 

Tickets arc aeeonntabk 
documents and they mast 
be sbred seenrrly. Travel 
agents are mponslbk for 
(he cmt of any 
(ransportation 
mdertakcn wllh such 
tickets If Lhcse tickets 
fall Inb (he wrong hands, 
travel can betaken by an 
unan(horlsed person and 
the sgrncy will be billed 
for (hat (rPveL Tkkels 
and v d d a b ~ s  must be 
locked away and should 
0nlybeLssUedbythosc 
staff an(horiscd b do so. 

All tickets must be completed accurately and with great care. If passenger tickets are 
incorrectly completed it can cause problems for the passenger and may result in a loss' 
to the travel agent. The International Air Transport Association (IATA) publishes a 
Ticketing Handbook which should be consulted if you are in doubt. 

Fully licensed IATA travel agents hold stocks of blank tickets for the various airlines. 
Those which use CRS (Computer Reservation System), hold stocks of universal tickets 
which can be used for any IATA airline. When a ticket is sold by a full IATA agency the 
airline will pay the full commission rate. This can vary but is usually 9% of the fare. 

Some travel agencies do not have an IATA licence but can still sell tickets. They have to 
obtain tickets from an airline or from a full IATA Agency. Because they have not held 
the ticket stock the staff have not calculated the fare or written on the blank ticket. This 
work has been done elsewhere. However, if you work in a non IATA office you must still 
be able to check that what your partner company has done is correct as it is your client, , 
and not theirs and it is your responsibiity to care about for customers. Where ticket issue 
is done by another organisation you will split commission and may earn around 4 or 5% 
of the fare. 

Airline llcket Format 

When a tickets comes out of the safe it looks like a book of coupons. Each wtipon  ha^ 
a function. Every airline ticket will have the following: 



Audit coupon - This is for the accounts department of the particular airline. It is taken 
out when the ticket is issued apd attached to a sales report. 

F l i t  coupons - These are also for the airline. There is one for each sector that the 
passenger will fly. The correct coupon is extracted from the ticket when the passenger 
checks in at the airport and is exchanged for a boarding cardJpass. Tickets come as TWO 
or FOUR coupon "booklets" and where a passenger needs to use more than one "booklet" 
then tickets containing the same number of coupons are used. For example, if a 
passenger made resewations 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 be voided to prevent their use. 

Agent coupon - This is for the agent's records. It is removed when the ticket is issued 
to the passenger (or to you by the issuihg office). 

Passenger coupon - This is for the passenger. It details the itinerary, the dates and times 
of travel and the amount of money paid for the ticket and is all that is left of the ticket 
when the journey is complete. Business travellers often require these for their expense 
claims. 

Airline tickets contains such pre-printed information as: 
conditions for the contract, 

details of the limits'of the airline's liability, 

reconfumation requirements and items which may not be carried on board an 
aircraft. 

When issuingtickets which'we completed manually (i.e. tickets not automatically printed 
from a Computer Reservations System) EVERYONE SHOULD: 

use only BLOCK CAPITAL LETTERS, 

make sure that the handwriting is clear and readable, 

make sure that the information is clear on all coupons, 

use a blue or black ball-point pen with a fine nib, 

write the ticket in English, 

never cross out anything on a ticket (if a mistake is made in filling out a ticket cancel 
it by writing VOID across the whole ticket and send it back to the airline), and 

never destroy an airline ticket even if mistakes are made during completion. 

Manual Completion and Checking of Airline Tickets 

Airline tickets are best thought of as forms. Each box on the form (ticket) has strict rules 
dbout what should be written in it and how it should be written. Full details of each box 
are also given in the IATA Ticketing handbook. Any variation makes the tickets useless 
and you will have a very unhappy customer. 

You need to learn exactly what'must appear in'every box. Many agencies like their less 
experienced travel agency staff to write a ticket on a photocopy sheet fust. Then this 
work is checked and corrected. Then it is copied carefully onto a real ticket for issue. 
This is a good way of leqning as there is ~iot risk and you can make as many corrections 
as you need to. 

1) Name of Passenger - The surname is written fust followed by a 'P and the first 
name or initial of the passenger and then Mr., Mrs., Ms. or Miss as appropriate. 
If the passenger is travelling to a place where someone will not know how to 
address him or her then it would be helpful to underline the name by which he or 
she should be addressed, which is usually the family name. 

If we speak English we know that this passengeq has a family name of Ahmed and 
that he is a man, due to the title 'Mr.' However what about a Chinese called Tan 
Ben Sm. Would we call him Mr. Tan?, Mr. Ben? or Mr. San? If we have 
underlined Tan we know that he should be addressed as Mr. Tan. Remember 
that air travel takes people to places where things are different. When you book 
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Name of Pssseoger 
TAN BENSAN MR - 



Managerial ~mctlces in the ticket ask that the family name be underlined. Make it easy for others to be 
Tourism-1 as courteous to your client as you would be yourself. 

Have a look at this ticket. 

I 

PASSENGER n m  AND BAGGAGE CHECK ISSUEO BY ORJOMI ~ K I W  REFERENCE 
DESTMAT?ON 

COUPON 
PASSENGER 

I I I I I I I 

2) Check the cities from which the' passenger will fly (point of origin) any places 
where he must change planes (intermediate p9ints) and the final destination in 
the column marked 'From'. 

Example: 
/ 

I 1 I 

I 1 I 
NAME OF PASSENGeR NOI TRANSFERABLE 
I 

-- 

--- 

-- 
TOTAL FARE CAW 

Ensrue that 'VOID' is written in any box not completed. 

ISSUW M EXCHANGE FOR 

do 

Note that many cities have more than one airport. In this case the name of the 
airport to which the passenger will travel as well as the city name must have been 
written. If this has not been done then you must ensure that the itinerary you give 
to your client is very clear on this matter. At big cities there wuld be three or 
more hours by road between airports. ' 

-. 

NOT GOOD FOR PASSAGE 

FROM 
LONDON Heathrow 

TO PARIS Charles de Gaulle 

TO GENEVA 

TO VOID 

3) Check the maximum baggage allowance which can be carried free of charge in 
the column marked 'Allow'. 

Example: 
- - 

FARE 

Or, if working on a piece system, lPC, 2PC or 3PC 
.. . - 

XiU 

- - 
~ A L  0 098 4416210319 3 0 

EQUIV FARE A) TAX TAX TAX 

NOT OOOD FOR PASAGE 

FROM 

PORMOPPAYMENT 

CAQXWl FLIOWTICLASS 

TO 

TO 

TO 

KG 

KG 

KO 

- 

DATE 

PCS WT 

~ P C S  WT 

PCS WT 

TO 

'IIME 

TOUR CODE ADDmONAL F N D O R S ~ / R E S ~ C n O N S  (CARE€lM 

STATUS FARE BASIS NOT 
VALID 
BEFORE 

NOT 
VALW 
AFIER 

AILOW 

KG 

BAGGADE 
CK UNCK 

PCS WT 



Ensure that the correct allowance has been given for your client and ensure that 
you client understands what is meant when you brief him. Inexperienced ps-  
sengers are often shocked by the cost of carrying excess baggage. 

4) The airline's name or two letter IATA code should be inserted in the column 
marked 'Carrier'. 

Example UL (Air Lanka), TG (Thai Airways), QF (Qantas) and it wiU be followed 
by the flight number and class of service to be provided in the column marked 
'FlightIClass'. 

Example: 

Check that these are the flights which you requested for your clients. 

Some agents get incentives from airlines to sell their services or to seats at an 
anti social time of day. It will do your reputation no good to send you client off 
in the middle of the night just because you can make more money from it. 

Check the dates of the flights which are written using the following format: 

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

Check the time of departuxddepartures of flights which are written using the 
24-hour system of expressing time. Be very careful where flights depart in the 
night. If a flight leaves at 1155 on 2'7 March, it is at lunch time. 2355 on 27 March 
is late at night. 0055 on 27 March is only an hour later so transfer and check-in 
procedures will be on 27 March. 

Note that times are always shown as local times and arrival times do not appear 
on the ticket so you must also supply them to the client on an itinerary. Air tickets 
show clients where they must change planes but they do not show if a plane stops 
for refueling or to pick up other passengers. Such short stops are a bonus on 
daytime flights as passengers can disembark and enjoy duty free shopping or just 
a stretch of their legs. However on night flights such stops are a nuisance as the 
sleeping passengers must be awoken and of course they add to the journey time. 
Information like this should be on your itinerary planner. 

7) Check the 'Status' column giving details of the reservation. This will have been 
written using the following codes: 

Many cleints have 
alrunrs they 
pprtlcnlnrty llke, or 
dlsllke. Ensm that 
they h v e  p t  
msemmtiona with the 
right one 

Example: 

OK - The seat reservation has been confirmed by the airline. 

RQ - The seat reservation has been requested by has not been 
confirmed by the airline. 

NS . - This code is used to indicate that the passenger 
(normally an infant) is not entitled to a seat on board the 
aircraft. 

SA - This code is used to indicate that a certain rule which 
applied to a particular fare does not allow the seat to be 
reserved in advance. 

If the passenger has RQ or SA on the ticket there is no guarantee that he or she 
is going to be able to fly on that flight. You must ensure that the passenger 
understands this. 

8) In the column titled 'Additional endorsements and restrictions' details of any 
restrictions, endorsements, or reimbursements are written fully. Certain cheaper 
fares will have rules which prevent the traveller from changing the reservations or 
having a refund if he or she cancels. You must ensure that they understand these 
restrictions fully. Some passengers prefer to pay more for a fully flexible fare (can 
be changed) when they understand this. 
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Mistakes made by 
mother agency arc your 
rcspmibUily. that I6 

why p w  company 
recehtea commtpslon. 

9) Certain Fares Rules may indicate restrictions on the date of flights to be taken by 
travellers. The column 'Not Valid Before' should be completed to indicate such 
dates. 

Example: 

Coupons not valid before 
1 2 14MAY 3 4 

Coupons not valid after 
1 2 3 4 24 JUNE 

The above example indicates that the flight indicated in flight coupon 2 may not 
be taken before May 14 and that the flight indicated in flight coupon 4 may not be 
taken after June 24. In other words, the passenger can make some alterations to 
his reservations but he must stay within these parameters. 

10) The 'Fare' column shows the amount paid for the ticket in the currency of the 
country in which the travel starts. 

Example: 

The above example indicates that the fare is Rs. 8,0001-. 

If your company is dealing in discounted fares you may find that the fare shown 
is MORE than the customer has paid. This is common but technically wrong. 
However, you should never accept a ticket which has a face value of LESS than 
the customer has paid. The passenger will soon have a complaint. 

11) If taxes have been collected at the time of payment for the ticket, the 'Tax' column 
should have been completed indicating the currency and the amount collected. 

There are several diierent sorts of tax including departure tax, security tax, 
agriculture department tax and others. Each has a code. A complicated route 
could involve several different taxes appearing on one ticket and the client will 
question these. 

Some countries collect departure tax with ticket payment. This saves the clients 
having to queue at airports and fiddle with local currency on departure. However, 
not all do so. So a client travelling LON (London, UK) to LAX (Los Angeles, 
USA) to NAD (Nadi, Fiji) To AKL (Auckland, New Zealand) to SYD (Sydney, 
Australia) could have his UK, USA and Australian taxes included in his ticket, 
but would have to pay Fijian and New Zealand taxes in local currency at the 
respective departure airports. It is your job to adnse your client about this clearly 
on the itinerary. 

12) If discoun'ts apply to a ticket the 'Ticket Designator'column should be completed. 
- This will indicate the reason for the discount. 

Example: 

IN - an infant paying only a percentage of the adult fare 
CH - a child paying only 50% of the adult fare, etc. 

check that these are correct for your passengers. 

13) In the 'Tour Code' column information detailing the code of any inclusive tour 
should be indicated. If this column has been completed there should NOT be any 
price shown in the fares section. 

14) In the box, 'Date and Place of Issue', the official validator of the company issuing 
the ticket should have been used. 

Once all the boxes that are applicable to the journey have been checked against 
the file requesting the reservation your final task is to ensure that all the relevant 
information has been clearly and accurately reflected in the itinerary. You must 
also ensure that all coupons are clearly legible and cont& all the necessary 
information for the ticket to be accepted by the airlines. 



23.6.2 Travel Vouchers Travcl Agcncies 

In all travel agencies, services are ordered from suppliers. These services will be sold on to 
the travel agent's customers. If each transaction that takes place between w agency and a 
supplier were to be paid for separately, for each and every service protided, for each and 
every customer, the amount of paperwork and the amount of cash moving aiound, would be 
enormous. To cut down on the amount of paperwork and money transactions between the 
supplier and the agency, a system has been devised whereby these transactions are reduced. 

This system involves the preparation of vouchers which are, in effect, promises to pay for the 
services which the supplier of such services promises to provide. Vouchers are only accepted The Voucher system is by a supplier if prior arrangements have been made. By using a voucher system the risks to 

(hcrt, for mtonr 
staff in handling cash transactions are removed and the number of individual transactions ~,,,hb eh 

between the various suppliers of service is reduced. 

A) Vouchers and Their Use 

Travel agents can use vouchers for any number of different services, commonly these wiU 
include: 

a hotel accommodation and other hotel services, 

a excursions and tours, 

a transfers, 

a tour guide services, 

a restaurant services, 

a entrance fees to sites of interest, 

a theatre tickets, 

a sports events tickets. 

By making use of vouchers, transactions are simplified for all concerned. The customers will 
pay the agent for all services - for example, air transport, rent-a-car and hotel in one 
transaction. The agent will ticket the flight and issue vouchers for the rent-a-car and hotel. 
The hotel and rent-a-car agency, once they have served the customer, will send the invoice 
for the senices provided to the agency together with the voucher, for payment. . 

B) Controlling Vouchers 

By issuing a voucher, the agent authorises the se-vice supplier to provide the services specified 
on the voucher and gives a commitment to pay for those services at a later date. 

By accepfmg the voucher, the supplier commits to provide the services specified to the person . 
named on the voucher provided that the voucher has been validated by the agent in the proper 
way. You must take great care of all vouchers and control their use as failure to do so can 
result in fraud and financial loss for your company. 

Vouchers will normally have a number of copies. These will include: 

supplier's copy 

customercopy 

a cIient7s file copy 

a accounts copy t 

rhe supplier's copy is issued tb the supplier in advance and specifies: 

D the name of the supplier, 

a the name of the company issuing the voucher, 

r the name of the personls for whom services are requested, 

4 the typels of service to be provided, 

I, the date the voucher was issued, 
55 

I 
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a the correct authorisation or validation for the voucher, 

all restrictions that may apply to the particular voucher. 

Below is a sample of a completed voucher. In the example chosen, the voucher covers the 
provision of hotel services. You should remember that vouchers can be issued to the suppliers 
of other services and not just those provided by hotels. 

SAMPLE VOUCHER 

I ABC WORLD TRAVEL 

Tel: Voucher: 
ISSUED TO: Princess Hotel ISSUED BY: Abishek 

234, Low Street Sales Assistant 
Dakha ABC World Travel. 

Services to be provided 
Passengerlclient name: Mr. Abinav 
Number of Pax: 4 
Senice requested: Two double rooms 

with bath Room rate: DBLD US$120.00 
TrvJservice @ 2Wo US$24.00 

Basis: Full board 
Number of nights: Three 
From: 24/08/95 To: 26/08/95 Tohl Voucher Value: US$864.00 incl. 

I Validation: Signed: I 
Company Validation 
s-P 
Please provide bearer with services detailed. 

Any additional charges are to be billed direct to the client and collection of such charges is 
the sole responsibility of your company. 

The travel agency cannot accept liability for charges for services not included on this voucher. 

Because vouchers are security documents, it is very important that you take great care in 
completing and issuing them. By issuing a voucher you are committing your company to pay 
for the various services detailed in the voucher. Mistakes in filling vouchers can cost your 
company money. Vouchers should therefore be accurate and contain all the information 
necessary. You must always remember to validate all vouchers and have the signature of the 
person authorised to sign such vouchers on behalf of your company. 

When the supplier sends his copy 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 a voucher has been amended by the supplier it should become invalid. Rigorous 
enforcement of this could lead to problems for clients, so only vouchers which have been hand 
amended (or not amended!) WITH A REFERENCE ON THE CLIENT FILE should be 
accepted for payment. 

C) Airline Vouchers 

Special types of vouchers are issued for the provision of services offered by airlines (other 
than airline seats). These are called'Miscellaneous Charges Orders' (MCOs). These special 
vouchers, which resemble airline tickets in their format, can be issued for any of the following: 

a excess baggage charges, 

a upgrading to a higher class, 

a car rental, 



surface accommodation, 

taxes, 

arrangements for inclusive tours, 

deposits, 

refunds, 

hotel accommodation, 

special charges for incapacitated passengers (ambulances, oxygen, special equipment, 
etc.) 

charges for reservation changes, 

charges for 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). Miscellaneous Charges Orders are not transferable and are valid for one 
year from date of issue. The acceptance of MCOs is a skilled task and you need to have been 
fully trained in IATA procedures before you attempt it. If you haven't had this training then 
call a colleague who has been trained to help you. 

Check Your Progress3 - 
1) What.is the importance of ABC Directory in travel agency business ? 

2) Why an overall knowledge about ticketing aspects in required? 

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

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

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

3) Why are vouchers made? 

23.7 FINANCES 

More and more travel agencies are adopting Financial Management in their operations. It 
is essential for travel agency managers to understand the processes, procedures and 
programmes of financial management. We have discussed them at great length in Unit-15 of 
this course. It should. be remembered that Financial management can succeed only if the 
accounting practices and procedures are sound. In a travel agency these practices include: 

Invoice/Receipt, 

Trawl Agencies 

Voucher Checks, - - . -- - 
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Income Statement, 

Proper Pricing, 

Cost comparisons, 

Profit and Loss Statements, 

8 Profitability Analysis, 

8 Budgeting, 

8 Cost Controls, etc. 

Besides these sales reports (daily, weekly, monthly and annual), sales projections, working 
out commissions and senice charges from customers are also to be determined. The 
company also has to set its financial goals which might include increase in profits (in certain 
percentage) or reducing expenditure. At the same time these financial goals have to be 
determined keeping in view their impact on other organisational activities like marketing and 
sales. Managing finances is not an easy task and that is why every organisation recruits people 
with accounts and financial background for carrying out these jobs. At the same time certain 
elementary requirements like the invoice receipt form, the voucher check or a daily sales 
report, etc. should be known by the employees as they form a part of their day to day duties. 
For example, the invoice is only a receipt form which provides basic data needed to prepare 
accounting and financial reports. This form is completed whenever there is a financial 
transaction, specially in relation to a client. 

Sample 

INVOICE/RECEIPT FORM 

Client Pragati Xerox Centre Client No. F 01 
Client Phone 7051250 

Client Address 123, State Street, Denver, CO 33333 
Passenger Name Parket, Mr. & Mrs. Prasad Phone 7051250 

REFUND Rs. ( 1 
I/R REFERENCE NUMBER TOTAL CREDITS Rs. L 7 5d0 

BALANCE DUE Rs. 500 
INSIDE SALESPERSON GP 

OUTSIDE SALESPERSON 
RECEIVED BY 

58 
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Once again we emphasise that the students should read Unit-14 again for financial ~ r s v e l  Agencies 

management and at the same time acquaint themselveswiththe details of financial operations 
mentioned in Units 18,19,20 and 21 of Block 5 of this course. 

You are already aware that Marketing is related to meeting the consumer needs and wants 
and a travel agency has to pay greater attention on these aspects. In travel agency business 
you come across different type of clients who have different demands. These can be met only 
if the employees have a sound knowledge of the products they are dealmg with. 

Promotion and advertising are vital for selling in travel agency busines's. For this travel 
agencies prepare brochures and at times these are supplied to them by the principle suppliers 
also. But it must be remembered that promotional materials on their own will rarely sell a 

b product. Infact these are good aids in selling, particularly where there are good photographs 
and illustrations. Even where the customer has read all the text in the brochure he or she still 
likes to have the opinion of a local, trusted and trained professional, a job which you have to 
perform. While making a sale you should actively involve the customer in making a decision 
by pointing out the interesting aspects of the products and matching them with the needs of 
the customer. You should also have an alternative suggestion ready should your customer 
reject your initial offer. Your effort should be to get your customer's commitment to buy and 
this is generally known as Closing the Sale. Better communication skills and positive 
statements help you in getting a commitment but you must follow the golden rule i.e. to lead 
and guide but never to force a customer. 

Leading travel agencies are making use of media in a big way for promotion and advertising 
purposes. You come across newspaper advertisements as well as, T.V. advertisements in this 
regard. However, not every company can afford this. 

A close interaction with the Department of Tourism, Government of India is useful for 
marketing activities because the department provides assistance to help travel agencies in 
generating business from overseas markets. Similarly, membership of associations like TAAI 
and IATO, etc. is also useful in this regard. The travel agents also participate in different 
tourism fares and tourism marts like ITB, Berlin, WTM, London, etc. Recently, tourism 
marts have started in the domestic sector also. 

Certain information regarding marketing has already been provided to you in Block-6 of TS-1 
and in Unit-16 of this course. In deahg  with travel agency business you should take note of 
the issues mentioned in these units. 

Check Your Progress-4 EIl 
I 1) Mention the important accounting practices in a travel agency. 

2) What is an invoice form? 
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3) What do you understand by travel agency marketing? 

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

23.9 LET US SUM UP 

Various aspects related to travel agency management operations and functions were dealt 
with in this Unit. Each of the areas dealt with is a specialisation in itself. However, the 
essential requirements in these areas have been provided to you. You must remember that 
in travel agency business attaining product knowledge is essential. Sound knowledge of 
geography, ticketing and the various aspects related to that, office procedures, etc. are also 
vital components. Many a times people set up travel agencies, but fail to satisfy the customer 
needs. Certain travel agencies like SITA and TCI, etc. even offer services like cargo handling 
and clearing. This Unit has familiarised you with managerial tasks as well as the skills needed 
by employees to handle the day to day operations in a travel agency. 

23.10 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
1) ; These include air bookings, ground transport boolungs, cargo handling, airport trasnfers, 

travel consultancy, etc. 

2) This is necessary to carry out your business. You can not sell unless you know that you 
are selling. See Sub-sec. 23.3.1. 

Check Your Progress-2 I 
1) See Sub-sec. 23.5.1. 

2) See Sub-sec. 23.4.3. 

Check Your Progress-3 r 
1) Read point 4 of Sub-sec. 23.6.1 on page 48. 

2) You can not handle ticketing operations nor you can supervise them unless you have this 
knowledge. 

3) See Sub-sec. 26.3.2. 

Check Y ~ u r  &ogress-4 r 
1) See sec. 23.7. 

2) See page 58 of Sec. 23.7. 

3) Read Sec. 23.8. 
7 -- '  



Department of Tourism, Government of India 

Rules for Recognition as approved Travel Agency with Effective from 6.4.1992 

1) The aims and objectives of the scheme for recognition shall be to promote tourism in 
Tndia. This'is a volunta~scheme open to all bonafide travel agencies. 

2) Definition: A Travel Agency is one which makes arrangements of tickets for travel by 
air, rail, ship, passport, visa, etc. It may also arrange accommodation, tours, 

' 

entertainment and other tourism related services. 

3) All applications for recognition shall be addressed to the Director General of Tourism, 
Transport Bhawan, No. 1, Parliament Street, New Delhi - 110 001. 

4) The following conditions must be fulfilled by the Travel Agency for grant of recognition 
by Department of Tourism: 

i) The application for grant of recognition shall be in the prescribed form. 

ii) The Travel Agency has a minimum paidup capital of Rs. 2.00 lakh duly supported 
by the latest audited balance sheettchartered Accountant's certificate. 

iii) The Travel Agency should be approved by International Air Transport Associa- 
tion (IATA) or General Sales Agent (GSA) of an IATA member Airlines. 

F 

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

v) The Travel Agency has been in operation for a minimum period of one year before 
the date of application. 

' 

vi) The Travel Agency is an outcome tax assessee and has tiled Income Tax return 
for the current assessment year. 

5) The recognition as Travel Agency once granted shall continue unless withdrawn subject 
to their continuance in this business and their submitting the requisite annual return of 
Income Tax and other particulars. 

6) The Travel Agency will be required to pay a non-refundable one time fee of Rs. 1,0001- 
while applying or the recognition. The fee will be made payable to the Pay and Accounts 
Officer, Department of Tourism in the form of a Bank Draft. The fee for recognition of 
each Branch Office will be Rs. 5001-. 

7) Recognition will be granted to the Headquarters Office of Tour Operators, Branch 
Offices will be approved alongwith the Headquarters Office or subsequently, provided 
the particulars of the Branch Offices are submitted to Department of Tourism and 
accepted by it. 

8) The decision of the Department of Tourism, Government of India, in the matter of 
recognition shall be final. The Government of India may, in their discretion, refuse to 
recognise any firm or withdrawhvithhold at any time recognition already granted without 
assigning any reason. 

9) Travel Agency granted recognition shall be entitled to such incentives and concessions 
as may be granted by Govemment from time to time and shall abide by the terms and 
conditions of recognition as prescribed from time to time by the Department of Tourism, ... 
Government of India. 
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1) Name and address of Head Office and Branch Offices. 

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

3) Name of Directorspartners, etc. The details of their interests, if any, in other business 
may also be indicated. 

4) Give particulars of staff employed, their qualifications, experience, salary and length of 
semce with the firm. 

5) Name of Bankers (Please attach a refereice from your bankers). 

6) 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 statements should be in respect of your establishment for the 
last completed financial year or for the calendar year immediately preceding the date of 
submission of your application. Also furnish details of your turnover in the following 
statement: I 

Name and particulars of the Travel Agency concerned 

L 

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

b) Loans g) Investment I 
i) Secured h) Current Assets 

ii) Unsecured 
c) Reserves i) Intangible assets 

d) Current Liabilities and provision 

e) Total j) Total 

NOTES: 
i) Reserves would include balance of Profit and Loss Account and would exclude 

taxation reserve. 

ii) Current liabilities and provisions would include taxation 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 
business rights, deferred, revenue expenditure, accumulated loss, etc. 

7) Copy of acknowledgement certificate in respect of Income Tax return for the current 
assessment year should be enclosed. 

8) Whether any other activities are undertaken by the firm besides travel related activities. 

9) Please indicate the airtshippingtrailway ticketing agencies held by the firm. 

10) Please indicate membership of International Travel Organisations, if any. 

11) Letter of approval of IATA and certificate of endorsement for current year should be 
enclosed. GSAs of IATA Airlines should enclose documentary proof in this regard. 

12) Please enclose a Demand Draft of Rs. 1,0001- for Head Office and Rs. 5001- for each 
Branch Office as fee for recognition and mention the Demand Draft number, date and , 

amount in this column. 

Signature of Prop./Partner/Managing Director. 

Rubber Stamp of the firm. 
- -- 
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24.0 OBJECTIVES 

After reading this Unit, you would be able to understand the: 

concept of hotel management, 

issues in hotel management, 

e functions of major departments in the hotels, and 

relationship between tourism and hotels. 

24.1 INTRODUCTION 

Hotel is looked "as home away froq&omeV or some term it as a "refuge from home". It not 
only provides accommodation to a guest but also takes care of hisfher certain other needs. 
That is why the hotel industry is referred to as hospitality industry. You are aware that there 
are various categories among hotels like Five Star, Three Star or One Star etc. This 
classification is based on the type of facilities, infrastructure and services offered by the hotels. 
Hotels can be classified according to: 

room charges i.e. up-budget, budget, luxury etc. 

purpose of the guest stay like resort, business etc. 

length of stay (transit, residential etc.) 

There are individual hotels as well as hotel chains. The companies with hotel chains give due 
regard to their individual hotel units from the point of view of profit making or managing. 
Hotel management is defined as the process of planning, organizing, monitoring and 
controlling the activities of a hotel for achieving the stated objectives of the organisation. It 
is an ongoing effort and not a one shot management effort. So long the hotel is functioning 
its management function never stops. 

It would be of use, therefore, to know the management and functions of the hotels. It must 
be remembered here that each function in a hotel requires managerial attention and it is not 
possible to deal with all these specidied functions in one Unit. However, in this Unit we will 
attempt to explain the organisational and functional requirements for hotels and their 
importance in relation to tourism. The Unit begins with a general discussion on hotel 
management. It attempts to explain how the management functions are applicable in hotel 
operations. 
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~owlsrn-I 24.2 SOME BASIC ISSUES 

Eddystone C. Nebel in his paper on Individual Hotel Unit Management has described the 
four hotel management functions as follows: 

1) Annning : The process of setting a hotel's goals and objectives md developing the 
most appropriate strategies to achieve them. 

2) Organizing : Devising a structure that assigns specific tasks to individuals within the 
hotel, provides for coordination of activities between different groups, and sees to the 
hiring and training of a staff to carry out the assigned tasks. e 

3) Directing : The process of leadership that motivates the hotel staff to perform the tasks 
necessary to achieve the hotel's goals and objectives. 

4) Controlling : The process of monitoiing, evaluating a d  providing corrective actions 
to the activities of the hotel in order to ensure that its overall goals and objectives are 
met. 

However, there is a definite inter-relationship among these four and they are 
inter-dependent, Hence, it is apparent that the managerial roles in hotels include managing: 

a human resources, i.e. employees activities, 

a physical resources i.e. hotel facilities, and 

a finances. 

Eddystone further describes hotel management as a goal driven actidly and the success of 
a hotel is to be measured in relation to the achievement of its goals through the activities of 
its managers and employees. The goals obviously include profit making through customer 
(guest) satisfaction. However, for both profit generation as well as customer satisfaction, it 
is necessary to understand the internal and external factor that make the hotel environment. 
Before, going further into the managerial roles let us first understand some characteristics of 
the hotel business that give shape to the hotel environment : 

a hotels are operational 24 hours a day, 

a the rate of occupancy varies on day to day or season to season basis. This means that 
though the product is being maintained, used and consumed all the time, the earning or 
profits are not there all the time, 

a the nature of service is very personal i.e. every guest is special, 

a the product image is dependent and built over 'the collective efforts of the different 
hierarchical layers. For example, a good front office service has to be matched by room 
service, house keeping, or restaurant service, 

a problems need, not immediate attention but solutions and the response time has to be 
very quick, 

a like any other tourism product or service the hotel product is not storable and in case of 
non use, it is perishable, 

a setting and maintaining service standards is a major challenge, and 

a the hotel business is higbly competitive. 

It must be noted here that the characteristics are applicable not in the case of big hotels only. 
To a large extent they are relevant for all segments of the lodging and accommodation units 
like Guest houses, resorts, low budget hotels, lodges, etc. 

The managerial roles and functions will be different as per the organisational structure and 
the various departments in a hotel. A small unit may not have many departments and more 
than one managerial function may be performed by a managerlowner. Some of the common 
issues that need managerial attention are : 

1) Guest Services : Ap important aspect that differentiates hotels in consumers' perception 
is the quality of guest services. Deciding on the types of services to be provided and setting 
the quality and standards for these services is a major challenge for the management. 

- -- .. - - - - 



2) Repeat business : Customer satisfaction achieved through guest service leads to repeat 
business. Profitability in the long run depends to a large extent on such business. 
However, the manager should target for having repeat visits from the Sests. 

3) Skills of the staff: The quality of guest services depends on the knowledge and skills of . 
the serving staff. A manager must recruit qualified staff; train them as per the hotel's 
requirements; coordinate their operations; monitor their job 'activities and motivate 
them. At the same time, taking care of staff needs is must because a satisfied staff would 
provide better service (See Unit 13). 

4) Seasonality : At many destinations the business is seasonal. The manager faces the 
challenge of making maximum profits during the strong demand period and minimising 
costs during the weak demand period. 

5) Customer feedback : A good manager would always work for getting customer's 
feedback on the quality of service. This will not only ensure corrective action, if necessary, 
but also a better understanding of customer needs. 

6) Safety considerations : Whether it is a big hotel or a small unit, the management must 
take into account safety of the guests as well as employees into consideration. Precautions 
against fire and theft deserve highest attention alongwith first aid or medical facilities. 
Having a security department or in a small unit assigning such responsibilities to a 
manager is a step in this regard. This needs perfect planning with a set of rules and 
regulations. 

7) Maintenance and Engineering : The buildings and facilities in a lodging unit require 
constant maintenance as they have a bearing on the quality of the producVservice offered 
to the customer. Even the most ordinary facilities like bathroom fittings, electrical fittings 
etc. are a part of the experience of the guest and affect histher level of satisfaction. The 
size of the property (like number of rooms and facilities) determine the size and 
organisation of the maintenance department alongwith the costs involved. Generally, the 
ae t i - i es  of maintenance department include: 

i - - i) Preventive maintenance. which includes inspections for finding possible 
problems, replacing low cost components, etc. The aim here is to minimize 
breakdowns and ensure continuity in operations. 

1 ii) Repair maintenance includes making a system functions or perform as per the 
set standard. 

iii) Corrective maintenance includes replacements or corrective action and follows 
1 

out from preventive maintenance. 

iv) Renovation maintenance takes into account redesigning, upgrading standards 
e t ~ .  

A good business organisation concerned with customer satisfaction will always plan and 
organise the maintenance functions rather than reacting to a crisis. Today the consumers 
can go for legal action also against failure to provide promised facilities or their being 
non-functional. A table lamp in a room with a fuse bulb is of no use. 

8) Environment : The management of a hotel must contribute for the conservation of 
ecology and environment. Provisions for garbage disposal, waste recycling, use of 
non-conventional energy resources, cleanliness, etc. should be inbuilt in the hotel's plans 
and operations. 

After highlighting these managerial aspects now we will discuss some of the management 
functions in subsequent sections. 



Check Your Progress-1 

1) Discuss the characteristics of the hotel business. 

2) Discuss the significance of maintenance functions in a hotel. 

243 PLANNING 

Planning involves the setting of hotel's goals and objectives and evolving strategies to achieve 
the objectives. 

The planning process starts with the selection of sites, type of hotel and the facilities to 
provide, prospective clientele group and its different needs etc. All such aspects are covered 
during the first stage of planning. Second stage is to decide about the goals and objectives of 
the hotel. Once the target is fixed then comes the stage of evolving appropriate strategies to 
achieve the target. In the process of planning most important aspect is to evolve a mechanism 
of evaluation and feedback. Through the process of evaluation only the planners can get the 
needed feedback about the strength as well as draknesses of the existing set up and can 
accordingly decide the future course of action. This calk for preparation of a business plan 
or project report (see Unit 21). The objectives have to be realistic. In fact planners of the 
hotel should keep their eyes on the following functions: 

determining the markets to serve, 

flow of capital, 

service and quality standards, 

operations and. maintenance, 

personnel department, 

nature of competition, 

productivity and profitability goals. 

ORGANISATION 

After planning comes organisation. In hotel management organisation basically means 
developing an administrative structure for running the hotel. In doing this job there are certain 
important issues which must be addressed. For example, at the time of creating departments 
spedaiisation should be the m4or criteria for dividing jobs. This should be done keeping 
in view the facilities and services to be provided by the hotel. With the creation of department 
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patterns of supervision, resources needed for the department and performance measures of Hotels 

the department have to be decided. Most vital is the delegation of decision making authority 
to the department. Recruitment of personnel at various departments is also importat for 
attaining the desired goal. The following chart of orgadsation framework of a large hotel 
makes the management structure more clear to us. 

Sample Structure 

Chief Exccuthre I 
-1 

sales & Markcling 

Dependmg on the size of the hotel and its operations the chief,executive of the hotel is 
designated as managing director/chairman/general manager. The number of managers aod 
various levels of functionaries is basically determined by the size as well as the complexity in 
the activities of the hotel. For effective management there should be clear definition of 
responsibity and authority and an effective coordination of related activities. Generally there 
is interdependency among various departments in the hotels and often joint decision making 
is also needed. Keeping in mind this necessity it is always advisable to have a coordination 
unit for better functioning. 

The various process required in operations management must be adhered to in the hotel 
business. 

24.5 DIRECTING AND CONTROL 

It is equally important in hotel management to develop an effective leadership. Strategic 
planning and good organisation on its own can not ensure the desired result unless there is 
an effective leadership to motivate the staff. ~an&ements aim should be to develop a 
congenial working atmosphere and to motivate the staff for service. In stead of running the 
hotel with a stick modem management suggests that participatory approach is better way to 
motivate employees for performing their jobs. Employees' participation in decision making 
process of the management automatically makes the employees responsible for the 
performance. Development of an appropriate culture in the hotel, i.e. excellent customer 
service, respect for the dignity and rights of the employees, etc. makes an important 
identifiable mark in the profession. This depends a lot on the leadership style and behaviour 
of the leader. 

Alongwith direction control is needed to ensure compliance of goal. Through control the 
management has to take corrective action for a specific problem. As problems can be of 
complicated nature and of different types the management has to devise different control 
strategies to accomplish its goals. 

24.6 FINANCE 

Financial management is defined as a process through which a hotel raises and allocates 
funds. We may divide the requirement of funds in hotels into two categories - short term 
capital and long term capital. As is clear from the title itself short term capital is required for 
operating and minor capital expenditure. The long term capital is required for land, buildings 
and other fmed assets. The role of financial manager is to select appropriate sources of funds 
and to decide the allocation of funds to realise the maximum gain. It is important for the 
financial Imager to have update information about the market, economic policies of the 
government and the ability to anticipate changes in the economy. The role of financial 
management lies in raising funds and allocation of funds in such a way so that maximum return 
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Managerial Practices in can be ensured. One way of doing this methodically is to adopt a budgetary system. In fact 
Tourism-1 all the aspects dealt with financial management in Unit 14 must be looked into. 

I 24.7 MARKETING 

The marketing function in hotels involves identifying, anticipating and satisfying customer 
needs and desires in order to achieve the overall objectives of the business. Marketing of hotel 
services may not be differedt from marketing of other customer products. But there are 
certain specifications in marketing of hotel products. The principal hotel products are 
accommodations, restaurants, bars and arrangement for conferences and conventions. The 
demand for hotel products fluctuates from time to time and the market is also very 
competitive. Here comes the role of marketing. Starting from market research, product 
development, promotion of products, sale, monitoring and review marketing can help the 
hotel in achieving its objectives. In order to earn good business it is necessary to think of 

9 consumer needs in the planning, designing and subsequent operation of an hotel. It is 
important for the functionaries in marketing to keep an eye on the changing socio-economic 
pattern and the customer profiles. 

For promotion purposes, the big hotels are now using electronic media. The facilities and 
comforts offered are shown through video h. Yet, brochures continue to be there. A good 
networking with travel agents, tour operators, airlines, Departments of tourism etc. is 
essential in hotel marketing. Different issues mentioned in Unit 16 should be applied in 

Check Your Progress-2 r 
marketing management for hotels. 

1) Discuss the importance of planning in hotel management. 
L 
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. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

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

' 2) How would you decide the departments and job specifications for a 25 room hotel. 
i . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
j .  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

1 

24.8 FRONT OFFICE AND RESERVATIONS I 
I 

I 

The front office in a hotel works as a link between management and guests. The front office 
I 

functionis most crucial in a sense that major activities in relation to the guests stay in a hotel 
are controlled from here. The front office looks after the following functions: 

a selling guest rooms, , 

a pro&ling information on hotel services, 

a coordination of house keeping, 

a maintaining guest accounts and files, 

68 a performing the check out procedure. 



r 
In some cases the front offices may also have the responsibilities of making reservation for Holels 

tour/journey, organising special functions and arranging for secretarial services for guests. 
The front office is generally manned by reservationalists, cashiers, front desk clerks, billing 
clerks, front office manager, etc. The front office is located in the front lobby or near the 
xhain entrance of a hotel. Keeping in mind the recent market trend it is now important for the 
front office to computerise the operation as far as possible and to develop a data bank of 
guest history. 

The front office has to work in close coordination with the reservations department - the key 
to profitability. Accepting or declining bookings, answering to reservation queries, providing 
information to other departments, feedback from marketing department and forecasting, 
access to occupancy status etc. are important functions of a reservation department. All these 
need management attention. 

+ 
Marketing 

1 
Raervatlolls 

and 
Front Office I  ust tamer 3 D e ~ r t m e n t  

24.9 GUEST SERVICES 

I When a tourist looks for hotel accommodation, besides location and price the range of 
services, amenities and their quality in a particular hotel act as decisive factors in selecting 

I accommodation. The range of guest services depends on primarily the paying capacity of the 
1 

I tourists as well as the attitude of the hotel management. At the same time, the range of 
I services expected depends on the perceptions of the tourist and the type of tourism helshe is 
I 
k looking for. Minimum expectations in the guest services are clean and well maintained 
I 

t bedroom and toilet in all cases. However, amenities like telephone, television and facilities 
for providing food and beverages in room, air conditioning etc. also provided by hotels. It is 
generally expected by guests that the basic amenities available in a hotel should not be in any 
case less than what they enjoy at home, rather they should be better as they are paying for it. 
Depending on the category of hotel various facilities are available to the guests in addition to 
the minimum requirements, such as airport transfers, baby sitting, gift shop, car rental, health 
club, swimming pool, etc. What is most important here for managers is to go for innovative 
thinking for adding facilities. Certain services not listed in the offer add value to the product, 
for example, a bouquet at the reception or a basket of fruits in the room. However, guest 
services vary as per the category of the hotels. For example, economy hotels offer limited 
services say a towel and soap in the toilet whsreas a luxury hotel offers Eree shampoo, message 
oil, perfumes, etc. 

24.10 FOOD AND BEVERAGE 

Food and beverage is one of the major activities of a hotel. Generally in big hotels there is a 
separate department for food and beverage. Its operation involves a high degree of technical 
knowledge and skill. The major function of this department is to provide foods and beverages 
to hotel residents as well as to non-residents or outside guests. Whereas in large hotels there 
are several restaurants with differences in menu, service and other facilities for different 
group of customers. Depending on the need and demand of the customers different types of 
services can be offered, like table service, room service, self-service or any other specialised 
service. It basically depends on the management to decide about the type of services. In the 
preparation of menu chart the variety of tests should be considered and as much as possible 
variety of choices should be given. Seasonal changes play a crucial role in the selection of 
menu. 

Food and beverage department is headed by a manager and under him there are chief chef, 
restaurant manager, floor service manager, store keeper, waiter, etc. Operation of the 
department starts when the customers enter outlet, followed by the customer's ordkis, serving 
their food, presenting them with their bills and ends with" their exit from the outlet. An ideal 69 



Managerial  acti ices in food and beverage department should aim at providing quality food at a reasonable price and 
Tourism-1 at the same time providing profitable return on investments. Operations management is the 

key for success in a Food and Beverage department and you must take hints from Unit 13 in 
this regard. This will be useful for 6% medium and small hotels. 

24.11 HOTELS AND TOURISM 

So fa what wehave &usse(f in brief is tbe ~ ~ o n a l  and fttnctbnal s'hudute ofhoteiw 
in general. Depending on the size and pattern of operations there may be variations in number 
of departments, facilities or in other organisationid matters from small hotels to big hotels. 
But what is important to understand is the systematic approach in running a hotel and its 
strategy to achieve the objectives. S i l y  when we think of hotels we think of tourists. The 
bulk of business demand of hotel industry'comes from tourism. If we look at the guests profile 
of a hotel we will fiud that majority of its users are tourists. The phenomenal growth of hotels 
in the various tourists sites is another indicator of the linkage between hotel and tourism. On 
the other side tourism is dependent on hbtel industry. It is an established fact that along with 
the development of a tourist site one of the major concerns of the developers is how to make 
arrangement for suitable accommodation as without proper hotels generally the tourists do 
not think of travelling to a destination. It is said that "hotel is an essential destination facility 
that a country must provide to build up its tourist image."It has been suggested that three 
types of coordination are required for effective hotel marketing in tourism: 

0 at the destination it is the role of the official tourism organisation to formulate and 
develop tourist products based on the destination and to promote them in appropriate 
markets, 

0 at the generating end it is the role of the tour operator to assemble component services 
into packages and to promote them and sell them as single products, ' 

0 it is the role of individual operators to formulate., develop and supply their products as 
parts of a total tourist product. . 

In India, there is a shortage of hotel rooms at the destinations whereas in major cities like 
Mumbai and Delhi, the business traveller has started occupying the hotel rooms. This is 
adversely affecting the tourists and tour operators. 

Check Your Progress-3 E I I l  
1) What do you understand by front office in a hotel? 

2) What is the significance of guest services? 
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24.12 LET US SUM UP 

I By way of summing up we can say that there are differences in size and types of hotek and 

I 
the services they offer. But whether it is a small or a big hotel, it is essential to adopt a 

t systematic approach in nrnoing the hoteL Starting from the stage of planning to the day to 

1 day functioning of a hotel one has to closely monitor the functioning of various 
departments/divisioxu within a hotel and to devise appropriate strategy in order to achieve 
the desired objectives. Finally, the growing demand for better facilities and suitable 
accommodation in various tourist places should be taken up seriously in order to make India 

l 
a popular destination in the international tourist market. 

24.13 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

1) See Sec. 24.2. 

2) See Sec. 24.2. 

Check Your Progress-2 r 
1) See Sec. 24.3. 

2) Read Sec. 24.4 on organisation and answer the question based on your own ideas. 

1) See Sec. 24.8. 

2) See Sec. 24.9. 



Managerial Pmetlces in 
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Department of Tourism, Government of India 

GUIDELINES FOR APPROVAL OF HOTELS AT THE PROJECTIPLANNING STAGE 

1) The hotel industry is entitled to various benefits including, among other things, income 
tax concessions under the Income Tax Act and priority consideration of its various 
requirements like telephone, telex, LPG, etc. by the Government authorities at 
Municipal, State and Union levels or a semi or quasi-Government body. To be eligible 
for these benefits, a hotel has to be approved by the Department of Tourism. Such 
approval is granted from the point of view of the sustainability of a hotel for foreign 
tourists and approved hotels are required to maintain certain minimum level of standard 
of service and amenities. There are six categories of approved hotels ranging from 1-star 
to 9star deluxe. 

2) The approval can be applied for at the project planning stage. A hotel approved at the 
project state is eligible for allocation of foreign exchange for its essential import of 
equipment and provision. On completion and becoming functional, like other 
functioning hotels, it also gets world wide publicity through tourist literature published 
by the Department of Tourism and overseas. .Approved hotel projects are also e b b l e  
to apply to the Industrial Finance Corporation of India and the respective State Finance 
Corporation for the grant of loan. 

The application of loan is considered by these financial corporations in the context of 
detailed feasibility studies, etc. and the project approval by the Department of Tourism 
should not in any way be construed as an assurance for the grant of any loan thereto. 

3) The application for approval of a hotel at the projectlplanning stage should be submitted, 
in the prescribed form complete in all respects, to the Director General of Tourism, 
Transport Bhawan, I Parliament Street, New Delhi - 110 001 in the case of hotel projects 
planned for the 4 and Sitar categories and to the Regional Director of the concerned 
Government of India Tourist Office at Delhi/BombaylCalcutta~Madras in the case of 1, 
2 and 3- star categories. A copy of the application should be endorsed to the 
DirectorIManager of the nearest Government of India Tourist Office and to the Director 
(Tourism) of concerned State Goverwent. 

4) Various documents and information to be furnished about hotel projects when applying 
for project approval are given in detail in the application form. However, the basic 
requirements are given below and these should be sent alongwith the application form. 

i) A project report establishing the feasibility of the proposed hotel, describing the 
amenities to be provided at the hotel particularly mentioning any special or 
distinctive features and indicating the star category which the establishment is 
being planned for. The Criteria applied in determining the star category ofa hotel 
on classification by the Hotel and Restaurant Approval and Classification Com- 
mittee as a functioning unit, are briefly described later in these guidelines. 

ii) The site selected should be suitable for the construction of a hotel in intended for 
use by foreign tourists. While selecting the site such aspects as its accessibility 
from airport/railway statiodshopping areas, etc. making it convenient location, 
may be kept in minds as also that its environs are not crowded, noisy, unhygienic, 
etc. 

iii) A land-use certificate from the concerned StateAocal authority certifying that it 
is permissible to construct a hotel on the site selected. Blue prints of the sketch 
plans of the project (including front and side elevation) indicating the areas, with 
dimensions of the rooms/bathrooms/public rooms, etc. duly signed by the ar- 
chitect and the promoter. The Department has prescribed certain minimum area 
standards for guest rooms and attached bathrooms and it should be ensured that 
none of the guest roomsfattached bathrooms fall short of the prescribed minimum 
carpet area limits which are given below: 



iv) Ownership Deed of the land. 

v) Urban Land Ceiling Certificate, if applicable. 

vi) Approval of International Airports ~ u t h b r i t ~  of India/Director General of Civil 
Aviation if hotel project is near an airport. 

vii) Name and business antecedents of the promoters. 

viii) Proposed ownership structure, giving full details as to whether the new undertak- 
ing will be owned by individual(s) or .a firm or a company. 

ix) Estimated cost of the project and the manner in which it is proposed to raise the 
funds to meet the cost. 

x) The Department has prescribed regulatory conditions to be adhered to by 
promoters of approved hotel projects. The promoters should furnish the accep- 
tance of these regulatory conditions in the prescribed form. The regulatory 
conditions and the form of their acceptance appear later in these guidelines. 

CLASSIFICATlON CRITERIA: 

Five Star Deluxe Category: 

This is a qualitative extension of the 5-star category while quantitatively, the basic features 
are as of a 5-star category. In a 5-star Deluxe hotel, the comparative all-round standard of 
service and amenities is of a very superior quality. 

Five Star Category: 

General Features: The facade, architectural features and general construction of the building 
should have distinctive qualities of a luxury hotel of this category. The locality including the 
immediate approach and environs should be suitable for a luxury hotel of this category. There 
should be adequate parking space for cars. The hotel should have at least 25 lettable bed 
rooms, all with well appointed attached bathrooms with long baths or the most modern 
shower chambers, with 24 hours service of hot and cold running water. 

All public rooms and private rooms should be fully air- conditioned (except in hill stations 
where there should be heating arrangements) and should be well appointed with superior 
quality carpets, curtains, furniture, fittings, etc. in good taste. It would be advisable to employ 
the services or professionally qualified and experienced interior decorators of repute for this 
purpose. 

There should be adequate number of efficient liftsin buildings of more than 2 stories including 
the ground floor, with 24 hours service. 

There should be a well designed and properly equipped swimming pool (except in hip 
stations). 

The Lobby, and ladies and gentlemen's cloak rooms (should be well appointed) equipped 
with fittings and furnitures of the highest standard. 



'yY--- - -- - 

Facilities: There should be'a reception, cash and information counter attended by qualified, 
trained and experienced personnel, conference facilities in the form of one ore more 
conference rooms/banquet halls and private dinning rooms. There should be book stall, 
beauty parlour, barber shop, recognised travel counter, money changing and safe deposit 
facilities, left luggage room, florist and a shop for toilet requisites and medicines, on the 
premises. There should be a telephone in each room and telephones for the use of guests 
and visitors and provision for a radio or relayed music in each room. There should be a well 
equipped, well furnished and well maintained dining roodrestaurant on the premises, and 
wherever permissible by law, there should be elegant well equipped by law, there should be 
elegant well equipped badpermit room. The pantry and cold storage should be professionally 
designed to ensure efficiency of operation and should be well equipped. 

Service: The hotel should offer international and Indian cuisine and the food and beverage 
service should be on the highest standards. There should be professionally qualified, trained, 
experienced, efficient and courteous staff in smart, clean uniforms, and the staff coming in 
contact with guests should understand the speak English. The supervisory and senior staff 
should possess a good knowledge of English. It will be desirable for some of the staff to have 
knowledge of foreign languages, and staff knowing at least one continental language should 
be on duty at all times. There should be 24 hours service of reception information and 
telephones. There should be provision for reliable laundry and dry cleaning services. 
Housekeeping at the hotel should be of the highest possible standard and there should be 
plentiful supply of good qualitylinen, blankets, towels, etc. Each bedroom should be provided 
with a vacuum juglthermos flask with ice cold, boiled drinking water except where centraily 

, chilled purified drinking water is provided. There should be a special restaurantldining room 
with facilities for music and dancing. 

Four Star Category: 

General Features: The facade, architectural features and general construction of the building 
should be distinctive and the locality including the immediate approach and the environs 
should be suitable for a hotel of this category. There should be adequate parking facilities 
for cars. The hotel should have at least 25 lettable bed rooms, all with attached bathrooms. 
At least 50% of the bathrooms must have long baths or the most modern shower chambers, 
with 24 hours service of hot and cold running water. All public rooms and private rooms 

. should be fully air-conditioned (except in hill stations where there should be heating 
arrangements) and should be well furnished with carpets, curtains, furniture, fittings, etc. in 
good taste. It would be advisable to employ the services of professionally quaMed and 
experienced interior decorators of repute for this purpose. There should be adequate 
number of efficient lifts in buildings of more than 2 stories including the ground floor. There 
should be a well appointed lobby and ladies and gentlemen's cloak room equipped with 
fittings of the standard of a hotel of this category. 

Facilities: There should be reception, cash and information counter attended by trained and 
experienced personnel. There should be a book staff, travel counter, money changing and 
safe deposit facilities and a left luggage room on the premises. There should be a telephone 
in each room and telephones for the use of guests and visitors, provision for a radio or relayed 
music in each room. There should be a well equipped, well furnished and well maintained 
&inning roodrestaurant on the premises, and wherever permissible by law, there should be 
elegant well equipped barlpermit should be professionally designed to ensure efficiency of 
operation and should be well equipped. 

Service: The hotel should offer both international and Indian cuisine, food and beverage 
service should be of the highest standards. There should be professionally qualified, trained, 
experienced, efficient and courteous staff in smart, clean uniforms, and the staff coming in 
contact with guests should understand and speak English. The supervisory and senior staff 
should possess a good knowledge of English. It will be desirable for some of the staff to have 
knowledge of foreign languages and staff knowing at least one continental language should 
be on duty at all times. There should be 24 hours service for reception information and 
telephones. There should be provision for reliable laundq and dry cleaning services. 
Housekeeping at the hotel should be of the highest possible standard and there should be 
plentiful supply of linen, blankets, towels, etc. of good quality available. Similarly, the cutlery 
and glassware should be provided with a vacuum juglthermos flask with ice cold, boiled 
drieing water is provided. There should a special restaurant/&ing room where facilities 
for music and dancing are provided. 



Three Star Category: 

General features: The architectural features and general construction of the building should 
be of a very good standard and the locality including the immediate approach and environs 
should be suitable for a good hotel, and there should be adequate parking facilities for w s .  
The hotel should have at least 20 lettable bed rooms, all with attached bathrooms with bath 
tubs and/or shower and should be modern in design and equipped with fitting of a good 
standard, with hot and cold running water. At least 50% of the bathrooms should be air- 
conditioned (except in hill stations where there should be heating arrangements in all the 
bedrooms, dinning rooms, restaurant and lounge) and the furniture and furnishings such as 
carpets, curtains, etc. should be of a good standard and design. There should be adequate 
number of lifts in buildings with more than two storeys including the ground floor, and well 
appointed lounge and separate ladies and gentlemen's cloak rooms equipped with fittings of 
a good standard. 

Facilities: There should be a reception and information counter attended by qualified and 
experienced staff, a book stall, recognised travel counter money changing and safe deposit 
facilities on the premises. There should be a telephone in each room except in seasonal hotels 
where there should be a call bell in each room and a telephone on each floor for the use of 

I hotel guests and a telephone for the use of guests and visitors to the hotel. There should be 
a well equipped and well maintained air-conditioned dinning roodrestaurant and wherever 
permissible by law, there should be a barlpermit room. The kitchen, pantry and cold storage 
should be clean and organised for orderliness and efficiency. 

Service: The hotel should offer good quality cuisine, Indian as well as Continental, and the 
food and beverage service should be of a good standard. There should be qualified, trained, 
experienced, efficient and courteous staff in smart, clean uniforms, and the supervisory staff 
coming in contact with guests should understand English. There should be provision for 
ldundry and dry cleaning service. Housekeeping at the hotel should be of a good standard 
and there should-be adequate supply of linen, blankets, towels, etc. of good quality. Each 
bedroom should be provided with a vacuum juglthermos flask with cold, boiled drinking 
water. 

Two Star Category: 

General features: The building should be well constructed and the locality and environs 
including the .approach should be suitable for a good hotel. The hotel should have at least* 
10 lettable bed rooms of which at least 75% should have attached bathrooms with shower, or 
a bathroom for every four of the remaining rooms. All bathrooms should have modern 
sanitation and running cold water with an adequate supply of hot water, soap and toilet paper. 
25% of the rooms should be air-conditioned (except in hill stations where there should be 
heating arrangements in all the rooms), and all the rooms should be properly ventilated, clean 
and comfortable, with all the necessary items of furniture. There should be well furnished 
lounge. 

Facilities: There should be a reception counter with a telephone. There should be a 
telephone or call bell in each room has a separate telephone. There should be a well 
equipped and well maintained air-con'ditioned d m m g  roodrestaurant, serving good, clean, 
wholesome food and a clean, hygienic and well equipped kitchen and pantry. 

Service: There should be experienced, courteous and efficient staff in smart and clean 
uniforms. The supervisory staff coming in contact with guests should understand English. 
There should be provision for laundry and dry cleaning service. Housekeeping at the hotel 
should be of a good standard and clean and good quality linen, blankets, towels, etc. should 
be provided, similarly, crockery and glassware should be of a good quality. 

One Star Category: 

General features: The general construction of a building should be good and the locality and 
environs includq immediate approach should be suitable. The hotel should have at least 10 
lettable bed rooms of which at least 25% should have attached bathrooms with a bathroom 
for every four of the remaining rooms. At least 25% of the bathrooms should have modern 
s ~ t a t i o n  and running cold water with an adequate supply of hot water, soap and toilet paper. 
The rooms should be properly ventilated and should have clean and comfortable furniture. 



Managerial Practices in Facilities: There should be a reception counter with a telephone and a telephone for the use 
Tourism-1 of guests and visitors. There should be a clean and modern toilet well equipped, dinning 

roodrestaurant serving clean wholesome good and well equipped kitchen and pantry. 

Sewice: There should be experienced, courteous and efficient staff in smart and clean 
uniforms and the senior staff coming in contact with guests should possess a working 
knowledge of Enghsh. Housekeeping at the hotel should be a good standard and clean and 
good quality linen, blankets, towels, etc. should be supplied. Similarly, crockery cutlery and 
glassware should be of a good quality. 

REGULATORY CONDITIONS FOR APPROVAL OF HOTEL PROJECTS 

All hotels approved by the Department of Tourism are required- to furnish the following 
information: 

1) Documents relating to its legal status i.e. if the Company is incorporated under the 
Companies Act, a copy of its Memorandum and Articles of Association, if it is a 
partnership firm, a copy of the partnership deed and the certificate of registration under 
the partnership Act, if it is a proprietary concern name and address of the proprietor, 

' etc. 

2) Any license and or approvals required from the local administration police and or other 
concerned authorities police and or other concerned authorities for the construction 
operation of the hotel should be obtained directly by the promoters from the concerned 
authorities. The approval by the Department will not in any way substitute for them. 
This Department's approval will be deemed to have been withdrawn in case of violation 
of this condition as and when brought to its notice. 

3) In the event of the promoters making any change in the plans of the project as submitted 
earlier, the approval of this Department will have to be applied for afresh. 

4) Officers of the Department of Tourism or any other officer deputed by the Department 
to inspect the hotel premises from time to time will be allowed free access with or witbut 
prior notice. 

5) As a project which has been approved from the point of view of its suitability for foreign 
tourists the promoters will be eligible for grant of loan from CentraVState Financial 
Institutions and priority in the procurement of building material, telephone and telex, 
etc. However, this approval should not in any way be constructed as an assurance for the 
grant of these facilities since this would fall within the jurisdiction of the concerned- 
authorities. 

Conditions to be fulfilled after the hotel becomes functional 

1) The hotel must immediately inform this Department and date from which it becomes 
functional, and apply for classiticalion within 3 months thereafter. 

2) The hotel will submit the following information of the Director General, Department of 
Tourism so as to reach on or before 31st May each year for the preceding financial year: 

a) A bank certificate in regard to foreign exchange deposited by the hotel, 

b) Total bed capacity offered by the hotel as under: 

Single Rooms: 
Double Rooms: 
Suites: 

c) Number of rooms occupied on a permanentlsemi-permanent basis by resi- 
dentdstaff Officers, etc. 

d) A specimen copy of the current tariff card. 

e) List of the names of the Senior Executives with their designation, experience etc. 
(Department-wise). 

f) Total number of persons employed indicating separately the number ofaIndian 
and foreign staff, 

g) Annual report of the hotel and a statement showing the audited balance sheet and 
profit and loss account within 4 months of the close ,of the financial year. 



h) Statistic returns in ;egard to the number of guests, rooms, occupancy, income and 
employment on regular basis as prescribed by the Department of Tourism from 
time to time. 

* 

3) The Regional Director/Director/Manager of the Government of India Tourist Offices 
of the region and the Director General, Department of Tourism would be kept informed 
from time to time of facilities introduced or withdrawn and of any additions or 
alternations made in regard to the bed capacity of the hotels. 

4) The hotel tariff should be prominently displayed in each room. This card shall also 
indicate all taxes, service charge, etc. 

5) If a hotel confirms a booking at a particular rate, it will be honoured at the same rate 
even if accommodation at higher rates only is available at the time of the guest's arrival. 
Alternatively if accommodation at a lower rate only is available and the guest elects to 
use it, the lower rate should be charged. 

6) Normally, no rooms will be let out for purposes other than residential. However, with 
the prior approval of the Department of Tourism not more than 10 per cent of the rooms 
in the hotel will be let out to any person or company for residential or commercial 
purposes. 

7) In case the hotel is required to provide Guides for tourists, only Guides who have been 
approved by the Department of Tourism should be employed in places where such 
Guides are available. 

\ 

8) The hotel should at all times adhere to the high standard of maintenance and service for 
which it has been recognised and in all d e a l i i  with its guests observe practices worthy 
of an establishment of repute. 

9) The officers of the Department of Tourism or any other officer deputed by it to inspect 
hotel premises from time to time will be allowed free access with or without prior notice. 

IN THE EVENT OF BREACH OF ANY OF THE ABOVE CONDITIONS BY THE 
HOTEL? THE DEPARTMENT OF TOURISM SHALL HAVE THE RIGHT TO 
WITHDRAWN APPROVAL. 

1 
FORMAT OF ACCElTANCE OF REGULATORY CONDITIONS 

The Director General 
Department of Tourism 
New Delhi. 

Subject: Acceptance of Regulatory Conditions. 

Dear Sir, 

I have received a copy of the Regulatory Conditions prescribed by the Department of Tourism 
for hotels placed on its approved list, and wish to confirm that I have read and understood 
the same and hereby agree to abide by the same and such other conditions as may be laid 
down from time to time by the Department of Tourism for approved hotels. 

Yours faithfully, 

(NAME IN BLOCK LETTERS) 

Managing Director/Partner/Proprietor 
Name of the Hotel: 
Date: 



-- - - 

Managerial Practices in APPLICATION PROFORMA FOR APPROVAL OF HOTEL PROJECTS 
Tentism-1 

1) Proposed name of the Hotel: 

2) Name of Promoters 
(a note giving details of business antecedents may be enclosed) 

3) Complete Postal address of the promoter. 

4) Status of owners/Promoters: 

Whether 
a) Compapy 

(if so, a wpy of the Memorandum and Articles of Association may be furnished) 
OR 

b) Partnership firm 
(if so, a copy of partneship Deed and Certificate of registration under the Partnership Act may be 
furnished) 

OR 
c) Proprietory concern 

(give name and address of the proprietor) 

5) Location of hotel site along with postal address 

6) Details of the site 
a) Area 

b) Title 
Whether outright purchase 
(if so, a copy of the registered sale deed should be furnished) 

OR 
On Lease 
(if so, a wpy of the registered lease deed should be furnished) 

c) Whether the required land-use permit for the construction of hotel on it have been 
obtained (if so, a copy of the certificate from the concerned local authorities' 
should be furnished). 

d) Distance from Railway Station 

e) Distance from Airport 

f) Distance from main shopping centres ' 
7) Details of the Hotel Project 

(a copy of the ProjectFeasibility report should also be furnished) 
a) Star Category Planned 

I b) No. of guest rooms and their area 

Number Area 

Single 
Double 
Suites 
TOTAL: 

c) No. of attached baths and their area 

d) How many of the bathrooms will have long baths or the most modern shower 
chambers (Give break up) 

e) Details of public areas: 

Number Area of each 
i) LoungeLobby 
ii) Restaurants 
iii) Bar 
iv) Shopping 
v) BanquetIConference Halls 
vi) Health Club 
vii) Swimming Pool 
viii) Parking facilities 



- 

Notes: It may be ensured that areas of guest rooms and attached bathrooms 
conform to the minimum standards laid down by the Department of Tourism for 
different star categories of hotels. 

f) Blue prints of the sketch plans of the project. A complete set duly signed by the 
promoter and the architect should be furnished, includinglshowing among other 
things, the following 

i) Equity: 
ii) Loan: 

b) Equity Capital so far raised. 

c) i) S G c e s  from which loan is proposed to be raised. 

ii) Present position of the loan. 
11) ~ & ~ t a n c e  of Regulatory Conditions. 

12) Application Fee 

(Demand Draft for Rs. 20001- in case of hotel projects planned for 5-star Deluxe category 
and for Rs. 1000J- in case of 3 and 4- star categories and Rs. 5001- for 1 and 2 star 
categories. Demand Draft may be drawn in favour of: Pay and Accounts Officer, 
Department of Tourism, New Delh;. 

' 

13) If you are interested in availing of any or all of the following benefits of the Income Tax 
Act, 1%1, kindly mention Yes/No against each of the following provisions: 

Section 80 1 A 

Section 80 HHD 

Section 88 A 

Signature 

Full name and designation of the Applicant 

Place: 

.Dated: 

. . 
Hotels 

i) Site Plan 

ii) Front and side elevations 

iii) Floorwise distribution of public areasfguest rooms and other facilities, 

iv) Areas of guest rooms with dimensions 

v) Areas of bathrooms with dimensions. 
8) Air-conditioning: 

a) Whether all the guest rooms will be air-conditioned. 

b) Whether all the public areas will be air-conditioned. 

c) Give details of type of air-conditioning. 
9) Approval 

Whether the hotel project has &en approvedfcleared byfunder the following 
agenciesJActs wherever applicable: 

a) Municipal authorities 

b) Urban Lands (Ceiling), Act 

c) Any other locaVState Government authorities concerned. 
10) Proposed Capital Structure: 

a) Total estimated cost: 



Managerial Prsetlces in APPENDIX-I1 , Tourlsm-1 

Department of Tourism, Government of India 

GUIDELINES FOR APPROVAL OF HERITAGE HOTELS AT PROJECTIPLANNING 
STAGE 

Definition: 

"Heritage Hotels" cover running hotels in places/Castles/forts/Havelies/Residence of any size 
built prior to 1950. 

5) CLASSIFICATION CRITERIA 

The architectural character of the properties to be considered in the category of 
'HERITAGE HOTEL' should be maintained. Any extension/improvements/change 
must be in keeping with the existing architecture appearance. The locality including 
immediate approach and environs should be suitable for a hotel of this category. 

B) GENERAL FEATURES: 

The facade, architectural features and general construction should have the distinctive 
qualities, ambiance and decor in keeping with the traditional way of the place. There 
should be adequate parking space for cars. All public rooms and areas and the guest 
rooms should be well maintained and well equipped with quality carpets or area rugs 
furniture, fittings, etc. in good taste, and in keeping with the traditional life style. The 
guest rooms should be clean, airy, pest free, without dampness and musty odour, and or 
reasonably large size, with attached bath rooms with modern facilities (e.g. flush 
commodes, wash basins, running hot and cold water, etc.). There should be a well 
appointed lobby or lounge equipped with furniture of high standard, w!~h separate ladies 
and gents cloak rooms with good fittings. 

C) FACILTIES 

There should be a reception, cash and information counter attended by trained and'. 
experienced personnel. There should be money changing facilities, left luggage room. , 
There should be a well equipped, well furnished and well maintained dinning room on .' 
the premises and, wherever permissible by law, there should be an elegant, well equipped 
barlpermit room. The kitchen and pantry should be professionally designed to ensure, 
efficiency of operation and should be well equipped. Crockery, cutlery, glassware should 
be of high standard and in sufficient quantity, keeping in view the life style, and 
commensurate with the number of guests to be served. Drinking water must be bacteria 
free and kitchen must be clean, airy, well lighted and protected from pests. There must 
be the three tier washing system with running hot and cold water hygienic garbage 
disposal arrangements; and pest free deep freezer and refrigerator (where the 
arrangement is for fresh food for each meal, standby generator will not be insisted upon). , 

The gardenslgrounds must be very well maintained. 

D) SERVICES 

The hotel should offer high quality cuisine and the food and beverage service should be 
of good standard. There should be qualified, trained, experienced, efficient and 
courteous staff in smart and clean uniforms and the staff coming in contact with the guests 
should understand English. Housekeeping at these hotels should be of.the highest 
possible standard and there should be a plentiful supply of linen, blankets, towels, etc. 
which should be of high quality. Each guest room should be provided with a vacuumJflask 
with bacteria free drinking water. Arrangements for heatinglcooling must be provided 
for in the guest rooms in.cold/hot seasons. Places which have telephone lines must have 
at least one phone in the office with call bells in each guest room. Arrangements for 
medical assistance must be there in case of need. The stafflroom ratio must be in keeping 
with the number of guest rooms in each property. There hotels must be run on a 
professional basis while losing none of these ambiance and services. 

The heritage hotels must present a distinctive and traditional life style of the areas and 
should be of very high quality in term of service, ambib-ce and cuisine. 



APPLICATION PROFORMA FOR APPROVAL OF HERITAGE HOTEL PROJECT 

1) Proposed name of the Hotel: 

2) Name of Promoters: 
a) note giving details of business antecedents may be enclosed) 

3) Complete Postal address of the Promoters. 

4) Status of owners/Promoters: 

Whether 
a) company (if so, a copy of the Memorandum & Articles of Association may be 

furnished) 
OR 

b) Partnership firm (if so, a copy of partnership Deed and certificate of registration 
under the Partnership Act may be furnished) 

OR 
c) Proprietory concern (Give name and address of the proprietor) 

Location of the property alongwith postal address: 

6)  Details of the property 
a) Area 

b) Title 
Whether outright purchase/ownership (if so, a copy of the registered sale deed should 
'be furnished) 

OR , 
On Lease (if so, a copy of the registered lease deed should furnished) 

6) whether the required land use permit for the conversion into hotel on it have been 
obtained. (If so,'a copy of certificate from the concerned local authorities should 
be furnished) 

d) Distance from Railway Station: 

, e) Distance from Airport: 

f )  Distance from main shopping Centres: 
7) Details of the Hotel Project (a copy of the projectlfeasibility report should also be 

furnished). 
a) No. of guest rooms and their area: Number Area 

Single 
Double 
Suites 
Total: 

b) NO. of attached baths and their area: 

c) How many of the bathrooms will have long baths or the most modern shower 
chambers (Give break-up): 

d) details of public areas: 

Area of each Number 

i) Loungebobby 

ii) Restaurants/Dinning room: 

iu) Bar (if any): 

iv) shopping (if any): 

v) Banquet/Conference Halls (if any): 

vi) Health Club (if any): 

vii) Swimming Pool (If any): 

viii) Parking facilities: 



e) Blue prints of the sketch plans of the project. A complete set duly signed by the 
promoter and the architects should be furnished including/showing among other 
things, the following: 

i) Site Plan: 
ii) Front and side elevations: 
iii) Floorwise distribution of public rooms/guest rooms and other facilities. 

8) Approval: 

Whether the hotel project has been approvedlcleared bylunder the following 
agencies1Acts wherever applicable: 

a) Municipal authorities; 

b) Urban Lands (Ceiling), Act: 

c) Any other 1ocaVstate govt. authorities concerned. 

9) Proposed Capital Structure: 
a) Total estimated cost: 

i) Equity: 

ii) Loan: 

b) 

Equity Capital so far raised: 

c) i) Sources from which loan is proposed to be raised: 

ii) Present position of the loan: 
10) Acceptance of Regulatory Conditions: 

(This should be furnished in the prescribed proforma, as per sample attached): 

11) Application Fee: 

Demand Draft for Rs.1,000/- for hotel projects planned for Heritage, Hotel category ' .  
drawn in favour of "Pay & Accounts Officer, Department of Tourism, New Delhi" must 
be attached with the application: 

12) If you are interested in availing of any or all of the following.benefits of the Income Tax 
Act, 1961, kindly mention Yes/No against each of the following provisions: 

Section 80 IA 

Section 80 HHD 

Signature 
Full name and 
designation of the applicant : 

Place : 

Dated : 
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I I 

Place Ca tegory 

Shirdi I - I  I 1 1  - I  - I  - 1  2 i  3 1 1  

pun - - 2 1  - I  - .- - - I 56 

- I Amritrar 1 2 2 .- 39 105 44 - - I 

Ludhiana I 2 .  - .- 23 56 - 

Ajmer I - - .- - I 28 - - 

~ 

I I II . 
Jmisalmer - - '  2 - 1  - 1  4 " .- - 7 1 43 i 147 iji -:I 1 

Jodhpur I I - - I - 
-94 62 50 . 

Neemrmna - I I .- 
- / I - - I8  ' 

Sbckhawmti - 1  - I - .- 28 
I 

Ub ipu r  1 
*US 25 

Coimlmtore - 2 I 4 .- - IOU 65 165 
I 

Kanya Komari - - I .- - - 45 

Kodmilunal I 1 1 
091 51 54 

Madras 4 5 R R 9 17 
0808 , 595 782 414 512 

Madun i  - 3 I - .  .- 85 60 

Ooty 

Tbanjmvur - i 

. - j  - 1  - 

Tiruchiraplly i - 
I .- 

Agra 4 
9696 

Allababmd - 3 .- ~- 8 - 34 

Lucknow - 1 
-- .99 

Varana~i 

-- , 
cdcuna 

3 // 
-- .. I 

CLandi y r h  

-- - - - - - - - -- .- 
Pondiehemy 

20 

Denotes No. of Rooms 

Source: Department of Tourism. Government of India. 



UNIT 25 PUBLIC RELATIONS 
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Functions of PR 
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Interface with Other Disciplines 
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Challenges for PR in Indian Tourism 
Let Us Sum Up 
Answers to Check Your Progress Exercises 

25.0 OBJECTIVES 

After reading this-unit you will be able to understand: 

the role and functions of Public Relations (PR) in big as well as small organisations, 

the interaction of PR with other disciplines, 

the role of modern information technology in the job of PR, and 

the various forms of challenges faced by the PR department. 

25.1 INTRODUCTION (. 

What do you think a Unit titled PR in tourism might involve? It obviously should have 
something to talk about public relations as well as its relevance in the context of tourism 
industry. This Unit discusses the importance of public relations and how it helps you as a 
tourism professional. 

You are already aware of the different segments of the tourism industry. These components 
and the delivery systems, including the sub-systems, have their own varying degree of 
specialisations and interdependence. There is the need to create mutual understanding 
between the different organisations and the publics/consumers, in recognition of the fact that 
without the active support of the key personnel and the goodwill of the public the industry 

I cannot sustaiddevelop in harmony. It must be noted here that by public we mean any group 
that has any interest (actual or potential) in or impact on an organisation's ability to achieve 
its objectives. Here lies the crucial role of PR to develop effective coordination among all 
components of the system and the publics. 

25.2 ROLE OF PR 

The need for PR in a service industry, such as, tourism is greater because the industry depends 
on the effective coordination among its various components and the goodwill of the public. 
It is an established fact that public relations people are engaged in various forms of activities 
starting from research, action, communication, evaluation and handling crisis, etc. Today 
you need a PR Officer for: 

c resource mobilisation, 

interacting with the community, 

a dealing with government departments, 

0, marketing, and so on. 



.- - - - -- -- 
- ,  

~nnagem ~ m c t i a e ~ n  In fact the nature of PR varies as per the component of the tourism industry. For example, 
Taurlsm-1 a PR manager working with a National Tourist Organisation would attempt to remove the 

apprehensions about a destination from the minds of the prospective tourists. This he or he 
would do by reinforcing in the tourism brochures: 

promises that carry marks of quality assurance, 

product endorsements and testimonials of travel experts, reputed tour-operators, well 
known travel writers and journalists. (These are the people whose opinion adds weight 
and credibility to advertising claims in so far as the potential tourists are concerned.) 

In an other organisation or company the Public Relations professional has to play the role 
not only of a communicator and softening agent but also of an adviser. This is done to: 

minimise the pulls, stresses and conflicts, 

reduce friction, and 

diffuse tensions that arise from time to time between the "internal" andlor "external" 
publie. 

This involves a great deal of social engineering, conflict resolution through research and a 
two-way communication process. Dialogue and appropriate package of solutions are needed 
to hmonise the conflicting needs of groups and/or individuals. 

In fact the responsibility of a public relations personnel lies in developing a corporate culture 
in the industry and in promoting better network among various bodies. Generally, the 
activities performed by the PR department include: 

il Media relations i.e. to interact with media (print as well as electronic) and place such 
information that attracts attention to the product, service, organisation or event, etc. 

ii) Product Publicity i.e. initiating efforts to publicise a particular product or service. 

iii) Lobbying i.e. dealing with officials etc. for softening their altitude towards the 
organisation. 

iv) Counselling i.e. advising the management about public concerns, company's image and 
steps to be initiated in this regard. 

v) Corporate Communication i.e. promoting understanding about the organisation through 
' 

external and internal communications. 

According to Philip Kotler today more and more companies are setting up Marketing Public 
Relations group (MPR) whose tasks go beyond simple publicity and include: 

Assistance in the launch of new products, 

assistance in repositioning a mature product, 

influencing specific target groups or market segments, 

defend@ products that have encountered public problems, 

creating awareness about the organisation's product or services, 

establishing credibility of the company's product, service and image, and 

developing publicity campaigns. 

In small organisations the single manager or the entrepreneur has to handle these PR tasks 
as well., However, it is always better that a proper planning must be done by: 

setting the PR objectives, 

organising and choosing the appropriate PR methods, and 

evaluating the outcome of PR efforts. 



Check Your Progress-1 EIZl 
1) Why should an organisation adopt a policy of public relations? 

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

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

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

2) Discuss the role of a PR manager. 

253 FUNCTIONS OF PR 

There is no model communication organisation. It depends upon circumstances which vary 
from organisation to organisation. In some organisations the PR function arises out of a 
"fire-fighting" role and in other organisations, a PR department is created as a deliberate 
effort with set objectives. PR department works by the principle of "Management by 
objectives". PR professional is to act as a catalyst for change within a company and in order 
to fulfill this objective it needs "information". In a rigid or closed organisation it is difficult 
to get information which severely obstructs the two way flow of communication. In contrast 
in an open organisation, PR manager can even be privy to board-room secrets. 

The functions of PR department are thus: 

To periodically evaluate the strengths, weaknesses, opportunities and threats (SWOT) 
of the economic and business environment. 

To scan the environment and gather organisational intelligence and perform corporate 
surveillance. 

Before a producVservice is launched in the market place, it is essential to know the market 
forces, the perceptions of the target consumers, the competitor's strengths and 
weaknesses, the potential for real and stimulated demand, the mood of the opinion 
makers, decision makers and the media vis-a-vis the organisation. 

Information thus gathered through primary and secondary data is analysed, sifted, 
processed and brought within the organisation for decision making at appropriate levels. 

Public Relations 

Identify the intra-departmental and inter departmental communication and 
informational needs of various departments, assist the concerned departments by making 
films, writing backgrounders, publishing brochures, newsletters, specialised 
house-journals and manuals or other audio-visual communications. 

The PR department has to identify and establish contacts with a cross-section of 
important external publics encompassing decision-makers, opinion makers, the media, - 
consumer groups, wholesalers, travel retailers and special interest groups or selected 
publics. 



M.aguisl-b PR needs to organise image surveys within and outside the organisation to gauge the 
Toorism-1 people's perception about the organisation and its productlservice mix. The findings wiU 

facilitate decision making and remedial measures. 

Another important job is to establish a PR environment within the company whereby 
people feel free to give vent to their feelings at appropriate forums and not fall victim to 
the grapevine. If these communication gaps are not biidged by official sources, they will 
be filled by gossip and unauthorised sources. 

PR has an advisory role towards the top management regarding internal and external 
developments that will effect the business of the organisatioddestination. In tourism 
industry the issues are automation, revolution in the information technology, 
ecu-tourism, unconventional forms of holidays, newer and ecologically softer forms of 
tourism, lack of market research and trained manpower, ineffective coordination 
between tourism organisations and government departments, ministries, health hazards, 
safety, hygiene, economic changes, technological innovations and changes in consumer 
behaviour etc. foreign exchange earnings, new destinations and new tourism 
products/developments, sociological and demographic changes in tourism generating 
countries, world tourism trends in the future and emergence of "niche" or "boutique" tour 
operators (eg. those operating musical tours, gourmet tours, helisking, etc.), policies on 
aviation, transport, hotels, entertainment, telecommunications, shopping and travel 
related laws, customs and immigration rules, export regulation, etc. 

It is the role of PR to dispel disinformation and create an informed public opinion for 
better decision making. 

Last, but not the least, it is necessary for PR to create an emergencycommunication plan, 
which should form part of the "disaster management plan" of the organisation. . 

25.4 PR IN TOURISM -TING/PUBLICITY 

The role of PR services in marketing a tourism productldestination is in the following areas: 

Organising FamillarisatioolEducatlonal or Study tours consisting of travel writers, 
radio journalists, photographers, TV or Film teams, journalists, opinion makers and 
travel-trade from the source markets. Articles or programmes with bye-lines of writers 
and travel experts, trusted in their countries, carry a conviction with potential tourists 
which is perhaps unmatched by paid advertising messages. 

Organising Training worksbops/Sales Seminars on a destination, wherein lectures are 
supplemented by audio-visual presentations and printed matters. Releasing Special 
supplements on the destination in the travel-trade media. 

Direct Mail campaign targeted at specific groups of consumers, decision makers, special 
interest segments such as golfers, wildlife enthusiasts, adventure sports clubs, trade 
associations, guilds and professional associations. 

Newsletters to the travel trade press, airlines/air-charter and cnrise/Cos., tour-operators/ 
travel agents, aimed at moulding pubiic opinion in favour of a destination or a tourism 
product. 

Servicing of enquiries from the public: Generally all enquiries written or oral can be 
serviced by mailing printed matter. In some cases a customised reply in the formof letters 
may be called for. 

Film Distribution: Distribution of tourism and destination promotion films for 
screening in clubs, schools, colleges, etc. 

Promotional evenings and weeks: Joint promotions with leading departmental stores 
clubs, cultural organisations, air-lines, tour-operators to organise handicrafts, food and 
cuisine festivals. 

Trade M&s/Exhibitions: Opportune time for Press Releases, Press Conferences, photo 
features, etc. on the tourism product/destination. I 

Celebration of a country's Handicraft and cultural festivals in major source markets. 

Liaison with universities, colleges, professional and social clubs for image building. I 

Orgadsation of contests, essay competitions, photo &d pd t ing  exhibitions in the I 

source markets. - - 



a Participating in Radio and Television talk shows, interviews in the print media, Public Relations 

specialised magazines, etc. 

a Organising publicity and manufacturing 'news' to promote the destination directly or 
indirectly for Meetings, Incentive-tours, Conferences and Exhibitions. 

The range of multi-media possibilities can be exploited through a judicious mix of two or 
more of the following tools: 

) Public Relations Department ] 

Multi-Media Public Relations Campaign 

The Public E 5  
A successful PR executive will grab any opportunity to project the country as a "year round" 
destination and create an image that is firmly rooted in the source of its competitive 
advantage. The idea is to project a "unique" and "distinctive" image of the destination by 
spotlighting those features which other destinations cannot offer. 

Check Your Progress-2 r I 3  
I- 1) Discuss the functions of PR department. 
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~our~srn-1 25.5 INTERF'ACE WITH OTHER DISCIPLINES 

PR professional needs the support and cooperation of other divisions which really involves 
interface with major "line and staff' departments such as Marketing, Law, Personnel and 
HRD, Finance, Production/Operations, Consultancy, etc. 

Marketing 

Marketing is all about products/semces and people. As they reach out to the consumer, 
marketers feel they are also in the business of PR. The major area of conflict is in advertising 
and publicity, especially in product advertising and institutional advertising. While the 
former is designed to increase product sales, the latter promotes the corporate image. The 
cause of friction lies in the allocation of funds to PR or Marketing. 

As a via media, in many large Corporations, the product advertising is assigned to 'Marketing' 
and 'Institutional' advertising to PR. There is of course a dire need for integration in the 
communication strategy or it will send wrong and mixed signals to the target consumer. The 
integration is paramount because the aim of advertising and PR is acceptance of the 
organisation and its products in the market place. 

According to 'Pioneer' newspaper, today 80% of the companies still spend 95% on advertising 
and only 5% on PR and media relations. This meagre allocation will grow @ 75% in the next 
couple of years. PR and publicity not only supplement the advertising but tap the media to 
convey the message in a credible and inexpensive way. The advantage of PR is that it creates 
publicity in the media which has high credibility and involves low costs. PR thus acts as an 
ideal foil for advertising. 

Law 

In times of crisis, in cases of alleged defamation, libel or slander, to; management seeks legal 
aid. PR must work closely with the legal department to create an informed public opinion 
rather than leave the press and the internaexternal publics to speculate. 

PR's interface with the legal department relates to matters such as safety environment, health 
hazards and implementation of consumer protection legislation pertaining to the travel 
industry. The dissemination, scope and interpretation of travels laws, to safeguard the 
legitimate interest of the tourists and ensure the efficient running of tourltravel arrangements, 
the quality, the performance and availability of the diverse components and segments of the 
tourism infrastructure. 

PR has to play the role of "Communication" and catalyst so as to build external "quality 
assurance standards" into the manufacturing or service process, as the case may be. 
Globalisation of the Indian economy will require observance of IS0 standards and zero defect 
philosophy in provision of products/semces. 

The tourism product is largely intangible the end product being an "experience", quite unlike 
traditional goods and products which can be stored, the productlsemce mix of the tourism 
industry has to be produced fresh each time. The consumer interacts with all phases of this 
'Process' of production and consumption. The 'process' of rendering the services is referred 
to as 'operations in the airline, hotel, resorts, entertainment and travel related activities.' 
These operations are the equivalent of the term 'production.' 

. PR can play a complementary role to the productio4operations manager in the field of 
employee motivation. This can be done by organising publicity for the employees as an 
"incentive" by giving wide "recognition" to those who excel, via 'news releases' etc. An ongoing 
dialogue with the chief of production/operations is necessary for making the internal media 
interesting and employee oriented. 

Conflict Resolution 

In order to achieve the objective of centralised communications, an organisation should have 
a PR committee comprising departmental heads of all "staff" and "line" functions with the PR 
person as the member secretary to play: 
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(a) the advisory role 

(b) the role of a softening agent in resolving conflicts 

(c) the role of Communicator. 

In these periodic meetings, the organisation can review its corporate identity, develop a 
programme to communicate this identity for creating an image that fits in with the overall 
corporate strategy. In a world of openness, greater transparency and fast communications, 
the performance itself depends on the "imagen since it is linked to the confidence of investors, 
share holders, financial institution, etc. 

Finance 

With an ever increasing number of sliareholders, the financial community, stock exchanges 

I and business/financial press form important "publics" for the PR departmefit. The 
requirements of all these publics are specific, hence the communication packages designed 
for them should have the expertise of the finance department combined with the language 
and skills of the PR professionals, 

The Finance department must also be made aware of the value and objectives of PR activities. 
Expenditure on PR, advertising and publicity is till considered by many finance experts as 
dispensable and is generally slashed in times of crisis. It is wise for the PR department to 
build in certain escalations and margins for any unexpected financial cuts, thereby 
maintaining in all circumstances, thd requisite level of financial resources. 

25.6 INFORMATIONAL NEED 

Performance of the tourism industry is to a great extent dependent on modem information 
networks, and technology i.e. computer, fax, telex, E-Mail and all forms of data processing. 

According to the World Tourism Organisation (WTO) the induction of computerised global 
information and reservation systems will be the second revolution in tourism. This perhaps, 
will be more extensive in its effects than the first revolution created by the jet engine. 

To quote an example, AMADEUS a global reservation system offers an innovative way to 
make instant reservations with more than 300 international airlines, 19,500 hotels and 7,500 
car rental locations around globe. Today more than 100 Indian travel agencies are using the 
world's largest travel agency reservation system with 200 more agencies to be connected soon. 
The information and data in the system is constantly updated to suit the particular needs of 
a regon or country. 

In another significant development which has a great implication for the tourism business, 
the PC (Personal Computer) sales have zoomed to over 50 million a year worldwide. As 
recently as five years ago, says the Economic Times, Computers were used as glorified 
typewriters or word processors and connected to no more than a power source and an office 
printer. However by the middle of 1994, INTERNET connected over 2.2 million computers 
globally and served more than 25 million people. 

At Hewlett Packard, a multinational company, every month HP's 97,000 employees exchange 
20 million E-Mail messages and execute more than a quarter million transactions with 
customers and suppliers by sharing three trillion characters of data. The electronic messages 
cut-out interminable hierarchies which take weeks and months and processes information at 
subliminal speed without any managers being involved. 

The revolution in the information technology will certainly make the world easily accessible 
to travellers and make organisations increasingly customer and user friendly. 

In the light ofsthis development in information technology PR profession has to be very much 
upto date about the effective use of these information networks for public relations. 
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 ouri ism-L 25.7 CHALLENGES FOR PR IN INDIAN TOURISM 

The challenges for PR professionals in India exist at two levels: 

(a) International level 
(b) National level. 

At the international level PR has to correct and change the "cultural and historical" image of 
India. The country continues to be perceived overseas as aland of poverty, heat, dust, disease 
and snake-charmers. Besides, PR professionals have to build awareness of the great diversity 
of India's tourist attractions and its infrastructure. The diversity of its landscape, culture, 
people, cuisine, arts, music, shopping, entertainment, languages, leisure and recreational 
possibilities including adventure sports mountaineering and trekking, etc. conferences, golf, 
wildlife and flora and fauna. 

The Indian tourism product is heterogeneous as compared to the smaller city-state 
destinations in Asia. India is ideal for long stay tourists and repeat visits. This diversity and 
heterogeneity need to be high-lighted through the mass media. 

At the 'National level' tourism as an industry still does not enjoy total Government or 
community support. India's political managers and representatives find it worth-while to 
promote those 'tangible' industries which are easily noticeable such as dams, canals, power 
projects and roads. Tourism being largely 'intangible' does not catch the eye of the politicians 
and the electorate, notwithstanding its great socio-economic benefits. PR has in this case to 
play the role of catalyst of change and create awareness amongst individuals and communities.' 

Although our people are by for the most friendly and hospitable, the attitudes of those 
involved in providing the civic amenities and running the delivery systems are often negative. 
Poor hygiene, lack of cleanliness and inadequate public facilities, unethical shopkeepers, 
untrained guides, unskilled manpower in the facilitation, hospitality services and ill 
maintained monuments are adverse factors which add up to deter potential tourists from 
visiting India. PR has to create ways to minimise these weaknesses and threats to the travel 
industry. 

Last, but not the least, unplanned tourism is placing a great strain on the natural resources 
of our country. It is the duty of PR professionals to promote environmental causes and 
protection, preservation of fragile eco-systems as well as the bio-diversity, reduction of noise 
and scenic pollution, minimising and recycling of wastes, incorporation environmental 
content in design planning etc. to create eco-friendly tourism products for a safe, clean and 
well managed destination. In fact these aspects introduce the concept of social responsibility 
and social benefits in the domain of public relations. 

In order to achieve these aims, the PR professionals'will have to evolve communication 
programmes to persuade the Governments and tourism industry to form Eco-Courts, 
Eco-Brigades in the .rural and urban communities and Eco-Clubs in colleges and schools. 
The future of tourism depends on a high quality environment. 

Check Your Progress-3 E 
1) What is the necessity of interaction between the PR professionals and other departmental 

heads in an organisation? 



I 2) List out some responsibilities of PR professionals to promote tourism in India. 

25.8 LET US SUM UP 

In this Unit we explained to you the importance of public relations i~u tourism and how in 
different ways public relation professionals act. The volume of work'ddne by public relation 
professional may vary depending on the size of a company. Successful promotion of tourism 
definitely requires the public relation people to: 

i 
I encourage an enduring interest among all employees, 

I develop proper coordination among various bodies, 
! 
I make the top management aware of the market needs and problem, and 
I project a positive picture about the tourism products to the prospective tourists. 

maintain cordial relations with different publics. 

In case you are an entrepreneur or self manager you have to ensure that your organisation 
has a sound public relations policy. 

25.9 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Public Relations 

Check Your Progress-1 C Z I  
1) N e ~ d  of public relations in any organisation lies primarily in promoting harmony and 

goodwill among various segments of employees and also between the organisation and 
the clienteles. See Sec. 25.2. 

2) See Sec. 25.2. 

Check Your Progress3 I 
1) See Sec. 25.3. 

2) See Sec. 25:4. 

Check Your Progress3 n 
1) Interaction helps in sharing information, responsibility and resolving conflicts. See Sec. 

25.5. 

2) Proper projection of cultural heritage of India, natural beauty, removal of various 
bottlenecks and development of goodwill among various agencies, development of public 
awareness, etc. See Sec. 25.7. 
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 ouri ism-1 SOME USEFUL BOOKS FOR THIS BLOCK 

Susan Webster Group Travel Operating Procedures, 
Newyork, 1993. 

Donald Lundberg Tourist Business, Newyork, 1990. 

James M Poynter Travel Agency Accounting Procedures, 
Newyork, 1991. 

J Christopher Holloway The Business of Tourism, London, 1989. 

Rob Davidson Tourism, London, 1993. 

South Asia Tourism Secretariat : Publications on Travel Operations and 
Tour Operations. 

* 
ACTIVITIES FOR THIS BLOCK 

Activity 1 0 
Make an inclusive tour package for agroup of 15 tourists who intend to visit a Wildlife 
Sanctuary nearest to your town. 

Activity 2 0 
Write a letter to a Travel Agency offering the package you have made in Activity 1. 

Activity 3 n 
Make an assessment of your own communication skills in dealing with public. List the 
limitations and what efforts you are making to improve upon these limitations. 

Activity 4 El  
Learn how LO make the following reservations: 

1) Railway reservations, 

2) Airline reservations, 

3) Deluxe Bus service reservations. 

Activity 5 0 
Visit a hotel of any category in your town. Observe their front office operations. Make a list 
of improvements that can be done in these operations. 







UNIT 26 FOOD SERVICES 

Structure 

26.0 Objectives 
26.1 Introduction 
26.2 Profile of Food Service Industry 
26.3 Handicaps and Misconceptions 
26.4 Success Requirements 
26.5 Menu 
26.6 Food and Beverage Cost Control 
26.7 Food Service Hygiene 
26.8 Computers in Food Service Operation 
26.9 Marketing 
26.10 Let Us Sum Up 
26.11 Answers to Check Your Progress Exercises. 

26.0 OBJECTIVES 

Food Service business is one of the most exciting businesses. Apparently, many persons try 
to open a restaurant without looking into the various facets of the food services. But for 
effective and efficient handling of food services operation specialised knowledge has a 
simcant role to play. This Unit will provide you: 

an understanding of various functions of an operator of food services, 

an idea of different areas in food services operation, and 

necessary information about succesful operation of food service business. 

26.1 INTRODUCTION 

The Food Service Industry is perhaps one of the largest industries in the world. If you look 
at the member of food service operations of all types, including wayside stalls, tea shops, 
push cart food vendors, industrial canteens, railway and airline catering etc., the industry 
employs a huge number of people. The industry is different in the sense that it has the unique 
characteristic of service industries - i.e. producing a highly producing perishable product. 
The food service business has a tremendous variation in menus, atmosphere, serving hours 
and types of customers. Hence it requires close coordination, effective personnel 
management and production know how to meet individual demands of the customer. The 
operations have to be closely monitored and very often immediate corrective action and 
controls are required. This Unit will provide you an idea of the rnanagment strategies and 
the important areas in food service to be taken care of in order to be a successful food service 
manager. In case you intend starting your own food service operations, we hope this Unit 
will help you in both, planning as well as managing the enterprise. 

26.2 PROFILE OF FOOD SERVICE INDUSTRY 

According to J.R.Pickworth, a service delivery system (SDS) is an "Operation in which 
product/services are created and delivered to the customer almost simultaneously". The 
Food Service Delivery System (FDS) is one such specific SDS. 

Eating out, once alwury, is today considered by many in the urban areas as a necessity. 
Domestic attendents are getting expensive and fewer. Even for upper middle class income 
levels, it is now much easier to eat out at times than to mabtain a full-time cook at home.' 
Large segments of the population have had income increases which permit them to eat out 
more often, not only as a means of relaxation and escape from the monotonous chores of 
house keeping, but also as a form of pleasure, fashion or entertainment. Certain trends are 
noticeable in this regard. For example: 



~ ~ ~ ~ g e r l n l  ~ r r e k  There is a definite trend toward somebasic types of food service operations. The growth 
In Tourism3 of fast, minimum service restaurants is very noticeable. Catering primarily to the 

shopper, young men and women employed in offices and shops, these restaurants satisfy 
their customers need to save time and to eat reasonable quality food at moderate prices. 

There are also the rapidly growing h-my restaurants all over the counm. & people 
travel more within the country and are away from home a greater part of the time, eating 
out has to be a necessity. 

The third type operation that has and wiU continue togain in popularity is the atmosphere 
restaurant. Eating out need not be merely an escape from routine housekeeping. 
Glamour, stimulation of all the senses, excitement, a feeling of satisfaction and well being 
are-iiIl part of the package that a good atmosphere restaurant sells in addition to food. 

Here we must remember that in all the above types you are aware that all service deliverry 
systems convert inputs into outputs. In the case of FDS this would be: 

Rnw Matedais 

Loeation is virtually the most important factor for the success of a restaurant. The type of 
restaurant, its location, and its market are inextricably linked. For some types of restawantg. 
it is essential to be located in the middle of a market. A restaurant devoted to business 
lunches needs to be surrounded by business organisations, and a fast-food counter must be 
located in a site where a large number of people constantly pass by. 

There are certain unique aspects in the food semces in India: 

There is a very large number of small units. 

These small units offer a diverse variety of products and services, capable of satirfylng 
the guests immediate requirements. 

The product that is sold is highly perishable. If g u  miss today's heal, then that 
particular sale can never be made again as today is gone forever. Tomorrow, we will 
satisfy your requirement for tomorrow. 

There is a very high service component in the product. The human factor is a crucial 
aspect of this product. The requirement of having human production staff and servers 
has not been done away with. Hence, there is a very high labour requirement both in the 
manufacturing of food and for its service. 

Most of the raw material used is non standanlized. Hence, staff skill requirement in 
evaluation of raw material to be used is of primary importance. 

Precise co-ordination in all operational functions k absolutely critical as the guests 
requirements have to be met within a limited time. The guest is also ahwys in direct 
contact with the food service staff who get constant feedback on their performance. 

The customer, whom we refer to as a guest, knows immediately how well he or she has 
enjoyed the meal experience, unlike other products where it takes time to evaluate the 
quality of the product. 

The product in a restaurant is really the whole experience of food service, atmosphere 
and other facilities. Quality is evaluated by individuals on the basis of the level of 
importance given by them to different components of this experience. 

You are already aware of the basic management concepts and functions. these are equally 
applicable in the case of food services. For example you have to: 

Plan in all areas, i.e., to start a new business or yearly, monthly, weekly or daily 
operations, costs, capacity etc. 

Organise not only the operations but decide on the organisational structure, spans of 
control, design jobs and delegate authority. 

> -- - -- 
*_ 



Provide leadership as a manager. No single profile can be there of a successful manager F O O ~  serrlces 

in FDS. However, According to Rober B.Lane: tbe most susccessful managers, 
certainly the leaders, have been successful not because of their technical back grounds 
or depth of experience they offer, but more so for their love for the budneess, as exhibited 
by their affirmity for their employees and guests, their penchant, for detail, pnd their 
absolute disire to provide quality, value and service to their market niche" He further 
stressed that "If there was one test to be given to those considering a serious f d  service 
career, it should determine whether, and to what extent, they have an inborn desire to 
serve othem. If not, then they don't belong in the business". 

monitor and control operations. 

26.3 HANDICAPS AND MISCONCEPTIONS 

The food service industry has many problems. Even though the industry is very large, it is 
primarily made up of many small operations. This has made it difficult to go in for organised 
research and development as compared to other industries. Its major problems arise because 
of: 

Wide variations in products and methods of production, 

Manufacturing and selling in the same premises, 

Long hours of operations, and 

Maintaining quality of food and service. 

Most of the inspiration for opening a restaurant comes from mistaken notions about this 
business. Hence, before you venture into this business as an entrepreneur you must have a 
very clear idea about investments, costs, profits and expertise etc. Let us examine some of 
these: 

i) Low Investment 

People look around a restaurant while dining and get the idea that it doesn't cost much 
to open a restaurant. However, the cost is very high today, running into tens of lakhs for 
even a moderate size operation. 

%L 

The confusion arises as the person's estimate of the cost of equipment and interiors is 
based upon the cost of household equipment and interiors and does not take into account 
the cost of infrastructure required. 

ii) High Profits 

Most people who eat at restaurants have at one time or another been convinced that 
restaurant profits are enormous. A quick estimate of market prices for the meal items 
leads them to conclude that the profit on the food served in restaurants must be very 
high. People outside the industry estimate restaurant net profits to be as high as 50 
percent. This is again because costs related to infrastructure, equipment, salaries, 
maintenance, marketing etc are not taken into account by the outsiderss. Moreover the 
prices are related to the quality of the service and the atmosphere built around that 
servicce. In reality, anyone who knows the food business is aware that a well-run 
restaurant with a good volume of sales will be very satisfied with a 10 percent net profit. 

iii) Everyone Is a n ' ~ x ~ e r t  

The assumption that expertise at home can be carried over into the operation of a 
restaurant is another factor in the launching of so many eating establishments. We all 
eat atleast two meals a day and almost everyone has tried his or her hand at cookipg. 
Many of us get complimented for the food we serve and our friends suggest that we should 
have a restaurant. However, commercial restaurant operation and service of food at 1 

home are entirely different and a commercial operation is much more difficult for many 
W80nS. I 

Many of us believe that we can do things better. When we get poor food and service the 
first reaction is, that if we were running this place, such things would never happen! This 



~vupvlrl pmcuees 
' muld be ngbt. Inevrienad peaple haw set ap restaurants and become famous, rich 

Ln To~rbm-2 and successful but the odds are very much against it!! 

Many peopk feel that their town or locality needs a good restaurant. Actually most 
towas/localites could use a good restaurant, but this doesn't mean that one would be 
successful. Usually there are reasons why no g a d  eating places exist, and it would be 
wise to study the situation carefully. 

26.4 SUCCESS REQUIREMENTS 

The Food Servi'ce business is a hands-on business where kndedge of theory alone will not 
be enough. 

practical -edge of operations is essential as there is low margin of error. Coordination 
is most essential in order to give the customer the best in terms of food q d t y  and service. 
Customer feedback is required to get an accurate idea of how the food service operation is 
do'q.  

Customer -satis faction is eventually determined by 

a expectations and other pre-experience stan*, 

a ,product-service performance, and ' 

a how an individual perceives the experience of receiving or using the service. 

To create d maintain a consistent and effective quality in a food service aperation, it is 
necessary to have an integrated approach to the following factors: 

a) A culture of quality, 

b) Team orientation, 

c) Customer driven policies and procedures, 

d) Setting of standards and values, 

e) Develpent  of human resources, 

f )  Planningfor quality, 

g) Buildmg of systems to measure achievements, and 

h) Making changes before they are demanded by market forces. . 

1) Make a list of same special features of food d c e s  in India. 

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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2) Write down s~merof the requirements to become successful in food services. 

26.5 MENU 

The food to be served in a restaurant is the basis of the restaurant operation. %e type and 
variety of food to be offered will determine style of service, kitchen design, storage 
requirements and even interior decoration. 

The menu lists the items or the alternatfie items from which a person may select to satisfy 
his need. The menu will vary in food service operations and will be affected by: 

The customer profile, 

Nutritional requirements, 

Potential numbers to be served, 

Availability of skilled staff, 

Area and equipment available for food preparation, 

Food combination ie. variety in colour, texture, flavour, preparation method, etc., and 

Climate and seasonal availability of foods. 

Table Service Restaurants generally have longer and more complex menus. Generally these 
restaurants select a theme and create an image through mew design and content, interior 
decor, style of service, advertising etc. Three basic types of menus are possible. 

i) Table d'hote - Set menus (such as Thaali) 

ii) A la carte - are lists of alternatives for each meal component or course where the 
customer selects the number of courses and specifies items he or she wants to eat. 

iii) A combination of i) and 5). 

Cafetaria or Buffet Service Restaurant 

These are still in small numbers in India and are generally found in institutional feeding 
operations such as factory canteens. They offer a fixed number of items on the menu, wbich 
are on &play, at a fixed cost to the customer. The non-institutional operations offer 
u d h i k d  quantity to a customer at a f w d  price. 

Quick Service and Fast Food Iwestauraurts 

These restaurants generally are open for bng hours and offer the same menu throughoyt the 
day. The western styie coffee shop cpration is still in W e d  numbers in India and generally 
such coffee shops have a limited variety snack, lunch a d  dinner menu. In the west the dinnm 
menu is slightly more extensive than the h c h  menu. Menu items choice is based on 
popularity, profitability and quick pmduction capability. 

Fast food restaurants provide very little service, generally have limited menus xad offer quick 
production standardised ifems. Ia most western fast feod restaurants Items are not d y  
prepared to order. The mod popular ones are produced continuously and the others at 
regular intervals to maintain a predetermined supply level and then kept packed ready for 



I 
~ a u a g e r j ~ ~  practices service. Hence, menu variety has to be limited and that only to those items which can retain 
in Tourism-2 acceptable quality over a period of time. 

The food service business has a very bigb failure rate. It deals with a highly perishable 
product and easily spoilable raw materials. Many restaurant failures are not due to low sales 
but to high costs. Hence, the objective of a cost control system is to achieve desired 
prduction costs which are as per planned costs without sacrificing the quality or quantity of 
food served. The F&B control system should provide the food service operation system with 
adequate information about raw material costs, inventory levels, sales information and 
production efficiency. In fact the various aspect related to Financial Management discussed 

4 

in Unit- 14, have to be applied in relation to the food service business. , 

Tbe kitchen of any food service operation is equivalent to a factory which manufactures a 
number of products prepared with different methods and raw materials. Lack of control 
over purchase, storage, production or sales will affect profitability very adversely. 

Control System 

The amount of control required is related to the size and complexity of the food service 
operation. A small restaurant cannot afford and does not need the same amount of control 
as a unit to ensure multi unit food service operation. However, information must be such 
that it can be acted upon to improve or correct a problem or potential problem. With proper 
controls and systems quality can be standardised, performance can be measured and effective 
planning made possible. 

As a general rule all food service operation require ; 

a) ~n effective ~ o o d  control System. Control over food costs must be maintained from the* 
time of 'puichase to the time of sale. Wastage, spoilage, pilferage can happen easily to 
food products and must be minimised through: 8 

a controllingpurchase quality 

a setting detailed specifications and proper receiving procedures, 

a minimising stocks and storing on a FIFO (first in first out) basis,- 

a correct and accurate issuing, 

a detailed reciepes, and 

implementation of food production procedures. 

b) Management reporting must be timely and accurate and should also identify areas where 
problems need correction. For example the rise in the cost of one ingredient can affect 
costs of many products and timely corrective action can avoid higher costs and hence 
lower operating profits. In a normal food service operation a large number of items are 
sold and the percentage price increase due to inflation is not the same for each item. 
Hence, an annual increase in saleslrevenue may not give a correct picture and the 
management may feel they are doing well. The F&B control department's analysis of 
net sales could in fact show that quantitative sale had gone down and increase in revenue 
was due to price increases which would help the management to analyse reasons for lower 
real sales. 

The most important cost figure in a food service operation is the foodheverage cost which 
reflects the cost of food/beverage consumed compared to the revenue received from 
foodbeverage sales. This can be done on a daily weekly and on a monthly basis. In smaller 
operations a daily consumption analysis is also vety useful as not only does it give the food 
cost but also gives a very accurate analysis of shortages. 

Setting up of standards and recipts is the starting point &any costvtrdsystem. Detailed 
purchase specifications ensure that food stuffs of the correct quality dre used and standard 
recipes ensure a consistent standard product, both in terms of quality and in term of quantity 
or portion size. 



The concept of uniformity cannot be underestimated as it is an essential ingredient of F&B 
Control as well as for achieving a lasting and long term guest satisfaction. In a detailed and 
elaborate food cost control system, the actual F&B costs as per purchase and stocks are 
compared with F&B costs based on issues and F&B costs based on standard costs. These are 
food cost based on number of portions sold of each item, their standard in-house recipe and 
hence use of raw material, and finally cost of this raw material basedon correct market prices. 
This standard cost indicates the cost of food that should have been used and when compared 
with actual food cost, indicates the efficiency of the food service operation. 

Uniform System of Accounts for Restaurants 

This system basically classifies income & expense items so as to not only provide a Profit and 
Loss statement and Balance Sheet, but also to provide a consistent management information 
system for analytical use by the management. It gives a clear picture of the major functional 
aspects of the business and how each major item contributes to it. 

Check Your Progress-2 E I z l  
1) What are the factors to take care of for deciding the menu? 

2) What is the importance of control system in food services? 

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

26.7 FOOD SERVICE HYGIENE 

More and more people in the world are eating out. For example in the US, almost half the 
meals eaten are purchased through Food Service operations. In India alongwith the practice 
of eating out, methods of agriculture production, food prices, food distributions and food 
preparation have changed. Dietary habits are also changing and p p l e  are experimenting 
with new types of food such as hamburgers, pizza, ice creams, etc. 

Food contamination is a real possiblity a$ its causes can be: 
infected food handlers, 

contaminated food supplies, 

unsafe food handling practices, ' 

I 

unsanitary equipment, and 

hazardous chemicals. . 
. - 



~mmgcrtal Practices Since the be&ning of time, through trial and error, people have learnt how to prevent 
in Tourism-2 contamination bf the food they eatr Ia the colder countries meat was sun dried, salted, 

smoked or chilled to preserve it. In warmer parts of the world, food was well cooked not only 
to improve the texture and flavour, but also to keep it safe. 

As the food service industry grows in India, the chances of illness due to this are likely to 
grow due to multiple handling of processed foods if proper sanitation practices are not 
observed. Food of proper quality will have to be bought, stored safely, cooked properly and 
served correctly. All employees will have to be carefully screened for illnesses, and trained 
and motivated to learn and apply proper, hygienic food handling practices. The kitchen 
equipment and utensils etc. will also have to be of such quality and standard that they help 
and not adversely affect the sanitation effort. 

Most fwd service illnesses are due to: 

Using improper raw material, 

Failure to properly refrigerate food requiring refrigeration, 

'e Failure to thoroughly heat and cook food, 

Infected employees, 

Using of raw, contaminated ingredients that receive no further cooking, 

Allowing food to remain at bacteria incubating temperatures, and 

Cross contamination of raw foods with cooked items and freshly pre processed food by 
workers or by infrequently cleaned equipment 

It must always be remembered that the end food product can only be as good as the 
ingredients used to prepare it. AU food material must be checked on receipt to ensure that 
it is of the required standard. Specifications should be made for each idem purchased to see 
that it conforms to the required minimum standards. Storage must be on the basis of FIFO 
and as far as possible minimum food stock should be kept and that only in specific designated 
areas. All these aspects are related to operation's management. 

26.8 COMPUTERS IN FOOD SERVICE OPERATION 

The Food Service business is highly material and labour intensive, with a high inventory 
turnover. The process of ordering, receiving, storing, issuing, producidg and serving of food 
products can be quite-complex. Probably no other business has such a large number of 
transactions as the food service business and has so many employees handling cash. 

With the development of computers, many of the tasks which were done manually, are being 
done by computers today. In the pre 1960s manual cash registers were used in the west. They 
were mechanical machines with basic functions, used at the Point of Sale (POS). Today, with 
the development of electronic Point of Sale terminals and cash registers, for effective cash 
management, sale analysis and reordering systems much effort is being made in the back 
offices. Though n d  as noticeable as the cash and service management systems, the 
accounting and inventory control systems can be equally important as they help in improving 
labour productivity, effective cash flow monitoring and improved operation systems, 
resulting in cost savings. 

The POS system can be expanded as per requirement and hence investment is only on what 
is needed and the organisation is protected from obsolescence. Printers and terminals can 
also be provided as and where required. Menu changes are easily absorbed and functions 
such as material consumption, stock records, automatic material ordering are also possible. 
The POS system now is able to provide managers with essential information to make the 
correct decisions. 

Beside normal sale requirements, computers are being used for Planning and Budgeting, 
Financial Accounting, F&B Control, Profitability Analysis, Operational Controls and Project 
Management. 

Modem food service operations are constantly evolving with the aid of fast developing 
information technology which assists better management. 



26.9 MARKETING 

! 

Food Senices 

The food service operation should not only understand the business itself but also the market, 
the competition and the social, economic and demographic dynamics of the environment. 
Market feasibility analysis is the most crucial step toward the successful implementation of a 
potential food service project. In order to open a new restaurant or take up any food service 
project we have to do a number of things: 

Define and analyse who our customers (or potential customers) are, 

Analyse the competition (or potential competition) in the market and near its fringes, 

Analyse how we fit into that market, i.e. how well we fulfil customer needs compared to 
the competition, 

Survey the social, economic, demographic, technological and political environments. 

Information on the above areas help you to decide your course of action. Before deciding 
your strategy of operation it is essential to analyse your own strengths and weaknesses. The 
toughest part of the pre-planning process is self-analysis. You cannot use competition to its 
fullest advantage unless you understand your own concept - your operation, its reasons for 
being, its reason for success and its strengths and weaknesses. Once the strengths and 
weakness of the operation are known deciding which alternative strategy to choose will be an 
objective decision. Your strategy should be based on customer requirements, how they are 
being met at present and what is your organisational strength. Then comes the various tools 
of marketing for restaurant. They are: 

Advertising, 

Publicity, 

Product presentation, 

Menu, 

Service, 

Decor, 

Pricing 

New Products, and 

Market Segmentation, etc. 

When all these components are totally consistent with the overall concept and are totally 
integrated with each other, the ultimate goal of the organisation is achieved. (We have 
discussed the marketing of foods in a separate Unit in TS-6). 

No marketing strategy in food service is going to work unless it is operationally practical and 
can be implemented. In the restaurant business, we cannot fool the customer by the 
packaging and design of the product. Ultimately the most successful advds ing  is by 'word 
of mouth' and the success of a food service operation will depend on how well it can satisfy 
its customers needs and desires and make them feel that they are getting value for money. 

Check Your Progress -3 n 
1 1) :What are the causes of food contamination? 

I , . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  



2) If you want to start a restaurant, what will be the fust step in your planning? 

26.10 LET US SUM UP 

Managing food services is an exciting business. Whether you are managing your own food 
services business or working for others it is essential to have proper knowledge about the 
operations of food services. This Unit has introduced you to the food services business in 
India, misconceptions about it and how to achieve success. We have also explained some 
importnat areas in the.operation of food services like preparation of menu, cost control 
hygiene, application of computers and marketing. Last but most 'important yardstick to 
measure success in this business is the guest satisfaction. In case you intend to start your own 
smd  business in this area you must consider the issues mentioned in this Unit. 

26.11 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
1) See Sec.26.2. 

2) After reading Sec.26.4 you have to identify certain factors. 

1) Customer profile, number of customers, season, availability of staff, etc. See Sec.26.5. 

2) Nature of product, raw materrials, purchase and serving products are key areas in food 
s e ~ c e s .  Control is necessary to avoid waste, to rationalise costing, to provide 
satisfactory service and to gain profit. See Sec.26.6. 

Cheek Your Progress-3 r 
2) You have to write about the pre-operation survey of the market and to mention the 

different areas in which information should be collected. See Sec.26.9. 
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27.0 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 various issues related to transport management. 

27.1 INTRODUCTION 

According to a recent study done by the Federation of Indian Chambers of Commerce one 
of the main considerations of a tourist before he or she visits a tourism destination is the local 
transport facilities. Transport is one of the major components in 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. This Unit attempts 
to familiarise you with the issues in 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 air is a 
weak chain in the total package. Railways are usually poor in quality and overcrowded, the 
airlines are erratic, bad roads and inferior transport vehicles create a negative image of the 
transport system. Be it a foreign tourist or domestic tourist the common concern is for 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 can assure your clients better transport facilities. In order to provide satisfactory services 
it is essential to learn how to manage your business. efficiently and effectively. 

Planning is the first step ia managing whatever business you do. You have alreadyread about 
the meaning, objectives and importance of planning in this course (Unit 6). Here we will 
discuss planning in the context of tourist transport. Plarrzino is choosing a course of action ' 

and decidingin advance whatis to be done, in what sequence, when and how. In more formal, 
terms planning involves setting the organisations goals and developing appropriate policies 
and strategies to'achieve the stated goals. In the case of tourist transport planning process 



~nn . tycw  r~ls- scans mp an analysis ot external environment i.e. market and demand and internal resources 
In Tourism-2 i.e. financial, manpower, infrastructure etc. of your company. In small firms, the planning is 

often done by an individual - perhaps, the owner. In the case of companies a separate 
department is engaged in developing effective plans. Let us put in a capsular form some 
important points which may help in'preparing the planblue print for your organisation. These 
are as follows: 

a Determining the target of the company i.e. the level of operations, how many vehicles to 
have or which market to cater to, etc. 

a An analysis of company's principal resources like financial, physical, human, e.g. how 
many drivers, with what skills, how much salaries to be given etc. 

a Determining key success requirement of market, i.e. assuring quality of transport 
services. 

a Comparison of strengths and weaknesses of your company with those of competitors. 

a Human resource planning with emphasis on induction training and constant upgradation 
of knowledge and information. 

a A list of those factors which may influence your company's activities like linkages and 
business relationships with tour operators, hotels, travel agencies, etc. 

In the case of tourist transport management you have to first collect information about the 
market demand and the services offered by other tourist transport companies. An analysis 
of the collected data may provide you the necessary feedback for setting the target of your 
company. In setting the company's goal you have to also consider the resources at your 
disposal. 

Man power planning forms an integral part of planning. Depending upon your volume of 
business and the target of your company you have to decide about desired manpower position. 
Through manpower planning management strives to have the right number of and the right 
kinds of people at right places, at the right time to do things which result in both the 
organisation and the individual receiving t b  maximum of long range benefits. 

273 ORGANISATION 

Viewed broadly, organising includes the provision of physical facilities, capital and personnel. 
Organisation can be defined as two or more people working together in coordinated manner 
to achieve group results. It is the objective of your company and its resources which ideally 
determine the nature and structure of your organisation. Organisation is primarily 
responsible for the execution of the plan proposals and to achieve the stated objective of the 
company. Say for example, you run a small tourist transport company. Your company 
operates ta i ,  mini buses a d  buses for tourists. Total annual turn over of your company is 
Plot more than one crore. Let us now think what structure you need to run your business 
profitably. A small office managed by three to four supervisory staff, to manage the fleet, to 
market your services and to liason with customers and other organisations. Then comes the 
role d cbimrs, heipers and attendants which has to be proportionate to your requirement. 

Profit being one of the major considerations of your company one has to be very careful about 
the running cost. Some of the major costs in transport service are: 

a Fuel, 

a Repairs and maintenance, 

a Depreciation and Interest, 

a Insurance and Taxes, 

a Wages and salaries, and 

a Miscellaneous expenses. 

Proper budgeting, control on expenditure and all possible efforts to generate income are 
essential prerequisites of efficient management. 



Another important aspect in organisation is( defining and delegating responsibility and 
authority. In case of tourist transport management this would include: 

1 

identification of the mode of transport, 

. gocation of duty to driver, cleaner and other supervisory staff defining their duties and / 
responsibilites, i 

. lii+son with various agencies, 

maintenance of vehicles, etc. 

Organisation basically helps in achieving the desired goal through well coordinated efforts 
of various individuals or groups. In order to get the desired result the following should be 
kept in mind: 

What tasks are to be done? 

Who is to do what, when and for how long? 

How the tasks are to be grouped? 

'Who is to report to whom and where? 

In fact all operations of tourist transport have to be constantly monitexed. It must be 
remembered that in transport operations the service is being simultaneously produced and 
consumed. Hence, in case of any breakdown or failure if instant remedial action is not taken 
the image and goodwill of your company goes down. 

INPUTS 

I' Physical Blls Coach, 
Car, etc 

Human ' 
Supc*rv Slsft, 

Resources - Driver, Ckpmrs, tic. 

I Financial Working Capital, 
Resonrces - Cash, etc 

PROCESS 

Tourlst Transport 
Opem130ns llLc 

maintenance, Garage 
achduks 

Valrv AddlUon lib 
QmIty of Ccppeh, Car, 
running ernciency, 
courlesy of s M ,  eic. 

Check Your Frogress-1 n 
1) what is the necessity of planning in transport management? 

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

2) Identify some important issues which are crucial for deciding organisation structure. 



Managerial Practices 
in  ouri ism-2 27.4 MARKETING 

In your business of tourist transport operations non utilisation of the buslcoachlcar is a loss. 
You will earn profit only after your sales cross the break even point (see Unit 20). Hence the 
success of your company depends a lot on how well you can market your product and services. 
Competition in the market is always there. But still some companies have better share of the 
market than others. Your target naturally should be, how you can have a better share of the 
available market. You have read about the 4Ps in marketing i.e. Product, Price, Promotion 
and Place or distribution. It is the calculative mixing of 4Ps which helps a company in 
occupying a dominant position in the market. Marketing in transport services needs special 
focus on quality, punctuality, comfort and reasonable pricing. AU these four aspects play 
a crucial role in the selection of a transport service by tourists. In marketing of 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 very 
essential in marketing of tourist transport services. 

-- 
Tourism Transport -, Travel Agents . Tourists Operator 

Government Tourist 1 w w i = n b  

In tourist transport marketing special consideration should be given to innovative packaging. 
Particularly in modern marketing success of your serviceslproduct depends much on proper 
packaging. You have to be absolutely clear about the market segment whose requirements 
you tend to fullfil. For example, most of the transport operators deal only with the 
intermediaries and do not sell directly to the tourists. At the same time they are aware about 
the requirements of the intermediary company and the profile of its clients. Improving the 
product and to an extent even maintaining the quality of the product/service initially offered 
helps you significantly in promoting or selling your product. You must have heard or 
commented yourself "Oh they are maintaining the quality of service" or "they are no more 
like the way they started." 

- - 

27.5 FORECASTING 

We can say that there are basically three methods of forecasting what the future demand for 
coaches or other forms of transport will be. 

Firstly, we can go back to what had been the past record and predict what the future will 
hold e.g. the demand for transport has been increasing at 5% per annum. The second method 

' 

is using statistical methods to gaze into the future and the third method is to take spectrum 
of views from people already in the trade. In this module there is insufficient space to cover 
the detailed technical aspects of forecasting, as we will look into some of the main factors that 
correlate to tourism transport. The major factors that affect the future of tourism transport 
are: 

Tourism's share in the gross national product (GNP), 

Transports share in the total tourism market, 

Total tourist expenditure and 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 of its ~ a m b t  ~rmrparl 
involvement, and within the revenue contribution of tourism transport has a major share. In 
a country of large distances like India, transport plays a major role. The total tourist 
expenditure on transport can be broken down to contribution by per person. This will give 
us an idea about the rupee contributions per tourist. You should also remember that bookings 
are done much in advance. The buyers of your product and services i.e. tour operators, 
excursion agents etc. have their own forecasting for their volume of businesses which in turn 
is related to the demand of your product and service. 

27.6 ISSUES IN TRANSPORT MANAGEMENT 

You should consider the following po%ts when you are in tourist transport business: 

Vehicle Regulations: 

Tourist coaches are granted pernhion to ply provided they follow the following terms and 
conditions: 

the vehicle should be used for specific routes or areas, 

unless modified or extended the vehicle is strictly prohibited to be used outside the 
specified area, 

carriage of passengers can be on specified occasions or for a period or specified time 
and seasons, 

fitness certificate is to be secured each year, 

knowledge about octroi or vehicle entry tax and permits, and 

knowledge of Motor Vehicle Act and Traffic rules. 

Other Aspects: 

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 points i.e. the 
starting and the terminal. 

Type of vehicle will depend on the demand and its suitability for use. A demand may exist 
for sophisticated modern vehicles but if the roads on the route are bad the vehicle owner will 
find it a losing proposition to run the vehicle because of high maintenance and workshop 
costs. 

Drivers hours of work should be restricted to 5 hours of continuous driving with V2 an hour 
rest. Total numbers of driving hours should not exceed 8 hours in a day or 48 hours in a week. 
The driver should be familiar with the route and addresses. At the same time he should be 
good in communication skills. Knowledge about the culture, history, customs and arts etc. 
adds value to the quality of service by the drivers and you must pay attention in providing 
them such knowledge. They should also know the procedures and regulations at airports or 
railway stations etc.. 

There is a general complaint from tourists that transporters fail to provide services as per 
commitment, may in terms of quality of services or schedules. Here one should be clear that 
creating credibility in the market is an asset for a company. If you provide satisfactory service 
to your customers then when they go back they share their experiences among many others: 
This acts as a promotion of your company to future tourists. 

The tourist group was told to be ready by 6 am as the coach would be there by 6.10 am. The 
group was ready and waiting in the hotel lobby at 5.55 am. The coach arrived at 7 am and the 
journey started at 7.15 am. Tourists got a sigh of relief. Suddenly they found the coach at a 
petrol pump. It took another U) minutes to get diesel. One hour delay upset the whole day 
schedule and the customer curses the staff and the company. Though such a delay might have 
happened for the first time in your company's history but the tourist is not concerned with 
that. Bad communication in such situations leads to customer irritation and further 
dissatisfaction. Hence, train your staff to tactfully handle such situations. 
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The Green Movement has made an impact in the West especially in countries like Germany 
where the tourist before going on a holiday may like to: 

a Choose the travel operator after asking environmentally related questions OLI what the 
company is doing to reduce environmental impact, 

Choose the right travel methods like public transport, cycling, trekking instead of hiring 
a car, or I 

1 a Travel to well known destinations out of season. I 
A successful tfansporter has to be careful in fulfilling the standards set by the environmental 
activists and tourists, the difference now a days is getting blurredbetween the two. In India 

1 
also environmental concerns are becoming dominant. The day is not far when your customers .i 
will insist that the vehicles they are having must have all anti- pollution devices and they must I 

be functional. All your vehicles must be checked periodically in relation to pollution. Besides 
your staff can play a major role in environmental protection by sensitkiig the tourists 
regarding do:s and don'ts (e.g. not to throw polythene bags outside). But for this you will 
have to first educate them on environmental issues as most drivers have avery casual approach 

I on this vital issue. 

27.8 CONSUMER PROTECTION 

Holiday companies have traditionally sold dreams but can only deliver reality. In legal terms 
the gap between dreams and reality is rapidly closing with claims on disappointment.  he 
number of legal cases is going up also in value. Where the tour operator is held liable he is 
likely to hold the transporter responsible for any default. When the overseas tour operator 
fiuds that he is not able to get the level of service from an Indian counter part he switches to 
another transporter after recovery damages if any. 

In UK after the introduction of the Package Travel Regulation 1992 the tendency has been 
to follow the America concept that if a n w g  negative happens to me, it is somebody else's 
fault, in which case it could be anybody including the transporter. 

UK's Package Regulation No.15 holds the tour operator responsible for any acts of omission 
or commission. A similar system has come into operation in Japan. Japanese travellers will 
be compensated within a month for seven different categories of complaints. Of relevance 
to the tour operator involved in surface transportation is where 5% damages (on the total 
tour cost) are awarded when the entire itinerary changes, 3% when departure and arrival 
dates change and 2% when destinations change. Same thing can happen here. Tourists may 
go to consumer court or press if there is brhch of commitment. As tourist transport 
operators you must remember that a tourist is travelling for leisure and intends to earn every 
penny spent in terms of comforts. At the same time you must enter into written contracts 
with your clients. In these contracts you can clearly mention the things for which you can 
be held responsible and also those for whlcb not. You should take the advise of a legal 
consultant in drafting the contract. 

1) Suggest some ways of marketing in transport services. 

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
I 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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Check Your Progress-2 7 



2) How one can do forecasting in transport services? 

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

3) Discuss the relationship between environment and transport operation. 

27.9 Lv US SUM UP 

Each task has a specific requirement. Understanding the nature of task assigned to you and 
its requirement should be the immediate concern of a manager. So for a person managing 
the tourist transport operations, the immediate concern should be to identify the various 
requirements of the markets, major bottlenecks in the operation of transport and how to offer 
better services. Keeping this in view an attempt has been made in this Unit to explain the 
various steps needed to achieve the set goals of your company and to provide satisfactory 
services to the customers. In the Appendix-1 we are providing you with the rules for 
recognition as a tourist transport operator set by the Department of Tourism, Government 
of India. 

.27.10 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 E I I  
1) Read Section 27.2 wefully'and give your own argument. 

L 2) Resources of your company, target of your company, weaknesses of your cqmpany, etc. 
See Section 27.3. 

Check Your Progress3 n 
1) Identification of market demand, segmentation of market, packaging of services as per 

touristsrequirement, etc.. See Section 27.4. 

2) See Section 27.5. 

3) See Section 27.7. 
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RULES FOR RECOGNITION AS APPROVED TOURlST .TRANSPORT OPERATOR 
WlTH EFFECT FROM 6.4.92. 

1) The aims and objectives of the scheme for recognition shall be to make available tourist 
transport to certain acceptable standard at tourist places. This is a voluntary scheme 
open to all bonafide tourist transport operators. 

2) Definition: A Tourist Transport Operation Organisation is one which provides tourist 
transport like cars, coaches, boats, etc. to tourists for transfers, sight seeing and journeys 
to tourist places, etc. 

3) AU applications for recognition shall be addressed to the Director General of Tourism, 
Transport Bhavan, No. 1, Parliament Street, New Delhi - 110 001. 

4) The following conditions must be fulfilled by the tourist Transport Operator for grant of 
recognition of Dept. of Tourism. 

i) The application for grant of recognition shall be in the prescribed form. 

ii) The applicant has been in the tourist transport hire business for a minimum period 
of 2 years at the time of application. 

iii) The tourist Transport Operators has operated in the above 2 years period a 
minimum number of 3 tourist vehicles with proper tourist permits issued by the 
concerned STA/RTA for tourist vehicles. Out of these three tourist vehicles at 
least one must be a car. 

iv) The applicant has adequate knowledge of handling the tourist transport vehicles 
for transferring tourists from the Airport, Railway Stations, etc. and for sight- 
seeing of tourists both foreign and domestic. 

v) The drivers of the tourist vehicles have proper uniform and adequate knowledge 
of taking the tourist for sight-seeing. 

vi) The applicant has proper parking space for the vehicles. 

vii) The Tourist Transport Operator is registered with the appropriate authority for 
carrying on the business of operating tourist transport vehicles. 

5) a) The 2 years period of operating the tourist transport business may be relaxable to 
1 year in the case of those applicants who have operated 5 tourist vehicles with 
the proper STNRTA permits for 1 year. These 5 tourist vehicles coqd be in any 
combination of carsIAC CoachesfMini Coaches/Roats provided there are mini- 
mum or at least 2 cars in the fleet of 5 tourist vehicles. 

b) For Ex-Defence personnel, the condition of being in the business of tourist 
transport vehicles for 2 years are having 3 vehicles is relaxable provided the 
candidate is.sponsored by the Director General of Resettlement, Ministry of 

1 
Defence, New Delhi. In the case of such personnel they can operate the tourist 

I 
a 

transport business with 1 tourist vehicle only. However, the ex-Defence personnel 
who apply under this scheme must themselves operate the tourist transport 
business and should not be hireman of other fmanciers. 

c) The condition of b e i i  in operation for 2 years period for tourist transport 
operators approval may also be relaxable in the case of those applicants who have 
located their business at the centres mentioned below: 

i) Amritsar (Punjab) ix) Khajuraho (M.P.) 
ii) Bodhgaya (Bihar) X) Port Blair (A&N) 

iii) Bhopal (M.P.) xi) Pathankot (Punjab) 
iv) Bhubaneswar (Orissa) xii) Srinagar (J&K) 

V) Chandigarh xii) Tiruchirapalli (T.N.) 

vii) Hyderabad (A.P.) xiv) Udaipur (Rajaahan) 
22 viii) Hardwar (U.P.) XV) Visakhapatnam (A.P.) 

I 



6) The Tourist Transport Operator will be required to pay a non- refundable one time fee ~omist T e  

of Rs. 5001- while applying for the recognition. The fee will be made payable to the Pay 
and Accounts Officer, Department of Tourism in the form of a Bank Draft. 

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

8) The decision of the Government of India in the matter of recognition shall be final. The 
Governmeht of India may in their discretion refuse to recognise any firm or 
withdrawlwithhold at any time recognition already granted without assigning any reason. 

9) Recognition once granted shall continue unless revoked and subject to their continuance 
in this business and their submitting the requisite return of income tax and other 
particulars. 

10) Tourism Transport Operator granted recognition shall be entitled to such incentives and 
concessions as may be granted by Government from time to time and shall abide by the 
terms and conditions of recognition as prescribed from time to time. 

APPLICATION FORM FOR RECOGNITION AS APPROVED TOURIST TRANSPORT 
OPERATOR 

1) Name of the firm with address, telephone, telex and fax number. 

2) Nature of the firm and date of registrationlcommencement of business with documentary 
proof. 

3) Whether the office is located in residentiaVcommerciaVindustrial area. 

4) Name, experience qualifications of the proprietor/Managing Director. 

5) Total number of staff including Drivers. 

6) Name of the Travel Agentflour Operators/HosteIslAirlines with whom most business 
is transacted. 

7) 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 of application 
alongwith copy of acknowledgement certificate in respect of Income Tax Return for 
current assessment year. 

8) Please indicate the loans and mortgages as on the date of application. 

9) Number of Vehicles viz. AC Coaches, non AC Coaches, Mini Coaches, Cars and Boats 
operated as tourist vehicles with their make, model and registration. 

10) Attested copies of valid permits issued by RTAISTA for tourist vehicles and R.O. Books 
of Tourist vehicles should be furnished. 

11) No. and date of Bank Demand Draft for Rs. 5001- in favour of Pay and Accounts Officer, 
Dept. of Tourism, New Delhi. 

Signature 

Designation 

Source: Tourist Statistics, 1994, Ministg of Tourism, ~onmment '&f  India. 
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28.0 OBJECTIVES I 
After reading this Unit, you should be able to: I 

'understand the importance of planning and organisation in airlines management, I 
know about financial structuring, scheduling and operations, 

appreciate the role of marketing, and 

identify the current challenges before the airlines. 

28.1 INTRODUCTION 

Predictable growth in tourism market toa large extent depends on the services of air transport 
sytem. With increasing p&senger and freight traffic, air transport is expected to remain one 
of the growing sectors in world economy. For AsiaPacific region, it is predicted that the 
traffic growth would exceed the expeqted worldwide growth of an average 5 per cent per 
m u m .  Airlines have to face unprecedented challenges resulting from such traffic growth. 
New technologies, changing commercial and regulatory framework, growing financial 
requirement, competitive market, etc. demand for the development of systemic managerial 
approach in running the airlines. This Unit introduces you to the organisational and 
functional structure of airlines, financia1 qhallenges and the need for strategic planning and 
marketing. Contemporary challenges before the airlines management have also been dealt 
with.-Not everyone gets a job in auhes. But it 1s essential for tourism professionals to have 
an understanding about airlines operations as they have a bearing on their own business (tour 
operator, travel agency etc.). 

28.2 PLANNING 

To 'cope with the new demands and requirements, the development of new technologies and 
the changes in government policies, it is imperative for the airlines to adopt appropriate 
planning. Planning should be flexible and indicate directions for development and expansion. ' 
Essentially planning involves making advance decisions relating to the course, of actions which 
an airlines management will take in future. Planning was previously concentrated on 
determining the facilities and financing which was necessary to meet anticipated growth in 
the airlines existing product line. Now, planners consider~he primary qwstim to be that 
concerning the markets which the airlines should serve. This shift is because of the 
vulnerability of existing products. 

Consequently, the main aim of planning now seems to be the identification of attraatve areas, , 

of new opportunities and the formulation of programmes for developing these areas and 
opportunities. The facilities, finaces and resqurces required to carry out this development 

24 are now considered secondary to the basic identification of the opportunities. planning should 



include the following elements: 
r 

a definition of goals and objectives, 

a determination of where the airline stands (that is, a position audit, including strengths 
and weaknesses, opportunities and threats), 

an assessment of the resources (physical, fiancial and human) available tc put the plan 
into action, 

an assessment of operations i.e. fleet size, maintenance, grounding facilities, etc. 

an assessment of alternative courses of action and options available, 

derisions regarding avenues likely to be subsequently pursued, 

provision for contingency plans. 

There isa tendency in the airline industry to shorten planning horizons, because of increase 
in competition and the process of deregulation. These factors also require flexibility so that 
plans can be rapidly adjusted to meet changes in the environment. 

Many companies argue against formal planning preferring to adopt a more casual approach. 
However, there are certain benefits to be gained from formal planning in airlines business. 
They are as follows: 

Planning encourages the management to think ahead systematically, 

It leads to better coordination of airlines efforts in the areas of operations, marketing 
etc., 

It helps in setting performance standards for monitoring h ~ d  control - something very 
essential in airlines operations, 

It helps the airlines in assessing its resource requirements, 

It prepares the airlines management to meet sudden developments or crisis, and 

It helps in planning the routes network, scheduling of flights and increasing productivity. 

Alongwith planning control and evaluation mechanism also should be prope'rly devised in 
order to review the execution of the plan. Control monitors the effectiveness of the plan. The 
information provided by control procedures forms the basis for the next plan. If the airline 
does not conduct an evaluation of its plan, the plan would be little more than an expensive 
waste of time'and paper. If the airlines feels that the plan is f d i g  to help in achieving its 
overall objectives, corrective action must be taken. 

283 ORGANISATION 

Execution of the plan becomes the responsibility of the organisation. Flexibility in shaping 
the organisation is very important because external and internal environments of an 
organisation do not remain static. Organisation of a service industry like an airline should 
consider the following points at the time of preparing its plan: 

identification of customers and their needs, 

market environment, 

avdabiity of technical and financial resources, 

internal strengths and weaknesses of the organisation. 

After analysing these factors the organisation should formulate the specific goals and the 
broad strategy for achieving its goals. Organisation's strategy may demand changes in 
structure of the organisation. So it is the strategy which should shape the structure of an 
organisation and not the vice-versa. The success of an organisation depends largely on how 
much it changes according to the demands of the market forces. If the organisation does not 
take w e  of its internal and external environments it is bound to face problems. Why is it 
necessary for an organisation to keep track of the changing environment ? We can explain 
this by giving an example from Indian Airlines. It is known @all of us that according to the 
provision of the Air Corporations Act, 1953, private airlines wefe not allowed to operate. But 



Managerial Practices following economic liberalisation and the Government of India's decision to open the sky for 
in Tourism-2 private airlines, things have definitely changed. Now if the Indian Airlines' management does 

not respond to this change and accordingly adopts appropriate strategy, it may run into 
adverse condition. So an organisation's strategy, structure and system depends on 
contemporary forces like inflation, changing demographics, increased competition, 
government regulation, changing social behaviour and values, new technologies, etc. 
Generally airline's management structures have reflected a functional approach in dividing 
up responsibilities and lines of authority. Usually these include operations, administration, 
engineering, finance, personnel, stores and purchase, marketing etc. (See Unit-29, TS-2 for 
organivtional structure of Air-India). 

The management should be responsive to the customers needs.1t should be adoptive to the 
environmental changes and should be market-oriented. 

It is essential that each operating division has a clear view of customer needs and knows that 
the customer is supreme. This view must be internalised by the staff in these divisions and 
must be reflected in the service which they provide. It is necessary to have flexibility in 
information sharing within the airline. The spans of control must be clearly defined and 
information must flow freely between the different operating divisions. Information 
communicated by one division may be critical to the operation of another and may affect the 
action which will be taken by that division. Communication must exist all the way up from the 
bottom level to top management. This sort of flexibilitywill allow the airline to serve individual 
iustomer needs who in turn will perceive the airlines to be a caring organisation. 

Check Your Progress-1 r 
1) What are the benefits of planning in airline business? 

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

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

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

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

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

2) How does organisation help in realising the airlines' objective? 

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

28.4 FINANCIAL STRUCTURING 

The commercial viability of the airline's operations, its financial soundness and infact its 
survival depend on its ability to operate profitably. Profitability in turn depends on pricing 
on the one hand and cost control on the other. Success of an airline depends entirely on the 
management's ability to generate profits by maximum exploitation of revenue generating 
opportunities. It is essential for a successful manager to understand the airlines cost structure 
and ensure that total airlines' costs are covered by the generated revenues. 



Airline cost structure is divided into three parts: 

Direct Operating Costs, 

Indirect Operating Costs, and 

Overheads. 

Direct Operating Costs occur only when a flight is actually operated. There are two types of 
Direct Operating Costs: 

a) Aircraft Related, and 
b) Traffic Related 

Aircraft Related Direct Operating Costs: 

Fuel and Oil, 

Maintenance, 

Landing Fees, 

Enrouternavigation Fees, 

Handling Fees, and 

Crew Expenses. 

Traffic Related Direct Operating Costs: 

Passenger and Cargo Commission, 

Airport Load Fees, 

Inflight Catering, and 

General Passenger Related Costs. 

Indirect Operating Costs include: 

Aircraft standing charges, 

Flight crew pay, 

Cab i  crew pay, 

Maintenance Labour, and 

Handling Costs at Base Stations (hub). 

Overheads include the following: 

Sales costs, 

Administration, 

Accounts, 

General Management, and 

Employment/personnel department. 

Like any transport undertaking in airlines too the fixed costs are relatively high. These include 
depreciation, engineering overheads, ground costs, insurance and flying crew administration. 
This is the prime reason to look for a high utilization rate of the fleet. The fuel, landing fees, 
passenger meals, overheads etc. are variable costs. An understanding of aircraft cost structure 
and of cost comparison parameters is essential for profitability analysis. Profitability can be 
examined on different levels depending on the timescale involved and the level of costs 
actually incurred. An airline's profitability target must include provision for full overhead 
recovery. 

In view of the situation that availability of investment funds from governmental sources is 
gradually squeezing airlines have to look for own resources. Airline's major source of revenue 



is the earnings from passenger and freight charges. So the management has to take extra care 
in deciding the pricing which should be very competitive to attract passengers. 

28.5 SCHEDULING AND OPERATIONS 

The airline's schedule is constructed by the schedule$ planner. His or her function is to plan 
the flights and operating patterns of the company's aircraft so that:. 

demands of the customer are satisfied, 

airline makes a profit, 

airline gains competitive advantages (slots/preventing competitors, etc.), and 

aircraft and crew are used to optimum efficiency. 

Scheduling Objectives include: 

i) satisfy the customer, 

ii) productivity of human resources, 

iii) high aircraft utilisation, 

iv) ,high load factors, 

v) highfrequency, 
vi) maximisation of connections, and 

vii) consistent timing. 

1t is of great importance that the schedules plan satisfies the requirement of the various 
market segments which the ait?;;e targets. In order to do this, the schedules planner requires 
information about thg customers. This cm be obtained from a number of sources. For 
example, historic data, information from sales and reservation agents and from the airline's 
market research department. The schedules planner must make use of such information in 
order to accommodate passenger preferences. needs and wants. 

The schedules planner must work towards the levelling out of manpower numbers so that 
staff are not under-utilised. This applies to many areas within the airline like cabin crew, 
cockpit crew, maintenance and engideering and so on. 

With regard to aircraft utilisation, one of the most important things to remember is that 
aircraft can only make a profit while they are flying. The nature of an airline's route network 
has a major influence on its aircraft utilisation. If an airline's route network is dominated by 
long-haul routes, it will have very high utilisation per aircraft unit. This is due to the fact that 
short sector lengths result in a high proportion of ground time to airtime. 

Another very important objective which the schedules planner must try to achieve is to 
optimise passenger connections at both ends of a given route. The schedule planner also , 
should try to create and maintain a balance between high load factors and high frequency. 

Final objective is that of consistent timing. The schedule planner must attempt to maintain a 
consistent 'shape' in the schedules from season to season, using the same departure time of 
day for a particular service. Consistency helps to create familiarity and loyalty to the airline. 

The schedules planning process is an important and integral part of the successful operation 
of an airline. It does not stand alone - it affects and is itself affected by other considerations 
and departments within the company. The airline's schedules are of great significance as they 
form the foupdatims on which its short-term activities are based. Because of this s-cance, 
it is not wise for the schedules planning department to work in isolation. On the contrary, 
almost every department within the airline should be involved in the schedujes planning 
process, by way of discussion and exchange of information. 

Finally, one should be aware of constraints that may come up in planning the schedule. The 
constraints can be grouped in two categories? i.e. internal and external. 



External Conswnts include: 

. slot problems, 

night curfews, 

industry regulation, 

pool agreements and joint-venture agreements, 

8 peak surcharges, and 

infrastructural facilities. 

Internal Constraints include: 

8 maintenance requirements, 

standby arrangements, and 

general operational requirements. 
(See Unit 29, TS-2, for a case study of Air-India) 

28.6 MARKETING AND SALES 

In this Section, we will introduce you to the need of marketing in airlines management. You 
are already familiar with the concept of marketing. So here our focus will be to understand 
its importance in the context of airlines management. You know that marketing matches the 
organisation's product and the consumer's need in such a way that both benefit, one in terms 
of profit and the other in terms of need satisfaction. Airlines product is a service consisting 
basically of an experience for the passenger. An airline's market consists of various market 
segments with different service expectations, different price sensitivities, different travel 
motivations, etc. It is vital for an airlines to optimise its yields and revenue fromvarious market 
segments by positioning itself correctly in the marketplace. 

Marketing activities start with the identification of the type of 'product' or serfrice to be 
offered. The product or service is aimed at satisfying the needs of a group of customers, known 
as customer segment or segments. Next step is to develop appropriate marketing mix which 
includes product, price, promotion and distribution process. 

Airline's overall strategic plan should study the total market and then segment it into those 
sections which it feels potentially the most profitable to enter. Once this is done, it must decide 
what positions it wants to occupy in these segments. This process is known as market 
positioning. Market positioning involves the effective communication of the airline's 
corporate image to the customers identified as key contributors to market development. 

I Market positioning should contribute to the airline's achievement of its overall objectives by 
highlighting the most appropriate areas of investment and identifying those market segments 
which will yield the highest return on investment (For further details on Airlines Marketing 
see Unit-29, TS4). 

Airlines have to spend a heavy amount on advertising and promotions. An example of this 
you can see in the newspaper advertisements. Similarly, public relations form an important 
link in airlines marketing. The relations between an airlines and travel agencies/tour 
operators are crucial for marketing as the bulk of airlines business is handled through them. 
Commissions and incentives play a major role in these business relations along with discounts 
and free tickets for familiarisation tours. 

28.7 CONTEMPORARY CHALLENGES 

In this Section we mention some of the challenges faced by airlines management : 

1) Immediate challenges before the airlines management today are the issues of 
liberalisation, privatisation and globalisation. The need for liberalisation, privatisation 
and globalisation is primarily felt because of growing competition in the market, lack of 
necessary financial support, from the government, dissatisfaction with the performance 
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of the public sector and the system of administrative controls. Both the domestic and the 
international carriers are under pressure as they confront competition from the private 
sector and foreign carriers. Likralisation literally means removal of different regulatory 
measures i m p d  by government. In the case of India, as the state confronted a 
succession of economic crises, it responded with economic liberalisation. Dynamics of a 
liberalised market are quite different from the dynamics of a regulated market. In order 
to swive in the liberalised market greater economic efficiency as well as faster and more 
flexible decision making processes are required. Liberalisation also leads to cut-throat 
competition and needs a competitive market.. The Government is not in a position to 
provide necessary financial support so airlines may have to opt for privatisation to meet 
financial requirements. 

Alongwith liberalisation and privatisation, there is a move towards globalisation. In the 
case of airlines, move towards globalisation has resulted in the emergence of mega 
carriers, particularly in the developed countries. These mega carriers are endeavouring 
to dominate the world aviation market and in the process, threatening the viabiity of 
Third World Countries. 

2) Airlines face a major issue in the form of non-availability of capital which is needed for 
replacing the existing fleet or to expand the fleet. Aircrafts are not going to be cheaper 
hence, the challenge faced by the airlines is to reduce costs and increase profitabiity. 
Any capital borrowing has to be ultimately met through profits only. 

3) Alan Wheeler, with his experience of the British Airways, while commenting on the 
crucial area of distribution process in an airline's activity has observed that : "In this 
arena battles for market dominance will occur as the system develops the ability to use 
the latest electronic technology, and to structure itself for efficiency and customer 
service." In this regard, the three drawing forces are: 

i) need to reduce the cost of making sales, 

ii) to avoid a situation where they become dominated by the retailers, lose their 
identity and become mere providers of seating capacity, and 

iii) to stop being subject to the,whims of a distribution system they have to share. 

This c .  for establishing a strong brand hage among the consumers. 

4) Technology is a major role in airlines business. Advanced reservation sysftms 
have been developed with the help of computers and networking is on. The brochure is 
being replaced by video films and information is availableqon C D Roms. Hence, the 
management has to decide on appropriate technology to be adopted. 

5) In the face of these challenges, another area of concern for management is the interests 
of the passengers as the consumer is becoming more demanding. For the sake of profit 
and commercialisation the interests of passengers should not be overlooked because 
competition in the business provides him or her a wider choice. In this direction, priority 
should be given to implementation and supervision of proper safety norms. These norms 
which are regulated by Chicago Convention are as follows. 

issues such as communications systems and air navigation aids, including ground 
marking, characteristics of airports and landing areas, 

air traffic control rules, 
I 

air worthiness of aircraft, 

registration and identification of aircraft, etc. 

Besides providing friendly service from the cabin crew, check in staff and reservation 
staiT* effective and less time consuming baggage handling, and better standards of 
catering will take care of customers' - demands. 

6) Taking 'care of employees needs is the key to provide quality service to the consumer in . 
service industry (we Unit 13 on Human Resource Management). Delta Airlines in the 

I US is cited as an example in this regard with emphasis on pr~kers participation in 
deciion making and maintaining a family feeling. 



Check Your Progress-2 n 
1) What are the dkect and.indirect operating costs? 

. . . . .  
. . .  , . . . . . . . . . . . .  r ; .  . ,.. . . . . . . . . . . . . . . . . . .  ..?  i .  . . . * .  . . . .  

2) What is the importance of scheduli&in airlines operation? 

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

3) List some important challenges before the airlines. 

28.8 LET US SUM UP 

In the growth of tourism, air transport system has a pivotal role to play. Growing trend towards 
liberalisation, privatisation and globalisation has thrown new challenges to the airlines. In the 
light of the present situation, we have discussed in this Unit the important areag in airlines 
management. Needs of proper planning, what should be your organisational structure, how 
one should manage finance and operations and importance of marketing are some of the 
areas which demand serious attention of the airlines management. We end this Unit with 
Alan Wheeler's words: 

"The message for airline management is quite clear : the suocessful airline in the future 
controls its costs and reacts more quickly and more sensitively to the ,market than its 
competitors, for if it fails it will quickly become unprofitable." 



28.9 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
1) See Sec. 28.2 

2) Organisation takes care of various challenges before the eompany through proper 
utilisation of various resources and helps the company to achieve its target. See Sec. 28.3. 

1) See Sec. 28.4. 

2) See Sec. 28.5. 

3) See Sec. 28.7. 
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After reading this Unit, you should be able to: 

understand the functions of an airport, 

identify issues and mas ia airport management which need immediate consideration, 
and 

explain the necessity for adopting a commercial approach io airport management. 

29.1 INTRODUCTION 

An airport's significance in tourism needs no elaboration. The tourism industry in India has 
been demanding more international as well as domestic airports with better facilities and 
management. There is also a palicy shift towards privatisation of airports and running them 
as commercial enterprises. Knowledge about airports is required not only by those who work 
there but also by those tourism professionals who deal with airports. In this Unit, we will 

, explain the basic functions of airports, issues before airport management, economy of airports 
and how to cope with various challenges. 

29.2 FUNCTIONS OF AIRPORT 

An airport essentially works as a facilitator and its functions vary as per its size. However, 
looking at the various functions of an airport we can broadly group them in three categories: 

Essential operation J services, 
k 

i Traffic handling services, and 

Commercial activities. 

EPsenW & include maintenance of runways, t d ,  hangers, bnildin& air MIC 
control system, tekcommunications, security, fire and ambulance services. Different 
cormtries have different rules in providing these services depending on the mature of 
gwermnent control over the airportauthority. In India, till now all these facilities are provided 
and controlled by government through various agencies. 

I 

I Traffic handling services include provision of loading and &loading of baggage, daiivery of 
baggage through conveyer belts at the lounge, processing of passengers and providing 

I required services to the passengers. Here also difference exists among airports in different 
countries. For example in many European countries these services are provided by airlines 
or special handling agents. In Iadia these services are provided by the airport authorities. 

Commercial activities include shops, duty free shops, restaurants, bars, car-hire booths, 
offices of travel agencies and airlines, tourist information centre, foreign currency exchangc 



facility and other services for customers. Generally, either in the terminal building or in its 
vicinity these facilities are available. These facilities and services may be provided by airport 
authorities or by any publidprivate body. 

At the same time, there are certain other agencies like the Customs, security (police), 
emigration department, etc. which are very much present at the airport but are not a part of 
the airport management. Each one of these agencies has its own regulations, laws, roles and 
duties defined by the government. Yet, in public eye they are part of airport regulations and 
in most of the cases have a bearing on an airport's image. 

The forms of ownership and management of airport largely determine the nature of fa~ilities 
and services available at any airport. Though in most of the countries airports are owned by 
government, there are also countries where airports are owned by publidprivate companies. 
In India, National Airports Authority, an autonomous body, under the Ministry of Civil 
Aviation manages the airports and controls the various facilities and services provided by 
Indian airports. Major airports in India are located in Delhi, Bombay, Calcutta and Madras. 
Besides these all state capitals and important cities have airports. Functions of different 
airports depend on the number of aircraft movements, number of passengers and volume of 
freight. This outline of functions provides a general idea of the different areas which should 
be the concern of airport managers. 

293 ISSUES IN AIRPORT MANAGEMENT 

In his study of the airport business Rigas Doganis has identified four key. questions which he 
believes should be resolved before making any policy decision for airport management. These 
are: 

Should airports be run as commerclally oriented profitable concerns ? 

How should one improve airport economic emdeney ? 

a Whether p d t s  from larger airports should be used to cross-subsidise loss-making 
smaller airports ? and 

a Should airports be privatised? 

If we look at the trend in airport management system all over the world since 1980s, we find 
direct relevance of the issues raised by Rigas Doganis. On the one hand lack of government 
resources to cope with fast changing technologies and management skill and on the other 
economic potentiality of airport services have made it clear that airports should operate as 
commercial undertakings. In the context of ongoing governmental experiments with 
economic liberalisation in India very soon airports are going to face a competitive 
environment. They have to mobilise their own resources. Moreover, proper policy decisions 
have to be taken in time to improve efficiency, cost-effectiveness and better resource 
management. 

29.4 PROBLEMATIC AREAS IN AIRPORT MANAGEMENT 

Amport services management, particularly in developing countries, is generally affected by 
lack of resources, outdated technology and failure of personnel management. With 
iscreasing demand for better facilities and expansion of runways because of growing volume 
of air-traffic, there is an urgent need for airport expansion. Going for latest technology and 
its application in order to keep pace with the growing competitive market needs sound 
financial base. Resource mobilisation is the key to future expansion and development. In 
developing countries a major problem faced by airport management is how to generate 
resources. Lack of funding results in inadequate operational safety, poor facilitation levels 
and dependence on old technology. Non- commercial handling of financial management, 
unwanted bureaucratic approach and lack of professionalism in marketing and promotion of 
b-ess are mainly responsible for financial constraints faced by the airport business. 

1 : * I  

Technological update is crucial to compete with others in airport business. Unfortunately 
because of various cons~raints the developing countries cannot afford to pay for advanced 
technology. As a rewlt of this d d  equipment and outdated techniques are used in airport 

- -- . .. - 



services. This, infact, has a direct bearing on the destination. The tourist generating markets 
are developed countries and international tourists demand similar facilities. * 

I 

Improper handling of human resources is another problematic area in aifport management. 
Lack of innovation, motivation and appreciation for quality and talent makes it difficult to 
attract good ialent or to retain the skilled employees. Stereotype and impersonal attitude in 
managing the personnel affects the working of the organisation and also leads to unwanted 
strike and lockout causing loss of manpower. 

I 

Check Your Progress-1 I 
I 1) What are the major functions of k airport? 

2) List some major issues which need serious consideration of the airport management. 

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

29;s IMPROVING FINANCIAL PERFORMANCE 

Some of the key concerns in airport services which we have discussed in the preceding Section 
naturally lead us to look for a way out in order to improve efficiency in managing airports. 
Let us first see how to improve financial efficiency. Having an idea of cost and revenue 
structure of an airport is essential before we move to look for ways of improving financial 
' efficiency. Average cost structures of airports constitute staff or labour salary, capital 

charges, other operational expenditure, services maintenance and administration. Salaries 
paid to the staff and capital charges which include interest paid for loan and depreciation 
generally constitute two-thirds of expenditure of an airport. Depending on the ownership 
pattern and organisational structure of an airport the cost structure varies. For example, many 
airports in US rent or lease out terminals and other facilities. For development and expansion 
bf airport many US airports raise money by floating bonds. So in US, more is spent on capital 
charges than on staff salary. Whereas in India the amount of expenditure in the head of staff 
salary i&es a major share of annual budget. 

After compositi~n of expenditure comes the sources of revenue. The revenue generation of 
each airport may vary but we can divide the sources broadry in two categories i.e. Revenues 
from trafic and revenues from commercial services/activities. Traffic revenues include 
aircraft landing fees, airport tax, passenger-service charges, aircraft parking and hangarage 
fees, etc. Revenues from commercial activities include income from shops, restaurants, office 
spaces provided to others, entry fee, etc. 

In the light of the above facts we have to analyse the varies options to improve financial 
cffieiency. There is a growing thrust to adopt a commercial approach in order to generate 

Airport 



Man;lprr i~ l l  IDracticen sufficient resources. Increasing grlvzrmnental pressure to look for self-financing places the 
i n  'f1111risn1-2 onus on the airport management for adopting a commercial strgtegy. Rigas Doganis has 

suggested two alternative strategies for the airport operators in order to pursue commercial 
strategies. 

1) The Traditional Airport Model is onewhere airports see their primary task as meeting 
the "basic and essential needs of passengers, airlines, freight fomarders and other 
direct airport customers as users". This strategy is generally pursued by government 
owned airports, where operation and management is looked after by a government 
department. Here priority is given to meet passengers' requirements. 

The Commercial Airport Model aims "to maximize income from any appropriate 
activity at  the airport. This in turn means that one regards the airport as a business 
opportunity which not only serves its direct and traditional customers - airlines, 
passengers, cargo shippers and so on - bat also a wider range of potential customers 
including airport and airline employees, visitors, people residents in the surrounding 
communities as well as local business and industries". In this model while an attempt 
is made to look after passengers' needs, at the same time an effort is made to generate 
commercial income from other activities such as leisure complexes, shopping plaza, 
restaurant, etc. Proper utilization of space is very essential. In view of the present market 
situation most of the airports are now opting for the commercial airport model. As there 
are many constraints in raising more revenues from aeronautical charges so the airport 
management is left with the option of using commercial sources. The following activities 
may help in generating resources: 

rent by providing space and facilities, 

duty and tax-free shop's, 

duty and tax-paid shopping, 

catering facilities, 

leisure facilities, 

car parks, 

advertisement in and around the airport, 

passenger, baggage or freight handling, etc. 

Restructuring of organisation is very important if we want to make airport as a business centre. 
Generally the functions of an airport are divided into following divisionsldepartments with-a 
director or manager as head of respective divisionldepartment. The divisions are as follows: 

operation, 

administration, 

finance, 

engineering, 

I personnel, and 

safety and security. 

The heads of these divisionsldepartments are directly responsible to the airport director or 
manager. In this structure commercial activity does not get much prominence. If we have to 
adopt commercial airport model then we have to make a separate commercial division with 
the responsibility of taking care of commercial interests of the airport. Using the appropriate 
marketing tools, the commercial manager should identify market segments, which can be 
served. Market-oriented approach is very crucial for success in a competitive market. Based 
on present evaluation of performance and future market forecastes, airport management 
should also make business development plans. 

29.6 - MONITORING PERFORMANCE 

Monitoring performance and efficiency is needed to provide better services. Performance 
ipdicators help in measuring an airport's economic efficiency as well as to measure the 
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services provided by airport. It basically depends on the managers to develop appropriate 
indicators to ensure the proper use of resources in order to achieve the desired objectives or 
targets. According t s  R DoIgrnis "Mormance indicators should be used to monitor the 
performance of ind&idual airports overtime or in relation to budgets or targets and to 
compon tbeir periormance witb other airports at a particular pdnt of time". Inter-airport 
comparison may help in identifying the factors which are responsible for inefficiency and 
need managerial attention. 

Another way of monitoring performance is measuring of input- output ratio. Input mainly 
includes capital and labour. The financial involvement incurred in capital and labour inputs 
and the return out of these inputs is output. A comparison of inputs- outputs provides you 
necessary information about your performance. 

Transport Studies Group in London, while examining a wide range of performance 
indicators suggested the indicators which fall into 6 discrete are& for airport performance: 

overall cost performance, . 
labour productivity, 

productivity of capital employed, 

revenue-generating performance, 

performance of commercial activities, and 

overall profitability. ' 

. Though these indicators have been developed on the basis of studies done on European 
airports, all or many of these may be applicable to any airport. However, it is left with the 
management of ap airport to develop appropriate performance indicators in the light of a 
given situation. In identifying performance indicators attention should be given to those 
indicators which are m a  useful to &agers for internal monitoring and for which data can 

.more readily be obtained. Ultimately it is the skill of a manager and his or her way of using 
the indicators which determine the effectiveness of performance indicators. 

29.7 OTHER KEY ISSUES 

There are certain other key issues in relation to airport management. 

Big airports perform the role of waiting rooms for tourist passengers. This emerges out 
of the hub-and spoke concept. Most of the airlines select an airport (hub) into and out 
of which most of their flights (spokes) radiate. Quality transit services can be provided 
and this should be charged either from the airlines or the passengers. 

Lost or damaged luggage, though a responsibility of the concerned airlines, deserves 
adequate attention from the management along with measures for theft control. 

Proper coordination between the airlines staff and airport st& is essential. 

For any managerial role at the airport, the qualities and skills mentioned in Unit-1 are 
relevant. 

Check Your Progress-2 c 
1) Suggest some ways to generate revenues for an airport. 
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2) Explain the importance of performance monitoring in airport management. 

, 29.8 LET US .SUM UP 

In the context of economic liberalisation and the potentials that the airports have to generate 
more resources, time has come to see that airports are operated and managed on sound 
business principles. In this Unit, we have analysed the functions of airports and the Cues 
before the airport management. While explaining the problems faced by airports we have 
analysed the ways and need for impraving h c i a l  management, monitoring performance 
and better use of human resources. In order to check the financial drain on central 
government resources operating airports on commercial basis is a natural choice. But w e  
should be taken to see that profit is not the only motive, customers also get the satisfaction 
of their money. 

299 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

1) See Sec. 29.2. 

2) See Sec. 29.3. 

1) S e e k .  295. 

2)  See Sec. 29.6. 
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ACTIVITIES FOR THIS BLOCK 

Visit a restaurant or a food stall and note down the following points: 

objective of the restaurant, 

type of customers they serve, 

their method of operations, 

problems/challenges they face. 

I 

: Interview some transport operators and h d  out +ch market segments do they cater to and 
I ! why? 

I 
As a potential transport operator make a marketing plan of transport services. 

I ' Make a list of suggestions t improve the customer services in airport. 7 
1 

I Give your responses on piivitization of airlines. 

1 As a manager what instructions would you give to the driver of a tourisi mash? Plepare a 1 ;list. . ... 
1 
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UNIT 30 CONVENTION INDUSTRY 

Structure . 

30.0 Objectives 
361, Introduction 
30.2 The Business Traveller 
30.3 Some Definitions 
30.4 The Convention Business 
30.5 Convention Customers 

30.5.1 Types of Customers 
30.5.2 Choosiig a Destination 

30.6 Convention Marketing 
30.7 Let Us Sum Up 
30.8 Answers to Check Your Progress Exercises 

After reading this Unit, you will be able to: 

know in detail about the business traveller, 

define different types of Conventions, 

understand what is meant by Convention Business, 

profile Convention customers, and 

learn about the marketing of Conventions. 

30.1 INTRODUCTION 

People who travel in relation to their work come under the category of business tourism. 
However, such travel for business purposes is also linked with tourist act~vity like visiting 
places of tourist attraction at the destination, sightseeing and excursion trips. Business travel 
is also related to what is termed today as Convention business, wbich is a rapidly growing 
industry in hospitality and tourism. In this Unit, we have attempted to familiarise you with 
the different aspects of Convention business and the dependence of this business on the 
tourism industry. The Unit starts with a discussion on the business traveller and familiarises 
you with certain conceptual definitions related to the Convention/Meetiq Industry. It goes 
on toidentify the Convention Customers alongwith the nature of their demands in choosing 
Convention Destinations. Lastly, the Unit deals with Convention Marketing. Certain other 
aspects related to the planning and management of Conventions have been dealt with in the 
subsequent Units of this Block. 

30.2 THE BUSINESS TRAVELLER 

Travel for business purposes has been there since ancient times and as such it can be termed 
as one of the earliest forms of tourism However, the nature of business travel in modem times 
is very different than it used to be earzer. Today, the travel time is considerably short and 
even the purpose of business travel is very different. From the normal place of employment, 
a business traveller travels for a short ddsrion for a variety of purposes. He or she may be 
going to attend a meeting or a convention, participate in a trade fair or an exhibition, go for 
business negotiations, travel for condrrcting market research or a promotion campaign etc. 
Similarly, persons working in marketing or sales departments are travelling most of the time 
to wry out their jobs. Hence, in such cases, business travel is a job requirement. Tbe needs 
andwants of a business traveller are also different from that of a tods t  undertaking a 
jou&ey for leisure. For example, a business traveller may require instant reservations, 
secretarial assistance and facilities like Computers, E-mail, Fax, Telephone, etc. Certain 
other characteristics of the business traveller can be described as follows : 



Convention Promotion 
aud Management 

e The demand of business travel is mostly city- oriented. Business travellers frequent cities 
which are often not tourist attractions. For example Jullandhar in Punjab and Meerut in 
Uttar Pradesh are not on the touristic map. However, those business persons who are 
interested in dealing in sports goods like hockey sticks or cricket bats would be visiting 
these cities in connection with their business. 

e The journey is undertaken by the business travellers irrespective of weather or climatic 
conditions as and when required for doing work by their organisations. Hence, it is less 
seasonal. However, the duration of the trip is not long. 

Whereas leisure tourism is influenced by economic conditions, business travel is not 
affected by recession. At times, it may increase because the industry during this period 
would like to attract as many number of customers or search for new markets. 

e Business travellers are frequent travellers. Their demands are price-inelastic. For 
example, lower or higher prices of the product will not generally effect the market as they 
have to travel in any case for cpnducting their business. 

In relation to air travel the business travel timings are generally early morning or evenings. 

Most of the business travel is in higher class and the business travellers demand special 
status treatment in terms of services. 

Rob Davidson in his book Business Travel has pointed out certain important distinctions 
between business tourism and leisure tourism (see the following Table). 

Table 

Leisure tourism 

Who pays? 

Business tourism 

The tourist The traveller's 
employer or association 

- - 

When do trips take During classic holiday Monday July and August are . 
place? veriods and at weekends avoided for maior events 

but ... 1 
Self-employed business 
travellers are paying for 
their own trips 

Who decides on the 
destination? 

- 

The tourist The organiser of the Organisers will often 1 meetingfincentive trip/ 
conferencelexhibition - 1 

Who travels? 

What kinds of 
destination are used? 

Lead time? (period of 
time between booking 
and going on the trip) 

Anyone with the 
necessary spare time 
and money 

All kinds: Coastal, city, 
mountain and 
countryside locations 

- - -  

Holidays usually 
booked a few months in 
advance; short breaks, a 
few days 

Those whose work 
requires them to travel, 
or members of 
associations 

Largely centred on 
cities in industrialised 
countries 

Not all bushess trips ' 
involve managers on 
white-collar duties 

Some business trips 
must be made at very 
short notice 

Incentive destinations 
are much the same as 
for up-market holidays 

- 

Major conferences are 
booked many years in 
advance 

Source: Rob Davldson, Businas Travel, London, 1994. 

Inspite of these distinctions, Davidson is of the opinion that "business tourism, in particular, 
can involve a substantial leisure element" and "distinguishing business travellers from those 
travelling for leisure purposes is far from easyn. For example, even for business travellers, 
sightseeing, entertainment, socialising, accommodation, transport, etc. are necessary 
components. Many a times the business traveller also has accompanying persons who may be 
wives or husbands or other family members. In such cases, the business traveller may be busy 
with the,work, whereas the accompanying persons will be involved in touristic activities. In 
some cases, business travellers extend their stay at the destination beyond their work, to get 
a feel of the destination as a tourist. 

Today, most of the destinations promote their facilities, attractions and services to business 
travellers because of the advantages that business tourism brings to a destination. You are 
already aware of the advantages of leisure tourism for a destination (see Unit 33 of TS-1). 
However, let us have a brief look at the advantages of business tourism: 

i) We all know that tourism is seasonal in nature. However, business tourism is an ongoing 
activity throughout the year. For example, the summer months are a lean tourist season 



in India but because of changes in economic policies and growing industrial development, Convention .~ndostrp 
many business travellers from foreign countries come to India even during these months 
in relation with their work. You can imagine the impact this has on the hospitality industry 
in terms of business. In many cases, the principal suppliers like hotels, airlines, etc; offer 
discounts during offseason and this acts as an incentive to certain organisations for 
holding their meetings or conferences during this period. For example, summer and 

- monsoon months are a lean period for the tourism industry in Goa. But, many 
organisations have started holding their meetings or conventions etc. in Goa during these 
months. 

i 
ii) The socio-economic profile of business travellers is often of the upper or middle 

management ranks. Davidson has mentioned that "business tourism is relatively high 
cost and therefore is high yielding". This brings more benefits to the destination. 

iii) A business traveller maybe visiting a destination alone for the first time because of work. 
But, the attractions of the destination may iufluence him or her to make a repeat visit for 
a holiday either alone or alongwith family and friends. Similarly, if the, quality of 
convention facilities is good, he or she may also praise it to others and hence become a 
promoter of the destination. Remember, that business travellers are influential people 
and their opinions about the destinations will be highly regarded by those who have not 
visited the destination earlier. Many companies provide incentive travel to their 
employees and a good image of the destination in the minds of top managers can also 
influence the management in determining the destination of incentive travel for the 
employees. 

It is because of these reasons that today there is intense competition among the destinations 
for having business travellers, hosting cqnventions or conferences, organisii trade fairs, 
exhibitions or special events etc. No doubt, this depends on the infrastructure, availability 
and government policies. 

303 SOME DEFINITIONS 

As mentioned earlier a business traveller travels because of different business reasons. 
Generally, attending conventions, meetings, workshops etc. are some of the reasons for 
business travel. Hence, we must have clear definitions about such events though'in relation 
to tourism business, they all come under the umbrella of meetings industry, convention 
industry or conventions, expositions and meetings industry (CEMI). According to Davidson 
"for the purposes of the business tourism industry, a meeting is an orgarused event which 
brings people together to discusss a topic of shared interest. The purpose of the meeting 
may be commercial or non-commercial; the meeting may be attended by half a dozen people 
or by many hundreds; it may last a few hours or a week. But the essential characteristic 
which makes a meeting qualiv as part of the business tourism market is that it engages 
some of the services of the tourism industry, and this usually means being held away from 
the premises of the company or organisation running it". 

Let us explain this by an example. If a company which holds a meeting in its own premises, 
drawing upon its own resources for transportation of people, uses its own canteen for tea and 
lunch etc., such ameetingwill not be a part of business tourism. However, if the same company 
holds the meeting in a hotel, using the hotel's infrastructure, services and facilities, it becomes 
a part of business tourism because the company has drawn upon the services of the tourism 
industry. The demands made on the tourism industry vary widely and this we will be dealing 
with, in detail separately. 

Let us, for the purposes of clarity, give you some definitions regarding different types of 
meetings. 

1) Assembly : When a large number of people or representative groups gather together for 
deliberations on a particular subject or agenda, it is termed as an Assembly. 

2) Colloquium : This is a meeting where area specialists deliver addresses on specified 
topics and answer queries. 

3) Conference : A meeting of people for discussing formally matters of copmon concern, 
is termed as a Conference. These are primarily concerned with p l d g ,  solving 
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Convention Promoilon management problems or obtaining information. They are generally confined to the 
and Manngement members or representatives of the same profession, organisation or association. They 

are aimed at encouraging collective participation for achieving the stated objectives of 
the organisation. The numbers involved may range from 30 to 200 delegates. 

4) Congress : These are usually general sessions of delegates belonging to a particular : 
organisation or a body engaged in special studies. It is also an expression for a full 
membership meeting of an organisation and the numbers attending are usually large. . 

5) Convention : This is an assembly of people meeting for a common purpose to formally I 

discuss the policies. Generally, this term is used for annual political party members, 
meetings, etc. 

7) Conclave : This is a private-meeting or a secret assembly generally held among political 
heads of different countries or among heads of different business houses to discuss and 
negotiate issues of common concern. 

8) Meeting : The coming together of persons or an assembly for a common purpose to 
discuss andlor decide on issues is termed as a meeting. 

9) Seminar : Short intensive course of study or meeting of a small group for.discussion and 
research. 

10) Summit : A meeting of topmost officials is termed as a summit. 

11) Symposium : A formal meeting at which many specialists deliver brief addresses on a 
pre- decided or given topic is known as a symposium. 

12) Workshop : A seminar, discussion group or the like, where exchange of ideas and the 
demonstration or application of techniques, skills etc. takes place. 

13) Exhibition : Presentations of products or s e ~ c e s  to an invited audience or public with 
the aim of inducing a sale or informing the visitor. They are also known as trade shows 
or trade fairs as the situation mdy be. In relation to tourism industry, exhibitions are 
used for demonstrations, displays or product promotion and they are vital for tourism 
industry because various groups of people (sellers, exhibitors, buyers, etc.) undertake 
travel to see them. 

All types of above mentioned meetings can be local, regional, national, continental or 
international. 

We have given you these general definitions but from the point of view of business tourism 
or as mentioned by Denney G. Rutherford "to more accurately define a modern meeting or 
a convention, we must also pay attention to the fact that such assemblies may often: 

occur at specific places called facilities, 

involve food and beverage service, 

provide for specialised technical support such as audio-visual equipment, 

require transportation, 

involve exhibition of products, and 

require convention or meeting delegate entertainment. 

Besides meetings the above aspects are also relevant in the case of trade shows, trade fairs, 
exhibitions and displays which in certain cases are held simultaneously alongwith the 
different types of meeting/gatherings mentioned above. 

I Check Your Progress-1 I 
1) How would you define a business traveller? 



2) What are the advantages of business travellers for destinations ? 

3) Define the following: 

a) A meeting from the point of view of business tourism industry. 

b) Convention 

. . . . . .  i . . . . . . ,  

( , c) Summit 

30.4 THE CONVENTION BUSINESS 

There are a number of players in the convention business. On the one hand are the customers 
or the consumers and on the other hand are the principle suppliers like hotels, transporters 
etc. Besides,there are special tour operators who package convention tours,travel agencies 
which handle convention travel and there are profezc~onal meeting planners or convention 
consultants who offer their services to.convention customers for a fee. We will be dealing 
with the customers in a separate Section. In this Section we will briefly mention the role of 
the suppliers in the convention business. 



1) Hotels : Any meeting or convention which has participants from outside the host city will 
depend on the hotel and lodging industry for accommodation and food. However,the 
role of hotel and lodging industry has assumed wider dimensions in the context of modem 
convention business. Hotels have become major providers of convention facilities like 
convention and meeting halls, secretarial services, audio-visual facilities, most modern 
communication systems, etc. Many hotels are increasingly including convention 
requirements in their product design. This is because the convention requirements have 
a bearing on their various departments and operations. For example,the Food & 
Beverage department will have to cater to the large number of convention delegates 
besides taking w e  of such services in the restaurants and room service. Similarly,the 
operations at the front office have to be geared accordingly. 

If there is a,large convention being organised in a city,not one but many hotels get 
'business, though the venue for the convention may be the hall of one hotel,This is because 
delegates have to be provided accommodation. Hosting conventions is big business for 
hotels and even in small towns such facilities are being provided by non-star category 
hotels for holding meetings or seminars etc. 

2) Transporters : Convention transportation has emerged in itself as a specialised area of 
operations. Many leading airlines have separate executives or even departments which 
specialise in handling the convention market. Complimentary tickets to convention 
planners or to the VIPs have become a part of their marketing strategies. Practically all 
airlines offer business class travel and have frequent flier's programmes for the business 
travellers. They also offer their planes as special charter flights for business and 
convention delegates. 

The local tourist transport operators at the convention destination play a major role 
for local transportation of delegates either to the venue or for excursioqsightseeing and 
entertainment. Different types of vehicles are used for ground transportation in this 
regard. 

Even in the case of rail transport, meeting facilities are b e i i  offered. Recently, the 
Gujarat Tourism Department has introduced meeting facilities on their tourist train - 
the Royal Orient with facilities like a meeting coach which can accommodate 19 persons. 
In fact, the Indian Association of Tour Operators (IATO) had been demanding such a 
facility in order to package business travel tours combined with leisure. 

3) Convention Centres : At many destinations convention centres have been constructed 
as venues for hosting conventions. Since the construction costs are bigh,these have been 
mostly built by governments or big business organisations. Many educational institutions 
also offer their buildings for hosting conventions on a commercial basis. 

As per the variations in the type of conventions and meetings, there are also differences 
regarding convention centres. Whereas convention centres are constructed to take w e  
of large conventions, a conference centre differs in terms of size and facilities as it caters 
to a smaller number of delegates. Similarly, facilities are provided for small size meetings, 
seminars, training programmes and workshops also. 

While planning a conventiodconference centre, location is a prime consideration for its 
success. Generally, these should be located in areas which have easy access to airports. 
Peter Murphy in his book Tourism -A Community Approach has suggested the following 
five considerations regarding the location of a convention centre : 

i) Site size is critical since space varying from half to a full city block, is needed to 
house the main buildmg, plus possible support buildings alongwith delivery and 
service areas, parking, and entrances (which is why airport locations are often 
favoured because the land is available at a reasonable price). 

ii) 'The site should be central and accessible to quality accommodation and major 
inter-city transportation terminals for domestic delegates. 

iii) The site should be close to major shopping and entertainment districts (which is 
why downtom convention centres aie not ,+common) or regional shopping 
centres. . - . . 



iv) Plenty of parking is necessary within the centre, or close by, again because many 
domestic delegates will drive there, and international delegates, as well as domes- 
tic air arrivals, will often rent cars at the airport. 

v) Proximity to recreation facilities and attractive surroundings is important. 

Many convention centres also market their facilities for trade shows, fairs or 
exhibitions. 

4) Tour Operators and Travel Agencies : You are aware that the tour operators package 
special tours as per the requirements of the customers. Besides packaging leisure tours, 
they have also started catering to the demands of the conventioslmeeting customers. 
These packages take into account the customers' needs in this area and accordingly they 
arrange for convention facilities, accommodation, transportation, entertainment etc. 
This trend has started growing in India also. We have earlier talked about the efforts of 
the airlines to cater to the convention clients and at the same time, travel agencies are 
also coming forward to meet the transportation, bookings, etc. Such travel agencies not 
only book tickets but also handle cargo, travel documentation and liaison. 

5) Tourism Departments : Conventions and conferences alongwith the business traveller 
bring certain advantages to a destination and we have already listed some of these earlier. 
Since the prime task of the National Tourist Organisation is to promote their country as 
a destination, the Tourism Departments (National as well as State level) play a major 
role in promoting convention destinations overseas. 

6) Exhibition Organisen : Generally, a convention or a conference is also linked with 
displays, trade shows or exhibitions. In most of the cases, the conference/convention 
organisers now seek the services of professionals in this area. 

7) Sponsors : In many cases, business organisations, as a part of their marketing and 
promotional activities sponsor certain activities, during the conference/conventions. 
These include sponsoring a dinner, a lunch, cocktails or sightseeing tours etc. 

Besides these major players and suppliers in the conference/convention business, there is a 
hidden chain of suppliers adding to or supporting the efforts of the principal suppliers. Like 
the multiplier effect of tourism on economy, the business travel or convention tourism also 
has a multiplier effect as one chain leads to another 

Convention InBustry 

30.5 CONVENTION CUSTOMERS 

Generally, you are aware that meetings, conferences, conventions are attended or organised 
by different types of people. But as a tourism professional, this general information is of no 
help. The way we profile the tourists or look at the characteristin of tlie tourism-generating 
markets, we also have to profile the convention customers and the characteristics of the 
convention markets. At the same time, it is essential to understand the factors which are taken 
into account for decision making regarding the selection of the convention venue by the 
convention organisers. 

30.5.1 Types of Customers 

The market for the convention industry can be categorised into two segments: 

1) The Corporate Sector 

2) Professional and Voluntary Associations 

1) The Corporate Sector 

It consists of companies, business houses or business organisations which hold meetings 
for a variety of purposes. Some of these purposes are: 

a to discuss sales and marketing strategies, 

a 'launching of new products, 

a training workshops for employees, and 

a to carry out promotion campaigns, etc. -11 
1 













30.7 LET US SUM U.F ~ " - I ~  

This Unit familiarised you with the characteristics of the business traveller and introduced 
to you the various players in the conventionlmeeting industry business. Besides giving you 
certain definitions related to the meeting industry, the Unit also familiarised you with the type 
of convention customers and the considerations they have for identifying a convention venue. 
Certain aspects related to convention marketing were also dealt with in this Unit. All the 
aspects discussed in this Unit are equally relevant for both big as well as small meetings. More 
and more organisations are depending upon convention professionals to meet their 
requirements. The business travellers as well as convention tourism are to be treated as a 
specialised area. 1 8 1  
30.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
1) A business traveller is one who travels to another place from hidher place of work for 

work purposes. See Sec30.2 for details. 

2) You are already aware of the advantages of tourism for a destination and in Sec.30.2 you 
will find the advantages of business travellers for destinations. 

Check Your Progress4 n 
3) The definitions has been given in Sec.30.3. 

1) No convention can be held without proper accommodation facilities and it is here that 
the role of hotels becomes important. N& only this the leading hotels provide convention 
halls and other convention facilities also. See point 1 of Sec.30.4. 

2) There are various categories of convention customers. Read Suh-sec. 30.5.1 for your 
answer. 

3) In Sub-sec30.5.2, we have listed the various aspects that a& considered while deciding 
a convention venue. 

1 is: 
1) Market segmentation can be done on the basis of the nature of organisation, the level of 

conference, the number of delegates, duration of the conference, etc. Read Sec.30.6. 





























































UNIT 1 INTRODUCTION TO TOURISM 
MARKETING : APPROACHES, 
RELEVANCE AND ROLE 

Structure 

Objectives 
Introduction 
Marketing : Definition and Concepts 
1.2.1 Evolution of Marketing 
1.2.2 Selling and Marketing 

1.2.3 Business Philosophy 
Features of Tourism Marketing 
Marketing Organisations and Managers 
Marketing Planning 
Let Us Sum Up 
Answers to Check Your Progress Exercises 

1.0 ' OBJECTIVES 

After reading this Unit you will be able to: 

- understand the definition and concepts of marketing in relation to tourism, 

have an idea about the relevance of marketing in tourism, 

differentiate between marketing and selling, 

learn how tb make a marketing plan, and 

develop some skills for marketing your own services. 

1.1 INTRODUCTION 

Tourism Marketing is still an underdeveloped area and is often confused with selling. The 
tourism industry is comprised of small enterprises (travel agencies, tour operators etc.) and 
few among them actually adopt marketing whereas selling is done by all. However, the way 
tourism market is maturing, the relevance of marketingis being acknowledged more and more 
as an important activity for the success of the enterprise. This is also because competition is 
increasing. In the tourism markets (tourist generating areas or countries) such competition 
is getting intense among: 

countries to market their destinations, 

airliies to market their seats, 

hotels to sell the rooms, and 

tour operators to market the packages etc. 

A similar situation is witnessed at the destinations where competition is emerging in 
practically every service sector, among guides and escorts, restaurants, hotels, transporters, 
shops, etc. In fact you should remember that there is a tourism market where demand and 
supply have their role to pl^ay and the linkages between them have a bearing on marketing. 
Keepingin view the nature of the tourism product a more pmfessional approach to marketing 
,is required by all the players i n ' t o ~ m  i.e. the government, tourism industry and the host 
population. In today's tourism business, marketing is not a requirement of big players like 
airlines or hotel chains only but even the smallest enterprise requires it. In this Unit, an 
attempt has been made to acquaint you with the basics of tourism marketing. The Unit starts 
with a discussion on the evolution of marketing over the years along with its definition and 
concept. It also deals with the making of marketing plan and gives you some hints about 
marketing your own tourism product or service. The functions and skills of marketing 
-,,,,n,, I..,..- . , l C ~  hnnn A;rn..rcrnA ;.. ihn T Tn:t 



Understanding Tourism 
MnrLt 1.2 MARKETING : DEFINITION AND CONCEPTS 

Generally, when people are asked what they understand by marketing, we get mixed 
responses. ~ o & e  relate it with selling and advertising, some with public relations. Very few 
people understand that marketing is related to a variety of things like needs assessment of 
the consumers, marketing research, product development, pricing and distribution, etc. 
Everyone has their own perception of marketing and he or she understands or interprets 
marketing in relation to their own activities. It must be noted here that marketing is much 
more than selling or promotion of a product. In fact they form only one aspect of marketing. 
On different occasions, various definitions of marketing have been provided by various 
people. Most of these definitions are individual variations within the larger marketing 
concept that marketing is consumer and profit-oriented. According to Philip Kotler: 

"Marketing is the analysis, planning, implementation, and control of carefully 
formulated programs designed to bring about voluntary exchanges of values with 
target markets for the purpose of achieving organisational objectives. It relies 
heavily on designing the organisation's offering in terms of the target markets' 
needs and desires, and on using effective pricing, communication, and distribution 
to inform, motivate, and semce the markets". 

After giving this definition Kotler suggests that several things should be taken note of in this 
definition: 

1) It is a managerial process which involves analysis, planning, implementation and control. 

2) Marketing can also be identified as a social process which identifies, expends and serves 
the material needs of a society. 

3) Marketing is not just taking random actions to achieve desired responses. On the 
contrary, it manifests itself in carefully formulated programmes. 

4) Marketing attempts to bring about voluntary exchanges of values. I 
5) Marketing means the selection of targlt markets rather than an attempt to serve every 

i 
market. I 

i 
6) Marketing depends on designing the organisation's product or service in terms of the 

needs and desires of the target markets (consumers). 1 
I 

7) The purpose of marketing is to assist organisations in their survival and growth by serving ! 
their markets more effectively. 

Besides Kotler's definition of marketing, we give you here certain other definitions also. 
According to the British Institute of Marketing, marketing is defined as : 

'"The management process responsible for identifying, anticipating and satisfying 
customer requirements profitably". 

Some scholars have attempted to define marketing in relation to tourism. For example, 
Krippendorf mentions that: 

"Marketing in tourism is to be understood as the systematic and co-ordinated execution of 
business policy by tourist undertakings whether private or state owned at  local, regional, 
national or international level to achieve the optimal satisfaction of the needs of identifiable 
consumer groups, and in doing so to achieve an appropriate return". 

At the World Tourism Organisation seminar, held in Otawa in 1975, on Testing EtYectiveness 
of Promotional Campaigns in International Travel Marketing, marketing was defined as "a 
management philosophy which, in light of tourist demand, makes it possible through 
research, forecasting, and selection to place tourism products on the market most in line 
with the organisation's purpose for the greatest benefit". Three aspects are suggested in this 
definition: 



1) Marketing is a thought process related to a situation which matches and balances the 
needs of the tourists with the needs of the destination or the needs of the organisation's 
designing and providing tourism related services. 

2) Tourism research is aninherent part of tourism marketing which culminates in the 
identification and selection of target markets based on market segmentation. 

3) In order to have a proper placement of tourism products and services, the marketing 
concepts of positioning and product life cycle are of great significance. 

I Alastair M. Morrison stressed on the system's approach and according to him : 

"Marketing is a continuous, sequential process through which management in the 
tourism industry plans, researches, imnlements, controls, and evaluates activities 
designed to satisfy both customers' needs and wants and their own organisation's 
objectives. To be effective, marketing requires the efforts of everyone in an 
organisation and can be made more or less effective by the actions of 
complementary organisations". 

As per this definition, marketing is an ongoing concern for any organisation in tourism and 
it should not be treated as a one- time effort only. Further, it stresses that marketing is the 

I concern of everyone in the organisation and not only of the marketing department. 
! 

An analysis of the above definition of marketing makes it clear that tourism marketing, far 
I from being a separate discipline, adopts the basic principles of marketing which have been 

developed and practiced in relation to the marketing of other consumer products and 
services. You must rememher here that as a tourism professional, you should be able to 
differentiate between the popular use of the term marketing and the professional term of 
marketing used by marketing managers, the best example of which again, is described by 
Kotler: 

"Marketing is the organisation's undertaking of analysis, planning, 
implementation, and control to achieve its exchange objectives with its target 
markets". 

It must be noted here that marketing in its most simple form can be described as a process 
of achieving voluntary exchanges between customers and producers. And, again in Kotler's 
words, it is: 

"Effective management by an organisation of its exchange relations with its 
various markets and publics". 

It must be remembered here that the effective management in marketing involves a 
management decision process which is focussed on the customer decision process. All the 
concepts of marketing are applied keeping in view the customer's needs, wants and tastes. 
In our case, the customer k ing  the tourists. At the same time, the producers of tourism 
products and services do influence the prospective customers to choose their products. Here 
comes the role of promotion, advertising and selling. But it should be remembered that the 
entire process of marketing starts much before the actual selling of the product or the service. 
Before we go further, let us try to understand certain other aspects related to markqting. 

12.1 Evolution of Marketing. 

The term marketing has befen in use for the last 30 years or so. The development of marketing 
in fact is the outcome of certain social and business pressures. In 1960, Keith mentioned that 
the growing recognition of consumer orientation ''will have far- reaching implications for 
business, achieving a virtual revolution in economic thinking". Though the word marketing 
came into use in the 20th century, initially it was linkedwith a number of loosely related factors 
for achieving a sale. Consumer orientation, according to Keith, started to be accepted as a 
business concept only from the 1950s. Gilbert and Bailey mentioned three distinct stages in 
the development of marketing and modern business practices : 

1) In the production era stage, the management focus was on increasing efficiency of 
production and supply of products to the markets with the emphasis on consistently 
reducing costs. This meant developing a standardised product to be offered at the lowest 
price. 

Introduction to 'Fourism 
Marketing 

Prodcuct Life Cycle means 
that a product passes 
through a specific sequence 
of stages: 

Stages Sales 

Infancy : low 
Growth : rapidly 

d ing  
Maturity : peak 
Decline : decline 



Understanding  ouri ism 2) The second was the sales era stage. Under this stage, the organisations attempted to 
Market influence demand by adopting more effective means of selling and increasing their 

knowledge about different markets to improve their sales techniques. 

3) The earlier two stages got reversed in the third stage i.e. the marketing era. The crucial 
shift came when organisations started to produce what they could sell rather than 
attempting to sell what they produced. This was the consumer-oriented approach. The 
customers' needs, wants, tastes and satisfaction were recognised as the key factors in 
planning and designing of the product which the organisation was to produce and offer. 

There were various factors that led to the emergence of the marketing era which have been 
described by Chris Cooper, John Fletcher, David Gilbert and Stephen Wanhill in relation 
to tourism in their book Tourism-Principles and Practices : 

1) The increases in demand were at a lower rate than the rises in productivity. For example, 
there was an oversupply of: 

accommodation at certain destinations, 

aircraft seats on important routes, and 

tourism suppliers. 

ThTSbfwss& the competition in the markets alongwith the risks. The need for survival 
and growth led the pmdwxgs of tourism services towards consumer orientation. They 
selected their markets, attempted to umkstand the consumer's needs and tastes and 
started designing products which suited the con sum^. 

2) The purchasing power of the consumer was going up and a need was felt to h d e p  
methods for creating and changing consumer attitudes and beliefs. 

3) The increase in travel, particularly the emergence for long haul traveller, created the 
need for marketing research regarding information on market trends, understanding 
consumer behaviour and evaluating the levels of satisfaction of the users of tourism 
products and services. 

4) Economic and social development led to the segmentation of mass market into 
specialised target markets. The business in tourism was dominated by small companies 
for whom it was difficult to reach and cater to the mass market. This further encouraged 
the need for catering to selected target markets. 

Today, marketing techniques are used by practically all segments of the tourism industry 
which include both' profit-making as well as non-profit making organisations. In a way the 
changes which have been taking place in relation to the consumer attitudes, market forces 
and the producers of tourism products have made it essential to adopt marketing techniques 
or else it is difficult for the organisations to survive in the competitive situations. 

1.2.2 Selling and Marketing 

It,was mentioned earlier that many persons confuse marketing with selling whereas they are 
totally differsent. This difference has been described by Levitt as follows : 

I 

"Selling focuses on the needs of the seller; marketing on the needs of the buyer. 
Selling is preoccupied with the seller's need to convert his product into cash; 
marketing with the idea of satisfying the needs of the customer by means of the 
product and the whole cluster of things associated with creating, delivering and 
finally consuming it". 

Thus, according to the sales concept orsales orientation, an organisation believes that the 
size of the market can be increased by increasing the selling effort. Such an organisation does 
not changes its product according to the consumer needs but on the contrary increases its 
advertising, personnel selling, sales promotion and other demand-creating activities for the 
product. The aim is to achieve profits by increasing the volume of sales. According to Kotler: 

"A sales orientation holds that the main task of the organisation is to stimulate the 
interests in consumers in the organisations existing products and 
servicesn. 
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Fig. 1: The Systematic links between demand and supply and the influence of marketing in tourism. 

Source: Rased on Victor T C. Middleton. Marketine in Travel and Tburlsm Oxford 1997 

Market Demand 
(areas of origin) 

Visitors 
Tourists 

Excursionists 
International: Domestic 

Activities 
Attractions 

Accommodation 
Other facilities 

A 

b 

Transportation 
Air 

Road 
Sea 
Rail 



Understanding Tourism 
Market 

Contrary to this, in the market concept or market orientation, the focus is on customer needs; 
where marketing is utilised to gain profits through customer satisfaction. According to 
Kotler: 

"A marketing orientation holds that the main task of the organisation is to 
determine the needs and wants of target markets and to satisfy them through the 
design, communication, pricing, and delivery of appropriate and competitively 
viable products and services". 

FOCUS MEANS END 

SALES ' Selling1 through sales 
CONCEPT Promotion volume 

FOCUS MEANS 

Fig. 2: The Sales and Marketing Concepts compared. 

Source: Chris Cooper, et al, Tourlsrn Principles and ~ract l le ,  London, 1993. 

Profits 

Many organisations in tourism go by the product orientation approach which according to 
Kotler means: 

"That the major task of an organisation is to pursue efliciency in production and 
distribution". 

MARKETING 
CONCEPT 

Here the emphasis is on the available services of products. This approach does not take into 
account the consumers' needs or attitudes etc. Similarly, the selling orientation focusses on 
the needs of the seller and ignores the needs of the tourists. It is here that the marketing 
orientation offers a totally different approach where the tourists needs and wants etc. are 
taken care of. This has been described by some as an exercise of "putting yourself in the 
tourist shoes". 

Integrated 
Marketing 

1.2.3 Business Philosophy 

through 
cu.tomer 

satisfaction 

It can be said that marketing is a business philosophy in which the consumer and hislher needs 
. are in the forefront of all the activities. For example, you may have a very good tourism product 

but ifthe access to the product is difficult, there is no accommodation infrastructure, leisure 
and entertainment facilities are missing, the product oriented approach in marketing might 
fail. This is because the tourist is not jyst going to the destination because of its attraction but 
also needs fast access, accommodation, leisure and entertainment facilities, etc. At the same 
time the tourists have their own needs, preferences and tastes. 

Promotion I Sales I 

Customer 
needs 

Fig. 3: Product Oriented Organisation 

' 

Flg. 4: Systems/'Technology-Oriented Organisation 

Technology1 Product 
Formulation Creation 

Similarly, the systems oriented organisation also can fail. Cooper et a1 have observed that 
the type of organisations mentioned in Fig. 3 and 4 can land with having a wrong product for 
the market. Such organisations' business philosophy is that their products are acceptable and 
what is reiuired is identificaa~ba of markets and methods of selling. Such business philosophy 

A promotion 147 



I 

works only when there is shortage of supply and little competition. These organisations go 
for improvements with the organisations rather than concentrating on the tourists neqds. 

I According to Cooper et al the ideal approach for organising business in the "modern tourism 
market place" is as per Fig. 5 and 6. 

I 

I 

Fig. 6: Integrated Organisation 

Markeling 
Research 

- 
Marketing 
Research * 

Figures 3 to 6 are 
based on Chris 
Coopers, eta4 
Tourism Prlnciple~ 
and Pmctice 

Product 
Creation 

L 

, These approaches are governed by market research to provide an understanding of the 
i tourists, market place and the business. The development of products and promotion is based 

on the feedback from the consumers. This, in a way ensures the success of the products in 
the markets and the marketing budget is efficiently utilis6d for customer satisfaction. 

f t 
Fig. 5: Market Oriented Organisation 

Product 
Creation 

A consumer oriented market philosophy brings the organisation not only a good image in the 
- 

market but also a reputed market standing. In tourism every tourist wants to be treated as a 
special consumer and any organisation catering to this attitude of the tourist will naturally be 
ahead of other competitors. At the same time the consumer oriented markM philosophy has 
to go deepinto the minds of the decision makers and employees of the organisation. The tasks 
to be undertaken by the organisation should include: 

I 

Product formulation 
and company-wide 
marketing principals 
incorporated 

1) Identifying the needs of tourists. This is done through marketing research. 

2) The market opportunities have to be analysed through market segmentation. 

3) The needs of the tourists have to be translated into products through product planning 
and design. 

4) The value of tourism products and services is to to determined through a pricing policy. 

5) The product has to be made available to the customers (tourists) through distribution, 

6) The tourists have to be informed and motivated through promotion which inclides 
advertising and selling. 

Marketing also has a developmental role and today social marketing and sociallyresponsible 
marketing are emerging as marketing specialisations (See Block-3). 

1.3 FEATURES OF TOURISM MARKETING 

The marketing of tourism is different from other products because tourism is a service 
product where instead of selling physical goods an intangible experience is sold. In Unit-4 
of TS-3 you have already been acquainted with the characteristics of the tourism services. 
However, very briefly we once again mention certain aspects of the tourism product: 

It is not possible to evaluate or demonstrate the tourism product in advance. This is 
because theservices are consumed and felt at the same time. 

The' tourist not only buys the product but also feels the product and is involved in it. 

r The tniiricrn nrndi i r tc  rannnt  h e  ctnred 

Introduction to Tourism 
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Understanding Tourism The tourist buys the experience and does not own the product. 
Market 

The tourism product is a combination of several services. 

In the designing and packaging of a tourism ~roduct  a number of intermediaries are 
involved. Bad experience at one level can spoil the entire image of the product or service. 

The demand in tourism is highly elastic and seasonal in nature. 

Some of the problems faced by the tourism industry for the purposes of marketing are there 
because of its own lack of efforts in the area. For example, few in the industry go for market 
research as the industry is dominated by small business which lacks in both expertise as well 
as resources for adopting a marketing approach. Most of the time a short term outlook is 
adopted rather than a long term approach. The presence of too many intermediaries effects 
quality controls and leads to consumer dissatisfaction. The resource crunch effects the 
marketing efforts, particularly for making a presence in the international markets. The 
approach adopted by the organisations is to deal through intermediaries rather than 
approaching the market on their own. The consumer of the tourism products and services 
in future is going to be different from that of today. The emergence of specialised tourism 
is going to make more demands on the industry in relation to the consumer needs. 
Competition is already on the increase and hence more and more consumer satisfaction will 
be the key to success. A major challenge for tourism marketing is coming in the form of 
consumer protection laws and eco-friendly destinations. Time is not far when in spite of the 
best marketing efforts if consumer protection and unpolluted environment do not form a part 
of the marketing package, the destination, product or service is bound to be adversely 
effected. 

Check Your Progress-1 

1) What do you understand by marketing? 

2) What is the difference between selling and marketing? 

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

3) Discuss the features of the tourism marketing. 



1.4 MARKETING ORGANISATIONS AND MANAGERS 

We have mentioned earlier that marketing is concerned with everyone in the organisation. 
However, in thc entire organisation there is a need for having a marketing department or 
,division or in the case of very small business a person assigned to look after marketing. Since 
marketing is concerned with product design and development, pricing, promotion and 

.distribution, all activities relating to these four basic dimensions are a part of the marketing 
functions. Marketing organisations are designed keeping in view the various marketing 
functions which may include a Marketing Director with managers at different levels and for 
different activities. For example: 

I Marketing Research Unit, 

1 Marketing Planning Unit, 

I Advertising and Promotion Unit, 

I Public Relations Unit, and 

Product Development Unit, etc. 

A marketing organisation starts its work by identifying the customer needs through the 
conduct of market research; monitors the changing preferences of the customers; develops 
newideas; monitors the market standing and competition; influences the pricing policy and 
distribution strategies, etc. According to Stephen Morse: 

"The Chief Marketing Executive has a dual role. The exercise of skill is necessary 
not only in trying to persuade the more 'down- to-earth' managers to look up from 
the furrow for a minute to see how far they have got and where they are going. His 
skill has also to be exercised in making a diagnosis of the detailed results of 
marketing activities so as to derive objectives for individual functions within 
marketing: marketing research, product management, sales force, saleslorder 
office, advertising and sales promotion, physical distribution, marketing services 
(such as forecasting and pricing), after-sales service, and ancillary services such 
as sales training." 

I 
I 

In the following Table we give you the job positions and job descriptions in a full scale 
marketing department as envisised by Philip Kotler. 

I 

I Table: Generic Marketing Positions 
I 

Marketing Manager 

1) Other names: Vice President of Marketing, Marketing Director, Chief Marketing 
Officer, Marketing Administrator. 

2) The Marketing Manager heads the organisation's marketing activities. Tasks include 
providing a marketing point of view to the top administration; helping to formulate 
marketing plans of the organisation; staffing, directing, and coordinating marketing 
activities, and proposing new products and services to meet emerging market needs. 

<, 
Product Manager 

1) Other names: Program Manager, Manager, Brand Manager. 

2) A Product Manager is responsible for managing a particular product or program of the 
organisation. Tasks include proposing product objectives and goals, creating product 
strategies and plans, seeing that they are implemented, monitoring the results, and taking 
corrective actions. 

Marketing Research Manager 

1) Other names: Marketing Research Director. 

2) The Marketing Research Manager has responsibility for developing and supervising 
research on the organisation's markets and publics, and on the effectiveness of various 
marketing tools. 

Introduction to Tourism 
Marketing -- 

"A Rmpnsive 
Organisation is one that 
makes every effod to 
sense, serve aqd saUsfy Ule 
needs and wants of its 
clients and publics within 
the constrnink of its 
budget" 

-Philip Kotler 
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Communications Manager 

1) Other names: Advertising Manager, Advertising and Sales Promotion Director. 

2) The Communications Manager provides expertise in the area of mass and selective 
communication and promotion. Person is knowledgeable about the development of 
messages, media and publicity. 

Sales Manager 

1) Other names: Vice President of Sales. 

2) The Sales Manager has responsibility for recruiting, training, assigning, directing, 
motivating, compensating and evaluating sales personnel and agents of the organisation 
and coordinating the ~ o r k  of Sales Personnel with the other marketing functions. 

New Products Manager 

1) Other names: New Products Director. 

2) The New Products Manager has responsibility for conceiving new products and service; 
screening and evaluating new product ideas; developing prototypes and testing them; 
and advising and helping to carry out the innovation's introduction in the market place. 

Distribution Manager 

1) Other names: Channel Manager, Physical Distribution Manager, Logistics Manager. 

2) The Distribution Manager has responsibility for planning and managing the distribution 
systems that make the organisation's products and services available and accessible to 
the potential users. 

Pricing Manager 

1) Other names: Pricing Executive. 

2) The Pricing Manager is responsible for advising and/or setting prices on the 
organisation's services and programs. 

Customer Relations Manager 

1) Other names: Customer Service Manager, Account Manager. 

2) The Customer Relations Manager has responsibility for managing customer services and 
handling customer complaints. 

Government Relations Manager 

1) Other names: Legislative Representative, Lobbyist. 

2) The Government Relations Manager provides the organisation with intelligence on 
relevant developments in government and manages the organisation's program of 
representation and presentation to government. 

Public Relations Manager 

1) Other names: Public Affairs Officer. 

2) The Public Relations Manager has responsibility for communicating and improving the 
organisation's image with various publics. 

Territory Manager 

1) Other names: Regional Manager, District Manager. 

2) The Territory ivianager has responsibility for managing the organisation's products, 
services and programs in a specific territory. 



This explains that the main tasks to be performed by marketing managers at different levels 
include: 

planning and control tasks, 
E 

1 executive tasks, and 

coord&ating tasks. 

However, in small organisations marketing is the responsibility of the proprietor or the 
entrepreneurial manager. Stephen Morse has mentioned four major obstacles which can 
frustrate the attempts of a marketing manager to influence the organisations' planning 
process. These are: 

1) A lack of commitment to forward thinking from the Chief Executive. 

2) Planning may be done by someone who is not in the main stream and does not understand 
realities of the business. 

3) Market analysis is ignored and 'add 10% syndrome' takes precedence. 
I 

t 4) .The organisation moves on the basis of a few good ideas which tend to obscure and 

i overwhelm well grounded planning. 

Here the views of Simon Majaro are worth quoting: 

"The first task in developing an effective marketing function is an educational one. 
Marketing cannot thrive in an organisation which is unable or unwilling to 
appreciate the immense value that the function can impart to its overall success. 
Moreover marketing has an enormous number of interface areas with other 
functions, and if the non-marketing' personnel do not fully understand these 
interfaces it is difficult to see how marketing can attain its legitimate position in 
the firm. 

Problems apart, a Marketing Manager must possess the following personal qualities to be a 
successful practitioner: 

He or she should be very cnergetic, active, competitive and aggressive by nature. 

He or she should be creative in terms of seeking new opportunities and to exploit them 
for the organisation's benefit. 

He or she should be a good communicator, presenter and advocate. 

He or she should have the skill ana confidence to analyse, appreciate and interpret the 
data in relation to marketing. 

He or she should have the quality of judgement for taking marketing decisions and 
evaluating risks, besides being a good administrator and strategist. 

He or she must develop a marketing orientation alongwith sensitivity towards consumer 
needs and attitudes. 

- - ---- 

1.5 MARKETING PLANNING 

A Marketing Plan is a structured guide for carrying out marketing operations. The purposes 
of a marketing plan include: 

Providing a well laid down policy and clear directions for the marketing operations. 

coordinatingathe resources of the organisation ih order to eliminate confusion and 
misunderstanding and achieving cooperation. 

Identifying the strengths and weaknesses through the SWOT analysis. 

Identlfyingdifferent market segments. 

Setting targets, and 

Add 10% syndrome 
means that the 
previous years 
objectives and 
strategies arc carried 
fonvard by simply 
adding 10% lo revenue 
expectations and cost 
budge& 

Pointing out the controls, areas of diversification, competitors' strengths and weaknesses, 
P ~ P  



~nders(nndi~~g ~ourisrn Different aspects of marketing planning will be dealt with in the various Units and Blocks of 
Market this course. However, in this Section we only point out the issues to be addressed while 

making a Marketing Plan. These include: 

1) Defining the marketing objectives and goals of the organisation alongwith an executive 
summary of these. 

2) It should take into account the situation analysis. This takes into account the background,' 
forecast, opportunities and threats and strengths and weaknesses. 

3) Based on these,aspects a marketing strategy is devised taking into account the target 
markets, marketing mix and the levels of marketing expenditure, i.e., the marketing 
budget. 

4) Next step involves the action programme keeping in view a timeframe. 

5) The marketing plan should also specify the methods of monitoring and controls. This 
should take into account: 

sales analysis, 

market share, I 
marketing expenses, and I 
checking customer attitudes towards the.organisations' products and services. I 

Lately, organisations have been increasingly using marketing audits for assessing marketing 1 
i 

opportunities and operations. According to Kotler: 

"A marketing audit is a comprehensive, systematic, independent and periodic 
examination of an organisation's marketing environment, objectives, strategies 
and activities with a view of determining problem areas and opportunities and 
recommending a plan of action to improve the organisation's marketing 
performance." 

Check Your Progress-2 n 
1) Mention the skills required for becoming a marketing manager. 

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

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

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

2) How would you make a marketing plan? 

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

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  - 
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1.6 LET US SUM UP Marketing 

Tbis Unit gave you an idea about the different aspects of marketing. You were made aware 
of the different definitions of marketing. However, all these definitions centre around one 
theme i.e., customers' needs and wants. You must remember that marketing is not meant 
only for large organisations, it is also crucial for small business and services. Many a small 
,business suffer losses or close down because of lack of marketing understanding and 
application. You can relate the general concepts and techniques of marketing to your own 
enterprise keeping in view the conditions and situations under which you operate. 

1.7 ANSWERS TO CHECK YOURPROGRESS EXERCISES 

Check Your Progress-1 r 
1) Take note of the various definition in Sec. 1.2 and answer in your own words. 

2) Base your answer on Sub-sec. 1. 

3) Mention the features discussed in Sec. 1.3. 

Check Your Progress-2 E 
1) Various skills have been mentioned in Sec. 1.4. 

2) Attempt it by reading Sec. 1.5. 

Market Slandlng: Checklist of Questions 

1) Is the market we are is increasing or decreasing? 

2) At what rate per year? Compared to external environment (e.g. GNP)? I 
3) What is our share of the market (bearing in mind the need to be very clear about market 

definitions)? 

4) What are the important attributes of the product? 
from the point of view of production? 

from the point of veiw of advertising? 

from the point of view of the buyer? 

from the point of view of the user? 

5) Who makes the buying decision? I 
6) Are we dependent on a few customers? I 
7) What are the strengths and weaknesses of main competitors? I 
8) Where is the product bought? (distribution system) 

9) How logical is our product range? 

10) What is the price structure? I 



11) How effective is our sales organisatiop? 
a territories, 

I . a order value, 

I a costsper product, 

1 a c o s p e r  area, 

a success ratios. 

12) Where are our products m their He cycle? 

) l.3) Are new products under development? 

Source: Stephen Morse, Management Skills in Markelin& 1982. 
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2.0 Objectives 
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,2.3 ' Market Segmentation : Approaches 
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2.4.2 Demographic Segmentation 
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2.5 Other Determinants 
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2.7 Answers to Check Your Progress Exercises 

OBJECTIVES 

After reading this Unit, you will be able'to: 

know about the general market segmentation theory, 

appreciate the need for market segmentation in tourism, 

learn about the various variables used for segmenting the tourism markets. 

2.1 INTRODUCTION 

The marketing objectives of any organisation (Dept. of Tourism, Tour Operator, Travel 
Agency, Hotel etc.) in tourism include: 

understanding the tourists' needs, wants, tastes and attitudes, 

achieving sustainable growth in tourist arrivals, 

increasing tourist traffic during lean seasons, 

attempting to increase the length of stay of tourists, 

dispersing tourists to new destinations, and 

increasing their own profits, image and popularity etc. 

For achieving such objectives you ought to know the market(s) which your organisation wants 
Lo cater. In the absence of this your focussing can be wrong. This in turn will effcct your entire 
marketing strategy, say from product design to distribution and yields. The term, market can 
he used in various respects. For example it can be used to refer to: 

tourist markets i.e. the tourist generating countries or regions, 

a network of intermediaries who buy and sell your product, or 

the nature of demand for your service product, say, market for the hotel or the airline. 

The market for a prpduct further, relates to the functions served by the product and the other 
competitive products. At the same time, we know that a market consists of buyers or 
prospective buyers. Every organisation likes to get as many buyers as possible. However, it 
is not feasible to reach all prosgeFtlve buyers because of their wide dispersion and varied 
buying requirements. In fact thebuykrs or customers differ from each other in many respects 
Wre different: 

needs and wants, 

r ~urchasinc! Dower. 



UndemtpocUag ~oarlsm a buying attitudes, 
Market 

a holiday tastes, and 

a motives for travel, etc. 

They may be, and in tourism we know they are, located in different regions. Hence, the 
organisation, instead of competing everywhere, needs to identify the most attractive 
customers that it can serve most effectively. In other words, the organisation needs to focus 
its efforts in marketing to a well defined group of potential customers. This is where an 
understanding of Market Segmentation becomes necessary. 

This Unit deals with the various aspects related to Market Segmentation. It starts with a 
discussion on the general theoretical aspects of Market Segmentation. Further, it takes into 
account the various approaches of market segmentation adopted by the producers of 
products and services in the area of tourism. 

2.2 SEGMENTATION THEORY I 
According to Victor T C Middleton "Market segmentation is the process whereby producers 
organise their knowledge of customer groups and select for particular attention, those whose 
needs and wants they are best able to supply with their products". 

Hence, Market segmentation involves a division of the prospective market into identifiable 
groups. In simple words it can be defined as the division of a market into groups of segments 
having similarwants. This theory is opposed to a diluting of efforts by appealing to an entire 
market. It is based on a realisation of the fact that a product can be sold more effectively if 
efforts are concentrated towards those groups which are most potential. Philip Kotter is of 
the view that different "competitors will be in the best position to go after particular segments 
of the market" and each "organisation, instead of trying to reach every one, should identify 
the most attractive parts of the market that it could effectively serve". At the same time he 
mentions that this is not always the practise. The organisations, in their thinking about 
operating in a market have generally passed through the following three stages : 

1) Mass Marketing : This is a marketing style where the organisafion makes efforts to 
attract every eligible buyer to use its product which has been mass-produced and will 1 
be mass distributed. Here no attention is paid to consumer preferences. f 

i 

Mass Market 

2) Product Differentiated Marketing : In this marketing style the organisation produces 
two or more products for the entire market. These products might have different 
characteristics but they are not designed for any,different group(s). Rather they only 
provide alternatives to every buyer in the market. 

Product 

Organhation Market 
(Two Options) 

Product 

3) Target Marketing : Here, the organisation: 

0 differentiates amongst varied market segments, 

a focusses. on one or more of these segments (targets), and 

a develops the product to meet the needs of the target market. 



Market Segmentation 
In tourism, the organisations practise each style of marketing though the emphasis on target 
marketing is gaining ground. Let us take the example of Indian Railways vis-a-viz the tourist 
market. 

Under stage-1, trains are available for everyone to travel . 
Under stage-2, the railways offer Deluxe, Rajdhani or Shatabdi trains. 

Under stage-3, trains like Palace on the Wheels or the Royal Orient are there which have 
a set target of customers from among the up budget tourist market. 

This shift of emphasis is because of the benefits in market segmentation: 

By selecting the market niches i.e. suitable markets, an organisation can exploit the 
market much better, 

An organisation can focus its strategies more appropriately on target groups, or 

Customer loyalties can be instituted through segmented marketing because the product 
matches the needs of that segment. 

However, it must be noted that the same customer can be there under different descriptions 
for various segments as illustrated in the following figures. 

Unsegmented Market 

Fig (C) 

Market Segmentation by tourists' 
motives: 

1. Adventure 
2. Cultural 
3. SunandSand 

Segmented Market 

Market Segmentation by tourists' 
income groups: 

A. Higher income 
B. Middle income 
C. Lower Income 

Compare Figures c and D. 
Yo will fmd that out of the 
9 tourists with sun and 
sand motives (3), 3 belong 
to higher income group 
(A), 4 to middle income 
group (B) and 2 lo lower 
income group Can you 
give similar f i  for 
Adventure and Cult-? 

( h e r  on next page) 



2.3 MARKET SEGMENTATION : APPROACHES 

Answer 

Adventure: A 

Total 5 
Higher income 3 
Middle income 2 
LOW& income 0 

Cultural 
Total 4 
EIlgher income 1 
Middle income 2 
Low& income 2 

The purpose of market segmentation in tourism marketing is to: 

segment the markets generating tourists, and 

identify the prospective tourists according to lifestyles; socio-economic status, attitudes 
about travel, etc. 

This is done to best qualifv these tourists for high prospect customer status. This high potential 
prospect is defined in terms of how closely hislher vacation preferences and lifestyles match 
upto what the destination has to offer. In other words, the purpose is to go for cost-effective 
marketing. This can be achieved by designing, promoting and delivering the tourism 
products or services in such ways that the identical needs of the target groups are satisfied. 
A crucial aspect here is what is grouped in forming market segments. Consumers are not 

mutually exclusive categories and what is grouped together is the customers' probability of 
purchasing different types of product offers. Hence, it is necessary to understand what is 
wanted and who is going to buy it. A marketing person has to gain knowledge about this and 
he or she can approach this problem by asking certain questions like: 

What: 

, factors influence the tourist demand? 

services do the tourists expect? 

is the basis for tourists comparing your product with other products? 

benefits do the tourists seek? 

risks do the tourists perceive? 

are the tastes of the tourist? 

How : 

do tourists buy? 

much are the tourists willing to spend? 

many vacations do the tourists take in a year? 

does promotion and advertising effect the tourists' demand? 

does the product fit into the life styles of tourists? 

is the decision made by tourists to buy? 

do the tourists seek information about the product? 

do the tourists buy the product? 

When: 

do the tourists take a vacation? 

do the tourists make a decision to buy the product? 

is the product repurchased? 

Why : 

do the tourists buy your product? 

do the tourists choose one destination over the other? 

a do the tourists go to a particular destination? 

do the tourists prefer one type of service and not the other? 

r An t h ~  tniirictc hiiv vniir r ~ m n ~ t i t n r c '  nrnAiirtc? 



Who : 

buys your product? 

buys your competitor's products? 

are likely to buy your product? 

may not be interested in your product? 

You must remember here that this list of questions is only suggestive and the nature of 
questions will depend on the nature of your product and certain specific situations. Besides, 
you will need the back up data and information for finding answers to these questions which 
may not always be' possible. But you should not be discouraged by the limitations. 

Depending upon a study's purpose, various approaches are employed in the tourism industry 
to identify market segments. Segments can be defined either by descriptive or casual factors. 
Descriptive factors simply describe the characteristics of the person found in a segment. The 
"why" of a person's action, however, is better obtained through additional use of casual factor 
information which identifies the motivation behind a decision. 

A practical and Actionable Segmentation requires profiling of both: 

Past visitors, and 

Prospective visitors. 

This is done to ensure proper matches and to determine the actual size of each high potential 
segment, in terms of: 

Demographics, 

Psychographics, and 

Travel Habits. 

In other words, we can say that the: 

Target for Marketing = Characteristics + Demographic profile 
(of Consumers, Products and Services) 

The studies of marketing experts like Kotler and Chisnall show that in order to make any 
segment actionable for marketing, each segment must be: 

1) Discrete, i.e. the separate identity of the sub-group must be established by using any 
criteria like income, purpose, interest, etc. 

2) Measurable, i.e. the characteristics that distingGsh the sub-groups should be measurable 
through the available data. 

3) Viable, i.e. the projected earnings to be achieved should be more than the costs of 
designing the market m k  

4) Appropriate, i.e. showing the inseparability of the tourism product which should 
contribute to the overall image in the market. 

I Check Your Progress - 1 I 
1) What do you understand by market segmentation? 



UndersLPn- Tourism 
Market 

2) What type of questions would you ask before grouping the tourists into market segments? 

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

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

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

2.4 MAJOR VARIABLES 

According to Kotler, there is "no single way to segment a market. A marketer has to try 
different segmentation variables, singly and in combination, hoping to find an insightful 
way to view the market structure". 

The major variables used for segmenting the market for tourism products and services are: 

1) Geographic Segmentation 
2) Demographic Segmentation 
3) Psychographic Segmentation 

4) Behavioural Segmentation 

5 )  Price Segmentation. 

2.4.1 Geographic Segmentation 

A company can decide to operate in one or a few geographic areas or operate in all but pay 
attention to local variations in geographic needs and preferences. The market is segmented 
in various geographic entities l i e  country, state, region or city etc. This segmentation is 
based on the idea that customer needs differ according to geographic regions. For instance, 
for the purpose of overseas tourism marketing, the Department of Tourism, Government 
of India, has divided the overseas markets into the following regions: 

1) The Americas 
2) The UK 

3) Europe 
4) Middle East 

5) Far East 

6) Australasia 

Each region is under a Regional Director, and one or two markets in each region are looked 
after by a Director or an Assistant Director. 

Indian tour operators also tend to concentrate in one or two markets. Some concentrate in 
the North American market, whereas some concentrate in the UK and Continental European 
market. Geographic segmentation is also done as per the nature of the tourism product. For 
example, mountain resorts will be marketed not in Switzerland but in countries which have 
no mountains. Similarly the desert safari of Rajasthan is marketed in countries like Germany, 
France or UK which have no deserts. The situation in Domestic tourism marketing is no 
different. J & K Tourism will market its products in states like Gujarat or Madhya Pradesh 
and not in Himachal Pradesh. Further, due to language specialisatio~ some concentrate in 
French speaking markets, German speaking markets or Japanese s g ~ d h g  markets. 

In certain cases, local, tour operators determine their marketing plans and activities on the 
basis of the size of a city's population, under 1 million, 1 million to 3 million, etc. 



2.4.2 Demographic Segmentation 

In this case the tourism market is divided into various groups keeping in view the demographic 
variables. These variables include age, sex, family size, family life cycle, income, occupation, 
education, religion, race, and nationality. The demographic segmentation is probably the one 
most frequently used method of market segmentation because of two reasons: 

i) Consumer wants, preferences, and usage rates are associated with demographic 
variables. 

ii) This method is easy in measurement and interpretation of the data. 

For instance, India being a long haul destination from most of the major markets l i e  the 
Americas, Europe, Far East and Australasia, the travel to India is very much determined by: 

e Income 

Age, 
Education, and 

e Occupation. 

A typical segmentation of the European market for India is as follows: 

Age Those between 25 to 59 years. 

Sex Both male and female 

Family size : 2 to 5 members 

Family life cycle : Single or married but without children below the age of 14. 

Income DM 4000 and above. 

It is seen that the majority of tourists who travel to long haul distances like India are DINKS, 
(Double In2ome No Kids). 

Occupation : Professionals, Executives, business proprietors, civil servants, 
teachers, professors, etc. 

Education Higher secondary and above. 

Nationality : Germans, French, Italians, Dutch, Swiss, Spanish and Swqdes. 

2.43 Psychographic Segment ation 

Under this category of segmentation buyers are divided into different groups on the basis of 
their social status, life styles, andlor personality characteristics. For example, by using 
income and occupational variables the social status is segmented into upper, upper middle, 
middle or lower classes. Life styles can be determined on the basis of interests, activities and 
product preferences. Similarly, marketing is also done keeping the personality characteristics 
in view. For example, adventure sports related tourism products will target the tough and 
strong or adventure seekers only. However, it must be noted here that tourists within the same 
demographic segment may have a different psychographic profile. 

From the tourism marketing point of view, the need driven segments have little apparent 
appeal since this part of society lacks purchasing power as well as interest power. 
Outer-directed consumers are the most potential tourists. Inner directed consumers by 
contrast are those people who in their lives place far greater emphasis on their individual 
needs as opposed to external values. Although in terms of overall numbers this group 
represents only a small part of the total market, it is often seen to be an important sector 
,in terms of its ability to set trends. It is this group also which currently is showing the fastest 
growth rate within the society, while the number of need- driven consumers declines and 
outer-directed remains about the same. For example, those who go for Ayurvedic treatment 
tours are usually inner-direeted and their number may be small in the beginning but these are 
the people who have set a trend for health tourism. 

Markt Segmentation 



Undenhdng Tourism Naturally tourism marketeers would like to identify those whb are self-made, successful 
hl~uket socialite, mainstreamers, aspirers, or innovator type of people because they are the ones who 

are most likely to purchase tours to far away countries. 

Tourists are segmented on a psychological basis with an idea that among certain types of 
tourists there can be found some common attitudes. Say among the age group of 18-26 there 
may be some who avoid risks and want to have ,l vacation full of leisure. Such group will form 
one segment while the other may consist of those who enjoy risks and look for adventure. 
Such mental attitudes determine the buying patterns of the tourists and hence arises the need 
for psychographic segmentation. 

2.4.4 Behavioral Segmentation 

In this type of segmentation, prospective buyers of tourism products are segmented on the 
basis of their knowledge, attitude, use, or response to the tourism product. A number of 
behaviouristic variables are used for market segmentation : 

i) Occasions : Buyers may be divided according to occasions for which they may need a 
product. For example, a person usually travels on an occasion concerning business, 
vacation or family. Thus, we segment tourists as business tourists, holiday tourists or VFR 
(visiting friends and relatives) tourists. 

Sometimes the buyers are classified on the basis of critical events which mark life's 
passages such as marriage, separation, divorce, acquisition of home, injury, illness, 
change in career, retirement, etc. Imaginative tour operators have, therefore, created 
packages like honeymoon tours for those who have recently been married; natural 
therapy or Ayurvedic treatment tours for those who are looking for improvement of 
health after illness or stressful life; or spiritual tours to Ashrams, etc. for those who look 
for spiritual solace. 

ii) Benefits : Benefit segmentation identifies the: 

8 major benefits that the consumers look for in the product, 

8 kinds of people who look for each benefit, and 

8 major brands that deliver each benefit. 

According to Kotler many products are made up of three "core benefit segments": 

i) quality buyers, 

ii) service buyers, and 
iii) economy buyers. 

A quality buyer is more concerned by the product image and not the cost. 

A service buyer would choose a product that provides a good service. In other words they 
look for the best value for their money and accordingly want a service that matches the 
product. 

An economy buyer would like to keep the costs down. 

Besides the benefits sought by the tourist, certain other associated characteristics also help 
in devising the marketing strategies. These include : 

1) User Status : Tourists may be segmented as Fist  time visitors or repeat visitors, 
ex-visitors or potential visitors etc. on the basis of user status. 

2) Usage Rate : They maybe segmented on the basis of the usage rate. For example, Airlines 
and hotels classify their clients as Frequent Travellers or less frequent travellers or one 
time travellers. 

3) Loyalty status : This describes the tourists preference for a particular product or service 
in spite of lurements to shift to other products. A company should study the 
characteristics of its own hard-core loyals and devise marketing strategies to maintain 
their loyalty. For example, some airlines have Frequent Traveller Programme in which 
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they offer benefits like excess baggage allowance, priority in confirmation of seats or 
special waiting lounge for their frequent traveller clients. 

Kotler describes the degrees in loyalty as follows: 

Hard-core loyals i.e. the ones exclusively devoted to the organisation. 

Soft-core loyals i.e. those who may be devoted to two or three organisations. 

Shifting loyals i.e. those who gradually move to favour one organisation over 
another organisation. 

Switchers i.e. those who have no loyalty to any organisation. 
By studying its soft core loyals, the company can pinpoint which brands are most 
competitive with its own. Some airlines and hotels try to convert their soft-core loyals 
into hard-core loyals by offering free mileage or free accommodation when they 
accumulate a certain number of mileage or night stays. 

A company should also study customers who are shifting away from its brand because 
that will give the company valuable insights into its product and marketing weaknesses. 
However, the effort should always be to treat every tourist as special and make him or 
her feel special in order to inculcate loyalties for your product. 

4) Buyer-Readiness Stage : At any given time, people are in different stages of readiness to 
buy a product. Smart marketeers always know when to launch their products. For 
example, private domestic airlines in India started their service when they realised that 
domestic air travellers were in a readiness stage to travel by private airlines if an 
alternative to Indian Airlines services was available. According to Kotler among the 
potential buyers some are: 

unaware of the product, 

aware, 

informed, 

interested, 

desirous, or 

intending to buy. 

*This distribution of prospective customers into stages of readiness helps in designing the 
marketing programme. 

5) Attitude : Customers in a market can be classified by their degree of enthusiasm for the ' 

product. They may be enthusiastic, positive, indifferent, negative or hostiie. If a company 
can correlate attitudes with demographic descriptions, then it can increase its efficiency 
in locating the best prospects. For example all tour operators and travel agents will find 
it much easier to sell India tours to those who have an enthusiastic or positive attitude 
towards India. 

2.4.5 Price Segmentation 

Price ranges often come handy in segmenting the tourism markets. For example there are: 

those who are high spenders and are prepared to pay high prices. They are described as 
up budget tourists, 

those who want to take a low priced vacation, and 

those who may take a moderately vacation. 

'According to Middleton "when deciding to market new products, or enter a market for the 
first time, producers have to make a fundamental strategic choice as to where on the 
prevailing price spectrum they should aim their marketing effort." It is this choice that 
"largely determines which segments they will be dealing with, and has immediate 
implications for the nature of the products to be provided and the form of any promotion 
and distribution. Price ranges communicate to the consumers the quality expectations of a 
product alonwth the producers image. For example if a tour operator intends to target high 



Understanding Tourism spenders, the quality of the services he or she packages (hotel room, coach, guide and escort 
Market service etc.) must match the quality of that price range. 

2.5 OTHER DETERMINANTS 

The tourism market is also segmented on the basis of the travel habits of the tourists. Thesc 
include : 

i) Distance travelled : The tourists are classified as long- haul travellers, mid-haul 
travellers or short haul travellers on the basis of the distance that they travel. For India, 
Europe, Far-East or USA are long haul market segments whereas Nepal or Bangladesh 
are short haul. 

ii) Duration of trip : Tourists can be segmented as those who take short break holidays of 
2 or 3 days or long trips of 21 days and more. Those taking short holidays will not be long 
haul travellers. 

iii) Time of travel : Tourists can also be segmented as those who travel during summer 
holidays or winter holidays. In Europe those who take long trips usually travel during the 
summer season since the vacation period is longer in summer than in winter. 

iv) Organisation of trip : Tourists are also segmented as Individuals or Group tourists on 
the basis of organisation of their trips. Some individual tourists ask travel agents to 
package their whole tour but they will be travelling independently without joining any 
group. There are some tourists who may buy flight tickets only and there are tourists who 
will buy the package for a limited period only, such as transfers on arrival and departure 
and hotel accommodation for first two nights only, etc. These can be Luxury Tours or 
Economy Tours. 

v) Travel Motives : Tourists are classified on the basis of their motives to travel. They may 
travel for the reason of curiosity, education, health, religion, sports, relaxation, shopping, i 

pursuing hobbies and various other reasons motivated by personal tastes and 
.temperament. In a survey conducted in the German markets, the motives given were 
getting away from everyday life, relaxing, experiencingnature, recharging one's batteries, 
getting into the sun, exploring new countries, enjoying good food, having time for each 
other, mixingwith other people, playing sports, enjoying clean air and clean water, having 
fun and entertainment, learning about new cultures, resting and not doing anything, 
beauty care, getting a sun-tan, having time to reflect, preventing illness, refreshing 
memories, practicing hobbies, flirting and romance, and doing active sports and fitness 
training. That is why tour operators design tour programmes as Cultural Tours, Wild Life 
Tours, Beach Tours, Adventure Tours or combinations of these tours to suit the a 

customers' tastes and motives. 

It must be noted here that an'organisation can apply one, two or more variables 
simultaneously for market segmentation. But for selecting the basis for segmentation certain 
methods are useful like: 

intuition, 

experience, 

market research, and 

trial and error, etc. 

At the same time, an organisation should also assess its resources, size, growth potential, 
capacity, risks, competition, infrastructure and support systems etc. 



Check Your Progress - 2 r 
1) What do you understand by psychograph~c segmentation? 

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

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

2) Discuss the relationship of price with market segmentation. 

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

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

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

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

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

2.6 LET US SUM UP 

This Unit gave you an idea about the general market segmentation theory and its correlation 
with tourism marketing. Market segmentation helps in identifying and understanding the 
needs of the consumer and also helps in profiling the tourists. Market segmentation is an 
essential activity to be undertaken for planning, designing and delivering a marketing mix. 
You have seen that there are different approaches to segment tourism markets alongwith 
various variables. However, at times these variables are interdependent or simul~aneously 
applicable. Market segmentation is not only relevant for international tourism markets but 
also for domestic tourism markets. 

2.7 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress - 1 r 
1) Base your answer on Sec. 2.2. 

2) You should take into account the what, when, etc. questions mentioned in Sec. 2.3. 

Check Your Progress - 2 E 
1) See Sub-sec. 2.4.3 for your answer. 

2) Check your answer with the contents of Sub-sec. 2.4.5. 

Market Segmentation 



Understanding Tourism 
Market UNIT 3 TOURISM NMWXTS: 

INTERNATIONAL AND DOMESTIC 

Structure 

Objectives 
Introduction 
Foreign Tourism Markets 
3.2.1 World Tourism Markets 
3.2.2 Markets for India 
Case Study 
Intra-regional 
Domestic Markets 
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3.0 OBJECTIVES 
- 

After reading this Unit you will be able to: 

know about the major tourism markets of the world, 

learn about India's share in world tourism, 

know the major foreign tourist generating markets for India, 

appreciate the need for tapping new markets or increasing the inarket share, and 

understand the regioaal and domestic tourism markets. 

3.1 INTRODUCTION 

Iq Unit 2 an attempt was made to familiarise you with certain aspects of Market Segmentation. 
In this Unit we attempt to provide you information about foreign, regional and domestic 
tourists markets. Ia Units 1,2 and 26 of TS-2 you have already read about profiling of tourists 
and the efforts being made by the Department of Tourism (DOT) Government of India for 
overseas marketing. Most of the information and data used in this Unit is based on the 
Tourist Statistics published annually by the DOT. Different segments of the tourismindustry 
make use of this data for devising their own marketing plans and strategies along with 
segmenting the markets in relation to their own products or for designing products based on 
market segmentation. The Unit starts with identifying the international tourist generating 
markets for in bound tourism to India. It goes on to discuss the regional markets as well as 
the features of the domestic market in India. 

3.2 FOREIGN TOURISM MARKETS 

A knowledge of tourist generating markets is essential for the marketing of tourism products 
or services. This helps you not only in segmenting the market but also in targeting your 
customers. Take for example two countries. Country A has a sound economy, people love 
to travel and so on. Country B has a poor economy, people have no surplus to spend on travel. 
Naturally the marketeer of tourism products will target country A. 

Before taking up certain issues let us understand some basic concepts. 

According to the Department of Tourism, Government of India an "international visitor Is 
any person visiting the country on a foreign passport and the main purpose of the visit is 
other than the exercise of an activity remunerated from within the country or establishment 
of residence in the country!' In this definition two segments of visitors are covered: 
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i) Foreign tourists who stay atleast for 24 hours in India an'd the purpose of whose journey 
can be classified under any one of the following: 

a)' Leisure, recreation, health, study, holiday, religion and sport. 

b) Business, family, mission or meeting. 

The following three categories are not regarded as tourists: 

a) Persons arriving with or without a contract, to take up an occupation or engage 
in activities remunerated from within the country. 

b) Persons coming to establish residence in the country. 

c) Persons who come as Excursionists. 

Similarly nationals of Nepal entering India through land routes along the Indo-Nepal 
border, foreigners entering India from Bhutan by land and children below 3 years are 
not included by the DOT in the data series on foreign tourists. 

ii) Excursionist is a visitor who stays less than 24 hours in the country. Those visitors who 

t arrive in the country by cruise ships and do not spend a night at an accommodation 
I establishment in the country are mentioned as cruise passengers. 

These definitions are useful while identifying the markets or tourism generating regions and 
also for data collection. The statistics regarding world tourism movements like arrivals, 
departures, tourism receipts and expenditure, etc. are collected from the various bulletins 
and publications of the World Tourism Organisation (WTO). The Market Research 
Division of the DOT also collects data and compiles it in the form of Tourism Statistics 

i annually. For example: 

1 i) The Arrival Statistics are compiled from disembarkation cards filled in by the foreign 
tourists at the time of their entry into India at either the airportslseaports or land check 

i posts. 

ii) The Average Duration of Stay is estimated on the basis of a sample drawn from the 
embarkation cards filled by the tourists at the time of their departure from India at the 
exit points. 

iii) The data about nationality, age, sex, etc. is also obtained through similar means. 

This kind of data is helpful in profiling the tourists but has its limitations for the purposes of 
marketing. For example, in 1994 India received 85,352 tourists from Germany. We also know 
how many out of these were women or men or to which age group theybelonged. But in order 
to know their motivation, type of services expected by them, etc. one has to conduct special 
swveys. Generally such tasks are performed by the overseas Regional Offices of the DOT 
along with carrying out the promotional campaigns, advertising and image building exer'ksqs 
for India. Let us first look at the world tourism markets. 

3.2.1 World Tourism Markets 
, 

A vkiety of factors determine the flow of tourists. Sound economy, surplus incomds, travel 
and holiday attitudes, search for leisure time, incentives for travel by employers, number of 
holidays and vaa%ons, political conditioes and travel advisories by government are some 
factors to be taken note of in this regard. An analysis of the data available shows that the 
major tourist generating markets in the world have been the developed countries. Today all 
destinations are in intense competition with each other to get a larger share in the market. 
Table 1 gives you the 15 top tourism spenders in the world for the year 1m. 
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Table 1 
Top Spender's (1992) 

"The most reliable and valid single 
indicator of total travel from any 
one origin country is tourist 
expenditure, while global tourist 
receipts are the best single 
indicator of total travel to any one 
destination." 

The Economic Intelligence Unit, 
London, International Tourism 
Forecasts to 2005. 

Source: W.T.O. 

A good marketeer would ask where the tourists were heading for, from these 15 top tourist 
generating markets. The answer is provided in Table 2 which gives you the figures for 15 top 
countries in terms of tourist arrivals in the year 1992. 

Table 2 
International Tourist Arrivals (1992) 

12,800 

9,331 

Czechoslovakia 

Source: W.T.O. 



In terms of regional distribution of international tourist arrivals, Europe continues to attract 
the maximum numbers getting 59.3% share out of the total world arrivals in 1993. However, 
there has been a decline in its share over the years as in 1980 it was 66% and 62.6% in 1990. 
The share of East Asia and the Pacific region in 1993 was 13.7% which i an increasing trend 
as in 1980 it was 7.3% and 11.4 in 1990. Africa and America have shown static figures where 
as the Middle East has shown a declining trend (from 2.1% in 1980 to 1.4 in 1993). 

You may ask where India stands in this scenario. Well the figures are: 

World Tourist Arrivals (1994) = 528461000 

Tourist Arrivals in India (1994) = 1886433 

Percentage share of India - - 0.36 

However, in terms of foreign exchange receipts the percentage share of India is almost double 
than that of Arrivals: 

world Tourism Receipts (1994) = 321466 million US$ 

Estimated Foreign exchange * 

Receipts in India (1994) - - 2265.21 million US$ 

Percentage share of India - - 0.70 

This indicates that in spite of a lower share in arrivals the tourists spend more in India and 
the average length of stay is about 28.7 days. This is an encouraging trend because many of 
India's competitors like Singapore, Malaysia, Thailand, etc. receive a much bigger share in 
arrivals when compared to India but with a lesser length of stay. 

Whiie assessing the tourist flows the role of travel time becomes significant. In all the tourism 
markets long haul destinations face a major hurdle because of the time and costs involved. 
For example, 21 countries receive more than 50000 Japanese tourists per year. Out of these 
the tourists showed preference for 6 because they are very close (South Korea, Hong Kong, 
China, Taiwan, Marianas and Philippines), 4 because they were fairly close (Australia, 
Singapore, Thailand and New Zealand) and 4 because they were close (US, Indonesia, 
Canada and Malaysia). The rest U.K., France, Italy, Germany, Switzerland, Spain and India 
remained preferential for other reasons l i e  culture, history or business. In fact 50 percent 
of the Japanese tourists travel to neighbouring destinations. Similarly 75 percent Canadians 
go to U.S., 75 percent French go to West European countries and so on. (See also Unit 1, 
TS -2). 

There are certain new markets also opening up. For example, South Africa, Israel and the 
new states of Uzbekistan, Tazakistan, etc. have emerged as potential markets for India and 
many tour operators have already entered the field. 

3.2.2 Markets for India 

In terms of attractions India, as a destination, is a strong tourism product. Culture, history, 
architecture, beaches, mountains, religion and ethnicity etc. have traditionally been the pull 
factor for international tourists. Yet, infrastructure wise there are certain weaknesses which 
makes it less attractive. For example, accessibility, lack of international airports, big size of 
the country, lack of hotel rooms, etc. (we shall be discussing some of these in the subsequent 
Blocks). In spite of these weaknesses India crossed the 2 million mark of tourist arrivals in 
1995 (Total 2123683). The DOT is keeping a target of 5 million in the next five years which, 
keeping in view the shortcomings, seems unrealistic. Yet the efforts will go on. The markets 
for India are determined by assessing the Tourist Arrivals from different countries. Table 3 
gives the figures of 10 top countries (other than Bangladesh) which constituted 63.3 percent 
of the total arrivals. Arrivals from all the major tourist generating countries showed a positive 
growth during 1994. This trend continued in 1995 (see Table-4). 

Tourism Markets 
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*Figures in brackets give 
growth rate over the last year 
in Tables 3 and 4. 

Table 3 
Tourist Arrivals in India (1994) 

Source: DOT, Govt. of India. 

Table 4 
Tourist Arrivals in India (1995) 

Total Arrivals 

Source: DOT. Govt. of India. 

Let us examine the top ten markets for India. 

1) U.K. 

Arrivals from U.11: 
United Kingdom remained on the top of all the tourist generating countries for India with. 
3,00,696 tourist arrivals during 1994. As compared to 1,02,483 arrivals during 1980, the 

1993: 2,74,168 average compound rate of growth was 8 percent per annum from 1980 to 1994. 
1994: 3,00,6% 
1995: 3,34,827 As in earlier years, about 59 pe~cent of the British tourists were males and the rest 41 percent 

were females. The most predominant age group was 25-34 with 23 percent of the tourist 
followed by age groups of 35-44 and 45-54 with 22.9 percent and 17 percent tourists 
respectively. 

The average duration of stay of U.K. nationals in India during 1994 was 29.5 days. The 
maximum arrivals were during the winter months of January-March (34 percent) and 
January- December (31.1 percent).Arrival figures of U.K. residents during 1994 indicate that 
approximately 99.4% of the arrivals were from England followed by Scotland (0.5 percent- 
and Wales (0.1 percent). 

- 



While 91.7 percent of the U.K. nationals visited India for holiday and sight seeing. about 7.3 
percent came for business and another 0.3 percent arrived for visiting friends and relatives. 

2) U.S.A. 

United States of America is presently the second largest market for India though it accupied 
the top position till 1973. The tourists from this country have increased steadily over the years 
except during 1974,1975,1979,1980 and 1984. Havingregistered positive growth during 1985, 
1986,1987 and 1989, arrivals from United States of America showed negative growth of about 
6.7 percent and 6.4 percent during 1990 and 1991 respectively. However, the arrivals during 
1992 and 1993 recorded a growth of 29.8 percent and 3.9 percent respectively over the 
corresponding years. The growth registered during 1994 was 11.6 percent over the year 1993. 
The arrivals grew from 78,608 in 1980 to 1,76,482 in 1994 at a compound growth rate of about 
5.9 percent per annum. The Growth during 1995 was 15.2 percent over 1994. 

While 59.3 percent of the American tourists were males, the dominant age-group among them 
was 35-44 (24.2%) followed by the age-groups 45-54 (20.3%) and 25-34 (18.7%). 

On an average, an American tourist stayed for 28.7 days in India during 1994. The maximum 
number of tourist arrivals were during the winter months of October to December which 
accounted for 32.1 percent of total arrivals from this country. 

Available data on the province of stay of U.S.A. resident indicate that approximately 29.1% 
of the arrivals are from the province of California. The other Provinces contributing 
substantially to the arrivals in India were New York (22.3%), Washington (15.6%), Illinois 
(11.2%), Texas (3.4%), Pennsylvania (3.0%), Florida (2.2%) and Neveda (1.5%). 

While 94.2 percent of U.S.A. nationals visited India for holiday and sightseeing, about 3.8 
percent came for business and another 2 percent came for visiting friends and relatives. 

3) Sri Lanka 

Sri Lanka occupied third position by relegating Germany to the 4th position and constituted 
about 5.7 percent of the foreign tourist arrivals in India during 1994 among the top ten tourist 
generating countries. Arrivals of Sri Lankan nationals which were 68,402 in 1980 went upto 
89,009 in 1994 at a compound rate of about 1.9 percent per annum. The arrivals of this 
nationality have considerably declined in the recent years due to ethnic problems in that 
country. During 1984 and 1985, the traffic declined by 7.7% and 8.5% respectively. Though 
it registered an increase of 9.5% during 1986, again it declined by 1.7% in 1987,5% in 1988 
and 4.2% in 1989. The traffic increased during the year 1990,1991,1992 and 1993 registering 
a growth rate of 1.1 percent, 2.5 percent, 2.6 percent and 6.9 percent over the corresponding 
years. The arrivals from this country during 1994 registered an increase of 15.7 percent over 
1993 and during 1995 the increase was 28.3 percent over 1994. 

The peak period of Sri Lankan tourists was the first quarter from January to March 
constituting 26.4% followed by the second quarter April to June with 24.8% during 1994. 
About 99.4 percent of the tourists travelled by air and 0.6 percent by land. About 61.3 percent 
of the Sri Lankan tourists were males. The dominant age-group of tourists was 25-34 years 
(26.6%) followed by the age-group 35-44 years (24.7%) and 45-54 years (15.4%). 

Average duration of stay of Sri Lankan tourists in India during 1994 was 29.2 days. 

4) Germany 

Nationals of Germany contributed about 5.5 percent of the foreign tourist arrivals in India 
during 1994 and occupied the 4th position amongst the major tourist generating markets to 
India. The tourists from this country have been increasing steadily over the years except 
during some of the years in eighties. The arrivals grew from 55,855 in 1980 to 85,352 in 1994 
at a compound rate of growth of 3.1 percent. A substantial growth of about 37.0 percent was 
registered during 1986 followed by about 1.5 percent, 6.2 percent and 6.2 percent growth 
during 1987,1958 and 1989 respectively. The traffic during 1989 to 1991 continued to increase 
but the growth of increase was meagre. The growth during 1992 was 17.2 percent over the 

i year 1991. The traffic from this country declined by 1.3% during 1993. However, the traffic 
from this country increased by 5.9% during 1994 and 4.3 percent in 1995. 

Tourism, Markets 

Arrivals from U.S.A. : 

Arrivals from Sri Lanka: 

Arrivals from Germany: 
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Arrivals from France: 

Arrivals from Japan: 

About 61.3% of the German touiists were males. The age-groups of 25.34 years and 35-44 
years dominated the arrivals from this country with 26.5 percent and 25.8 percent respectively. 
The age-group of 45-54 years came next with 20.7 percent. 

Almost 99.9 percent of German tourists had their usual place of residence in Germany. The 
number of German residents who visited India during 1994 was 85,226 as against the arrivals 
of 85,352 German nationals. 

German tourists stayed on an average about 28.2 days in India during 1994. The maximum 
German tourists accounting for 36.8 percent visited this country during January to March 
1994. 

5) France 

The arrivals for French nationals also showed a steady increase from 1980 onwards with an 
annual compound rate of growth of 1.6 percent per annum till 1994. The arrivals grew from 
58,682 in 1980 to 73,088 in 1994. During seventies the growth achieved was in the range of 4 
percent to 56 percent but during eighties especially from 1983 onwards, there was a negative 
trend. The arrivals during 1986,~however registered an increase of about 49.6 percent. After 
having a negative growth of arrivals during 1987, arrivals from France showed a positive 
growth of 8.3 percent, 11.7 percent and 1.9 percent during 1988,1989 and 1990 respectively. 
The arrivals from this country increased by 7.1 percent during 1992 with arrivals of 74,304 
tourists. However, the traffic declined by 0.9% during 1993. The growth registered during 
1994 was about 3.4% over 1993. The contribution of French nationals. to the total tourist 
arrivals in India was about 4.7% during 1994. The growth during 1995 was 12.7% over 1994. 

About 57.6 percent of the French tourists were males. The age group 35-44 years accounted 
for 27.9 percent followed by age group 25-34 with 59 percent. 

The January-March period was the most popular for visits by the French tourists, constituting 
29.7 percent followed by the months of July-September with a percentage of 29.6 percent. 
The average length of stay of French tourist was about 30.2 days during 1994. 

6) Japan 

Japan is the most important tourist generating market of India in the East. Though the 
arrivals of Japan nationals were increasing steadily till 1980, it declined during 1981 and 1983. 
During 1985,1986,1987,1988,1989 and 1990, the arrivals from the country again went up by 
3.4 percent, 19.4 percent, 27.0 percent, 6.5 percent, 19.2 percent and 0.7 percent respectively. 
However, it declined during 1991 with 22.1 percent over 1990. The arrivals from Japan during 
1992 recorded a phenomenal growth of about 28.9 percent over 1991. However, the artivals 
during 1993 declined by 17.5 percent over the year 1992. The arrivals during 1994 were 63,398 
registering an increase of about 27.8 percent over 1993. The arrivals grew from 30,575 in 1980 
to 63,398 in 1994. The compound growth rate during this period was 5.3 percent. The year 
1995 witnessed a growth of 19.9 percent over 1994. 

The contribution of Japanese tourists to the total arrivals in India was 4.1 percent during 1994. 

In 1994 about 65.4 percent of the Japanese tourists were males. The dominant age-group of 
these tourists was 25-34years years (27.3%) followed by the age-group of 35-44 years (24.8%). 
On an average, a Japanese tourist spent about 23.1 days in India during 1994. 

The maximum number of Japanese tourists 20,556 (32.4%) arrived during the months of 
January to March followed by tourists 20,518 (32.8%) during the months of July to September 
(see Sec. 3.3). 

7) Canada 

The tourist traffic to India from Canada has grown since 1980 at a compound growth rate of 
6.3 percent per annum. The arrivals from this country during 1994 were 56,441 as compared 
to 23,783 in 1980. .The arrivals increased steadily from 1972 onwards except during 1984when 
there was a decline of about 15.8 percent. It, however, registered an increase of 37.3 percent 
during 1986 and went down by 5.4 percent and 0.5 percent during 1987 and 1988 respectively. 
Traffic increased during 1989and 1990 by 11.5 percent and 1.8 percent and decreased during 
1991 by 11.9 percent over previous year. However, the traffic from Canada increased during 
1992,1993 and 1994 by 20%, 10.2% and 18.% respectiyely. 



I 
I The share of Canada in the total tourist traffic to India was about 3.6 percent during 1994. 
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! About 98.5 percent of the Canadians tourists visited India by air during 1994. 

About 58.2 percent of the Canadians were males and the age-group which was pre-dominant 
was 35-44 years sharing 25.9 percent of the total followed by the age-group of 25-34 years 
(21.2 percent). 

I 

i As per the estimates available, the average duration of stay of Canadian tourists was 28.5 days 

! during 1994. 

j The October-December period accounted for 38.8 percent of the arrivals followed by the 
period January to March with 28.3 percent. 

The province in Canada which generated maximum traffic to India was Newfoundland (54.5 
percent). The other important tourist generating provinces were Ontario (31.7 percent), 
British Colombia (11.7 percent), Alberta (0.9 percent) and Quebee (0.6 percent). In 1995 the 
growth registered over 1994 was 18.1 percent. 

I 8) C.I.S. 

During 1988 the erstwhile U.S.S.R. emerged as one of the major tourist generating markets 
for India registering a growth of about 20.6 percent over the previous year. The growth 
registered during 1989 and 1990 was about 9.5 percent and 2.0 percent respectively over 
previous years. After showing the decline of 10.7 percent during 1991, the traffic momentum 
picked up and recorded a 21.5 percent increase during 1992. The growth registered in tourist 
arrivals from this country during 1993 and 1994 was 23.4 percent and 15.9 percent over 1992 
and 1993 respectively. The tourist traffic from C.I.S. during 1980 was merely 11,037 which 
increased to 56,387 in 1994 with a compound growth rate about 12.4% per annum. 

The contribution of C.I.S. to the total traffic to India was about 3.6 percent in 1994. The air 
was the predominant mode of transport to the C.I.S. tourist constituting 99.3 percent of the 
total arrivals. Remaining tourists came through sea and land routes. 

The male tourists constituted about 66.3 percent in 1994. The dominated age-group was 35-44 
years accounting for 33.8 percent of total arrivals followed by the age-group 25-34 years with 
32.5 percent. 

About 99.7 percent of C.I.S. tourists had their usual place of residence in C.I.S. and the 
number of such residents who visited India during 1994 was 56,244. 

The maximum number of tourists from C.I.S. came to India during January to March and 
July to September constituting about 29.6 percent and 27.5 percent respectively. 

t The average length of stay of C.I.S. tourists was about 23.3 days during 1994. 

I The 1995 C.I.S. ranking went down to l l th  with a decline of -27.9%. 

1 9) Singapore 

During 1993, Singapore emerged as one of the top ten tourist generating markets by relegating 
Malaysia at l l th  position. During 1994, Singapore relegated Italy to 10th position and 
occupied the 9th position. The arrivals from this country during 1994 were 44,157 as 
compared to 40,223 in 1993 registering an increase of about 9.8 percent. The tourist traffic 
during 1980 was merely 16,637 which increased to 44,157 in 1994 with an annual compound 
growth rate of about 7.2 percent. 

I 
I The contribution of Singapore tourists to the total traffic to India was about 2.8 percent during 
I 

1994. 
C 

The Male tourists constituted about 59.9 percent in 1994. The dominant age-group was 25-34 
years accounting for 28.6 percent of total traffic followed by the age-group 35-44 years with 
26.4 percent. 

Arrivals from Canada: 

Arrivals from C.1.S: 

Arrivals from Singapore: 

Maximum tourists from Singapore came to India during the fourth and second quarter of 
1994 constituting about 26.4 percent and 26 percent respectively. , 
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Arrivals from Italy: 

Arrlvals from Malaysia: 

The average length of stay of Singapore tourists was about 30.5 days during 1994. While 62.8 
percent of Singapore tourists visited India for 'Holiday and sight seeing,' 25.6 percent of 
tourists came for Business purposes. In 1995 Singapore went to the 10th position in spite of 
an 18.1 percent increase over 1994. 

10) . Italy 

As has been the case with many of the important West European nationalities, the Italian 
tourist arrivals were also on the increase from 1972 to 1989. However, the arrivals during 
1990 and 1991 showed a decline of about 3.1 percent and 16.4 percent respectively. The 
arrivals from Italy during 1992 registered an increase of about 24.3 percent but the traffic 
declined during 1993 and it was about 21.3 percent over 1992. -The traffic from this country 
increased by 7.9 percent during 1994 over 1993. While the arrivals from this country during 
1980 were 29,002, it increased to 43,510 in 1994 registering a compound rate of growth of 
about 2.9 percent. 

The contribution of Italy to the total tourist arrivals in India was 2.8 percent in 1994. The 
pre-dominant mode of transport was air constituting about 98.7 percent of the arrivals. 

The percentage of male tourists was 5.8 percent in 1994. The age-groups dominant in the 
arrivals were the age-group of 35-44 years accounting for 29.1 percent of the arrivals followed 
by the age-group of 25-34 years with 28.4 percent. 

The July-September quarter accounted for tne maximum number of arrivals constituting 37.6 
percent followed by the quarter January-March with 28.7 percent. 

The average duration of stay of an Italian tourist was 26.2 days during 1994. 

In 1995 Italy moved upto 8th position from 10th with 21.8% increase over 1994. Malaysia 
moved to 10th position in 1995 with an increase of 22.8 percent over 1994. The 1995 figures 
show that many countries showed an increase over the previous year ahd many tour operators 
are moving to these new markets. The countries which showed an increase of more than 15 
percent in 1995 are mentioned in Table-5. 

Table 5 
Tourist Arrivals in India: Increase in Percentage 199511994 
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Table 6 gives thepercEntage of foreign tourist arrivals according seasonal division. It indicates 

! 
that the maximum arrivals are during January-March followed by October-December. Table 

i 7 gives the lean and peak months. 

Table 6 
Time of Visit 

Table 7 
Peak and Lean M o n h  of Advals Durlng 1994 

Table 8 gives the percentage of Age-groups of foreign tourists. It shows that the maximum 
arrivals are in the age groups 25 to 34 and 35 to 44. Table 9 gives the proprotion of tourists 
according to sex. It shows that the number of women foreign tourists is increasing every year. 

Table 8 Table 9 
Proportion of Towists According to Age-groups Proportion of Tourists according to sex 

&e-gr~UP 1993 1994 

Over 64 years 3.3% 3.0% 

55 to 64 9.8% 7.7% 

45 to 54 18.5% 17.6% 

35 to 44 22.3% 17.6% 

25 to 34 24.3% 25.6% 

15 to 24 12.2% 11.8% 

3 to 14 9.2% 8.9% 

3 3  CASESTUDY 

In the previous Section we gave you an idea about the tourist generating 
markets for India. However, for marketing purposes this data only provides Table 10 . 
the basis as these markets have to be further segmented according to the Japan~eTowists(PurposesOfTrevel) 

Percentage variables mentioned in Unit 2. In this Section we provide you certain 
characteristics of the Japanese market as a case study. 

Dr. P. Sastry, Regional Director, East Asian Region DOT made a 
presentation at the India Marketing Meeting organised by DOT in March, 
1996. The information provided here is based on her presentation. 

Table 10 gives the purpose of travel among men and women. Though 65.4 
percent tourists are men the figures indicate that the number of pleasure 
travellers is larger among women. 

Source: DOT, Govt. of India. 
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The amount of free time is increasing among the Japanese and a strong currency brings in 
added advantages. The domestic travel costs are high in Japan and people frequently travel 
overseas. The destination brand is the most important factor in travel decision making 
followd by the price tag. The image of the destination is governed by factors like: 

accessibility, 

good hotels, 

agreeable climate, 

good sight seeing, 

shopping facilities, and 

safetj. 

The Japanese are affluent tourists. They come under the category of high spenders, though 
they are cost conscious. On an average they spend five times more than U.K. tourists and 
three times more than the U.S. and French tourists. They prefer personalised services and 
carefully choose the destinations out of the many available. They make use of every possible 
source of information in their decision making. Among them family travel is on the increase 
and children groups are also travelling. 

It is suggested that the Travel and Tourism Industry in India should: 

package special tours and services catering to their perceptions rather than selling 
general packages meant for all nationals. This means developing exclusive packages to 
suit their needs, 

market not just pilgrimage tours of Buddhism only but combize culture, adventure, 
health, leisure and sight seeing in the packages, 

target young people and women, and 

attempt to fill the "information gap" about India. 

It should be noted that as per the Japan Travel Survey by ab' road travel magazine: 

India ranked as number five in the list of new areas for visits, 

Delhi figured in the top 50 places they want to visit, 

India was rated as giving a very high travel satisfaction by those who have visited, and 

about 80% of potential visitors to India are aware that India is a good destination for 
cultural tours. 

\ 

Similar exercises are carried out to understand various tourism markets the world over (See 
also Unit 26, TS-2). 

Check Your Progress-1 E z I  
1) What is the role of travel time in selecting destinations? 

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

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

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

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

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

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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! 2) List some features of the Japanese market. 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
i . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

3.4 INTRA REGIONAL 

We have seen earlier that intra regional tourist flows are on the higher side in Europe, East 
Asia and America (See Sub-sec. 3.2.1). In relation to India Table 11 gives you the figures of 
arrivals from neighbouring countries. 

Table 11 
Tourism Airivals in 1nih 

Source: DOT 

When compared with the tourist flows in other parts of the world the number of intra regional 
tourists visiting India is not very encouraging. Political conditions and relations have been 
playing a major role in this regard. However, it is time that efforts should be made to increase 
the tourist flows. The SAARC nations have initiated measures in this regard and the tour 
operators, travel agents hoteliers and airlines from these countries are joining hands not only 
to encourage intra regional tourism but also to jointly sell South Asia destinations in other 
markets. A South Africa Travel and Tourism Exchange (SATTE) mart was held in New 
Delhi in April 1996 "to showcase as sellers of the combined tourism products." The Indian 
Tourism Industry is also targeting the markets in neighbou-ing countries to increase the 
market share. This exercise is to be based on the various approaches for Market 
Segmentation dealt with in Unit 2. 

3.5 DOMESTIC MARKETS 

In TS-2, Unit-2 the prollle and flows of domestic tourists were discussed at some length. In 
this Section we provide certain other information in this regard. The Department of Tourism, , 
Government of India had conducted a pilot survey of domestic tourists at 22 centres spread 
all over the country in 1981-82. Besides the findings of this survey not much data is available 
except for the statistics of arrivals collected by some state tourism departments. 

t Based on this pilot survey Tables 12 to 21 provide you certain information about domestic 
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Total Female 

Table 13 
Trawl Habits 

With Famihr 63.8% 

Tabk 12 
Slatewise Orlgin 01 Domestic Toorists (1981-82) 

Table 14 
Average Lengih of Stmy 

Table 15 Table 16 
Expenditure P a t h o  Accommodation Used 

Table 17. Table 18 Tabk 19 
MoaeS olTrPnapor( Used Occ~~pational Staton . Inwme SiaW (ln Rupees) 

1. Accommodation 34.4% 

2. Food 23.8% 

3. Inter City transport 10.4% 

4. Shopping 26.7% . 

5. Entertainment 1.8% 

6. Miscellaneous 2.9% 

~ % P v  NnmkrdDngs 

1. Metropolitan cities 7.6 . 

2. Other Business Centres 4.3 
- 

3. Hill Stations and Beach Resorts 6.0 - 
4. Historical Sites 2.8 

5. Pilgrim Centres 2.4 

6. All Centrcs 5 A 

1) Rail 49.7% 

2) Bus 

3) Taxi 3) S e ~ c e  36.3% 

4) Air 4.7% 

5) 0.6% 5) Students 4.0% 

1. Hotels 57.2% 

2. Private Lodges 19.4% 

3. Dharamshalas, etc. 16.2% 

4. Tourist Bunglows, 6.2% 
. Youth hostels, etc. 

5. Others 1.0% 

* ~ o e s  not include figures of cars 
and vans m e d  by tourists. 

Below 6,000 4.9% 

6,000 to 10,000 20 A% 

10,001 to 20,000 32.6% 

20,001 to 30,000 215% 

30,001 to 50,000 12.8% 



Table 20 
Purpose of Travel 

Table 21 
Age-wsie Breakup 

I The data provided in Tables 12 to 21 is slightly outdated as the year of survey is 1981-82,. 

1 However, certain trends which emerge through this data are relevant. For example: 
1 Age is an important factor with 30 to 55 years being the largest group followed by 13 to 
f 29 years (Table 21). 
I 

Table 13 indicates that majority of domestic tourists travel d t h  family. 

b Leisure, business and pilgrimage remain the dominant purpose of travel (Table-20). 
F 
L 
I- People from business, service and professionals form the bulk of the tourist market 
I (Table l8), 

1 .  Majority of tourists come from middle class and upper middle class (Table 19), 
I 

i 
Domestic tourists don't go for long holidays (Average 5.4 days) as compared to foreign 
tourists whose average length of stay in India is 28.4 days (Table 14). 

Rail travel remains the dominant mode of travel (Table 17). 

t 
I ,  Most of these trends also get reflected from the data collected at destinations by the local 

I 
authorities. For example, a survey conducted by the Tourist Office at Ranikhet (hill station 
in Kumaon hills of U.P.) in 1987 gave following results: 

1 
Occupation wise 35.5% toursts were from government service, 24.7% from private 

t sector, 19.4% from business and 4.3% professionals, followed by 12.3% others. 

I 90.3% tourists were from the age group 21 to 50 years. 

Regionwise 41% tourists were from West Bengal, 29% from north and 19% from 
Maharashtra and Gujarat (Compare this trend with Table 12). 

! 
The results of the survey conducted by the Himachal Pra&sh also gave similar indicators: 

Occupation-wise business had a share of 49.5%, professions 8.4% service 28.4%, 
agriculture 4.6% and students 4.6%. 

I Tourists belonging to Northern states were 89.75% followed by Western states 5.5% and 
eastern states 3.1%. 

I Again, income wise the upper middle class share was 33.5% followed by middle class 
58.%, etc. 

The tastes and trends among the domestic sector are alos changing fast. For example: 
Adventure and Eco-tourism is picking up, 

Week-end travel to nearby destinations is increasing, 

I Group travel by School children and college students is on the increase, 

Tourists are demanding special packages and services, particularly among the higher 
income groups, 

Beside LTC travel by government employees, private sector employees are also getting 
travel incentives, 

f The number of honeymooners is increasing, 

t Expenditure on shopping is increasing with a demand for ethnic products and 
handicrafts, 

I P i i i e  is being mixed with leisure, 

I Conventions tourism is picking up, 

t 
I. 

Marriage groups have started using the services of domestic tour operators, 

I The frequency d travel for leisure is going up with people taking more than one trip in 

l a year, e tc  



The importance of domestic tourism has been acknowledged by the government and efforts 
are being made to provide better facilities for domestic tourists. Destinations like Goa are 
targetting the domestic market during off season. Recently a Domestic Tour Operators 
Association has also been formed with the aim to highlight the problems in their area. 

Domestic tourism markets are mainly concentrated in big and medium towns and the country 
side market which is yet to be explored. 

Table 22 
Estimated Domestic Tourist Arrivals 

Fimres related to Kashmir valley only. 



1) What are the emerging trends in domestic tourism? 

2) What is the importance of intra-regional tourism? 

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

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

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

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

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

3.6 LET US SUM UP 

The top fifteen tourist generating markets of the world are the developed countries and 
interestingly most of them are among the list of top arrivals also. This Unit familiarised you 
with India's share in the world tourism market; the perfomance of ten top markets for India 
and the characteristics of these markets. Similarly, the Unit gave you an idea about 
intra-regional travel which compared to America, Europe and South-East Asia is much less 
in the IndianSub-continent. The Domestic travel is on the increase and more market research 
is requiredin this area. 

3.7 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progrss-1 z 
1) Travel time is crucial. Generally long haul destinations and big countries like India tend 

to lose in this regard. For example, an American wants to take a holiday. He has eight 
days vacation. He realises that India being a big country canndt be covered in five days 
as two days will go in travel and another in jetlag. Hence, the idea to visit India is kept 
for some future date which may or may not come. 

2) Base your answer on Sec. 3.3. 

Cheek Your Progress-2 n 
1) Base your answer on Sec. 3.5. 

2) Attempt the answer by using your own imagination. 



Understanding Tonrism 
M u k t  SOME USEFUL BOOKS FOR THIS BLOCK 

R.M. Chisnall, Marketing, A Behavioural Analysis, 
London, 1985. 

Cooper, et a1 

Philip Kotler 

Philip Kotler 

Tourism: Principals and Practices, 
London, 1993. 
Marketing Management: Analysis, Planning 
and Control, London, 1984. 

Marketing for Non-Profit Organisations, 
New Jersey, 1975. 

Victor T.C. Middleton Marketing in Travel and Tourism, 
Oxford, 1993. 

IGNOU Management Courses : MS-6, Marketing for Managers and 
MS-64, Marketing of Services. 

Stephen Morse Management Skills in Marketing, 
Berkshi, 1982. 

ACTIVITIES FOR THIS BLOCK 

Take a sample population in your neighbourhood of 10 to 15 families. Segment them as per 
their. 

travel habits, 

motives of travel, 

expenditure on travel, and 

destinations they would like to visit. 

You will have to prepare a small questionnaire for this. 

Interview some domestic tourists visiting your area as to their expectations regarding services 
and facilities. 

If possible visit 2 or 3 tour operators and find out which market segments do they cater to 
and why? 

Select any one segment of the tourism industry you like and make a marketing plan for the 
same. 

As a potential customer of tourism services, map out your own wants and needs, etc. 



TOURIST ARRIVALS IN INDIA BY COUNTRY OF NATIONALITY 
DURING JANUARY TO DECEMBER 1996-1998 

(INCLUDING NATIONALS OF PAKISTAN AND BANGLADESH) 

NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE 
( J a n u a r y  - D e c e m b e r )  1997196 1998197 

NORTH AMERICA 

t Canada 
U.S.A. 

i Others 

i 
Total 302894 322864 324920 6.6 0.6 

1 CENTRAL AND SOUTH AMERICA 
.,+' 

Argentina 2839 3202 3776 12.8 17.9 
Brazil 5194 482 1 6498 34.8 
Mexico 2400 2364 3462 -1. -7f 46.4 
Others 8913 6624 9965 -25.7 50.4 

Total 19346 1701 1 2370 1 -12.1 39.3 

WESTERN EUROPE 

Austria 
Belgium 
Denmark 
Finland 
France 
Gerqany 
Greece 
Ireland 
Italy 
Netherlands 
Norway 
Portugal 
Spain 
Sweden 
Switzerland 
U.K. 
Others 

/ 

Total 82 1222 83 1329 85341 1 , 1.2 2.7 

EASTERN EUROPE 

Czechoslovakia 
' Poland 

C.I.S. 
Others 

Total 55673 45097 48243 -19.0 7.0 



NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE 
( J a n u a r y  - D e c e m b e r )  1997/96 1998197 

E ~ Y  pt 
Ethiopia 
Kenya 
Mali 
Mauritius 
Nigeria 
South Africa 
Sudan 
Tanzania 
Zambia 
Others 

Total 89148 102361 110708 14.8 8.2 I 
1 

WEST ASIA 

Behrain 
Israel 
Jordan 
Kuwait 
Oman 
Qatar 
Saudi Arabia 
Syria 
Turkey 
U.A.E. 
Yarnen Arab Republic 
Others 

Total 1 14262 1 12607 95589 -1.4 . -15.1 

SOUTH ASIA 

Afghanistan 12943 3151 3605 -75.7 14.4 
Iran 12171 11338 9828 -6.8 13.3 
Maldives 1083 1217 21 19 12.4 74.1 
Nepal 43426 43155 38199 -0.6 -1 1.5 
Pakistan 41810 45076 44057 7.8 -2.3 
Bangladesh 322355 355371 339757 10.2 -4.4 
Sri Lanka 107351 122080 118292 . 13.7 . -3.1 
Bhutan 2828 2318 2915 -18.0 25.8 

- 

Total 543967 583706 558772 7.3 -4.3 



NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE 
( J a n u a r y  - D e c e m b e r )  1997196 1998197 

SOUTH EAST ASIA 

Indonesia 770 1 7756 5728 0.7 -26.1 
Malaysia 53370 6040 1 47496 13.2 -2 1.4 
Myanmar 2306 268 1 3022 16.3 12.7 
Philippines / 5152 5756 5527 11.7 -4.0 
Singapore 47136 52004 54328 10.3 4.5 
Thailand 16188 16494 16368 1.9 -0.8 
Others 955 1113 1055 16.5 -5.2 

Total 132808 146205 133524 10.1 -8.7 

C EAST ASIA 

China (Main) 56 13 
China (Taiwanj 8066 
Hong Kong 8560 
Japan 990 18 
Korea (South) I 16173 
Korea (North) 6560 
Others 276 

Total 144266 146880 129366 1.8 -1 1.9 

AUSTRALASIA 

Australia 
Newzealand 
Fiji 
Others 

Total 63 063 65387 802 12 3.7 22.7 

Stateless 121 1 647 183 -46.6 -71.7 

Grand Total 2287860 2374094 2358629 3.8 -0.7 

Source : Department of Tourism, Government of India 



UNIT 4 MARKETING RESEARCH 

Structure 

4.0 Objectives 
i 4.1 Introduction 

4.2 Marketing Research 

I 
4.2.1 Purpose 
4.2.2 Items 

4.2.3 Categorisation 
4.3 Scope for Research 
4.4 Sources of Information 1 4.5 Designing a Market Research 

i 4.5.1 Purposes of Market Research 
I 4.5.2 Market Information System and Data Sources 

i 4.6 Market Surveys 
4.7 Questionnaires or Instruments 
4.8 Persons to Interview 
4.9 Interpretation 
4.10 Let Us Sum Up 
4.11 Keywords 
4.12 Answers to Check Your Progress Exercises 

4.0 OBJECTIVES 

After reading this Unit, you should be able to: 

explain what is marketing research, 

understand why and how marketing research is conducted, 

enumerate the sources of information on marketactivities, 

describe what is a market survey, and 

design and direct a marketing research activity. 

- - - - - -  

4.1 INTRODUCTION 

Those who make decisions on marketing matters, need information relating to the market, 
viz. the consumers, the competition, the trade and the distribution system. Marketing 
research is.related to the collection of such information. 

Some Marketing information can be generated on a continuous on- goingbasis, from sources 
within the organisation. If records are kept of tourists arriving in the country at every entry 
point and at every destination and the information-in these records are regularly collated, it 
is possible at any time to know about the tourists from various countries, their flow within 
the country, the duration of stay, their preferences for various destidations and attractions 
and so on. This data is generated from the Market* Information System. 

But if we would like to know what proportions of tourists from various countries come to 
India, and why some of them go to countries other than India, so that we may think of ways 
to attract them to India, a special study will have to be made,. That special study would be a 
Marketing Research activity. The market is complex, consisting of a variety of elements. 
Each of these elements has its own dynamics. They are also affected by other elements. It is 
not easy to even know some of these elements or the changes therein, and the ways they 
influence each other. Here lies the role of Marketing Research (See also Block- 6, TS-1). 
This Unit will help you in understanding the concept and operational aspects of Marketing 
Research and its importance in the context of tourism industry. 



Market Adpb 4.2 MARKETING RESEARCH 

Marketing Research may be defined as s~tematic collection and analysis of data relating 
to the marketing of goods and services. Different scholars have defined it in different ways. 
For example, Philip Kotler describes it as a 

"Systematic problem analysis, model building and fact finding for the purpose of important, 
decision making and controlin the marketing of goods and services." 

Similarly Green & T d  mention it as a 

"Systematic and objective search for and analysis of information relevant to the 
identification and solution of any problem in the field of marketing." 

All these definitions point to: 

8 systematic collection of data, 

8 objectivity and exhaustiveness, 

8 analysis of data, 

8 purposes of problem solving and decision making. 

42.1 Purpose 

The purpose of Market Research has to be clearly defined. Data gathered through 
Marketing Research will, by definition, be related to the field of Marketing. These may be 
in the areas of : 

8 the product, 

8 the consumers profile, (their behaviours, preferences) 

8 the competition, (market shares), 

the trade structure, (distribution systems, facilities), and 

market characteristics, (size, growth, spread, demand). 

The research may be limited to a specific problem or deal with a very comprehensive topic 
covering all the manifold facets of the market and marketing operations, providing the basis 
for making decisions in marketing strategy. For example at the macro level, the Government 
of India may arrange for a study of tourists into India and other countries, their distinct 
profiles and preferences in order to develop suitable national policies on tourism. On the 
other hand the manager of a particular attraction may want to know on what facilities he has 
to invest to match the needs of visitors. Broadly, the purpose or Market Research may be 
either any one or two or peirhaps all  of the following: 

8 to plan more effectiv~ely, 

8 to find satisfactory explanations for events or experiences, 

8 to identify problems and provide solutions, etc. 

In fact it is related to practically everything in the modern competitive environment and the 
purposes can be manifold. 

While conducting Marketing Research the emphasis is on: 

8 Objectivity, i.e. determining the facts as they are, instead of individual hunches on what 
the facts are or ought to be. For example'those who are in the business think that they 
know everything , where as the professionals check. and ensure that information is 
reliable and authentic. 

8 Completeness i.e. the availability of total data. This is ensured through proceeding in a 
systematic and planned way and avoid looking at only certain segments. 

8 Reliability This d e ~ n d s  on the manner in which the research is designed and structured. 



Marketing Research may seek information on: 

Market - its size, spread, growth, in terms of volume and revenue share of competition, 
segmentwise. 

Consumer - his profiles, habits, needs, preferences, expectations, perceptions both 
quantitatively and qualitatively. 

Products - to know differentials among competing products in same position, price 
sensitivity, packaging, servicing, acceptability of features. 

Promotion - sales, effectiveness of communication, reach of media reaction topromotion I strategies, effectiveness of sales force. 

e Distribution - facilities available for Stocking, merchandising, outlets shelf space usages, 
retailer loyalties. 

I Performance - monitoring and evaluation. 

D 
I 

Further in the case of the tourlsm industry, the reseaich may seek information on: 
i 
I e number of tourists of various kinds, (leisure, study, holiday, recreation, pilgrimage, 

cultural, etc.) emanating from different countries, even towns, and proceeding to I : different countries. 

j e modes of travel, durations of stay, life styles and expenditure patterns of tourists going 
elsewhere and coming to India. 

experiences of tourists at entry points in India, during travel within the country and at 
destination points, relating to accommodation, food, access, information, guidance, 
facilities for communication, money and health care and generally about behaviour of 
hosts, specifically looking at expectations not met. 

adequacy of accommodation (of different kinds) and ancillary services in terms of 
expectations. These services may relate to essentiak like travel, money exchange etc. or 
to shopping, souvenir collection, entertainment, cuisine, contact with local people, etc. 

4.2.3 Categorisation 

Research can be grouped into three categories: 

exploratory, 

descriptive, +d 

causal. 

Exploratory research focuses on the discovery of ideas and is generally based on secondary 
data. It is a preliminary study. The researcher may have to change the focus as a result of 
new ideas and relationships among the variables. 

A descriptive study is undertaken when the researcher wants to know the characteristics of 
certain groups such as age, educational level, income, occupation etc. 

A causal research seeks to find cause and effect relationships between two or morev.ariables. 

4.3 SCOPE FOR RESEARCH 

The scope of marketing research is very vast in tourism and covers every constituent or 
element of the tourism industry. Whether it is the Government, travel agency, airlines, hotels, 
tour operators, tourist transport operators, guides, escorts, etc. and even non profit 
organisations, all can benefit from market research. Each ought to study consumer 
behaviour, consumer demands and attitudes. Moreover they have to understand the 
competition, the characteristics of the market, promotion campaigns, impacts, etc. 

Each one of the constituents of the tourism industry contributes in some way to the total 
experience of the tourist. Hence, each one would like to know how it is contributing to the 



Markt Analysis tourist's satisfaction and how they may enhance the satisfaction. Each one may also like to 
know about the contribution or performance of the other elements in order to develop synergy 
with them, if possible. 

Each of these elements can do the market research separately themselves or a group may do 
the research jointly for the benefit of the members of the group. For example, an association 
of shopkeepers may be a group and another such group may be the local guides. They may 
come together to understand the issues of common concern, although there may be 
competitions on a day-to- day-basis. 

The Market Research may also be done by one of the regulatory authorities with a view to 
take decisions on their own regulations and the other elements that need to be organised. It 
is only through such research that one can know the level of tourists' satisfaction or the 
problems faced by them. For example it was through the filling of the feed back forms that 
the hotel owner came to know that the tourists did not have information on the shops in the 
market, the kind of items they held in terms of variety and price ranges. Some of them came 
to know about the availability of some items, which they would have l i e d  to buy, only when 
they saw those items with other members hi the party, on the way home. 

If they could go through such information in the hotel, before venturing out into the market, 
they could have made better choices on where to go and save time and effort. 

Tour operators may have to research and collect information on changes relating to: I 
the environment - political, social, legal, economic, technological. 

places to visit, facilities therein, infrastructure available, etc. 

profde, habits and interests of tourists. 

This information would help decide on: 

new places or routes, to take tourists to, 

emerging tourist groups to cater to, 

the changes in formalities to be observed at various points, 

the places to avoid due to possible risks, 

how the new facilities and or infrastructure would affect the package as planned, and the 
costs thereof, 

how the changes in regulatory (legal) systems relating to customs, police, foreign 
exchange, may affect the movement and activities of the tourists, 

how to influence these changes, either expediting them or reversing them, if they are 
likely to adversely affect the flow of tourists, etc. 

The information may be cdllected by or for all the tour operators together, but each operator 
may respond to each information differently, depending on the segment he or she caters to. 

Governments or tourism development authorities can use the research information to know 
the habits a d  interests of tourists, particularly of those going to other attractions, so that they 
may develop strategies to divert some of that traffic to their respective areas. Such 
information is also necessary to segment the market and to create appropriate promotion 
and communication messages to be focussed on the target groups. 

Each of these elements may do the research for information on how the competition is 
performing relative to itself in an attempt to understand its own performance and possible 
ways to improve thereon. This information may relate to pricing, relationship with 
distributors (travel agents, tour operators etc.), and facilities provided (to end users and 
intermediaries). 

4.4 SOURCES OF INFORMATION 

The information required for decision making would be available in: 

the records of the organisation concerned. This is called marketing informatioa. 



Mnrkcung qesemch 
the records elsewhere in publications, trade information etc. This is called secondary 
data. 

In this Section we basically talk of primary data collection and sampling methods. Information 
not available within the records of the organisation or as secondary data will be treated by us 
as primary data to be collected. . 
Records of immigration authorities will show the number of tourists from each country, the 
places they have visited and the hotels they have stayed. Some enquiry into the records of 
the hotels and shops may provide data on the patterns of expenditure and durations of stay 
and preferences for different kinds of accommodation or food. But none of the records will 
show why they preferred to come to the host country, what specifically they were looking 
for, what is it that they are excited about and or displeased about. This informationis primary 
data. Even if some research had been done on this issue earlier this is prim* data because 
changes take place over a period of time. 

I Collection of primary data is field work. Persons will have to be contacted either individually 
or in groups. They may be just observed or talked to, seeking responses to: 

1 
questions 

I hypothetical situations, and 

pictures and ipages. 

The number of persons to be contacted for collecting data relevant for research is very big. 
For example, all the 1.6 million tourists coming to India from abroad have to be contacted if 
complete data is to be had about tourist preferences and experiences. This is impossible. 
The practical method is to contact a much smaller number, so chosen as to be representative 
of the total. The smaller number is chosen for research purposes on the basis of sampling 
techniques validated by statistical theories. The total number of which the sample is a part 
is called the population or universe. The sample is representative of the population or 
universe. 

There are different methods of sampling. 

i) Random Sampling is whereby samples are taken froA the population by methods that 
ensure that there is no bias. In random selection, every member of the population has 
an equal chance of being in the sample. The choice is free from human judgement. For 
example, winning tickets in a lottery are picked on simple random basis. Tables of 
random numbers, generated by statistical methods, are available and may be used to 
choose samples from a population which is listed in numerical order. 

ii) Systematic Sampling seeks to introduce some order into the choice of sample, yet ensure 
lack of bias. If the sample to be chosen is-one tenth of the population, every 10th person 
in the list of the population can be included in the sample. This will be a good sample if 
the list (of the population) is not arranged on characteristics relevant for the research 
study. Every 10th can be decided upon as Nos.1,11,21,31 etc. in the list or Nos. 5,15,25, 
35 etc. in the list. 

iii) Stratified Sampling is the process whereby samples are taken from dilferent segments 
of the population. For example, if we take a sample from all the tourists coming into 
India in a month, and that month has a heavy inflow of one kind of a tourist, (in terms of 
age, interest or country of origin) the sample may not be representative enough. -We may 
take samples from every age group, interest group or country of origin separately. Or 
we may take samples from every month separately. We may like to know about the 
experience of tourists at beaches, at heritage places, or whether they are having large 
budgets or only small budgets, etc. If so, we may take separate samples from these 
different groups. 

iv) Area Sampling is a kind of stratified sampling where the population is separated on 
geographical dimensions. Samples could be taken separately from those visiting the 
places in the South and others visitiog in the Northern cities having common motives for 
travel. 

Other Methods - For convenience sake, the rigid methods prescribed by considerations of 
statistical validity are not adhered to sometimes. Accessibility sometimes decides the choice 



Market ~nalysis of sample. For example, one may stand at the gate of a popular attraction like an exhibition 
or a park or a monument and contact all or every 10'th person coming in, or every 10'th guest 
registering in a hotel may be met; or every 10'th passenger coming out of an airport may be 
met. Gates, reception desks or airports are not places where anybody would be willing to 
answer a researcher's questions. These methods may be alright, however, for some kind of 
studies involving not more than a couple of questions. 

Check Your Progress-1 I 
I) The following methods are used when selecting names from a telephone directory, for a 

survey. State what kind of sampling each one of them is. 

a) Using a table of random numbers. 

b) Taking the first name in every column in every page. 

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

c) Taking every hundredth name in each locality, identified by PIN Codes. 

2) Which of the alternatives provided are correct. 

a) Purpose of research is 
. . . . . . . .  i) making decisions, ii) solving problems, iii) building data bank 

b) MIS provides 
i) primary data, ii) secondary data . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

c)  A research study made 5 years back provides 
i) primary data, ii) secondary data . . . . . . . . . . . . . . . . . . . . . . . . . .  

4.5 DESIGNING A MARKET RESEARCH 

The design of a research study depends on the purpose for which it is being done. The 
purpose will decide what data has to be collected and the population from which the data 
will bhl lected.  

4.5.1 Pukposes of Market Research 

Some purposes have been indicated in Sections 4.2 and 4.3 earlier. Some other purposes of 
Market Research in tourism may relate to: 

8 foreign exchange, costs of tourism, leakage through import (foodstuffs, construction 
materials, capital equipment), repatriation of profits. 

8 economic costs represented by improvements in per capita income, inflationary effects, 
shifts in occupations, loss or gains in local crafts, disparities in income and life styles, 

8 social costs represented by tensions in local - tourist interface, changes in lifestyles, entry 
of non-locals relegating locals to marginal occupations, moral corruption, effects on 
culture, shift of resource from social welfare, etc. 

8 environmental costs, pollution, erosion, loss of greenery, damage to coral reefs, etc. 

With regard to a tourism product, the research may relate to: 



planning: to identify potential, its locations, pricing and promotions, 

launch: whether planned products will attract expected levels of tourists, 

potential users: where are they coming from, 

experience: why product is suffering or doing well in demand compared to original 
expectations or cornparid to other products, or 

0 business analysis: to identify type, range,source of existing business to assist 
concentration of marketing and sales activities, etc. 

/ Some of tho studies (on social costs for example) will require studying the local population 
(hosts) at the tourist centre. Some will require studying the establishments at the centre. 
Some will require study of the visitors (guests). Generally, those in small business do not pay t 
any attention to market research. However, in a service industry like tourism it is essential 
that market research is taken up at the most micro levels also in order to bring in a more 
professional attitude. 

I 4.5.2 Market Information System and Data Sources 

With clarity in the purpose of research, the data to be collected is also identified with clarity. 
It can also be known whether the study should use and tap: 

the Market Information system (MIS) 

secondary data sources, or 

primary data sources. 

For example the MIS of a hotel will provide data on: 

the number of guests travelling on business, or for sightseeing and leisure or for 
conferences, 

how many of thcm come back (repeat business), 

their mode of payment (cash, cheque, card), 

how many among them are company sponsored, and 

how many of them use the restaurant, bar and so on. 

This information is always useful by itself. If compared at different times, it can alio show 
changes that may bc taking place and the effects of strategies that the hotel may have adopted 
to influence some of these factors. 

A well designed MIS must have the following chara&eristik: 

Information available through it should be 
a) relevant, 
b) on time, 
c) reach the appropriate (concerned) decisio; makers. 

Information should be adequate - neither too much, (overload) nor too little (sparse) 

Presentation of information should be precise, clear and complete. 

Information should be supplied on regular basis as well as whenever required to deal 
with specific situations/problesms. 

Secondary sources for data may not generally be known. That itself may be the subject of 
research. Studies and rcpqrts may have been made by others interested in the subject. 

They may havc done it internally or through some specialised agency undertaking such 
studies. Students of University courses may ha$e done some project work. The MIS of other 
.organisations may have relevant data. Enquiries with the press, particularly trade journals, 
and specialised research agencies, may provide some clues as to the possible sources. 

Marketing Research I 

If data has to be collected from primary sources, decisions have to be made on: 

choice of samples (whom to,meet) 



method of data collection (how), and 

design of questionnaires and instruments to be used (what to collect) 

Data may be collected through observation of the persons, their actions, their reactions, the 
levels of enjoyment, what they avoid, what they choose, how they do, and so on. Preferences 
can be known by experimenting with different k i d s  of transport or different timings, or 
different routes or different menus and analysing the difference in responses. 

4.6 MARKET SURVEYS 

One of the common techniques of market research is the market survey. Market survey aims 
to directly contact the persons concerned and obtain idormation from them. If the entire 
population is sought to be contacted, it is called a Census Survey, Otherwise, the responses 

1 
are sought from a sample of the total population. That is called a Sample Survey. 

I 
t 
I 

The survey may be conducted with each person who is contacted being asked to: I 

! 

respond to a printed questionnaire, after reading the questions, without any help from 
anyone, 

respond to questions asked by the researcher based on a prepared questionnaire, being 
helped by the researcher, to clarify the meanings of the questions, 

answer open ended questions asked by the researcher, which provides more freedom 
and flexibility to the respondent to express himself. 

Persons may be sent the questionnaire by mail and requested to respond. Mail Survey makes 
it possible to contact large numbers of people, spread out all over the country. Such interviews 
by mail may not work if the respondents are not literate. The response rate to mailed 
questionnaires is usually very low, 20% or even less. The reasons for such low responses are: 

non delivery, 

incorrect addresses, shift of homes and jobs not having been known, 

indifference to such questionnaires, or 

oversight in the midst of other pre-occupations 

The response will be better if the questionnaire is accompanied by reply envelopes on which 
postage stamps may or may not be fmed. 

Instead of mail, the person can be contacted on telephone also and requested to respond. 
The response rate may be better from those contacted. But the numbers contacted may be 
less, because they may not be available (or even free) when called. More than one telephone 
call may be necessary. This is an expensive method. It is also possible that the person 
responding at the other end, may not really be the person you have called. 

Personal interviews are very effective in terms of quality and completeness of responses. This 
method is however, time consuming. It needs prior appointment as well as travel time. 
Attempts to meet peisons for personal interviews without prior appointment may sometimes 
be met with hostile reactions. 

If the persons to be contacted are many, the interviews will have to be conducted by many 
researchers. There is then the risk that the understanding of the responses and the recording 
thereof in the questionnaires may suffer from individual biases. This is so if.the responses 
seek qualitative data. The field staff for the research must be recruited carefully, trained well 
and also supervised, if the data brought in by them has to remain reliable. 

QUESTIONNAIRES OR INSTRUMENTS 

A Survey is a technique of market research, undertaken to gather information about matters 
concerning events and phenomena in the market. Much of such information will be gathered 
from the views and perceptions of the people. For example, if we want to know about the 
respective market share of competitors, the most reliable source is the actual figures.of sales 



of each competitor. Some agencies.compile such data and provide it to interested persons 
at a price. A survey of retailers a o  may provide the information, if proper sampling is done 
and if the retailers have kept records of sales, product-wise,or manufacturer-wise. If such 
records are not available, the retailers perceptions will indicate trends, though not exact 
figures. If the information sought is why customers prefer particular products or brands, this 
is a qualitative informatian and cannot be a matter of record. It is the consumer's perception. 

Views and perceptions are gathered as responses to: 

(i) questions or 

(i) other stimuli like incomplete pictures, incomplete sentences etc. 

A set of such questions or stimuli is the basis of any survey. This set is called a questionnaire 
or instrument. (Hereafter, the word "questionnaire" is meant to include instrument also). 
While preparing questionnaires certain aspects have to be taken care of. We list some of 
them here. 

1) Objectivity 

Preparing questionnaires is a very critical part of'the research design. Objectivity may 
be lost if the questionnaires are not prepared carefully. The bias of the researcher may 
unknowingly enter into the questions, leading to responses that are not fully 
representative of the respondents. For example, the response to the 2 questions below 
will be different. 

a) Do you think Government should allow people to drink in beaches? 

k b) Do you think Government should forbid people to drink in beaches? 
I 
! 

In an experiment, the question "Are you in favour of giving special priority for buses in 
roads during rush hours?" elicited the response, "Yes" from 62% while the question "Are 
you in favour of giving special priority to buses in rush hours or should private cars get 
equal priority ?" elicited 40% positive responses for, buses. Hence, it is important that 
how you frame the question. 

2) Precision and Accuracy 

While framing questionnaires, vague, ambiguous questions should be .avoided. 'What 
kind of clothes do you prefer to wear on a holiday?" is an example of a vague question. 
The location of the holiday is important. Words like "many", "often", "generally", 
"reasonably are vague words. "Are you satisfied with the service?" is a vague question. 

Questions with double negatives should be avoided. "Would you prefer not to travel in 
a non-smoking flight?" is an example. "If the flight is =non-smoking one, would you like 
to travel in that flight? Say Yes\Nol' is a better way of framing the question. 

Another kind of question to avoid is the loaded question, where the question shows a 
preferred answer. "Do you care enough for your family to ensure that you carry enough 
insurance?" is an example of a loaded question. 

Each question should deal with one point. For example, "what do you think of the courtesy 
and knowledge of the guides?" should be split up into 2 questions - one on courtesy and 
another on knowledge. 

The questionnaire should cover all relevant information. It should be simple, brief and 
to the point, forming a logical sequence. 

3) Designing 'Qpes of Response 

In response to questions, respondents may be asked to: 

a) Choose from among two or more alternatives provided against each question like 
"Yes - No" or "Excellent - Good - Fair - Poor" or "Less thaq 10000,10001 - 50000, 
50001 and above" (in relation to income of respondents). 

b) Rank order three or more alternatives to indicate preferences/priorities, as for 
example, how while choosing an airline, one values convenient timings, conces- 



Market Analysis sional rates, food, permitted stopovers, checking in formalities, choice of seats 
etc. 

c) Make a mark on a scale of say 1 to 10 or 1 to 7 or 1 to 5, represented by a line and 
anchored on either end with descriptive words like "Excellent - Poor", "Very 
Considerate - Indifferent"; the position marked being indicative of the view of the 
respondent. 

d) .Tick the ones, from a list provided, which are appropriate as responses to the 
questions, more than one choice being permissible. (People read more than one 
newspaper or magazine or may be members of more than one club). 

Provision must be made for the respondent not being able to choose any ont: of the 
alternative responses indicated.. This can be done by adding, "Do not know" or "No 
opinion" or "Any other". 

\ 

However wefully a questionnaire may have been drafted, it should be tested with a few 
persons not involved with the.design of the study, to check and correct for ambiguity 
and other difficulties in responding. It is after this only that it should be used. In case 
the pre-testing shows some alterations to be done, they should be incorporated. 

4) Structuring Questionnaires 

Questionnaires are usually structured so that responses can be convenienuy tabulated 
for analysis: If the tabulation is to be done through computer, it is advisable to have the 
computer programme also decided and tested before using the questionnaire. 

Every questionnaire should begin with some personal details of the respondent to enable 
analysis of the responses according to different characteristics of the respondents. These 
details may relate to place of residence (behaviours of urban residents may be different 
from those in rural areas), income, occupation, age, sex, family size etc. These details 
are necessary if they are likely to have an impact on the preference, needs, expectations 
etc. being studied. 

Structured questio~aires place a limit on the responses. Ef "Room Service" is rated as 
"Average", it shows that some improvement is necessary. But the response is not 
adequate enough to decide where exactly the improvement has to be made. Was it a 
delay in service, supply not being consistent with order, food not remaining warm enough, 
food being brought without proper cover, or handling by waiters being clumsy? "Better 
Service" by an airline may mean, prompt information about delays, courtesy of staff, 
generous food, not charging for excess luggage (over 20 kgs). "Better Services" by a hotel 
may mean recognition by waiters and staff, speed of service (room and restaurant), care 
in giving messages, quick billing, free fruit baskets. Dissatisfaction with the beaches may 
be because of lack of cleanliness, presence of oglers, lack of security, or noisy crowds. 
Further details can be had only through personal interviews. 

At the beginning of this Section it was stated that responses may be sought to incomplete 
pictures, incomplete sentences etc. These are meant to understand motivations and 
thought processes. Construction of such stimuli is a specialised job needing grounding 
in psychology and human behaviour. 

4.8 PERSONS TO INTERVIEW 

Surveys are also done by contacting individuals. Individuals provide information about 
themselves, their needs, preferences, habits etc. which enable researchers to develop 
products that provide satisfaction. 

Individuals also provide information about their own and competitor's performances. For 
example why a tourist chooses to go to beaches at Mauritus and not Singapore, can be 
answered by the tourist alone. 

Qualitative information about services like tourism is difficult to collect and to evaluate. This 
is so because of the characteristics of intangibility, difficulty of standardisation, and the 
consumer himself being part of the process of producing the services product. Moreover it 
is not easy to articulate.satisfactions and expectations. They are often not in the realm of 



conscious: rationality. Most people have difficulty in identifying the elements in the 
experience which cause satisfaction or dissatisfaction. 

Individuals can at best talk about themselves. The aggregates of individual responses may at 
best indicate the current situation. These aggregates afe unlikely to indicate futdre trends or 
possible changes from existing situations. Sensitivity to changes and forthcoming trends is 
developed by some through specific observations and study or through long and intimate 
acquaintance. If a few of such people can be contacted, more valid information may become 
available. 

In some cases a research study is conducted through a focus group. A focus group is a group 
of persons specially invited to discuss and express themselves on matters relevant to the 
research study. Focus groups may be particularly effective in looking into the future, in 
forecasting growth of segments of the market, impact of new technologies, likelihood of new 
products being successful in the market etc. Focus groups can also help in clarifying present 
customer habits, needs, preferences and perceptions, effectiveness of promotions and other 
marketing strategies etc. if such groups are in touch with the customer segments, either 
because of their profession or of their position in the community. 

I 

1 Gathering data through research is a matter of technical expertise. The data so gathered has 
I 

to be interpreted to understand the phenomena and to make decisions. This is not so much 
a matter of technical expertise as of insights and experience. 

In the case of quantitative data, the numbers tend to give an illusion of objectivity and 
reliability. In order to have a proper interpretation and evaluation, it is necessary to know 
how the numbers have bee? generated. For example, apreference for a particular destination 
among four may be because a fifth destination had not been mentioned as an option for 
response. Increases in hotel room occupancies may be because a hotel had changed its 
method of reckoning occupancy, or because of business travellers, or because of official 
delegations, or because of non-business tourists. Not all of them can be interpreted as 
indicating increased attractiveness of India as a tourist destination. 

Responses to a study may not be the same as the actions in real life. People often do what 
they say they do not. They do not admit what they do. People do not own up feelings. They 
are quick to rationalise irrational behaviour. They may not say that they avoid travel by boats 
because of fear of water. Therefore interpretation of research data need to be carefully 
handled. Inadequate experience could end up with misleading information and incorrect 
decisions. 

If the same study is repeated at regular intervals, the changes could be significant pointers to 
what may be happening in the-market. While interpreting, one has to be sensitive to these 
changes, however subtle they may be. 

While interpreting it is to be assumed that there could be errors in the data. Some of the 
possible sources of errors are: 

inadequacy of sample (small size), 

wrong choice of persons to contact, 

field workers not recording responses faithfully, 

respondents being casual, 

i coding errors, 

processing errors, 

incorrect understanding of question, or 

errors in definition of questions. 

These errors are possible despite careful planning and testing. 

There are agencies and organisations in India who specialise in doing market research studies. 
They have experts in choosing samples and in developing questionnaires. They also have 

Marktting Research 



Market Analysis trained representatives at various places who can do field studies and provide basic data, 
collected as well as tabulations and interpretations. Yet it is only the decision maker's 
experience and insights that can validate the inferences and conclusions. 

Check Your Progress3 n 
1) If you have to know more about the items mentioned below, state whether you will resort 

to Marketing Information (I), Observation (0), or Market Survey (S). 

Seasonality of tourist inflows 

Attractiveness of location 

Attitude of hats  

Kind of music to play in the dining hall 

Adequacy of guides - numberwise 

Adequacy of guides - knowledge wise 

Popularity of various parts in a tourist complex. 

Profitability trends. 

Images that foreign tourists have about India. 

Modes of travel. 

2) What kind of questions have to be avoided while framing questionnaires? 

3) State which of the following statements are True and which are False. 

a) Interpretation of data collected in field work in a survey, is the job of a computer 

b) A questionnaire can be constructed easily, if the data to be collected is clear 

c) Respondents express themselves clearly on their motivations and reasons for 
satisfactions/dissatisfactions. 

d) Only a properly trained researcher can obtain valid responses to questionnaires. 

4.10 LET US SUM UP 

Market Research relates to collection of information about the market and kustomers for 
purposes of making decisions. Information may be collected from existing records or from 
field studies through observation andlor surveys of samples of the population. Choosing the 
samples and developing the questio~aires/instruments are important parts of the design of 
the research. Interpretations of the data collected needs experience and insight. In brief, 
Market Research involves systematic collection of data, objective analysis of data and the 
information thus we get helps us to take appropriate decision. Whether you are an 
entrepreneur or a manager you ought to have information about the customer needs, nature 
of competition, etc. irrespective of the level at which you are working or what kind of service 



you are providing. Market Research is relevant for product design, pricing, positioning and 
promotion etc. 

4.11 KEYWORDS 

Census Suryey : Survey that contacts every member of the population 

Field Study : Process of gathering information by contacting people in the 
sample. 

Focus Group : A group of persons having specialised knowledge on the subject 
and invited to respond to issues being studied 

Population . : Also called Universe, refers to the total out of which the sample is 
taken 

Primary data : Information to be gathered through field study 

Random Sampling : A process of selecting a sample that ensures there is no bias 

Secondary Data : Information existing in and to be gathered from the records of 
organisations 

Stratified Sampling : Process of selecting samples that represent different segments of 
the population. 

Systematic Sampling: Methods which introduce some order into the process of selecting 
a sample. 

Universe : Same as Population. 

4.12 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
1) a) Random 

b) Systematic 
c) Area or Stratified 

2) a All the 3 
b) Secondary 
c) Secondary 

Check Your Progress-2 r 
2) See Sub-sec. 4.7.2 

3) (a) False 
(b) False 
(c) False 
(d) True 
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UNIT COMPETITIW ANALYSIS AND 
STRATEGIES 
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Direct Versus Indirect Compet'ltion 
Monopolistic or Oligopolistic Competition 
Quantitative and Qualitative Analysis 
Strategic Options 
5.6.1 Legal Approach 
5.6.2 Cooperat~on with Competitors 
5.6.3. Competition with Competitors 
Strategic Options and Competitors 
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Answers to Check Your Progress Exercises 

5.0 OBJECTIVES 

After reading this Unit you should be able.to: 

understand the meaning of competition, 

identify the parameters on which the competitiveness of a market can be analysed, and 

identify the various strategic options to meet the competitive challenges. 

5.1 INTRODUCTION 

Competition is something inherent in any marketing or selling situatiorl when there are two 
or more suppliers of the product. The competition goes on in all the markets. For example 
in the tourist generating markets there is competition among nations to get a larger share. 
Airlines compete for better market share and the situation of hotels is no different though 
the conditions may differ from Metropolitan cities to small destination areas. Similarly if you 
are an entrepreneur or a manager your business form or firm may be having competition with 
others. For example in the air carriers for travel and tourism a number of private airlines and 
ATOs (Air Taxi Operators) have come in during the last few years. These private airlines 
and ATOs took away a substantial market share of Indian Airlines which earlier had a 
monopoly. Indian Airlines was thus compelled to consider developing strategies to face 
competition. Similarly, a number of international hotel chains have already started operating 
and others are trying to collaborate with Indian counterparts, to enter in the Indian market. 

As far as any destination is concerned, no doubt it is unique and it can't be duplicated 
elsewhere but the tourist may select going to another destination. This is yet another 
dimension of competition for tourist industry. In fact in tourism: 

nations compete with nations, 

destinations compete with destinations, 

tourism service providers compete with each other and so on. 

In this Unit an attempt has been made to help you understand the dimensions on which the 
competition can be analysed and how strategies can be evolved to not only retain the market 
share but also to increase it. Mostly such aspects are taught at Master's level but we believe 
that competition effects every one and every one must possess knowledge in this regard. 
Whether you own a small business, or a big one, you ought to know what competition you 
have and how would you counter it. 



5.2 COMPETITIVE ANALYSIS - 
It is appropriate to identify competitors for an organisation in some detail. For example, 
East-West Airways is well aware that Jet Airways is its major competitor and they ply on 
almost the same routes. But there are others also which can give competition. For example, 
Indian Railways 'Shatabdi' or 'Rajdhani' trains, which are faster and give good service to a 
traveller, might give competition to the airlines for certain routes. It is therefore suggested 
that competition may be understood with a wider perspective rather than having a narrow 
view about it. 

For obvious reasons competition is one of the most signifitant component influencing your 
planning, as nothing can initiate a change in plans more effectively as a competitive threat 
can do to a company's market position. Therefore, it is important to analyse and understand 
you$ conipetitive situation. You can analyse your competitive situation against three sets of 
variables. These variables are: 

Direct versus Indirect Competition, 

Monopolistic or Oligopolistic Competition, 

e Quantitative and Qualitative Analysis, 

Normally the competition implies that other companies are offering the same or similar 
products or services to the market as yours. Such companies represent direct competition 
from within one's own industry. For example, there are six five star hotels at a destination and 
they competle to get the maximum share from among the tourists visiting the destination. 
However, there may be indirect competition from other industries competing with substitute 
products, or services and representing alternate attractions for consumer's rupee. For 
example an airline competes not only with other airlihes but also with other forms of 
transportation like Railways or road transporters offering luxury buses. 

5.4 MOlNOPOLISTIC OR OLIGOPOLISTIC COMPETITION 

Typical situat:ions of either monopoly or perfect competition are difficult to exist in an open 
economy. Therefore it is the monopolistic or oligopolistic situations which practically exist, 
explaining the. competitive conditions. 

In order to obtain clarification on these terminologies, you may note that oligopoly exists in 
an industry when a few companies have a substantial combined share of the industry. On the 
other hand monopolistic competition exists when there are many companies in an industry 
but none has i l  dominant position. The term monopolistic indicates that each company 
maintains virtually a monopoly on a small geographic or otherwise market segment due to 
product-service differentiation. For example, from tourism point of view each destination is 
unique but in a rnonopolistic situation Agra with tbe Taj Mahal is a unique destination and 
can't be duplicated elsewhere. 

In oligopolistic industry the leading firms are stronger than the competitors to protect their 
market share. In such situations the undercuttings or increased promotional efforts normally 
serve specialised segments. Hence, the industry leaders don't consider it worth competing. 
Take, for example. Jet Airways and Archana Airways which are not competing with each other 
as these two airlines ply on alt~gether~different routes. Therefore, each one of them need not 
to exercise any tactical plan to attract others' passengers because it may not result in 
generating any additional traffic. 

Competitive Analysis 
and Strntcgles 

Monopa.b refers to mlc 
control of a company h a 
market over a commodity or 
service. 

OUgopoly refers to a situation 
where few companies have 
substantialcoitrol over, 
particular hdustq or m&L 

Ln a monopolistic industry all companies are relatively free to make any move to adjust the 
marketing mix (you will read about marketing mix in Block 3) elements. Therefore, each 
company needs to identify ways and means to develop appropriate strategies using the various 
elements of the marketing mix. 



As shown in the table 1, each competing company must analyse their competitive 
classifications vis-a-vis the industry and develop strategies accordingly. 

Sou-: Robcn J. HoIloway snd Robert S Hanu&. MarLetin~ in 8 Cban*~ Envimnment 2nd edition Wky, Nevl Yaf 1973. p 107. 

Check Your Rogress-1 n 

- 

Pwe Monopoly 

One 

No close substitute 
for unique good 

Much control over 
price -but can sell 
only what market 
will take of his 
price. 

No entry as 
nsources access is 
blocked 

Little, but can 
enjoy benefits if 
less product 
elasticity is created 

1) Explain the following: 

Indirect Competition 

04?0poly 

Few 

Features 

Number of 
sellers 

Oligopolistic Competition 

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

2) Doyou think that anal* the Competitive Situation in market is important? 

Product 

Price 

Entry of 
new firms 

Marketing 
effort 

Pure CompeUUon 

Very large 
numbers 

Monopollstic 
CompeUtlon 

Substantial number 

Undifferentiated 
perfect substitutes 

No control over 
priceaeller must 
accept market 
price 

Easy 

None 

Differentiated products with close substitutes* 

Administered Prices 

Some price competition 
can prevail. Price 
control depends much 
on degree of 
differentiation. 

Somewhat easy - but 
depends on technology 
and size of firms 

Pricing in concert is . 
strong tendency. 
F i  mutually 
interdependent. 

Usually difficult 
because of size of 
firms and high consts 

Very large amount of non price competition with 
heavy emphasis on brands and product 
differentiation. Wide use of advertising aad any 
marketing activity to build market share. 



5.5 QUANTITATLVE AND QUALITATIVE ANALYSIS 

When analysing competition information may be gathered, analysed and understood under 
following headings: 

Number of competitors 
t Ranking of direct competitors by name in terms of size and market share, 

Your own company's position, 

What are likely trends in the competitive position? Is there any which isgrowing faster 
than the rest to influence the competitive positions of each of the players, 

Relative strengths (and weaknesses) of each in comparison to your organisation, and 

Indirect competitors and their competitive strengths. 

If your organisation is the leader in your type of industry, it becomes more important to frnd 
out whether your competitors are gaining and if yes why. If you are not the leader, then 
compare your strengths and weaknesses with the leader and the others who are ahead of you. 
This analysis would help you to identify opportunities and requirements on what should be 

I done so as to challenge them. . 

Competitive Analysis 
and Strategies 

The leading brand or organisation in industry occupies that position, being pioneers and thus 
getting certain advantages. Such companies easily establish their brand name, market share, 

I 
distribution and sales network. However, early leadership does not provide assurance of 
continned success. Such situation is possible at both macro as well as micro levels. For 
example, at the macro level, airline D was doing very well a few years back, had established 
its brand name, had a significant market share and established a good sales network. 
However, within three years its leadership has been challenged and the market share has 
started declining because of competition. Similarly at a micro level, Restaurant G was doing 

I very well but with the opening of new restaurants in the vicinity, its market share declined in 
spite of the efforts made by the management to add new attractions. 

In fact, while posing such competition, the would be challenges attempt to find out.how solid 
is the position of historical leader and what 'investment' of time, moneyand effort is required 
to overtake it. 

It is therefore suggested that quantitative and qualitative analysis of competitors would 
definitely help you in developing appropriate strategies to face your competition effectively 
and successfully. 

Check Your Progress-2 E Z I  
Explain the importance of Quantitative and Qualitative analysis for the promotion of 
business. 

5.6 STRATEGIC OlTIONS 

It is just not possible for any organisation to ignore its competitors. At times it becomes 
- 
i m ~ r t a n t  to counter it. otherwise your survival becomes uncertain. So one must be clear on 



Marktt Analysis There are three basic approaches suggested from which an organisation can decide which 
one to choose. These three approaches are: 

i) Legal approach 
ii) Cooperation with competitors 
iii) Competition with competitors 

5.6.1 Legal Approach 

An organisation can move to the court of law to protect its market on the ground that the 
competitor's action was illegal. 

There are a number of examples from the manufacturing sector that one can cite. For 
exar-3le when 'Nirmaboy', a lookalike of 'Lifebuoy' was introduced with the same colour 
scheme on the wraper, same looks and small, similar legend and lower price, the Hindustan 
Lever Ltd. (HLL) got a legal notice served to Nirma charging the company with infringement 
on Lifebuoy's trademark. Obviously, HLL has no choice but to beat the competitors taking 
a legal approach as the stakes for HLL were very high for their largest selling soap in the 
world. 

Nirma was compelled to change the brand name to 'Nirmabath' and also change the colour 
scheme of the wraper. Similar is the story about Promise tooth-paste versus Colgate 
toothpaste. Even in travel and tourism industry similar situations arise and an organisation 
can take the help of legislations covering the development of monopolies and prohibitions of 
certain type of price diicrirqination of "Unfair" competition. For example, if an "Approved" 
hotel exercises undercutting, and it is proved to the Department of Tourism, it is quite likely 
that the name of such hotel may get dropped from the list of "Approved Hotels". 

However, the legal approach has its own set of limitations and one should resort to it as a last 
choice as any legal proceeding takes considerable time. 

5.6.2 Cooperation with Competitors 

No company is in existance to face defeat or failure or closure. It is therefore observed that 
at times even the rivals decide to live in harmony and cooperate with each other to stay in i 
business. It has been noted that if there are fewer number of competing companies and they 
are similar to each other in terms of size, market segnient and resources there will be more 
common interests among them and therefore a desire for cooperation. 1 
Cooperation in competitive situation can be defined as a voluntary self-restraint to resolve 
conflict. Various departmental stores in the 'West" cooperate in going into regional shopping 
centres on the ground that the clients they would collectively generate is definitely much more 
the business they may take from each other. Similar, is the example of tie-up between Indian 
Airlines and NEPC Airways that to the passengers of Indian Airlines trunk routes the NEPC 
would provide connecting flights on the feeder routes. Such non-competition is based on 
integrative agreements with a hope that both would benefit as the agreement between two 
or more players would help in increasing the size of the cake. 

In tourism industry this strategy could be of great use. Assume that at a tourist destination 
the traffic is low andevery single player is trying to entice the few tourists by offeringdiscounts, 
augmented services and better deals. Even if someone succeeds to gain a few customers, it 
wodt help them much as the rates (price) agreed are too low and services promised are an 
augmented one. 

On the contrary, all the players can join hands together and make efforts to promote the 
destination to build traffic. Once the traffic gets built up, all of them are beneficiaries - the 
hotels, the carriers, the facilitator (i.e., The travel agents), shopping establishment. 
entertainment houses, etc. It is therefore suggestive to jointly undertake cooperative 
advertising, promotional tours for the travel agents and tour operators, increase the number 
of tourist information officers in the places of tourist origin, provide literature etc. We see 
this in actual practise when the Department of Tourism, all airlines, hotels, tour operators, 
travel agents etc. join hands to promote India as a destination (see also Unit-22 of TS-2). 



Competitive Analysis 
and Strategies 

5.6.3 Competition with Competitors 

Competition means taking actions to win some prize and the others are deprived of it. In 
business gaining market share is the prize, or atleast to retain the market share, so that your 
competitors don't gain the prize. From the point of view of an individual company in the 
market, the extent to which a market is competitive depends to a great extent on the difficulty 
of expanding or retaining the existing market share. 

The market share protection assumes a defensive or deterrent position while market share 
advancement takes an offensive posture. Michael Porter suggested that any competitive 
strategy is to achieve a sustainable advantage and the customers must continue to view the 
advantage as of the value to them. In doing so it is important to consider two things: 

First, your gods,and 

Secondly the strategic options. 

Irrespective of the strategy you take your goals, protection or advancement, should be 
sustainable to your business. If you are concerned with protection of the market share then 
you can always take a reactive view of the competitors. For example, you need not be 
innovating changes in your product-market scope. You can always be a follower by imitating 
the changes which your competitors.have introduced. 

For example, as a tour operator you start packaging theme dinners as was being done by some 
other operators. The market share percentages therefore, would not change for each of the 
tour operators. But if your objective is to increase the market share then a proactive approach 
is required which could be being first with new products or other innovations. 

1 5.7 STRATEGIC OPTIONS AND C O M P O R S  . 
I 
I The other thing you should be clear about is the strategic option viz-a-vii your competitors 
I i.e. would you like to move: 
I 

1, ahead of your competitors, 

with your competitors, or 

away from your competitors. r 
If we take goals on one side and strategic options on another we find a matrix, as shown in 
the following Figure: 

Figure 1: Strategic Oplions. 

Let us discuss each of the six choices in some detail 

Strategic Option 1: Market Share Protection and Moving Before Competition: 

Under such a strategy you have two choices. Either you should go for adjusting the marketing 
mix or move by taking some deterrent action. The mix adjustment implies that any of the six 
elements are adjusted to move before the competition. For example, if a hotel offers instant 
reservation it can be a competitive edge. A competitive edge can be achieved by quality service 
also or by the quick time response of the service depending on the nature of your business. 

The other option, as indicated earlier is taking a deterrent action, which could even be 
contesting in the court of law. 



~ a r k c t  ~nalysis Strategic Option 2 : Market Share Protection by Moving With competitors : 

In this case you can imitate the competition by making the same offer. For example, when 
one airline started offering gdt packs on board the dhers followed soon. They imitated the 
offer to move with their competitor. 

The other option under this category is to offer some compensating benefit. For example, a 
hotel might provide a complementary welcome breakfast to every guest, the other leave 
"Fruits and Flower" basket as complements from the management. Both these offers 
compensate for the added value each of the hotel wants to provide to their guests. 

Strategic Option 3 : Market Share Protection by Moving Away From Competitors : 

In such situation the choices are between mergers, acquisitions or collusions. Mergers can 
become a way of building a broader base to provide the advantages of larger size. 

When competition between industries increases, firms within an industry often come together 
for mutual support. Such intimacy provides a climate for formal agreements. 

Strategic Option 4 ; Market Share Advancement by Moving Before Competitors : 

A firm may advance its market share by adopting new geographical areas, new segments, new 
channels, or new (penetration) pricing. 

A move into new areas assumes that enough people in the new geographical areas have a 
latent or passive want for the product and that current competitors are not in a better position 
to serve the areas. 

A move into new segments is a frequent strategy as a market matures. Opening up new and 
additional channels or penetration process are another way of enhancing market share. 

Strategic Option 5 : Market Share Advancement by Moving With Competitors : 

If market share is advanced by moving with competition, the firm may capitalize on the efforts 
of competition or it may leapfrog ahead. 

For exahple, other airlines capitalised on the Frequent Flyers Programme (FFP) of Indian 
Airlines and Air India, which was very heavily advertised. The other airlines drew up a 
selective mailing list and mailed brochures on their (FFP) package and capitalised on the 
initial interest generated by the I .  and AIs programme. A leapfrog strategy is common in 
gaining entry to a mature market. A leapfrog strategy may or may not invplve a major 
breakthrough. In fact, the danger of breakthroughs is that the products may be ahead of their 
time and fail - for example, the Comet or Concord airplane. 

Strategic Option 6 : Market Share Advancement by Moving Away With Competitors : 

When a firm elects to advance market share by moving away from competition, it may 
introduce a new offering that does not directly compete with those currently on the market. 

The final strategy of reciprocal agreements is an application of the saying, "You scratch my 
back and I'll scratch yoursn. 

Check your Progress3 r 
1) Out of the three approaches suggested here to face competition, which 6ne you prefer 

and why ? 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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2) In the light of different strategic options given here you give your comments on any one and Strategies 

of them. 

5.8 LET US SUM UP 

Competition is a part of business and it has a sigmficant contribution in the growth of business 
if iompetition is analysed scientifically and objectively. In this Unit you have been introduced 
to various forms of competitions, their merits and demerits and the process of analysing 
competition. To meet this competition you have to evolve appropriate strategy and the various 
strategic options discussed here would definitely help you in devising the strategy for your 
orga.nisation. Keeping in view the opportunities, objectives and strengths a business firm has 
a series of strategic options and you have to decide a combination of these to face the growing 
competition. Among the steps to be followed before deciding on the strategic option you 
must: 

icientify your competitor, 

find out the market image of their products, 

analyse the strengths and weaknesses of their products, and 

assess your own resources. 

Whether you have your own small business or you work,for a company, the various aspects 
dealt with in this Unit will be relevant for you as tourism professionals. 

5.9 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check your Progress-1 r 
1) See Secs. 5.3 and 5.4. 

2) You have to write that how analysis of competition provides information and the 
informations helps in the policy formulation of the organisation. See Secs. 5.2,5.3 and 
5.4. 

Check your Progress3 I 
Quantitative and Qualitative analysis provide information about the market in relation toyour 
own business. This information then can be used as per your requirement. For details, see 
Sec. 5.5 

Check your Progress3 r 
1) Read Sec. 5.6 and then you give your views on any one of the approaches. 

2) Answer to this question depends on your experience in the area of tourism industry and 
for information read Sec. 5.7. 
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UNIT 6 FORECASTING FOR TOURISM 
AND ITS PRODUCTS 

Structure 

Objectives 
Introduction 
Forecasting for Tourism 
Factors Which In4luence Tourism 
Different Methods of Forecasting 
Applications in Tourism 
Let Us Sum Up 
Answers to Check Your Progress / Exercises 

6.0 OBJECTIVES 

After studying this Unit you will be able to understand: 

what is forecasting for tourism, 

how is it done, 

8 why is it needed, and 

different ways in which it is used. 

6.1 INTRODUCTION 

"Forecasting" means future prediction. It is quite essential to be able to predict futuristic 
developments in the planning process. Because a plan is worked out, based on certain 
assumptions. These assumptions are assumed on the basis of forecasting. Especially in 
marketing, to design a marketing plan accurate forecasting is very crucial. The forecast may 
predict certain behavior of customers or specific moves planned by competitors. One has to 
also consider the policies of government or general socio-economic, legal or environmental 
developments which lead to peculiar trends. For example, the number of people traveling to 
specific destinations will change according to certain seasonality. If we consider social 
seasonality, we know that more people are going to travel during vacation period. If we take 
into account climatic seasonality we know that in summer people from hot plains will want 
to escape to hill stations to enjoy cooler air. 

The visa regulation policies of government may affect number of international tourists. The 
exchange rate will affect the number of inbound or outbound tourists. Thus to understand 
the possible behavior of customers we have to consider various factors and make a forecast 
which will help in designing suitably accurate plans. Accordingly in high tourist season 
tourism industry shoiild be ready to receive larger number of tourists, and in low season key 
should prepare for low sales turnover. Also since the products in tourism arevarious services, 
they have characteristics which make it diicult to stock the product. But the industry has to 
prepare itself for highs and lows of demand in various ways. So we can say that forecasts of 
tourism demand are essential for efficient planning by airlines, railways, hoteliers, tour 
operators tourist transport operators, food and catering establishments and other 
industries connected with or dependent on the hospitality and tourism markets. This Unit 
familiarizes you with different variables in forecasting, different methods in forecasting and 
the importance of forecasting in tourism. 

6.2 FORECASTING FOR TOURISM 

Tourism industry is a multi facet industry which besides the destination has three main 
sectors: Transport, Accommodation and Intermediary services. Tourism "Products" are 

~ ~ .. . . - .  . . - - - - . - - - .  



Forecasting for Tourism 
are directly dependent on the overall turnover of tourism industry which in turn depends on and its Products 
number of tourists and the money they spend. Also though these sectors of the industry are 
offering different products, they are closely interdependent on each other to run the business 
smoothly. 

For example, if travel agents and tour operators do the promotion, tourists are drawn to the 
destination, who will use the transport services and then accommodation and local services. 
So the promotion will benefit not only travel agents or tour operators but also transport and 
accommodation sector. If a destination does not have good transport services then the 
accommodation sector at the destination may not get sufficient business and vice-a-versa. 
Apart from interdependence of these main sectors on each other there are numerous other 
complex reasons which affect the trends in tourism industry. But mainly for marketing 
forecasting is required to work out the Product Design and to understand the de'mand for 
that particular product. In fact forecasting is a vital component in the decision making process 
for planning, organizing or marketing of tourism products and services. 

For example if an airline is starting its services on a new sector it will want to know the tEaffic 
operating on that sector and the type of traffic. Then only they can plan the frequency and 
quality of their services. Similarly for a hotel, the number and type of customers will be 
necessary to work out the product offers. Thus, for tourism industry the important factors 
are number of travellers and type of travellers. You ought to know that at any given time in 
future what volume of tourists you expect and to how much you can cater. Once this overall 
scenario is predicted, then the individual organizations can work out their own marketing mix 
of 'Praduct, Price, Promotion and Place and compete with each other for market share. 
Hence forecasting is needed to plan, develop and operate tourism facilities and services. 
Other advantages of forecasting are that it can help: 

minimire the risk of over supply, 

in optimum utilization of available resources, 

maximize tourism demand, and 

regulate the influx of tourists - according to the wrying capacity. 

The World Tourism Organization N O )  issues tourism forecasts at a global level making 
projections in terms of tourist generating regions and destination regions. However, this 
exercise is complebly ignored in the area of domestic tourism in India. 

6.3 FACTORS WHICH INFLUENC5 TOURISM 

To predict tourism demand it is essential to understand various factors which will affect the 
number of travelers and the flow of travelers. Some of these factors are: 

Politics and legal environment, 

Social and safety factors, 

Geographical and climatic factors, 

'Accessibility and accommodation, 
\ 

State of economy, and 

i New developments in industry etc. 

1) Politics and Legal environment is one important factor that affects the movements of 
tourist flows. Political conditions, the type of government and travel regulations (like visa, 
foreign exchange etc.) effect the free movement of travellers. For example China has 
very recently only encouraged inbound tourism; In India also there are certain regions 
which are not open to tourists or one needs a permit to enter those regions. In fact the 
general political bndition of a country to a great extent determines the inflow of tourists. 

IL 

2) Social and Safety factors are directly related to mental and physical security of the 
tourists. These factors also affect the trends of tourist flows. For example the flow of 
tourists to the Kashmir valley has gone done where as Himachal Pradesh has picked up. 
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Market Analysis Certain social activities attract tourists. If there is a special social event like a festival, 
meet or a conference the tourist industry at that location should be ready to receive higher 
tourist inflows. 

3) Geographical and Climatic ,conditions decide the seasonality of flows, such as tourist 
flow from areas of hot plains will go to hill stations in summer or tourists from colder 
countries will escape to sunny beach resorts during winter etc. By making proper 
observations the forecasting of tourist arrivals can be made to undertake planning of 
additional tourist inflows. 

4) The Economic environment also affects the trends of tourist flow - particularly from the 
tourist generating regions. Also the exchange rate between two currencies can alter the 
cost of holidays thus a holiday package may become cheaper or more expensive which 
also affects the tourist traffic. 

5) Accessibility and Accommodation are the two basics of tourism. Any change in these 
affects the tourist traffic tremendously. The change in frequency of transport services 
or beginning of any new services is bound to affect tourist traffic alongwiththe distance 
and time of travel. Long haul destinations face a problem in this regard. In fact a major 
draw back for India in the American and European markets is the long haul travel to 
India from these tourist generating regions. Similarly availability and rates of 
accommodation will also make an impact on tourist flow. 

6) New developments in the industry such as setting up of a new attraction say an 
amusement park or any other theme park will definitely bring in more tourists. Opening 
of new destinations like "Shn City" in South Africa has lured lot of traffic from India. It 
is important that the industry players watch such changing trends and competition to 
do forecasting. 

Check Your Progress-1 n 
1) List some areas in tourism marketing where forecasting is required. 

2) Describe the factors which affect the preparation of forecasting. 

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

6.4 DIFFERENT METHODS OF FORECASTING 

Basically forecasting could be of various duration such as, 

Short term Seasonal 

Mediumterm - Annual 

Long term More than 2 - 5 years. 



The methods used for tourism forecasting can be similar to methods used for forecasting of 
other products, but they have to be applied to suit the industry set - up. They can be as follows: 

a) Surveys, 
b) Time-series, 
c) Correlation, 

d) Market tests, 
e) Judgement based on experience. 

a) Survey can be conducted by Government organizations, or small private firms. These 
are very helpful in finding out the preferences of tourist and their impressions about 
various tourism services. 

The DOT carries out surveys through a team at departure lounges of international 
airports where tourists haye already finished the visit to the country and have time to 
answer questions of surveyors. 

The airlines and hotels continuously take a feed back from customers to understand their 
opinions which can be helpful in product design. 

Various surveys can be conducted for customers, sales force and experts to predict the 
requirement of quantity and quality of a product. 

b) Time-series: By using historical data and sorting it on time basis, highs and lows of seasons 
can be better understood, especially tourism industry which is highly seasonal can benefit 
from such details. To promote sales figures in low season and prepare for onslaught of 
tourists in high season this is necessary. 

c) Correlation: This method can help in linking the tourist flows to certain variable factors 
such as per-capita incomes etc. This is also vital in working out the marketing plan and 
mix of product, price, place of distribution and promotion. 

d) Market tests are conducted to understand demand in the market and the products of 
competitors. This can give definite clues of product design, pricing etc. 

e) A very common method which is used regularly is using judgement based on prior 
experience of senior executives or senior planners. 

The advantage of this method is, it is very quick, and does not follow detailed technical 
analysis. But it may not be very reliable at times. 

Different forecasting methods may produce different forecasts for the same period. So 
pragmatism is reassured in selecting the appropriate forecasting method, based on specific 
forecasting situation. 

6.5 APPLICATIONS IN TOURISM 

Necessity of forecasting and its applications for anymarketing planning are important but it 
is more so for tourism because of the peculiar characteristics of the product. The product 
can not be stocked, it is highly perishable. So only with the help of accurate forecasting 
marketing planning can be accurate. 

We will discuss here various applications in the field of tourism. 

For an organization which is operating tours, various factors such as product designing, 
pr~cing methods and places of promotions should be planned out systematically. If a tour 
operator is selecting the sector of tour he has to think of popularity of that sector, number of 
competitors and then only take the decision. At the same time forecasts regarding 
prospective buyers of the tour packages are essential for his business. 

Other aspects to be considered are pricing and quality. We see that with liberabation policy 
of our government the market trends in India are changing very fast. The main aspects of 
quality and pricing are following international norms therefore to complete effectively both 
these should be brought to global levels. 

Fo-ting for Tonrlsm 
and it8 Product8 



Tour operators offer special rebates for early bookers. Lure customer with lucky draws etc. 
To survive in strong competition it has become necessary to understand the trends of product 
design, pricing and promotion. Also discount and rebate norms should be well related to 
sales figures, otherwise organization may end up going into loss. 

Forecasting is also vital for strategic activities of expansion, diversification and merger etc. 
If these are worked by accurate foredasting then they become successful otherwise the 
performance of the organization suffers. 

Thus forecasting has very varied applications from taking strategic decision, predicting sales, 
trends in product design styles, pricing and promotion. it can be used to work out the various 
details of sales budgets etc. Budgeting is always based on forecasting. 

In tourism to fill up the minimum sales figures in low season, ingenuous ways are worked out. 
The resorts and hotels offer very high discounts and special rates for conferences, seminars 
booked in non-season periods. It is seen that generally business tourism has comparatively 
less fluctuations compared to other areas so they can be used to make-up the gap. 

Also anticipating high influx of tourist in season various organizations plan in different ways. 
Transport operators have to run additional services, resorts etc. make arrangements of 
temporary kind of accommodation such as tents etc., which needs to be planned well in 
advance by projecting proper demand patterns. 

Also most important aspects of application is projecting demand, the capacity of organization 
/ with regards service production and then planning to get the targeted market share which is 

possible. 

The forecasting should be evaluated on basis of historical data to come out with more accurate 
predictions. The projected figures should be checked with feed back to understand their 
accuracy. 

Check Your Progress-2 

1) Discuss three techniques of forecasting. 

2) Give two examples from tourism industry where forecasting helps in planning. 

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

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

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

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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6.6 LET US SUM UP and its Products 

Planning is always based on certain assumptions, and these assumptions can be fmed only 
with the help of proper predictions which depend on forecasting methods. In service industry 
like tourism the planning process is very vast and time and resource consuming. Therefore 
plans have to be worked out well in advance. Projecting demands of general traffic of tourists 
is generally done by central or state governments. The other level of product designs, seasonal 
trend and styles are worked out by individual organizations coming out with various products. 
The performance of the organizations is largely dependent on the process of forecasting. 
Therefore it should be done methodically and accurately. Lastly, checking the accuracy of 
forecasts made earlier is also vital to make further forecasts. 

6.7 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
I )  Rcad Sec.6.2 and based on your experience write the answer. 

2) In Sec.6.3 we have discussed various factors which influence tourism. This will help you 
in explaining the factors that affect the preparation of forecasting. 

Check Your Progress-2 r 
1) See Sec.6.4 

2) You have ideas of various segments of tourism industry. Read Sec.6.5 and selecting two 
examples show how forecasting is needed for effective planning. 
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UNIT 7 ROLE OF TECHNOLOGY IN 
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After reading this Unit you should be able to: 

learn about the developing technologies relevant to the tourism industry, 

understand the impact of these technologies on the various elements in the tourism 
industry, 

appreciate the possibilities of upgrading the services in the industry through the 
applications of new technologies, and 

know the problems in using new technologies. 

7.1 INTRODUCTION 

The last decades of the twentieth century are marked by unprecedented developments in the 
areas of science and technology Advancements in microchips and electronics, in computers 
and information processing terhnology, have produced outstanding possibilities in terms of 
speed and accuracy in operations. Computers have become "uier-friendlyqq, making it possible 
for persons to use them without too much of training. There is no need to learn computer 
language, as in the past. 

Communication between different parts of the world is nowadays almost instantaneous. 
Written messages, documents and live pictures of events can be transmitted in no time at all, 
across the world. Millions of pieces of information can be stored in memory or processed 
within seconds. Networks are being established between information systems within 
organisations, between organisations and across countries. Through such networks, it has 
become possible for ariyone to access the memories of other organisations, like banks or 
libraries, for information or even for transactions. Such access is possible without the 
intermediation of individuals, and therefore on a 24 hour basis. 

It is now possible to create images and sounds of any kind and to start and stop operations 
in predetermined sequences through automatic systems. The films "Jurassic Park" and "Baby's 
Day Out" are just two examples of the use of high'technology to create life like images for 
great cinematic experience. This is particularly relevant to enhance the attractiveness of 
tourist products. 

New applications are being discovered almost everyday. It is not possible to anticipate what 
discoveries may happen in the days to come. But all of them will increase expectations of the 
tourists and make more demands on the tourism industry. The impact will be felt on the 
systems of hotels and restaurants, transport organisations, travel services, entertainment 
arrangements and in the creation and maintenance of the attractions at the sites. Both, 
standardisation and customisation (adjusting to the needs of individuals) will become 
possible in ways never before conceivable. New opportunities arise to enrich and strengthen 



the seven C's of travel services marketing. This Unit takes into account the role technology Role of Technology 
in Tourism Marketing 

is playing or can play in tourism marketing. 

Competence I 
Credibility 

Consistency 

7.2 IMPLICATIONS OF TECHNOLOGY 

Technology refers to the ways of doing things, the know-how and techniques of transforming 
inputs (or resources) into outputs (or results). When the ways of working change, machines, 
equipment, layout as well as procedures will have to change. When technology changes, 
people will have to learn the new ways of doing - that is new skills. Some of their existing skills 
may become redundant. With new skills and specialisations, communications and decision 
making processes and the internal systems for information flow, control and coordination, 
planning or leadership styles will also have to change. For example, with automatic dialing 
for inter-city and international calls, telephone operators will cause harm and unnecessary 
cost to callers if they are made to hold on for long periods listening to holding music. In an 
office, it was noticed that a message received on the Fax machine had not reached the person's 
(addressee) table for 3 days. The message also had been transmitted on the Fax a few days 
after it was ready. The new technology enabling speedy communication will deliver speedily, 
only if there are appropriate methods which move papers speedily from and to the machine. 
If urgency is not necessary, the Fax technology is irrelevant. In another office, anyone wanting 
to send a F w  had to first call up the office and request them not to pick up the telephone and 
say "Hello" when the Fax number was being dialed. Fax machines enable automatic reception 
even when the receiving office is closed, but the sender in another part of the world is working. 
This is possible only if the Fax machine remains connected throughout and not used for voice 
transmissions. 

Technology is referred to as high and low. High technology may be understood to mean use 
of new discoveries that accelerate the operational processes, achieving error free, high speed, 
precise results. High technology also makes possible activities which cannot be done by 
normal human capabilities. Electronics, computers, super conductivity, chips and satellites, 
optic fibres and other materials that are feather weight but stronger than steel, capable of 
withstanding extremes of temperature and pressures are some of the many advances that 
make for high technology. This contributes towards making operations both bigger and 
smaller than ever before. Giant size transportation by air and sea (the jumbo jet will look 
small by 2010 A.D.), is high technology in action, extending the boundaries of human 
capability. 

High technology demands more utilisation of knowledge at work compared to use of muscle 
and body. It increases the need for technical skills. It increases the need for coordination 
among different activities, which must be doue in predetermined sequences and ways. 

The discretion to do one's own way, practically does not exist. Systems will have to become 
defect free, as defects will have its impacts at several other places simultaneously. Entries 
must be made only in allotted slots in prescribed forms, none of which can be modified by 
anybody without the concurrence of other affected by the job. Interdependence increases, 
absolute autonomy decreases. 

High-tech has big impacts on productivity. Larger volumes, lower costs, quicker processing 
and high levels of precision become possible. Variations from specifications, however slight 



Market Anelysis and infrequent can be detected and eliminated. More people are engaged in control, 
monitoring, research, data analysis, planning, etc. operations, instead of directly in the 
production process. 

It is easy to introduce the latest technology. But for technology to get absorbed and to become 
part of normal routines, some infrastructural facilities are necessary. For example, scooters, 
mopeds, motorcycles, etc. have become part of the Indian rural scene, as much as the bullock 
carts are. This has become possible because facilities like petrol pumps, spare part dealers, 
service mechanics (for puncture, repairs, servicing) have become available in avery wide scale 
in remote rural areas. This indeed happened with the large scale use of tractors and pumpsets. 
The building up of these facilities took years, during which time persons acquired skills, 
investors with money invested in land, structures and equipment, suppliers set up facilities to 
supply regularly into these outlets and communication facilities improved. It is like building 
a new colony or township. Building houses and shops, roads and water\electric connections 
will not bring people to occupy the houses and shops overnight. Both will build gradually and 
together. Services like mi& supply, newspaper distribution, taxis, buses, etc. will increase as 
people move and vice versa. After some time, it will be a fully functional colony. 

Technology absorptions will not happen through installation of physical facilities and 
eqqipments alone. Concerned people will have to learn appropriate habits. If a computer 
needs dust free atmosphere, with controlled temperature, there is need to restrict entry into 
the computer room. People used to move about freely in office, going to other people with 
files, tea, notices, messages or merely to gossip, will have to stop these practices. Not only 
those working with the computers but others also have to understand and adopt new practices. 
Until these practices become.habits, the abqorption will be incomplete. 

When new technology is being introduced, it is possible that the people may resist the changes 
being brought about. Such resistances may happen for a number of reasons, some of which 
are listed below. 

8 Discomfort in learning new skills\methods, 

8 Fear of loss of competence, influence, power, status, fuelre opportunities for growth, 

8 Fear that some others may supercede or have better advantage because of better 
capability to acquire new skills or better familiarity with new technology, 

8 Loss of control on work, and 

8 Disturbance of social groupings and relationships. 

Check Your Progress-1 r 
1) What do you understand by 'Technology'? 

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

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

2) Is there any role of human- factor in the adoption of new technology? 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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7.3 RESERVATIONS in Tourism Marketing 

In the tourism industry one of the major applications of technology is in the area of 
reservations. Manual systems find it difficult to cope because of large numbers and long lead 
times. Tourist groups planning to visit several places in one or more countries some time in 

I 
the future have to make reservations on airlines, railways, cars, buses, hotels includmg 

I 
I arranging for pick up h d  dropping. Reservations are made days or months in advance and 

i will have to be executed without fail and therefore come to notice on due time to ensure 
performances. With varieties of groups at different times and with different requirements, 

i manual systems are likely to fail. A failure not only inconveniences many, but may mean 
spoiling the entire purpose of the trip. Several developments have taken place to make these 
services more reliable and satisfactory. 

In the Indian Railways, it has become possible for a person in Town A to make a reservation 
for travel from Town B to Town C. Air bookings can also similarly be done. In some places, 
the travel agent can access the airlines mainframe and make a booking directly. Airlines and 
hotels can, on their own, make reservations on each other's facilities directly world-wide, 
almost simultaneously. Several of these systems are owned by airlines like SABRE by 
American Airlines, APPOLO by United, WORLDLSPAN by Delta, AMADEUS by a combine 
of Air France, Lufthansa and the Scandinavian Airways, GALILEO by British Airways and 
Alitalia together. Some airlines make more money through their Centralised Reservation 
Systems than through air transportation. Motels and car rentals are also linked to these 
resenation systems. The computers would automatically generate outputs of actions to be 
taken, make lists of passengers to be accommodated in each compartment in trains, sclledules 
of arrivals and departures in hotels, vacancies in hotel rooms or airline seats, persons to be 
met, cars to be arranged and so on. 

I Some years ago, one could choose a seat on an aircraft only at the point where the aircraft 
was originating. At other stations, one had mostly to occupy the free seats after boarding. On 
some international flights, the check-in counter may have a message from the aircraft flying 
in, intimating the seats that would be empty on landiqg and one could make a choice 
therefrom. Nowadays some airlines, allow choices of seats even at the time of booking, from 
any station because information about bookings done and availability, can easily be known at 
every point through terminals connected to the central computers on real - time bkis. 

Reservations are not only for places and equipment, but also for food. Those who need special 
food, for religious, medical or other personal reasons, will find their pleasures thoroughly 
destroyed if these do not become available. Families are known to have starved on long flights, 

! because the airline did not provide the special diet as requested and promised. It is notceasy 
to take note of and provide for such individual demands when arranging for groups. Latest 
technology makes it possible for such non-standardised, non-routine exceptions to 
operations, like in an assembly line of car production, it is possible to incorporate individual 
choices about colour, fender design, seats and upholstery, makes of tyres, brands of stereo 
system, and so on. 

It is also possible for managers and waiters to know preferences of repeat patrons in 
restaurants (for tables, spiciness of food, wines) or theatres and.cinemas (seats and kinds of 
plays). Patrons can be informed and tentative reservations held, when performances of their 
preferences are scheduled. Similarly tour operators can inform their patrons if the 
forthcoming schedules are known to match the desires of their customers. Information 
technology makes it possible to hold such data and bring it up automatically for action 

Reservation networks need not only be across nations or cities. Tourists sometimes reach 
cities without confirm reservations and are lost without proper information on availability of 
suitable accommodation. Kiosks at airports, railway stations, bus terminals or other central 
points linked to hotels of some standing, can provide a very important service of not only 
giving information but making a booking. Hotels that may not want to reveal details of their 
patrons, can still conceal details of their guests and provide information on the network only 
on availability and occupancy of rooms. With user friendly equipment, it would not be 
necessary to man these kiosks, provided travellers are made familiar with usage through clear 
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7.4 INFORMATION 

Tourists need information while planning a tour and also after' arrival at any centre. 
Information may relate to distances, climate, travel and accommodation facilities, places to 
see, things to buy and so on. Traditionally, such information is available in printed brochures 
prepared for promotion. They are rarely upto date. Additional information would depend 
on the knowledge of the personnel meeting tourists and therefore very often incomplete and 
unreliable. Use of computer memories can provide complete and reliable information 
corrected, upto date, on every question, however uncommon the question may be. 

Technology exists whereby the information stored can be in the form of pictures with even 
perceptions of depth. The best example of this is the CD-ROM. Here enquiries can be 
answered not merely by display of words but also by pictures. Besides it provides a variety of 
information ranging from hotels to arts, crafts and culture. Printed brochures may carry only 
some views of some slights, while computer memories can be more complete. Continuous 
updating is also possible. If proper networks exist, the updating made by the concerned 
authority, (on matters like hours of visit, charges, additions, closures, etc.) will automatically 
be available at every terminal. There would be no need for such authorities to send separate 
communications to all the information offices. They thus avoid errors of communication not 
having been received or noticed. 

More and more travel agencies, tour operators and tourism departments are making use of 
CD-ROMs, video Nms, etc. for promotional purposes. In the tourist generating markets the 
prospective buyers are shown the type of attractions and facilities available at the destination 
dong with a demonstration of the experiences they have in store. 

Check Your Progress-2 r 
1) Write about the merits of technology for reservation purpose in tourism industry. 

2) How application of techology can facilitate better information? 

7.5 THE EXPERIENCE 

The possibilities of using technology to enhance the experience of the tourism product, are 
immense. For example, some tourists may not be able to visit all the sights, because of shortage 
of time, physical weakness or other reasons. For example, the caves at Ajanta are usually 
visited and seen from the caves level. But there is an entirely different comprehensive view 
from up above and from where, a walking down to the caves is an exhilarating experience. 
This is however strenuous, needs personal transport to reach this point, which (the transport) 
must then move separately to the main gate. The authorities also do not encourage movement 
along this route as there are risks of accident to persons as well as damage to environment. 
It is possible through the use of electronics to provide everybody with this experience without 
the physicalstrains or individual and environmental risks. It may then be possible to permit 
those who may still want to walk down these slopes. The numbers may remain small or can 
be restricted through high fees. 

Guides are not always pleasant to listen to or good at explaining the history and mythology. 
They usually talk to groups, not all of whom are near enough to hear properly. Language and 
accents also, interfere with proper understanding. The commentaries on exhibits in the 
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museums can be taped and given to individuals with earphones, at a charge to be collected in Towism Marketing 
back at exit. This allows each individual to adopt his or her pace depending on the personal 
interests. Another method adopted is to be supplement the tour later, perhaps in an exhibition 
lounge, through exhibits, with separate commentary on audio or video tape, for those who 
might be interested. Similarly, separate monitors can be made available where one can call 
up any exhibit and watch or listen to explanations in the preferred language. 

One of the attractions near Ahmedabad is the Swaminarayan Campus. The exhibits depic- 
the life of the saint. After a brief introduction through slides and sounds, the visitors are taken 
along a route into spaces, which in sequence depict important stages in his life. His travels 
through rain forests is shown through a dark area which has lots of trees and bushes and 
rivulets and water falling and sounds of animals, bids, rain, wind,'etc. The total effect is as if 
one is in a rain forest. This is made possible through synchronised light and sounds 
electronically generated and electronically regulated. Any situation and atmosphere can be 
simulated making for very realistic experiences, more intense and more complete than the 
Son-et-Lumiere (Light and Sound) shows in Red Fort, Teen Murthi in Delhi, Golconda Fort 
in Hyderabad and other places. 

A more intense and complete experience is made possible when visual projections are made. 
If one is at the centre of an enclosed space like hemispherical dome and coordinated moving 
pictures are projected all round, one does get the experience of really movhg. Sensations of 
speed, sudden climbs, depressions etc. become real. Through additions of light and sound, 
otle can be given the experience of going along roller coasters, or amidst wild animals or 
through turbulent seas. Computer animation of the kind used in the film Jurassic Park is a 
further possible addition to enrich the experience of travelling through preferred routes 
while, infact, sitting immobile. One &n sit in a room and have the experience of a canoe ride 
from Gangotri to the Bay of Bengal. One may be cruising along in a boat on shark infested 
waters and a shark comes in at high speed, jaws Nly open y d  suddenly snaps at the boat to 
the sounds of crumbling timber and rifle shots from the stern of the boat. Visitors are known 
to scream in fright and at times even pass out duting these extremely realistic simulated 
experiences. Appropriate warnings have to be issued so that people with weak hearts, for 
example, do not venture into such experiences. 

Experiences in parks can be made more pleasant with lights and water flows made to 
modulate according.to set rhythms of music. One can cite here the Vrbdavan gardens near 
Mysore or the dancing fountains at Paithan. Working models of sights can add to the 
attractiveness. One might create at popular tourist spots like Agra or Khajuraho, cultural or 
theme parks, containing perfectmodels (may be diminished sizes) of the attractions at other 
centres in India with authentic settings, colours, elevations, etc. The Taj Mahal for example, 
could be shown in different conditions of light including a full moon night. This could have a 
promotional effect, creating desires to visit the real t.hings. This may also be satisfying for 
those who may not be able to make a visit. The curiosity of the historical and\or cultural 
tourists, could be met to some extent by the use of such technology. 

Japan has created indoor beaches in which the sun beats down, there is real water and waves 
and tides. They have also created indoors, a snow bound mountain slopes in which people 
can ski or toboggan under severe cold and sometimes breezy conditions. Technically it is 
possible to recreate forest hikes, caves, etc. for the adventure or sports oriented tourists. 

Thus technology can enhance the value of the product for tourists whether they be: 

ethnic tourists - having concern for the unique, often exotic customs of indigenous people, 

cultural tourists - whose interest is for local colour, festivals, costumes, 

historical or heritage tourists - whose interest is for buildings, architecture, museums, 
locales of historic events, 

environmental tourists (eco tourists) - who want to be with nature, watching or walking 
or living in it, 

recreational tourists - who seek sports and physical activities, 

adventure tourists - seeking sports that challenge the human systems with higher levels 
of uncertainty and risks. 



Market Analysis While these possibilities exist, it may take some time before they can become operational in 
India. The main reason is that we do not yet have the necessary infrastructure. It is essential 
to have a steady and reliable source of power. The maintenance of the equipments will have 
to be strictly according to prescribed routines. Restrictions regarding load, temperature, J 
humidity, time schedules, etc., will have to be rigidlyregulated. Most of all, persons associated ! 
with these systems will have to be'trained to perform to a script without any scope for 
deviation. These will develop as we get used to the requirements of the computer age. They 1 
cannot be and should not be rushed i 

7.6 COMMUNICATION 

Technology makes communication almost instantaneous. Documents transmitted through 
FAX, information through radio links and satellite computer links can reach specific points 
in remote areas. Very small towns have FAX, STD and International Telephone Direct 
Dialing facilities, which can be hired at very reasonable costs. 

Contents in floppies can also be transmitted electronically. The E-Mail is another 
development that promises to dominate office routines very soon. Business documents are 
transmitted as Electronic data. Many executives who travel continuously for many days keep 
in touch with their offices by the simple mechanism of connecting their lap top portable 
computers to their offices through the telephone in their hotel room, using modems. They 
can receive all the messages and mail waiting for them and issue instructions to be seen by 
their secretaries and dcted upon, when they come to office. With the increase in business 
traveller traffic, hotels will not be popular unless the rooms provide the facilities for such 
linkages through modems. 

Voice mail can also be received and responded to just as written mail can be received and 
responded to. The Voice Mail Box digitises voice and stores it in a magnetic disc for later 
retrieval by the receiver on request. 

PBX and PABX systems (telephone exchange within offices) can be made to automatically 
ask questions (whom they want to speak to) and respond to hstructions from the callers. 
Telephones (voice), computers (electronic), fax (fascimile reproduction and transmission) 
can all be made an integrated network. 

Teletexts are common in Delhi in India, providing information relating to railway schedules, 
airline schedules, weather news and stock market movements. This is technology which can 
be used for reservations. 

Notice boards and signboards, need not be static pieces of furniture on which the material is 
updated according to availability of the typist or the painter or the attendant who is to stick 
the notice. Electronic bulletin boards make it possible to have messages get ready, at one 
point to be simultaneously displayed at several select points even over long distances. A notice 
put up at the Head Office can simultaneously be displayed at all the other offices. Electronic 
boards are more attractive (they can be made to flash) easier to read (big size letters), 
colourful and can be varied frequently (enabling multiple messages as well as updating). They 
also remain clean for longer periods. 

Many hotels handle gtoups of tourists who may be moving out during the days. If there are 
several such groups, wanting packed food and drinks to be wried, and are leaving the hotel 
at different times, the information about and adherence to menu, quantities and timings, 
becomes very critical to the quality of the service. Manual systems with chits ticked on the 
board before the supervisor, are not foolproof. Errors maybe traced to illegible handwritings, 
overpinning (one above the other) or gusts of wind that may w r y  the chits away from the 
boards. 

The railways in India are planning to introduce telephone services on some main line trains. 
Many airlines already offer these services to their passengers. The railway's objective is not 
only to provide a valuable service to passengers, but also to be able to get in touch quickly 
with control stations in the case of breakdowns. 

Tourists in forests or on mountains and rivers (both environmental and adventure tourists) 
can benefit immensely from the technological advances. With the use of mobile phones it 
would become easier to dirsct tourists to rare species like tigers and lions, which are difficult 
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to spot in forests. Innumerable tourists now return disappointed at being unable to watch in  ouri ism Marketing 
these animals despite several days of elephant and jeep rides. Hence, the use of technology 
can add value to the tourism product and provide better services. 

Check Your Progress3 n 
1 I How can technology help the tourists who are interested in historical monuments? 

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

I 2) In what ways El-Mail and voice mail contribute to the tourism industry? 

7.7 LET US SUM UP 

i 
Tremendous advancements are taking place in technology, ensuring very high speeds and 
accuracy in information processing. This will make it possible to offer much better services 
in hotels and restaurants, more reliable and complete information about sites and attractions, 
and improve communications. There are immense possibilities of using simulations and 
robotics, generation of sounds and lights, the control and coordination of movements of life 
- like models. These can enhance the experience of tourist attractions, at sites and even 
provide the experience at some distances. Technologies are still developing. Use of new 
technologies requires not only the installations of equipment, but calls for changes in systems 
as well as in the skills and habits of personnel. Without proper absorption, the new technology 
will not deliver to its maximum capabilities. 

1 7.8 KEYWORDS 

Customisation : adjusting to the specific needs of individuals 

Modem : an equipment that enables inter connection of computers at dif- 
ferent places, through normal telephone lines. 

I Network : +he interconnection of different systems by which they can access 
and interact with each other. 

i Technology : the ways of doing things. 

User friendly : computers responding to user's language, avoiding need for special 
computer language. 

7.9 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

1) See Sec. 7.2. 

Check Your Progress-1 r 
2) Read Sec. 7.2 and then based on your experience you have to explain the need for training, 

development of appropriate skill and positive attitude for acceptance of new technology. 

Check Your Progress3 r 
1) See Sec. 7.3. 

1 2) See Sec. 7.4. 



Market Analysis 
Check Your Progress3 r 

! 

1) See Sec. 7.5. I 

2) See Sec 7.6. 
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ACTIVITIES FOR THIS BLOCK 

Activity 1 0 
Note: Discuss the activities with your Counsellor at Study Centre. 

Prepare a questionnaire to conduct a market survey for any tourism product. 

Activity 2 0 
For the promotion of a product you have to do market research. How you will plan your 
survey? 

Activity 3 I 
In the light of various options discussed in the Unit to face competitors you give your own 
suggestions. 

Activity 4 u 
Make a list of various factors that may influence the inflow of tourists. 

Activity 5 0 
Identify some key areas in tourism industry where application of computer technology is very 
essential. 



UNIT 8 ROLE OF PUBLIC 
ORGANISATIONS 

Structure 

8.0 Objectives 
8.1 Introduction 
5.2 Tourism Marketing : The Developmental Role 
8.3 Role of Public Orgesations 
8.4 An Assessment 

t 8.5 Let Us Sum U p  
8.6 Answers to Check Your Progress Exercises 

I 8.0 OBJECTIVES 

1 After reading this Unit, you wilL be able to: 

have an understanding about the developmental role of marketing in tourism, 

1 know the role played by public organisations in this regard, and 
t 
\ familiarise yourself with the role played by the Department of Tourism, Government of 

India, in giving direction to the developmental role of tourism marketing. 

8.1 INTRODUCTION 

The growth of the tourism industry and the impact of tourism on the economy (positive as  
well as negative) of a country, region or locality have been widely acknowledged. Every 
organisation, whether private or public, is in some way or another, involved in the process of 
tourism marketing. Practically every country in the world today has a national tourism 
organisation or tourism board. You may ask why this is so. Well, tourism is playing a major 
role in the economies of the world and in some cases it has been found to be the sole revenue 
geneding activity for governments. In the case of India, it is assumed that about 14 million 
people are directly or indirectly employed in the tourism sector. Keeping in view the global 
projections for tourism and the potential which exists in India, there is further scope for 
accelerated growth of the tourism industry. This in turn will have a bearing on the overall 
development process. However, a crucial aspect to be taken note of is that in the 
developmental role of marketing the emphasis should not be so much on the consumer as 
on the needsand wants of the local communities and the host population at the destinations. 
In this Unit, we examine the role of developmental marketingin relation to tourism. The Unit 
discusses the role of public organisations, mainly the Department of Tourism, in this process. 

8.2 TOURISM MARKETING : THE DEVELOPMENTAL 
ROLE 

When we look at India as a tourist destination or we look at Indian tourists as a part of the 
Global Tourism Market, we obsemc many special problems, such as how to: 

reduce the price of tourism to and from India, 

distinguish our products from those of our neighbours and those in our region, 

compete with other destinations, 

imease  the number of International Tourists to India, i.e. to raise our share of arrivals 
from 0.04% to 1% of the global market, 
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increase our foreign exchange earnings from tourists, 

distribute income and employment via tourism, or 

ensure that we maximise the benefits and minimise the negative impacts. 

These questions indicate that tourism is a complex activity that requires experience and 
understanding of both global and national complexities, similarities and differences. To 
understand the dcvelopmental role of marketing we have to understand that marketing helps 
to increase consumption, and greater consumption or access to resources, goods and 
services is seen as a measure of development. We have to also contextualise tourism within 
what is happening in India and the world today to define the developmental role of tourism 
itself. Therefore, first let us define "developmental" marketing. 

All of you are familiar with the advertisements on family planning, literacy and anti-drug 
c a m p a i g ~  on television and in print media. This involves a message to be put out at prime 
time on Doordarshan when you have the maximum number of viewers or in the newspapers 
and magazines. Such campaigns and advertising do not earn any revenue for the government 
or public organisations. You may ask then why are they carried? Well, they have a bearing 
on the overall development of the country. For example a rising population can put additional 
pressure on the country's resources to justify family planning campaigns. Similarly, 
environment awareness campaigns are directed to preserve the natural resources. In fact 
what is being marketed here is a set of ideas aimed at enhancing the society's interests and 
welfare. The main purpose hcre is other than making a profit. ,Mostly such marketing is done 
by non-profit making organisations and in such situations, according to Kotler, the "concepts 
of product, price, promotion and profit-sector marketers, have to be redefined for 
maximum relevance to all organisations." Hence, he advocates that the "concept of profit 
maximization must be translated into benefit-cost maximization so that marketing models 
can be applied fruitfully in the non-profit sector." 

You may have noted that: 

programmes like Surabhi are promoting Tourism via the prizes that are given to those 
who answer corrcctly the questions put to the viewers, 

there are reports of Tourism Festivals at new tourism Destinations around the country, 

there are programmes and newspaper reports that promote destinations through 
travelogues, 

there are discussion based programmes that give us insights on the strengths and 
weaknesses of Indian tourism, both domestic and international, 

We celebrate World Tourism Day on Sept. 29th, 

We declare Visit India Year to give special incentives to tourists to come to India, 

We hold Travel Marts and participate in Travel Trade Fairs, and 

We have a National Action Plan, etc. 

All these events and techniques have a common objective i.e. to promote tourism to India 
and within the country, as a developmental activity, because Tourism is one of the worlds 
leading industry, and we wish to be a global player in World Tourism. Therefore, 'tourism is 
seen as a model for development to: 

overcome a Foreign Exchange crisis and balance of payments problem, 

generate employment and income, 

. develop the infrastructure and human resources, 

redress regional imbalances through a transfer of income and investment to resource 
poor regions, 

transfer wealth from the rich nations to the developing nations, and 

preserve the environment, culture and heritage. 

With these objectives in mind, India has embarked on the path of tourism development with 
a target of 5 million tourists by the year 2000, to earn 10,000 crore in foreign exchange. 



Marketing tourism is . therefore a developmental activity in which all our 
socio-political-economic structures combine, in order to achieve the targets that we have set 
to bridge the developmental gap. 

INFLUENCES 
SOCIETY 
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LMNG - 

Access Lo Resources 
Distribution ofwealth 

Fig. 1: 

Figure-1 illustrates that system under which we live and work, the opportunities we have for 
leisure, and the interconnections between our social sub-system, our economic sub-system, 
our political system and how each of these systems gains legitimacy through the access to 
development as well as to resources. 

Public Organisations dealing with tourism operate at several levels with a greater tendency 
towards centralism. They require an increasingly expensive infrastructure. We see a growing 
economic apparatus (transport, electricity, water, telecommunication utilities, etc.) as well 
as regulatory mechanisms. Public services also require constant expansion (health education, 
environment, welfare, etc.). 

Figure-2 describes that all these organisations are systematically integrated. It also indicates 
the centralization of control in the Indian socio-political and economic system. 
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Tourism is also organised in a similar way as described in Figure-3. 
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Fig. 3: 

The role of all these bodies may be defined through the concept of a "growth cycle". (See 
Figure 4). 

Production 

WASTE 

EMPLOYMENT 

Fig. 4: 

The growth cycle is a concept based on the catch phrase that prosperity for all will come 
through economic growth. More production will create more work which will create more 
income which will generate more consumption and the cycle will go on reproducing itself at 
a higher level with every repetition. However, the consequences of growth have shown that 
benefits do not trickle down or percolate necessarily. In many instances, on the contrary, they 
tend to concentrate. Environments have been damaged, individuals have been displaced and 
pauperised and national economies have been adversely affected. In many economies $"state 
of emergency" continues to dog the "growth cycle". The problems of the growth cycle are 
equally reflected in the tourism activity. 

Tourism, at the national level, is primarily the responsibility of the Government of the country. 
The functions to be performed in this regard include: 

formation of a national tourism policy, 

transforming this policy into a plan of action, 



defining the status of tourism in relation to the national economy, 

facilitating administrative arrangements, 

demarcating the roles of private and public sectors, 

coordinating the activities of all those concerned with tourism, and 

promoting the country as a destination in the tourism generating markets, etc. 

It must be noted here that the National Tourist Organisation (NTO) i.e. the Department of 
Tourism does not sell a tourism product, but at the same time, it is actively engaged in the 
marketing of the tourism product(s). Burkart and Medlik attribute two major objectives to 
its marketing efforts: 

'i) Creating knowledge about the country in tourism generating markets in order to 
persuade the tourists to visit its country. 

, ii) It seeks to "create an identifiable image of its country's tourists attractions, subsuming to 
some extent the diversity of attractions within one country into a single coherent image." 

I 

i 

Thus the NTO provides a marketing umbrella under which the individual producers of the 
tourism products and services '!market their own components of the total tourism product". 

I 
In fact the NTO paves a way for tour operators, airlines, hotels, etc. to market their individual 
product to prospective buyers in a market which is already aware of or predisposed towards 
the destination because;bf the efforts made by the NTO. These efforts include: 

promotion campaigns, 

fam trips, 

market research, etc. 

Tour qperators, airlines, travel agents, hotels etc. do join in these efforts as they are beneficial 
for them. 

The role of the Ministry is, therefore, seen as one of research, promotion, policy making and 
Human Resource Development (HRD). According to Burkart and Medlik the "tourism 
organisation provides the framework in which tourism operates" and "its purpose is to 
maximise the opportunities offered by tourism to the destination." In India, it is the 
Department of Tourism, which as a body implements the policy of the Ministry. This is done 
through the process of Planning and allocation of budget for tourism between the different 
heads functioning under its jurisdiction and also by performing a regulatory role. It is also 
resbonsible for promotion and information. Another important function of the tourist 
organisation is to assess the stage of tourism development in a country. 

The India Tourism Development Corporation (ITDC) and State Tourism Development 
Corporations or. local tourism projects like the Dilli Haat play the role of catalysts or 

,pioneers in accommodation, catering, HRD and destination development etc. However, 
unlike the National Tourist Organisation, they are profit-making or commercial public 
organisations. At the same time, they are the pathfinders as they bring developmental 
resources to areas which are rich in tourism attractions but with a poor infrastructure and 
superstructure. Examples of this are: hotels at Beach Resorts; Hill Stations and Backward 
regions; transportations; special promotional schemes to raise the number of arrivals, etc. 
These functions and operations can be briefly explained through Figure 5. 
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The public organisation in the field of tourism have grown in power and responsibility because 
tourism development is seen as an important tool of economic progress. At the time of 
Independence, India did not have an infrastructure, services or human resources to satisfy 
tourists. Domestic tourists (today estimated at 100m) wcrc just beginning to move with the 
LTC and Home Town concessions. Private Companies followed the lead of the Government 
and gave matching travel allowances. Domestic tourists were also facilitated by holiday homes 
and public accommodation facilities. It was the international tourist who needed world class 
transport, accommodation, food and water. Since the 1960's the Public and Private sector 
organisations have been targeting such tourists. 

How well have these organisations performed? Let us examine the critique of the Private 
Sector on the Role of Public Organistions: 

"The policy document which enunciates the tourism plan could well be a model for 
tourism in backwsird states with great potential. It converts the entire range of 
factors which determine development for the next 10 years or  so. From 
architectural guidelines to administrative machinery, transfer of lands to 
transportations, from ecology to tax exemptions, all aspects of Tourism have been 
covered ... Yet there is to-day hardly any facility worth the name, except in the four 
metropolitan cities." (an industry opinion) * 

Apart from poor infrastructure, other negative factors are: 

a maze of bureaucratic regulations, 

shortage of fundsfor publicity, and 

inadequate professional staff. 

The tourism scenario in India is, therefore, marked by an absence of positive factors. 

Let us look at the other side of the coin. What is the perception of people in India and at 
tourist destinations? Are they willing participants in such development? 

'Tourism is not like old time hospitality. It is a trade and a source of profit. In the big 
business it is the tourists and the promoters, needs that count. What we think, fee1 andwant 
is unimportant." (Vice President, PATA) . Tourism development has taken a place over the 
heads of the local people, often a t  their cost and they have lost control over their resources 
or benefits of tourism. This is because the argument of conforming to market forces 
empowers the tourist and the big business operator. This is in line with the basic principle 
of marketing: produce what sells. Local people have to adapt to tourism and this is perhaps 
why in India there is hardly any "tourism awareness". The local people do not know how to 
intervene in the tourism debate. Finally, we come to the issue of the failure of public 
organisations in mobilising people for tourism and a positive image of India as a destination. 
The two issues are quite inter-related, although most marketing experts would not look at it 
in this way. 
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TOURISM ORIENTED 

CARRYING 
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INTERACTION? 
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Figured, explains some of the tensions and pressures generated by tourism on resources, the 
, environment and culture. The role of public organisations is therefore necessarily to sensitise 
people to the tourism encounter rather than to simply promote the economic/commercial 
advantages of tourism. 

Freedom and autonomy are the fundamental attributes of a democratic polity and tourism 
development should not rob the local population of autonomous decision making. Moreover, 
business interests should not over-ride concern about the living conditions of the people at 
the destinations. Therefore, public organisations should not play a role subservient to 
business interests, whether local, national or international, simply because the resident 
population is poor, illiterate and unfamiliar with tourism and its impact. The information 
role of the public organisations, therefore, becomes critical, as well as their role in HRD, so 
that the tourism professional has a stake in developing sustainable destinations, not only for 

I 

i tourists but also for the future generations of residents. 

Check Your Progress C I I I  
1) How is tourism related to development? 

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

2) Discuss the role of National Tourist Organisation in tourism marketing. 
I 

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

Role of Publlc 
.Organisations 



Developmental Role 
of Marketing 8.5 LET US SUM UP 

Tourism is a developmental activity and the role of public organisations is not only to help in 
marketing the destinations but a h  helpin improving the product (infrastructure, awareness, 
market research etc.). 1h India, the role of the National Tourist Organisation is performed 
by the Department of Tourism, Government of India. Besides, marketing the destinations, 
it also performs the role of a regulatory body alongwith setting of standards for product design 
in certain cases. In the states, the state tourism departments perform these roles. Both are 
non-profit organisations performing their roles keeping in view the developmental role of 
tourism. For certain aspects of marketing the private sector looks upon the public sector 
organisations. For example, it is the DOT which provides data for market research (see Unit 
3) and carries image building promotional campaigns in different parts of the world through 
its regional offices abroad. 

8.6 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress E I I I  
1) Base your answer on Sec. 8.2. 

2) Mention the role of NTO discussed in Sec. 8.3 



UNIT 9 ROLE OF LOCAL BODIES 

Structure 

9.0 Objectives 
9.1 Introduction 
9.2 Destination Planning 
9.3 Marketing Role 
9.4 Case Study of Dilli Haat 
9.5 Let Us Sum Up 
9.6 Answers to Check Your Progress Exercises 

9.0 OBJECTIVES 

In the Foundation Course on Tourism (TS-1 Unit 31, Block 8) you have been made aware of 
the role of local bodies in destination planning and development. After reading this Unit, you . 

would be able to: 

appreciatc the significance of local bodies in the development process, 

understand the role of local bodies in tourism marketing, 

appreciate the importance of local bodies in maintaining and promoting the destinations, 
and 

know about the services that the local bodies should provide in tourism for strengthening 
the product. 

9.1 INTRODUCTION 

In India, there is a great emphasis at the central level on promotion of tourism to help the 
country to intcgrate with the global economy. However; the same priority is absent when it 
comes to integrating the local or state level economies with the national economy. The result 
is that many regions with tourism potential have remained under-developed. On the other 
hand our tourism products have not emerged within our culture and needs. This has resulted 
in a poor take off alongwith the emergence of antagonisms between the tourist and the local 
population or between the tourism industry and the local bodies. Generally, in all decision 
making on tourism, the local bodies and the local population have been ignored. However, if 
we keep in view the developmental role of marketing, the importance of local bodies in the 
implementation of tourism projects, maintenance of destinations and facilities, etc. becomes 
critical to their success. This Unit takes into account the role of local bodies in tourism 
marketing. 

9.2 DESTINATION PLANNING 

  he Government of India's National Action Plan for Tourism (1992) identified 15 
circuits/destinations for concentrated development. Besides, this Plan proposed to notify a 
few Special Tourism Areas for integrated development of tourism facilities. It was mentioned 
that: 

The proposed Special Tourism Areas will be similar to the scheme of setting up notified 
Export Processing Zones designed to give a fillip to industries catering to export promotion. 
The selected Special Tourism Areas would have identifiable boundaries notified by the State 
Governments where land would be allotted for hotels and tourism related industries a t  
concessional rates to prospective investors according to the Master Plan prepared. A 
Special Area Development Authority would be constituted by the State Governments to 
administer the Special Tourism Area with full delegation of powers under different statutes 
of the State Government. The Snecial Area Develonment Authoritv would nrovide basic 



Developmental Role infrastructura~ support such as airports and airline services, railway stations, 
of Marketing communications network and post/telegraph/banking services. Both the Central and State 

Governments would grant exemption from specified CentraVState Taxes and freeze rates 
on water and electric supply for at least 10 years in order to attract investments. 

The scheme for setting up of select Special Tourism Areas was approved in a resolution 
adopted by the Conference of State Tourism Ministers held in New Delhi on 10th December, 
1991. 

The selection of Special Tourism Areas would be done by the Central Government in 
consultation with those State Governments who are willing to offer the maximum facilities 
for the successfuL functioning of suth Special Tourism Areas. 

Special Efforts will be made to attract foreign investment in.these areas. 

A scheme for giving Assistance for Specified Tourism Areas (ASTA) will be started to 
provide financial assistance for equity and other tourism related activities in such areas as 
are specified by the Government. 

Such a policy statement bypasses the role to be played by local bodies in these areas for 
tourism development. In fact, the local bodies like municipalities, panchayats etc. have always 
been ignored in tourism planning and development. i 

I 

The local bodies reflect the aspirations of the community and are directly accountable to local 
needs. Hence, it is for the local bodies to ensure that the : I 

motivation for tourism development remains people centred, and I 

benefits of tourism empower local communities rather than displacing or disinheriting 
them. 

In any destination planning the local bodies have a crucial rule. Ignoring them has led to, and 
if it continues, will again lead to a variety of problems related to guest-host relationships, 
destination life cycle, destination maintenance and so on. Infrastructural support like 
electricity, water , roads, street lighting, public parks, sewage, sanitation etc. is provided by 
the local body. This has a direct relationship with destination development and promotion. 
But this fact is often not taken note of by the tourism industry as well as the central or state 
governments. 

For example, in the Master Plan, for tourism development in Maharashtra, which has been 
prepared by the State Government, the entire range of factors which determine tourism 
development, have been addressed, like the administrative machinery, transfer of land, 
transportation, tax exemptions, ecology, etc. An entire 84 km. stretch of the coastline from , 
Vijaydurg to Sindhudurgh Fort has been declared as a special tourism area. The state has 
identified 9 district level special tourism areas of its own. Under the Central and State 
Schemes, the following issues have been raised by national and international experts : 

1) Exemption from electricity duty, lwury tax, sales tax and octroi. 

2) Freezing of electricity and water charges. These concessionshave been given by the State 
to private investors for 5 years and by the Centre for 10 years. 

3) Land belonging to MTDC and the Government can be leased to investors for a 30-year 
period, at 25% of the market value in urban areas and 2 V2 % of administrative costs as 
a lump sum payment. The remaining 75% will be recovered at the rate of 15% (annual 
lease charge) or 5% of turnover, whichever is higher. In rural areas land at market value, 
plus 10% administrative charges will be taken as lump sum and nominal lease charges of 
Re.11- per year will be charged. 

I 

5000 acres has been earmarked for tourism and3000 acres is being accessedby MTDC. Whilst 
this scheme benefits the private investor, local opposition to special tourism areas, golf, 
theme parks etc. by agriculturists, fisher folk and artisans, is likely to create a new set df 
problems. This indicates that local bodies like municipalities, panchayats and Tourism 
Boards are not involved at the planning stage. Foreign investors and international tie-ups for 
7 beach resorts will take control over development and its impact will be that the initiative 
goes out of the hands of local communities and residents. In much the same fashion, the State 



Role of Local 
Government is also a poor second to the Centre, yet it is burdened with the task of Bodies 
infrastructural development and coordination of sectoral activity. 

In urban areas, land ceiling regulations will access "surplus" lands for hotel projects whilst 
residents will be squeezed into smaller and smaller areas, as seen in the Bombay Chawls. 
MTDC properties will be privatised, with an impact on employment of the existing work 
force, which has been deemed "inefficient" and "unprofessional". 

The plan stresses consumer protection laws, which again indicate that in the global economy, , 
the consumers' rights are more important than the rights of the local people. 

i The local bodies and communities are not treated as equal players in tourism development. 
It should not be forgotten that apart from the mainstream services the role of local bodies is 
essential in: 

i ' ensuring the safety and security of the tourist at the site, and 

1 controlling, regulating and standardizing the inform-al sector touts. 

The tourism industry regularly keeps complaining about the failure of local bodies to do 
what they ought to be doing but fails to come forward for joining hands or sharing even one 
percent of itsprofits with the local bodies or population for destination development and 

I maintenance. 

1 Similarly the local bodies lack initiative and resources in developing, maintaining or 
promoting their destinations. It is time that the examples of the role of local bodies in many 
other countries be analysed regarding their interventions in tourism development by the 
planners. With emphasis on Panchayati Raj it is expectcd that the local bodies will have a 
better say in their affairs. At the same time, their functionaries would require more knowledge 
and information about tourism. This is because in most of the cases the elected 
representatives on the local bodies as well as the bureaucracy are not sensitised to the needs 
of tourism and the demands it is likely to make on the resources of the area,,The awareness 
about tourism is also very low. 

I Check Your Progress-1 I 
1) Why should the local bodies have a say in tourism development ? 

2) What do you understand b i  Special Development Area? 

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

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

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

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



I~evelopmental Role 
of Marketing 9.3 MARKETING ROLE 

In tourism the customer (tourist) experiences the product and the total environment 
surrounding that product is integral to that experience. Take for example Agra as a 
destination. The attractions there include the famousTaj Mahal, Fort Sikandra and Fatehpur 
Sikri,etc. The tourists come to see these attractions but they also experience the condition of 
roads, pollution, garbage, beggars, touts and shopping malpractices. On the other hand, those 
in the informal and small scale sector often have negative perceptions about tourists. The 
result is that an excellent tourism attraction becomes a bad experience. Thus, in the marketing 
terminology the tourisin product has to be designed, developed and maintained taking into 
account all the factors. 

In all countries the primary role of local bodies in facilitating tourism, recreation and leisure 
is well documented. For example in England individual towns, cities and districts have 
established thcir local tourism offices for promoting tourism to their areas and this has the 
backing of the local body and authority. They organise special events, undertake promotional 
activities, and establish Tourist Information Centres. These information. centres provide 
tourists with information like bus or flight timings, accommodation, eating joints, festivities, 
entertainment, sightseeing etc. They play a dual role: 

On the one hand they facilitate and serve the tourists, and 

On the other, help the local guest houses, lodges, paying guest houses, transporters and 
other informal sector services in getting business. 

These local bodies not only have a say in tourism development and marketing but they 
provide the linkages between the tourism industry and the host population. 

Customer 
(Tourist) 1 neeeds 1 

Department 
of Tourism 

(Government) 

PRODUCT 
(Development and 

Local Bodies 
Host Population 

Fig. 1: Equal Partnes in Tourism Development 

In India, the state and elected bodies have a greater role in the developmental process (the 
private sector has by and large kept itself aloof from sharing social responsibilities). But we 
are often functioning in a highly centralised and rigid model where higher authorities tend to 
monopolise the decision making and implementation role in all economic areas. For example 
even a district level Tourist Information Centre is a part of the State Tourism Department 
with little or no linkages with the Zilla Parishad or any other district body. Tourism, in fact, 
demands that the initiative be localised for a wide distribution of benefits. But this localised 
initiative has to have wider linkages from the point of view of destination marketing. If the 
two do not act in harmony, the following prdblems are envisaged: 



3) This strains thelr resources often diverting them from more immediate concerns. 

3)  In such a situation, a destination may never take off. 

4) There might emerge a hostility to the project among the local population, ctc. 

Once the local bodies become equal players in tourism they can take care of a variety of 
things such as: 

e assess local responses, 

e give techr,;cal advise to the locals, 

a, create tourism awareness in the area, 

e organise special events, 

e patronise artisans and artists, 

e help in forming cooperatives of the providers of tourism scrvices at the destination, 

o provide the tourists as well as the outside intermediaries icformation about the available 
accommodation, etc. and 

e provide assistance for market research through compiling or making available the data 
related to the destination and visitors, etc. 

The local bodies have to take care of the resource attraction problem also which is often a 
major hurdle in their work. They need people, voluntezrs, audiences and funds. Thcir funding 
is iargely through tax collection and government grants. They must go for fund raising 
campaigns among the local beneficiaries of tourism, tourism indusiry and also the tourists. 
However, this needs a planned and organised approach. 

The local bodies should also rcscarch the people's feelings and reactions towards the tourism 
projects they undertake and simultaneously go for motivation drive, publicity, retention of 
public interest and sensitising their own employees. Tourism education and training is 
another area which the local bodies can look into. 

The local bodies must also evaluate the infrastructure and determine the carrying capacity 
of the destination. 

9.4 CASE STUDY OF DILL1 HAAT ' 

An alternative form of development is the Dilli Haat, a Food and Craft Bazaar, opposite the 
INA Market, New Delhi. The Dilli Haat is not just another tourism attraction, dominated by 
bureaucratic regulation and lack of expertise. It is a joint venture of the Delhi Tourism 
Corporation and New Delhi Municipal Corpn. as well as the D.C. (Handicrafts) and D.C. 
(Handlooms) of thc Central Ministry of Textiles as well as the Central Department of 
Tourism. It is a novel project in many ways. It took just 6 years from the submission of the 
project to its implementation. This success was due to two factors: 

1) Thal the Central and State Governments had a social responsibility to the rural people 
to open direct marketingoutlets for them, cven as theywere opening markets to the world 
to enter India, and 

2) The promoters, Ms Jaya Jaitly and the Dastakari Haat Samiti had nothing to gain 
personally from the project. 

Perhaps the kcy to the success of the idea was the concept that Tourism should not ride piggy 
back on handicrafts, with some urban person dressed in a "pagri" acting as a rural artisan, but 
that the need of the craftsman, integrated with local, regional and national food and culture 
would automatically attract the residents of Delhi as well as the tourists, both domestic and 
international. How did it all bcgin ? 

The personalvision and commitment of Ms Jaya Jaitly, who had learned from her experience 
with Gurjari that the Government can play an important interventionist role, as well as her 

Role of Local 
Bodies 



Developmental Role involvement inthe organisation of the Dastakari Haat Samiti as a union of craftspersons, led 
of Marketing to the concept of a Craft Market Place in Delhi. 

The Prime Minister thcn called local Delhi bodies like the Chief Secretary, the DDA, the 
DTDC and the NDMC to see who would offer to take up the project. Delhi Tourism took up 
the task of implementing thc project. As the State Tourism body, it felt that the role of prime 
developer was within its scope, experience and expertise. Tt also contributcd the largest chunk 
of the funding, amounting to Rs. 1.50 crorcs. The Ministry of Textiles, under its Urban Haat 
Scheme, formulated in the 8th Plan, contributed Rs.50 lakhs, since its brief included such 
a project. The Central Department of Tourism contributed Rs.40 lakhs, marking out publicity 
and promotion as its special role. 

With the funds in place, the search for land began. The two agencies, DDA and the Ministry 
of Urban Development, which control most of the land in use in the Capital, offered a site 
behind the Purana Quila. However, the project required greater visibility. In stepped the 
NDMC. They refcrred to an Act which gave them the land rights over drains. They suggested 
that the drain at Kidwai Nagar, New Delhi, could be covered and such land, which then 
belonged to them, could be used to house any light structure. The area thus reclaimed 
measured 7 acres, and 12% of the area was given to DTDC to set up the Dilli Haat project 
at the cost of a rental value of Rs.1 lakh per year plus 30% of the profits. The original idea of 
laying a garden over this area had been shelved due to a fear of encroachment, and the idea 
of a Craft Bazaar, a cluster of brick huts reflecting genuine rural architecture. which would 
encourage the artisans and be a sustainable developmental scheme, was an attractive 
alternative. The design of the complex was based on the multiple needs of a traditional rural 
haat and contemporary culture. 62 stalls, open places and stages and 25 food stalls were 
constructed as well as a special playground for children. The comp!ex situated in the heart 
of the commercial area of South Delhi combined the recreational, cultural and shopping 
needs of the local population and the Dilli Haat has become a centre of activity for all. 

The Central Ministry of Culture was roped into spcmsoring cultural events. Tt was followed 
by State and local cultural bodies who sponsored their own events in the complex. State Food 
and Craft festivals, theatre and music shows and Rock concerts have entertained people from 
all walks of life. 

The rural, semi-urban and urban artists from the whole country can now access the capital's 
shoppers through the Dilli Haat. A small corner rents for Rs.101- per day; an open platform 
goes for Rs.251- per day and a covercd stall for Rs.501- per day. For Rs.15001- per month, a 
craftsperson can find a place to accommodate, work and sell products, without paying "pagri", 
high rents or bcing harassed by the other officials for kickbacks. 

Perhaps the most innovative role is being played by the DTDC Staff, who are totally 
committed to the role of the Haat in the life of the artisan. Their attitude has transformed. 
They do not behave like bossy bureaucrats and the constant interaction with craftspersons 
from far and wide has resulted in internal and external changes in their attitudes. Their homes 
are decorated with crafts; they wear modern clothes; they enquire about the heritage and 
tradition of the products and the pcople who make them as well as their cultures and 
life-styles. 

The pioneering role of the Dastakari Haat Samiti, the union that represents the craftspersons 
today continues. They are the watchdog body that ensures that commercialisation does not 
underminc the objective of the project. The Samiti, thercfore, does not ask for special 
privileges for itself and its membcrs. The Haat is open to all genuine and bonafide 
craftspcrsons. When individual craftspersons apply to DTDC, they inform them of the role 
of the union and many of the people become members after their experience at the Haat. 
Thus the complex plays a dual role - it unites and organises the artisans and craft-workers 
and offers them direct marketing opportunities. Such a free interaction with the customer 
improves the quality and design of the product and ensures that the rich, living heritage of 
the hand worker gains a permanent status and value in contemporary society. The removal 
of the middleman also ensures not only better prices, materials and profitability but also better 
integration and authenticity in the application of traditional goods and techniques to modern 
usage. 



I Check Your Progress-2 ' 
I I 
1) What role can the local bodies play in touribn~ marketing? 

2 )  W!IAL i i .  3 : ~ '  5.1~iw should ire thc rclaril~nsi,np !.::I *+:en r n ~  i:)cal bodics and Ihc tourism 
indu\try" 

3 )  O ~ ~ C I I S S  the I>11! %lad! projc~!. 

- - - - - - - 

9.5 LET US SUM UP 

Thc importance of local bodicr and their rolc in implementing tourism pro,jects, hccomes 
apparent only when wcview the dcvclopmcntal rolc olmarketing. This is I?ccausc In country 
like India, we have certain social objectives to be realiscd, alongwith ccsnorl~ic and political 
goals. 

Thc caac ofthe Dilli Haal idcnlifies a local body which has gcncrally been ignored hy Planners 
and Policy makcrs and the union. Recently, in Goa. the hotcl workers have also shown a 
simllar seiisc of involvemcnl in the functioning of tourisnl cnterpriscs. by indicaling that thc 
cost of thc tourism product should be detcrmincd by thosc who providc the services and not 
Lhc consumer alone. . 

Kale of Incal 
Bodies 

Thc dcstinalion is ccntral to any marketing approach in tourism alongwith the customer's 
nceds. 'The h o ~ t  population and the local bodies have an cqual role and status as that oi the 
cuaomcr in tourism and they musl bc accountcti for in the product design. dcvclopnicnt and 
marketing. 



Developmenial Role 
of Marketing 9.6 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 EIZl  
1) Take into account the reasons given in favour of local bodies. See Sec. 9.2. 1 
2) These areas have been selected by the Department of Tourism for tourism development 

See Sec. 9.2. 

Check Your Progress-2 C Z I l  
1) Base your answer on Sec. 9.3. f 
2) Both should take care of each others interests and work in harmony. See Sec. 9.3. 1 

i 

3) See Sec. 9.4. 
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Structure 

Objectives 
Introduction 
State Structure, Social Change and NGOS 
NGO's Intervention in Tourism 
NGO's Role in Tourism Awareness 
NGO's Role at the Destination 
Let Us Sum Up 
Answers to Check Your Progress Exercises 

1 

10.0 OBJECTIVES 

After readingthis Unit you will be able to: 

! e' understand the need of Non-Govcrmenial Organisations (NGOs) in a society, 

I know about the developmental role being played by NGOs, 
1 appreciate the interventions being made by NGOs in the area of tourism, and 

i understand their role in creating tourism awareness and demanding a decisive role for 
thc local communities in tourism development. 

10.1 INTRODUCTION 

This Unit has bcen conccptualised keeping in view the experiences of EQUATIONS an 
NGO cslablished for research, training and promotion of holistic tourism. This NGO works 
towards transforming the inherently exploitative nature of mass commercial tourism and 
questions the real benefits of tourism to the host communities as well as its socio- cultural 
and economic impacts. 

The NGO are playing a crucial role in community development which is likely to expand in 
the coming years. As a result of the negative impacts of mass tourism, at many destinations 
the NGO are raising vital issues. These issues have to be taken account of in destination 
dcvclopmcnt, planning and marketing. 

The Unit starts with the role of NGOs as agents of social change in monolithic state structure. 
It further deals with their intervention in tourism and their role at destinations. 

10.2 STATE STRUCTURE, SOCIAL CHANGE AND NGOs C '  

The traditional role of the State is to provide for the well-being of its citizens. The State has 
taken upon itself to deliver more and more ingredients of the constitutive factors of 
well-being. Although there are constitutional obligations the State has vis-a-vis its citizens 
becausc of the way the political and administrative systems are structured and work, most of 
these obligations are not delivered to those whom they are meant for. The worst hit are usually 
the poor, the needy and those who naturally do not have access to power, participation and, 
therefore, decision making, thus leading to their marginalisation. In a large, heterogeneous 
mass that constitutes the notion of a country, bureaucratic responses or delivery systems fall 
Tar short of peoplcs needs. This gap has created the space for new ways of reaching people 
on  the margins and finding solutions lor their needs. 

Traditionally, non-governmental organisations (NGOs) began with the idea of addressing 
contemporary society's problems, in a way which was different to that of the structured, 



i)eveiopmerrtal Role 
{ t i  Marketing 

in the critique of tilt functic,ning of \as.;: ins!rtutions which wcrc s~ppr>s{~u !o dciivcr aor:a! 
services like education. p a b i ~ ~  hcahb. i , ~ r a l  drv-hpmcnt ctr; 

NGOs play an important supportiw ro!e as rnediiato1.s anci f'acilitato~i to eaasore equity and 
participation in the development process. i%GOs ir; Third World countrics are operatjag in 
an increasingly global conlext ti, strengthi~i thc v i ? i c ~  of the poor and alienated by defining 
the reasons for their plight in the contcxi, of h g e r  global structural issues and give avoice to 
pcoples issues in thc domestic and international arena. 

Every econo~nic activity is determined by the Crntral (iovcrnmenl. Since the Goverllillent 
controls most tedcrallstate activity through policies. i t  emcrgzs as the centre of power. Most 
pol~cies are the rcprescntations of thc Ccntral Ciovernment and the political party in power. 
Local State Governments implcnlent thesc policics even when they rcprcsent different 
economic or cu!turai specificities. 'r'hls reveals the fdct that they have no major differences 
of oplnion in policy matters iron1 that of the Central Government. 

A vast nation like India, with innunerable nationalities and geographic boundaries, lacks a 
wcll developed federal structure. Hence, policy implementation overlook!; geographical, . .  . .  
economic and cultural spec~ficitie:; of individual states, regioias and pecple. 

The state structure which is monolithic. iiclps the Centrc in the uni1att:r:;l ilnplcrnentation of 
policies, denying any space for pivazlistit; intcrventioa. The ass~mpti<)i~ is that once 
'dernocralically' electcd to power, .;her< is a rnandcrr r.2 'act for thc \vhi?Ic' and enforcc any 
policy which is thought fit. This self assertive niltio~l to act for the urhoie should hc the very 
basis of our debate, even if we are to assumt: that therc arc no srestedinterests in these policics. 
The dcbate originates from the premise? that any policy nlith na!ion-wide consequences, 
requires the approval of the people or a general mandate, prior to decision making. Implicit, 
here is the understanding of the role of the Ciovernmcnt, that it derives its legitimacy lrom 
the social acceptance of its authority and it depends on the t.acit assent of the governed. 

Social movements have traditionally been associated with class-based strugles of workers' 
movements but since the 1960s a wider variety of social movements have emerged. There are 
three main characteristics of 'new' socidl movements: 

First, new movements are primarily social and not directly political in character. They 
are principally concerned with cultural issues ralher than secking to ovcr-throw control. 

Second, and consistent with this view, new social movements are not concerned with 
direct challenges to the state, rather they aim to protect civil society from increasing 
technocratic influences of modern life. 

a Third, new social movements attempt to bring about change through presenting 
different value frameworks and demonstrate alternative ways of being. This extends to 
the social actors within the movements who denonstrate their challenge, on one Icvel, in 
the way they conduct their meetings, the structures they creatr for tlicir organ~sations 
and the legitimising of an emotional discourse into working agenda$. 

The NGOs infact. act as agents of social cbanpc. 

The role of the NGOs in tourlsln is based on the u~aderstanding of the new economic, social 
and the political processes that accept the reliance on markets and private sector initiative 
as the most efficient mcehanism for achlev~ng economic growth, producing goods, providing 
most scrvices to most people, etc. Markets are also posited as bcing a necessary condition 
for sustaining democracy, because thcy provide the basis for strong centrcs of power (i.e. 
interest grcups) independent of the state. 

Peoplc at the destination havc unilateral tourism policics imposed on them. Tourism policics 
identify every hill, seashorc, forest and place of worship as a potential site for tourism aclivity. 
At the same time thesc policies rcfust: torccognise the traditional income generation methods 
of the people at tourism destinations, and that the lorests and seashores have their own natural 
and historic functions. 



Role of NGOs 
We should not forget that tourism has emerged in the context of unresolved socio-economic 
structural issues, such as land distribution patterns or the take over of traditional occupations 
by modern mechanised capital. Any initiative by the government in tourism by way of 
legislation or direct investment is envisaged within the framework of the tourism policy. 

Tourism is not a voluntary activity in a nation like ours. It is planned and imposed on the 
people through policies. At the same time people have every right to differ from these policies 
which means challenging the state structure and the political system. Such differences help 
to formulate new models rather.than alien models dictated by the government or outside 
agencies. In the face of the unhindered entry of international capital and successive 
alienation, perhaps it is difficult to agree that the future is in our hands. 

As a critique of the developmental role of tourism it emerges that tourism: 

e is viewed in the context of a development model which has a political character, 

development has taken place along with increased elitism, authoritarianism, militarism 
and various forms of State repression in different parts of the world; all of these are 
threats to the culture, economy and empowerment of communities, 

e development along with globalisation threatens the sovereignty of the nation, 

e culogises a certain consumptive and luxurious lifestyle which is unsustainable by any 
means in most developing countries, 

e promotes net outflow of capital to affluent sections internally, and 

o is based on the objectified view of the world where beaches, sanctuaries and mountains 
are seen as objects of pleasure which negates possible meaningful relationships between 
people and their environments. 

People in tourism destinations donot have the luxury to debatevarious forms of tourism. Nor 
can they afford to treat each violation at tourism destinations as an aberration. Every 
undemocratic policy does violence to the people who seek some solution to their daily struggle 
for survival. 

It is here that the NGOs play an important role in the socio-economic development of the 
nation. These organisations are formed for various purposes on the basis of ideas conceived 
by individuals/group for certain objectives and goals. The distinguishing role of the NGO is 
its voluntarism - the fact that an NGO can only invite voluntary involvement in its activities 
and must, therefore, use discussion, bargaining, accommodation and persuasion in its 
dealings rathcr than bureaucratic control. But in the final analysis it is the quality of 
participation that determines the legitimacy of decision making. Those who will be affected 
should have the right to be consulted m this process as well as a forum to express their needs. 
NGOs provide such a window. 

Over the past years, there has been a clear trend among NGOs for a broader process of 
development - a concern for people rather than projects and, therefore, training, 
awareness-nurturing, capacity-building, social organisation and institutional-development 
have become important items on their agenda. This is evidenced in: 

e the strategy to increase NGOs impact, as a catalyst developing, multiplicative and 
diffusive strategies whereby they aim to influence others through working together, 
sharing ideas, training, etc. 

e the increasing importance of information in NGO work as they utilise the power of ideas 
and information to promote positive change in the wider structures of government, 

e the role of advocacy - using experience from the grassroots to influence others at local, 
national and international levels to reshape resource allocation and promote policy 
change, and 

e internal organisational changes required to support moves, with special emphasis on 
learning, flexibility, decentralisation and innovation. These changes are seen as essential 
if NGOs are to preserve traditional strengths, such as their independence and value base, 
which enable them Lo pursue a mission rather than follow a market. 
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1) What is the critique of the developmental role of tourism'? 

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

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

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

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

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

2) Whatrole do the NGOs play in a society? 

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

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

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

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

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

10.4 NGO's ROLE IN TOURISM AWARENESS 

There are different types of roles that NGOs play in tourism: 

i) There are tourism NGOs that are involved in criticizing the policy in the hope of making 
it more just. These NGOs are located in the processes described above. 

ii) There are other NGOs in tourism, that work at tourism destinations, with problems 
directly borne out of tourism development at the site. The former are not necessarily 
located in tourism destinations but play a supportive role to the NGOs in tourism areas. 

iii) There is a third kind of NGO - one involved in policy- making on tourism. A relatively 
new phenomenon, such NGOs play the role of consensus-building for narrower purposes 
of the State machinery. By their very existence, however, these NGOs recognise the 
strength of the methodology of the other type of NGOs and de-structure the 
centralisation of the decision making process. 

The tourism NGOs make a critique of the policy, by exposing the problems in it. These NGOs 
are research groups that make a detailed study report of the policy. Their findings are 
circulated among other researchers, activists, individuals, NGOs, Governments etc. after 
which they come up with an alternate policy/critique. The Government at some point takes 
into account the voices of these NGOs and their findings and inputs them into the policy. By 
this action the government is involving the NGOs in a sense of policy making. The NGOs 
consider their critiques and alternative policy models as a check or pressure against the 
government policies. 

A major aspect of a tourism NGO is to raise awareness among people about their power to 
intervene with the centre of the power, with policies that they deem fit. The seeds of an 
alternative lie in the peoples' ability to 'differ' on policies at one level which can be done with 
the inputs of the tourism NGos, and policy manifestations at tourism destinations by NGOs 
in tourism on the other. It also lies in the realisation of people in tourism destinations that 
the ultimate power lies in their hand in decision making, since it is their little world that is at 
stake. It is this process of decision making that determines what kind of tourism a particular 
ricoplc 'region should have, if this particular peoplelregion should have tourism at all. 



Rok of NGOs 
To 'differ' on policy is not alternative policy making. It is to perpetuate and widen the area 
of dispute and enhance the collective identity of people in dispute. This act of 'differing' with 
the dominant power structure will influence central political power. With the positive and 
negative impacts of earlier policies of the Centre, tourism NGOs can evaluate the 
effectiveness of present policies. 

10.5 NGO's ROLE AT THE DESTINATION 

NGOs in tourism destination areas work on tourism issues based on their need to understand 
changes affecting the communitics in which they are working in, due to tourism development. 
These issucs could be of various kinds, like: 

i) lack of civil amenities, 

ii) increasing pressure on common resources, 

iii) displacement caused due to large tourism prqjects requiring land, 

iv) changes occurring in cultural modes of thc local 'host' community etc. and 

v) interacting with local NGOs working on day to day issues. 

These groups then look out for ways of understanding the changes affecting the area and the 
communities that they work with. This is where the symbiotic relationship betwec~ thr 
tourism NGOs and those NGOs working in the tourist areas emerge. The former working 
on the larger structural issues also need to work on specific issues, areas, people and context 
to validate their theoretical framework as well as to engage with the 'real' world. Whereas 
the NGOs in the destination areas are so involved in the meeting with the day-to-day issues 
of their constituents, they find it difficult to engage in thinking through broader strategies. 

The tourism NGOs as part of their researcll at onc Jcvel, focus on a particular place or issue 
of tourism ~mportance. Thcy rcport n w i  document In detail the tourism movement in that 
area. Their roleis to create a data bank by co1l:ctmg relevant news-clippings and case studies. 
Surveys are conducted with the local p u p s ,  networks and linkages are formed with 
interested group% for active participation They produce backgrounders on particular 
situation< wh~r 1 1  tn~llitatc ~cientific rcscarch on environmental, socio-political and relatrd 
lSSUC\. 

Through a process of awareness-building, training, lobbying and advocacy these NGOs put 
destination specific issues in tourism on the national agenda. They are resource centres which 
provide publications not rnly to activists but also to tourists, the travel trade and the residents. 
They provide direct support for local action with resources and information. 

For information collection and dissemination, these tourism NGOs collaborate with local 
groups at the tourism destinations to collect basic empirical facts and impacts. Brief fact 
sheets in basic English and vernacular languages are produced. These NGOs formulate 
guidelines for assessing tourism from a different perspective which is then used in various 
local situations. They also have a wider role to play. 

Tourism NGOs monitor tourism policy and legislation to see whichwill affect tourism issues. 
One of the important functions related to monitoring is that of disseminating the information 
to the larger public. This dissemination is done through active engagement with the host 
population and the media. Through the mcdium of active involvement with the host 
population, these NGOs get this group of people to perceive their problems in the light of 
serious studies and analysis. In the case of the media, being one of the largest disseminators 
of information, a larger broader section of the society is confronted with these issues so that 
there can be a change in the way that the relative merits of tourism development are discussed. 
The ultimate purpose of all these interventions is of course to bring change to the lives of 
people, not only in the destination areas, but also the society at large which many a times 
remains a mute spectator to the changes affecting people in distant places. 

To sum up, the role of the NGOs in the process of developing aTourist destination, is to bring 
together information from a multiplicity of sources, rather than looking at tourism issues only 
from the point of view of the economic needs and problems of a country, a state or a region 
,- - 
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Fig. 1: 

In the process of development, where social marketing seeks to find appropriate solutions to 
real problems, the approach of the NGO's to interact between people and products helps to 
bring to the arena of the industry the rights and responsibilities of all the role players in the 
process of developing tourism. 

Check Your Progress-2 EIzl 
1) How do NGOs create tourism awareness? 

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

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

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

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

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

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

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

2) Discuss the role played by NGOs at the destination. 

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



10.6 LET US SUM UP 

The role of NGOs in tourism is important because they point out the imbalances in 
development along with the people's perceptions of that development. They create 
awareness among the people regarding the use or mis-use of their resources and assets in 
relation to tourism development. Besides offering a critique they also point out the direction 
in which such development should take place. They have demonstrated the negative impacts 
of tourism on environment, land use, culture, etc. The tourism industry and organisations 
must take note of the NGO's viewpoint while designing, developing and promoting tourism 
products. 

10.7 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 I 
1.) Base your answer on the critique mentioned in Sec. 10.3. 

2) See Sec. 10.2. 

Check Your Progress-2 r 
1) Sec. 10.4 deals with this aspect. Compare your answer with the contents of this Section. 

2) Read Sec. 10.5 

Role of NGOs 
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After reading this Unit you should be able to: 

understand the concept of socially responsible marketing in tourism, 

know about the critical concepts in socially responsible marketing, 

know the importance of the promotion mix, 

understand what is alternative tourism, 

know about sustainable tourism, and 

learn about the numerous agencies involved in socially responsible marketing. 

11.1 INTRODUCTION 

The tourism industry operates in an environment where there is increasing competition for 
both revenue and customers. The conclusion is simple - those who market will do better. 
The same holds true for socially responsible marketing. In this Unit, we have explained the 
need and importance of sociallyresponsible marketing and how the marketing tools are used 
to achieve optimal results. 

11.2 MARKETING 

We will begin this Unit with a brief recapitulation of our understanding of what is meant by 
Marketing. Marketing means designing an organisation's product in terms of the needs and 
desires of the targeted market and then using effective means of promotion, distribution and 
service. 

We need to focus on three aspects which are relevant to marketing: 

The objectives, 

The Exchange Process, and 

The Customer. 

In tourism there is a fourth aspect i.e. the Sener. 

In the traditional market model the Exchange relationship involves mutual benefits, and thc 
identification of the Customer The Ob,jectives are profits through customer salisfaction. 



Goods and Services 

Fig. L. 

This is how the marketing model relates to the marketing activity. The customer is the person 
who pays for the tourism product or service. Marketeers then plan the traditional 4P's and 
the additional 2 P's that relate to the Tourism and Service industry, in terms of thc 
requirements of the target market (see Block 4). This leads to a mutually beneficial exchange 
process and fulfillment of the objectives of the organisation i.e. profits. 

11.3 SOCIALLY RESPONSIBLE MARKETING . 

Philip Kotler has differentiated between marketing and social marketing in the followingway: 

"Social Marketing differs from other areas of marketing only with respect to the 
objectives of the marketer and his or her organisation. Social Marketing seeks to 
influence social behaviours not to benefit the marketer, but to benefit the target 
audience and the general society ... It's sponsors simply wish to make the society a 
better place, not.merely benefit themselves or their organisation". 

What do we understand from this distinction ? The important point that emerges is that in 
social marketing, the marketing activity of the organisation is not to be seer1 as a purely 
commercial activity as other objectives are involved. This is not to say that the aim is not to 
make a profit. The organisation can and does make a profit, but there are other equally 
important objectives involved. Therefore, an organisation or group involved in socially 
responsible marketing has multiple objectivcs, and each of the objectives is of equal 
importance. 

11.4 A SOCIALLY RESPONSIBLE MARKETING MODEL 

The use of the traditional markct model is not adequate in describing socially responsible 
marketing because: 

the exchange process is more complex. There are two equally important exchanges 
between the customer and the organisation. The exchange of money, and the exchange 
of information and communications, 

there exist multiple constituents, and 

the organisation has multiple objectives - other than that of monetary gain. 

Therefore, a more complex model is required, which should incorporate the following points: 

the multiple objectives, 

the exchange process, and 

the multiple constitucnts. 

1) Multiple Objectives 

The primary distinction in socially responsible marketing Iies in the objectives. What are 
these multiple objectives ? According to Krippendorf, the goal is to develop a new form 
of tourism:"the common goal must be to develop and promote new forms of tourism, 
which will bring the greatest possible benefit to all participants - travellers, the host 
population and the tourist business, without causing intolerable ecological and social 
damage." 

Socially Responsible 
Marketing 
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Shapiro has classified the marketing needs of organisations dealing with socially, 
responsible objectives into three areas: 

i) resource attraction: i.e. generation of profits and money, 

ii) persuasion i.e. use of communications to change attitudes, lifestyles, and 

iii) resource allocation i.e. allocating the funds generated not only to the shareholders 
and business partners, but to put back the funds into furthering the socially 
responsible objectives of the enterprise. 

2) The Exchange Process 

Persuasion is an important process in socially responsible marketing. Therefore the 
exchange relationship in socially responsible marketing involves the additional aspects 
of Communication and Information. 

As you can see from the model this is a two way process. Hence, it is called an "exchange" 
process. Information is obtained from the consumer and the target market to ascertain 
how much of the social objectives of the organisation have been understood by the target 
market. On the basis of the data obtained, the communication mix by the organisation is 
prepared. 

I Information I 

Fig. 2: The Social Marketing Exchange Relationship 

MARKET ORGANISATION 

This communication process involves exchange of communication regarding the 
efficiency and effectiveness of the work of the organisation. The message can be delivered 
to the target market by printing the mission of the organisation on posters, pamphlets or 
brochures. 

Communications 
b 

Goods + Services 

Money 
1 

In the information exchange process the organisation actively seeks the views of the 
general public and its customers into their level of awareness about the objectives of the 
organisation and its work. 

3) Multiple Constituents 

In Responsible Tourism these would be: 

the tourist, 

the host population, 

the destination region, 

the environment, and 

ecological and cultural aspects. 

11.5 IMPORTANCE OF THE PROMOTION MIX 

(Please read this Section in conjunction with Case Study INTACH on Humayun's I omb - 
An Interactive Media Presentation in Unit 12). 

As outlined above, one of the vital elements in socially responsible marketing is 
communication and information exchange. 

The promotion mix of an organisation provides a means of communicating effectively to the 
consumer, and perspective customer, about its product and ideas. These communication 
goals are more complex for organisations dealing with responsible msrketing, since the task 



involves not only dealing with a "marketplace of products" but also dealing with a "marketplace 
of ideas." 

The tools of the promotion mix are Advertising, Publicity, Sales Promotion and Personal 
Selling. These are the ideas abound in today's marketplace. For example, in responsible 
tourism these could bc furthering the concepts and idea of conservation, rehabilitation, 
sustainable development etc. Each organisatipn is communicating its social message to the 
general public. What is needed is a clear and simple message that will achieve a "share of 
heart and a share of mind with the target market. 

The Range of Promotionals Tools includes: 

i) Advertisement Tools like Radio/TV spots, mailings, point-of purchase displays. 

ii) Salcs promotion Tools like Special events, Fairs, Exhibits 

iii) Publicity Tools like Press Kits, Reports, Public Relations (PR). 

iv) Personal Selling like Sales presentation, Tour Guides. 

An effective management tool to achieve an optimum promotional mix is thc AIDA Model 
or "Hierarchy of Effects Model". The aim of the promotion and sales campaign is to identify 
the stage the target market is in, using this model with relation to the "decision to buy". For 
the tourist organisation this would mean identifying the stage the target market is in by means 
of Market Research, with relation to the concept of conservation, rehabilitation and interest 
in eco tourism, etc. 

The campaign needs to be developed with the aim of moving the tourist to the next stage in 
thc model, by using appropriate promotional methods and tools. Market Research is an 
effective method to determine at which stage the consumer is presently in: 

Table 1 
Uelermining the Promotional Objectives 

(Source : R. H. Colley : Defining Advertising Goals for Measured Advertising Results, Association of National' 

Advertiser, New York 1961). 

Research in Marketing of consumer products has shown that the most effective promotional 
tools are Advertisirig, followed by Sales Promotion, Personal Selling and Publicity. In 
responsible marketing the relative importance is changed. Although research in this filed is 
limited, Personal Selling is the most effective tool in this area. 

Personal 

Publicty and PP 

Advertising 

Socially Responsible 
Marketing 

Fig. 3. 
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1 What is the main difference between marketing and social marketing? 

Shapiro has outlined three important marketing needs of an organisation understanding 
social marketing. What are these? 

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

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

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

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

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

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

3) List some promotional objectives in responsible marketing. 

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

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

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

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

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

4) What are the promotional tools used by - A Travel Agency, A Hotel, A Wildlife 
Sanctuary? List at least three tools for each. 
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11.6 SOME CONCEPTS CRITICAL TO SOCIALLY 
RESPONSIBLE MARKETING 

We need to briefly touch on some of the concepts that are basic to responsible marketing in 
tourism. Three concepts are crucial. These are: 

Alternative Development, 

Sustainable Tourism, and 

The Concept of Carrying Capacity. 

11.6.1 Alternative Development 

The Brundtland Commission (Tokyo, 1987) had a profound impact on the definition of 
alternative development. The report that emerged from this commission is titled, The 
Brundtland Report. This report defined sustainable development as that which "meets the . 
goals of the present without compromising the ability of future generations to meet their own 
needs". Proponents of alternative or sustainable development broadly agree on some basic 
parameters, a few of which are given below: 

1) There is a need to change the scale of production from large scale to small scale 
operations. 

2) It is important to achieve a development that is more people oriented. 

3) Maintain economic growth with regard to the "essential needs of the world's poor". 

11.6.2 Sustainable Tourism 

An understanding of alternative development leads us to the concept of sustainable or 
responsible tourism. This area also continues to give rise to a lot of ongoing debate, and a 
consensus on a single definition remains to be found. However a lack of a definition is a 
positive point, since the subject is evolving continuously. 

Sustainable or responsible tourism can be broadly defined as "forms of tourism that are 
consistent with natural, social and community values, and which allow both hosts and guests 
to enjoy positive and worthwhile interaction and shared experiences". This means that 
tourism should not have a negative effect or impact on the environment, culture, or social 
values of the host population. Some critical areas to focus on would be: 

The environment has an intrinsic value and is to be enjoyed by future generations. 

Tourism should be a positive activity and benefit the visitor as well as the community. 

The relationship between the environment and tourism should be managed with a long 
term viewpoint, so that there should be no damage to natural resources. 

Tourism activities in terms of the operation and nature of the enterprise should be in 
harmony with the location. 

~ l l  those responsible i.e. tourism industry, local authority, environment agencies etc. 
need to work together. 

Idea of Carrying Capacity is at the heart of Sustainable Tourism. 

Emphasis should be on cultural sustainability. Tourism should not damage the culture 
of the host community. The experience of the tourist should be through organised 
encounters. 

11.6.3 Carrying Capacity 

Carrying Capacity, for the purpose of tourism, is defined as "that level of tourist presence 
which creates impacts on the host community, environment and economy that are acceptable 
to both tourist and host, and sustainable over future time periods." 

Socially Responsible 
Marketing 
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The concept of carrying capacity carries with it some notion of sustainability. Further the 
carrying capacity threshold is likely to occur first in some areas, and later in others. The 
tourism activity may first affect the ecosystem of a destination, and later affect the culture, or 
environment. 

There are several types of carrying capacity of a site, or resort, or tourist area: 

Physical capacity is how many number of tourists can an attraction absorb at  a given 
time, without causing any negative effects to the attraction or site. 

Psychological Capacity of a site is the amount of congestion that the tourist will tolerate 
before the site looses its appeal. Different sites have varying amount of carrying 
capacities. A beach has a different psychological carrying capacity as compared to that 
of a wildlife sanctuary. 

Ecological Capacity is the ability of the region to absorb tourists without destroying the 
balance of nature. 

The Social and Cultural capacity of the host population, involves the impact of the 
tourists on the culture and value system of the people who belong to the tourist region 
i.e. the host population. 

11.7 AGENCIES INVOLVED IN RESPONSIBLE TOURISM 

To make responsible tourism a success and not remain a mere lip service or an academic 
exercise, involvement needs to be both at the macro and micro levels. You will notice in the 
list given below, there are numerous agencies and enterprises involved in the business of 
tourism. These can be government controlled or run by independent entrepreneurs; they can 
be operated on a large scale, or a small scale; ownership could be local, national or even 
multinational. 

Difficulties in coordination between such diverse enterprises are one of the major problems 
faced in trying to achieve a coordinated approach to long term planning and creating effective 
control systems. 

1) Organisations at  the Macro level: UNESCO, World Tourism Organisation WTO), 
World Bank and Green Peace are some organisations active in the area at the Macro 
level. 

Some Examples of the work undertaken by these organisations are: 

The International Academy for the Study of Tourism was set up in Santandor, 
Spain in 1988, under the aegis of the WTO. The aim was to create a scholarly body 
to investigate the theoretical nature of tourism and its global role. 

A seminar on Alternative Tourism was organised by WTO at Tamanrasset in1989, 
where alternative tourism was chosen to endorse "responsible tourism." The aim 
of the conference was to convince all parties - governments, tourists, hosts, the 
tourist industry - to respect the social and cultural resources on which sustainable 
development of tourism was seen to rest. 

2) Governments: This includes Central, regional and local public authority to develop a 
responsible tourism policy with effective planning and monitoring systems encouraging 
good environment practices. 

3) Non-Government Organisations (NGO's): The role of the above has been outlined in 
detail in the previous Unit (No.10). Local pressure group formed by the host population 
and local citizens also come under this category. 

4) Agencies involved in Tourism at  the Micro level: These include: Travel agents and tour 
operators, Developers of resorts, site's, attractions - both man made and natural, 
transporters and the accommodation sector like hotels and private lodges, etc. 

5) The Green Consumer: The individual traveller to whom environment issues are as 
important as the concept of how to spend hislher leisure time. 



1) What is alternative development? . 

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

2) What is sustainable tourism? 

3) List two different types of carrying capacities. 

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

11.8 LET US SUM UP 

Socially Responsible 
Marketing 

Social Responsible Marketing is becoming increasingly important if we wish to keep the 
I activity of tourism in harmony with the environment. This is a complex task, since the 
objectives of responsible tourism are multiple, and coordination between the various agencies 
involved is difficult. However, if we wish to preserve the world's tourist attractions for future 
generations, all parties involved at the macro and micro level need to take a committed and 
long term part in this field. 
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Check Your Progress-1 I 
1) Read Secs. 11.2 and 11.3 carefully and you will find that there is a basic difference in 

approach. Profit is not the sole motive, influencing social behaviour is a major concern. 

2) See Sec. 11.4. 

3) See Sec. 11.5. 

4) You have to answer from your own experience. 

1) See Sub-sec. 11.6.1. 

2) See Sub-sec. 11.6.2. 

3) See Sub-sec. 11.6.3. 
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UNIT 12 SOCIAL MARKETING 

Structure 

12.0 Objectives 
12.1 Introduction 
12.2 Marketing Tools in Responsible Marketing 
12.3 Environment Friendly Marketing Strategies 
12.4 .Conservation 
12.5 Rehabilitation 
12.6 Cultural Heritage Tourbm 
12.7 Eco-tourism 
12.8 Let Us Sum Up 
12.9 Answers to Check Your Progress Exercises 

After studying this Unit you should be able to understandivith the help of specific case studies, 
some new forms of tourism, and how appropriate marketing strategies have been developed 
in each case. These are in the areas of: 

Conservation, 

Rehabilitation, 

Heritage Hotels, 

Cultural Heritage Tourism, 

Eco-Tourism. 

12.1 INTRODUCTION 

In this Unit specific case studies will reflect how new forms of tourism are emerging. The 
examples will show how the marketing variables of Product, Price, Place and Promotion are 
developed and balanced into an Optimum Marketing Mix, in keeping with the aims and 
objectives of socially responsible marketing. 

12.2 MARKETING TOOLS IN RESPONSIBLE MARKETING 

You are already familiar with the various marketing tools used in tourism, since these have 
been examined in detail in the previous Units. Socially responsible marketing makes use of 
the same marketing tools. For example: 

a marketing strategy and plan is determined in keeping with Goals and ~ i s s i b n  of 
sustainable tourism. 

market research and segmentation: identify new market segments, who are the 
consumers, and what do they want. 

identifying the marketing mix. 

the product mix includes identifying the product and in tourism it includes elements of 
accommodation, transportation, amenities and entertainment, and accessibility of the 
destination. 

These come under the.thiee headings of attractions, facilities and accessibility. 

the communication mix: includes promotion, advertising, publicity and in socially 
responsible tourism the element of "persuasion". 
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the distribution mix: ways in which the product is brought and sold to the consumer - 
directly or through various agents. 

As we have already said that in socially responsible marketing you have to keep in mind the 
following objectives when the marketing tools are being developed: 

to develop marketing strategies to protect the environment, \ 

to develop plans that use resources in a sustainable manner, and 

skillful management and marketing of existing facilities keeping the objective 1 and 2 in 
' priority. 

12.3 ENVIRONMENT FRIENDLY 
MARKETING STRATEGIES 

The environment in tourism can be of two kinds: 

the natural environment such as coastal, forests, mountain, rivers, areas of scenic beauty, 
and 

man made attractions. 

Tourism can have either a negative effect on the environment, or we can develop strategies 
that keep tourism in harmony with the environment, and, therefore, have a positive effect on 
the environment. These type of strategies fall mainly into two categories: 

i) Conservation 

ii) Rehabilitation 

12.4 CONSERVATION 

Conservation implies the preservation of both natural and man made environment. Natural 
resources such as wildlife are protected and the various species are preserved for future 
generations to enjoy by creatingwildlife sanctuaries, game reserves and national parks. Thus 
the natural environment is protected from unrestricted hunting of the animals, destruction 
of the environment, ecoiogical balance in which they live. 

In India there are approximately 55 natural parks and sanctuaries. The aim of creating 
effective responsible marketing in areas that have been deemed as Conservation Areas is to 
identify the marketing strategy in keeping with the objective of Conservation. 

Case Study. We will examine The Sariska Tiger Reserve, Alwar, in Rajasthan, and determine 
the type of marketing strategies that have been used to assist the macro objective of 
Conservation. 

We will examine the two marketing variables of: 

i) ' the product mix, and 

ii) the communication mix 

i) The Product mix 

To recapitulate, the product mix in tourism involves determining access, amenities, and 
attractions. In responsible tourism these have to be developed, keeping in mind the objective 
of Conservation. 

Access:. 

1) The aim of the marketing plan is conservation, and, therefore, the aim of the marketing 
plan is to limit the number of visitors per day, and not to try and get the maximum numbel 
nf tniiricts n e r  dnv 



2) The sanctuary and the wildlife and fauna should not be destroyed by the visitors, and 
therefore, the tourists cannot go tramping all over the sanctuary on their own. If the 
tourist enters the sanctuary by car, they can drive only on certain main routes. They are 
not allowed to drive on the innermost tracks. Further there is a speed limit, and no horns 
are allowed. 

No access to the sanctuary is permitted at night after 7.00 p.m. and the gates are closed 
to visitors. Prior to this regulation jeep rides to spot the tigers were permitted. However 
this was detrimental to the tigers and other wildlife and hence stopped. 

No one can wander around on the innermost tracks alone, and one has to take an official 
jeep and guide. 

3) The parking lot is outside the gates of the sanctuary. 

These are all various ways in which the access or entry to the area under conservation 
has been made deliberately difficult for the tourist. 

Amenities. No tourist can stay inside the sanctuary. The Tiger Den Lodge and the Hotel 
Siriska Palace are a few kilometers away from the sanctuary. These have been constructed 
so that the buildings are in harmony with the landscape surrounding the conservation area. 
The fauna and trees have not been disturbed in excess. There are no high rise hotels, where 
a lot of the landscape is required to be removed to cater to parking, and accommodation. 

Entertainment consists of visiting local scenic sites of beauty. No discos, swimming pools 
have been built. The forms of entertainment available are such so as not to disturb the wildlife. 

This is an example of how the product mixis correctly identified in keepingwith the objectives 
of conservation. This is in contrast to tourist areas where the "Product" has been designed 
keeping the Wants of the tourist in mind. The product mix in this case has not been modified 
to suit the tourist, but developed keeping Conservation asthe main objective. 

ii) The Communication Mix 

In responsible marketing we have discussed that the element of communication is very 
important. The tourist has to be informed about the importance of conservation. The tourist 
has to be "persuaded not to litter the sanctuary, not to play loud music that will disturb the 
animals, and not to trample on the fauna. Market research on the attitudes of the visitor, and 
assessment of the level of their.awareness of the above point is important to gather. This will 
enable the marketing person to develop an effective communication mix. 

The variablc of a communication mix is non existent at Siriska. The element of "persuasion", 
of informing the tourist is missing at this sanctuary. Therefore, the exchange process is 
incomplete, because in responsible marketing the exchange process includes two elements, 
each of equal importance. These are money exchange and information exchange. (Please 
refer back to Unit-11). 

No guidelines and publications arc available to educate the tourist so that they arc aware of 
their responsibility to the wildlife they are visiting and why conservation is imperative. 

No periodic surveys are undertaken to find out if the tourist knows how important the wildlife 
is to the future generations. It is due to this lack of a communications exchange that there 
are many occasions when loud music and behavior occurs at the lodgings and inside the 
sanctuary. This is an example of ineffective and incomplete responsible marketing. 

A Cbnservation area where a suitable communication mix has been developed is at the Kanha 
National Park in Madhya Pradesh. Here an interpretation center has been set up for 
environment education. 

Social Marketing 
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1)) List some important considerations for social marketing. 

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

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
, . 

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

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

2) Point out the important factors that you have to keep in mind at the time of preparing 
marketing plans for conservation. 

12.5 REHABILITATION 

Rehabilitation is when a building or an area is used for something different from its original 
state. This is different from conservation where the aim i.+ to keep the environment as close 
to its natural state as possible. Rehabilitation involves a major change in the use of the 
environment. 

There are alot of examples of the use of Rehabilitation in tourism, in a positive manner. Many 
buildings and areas have been saved from ruin and thus preserved since they have been 
converted for use as tourist attractions. Examples are using old buildings as museums, and 
forts as tourist hotels. Thus the fort or haveli is saved from total ruin and disrepair. Through 
the profits earned from tourism the monument is preserved for future generations. 

Case Study: Heritage Hotels. 

Part of the government policy on Heritage Tourism is to transform havelis or forts into 
"Heritage Hotels". In India there is a Heritage Hotel Association. 

We will examine how a socially responsible marketing strategy has been developed in keeping 
with the macro objectives of Rehabilitation. 

Case Study: Neemrana Fort Palace as a Heritage Hotel. 

In this case study we will examine 

the product mix 

the distribution mix. 

Neemrana was bought by a group of individuals with the primary aim of restoring the fort. 
Later as the restoration work continued to progress they began to think of a way in which 
money could be raised to pay for the intensive restoration work that was required, and the 
idea of converting the fort into a Heritage Hotel was born. The fort started operating as a 
hotel in 1991, whereas the fort was bought in 1984. Restoration work continues, and will take 
about two more years to complete. 
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Francis Wacziarg, a co-owner said that the, main aim in buying the fort was his passion in 
"trying to create an awareness on the necessity of preserving our heritage". India's forts and 
havelis are worthy of preservation because of their historic associations, for the benefit of 
future generations. He said that it was this commitment that led him and some friends to buy 
the fort. The Fort is of special value as a historical monument because, to quote from their 
brochure: 

'The Neemrana Fort-Palace is situated on a majestic plateau concealed in a horseshoe 
formation of the Aravalli ranges, considered the oldest fold mountain in the world. The 
beginnings of this rugged architectural jewel which rises to nine levels, dated back to 1464 
A.D., making it India's oldest heritage resort. The site was chosen by Raja Rajdeo - 
descended from the Chauhans who ruled Ajmer and Delhi till 1192. Its stepped'palaces, 
variously built over five centuries, sprawl over 3 acres." 

~k The Product Mix. 

You will recall that the product mix in tourism also includes transport, accommodation, 
amenities and entertainments. 

In Neemrana the scenic landscape around the fort has not been disturbed. The vegetation, 
and the village at the foot-of the fort have been left intact. There is an ancient3tep well a few 
kilometers away from the fort, to which the tourists have to walk through dusty narrow lanes. 
No wide pathways or roads have been built to assist access. Alternately the Hotel can arrange 
for camel rides to the Step well. 

The fort is being sensitively restored, in keeping with old drawings. No new wings are being 
added to create rooms on a mass scale. There are at present about 70 rooms in the fort. 

Entertainment is in the form of Rajasthani tradition of folk dances and puppet shows, 
performed at times by the local villagers. Thus, the entertainment, and landscape is at 
harmony with the aim of Restoration. 

The Distribution Mix. 

You will recall this is the way in which the product is sold to the consumer. Mr. Wacziarg 
said that he has often been told that the Neemrana Palace is an example of superb marketing. 

j The owners have done no advertising on their own. The publicity has been through word of 
i mouth alone. Thus Neemrana is not targeted for mass tourism, and not positioned on the 

main tourist circuit. 

Only a few select 'travel agencies inform their interested clients of this retreat; Direct 
bookings can be done from Mr. Wacziarg7s own office. The pamphlets and brochures stress 
that the aim of the enterprise is that of Restoration. 

X2.6 CULTURAL HERITAGE TOURISM 

"The general goals for heritage tourism is to make sure that the relationship between the 
heritage monument or resource and the tourist is kept in harmony. Management tools of 
planning, site management, carrying capacity, and compatible marketing all need to be 
integrated and co-ordinated. Once again one must stress the importance of co-ordination 
among all the heterogeneous agencies involved in the enterprise of tourism." (The Role of 
Interpretation for Cultural Heritage Tourism in Orissa by N.James; Courtesy INTACH) 

Sites around the world are given World Heritage status by UNESCO. 

The Dilli Haat project by Delhi Tourism has received the PATA Gold Heritage Award, 1995. 
These PATA (Pacific Asia Travel Association) Gold Awards have been instituted to 
recognize excellence in promoting the tourism industry in the Asia-Pacific region, and for the 
preservation and promotion of cultural heritage. 

Case Study An INTACH Multi Media experiment on Humayun's Tomb 

If you refer back to the Exchange Process involved in socially responsible marketing (Unit 
11) you will recall the importance of the Communication Exchange, which involves the 



Uevelopmental Role 
of Marketing 

elements of Information and Persuasion. Please also refer to the Unit on the importance of 
the Promotion Mix. 

The following is based on a study by Mr. Nicholas James, entitled "The Role of Interpretation 
for Cultural Heritage Tourism in Orissa". (courtesy INTACH.) 

The consultant suggests that a strategy is needed to ensure that the awareness and importance 
of conservation is fostered consistently to the tourists who are visiting these heritage 
monuments. 

For this to be achieved, two factors are important. 

1) Improved Interpretation: This will enhance visitors understanding of the cultural 
heritage, and alert them to the requirements of conservation. 

2) Informed Participation: We need to enhance visitors enjoyment and satisfaction in a 
manner that will reinforce conservation. 

When these two facfors are balanced, tourism would support economic growth and mitigate 
the negative consequences to. the heritage resource. 

The use of an Interactive Media Model. 

INTACH developed an interactive media model to promote the Humayun's Tomb, New 
Delhi. This experiment was carried out for 2 weeks during the Man and Nature event held 
in the Capital in February 1995. Mr. Pande executive director; INTACH, stated that "we now 
think of tourism as a major positive force for conservation." (See Annexures 1 to 3.) 

The tourist, with this multi-media package will: 

8 enjoy and be informed about the historical aspect of the monument, and 

8 reinforce their attitude towards the conservation aspect which is of vital importance when 
undertaking responsible marketing. 

12.7 ECO - TOURISM 

The decade of the 90's has been called the Decade of Eco - tourism. There are serious 
concerns about environmental degradation, and .cultural and social damage due to mass, 
unplanned and un co-ordinated Tourism. Market Research has shown evidence of a large 
segment of consumers who are committed to environmental sound holidays. 

Due to this demand by the consumer leading travel agencies and tour operators now offer 
'ecological or green holidays'. This may be only a small niche market or segment for this type 
of low impact tourism, yet it is certainly a growing market segment. 

Case Study: A Travel Agency Organizing Alternate Tours. 

Kolam Tours, Madras. (Source an article by the owner - Responsible Tourism an Experiment, 
Published in The Eye, vol. 11 No.4.) 

Kolam Solidarity Exposure Tours was started in 1989 by Mr. Ranjit Henry. 

  he objective of the travel agency in the words of the owner is to "tread lightly on Mother , 
Earth, to work towards a people : oriented, culturally sensitive and eco - aware travel culture." I 

The agency wishes to deliberately remain small, and provide tailor made tours to its rich 
clients. 

The Product Mix 

The tours are led personally by Mr. Henry, who is the tour leader. A 3 week tour to Tamil 
Nadu and Karnataka offers its clients an opportunity to visit some of the villages, and village 
life. The highlight of the tour is a 2 day stay in 3 villages where the tourists stay in the village 
hut, sleep on the floor on mats, and eat the same food as provided by the family. Since there . .. . " . .  4 , .  - .. .., ..P. . I .  I 



This type of travel agency is marketing itself to a specific type of tourist. The tourist is not 
the regular mass tourist, interested in luxury 5 star hotels, and visiting the major cities and 
mass tourist circuits of interest. 

Activity 

1) Undertake a mini market research project by askingabout 20 consumers in your area as 
to what type of holidays they prefer, would they go on adventure tours, nature treks, are 
they concerned that mass tourism can destroy places of tourist interest. Prepare a 
questionnaire with about 10 questions and examine the results. Does your market 
research indicate a segment of the consumers willing to go on 'green holidays'? 

12) ,Visit atleast 2 travel agencies in your area. One travel agency that has eco-tours and one 
travel agency that only offers tours to highly developed resorts. Find out the answers to 
the followings questions, and examine the difference in the two. 

1) What are the objectives of the two travel agencies? How are they different. Does the 
travel agency dealing with eco- tours have multiple objectives? 

Check Your Progress-2 n 

2) Examine the brochure and publicity materials. Identify the amenities, access, and 
entertainment for each tour offered by the two agencies. How is the product mix for the 
eco- tour different than that of the product mix for the mass package tour? 

1) What are the promotional objectives of cultural heritage tourism? 

, 

2) Explain Rehabilitation in the context of tourism. 

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

3) What is the thrust in eco-tourism? 

Social Marketing 
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Social marketing is an approach to influence the behaviour of your targeted clientele towards 
positive changes. Application of usual marketing tools and strategy with an eye to socially 
important issues is the major con,cern of social marketing. In Unit-11, we have explained the 
concept of social marketing and in this Unit we have provided you some case studies on 
conservation, rehabilitation, eco-tourism, etc. The purpose of giving these case studies is to 
make you familiar with the various combinations of social marketing in tourism. These 
experiences may help you in designing a marketing strategy for any tourism product. 

12.9 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 n 
1) see Sec.12.2. 

2) See Sec.12.4. 

Check Your Progress3 n 
1) Improved interaction and informed participation. See Sec.12.6. 

2) See Sec.12.5. 

3) See Sec.12.7. 



MAN AND NATURE 

Humayun's Tomb Multi-Med~a Programme: A report in The Sunday Times of India, New Delhi, February26,1993 

CAPITAL 

No Guide Please, we have mouse fAr help 
' Tourists in the Capital may soon be more permanent project," says Mr conservation and reuse discusses 

able to visit historical monuments Amitabh Pande, executive director, how pollution has led to corrosion 
without a guide. They can sit at a INTACH. 'If we get a clearance, of various structures within the , computer terminal installed at the this could turn out to be a very tomb and suggests ways to restore 

I monument and access data related useful exercise to  promoting them. 
t o  history, archi tec ture  and heritage and tourism,' adds Ms The 45 package is an 
conservat ion before  they Ruchira Ghose a consultant with integration of colour photographs, 
undertake a trip through it. the organization. illustrations, music, text and a 

I A menu-driven multi-media T h e  p rogramme has been voice-over which takes viewers 
package,integratingsound,visuals; developed by Ashok Singe of through Humayun's Tomb. The 
text and graphics, at Humayun's CENDIT and Sunil  Kumar,  .viewer can mwe back and forth in 
Tomb which is a pilot project is now Reader of Medieval Asian history time and spacc and scan specialized 
open to the public. Created by the at  Delhi University and is an  areas according to interests. 
Indian National Trust for Art and exciting and informative one. "We 
Cultural Heritage (INTACH) and were  equipped to  create  a Some products reflecting the 
CENDIT, a software development multi-media package" says Ashok theme of Humayun,sTomb are also 
firm, the package was presented for Singe, adding that "whole body of ensile at the monument and all the 
the first time before an invited historical  and  archi tec tura l  motifs on them are from 
audience at the INTACH office information was waiting to be the tomb, Two of Sanjhi (a 
today on a by screen.  tapped, the organizatiohs traditional craft of paper cutting 
Representa t ives  f rom the  decided to come together in an fmm cards and a Sanjhi 
government, tourism and culture effort to develop an awareness of d iary  w i th  a sma l l  essay on 
departments, historians and school cu l tu re  and her i tage  among Humayun, written by Sunil Kumar, 
teachers were present. tourists, students and lay persons." are available. They are priced at 
The multi-media programme, has With a mouse attached to  the Rs. 100, Rs.50 and Rs. 120 
been on display for the past week system one can access data which respectively as the design on each 
and can be seen at the west gate of have been listed under five main card is individually cut by hand. A 
Humayun's Tomb, everyday till categories. Thefirstoneconsistsof guide map of Humayun's Tomb 
February 28. The organizers say background informat ion o n  and adjacent monuments and a set 
that they plan to install the package Humayun's anccston and the later of six line drawings by Dhiren Mete 
on a permanent basis. "We intend Mughals. The rest gives a detailed are also on sale. I m A C H  is, in 
toeli'citresponseofpeoplewith this sketch of Humayun's Tomb its fact, planning to set up a shop and 
pilot project and hence approach ad jacen t  s t ruc tu res  and the  galleryatits newoffice in the Lodhi 

:the government for a larger and gardens.  A brief section on  Estate. 

Social Marketing 
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INTACH 
The Indian National Trust 

for.Art and Cultural Heritage 

cordially invites you to a special presentation 
of a multi-media programme on 

THE 
HUMAYUN'S 

TOMB 
on the 25th of February 1995 

at INTACH 
at Bharatiyarn (Near Humayun's Tomb) 

Nizhuddin New Delhi 110 013 

There will be four screenings of the programme at l lam, 12noon, 2p.m. and 3p.m. on Saturday the 25th of 
February. 

You are welcome to come to any of these. 
A guided walk through Humayun's Tomb 

and the adjacent monuments 
will also be available throughout the day. 

The multi-media programme may also be seen on site, 
on the smaller screen, at the West Gate of Humayun's Tomb 

any day till the 28th of February 

Courtesy. INTACH 
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Presentation on Humayun's Tomb 

As part of its project on the documentation of monuments INTACH has 

recently embarked on a new venture, the multi media programme. 
i 

Integrating sound, visuals and graphics with text, the programme allows a 

multi-dimensional collation of data on each monument. In a menu-driven 

package the user can choose to access data on a variety of topics for 

example, Humayun, the Tomb, the Mughals, Mughal architecture, Mughal 

gardens, conservation of the Tomb to give a rich tapestry of information 

about the monument and its history. Humayun's Tomb is INTACH's pilot 

multi-media project produced for INTACH and CENDIT. Not only is it a 

frrst effort but one done in great haste in all of 6 weeks - to coincide with 

the Man and Nature festival. We intend to develop and improve this 

package and would welcome your reactions to it and your suggestions. We 

plan, eventually, to have such multi media packages available for all major 

monuments. Around the them of Humayun's Tomb INTACH has also 

made some products for sale. There is a guide and map of Humayun's 

Tomb and adjacent monuments, a set of 6 postcards of line drawings of the 

monuments and two sets of SANJHI cards and a SANJHI diarywith a short 

essay on Humayun. SANJHI is a traditional craft of paper cutting from 

Mathura. The design on each card is individually cut by hand. All the motifs 

in these SANJHI products are taken from Hurnayun's Tomb. To bring out 

products around the theme of different monuments is also a part of our new 
I 

venture and for this we will continue to identify traditional crafts, especially 

those dying or under threat, like SANJHI. 
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A.J. Burkart and S. Medlik Tourism Past, Present and Future, 
London, 1981 

Philip Kotler Marketing Management: Analysis, Planning 
and Control, London, 1984. 

Philip Kotler Marketing for Non-Profit Organisations, 
New Jersey, 1975. 

Philip Kotler and Social Marketing, New York, 1989 
Eduardo L. Roberto 

Rob Davidson Tourism, Guest Host Relationship, 
London, 1993. 

IGNOU Tourism Studies TS-1, Block 8. 

ACTIVITIES FOR THIS BLOCK 

Make a list of the activities to be undertaken by the local body of your area for developing 
and maintaining the destination.- 

Find out if there is any NGO working in your area? Obtain all information about the NGO. 

How many advertisements on the TV can you identify, which come under the category of 
social marketing? 

Take any two national newspapers for a week. Make a list of advertisements related to social 
or developmental ma&etihg. 
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Objectives 
Introduction 
Defining Product 
Developing a Product 
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Product Positioning 
Product Life Cycle 
Let Us Sum Up 
Answers to Check Your Progress Exercises 

13.0 OBJECTIVES 
-- - - - - - 

After reading this Unit, you should be able to : 

i define product, 

1 explain the wrious stages involved in product deelopment, 
1 identify the tictors that influence product formulation in tourism, and 

understand the importance of product positioning. 

13.1 INTRODUCTION 

Product is one of the four basic elements in the Marketing Mix. In view of the customers' 
needs and interests it becomes the responsibility ofmarketing manager to devise appropriate 
products. Specific attention should be given to the customers' expectations, capabilityto pay 
and how the product is perceived by customers. In this Unit you will learn, what is product, 
different stages in the development of product, how to formulate tourism products and 
product positioning along with the concept of product life cycle. 

13.2 DEFINING PRODUCT 

Anything that can be offered in a market for use or consumption by the consumers as per the 
market requirement is called product. For example a beach resort provides sun, sea, 
relaxation and entertainment. Hence, the beach resort is a tourism product for the 
consumption and use of tourists. According to Philip- Kotler "A product is anything that can 
be offered to a market for attention, acquisition, use or consumption that might satisfy a 
want or need'! He has mentioned five product levels that a marketeer should take into 
consideration : 

Lovel 1 Core benefit : This is the fundamental service or benefit being bought 
by the customer. 

Lave1 2 Generic Product :When the marketeer converts the core benefit into a 
basic version of the product it is termed as generic 
product. 

-13 Expected Product : The customers generally expect a set of attributes and 
conditions while makinga purchase and ifthe marketeer 
meets these .expectations it is termed as expected 
product. 

b e 1 4  Augmented Product : When a product is dewloped with such additional 
services or benefits which make it distinctive fiom other 
products it is termed as anaugmented product. 

, 5 I 



Madeting Mix Level 5 Potential Product : This indicates the possible evolution of the augmented 
product in future. This is where organisations search for 
new ideas and ways to satisfy customers and at the same 
time make their product something unique or different. 

Figure - 1 

Baggage Keeping Airconditioning 
extra baggage 

Soft drinks 
Commentary 

Toilet facilities in 

Level - 1 Level-2 Level -3 Level - 4 Level - 5 

Figure - 1 explains these levels through the example of a travel product. At every level the 
marketeer can add value to the service which maybringpleasure to the customer. For example 
if a cold d rhk  is offered at level 3 product, the customer gets something unexpected and 
derives a satisfaction of having being treated in a special way. However, it should be noted 
here that there are certain factors associated with a product and these include : 

Basic design, i.e. the size or facilities or say the quantity and level of services, 

Presentation, i.e. the environment or atmosphere in which the service is being provided, 

Quality, i.e. the standards of service to be offered and maintained - something very 
important in tourism, 

Range, i.e. what all is to be included in the product or covered in the service, 

Brand, i.e. association of a name which is well known or associated with high levels of 
customer satisfaction, 

Image, i.e. a reputation earned bythe product, 

Warranties, i.e. an assurance of a particular level and quality of service, 

Consumer protection, i.e. assurance of damages claim in case of failure of or 
sub-standard service, and the latest 

Eco friendly, i.e. care for ecology and environment conservation. 

- In travel and tourism product may be defined as a package of various components. These 
components are : 

+ 
Destination attractions 

Destination facilities and services 

Accessibility ofthe destination 

Images of the destination 

Experiences at the destination 

Attitudes of locals or host population - + 

Price to the consumer. 

To understand the product fiom the standpoint of the tourist, Medlik and Middleton have 
observed that "As far as the tourist is concerned the product covers the complete experience 
from the time he leaves home to the time he returns to itt! Let us explain it hrther. Suppose 
a family fiom Delhi plans a visit to Manali. In this particular case the various services needed 
bythe said family are transport, accommodation, ficilities and services at the destination. A 
tour operator can package all these services together or the customer can approach different 
functionaries like transport operator, hotel, IocaI restaurant, etc. for particular services. 
Whether it is individual producer organisation or an organisation providing all facilities, what 
is important is to analyse all the possible requirements of a tourist during the course of a visit 
to a destination. In the case cited, the entire experience right fiom leaving Delhi t coming 
back home is the product. Middleton has noted that researching targetted c 8 stomers 
perceptions of product benefits and utilities, and designing or adopting products to match 

. . their expectations, lies of course at the. heart of marketing theory. Segmenting the target 
market and then understanding customers preferences and motivations, which consta?tly 

6 change, is the keyto product formulation. ' 



Check Your Progress - 1 r Product Dnming 

1. What do you understand by product levels ? 

2. Why should consumer protection and eco- 6-iendliness be built in a product ? 

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

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

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

13.3 DEVELOPING A PRODUCI' 

P ~ u c t s  are developed primarilyto satisfythe customer's needs. While developinga product 
a marketeer must go through a process. In big companies generally they have a product 
manager or a group with the responsibility to develop a product. In the development of a 
product the f is t  step is to collect information about the market requirement. It can be done 
through market research or one can get the help of any market survey group. After getting 
the necessary input, ideas are shared for different products. Going through the various 
suggestions the committee or the product manager should eliminate those ideas which are 
not worth pursuing. 

How to eliminate poor ideas ? Well the standard method to do this is to go for a business 
analysis. Business analysis means the process of estimating future sales and profit potential 
of a new product. After analysing the fmancial feasibility of a product, one should look into 
the other aspects of the product i.e. promotion, distribution and image. At the busiriess 
analysis stage sales and market forecasts, break-even analysis and other exercises are done 
to review the new product t?om the angle of market success. 

In spite oftaking all necessarycares, chances offailures alwaysremain. Because ofthis, before 
launching a product a kind of run or test run of the product is done. Final stage in the 
development of a product is commercialisation. Commercialisation refers to full scale 
production and distribution 0f.a product. In the success of a new product primarily the 
additional benefits or extra advantages which the product offers determines its success rate. 
Let us have an example. 

Indian railways after doingnecessarysurvey decided to introduce a superfast air conditioned 
express, Shatabdi Express, to connect Delhi with nearby major cities. Target customer 
segment was travellers wanting to save time in journey with certain comforts. Initially two 
pairs of Shatabdi were introduced as a trial case. After getting good response gradually 
Shatabdi Express has been introduced on other routes also. Thus, when developing a product 
a marketeer must always ask, 'What is it that people are really buying when they purchase 
this product or service?" 

It must be remembered that designing the product is the base on which all oth'er aspects of 
the Marketing Mixwill be constructed. The crucial decision, to be taken at this stage depends 
on what answers the product developer has to the following questions : 

Should a unique product be developed which is new and different 6-om others ? . 
Should a normal product be there which is better than others 7 or 

Design a product which is commonly available. 



Marketing Mix At the same time, it should be noted that whereas certain organisations improve upon the 
I 

quality of the service offered, there are others who fail to not only maintain the quality level 
of i red  but are unable to check the decline that sets in after a while. 

PRODUCi' MIX 

Hele it is also necessary to be familiar with the concept of Product Mix. Philip Kotler has 
mentioned that "Product Mix is a set of all product lines and items that a particular . organisation makes available to customers." He has fUrther defmed Product Line and 
Product item : 

c 

Product line is a group of products l t h i n  a product mix that are closely related, either 
beerruse they function in a similar manner, are made available to the same consumers, 
or are marketed through the same type of outlets. 

Product item is a distinct unit within a product line that is distinguishable by size, 
appearance, price or some other attribute. 

An organisation's Product Mix can be explained in terms of its length, width and depth (see 
F igum 2 and 3). 

Figure - 2 
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Figure - 3 
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The Product Mix in terms of its length consists of three product lines for the museum and 
four for the package tour. Each product line has a width. i.e. in the museum there are four 
exhibits (product items) or the sightseeing includes visits to monuments, museum and zoo. 
Each product item has a depth i.e. 1OOOcoins are on display or 4monuments are to be visited. 

The organisation, keeping in view the customers needs, volume of business and its own 
resources, can expand or shrink the product mix For example sightseeing may be cut down 
to 2 monuments or the number oftheme dinners can be increased to 3. 

13.4 DEWSING PRODUCT IN TOURISM 

Product in tourism is certainly different fiom consumer goods like biscuit, soap, drinks, etc. 
In tourism it is basically the services l i e  transport, accommodation, facilities at destination, 



etc. that you package as a product along with attractions. Because of this specific nature of 
tourism product it is essential to understand the factors that influence the formulation of 
product in tourism. 

ldentification of the market segment and its requirements is the first step in devising the 
product. Suppose you want to start tour operator business. Already in the market there are 
many tour operators offering different kinds of services to customers. But through your 
market analysis you reach a conclusion that there is a market for adventure tours. Accordingly 
you plan to offer special packages in adventure tourism. 

Quality and service to be offered to the customers play a decisive role in the success of a 
product. Quality involves a kind of assurance on the standard of your product. Particularly 

! in tourism sector it is important to create a reputation for the good qualityofthe product and 
service offered. This reputation for quality and service provides a better credibility of your 

, company in the market. In tourism where the perception of risk is very high among tourists, 
I if a company assures higher quality service it is bound to be successful. 
t 

In the formulation of a product it is necessary to consider that customers buy products for 
the benefits they deliver. It is therefore important to add certain features in your product 
which will help to differentiate it fiom competitors. However, in providing special facilities 
or advantages business norms and ethics should be maintained. One can find a good example 
ofproduct differentiation in the hotels. A11 five star hotels provide the same specified facilities 
to the customers. But still customers prefer to stay in '0' compared to 'A','B' and 'C'. Why? 
Because 'O'has a business reputation in the market for its services and quality. 

Another important aspect is matching supply to demand. So far as demand is concerned the 
marketing manager should gather sufficient information about customer needs, behaviour 
and perceptions in order to defme target segments and to ideniify the strength and 
weaknesses of existing products. So far supply is concerned the marketing managers task 
involves analysing product components and identifying the range of existing and potential 
products which would be improved or developed profitablyto meet customer needs. Ideally 
there should be a combination ofproducts which are well established in the market and new 
products as per demand of the prevailing market. 

Michael M Coltman has mentioned three types of orientations for product design in tourism: 

i) Product Orientation : This lays stress on the products and services of tourism supply 
.! rather than taking into account the tourists requirements. The success of this approach 
$ . can be if the demand exceeds supply or in a monopoly situation. For example, ifthere is 
U 
f onlyone eating joint at a place or only one staying place. 
? 

ii) Market Orientation : This approach emphasises on the requirements of the target 
market segments. However, this approach ignores the local population and local natural 
resources, customs and culture etc. and runs the risk of not only alienating the host 
population but generating anti-tourism sentiments. 

f iii) Societal Orientation : This in fact is an approach which balances the market oriented 
approach with the interests ofthe host population and attempts to minimise the n e g a t i ~  
impacts on the society, environment, culture, etc. 

Generally tourism organisations ignore societal orientation while designing and 
marketing their products. This appears to be beneficial but in fact the benefits in such 
cases will always be short lived. Societal Orientation is a must in tourism. 

There are certain other factors that need attention while designing or packaging tourism 
products. Besides the conventional attributes of the tourisms product like intangibility 
perishability, customer participation and involvement, etc. one must also take into account 
the following aspects: 

carrying capacity of the destination, 

safety and security, 

hygienic conditions, 

attitude of host population, 

government rules and regulations, 

Product Designing 

See Unit - 2 ,  Block - l 
for Market Segmentation 

See Sec. 1.3 of Unit - 1 , ' 
Block - 1 for Characteristics 
of the tourism product. 



environment preservation and conservation, 

linkages with local bodies and host population, etc. 

In fact all these aspects have a bearing on the experience for the tourist and help in doing 
away with the weak links in the product line. The challenge before tbe tourism marketeer is 
to transform routine into a unique experience and tbis needs creativity as well as 
Imagination. However, this creativity and imagination in product designing has to be 
matched with the market movements and the competitive situation as they keep on changing. 
You can ask certain questions in this regard like: 

r How many competitors are there? 

Whether the competition is direct or indirect? 

What is the market image of the competitors? 

How haw they built this image? 

Can you build a similar image? 

What is the market share of competitors? 

Can you cut into their market share? 

Answers to such questions will also help you in product difkrentiation and product 
positioning (See Section 13.5). 

Anotheq important aspect in tourism is that the product or service is tied up or linked with a 
' 

chain of products over which you or your organisation may not have any control. This calls 
for thinking about and having the right type of linkages to overcome the problems of 
inter-dependance at the product design stage itself. There are situations when two or more 
organisations go for joint product design %ntures. Palace oa  the Wheels can be cited as an 
exampb in this regard. 

Check Your Progress-2 r 
I) Define Product Mix, Product line and Product item. 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  i . . . . . . . . . . . . , .  

L 

2 What all would you consider while designing a tourism product. 

13.5 PRODUCT POSITIONING 

Tourism destinations or tourism products and services have an image or perception in the 
customers' minds which is built over the years. For example, many destinations or countries 
have been struggling hard to improve their image in the tourist generating markets inspite of 
having good tourism products. There can be a number of constrains in getting a share or in 
increasing the share in a market. Yet certain knowledge of marketing concepts is usehl in 
this regard. Before we discuss firther it must be noted here that an understanding ofmarket 
segments or designing products for the targeted segment alone is not enough. There can be 



many others offering similar products which satisfj. the tourists' needs. Under these l'ro&n!t bCljilng 

circumstances it is the uniqueness and qualityofpur product that determines the image and 
identity. Hence, you ought to be familiar with the concepts ofdifferentiation and positioning. 
According to Kotler: 

Differentiation is the act of designing a set of meaningful differences to distinguish the 
company's offer from competitors' offers. 

Positioning is the act of designing the company's offer and image so that it occupies a 
distinct and valued place in the target customers7 minds. 

In tourism it is not just the companybut the country or the destination which too has to adopt 
differentiation and positioning in the international as well as domestic tourism markets. You 
have to take decisions regarding how many differences to promote in comparison to p u r  
competitors. These could be single benefit, double benefit or triple benefit. Such decisions 
should be taken after appropriate market research keeping in view the wrious products in 
the market, their attributes and image, etc. However, these decisions should be taken after 
keeping in view the various products in the market, their attributes and image etc. However, 
the products should not be: 

I under positioned, or 
over positioned, 

Similarly there should be no confused or doubtful positioning. Once a positioning strategy 
has been devised, it has to be effectively communicated also in the target markets. It is 
suggested that all such decisions be taken in the product design stage itself. 

13.6 PRODUCI' LIFE CYCLE 

Product life cycle displays the distinct stages in relation to the sale$ history of the product. 
An organisation has to identify the stage in which the product is or is going to be. Such an 
exercise helps in identifying opportunities and problems for undertakingmarketingdecisions. 
You cannot accurately forecast a product's life cycle but there is no doubt that everyproduct 
has a life cycle with distinct stages. Generally these stages are : 

I 
I 

1) Introduction or  launch : This stage indicates a span of slow sales as the product is new 
in the market. In this stage profits are virtuallynon~edstent or very low. 

I 
i 2) Growth : This is a stage when the product starts gettingaccepted in the market, sales go 

up, a product image is built and consequently profits go up. 
- I 
: I 3) Maturity : At this stage the product gets accepted by most of the targeted potential 

custpmers. Sales and profits go up till they reach a saturation point. Competition 

1 increases, market becomes stagnant and profits stablize or may even decline. 

4) Decline : In this stage, sales go down, profits go down and it is time for the organisation 
I 
i to take hard decisions either to repackage or drop the product. In fact, an organisation 
! should initiate such actions at the saturation point stage itself and not wait for the 

declining stage. 

Figure 4 , Saturntion Pdnt 
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This conceptual model of product life cycle is applicable in the case of tourism products. 
Take for example a new hill resort. It will certainly take some time for it to become a known 
destination. Duringthis period fewtourists will visit it. As it becomes more known the number 
of visitors will increase and a stage will come when most of the tourists know about it and 
have paid a visit. Some amongthese will paya repeat visit whereas others will look for another 



Marketing Mix destination. This could be because of many reasons like after having become a popular 
destination, it is crowded like any other mass tourist destination and has lost its calm and 
tranquillity. However, the stages of life cycle vary product to product. Some may reach the 
maturity stage much faster, some may take a longer time and similarly some may decline fast 
whereas some may continue at the saturation point for a long time. 

It is essential that tourism planners and marketeers monitor the product life cycle closely. 
This should be done in order to devise appropriate marketing strategies required in relation 
with the stage the product is in or likely to enter. Depending on the stage you might decide 
to revitalise the product, alter it, improve it as a new product or drop it altogether. 

Check Your Progrus - 3 I 
1. What do you understand by Differentiation and Positioning ? 

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

2. Mention the different stages in product life cycle. 

13.7 LET US SUM UP 

This Unit familiarised you with various aspects related to product designing process in the 
Marketing Mix. A product is offered in the market to satisfy customers wants or needs and 
fkom the marketeer's point of view has five levels to be considered. In the case oftourism, the 
product covers the entire experience that a tourist has £tom the beginning to the end of the 
journey. Thbs, the challenge for a product designer and developer in tourism is to convert 
the routine into something unique for the tourist. Besides explaining the Product Mix, this 

12 Unit cautioned against ignoring the societal orientation in devising tourism products. Product 



differentiation, product positioning and product life cycle were the other aspects dealt with Product Designing ' 

in this Unit. All these aspects form part of the overall product policy of an organisation. 
Different constituents of the tourism industry devise their own products yet there is a close 
linkage amongst them. The tourists' experience depends on all the products put together. 

13.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress - 1 r 
1. Mention the five levels described by Kotler. See Sec.13.2. 

2. In the near future, these two aspects will have a bearing on destination choice oftourists. 
Consumer awareness is on the increase and same is the situation in relation to 
environment. 

Check Your Progress - 2 r 
1. See Sec.13.3. 

2. Consider the various aspects mentioned in Sec.13.4. 

Check Your Progress - 3 r 
1. See Sec.13.5. 

2. Mention the four stages discussed in Sec. 13.6. 
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14.0 OBJECTIVES 

After going through-this Unit, you should be able to: 

a understand the factors affecting demand for produc:ts at different prices, 

understand how pricing can be use:d as a tool to achieve marketing objectives, 

a explain how costs affect price an,d the significance of marginal costing in travel and 
tourism marketing, 

a recognise that price is only one fiictor influencing the demand for travel, 

determine key pricing policies, and 

a know how to use strategic and talctical pricing as elements in the marketing plan. 

14.1 INTRODUCTION 

Price is as much a tool of marketin~j as promotion, and plays a critical role in the marketing 
mix The price ofa product or servic.e should be seen not onlyas the outcome ofmarket farces. 
A marketing manager should be a\Nare that price conveys something to the consumer about 
the nature of the product or service. By managing price in combination with product quality 
and the promotional messages, salles can be activated in a new market, or market share can 
be increased at the expense of connpetitors. 

In order to understand how to use: price as a tool, we need to haw a clear picture of how 
customers interpret price of goods and services they buy or avail, tourism included. Pricing 
for tourism product should take iritlo account the complexitycreated byseasonalityof demand 
and the inherent perishability of thre product. This Unit deals with the different components 
of pricing, prlcing ob'ectives, prilce: setting and factors which influence pricing. 

Z4.2 UNDERSTAND'LN'G VALUE 

Central to the issue of the price is the concept of value you think you will get out of it. The 
term 'value' is one that is rather. loosely used. Research by Zeithaml found that 'What 
constitutes values - even in a, single product category - appears to be highly personal and 
idiosyneratic". In one ofher e:qlorator:yresearches, she found four broad expression ofalue: 

Value is low price, 

Value is whatever I want in a product, 

3) Value is the quality I get 'for the price I pay, and 

4) Value is what I get for what I give. 



In this Unit, we will base our definition of value on this fourth category and use the term net 
value, wbich is defined as 'The sum of all the perceived benefits (gross value) minus the sum 
of all the perceived costs'! 

From this, it follows that the greater the positive difference between perceived benefits and 
perceived costs, the greater the net value. Ifthe perceived costs ofusing the tourism services 
are less than the perceived benefits, then the service will possess negative net value and the 
customer won't purchase it. When customers evaluate competing services, they are basically 
comparing net values. However, perceptions are ofte;: highly inaccurate, because customers 
may be making these comparisons based upon very imperfect information. Further, 
perceptions of benefits and costs may vary widely fiom one customer to another, and even 
fiom one situation to another. 

14.3 UNDERSTANDING COSTS 
- 

As the concept of net value assessment by a customer depends upon the costs he or she may 
have to bear, it is important to understand the costs associated with a service like tourism. 
There are several important costs that a potential tourist may incur in order t~ avail the 

\ 
pleasure of tourism. These may be: 

;- 
i) Monetary Cost: which involves the actual rupee value spent on getting benefit oftourism. 

This is often referred to as price paid and expressed in Rupee term. 

ii) Time: Time is a valuable commodity for most people, one which always has a k d  upper 
limit for each individual. In addition spending time for tourism involves an opportunity 
cost i.e. cost of the value lost had the time spent in tourism been spent in alternative 
gainful activities. 

iii) Physical Effort: To quite a lot of people, physical effort entailed in getting out of their 
established life patterns to travel and be weary, is a suhstantial eost. 

iv) Sensory Costs: Travelling in addition to the pleasure associated has discomfotts owing 
to noise and pollution, excessive climate vagaries, uncomfortable modes of travel, in 
transit delays, unpleasant tastes, smells and sometime even unappealing environment. 
Sometimes past experience with some of these sensory costs may actively act as an 
inhibitor of purchase or significantly lower the net value of the package to the customer. 

v) Psychic costs: ~ h e s e  are sometimes attached to the use of a service. These! could be 
unfavourable perceptions, insecurities about certain destinations or simply a fear of 
taking on the uncertain. 

Consumers, in order to determine the net value they are getting out oftourism, t r i~de off the 
benefits against the costs associated with the package. The above description of costs in 
addition to the monetary cost (price) undermines the fact that even a reasonable price may 
be viewed too high ifthe other cost associated with a given tourism product is high apd renders 
the "net value" and a negative gain. 

Pricing theorists try to explain\ the concept of cost and value by saying that as all costs need 
to be recovered, an organisatl\on7s cost of rendering the services becomes the filoor below 
which the prices can not be set  as it would be non viable. The perceived value of the product 
in the eyes ofthe customer sets what can be termed as the ceiling for the prices to be charged. 
The prices charged by the competitor for similar or a substitute product becomes the key 
determinant of the level within the ceiling to floor range set by perceived value and cost 
parameters. 

14.4 COST : THE INTERN& INFLUENCE ON PRICJ3S 
I 

Let us in this Section try to nnderstsknd how costs affect prices. 

I Gross profit for a travel agent is th,e difference between the prices he pays for the travel 
services plus his administrative casts and the price he charges the custorper i.e. the 
commissions he receives on the t rawl  services sold by him. The costs in the carse of a tour 
operator would include what he has tc-, pay to the airlines, hotels, surface and 1oc:al transport 
and other organisations providing the services that he included in the package. In addition, 

Pricing Strategies 



Marketing Mix he has the costs of having his own organisation say rents, water and electricity charges, 
telephones, salaries to the staff and the marketing costs like the advertising distribution, 
information collection and dissemination etc. These costs in accounting terminology are 
called overhead costs as they need to be incurred even if the tour operator is not able to sell 
anything. 

The costs borne by tourism marketeers can be understood better by classifjing 1 )em into 
variable costs (VC) and Uxed costs (FC). Variablescosts are those that vary direct:. ~ i t h  the 
quantity of services produced and sold, while fixed costs do not vary with the level of 
production of service and will accrue whether the production is taking place or not. The cost 
of resetvation made in a hotel by a tour operator and the cost of seats booked by him on an 
airline is a variable cost as it varies directly with the level of services sold by the operator. On 
the other hand the rent paid by him for the office building is a cost independent of the level 
of services he is able to produce or sell at a given point of time and represents a fixed cost. 
The total cost of a given service to any organisation is a sum of fixed and variable costs 
attributable to that service. 

The concept of breakeven point is a simple way ofunderstanding how costs affect the setting 
up of prices. Break even point is tbat point in the sales of a product or service where the 
tot81 revenue received from sales exactly equals the total costs for tbat given service i.e. a 
situation of zcro profit or  loss. Calculation of break even point enables a marketeer to 
understand how this breakeven situation is affected by charging different prices, what is the 
l e d  at which he would like to operate and how many services (holidays or tours) need to be 
sold at a certain price in order to recover costs or make a desired level of profit. 

Figmre 1 
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Source : J.C Holloway & R.V.Plant, Marketing for Tourism 

Consider the example (figure 1)of a museum where rare historical artifacts are kept for 
display and which is under consideration for being developed as a tourist attraction. There 
are 3 options being considered for the entry fee. These are Rs.25, R.s.30 and Rs.40 andvariable 
costs. The bold lines show the total revenue earned if the prices were kept at Rs.25 (TR-I), 
Rs.30 (TR-2) and Rs.40 (TR-3) respectively. 

This figure clearly demonstrates the number of customers that, need to be attracted at each 
price in order to fully cover the costs of producing the service. 

Accountants also use a term called Contribution which is equal to sellingprice minus variable 
costs. In this figure 'contribution' shows the extent to which va,riables costs are being covered 
by a given price. In case where it may not be possible to attract customers at prices that a 1  
cover full costs, it is sometimes prudent to price a product e;ven below full cost in the short 
run so that it may make some contribution towards the ongoing fixed costs which will be 
incurred regardless of whether the services is being produce:d or not. A good example ofthis 
tactics is provided by the off season pricing by tourist resorts. Hill resorts in off season offer 
prices which are well below their regular price and are actually below full costs, but these 
prices attract such people who would otherwise not have bought the service at all, and at the 
same time make a positive contribution to the fixed cost of running these resorts during off 
seeson. At: the same time some services may be phased lout and only the basic package may 
be offered in the off season period. 

In this SecSion you have gone through the variety of costs a tourist might have to bear, and I 
the waymqrketers tryto understand the cost ofproducinigand sellingtourism services. Always 

4 
/ remamber that costs form the lower limit below which rnost organisations would not consider 

selling their products except to utilise spare capacity or unutilised operations. But simply 
J 

understanding costs and adding up a mark up to arrive at a pricing figure is too simplistic a 
16 



view of pricing because it ignores the crucial interplay of demand and prices and what the Pricing Strategies 

Check Your Progress-1 r 
consumers are willing to pay in a given set of conditions. 

1) What constitutes value? 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  * 

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

2) Mention various types of costs: 

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

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

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

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

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

3) What do you understand by break even point? 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

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

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

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

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

14.5 PRICES AND DEMAND 

.In addition to the above mentioned concepts of value and cost there are two more basic 
concepts that you need to understand before you get down to the exercise of price setting. 
These concepts are related to individual demand and elasticity of demand in relation to 
tourism. 

i) Individual Demand and the Tourism Product: When customers make individual 
decisions about availing tourism services these decisions, as you may have gathered fiom 
observation, are partly affected by the price for the services. Price quoted for a given 
tourism product enables consumers to make judgment about qhality, allows c'omparison 
with like or substitute service and.generally facilitates decision making, In order to be 
able to generate demand for tourism, price must be perceived to be neither too low(so 
that it denotes questionable quality) nor too high (so that it is viewed as being 
unaffordable). It is therefore clear that demand for a given tourism product at least in 
part  is to be governed by the price that the consumer has to pay for it and the way the 
potential c~umar,.vie\lvs this price. Also, because different people have different 
perceptions about a 'stated:'pkice; pricing may actually become a tool in attracting the 
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Marketing Mix type of customer one wants to attract for a given tourism product. You may therefore, 
partly define the kind of demand you will face by fixing up a certain level of price. 

ii) Elasticity of Demand: The aggregate demand for the tourism product results fiom a 
total of individual customers demand patterns. These are under constant change, 
depending upon the price, availability of time, resources at the disposal of consumers 
and levels of competition. The extent to which a change in price alone brings about a 
change in the lewl of aggregate demand is called price elasticity of demand. You will be 
able to understand it better if you look at the figure 2 below. 

Figure 2 

Quantity 

In the figure Q.l represents the quantity of a given tourism product (say a package tour 
by a tour operator) sold at the price PI. If we assume that by getting into favorable 
agreements with airlines and hotels, the tour operator is able to lower the price of the 
tour to P2 a larger number of people will now be able to afford the tour so that quantity 
of tours bought goes up to 42 .  As the demand here has responded positivelyto a change 
in price we can say that the demand for the tour is elastic. You must however, remember 
that this resposiveness of demand to change in price will be beneficial only ifthe revenue 
lost by reduction in price is more than made up by increase in the total number of units 
sold so that the incremental effect is an increase in revenue. The figure also demonstrates 
the elasticity of demand by showing a negative impact on demand; as price is raised to 
P3 the demand reduces to 43.  

It should however be understood that not all tourism products would display an elastic 
demand. Take business travel for example. If the prices of the air tickets for executive class 
travel were to be reduced the business travellers would not suddenly increase the frequency 
of their travel to a certain destination just because the air ticket prices are lowered. In fact 
they travel to specific destinations at a specific time for specific business. You must note that 
in cases like this the price of the product is a relatively an unimportant variable in affecting 
purchase decisions. 

14.6 PRICING O B J E m S  

When firms set out to determine their prices, they must be very clear in their thinking as to 
what do they want their pricing to do for them and for their marketing strategy. Pricing is 
ultimately only a tool to achieve overall marketing objectives. Prices may be set to generate 
the maximum revenue or the highest profit or gain the largest share of a given tourist market. 
Once the organisations select their pricingobjectives it is relativelyclear to them to determine 
the actual figure on which theywould like their products to sell. Broadlythe pricingobjectives 
followed by tourism sector can be divided into the following four categories: 

i) Revenue Oriented Pricing Objective 

ii) Operations Oriented Pricing Objective 

iii) Competition Oriented Pricing Objective 

iv) Demand or Patronage Oriented Pricing Objective. 

14.6.1 Revenue or Cost Oriented Pricing Objectives 

The revenue oriented pricing objectives maybe related to making the largest possible surphs, 
minimise costs so as to maximise returns or earn a specific target level of profits. Under this 
objective the tourism firm would try to follow pricing strategies that give it the maximum 



revenue or a certain specific return on the investment made by it. A hotel offering holiday 
package for example may decide to earn a 20% return on investment that it has made to 
produce those packages and thereby sets a price which would enable its return. Similarly, a 
tour operator may like to set a price that lets him maximise the total revenue (units sold x 
price per unit). At this stage you might like to recall what you read about the elasticity of 
demand. The tour operator may actually find that by cutting down price per unit, he can 
maximise revenue as his units sold go up by slashing the prices. This would be the case where 
the price elasticity of a particular tourism product is high, under a given set of market 
condition and for the type of demand the service provided faces. There are however some 
problems with this approach. Maximising revenue in the short run may sometimes harm the 
chances of long term market development or customer patronage development or even 
choosing the desirable kind of tourists for your tourism product. 

Another area of difficulty, specially when you are seeking to earn a specific target return on 
your investment is determining the costs that can be allocated to each tourism package for 
which the prices are to be determined. In the example of the hotel offering package holidays, 
calculating the percentage of overheads like electricity, water charges, supervisor salary and 
indeed managerial salary that can be allocated to this package may become a difficult task. 
The holiday package tourists may use part of the services fkom the general services offered 
by the hotel i.e. reception floor services, lobby, telephones etc. Calculation of all those costs 
and their allocation to specific heads so that the total costs per unit can be worked out on 
which a target return is to be calculated may be difficult if not unachieveable. 

14.6.2 Operations Oriented Pricing Objectives 

Tourism as an industry has seasonal or fluctuating demand. Most resorts and consequently 
the accessory sectors like agents, operators, inland and international travel have their peak 
and slack seasons. On the other hand tourism, because it is a service, represents a situation 
of perishability of service on offer. An empty hotel room on a particular day represents an 
unavailed services which will perish for ever if it is not availed. In order to combat the twin 
problem of perishability of service and fluctuating demand levels tourism marketeers, ofien 
resort to operations oriented pricing objectives. In such a situation, essentially, they vary 
prices over time so as to ensure that demand matches available supply at any given point of 

.time. This is done to make the most profitable use of available capacity, In addition, 
sometimes, new entrants in the tourism market, on finding that they have-slack capacities 
during some part of the operation cycle, may introduce special prices during the off season 
to maximise patronage rather than profits. 

14.6.3 Demand Oriented Pricing Objectives 

While discussing value in the context of pricing we had commented upon the concept ofthe 
consumers willingness to pay. "Demand Oriented Pricing-tries to discover through marketing 
research, what the market is not likely to pay for the type of tourism package in question. The 
service provider would thus like to charge the price which is closest to what the market would 
bear. You must also understand that in this case prices are being based on the consumer's 
capacity to pay. As the markets are made up of a variety of consumers, each group with a 
differential capacity to pay, the tourism marketeer can actually use differential pricing to 
reach different consumer segments, specially if it is possible to create a differentiated 
package for each set of consumers. Take for example Ocean liners offering cruises. All the 
customers are not charged the same rate, simply because all of them, apart fkom the basic 
tourism service of the cruise, (travel and sight seeing) do not avail the same services. There 
may be deluxe and super deluxe, first class and economy class cabins which would be 
accordingly priced creating differential prices for all the classes, This allows the producer to 

\attract a far wider section of consumers and optimise his returns, by a process ofmatching 
his prices to the type of demand that may exist for different tourism packages. 

Hotels and holiday resorts also use the difference in the intensity of demand during weekends 
and weekdays or at peak and off seasons, as a basis to create different pricing for these time 
periods. Low prices are charged for periods which are typically low demand periods for these 
services to attract the sections which might like to take advantage of the special prices and 
avail the facility. Differential pricing, thus, is used to enhance the total returns to the 
organisation than what would have resulted if a simple price policy was followed. It is also 
used to hon out the fluctuations or seasona'lity of demand. This i s  important because, on 
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account of perishability, the tourism product can not be inventorised and in periods of lower 
demand than capacity, the available service perishes forever. 

14.6.4 Competition Oriented Pricing Objectives 

In a market characterised by tough competition, tourism organisations sometimes base their 
pricing decision not on their own analysis of costs and value relevant to a given pricing 
situation but on what competition is charging, especially if they believe that price is a major 
determinant of consumer choice. This situation is visible in the airline sector, travel agency 
as well as the tour operators business. Prices charged by the competition become the limits 
beyond which organisations in a highly competitive market may not like to go in setting their 
own prices so that the objective of the pricing exercise becomes achieving competitive parity. 
Prices in such situation are relatively sticky in the sense that most competitors tend to follow 
the market rate. In the event of one organisation initiating a price reduction everyone 
retaliates, quickly canceling out any advantage that the change initiating firm may have 
envisaged. On the other hand in the event of a firm initiating a price rise, most competitors 
do not follow sujt, unless this change is a reflection of some major shift in the industry costs 
hoping to get an advantage of patronage against the competitors initiating the change. 

In case of competition oriented pricing, generally some organisations assume the role ofprice 
leadership, where in the event of change in the cost structure for the industry, one of these 
organisations mayraise the prices and the others follow suit. This is also referred to as 'Follow 
the Leader' pricing. You must remember that the greater the similarityin the services offered 
by tourism providers in a given sector (airlines, travel agents, tour operator, transport) the 
lower is the eeedom that an individual organisation enjoys in setting up his own prices. As 
long as the tourism products can be differentiated, pricing can be relatively insulated fiom 
competitive pressures. 

Check Your Progress-2 E I I  
Discuss the relationship between Price and Demand. 

Mention the different types of pricing objectives. 
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14.7 PRICE SETIING IN PRACTICE 

Now that p u  understand the concepts of value, cost, demand and competition in the context 
of pricing let us discuss how tourism organisations in practice make their pricing decisions. 
The major consideration of course, as pointed out earlier, remain the cost, perceived value 
and competition. The first two provide lower and upper limits while what the competition is 
changing decides the level which should be chosen between these two limits. 

A variety of pricing practices are' followed by tourism organisations in the pursuance of the 
their broad pricing objectives discussed earlier. Tourism organisations can attempt to attain 
leadership in the market by keeping their prices low or by attempting the strategy of niche 
marketing, by managing to differentiate their products effectively or by selecting a specific 
segment to tailor their marketing object to the seller. 

1) Markup Pricing 

This is the most elementary pricing method and involves adding up a standard markup to the 
cost of the service. The total cost of offering the service is estimated and a standard markup 
is added to this cost to a r r i ~  at the sellingprice. To illustrate this assume that a tour operator 
has the following expectation of demand and cost : 

Variable Cost - - Rs. 3,500 per customer 

Fixed Cost - - Rs. 50,000 

Expected Customers = . 50 

This unit costs would be given by 

Unit cost - - Variable Cost + Fixed Cost 
No. of Customers 

Now, assume that the tour,operator wants to earn 20% markup on his sales. The price to be 
charged is given b y  

-- ? 
+ t  

Mark up price - - Unit Cost 
1 - desired return on sales 

The tour operator would charge Rs.5625 per person and would make a profit of Rs. 1 125 or 
20%. 

The size of the markups tends to vary in the different segments of the tourism service 
providers. The higher the degree of competition, the greater is the tendency to keep lower 
markups to attract more consumers. 

The whole exercise of markup pricing is based on the assumption that the tour operator in 
the above case will be able to attract 50 tourists at that price. Standard markups do not really 
make marketing logic, as depending upon the demand situation or competition prices, it may 
not be possible to attract 50 tourists at that price. As standard markups do not take into 
consideration current-demand, perceived value and competition, it may not lead to optimal 
pricing. Becauseaf ease of calculation, however, it remains a prevalent pricing practice. 

2) Target Rate of Return Pricing 

This is another revenue overhead prjcing technique, examples of which are found in the 
accommodation sector. The marketeer tries to set a price which willvieJd a certain target rate 
of return on the investment made by the organisation..The target return price is deterknined 
by the following formula: 



desired return x invested capital - Unitcost + - Price 
unit sales 

Again in this case, the marketeer is assuming that the customers will be willing to buy at a 
price that gives him a percentage ofreturn f m d  by him. Thus pricing approach does not take 
into consideration the elasticity of demand and the impact of competitive prices may not give 
realistic results in all marketing situation. 

3) Perceived Value Pricing 

You have gone through the section on understanding value (14.2). In this market oriented 
technique of pricing marketeers try to understand the value of their product in the eyes of 
the consumers. In fact, products like safari tours, adventure tours, executive hotel services, 
etc. are planned with specific consumer segment in mind, after having an analysis of what 
they value most in these services. Pricing is then done on an assessment of what value does 
the consumer perceives in the given service offer and what would he be able to pay for the 
quantity and convenience offered. 

4) Value Pricing 

As competition in the tourism sector has intensified, so has the tendency to offer value for 
money to the customer. Companies in the hotel and travel sector ha= started offering low 
prices for a reasonably good quality service. Value pricing is different fiom p e r c e i ~ d  value 
pricing as it consists in giving more value for a given price to the consumer while in perceived 
value pricing, the philosophy is to charge as much as consumers perceptions of the product 
allow. 

5) Going Rate Pricing 
I 

This is a pricing technique in pursuance of the competition oriented pricing object i~s  
discussed earlier. The organisation bases its prices on the basis of what the competition is 
chargingrather than its own demand and costs. The tourism marketeer maytake a conscious 
decision to price his product at the same or slightly higher or lower to that of a cempe.titor. 
The main consideration, however, is to be within the range of the going rate. This situation , 
characterises the private airline sector in India todaywhere pricesfor same sectors are almost 
similar. When the number of producers is not very large and the service is not highly 
differentiate, the tendencytowards going rate pricing iS E r y  high. 

A slight variation of going rate pricing is Follow the Leader Pricing, where one competition 
(maybe the targets) assumes the role of initiator ofprice changes, and the rest tend to follow, 
to quicklyreduce any advantage that this initiator may get through reducing his prices. 

6) Premium Pricing 

In this case the tourism organisation decides to sell its products above the prevailing market 
prices in order to have the image ofhigh qualityor to underline the unique nature of its offer. 
This may be the case where the product has a unique nature, is still very new to the market, 
has got status connotations or the company itself has got specific reputation in the market 
such that its corporate image enables it to charge a high price. 

7) Cheap Value Pricing 

Usually a characteristic of highly competitive segments of the tourism markets, this pricing 
practice is adopted to undercut the competition. High turnover at low prices is expected to 
offset the4ow unit profits. Such low or penetrative pricing is usually adopted by a new 
organisatign trying to get a foothold in the market or a competitor seeking to rapidly expand 
his market share. 

8) Psychological Pricing 

Tourism marketeers sometimes appiy inputs on consumer's psychology in addition to the 
economic concepts used by them in their price strategy. Most studies in connection with 
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relationship between the pricing and quality perception of luxury cruises have shown that , 
Pricing Strategies 

higher priced tours are perceived to possess (often unfounded) images of high quality. 
Understanding this, top ofthe line tourism marketers create a high qualityproduct but often 
price it in a manner where high prices differentiates may not be proportionate to the quality 
differentiate for the product offered. In all cases where other information about the product 
is not available, as is often the case where new destination and untried locales are concerned, 
high pricing becomes indicator of high quality and therefore, isused as status sjmbol for 
people who buy at these prices. 

We often see tour packages being priced at Rs.4999/= instead of Rs.5000/= because it is 
believed that the firm prices would be seen as being in the 4000 range rather than Rs.5000/= 
range. 

! 9) Promotional Pricing 

Under certain circumstances tourism organisations temporarily price their products below 
the usual low price and sometimes even below the cost. The objective is to promote the 
demand and their offer in the hope that in case the consumer likes at least one purchase of 
the product he may go in for repeat buying. Promotional pricing may be offered in a variety 
of ways. 

i) Loss b d e r  Pricing: Restaurants, tour operators, or travel agents may sometimes price 
one component in their entire product mix much lower than its usual price in order to 
increase the consumer traffic to their product. This is done in the hope that once the 
customer gets exposed to the product range attracted by the low price of the loss leader . 
he may like to sample the other offers in the company's range of products. 

ii) Special Event Pricing: Holidays, festivals and sometimes political or sports events make 
tourism suppliers establish special prices to take advantage of higher propensity of 
people to travel for these activities. The special holiday packages or travel may be 
discounted lower to attract a far higher number ofcustomers than would have otherwise 
travelled. 

iii) Contract Rebates: While selling corporate packages or long term travel/tourism 
packages, tourism firms permit fiee travel on certain circuits after certain volume of 
business has been availed. In essence it is offering a lower price for a bulk purchase to 
the company or an individual on certain miles travelled or number of tourism package 
bought. . 

4 14.8 DISCOUNTING TACTICS IN TOURISM PRICING 

Owing to the highly competitive nature of the industry, discounting has become a very 
prevalent though controversial practice in tourism marketing. ~ h k c o n c e ~ t  of a fixed price 
has got limited relevance in our todays tourism marketing situation where hotel reception 
staff is given sufficient discretion to adjust prices, where travel agents split their commission 
with prospective clients to allow and retain customers and tour operators negotiate for seats 
on flights or late bookings for holidays. 

Discounting is essentially a short term tactics in the sense that it may attract a 'deal prone' 
consumer in a given situation. However, he or she may very easily switch to another offer 
which seems tp be more profitable. Discounts and some form of them will always prevail but 
constant competitive discounting would mean that overall the whole-industry is operating at 
lower returns. The following kinds of discounts are most commonly found in the tourism 
sector. 

t 

i i) Discount for Cash Payment: In all business transactions which operate on credit, 
discount is given for early settlement of invoice or different rates may be offered for cash 

i 4 .  I 
and credit paynent, the balance being the cash discount. 

t 
ii) Quantity Discounts or Bulk Discounts : One ofthe most common discounts, these offer I marketeers economics of scale and present the possibility of passing off some of these 

* i economies to the customer. They are most prevalent in negotiation between the tour 
operators and then suppliers as well as travel agent in dealing with the business clients 
or group travellers. '7 



Marketing Mix iii) Trade Discount : These represent discounts given to people employed in the trade its 1 '  
by airlines to travel agent, by hotels to airline staff, tour operators, etc. 

iv) Seasonal Discount : Perishability ofthe service product is the reason for the widespread 
practice of seasonal discount in the tourism sector. Holidays, hotels, pleasure travel are 

. by their wry nature enjoy seasonally in their demand. Seasonal discounts are a way to 
allow consumers in the off-peak season so that atleast variable cost ofrunningthe service 
in these periods can be offset. 

v) Distressed Stock and Similar Discounts : Practices such as advance and late saver 
discounts are common in the accommodation sector. Early booking are beneficial to the 
tourism marketeer as they allow him advance information on forward booking situation 
and if advance money is also paid in full, the possibility of using this cash in business is 
always there. The practice of early booking is therefore encouraged by practically all 
hotels, events like conferences and seminars and tour operators by giving substantial 
discount for such bookings. Late saver discount is a distressed stock discount, where 
unsold stock needs to be cleared. Examples are unoccupied hotel room, unsold airline 
seats, seats on a tour and so on. This has assumed importance in the travel and tourism 
sector asunsold stock cannot be stocked and sold later. The practice oflate saver account 
has become wry popular among experienced travellers who now tend to book travel on 
highlycompetitive scctors, wry late each year in the hope of securingthe most profitable 
bargain. 

From your exposure to the Section of price elasticity of demand it must be very clear to you 
that any discounting scheme can only succeed in pulling customers when there is some price 
elasticity in a given buying situation. In other words, the market is such that lower prices would 
attract higher number of customers and affect the quick off take of the product. In addition, 
in order to be ablq to attract customers the quantum ofdiscount offered must be large enough 
to be seen as a bargain bythe consumer. Some organisations make it a practice to successively 
in stages reduce price till all stocks get cleared, a practise which tour operators keep 
experimenting with, while pricing their late savers. 

Another pricing tactics, again a popular one among tourism marketeers, is the practice of 
psychological discount. The marketer in this case has an artificially high list price, on which 
attractive bargains are on offer, leading the consumer to buy on account of the perceived 
bargain. The practice is prevalent in hotels sector where promoted fates are provided along 
with the possibility of various kinds of discounts offered for different service combination 
since that virtually no consumer ever really pays the list price. Apparent barghins are also 
offered by hotels where consumers are sold accommodation at the basic price but upgraded 
to superior accommodation at no extra charge, subject to availability of such spare 
accommodation. This offers bargain d u e  to the customers at initially no cost to the 
marketeer. Similarly, subject to availability airlines haw the discretion of upgrading the 
economy class ticket to business class. 

As the capacity of players in a competitive market, to constant adjust the pricing tool in a 
variety of ways to attract consumers is limitless, there are numberable practices in 
discounting. Pricing and discounting therefore remain a powerful tool of market 
manipulation in the tourism sector as well as a way of quickly responding to any changes in 
the market situation or demand profile. ' 

\ 

14.9 OTHER INFLUENCES ON PRICING 

In addition to factors of demand, consumers perception on values and the internal influence 
on costs there are 'some other factors affecting the pricing decisions .over which the 
organisation has relatively little control. The important ones among these are : 

J 

1) The economic health of a given region : Travel is strongly affected by the amount of 
disposable earnings with people at a given point oftime which in turn are affected bythe 
economic cycles of inflation, stagnation and depression. These are factors which may 
affect the demand for tourism in a waythat the tourism organisation can do little about. 
The tourism providers would need to tailor their own market strategy, price strategy 

r .included, to these cycles. . l 

1 

2) The Demand elasticity for travel and tourism programmes. 



3) The nature of the target market which is a determinant ofthe kind of travel product the 
people will buy, the prices at which they will buy, their natural propensity for travel for 
non business activities, the kind of holidays or destination they will choose. 

Pricing Stmtegks 

4) Level of competition .in the tourism market;and the substitutability of the alternative 
tourism packages available. 

Check Your Progress-3 r 
1) What do you understand by markup in pricing? 

7,) Why discounts are given ? Mention some types of discounts. 

14.10 LET US SUM UP 

This Unit on pricing the tourism product explains the concept of'value and costs to the 
.consumer in respect of the tourism product, as being central to the pricing decision. The 
relationship between demand, elasticity ofdemand and prices have been explained. The Unit 
also describes in detail the various pricing objectives followed by tourism suppliers and the 
pricing setting in practice. A common trend in tourism marketing, discounting tactics were 

. also discussed in the Unit. 

l4.11 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

I. See Sec.. 14.2 

2. ~ e a d  Sec. 14.3 

3. A ng Profit no Loss situation, read Sec. 14.4 

Check Your Progress - - 
1. See Sec. 14.5 

2. Read the four objectives given in Sec. 14.6 

Cheek Your Progress - 3 t I I 3  
1. Read p6int 1 of Sec. 14.7 . 

.2. See S&. 14.8 
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15.3 Advertising 
15.4 Public Relations 
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15.0 OBJECTIVES 

After reading this Unit, you will be able to: 

learn the basic purpose of communication in promotion, 

understand the major elements of promotional mix, 

" identify the various types of proniotional strategies, 

learn how marketers budget for promotion, and 

have an understanding about promotional campaigns. 

15.1 INTRODUCTION 

Once you have designed and developed a product or service and priced it attractively as per 
the requirements of your target market, what do you do now? Well you have to not onlymake 
it available to your target customers but also promote it among them. Remember that there 
is intense competition among the suppliers of tourism products or services and success of 
tourism business depends largely on the use of an appropriate promotion strategy:The idea 
is to stimulate or motivate the target customer into purchasing your product. And it is through 
different communication activities that you attempt to influence your target market. In 
tourism it is not only the customers but also retail agents, suppliers, opinion makers (like 
journalists, travel writers, politicians) and important professional groups that need to be 
influenced. There are a range of promotional methods and you have to identify the required 
method which is most suitable for your objective. This Unit defines promotion along with the 
different elements of promotional mix It also takes into account the aspects that are 
considered while deciding your promotion strategy. 

15.2 PROMOTION AS COMMUNICATION 

There is need to create awareness and to persuade tourists to step out of their homes and 
visit a destination that attracts or interests them. There are many motivators which stimulate 
their interest in taking a trip or tour to a place of attraction. However, these motivators may 
remain dormant and therefore, there is always a need to arouse them. In tourism, the 
Promotion-Mix are the communication efforts made by a destination or service organisation 
to create awareness, arouse interest, develop desire and persuade tourists to act and take a 
journey to places of attractions. All segments of the tourism industry use communication to 
inform and persuade customers. For example, airlines or Road transport organisations 
inform about routes, schedules and fares; Hotels create awareness about accommodation 

26 and other related facilities available with them; Destinationlattractions inform customer 



about leisure, pleasure and relaxation activities offered at a given place etc. Hence, every 
destinationlprincipal supplierlproduucer of tourism product or service, to use the words of 
Philip Kotler, "is inevitably cast into the role of communicator and promoter." This 
communication is aimed at not onlycreating awareness about the productlservice but also at 
persuading the customer to use and experience it. In other words the productlservice 
promotion is carried through communication and certain tools are adopted for this : 

Advertising 

Direct Marketing 

Sales Promotion 

Public Relations and Publicity, and 

Personal Selling. 

Kotler has listed certain specific tools within these categories (see Table- I). 
Table - 1 

Trade-in allowances 

Here it must be "oted that any form of communication is required to catch attention of the 
receiver (customer). Once the attention is caught, there must be something in communication 
to arouse interest in customer about the productlservice. This interest should be turned into 
desire for the productlservice. Ultimatelyit should make the customer to buylexperience the 
idea/product/service. The objectives of communication mix or the purpose of any 
communication is summed in AIDA formula which is: 

Attention 

~nte'rest AIDA 

Desire 

Action 

An important aspect in promotional communication is building of brand and product 
awareness. A promotion campaign should provide necessaryinformation ofthe product and 
should try to develop a favourable image of the product in the market. Promotion campaign 
has to be designed in such a way that the customer finds something special and credible in 
your product. In order to develop effective communications or promotion programmes, 
Philip Kotler has identified certain aspects that have to be accounted for stepwise. These are 
equallyapplicable in the case of tourism products. 

1) The target markets (customers) have to be dle'arly identified. For example the 
destination wants to attract up-budget tourists who are high spenders or budget tourists. 

2) Communication objectives must be determined. This means that the marketeer must 
have clarityas regards to what has to be put into the tourists mind to influence the tourisit's 
decision making process. The objectives may vary as per the levels of the tourists s t a e  

Promotion strategies 

Promotion mlx h 
a h  k n m  a8 
Communication mix. 



mi.  i. 1m&l 

Wait India! 

India swab YOU! 

Wby not hdia! 

of readiness to buy. For example: 
1 

Ifthe tourists are unaware ofyour product the objective will be to createawareness, 

The tourists may be aware of the ptoduct but may not be having any further 
knowledge. Hence, in such a situation the objective would . be .. to provide knowledge, 

The tourists may have the knowledge but theymay not have a liking for the product. Here 
the objective will be to adopt such measures that may help in developing a likiqg, 

, ' h e  - tourists may like the product but maynot prefix it to the'others available. The 
gbjective in this case may be to develop preferences amongst the customers, 

'The destination (product) may be preferred by the tourists but they may not have 
the conviction to go there (buy it). The objective ofthe communication in this case 

' 
would be to build conviction. 

Lastlythere would be a situation where the tourists in spite of having a conviction, 
muy still not make thepurchase. The objective in this case would be to lead the 
tourists towards making the purchase. 

3) An effective message has to Gdevelopd for communication keeping in view the target 
. audience response livels. The message has to be effective in terms of gainingattention, 

holding interest, arousing desire and eliciting action (AIDA model). For this: 

the contents ofthe message have to be figured out, 

the structureof the message has to be decided ether it should be conclusion 

its own conclusions, 
drawing or one which raises questions and the target audience to draw 

the message must have a strong format e.g. attractive headlines in print or voice 
qualities in audio etc., 

the message should be delivered through an attractive source, e.g. use of models, 
celebrities etc. by advertisers. 

4) The communication channels have to be selected with care to deliver the message. These 
may be personal i.e. direct communication with customers which include : 

'face to face communication, 

telephonic communication, 

person to audiences, or 

. direct mailing. 

On the other hand there are non-personal communication channels which include : 
media, ' 

promotional events, or 

atmospheres or packaged environments. 

Besides these aspects ~ o t l e r  has laid stress on managing and coordinating Ithe total 
marketing communication process" and measuring 'the promotion's results". Deciding on a 
promotion budget and the promotion mixto be adopted are other aspects in this regard. Each 
of the promotion tools mentioned earlier have their own features and in the subsequent 
Sections we shall discuss them individually. 

ADVERTISING 

Advertising is one of the 'most important and visible, elements of a promotional strategy. 
Advertising is a communics\tion that appears through non personal media to inform and 
persuaqe customers to tryor buy an ide4 product or service. It is paid form ofcommunication 
as against ihl ici ty which is re'rreiwd liecause of being news worthy. Adwrtising is always 
associated by an identified sponsor. Thus, according to Kotler Advertising is "any paid form 
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form of non personal presentation and promotion of ideas, goods or services byan identified 
sponsor. Advertising is done to inform or persuade the customers to try or buy a 
prgdudservice or an idea'! 

Advertising Process 

Advertising Process like any other communication inwlves, four elements. These are: 

Sender, 

Message, 

Channel, 
I 

Receiver. 

v i) Sender : Sender is the organisation or party which wants to communicate some message 
related to its product or service to its customers. Sender of course is advertiser but in 
advertisement, the spokeperson is sender. Spokeperson can be a model, character or 
celebrity. 

Advertising, to be effective, needs right spokeperson.'~here are three requirements of 
any sender / spoke person: 

Trust worthyness 

Attractiveness, and 

Expertise. 

ii) Message: Message in print media advertisements is copy. It involves Headline, 
sub-headline and copytext. The message is supported by visuals in case of prmt media, 
by audio visual in case of TV media. 

iii) Channel: Channel is the media that is used for transmitting the message. The channel / 
media used for advertising are as follows. 

Print Media - Newspaper, Magazines, Hand bills. 

Broadcast Media - TV, Radio, Cinema Slides 

<. Outdoor Media - Hoarding, Bill boards, Wall1 Roof Paintings. 

..~rarisit Media - Bus / Rail Panel, Sky writing, balloons. 

' Point of Purchase (POP) - Posters, Cut-outs, dummy, shop signs, Window display. 

iv) Receiver: Receiver is target customer who is to be informed or to be persuaded to buy 
i, 

I .  the product / service. 

I Advertisements are classified on various basis. Some of the classification are given below. 

1 Brand Advertisement : Advertisement focused on productlbrand. 
F Corporate Advertisement: Advertisement focused on building image ofthe 

company and not any specific product/braid. 
Social Service i Advertisement focused on Advertisement creating 

! awareness about social cause like anti smoking, 
Cancer care; safe driving etc. 

.$. 

I 

Tbe advertising manager has to take certain decisions: 

0 Objective/s ofadvertising are decided. These can be creatingawareness, increase in sales 
by given percent, to combat competitors, information about a new service, etc. 

. Appropriation i.e., how much money shall be allocated for advertising budget. 

r What is the message for communication? 



Marke$mg Mix Media Mix: What mediumlmedia to be used. The timing or scheduling of advertisement 
is also to be decided. Besides the reach, frequency and impact of the medium are to be 
considered. 

Creative Strategy: What appeal to be used, Rational Appeal or Emotional Appeal. 

Evaluation Technique: Whether to use one ofthe pretesting and 1 or post testingmethods 
to find ad effectiveness. 

In small organisations advertising is looked after by sales or marketing people whereas big 
organisations have their own advertising departments. Today there are professional 
advertising agencies who offertheir services for a price. 

15.4 PUBLIC RELATIONS , 

Public Relations (PR) is a broader (Publicity) concept which includes publicity. Earlier 
marketeers were using the term publicity which is now being replaced by Public Relations. 
We can define Public Relations as deliberate, planned and sustained activities of an 
organisation to develop and maintain good relations,with publics of the Organisation. 

Every organisation has various internal and external groups which have an actual or potential 
interest in the organisation. These groups are known as publics. It is necessary to develop 
good relation with these public. We give below examples of the publics of two segments of 
the tourism industry 

I) Publics of Travel Agency 

Internal Employees, Share Holders, Managers, Trade Union. 

, E w m a l  Airline, Touroperators, Corporate Clients, 
Individual Customers, Destinationl'vents Managers, 
Transportors, Government (DOT) Media, Hoteliers etc. 

ii) Publics of Airlines 

Internal 

External 
Au  Crews, Ground Crews, Managers, Share holders. 

Travel Agencies, Tour Operators, Suppliers 
(Fuel, Food etc.), Government, Media, Competitors, 
Hoteliers, Destination Organisations, Corporate Clients, 
Individual Customers etc. 

The Public Relations include: 

I) Research (R) 

2) Action (A) 

3) Communication (C) 
4) Evaluation (El 

This process we explain through a case example of 

1) Research: A research was conducted among Indian Airlines travelers to findout their 
opinion about its service quality. One of the important findings of this research was 
related to opinion oftravelers regarding "Empty Seats". They felt that even though there 
are empty seats Airlines does not offer seats. 

2) Action: The opinion was developed because of lack of understanding about operations 
ofan airline particularly related to flight requirements. The total load an aircraft can take 
depends upon various conditions l i e  type of aircraft, length of runway, air density, 
temperature, etc. Therefore, at times because of these kctors load to be carried by 
aircraft is to be limited. This makes it compulsoryto keep few seats vacant to reduce load. 
Lack of this technical information made people to believe that airlines is inefficient 
regarding filling the empty seats. 



3) Communication: Indian Air Lines designed an Advertising Campaign to make public 
aware about this critical information. Even every issue of Swagat (In- flight magazine of 
Indian Airlines) carries the message explaining why the seats may be empty.. 

4) Evaluation: A research was conducted to find out the opinion of travellers. It proved 
that the opinion oftravellers has become favourable and their perception has changed. 

Public relations is important not only in obtaining editorial coverage but also in suppressing 
bad coverage. 

A typical opportunistic use of PR can be illustrated by the following example. Let us think 
that you are planning to open a holiday resort in Andaman. In the inauguration you should 
tryto invite a leadingpersonality, either politician or who matters to the press. At the opening 
ceremony, journalists and other guests would typically be invited to a reception and 
information booklets would be given to them. Press releases with major highlights ofthe resort 
would be available for the busy journalists. All the details of the opening should be 
pre-planned with precision using every opportunity to secure good media coverage. 

15.5 PERSONAL SELLING 

Personal selling is one to one 1 group presentation of service or product for the purpose of 
making sales. Travel agents 1 tour operators may explain clients about various destinations, 
packages, choices of hotels, cost, etc, so as to make a sale of travel / tour. 

Personal selling becomes an art in this service industry as what is sold is a dream or a hture 
performance. 

There are Three Cs for good Personal Selling: 

Know p u r  Customer's needldesire, 

Know p u r  Company and its Services, and 

Know your Competitors. 

The tourists are either vaguely aware about their needs or they may not be able to verbalise 
them. It is very important for tourism professional to understand the needs 1 wants and 
limitation of their customers. Similarly they should have complete knowledge about the 
destjnation, accommodation, transportation choice, cost, time and also facilities available. 
The procedure involved 'in performing the services should be clearly known and 
communicated to the clients. This becomes more important for international outbound 
tourists. The clients have to be told about the Visa, passport, health, currency regulations, 
social and legal practices etc. Finally, the sales force should be aware about the competitors 
and their offerings. For example, an airline sales executive should know what are the services 

1 and costs of these services that are being offered by its competitors. To make Personal selling 
be effective. There should be coordination between the efforts of suppliers and customers. 

I Sales Promotion is short t trm incentive provided by any organisation to customers so as to 
make them decide in favour ofthe organisation. Stress given in sales promotion is for a short 

1 term and on incentives. One night free stay for three d a y  booking children under 12 no 
1 charges or a free ticket on every ten seats sold are the examples of sales promotion schemes. 
I 

I There are three types of sales promotion: 

Customer Sales Promotion (Incentives are offered to customers) 

Trade Promotion (Incentives are offered to middlemen) 

Promotion Strategies 
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' .Sales Force Promotion. (Incentives are offered to sales people) 
. , .- 
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S O M  EXAMPLES OF SALES PROMOTION IN TRAVEL AND TOURISM INDUSTRY 
ARE 

Frequent Flyers Programmes of Airlihes. 

Incentive scheme for group travel by Airlines. 

Welcome Group Hotel and Indian Airlines have jointly started a scheme "We fly your 
spouse to you for week-end" for business executives. 

Incentive tours to SingaporeMongkong to travel agents and tour operators for achieving 
a given targeted business., etc. 

1) How does communication occur? 
- . - .. 

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

2) List some advantag?s of cohmunication through advertising. 

3) What is sales promotion? 

15.7 PROMOTIONAL STRATEGY I 

The broader goal of promotion is to communicate between organisatiow and customer. 
Generally, communication is meant to create a favourable impression of a cornpony, to raise 
consciousness for an idea or to influence legislation that may favourably a s c t  an indusk$ 
Whatever be the objective the promotion should be planned. Plan involves setting goals and 
then designing strategies taachieve those goals. Strategies used by marketeer to promote 

I 



product are as follows: 

Push Strategy 

Pull Strategy 

t Push strategy is wherebya supplier promotes a product to marketing intermediaries with the 
aim of pushing the product through the channel of distribution. For example, airlines give 
special incentives to travel agents for promoting their product (seats). 

Pull strategy is wherebya supplier promotes a product to the ultimate customer with the aim 
.of creating demand and thus pulling the product through the channel of distribution. For 
instance special discount coupons given by some hotels for promoting product. Customers 
are most familiar with the pull strategy. 

Effective marketing plans generally make use of both push and pull strategy. The choice of 
strategy is generally determined by: 

type of product, 

customer's type, and 

.the strategy of competitors. 

15.8 PROMOTIONAL BUDGET 

At the time of developing a workable strategy for the promotion of a product, due 
consideration should be given to budgeting. Whatever the amount an organisation can afford 
for promotionalcampaign bycareful budgetingand selection ofappropriate messages, media 
and schedule, one can effectively transmit the desired message. Various methods have been 
suggested for setting promotional budget. These are as follows: 

i) The Objective and Task Method 

Under the objective and task method, the budget is based on an estimate ofthe amount 
needed to accomplish established objectives. Consider a promotion for a fist-food 

-restaurant. Assume that your objective is to establish its brand image through advertising 
within a year. The tasks to accomplish this and their costs may be like this: 

Advertising through television Rs.2,00,000/- 

Advertisement in Newspapers and Magazines Rs. 1,00,000/- 
Publicity Rs. 1,00,000/- 

Sales Promotion Rs. 1,00,000/- 

Total OOO/- 

ii) Percent of Sales ~ ~ ~ i o a c h  

In this approach, the amount to be spent for promotion is fured as a standard percentage 
of sales. Thus if a hotel desires to spend 5 percent of sales revenues on promotion and it 

, expects to sell 100 crore, it will allocate 5 crore for promotion. 
I 

iii) The Competitive Comparison Method 

. Under this method, the amount is fixed based on what the competitors spend. 

iv) The FixedSum-Per-Unit Method 

A specific amount is fixed for the promotional purpose. 

' These are some of the standard approaches to decide a promotion budget. However, by 
having proper market information about your product and reading the market position 
carefully, you can deyicq your own method of &g the budget for promotion. 

7 



Marketing Mix 15.9 KEY ASPECTS OF PROMOTIONAL CAMPAIGNS - 

So far we have discussed various elements of promotional mix and its budgeting mechanism. 
In this Section, we will explain how to develop promotional campaign. Promotional campaign 
is a part of a company's promotionalmix Promotional campaign includes services or activities 
to achieve the desired objective. Different products need different approaches to convey 
messages to the customers. A new product may require a promotional campaign which is 
entirely different from an established product. The four major approaches, suggested by 
market experts, to develop a promotional campaign are as follows : 

i) Image Building: Under this approach, emphasis is given to communicate an image and 
generate customer preference for a particular brand or company. 

ii) Product Differentiation: In this promotional approach, the marketer stresses those 
aspects of a product or brand that set it apart from its competitors. 

iii) Positioning: A positioning approach promotes a brand in relation to other competitive 
brands & the market. 

iv) Direct Response Campaign: It expects a direct measurable response from the market. 
Personal selling activity falls in this category. 

Cheek Your Progress-2 n 
1) How does push strategydiffer from pull strategy? 

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

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

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

2) What are the different approaches in making budget for promotion? 

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



Check Your Progress-1 r 

Check Your Progress - 2 r 

- 

15.10 LET US SUM UP 

Promotion is communication designed to inform, persuade and remind buyers about your 
product. The four key elements of promotion are advertising, public relations, personal 
sellingand sales promotion. Promotional strategies include a push strategyand apull strategy. 
Proper budgeting of promotional activities and selecting a useful method of promotional 
campaign are essential components in promotion. We hope in the light ofthis discussion, you 
would be in a position to decide appropriate strategy to promote your product. 

15.11 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

1) See Sec.15.2. 

2) See Sec. 15.3. 

3) See Sec. 15.6. 

1) See Sec. 15.7. 

2) See Sec. 15.8. 

Promotion Strategies 



UNIT 16 DISTRIBUTION STRATEGIES 

Structure I' 
Objectives 
Introduction 
Defining Distribution - 
Distribution Strategy 
Distribution Channels 
Intermediaries in Travel and Tobrism Industry 
Selection of Channels and Internhediaries 
Let Us Sum Up 
Answers to Check Your Progress Exercises 

After studying this Unit, p u  will be able to learn: f 
% 
3 

the definitions of distribution channels, 

about the distribution strategy and distribution channels, t 
about the role of intermediaries in tourism industry, and 

> 
how to select an effective channel of distribution. 

16.1 INTRODUCTION 

Alongwith product, price and promotion, distribution (place) is a major component in the 
Marketing Mix Tourism product has certain specialcharacteristics and because ofits nature, 
it requires channels ro reach the customer. Distribution system provides the channel or means 
bywhich tourism supplier gains access to the potentialcustomers ofthe product. In this Unit, 
we have explained the importance of the distribution system in tourism marketing. How to 
decide a distribution strategyand distribution channels and the importance of intermediaries 
in marketing tourism products are the other issues dealt with in the Unit. 

16.2 DEFINING DISTRIBUTION 

Distribution of product or service is a mix of processes and organisations which make the 
product or services available to the end user. It is the flow of goods/services fiom producer 
to consumer. In fact these attributes have contributed towards the development of specific 
distribution forms for the tourism products and services. Chris Cooper eta1 have listed certain 
crucial aspects of tourism distribution: 

'There is no actual product which is being distributed. There are onlyclues given through 
persuasive'communication about the product." 

The distribution method, 'bethod of selling and the environment within which the 
purchase is made becomes part of the tourism experience." 

Travel agents dominate the distribution system by making their own decisions regarding 
what to display and recommend to the customers: and producers play the key role in 
persuasive communication as far as the distribution channels and direct delivery to the 
customers is concerned. 

There are also different types ofdistribution needs. For example m museums and monuments * 
no prior bookings ate required but queuing is used as an allocation method for the available 
supply. On the other hand, in the case of trains or airlines etc., because of excess demand or 

34; 
to ensure that one gets a seat, bookings are done in advyce. The advance distribution process 



can be anything fiom 2 hours to 2 years or even more depending on the nature of the service 
product. Distribution flow is facilitated and regulated by intermediaries or middlemen, 
commonly termed as the channel of distribution. As back as 1966, Bucklin had defined 
distribution channel as a "a set of institutions which performs all ofthe activities (functions) 
utilised to move a product and its title from production to consumption."Over the years the 
producers of services felt the need to overcome the problem ofmakingtheir services available 
and accessibleto their target markets. Victor T C Middleton has pointed out that 'the inability 
in travel and tourism to create physical stocks of products, adds to rather than reduces the 
importance of the distribution process. In marketing practice, creating and manipulating 
access for consumers IS one of the principal ways to manage demand for highly perishable 
products."Hence, in relation to travel and tourism Middleton provides a definition according 
to which : 

/' 

'!4distribution channel i$ anyorganised and serviced system, created or utilised to provide 
convenient points of sale andlor access to consumers, away from the location of production 

, and consumption and paid for out of n~iriceting budgets.'' 

Further elaborating on this definition he stressed that: 

channels are carefully planned and serviced by producers and not left to chance, 

each channel, once organised and serviced becomes a pipeline for the flow of sales to 
the targeted market. 

We are aware that the tourism product or service is either rented out, consumed or 
experienced and there is no transfer of ownership. 

These distribution channel members perform various functions like procurement, storage, 
delivery, service, financing and counseling. The goods are physically moved fiom producer 
to consumer via channelmembers. However, service distribution markedlydiffers fiom goods 
distribution. Infact services unlike goods do not move to consumers. It is the consumers 
whose movements are facilitated towards services through the intermediaries. There is no 
physical movement and no transfer of ownership in distribution of services. The body of 

'kno$ledge available today relating to distribution is physical goods oriented, and the same 
cannot be applied to services. Intangibility, inseparability and perishability of services make 
it an all together different task of designing distribution strategies for services. You will find 
the following differentiation between distribution of goods and that of services useful. 

Goods Distribution Services Distribution 

Physical Movement of goods No physical movement of services 
Ownership is transferred to channel members Ownership remains with supplier of 

services 
Profit through resell Commission through sales 
Product moves towards consumer Consumermoves towards services 

1 Product manufacturing unit is . ~eiv ice  supplier provides 
also moved closer to market ! services closer to market 

16.3 DISTRIBUTION STRATEGY 

A marketing manager has two options for distribution of the services product. Directly 
reaching customer and reaching customer through the middlemen. Hence the decision 
relating to distribution mix is to decide whether to go for Direct Marketing or for Indirect 
Marketing or both. 

Indirect Marketing will be a good strategy if the following conditions exist: 

Number of buyers is large, 

~ r e q u e n c ~  of purchase is high, 

' Volume per purchase is small, 
I ... 

Distribution Strategies 



Marketing Mlr Market is decentralised, 

Financial position of manuhcturer is not strong, 

When manuhcture would like to share risk, and 

When business is to be expanded. 

The Indirect Marketing Strategy involves use of intermediaries. They help in making the 
product amilable to consumer through the process of sharing risk and providing financial 
and information support. For example airlines use indirect marketing through GSA (General 
Sales Agent), ABA (Authorised Book Agents) and travel agents. According to Philip Kotler: 

'The case for using middlemen would rest on their supplier efficiency in the performance of 
basic marketing tasks and functions. Marketing intermediaries, through their experience, 
specialisation, contacts and scale offer the producing organisation more than it can usually 
achieve on its om." 

Direct Marketing involves directly contacting the customers. 

16.4 DISTRIBUTION CHANNELS 

Distribution channels are of different types and an organisation may adopt anyone type of, 
a combination of or all the types of the distribution channels. All this depends on the type of 
service being provided bythe organisation. In this Section we hmiliarise you with the various 
levels of the distribution channels. 

i) Single level Channel : Here the service is directly distributed to the consumers. For 
example Airlines directlybooking the tickets for the customers or hotels directly booking 
rooms for guests. 

ii) One Ltvel Channel : It implies a single level where only one type or category of 
middleman is used. Service industry is predominantly using this kind of chamel. For 
example, airlines use trawl agentdticketing agents for booking seats for air trawl. Their 
is only one intermediary between the service supplier and the service user. 

The following diagram gives the various options for using one lewl channel : 

SERVICE SUPPLll I-- 

iii) Two Level Channel : In this case the distribution ofservices is through two intermediaries. 
For example, in the airlines, GSA and, travel agents form two lewls of distribution 
channel. 

iv) Multi Level Channels : Many times more than two categories of intermediaries are 
simultaneously used in service industry and this is particularly the case in tourism and 
trawl industry. For example, lodging or attractions or carriers may sell their services to 
incentive trawl planner, in turn, these incentive trawl planners sell the services to 
conwntion meeting planner or corporate travel manager. Similarly, the wholesale tour 
planner sells their services to travel agents and tour operators. 



Check Your Progress-1 I 
1) What do you understand by distribution ? 

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

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

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

w 

2) Explain indirect and di re~t  markerhg. 

3) List some channels that can be used in tourism marketing. 

16.5 INTERMEDIARIES IN TRAVEL AND TOURISM 
INDUSTRY 

I 

Marketing channel members are the resources for the organisation. They provide important 

i services in terms of financial support, information and promotion. Following are the main 
hct ions  of channel members: 

I Information 

I Promotion 

i , Selling 

Financing . 
I 

Risk taking 

Intermediaries increase the'selling capacity of the organisation by providing selling services 
at places close to the customers. This also increases the geographical cowrage ofthe market. 
Different intermediaries can cover various segments of the market. For example, services of 
the carrier can be sold to outbound tour market segment through tour operators, individual 
travellers through travel agents and business travel, segment through convention meeting 
planners and travel agents. The ,middleman also helps in minimising the cost of incidental 39 
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services for procuring the core service. The various types of intermediaries in tourism 
industry are as follows: 

a) Travel Agents are one of the most important intermediaries in travel and tour industry. 
As per research findings, travel agents account for 75% of domestic air travel and 90% 
of internatiohal air travel, 95% ofinternational tour packages, 80% of international hotel 
booking and 30% of domestic tour booking. 

These travel agents are the middlemen for carriers, hotels, tour wholesalers and 
conference and convention planners. No charges are usually levied on the customers. 
Their income accrues fiom the commission fiom airlines and hotels. Commission is 
around 10% of the service cost. There are two types of travel agents : Implant and 
Independent. Implant is a retail travel agency office that is located on the premises of 
the corporate client. There are travel agents who specialize in package tours and railway 
bookings. Rebating is paying back part ofthe commission to the customer. This practice 
is however not desirable. 

b) Tour Wholesalers : Tour wholesaler is the organisation which plans, prepares, markets 
and administers vacation and travel packages. Thcse packages are usually a combination 
of the services of various suppliers like carriers, hotels, guides, catering, local 
transportation etc. 

c) Tour Operators : Tour Operator il a person or Organisation which operates package 
tours prepared by tour wholesalers. Sometimes tour operators themselves provide 
necessary ground services like local transport, guides and escorts. Ground operators are 
those who provide services at destinations. Tour wholesalers and tour operators are 
terms which can be used interchangeably. 

Tour planning begins about two years prior to the start of a tour. Tour plan is based on 
market research. When tour plan is being prepared the tour planners begin to negotiate 
with hotels, carriers, caterers etc. for prices and bookings, etc. These negotiations thus 
form the basis of costing and pricing the tour. The brochures are printed and distributed 
to tour operators and travel agents. Tours can be planned on a partnership bas'is with 
carriers, hotels, tourism promotion boards etc. 

d) Corporate Travel Managers : These are in-house travel departments of large 
corporations. Corporate Travel Department provides various benefits to the 
organisation. The benefits which accrue to the organisation are as follows : 

Reduces business cost, 

Enhanced services are provided, 

Increases purchasing power through bulk buying, and 

Maintains the level of quality of travel. 

Corporate Travel Department as a concept should become more popular with the advent 
~f CRS-Computer Reservation System and Interactive Computer Software. There are 
software package available through which the customers can directly iAteract with the 
computer and can get information related to attractions, accommodations, fares, routes, 
time-tables, cost, duration of travel etc. so as to decide the individual travel plan. They 
can also make bookings for airline and hotels etc. directly without the help of an 
intermediary. 

e) Incentive Travel Planner : Often, potential travellers become confirmed ones, ifthey are 
offered some concessions. For example, in India many government organisations or 
private institutions offer Leave Travel Concession, (LTC) to their emp)oyees. This 
concession makes the employee travel. For this kind oftravellers there are special agents 
known as Incentive Travel Planners. These are specialised tour operators, who deal with 
corporate clients and individual travellers. ITDC is an example of an organisation which . 
dffers this type of service. 

f )  Consortium : Many organisation distribute their services by integrating with other 
organisations. Consortium is the practice of offering similar service by a group of 
suppliers. For example, the preferred Hotels World - Wide is an organisation with a 

- group ofmore than hundred hotels. The hotel booking can be done in any oftheir hotels 



fiom any individual hotel. In India, the Ashoka Group of Hotels has gone into affiliation 
with Trust, House Forte, Golden Tulip and Doner Hotel for a similar kind ofconsortium. 

g) Franchising : It is a hybrid form of enterpreneutship. A parent company customarily 
grants an individual or a company the right or privilege to do business by using its name 
and by following a set pattern of operation over a certain period of time, in a specified 
space. 

There are a number of benefits to the fkanchisee as he gets proven products or brands 
and assistance in management of the business. He is not required to develop a new 
product or its image. At the same time, the fkanchisee has to maintain certain standards 
and quality that go with the brand name. 

The benefits to Franchisers include a royalty to the tune of ten to twelve percent of the 
gross sales. Also there is a sharing of investment and management responsibility on the 
part ofthe franchisers as it is their brand image that will be at stake. 

16.6 SELECTION OF CHANNELS AND INTERMEDIARIES 

Distribution Strategies 

Channel decision involves long-term commitment and cost for the principal suppliers. In this 
regard the time and costs are highest as compared to any other marketing decision, Thus 
what should be the level of channel and also the type of intermediaries to be selected are very 
critical to the success of an enterprise. The following factors play impprtant role in these 
decisions: 

Intensity of distribution desired, 

Access to end user, 

Prevailing distribution practices, 

Revenue : Cost Analysis, 

Time horizon required for development of channel, 

Degree of control desired, 

Availability of channel participants, 

Choosing the best intermediary, 

Capability of channel participants, 

Customer care provided by channel participant, 

Geographical coverage desired, 

Market standing of the channel participant, and 

Financial status of the channel participant, etc. 

Various decisions regarding distribution like levels of channel, selection of channel members 
etc. can give results only when smooth and professional relations with intermediaries are 
developed and maintained. There is a strong interdependency between say Airlines and its 
intermediaries like GSA, Ticketing Agent and Tour Operators or Hotels and its 
intermediaries like travel agents, Corporate Meeting Planners etc. The roles and 
responsibilities should be clear and specific. These should be properly spelt out in order to 
avoid any chances of conflict among the organisation and its intermediaries. For example 
the percentage of commissions or royalties, mode of payment, credit facilities, credit time 
etc. are decided at the initial stages itself. It is also advisable to have contracts/agreements 
signed in this regard. In most ofthe cases, commissions and credit facilities etc. are decided 
on the basis ofvolume ofbusiness to be handled. The principal suppliers in order to maximise 
their gains through increase in business volume offer incentives and rebates to their 
distributors. 

'The decision to use middlemen involves the organisation in a number of further decisions. 
The first is the problem of choosing the best middlemen from the large number Hho are 
available.. ..But it might find that a desired distributor is not willing to accept the 
assignment. Or thedistributor might handle the product only ifgiven exclusivedistribution. 
Or the distributor might handle the product only if it receives better financial terms than 
are being offered .... The organisation must follow this up bycarefullyestablishing the terms 
and responsibilities of the distributors. This is called the trade-relations mix and consists 
of the price policies, conditions of sale, territorial rights and specific services to be 
performed by each party" Philip Kotler. 

Exclusive distribution : 
Distribution rights given to only 
one intermediary for reaching ths 
customers. 

&bctlve distribution : 
Organisation uses a few from 
emong the available 
intermediPriesldistributor~ to 
reach the customers. 

Intonrive diitrlbution : 
Organisation uses many 
intermediaries to reach the 
customers. 



Wrlrctimg Mix The concept of 'Relations Marketing' explains the need to have better relations with various 
groups related to functioning of an organisation. In tourism and t raxl  industry there is 
pronounced need to establish, develop and maintain successfil relational exchanges amongst 
the various p layers. 

For positive relationship both the parties are required to have strong commitment and 
unquestionable trust. On this depends the efficiency adjustment and in cases even survival of 
the organisations. Constant motivation of intermediaries by the organisation is necessary in 
order to maintain their interest in the product. Regular contact, sales incentives, bonus, etc. 
are part of the motivation strategies. 

Finally, an organisation must evaluate or assess the performance ofthe intermediaries. This 
exercise must be taken up at regular intervals. Every organisation must devise its own 
performance indicators for the distributors as per the organisation's plans and requirements. 
Performance evaluation also calls for certain strategic decisions like dropping those whose 
performance is below the expectations or motivating them hrther to pay more attention to 
their product or service. An organisation aspiring for success should also get constant 
feedback !+om the intermediaries regarding the market trends, customer requirements, 
competition, etc. along with the image feedback about the efficiency and quality of its own 
products and services. 

Check Your Progress-2 r 
1) What role intermediaries play in tourism marketing ? 

3) List four factors which influence the selection of distribution channels. 



Check Your Progress-1 n 

Check Your Progress3 n 

16.7 LET US SUM UP 

As in other sectors in travel and tourism also, distribution is an important element in the 
Marketing Mix. Distribution actually provides an access to customers and in the case of 
tourism product and services there are a number of intermediaries that constitute the 
distribution system. Organisation plannii~g is required to select a proper channel for 
marketing of tourism products and services and certain decisions have to be undertaken in 
this regard. It is after evaluating the various available alternatives that an organisation 
develops its distribution strategy. The capabilities, inf?astructure, access to market, volume 
of business etc. of the channel to be adopted are considered in this regard. 

16.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

1) See Sec. 16.2. 

2) See Sec. 16.3. 

3) See Sec. 16.4. 

1) See Sec. 16.5. 

2) See Sec. 16.6. 
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17.0 OBJECTIVES 

After reading this Unit, you should be able to: 

understand why a fifth P is necessary in tourism marketing, 

appreciate the importance of People, Process and Physical evidence as sub elements of 
the Fifth P, 

understand and appreciate the relationship of this P with customer satisfaction, and 

design strategies to make the best use of the Fifth P in tourism and its marketing. 

17.1 INTRODUCTION 

The increased attention to the application of marketing in the services sector has brought 
into question what the key components or elements of a Marketing Mix for services are, or 
what they should be. If the elements chosen for a service are not comprehensive, there is a 
chance for the occurrence ofa gap between the market requirement and the firm's marketing 
offer. 

This makes it appropriate to reconsider the traditional Marketing Mixofthe 4 Ps (Product, 
Price, Promotion, Place) in the context ofmarketing ofservices. The traditional mix has been 
derived fiom a much longer list of twelve variables designed by the Harvard School of 
Business. Over time, the concept had gained acceptance and the mixwas adopted to capture 
the market. 

There has always been a consistent debate on the Marketing Mix, and particularly in the 
context of services. Some feel that, reduction of the lkt gives rise to a much wanted sense of 
simplicity which may lead to the neglect of some key elements. Because of this, marketing 
experts have added many more to the basic 4P fiamework and have felt theheed for a 
different mix for services. Some had further classified the mix according to the types of 
services; they have specified separate mix for banking and airlines. Some have suggested 
different mix elements for professional services. 



The Fiftb P :People, 
There are three factors that determine whether or not an element has to be included in an Process and Phplcnl 
organisation's marketing mix: Evldence 

1) The level of expenditure on a given ingredient in the Marketing Mix : It has to be 
determined that how important the element is in the organisation's overall expenditure. 

2) The perceived level of elasticity in consumer responsiveness : In cases of monopoly or 
government bodies, prices are set externally, and thus cannot be included in the mix. 

3) Allocation of responsibilities : This is so because, a well defined and well structured 
Marketing Mix ~ e e d s  a very clear cut allocation of authority and consequentially, 
responsibilities. 

As the 4Ps model is restrictive in application to the service industry, the need for including 
the 5th P is being increasingly recognised. People, Processes and Physical evidence (5th P) 
are those elements which demand special emphasis in service marketing. In addition to these, 
as all the elements of Marketing Mix re-alve around customer satisfaction, this is sometimes 
considered as a separate Marketing Mixelement by itself. This Unit explains the necessity of 
having Fifth P, the three components of Fifth P i.e. People, Processes and Physical Evidence, 
and the use of Fifth P in tourism marketing. 

17.2 WHY DO WE NEED A FIFTH P ? 

Essentially, Marketing Mix represents all those factors that need to be considered while 
determining the marketing strategy. Since the choice of a marketing strategydepends upon 
the organisation's policies and objectives, the elements included in the Marketing Mix and 
the amount of attention directed to each of them differs fiom organisation to organisation. 
The type of service provided and the demand for it determines the Marketing Mix to a very 
large extent. 

, In tourism marketing, the main objective isto motivate more and more people to visit different 
places thereby enhancing the image of the location/destination and also to increase the 
revenues. 

In tourism marketing, the product is intangible and it covers a wide range of facilities provided 
to the tourists. 

A product in tourism is the place of destination and what one may experience while 
proceeding to visit or while visiting the particular place. It includes the total package of 
transportation facilities, food and accommodation facilities, special attractions, etc. along 
with the core product which may be, for eg.; temples in Madurai, Taj Mahal in Agra, or the 
Himalayan backdrop in Darjeeling. 

Pricing brings revenue to business. Pricing decisions in service marketing are crucial. They 
play a very significant role in building an image for the service. Price also gives a hint or 
assumed picture of the quality. A high priced service tends to be perceived as a high quality 
service. For e.g.; a five star hotel accommodation may charge many times more than its cost, 
(i.e.; the cost incurred in producing the service), as it tends to increase the image in the public. 

In tourism marketing, some services, like providing information to tourists may be 
government sponsored and hence may be fiee ofcost. Other activities, saytransportation and 
accommodation facilities may be charged according to the services provided. 

Sometimes, there could be special considerations on price, as there is a certain immediacy 
ofdelivery. The prices could be adjusted to the seasonal variations in the demand and under 
special situations, for eg.; discounts offered on bulk bookings of tickets, etc. 

Place refers to the location and the method of deliveryofservices. As the place ofproduction 
and rhe place of consumption of service are the same, the environment in which the service 
is delivered and how it is delivered form a part of the perceived value and the benefits of the 
service. Either the provider of the service or the consumer can go to the other's place or they 
may transact at a third location. 



~.r*~!tiw mts Promotion is essential to tourism marketing as it is to other products and services. I t  is 
perhaps more relevant in this context as people rely more on the different promotional s 

activities to make their decision. 

The above four elements are very important in tourism marketing but are not adequate. For 
example, there are other factors which affect the marketing strategies like the statutory 
requirements to be met bythe foreign nationals before enteringa country, special concessions 
given by the government to visit certain locations fiom time to time to encourage tourism, 
the behavioral requirements of the employees, etc. all of which can be used effectively in 
tourism marketing by effective planning. All these factors need to be considered separately 
by paying adequate attention to each ofthese aspects and so can be covered under a separate 
element of the Marketing Mix which may be termed as the Fifth P. 

The importance ofpeople, Processes and Physical evidence and their marketing implications 
can be studied separately under this element termed Fifth P. It becomes all the more 
important in tourism marketing to place special emphasis on the Fifth P (especially on 
Physical evidence) as it will help in increasing the perceived value of the product which is 
intangible by itself. As tourism is involved in the offering of services which lead to satisfaction 
of an individual needs for visual delight, granduer and exotic senses, there should be a greater 
stress on the Fifth P. 

17.3 TOURISM INDUSTRY AND PEOPLE . 
When we talk ofpeople here, we refer to all those who are directlyor indirectlyemployed in 
the service of the organisation and who play an important role in achieving the objectives set 
by the firm. 

People play a very important role in tourism marketing as in any other service organisation. 
This is because consumers associate people providing the service as a part of the product 
itself. The airhostesses in an Airlines, the tourist guides at a historic place, the waiters in a 
restaurant etc. are the people who actually provide the service. They perform the essential 
functions of: 

building and maintaining a favourable image, 

providing solutions when problems arise, 

providing special help in case of need, and 

maintaining harmonious relationships, etc. 

In hc t  the entire image of the product depends on these people. 

. 173.1 People As An Element Of Marketing Mix 

A few years ago, ifpeople were spoken of as an element ofMarketing Mix, it would have been 
considered a blunder. But in the recent h e s ,  there has been growing awareness of the role 
of people in achieving the marketing objectives and the importance of paying adequate 
attention to this aspect is being realised. This is true of all service providing organisations as 
unless there are people to produce the services, there can be no service at all. 

The qualityofthe service provided cannot be standardised as there is always a human element 
and it depends on the state ofthe individual at that particular moment ofprovidingthe service. 
This makes it more difficult to control the service activities. Hence, this aspect demands 
serious attention to ensure a satisfied customer. It should be remembered that most of the 
jobs in tourism industry apparently are routine. However, if this routine is converted into a 
unique experience for the customer, the organisation has achieved success. But this is not an 
easy task and many organisations accept this as a challenge. 

By viewingpeople as a separate element ofMaxketingMix,required attention can be directed 
to maxirnise their efficiency. Steps can be taken to train the people to meet the specific needs 
of their job, motivated to have customer orientation, and reward them to make the desired 
contribution. 



17.3.2 Roles People Play 

The employees have to perform roles depending on the ~lature of job performed, their 
position in the organisational hierarchyand the amount ofcontact they have with the ultimate 
customers. In tourism marketing, the extent to which the employees come in contact with the 
customers determines the amount of attention that needs to be directed to them. 

i) People in Maximum Contact With Tourists : 

They are those employees who are directly involved in tourism marketing:They include 
the receptionists in tourism office. tourist guides, etc. These people come in contact with 
a wide variety ofpotential customers who desire information and advics on many tourism 
related issues. It is essential for them to be well versed with all the information related 
to the destination. The package tours organised by Government and other agencies, 
special attractions of different locations during specific periods of time, the probable 
estimates of money and time requirv! for each trip, and any other information that a 
tourist might be interested in shouid be available with them. 

These people should be well trained and motivated to serve the tourists on a day-to-day 
basis in a pleasant, responsive manner. They should be enthusiastic and friendly, with an 
understanding of the needs of the different people and should have the capabilities of 
advising them accordingly without underplaying or overplaying the importance of any 
particular location based on their personal bias. 

Utmost attention is to be directed at the employees in this category because first 
impressions of the place and people of a locality tend to get formed in the minds of the 
prospective visitors at that point itself which are difficult to change later. 

ii) People in Medium Contact With Tourists : 

These are people who are not directly involved in encouraging and motivatingpotential 
tourists but who play an important role in designing , dewloping and implementing 
different marketing programmes depending on the needs of customers. 

These people have to conduct research, collect information, prepare brochures and other 
material for promotion, and their main responsibility is to bring the tourism marketeers 
upto date on the latest trends. 

The employees of this category should develop a sense of customer responsiveness, 
understand the needs of different segments of tourists and try to guide them acc~rdingly 
by making all the necessary information available. 

L Remember that most of the buying decisions of customers are taken on the basis of 
brochures. However, many principal suppliers are now promoting their products 
through video films and slides, etc. 

r . . .\ 
:!I) People in Minimum Contact With Tourists : 

All the people who are involved in planning and development activities may not come in 
I direct contact with the ultimate customers. Their responsibility is to design attractive 

schemes and plan strategies for tourism-development at various,levels. 

Coordinating the different activities of the organisation, internal marketing,liasion with 
I 

outside agencies, etc. form the basic responsibilities at this level. 

I Continuous feedback about the different programmes and activities is to be taken fiom 
i the people who are in direct contact with the customers so as to incorporate the changes 
t desired bythe public fiom time to time. 
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Check Your Progress-1 r 

1) Explain the need of the Fifth P in tourism marketing. 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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2) Discuss the various roles played by people in tourism marketing. 

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

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

17.4 PROCESS IN THE TOURISM INDUSTRY 

Process denotes the way in which a particular action is carried out. Tourism marketingshould 
take care of all the procedures, schedules, mechanisms, activities and routines which are 
practised when the tour is on. You should remember that it is at the process level that the 
tourists' requirements are actually met. Some of these processes are statutory in nature i.e., 
they require to be complied with due to the government rules and regulations; while some 
others are practised to facilitate easy control of the different activities. For example, the 
government may make it obligatory on the part of every tourist to fbrnish fbll particulars of 
the person, nature of visit, etc. before entering a foreign country, the same particulars may 
be asked in a hotel for record purposes. 

The processes followed form a part ofthe service delivery system and the customers often do 
not differentiate between the processes and the product. For example, ifa tourist is made to 
wait for an undue length oftirne to get information from a tourism office, he tends to remain 
dissatisfied even if he gets all the required information at the end of delay. 

17.4.1 Characteristics of Processes 

Any process can be analysed in terms of its complexity and divergence. Complexityrefers to 
the nature and sequence ofthe different steps to be followed in the process i.e. the variability 
within a process to suit She different requirements of customers. 

i) Complexity : The wider the variety of services offered by an organisation the more 
complex it is said to be. Generally, these services are provided so as to meet the needs 
of different segments ofthe customer population and aim at higher levels ofpenetration 
in a market. For example, if a tourism company is organising a number of package tours 
everyday to different locations in the country, at different price levels to suit the needs 
of both the economy and comfort oriented tourists, and also taking care of their 
accommodation and refreshment needs, it can be said to be indulging in complex 
processes. They tend to be more customised in nature. 
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If a firm decides to concentrate onlyon a narrow range ofservices, it can be said to follow Process and Physical 
a specialisation strategy. Steps and activities are omitted from the service process and ~vldcnce . 
this tends to make control easier. A tourism company which caters to the needs of only 
economy travellers by providing transport and accommodation facilities in a limited 
number of locations, it can be understood as being less complex Generally, these 
programmes are more standardised and do not lend themselws to changes in needs of 
particular customer groups. 

(ii) Divergence : As stated earlier, divergence refers to the variability of the steps and 
sequences in a process. Limited divergence means the choice of a customer is restricted 
but it also means higher control over the quality of service provided. This may result in 
reduced costs, uniform service quality and improved service availability. However, as it 
results in a highly standardised service, personal touch, which is desired by a number of 
service consumers, may be absent. 

An increased divergence of processes is followed when the approach is towards niche 
positioning, and involves high customisation. A tourist company which caters to almost 
any need of the customer, including helping foreign exchange transactions, flight 
booking, etc., may be said to be highly diwrgent. 

17.4.2 Customer Satisfaction 
' 

Processes should hcilitate a service operation but at the same time they should not have a 
negative effect on customer satisfaction. For example, if a potential tourist is asked to fill in 
too many applications, and asked to satisfy too many regulations to acquire a visa for a 
particular country, he may avoid visiting the country as such, though the tourist has the 
capacity and willingness to do so. 

No amount of friendly approach and pleasant attitude on the part of marketing personnel 
will overcome continued unsatisfactory process performance. It is necessary that the 

, processes are simplified and made customer friendly to ensure a satisfied customer. 

If a service operation runs smoothly, it may or may not be remembered bythe customer for 
ever, but ifhelshe gets dissatisfied with a process, the negative image tends to last much longer. 
Also, if one operation in a process is unsatisfactory to the customer, he tends to be more 
critical ofthe other operations also. All this explains the importance that needs to be attached 
to the processes in tourism marketing to ensure a satisfied customer. 

Remember, it is difficult to have a good image but easy to loose it. It is easy to earn bad 
, image but difficult to loose it. 

17.5 TOURISM INDUSTRY AND PHYSICAL EVIDENCE 

Physical evidence is wry much related to the product and hence is considered by many 
authors as a sub-component of the product element and it has been argued that 'as 
advertising and personal selling are considered as sub-elements in Promotion, so also it is 
enough to consider physical evidence as a subelement of Product'Nevertheless, it is agreed 
by all concerned that it is essential to devote special attention to the physical evidence in 
Services Marketing MIX Here let us consider it as a separate component under the Fifth P 
in Tourism Marketing Mix 

' 17.5.1 Tourism And Physical Evidence 

Ewrycustomer would like to see, evaluate and compare a product physically before making 
a decision whether to-make the purchase or not. As the services are intangible in nature, it is 
almost impossible to have a frst hand, experience of the desired service before making the 
fmal purchase. How much ewr a person tries to judge the quality of service by making 
enquiries and reading literature, a doubt still remains in mind as to the exact quality of the 
service to be expected. 

This is more true ofthe tourism product because a potential tourist has to estimate the amount 
1 of satisfaction helshe would deriw by visiting a particular place even before deciding to go, 
, especially, when one can choose from a number of options. 
I 



The photographs, brochures and other information published by the tourism industry, word 
of mouth publicity, prior experience in related areas, etc. will be the only source depending 
on which a decision has to be made. I 

Physical Evidence is that which can be easily associated with the product by the customer. 
As the tourism product is highly intangible, the place, the decor, the people, and everything 
else in the tourism office maybe related to the experience in store. For example, when tourists 
visit a historic place for the first time, they carry home not only the memories of beautiful 
structure, but they also remember all other factors like transport facilities available, the 
surrounding markets, the people's behaviour, etc. as one whole experience. All this is a part 
of the conscious effort on the part of the tourist to make the intangible experience more 
tangible. 

17.5.2 I)pes of Physical Evidence 

Physical Evidence may be divided into two types: 

Essential, and 

Peripheral. 

i) Essential Physical Evidence: This includes all the basic requirements that are essential 
to render the service. A well equipped building with all the necessary tools and 
information, good furniture, necessary transportation facilities to reach the area where 
service is provided, etc. are all essential ifeffective service is to be provided. For example, 
an Indian Tourism office in New York may project an image of exquisite grandeur to 
attract the people there and convince them that they can expect much more when they 
'Visit India.' 

ii) Peripheral Physic?l Evidence: Peripheral physical evidence has little value of its &. 
A railway ticket has no value in itself if the traveller misses the train. Similarly, V.I.P. 
passes lose their value once the time elapses whether they are used or not. This signifies 
that the peripheral physical evidence tries to bring an aspect oftangibilityto the product 
but it actually represents a right to experience the service at a later point of time. 

It can be understood that physical evidence tries to provide an extent of tangibility. to the 
otherwise intangible nature of the service. 

17.6 SOME C's 

Besides the Ps today certain Cs have also been added in services marketing - particularly in 
relation to the tourism products. These include: 

Committment : This means that the producer or supplier of service as well as the 
employees must be committed to tourism and the service being provided to the tourists. 

Cleanliness : This is a must for destinations, hotels, airports, railway stations and trains 
along with in the employees who are part of the service process. 

I Communication : This must be clear and effective with no gaps whether verbal, written ' 
. or through telecommunications mode. Certain service situations require quick 

communication. 

Crisis handling : Crisis in providing tourism services is not uncommon and they need 
careful handling. 

Creativity : This is the keyto success in packaging or designing tourism services. 

Customer involvement : A tourist not only consumes the service but also experiences it. 
Hence, customer involvement and participation in many tourist related services leads to 
enhancement of tourists enjoyment or satisfaction levels. 
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17.7 USE OF FIFTH P IN DESIGNING MARKETING 
STRATEGIES 

In all the above Sections we have seen the importance ofeach ofthe elements, People, Process 
and Physical Evidence, along with the traditional four Ps in tourism marketing, making a total 
of seven elements to be included in the Marketing Mix. It is not enough just to be aware of 
the importance. Efforts should be made to use them successfully in designing a marketing 

! 
i strategy and to see that it is implemented effectively, to get best results. 

, 17.7.1 Relationship Marketing In Tourism : 

Each of the elements of the Marketing Mix interact with each other and they should be so 
developed that their results are synergic in nature. Hence, while developing a Marketing Mix 

r' 
strategy,the tourism marketeers need to consider the relationships between the elements of 
the mix. This is termed 'Relationship Marketing.' 

There are three degrees of interaction between the Marketing Mixelements. They are: 

i) Consistency : This is where two or more elements have a logical and useful fit. In tourism 
marketing, product, physical evidence and place can be said to be consistent. Again, 
promotion and people elements have a similar relationship. 

ii) Integration : It involves an active harmonious interaction between the elements of the 
mix Ifthe different elements are designed on their own without considering their effects 
on the others, confusion and misuse of the resources may result. 

I 

iii) Leverage : It is concerned with using each element to best advantage in support of the 
total marketing mix. 

17.7.2 Developing a Marketing Strategy 

Sincethe most important relationship of an organisation is with its target customers, customer 
satisfaction is to be considered as the basis while developingany marketing strategy. 

I 

In tourism the target markets may be domestic or foreign, economy oriented or comfort 
oriented, young or old, adventurous or traditional, etc. The products offered and the 
marketing strategy designed should be tailored to the target at whom the efforts are directed. 

Some of the questions that need to be answered before deciding on the tourism marketing 
strategy may be listed as follows: 

t i) What is the basic objective ofthe organisation providing the service ? Is it profit oriented 
or purely service oriented? (for example, a government tourism development 
organisation may function with a purely service oriented motto). 

ii) What are the target markets? or Which segments ofthe population is the organisation 
trying to satisfy? 

iii) What are the strengths and weaknesses of the firm? or how can they be used to the 
organisation's advantage? 

I iv) What are the resources available ? and how can they best be utilised? 

v) What is the nature and extent of competition existing in the environment ? and what are 
the segments that are neglected by the competitors ?; Can niche marketing strategy be 
followed? 

vi) What are the type of promotional activities required? 
i 

Once satisfactory answers are provided to all the above questions, a suitable strategy maybe / developed satisfymg all the conditions. 

i Let us take an example ofa particular situation and tryto develop a suitable Marketing Mix 
Strategy. 

The Fiftb P : People, 
Process and Pbysicrl 
Evidence 



mdwtlag Mix . India Tourism Development Corporation (ITDC) has a basic objective of encouraging 
tourism in the country. Government provides the services required by the tourists so as to 
motivate people to travel and assure them that their stay would be made comfortable and 
their experience memorable. ITDC runs many hoteb, transport services, etc. The target 
market includes any person who would like to trawl and visit places of interest. 

Segmentation is done on the basis of age, income level, lik styles and orientation towards 
travellingetc. 

Different packages are developed to suit the difkent needs of the people. For economy 
oriented, the package may include a trawl on a deluxe bus to the location, an accommodation 
in an ordinarilyfbrnished room, etc. Here,the emphasis ismore on the utilitythan on luxuries. 
But for a person fiom higher income level, it may include comforts along with the basic 
necessities. Strengths of ITDC include Government support which ensures a steady supply 
of resources, easy availability of permissions to enter new areas of operations, etc. Other 
strengths are derived fiom a wide network that operates all over the country which helps in 
adjusting to seasonal fluctuations in demand at different locations, byreshuffling ofresources. 

ITDC's main weaknesses stem fiom delays in decision making due to bureaucratic set up 
that exists in almost all government organisations. This may result in reduced emphasis on 

I 
! 

qualify in services provided. This weakness maybe overcome bydecentralisation of authority 
and enforcing accountability. I 

Competition is omnipresent. There are many organisations catering to the different needs of 
tourists, both in the organised and unorganised sector. There are all types ~fhoteb~transport 
services, agents, etc., who compete with one or more services provided by ITDC. It is thus 
wry difficult to fight all the competitors with a single strategy. The best way to deal with this 
problem is by improving one's own standards so as to be able to lead the competition. 

The promotional activities direct at attracting both domestic and international tourists to r: 
travel extensively. Hence, stress is placed on the locations and not on the services provided 
by the ITDC alone. Promotion is directed at all the segments and hence campaigns are 
designed for different target groups and launched through the different media accordingly. 

The Fifth P, People, Process and Physical evidence are used effectively by training people to 
be customer oriented, to serve with a smile, to help tourists in makinga good choice, to provide 
additional services like helping them in foreign exchange transactions, etc. Process is made 
open to the public to ensurdsimplicity in procedures, some ofthe activities are taken over by 
the ITDC personnel themselws so as to reduce the tourists' burdens. Also the element of 
Physical evidence is taken care of by making the environment congenial by furnishing the 
place suitable, by publishihg attractive literature on the different locations and making them 
available to the tourists,etc. 

Thus the whole marketing strategy of ITDC is directed at promoting tourism in India, 
satisfying the needs of all segments of tourist population. 

Check Your Progress-2 n 
1) What are the characteristics of processes? 



2) . How Physical eddence is important in tourism marketing? 

'rr. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  

3) List some of the issues which need careful consideration & deciding tourism marketing 
strate@ 

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

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

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

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

17.8 LET US SUM UP 

In this Unit, we have seen the importance of the elements, People, Process and Physical 
evidence in Services Marketingwith special reference to tourism marketing, in relation to the 
other elements ofa conwntional Marketing Mix 

Also, we have seen how each element plays an important role in contributing to customer 
satisfaction. 

It can be concluded by saying that tourism marketing will be incomplete and ineffective if 
adequate attention is not paid to this Fifth P of the Marketing Mix along with the C's 
mentioned in the Unit. 

17.9 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
1) See Sec. 17.2 

2) See Sub-sec. 17.3.3 

Check your Progress-2 r 

Ibe Fim P : P'lr, 
P m w s  and PIpieaI 
Evidencc 

1) See Sub-sec. 17.4.1 

2) See Sub-sec. 17.5.1 

3) See Sec. 17.7. 



Marketing Mix SOME USEFUL BOOKS FOR THIS BLOCK 

Michael M.Coltman 

Chris Cooper, etal. 

Victor T.C. Middleton 

J.C.Holloway & R.V.Plant 

Philip Kotler 

Philip Kotler 

Philip Kotler 
Eduardo L. Roberto 

IGNOU Courses 

Introduction to Travel Tourism, New Y ork, 1989 

Tourism Principles and Practice, London, 1993. 

Marketing in Travel and Tourism, Oxford, 1993. 

Marketing for Tourism, London, 1988 , 

Marketing Management, New Delhi, 1994. 

Marketing for Non-Profit Organisations, 
New Jersey, 1975. 

Social Marketing, New York, 1989. 

MS-6, Marketing for Managers 
MS-65, Marketing of Services 

ACTIVITIES FOR THIS BLOCK 

Activity 1 0 
Talk to 5 people who travel for pleasure. Try and find out the pereceived benefit or value 
that they derive fiom their travel. Briefly comment upon this 'value'. 

Activity 2 n 
Make a survey of the tourism services offered in your area. You would note that the price 
elasitcity of each is different fiom the others. Which of the services surveyed by you is 

1) Most Elastic 
2) Least Elastic 

Activity 3 0 
Survey the literature of some hotels and point out the differentiation in their products. 

Activity 4 E l  
Assume you are a tour operator and are planning to take a group of45 tourists to a game 
sanctuary. Briefly list your fixed and variable costs. 

Activity 5 0 
In the light ofvarious strategies discussed in Unit 15 how would you suggest to promote a fast 
food centre? 



Activity 6 E l  

Activity 8 E l  



UNIT 18 FAMILIARIZATION TOURS 

Structure 

18.0 Objectives 
18.1 Introduction 
18.2 Fam Tours: The Purpose 

18.2.1 Destination Promotion and Image Building 
b 18.2.2 Introducing New Products 

18.2.3 Damage Control 
18.2.4 Public~s~ng Events 

18.3 Who is to be Invited? 
i 
t 18.4 Partners, Itineraries and Organization 
i 18.5 Let Us Sum Up 
! 18.6 Answers to Check Your Progress Exercise 

I 
! 18.0 OBJECTIVES 
i 

L 
After reading this Unit you will be able to: 

I understand the importance of familiarization tours in tourism promotion, 

know why and how fam tours are organized, 

appreciate the role of different tourism organizations in fam tours, and 

learn about the.markets/countries from where fam tours should be encouraged to India. 

,, 18.1 INTRODUCTION 

The nature of the tourism product is such that it cannot be physically demonstrated, 
I experienced or felt by the prospective buyers in advance. Hence, it is important that at least 

the intermediaries used in the distribution of the product must have full product knowledge 
I and if possible, an experience. It is here that the familiarization tours (fam tours) play a major 

role in providing this experience not only to the intermediaries but to certain other opinion 
leaders whose words matter in a tourist market. 

This Unit discussed the importance of fam tours. After explaining the reasons for organizing 
these tours the Unit mentions certain other aspects related to them like how to select the 
invitees, conduct the trip, etc. 

i 

18.2 FAM TOURS: THE PURPOSE 

Familiarization tours or fam trips are aimed at acquainting, intimating, informing and 
providing first hand experience of the tourism products or services to the opinion makers 
and business providers. The entire effort is geared to bring them to experience, visualize and 
feel the product. By doing this they can decide on their own about the meritslstrengths and 
demeritslweaknesses of the product and accordingly inform or influence the prospective 
buyers. The purpose of a Fam trip may vary according to: 

I the aims of the organizatioddestination, say the ma&et segment an organization wants 
to target, and 

I the stage of the product life cycle a product/destination is in. For example launch stage 
or rejuvenated stage, etc. 

1 Let us have a brief look at some of these purposes. 
I 



Marketing M k  
Speeiflc Siiuaiiona 18.2.1 Destination Promotion and Image Building 

Today every country/destination is making efforts to have a larger share in the tourist 
generating markets. This is applicable to both international as well as domestic tourist 
markets though the later is often ignored because of the lure of foreign exchange earnings. 
In a highly competitive market destination promotion becomes a difficult task-particularly 
for long haul destinations. The task of destination promotion and image building,is 
performed in the international markets by the National Tourism Organization (e.g. 
Department of Tourism Government of India) and in the domestic markets by the state 
tourism organizations (e.g. Kerala Tourism Development Corporation) and even local d 

bodies. Fam trips are regular methods applied for destination promotion and image building. 
In fact this is an ongoing process as the image built through the promotional effort is to bc 
maintained, strengthened and enhanced. For this purpose Fam trips are organized at regular 
intervals. 

18.2.2 Introducing New Products 1 
All new tourism products howsoever attractive or strong they might be, need to be 
introduced/promoted at the right time to the right intermediaries at the right place. Take for 
example a product like the Palace on the Wheels. Brochures, advertisements and direct sales 
may not yield desired results unless the royal grandeur that is promised is made to experience 
by the opinion makers. Try to imagine the publicity the product will get if a reputed travel 
writer publishes a write up of hisfher own experience of the journey. Similarly, a travel agent, 
after having experienced the journey himself would sell the product with more confidence to 
tourists. The method for providing this experience to the travel writer or the travel agent is 
a Fam trip. 

Similarly, a tour operator may not use the services of a hotel, a restaurant or a transport 
operator unless he or she has ensured the quality of service. 

, , 

18.2.3 Damage Control 

Fam trips are extremely useful for a destinationlcountry to deal effectively with a negative 
image situation. In many third world countries tourist arrivals often drop suddenly because 
of a crisis (health hazard, security, etc.) and in such circumstances the government and the 
industry join hands to deal with the crisis. 

For example, during the 94 plague scarc in India, opinion makers from 30 countries were 
invited by the Department of Tourism to fly down to India. Air India contributed to the fam 
tour through mandatory passagcs so that the opinion markers could assess for themselves 
what the ground level situation in India was like. Apart from Air India foreign carriers like 
Lufthansa, Malaysian Air and Air France offered free passages to India to select opinion 
makers. This select group was able to gather first hand information about the plague, they 
were able to see that it was an over blown affair and after going back to their respective 
countries they were able to give the correct picture or feed back. Among the opinion makers 
were specialists in their respective field like 3 doctors from the World Pasteur Institute, in 
France. 

18.2.4 Publicising Events I 
Most of the countriesldestinations are promoting special events to attract tourists. 
Organising event oriented fam tours is a method to publicise these events. For example, the 
Department of Tourism organised about 20 such fam tours in the year 1994. Prominent 
events covered in these tours included: 

f Suraj Kund Mela (Haryana) - 
Elephant March (Kerala) 

Tca Festival, Ooty (Tamil Nadu) 

Puri Beach Festival and Konark Dance Festival (Orissa) 

Desert Festival, Jaisalmer (Rajasthan), etc. 



Farn tours can also bc organised to cover or promote busincss events. For example SATTEE 
94 being the first Indian travel mart was encouraged by the government by providing free - 
international passage to leading ovcrseas tour operators for participation. 

18.3 WHO IS TO BE INVITED? 

Organising and conducting a farn tour costs you and you cannot invite just any one for this. 
Besides, it is organised for a specific purpose and the people invited should be able to serve 
that purpose. Generally they can be divided into two categories: 

i) Opinion makers 

ii) Business providers 

i) Opinion Makers: 

In this category comc the journalists, travel writers, TV and Radio persons, public 
leaders, etc. They play a role in creating or influencing public opinion. Where fam tours 
are organised by the Department of Tourism invitations for the tour are sent on the 
suggestions of the various overseas'tourist offices of the Department, Indian embassies 
and high commissions, Air India and ITDC. Of course, while suggesting the names due 
weightage is given to their status and capability to influence public opinion. 

ii) Business Providers: 

Tour operators, travel agents and k:ractically all those who form part of the delivery 
channels and are in a position of influencing tourist flows come under this category. 

Today many companies offer incentive travel for leisure to their employees and one can 
also invite the decision makers in such companies for farn trips. 

18.4 PARTNERS, ITINERARIES AND ORGANIZATION 

Practically all segments and organisations of the tourism industry contribute towards 
organising the farn trips. This is because everyone is going to benefit with an increase in tourist 
arrivals. The proposals for conducting farn trips in the case of international tourism come to 
the national tourism organisation (Department of Tourism, Government of India) from any 
of the high commissions, embassies, national air carrier (Air India) or the various overseas 
tourism offices of the national tourism organisation. The proposal recommends inviting a 
single or a group of leading travel writers, journalists. T.V. and radio persons, incentive tour 
operators and other opinion makers from a particular market to visit specific destinations in 
India. 

The proposal is analysed in relation to the potentiality of the market and accordingly planning 
is done for thc conduct of the farn tour. This includes: 

preparing the itinery for the group, i.e. deciding on which destinations in India have to 
be promoted, how much time is to be spent at each destination and what kind of 
facilitics/serviccs are to be offered, 

taking a dccision rcgarding who a11 are to be included as partners for the conduct of the 
fam trip, i.e. which hotel, which tourist transporter, which airlines, etc. 

Thd itencrary should not be too exhausting or too leisurely. It should allow the person or 
persons on the farn Lour to soak in the slights and sounds of the place or places on the itinerary. 
It should allow enough lceway for relaxation too, so that farn tour does not become a fleeting 
glimpse of thc placc to be visited. In fact, various aspects like entertainment in the evenings, 
cuisine, sight seeing, etc. have to be meticulously planned so that the visitors have a complete 
cxpericnce. The timing of the farn trip can be decidcd in such a way that it coincides with 
event oriented tourism likc fairs and festivals. 

There can bc different requirements while catering to specialised farn trips. For example, if 
thc farn tour consists of Dcrsons from a T.V. comDanv who would be makine films on various 

FamiliarizaUon 
Tours , 
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monuments that have to be promoted as attractions and for this this Archaeological Survey 
is also to be made a partner in the conduct of the trip. Similarly, for wild life promotion one 
would need the support of the forest department. In fact all these aspects must be considered 
at the planning stage itself. 

Though the national tourist organisation plays a major role in the conduct of the farn tour 
most of the private organisations use farn tours at a smaller scale to promote their own 
products or services. For example, a tour operator may invite a leading out bound tour 
operator of another country to experience the tour package in order to get business from 
himlher. Generally the itinerary in a farn tour varies between 8 to 10 days. 

All the segments of the tourism industry and their associations along with the national tourism 
organisation keep a close watch on the emerging new markets which call for special 
promotion through farn tours. For example, recently farn tours were conducted for opinion 
makers and business providers from South Africa and Israel. 

Check Your Progress I 
1) Why are farn tours conducted? 

2) Who all should be invited for a farn tour? 

3) Which aspects would you emphasise while planning the itenary for a farn tour? 

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

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



' 18.5 LET US SUM UP 3 

Fam tours are important ways of destination promotion in the area of tourism. On the one 
hand they provide a fust hand experience to the distributors of the tourism product and on 
the other influence the opinion makers to promote the destination to their respective publics 
while sharing with them the experience they have had. 

Besides destination promotion and image building fam tours are also used for introducing 
new products and services, damage control and publicising of events. Practically all segments 
of the tourism industry are involved in the planning and organisation of the fam tour because 
of the benefits which they hope to derive by an increase in the volume of business. The 
itineraries, timing, services, etc. have to be carefully planned. It should be noted here that 
one should not organise fam trips for the promotion of a weak product as it would only lead 
to negative publicity. 

18.5 ANSWERS TO CHECK YOUR PROGRESS EXERCISE 

Check Your Progress EEz I  
1) The reasons for conducting a fam tour have been discussed in Sub-secs. 18.2.1 to 18.2.4. 

2) The persons to be invited should include opinion makers and business providers from a 
particular market. See Sec. 18.3. 

3) See Sec. 18.4 for your answers. 

- - 

Tours 



Marketing Mix: 
Specific Situations UNIT 19 SEASONAL MARKETING 

Structure 

19.0 Objectives 
19.1 Introduction 
19.2 Seasonality in Tourism 

19.2.1 l l p c s  and Reasons 

19.2.2 Problems 

19.2.3 Uenelits 

19.3 Alternatives-1 
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29.6 Answers to Check Your Progress Exercises 

ARcr reading this Unit you will bc able to: 

understand the role of seasonality in tourism, 

appreciate the reasons which contribute towards seasonality in tourism, 

learn about the problems that cmcrgc because of the scasonality factor, 

know thc advantages of seasonality, 

familiarise yourself with the various methods adopted to deal with the problenls of 
seasonality, and 

list thc marketing strategies adopted by tourism organisations in rclation to scasonality. 

19.1 INTRODUCTION 

You arc aware with the features of the tourism product/scrviccs. Besides intangibility, 
perishability. inseparability. ctc. seasonality is an  important characteristic that nccds proper 
handling in relation to markcling. The highly elastic tourism dcmand is to  a largc extent linkcd 
with thc scasonality aspea .  Both. thc tourist generating markets as well as destinatlon4 have 
seasonal l im~tat~ons.  Thcrc are peak scasons and lean scasons in tourism which arc m c a s ~ ~ r c d  
in terms of the dcmand and supply situation. 

This Unit starts with a discussion on the types of seasonality and the factors that contribute 
towards them. It furhcr discusses the problems emerging because of seawnality from the 
point of view of tourism suppliers. The types of alternatives that are used by marketing 
managers to  increasc the tourism season and deal with other related problcms have also been 
dealt with. At the same time this Unit also attempts to  examine the bcncfits of scasonality 
lor the dcstination and its environment. 

19.2 SEASONALITY IN TOURISM 

All varieties of tourism have an clement of scasonality linkcd to them. There are peak seasons, 
lean scasons or  off seasons for a destination or a tourist gcncrating market. An analysis ol' 
tourist arrivals at any destination would demonstrate monthly lluctuation~. Similarly, in the 
case of individual services the seasonality concept can he  further applied to dcmonstratc 
wcakly or hourly fluctuations For cxamplc, 

therc is more rush on weekends in a nluscum or a rcsclrt, 

, there may be more rush in morning or cvening flights in comparison to  afternoon flights, 
ctc. 



Such analysis is extremely useful from the marketing point of view a5 it helps in deciding the 
marketing mix. For example, products can be designed, rejuvenated or dropped as pcr thc 
seasonal requirements. Similarly, separatc prices may be charged for lean'scasons along with 
a different promotion policy. The man power requirmcnts would be higher in pcak season 
and lower in lean seasons. This may affect the recruitment patterns adopted by thc employers. 
Even the capacity utilisation is varicd, say from 100% in pcak season to even closing down in 
off seasons. Goa can bc cited as an example in this regard. Hence, it is necessary to 
understand the different types of scasonality and thc reasons behind it. 

19.2.1 Types and Reasons 

There are different typcs of seasonality and the tourist scasons emerge bccausc of different 
rcasons. Raphael Raymond Bar<)n (1993) attributed the development of tourism seasons to 
the climate at the origin and/or at the destination and also to non-climatic attractions like 
festivals, celebrations, etc. However, a number of other factors havc also becn found to be 
contributing towards scasonality in tourism. R.W. Butler (1994) has pointed towards the lack 
of rcscarch in this area in spite of the conccrns expressed in this rcgard. Besides climatic and 
non-climatic reasons Butler has added other factors like human decisions, tradition, social 
pressure and fashion. Let us briefly examine them. 

i) Climatic Seasonality is related to the natural climatic seasons in a year. For example, 
there is a movement of tourists from hot climate regions towards cooler dcstinations in 
summer months and this becomes the peak season for hill stations. Similarly, to cscape 
the winter snow and extremely cold weather conditions the tourists move in search of 
sunny beaches. Since thc climatic variations arc similar every year (minor variables may 
be there) the tourist season and the monthly cyclcs of tourist movement arc more or less 
easily idcntifiable. For example, the maximum tourisr arrivals from the Western 
countries in India are betwcen October and February. 

ii) Non-Climatic Attractions or what can be termed as institutionalised seasonality in 
tourism emerges out of religious, cultural, ethnic and social aspccts of human lifc. 
Festivals, pilgrimage and fairs, etc. are examples lo  be cited in this regard. 

Othcr elements in this form of seasonality which is a result of human decisions include: 

public holidays, 

educational holidays, 

industrial holidays, and 

tamily holidays. 

iii) Social Pressure or Fashion is another aspect which brings about or effects tourism 
seasonality. This has also been termed as social seasonality. The affluent, elite and 
dominant social classes set certain trcnds where in it becomes socially necessary to 
participate. Soon these trends arc imitated or picked up by others. Travcl for 
honeymoon can bc cited as one such cxamplc in this regard. Sooncr or later such trends 
bccome accepted social activities among a larger populace. 

iv) Sporting Season is another aspect which has resulted out of the varied nature of 
recreation and tourist activity. Winter sports like skiing and water sports likc surfing are 
the examplcs to bc cited here. Further, there is a lot of tourist movcment during major 
sporting events like Olympics, crickct, hockey and football matches, ctc. 

v) Tradition also plays a rolc in seasonality. According to Butler "many people take 
holidays at what are peak seasons because they have always done so, and old habits tend 
to die hard." For cxamplc, a family was always taking a trip when schools were closed 
for longer durations. A stage comes when the children havc grown up, thcy are no more 
learning and thc family trip should not be tied up with school holidays. Still the family 
takes a holiday during those months bccausc of the old habit. 

Hence, we see that today it is not just becausc of the climatic variations that the tourism 
seasonality gcts affccted but a variety of other factors also contribute to it. 

Seasonal Marketing 
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Specific Situatianb 19.2.2 Problems 

Y o u  mav ask hcrc that why arc wc bothered about the concept of seasonality for tourism 
marketing. Wcll. this is bccause scasonality and seasonal lluctuations crcate certain 
problems for both, the dcstinal ion as well as thc producers of tourism services. 

Durlng the peak scason the probclms which emerge arc related to the carrying capacity, 
serving capacity, lack of trained manpower, etc. The lean or olT scascn bring\ the problcnls 
of: 

dcciin~nq prol'its. 

h~yh  maintenance costs, 

8 uncmploymcnl, 

e closures, ~ t c .  

In fact off and lean scasons in tourism arc always seen as a problem which: 

8 reduces the volume of business and rcduces profits, 

deters investment as the rcturr~s on the capital invested may not be possible. 

Thus, all clTorts arc gcarcd towards sohing this problem by over coming. modifying or 
reducing 11s affects. For cx,~nlple. how to cope with wcckcnd rush? or how to deal with under 
atilisat~on of resource\ d u r ~ n ~  Ican o r  off wasons. 

19.2.3 Benefits . 

I 1  we judge purcly from th:: point of view oT environmental impacts and interaction bctwccn 
the !ocals and thc visitors, the seasonal naturc of a dcstinatiori proves ccrhc a boon in disguise. 
Murphv has mcntioncd that "seasonality is not necessary bad for cvcryonc." Individuals, 
according to him, nccd rclcasc from strcss and a ccrtain population may not bc able to bear 
thc strcss of catering to the tourists through out the ycar. An often quoted vicw point in this 
regard is that of .lordan: 

"locals vicw the approaching scason with mixed feelings and value 
thc off scason whcn only permanent residents arc prcscnt." 

The social and cultural pattcrns of a community at a destination can hc disrupted by touris~n. 
It is oniy the oif-season which provides a breather to thcm and allows thcm to perform thcir 
activities. Siniilarlv, an offscasnn offers rccovcry to the destination from thc cn\!iro:rmr.ntal 
point of view. In fact, many cco-fragile arcas arc'intcntional~~ closcd to incrcac thcir Iil'c 
cycle. 'Phus, scasonali~y, which is a prot)lcm from rhe economic point of vicw bccomcs 
bcncfitial from the poin~ of vicw of cnvironmcntal conscrva~ion. 

4 

Check Your Pragress-1 
. I 
! What do you understand by seasonality in tourism? 

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

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

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

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

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

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



2) Besides climatic what othcr typcs of seasonality arc there in tourism? 

3) Seasonality in tourism is a problc 1 7 1  as well as a boon. Comment. 

19.3 ALTERNATTVES-I ' 

Practically cvcry tourist destination should attempt to evenly spread seasonality. However, 
Ic\v destination, pay attention to this aspect. Initially the aim is toget larger numtjcr oftourists 
and littlc but no thought is given to the time they arc to be attracted. The image that has been 
built of the Indian tourism product in the world markets is a typical example in this regard. 
Thc months April to August were not promoted which has resulted in creating offseason 
problcms lor many destinations. 

Baron c,xamincd certain countries in the 1970's and f o u ~ d  that the expansion of tourism was 
"largely an expansion of the main scason." H e  has, howcvcr, listed the benefits of more evenly 
spr-ad scasonali~y: 

1 )  IVorc cnioyablc holidays for larger numbers of pcoplc, without thc overcrowding so 
common ir. [he pcak seasons. 

2) Optinial ~[ilization oftourism I'acilitics - hotels, aircraft and othcr transport, bcachcs and 
entertainment, it will then no[ be necessary to build so many hotcls for a particular 
number oC tourist.; each vcar, uilh ecological as wcll as economic advanlagcs. 

3 )  More c \cn cmploymcnt oC hotel and olhcr tourr\t stciSl. aiding thcir careers and 
in~prcwinp the scrvicc ollcrcd. 

4) Rcrlllcccl wcragc prices and/or incrca\cd prol'itabilitv. 

in  l'iic~ an c\.enlv sorci~d scirsonalitv arlcmpls lo tackle rhc prohlcnls 01' pcak sciison rush or  
~ h o \ c  o l  i i  \inglc maill \ourism scason. The a1tcrn;itivcs 1ri1:cl in this rcs;lrcl include the 
lollowing in thc case ol a single season torlrist destination: 

cxrcnd or l~ngthc11 the mirin \ea\on by adding more atlraction\ bclorc or after thc pcsk 
wason month\. 

SeusonuI Marketing 
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providing such activities like conventions, festivals. special interests, etc. wjlich nrc no1 
dependent on the climatic conditions and can be timed outside the peak scason. 

a establishing additional seasons (second season or third season) after re-assessing thc 
cultural, climatic or natural attractions of the destination. For example, some hill stations 
in north India have been able to build a second tourist season which is linked with snowfall 
and winter sports. As soon as the mcdia reports a snowfall in Shimla, Nainital or 
Mussoorie people from the neighbouring regions rush there. The duration of stay is not 
long, may be two or three days only but from the business point of view it is an additional 
season. No wonder one hcars comments in social circles: Oh Shimla is too crowded in 
summers. we only go when there is snowfall! On the cultural side, an example that can 
be cited in this regard is the Dushera at Kullu which attracts tourists in the month of 
October. 

a promoting and encouraging tourism outside the peak scason, 

a encouraging domcstic tourism in pcriods that are off-season for international tourism. 

In case thcrc exists a more than one peak season situation for a destination the efforts are 
directed towards filling the gap periods by adding more activities, events and attractions. 

The peak season rush creates certain problcms at thr. destination and in most of the cascs 
these problems arc aggrevating. For example, these include: 

the pressurc on local-bodies to deal with the garbage and waste, 

a price rise, and 

shortage in essential supplies like water and electricity to the local residents. 

All thcse have affected the naturc ol'gucst-host relationships (see Units 3 and 4 of TS-2) and 
the carrying capacity of a destination is a major variable lor destination planners and 
marketing managers in dcaling with tourism seasonality. 

Another aspect to be taken notc of is the seasonality variation as per the destinations location. 
This could be between: 

a national, regional and sectoral levels, 

a central and remote locations. 

urban and rural locations. 

Studies in thesc areas have dcmonstrdtcd that largc cities have a less seasonal patlern 
compared to tourist resort\. In 1984 a World Tourism Organisation report mentioned that 
"destinations supported by large urban centres, while having high points of activity, have 
more continuous operation throughout the year because they depend upon a more 
diversified demand.'"utler has listed the reasons behind the greater degree 01 \cason,~li~v 
cxper~enced by remote or peripheral destinations in comparison to the centrally locdtcd 
destinations: 

remoteness implies diflicult access and longer travel time, 

services tend to bc limited and may operate at certain times of the year when demand 
justifies their availability, 

a some deslinations in rcmote areas are from the climatic point of view accessible for 
limited time periods, and 

visitation to certain remote destinations is attractive or cven practical only at specilic 
times in a year. 

Such situations encourage thc seasonality aspect. Marketing managers must be aware of Lhe 
seasons mentioned and the alternatives discussed in this Section. Howcvcr, the applicability 
of these alternatives will vary destination to destination. The atti~udes of host populatio~~, 
environmental concerns, role of local bodies and the developmental rolc of marketing (sce 
Block-3) must be takcn into account while planning the marketing mix. 



Seasonal Marketing 

Besides taking into account the alternatives suggested in the earlier Section for evenly spread 
seasonality the tourism industry has adopted certain promotional and pricing measures to 
attract tourists during the off season. Let us list some of these methods. 

c . W c e  reduction, 

Differential pricing for products/services, 

Price variations, 

Seasonal discounts, 

Extra services, 

Special fares, etc. 

All such prices discounts/incentives have to be quoted much in advance for the packaged 
tours. The marketing manager has to take note of this fact that any tourist will take a tour 
outside the pcak season only when there are sufficient incentives. For example, discounted 
pricing may attract those tourists who otherwise could not have afforded the holiday. Its a 
different matter that the organisation offering discounts may also cut down on some of the 
serviccs or facilities or offer extra services. 

Special promotional and advertising campaigns are carried out for increasing off season sales. 
Most of the tourism producers depend heavily on intermediaries for selling. However, during 
off season or lean periods they do adopt a direct sales approach through personal selling and 
advertisements. 

Check Your Progress-2 c z I l  
1) What are tht: benefits of evenly spread seasonality in tourism? 

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

2) How does seasonality affect remote or peripheral destinations? 
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3) What type of price measurcs are adopted to attract customers in off season? 

19.5 LET US SUM Ur 

The approaches adopted to tackle seasonality have been directed at both - the destinations 
as well as target markets. In spite ofthe efforts made in this regard the problem remains far 
from being tackled. Scasonality has positive and negdtive features. Off seasons create 
problems of unernploymcnt and underutilization of the infrastructural facilities. On the other 
hand they help in environmental conservation and giving some relief to the locals from 
seasonal stress. Therc are various ways to evcnly spread seasonality. These start from 
creating more attractions to offering incentives and discounts. The element pf seasonality 
has to be a par1 of the marketing plan right from its inception stage. 

19.6 ANSWERS TO CHECK YOUR PROGRESS EXERCISES ' #  

I Check Your F'rogness-1 I 
1) See Sc. 19.2. 

2) See Sub-sec 19.2.1. 

3) Discuss the problems as well as benefits related to environment and local populatioA. 
See Sub-secs. 19.2.2 and 19.2.3. 

1) Sce Scc. 19.3. 

2) See Sec. 19.2. 

3) See Sec. 19.4. 



UNIT 20 TRADE FAIRS AND FESTIVALS 

Structure 

20.0 Objectives 
20.1 Introduction 
20.2 Trade Fairs and Travel Marts 
20.3 To Name a Few 
20.4 The Critique 
20.5 Festivals 

20.5.1 Defining Festivals 
20.5.2 Promotion ind Authenticity 

20.6 Let Us Sum Up 
20.7 Check Your Progress Exercises 

After reading this Unit you will be able to: 

define trade fair and travel mart, 

know why and how they are organised. 

understand their importance in tourism promotion, and 

learn about thc role of festivals in tourism promotion. 

20.1 INTRODUCTION 

In the era of mass tourism. many third world countries have adopted an export led model of 
development. For most of these countries, which do not have access to foreign markets for 
their manufactures, tourism becomes an option. In tourism development therefore, strategies 
replicate the format of sourcing markets for the traditional exports of these countries, and 
trade fairs or event marketing become typical methods of promoting ones goods and services. 
However, critics have pointed out that such an approach has reduced tourism to a product. 
An illustration of this aspect is the demand for western facilities in Asian countries. Is such 
an approachldemand valid? or When we transfer a conceptual strategy from one sector of 
the economy to another we must assess if such a transfer is both conceptually and practically 
valid. Tourism is a complex experience and lifestyle representation. It is in this context that 
an attempt has been made in this Unit to understand the role of trade fairs and travel marts 
and critique their role in developing a market for new destinations. Besides this critique this 
Unit also familiariscs you with the role of travel marts and festivals in tourism marketing. 

20.2 TRADE FAIRS AND TRAVEL MARTS 

' Uuife often we find that new trends in tht: industry are creating impacts on demand and supply 
structures in the practice of tourism. Even a healthy tourism destination is not free of 
problems which are generated not only in the origin markets but also in the manner in which 
the Lravel trade finds short term solutions to its own problems. For example, Air India offers 
groups of women travellers a significant discount to Singapore and Hong-Kong, and this 
generates the demand for special facilities for women travellers from India. Although Air 
India's discount was operable in the lean season, it creates a new trend. 

Trade Fairs are there fore means by which the practitioners of a particular sector can meet 
at a rallying point and watch the functioning of their peers, leaders in the sector and their 
competitors, regulate such a vast and definitionally woolly product like tourism and 
encourage and develop entreprenurial freedom. 

A trttvel mart is a place where the producers, sellers and buyers (mostly intermediaries)'of 
tourism ~roducts and services meet face to face to transact busines. It also showcases the 
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tourism product of a country or a region whilst also focussing on the concerns of the different 
sectors of the industry, like 

the issue of tariffs, 

commissions, 

clearances for investment and 

tax incentives, etc. 

A trade fair or a travel mart is the combined effort of the seller, the buyer and the State to 
ensure that tourism prospers and realises the benefits that are possible. 

In India, our membership of the Pacific Area Travel Association, introduced us to the concept 
of a travel mart, when PATA conferences were held in different locations and countries of 
the region. The country in which the conference was located was showcascd for the delegates 
from the rest of the world, and a particular destination was selected because there was a need 
to focus on the problems and the solutions required to make that destination play its role in 
the field of tourism in the region. The PATA mart has been discussed as a case study in Unit 
25 of TS-2. 

A Trade Fair or Travel Mart also becomes possible when travel agents and tour operators 
begin to form trade and professional associations, which then can lobby for the particular 
demands of the sector concerned. The major focus of the trade fair or travel mart is to give 
and to seek information to promote tourism both to and from the region, country or a group 
of destinations. Thus such events attract not only the professionals but the public at large. 

These events are professionally planned and organised taking into account the infrastructure, 
operations, and business transactions. For example: 

the sellers buy space in advance, . 

appointments are pre-booked, and 

schedules are set for participating organisation, etc. 

During face to face interaction various business transactions take place. For example: 

tours are sold, 

commissions are decided, 

volume of business is discussed and decided, 

producers know the intermediaries requirement, 

producers meet new buyers, and 

getting to know exercises are conducted to be followed up, etc. 

Holding seminars, lectures by experts, viewing of films, entertainment and organising cultural 
evenings form part of the travel mart. 

20.3 TO NAME A FEW 

Some important tourism fairs are The World Travel Market, London, the Salon Mondial 
de Tourisme, Paris, The International Tourism Bourse, Berlin, FITUR, Madrid and 
Chicago. These fairs are open to the professionals and the public in the main generator as 
well as receptor countries. Travel Marts address national requirements whilst Trade Fairs 
5erve the needs of the global industry. Thcy play an important commercial role. Every sector 
,)f the international industry is represented by its senior management and buyers since it is 
In important venue to have an interface between suppliers and managers. 

'India has recently started the SATTE to focus on the products of the South Asian region. At 
the 1996 Fair, India, Nepal and Sri Lanka committed themselves to a joint marketing and 
promotion of the South Asian Tourism product. They stressed the need to foster a positive 
image for a region plagued by separatist and terrorist movements, and talked of the need for 
time bound intra-regional movement of tourists. The buyer-seller meet brought in tour 
opetators from 40 countries to mect 150 sellers from the region. 



Trade Fairs and 
The travel industry is very keen on participating in these trade fairs since they get an Rslivals 

opportunity to have their marketing efforts subsidised by the Government. The Government 
is a big player in the area of tourism policy, an important part of which is to promote foreign 
investment in the tourism sector. Understanding the competitors products regarding their 
strengths and weaknesses is also one of the purposes. 

In India a recent development is the holding of travel marts for encouraging domestic tourism. 
The state tourism departments and tourism developmenet corporations, Indian Railways, 
domestic tour operators, etc. dominate the participation in them. The Association of 
Domestic Tour Opertors of India has on its agenda giving encouragement to the holding of 
such domestic travel marts. 

20.4 THE CRITIQUE 

As a critique it has been pointed out that many industry representatives go completely 
unprepared for the commercial possibilities of a trade fair. This is because they are much 
more adept as handling agents rather than as promoters of the products, which are generally 
designed by the foreign tour operator to cater to the image of the destination. 

Secondly, the politician- bureaucratic-industry nexus ensures that it is not necessarily the most 
competent person who is delegated to attend the fair, since foreign travel a1 somebody else's 
expense is an attraction for most. Thirdly, the government treats the buyer at the fair as a 
subordinate and is unable to see attendance at the fair as a commercial possibility. The trade 
associations like IATO attempt40 block space for exhibiting the Indiafi tourism product, but 
the response to their cfforts is limited by the cost of promotion both through the print media 
and audiolvisual techniques. Visitors to the fair often find Indian stalls unmanned and the 
information format unintelligible. This in fact is a critique of the way trade fairs and travel 
marts are looked upon. 

A ncw feature of the trade fair is thc emergence of activists, responding to the fears that 
present day tourism development has created with regard to the environment, women and 
children, culture and land use in tourism projects. They are protesting at the globalisation of 
identity, which PATA has recognised as the most critical issue at its 45th annual conference 
held in Thailand (1996). 

Many in the industry feel that Trade Fairs have become events that you must be seen at, and 
not much business is transacted. The fact that a larger number of Indians travel out of India 
for international tourism shows that trade fairs are benefiting other destinations in preference 
to home destinations. 

Areas in which trade fairs are weak include the burning issues in the industry like credibility 
of standards, use of technology and human resource development. They do however develop 
methods for the exchange of staff and business by liberalising contracts and service 
conditions, but primarily for the developed destinations. 

Check Your Progress-1 I 
1) Discuss the relevance of trade fairs and travel marts in tourism promotion. 
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2) Make a critical appraisal of trade iairs. 

20.5 FESTIVALS i2 

The Department of Tourism, Government of India listed 72 festivals in its 1995-96 Annual 
Plan for tourism promotion. South Australia is known as the 'Festival Statc' because of its 
deliberate policy of adopting festivals as intcgral to tourism marketing. In fact more and more 
countries, through the concept of tourism festivals, arc showcasing the cultural wcalth of a 
country, region or a community. The Western countrics had encouraged a number of street 
festivals and cultural events for tourism promotion. 'Today most of the third wcwld countrics 
are trying to appropriate the same form of cultural representation with the addition of their 
'so called' cultural tradition. In India we find a calendar of fcstivals to be promoted for thc 
purpose of tourism. Hence, the erstwhile local community cclebrations arc being converted 
into tourist attractions. This has given birth to another form of tourism. Donald <;ctz has 
mentioned that: 

"Event tourism is concerned with the roles that festivaIs and special events can play 
in destination development and the maximization of an events attractivcncss to 
tourists." 

20.5.1 Defining Festivals 

Before we go further discussing the rclationship between festivals and tourism first let us 
attempt to define festivals. Well. fcstivals are public cclebrations. Based on a themc. they 
have cultural, traditional or religious meanlngs for the community. The community 
celebrates them through public participation and invoIvement. The key elements in a festival 
include: 

a celebration through special observances at a given timc, 

a series of cultural perforrnanccs likc dance, music, drama, rituals, ctc. 
that not just remind of the past traditions but show thcir living forms, 

a a local fair providing the artisans an opportunity to sell their products, and 

a a cheerful festive environment, etc. 

According to Falassi: 

"Both the social function and the symbolic meaning of the festival are closely related 
to a series of overt valucs that the community recognises as essentials to its ideology 
and worldview, to its social identity, its historical continuity, and to its physical 
survival, which is ultimately what fcstivals celebrate." 

However, not all festivals are historic in nature in the context of tourism. Certain festivals 
have come into existence because of tourism where the governments, tourism corporations 
or the tourism industry assemble the cultural features of a regional as a tourism prodkt  to 
be obscrved and expericnced by the tourists. The Kajuraho, Elcphanta, Puri, Konark and 
Qutab fcstivals come under this category. The Elephant March in Trivedrum is anoth~r 
example. 
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20.5.2 Promotion and Authenticity 

Donald Getz has mentioned about meeting a ccrtain criteria fcr festivals to be promoted as 
tourist attractions: 

,- % 

A multiplicity of roles linked to tourism, conservation, heritage, arts, leisure, community 
dcvclopment and other social or cultural goals arc fostercd. 

A festive spirit is created, cspecially through the celebration of shared values. 

Basic human needs are satisfied, including physical, interpcrsonal/social, and 
psychological. 

Uniqueness is emphasized through infrequency, having appeal to special interests and 
quality. 

Authenticity 1s created or preserved, so that the event is culturally important to the host 
community and does not seek to exploit visitors. 

Tradition is fostered, giving the event community roots and a sense of mystique: In this 
' 

context "hallmark events" can be defined as those that have a strong enough tradition to 
indelibly link the event with the image of the host community. 

Flexibility regarding site, schedule, program and markets is maintained. 

Hospitability makes every visitor feel an honoured guest. 

Tangibility brings destination themes alive, 

Theming is achieved thrpugh coherent programming, promotions and packaging. 

Symbolism'links the event to ideals and values. 

Affordability enables ederyone to attend (although not necessarily to the exclusion of 
merchandising and profit making). 

.o Convenience and easy accessibility encourages spontaneous attendance and repeat' 
* t~urist trade. 

Festivals have bcen used as a part of product design or destination attraction by marketing 
managers: 

to overcome the seasonality issues. 

for promotion or imagc building exercises, 

. for event planning and destination marketing, ctc. 

Two major aspects that determine the levels of attractiveness are: 

1) Authenticity, 

2) Meaningfulness., 

While promoting a festival both these aspectvshould be taken care of. Authenticity is to be 
maintained and this issue should be linked with the cntire decision making process when a 
cautious decision is taken to promotc the festival far tourkm. 

It must be remembered that authenticity is.the major motivating force for the tourists that 
attracts them to a festival. However, the tourism industry has been staging authenticity. 
D.J. Boorslin in his work on The Image: A Guide to Pscudo events in America has observed 
that: 

"In order to satisfy the exaggeratedexpectations to tour agents and tourists, people 
everywhere obligingly became dishonest mimics of themselves. To provide a full 
schedule of events of the best seasons and at convenient hours, they travesty their 
solemn rituals, holidays folk celebrations - all for the benefits of tourists." 

The issue of authenticity in relation to cvents and activities will bc further taken up in Unit-22. 

Hqwover, in relation to festivals it must be noted that their attractiveness or life cycle asSa 
tourism product is linked with the notions of 'authenticity. Growing commercialisation of 
festivals is a threat to their authenticity. The tourism industry must realise that the moment 
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I 
In fact what W. Frisby and D. Getz have opined in relation to community managed festivals 
is applicable to all festivals: I 

J 
'Tourism agencies should not focus on turning all festivals into tourist attractions, 1 I 
rather they should foster high quality event managements and products. Over i 
emphasizing tourism-could cause serious problems for volunteer managers who 

. have a primary responsibility to the community. Well, run and authentic 
community celebrations would automatically have appeal to tourists. 

However, this automatic appeal can also result in negative impact on authenticity and the 
destination can lose its attraction if unmanaged tourism takes over. Let us compare the 
experience of two festival destinations in India. 

The first destination (a few kilometres away from a historic t o w )  known for a particular 
festivaI and animal fair was aggressively promoted as a tourist destination in international 
markets. This promotion paid from the business point ofview as for a large 1,umber of tourists 
it became an attractive destination. On the other hand critics have pointed out that the entire 
festival has been taken over by foreigners. Temple offerings are sign posted in English, the 
menus at the eating joints (dhabas) reflect the foreign invasion, shops are being run over by 
tourists, a?d the tourists have started demanding services and facilities as per their own 
version of what a festival should be. 

Theother destination (again a few kilometres from a very famous pilgrim t o w )  witnesses the 
staging of Ramih. The 31 evenings festival attracts 40,000 to 1,00,000 visitors per night. In 
order to retain its authenticity and sacredness certain controls have been applied. 
Photography has been generally prohibited as tourists were found to be disrespectful towards 
the sacredness of the performing area; Instead of electricity lights gas lights are used 
(traditional burning torches have been replaced); and the audience participates to experience 
the ritual. The festival has not been promoted as a tourist destination, rather oral publicity 
and authenticity of the performance have made it an attraction. 

Every year additions are being made to the list of festivals that are to be put on the tourist 
map. In some cases they are being used to increase the seasonality of destination or evenly 
spread the seasonality.,The tourism industry should simultaneously contribute towards and 
encourage research for impact studies of festival tourist interactions. 

Check Your Progress-2 I 
1) . Mention the key elements of a festival. 



2) Discuss the significance of authenticity. 

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

Trsdc Fairs and 
Festivals ' 

20.6 LET US SUM UP 

Both, trade fairs as well as festivals are extremely specialbed forms of tourism promotion. 
The skills required to maximise the benefits of participation in tourism fairs depend also on 
one's role in product formulation and on the levels of maturity of the industry promoting the 
product in the market. Trade fairs are also being encouraged in relation to domestic tourism. 
Festivals have always been an attraction in the case of domestic tourism. However, attempts 
to promote them for attracting foreign tourists need cautions handling from the point of view 
of retaining their authenticity. 

20.7 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 EzzI 
1) See Sec. 20.3 for your answers. 

2) Base your answer of Sec. 20.4 

Check Your Progress-2 czzzl 
1) Sfiecial observances, cultural performances, etc. See Sub-sec. 20.5.1. 

2) ' Sub-sec. 20.5.2 has deali with this aspect. Answer after reading that Sub-sec. again. 
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Colin Michael Hall Hallmark Tourist Events, London, 1992. 

A.V. Seaton etal.(ed) Tourism the ~ t # e  of the Art, Sussex, 1994. 

Khan, Oslen Var (ed.) VNR's Encyclopedia of Hospitality and 
Tourism, New York, 1993. 

ACTIVITIES FOR THIS BLOCK 

Make a list of attractions of your area that you would highlight to fam group. 

Interviews 10 friends or relatives regarding the impact of seasonality on their travel plans. 

Assess the tourism season in your RegionICity. what do you propose to extend the season. 

What measures would you sought to maintain authenticity of a community festival of your 
region. 
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21.2 Issues 
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i 21.4 Alternatives 

21.5 Linkages 
21.6 Let Us Sum Up 

1 21.7 Answers to Check Your Progress Exercises 

21.0 OBJECTIVES 

After leading this Unit you will be able to: 

understand this issues involved in themarketing of regions, cities and leisure spots, 

know why and how they are marketed as tourism products, 

point out the limitations in this marketing process, and 

look at some alternate models that can be adopted i s  marketing them. 

21.1 INTRODUCTION 

In Block-3 while discussing the developmental role of marketing, you were familiarised with 
the roles of the national tourist organisation and local bodies in tourism marketing. The NTO 
is responsible ifor marketing a country as a destination, the state level organisations perform 
the same tasks; for their respective regions and so, on. This is inspite of the fact that most of 
these organisations are not the actual producers of tourism services or products. In the words 
of Burkart and Medlik they act "on behalf of all interests in tourism and on behalf of the whole 
destination." The destination as well as the individual producers of tourism services benefit 
out of their efforts. 

This Unit deals with certain aspects related to destination marketing be it a region, city or a 
leisure spot. It discusses the key issues involved in this area and offers a critique of some of 
the existing marketing methods. Further, it suggests some alternatives that can be tried, while 
marketing regions (e.g. Kerela), cities (e.g. Trivendrum) or leisure spots (e.g. Kovalam 
beach). 

21.2 ISSUES 

Every country, region, city and leisure spot competes within the tourism generating markets 
to have a Larger share. But why? Well tourism has been identified as an important avenue 
for empluyment and income generation, foreign exchange earnings and at the same time 
having a n.1ultiplier effect on the economy. The expenditure of the tourist circulates at all the 
three levels of economy: 

a domestic, 

a . regional, and 

This means that if the tourist expenditure circulates locally and the leakages are low (see 
Unit-33 of TS-1) a significant improvement can be made in the income and living standards 
~f t h ~  tvnnl~ nf the rp.vinn nr localitv. However. a developed region can often divert the 



Deslination ~arkctlng benefits towards itself at the cost of the underdeveloped neighbouring regions. Such 
situations have been experienced in both international as well as domestic tourism. Further, 
intense competition can be there within a country between different regions, destinations or 
leisure spots, and among the various suppliers of services. As tourism becomes established 
as an economic activity marketing strategies concentrate on increasing the volume of tourists. 
This, at times, creates a host of unforeseen consequences. Thus, it is necessary that the 
objectives of tourism development in relation to a region, city or leisure spot be clearly stated. 
In fact, the developmental role of marketing has to be kept in mind while marketing regions, 
cities or leisure spots. This developmental role is to be further strengthened by socially 
responsible marketing (see Unit-11). The onus of destination marketing in the international 
markets has primarily been on the Department of Tourism of the Government of India (see 
Unit-26 of TS-2) and this includes a variety of aspects say from-information gathering to 
planning, image building, etc. Of late the state tourism departments have been performing 
the same tasks (see Unit-27 of TS- 2). However, when it comes to cities and leisure spots - 
particularly in the rural areas, marketing becomes a major problem. This is because the local 
bodies are either not aware about the developmental role of tourism or are constrained by 
their own politics or lack of funds. Before we go further in dealing with these aspects it must 
be noted that in the marketing of a destination (region, city or leisure spots) you should 
consider the following aspects: 

Attractions, 

Infrastructure (accommodation, cuisine, etc.), 

Accessibility (roads, means of transportation), 

Carrying capacity of the destination, 

Environmental issues (Pollution, Eco-fragility, etc.) 

safety, law and order situation (for both the local population as well as tourists), etc. 

In India we find different destinations in the different stages of what is termed as the product 
life cycle. For example, a region like Goa, a city like Shimla or a leisure spot like the Badkal 
lake have reached a maturity level. They no more require promotion and have exhausted 
their carrying capacity (infrastructural, environmental or social impacts). Their problem on 
the contrary is of retaining their image, checking the decline and doing away with the negative 
impacts of tourism. In marketing jargon what they require is internal marketing, product 
improvement, checking the decline, proper maintenance, etc. -On the contrary look at a 
region like Kumaunwhich is struggliig hard to promote its attractions in diierent cities (other 
than Nainital) and rural areas and develop its tourism products. If proper questions are not 
posed and answered, the planners and developers blindly imitate outside concepts and 
models of development without taking into consideration the local needs, attitudes and 
constraints. In such a ktuation the destination. may not take off at all or the entire 
developmental investmenhmay go waste. The questions to be answered and the issues to be 
resolved would be many but we take a few here for consideration: 

1) What type of attractions (nature, adventure or cultural etc.) within the region have to be 
developed into tourism packages? 

2) Whether these attractions have to be packaged and promoted as a mix or as separate 
attractions? 

3) Do we have a market for them? 

4) What type of infrastructure is to be created? 

5) Is the local population receptive to tourism? 

6) If the destination ishighly seasonal, should huge investments be made in constructing 
five star hotels or one should develop alternate and subsidiary accommodation? 

7). How to ensure that the ecology and environment at the destination are not damaged by 
tourism? 

8) What type of tourists are to be attracted?.etc. 

Definite answers to such questions determine the product characteristics and could help in 
determining the type of tourism to be encouraged and promoted for the destination. The 



answers have to be very carefully thought of instead of imitating other regions. For example, 
many destination developers recommend hang gliding, golf and construction of five star 
hotels in eco-fragile regions where even the nature of tourism is highly seasonal. They make 
such recommendations without any market research by blindly following the development 
elsewhere. There may be no takers for hang gliding or golf; developing golf course in an area 
which faces acute water shortage may lead to hostility between the local population and the 
developer etc. In such situations, as stated earlier the destination may even not take off and 
all investments made will result in losses besides having negative impacts on the environment 
and the host population. In fact, ignorance often becomes a management problem any time 
if the developer looks for a model outside of the destination's historical and cultural context. 

As tourism becbmes established as an economic activity, the destination no longer attracts 
tourists only because of its natural phenomena or cyclic celebrations. This is because the 
tourists tend to seek more at the destination. This has added another aspect to destination 
marketing by introducing festivals and events as tourism products. In fact, festivals and events 
are becoming the backbone of tourism promotion as most planners and travel trade experts 
believe that such events create a positive image and offer more attractions in a highly 
competitive market. For example, in India, we now have a calendar of festivities both cultural 

I and touristic which are being promoted to bring the required number of tourists, particularly 
foreign tourists, to the identified destination in season. A number of factors have been 
responsible for the growth of such event-based promotion of a destination: 

1) The governments of different couptries have been using tourism as a means of economic 
development. For example, in India, the Central and State Governments play an 
important role in tourism development as well as in the promotion of India as a tourist 
destination abroad. Governments, through the Department of Tourism, sponsor such 
events through grants for sports, art, and culture. Governments also provide all 
infrastructural support like generation of electricity, water and transport, etc. 

The desire of communities and cities to promote themselves leads to the creation or 
promotion of the existing celebrations in order to attain civic pride and derive benefits 
for the destination. The influence of one community or region which has been successful 
in promoting itself as a destination leads to the others following suit. For example, 
Rajasthan has been able to establish itself as a cultural destination by promoting Jaipur 
as the Pink City, Jodhpur as the Blue City and Udaipur as the City of the Lake Palace. 
It was able to locate Maarwar as the basis of regional, cultural and folk festivals and also 
created the desert festival of Jaisalmer as a premier tourist attraction. Many other states 
in India like Gujarat, Maharashtra and Orissa started imitating the Rajasthan model to 
promote their own cities, regions or festivals etc. as tourist attractions. 

3) Increasing segmentation i d  specialisation of tourist groups and individuals, which 
reflect the changing nature of leisure activity, particularly amongst the elites in society 
leads to event based promotion. 

Of late, it has been observed that the image of agriculture themes or old-fashioned 
entertainment does not encourage the tourists to make repeat visits. The shift today is 
therefore towards quaint small towns and heritage oriented events. We now see the 
prominence given to the Havelis of the Shekhawati region and to the heritage hotels, which 
span a period from the early Mughal days to the British Raj. Monuments have been turned 
into hotds and the activities at these hotels are reminiscent of the period they eulogise or try 
to recreate in interior decor, dress and uniform and menus offered to the tourist. Local 
scenery and culture add to the activity span of the tourist. This roots kind of tourism emerges 
from the multi-culturalism that exists in a large country like India. Here we speak many 
languages, have regional cuisines and dress and of course a diverse mix of religion and ritual. 
Today domestic tourists are also attracted by the nostalgia of event based tourism. This is 
because inany in the cities have lost their links with the traditions and culture of their 
forefathers. 

Many destinations (regions, cities and leisure spots) which use events as promotions do it 
sometimes as a response to other political and social needs. For example, the Pragati Maidan 
Complex emerged as the showcase of modern Indian science and industry whilst including 
in its a* the history of artisanship. The traditional and modern go hand in hand as year 
after year and from month to month exhibitions and fairs bring to the resident and visitor of 
Delhi the best that is available in the field of interest. Many European and American cities, 
in response to the growing violence in inner cities used street festivals to revive a quarter or 
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Destination Marketing an area or a community by organising city sponsored events that have now become a part of 
the summer activity for residents and visitors alike. 

Musical events are also an interesting way of bringing alive a region, a city or a leisure spot. 
Many areas in thc world are famous for the yearly musical events, both popular and classical 
that they have hosted. Social drama and ritual can also be the basis for an anniversary aspas 
the Kala Chakra Ceremony in Tabo monastery, a once in a thousand year celebration, which 
was to have brought the curious to the roof of the world (Himachal Pradesh). Similarly, the 
Kumbh Melas at Haridwar, Nasik and Ujjain have become importance management issues 
as tourists and pilgrims mingle with each other to find whatever they are seeking. 

Sports events, particularly the Olympic games, as well as the yearly calendar of furtures for 
tennis, golf and cricket have brought multitudes from the far corners of the world to share in 
the spirit of the game. 

Another important issue in destination marketing for a big country like India is that whether 
the country should be marketed as a single destination or different regions, cities and leisure 
spots should be marketed as individual destinations. Such an issue emerges from the following 
scenario. A foreign tourist wants to visit India but the information which he has sought 
mentions it as a vast country which will require at least a two- month's holiday to cover its 
major attractions. The tourist has only 10 days to take a holiday and hence he opts for another 
destination thinking that whenever he will have a two-month's holiday, he will make a trip to 
India, and such a holiday never comes. However, in case the image of India is positioned in , 

a way that though it is a large country, it has many attractions and various destinations and i 
! 

the tourist could pick up a destination as per his interest and cover it in 10 days time, the 
country would not have lost a tourist. 

There is a considerable debate among the marketing experts over this issue. Some suggest 
marketing India as a whole whereas others recommend marketing specific regions or 
destinations. The arguments given by the former revolve around the fact that after great 
efforts and hard labour of many years an image has been built for India as a destination and 
if individual regions are promoted separately, this image is bound to suffer. The critics of this 
view point out that in such a marketing strategy besides the time factor, disturbances in one 
corner of the country affect the inflow of tourists to all the other regions. The so-called plague 
epidemic can be cited here as an example. Though only few parts of the countiy were affected 
by this, the inllow of tourists witnessed a decline in all the regions. They point out that had 
India been promoted in a way where specific regions had been marketed, the results would 
not have been that bad. 

Another view which is gaining ground talks of intra- regional cooperation in terms of 
destination promotion in the inlernational markets. For example, tour operators from Kerala 
feel that by packaging their tours in collaboration with the tour operators from Male, 
Lakshadweep and Singapore, they will be able to get a larger share of business in comparision 
to tying up with the golden triangle in the north. In fact, each one of these viewpoints has its 
own strengths and limitations and a consensus is emerging in the form of pro'moting India 
and under that broad umbrella marketing different destinations within India. No doubt, India 
is a multi destination country. 

Similar issues might arise in the case of regions that are vast. Various state tourism 
departments in India, for example, should come together in promoting regional tourism which 
cuts across states' boundaries in order to derive mutual benefits. In fact the golden triangle 
Delhi-Agra-Jaipur itself is the best example in this regard. 

Certain other aspects related to the marketing of regions, cities and leisure spots will be dealt 
with later in this Unit after discussing the critique and alternatives. 

Check Your Progress-1 n 
1) What type of questions would you ask before developing a tourism attraction? 

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

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



2) Mention the arguments for and against marketing India as a triangle destination. 

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

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

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

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

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

21.3 CRITIQUE 

The World Tourism Organisation defines cultural tourism as the movement of persons for 
essentially cultural motivations such as study tours, performing arts and cultural tours, travcl 
to festivals and cultural events, \<sits to sites and monuments. travel to study centre, folklore 
or art, and pilgrimages. Such a definition covers avariety of destinations and the mix of activity 

f 
is such that any destination can look into its own history of daily life and recreate an event 
that can then be established on the tourist calendar. Si~ch events clearly indicate that the 

I organisers of the festival or event are marginally involved with the material they present. 
1 Although Arts and Heritage tourism is classified as expericntial tourism, in the sense that the 
L 

! tourist is supposed to seek an encounter with the history of a place and its culture, it is also 
an attempt by the tourists to improve their social status and self-image, by recounting their 
presence and participation at the event to their peers and opinion leadcrs. 

All cultures respond to event based tourism although the scale and the complexitv may differ 
and the cultural idiom used may be different. Within a culture such celebrations involve a 
sharing of the symbolic meaning of social practices, whereas for the outsider, it is an 
opportunity to view the social organisation of a particular culture in its public domain. 
Unfortunately tourists are detached spectators who often view the celebration as a cultural 
pcrformance and often do not see the difference between a carnival, a religious ritual, a sports 
event or a spectacle. This is becausc thc manner of celebrating all evcnts has become 
formalised and therefore the transformation that the participants and spectators hope for in 
their knowlcdge and their way of thinking often does not take place. The organisational needs 
of the viewers often become more important than the celebration and the ritual. 

The Pushkar Mela is another examplc of marketing a dcstination as an event for tourists. The 
traditional cattle fair has been transformed into a tourist festival with animal contests, bazaars 
and aroyal tented camp. Here the integrity of the festival for the people of Pushkar has been 
modified to include a touristic experience that includes a batloon ride to view the panorama 
of the festival location at a price. This is inauthentic marketing, following the form suggested 
by other case studies rather than an enrichment of the con:ent of the original fair. 

In Marketing tourism, there is an assumption that there is greater demand for cultural and 
heritage events because the nature of mass tourism has transformed away from the formula 
of the beach holiday with increased mobility, affluencc and higher lzvels of education. Partly 
this assumption is the response to the growing resistance to mass beach tourism at the 
destination as well as at the point of origin. Trend setters are beginning to be sensitive to the 
critique of tourism as a form of consumerism. However, commercialisation is not a sensitive 
process. In respcmse to the critique the commercial arm of tourism development has 
reoriented itself towards the promotion and consumption of cultural goods. The justification 
is that the seasoned tourist desires a Jeeper involvement with society and culture at the 
destination. 

We can perhaps look at another aspect of marketing. Advefiture sports are promoted to the 
alternative tourist, who wants to risk something for a quality experience. Such a tourist also 
would like to go off the beaten track. Yet the consumer in such tourists also wants to have the 
creature comforts of the time available to ensure a quality experience. In lndia we are 
promoting the Himalayan region as an arena for adventure. Any unlque geagraphical region 
in India is similarly being developed for adventure. A part of thc adventure is to promote the 
region in question through the visibility of its pcople and their liieslyle. This is a far cry from 
the hippie involvement in the daily life of the destinations that they appropriated. Tourists of 
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the new type are still appropriating the destination, although now they are doing it with the 
help of policy makers, tourism developers and experts. 

21.4 ALTERNATIVES 

The critique has also offered an alternative to the established marketing concepts and 
methodologies. It is felt that the marketing theory has lifted a basic philosophy from the 
industry sector and applied it to tourism sinct: in many circles tourism is accorded the status 
of an industry. If we look at tourism from the perspective of multi-cultural interaction then 
the whole approach to marketing will have to undergo a change. 

Firstly, we hate to change the classification that the marketing ideology builds upon. When 
a promotion campaign identifies a region, a city or a leisure spot, it assumes a homogeneous 
character as well as an identity of interest amongst the different sections that inhabit the 
destination. This is because tourists form an international and domestic elite, whilst the 
resident population is stratified in many ways reflecting both the economic and cultural 
differences that make for diversity. The image that tourism develops and identifies is that of 
the local elite, who will not only control but also enrich itself by developing tourism. For 
example, in India, there are many interesting Dalit pilgrimages and cultural rituals which have 
not been identified for tourism circuits since the control of such planning remains with non- 
Dalits. People who become organisers of tourism events promote their own aesthetics. 

In marketing a region we therefore often see an arbitrary inclusion or exclusion of sites and 
events as tourism moves the materials of folk culture away from the creators of the culture, 
to society in the larger national and international dimension. Who then is to determine such 
event celebration ? This is the issue that creates tension in many tourism projects that have 
not been creatively thought out. 

To resolve this issue we may look at the classification evolved by Wilson and Udall: 

Festival Type Characteristics 

Indigenous Celebrations that grow from and are a part of particular cultures. 
The event is directed towards the culture at large and controlled 
by members of that culture. 

Evolving indigenous . Grow from the culture depicted, are moni-cultural, directed and 
,controlled by members of the group and appeal to an audience 
within the culture. In adapting the culture there may be a conscious 
decision to seek a wider audience or commercialisation. 

Comrnercialised Promotion of folk celebrations so that the event moves into popular 
culture and yet retains the support of folk culture. 

Non-community Festivals organised from outside the culture to be represented, 
mono-cultural having no support base in the cultural group represented, with no 

attempt to involve the cultural group either as organisers or as the 
audience. 

Multi-cultural Festivals representing cultural material of many cultures with an 
audience that does not represent any of the represented cpltures. 
Organisers tend to be eclectic or academic fans of multi-cultural 
materials. 

The alternative approach should demonstrate significant values to the audience to ensure 
that in multi-cultural nations like India cultural identities are not suppressed within the 
dominant culture. Surviving and enduring social differences in content arp as important as 
the form of such events. For example, all festivals of tourism begin with a parade in local 
costume often mounted on local animals, like Camels in Rajasthan or Elephants in Kerala. 
Such parades are neither ethnic, meaningful nor symbolic. They are following the model of 
tourist parades in other cultures, and many viewers feel that such assimilation leads to a loss 
of identity. 



India has used 'tribal folk dances' in parades in a way that has not helped such diverse cultures 
to find their place as equals in the mainstream nor helped the cultural community so 
presented to reaffirm its identity. In such a situation, it is only natural that the commercial 
organiser feels justified in creating a cultural spectacle that can be easily viewed and 
photographed. 

21.5 LINKAGES 

Whether it is the marketing approach, its critique or an alternative model, certain issues will 
always have to be considered for tourism promotion. These include: 

promoting destination awareness, 

image building, 

checking negative image and adverse publicity, 

product differenciation and destination positioning, 

minimising the negative impacts on the destination (host population, environment, 
economy, culture, etc,), 

government policies and efforts, and 

role of local bodies, etc. 

In order to put these considerations into action, various types of linkages have to be 
established amongst all the players of tourism. These linkages are necessary for both 
maximising benefits as well as minimising the negative impacts. For example, a leisure spot's 
image will be closely linked with the nearby city or the region where it is located. If the region 
has an image of insecurity to the visitors, howsoever good the attractions may be in a city or 
leisure spot, it will not pick up as a destination. 

Establishing business relationships amongst the various tourism services providers at the local 
level and those who package and market them in the tourist generating markets is a must for 
doing business in this sector. The local tourism industry and the outside tourism industry have 
a lot of interdependence in terms of marketing, product design and the providing of services. 
For example, a tour operator based in Delhi promotes a leisure spot in Madhya Pradesh in 
the international markets and on the other hand uses the services of the local service providers 
at the destination in his package. You will read more about the linkages in Unit 28 of this 
course. 

Check Your Prc)gress-2 1 
1) Discuss the points made under the critique of culture. 

2) Why are linkages necessary? 
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Destination Marketing 21.6 LET US SUM UP 

This Unit gave you a broad idea of the issues related to the marketing of regions, cities and 
leisure spots along with a critique and an alternative approach. At the same time, it must be 
noted that each destination has its own specific problems, strengths and weaknesses which 
have to be accounted for if one has to take up a marketing exercise in the real sense. Marketing 
of regions, cities and leisure spots should not be done keeping in view only the commercial 
angle of revenue generation. The developmental role of marketing and socially responsible 
marketing must be given equal weightage and they should be incorporated at the initial stages 
of tourism development. Carrying capacity of the destination and environmental issues must 
be taken note of. A destination with strong attractions be it a region, city or a leisure spot can 
impose its own conditions on tourists' intake. The immediate economicgains may not be much 
in such a situation. However, this may enhance the destination life cycle and help in 
maintaining its exclusiveness and authenticity. 

21.7 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 I 
1) Types of attractions to be'developed, Ecology and Environment, etc. See Sec. 21.2 for 

your answer. 

2) Read Page no. 8 for your answer. 

Check Your Progress3 E I Z l  
1) Read Sec. 213 for your answer. 

2). Base your answer on Sec. 21.5. 
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22.0 OBJECTIVES 

After reading this Unit you will be able to: 

appreciate the role of events, activities and individuals in tourism marketing, 

critically analyse the methods being adopted for their promotion, and 

know about the alternatives that are being suggested in this regard. 

22.1 INTRODUCTION 

Celebrations have many diverse motivations and purposes. Today, when all celebrations 
(fairs, festivals, religious ceremonies, sports, cultural events etc.) are being looked at from 
the point of view of tourism development, the purpose and motive for a celebration can be 
viewed from the point of view of awakening the interest of thevisitor. It is assumed that local 
visitors have to be motivated, to a greater or lesser degree, in the same way as the international 
visitor. It is also assumed that without the tourist, the cost of the event will be out ofproportion 
to the event being organised. Thus, events or celebrations are converted into commercial 
extravaganzas. They have lost or are in the process of losing all symbolic importance to the 
participants who had a role to play before tourists took over the celebration. For example 
commercial privilege is given to tourists in the Elephant March organised at Trichur, which 
many in Kerela feel is taking away from the sanctity of the parade of temple elephants. This 
example elaborates the point made by David Getz that "Although the majority of events have 
probably arisen for non-tourist reasons... there is clearly a trend to exploit them for tourism 
and to create new events deliberately as tourist attractions." 

Even events like the Republic day, a moment of national identity and pride, have become 
tourist attractions with providing them the best seats at a cost. 

Marketing theory sees events as contributing to the development of positive destination 
images, and to highlight the role of sponsorship in selling and influencing consumers and 
participants. The desire to create an experience that can then be sold as a product is 
supposed to be achieved by researching the market. The result of surveys should indicate the 
design of events and the creative concepts that should be used to pub!icise the event. Thus 
research should: 

segment the market and locate a target group, 

develop an entry strategy to time the event and locate it, and 

identify the marketing mix variables that will help to make the event a success. 



DesUnaUon Marketing The basic problem with the supposed neutrality of research is to ignore the ideology that 
every research design and questionnaire has built into it. Therefore it is always important to 
determine the objectives of the research. For instance before promoting an event as a tourist 
attraction it would be desirable to answer the following questions: 

a is the purpose of the research design to locate interesting events for the tourists or is it 
to retain the integrity of the event for those who have traditionally organised and , 
participated in it? 

a how far should we proceed in commercialising our celebrations to attract the interest of 
tourists, both national and international? 

a are these tourists really looking for a celebration to be a part of it, as an alternative centre,. 
or are they mere spectators for whom the organisers and participants are mere actors? 

To find solutions to these types of questions, in this Unit we are trying to critique the 
marketing approach. The attempt is to emerge with our cultural perspective on tourism on 
better terms related to the role of events, activities and individuals. 

22.2 THE MARKETING APPROACH 

The first question that needs to be clarified is: Should the market segment of tourists be in 
tune with the event or should the event be staged to meet the needs of the market? The 
consumer centered approach demands that the event be tailored to the market even if it alters 
the nature and the character of the event, as long as the process of segmentation has been 
followed. (geographic, demographic and psychographic). 

The commercial approach would demand a segment which is sizable and has the potential 
to increase and that the event satisfies some unsatisfied need of the customer. 

Neither of these approaches is concerned about the quality of the event which is being turned 
into a product. Such an approach looks at the competitors model to see how local and 
national events can be tailored in a similar format. It does not consider the problem of carrying 
capacity or a variety of negative impacts that tourism as an export oriented industry has on 
events that have been extended for tourists. 

For India, tourism experts have identified our festivals as worthy tourist events, and where 
such festivals do not fall within the tourist season, the state has sponsored tourist festivals. 
(See Unit 18 TS-2) Localities and communities are being encouraged to develop such festivals 
in order to enhance the image of their state or region as a tourist destination. It is expected 
that for the foreign tourist the length of stay will be increased and for the resident or domestic 
tourist the range of travel will be diffused and diversified. 

Tourism is looked at as beneficial for the tourist in several ways: 

a for achange, 

a as an escape, 

a as an indulgence, being waited upon, 

a for understanding, 

a for adventure, and 

a for companionship, etc. 

Here, the argument is given in consumer benefit terms, rather than pointing out the 
income-employment or economic benefits. From this classification, the ideal segment for 
event based or activity based tourism should be: 

a discerning and confident, 

a experiential but fairly passive, 

a l i e  creature comforts, 

a food and wine oriented, 

a having a strong sense for authenticity .and heritage, 



e interested in ideas and creativity, 

e environmentally conscious, and 

e having indulgent and impulsive spending habits. 

This list describes a tourist of the elite type who likes to have persoxialised hospitality in a 
friendly native environment, with a demand for quality and value for money. While value for 
money is determined by the disposable income one is willing to use on tourism, quality is a 
classification that embodies many issues and experiences. Within the elite classification the 
degree of comfort may be sufficient but across categories quality can assume different 
proportions and the weightage given to the characteristic listed above may not be equal or in 
that order of priority. To use one example: what is heritage, and to which heritage do we 
refer when we turn the visitors, attention towards authenticity? For example is the placing of 
Kerela furniture in a Rajasthani Haveli authentic? But this is the kind of constructed chic 
that passes for heritage in most destinations. Another in style authentic approach to the 
heritage movement is the privileging of antiquity, even where it is in-authentically 
reconstructed, or ethnicity as viewed by a designer orientation. 

We can also see this construction in the timing of events. A visit India year is a 12 month long 
event, which is stretched beyond the means of the destination because the concentration of 
tourist movement tends to follow the strength of the infrastructure and the availability of 
creature comforts that correlate with such strengths. Given the seasonality $f tourism to India, 
most community events are shifted to coincide with the tourist season, which often defies the 
logic of the event to the community. When such events are priced to earn the tourist dollar 
they are further alienated from the community and its cultural needs . Such cultural needs 
are closely linked to the history of civilisational development in a particular ethnic or climatic 
zone. In mono-cultural situations perhaps it is possible to adopt an event based approach to 
seasonal and volume problems, but where cultures are distinct, even when related, such an 
extension is inappropriate and unwarranted. 

Today we also have another category known as Hallmark events, special events or Mega 
events which are a one time performance at a destination (Olympics, International film 
festival, etc.). Different definitions and motives have been assigned to such events. 
Bomemaison has opined that: 

"a city wanting to upgrade its infrastructure or political image would use a 
large-scale event as a tool to generate funds from higher levils of government and 
corporationsn. 

It has been argued that the main objective for organising a hallmark tourist event is to achieve 
a prominent position in the tourism market for the host destinations for a specific period of 
time. Such an event provides a different appeal to the tourists from the usual attractions of 
a destination. This is because it does not fall in the category of normal attractions but has 
the virtue of attracting national and / or international attention to the destination. Getz has 
defined a special event as a "onetime or infrequently occurring event outside the normal 
programme or activities of the sponsoring or organising body". Further he added that from 
the customers view point, "it is an opportunity for a leisure, social or cultural experience 
outside the normal range of choices or beyond everyday experiences". Here we must 
differentiate between festivals and special events. Festivals are held annually whereas a 
special event is usually a one time performance at the destination. Moreover, festival 
provides the public to participate in the experience where as in a special event the public is 
an observer or a spectator to the experience of the performers. 

223 MARKETINGMIX 

Events, Activities, 
Individuals 

Product, Promotion, Price and Place are the four cornerstones of the marketing mix which 
is a formula many tourism agencies apply to events and activities specifically created for 
tourist consumption. Morrison has added another set i.e. people, packaging, programming, 
and partnership and today we have another added aspect - positioning. 

The issue that these approaches raise is how can event tourism raise specialist interest to a 
broad level, no matter how great is the appeal of a festival to visitors at large? 
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. . The general approach is to mount special exhibitions and add to the specific interest, for 

example, expressionist art, a multi- media show and souvenirs like tee-shirts or bric-a-brac 
commemorating the event. You could also add fringe events to the mainstream event which 
retlect the more avant-garde aspects of culture. Just as major conferences have made a space 
for dissent through an N O 0  forum, this is seen as a methodology to broaden the appeal of a 
particular event. 

This multi-pronged approach is also reflected in the promotion which uses both media and 
word of mouth publicity. The very fact that a travelogue today has to be the representation 
of an eyewitness account for legitimacy is an indication of the value of a personal 
endorsement, regardless of the bias of the writer. Consequently writers criticise a destination 
and its tourism infrastructure by standards which need not necessarily apply to that 
destination. 

22.3.1 Pricing and Promotion 

Pricing is also an indicator of the changes that tourism creates in the organisation and for 
participation in an event. An event will be priced only when the cost of organising it on a scale 
that tourism demands have to be met. Within this broad objective, some sections may have 
to be subsidised given the general e,conomic conditions and the historical precedents 
regarding entry and accessibility. Pricing can also be used to ensure that carrying capacity is 
not exceeded and it is amtthod of elrclusion. Youth discounts, Family price, Advance Booking 
and Early Bird discounts are popular methods in the west, but in our culture where a 
community had free access, pricing is a contentious issue. It is disconcerting for the mass of 
the people to see barricades and ticket booths which symbolise the elite nature of once open 
festivals and activities. 

The nature of activities also transform once tourism gets under way. From archery and 
Kabaddi or Kho-Kho to Golf, Tennis and Cricket we move away from the traditional sporting 
encounters in the community to spectator sports which are ticketed. The recent inclusion of 
football in the priced and elite sporting arena has also distanced the community and working 
peoples sport, which was the last to be professionalised in India. 

Thus we can see that pricing does not necessarily relate to covering costs but can play a role 
in determining the market that is desirable for a particular event. Pricing is also used as a tool 
in giving an event or an activity a certain status. 

Promotion also requires a budget today, with mailing lists, fliers and a sales force geared to 
catch the eye of the consumer. It is no longer primarily a word of mouth or local event which 
every household knows about. This was the case with the famous Onam Boat Race in Kerela, 
where teams from competing villages determined the timing of the event, before it was 
co-opted for tourism. 

22.3.2 The Role of People 

Event and activity tourism is people centered, since the primary attraction is the mass nature 
of such activity and the mtss involvement in its organisation and presentation. In lndia tourism 
always tends to turn these spontabeous events into designed presentations since we are always 
intimidated by the issue of how we image ourselves and our culture to the foreigner. We tend 
to be apologetic about the amateur nature of our intrinsic culture, because we think it reflects 
our backwardness. It is high time that we value our culture and self respect. 

We have n great deal of emphasis on people centered activities and events, since our rural 
population still views the family in the private domain and the community in the public domain. 
as a great strength. However a lot of this people oriented culture remains undocumented and 
perhaps that is why it has survived the onslaught of the event orientation of modern tourism. 

The people oriented culture, because of its uniqueness is a strong tourist attraction. However 
the problem is that aggressive marketing of this culture is bound to affect its uniqueness and 
authenticity thus shortehing its life cyclc as a destination. 



223.3 Packaging and Programming 
Events, Activities, 
Individuals 

Events and activities are packaged and programmed to ensure that a tourist will be 
encouraged to extend the length of stay and perhaps become so interested in the items being 
presented that the tourist might be motivated to return the next year for another experience. 
That is why events are programmed to include different perspectives on a number of days. 
However the weakness of such strategies is that the festival loses its uniqueness, its focus and 
tries to be all things to all people. Events for tourism also become stereotyped and at times 
sponsorship and advertising create an image that lifts the event on to a plane that takes the 
event away from the control of the spectator as participant. An example is the Miss World 
Contest sponsored at very high cost by a Hotel Chain and other consumer items 
manufacturers, etc. The Government of Karnataka also saw the location of the contest in 
Bangalore city as an advertisement of the global culture and the reform process that is going 
on in the Indian economy. Those opposed to the Contest saw it as an attempt by multinational 

t cosmetics and costume firms to make an entry in the Indian market so that consumers will 
shift their consumption to International brand names at International prices. In such events 
the control rests with the celebrity, the expert and the professional, who are already 
commodified and can hasten the acceptability of the process. Thus, w h i t  proclaiming to 
showcase India the sponsorer is actually using its credibility to sell Miss World. The critics 
describe this as an acute sense of loss, even though the earnings are phenomenal and ask 
questions: 

Is this the price of development? 

Do we and should we have to pay this price? 

Can motivation be generated only through freebies and prizes? 

Is pure enjoyment through knowing and being familiar with the participants is no longer 
a drivhig force for recreational activities? 

Check Your Progress-1 r 
1) What do you understand by Hallmark events? 

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

2) What type of marketing strategy should be adopted to publicise events. 

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

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

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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We can see how changes are taking over our city commons and village maidens; how local 
players are being turned into international puppets, losing their links with a vital and living 
culture to become prize winning artisans or regulars in the teams that perform at the festivals 
of India abroad. It is assumed that this structured and positive image of India is what motivates 
the tourist. However, many tourists are motivated by the unstructured and negative view of 
a destination, because the bias of the tourist may not be the same as that of the programmed 
elite. 

In trying to retain some of the integrity of the holistic perspective we must recognise that 
sponsorship tends to back commercial events rather than those where the sponsors products 
are not likely to be consumed. For example sports goods and sports wear manufacturers will 
sponsor the Olympics but not the athletic meet of ablock or a University. We have to recognise 
that both these types of events are taking place side by side but the information regarding 
the commercial events tends to be more publicly known. The amateur is not an attraction for 
the tourist, unless there is a special interest in a particular event. In trying to evolve an 
alternative we have to see what values an event or an activity is trying to highlight or to preserve 
and then see who shares the same ethics before we can look for a wider market. Such research 
will attempt to ensure that events and activities which are the recreational and social 
necessities of a group or a community are not misappropriated by tourism. 

The role of local bodies and host community is crucial in such situations. Rather than, 
following the conventional marketing approach of caring for customers needs or wants the 
destination can have tourism on its own terms and conditions like determining the number 
of visitors or the type of entertainment and accommodation to be offered etc. Such an 
alternative approach takes care of the carrying capacity problems (social, environmental, 
infrastructural). 

22.5 INDIVIDUAL AS A PRODUCT - 

Individuals, particularly writers, thinkers, artists, sports personalities and celebrities have 
always been used to promote events and destinations. The historical or celebrity status 
attracts special interest tourist groups to certain destinations. One can cite a number of 
examples in this regard. For example: 

8 places associated with Mahatma Gandhi (Rajghat, Sabarmati Ashram etc.) 

8 museums built to depict the life styles of individuals like the Teen Murti House which 
hosts the Nehru Memorial Museum and Library, 

8 visits to Mumbai (the bollyood of India) with the aim of seeing their favourite heroines 
or heros in person, 

8 visiting a sporting event to see the celebrity player in action, etc. 

In a similar way individuals have assisted in providing publicity to destinations or eveits. 
Often they become trend setters in tourism: 

8 A celebrity having a vacation at a particular leisure spot brings publicity for the place. 

8 Using a celebrityeto convey the message (in advertising) to the public helps in building 
the image of a destination, event or tourism service. 

8 Celebrities are used for creating awareness or raising the levels of public consciousness 
(socially responsible marketing) etc. 

However, a certain amount of caution is required in this regard as too much 
commercialisation might adversely affect the very simplicity of a place associated with the 
individual. For example the Sabarmati Ashram still retains the simplicity of Mahatma 
Gandhi's lifestyle and work. It is this reason that makes it a tourist attraction. But if we apply 
the marketing approach we are sure to commercialise the experience by introducing 
restrooms, cafeterias and perhaps a sound and light show to recreate the period feeling of 
the Ashram. This will ultimately result in a sense of loss. In fact, what is required is an 
alternate marketing approach which makes events, activities and individual histories 



accessible to the visitor in such a manner that they are not objectified but contextualised for 
their relevance. 

Check Your Progress-2 - 
1) Describe the alternative approach to marketing. 

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

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

2) What role do the individuals play in tourism marketing? 

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

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

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

22.6 LET US SUM UP 

Today different types of celebrations are being marketed as tourism attractions. Event 
tourism is on the increase and events are staged to increase the seasonality of a destination. 
To what extent should the events, activities and individuals be commercialised is a question 
that is being debated upon from different perspectives. The concept of marketing mix in 
relation to event marketing has to be cautiously applied without compromising the 
authenticity of the event. Besides events and activities the role of individual in tourism 
marketing was also dealt with in this Unit. Many individual celebrities or the places attached 
with their names develop as tourist attractions. 

In contrast to the consumer centrist marketing approach the alternative approach for tourism 
marketing suggests that the host population at the destination should determine the kind of 
tourism they want to develop and the type of tourists which are welcome. 

22.7 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 r 
1) Read the last para of Sec.22.2. 

2) See Sub-Sec.22.3.3. 

Check Your Frogress-2 r 
1) Read Sec.22.4 for your answer. 

\ 
2) Base your answer on Sec.22.5. 



UNIT 23 SHOPPING, EDUCATION, 
CULTURE 
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23.7 Answers to Check Your Progress Exercises 

23.0 OBJECTIVES 

After reading this Unit you will be able to: 

a appreciate the role of shopping, education and culture as tourist attractions, 

a know how they are marketed, 

a point out the drawbacks in the marketing approach, and 

a learn about an alternative approach in this regard. 

INTRODUCTION 

Tourism is spreading to all corners of the world..Every destination seeks to create products 
that will attract tourists, patticularly international tourists. Governments , particularly in 
third world countries, are desperately looking for avenues to earn foreign exchange to defray 
the cost of development. As they open up the economy to foreign investment, tourism 
products are also being created for the tourist to consume and bring in foreign exchange. 
Marketing strategies and tactics have the tendency to universalise the experiences of specific 
destinations and cultures and then promote such an ideology as a management success. In 
India, we are not critical enough of this approach which uses the case studies methodology. 
Most of the cases are taken from the developed countries, which have very little relevance to 
the Indian situation. This is particularly the case in tourism development. In this Unit we 
discuss how shopping, education and culture have been appropriated by tourism marketing 
and developed as tourism products in the recent past. The Unit also takes into account the 
negative consequences for the practitioners at the destination and looks at the feasibility of 
an alternative approach. 

23.2 SHOPPING 

Shopping has always been a part of tourist attractions at a destination. A large percentage 
of tourist expenditure is spent on shopping. Shopping finds a place in every tourist itenerary 
and schedule. Tourism brochures list what to shop and where, to attract tourists. However, 
in the present context shopping is just not an ancillary activity for the tourists. In many cases 
the tourism industry packages shopping tours of varied types. Out bound shopp$g tours 
from India to Singapore, Hong Kong, Bangkok and Dubai, etc. come under this category. 
Certain generalities related to tourism and shopping have already been discussed in Unit-11 
of TS-1. Hence, in this Unit we discuss the shopping trends and packages as being promoted 
by the tourism industry. 

In the United States, where bargain hunting is an obsession, shopping tours of factories 
producing whatever a retail or department store has to offer, and selling at a discount, has 
become a popular holiday activity for the low and middle income groups. Coach tours take 
them to wholesalers and dealers in seconds or reiected goods. which include products which 



did not find an export market. In countries where repair and recycling of goods is not favoured 
and consumerism is encouraged, such tours can promote the same sense of well being that 
the beach or adventure tourist gets from lying in the sun or finding an unknown trail to the 
top. 

Another aspect of shopping is the free port or city, like Hong Kong. At these free ports prices 
are low because no duties are added on to the price of goods. Goods from all parts of the 
world, both branded and spurious , are available and the shopper has to be very selective or 
has to be guided to pick the correct goods. Similarly, airports do big business with their duty 
free shopping arcades . In Europe there is a big debate betwcen the managements of airports 
and goveinments whether to do away with customs and tariffs after the European Union, just 
as they have abolished Visa requirements. Airport authorities earn 50% of their revenues 
from duty free shopping. In India, the private sector has been angling for the duty free shops 
run by ITDC, which arc a source of profitability. 

A third approach to shopping is the festival or melaifair concept which has evolved in 
countries which have a rich resource in its artisans and handicrafts persons. This type of 
shopping opportunity is the result of the tourist gaze which sees the status value of a souvenir 
and transforms a useful item into one which has a visual value. In the process of this 
transformation the nature of the tradition is also changed. This is because as modernisation 
introduces mass production techniques, dcsigns and materials are now oriented to the visual 
quality of the souvenir rather than its use. Thus the Suraj Kund Mela becomes the showcase 
for the ethnic chic crowd and the artisans and handloom weavers who are invited to such 
events are usually in the prize winning category. Others cannot afford the investment such 
melas involve, nor do they have the kind of sales that are necessary to make up the cost of 
undertaking the journey. An alternative approach adopted recently in this regard is the 
emergence of centres like the Dilli Haat (see Unit of TS- and Unit of TS-6) which is aimed 
at empowering the artisans and craftsmen. 

We can also.have the kind of shopping festival that Dubai organises to exhibit the products 
of dcsigners and other up market brands for the elite from all over the world. Dubai is a 
favourite shopping halt for the Indian elite who can then feel at home with the products that 
imported fashion and decor magazines promote on glossy art pages. The shopping Malls are 
an attraction for those who like the look of glass and gilt and counters full of their favourite 
imported magic. Such festivals always have food specialties and cultural side shows as part 
of the tourist mix. 

All the above mentioned approaches are practised by the tourism industry. 

23.3 EDUCATION 

There was a time, particularly during the heyday of the Grand Tour in Europe, when scholars 
and their pupils travelled to various destinations in search of knowledge and experience. 
Today however, the approach to promoting education has transformed. Universities from all 
over the world are targeting students who have the means , as a lucrative segment to enroll 
for higher education. American, British and Australian schools hold regular education fairs 
in the metro cities in India, since all universities abroad charge overseas students a higher 
fee. The motivation for these fairs is the same as that of destinations, to raise funds since 
universities all over the world are facing a resource crunch. Private schools are also being set 
up for those who do not meet the requirements of the statz funded schools. They are able to 
net those segments who do not qualify for the established schools as well as those who are 
able to pay capitation fee for admission and tuition at the established schools. 

There is also the trend to school in the creative arts, dance and music. Many foreign students 
are now entering music and dance faculties at Indian universities, apart from those who are 
attending the mainstream courses. Tourism education also attracts a large number of students 
from third world countries, many of whom are on scholarship from the Govt. of India. There 
arc also several researchers on traditional schools of Indian medicine who are being attracted 
to study here. 

The movement to encourage internationalism in education is however limited to raising funds 
for cash strapped public education. Many students feel disappointed at the quality of 
education and a lack of access to the local lifestyle and culture, since no effort is made to help 
a foreign sludent integrate with the society at large. In India students, who are lured by the 

Shopping, Education, 
Culture 



Destination Marketing low fee structure, scholarships and the general promotion of educational standards, are 
bewildered by the lack of friendliness, accommodation facilities and language problems, 
which they did not think they would encounter in a third world country. 

The approach to promoting education tours could be imaginative. It could involve: 

on campus education, 

having orientation lecture on the cultural and social norms of the destination, the culture 
and language of the people, and important cultural sites which have a meaning for local 
communities. 

Some tour operators bring special interest tours to India where the tourists are interested in 
social and topical issues, like the status of women, art education, etc. 

More and more tour operators should package educational tours. They, in fact can be used 
as an opportunity to explain to the tourist that often India has a negative image because of 
misunders t~di is  created by foreign travel writers and the travel trade. Where the organised 
trade is not interested, educational tours can and should be promoted by the state sector. 
Some tour operators package education (could be learning Enghsh, history, culture, flora, 
fauna, architecture, etc.) with other attractions like nature, adventure, etc. to offer 
comprehensive packages. These include leisure and education. 

Check Your Progress-1 r 
1) Discuss various types of shopping tours. 

2) How can education be used in tourism marketing? 

, 23.4 CULTURE 

Cultures are and can be a strong motivation for tourism. Every country, region or destination 
uses its culture as an attraction in tourist generating markets. In its brochures, films and 
advertisements, etc. (i.e. all types of promotion) the producers of tourism s e ~ c e s , a n d  
destinations boast sf: 

exotic culture, 

authentic culture, 

unique culture, or 

exclusive culture, etc. 
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Show casing culture is a common exercise in developing and marketing the tourism product. C U I ~ U ~ ~  

Destinations are promoted for having diverse cultures or as multi-cultural destinations (like 
4 

India). Cultural tourism has emerged as a special form and the more recent specialised form 
is that of ethnic tourism which provides the visitor an opportunity to experience the culture 
of the host community. Thus culture, on the one hand is offered (on a price) as a tourist 
attraction for viewing and observing where as on the other hand it is offered as an experience 
to be shared. Besides, being local or community based or centered in an ethnicgroup, culture 
is also mythologised in India. 

The tourist centered approach ensures that several factors are positioned in the foreground. 
These are: 

A cultural heritage that transcends time, or is timeless. 

, India is a spiritual country, a land of religions. 

India has an ancient civiliiation, an unchanging social and ethical system. 

India is the largest democracy. 

India has modern means of transport and accommodation, and is a destination for all 
people throughout the year. 

India is a land of fairs and festivals. 

India is a shoppers paradise. 

India has the grandest temples, the largest mosques, the oldest churches, and a plentitude 
of historical monuments in the Asian region. 

Indian culture displays a unity in its diversity, and 

,Indian food is a gourmets delight, etc. 

In this listing, we see the term India repeated as a motif. However, the critics of such an 
' approach feet that what is India and who is an Indian is more difficult to establish. Further, 

they also ask that why we should have a circuit centered development of tourism and an 
intensive approach to destinations but a universal approach to culture as a part of the kind 
of invention of culture that we are engaged in. Animals, Gods, Artisans, Jewellery, Textiles, 
Folk song and dance form the kernal of a culture we now define as Indian. Whose folk 
tradition and why folk terminology is never seriously questioned by our tourism experts. It is 
the tourist who has coined the term folk as a part of the orientalist discourse, and having 
defined ourselves as the other, we have picked up the distinction between the classical, as 
determined by the British and the non-classical, popular or folk, that is, belonging to a lower 
order of culture. The ordering of a culture is a part of the business of those who keep the 
stratification of different levels of society intact, ( for two thousand years perhaps), but does 
not fit in the scheme of a democratic society. 

There is another problem with the use of culture for tourism. The visual and dramatic is 
selected and even created, as can be seen in the mix of rural tradition and popular film 
presentation created by troupe of 'folk singers. The only 'folk they represent are the tourists 
and their ilk at home, the urban elite. One feels the same about the use of forts and palaces, 
or Mughal gardens and lakes as. the backdrop of cultural festivals which are so patently 
inauthentic that tourists view these events as entertainment and not as culture. 

Culture as a living, breathing, struggling and centering tradition cannot be staged or relocated 
if it is to inspire the respect of the viewer, be it a tourist from within the nations boundary or 
a foreigner. Nowhere in this invention of tradition is the performerlparticipant seen as a stake 
holder, a determinant of the form and the content of an event in which the participants belong 
to another culture, even an antagonistic culture. Unless such stake holders become decision 
makers the image of culture in touristic presentations will continue to falsify and trivialise the 
meanmgfd culture of a region, a people or a community. 

23.5 ALTERNATIVE APPROACH 

The basis of any approach that we use to redefine the terms that planners and policy makers 
have adopted from the world of business to define the world of leisure must first of all maintain 
the distinction between work and leisure. The hysteria of a shopping tour, which resembles 
a 12 hour working day has to be changed. An education that perpetuates the same absence 



Destination Marketing of values from which a scholar seeks to escape is bound to be disappointing. A cultural 
product that does not distinguish between the authentic and the inauthentic will not arouse 
the dead conscience of the tourist who is seeking value for money rather than the value of 
understanding that which is good and bad in our world . 

How do we distinguish between work and leisure across cultures? 

This would depend on an understanding of the aspirations of the people or the culture we 
are entering, not merely viewing, abstracting and universalising, according to a system of 
classification that is centered in our own social system or status. We have to make the tourism 
promotion within an environment that generates this empathy before it transforms living 
culture into the exotic, the primitive and the orientaVoccidenta1. We have to accept that we 
live across language and time zones, across developmental and income divides, that we 
originate in different ethnic groups and have different civilisational values. The critical aspect 
is the term different not hierarchical. We have been conditioned to think of mother 
civilisations, be they black or white, a long as they are in the hoary past, we must see how both 
work and leisure have evolved through practice. It is this practice that we need to promote 

- and not the product. Once the practitioner becomes the spokesperson the tourist becomes 
the listener and the learner. 

Tourism is a temporary phenomenon. The tourist is a temporary visitor. Yet the subsidy or 
sponsorship that tourism events can generate and the acceptability that tourists have is far 
more than that which is given to our normal cycle of activities. This privileging of the tourist 
products is an alienating process which in its most ugly form appropriated the essence of the 
product from the local people to whom the product belongs and by whom it is created to fill 
the spaces they have created to distinguish work from leisure. The professionalisation of 
culture, even at the grass roots level has been the reason why there is a debate today on what 
is authentic and what is inauthentic. Several approaches can determine the approach to this 
debate: 

anthropology, 

sociology, 

cultural theory, 

critical theory, 

management theory. 

Each of these represents a point of view, and why a particular destination adopts a particular 
approach would depend on how it seeks to legitimise tourism development. 

Check Your Progress-2 n 
1) Discuss the role of Culture in tourism promotion. 

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

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

2) Discuss the views mentioned in the section on Alternative Approach. 

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



23.6 LET US SUM UP ~ 

In this Unit we discussed about shopping, education and culture in relation to tourism 
marketing. Each one of them is being used an attraction to get a,larger share of the tourist 
market. The tourism industry has appropriated them to cater to the customers demands. 
However, the critics point out that such a tourist centric approach not only effects the 
authenticity but has a negative impact on the product life cycle. Pre-assessment of negative 
impacts, creativity and innovativeness are some of the features that sho~ild be kept in mind 
whiie packaging education and culture as attractions. 

23.7 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 C Z I l  
1) Base your answer on Sec. 23.2. 

2) Read Sec. 23.3. 

I Check Your Progress-2 I 
1) Read Sec. 23.4. 

2) Read Sec. 23.5. 

Shopping, Education. 
Culture 
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24.0 OBJECTIVES 

After readin this Unit you will be able to: 

appreciate the importance and role of cuisine in tourism; 

know about the various food flavours of India, 

learn about the ways adopted to package local foods, and 

know about the promotional tools and publicity measures adopted. 

24.1 INTRODUCTION 

Cuisine has a prominent role in tourism promotion. Every destination highlights its local 
foods as an attraction in its promotion campaigns. Off late local foods and cuisine have been 
given attention by tourism planners and developers. In this Unit an attempt has been made 
to familiarise you with some of the different varieties of local foods available in India along 
with the cultural and traditional values attached with their preparation, serving and 
consumption styles. The idea is to acquaint you with the richness and qualities of cuisine 
which you can promote as an attraction or to use the marketing jargon, as a product. The 
Unit also discusses the cuisine outlets, outdoor catering, feasts and festivals along with the 
methods being adopted for promoting local foods. 

24.2 FLAVOURS OF INDIA 

From time immorable India has been renowned as the source of exotic s~ices  and its cuisine 
famed for its variety and infmitely subtle blends of aromatic spices and seasoning which 
flavour meat, pulses and vegetables. 

P 
The reference of 'curry' instantly transports you to India, where the spices are highly aromatic 
with as many as ten used to flavour one single disb. But the word 'curry' does not do justice 
to the sheer range of Indian dishes which reflect the diversity of geography, culture and 
religion that this vast country has to offer. What does not vary is the care and sophistication 
with which food is prepared and cooked and the values that are attached to its excellence. 

From the rich meat-based dishes of the north to the simple pulse based diet of the south, food 
is a way of life with many religious and social rituals surrounding it. Throughout the country 
food is the source of great enjoyment and celebration. Indian food varies from region to region 
and from season to season. Every region has its own flavours, taste and its way of cooking. 

The great dishes of the world cuisines are characterized by specific combinations of herbs, 
spices and flavouring. These mixtures have developed over the centuries, influenced largely 
by the food stuff determined by climate, soil and local culture of each region. India has been 
a place of interest to foreign invaders and traders and all of them have left their own food 
fl....,.... e h-h:"A 
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The different flavours of Indian food make it more popular and a tourist may not be tired of 
eating it even if one has to stay for a long time. Let us mention the flavour of some regions. 

1) The flavours of Kerala are sweet from banana and coconut and sour from lime, fresh 
green mango, pghurt and kokum. What sets Kerala food different from other southern 
states is the addition of fresh chunk of coconut in cooking and the last minute drizzle of 
cold-pressed coconut oil. The-sweetness and perfwned quality of coconut is replaced 
by seasame oil and food colour changes from creamy white and green to red- red with 
chillies as one moves out of fish-eating Kerala, away from the coast. 

2) Andhra Pradesh has a flavour of its own which is spicy and sour. Sour from tamarind, 
lime and sour mangoes. The sour taste in Hyderabadi food might have been inherited 
from pre- moghul Persians, Turkish and Arab traders who loved vinegar and 
pomegranates. r 

1 3) Maharashtra was geographically far from the Moghul empire and hence did not feel the 
impact of elaborate moghul cuisine. Maharashtra tends to add spices only at the final 
stage of tempering. Here vegetables have a visual appeal and a play of colours. 

4) dujarat, with a strong Jain influence, cooks its food without onions and garlic. It is said, 
without taking life, it satisfies all man's health requirements, the need for flavour and 
beauty and the desire for luxury. Fresh vegetables go in making of cool salads with the 
use of yoghurt and musky as a foetida replaces garlic and ginger commonly used in Indian 
cooking. 

5) Garlic and dried red chilli powder flavour the food of Rajasthan - the desert state of 
India. Base wage of Rajasthan food is Smoke and Suu. Wild desert games are roasted 
over fire and bread is baked in the fire ashes. Vegetables are sun-dried and preserved. 
Milk is used often as cooking media than water, which is rare in the desert. 

6) West Bengal is distinguished by the liberal use of poppy- seed, mustard, fish and prawns. 
Flavour of West Bengal is bitter and sweet bitter with neem and karela and sweet with 
milk and sugar. The people are known for their sweet tooth. 

7) Goa, once colonized by Portuguese, has a cuisine that is strongly influenced by the 
Europeans. With widespread use of flavourings such as coconut milk, tamarind, chillies, 
cinnamon, curry leaves and peanut. 

8) Delhi, the capital of India accepted a new flavour with each new invader or wave of 
immigrants who left their impact on food. Northwest frontier provinces bringing with 
them Afghan taste-Kebab and Naan. Turkish and Persian influence of Mogul royalties 
who brought a refined and courtly etiquette of both group and individual dinning and 
sharing food in fellowship. 

Moghul kings gave exotic flavour to local food with rose- petals, dry fruits, Nutmeg and mac. 
Most of their dishes have survived intact to this date, Little did Moghuls know that they were 
giving this country a cusine which would be cooked and remembered three centuries later 
and public eating places would keep their names alive in their menu cards. They have 
marketted their food very well and now it is our turn to keep it going for centuries to come. 
Then the long stay of the Britishers who have contributedverylittle as far as food is concerned 
but have left their legacy in shape of cakes, cookies and puddings. 

We can go on adding to this list the cuisine of different regions. The delicious wazevan of 
Kashmir valley, delicacies from the. Lucknow kitchen, the rice and meat dishes from' the 
northeast and so on. 

Indian food not only differs in its flavour from region to region but the way of its cooking also 
changes from north to south and from west to east. South does most of it cooking by steaming, 
fermining, poaching and frying. Many in northern India cook for a prolonged period over a 
slow fire their meat and rice and call it Dumpukht. This method of cooking has severalvirtues. 
The aroma of the spices remains intact as food gets cooked by internally generated steam. 
Kadhvi cooking now also known as Balti cooking is another way. In fact every region has its 
own set of receipies, utensils and ways of cooking. 

Climate plays a major role and in certain regions the distinction between winter and summer 
food is strictly followed. For example, in north India popular winter foods include parathas, 



Destination Marketing spicy meat dishes, saag and makka ki roti, etc. These are rich in fat nutritions and stimulate 
the body metabolism. 

There is a lot of philosophy, handed down through generations, attached with the use of 
spices. 

Spices are considered to have medicinal properties. For example, Garlic is good for the 
circulation of blood, turmeric is an anticeptic and is good for liver. Asafoetida is a pungent 
resin which helps the digestion. Garam Masala means warm blend of spices and these are 
usually highly aromatic made with spices that are believed to warm the body. Cumin is a 
stimulant and remedy for internal upsets, stomach cramps and colic. Fenugreek is a hair 
tonic and is used as a conditioner. It also produces red-blood cells. Ginger is digestive and 
keeps the stomach warm. 

Apart from spices, other ingredients also influence the flavour, varying in thzir use from 
region to region. There are many kinds of oils that add another dimension of flavour to the 
ingredients they are cooked with. In southern India groundnut oil is widely used. In the 
coastal area coconut oil is used along with coconut milk. In Bengal mustard oil and in 
Maharashtra and Gujarat seasame oil or groundnut oil is commonly used. In many parts of 
northern India ghee is used instead of oil. 

Check Your Progress-1 u 
1) Discuss some flavours of Indian food. 

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

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

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

2) What type of variations do you find in Indian food? 

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

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

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

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

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

24.3 CUISINE OUTLETS 

Travel away from home is more fulfilling when one has some knowledge of unfamiliar dishses 
and can choose with confidence from a menu in a foreign land. At the same time one should 
also be aware of the various outlets of the local cuisine. 

1) Inflight catering is the first real introductin to the food of a destination. An inflight 
kitchen serving menus from different Indian regions can attract the passenger to those 
destinations in India to enjoy the food in a real way. Therefore, more attention has to be 
 aid to inflight kitchen. It has to be zervied with great imagination and creativity. 
Eye-appealing dishes also add to the dinning pleasure of a bored passenger. 



Markting Local Foods 
2) Food Plazas: Let us take the example of the the favouritc food plaza of the walled city 

in Delhi, the parathewali gali which offers astonishing variety of griddle fried bread. 
Stuffed with ,4100, gobhi-prathas or multg layered baldars which is creased and folded 
Khasta or crisp rava or semolina and sada or plain, these prathas are served with dhaniye 
ki chutney. A frequent visiting joint for the host population, today this place finds space 
in the itineraries offered by many tour operators. 

The alternative came in the shape of Nihari and Delhi's Kebab makers. From steps of 
Jama Masjid to Dilli Darwaza Maseeta the Kebabchi ruled. He claimed descent from 
Bawarchi in Shajehan's Kitchen, but the man responsible for the revival of the lost glory 
was the late Madan Lal Jaiwal - the undisputed king of the skewer, who displayed his 
stuff at the bukhara until just a year ago. 

The Kebab-Nihari were eaten with sheermal, Bagar Khani, Khameeri and roomali roti 
or taken away to eat with the salan made at home. Not only this, the plaza also had a 
choice of pickles and murabbas. Amle ka Murabba was wrapped in Chandi Ka Varaq 
(Silver leaf) and served with breakfast for its medicinal value. 

Hawker centre at Hotel Janpath where Karim (mughal), Coconut grove (South Indian), 
Mandarin (Chinese), Pau Bhaji, Vada Pao and Sandwiches have their stalls, was an 
organised effort of the government for a modern food plaza where a person could sit and 
eat comfortably in a clean hygenic atomosphere. 

Dilli-Haat is a step ahead in this regard, where not only the food (from Kashmir, Kerala, 
Maharashtra, Mizoram, etc.) but also the culture and the handicrafts of different region 
find representation. Dilli-Haat is not only beautiful but inexpensive and interesting for 
an Indian as well as a foreign guest. A local Delhite also enjoys the evenings there. 

3) Farm Houses: One who wants to relish food without any disturbance with friends 
farm-house parties are emerging as another food outlet. In farm-houses where place is 
no problem, theme parties are arranged tastefully and food is presented in a creative way. 
But again farm-house parties are not for everybody and anybody. Only a certain class of 
people can enjoy this facility. 

4) Home Foods: There is always the possibility of selecting categories to entertain tourists 
with home-style food. This would give the tourists an opportunity to observe the style of 
living, cooking and also day-to-day eating habits and food itself of an Indian family. 

5) LAMA Joints: Either you eat to live or live to eat. It would not be wrong to say that the 
latter breed is growing, which is why any thing to do with food is a good business. Starting 
from the road side dhaba to restrauranteur, to the publisher, to T.V. producers every 
body seems to be on the gravy train. 

TI% is a booming business and the main reason for its success is, because people have become 
more cuisine cautious and are chasing flavours more than just food which is why outlets that 
are doing well are the one that offer special cuisine and differnt flavours. 

1 Small local-joints offer avariety of food which as compared to five-star hotels is cheaper and 
tastier. These joints are available for informal eating and have no rules for prior reservations. 
A tourist likes to walk around the city to get familiar with the culture and finds these joints 
suitable. The only point which bothers him or her is the unhygienic kitchen. Therefore, the 
government and the tourism industry must ensure hygienic preparation of food in these 
kitchens and safe water to cook and clean. 

Similar is the case with dhabas or with street-food which is delicious but considered unsafe. 
No doubt street food has low- cost, it is filling, has variety, provides employment to thousands 
of people but efforts should be made to make it hygienic and safe. 

A survey on street-food carried out by FA0 and All India Institute of Hygiene and Public 
Health held in Calcutta emphasised, licencing facilities, police protection, portable water, 
proper garbage disposal and providing mobile kiosks, etc. Food inspectors should ensure 
that food is sold only on stalls in a hygienic way. 

If the points mentioned above are taken into consideration and food is made safe, sale of 
Indian food would go still higher and streets would also become clean and pretty. 
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. 24.4 OUTDOOR CATERING AND FEASTS 

This business is on the increase. Many housewives have opted for this sector as out-door 
catering gives them a substantial profit without much investment. The growth area is the 
speciality cuisine segment. Demand is always for something new and homely and who won't 
like to have food the door-step. 

Women cooperatives can be formed to supply food for different parties like embassies, 
corporate offices, etc. Such cooperatives would be beneficial and can provide employment 
to women who need money and are not able to or permitted to work in the offices. Such a 
cooperative society does exist in Bombay formed by the Aga Khan community of Muslims. 
Orders are procured by the office of the society and are either passed on to woman members 
or cooked in the kitchen of their Jamat Khana (community centre). Such coopertives are 
needed to promote home-made food and provide extra income to a housewife. 

Wedding feast: Each community has its own food and caterer. This sector is a repository of 
culinary secrets as much as inhomes where cuisine is taken seriously. Weddings are a major 
event and a large number of guests are fed on this occasion. It is a great opportunity to make 
money and sell best of the food. In spite of the modern outside catering business the 
traditional halwai has not lost his relevance. 

Temple food: In India temple festivals are a favourite time for people. In southern India it 
is also time for weddings, where several hundred people are fed on banana leaves. It will not 
be wrong if said that Hinduism is a kitchen religion, where God as well as people have to be 
fed and even Gods have their preferences. The diety at Ayappa in South India is said to favour 
pepper while Ganesh prefers sweets flavoured with wdamon. 

Temples have their own special food and even the prasad offered to dieties can be quite 
distinctive. For example: 

a the temple of Padmanabha Swami located in Trivandrum has a special aviyal that uses 
traditional vegetables and fresh coconut oil. 

a the Ganesh temple of Kerala have spongy brown fried pieces made of rice powder, 
banana, jackfruit and jaggery. Maharashtra's famous prasad for Ganesh Chaturthi is 
Modak, a sweet. 

a Vishnu temples in south have a giant Idli weighing one kilogram and half spices with 
pepper, zeera, ginger and asafoetida fermented with curd. 

a the famous temple of Tirupathi gives laddus as prasad, besides dosam vada and appam. 

a in Jagannath temple of Orissa Gods are served five times a day and pilgrims can eat at 
bhogmandap or buy mahaprasad at the huge market within the temple wall. Hundred 
variGie.5 of dishses using rice, wheat, grits, urad dal, vegetables, spices, jaggery with 
coe-ghee are made. 

Temples and other religious places were also a meeting ground and people come to eat the 
special food and carried back some in the shape of prasad. Sweets hold a special importance 
in all occasions of celebration or religious festivals. 

Similarly, Langar at Ajmer Shareefis unique where once in a year a huge Coldrun of rice, 
meat, vegetables is cooked and distributed amongst people. One has to use a ladder to reach 
into the Deg. 

On the tenth of Muharram, Hichda, Haleem, Qubuli, Badam Sharbat, Rose Sharbat are 
some of the favourite offerings of the day, and Sikh Gurdwaras give Kara Prasad of Secra 
Hahva. 

24.5 FOOD FESTIVALS 

Today scenario has changed. Upper budget tourist enjoys a food festival in a five star hotel, 
whereas the one with a low budget goes to the common market place to relish the food. 
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To attract more customers big hotels have adopted creative methods. These days a serious 
effort is there to demonstrate the cuisine and culture of one particular flavour by organising 
food festivals. These food festivals are arranged tastefully with total ambience of one 
particular state but are not within the reach of common tourist who comes to India to explore 
its culture. 

In some states the tourism departments have also taken initiative in this regard. We can cite 
here the Mango Festival organised by the Delhi Tourism Department. Similarly, many state 
tourism departments organise food and cultural festivals in other regions to attract domestic 
tourists. 

Food festivals are also arranged by tourist offices all over the world to help in promoting India 
as adestination. Giving a taste of Indian food abroad is helpful to a travaller who is not familiar 
with the cuisine and its flavours. Such festivals are arranged with the help of Air-India, who 
wries  some of the famous chefs from India to make these festivals successful. M a y  hotels 
also join in such promotion. (See also Unit-22 of TS-2 for the use of Cuisine by TCI for 
promoting tourism to India). 

Check Your Progres-2 I 
1) . List some cuisine outlets. 

2) Give examples of special temple food. 

In marketing local foods the issue is not always to meet the customer's requirements but to 
attract the customer to your product. This is particularly the case as far as ethnic foods are 
concerned. You cannot temper the basic reciepe except for the mix of salt or chilli. However, 
you can definitely add to the tangible components of the product like the ambience and 
atmosphere in which the food is served, types of furniture, cutlery and crockrey etc. This, of 
course needs a lot of imagination and creativity. In the same way different items can be served 
in different meals in different surroundings. A good hotlier or tour operator takes w e  of 
this in his product formulations. Whatever may be the food served and wherever it may bb, 
not only the serving and eating place but the kitchen also must maintain cleanliness and 
hygienic conditions. Proper arrangements should also be made for garbage and waste 
disposal. 

It is important to have the right iocation for setting up the food outlets. This is applicable to 
all types of outlets whether a restaurant ins five star hotel, market or a road side outlet. This 



Destination Marketing is to be followed by proper pricing. In both cases the producers can take decisions in relation 
to the market segment they want to target for their sales. 

In the previous Section we had mentioned about food festivals but today a variety of methods 
are being adopted for promotion and publicity of local foods in international as well as 
domestic markets. Here we discuss some of these: 

1) Like the travel marts, food markets are organised at the international level and Anuga 
Cologne - world food maiket is the top event in this regard. It reflects the trends, flavours 
and food habits of participating countries and is a major event for food business. Today 
Indian cuisine is ranked third in the world after French and Chinese. However, in terms 
of business its potential is yet to be fully exploited. India must participate in the food 
fairs and markets on a larger scale. 

2) The non-resident Indians can play a major role in popularising Indian cuisine in their 
resident countries. For example Indian food constitutes the largest sector of ethnic food 
market in England with many NRI's doing good business in this area. The same is true 
in the domestic sector with people of a region, city or a village popularising their cuisine 
in the social circles they move around at the place of their stay. 

3) The frozen food products industry is expanding rapidly. Today frozen pulse and biryani, 
refrigerated oven ready kebabs, etc have found a place among frozen foods. This is not 
only good business for the industry but also helps in popularising Indian cuisine. India's 
food processing and packaging industry can play a big role in marketing Indian foods. 

4) The print media plays a significant role in promoting and publicisinglocal foods. Besides 
innumerable recipie books, cooking books etc practically every newspaper and magazine 
devotes columns to foods describing reciepies, food habits, philosophy behind food, etc. 
These columns are written by famous chefs, travel writers etc. Besides they provide their 
readers information about the food outlets, food festivals and Restaurant reviews, etc. 

5) Today the electronic media has taken over the task of promoting local foods in a big way. 
Whether it is Zee TV. Doordarshan, HTV, Sony, BBC or Discovery etc. every channel 
has a programme on food. Programmes like Khana Khazana and Jaiykai Ka Safar 
depict the different flavours, varieties and styles of Indian cooking. In fact, hotliers and 
tour operators can make use of short videotapes or audio- cassettes for familarising the 
guests about the philosophy, culture etc related to the food they are to be served. 

6) Conferences and Conventions further provide an opportunity for the promotion of local 
foods. Local delicacies form part of the food ser~ed during such events. This is equally 
true in the case of trade fairs and exhibitions. For example at the trade fairs in Pragati 
maidan (N.Delhi) Punjabi food is sold through an outlet at the Punjab Pavillion. 

7) Advertising in print and electronic media, establishing linkages with tourist tranport 
operators, tour operators etc are other important ways for getting business by the 
producers of local foods. 

Check Your Progress-3 C I I  
1) Discuss the role of electronic media in local foods marketing. 

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



2) H O ~  would you promote Indian local foods at international forum? 
Marketing Local Foods 

24.7 LET US SUM UP 

This Unit provides you information about the Indian foods, as regards their flavour, variety 
and styles of cooking etc. For any one working in tourism industry this information is vital. 
For example, there are different food outlets and a tour operator without such information 
will not be able to give the best to his or her groups. Inspite of the popularity abroad, Indian 
foods need to be marketed in a planned way. A similar situation exists in the case of domestic 
markets. The print as well as the electronic media have been playing a major role in 
promoting local foods through their columns, reviews, food shows etc. Keeping in view the 
history of local foods in India and the culture related to it, they can be promoted as tourist 
attractions. In fact, local foods find a prominent place in the brochures of tour operators and 
hotels etc. 

24.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 - 
1) Read Sec. 24.2 and mention the flavours of different regions. 

2) The food differs not only in flavours and recipies but also in cooking styles, serving styles, 
etc. See Sec. 24.2. 

Check Your Progress-2 n 
1) You can list many from Dhabas to fast food joints, restaurants, etc. See Sec. 24.3. 

2) Base your answer on Sec. 24.4. 

Check Your Progress3 I 
1) TV serials, videos and audio cassettes play a role in this regard. See point 5 of Sec. 24.6. 

2) Food markets, food festivals, conferences, help of NRI's, promotional literature, etc. will 
be useful in this regard. 
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ACTIVITIES FOR THIS BLOCK 

L i t  some events in your area that can be promoted as tourist attractions for domestic tourists. 1 
Make a list of the local cuisine items of your area which can be used as food attractions. 1 
Survey your local market and find out how many shops deal in ethnic handicrafts. 

Prepare a brochure of your area highlighting tourist attractions and facilities. 

Make a tourism promotion plan for your city or village. 
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- - - -  - 

I After reading this Unit, you should be able to understand: 
, 
t the characteristics of accommodation marketing, 

1 the different concepts of marketing activities, 
? 

1 the seven different demand states and the marketing tasks they entail, 
! various steps involved in designing marketing strategy, and 

challenges and problems peculiar to marketing in Star Category Hotels. 

25.1 INTRODUCTION 

Marketing is an all pervasive activity, whether it be for goods or services, or it be for profit or 
non-profit. The tourism industry itself includes a lot of marketing efforts for destination, event 
as well as accommodation. In each of these, the extent and nature of marketing differs. 

Accommodation marketing can be understood through various approaches. The ultimate 
goal remains the same, that more and more customers should avail the facilities of 
accommodation that the Star Category Hotels are providing. 

However, the paths to reach this goal can be varied. In this Unit, we will study three different 
methods. It should, however, be understood that these methods are not independent of each 
other. They provide alternate routes to reach our marketing goals. These routes are 
inter-linked and can also be used to support one-another. The three different methods dealt 
with in the Unit are: 

Studying the marketing activity concepts and analysing which one is most suitable for our 
hotel. 

Understanding the various demand levels that exist and the marketing task associated 
with each one. 

Developing a marketing strategy as per the hotel's mission. 
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25.2 ACCOMMODATION MARKETING 

As studied in previous Units the marketing of goods is quite different from marketing of 
services. Accommodation marketing falls in a category in between the continuum. 

< Goods GoodsIServices Services 
e.g. sale e.g. Accommodation e.g. services 
of vegetables marketing of the laundry > 

25.2.1 What is it ? 

Accommodation marketing has the following aspect of goods as it includes: 

a room of a particular size, 

a furnishings, and 

a physical location of the hotel. 

The services element would include how: 

a well coordinated are the furnishings, 

comfortable is the room, 

a pleasant is the staff, aud 

-. quick and efficient the room service is, etc. 

It is a right mix of these that gives a final impact to the accommodation which the guests would 
like to have. 

Accommodation marketing would thus involve mixing the various elements of the two goods 
and services in the accommodation in a manner that would satisfy the needs and wants of the 
guest in the best possible manner. Another aspect linked with the mix is the environment in 
a hotel. This may include a variety of things like ambience, calmness, comfort, sense of 
security, etc. 

25.2.2 Its Characteristics 

When a marketing strategy is being designed for a Star Category Hotel, the marketeer has to 
keep in mind the characteristics peculiar to the goods and services associated with 
accommodation. They include: 

1) Intangibility: The services that go along with accommodation are intangible and it 
becomes nearly impossible for customers to get the feel of the room before they actually 
rent out the room. 

Many hoteleirs understanding this problem, introduced FAM trips. These trips are 
conducted at different intervals of time. Prospective clients (travel agents, tour operators 
etc.) are taken on a free trip to different hotels. Only on staying there, they get the feel 
of the place. They might like to repeat the experience or would be bL11e to recommend 
the hotel with more confidence to their clients. 

2) Heterogeneity : It becomes very difficult to standardize each unit. Each unit though 
supposed to be providing the same service, in actuality finds it difficult to do so. Though 
there may be 20 A/C Deluxe suites in the hotel, each one's location in the hotel, the decor, 
etc. would be different. The room service for a particular room may be better than the 
others. The difference might also occur on different days when different service 
personnel are on duty. 

The task of marketing here is to ensure consistency of quality control. Here it is important 
to understand that quality is something that would be defined by the guest (customer) 



and not by the hotelier (seller). The hotelier might feel that his hotel is the best but unless 
and until the guest also feels the same, accommodation demand in the hotel might not 
pick up. 

Perishability and Fluctuating Demand: Services are highly perishable - empty seats in a 
restaurant and unreserved hotel rooms are both examples of business that is lost forever. 

Fluctuating demand implies that demand is not the same, but differs from day to day and 
week to week. It is because of this perishability and fluctuating demand combination that 
hotels offer special room tariffs. A hotel in Mussorie has peak rates in summer where as 
Calcutta hotels may have higher tariffs in October because of the high demand during these 
months. 

-- - -- - - - 

253 MARKETING ACTIMTY CONCEPT 

In the words of marketing specialist Peter Drucker "Marketing is so basic that it can not be 
considered a separate function .... It is the whole business seen from the point of view of its 
final product, that is from the customers point of view". 

There are five different concepts under which the organisations carry out their marketing 
activities. Each hotelier has to understand these concepts and then decide which activity 
would be most suitable for him or her. 

( . 25.3.1 Production Concept 

! Under this concept it is believed that a customer will favour those products that are widely 
available and low in cost. Here the role of management is to concentrate on achieving high 
production efficiency and wide distribution coverage. 

In terms of hotel we can interpret it to be the wide availability of rooms at various locations 
intracity as well as intercity. The problem that is very often faced in this kind of situation is 
that though accommodation might be readily available the emphasis on quality and services 
is not there. Hence, it can satisfy only one particular kind of market segment. As a wide spread 
mass marketing strategy it would not be fully successful. Its utility lies in the aspect that mass 
operations would reduce the operating costs but the decision has to be a trade-off between 
costs and quality. 

253.2 Product Concept 

Here it is believed that customers will favour those products that offer the most quality, 
performance and features. The focus of marketing is to make good products and improve 
them from time to time. 

In the tourism industry we have hotels that build up their reputation for quality and not only 
maintain but strive to improve it over a period of time. It is the implementation of this concept 
which improves the quality of hotel rooms. For example acquire fans, while earlier they were 
just well-ventilated. From fans the progress was to more sophisticated fans and from that to 
room coolers and to air conditioners. All this helped to make the customers happier and 
happier. 

However when taken to excesses it can create a. marketing myopia. That is if undue 
concentration is given to improving quality without bothering about the needs of the 
customer. As an example it might lead to a hotel having initially coir carpets, improvement 
would lead to synthetic carpets, then pure wool carpets, then Kashmiri carpets and then 
Persian rugs. The problem that then arises is that not all kind of customers would be willing 
to pay for the additional facilities, for they never felt the need for these extras. It is this 
improvement in this product that made a firm develop a perfect mouse trap. The product was 
excellent, however perfection has its cost and there were very few buyers for it. 

star h(cgory 
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25.33 ' Selling Concept 

Here it is believed that a consumer, if left alone, will ordinarily not buy enough of organisations 
products. The marketing here undertakes an aggressive selling and promotion effort. 

In India, it is the aggressive selling concept which is most popular. The goal here becomes to 
get the sale irrespective of the post purchase satisfaction. This can be explained by the 
following example. A prospective customer walks up to the hotel reception and asks for A/C 
deluxe suite. Let us suppose that A/C deluxe suites are fully occupied but a single non-A/C 
room is available. The receptionist then tries to judge the 'prospect' that his purpose would 
be equally well served by the non-A/c single room. That would be sales. The customer might 
stay in the non-A/C room. The hotel would therefore increase its occupancy but the problem 
would arise for the future, because the customer though temporarily satisfied with the room 
would not be a regular future customer since his needs were not met fully the first time. Selling 
activity might lead to short term profits but in the long run it would lead to customer 
dissatisfaction. 

253.4 Marketing Concept 

The key to achieving organisational goals under this concept consists of determining the needs 
and wants of target customers and delivering the desired satisfactions more effectively and 
efficiently than competitions. 

The difference here is that while selling focuses on the needs of the seller, marketing is 
concerned with the need of the buyer. 

Continuing the'previous example (Sub-sec. 25.3.3) the receptionist could have made the 
customer comfortable in the lobby, then checked up with neighboring hotels for a suitable 
room and helped the customer transfer to that hotel. Though the hotel would have missed 
this particular sale but they would have got a very loyal customer for the future. Not only that, 
the publicity that the customer would do through word of mouth would be priceless. It should, 
therefore, be the aim of the Star Category Hotels that though the guest enters the hotel as a 
stranger, he should leave it as a friend and the hotel's efforts should be directed in not letting 
this friendship end. 

253.5 Social Marketing Concept 

It believes that the organisational task is to determine the needs, wants and interests of target 
markets and to deliver satisfaction in such a way that it preserves and enhances the consumer's 
and society's well being. 

It means satisfying the interests of the consumer in a way that it does not, harm the society. 
For example the hotel guest may be a chain smoker and it would be important for him to have 
his needs satisfied. Yet to maintain a balance in the society certain areas should be designated 
as 'No Smoking Areas'. Putting the larger interests of the society ahead of the guest's needs 
is an ideal difficult to follow, but one who can do it, has won over the goodwill of the people 
and is the ultimate winner in the long race to achieve leadership in the field. 

Check Your Progress-1 r 
1) What are the special characteristics of goods and services in accommodation marketing? 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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Star Category 
2) Explain Product concept' and Social Marketing Concept in the context of ~ o t e b  

accommodation marketing? 

DEMAND LEVELS AND MARKETING TASKS 

The marketing task that any hoteleir has to undertake is firstly dependent on his 
organisation's philosophy which is exemplified by the Marketing Activity concept that he 
would have chosen to reach his goal. However, another dimension to this decision is given by 
the levels of demand which exist for his product. Each level of demand calls for different 
marketing tasks to bexndertaken. Let us analyse each one of them. 

Negative Demand: If a major part of the market dislikes the product and may even pay 
a price to avoid it, it is termed as negative demand. We illustrate this with the following 
example. In a medium business town, ABC telt that the absence of any other hotels would 
assure them good business. They spent crores of rupees in acquiring a palace for their 
hotel, but to their surprise they discovered that even the well-to-do guests would go to 
unstared hotels yet would take pains to avoid their hotel. The marketing task for ABC 
became to analyse the reasons for it and then to start for a positive promotion 
Programme. The reason they finally unearthed was that the palace had two suicides and 
was considersd unlucky. To overcome these rumors, the management decided to have 
massive advertisicg mlminating in a pooja ceremony where religious leaders were called 
on to bless the hotel. The sales soon picked up. 

1 The marketing task involved in this conversional marketing is.to analyse the reasons for 

L negative demand and to try and change the marketing beliefs and attitudes. 
k 

2) No Demand is said to exist when the target customers are uninterested or indifferent to 
the new product. 

The marketing task obviously becomes to find ways and means to correct the benefits of 
the product with the customer's natural needs and interests. This is called stimulational 
marketing. 

3) Latent Demand is said to exist when a substantial number of consumers share a strong 
desire for something that cannot be satisfied by an existing product or service. 

The task of marketing is to measure the size of the potential market and develop effective 
goods and services to satisfy the demand. This is developmental marketing. For example, 
a hotel chain already had a fcur star hotel in the heart of Delhi. However, when an 
industrial township, NOIDA, came up on the outskirts of Delhi, they decided that a 
sufficient demand for their hotel servlce existed which could be better met by establishing 
a three star hotel in NOIDA. Successful establishment of their NOIDA hotel has lead 
them to explore other nearby township for the latent demand of their hotels. 

4) Falling Demand: Each and every organisation sooner or later faces falling demands for 
one or more of its products. The marketeers must understand and analyse the reasons 
for the falling demand and use creative re- marketing to once again re-establish 
themselves. 

This is the reason why star category hotels keep organising various food festivals. It 
removes the monotony and slump for the demand of their product. ' 



Marketing 5) Irregular Demand is one of the major problems faced by hotels. These occurs because 
of variation in seasonal, weekly and even hourly demand. It leads to problems of 
underutilised facilities or overworked staff. A proper analysis and streamlining of 
produces would go a long way in eliminating the problems that go with this kind of 
demand. 

Offering season discounts and employing part-time help in the rush seasons are examples 
of smoothing the fluctuation in demand. 

6) Full Demand: Organisations face full demand when they are pleased with the amount of 
business in hand. The marketing task however does not end here. They have to maintain 
the current level'of demand in the face of changing consumers preference and increasing 
competition. The organisation must keep up its quality and measure consumer 
satisfaction on a continuous basis to ensure it is doing a good job. 

7) Overfull Demand: Some organisations face a demand level that is higher than they can 
or want to handle. The marketing task here is called 'demarketing' and it requires finding 
ways to reduce the demand temporarily or permanently. Though this does sound strange 
or bizarre, but it is quite a common phenomenon in Star Category Hotels. The methods 
to reduce the demand consists of such steps like raising prices and reducing promotion 
and services. In most cases it is selective demarketing that occurs. This involves reducing 
the demand coming from those parts of the market which are less profitable. It must be 
remembered that demarketing does not aim to destroy demand but only to reduce its 
level. 

25.5 FORMULATING MARKETING STRATEGY 

The earlier two methods discussed involved choosing a particular alternative from the given 
set of alternatives. They are simple procedures and not very analytical. However, a more 
methodical way would be to design a marketing strategy that is unique to the given situation. 

A strategy is defined as a sequence of activities that lead to a granddesign for business success. 
Strategic planning is the managerial process of developing and maintaining a viable fit 
between the organisation's objectives and resources and its environmental opportunities. 

It should be understood that there is no one strategy that is optimal for all hotels. Each hotel 
must determine, what makes the most sense in light of its position in the hotel industry and 
its objectives, opportunities and resources. The overview of strategic planning process is 
represented in the following diagram. 

halyse the 
situation 

Formulating Marketing Strategy 

Develop Mission 
Statement and 

Objectives 

25.5.1 Analyse the Situation 

- 

A very crucial step of analysis, is the preliminary study to be undertaken. In this, it involvcs 
assessment of the uncontrollable influences of the external as well as internal environment. 
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Macro environment consists of the elements outside the control of the organisation but which Hatcls 
influences the activities of the organisation. Broadly speaking they consist of: 

a) Social Environment or the demographic environment. Some of the aspects which are 
relevant to hospitality industry are: 

i) More Professionally managed companies vis-a-vis family businesses. This has led 
to the requirement of staying in good quality hotels when on a business tour. 
Similarly, the entry of Multi- National Companies has led to the requirement of 
hotels which can offer the best to international business travellers as compared to 
any other part of the world. 

ii) Youthful Entrepreneurs: More and more middle and senior level managers are 
below 45 years of age. These young and successful executives, not only demand 
the best conference and secretarial facilities but also relaxation and sports 
facilities. 

iii) More ladies travelling alone lead to an increased demand of beauty parlours, 
boutiques and baby sitter service in the hotels. 

b) Economic Environment: The total purchasing power is a function of current income, 
prices, savings and credit availability. The major trends which are influencing the 
economic environment are: 

Rise in double income families leading to more disposable income per family. 

More and more utilisation of credit facilities. 

Low savings and high debt. 

Majority consumers (guests) in metros and corporate clients. 

c) Political Environment: This influences according to the emphasis that the government 
places on the hospitality industry. Over the last couple of years the government decided 
to boost up the tourism industry which lead to a greater influx of foreign tourists. As a 
result incentives were given to thk hotel industry in the form of loans, land allotment etc. 

On the other hand certain political decisions like the implementation of total prohibition 
etc. have led to a decline in hotel occupancy in those areas. 

d) Technological Environment: Technological advancement is one of the most dynamic 
elements of the environment in case of star category hotels. This has made the general 
public aware of the facilities available world wide and has consequently increased the 
expectation levels of the customers. Booking of hotel rooms from anywhere in the world, 
express check-ins, simultaneous translation of conferences, credit payment acceptability 
are all examples of the change that technology has brought about. 

e) The Micro Environment: This consists of the elements in the hotel's immediate 
environment that effect its ability to serve its market. The major influences are : 

The Hotel Itself : The attitudes, hopes andteliefs of the top management influence to 
a great extent what the organisation canlcan't do. For example, a hotel following a 
strict hierarchical setup might discourage the junior employee in settling a complaint 
of the guest then and there. Similarly, the Financial Department is concerned with the 
availability of funds to carry out the activities in the organisation. It influences the 
level of risk that the marketing department of a hotel can undertake. 

The Purchase Department's task is to procure and make available supplies to the rest 
of the hotel. Any laxity in it would pose problems to the operations of other 
departments including the marketing department. 

We can, therefore, understand that all departments in the hotel would influence each 
other in a symbiotic manner. 

Suppliers are the business firms and individuals who provide resources needed by the 
hotel in order to produce the particular goods and services. The suppliers have to be 
chosen on the basis of best mix of quality, delivery reliability, credit, warranties and low 
cost. 



Accommodation Marketing The forecasted marketing volumes should keep in mind supply shortages, labour strikes 
and other events that can interfere with f u l f i e n t  of delivery promises to customers. 
Supplies for hotel can range from items l i e  soap, shampoo, towels to services like room 
services and laundry services. 

f) Marketing Intermediaries: These are firms that aid the hotel in promoting and selling 
its rooms/services to the final buyers. In the hospitality trade, it is the intermediaries (tour 
operators, travel agencies, etc.) that can make or break the hotel sales. Almost all the 
hotels follow a policy of giving a commission to the trade agents according to the volume 
of business that they help in procuring. 

Advertisement agencies and public relations firms are also intermediaries that help the 
hotels in targeting and promoting their products to the right market segment. 

Financial institutions are yet another example of intermediaries that can influence the 
level of sales. By providing financial assistance (like credit card facilities, etc.) to 
customers for their transaction they aid the marketing plans of the hotels. 

g) Customers: Each customer market exhibits specific characteristics that warrant careful 
study by the Hoteleir. The customer market is broadly divided into the following 
categories: 

i) Tourists - Domestic, international, 

ii) Corporate clients, and 

iii) Travel agents or tour operators as resellers. 

h) Competitors:A hotel rarely stands alone in the goodslservices it offers to its customers. 
The accommodation demand and supply situation at a destination has its impact on the 
hotel and the business competition. For example, if a hotel comes up with an U.S.P. 
(Unique Selling Proposition) it is soon copied by its competitors. It, therefore, becomes 
necessary to identify, monitor and outmaneuver competition to gain and maintain 
customer loyalty. 

25.5.2 Defining Corporate ~ i s s i &  and Objectives 

A study of the macro and micro environment, would indicate the opportunities and threats 
that are present in the environment. 

These opportunities and threats are s~udieil in relation to the strengths and weaknesses which 
are inherent in the organisation. Based on the SWOT (Strength, Weakness, Opportunity, 
Threat) analysis, the hotel management must decide the nature and scope of their operations 
and then make whatever adjustments are necessary over a period of time. The corporate 
mission establishes several important guidelines for planning like : 

9 The hotel's reason for existence and its responsibilities towards its stockholders, 
en~ployees, society, guests etc. 

9 identifying which need of the customer is to be satisfied, 

9 the extent of specialisation, 

Management's performance expectations for the hotel, 

Since it is the corporate mission which becomes the source and focus of its energy over the 
coming years, it is necessary to maintain clarity. An example would clarify further. 

In the U.S.A., in early seventies, Holiday Inns was the world's largest hotel chain with over 
3,00,000 rooms. It decided to broaden its business definition from the hotel business to the 
travel industry of which hotels are only a part. It implemented this by acquiring Trdways the 
nation's second largest bus company and Delta Steamship Lines Inc. However, Holiday Inns 
failed to manage these companies well and in 1978 divested Trailways Inc. as well as sought 
a buyer for Delta. Holiday Inns decided to stick to the 'hospitality industry' and blanket this 
industry with alternative room and food systems (Business Week, July 21,' 1980). Hence, 
objectives should be realistic, specific and consistent. The marketing objective would indicate 
the rate and growth of market share e.g. a new chain of hotels might set up its objective of 
capturing 70% of room occupancy in its 3rd year of existence. 



25.53 Composition and Strategic thalysis 

Once the hotel is clear about its mission and has stated its objectives, it then needs to review 
its current portfolio of business and decide what to do with each business. Ideally a hotel 
should demarcate different SBU (Strategic Business Unit). Each SBU should have a district 
missioii, a responsible manager, and can, be planned independently of other SBUs. The 
different hotel units of a chain constitute independent SBUs. Each SBU has to be evaluated 
for its profit potential. Normally four different objectives can be pursued for the SBUs. 

Hold i.e. to preserve the SBU's market share. 

Build - It becomes appropriate for SBU with low market share but high growth of the 
market. 

Harvest - becomes useful if it is the short term gains which are more important than 
long term benefits. 

Divest - Here the objective is to sell or liquidate the business because resources can be 
better utilised else where. 

25.5.4 Designing Marketing Mix 

After the identification of the objectives of each SBU - namely hold, harvest, build or divest, 
it becomes the task of each functional department to plan how it can achieve the stated 
objectives. For the marketing department, designing the right mix of marketin'g activities to 
tap the target market segment is the most creative step. You are aware that the marketing 
mix consists of four Ps - Product, Place, Price and Promotion. These four elements have to 
be blended in a manner to give a synergistic effect. 

Product is anything that can be offered to a market for attention, acquisition, use of 
consumption that might satisfy a want or aneed. It includes physical objects, s e ~ c e s ,  persons, 
places, organisation and ideas. 

If the objective of the SBU is to 'hold' then it has to be decided, what modifications in the 
producVservice are required to enable the SBU to maintain its position in the market. 

In the hotel industry Place or Distribution is of prime importance to decide the location of 
the hotel. It is on this decision that the future of the hotel depends. Some hotels prefer to be 
located in the heart of the town, whereas others decide tabe a little away from it and maintain 
an aura of isolated elusiveness. 

For any .kind of goodlservices pricing is a crucial decision. Too low a price might cast 
aspersions on the quality, too high a price might make it out of reach for the clients. The 
product cost gives the floor to the price, the USP puts the ceiling on the price and price of 
substitutes provides an orientation to the price that finally gets set. Pricing policy also has to 
determine the discounts that can be offered to customers. Discounts can be: 

Cash discounts, 

Quantity discounts, 

Discount to trade channel members, 

Seasonal discount, and 

Special promotional discounts, etc. 

Marketing not only calls for developing a good product, pricing it attractively and making it 
accessible to target customers but also communicating it to their customers through 
promotion. For most hotels it is not a question of whether or not to communicate but how 
much to spend on what and through which different means. For promotion there are four 
different tools that can be used: 

a) Advertising is the most readily understood form of promotion. It is paid form of non 
personal presentation by identified sponsor. In the Star Category Hotels it consists of 
print and broadcast ads, mailing, house magazines, posters, symbols and logos. 

Star catrgory 
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"anmmdafin M h ( L n 8  b) Sales Promotion are short term incentives to encourage purchase or sales of products 
of services. Contests, exhibition, demonstrations, special event festivals, entertainment 
etc. are all example of how sales promotion can be used to encourage more client 
response in hotels. 

c) Publicity, at times confused with advertising, is however a distinct form of promotion, 
for it consists of presentation that is not paid for by the sponsor. Publicity is handled by 
the Public Relation Department and it is very crucial for star hotels. Since it is not paid 
for by the sponsor, it carries an aura of authenticity. Publicity includes planting 
commercially significant news items in newspapers, magazines, T.V., radio etc. 

d) Personal selling The fourth dimension of promotion, is the oral presentation in a 
conversation with one or more prospective purchasers for the purpose of making sales. 

When we consider the case of Star Category Hotels, we are assured of a good product, (that 
is why it is in Star Category), the location (place) would have been chosen with care when 
investing crores of rupees in it and the price generally would be at par with the competitors. 
That is why, we are left with promotion which becomes the most important marketing tool to 
distinguish one hotel from the other. In Star Category Hotels the relative ranking in terms of 
importance for these promotion tools are : 

1) Personal selling 
2) Publicity 

' 3) Sales Promotion 
4) Advertising 

The major chunk of business in hotels comes from corporate clients, that is why personal 
selling assumes significance. It is the task of marketing staff of hotels to identify and tap new 
corporate clients. It enables thc marketing executive to clearly understand the specific needs 
and wants of the client and accordingly make adjustments. It develops a relationship between 
the hoteleirs and client, and the buyer at times feels under some obligation for having listened 
to the sales talk. Though it is the most expensive promotion tool, yet its distinct advantages 
make it an imporrant one. 

Publicity is advantageous since it catches the prospects off guard and carries a high 
believability factor. Publicity can make or destroy the reputation of a hotel. 

Sales promotion assumes importance, since it invites the customer to avail the facility now, 
as against a future unspecified time. It gives an inducement to act now. It comes in handy to 
tide over low seasons. 

Advertising, has the advantage of being pervasive but at the same time it has a feeling of being 
impersonal that is why in the hospirality industry it is not of prime importance. However it 
does have its advantages in building up awarencss and acting as zn efficient reminder. 
Advertisements carrying return coupons helps ro generate leads and also act as a kind of 
reassurance in the post purchase phase. They are also useful in informing the target market 
about new facilit~es and services. discounts, etc. 

25.6 CHALLENGES AND PROBLEMS 

Although Star Category Hotels, by virtue of having got star accreditation enjoy a distinct 
advantage vis-a-vis other accommodations. they still have to make efforts to market their 
services. In their marketing strategy they too face problems which are peculiar to them. 

1) Being high profile hotels, they are always under scrutiny, both by the public as well as 
competitors. In a dog-eat-dog kind of competition the underdogs do not stand a very 
good chance. It is therefort: imperative for these Star Category Hotels to have good 
linkages with the tourism and travel trade. Beirig members of different recognised 
associations is also necessary. 

2) Since publicity plays an important role, the hotels have to avoid nzgative publicity at all 
costs. All their dealing should be above board. Once their reptation pets tarnished it 
is a very difficult task to build it up again. One dissatisfied client, can cause untold 



damage through word of mouth publicity. As such the quality level of services to be 
maintained should be of highest standards. 

3) Pricing Policy is another challenging aspect in Star Category Hostels. A very high price 
might make it uncompetitive, but a very low price also cannot be kept since is might give 
a wrong indicator of low quality and services. 

Good quality accommodation is one of the goods/services which does not follow the ccsnomic 
equation which states that "lower the price of a product the higher would be the demand for 
it." Hotel accommodation has a 'Snob Appeal' as such it has to have a reasonably high price, 
which would be indicative of higher quality. Here the term, value for money should be 
understood i.e. at the given price more features or benefits should be included. 

Discount Policy also is an area where a lot of ambiguity exists. In the hotel industry it is 
common to offer discounts based on the volume of business being given to it. 

The AVON HOTEL was getting a good business through their corporate client Business 
House (100 rooms occupancy in an year). As such they were offered a discount of 20% which 
was mutually satisfactory to both parties. A travel agency TRAVEL WELL promised AVON 
HOTEL a business of 150 rooms an year. Subsequently, they managed to wrangle a 30% 
discount. In order to achieve its target TRAVEL WORLD offered Business House a 25% 
discount and made them their clients. The ultimate loss was for AVON HOTELS. 

The above example clearly brings home the challenge that hotels face when deciding on the 
discount strategy. 

Fluctuatingdemand is yet another problem. The solution to this hccomes synchro marketing 
which implies synchronisation of the resources with the opportunities. In the hot cities of the 
country, occupancy is low in summers. That is when hotels have to come up with cool offers 
like swimming or cold drinks or ice-cream festivals, or eveti a good family discount helps to 
tide over the lean period. New ways and means have to be always considered to make it 
attractive to the clients. 

Problems and challenges do exist, but that is when the true mettle of a hotelier can be judged. 
The one who can anticipate the problem and take steps to overcome it, is the onewho becomes 
a leader in the field. 

Check Your Progress3 n 
1) Explain the following in 50 words: 

Negative Demand 

Latent Demand 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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What are the constituents of the Micro Ewironment and how do they infiuence 
marketing? 

3) List some challenges that the Star Category Hotels may face in marketing. 

25.7 LET US SUM UP 

Marketing is dynamic, challenging and rewarding. It is at times frustrating and disappointing 
but it is never dull. However it does require a continuous and concentrated effort on the part 
of marketeers to monitor the situation regularly and adapt his or her marketing strategies. A 
marketing strategy applicable in today's scenario would become out of date tomorrow, unless 
modified as per the opportunities and threats in the environment. It should be understood 
that "there is nothing constant, except' CHANGE". A marketeer who has the feel of the 
market pulse would be the one to diagnose the situation accurately and come up with remedial 
measures to keep the product going strongly in the market. There is no short cut to success, 
it is continuous hard work that would be required to meet the challenges posed in the field 
of accommodation marketing. 

25.8 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check your Progress-1 n 
1) See Sub-sec. 25.2.2. 

2) See Sub-secs. 25.3.2 and 25.3.5. 

1) See Sec. 25.4. 

2) In marketing study of external and internal environment is essential. Micro environment 
refers to internal environment of a hotel. Read Sub-sec. 25.5.1. 

3) See Sec. 25.6 
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26.1 Introduction 
26.2 What is Alternative Accommodation? 
26.3 Forms of Alternative Accommodation 
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After reading this Unit you should be able to : 

understand the meaning and importance of alternative accommodation, 

identify various types cf alternative accommodation, and 

plan for developing socially and economically viable alternative accommodation. 

26.1 INTRODUCTION 

This Unit d help to explain the diverse ways in which accommodation can be provided to 
the tourists, outside of the formal sector. In the formal sector accommodation is provided 
mainly by commercial hotels. However, when there is a shortfall in availability of rooms, most 
destinations have to fall back on the alternative sector. It is not only scarcity of rooms in the 
formal sector that made people to look for alternative sector. There are large numbers of 
tourists who do not feel comfortable in star category hotels nor do they like the typical tourist 
destinations and tourism products. Alternative accommodation units l i e  tents, caravans. 
heritage hotels, etc. are some of the options that such tourists can exercise. In this Unit, we 
have attempted to define alternative accommodation along with its different types. Various 
considerations required for developing and promoting alternative accommodation have also 
been dealt within the Unit. 

26.2 WHAT IS ALTERNATIVE ACCOMMODATION? 

Alternative accommodation can be simply defined as consisting of all those types of 
accommodation which are available outside the formal or organised accommodation sector. 
We may consider as an alternative any form of accommodation that is different tolfrom that 
which is generally accepted as tourist accommodation. At any tourist destination, the concept 
of alternative accommodation carries additional importance both to the tourists as wells as 
tourism professionals. In most of the tourist destinations alongwith star category hotels there 
are a number of establishments that come under the category of alternative accommodation. 
These establishments provide bed and breakfast and some basic services required by tourists 
at a reasonable price. There is a large section of tourists who can not afford to stay in star 
category hotels. Hence, alternative accommodation provides them sleeping space and modest 
food. The establishment of such facilities in a third world country l i e  India is not evolutionary 
or organic. Their development is generally linked with demand. In the following Section, we 
will introduce you to various forms of alternative accommodation that have emerged as per 
the demand. 



- Accommodation Marketing 
26.3 FORMS OF ALTERNATIVE ACCOMMODATION 

In India pirhaps (he bcst known fcorm of alternative accommodation is the Indian style hotel. 
Delhi's Panargunj is a good example of such accommodation. Travel guides in several 
European countries describc [his area as a tourist paradise, which provides 10,000 rooms in 
350 listed accommodation units. Fur the budget domestic visitor making an extended stay, 
(say for Rs.200,'- per day) you can have a room with all basic facilities and perhaps a discount 
on the bill. Thc area is alsd accLssible because it borders the New Delhi Railway Station. The 
local residents bcgan lo convert their properties in the late 1970's in the wake of the promotion 
of Delhi for the Asian Games. These small business operators however are not licensed to 
rent cornmcrcial accommodation. At many other destinations also you find such 
accommodation units. Such services are often preferred bytbe tourists because the arrogance 
and impersonality of (he luxury hotel is replaced with friendliness and personalised service. 
At times. being in the heart of the export district it suits the business tourist as well. Most of 
the visitors are repeaters, who have built relationships with the owners and find themselves 
welcome and at home. 'The promotion of such accommodation is more by word of mouth 
rather than through brochures or advertisements. 

. -, 

The Indian style hotel can be found at every destination in India and its quality of service is 
constantly improving, both in hygiene and in the manner in which rooms are furnished and 
kept. These units cater to customers who would ngt be netted by the classified western style 
hotels. In this category we also have Dak Bungalows and Circuit Houses and Forest 
Bungalows, which tourists can access through the District Administration. All these 
properties have an ageless charm and an old world style of hospitality as well as a special 
cuisine, which forms a part of the attraction apart from the low tariff. Such units are located 
in the prime scenic areas of the country and are often the only place where clean and 
comfortable accommodation is available. off the beaten track. 

The recent trend towards turning heritage buildings into accommodation units once again 
makes use of the charm of such units. This charm includes their architecture or the period 
furnishings or a history linked to the region or the building. The stress here again is on the 
personalised styie of services with an accent on home cooking and fresh garden or home 
kitchen products. Many people who own country houses have transformed them into 
accommodation units providing weekenders with an escape from their everyday reality. 

In locations like Spiti, Zanskar, Nubra Valley or even the hills and glaciers of Uttar Pradesh 
or Himachal Pradesh, trekkers and mountaineers are taking to new ways of finding shelter 
in the lack of beyond (a phrase that suggests that no one had ever thought of pitching a tent 
at such a place because it was not accessible to the traveller). Tents (excluding the designer 
swiss cottage luxury tents provided by the Tourism Task Force of the ITDC for its Adventure 
camps) come in three basic designs: 

pyramid shaped, 

dome shaped, or 

Alpine. 

These are from two person to five person sizes. Mess tents accommodate upto 30 persons. 
There are kitchen and toilet tents available too. Thc furnishings in these tents include ground 
sheets, carrymats and sleeping bags. Most service modes hire out such equipment and many 
enterprising individuals provide tented accommodation in camps at specific locations along 
routes that are commonly travelled. 

Camps can also be constructed at special locations which are intensively used during the 
holiday season, using simple linear designs and local construction material. Here common 
toilet and kitchen facilities are provided or there is provision for self catering where local 
produce is available. Log huts and tented space are a good example of such a facility. They 
providc accommodation when needed and being flexible can be dispensed with if a 
destination does not have the carrying capacity or the environment is too fragile. 

Ethnic construction, like mud huts are also becoming popular with urban visitors to the 
countryside. Thcsc a re  low investment openings for local entrepreneurs. Such 
accommodation units do not generally lavish resources on the guest and are spartan in 
character. Though we have cited here the examples from India but they hold good for all 
tourist destinations worldover. 



I 26.4 ALTERNATIVE ACCOMMODATION AND 
1 SUSTAINABILITY 

Alternative accommodation is seen as being an alternative to the demand of mass tourism. 

I 
This indicates that such units should be 

small scale, 

t locally controlled and developed, 
based on local nature and culture, and 

ensuring a consciousness of environmental and carrying capacity norms. 

However, it must be recognised that such development is based on the needs of budget and 
middle class tourists in its concept, design and operations. As long as this form of 
accommodation provides the broadest range of possibilities it will be both economically and 
socially beneficial. It also keeps down inflation in hotel rates as well as resolving the problem 
of uneven development, since the provision of alternatives removes pressure from the formal 
sector which is in short supply all over the world because of the high investment and 
management techniques required. New tourism products also require a destination and 
dispersal of tourist services and facilities. At the same time, it must be noted that 
accommodation is a high risk area and would require a more flexible approach in developing 
countries where capital is in short supply. 

26.5 MARKETING CONSIDERATIONS 

As mentioned earlier, the development of alternative accommodation sector is linked with 
the demand. In terms of applying the marketing concepts, a number of aspects should be 
considered in this regard. 

Selection of proper site of location is of prime importance in this regard. Most of the non siar 
category hotels particularly the small ones are located near the railway stations, bus stops or 
taxi stands i.e. nearest to the entry point of travellers. 

The basic requirements in terms of product design include a neat and clean room with beds, 
little furniture, bed tea etc. Lately, even the small hotels have been improving upon the 
tangible components in their service product. For example, providing a TV set or good 
curtains etc. in the room. 

i 
I 

The serving personnel in most of these small hotels are not professionally trained and the 
servlces are provided by whatever they have learned through experience, on the spot 
decisions or as the owner managers tell them to do. However, it is important that the owner 
managers take proper care of training their employees particularly keeping in mind customer 
satisfaction. This requires not only the development of professional skills but also 
communication skills alongwith creating a keen and hygienic atmosphere. 

In terms of advertising, the small hotels depend more on sign boards near the tourist entry 
points or on the highways leading to the destination. Customer satisfaction provides them 
with word of mouth publicity. 

From the selling point of view they depend on the informal sector which includes utilising the 
services of touts, taxi drivers, auto rikshaw drivers etc. by offering them commissions on the 
business they procure for them. In many cases they put their own agents also at the bus stands 
or railway stations for directly selling their products and services to the visitors. Most of thc 
visitors using the services of such hotels belong to low or middle budget categories and vcry 
often bargaining also takes place in terms of pricing. 

In the case of Dak Bungalows and Circuit Houses, no publicity, promotion or advertising is 
taken up because they are controlled by the Govcrnmcnt and meant to cater to the 
Government servants and their families etc. Yet there arc times when tourists are also 
accommodated on a price. In the case of heritage accommodation units, the owners make 
usc of the heritage concept in developing their products and this is also highlighted in their 
promotion and publicity, 

Alternate 
Accommodation 



Tented accommodation, as mentioned earlier, is being used in the case of adventure, hi or 
desert tourism. Many tourism departments provide tented accommodation at tourist 
destinations. The Jaisalrner Desert Fair, Pushkar Mela or tented accommodation for trekkers 
are the example in this regard. In some cases private entrepreneurs have also come forward 
in this regard and this form of accommodation finds a place in the brochures of tour operators 
and tourism departments. 

In certain areas, entrepreneurs have gone ahead with providing ethnic construction units for 
tourist accommodation. This includes staying in mud huts and in some cases even without 
electricity or any modern gadgets. This type of a product does attract many urban dwellers 
who want to spend some time in an atmosphere which takes them completely away from the 
urban life. At certain resorts, this type of accommodation is even priced very high because of 
;its ambiance, environment and the atmosphere around it. 

The way the tourism demand is growing and the tourist flows are increasing, alternative 
accommodation sector is bound to grow. However, it is time that the owners of such 
accommodation units should start adopting the modern marketing concepts for product 
improvement, promotion and market research. 

Check Your Progress I 
1) What do you understand by alternative accommodation? 

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

2) What are the various forms of alternative accommodation? 

3) List out some of the positive characteristics of alternative accommodation. 

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



4) As an owner of a small hotel how would you market your product? 

26.6 LET US SUM UP 

Alternative accommodation has an important place in the development of tourism because 
it caters to the needs of special income and interest groups. It has also been used as a strategy 
to develop accommodation at new destinations which have emerged as tourist attractions and 
yet do not attract the mainstream accommodation providers because of the costs and risks 
involved. Third world countries have a rich tradition in alternative accommodation, 
architecture styles and construction materials. Tourist villages and camps providing such 
ethnic units have increased tourist arrivals to the destinations where hotel rooms are not the 
principal attraction. Such accommodation also gives an opportunity to local residents to 
participate in the providing of services to tourists, so that they not only develop their skiUs 
but have income possibilities, particularly in the season when there is no other economic 
activity. For example, as Wildlife sanctuaries are displacing tribal populations, it has been 

i 

suggested that they provide such accommodation units to tourists visiting the sanctuaries. 
Hotel accommodation often forms a major aspect of the negative environmental impact of 
tourism, as for example, the hill stations in the himalayan region. Alternative structures which 
tend to be low rise and in conformity with the local environment, are environmentally more 

I acceptable. Alternative accommodation preserves the social and cultural heritage by 

I ensuring that the construction skills of the community are also preserved apart from other 
tourism resources. Alternative accommodation is also considered sustainable because it does 
not need a concentration of resources or infrastructure and can have alternative uses if 
tourism does not continue to be a major activity. 

I 26.6 ANSWERS TO CHECK YOUR PROGRESS EXERCISES . 

1) See Sec. 26.2. 

2) See Sec. 26.3. 
: - 

3) You have to answer this question readings&. 26.4 and 26.5. ' 

4) Yours answer should include product design, product mix, delivery modes, pricing 
policy, customer care, etc. 
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27.0 OBJECTIVES 

After reading this Unit you should be able to: 

8 understand the meaning of supplementary accommodation, 

8 appreciate the importance and role of supplementary accommodation in tourism, 
i 

8 learn about different types of supplementary accommodation, and 

8 know how to market these different types. 

27.1 INTRODUCTION 

In the previous Unit we have explained alternative accommodation. In this Unit we will 
introduce you to supplementary accommodation. You are aware that by following the price 
segmentation methods in the target markets it becomes clear that the paying capacity of the 
tourists differ to a large extent. This has bearing on the accommodation demand. For various 
reasons, there is great demand for accommodation outside the organised hotel sector. This 
Unit examines the role of supplementary accommodation meeting this demand. The Unit 
starts with defining supplementary accommodation and goes on to discuss its various forms. 
Lastly it deals with the marketing aspects related to supplementary accommodation. 

27.2 DEFINING SUPPLEMENTARY ACCOMMODATION 

There are a number of establishments outside the hotel industry which offer accommodation 
to tourists. For example, supplementarj accommodation in India had been provided by 
Sarais and  Dharamshalas, on the principle that the traveller can make do with 
accommodation if not hotel service when on holiday. However, supplementary 
accommodation is that which is specifically designed to cater to the tourist where hotel 
accommodation may not be available or may be beyond the budget of the tourist. In the 
present context we may consider tourist bungalows with dormitory accommodation, travel 
lodges, youth hostels, railway retiring rooms and PWD rest houses as supplements to the 
organised accommodation sector. The basic criteria is: 

8 to provide furnished accommodation, either rented rooms or apartments, and 

8 related to the investment that is being planned for the development of infrastructure in 
consonance with an overall promotional strategy. 



For example, when youth tourism was identified as an important motivation for the 
development of tourism, the plans stressed the setting up of supplementary accommodation 
in the form of youth hostels to cater to the youilg travellers, both domestic as well as foreign. 
The development of the Yatri Niwas as a supplement to western style hotel facilities was also 
a step in this direction. Various points along the highways and in the suburbs of metropolitan 
cities became the ideal locations for setting up supplementary accommodation units. Country 
clubs, holiday inns, holiday villages, travellers lodges and inns were set up at such locations. 
The criteria was to encourage the linkage between transport and accommodation and develop 
visitor flows in such a way that accommodation moved out of a central business district to 
seMce the leisure needs of the local residents as well as visitors. In the following Sections we 
will discuss about various forms of supplementary accommodation. 

27.3 MOTELS 

Motels were the earliest form of supplementary accommodation. They were set up to cater 
to the automobile tourist and as highway systems began to bypass cities, the role of the motel 
became increasingly important. Motels provide auto conveniences like parking and garage 
facilities, cheap rooms, fewer staff oriented services as well as catering and bar facilities along 
with recreational activities like swimming, tennis etc. In India several aspects of motel services 
like drive in registration and servicing are not included although motels are generally located 
near servicing facilities. Motels can be of three types : 

roadside, 

suburban. 

They can provide minimum, middle level and luxury services. In India it is the state 
government tourism departments that have provided motels in states where road transport 
and travel are important, like Punjab, Haryana and Uttar Pradesh. Rajasthan has also 
provided motels along its main tourist mutes. Motels are essentially for overnight halts but 
in India they have become important for weekendvisits. With the introduction of services like 
air conditioning, restaurant services, phone services, television and attached bath and toilet 

i facilities motels are attracting higher income travellers. Motels have helped the tourism 
industry in face of the challenge of changing trends in tourist behaviour. 

Advantages of motels are: 

c low cost investment ventures, 

mi located where land is cheap, and 

offering facilities with low operational costs. 
P 

They are compact with no public rooms. They provide a relaxed and informal atmosphere to 
their clients and their rooms do not follow the double bed pattern of hotels since they 
encourage the stay of a family of travellers. Motels also provide opportunities for special 
parties and lectures. Today wherever car borne traffic is established chains of motels have 
entered the business. 

27.4 YOUTH HOSTELS/YATRI NIWAS 

Supplementary 
Accun~nludalion 

Youth took to travel on foot or hitch-hiking both from the cities as well as the countryside for 
education, adventure and recreation. This requirement created the need for providing 
accommodation. Germany took the lead in establishing youth hostels at the turn of the 
century. Youth hostels provide dormitory accommodation with common bathing and 
cafeteria facilities. They also provide kitchens for self-catering. Self scrvicc in a low cost 
environment encouraged the youth tourism movcment and thc World Tourism Organisation 
encouraged all member countries to construct hostels. In India thc youth hostels movement 
began in the early sixties and provided young and family oriented domestic tourists the 
opportunity to travel to different parts of thc country using the LTC subsidy. They were no 
longer limited to destinations where they had frimds and rclatives. 



-nunodation M*tlng The Yatri Niwas was a similar concept, to provide domestic tourists low cost self service 
accommodation in cities. The first such facility was constructed in the Janpath area of Delbi, 
attracting budget tourists. Such accommodation units encouraged people from different 
regions and social backgrounds to interact with each other. Comfort is modest, the stay is 
short and the cost is low. Such properties are set up and operated by non-commercial or 
developmental organisations. They are located at historical, cultural and natural sites. The 
hostels are small to medium scale and their average capaclty is about 40 rooms. Hostels are 
constructed by the Central Government on land given free of cost by State Governments as 
they would not be able to provide low cost accommodation without such a subsidy. They are 
operated by the State Governments and social organisations like the YMCA and YWCA. 
The Wardens are also appointed and paid by the state. Government has given priority for the 
construction of youth hostels at sites popular with international tourists, although pilgrimage 
destinations were also identified during the National Action Plan on Tourism. Educational 
institutions can also provide hostel accommodation to low budget tourists for special events 
and in the vacations. 

CARAVANS, CAMPING GROUNPS AND 
TOURIST CAMPS 

Such facilities are normally located within cities in open spaces. nelhi has scrh Iccations, 
in Asif Ali Road and KaShmere Gate. They provide parking space along with water, electricity 

', 
and toilets. Destinations like Goa, Khajuraho and Aurangabad, which have a mild and dry 
climate along highways and along major tourist circuits are being encouraged to set up such 
sites. Camps must follow certain regulations regardmg quality of services and costs set up by 
municipalities and the serving personnel there require some prior exposure and training to 
ensure that tourists get the required facilities. 

Check Your Progress-1 r 
1) Define Supplementary Accommodation. 

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

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

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

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

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

2) Discuss the role of Youth Hostels in tourism. 

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

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



" 27.6 RAILWAY /AIRPORT RETIRING ROOMS - 

f 
I The purpose of retiring room accommodation is to offer a convenience to the traveller without 

I going into the city. These are situated at the main platform of major railway stations and at 
domestic and international airports. They provide accommodation to r 
holdmg confirmed and current tickets or air passengers from out of 

These retiring rooms are offered at reasonable rates and are often air conditioned at the 
major junctions. They are generally clean and well maintained. They have attached baths and 
Railway canteen or airport restaurant catering. Bookings are made through the Station 
Superintendent. or Airport Manager. 

' 27.7 TRAVELLERS LODGES/BOARDING HOUSES 

These are modest hotels situated away from the centre of the city or at remote destinations. 
These are self- sufficient establishments offering standard facilities like well furnished rooms, , 
with catering and bar facilities. Tourist Bungalows also offer similar facilities. Some extend 
their services to telecommunication and postal facilities as well as a general store. These 
services cater to budget and middle class tourists particularly in destinations which do not 
attract the major hotel industry. These bungalows have prime locations since they are the first 
to set up operations at many tourist centres. However, their maintenance and services need 
to be upgraded and the tariff structure has to be more flexible to cater to a range of income 
groups. They are small s&ed units which could be more profitable if the number of rooms 
can be increased from 5 to 25-30. State Governments and Tourism Departments also provide 
tourist rest houses at scenic locations in the mountains and forests where most wild life 
tourism is located. They provide access to the forest and also have good viewing locations. 
They are constructed to mirror the appeal of the area. 

Boarding houses are establishments which usudy provide accommodation and meals at 
specified periods of time like the week end or for a specified stay. Thus they cater to residents 
and tend to be small enterprises and require advance booking to ensure space. They can range 
from simple hostel like facilities to the more sophisticated ones depending on the duration 
of the stay and the kind of customers. In Europe these mansions are an important supplement 
for tourist accommodation in big cities as well as touristic destinations. Such units are good 
for families because they provide all meals and comfortably furnished rooms and do not mind 
having children. 

t 27.8 HOTEL GARNI AND CONDOMINIUMS 

These units provide bed and breakfast and supplement accommodation in big cities. In rural 
r and resort areas such units are also popular with young people who need a room to sleep and 

spend the whole day on the move. They provide the single tourist with company, a family 
atmosphere and home cooking which makes for a relaxed holiday with no formal dress code, 
public areas and behaviour and no extra costs. 

This involves ownership of a suite or an apartment, with payment for the common facilities 
for maintenance and surroundings, as well as for the recreational services. The owner can 
access a holiday destination at will, can rent it to others when not in use and in the rest of the 
period the condominium is looked after by the common staff. Thus, a condominium is private 
ownership of space with joint ownership of common facilities. Beach tourism in Europe owes 
its rapid growth to the development of this type of accommodation which was often started 
by a package tour operator to ensure regular traffic. Many charter operations also own 
condominiums. The concept of time-sharing is also gaining ground and certain companies 
are developing resorts on this basis. 

27.9 PAYING GUEST ACCOMMODATION 
i 
i Many tourists prefer home stays to institutional accommodations and this brings in the 

zoncept of paying guest accommodation offered by individual households at destinations. r 



Accommodation Mnrketing Substantial bed capacity can be created through linking private households with tourism 
demand for accommodation. However, this has to be backed up with an information service 
to the tourists. In India all state tourism departments maintain a list of approved paying guest . 
rooms which are to put on offer to the tourists. These rooms have certain specifications in; 
terms of size, furnishings, air conditioningheating, attached bathrooms, etc. Unfortunately 
this scheme has not been promoted in the same way as hotel accommodation although 
residents at major destinations have offered rooms for this purpose. The problem seems to 
lie with the industry and its incentive schemes and perhaps the costing of the accommodation 
unit, which rivals hotel tariffs without providing all the facilities. 

Paying guest accommodation is popular in Europe and given the proper backing it could show 
the same results in India also. Goa is one such destination where the local residents have 
taken to such ventures during the tourist season. This has increased the availability of beds. 
If possible the local population should be encouraged towards such enterpreneurship. 
Besides bringing the benefits of tourism to the hosts in the real sense such accommodation 
places the least strain on the ecology and environment of the destination. This is because no 
concrete structures are constructed as hotels, etc. At the same time, all those interested in 
developing the paying guest accommodation should do it in a professional way taking into 
account: 

health and hygiene considerations, 

proper toilet facilities, 

decor of the room, and 

eating facilities etc. 

They have to also establish selling networks, particularly with such tour operators who 
package ethnic tours. Word of mouth publicity, contacts at tourists entry points (bus stops, 
etc.) and signboards are the methods that can be used for selling purposes. 

L i e  condominiums many middle class families own holiday homes at tourist destinations like 
villas, cottages, and apartments. Many of them rent part of the space even when they are on 
holiday themselves or put out the property to rent if they no longer visit the destination where 
their second home is located. The advantage of renting a holiday home is that it helps the 
visitor gain an entry in the community resulting in a feeling of being at home even when on 
holiday. 

Check Your Progress3 r 
1) How do boarding houses and lodges provide supplementary accommodation? 

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

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

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

2) What is the significance of paying guest accommodation? 



Supplcmcnlary 
AccommodstLon 

3) How would you develop and sell paying guest accommodation? 

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

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

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

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

27.10 LET US SUM UP 

Supplementary accommodation is listed to ensure that sufficient bed capacity is available at 
a destination to meet tourist demand. To be reasonable to cost, such accommodation is 
generally subsidised by the state to encourage low income groups to travel. It is located in 
areas and destinations where classified hotel accommodation is not necessary or required. It 
forms a pool which can be accessed in peak periods and can revert to other uses in the off 
season. It is provided for short stay or for long stay, that is, where the length of stay is specified. 
Supplementary accommodation is particularly useful for motorists, students and youth, family 
groups and educational tourists. It is also available in resort areas for those whose budget 
does not include the high cost of resort hotels. In many cases the distinction between 
supplementary and alternative accommodation is rather difficult to make, but in general 
supplementary accommodation is located in destinations which carry a large volume of users. 

27.11 ANSWERS TO CHECK YOUR PROGRESS EXERCISES 

Check Your Progress-1 I 
1) Base your answer on Sec.27.2. 

2) Sec. 27.4 discusses the importance of youth hostels. 

Check Your Progress-2 n 
1) They add to the bed capacity of a destination and cater tomiddle and low budget tourists. 

See Sec.27.7. 

2) Read ~ec.27.9. 

3) Read Sec. 27,.9 and develop your own ideas to write the answer. 
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28.0 OBJECTIVES 

After reading this Unit, you will be able to: 

know about the various constituents'oQhe tourism industry which contribute in providing 
a total experience to the tourist, 

understand the interdependence of these constituents on each other, 

learn about the business relationships amongst these constituents, 

appreciate the need for joint promotion of the destination and the tourism products and 
services. 

28.1 INTRODUCTION 

This Unit takes into account the linkages within the tourism industry segments which are 
needed for the marketing of tourism products and services. You are already aware of the fact 
that for a tourist it is the total experience that matters. However, this total experience is 
dependent on the product and services produced and provided by various organisations and 
individuals. Inefficiency, bad quality or failure to provide the promised service by any one 
segment can have an adverse effect on the business of the other. Hence, it is essential that 
proper business relationships are established between thevarious constituents of the industry. 
The Unit starts with once again listing the different constituents of the tourism industry. It 
further demonstrates their interdependence, business relations and united efforts for 
promoting and positioning their products and services. Briefly, the Unit also mentions the 
linkages of tourism industry with other services and goods industries which have a bearing on 
tourism. 

28.2 CONSTITUENTS 

In Unit 5 of TS-2, you were familiarised with the various segments that constitute the tourism 
industry alongwith different tourism organisations. The ultimate tourism product is a package 
which includes: 

destination, 

transport, 

accommodation, 

food and beverages, 

entertainment, and 

shops and emporiums. 



Linkqp In the 
Along with these primary constituents, there are certain other aspects which form part of the Tmdc 
tourists7 experience at the destination and these include different types of services like : 

guides, 

escorts, 

facilitation at the entry points, 

ecology and environment, 

attitudes of the host population, 

health and hygiene conditions, and 

security, etc. 

Today, a variety of other services also add value to the overall tourism products and these 
include: 

banking services (credit cards), 

insurance services (travel insurance), and 

postal and telecommunication services. 

Keeping in view the above mentioned aspects, we can say that each of these has developed 
its own specialised areas of service to the tourists. For example, in the transport sector, we 
have airlines, railways, coaches, taxies and car rentals and in the accommodation sector we 
have different types of accommodation units ranging from star category hotels to paying guest 
accommodation. Similarly, in relation to food and beverages, we have restaurants catering to 
special types of cuisine, etc. Not only this among the intermediaries like travel agencies and 
tour operators, specialisations have emerged. Some tour operators specialise in the area of 
adventure tours, some in cultural tours or some in conventions. In spite of these 
specialisations, the various constituents of the tourism industry have to rely on each other and 
the nature of this relationship has a bearing on the marketing mix i.e. from product design to 
product delivery and promotion etc. 

28.3 INTERDEPENDENCE 

The constituents of the tourism industry are dependent on each other not only in terms of 
their business but also in relation to determining their marketing strategies. For example, a 
tour operator wiU be able to package a tour only with the help of accommodation sector, 
transport sector, destination attractions and guide or escort services etc. Hence, the service 
quality or design of the service has an impact on the product of the tour operator. In the same 
way if a destination is marketed for up-budget tourists, the airlines, in its product formulation, 
will introduce executive class in its services. We can go on adding such examples in relation 
to different types of tourism services. Hence, it becomes necessary for the provider of any 
one service in tourism to have a wider view of tourism and understand tourisn; services in 
totality. Ve* often enterprises fail because of their failure to adopt such an approach. A hotel 
might have developed its product very well and prepared itself to meet full occupancy during 
theseason. But if the accessibility to the destination is affected by the breakdown of transport 
sector, the business of the hotel is bound to suffer. Thus, it is imperative that the marketing 
personnel of an organisation take into account the interdependence of the various 
constituents of the tourism industry while designing, developing and promoting their 
products. 

The interdependence of the private and public sector has a major impact on tourism services. 
Condition of roads and airports, electricity and water supplies, law enforcement, etc. comes 
under the jurisdiction of the government or the public sector. Banks provide capital to 
tourism entrepreneurs for establishing their enterprises and credit card facilities to tourists. 
Insurance companies offer and provide insurance cover to all - transport operators, tourists, 
hotels, etc. The level and quality of these public utility services have a direct relationship with 
tourism development. 
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The interdependent nature of the tourism products and services calls for well planned mutual 
business relationships amongst the providers of tourism services. Such business relationships 
have to be established not only with other constituents but at times also with those who are I 

providing similar types of services which your own company is offering. This, in fact, is 
necessary for building your own image in the eyes of the customers. For example, take a 
situation when one of your regular customer fails to do advance booking in your 
accommodation unit. She arrives at your reception to get a room but your occuprufcy is full. 
You can not provide the customer with a room but at the same time you do not want to lose 
the customer for future visits. What do you do ? Since you want to keep the goodwill of the 
customer, you can not just say no to the customer and ask her to look for another hotel. A 
better approach would be to politely explain the situation to the customer and then make 
efforts to get her a booking in another hotel unit. Here, you will have to contact other hotels. 
This will make an impression on the customer that you have cared for the customer who would 
remember this service. Many other examples can be cited in this regard. You are a tourist 
transport operator and you have a fleet of 10 coaches. You have got an order for a convention 
where 15 coaches are to be provided. Naturally, you will make up for these other 5 coaches 
by contacting other tourist transport operators in your area. In the same way, airlines also 
establish business relations with each other. If one airline is doing one sector and the other 
is doing another sector it would always be better that they link their arrival and departure 
timings so that the customers of one can be saved from the inconvenience of waiting besides 
both airlines doing good business. 

Many a times, two or more constituents of the tourism industry establish business 
relationships to offer joint product or service. For example, the ITDC and Indian Airlines 
made arrangements that any LTC traveller who flies by Indian Airlines will be given 20% 
discount if helshe stays in an ITDC hotel. 

Whether it is a question of deciding on commissions, offering discounts, negotiating discounts 
and commissions, deciding on the quality of services to be offered, etc. In all such situations, 
the interacting companies have to hold formal business relationships. This is also necessary 
to maintain business ethics. 

28.5 JOINT PROMOTION 

The interdependent nature of the tourism product and service makes joint promotion of the 
products and services of the various constituents anecessity. For example, Air India, in-bound 
tour operators and the various hotels pool their resources for promoting India as a destination 
in the tourist generating markets. The Department of Tourism, Government of India, 
provides the umbrella for such activities. The brochures prepared by the Department of 
Tourism are made available to tour operators and travel agencies etc. for promotion 
purposes. However, this does not mean that the individual producers of services should not 
carry their own efforts in this regard. They too have their own independent promotional 
strategies and plans. But wherever possible, joint promotion is carried out as it is beneficial 
to all. 

There are occasions when two organisations who have entered into a business relationship 
go for joint promotion. This is not the case only at the macro level but even in micro level 
operations small business partners enter into such ventures. For example, whenea small hotel 
unit establishes links with a taxi service, they both are not only interdependent in terms of the 
business they are procuring for each other but they also promote each other's services. Such 
examples can be multiplied by citing many other tourism operations. 

In crisis situations, joint promotion is the only tool left for the tourism industry segments to 
save their business. One can cite here the example of the so- called plague epidemic in India 
which badly affected international tourist inflow into the country. It were the joint efforts of 
the tourist industry segments under the direction and guidance of the Department of Tourism 
that an attempt was made to do away with the misconceptions and fears about coming to India 
and a joint image building promotional campaign was launched. You are already aware about 
the conduct of fam tours (see Unit 18, Block-5) and the way the various tourism industry 
segments participate in them. 
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Various constituents of the tourism industry are not only related to each other through 
interdependence, business relations or joint promotion but they also go in for joint actions. 
Such actions are initiated primarily to safeguard their own interests. Various associations like 
IATO, TAM, FHRAI, ADTOI, etc. play a dominant role in this regard. Besides these 
associations at the national level the small players organise themselves at the local levels be 
it a region, city or a s m d  destination. A variety of issues like tariffs, local taxes, local 
regulations, maintenance of public works, etc. are jointly taken up because they have a bearing 
on the business operations of each segment. Joint action is also useful to put social pressure 
in case any organisation adopts wrong practices or fails to honour agreements. 

Of late, practically all the constituents of the tourism industry have realised the importance 
of HRD. In order to provide better quality of service to satisfy the customer's requirements, 
they have been jointly urging upon the Government to enhance the quality of professional 
and skilled manpower by introducing more professional courses. 

Check Your Progress a 
1) Give some examples of the interdependence of the various constituents of tourism 

industry in relation to procuring business. 

i 
2) Why is it necessary to go for joint promotion ? 

1 

3) Discuss the importance of joint action. . 

28.7 LET US SUM UP 

After familiarising you with various marketing concepts and operations, this Unit attempted 
to demonstrate the linkages among the various constituents of the tourism industry. The very 
nature of the tourism product establishes interdependence among the providers of different 
tourism products and services. This interdependence leads to the establishment of business 
relationships which very often culminates in taking up joint promotion and joint action. It 
must be noted here that no individual segment of the tourism industry can flourish in its 
business single bandedly. No doubt, every organisation has its own mission statement, plans, 
policies and operations but in order to ensure efficiency, quality, timely response and 
customer satisfaction, establishing linkages is a necessity. 
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Check Your Progress n 
1) The tour operator depends on the services of tourist transport operators, guides, escorts 

and hotels, etc.; the hotel depends on the services of the tour operator for business; the 
convention planners depend on the services of hotels and transport operators etc. Think 
of some other examples also and list them. 

2) Read Sec.28.5 for your answer. Basically, it is the nature of the tourism product which 
not only is a combination of differ~nt services but is also meant to provide a total 
experience to the tourists. Moreover, to increase the inflow of tourists, joint promotion 
is a must. 

3) Develop your answer after reading Sec. 28.6. 

SOME USEFUL BOOKS FOR THIS BLOCK 

MA. Khan (ed.) VNR's Encylopedia of Hospitality and Tourism, 
New York, 1992. 

Dharamrajan and Seth Tourism in India, New Delhi, 1994. 
Rob Davidson Tourism, London, 1993. 
Colin Michael Hall Hallmark Tourist Events, London, 1992: 

ACTIVITIES FOR THIS BLOCK 

Visit the nearest travel agency and try to find out the business relations they have with a hotel. 

Find out the types of alternative and supplementary accommodation units you have in your 
area. 

See some programmes on the T.V. that promote tourist accommodation. Analyse their 
quality. 

Collect newspaper advertisements of hotels and analyse the informations. 
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29.0 OBJECTIVES 

After studying this Unit, you should be able to understand the: 

special characteristics of an airline's product, 

process of marketing planning and its effectiveness, 

importance of scheduling apd pricing in airline's marketing, and 

various ways of promoting the product. 

- 

29.1 INTRODUCTION 

In the context of contemporary competitive market knowing the details of marketing becomes 
& .  

more essential and airlines marketing is a fascinating subject. The market share which an airline 
holds depends largely on how effectively you can market your product. The aim of this Unit is 
to familiarise you with the unique characteristics of airline's product and the various constituents 
of airlines marketing. This Unit deals with marketing planning, scheduling, pricing, distribution 
and promotion of an airline's product. 

29.2 UNDERSTANDING AIRLINES MARKET 
- 

There are certain common components in marketing services or product. However, in marketing 
it is essential to know the characteristics of your product before you go for determining your 
marketing strategy. Thus you have to first understand the special features of airlines marketing. 
Some of these are as follows: - 
i) Highly Perishable Product 

The airlines product is extremely perishable as it cannot be stored for future sales. Once 
boarding is closed on a particular flight, all the unutilised seats on that flight go completely 
waste. Airlines profitability and success of marketing functions depends greatly on its ability 
to fill-up the available capacity with reven~e generating traffic viz. passenger and cargo. 

ii) Need for Fine Market Segmentation 

An airline's market consists of various market segments with different service expectations, 
different price sensitivities, different travel motivations, etc. Examples of such market 
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segments are first class passengers, who dp not care about the price of an ai&cket but expect 
only the best and most luxurious service standards and need to be pampered by the airline's 
staff every inch of the way. Another example is business traveller, who mostly travels on an 
expense account and expects good schedules and connections, efficient ground service and 
comfortable on-board service. Family holiday traffic is more concerned with discounts in air 
fares than the schedules or service standards, etc. For labour trafflc or shoppers' traffic, price 
is the most important factor. It is vital for an airlines to optimise its yields and revenue from 
various market segments by positioning itself correctly in the market place. 

iii) Dynamic Market 
, . 

Since airline's product is a service consisting basically of an experience for the passenger, it 
has to result in various degrees of satisfaction or dis-satisfaction fiom that experience. This 
in turn affects perception about the product. Besides, competition among airlines is hard and 
the market dynamics of pricing, promotion and distribution are liable to change very rapidly. 

The challenge for an airline in marketing lies in manipulating its marketing mix viz. product, 
price, promotion and distribution. This is done to get a passenger in front of its checking-in 
counter ready and willing to fly that particular airlines after paying good money; and then 
sending him or her away happily to the destination so that the passenger is willing to come 
back another time and always to the same airline on any route. This is the essence of airline's 
marketing. 

Whatever an airline's marketing,manager does, he cannot afford to lose sight of the basic 
purpose of the marketing function, which is to optimise the yield and make an airline's 
operation profitable. Whatever. you do for product improvement, for sales promotion, 
publicity and advertising, for distribution of your product in the market place, by giving 
discounts and incent,ives - ultimately it all has to result in generation of income for the airline 
in excess of i t .  cost of operation of air services. 

iv) Dependency 
. . 

The airlines product is dependent on certain external factors like facilities, rules, regulations 
and security check ups etc. at the airports. Though these are same for the passengers of all 
the airlines but the customers often associate them with the irline they are flying with. 

29.3 MARKETING PLANNING 

Strategic planning is one of the most important stages in the application of the principles of 
marketing within the airline industry. It is: 

"the analysis of alternative opportunities and risk to the firm, informed by 
environmental (for example, competitive, social) and internal (for example, production 
abilities) information, which leads management to choose a particular set of market, 
product and customer goals." 

1.n other words, the main function of strategic is to highlight for the airline which of its 
marketing strengths can best be used to take advantage of opportunities which may arise in the 
environment. Essentially, strategic ylznning involves makkg advance decisicns ralating to 
qourses of action which the airhe's marketing department wi!! take in the future. The strategic 
p l b  is long-range and comprehensive. 

The main aim of strategic planning is now seen to be the identification of attractive areas, of new 
opportunities and the formulation of programmes for developing these areas and opportunities. 
The facilities, finances and resources required to cany out this development are now considered 
secondary to the basic identification of the opportunities. 

. . 
Long range strategic planning should include the fallowing elements: 

a definition of goals and objectives 

a determination of where &e com;any stands that is, a position audit, including strengths 
'and weahesses, opportunities and threals 

an assessment of the resources available to put the strategic plan into action 1 



b ah assessment of alternative courses of action and the strategic options iivailable 

decisions regarding avenues likely to be subsequently pursued 

a preparation of plans to be conducted that i.e. a shaiegic plan (i~~claciirrk t,uiil;xa6ency pi&-). 

Consideration must also be given to the number of subsequent years over which planning is to 
take place. There is a tendency in the airline industry to shorten planr~i,,~ hot izor~u. This is because . 
of both increased competition h d  the process of deregulation. These factors also require 
flexibility in order that plans can be rapidly adjusted to meet changes in the environment. 

The factors involved in Marketing Planning are ics follows: 

A basic strategy must be defmed for the airline in terms o i  ~ t s  goals/objectlves. Tihe best 
option for achieving these must be ouriined. 

Management must take a number of inter-related decisions, concerning what to do, how to 
do it and who should do it, in order to achieve these objectives. 

Such tactical planning is contained in the short-range b4arketing Plan, which covers any period 
upto to one year. As has been seen, the Marketing Plan is used to implement parts af the airline's 
marketing strategy. This implementation contributes to the achievement of the organisaticm's 
overall goals. 

The purpose of the marketing plan is to: 

set out marketing objectives, strategies, and resources in such a way that they can be easily 
and quickly understood, 

eliminate confusion and misunderstanding among groups involved in the marketing function 
- for example, Product Development, Field Sales, Publicity, Standards, Research, Public 
Relations, Distribution and so on, 

establish who will carry out what task, when why and where, 

ensure as far as possible that all phases of the overall marketing operation are working 
towards achieving common goals, 

provide a permanent record of the marketing planning and the rationale behind it, 

develop a continuity of thought and effort from one year to the next, 

check that the &nual marketing actiwity is in line with long term plannmg, 

provide a better basis for monitoring performance and analysing variations on target. ' 

Airlines business involves h e a y  investments and appropriate marketing p!amfng can bring 
certain benefits like: 

the marketing plan provides through analysis of situation;, oppomnitie;, options, and so on 
as a result of disciplined thinking and commitment of ideas to paper, 

it results in clearly stated objectives and well thought-out strategies in advance of the time 
period covered, 7 

it demands consideration of all problems and opportunities and by anticipating events ' 
reduces the risk of having to suddenly deal with random problems, 

marketing goals contained within the plan give guidelines for profitable developma'lt and 
provide a better basis for measuring perfomanse than siin~ly evenae done, anci 

the marketing plan results in activities being geared towards !mportant issues and plans are 
always established well in advance. 

.The airline's overall strategic plan studies thetotal market and then segments it into those sections 
which it has highlighted as being potentially the most profitable to enter. Once it h& done this, 
it must decide what positioni it wants to occupy in thesk segments. This process is known as 
marketing positioning. It is not enough for an airline to have awdutstanding or an excelletlt airline 
product, if it is incorrectly positioned in its target market Cgments. Market positioning, at its 
most basic level, involvqs the effective commanication of the airline's corporate image to the 

... 



Trrarport and Travel customers identified as key contributors to market development. It must ensure that customers 
Scrvieu Marketing appreciate the advantages of the airline's service over that of its competitors. Market positioning, 

like every other marketing activity, should contribute to the airline's achievement of the overall 
objectives. It does this by highlighting the most,appropriate areas of investment and identifying 
those market segments which will yield the highest retum on investment. 

29.4 MARKETING EFFECTIVENESS 

It is extremely important for any business to analyse its marketing effectiveness. Without some ' 

system for analysing and interpreting the effects of the company's marketing efforts, it might 
continue to use strategies which are out-dated;which do not help the company to obtain its 
corporate and marketing objectives and so on. The marketing manager is normally responsible 
for the day-to-day marketing activities. He is also responsible for planning and control hct ions,  
and rarely has the leisure to casually contemplate the effectiveness of the f m ' s  marketing efforts. 

a Marketing effectiveness is not necessarily revealed by current marketing performance. Economic 
conditions or chance factors for example, being in the right place at the right time may influence 
results. Of course, analysis of marketing performance should also be carried out. Targets should 
be established and performance against these measured on a regular basis. With regard to an 
airline or an area within an airline, its marketing effectiveness is reflected in the degree to which 
it exhibits five major characteristics of marketing orientation. These characteristics are as follows: 

a) Customer Philosophy 

b) Integrated and Effective Organisation 

c) Adequate Information 

d) Strategic Orientation 

e) Eflicient Operation 

a) Customer Philosophy 

This refers to the ability of staff and management to recognise the primacy of studying the 
market place i.e. are management and staff able to distinguish the different segments ?, the 
different opportunities which exist ? the ones to grasp ? and so on. An airline which groups 
together customers whose needs are broadly similar is canying out the process of Market 
Segmentation. A number of variable are used for segmenting the market (See Unit 2 Block-2). 

However, some managers tend to over-concentrate on certain factors and areas, disregarding 
others. For example: 

a Some managers are technology-oriented, but may not take into account the airline's 
ability to manage this technology or the customer's requiremetits 

a Certain managers may be sales-oriented, believing that it is possible to sell anything 

Some managers may be driven by cost efficiency. That means they may place undue 
emphasis on price as the determinant of demand. 

b) Integrated and Effective Organisation 

Total quantity can be achieved if each operating division has a clear view of customer needs 
and ki~ows that the customer is paramount. This view must be ivtemalised by the stiff in 
these divisions and must be reflected in the service which they provide. It icnecessary for 
flexibility of information to exist within the airline. That is, information must flow fieely 
between the different qerating divisions. Information communicated by one division may 
be critical to the operation of another and may affect the action which will be taken by that 
division. Effective channels of communication must be in place to allow the free movement 
of such information. Communication must exist all the way up fiom the booking clerk to top 
management. This sort of flexibility will allow the airline to serve individual customer needs 
who will perceive the company to be a caring organisation. 



Alrllms MnrkcHng Every person and every process in the airline either immediately or ultimately affects the 
customer and the product, hence, customer satisfaction is everybody's responsibility. It 

I requires pro-active rather than reactive management to apply the total quantity concept and 
the staff should be involved from 'top to bottom'. Increasingly, it is becoming clear that 
airlines who do not put the total quality concept into practice are in danger of falling behind 
in the market. 

c) Adequate Information 

Marketing managers must assess whether they have relevant, upto date information on 
targeted markets. It must also be ensured that information relating to the quality of customer 
service is received from all functional divisions which affect the service. 

d) Strategic Orientation 

The airline must assess whether it has a well-defined core strategy towards its marketing. It 
must investigate whether there is a formal system of annual and long-range,planning together 
with contingency planning if necessary. 

Business, in fact, demands that the future plans be under constant review and that they always 
contain a certain contingency element. A contingency plan will make preparation to deal 
with problems. 

e) Efficient Operation 

The airline must ensure that sufficient importance is attached to its marketing department 
and that appropriate resources (human and other resources like financial and technical) are 

' 

made available to carry out the various marketing activities. There should be clarity about 
the use of resources to achieve efficient operations. For example, from the point of view of 
human resources, the company personnel must be carehlly recruited, assigned, trained and 
developed. Different marketing strategies will require managers with different personalities 
and skills. The total Quality Concept comes into play here. An analysis is required of how 
personnel see themselves, the company, the service which the company provides and the 
overall importance ofthe customer. The airline must also recognise that the variou? marketing 
activities carried out by its marketing department must be allocated appropriate finances if 
they are to achieve optimum efficiency. Technical areas, such as reservations, within the 
airline also require adequate funding. 

Checking performance against set targets can also involve qualitative assessment and check 
I lists can be used to examine such things as sales shop appearanck, customer contact, staff 

attitudes etc. 

MARKETING EFFECTIVENESS AUDIT 

A marketing effectiveness audit is a systematic examination of the marketing unit's objectives, 
strategies, organisation and performance. It has three functions: 

i) It identifies what the marketing unit is doing 

ii) It examines how it is performing these activities and evaluates the effectiveness of these 
activities in terms of the organisation's objectives and resources 

iii) It recommends future marketing activities. b 
It is important for any well-run organisation to carry out such periodic reviews of operations. This 
is particularly true in the field of marketing, where objectives and strategies can become quickp 
out-dated, as a result of changes in the environment and within the marketing organisation itself. 
Audits highlight trends, rather than presenting concrete facts: They help the marketing manager 
to sample the effectiveness of marketing activities. As such, they will not tell how to improve or 
change these activities buthlight the strengths and weaknesses, showing where decisions have 
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1) What do you understand by strategic planning? 

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

2) How you can assess the marketing effectiveness of an airlines? 

29.5 SCHEDULING 

From a marketing perspective,. the major factors which affect the airline product are: pricing 
policy, inflight service, seating density and the airline schedule. The airline's schedule is 
constructed by the schedules planner. His functions is to plan the flights. and operating patterns 
of the company's aircraft so that: 

The demands of the customer are satisfied, 

The airlines makes a profit, 

The airline gains competitive advantages (slotslpreventing competitors etc.), and 

Aircraft and crew are used to optimum efficiency. 

Scheduling Objectives 

Satisfy the customer 

Productivity of human resources 

High aircraft utilisation 

High load factors 

High frequency 

Maximisation of connections 

Consistent timing. 

i) Satisfy the Customer 

It is of great importance that the schedules plan satisfies the requirements of the various 
market segments which the airline targets. This in fact is a primary schedules planning 
function. In order to do this, the schedules planner obtains information about the customers 
from a number of sources like historic data, Sales and Reservations agents and from the 
airline's Market Research Department. The schedules planner uses such information to 
accnrnrnndate nassenper areferences. needs and wants: The schedules ~ I a n  must attempt to 



satisfy passengers with regard to time of day, the day of the week, the frequency with which 
flights operate and so on. 

ii) Productivity of Human Resources 

The schedules planner must try to ensure that staff numbers are set at the optimum level for 
each shift. He must aim at reducing the occurrence of 'peaks' and 'valleys'(highs and lows) 
in the staffing levels so that they remain more or less constant. The more success the schedules 
planner has in achieving this objective, the lower the staffing costs incurred by the airline. It 
must be remembered that staff who are on duty during a given shift will get paid even if there 
is little or no work for them to do. Operational and technical'areas in particular require 
maximum staffing levels for every shift. For instance, if a shift calls for ten loaders between 
3 and 4 a.m., but only needs four loaders after this time, it is usual for ten loaders to work 
the whole shift. Obviously, this does not satisfy the scheduling objective which is to achieve 
maximum productivity from the available human resqurces. The schedules planner must 
work towards the levelling out of manpower numbers so that staff are not underutilised. This 
applies to many areas within the airline - cabin crew, cockpit crew, maintenance and 
engineering and so on. 

iii) High Aircraft Utilisation 

With regard to aircraft utilisation, one of the most important things to remember is that 
aircraft can only make a profit while they are flying. ~ircra-ft on the ground make no 
money for the company. 

One way of looking at this is to assumelthat the indirect costs of aircraft 
ownership(depreciation, interest) are relatively fixed. Consequently, as aircraft utilisation 
increases, the total hourly indirect costs decrease. This leads to a decrease in total hourly 
overall costs, and as aresult, the overall financial situation of the airline improves. The nature 
of an airline's route network has a major influence on its aircraft utilisation. This is the reason 
why aircraft utilisation v d e s  from ailline to airline. This stands to reason. If an airline's 
route network is dominated by long-haul routes, it will have very high utilisation per aircraft 
unit. This is due to the fact that short sector lengths result in a high proportion of ground time 
to air time (turnaround, transits, etc.). This means that the overall avajlability of the aircraft 
is reduced, and fleet utilisation decreases significantly. Another reason why long-haul routes 
increase aircraft utilisation is that long-haul carriers can fly through the night, while 
short-haul aircraft fly primarily during daylight hqurs. The following example illustrates this 
point : It is common for long-haul carriers to achieve average daily dilisations of 12- 13 hours 
per aircraft or 4250 hours per annum, while their short-haul equivalent may only achieve 7.5 
hours per day or 2750 hours per annum. 

iv) High Load Factors 

Another objective of the schedules plan is to achieve a good match between (a) the level of 
traffic available and (b) the level of capacity offered. Excessive frequency can cost an airline 
a lot of money. If the schedule is misjudged and the airline operates too many flights a route, 
some of them will take off with empty seats and the airline will lose money. Planning the 
load factor is a complex procedure. The load factors which the airline wants to target must 
be high. They must be realistic at the same time. Load factors which have been set at too 
high a level will result in a'situation where passengers find that they are unable to get a seat 
on the flight they want. Reducing frequency in order to increase load factors may not be a 
solution on its own. In fact, to do so may be counterproductive. Airline experience has shown 
that achieved load factors may actually fall when, in certain circumstances, traffic falls off 
more than proportionately because passengers select more flexible/conveniently timed . 
means of transport. 

v) High Frequency 
4 

Industry experience suggests that an airline can obtain a significant share of the market 
(perhaps even market domination) because of high frequency rather than the level of capacity 
offered on a given route. This might seem to contradict what was said in point (iv) with regard 
to high frequency and load factors. But it is part of the schedules planner's job to reconcile 
one requirement with another. It must be noted also, that in certain circumstances, minimum 
frequency considerations must be catered for (on routes heavily travelled by business 
passengers, for instance). At all times, especially when trying to create and maintain a balance 

Airlines Marketing 
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between high load factors and high frequency, the schedules planner must remember that he 
is working within the limits of the aircraft capacities within the airline's fleet. 

vi) Maximisation of Connections 

Another very important objective which the schedules plan must try to achieve is to optimise 
passenger connections at both ends of a given route. Elaborate 'connecting hubs' have been 
developed by many carriers with this objective in mind. Such hubs are a very cost-effective 
method of increasing the range of markets which the airlines serves. Other developments 
have also taken place which can boost traffic flow for the airlines involved in them - fcr 
example, marketing arrangements between carriers, use of joint flight numbers and so on. 

vii) Consistent Timing 

The final objective is that of consistent timing. In other words, the schedules planner must 
attempt to maintain a consistent ' shape' in the schedules from season to season, using the 
same departure time of day for a particular service. For example, the service to Bombay from 
Delhi departs at 0910 hours everyday. This is known as 'clockface timing'. As an airline 
builds up a back-catalogue of schedules, consistency will help to create familiarity and loyalty 
to the airline. This is hue, not only of travel agents, but also of the general public. 
Unfortunately, because of certain scheduling constraints, an airline may find it impossible 
to maintain such a consistency. 

THE SCHEDULES PLANNING PROCESS 

The first step in the schedules planning process for a given season involves the fleet size which 
has been outlined in the corp rate plan. It is then up to the schedules planners to design a plan 
which ensures thatsthis prescri 1 ed number of aircraft is scheduled on the airline's network in a 
way which helps the airline to achieve its overall corporate objectives. What happens when the 
schedules planning process has been completed and the schedules plan drawn up ? As the actual 
flight dates approach, the plan is given to the airline's Operational Departments. It js their job to 
put the schedule into action. Viewed from a broader perspective the schedules planning process 
runs all the way from the corporate plan to the flight departures themselves. 

The importance of the schedules plan cannot be over- emphasised. It must be as accurate as 
possible so that the airline does not under or over estimate its fleet requirements. It if 
under-estimates, it will not schedule enough flights and will find itselfunable to operate the flights 
which its target markets require. Alternatively, if it over-estimates, it will schedule too many. 
flights which results in under-utilisation of its fleet and causes financial loss. Essentially, the 
airline's schedules are of great significance as they form the foundations on which its short-term 
activities are based. Because of this significance, it is not wise for the schedules planning 
department to work in isolation. On the contrary, almost every department within the airline 
should be involved in the schedules planning process, by way of discussion and exchange of 
information. This involvement should ensure that the schedules plan will be the best one for each 
department in the airline - a plan which will help to satisfy, not only overall corporate objectives, 
but also individual departmental ones -- although it has to be recognised that some compromise 
may be required to obtain the best possible schedule for the airline as a whole. Airline departments 
which should be involved in the schedules planning process are as follows - Corporate Planning, 
Fleet Planning, Sales Marketing, Product Development, Maintenance and Engineering, Cabin 
Crew and Pilot Scheduling, Operations Control, Catering, Cargo, Ground Operations. It should 
be noted that the Marketing Department will be concerned with ensuring that the schedule helps 
it to achieve its objectives, for example, customer satisfaction. 

29.6 PRICING 

The key to profit maximisation is not loads alone but a good mix of loads and yields. In marketing 
new, relatively unknown routes, the tendency is to flood the market with low fares with the hope 
of encouraging passengers to try the new routes. While this could be a strategy to adopt for a 
market with potential to draw group traffic, it may not work for destinations which appeal only 
to shall specific markets. For the latter, it would be more prudent to keep up the yields and 
consequently keep down the breakeven load factors. 

The effectiveness of differenti-a1 pricing as a way to maximising yields cannot be overemphasized. 
It is common practice for airlines to have different fares for peak and off-peak seasons. Very 
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often, on further scrutiny, one can identify sub-peak periods within the off-peak season and peak 
within the peak season. We can then price accordingly to maximise the yields. 

Pricing is the most crucial function of the marketing. The commercial viability of an airline's 
operations, its financial soundness and in fact its survival depends on its ability to operate 
profitably. Profitability in turn depends on pricing on the one hand and cost control on the other. 
Success of a marketing man depends entirely on his ability to generate profits by optimum 
exploitation of revenue generating opportunities in the market place. It is essential for a successful 
marketing manager to understand the airlines' cost structure and ensure that total airlines' costs 
are covered by the revenues generated through the marketing efforts. 

i Airline Cost Structure is divided into three parts: 

I I) Direct Operating Costs 

1 
2) Indirect Operating Costs 

i 
L 3) Overheads 
I 
1 
I I) DIRECT OPERATING COSTS 

-I. 

Direct Operating Costs (also known as DOCs) occur if and only if a given flight is actually 
operated. There are two types of Direct Operating Costs : 

a) Aircraft Related DOCS 

b) Traftic Related DOCs 

a) Aircraft Related DOCs include : 

i) Fuel and Oil 

ii) Maintenance(exc1uding in-house labour) 

iii) Landing Fees 

iv) En routeMavigation Fees 

v) Handling Fees 

vi) Crew Expenses 

b) Traftic Related DOCs incjude : 
i) Passenger and Cargo Commission 

ii) Airport Load Fees 

iii) In-flight Catering 

iv) General Passenger Related Costs 

What is the main difference between the two sub- sections of Direct Operating Costs ? Basically, 
the main difference is that Aircraft Related DOCs are relevant to the type of aircraft being 
operated, whereas Traffic Related DOCS are independent of the aircraft type (given a certain 
traffic level). 

2) INDIRECT OPERATING COSTS 

These costs generally come under the category of fixed assets and include : 

i) Aircraft Standing Charges 

ii) ' ~ l i ~ h t  Crew Pay 

\ 
iii) Cabin Crew Pay 

iv) Maintenance Labour(in-house labour) 

v) Handling Costs at Base Stations 



Transport and Travql These costs remain the same once a certain level of flying programme has been chosen. In other 
Sewices Marketing words, if the flight programme is changed (due to a flight cancellation, for example), none of the 

costs in any of the above categories will be reduced. All of the costs (i) to (v) are directly affected 
3 by aircraft type. 

3) OVERHEADS 

These include the following: 

i) Sales costs 

ii) Administration (areas of the various line departments) 

iii) Accounts 

iv) General Management 

v) Employment/personnel departments 

Many of these are relatively unaffected by both the type of aircraft used and the level of flying 
operations undertaken. 

The second of the three major sections under the heading of Aircraft Operating Costs is the effect 
of the airline environment on aircraft operating costs. This includes: 

Sector Length, 

Utilisation, 

Fleet size, and 

Labour Costs. 

The third and final category which comes under the heading of Aircraft Operating Costs is the 
effect of aircraft design characteristics on operating costs. This includes : 

Vehicle Efficiency, 

Crew Complement, 

Engine Number, 

Aircraft size, 

Aircraft speed, and 

Age of aircraft. 

An understanding of aircraft costs, how they are allocated and a clear understanding of cost 
comparison parameters and profitability analysis is essential to an airline marketing manager. 

The cost comparison parameters and profitability analysis takes into account : 

i) Cost per aircraft Km, seat Km and tonne Km 

It is necessary to compare the operating cost characteristics of different types of aircraft. 
However, because aircraft can varyso much in size and capacity, the only way to do this is 
to express costs in terms of various units of production. This is known as unit cost 
comparisons. Unit cost can be defined as the average operating cost incurred per available 
tone kilometre. 

ii) Profitability and break-even load factor 

Profitability control is an essential tool used to measure the profitability of a company's 
different products, customer groups, territories and channels. 

As with most aspects of business, there are many theories about the nature of profits. One such 
theory is Return on capital employed theory. Basically, this theory states that all ofacompany's 
resources have a certain value. The profit which the company achieves during a specific period 
should be related to this value. The i~nplication is, therefore, that every expenditure made-by the 



company is, in the long- term actually an investment. It is useful for an airline marketing manager 
to be familiar with this theory. 

Once the costs which will be incurred if a particular operation goes ahead have been established, 
the next step is to determine the likely profitability of the operation. A parameter often mentioned 
here is the break-even load factor. This is the percentage of an aircraft's total capacity which must 
be filled in otder to at least cover the costs of the operation. An alternative way of saying that is, 
the load of factor at which operating revenues will equal operating costs. 

I In the airline industry, three basic parameters are relevant when assessing profitability: 
I 

i the revenue per RTK (or revenue tonne kilometre), 
L 
t 

I the cost CTK (or capacity tonne kilometre), and 

i the load factor 

f If fares began to fall at the same time as costs began to rise, two things would happen. Firstly, the 
\ revenue per RTK would decrease. And secondly, there would be a substantial change in the break- 

even loads factor. 
i 
i 
I Profitability can be examined on different levels depending on the timescale involved and the 

level of costs actually incurred. An airline's profitability target must include provision for full 
overhead recovery. 

i 
1 

1) Why is scheduling important? 

Check Your Progress-2 n 

2) What is direct operating cost? 

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

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

29.7 DISTRIBUTING THE PRODUCT 

. Distribution could be defined, in fact, as all the means by which we can enable customers to buy 
or gain access to our products (See Unit 16). This is one of the most controversial and difficult 
areas in airline marketing today. 

We shall divide our examination of this areirinto different categories : 

1) Traditional Intermediary links between the Airline and the Customer 

Airlines widely e m k y  the services of travel agents to deal with the passenger side of their 
business. In fact, around 80 per cent of airline tickets are sold by travel agents on a worldwide 
basis, although this differs a little-from country to country. 



Transport and Travel There are two types of travel agent: 
Services Marketing 

The RetailTravel Agent - sells directly to the public. The Wholesale or Travel Organiser- 
functions mainly as a wholesaler by buying large blocks of airline seats in advance and then selling 
them as packages to other tr'avel agents. 

The use of travel agents can be advantageous to the airline for the following reasons: 

Travels agents facilitate the exchange processs between the airline and the customer. The 
total cost ofmarketing should be lowered as aresult ofthe combined efforts ofall distribution 
channel members 

It helps avoid heavy expenditure on retail marketing, as it allows the airline a presence even 
in relatively small markets 

The travel agent can provide many supplementary services for the airline customer(for 
. example, arranging visas and foreign currency, hotel, car rental, etc.) which the airline may 

be unwilling to provide. 

The airlines pay the travel agents a commission in return for the above services. The amount of 
'promotional support' and commission paid to agents has risen dramatically in recent years and 
is now a major cost factor for airlines. Sometimes, as part of an incentive scheme, for instance, 
travel agents may receive 'additional' commission. An, IATA approval system attempts to ' 

' regulate the operations of travel agents. That is, travel agents may be approved by IATA if the\ 
working of their business conforms to certain standards with regard to turnover, staff, financial 
stability, premises and so on. 

2) Alternative links between the Airline and the Customer 

Most airlines have saleslticketing offices in major cities throughout the world. These og~ces 
provide a significant volume of sales. Howher, all airlines do not regard these offices in qi? same 
way. Some regard them mainly as a means of promotion, while other airlines regard t&m as a 
type of travel shop for selling the airline's tickets, package tours or even supplementary travel 
items. In terms of cost, the maintenance of such offices is justified by the fact that the airline saves 
expenditure on commission. The airline will not have to engage and pay for the services of an 
agent as it is achieving 'direct sales'. 

In the past, the question of airline 'own' ofices has-been surrounded by controversy, with the 
travel trade claiming that airlines are taking business from them. From the airlines' point of view, 
however, it is a means of exercising at least some control over the distributive chain. In addition. 
some airlines maintain small offices or position staff (often referred to as 'implants') in larger 
corporate accounts. Their task is to 'assist' the corporate account m making bookings on their 
particular airline. 

3) Correspondence or Ticket-through-the-Mail Services 

The correspdndence or ticket-through-the-mail- service is.another way in which the airline makes 
use of its own resources to deal directly with the customer. Such bookings are normally made 
through the reservations department. This process has been greatly facilitated by the wide ranging 
use of credit cards by customers and the development of ticket printers and word-processing 
facilities. 

4) General Sales Agent(GSA) 

A Gekral Sales Agent or GSA is normally appointed to markets not served directly by an airline 
or where volume is insufficient to merit the opening of a ticket issued in the territory concerned. 
A GSA can provide different levels of service at varying levels of payment. IATA provides 
guidelines in relation to standard forms of general sales agents' agreements. 

5) Other Airlines(0ALs) 

It may also be possible for the customer to make bookings on a particular airline sector through 
another airline. Computerisation has clearly assisted the making of inter-airline bookings and 
although other airlines .are not strictly speaking intermediaries (since they are not paid a 
commission), they still provide an important source of inter-line business. 



6) Computer Reservation Systems (CRSs) 

It was during the 1970s that airlines changed the manual system of reservations and record keeping 
to computerised systems. Upto the mid-70s most transactions between the public or travel agents 
and the airline were made by telephone, even though the airlines were computerised. This meant 
that communication was slow, resources were wasted answering the telephone and verbal 
communication left room for error and misunderstanding. 

Naturally, the logical progressjon was for airlines to automate their main travel agents by 
installing their own computer terminals in the agencies. CRS development took place rapidly as 
improved technology and new ideas changed the whole approach to reservations. It has become 
clear that CRSs are a potent market force with advantages to the airline. They allow immediate 
direct bookings to be made and allow for the provision of supplementary services to the customer. 
They enable travel agents and airlines across the world to book instantaneously on big and small 
airlines. 

7) More recent developments 

In the mid 1980s the American carriers, American Airlines, began to market their systems 
internationally. Such a development inevitably raised the questions of Control and High Costs 
for airlines throughout the world. To counteract this, various consortja of airlines came together 
to develop their own CRS systems. It became obvious that the development costs of these CRS 
systems would be huge. It was also clear that American systems were alrecidy well ahead in the 
field. As a result, various alliances formed between existing and developing CRS systems, a 
process which is still continuing today. Consortia, like Galileo(a joint venture between United 
Airlines and a number of European carriers) have made rapid progress with regard to system 
development and the installation to work stations in travel agencies. 

With regard to the European CRS industry, just like its US counterpart it has come under the 
scrutiny of regulatory authorities. Both the European Civil Aviation Council and the European 
Community have developed codes of conduct for the operation of CRSs. 

The development of new technology is set to make fundamental changes to the distribution of 
airline products and to th'e structure of the travel industry. The most significant developmenl'is 
in global distribution systems installed in travel agencies worldwide. Efforts are also being made 
to offer the individual customer (via his home computer) and corporate accounts the benefits of 
these new technologies. 

The most upto date CRS systems offer a user- friendly variant of their CRS systems (sucb as a 
EASYSABRE). Aimed at the corporate market, the system permits bookings to be made, but the 
ticketing is still done through travel agents. 

Today, the devilopment of Automated Ticket Machines (ATMs) has opened further distribution 
possibilities. These allow passengers to make a booking themselves and pay for it by credit card. 
They also issue the ticket and boarding pass. Such ticket machines are not yet widespread, but 
they do offer the potential of dealing with bookings and ticketing for relatively straightforward 
transactions (for example, short-haul, high density routes). 

In assessing their distribution strategies airlines should accept that the travel agent offers a 
valuable service. This is particularly true of the markets which an airline would otherwise find 
too expensive to service. Hbwever, the airline must be concerned with the question of control. 
 hi business in the hands of a small number of agents. This gives use to the,issue of increasing 
cost of commisSion and other payments to travels. So, airline marketing management must 
examine the issues of: 

control 

value for money 

Commission costs today are rising rapidly because of growth in traffic, but also because of the 
use of additional incentive payments. Airlines must question whether they are receiving value for 
money from their investment on commissions. Most airlines probably believe that, unless they 
have the support of agents, their market share will fall. Consequently, commission payments 
increase. It would be foolish, of course, for airline to consider excluding agents and other 
intermediaries from distribution, particularly En view of the valuable service they provide in 
smaller markets. However, airlines must manage this distribution channel efficiently as it is the 

Airlihes Marketing 
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airlines and not the intermediaries who invest huge sums of money in aviation. So, the airlines 
should control this distribution channel. 

In the field of airline marketing today, decisions relating to distribution channels are among the 
most vital. In all businesses, careful market management has to be a prime concern. The 
development of new technologies offers a wide range of possibilities to the airline industry. 
Ultimately, managing the market is a matter for individual airlines. In order to exert a certain 
amount of influence and control, the airline must project the following: 

a strong brand image 

a promotional strategy aimed directly at the customer 

Strong Brand Image 

Airlines should try to ensure that they observe the principles of branding, which is currently 
developing as the most potent way of ensuring effective market control in the airline industry. 
Today, markets are dominated by retailing giants who bargain with producers. Because of the 
size of these retailers and the strength of their brand name, they are in a strong position to bargain 
with these producers. 

Similarly, airlines should attempt to establish and defend a strong brand image. By so doing, they 
can keep the power of the marketing intermediary under control. 

A Promotional Strategy aimed directly at the customer is known as direct marketing, of which 
there are many different forms. Effective direct marketing can be instrumental in ensuring that 
control of the market is maintained. It can ensure that the customer is familiar with the airline's 
reputation before approaching the travel agent. So, he will already have made his choice-of- 
airline decision and it will be more difficult for the travel agent to dissuade him or push him in 
any other direction. 

29.8 THE PROMOTIONAL MIX 

promotion (See Unit 15) is an integral element of the airline's overall marketing strategy. 
Although the various promotional tools are separate from each other, they should work together 
to form an effective promotional strategy in helping the airline to reach the target markets at which 
its strategies are aimed and be successful in selling its product to these market segments. 

29.8.1 Advertising 

Advertising has a very 'high profile' and is the most conspicuous of all the promotional tools. In 
order to be effective, it must reach the airline's target markets and focus on their needs and wants. 
It creates awareness of the airline and draws the customer's attention to it. 

The design of the advertising campaign is a complex procedure and some of the steps which need 
to be followed are: 

i) Set the advertising objectives, 

ii) Determine the advertising budget, 

iii) Choose suitable media 

iv) Select an advertising agency, and 

v) Make timely decisions. For instance, when is the best time to place the campaign ?; Will it 
be an all year round campaign or a seasonal campaign ? etc. 

It is important to note that the decisions outlined above must be linked directly with the airline's 
overall marketing strategy plans and tactics. It must: 

be successful in reaching the airline's target markets, 

inform the customer about new or improved product features, new routes being sewed and 
SO on, an 

remind the ;ustoyer of existing product features, routes  wed and so on. 



29.8.2 Personal Selling ( 
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This is still an important method used to promote airline services. Most airlines employ people 
as sales representatives. It is their job to sell their airline's products to travel agents, corporate 
accounts and leisure groups (clubs and so on). The primary role of the sale representative is to 
'service' travel agents by visiting them to provide material and information, answering their 
questions and helping them to answer their customers' questions and complaints. In a sense, the 
main function of personal selling is to fill in the gaps where advertising and other methods of 
non-personal selling fall short. Unlike them,personal selling can function at an individual level. 
Good, well planned personal selling can be relatively successful as the customer receives an 

' 

individualised sales message. It is more direct than advertising, which is a mass communicator. 
Personal selling is an interactive, ' conversational' method of promotion through which the sales 
representative presents the airline and its services to one or more potential customers. Essertially, 
the biggest advantage of personal selling is that it is possible to use it to target the precise market , 

segments(s) to which advertising has been directed. The sales representative can adapt to the 
person to whom a sale is being made. Depending on the client, he or she can highlight selected 
information regarding, for example, schedule and frequency of service for a business person, 
family facilities for a leisure travellers and so on. All other forms of selling and advertising are 
rather more general, apart from advertising which appears in business magazines. 

29.8.3 Sales Promotion / 

Sales promotion consists of those promotional activities which do not fit into the categories of 
advertising, personal selling or public relations and publicity. Rather, it supplements the other 
promotional tools, especially advertising and personal selling. Within the airline industry, sales 
promotions are used to provide support during the launching period of a new service or route. 
Sales promotion activities are usually short-term. They are designed to both stimulate and induce . 
the customer into buying from the airline. 

Sales promotion includes a number of direct marketing activities such as direct mail promotions. 
It also includes such activities as participation in travel marts and exhibitions, competitions, 
special offers, 'freebies' {give-away items), point of sale advertising displays and sponsorship 
of sports and cultural events. With regard to the last item mentioned, due to the increasingly large 
television audiences attracted by coverage of major sportingevents, it is now common for airlines 
to sponsor, not just the event, but individual sports people and teams also. 

It should be noted, however, that although sales promotion is used in the airline industry, it is not 
of great significance in terms of effectiveness or sales generated. Sales promotions represent the 
airline in the public arena. As such, they must present an image which is acceptable, for example, 
by highlighting; technical excellence, customer care and so on. 

29.8.4 Public Relations/Publicity 

Public Relations (PR), ifused effectively, can help to promote the airline's corporate image, boost 
its reputation andlor stimulate demand for its services. Public Relations (as distinct from publicity) 
is usually the responsibility of staff within the airline. Alternatively, the airline may pay a retainer 
to a PR agency, something which is common in the airline industry. Public Relations creates 
opportunities for publicity, while publicity makes use of any opportunities which arise. Unlike 
publicity, there is a cost attached, arising from the use of professionally prepared materials, 
planning a PR campaigns, strategies, events and so on. PR 'and publicity aim to present a 
favourable image of the airline - ushally via newspapers, television and radio. They differ from 
the other forms of promotion in two respects: 

i) The airline does not pay for publicity. 

ii) The airline does not have total control over these forms of promotion in the same way as it 
does over the others. Certainly, it can attempt to ensure that it has good public relations and 
that it receives good publicity. However, if for some reason, the airline receives bad publicity, , 
its role in this area moves to that of damage limitation. Many airlines have a section in the 
PR Department to handle questions raised by the news media. 
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1) What are the different channels used by the airlines to reach the customers? 

2) Explain the importance of advertisement as an important promotional tool in the airlines. 

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

29.9 LET US SUM UP 

We have discussed in this Unit various facets of airlines marketing. Marketing itself is a 
challenging assignment and it is more so in the case of airlines. Keeping in mind the nature of 
airlines product you have to plan your marketing strategy. In dealing with airlines marketing we 
have explained the importance of scheduling, pricing, distribution channels and the appropriate 
promotional strategy to be an effective marketing professional. At the same time, it is necessary 
that you have a proper understanding of the market by taking into account the services offered 
by your competitors and accordingly 

- 

29.10 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress-1 n 
1) See Sec.29.3. 

2) See Sec. 29.4. 

Check Your Progress-2 n 
1) See Sec. 29.5. 

2) See Sec. 29.6. 

Check Your Progress-3 r 
1) Read ~kc.29.7 and suggest the different channels used by the airlines to reach the customers. 

2) See Sub-sec. 29.8.1. 
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Structure 

30.0 Objectives 
30.1 Introduction 
30.2 The Tourist Transport Market 

30.2.1 Road Transport Types 
30.2.2 Customer Categories 

30.3 Target Markets 
30.4 Product Design and Development 
30.5 Quality and Operation Controls 
30.6 Linkages, Promotion and Sales 
30.7 Let Us Sum Up 
30.8 Answers to Check Your Progress Exercises 

30.0 OBJECTIVES 

After reading this Unit, you will be able to: 

understand the tourist transport product characteristics, 

segment the tourist transport market, 

understand the tourist transport product types, 

learn the issues related to product design, 
-\ 

appreciate the importance of quality controls, and 

know about promotion and selling of tourist transport services along with the types of 
distribution channels. 

30.1 INTRODUCTION 

Accessibility through various modes of transport is one of the major considerations of the4ourist 
resources of a destination, country and a region. A fast, comfortable, secure and convenient mode 
of transport would immensely assist in development of tourism and drawing tourists to a 
destination. The transport industry has to face the challenge by offering suitable means of 
transport as per the requirements of the tourists. Tourist transport is a part of the tourism p~oduct, 
although, it is a separate industry with its own market, problems and operations. 

Since Airlines Marketing has been dealt in Unit 29, in this Unit, we shall emphasise on the road 
transport. After discussing the transport types, this Unit gives you an understanding of the tourist 
transport market, target markets and product design. It also discusses the importance of quality 
and operational controls in relation to product design besides discussing the linkages needed for 
promotion and sales. 

, 

30.2 THE TOURIST TRANSPOR'I: MARKET ) 

The modes of tourist transport are airlines, railways, water transport i.e. luxury liners, steamers, 
r etc. and toad transport, which includes buses, coaches and cars, etc. As far as the railways are 

concerned, lately the transport product in many cases has been designed and developed keeping 
in view the tourists besides catering to the normal railway passengers. Palace on Wheels and 

I the Royal Orient can be cited here as examples ofthe tourist trains being runjointly by the Indian 
Railways and tourism departments. The introduction of Rajdhani and Shatabdi trains has also 

f 

i facilitated fast movement of tourists and the Indian Railways also offer Indrail Passes to foreign 
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tourists. The railways also offer separate tourist car carriages for group movements and even 
round trip tickets to domestic tourists. 

In the area ofwater transport, coastal shipping on routes like Mumbai-Goa, Cochin-Lakshadweep, 
Calcutta- Port Blair and Chinnai-Port Blair are continuing in India. However, luxury liners have 
not gained much importance in the case of Indian tourism transport products. 

In this Section, we provide you with information related to the tourist transport market with 
emphasis on road transport. 

30.2.1 Road Transport Types 

From the point of view of tourists' market, the road transport preferred by tourists consist of :  

buses, 

air-conditioned coaches, 

deluxe coaches, 

taxies (AC and non-AC), and 

car rentals. 

Buses and tourist coaches are popular modes for inter- city travel, sightseeing within the 
destination and in many cases for package tours. The recent addition in India has been the 
self-driven rent-a-car provided by auto- rental companies. This facilitates the tourists to rent a car 
at the airport and drive around. 

There is a vast market in all these categories of road tourist transport in relation to various types 
of tourism. For example, many bus operators provide their services for pilgrimage tourists 
whereas the number of air-conditioned coaches for inter-city transport is also on the increase. The 
services of tourist transporters are also required by tour operators in packaging their tours for the 
purposes of inner city tours as well as shad inter-city tours. 

30.2.2 Customer Categoties 

The customers of tourist transport can be categorised on a variety of basis according to tourism 
motivations and segments. The tourists as customers can be segmented in a variety of ways and 
the size of the market can be determined on the basis of discretionary income, travel patterns, 
purpose of visit and frequency of travel (see Unit-2). There are low-budget tourists and there are 
upbudget tourists with different requirements in terms of comfortability of travel. A tourist 
transport operator has to take into account these various segments of the market for the business 
operations purpose and accordingly decide the target market. 

30.3 TARGET MARKETS 

Tourist transporter has to cater to three distinct markets i.e.: 

the domestic, 

the international, and 

the day visitor. 

Each of this market has to be further analysed and segmented into meaningful target groups taking 
into account the socio-demographic profile, socio-economic profile, travel motivations, etc. The 
product range offered by a tourist transporter is dikerse ad would need product presentation to 
appeal to different segments. Each segment is capable of being measured in terms of potential 
investment and profitability. This also helps the tourist transporter in terms of investment or 
allocation of resources. At the same time a tourist transport operator has to take into account the 
routes on which he would like to operate and the category of tourists he would like to cater to i.e. 
up-budget or low-budget, etc. It must be remembered that while segmenting the tourist market 
and picking the target group out of it, the tourist transport operator has to deal with a variety of 
clients. There are tour operators who hire the tourist transport according to the wants and needs 



oftheir own customers and the same is applicable in the case of hotels, travel agencies, convention 
industry, institutions, associations or other corporate clients. 

A certain amount of market research is essential for selecting the target market and the transport 
operators while knowing the regular clientele need to judge the traffic they are turning away or 
are losing. This helps in filling the empty seats and increasing profitability. 

In the tourist transport business, seasonality plays a vital role in deciding the target markets. In 
Unit-19 ofofthis course you were made aware ofthe vaious aspects related to seasonal marketing 
and practically all these aspects are relevant in tourist transport marketing. For example, in India 
the tourist season for international tourists ranges between September and March. Even within 
this there are monthly variations but generally this is the time when the tourist transport demand 
is on the increase. The problem faced by tourist transport operators is for the off season period 
in order to have optimum utilisation of their products. Hence, the market to be targeted during 
this period consists of domestic tourists for we know that in May and June, because of vacations 
in educational institutions, domestic travel goes up. Similarly, pilgrimage travel is also high 
during this period. Here the tourist transporters, keeping in view the product that has been 
designed for international travellers, have to match it with the requi~ments of those tourists who 
can afford luxurious travel. Once again a close linkage has to be established with the domestic 
tour operators in order to cater to this market. 

In Unit-16 the role of forecasting for tourism and its products was discussed in detail. Since 
tourism is essentially packaging of the services and attractions of the various players in the 
business a tourist transport operator has to take into account the forecasts and projections of the 
other partners in this business. These forecasts are not only useful for the purposes of making 
plans or taking decisions regarding the operational aspects but they also help in allocating the 
resources, product design and in decision making related to the routes to be operated. 

Check Your Progress-1 I 
1) Defme the various customer categories of tourist transport. 

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

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

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

2) What is the significance of target markets for a tourist transport operator. 

Tourist Tlrnsport 
Marketing 
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A tourist transport operatbr has to follow the basic principle of marketing of providing the right 
product at the right price in the right place at the right time. Hence, the product that has to 
be designed and developed must be market oriented. The analysis of product-market match is a 
continuing exercise and it must take into account the detailed study and classification of resouices 
for all services that support them. Victor T.C. Middletern has mentioned that the "marketing 
decisions of transport operators are influenced by their response to six specific external factors, 
over most of which they have only very limited control." The six factors listed by him are as 
follows: 

1) vehicle technology (major innovations) ' ' 

2) information technology 

3) regulatory environment 

4) price of fuel 

5) economic growth or decline (national and international economy) 

6) exchange rate fluctuations 

All these factors influence the product design and development in relation to the services offered 
by the tourist transport operator. For example, the capabilities of vehicles like sitting cakcity, 
speed, size, fuel efficiency, etc. are not under the control of the tourist transport operator, but 
they do effect the customer choice and profitability. The tourist transport operator has to improve 
upon the original core product through value addition. For example, the type of tapestry or 
cushions to be provided on the seats of a coach, the audio system to be installed for the use by an 
escort or a city tour guide, etc. Similarly, the use of information technology adds to the value 
(example, cellular phone in a coach;). Every country has its own regulatory controls for both 
domestic as well as international movement of vehicles. For example, in India permits have to 
be obtained for tourist vehicles and the rates and tariffs vary from route to route and state to state. 
These have a bearing on the pricing, policies and the profitability of a tourist transport company. 
The price of fuel is directly related to the economy of a country and is determined with the stages 
of economic growth or decline. This has a direct bearing on the tourist transport operator. 

Various aspects related to product designing were dealt in Unit-13 and they are relevant for ! 
designing the tourist transport products. Once a tourist transport company has done its market I 

research and settled on the target market, the product has to be accordingly designed and created. 
Both tangible and intangible aspects are crucial in product design and the effort should be to 
increase the tangible aspects for providing better services. These may include, for example, a 
better get up of the coach, quality cushions and tapestry for the seats, proper lighting, etc. The 
intangible aspects depend on the quality of customer care shown by the service providing staff. 
For example, driving capabilities of the driver affect customer satisfaction to a large extent. The 
coach may be brand new with all the comforts but ifthe driver applies brakes too often or suddenly 
or is a rash driver the customers will feel not only uncomfortable but nervous in the hands of such 
a driver. 

\ 

Thus the company, inspite of having invested so muih for a good coach, wduld earn a bad image 
because of poor service by the driver. As mentioned in Unit-13 of this course a tourist transport 
operator has to take note ofall the five product levels, i.e. core benefit, generic product, expected 
product, augmented product and potential product. Basic design, presentation, quality, 
eco-friendliness and smooth operations are the other ingredients associated with the product. 

A tourist transport operator has to adopt both market orientation as well as societal orientation 
while designing the products. For example, many tourists might object to or refuse to travel in a 
vehicle which creates air pollution. At the same time besides taking into account the customer 

. needs (a customer for a tourist transport operator can be a tour operator, a hotel, a travel agency 
or directly the tourists), the transport operator has to go for competitive analysis also for designing 
or improving upon his own product. Take for example, the case of a tourist taxi service. A 
company entering this market will have to analyse: 

How many other companies are providing this service? 

What type of cars are they using? 

". What is the condition of their cars? 



What kind of skills their drivers have? 

How much commissions they are offering to them through whom they deliver their product, 
etc. 

L 

i It is on this basis that the company will offer augment or improve its own product for establishing 
a better image in the market. In this case both differentiation and positioning matter a lot. 

! 

Another important step towards product development is to exploit new markets and create new 
streams of traffic for future growth as a basic market endeavour. In addition to the existing 
infrastructure and services there will always be scope for new investments. 

! Product design and development further get linked to pricing and in the transport sector a variety 
of factors affect the pricing strategies for example: 

i 

). transport regulations may restrict the price levels, and 
1 

off season or a group travel may require special discounts, etc. 

C' 
30.5 QUALITY AND OPERATION CONTROLS 

A reputed tourist transport company must pay a lot of attention to the quality of service which is 
very closely linked to operational controls. 

Two aspects need constant attention in this regard: 

1 1) Firstly, the service rendered by the driver which depends on the driver's individual skills of 
driving, route knowledge, mannerism, alertness to manage emergencies, communication 
skills, presentation and personality. This requires constant training and upgradation. 

2) Secondly, the briefmgs and directions, etc. given to the drivers by the supervisory staff of 
the company besides providing necessary documentations, etc. for operating on the various 
routes. 

How the drivers handle the vehicles, vehicle maintenance and fitness are some other aspects for 
which operational controls are-necessary. A highly professional approach is required in this 
regard and even the most leading companies feel handicapped in applying these operational 
controls. 

30.6 LINKAGES, PROMOTION AND SALES 

Tourist Transport 
Marketing 

Tourist transport being a major component of tourism industry, has to depend on the other 
components like tour operators, travel agents and hotels, etc. for effective coverage of the markets 
and distribution of products and services. This calls for establishing close links among the various 
constituents of the tourism industry themselves in order to promote their business. Thus, 
promotion and sales are dependent on individual contacts and business relationships with the 
major clients. You are aware that the tour operators draw upon the products and services of tourist 
transport operators for packaging their own products and so do the travel agencies. Hence, the 
promotional efforts ofthe tourist transporters are geared more towards them rather than promoting 
their products directly to the tourists. Direct promotion to the tourists is done in the case of 
individuals or smaller group requirements like the car rentals or tourist taxi services. For this the 
tools adopted include putting up of hoardings at the entry points like airports, railway stations, 
bus terminals or outside hotels: Advertising in travel magazines, yellow pages, tourist guide 
books and tourist directories is another tool used in this regard. 

Tourist transport operators have their own associations for safeguarding or promoting their 
interests. At the same time they also seek memberships of other bodies like the travel agents' 
associations and tour operators' associations to increase their business relationships. In order to 
promote their products and services they also participate in travel marts as they provide an 
oppoitunjty for establishing business relations. 
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1) What aspects would you consider while developing a tourist transport product. 

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

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

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

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

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

2) What type of linkages are required for the promotion of tourist transport business. 

30.7 LET US SUM UP 

Tourist transport business, though an independent activity on its own, has to be seen in the over 
all context of the tourism product. A sound knowledge of the marketing concepts and practices 
is essential for successfi~lly running this business. The job is not just to provide transportation - 
facilities but also to ensure quality of the service. Understanding the market, selecting target 
markets, establishing linkages with the procurers of tourist transport (like tour operators, travel 
agencies, etc.) and understanding their requirements for designing appropriate products and 
services are vital for building your own companies image and securing more business. Constant 
upgradation of services with the aim of remaining ahead of your competitors should be the motto 
in this trade. You must remember that the large chunk oftourist budget is spent on travel and the 
image of the destination, tour operator, travel agency, etc. is very closely linked with the type of 
services provided by the tourist transport operator. 

30.8 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress-1 D 
1) Read Sub-sec. 30.2.2 for your answer. 

2) Base your answer on Sec. 30.3 md also read Unit-2 of this course to once again understand 
market segmentation. 

Check Your Progress-2 n 
1) Base your answer on Sec. 30.4 

2) Read Sec. 30.6 for your answer. 
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In working out how many copies you need you should bear this economy of scale in mind, but 

Smlea MYkcting do not be persuaded to print far more than you will ever need just to reduce the unit cost ! 

The part of a brochure which commonly goes out of date, and thus causes the whole brochure to 
expire, is &e price chart. Where budget is a concern, and to save reprinting on a seasonal or annual 
basis, it may be advisable to print a long print run (large number of copiks) of the full colour 
process slip which can be cheaply updated as necessary. In this case the glossy brochures must 
be stored carefilly so that they do not deteriorate. 

Getting quotations 

When you are ready with the mock up and design ofyour brochures you can ask printers to provide 
quotations. They should not a charge for this and you should approach three or more printers. 

You will specify the design, layout, paper quality, and print run and of course the printer will 
want to know whether he is to supply separations or whether these are to be supllied by you. The 
delivery address will also be a consideration. 

Do remember that printers have busy and less busy seasons.and if you can use the latter you should 
be able to negotiate a better rate. Do not be afraid to use overseas based printers. There are many 
around the world who specialise in travel trade work and who can even be less expensive than 
your local man (look for them at trade fairs). Indeed, if the brochure is being printed specially for 
a foreign trade fair (i.e. World Travel Market, London, or ITB Berlin, it could save you a lot of 
time, trouble, and money to have the materials printed in the country concerned and delivered 
locally to the fair). 

Check Your Progress3 n . . 

1) What is the significance of Brochures in Tour Operations and Tour Operators' ~ a ~ k e t i f i ~ ?  

2) How do you select Photos for Brochures? 

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

32.8 LET US SUM UP 

In this Unit you were familiari'sed with certain issues related with tour.operator's marketing. Tour 
'operations is a challenging business wit!! ample scope for innovation and creativity. Selling 
dreams, attempting to convert these dreams into reality and sending back satisfied tourists is wh? 
a tour operator has to work for. Selecting your target groups, packaging the right kind of servic+ 
and products, having the right distribution channels, competitive prices, target oriented promotidn 
mix and finally adequate customer care and smooth operation of the tour are the essentfa) 



UNIT 31 TRAVEL AGENCY MARKETING 

Structure 

3 1.0 Objectives 
3 1.1 Introduction 
3 1.2 Travel Agency Product 

3 1.2.1 Understanding the Market 
3 1.2.2 Product Design 

31.2.3 Product Mix 
3 1.3 Commissions and Discounts 
3 1.4 Promotion and Sales 
3 1.5 Role of Technology 
3 1.6 Let Us Sum Up 
3 1.7 Answers to Check Your Progress Exercises . 

After reading this Unit, you will be able to: 

a. know about the ways to design the travel agency product, 

understand the product mix of a travel agency, 

know the markets of a travel agency, 

leam about the linkages required for establishing business relations in travel agency business, 

appreciate the impact of technology on the marketing operations, and 

learn about the sales and promotion methods adopted by the travel agency. 

31.1 INTRODUCTION 

In Unit-23 of TS-3 you have been familiarised with the management of a travel agency. Most 
of the management aspects are governed by marketing considerations. There is a certain amount 
of overlapping between the management and marketing functions. For example, product 
knowledge, infonnation, customer care, etc. are as much a part of marketing as of managing a 
travel agency. Since issues like acquiring product knowledge and managing infonnation were 
dealt in detail in TS-3 (Unit 23), we are not going to repeat them in this Unit. This Unit tikes into 
account themes like product design, product mix, target markets, linkages with principal 
suppliers, location, sales, promotion, commissions and discounts, etc. 

31.2 TRAWL AGENCY PRODUCT 

You are aware that a travel agency is an intermediary organisation between the producers and 
consumers of tourism services. All principal suppliers like airlines, tourist transport operators 
hotels, tour operators, etc. use the services of travel agency for the distribution and delivery of 
their products and services. The tourists or other travellers use the services of the travel agency 
for buying the services of the principal suppliers. However, this does not mean that the travel 
agency's marketing will be totally dependent on or governed by the principal 
suppliers/consumers. c 

The travel agencies: 

a go for their own market research to decide the target market, 

design their. own products and services by value additio,n to the productdservices of the 
principal suppliers, 
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Services Marketing decide on their product mix, 

determine discounts or service charges, 

have their own sales and promotional strategies, etc. 

31.2.1 Understanding the Market 

Unit 2 of this course familiarised you with the concept of market segmentation; its variables and 
' approaches to segmentation. Once in travel agency business you have to decide which market 

segment to target. For this you should divide the prospective market into identifiable groups. In 
general all travellers are the market for a travel agency. But for targetting purposes the travellers 
can be segmented further into various categories. Fof example: 

those who travel by air, 

within air travel those who travelexecutive or club class or those who travel economy class. 

customers who require AC coaches, 

customers who require AC taxis, and 

customers who would travel by trains (further which class) etc. 

The mode of travel is also linked to the budget category (up, middle or low budget) and it can 
also be segmented on the basis of the purpose of travel like: 

tourists, (individual, family, group) 

business travellers, and 

government officials, etc. 
I 

The market can also be segmented on the basis of the timing of the travel decisions. For example, 
some plan and book their travel in advance (example tourists) whereas others need reservations 
instantly (example business travellers). 

Another form of segmentation can be on the basis of the services required by the customers, 
like: 

travel counsultancy, 

only ticket booking, 

those who want the agency to handle their travel documents (visa, passport, permits, etc.), 

. airport pickups or transfers, 

hotel bookings, 

tour packages, etc. 

A travel agency has to decide that which market it will target ? Many travel agencies sell their 
services to any customer who walks in but confine their marketing efforts to particular segments. 

31.2.2 Product Design 

In India the travel agency business by and large is confined to sole proprietorship or partnership 
and the nature of the business in majority of cases is small scale leaving aside a few leading travel 
agencies like Balmer and Lawrie, etc. 

In Unit-13 of Block-4 you were familiarised with the various aspects related to product designing. 
All these aspects are relevant while designing products for atravel agency. Once the target market 
has been identified on the basis of market segmentation and customer needs, the next task is to 
generate ideas for developing the product. This also has to take into account the business analysisl 
looking into costs, estimating future sales and profit potential of the product that is to be designed 
and offered to the customers. 

A travel agency may go for product orientation approach laying stress on products arid services 
oftourism supply, instead of taking customers needs into account. This is what the travel agencies 



do in small towns. However, this approach is successful only in a monopoly situation, say, if 
there is only one travel agency catering to the customers. In such a situation the travel agency 
can dictate its own terns in relation to the supply ofthe product or service. But, this is not possible 
in case of competition and more so when special requirements are there. A travel agency has to 
adopt market orientation approach keeping in view the customer needs for accordingly 
designing its products. This leads to market research and surveys. A market survey has to be 
conducted not only to help in understanding the customer needs but also to seek information 
regarding the services offered by other travel agencies. Once these aspects are known a manager 
would decide whether to offer the services like others which are commonly available or develop 
services which are llnique and different from others. For example, in the case of walk-in 
customers the services offered may be different than those to be offered through home delivery 
services. If the normal product is only ticketing the agency can cater only to the customers who 
come to the agency or offer free home delivery oftickets or put nominal charges for home delivery. 
But decision making in such cases will depend on the nature of competition and the services being 
offered by the competitors. For this, the following questions have to be taken into account: 

How many other travel agewies are there? 

What kind of services do they offer? 

Whether we will be in direct competition with them? 

How have the other travel agencies built their image? 

Can we build a similar image? 

How are we going to build a similar or a better image? 

Can we offer better se~ices?  

What is the market share of other travel &encies? 

How can we take the market away from them? etc. 

By analysing such questions one can go for product differentiation in designing ones own services. 
For example, if the agency has to provide services for handling travel documents then what type 
ofmanpower will be required to provide these services and where all liaison work would have to 
be done? In order to distinguish your own travel agency services, you will also have to design 
certain meaningful differences from your competitors and it is on this basis only that you will 
off& a Product Mix. 

Travel Agency 
Marketing 

3 Product Mix 
4 

L e n d  

Tickets Travel document? Airport Pickup/transfers 

O t h e ~  items which travel 
agencies can include in 
their product mix are: 

package tours, 

Airport to Airport 

Airport to Hotel 

Airport to City Centre 

--- 

Airline 

Airline B 

Rail 

AC Sleeper 

11, AC 

Superfast 

Fast 

Road 

travel insurance, 

visa 

Helah J(Yoaindn.1 
penmid-I 

hotel reservations, 

car rental services, 
etc. 

- .  Fig. 2: Sample of the Product Mix of a Travel Agency 
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A hmnvel agency can add 
value to L produets by 
providing home delivery, 
gifts like bags, etc. You can 
be innovative in devising 
methods to add v h  to 
your product. 

Product Mix in the case of a travel agency will include all the services and items that the agency 
would make available to its customers. In other words you can say that the product mix is a step 
ahead in the process of product design, where a variety of products or services designed 
individually are grouped together as one package on offer to the customers. 

In terms of its length the Product Mix consists ofthree Product lines i.e., tickets, travel documents, 
and airport pick upltransfers. Each of these product lines have their own width like airline tickets 
can be of executive class or economy class and can be from a choice of airlines A, B or C. Keeping 
in view its customer needs, volume ofbusiness and resources a travel agency can expend or 
cut down the product lines. For example, airport to hotel travel may be cut down to coach only 
or providing visa facilities can be restricted for a few countries only. Similarly, tickets for more, 
number of airlines can be added to expand the product. A number of other products like hotel 
accommodation or package tours can also be added in the product mix. A travel agency has to 
be very cautious in deciding to offer the product and services of the principle suppliers to its 
clients. It is always better not to include in ones own product mix the services of such 
principal suppliers who have a negative image or who provide bad services. This is because, 
for example, if a customer is provided a bad service by an airline he may utlimately hold the travel 
agency responsible for putting him on that airline and this would affect the image of the travel 
agency. 

There are certain other factors associated with a product which have to be taken account of while 
designing the product or offering the product mix. For example, the travel agency has to take 
into account the presentation aspect, quality, image, brand and warranty, etc. It should also be 
remembered here that the travel agency products are not static. Changes in fares, government 
regulations, taxes and tariffs, political climate, etc. have a bearing on a travel agency products. 
Similar is the situation in case the principal suppliers make changes in their products or services. 
A travel agency must also take account of the product life cycle concept and accordingly from 
time to time take decisions regarding strengthening, rejuvenating or dropping the products besides 
taking decisions about the type of new products to be launched or introduced. 

The travel agency management has to give considerable importance to human resource 
development as customer care is essential in a services product. Due emphasis should be given 
not only on updating the knowledge and skills of the employees but also on their personality 
development, mannerism and communication skills. 

Check Your Progress-1 n 
1) How would you understand the market for a travel agency? 

2) How would you design a travel agency product? 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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Tmvel agencies receive commission on the sales of the products and services of the principal 
suppliers. The net profit of a travel agency comes after deducting the fixed and operating costs 
like rents, salaries, etc. from the earnings through commissions. Normally, the commissions 
given by the principal suppliers are fixed, but in some cases the principal suppliers may offer the 
travel agency an override. This implies that the higher the sales a travel agency makes of the 
products of that principal supplier the higher commission rate is offered by him. Depending upon 
the market situation a travel agency may pass on some of this commission by offering discounts 
to its customers. Though, ethically this is not a right practise but many travel agencies indulge 
in this and that is the reason that the customers who are not aware of the business details often 
complain that the same airline ticket is being offered to them at a less price by another travel 
agency. Some airlines also indulge in back door discounting which means giving higher 
commissions than the normal commissions. Michael M. Coltman has mentioned that in Britain 

I there are agencies which offer "discollnt slr fares to passengers who are to travel on short notice." 

t 
They sell these seats at less than the stated price of the airline because, the airline will at least 

1 
receive some money for such seats that would otherwise go empty. Such agencies are known as 

f* 
bucket shops. Many clients (individual as well as companies) negotiate for commissions and 
discounts with travel agencies and the later willingly do this in order to get more business. 

31.4 PROMOTION AND SALES ) 

In order to market their products and services travel agencies depend a lot on promotion and 
advertiskg. Advertising in news papers and magazines is the most common practise. However, 
leading travel agencies are making good use of electronic media also in this regard. 
Advertisements on television and loading information on internet are a part of it. 

The job of designing brocheures,advertisements hoardings,displays etcshould be handed over to 
professional advertising agencies alongwith the necessary information specifying the objectives 
which the travel agency intends to achieve by spending in this area. 

It is also necessary to monitor the effects of such promotion. 

Besides promotion in the media personal promotion and sales are vital in travel agency marketing. 
Here the location of the travel agency as regards its closeness to the market is also important. 
Large organisations have to be approached for getting bussiness and in this personal meetings 
with the concerned executives and officers of these organizations can pay rich dividents. The art 
of public relations is useful in this regard for pursuing the sales sequence.In the words of J. 
Christopher Holloway: 

"Travel agencies are no longer order takers;to compete,they must go out and get 
bussiness.Good social skills build the atmosphere which encourages buying,but closing 
a sale means knowing how to sell." 

A sales sequence consists of foSlr stages in a selling process and if pursued in the right direction 
it will lead to effective selling.These stages include: 

1. Developing rapport with customers, 

2. Probing customers needs, 

3. Presenting the productsand services of the agency to the customers, and 

4. Making the customers committed to buy. 

These stages logically lead to the closing of a sale i.e. making the customer buy. 

Participation in travel marts, exhibitions and famtours is another method of building your image 
and targetting for more bussiness. 

Establishing proper linkages with principal suppliers, keeping update on schedules, fares and 
tariffs, etc. are other aspects which are essential elements in travel agency marketing. 

-- 
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Travel agency bussiness and operations are becomming heavily dependent on the use of 
tecnblogy(See Unit-7) paricularly in the field of reservations.Instant service generates better 
customer satisfaction and it should be remembered that a satisfied customer is your best sales 
persotl for he provides you publicity free of cost. 

In Unit-7 of Block-2 you are made aware of the role of technology in tourism marketing. All the 
aspects mentioned in that Unit are relevant in relation to the travel agency marketing. 
Computerisation and networking go a long way in this regard. Practically all the principal 
suppliers, whose services and products are offered in the product mix of a travel agency, rely 
heavily on technology and communications and have their own reservation networks. Today, 
any travel agency which wants to provide a better service to the customers has to become apartner 
in this networking. This makes communication fasterwith the principal suppliers like the Airlines 
and the hotels, etc. Even for smaller jobs like airport transfers or pick-ups the use of cellular 
phones helps in providing better services to the customers. Yet, the travel agency management 
must be prepared for any emergencies in case of technology failures like the computers going 
down or disturbances in the network. This means that the staff has to be trained in both types of 
operations technology based as well as manual. 

Check Your Progress-2 r 
1) Discuss the stages in the selling process. 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  , 

2) Discuss the role of commissions and discounts. 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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32.0 OBJECTIVES 

After reading this Unit you will be able to: 

- know about the nature of market analysis needed to be done in tour operations business, 

understand the process of designing tour packages, 

appreciate the importance of brochures in tour operator's marketing,ar;d 

know about the promotional and sales methods adopted by the tour operators. 

32.1 INTRODUCTION 

This is the last Unit of this course. In the earlier Units, you were farniliarised with the marketing 
copcepts and how the principal suppliers of tourism products apply these concepts for marketing 
their products and services. A tour operator assembles the'products and services of principal 
suppliers into an inclusive tour package. This is the reason fo; keeping this Unit as the last Unit 
in this course. 

The Unit starts with a brief recap of the tour operator's job and the type of tour operators about 
which you have already read in detail (see Unit 14 of TS-1 and Unit 22 of TS-3). It takes into 
account the various aspects of market analysis done by tour operators needed for designing their 
products along with issues in decision making, role of brochures, promotional and distribution 
strategies, etc. The Section on brochures has been reproduced from the South Asia Tourism 
Secretariat's booklet on tour operations. 

32.2 TOUR OPERATORS : A RECAP 

Unit 14 of TS-1 had introduced you to different types oftour operators. Here, once again, we list 
the di2erent types of tour operators based on the functions performed by them: 

1) An In-bound tour operator handles tours coming into the country from overseas. 

2) An Out-bound tour c?eraior is cne who operates tours to other countries. 



3) A domestic tour operator is one who handles the tours of people of a country who travel 
within the country. 

A tour operator may be specialising in any one, two or all the three areas as mentioned above. 
However, because of the distinct nature of operations, generally a tour operator selects one's own 
specialised area. At the same time, many tour operators carry their operations keeping in view 
the seasonality of tourism operations. For example, foreign tourists visit India mainly between 
the months of September-March, whereas the domestic tourists use the summer months more for 
travel purposes. In such situations, a tour operator may hnction as an in-bound tour operator for 
the foreign tourists but during the lean months switch over to conducting out-bound tours andlor 
domestic tours. 

You often come across the terms wholesaler and retailer in relation to tour operations. Well a 
wholesaler is one who plans the tour, prepares a package and markets it. Whereas a retailer is one 
who sells the tour to the customers. It should also be remembered here that the in-bound tour 
operators pass on the services of the group to someone in the area of the visit and this somebody 
is known as an excursion agent who takes care of the group in the area. 

A tour operator develops a package, sells it and at the same time also ensures the smooth operation 
of the entire tour. In Unit 22 of TS-3, you have been already made aware about the product 
knowledge necessary for packaging tours and how tours are packaged. That Unit had also given 
you an account of costing tour packages, managing a tour operator's office and more specific 
knowleldge about customer care. Hence, we will not take into account these aspects in this Unit. 
Rather we will raise certain issues based on the earlier Units in this course (TS-6) and how their 
application helps in tour operator's marketing. 

32.3 MARKET ANALYSIS 

Tour operations is a highly competitive and risky business and no tour operator can ignore the 
basic concept of market analysis for establishing and expanding his or her business. As already 
discussed in Block-2 of this course, marketing research, competitive analysis and strategies and 
forecasting for tourism and its products are necessary components of market analysis and a tour 
operator has to develop a systematic approach to achieve results for the company. 

Generally, because of the small structure of the organisation, most of the tour operators do not 
go for a systematic market research. They tend to follow the trends in the market as accepted by 
the larger companies dealing in tour operations. There is nothing wrong in this but such an 
approach deprives you from being creative and taking into account the markets in your own 
specialised area and region of operations. Though certain features of the market may be common 
to all situations, different types of tour operators have to deal with different types of customers 
catering to different needs, attitudes and budgets. Hence, every tour operator should go for one's 
own marketing research activity. For example, an outbound tour operator has to be aware of the 
profiles ofthe tourists going out ofhis region and accordingly decide on the tours to be pzickagt.!. 
For example, he might have packaged a tour to Nepal but the number of out bound tourists in his 
region is limited (though the figure may not be static) and to attract them for repeat business with 
his company, he can not be offering the same package to them for every holiday. The tourists 
may go to Nepal once and for the second holiday they may be looking for some other destination. 
He will have to create different packages for them or else his market share will go 011 shrinking 
and he could be out of business also. 

While going for market analysis a tour operator has to take into account the competition he has 
in the market and accordingly in order to have a larger market shdre, he has to develop his 
competitive strategies. There are different ways to deal with competition and you must read the 
various aspects dealt with in Unit-5 ofthis course for,developing your own competitive strategies. 

- \  32.3.1 Tourist ~ r o f l e s  and Segmentation , 
In TS-2 Block-1, you were made aware about the necessity of profiling the tourists and Unit-2 
of this course has given you an idea of the necessity of market segmentation in tourism business. 
As a tour operator you have to apply these concepts in relation to your own business as they are 
crucial to the type of packages you would be packaging and offering for sale. 
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Transport and Travel People of all types indulge in tourism activities but at the same time their needs, wants, tastes etc. Services hlrrkctiog vary from person to person. Hence, in order to provide better service to the customer, it is essential 
that a tour operator should have a complete profile of the tourists he intends to or is supposed to 
cater to. The profiling of tourists is closely linked with the concept of Market Segmentation (see 
Unit 19). A tour operator will have to decide whether he will go for mass marketing or product 
differenciated marketing. Specialised tour operators go for target marketing where they 
concentrate on definite target groups and develop the package according to the needs of that 
market segment. They do take into account all the major variables for segmenting the market like 
geographic, demographic, psychographic, behavioural and price besides taking into account 
travel motives, distances to be travelled, time of travel etc. The profiles of the tourists like age, 
sex, income group, profession, motive of travel, etc. are very useful in this regard and after 
analysing all these factors, a tour operator selects the target markets. 

32.3.2 Target Markets 

A variety of factors have to be taken into account for selecting the target markets a tour operator 
would like to cater to. For example, market segmentation by tourists' income groups helps the 
tour operator to narrow down on the income group he would like to cater. Some tour operators 
target the up-budget higher income group whereas some go for middle income group and some 
for lower income group. This again is closely linked with market segmentation by tourists' 
motives i.e. adventure, cultural, wildlife, etc. This is because within one segment of an income 
group, there could be different segments by motives. Some among the higher group may go for 
cultural tourism, others may go for wildlife and so on. A reverse situation could be that going by 
motives segmentation, some having motives of adventure may belong to lower income group or 
higher income group or middle income group. Hence, the different types of packages will be 
needed to cater to the different groups. Most of the tour operators today, though not averse to 
mass packaging, are going for specialised target marketing and accordingly select their own areas 
for specialisation. There are large tour operators who offer variety of packages which cater to 
different target groups, for example, separate tour packages for the youth, packages for the elderly, 
etc. Similarly, they offer adventtire tours, cultural tours, health tours, shopping tours and so on. 

The various approaches to market segmentation discussed in Unit-2 are applicable in the case of 
tour operators. Asking questions like what do the tourists expect? what facilities they demand? 
what risks do they perceive? how would tourists buy their package? how much they are willing 
to spend? how much time do they have for the tour? where would they seek information about 
the tour? when would they take a vacation? etc. help a tour operator attaining knowledge about 
the target market. 

A sound knowledge of tourist markets (international, domestic or regional) is hence, essential in 
this business. 

32.4 ISSUES IN DECISION MAKING 

Tour operations is a risky business and many a times external forces have an important impact 
on the operations. Fluctuations in currencies, airline strikes, law and order situation, political 
relationships are some such factors which increase the risk factor in this business. Hence, decision 
making for tour operations is not an easy task. 

32.4.1 Business Environment 

Every tour operator whether dealing in inbound, outbound or domestic operations must taken into 
account the prevailing business environment that has an impact on tour packaging, and tour 
operations. For example, the economic environment like wage levels and real income, inflation 
and prices and fluctuations in economies have a direct bearing on the tourism business. Similarly, 
the political situation directly affects tourism. One has to take into account not only the political 
condition in the destination country but also the relationship between the Government and people. 
Many a times, tourism is projected as a devise to improve relationships between different 
countries. Changes in political situation also effect tourism business. For example, China had 
remained a closed country for tourism for a number of years and when it was opened a large 
market share from the tourist generating countries was diverted to China. This definitely was at 
the cost of other destination countries. This is because in a previous situation the tourists would 

36 \ have visited the other destinations meaning thereqy that certain political decisions added a new 
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destination to compete with other destinations. Moreover, the economic and political situations Marketlag 
combined together, become decisive factors in the taxation policies in relation to tourism (visa 
fees, airport taxes, service taxes etc.). These have a bearing on tour costs. 

Rapid advances in the area of information technology have had a direct bearing on reservations 
and bookings, product knowledge, destination awareness, advertising and selling. This too has a 
bearing on the business environment. Intense competition among the operators is another aspect 
which affects the business environment. The long lead time taken by tour operators in putting a 
package together, selling it and actual operations (say 12-18 months) open the tour operators to 
face all the risks and fluctuations of the business environment and costing becomes a major issue. 
According to Victor T C Middleton: 

"Two key strategic decisions have to be made from the assessment of external 
factors; what prices aie  likely to be, based on cost calculations of estimated contract 
prices; and what volume of products should be offered in twelve to eighteen months 
time. The two consideratioqc are obviously inter-related with other estimates of 
what prices the market wiii bear. Both price and volume decisions have to be based 
on judgement rather than statistical projections, and successful managers need 
strong entrepreneurial flair to get the answers about right. They also need a very 
strong nerve to hold onto their judgements,or change them as unpredictable events 
emerge." 

32.4.2 Forecasting and Seasonality 

Since the lead time in tour operators business is 12-18 months, forecasting for tourist arrivals 
becomes crucial. The word tourism organisation regularly publishes tourism forecasts in relation 
to international travel trends. However, in relation to domestic travel, little or no exercise has 
been done in India in this regard. 

The very nature of the tourism product that it is intengible demands accurate forecasting in order 
to devise an accurate market plan. Forecasts regarding prospective buyers of the tour packages 
are essential for this business. Iin fact, commitment of financial resources for tourism packages 
would largely depend on the amount of business one expects to do and this again will depend on 
how accurate one feels the forecasts are (see Unit 6). 

i Seasonality is a major determinant in tourism and a tour operator, in the absence of the knowledge 
i of its varied implications is bound to fail (see Unit 19). 

32.4.3 Infrastructure 

Decision making in tour packaging is also linked to the availability of infrastructural facilities for 
packaging the tours. Basic infrastructural facilities like transportation and accommodation are 
required for any type of tour packages. However, when one goes by target marketing approach, 
one has to take into account that the destinations that are being packaged have the requisite 
accommodation and transportation needed by the customers alongwith the quality of service 
required to cater to that target category. You may have creative ideas for packaging tours but in 
the absence of necessary infrastructure the ideas will never be converted into reality. 

Check Your Progress-1 n 
1) Why is Market Analysis necessqin  Tour Operations Business? 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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2) What is the importance of analysing Business Environment for packaging Tours. 

32.5 ISSUES IN PRODUCT DESIGN 

In Unit 13 of this course, various issues related to product designing had been discussed and they 
are equally relevant for product design in tour operations. Once the process of market research 
has been completed and a tour operator has narrowed down on the target market to be catered to, 
the product has to be designed accordingly keeping in view the business environment and 
competition. For example, a tour operator will have to find answers to the following questions: 

Should he develop a tour package which is already commonly available in the market? 

Should he develop a tour package which is unique and different fiom others? 

Should he develop a tour package which is commonly available but is better than others? 

It must be remembered here that a tour operator's package is not just a product item but a product 
line which consists a group of product items within it. The various product items include travel, 
accommodation, sightseeing, entertainment, shopping, etc. and by packaging all these product 
items together the tour operator is able to develop the product mix of the tour. 

Initially, most of the tour operators went by the product orientation approach laying stress on the 
products and services of tourism supply rather than taking into account the tourists' requirements. 
Gradually, the approach shifted towards market orientation by packaging tours as per the 
requirements of the target market segments. However, recently, the societal orientation approach 
has been added for developing tour packages in order to-check the negative impacts of tourism 
and developing responsible tourism which also takes care of the interests of the host population 
and is eco-friendly. 

Since a tour operator packages the services of other organisations over which he has no direct 
control he has to be extra-cautious and choosy in selecting these organisations. This is because 
the image and credibility of the tour operator depends on the quality of service of each and 
every component that has been packaged in the tour. This has a direct bearing on the tour 
operator's business. For example, if the guide's services are bad, the blame for this would come 
on the tour operator who could not provide a better guide. All good tour operators prefer to first 
experience the services themselves before packaging them in order to ensure a certain amount of 
quality. 

Monitoring, controls and crisis management to meet emergencies should be in-built in the plan 
for product design in order to provide better services to the customers. 

Constant updating of product knowledge and orientation of the personnel handling these 
operations is a must while developing the tour packages. For example, you have to be sure that 
what you are packaging is available, not only at the time of packaging but will also be there when 
the actual operation of the tour starts. That is why, cancellation of flights, delays in flights, over- 
booking in the accommodation sector, etc. create problems for the tour operators. 

While developing the tour package, the concept of product differentiation (see Unit 13) has to be 
kept in mind because it is this differentiation which will distinguish your package from other 
competitors. 

The tour operator should also keep a close watch on the product life cycle of the packages that 
are offered and the movement it is felt that a saturation point has been reached, m e d i a t e  efforts 
should be taken to rejuvinate the package, make alterations or drop the package. Many a times 
such decisions may have to be taken even without reaching the saturation point because of the 



prevailing competition and business environment. In tourism, attitudes and fashions change faster 
and one may have to diversify the products accordingly. 

The Indian tour operator's industry has been looking for new avenues and product diversification 
keeping in view the new trends that have set in. For example, today, there is more emphasis on 
health tours (a number of Ayuyedic Health Resorts have emerged), adventure tours take into 
account nature intrepretation, cultural tours have been added with musical and dance 
performances and so on. There is no end to creativity for product design in tour operations 
and a tour operator has to always think of something new, something fresh and something 
different to offer a unique experience to the tourists. In certain cases, the tour operators are 
designing highly specialised packages to cater to very-very specialised groupslindividuals. For 
example, packaging tours for anthropologists or archaeologists, etc. taking into account the places 
they would like to visit and the people they would like to interact with as per their requirements. 
But such packaging needs very specialised handling. 

Business travel and convention tourism we other areas that need special packaging (see TS-3, 
Block-8). 

A tour operator, in a world where there is growing concern for customer protection, must also be 
familiar with travel legislation. While designing a product, the consumer protection laws 
should be taken into account. In many countries, governments have introduced various measures 
to protect tourists. In all such cases, laws have been enacted not only for protecting consumers 
but also for providing compensation when problems arise. In most of the western countries, 
contracts are signed between the sellers and buyers of tourism packages. However, this practice 
is yet to gain momentum in India. It is advisable that the tour operators follow this practice which 
will also ensure greater customer care and avoid problems. Moreover, it is always good to sign 
contracts with your principal suppliers whose products you are packaging in order to ensure 
quality standards and protect yourself against any damages claimed by the customers on 
you for bad service. 

32.6 DISTRIBUTION AND PROMOTION 

,Generally, the m'ethods adopted by tour operators for selling their tour packages include both 
direct sell and indirect sell through intermediaries like the travel agents. In Unit 16 of this course, 
you have been already farniliarised with the various aspects related to distribution and the 
strategies adopted in relation to tourism operations. You should once again read Unit 16 and then 
try to apply it in the context of tour operator's business. 

A tour operator has to very carefully plan his or her distribution channels and nothing can be left 
to chance. This is because sales to the target market depend on the channel selected and the 
performance of that agency which has been selected as the channel. Mostly, tour operators 
distribute their products through travel agents who dominate the distribution system. It is they 
who decide what to display and sell to the customers. The relationship between the tour operator 
and the travel agent depends on pure business dealings in relation to commissions, payment terms 
and credit. This relationship has to be very carefully handled and the terms offered to the 
distributors have to be competitive and attractive. Both sides enter into mutual agreement where 
the travel agents agree to promote and sell the tour operator's packages whereas the tour operator 
oPfer commissions, provide broctyres and at times even assist in advertising or promotional 
activities. 

In some cases tour operators employ sales representatives to establish business links with travel 
agents or other intermeaiaries. Certain tour operators also adopt a direct sell approach as it 
increases their profits for no commissions are to be paid. However, proper cost calculations have 
to be done for adopting a direct sell approach as the costs for advertising and promotion may turn 
out to be higher in this regard. 

Whatever distribution strategy you may adopt as a tour operator, you have to go for a SWOT 
analysis /and at the same time constantly monitor the performance of your intermediaries and 
review the business that you are getting through them. You can not ignore if the business is going 
down and have to ensure what has gone wrong ? At the same time, if the business is going up, 
you have to take steps to maintain it. Many a times, incentives in the forms of higher commissions 
for higher sales are offered to the intermediaries. Organising familiarisation trips at your cost for 
your intermediaries to make them aware of your products and services is often used as another 
incentive. 

Tour Operators 
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Infact you have to scan the 
business environment in the 
region where your target 
markets are along with 
where to you are operating 
the tours and the 
destinations you are 
packaging. 

Keep a close eye on the law 
and order situptions, 
attitude of the host 
population, etc. You 
wouldnot like your group to 
be cheated, robbed or face a 
hostile situation. 



With the information technology revolution many tour operators have started usingthe electronic 
media for selling their tours. Use of E-Mail, T V Cable Networks, etc. are the modes being used 
in this regard. However, costs are high and this is one of the reasons the Indian tour operators 
find it difficult to compete in the international markets. 

Participation in travel marts, travel fairs, travel exhibitions is an important form of establishing 
business relationships and promoting the product. Generally, most of the large tour operators 
participate in such activities at the internation level. Recently, in India, tourism fairs are being 
organised at the national and regional levels which provide opportunities to the local tour 
operators in promotion of their products. 

We have not gone into the details of costing in this particular Unit as costing of tour packages 
has been dealt with in Unit 22 of TS-3 and in Unit 14 of this course, we have dealt with pricing 
strategies. However, many a times tour operators have to go for tactical marketing as their 
products are perishable and have to be sold in the available timeframe. If the sales are not taking 
place at the expected pace, they have to find measures to attract customers whereas if sales follow 
as per predictions, the rate of tactical promotional intervention will be very little. In case, sales 
are more than predictions, the efforts would be geared to enhance the supply of the product and 
cut down on promotional expenditure. The various options excercised by tour operators in tactical 
marketing include: 

cutting on the prices, 

value addition to the offered packages, 

more commission to intermediaries in the form of special discounts (cut off dates can be 
mentioned in this regard), 

spending more on advertisements, etc. 

The application of these will depend on the type of problems a tour operator is facing. 

Check Your Progress-2 n 
1) What aspects you should consider in designing a Tour Operators' Product? 

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

2) What aspects would you consider while selecting your Distribution Channel? 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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I 32.7 THE ROLE OF BROCHURES u m ~ w  
t 

High quality printed materials are essential to the success of tour opearting businesses. Most 
customer buying decisions are made on the basis of brochures, which are the closest the consumer 
can get to investigating or handling the travel product before purchasing it. Competition between 
inbound tour operators is not local, or even national, but is on a destination-competitive worldwide 
basis and publicity material must therefore be of such high quality that it can compete in an 
international market with high expectations. The travelling public has become used to a very high 
quality of graphic material through the mass media, particularly TV. Poorly produced material 
now stands out, as never before, as a result of these high expectations, and causes the (possibly 
wrong) assumption that if the literature is poor then the travel productitself is also of poor q u a l i ~ .  
In order to compete all publicity material must therefore be of the highest quality. 

The printers bill is one ofthe highest business costs that a tour operator must face each year. It 
would be only too easy to spend more on producing brochures than could ever be earned in tour 
sales ! It is accordingly essential that costs are tightly controlled and that savings are made 
whereever possibJe, yet this must be done carefully, and in such a way that the competitive 
effectiveness of the published materials is not reduced. 

You need to understand how brochures are designed and made in order that you can help or can 
produce better materials for the same price as less good ones or, alternatively, you will be able to 
see how the cost of the materials you already produce could be reduced. 

This section has been written as if you were personally going to produce,the whole brochure 
yourself, as the staff of many small companies indeed do, and you do need to know how this is 
done. However, not even every experienced person has the time, or the talent, to do this and many 
companies choose to use professional help. When you are working with outside professionals a 
little understandig of what is involved will help you to have a much better relationship. If you 
can talk to your artist, printer, or designer in a way that they understand, they will produce work 
which is closer to your requirements, and they may be more willing to pass on help and 
professional expertise to your advantage. 

Cost savings can be made when the overall concept does not build in unnecessarily expensive 
features from inception, and your understandhig will help to ensure that this is so. 

Before continuing it will be helpful to you to gather a dumber of examples of brochures for all 
sorts of different products and organisations to compare and contrast. 

' 32.7.1 Basic Principles of Brochure Design 

: Before starting to design any brochure it is important that you have a clear idea of the answers to 
a number of crucial questions: 

what do you want the brochure do DO? 

who is intended to read the brochure? 

I where will they be when they read the brochure? 

Let us consider these one at a time. 

t Most tow operators will answer the fust question by saying that they want the brochure to sell 
tom. Look at each page of the brochure produced by your company (or any other). What 
percentage of the brochure is specifically devoted to selling tours ? Quite often the answer will 
be less than 50% (What is it in the case of the example you are using ?) 

The rest of the space may sell the beauty of the countryside, give advice on passport or visa 
requirements, detail health advice, or many other things. All of these are worthy, but they are not 
the stated objective, which was to sell our companies tour! 

We also need to ask ourselves the second and third questions. Who will read the brochure, and 
I where will they be when they read it. 

If we are producing a travel tradeJwholesalers edition they will expect technical matters which a 
member of the'public would not find appropriate. If we are producing for a special interest group 
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we must refer to their interest, and if for a particular age group we must use language which 
appeals to them. Further, if we are writing for clients who are already in our country but we do 
not need to waste expensive space advising them how to get to us, .or what our climate is l i e .  
They only have to look out of the window to see the answer ! But if they were to be reading in 
their home country then they may certainly wish to know these things (which would contribute 
to the sales effort in this case). 

With a little planning we could produce the right information for the right reader (our target 
customer). This may mean that we need more than one version of our brochure. It should also 
mean that each copy of each version becomes much more effective in helping us towards our 
stated objective which was to sell tours. Different organisations produce brochures for other 
purposes. Collect for yourself examples of these which may include: 

Brochure designed to give good impression of company (but no directly selling anything). 
International motor companies, multi national cornmy share prospectuses, large jewellers 
and gold dealers, hotel groups, national tourist boards, sometimes on in for this awareness 

- raising style. 

Brochure designed to sell one product on price along (supermarketlnewspaper special offer) 
says almost nothing about the company, everything about the product price. 

Brochure designed to inform only, but not to impress (local bus timetable). This style is often 
used when there is little or no competition fiom diflierc~d service pro%iders. 

You may be able to identify others and if you make a habit of gathering leaflets and b r o c h k  of 
all sorts, and of reading them analytically, you will soon be able to see which ones have m i s f i ,  
thus wasting a large percentage of their precious proeduction budget. 

32.7.2 How Big a Brochure? 

When we know what we want our brochure to do, it becomes fairly simple to work out what we 
need to say and how much space we need to say in it. A simple supermarket offer qvill need a 
small piece of paper, printed on one side only. A complex prograinme of tour possibilities will 
take up more space and may run into numerous page. We may also wish to include pictures 
(more about choosing these later). Witk a littk thou&t Ne cat work out Law mmy pages we are . 
likely to need to say and show what we have determined. A good plan is to make a mock up ofg 
your brochure and to plan exactly what Will appear on each page. 

Before you start to design your brochure fmd out your printers system, and your display system 
sizes and fit your design around them. That is the way to minimize waste. 

You also need to consider the size of print you wish to we. You can save space by using smdl 
print and so fitting more words to a page but it may become very difficult to read. 3x1 the orher 
hand very large print may be taking up so much room that your message must be auoreviated. 
Your pfinter can show you examples so that you can choose something appropriate. The sizes are 
known as "print" so soon you will be familiar with the ones you like and wili be dDic w say "I 
want it in 12 point with the headings in 16" fm\example. Your printer can also help you to calculate 
how many words will fit to a page in each size'so that you can prepare the right amount of words 
which are called copy. , 

We are now at the stage when we have decided that we are going to produce a brochure, we know 
why, and we know who our readers will be. We also know how large tkc; fmisk,& doiument will 
be. At this stage we musi make posiC;ve deci;ima a b o ~ t  the design of the &&hie. All uf 511s 
depends on the image which we wan: to convey. We need to think cb;i.&lly abut wha we wish 
to say about our cornparry, and our product. h the iravel 'uusuiess we wnkpete on the both ~Ethese 
platforms so our brochure must rcflect th~s. 

Look again at the examples of brochures which you collected before and feel them with your 
fingertips. 

A thick paper, glossy fmish, and bright colours may say "expensive" and "inodern". A thick paper, 
with a matt finish may 81~0 say "expensive" but perk+ it bray, $1~0 say ''natural'' or "eco", when 
antique or soft colours have been used. 

A thin, glossy, paper may say ''quality" but less up market. 



I A &in, matt, paper may say "cheap and cheerful". 
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1 We need to choose the one that suits our product. What image do we want to convey ? 

Paper is bought at a price per kilo or pound, so the thinner each sheet is the more sheets you get 
to the kilo and the cheaper each sheet. Paper which has been treated to make it shiny also costs 
more per kilo. 

So, our decision to use plain, matte paper of a thin quality saves us money. But does it also say 
that our tout is of low price and quality ? For an impromptu fishing trip a thin, matte leaflet like 
this may be appropriate, but for. a luxury tour ? What about a decision to use thick, shiny paper 
Eor a snorkeling trip ? or for a day trekking in the Himalayan foothills ? What about thick matte 

t paper for this one, would this appeal to the right sort of client ? 

If you are in the habit of mailing brochures then the finished weight of your proposed brochure, 
in its wrapper or envelope, should be calculated at this stage. You may find that by using a 
fractionally, almost unnoticeably, thinner paper you can reduce the weight to below a postage 
price band thus saving a little money on eachy. These little amounts will multiply fast if you send 
out hundreds or thousands of copies each year. Matters are less critical where distribution is 
manual. 

. .32.7.3 Colour and Photos - 

Some products are well suited to simple black type on white. Nighttime ghost walks, story telling, 
and zebra watching tours are near perfect examples. Paper colours can be used to emphasize a 
product. What about an evening beach barbecue described in black type on organge paper ? or 
a rain forest walk in brown ink or green recycled paper 7 or a monsoon experience in blue on 
silver grey ? 

In these examples we are using the colour of the paper to tell a more effective story for the same 
price as any other paper we could have chosen. 

Another way of using small amounts of colour is to spot print. Here we print one patch of colour 
in one or two coloured inks in addition to the basic ink colour we are using. 

Such splot colour patches can be used to good effect when we want to show up our logo, or to 
make a sketch or drawing stand out. If we then go a step further by printing on coloured paper, 
as we have suggested for this diving design, the whole thing has become quite colourful but we 
have not yet entered the expensive realms of full colour printing. 

The question we should ask ourselves is "does using the spot colour contribute more to the overall 
effectiveness ?" 

As the spot colour costs us more, it should certainly be contribuiting more, or we should not be 
using it. 

Full Colour Processrng 

In the travel busitless we urZen i i k  to use cskur photographs $0 show ; ,.xiduct which is far away 
fiom our clients (we jcili look rr~vre at the ciloice of picmcs in a tlo~,its:>. It is Important to 
understand that this is an expensive decision and that photos, where they are used, must contribute 
significantly to the overali effectiveness of the brochure and ,lot mereiy be pretty decorations. 

Note that when you want pictures it is not actually always Iaxissay tc use phottx. Sometimes 
original drawings or paintings can be obtained more cheaply and are more atmospheric. Try your 
local handicratts center or art school for a source different material. 

~f you have decided to use photographs then be aware that each photo must start life as a colour 
' diapositive, taken on as large a format film as possible. (Diaposirive medns ha; the way you see 
the colours on the film is as they are in real life, i.e. white writing on black board. Negative film 
would appear as black writing on white board, i.e. the colours reversed). The ideal is roll film 
size 120,57 mm square and a professional grade lens is needed. Less good quality lens or film 
will result in a poor quality resilt when the picture is blown lager o? paF2r. 25  vm. film may 
give a pleasing result, but rarely! Personal holiday photographs will not stand up to printing. As 
a tour operator you must learn to handle a camera professionally. . 
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Each transparency (studios commony call them trannies) must be prepared for the printing process 
by a sophisticated computer process whereby it is divided into a set of four plates. These are 
known as sets of colaur separations and there is a sheet in the set for each of magenta (red), yeloow, 
cyan (blue) and black. Mixtures of these colours give all the colours of the rainbow. The four 
plates each determine where the ink is to be placed on the paper and by printing four times over 
the same area, each time with a different one of the four plates, a full colour (sometimes called 
four colour) process is obtained. (Remember junior school when you mixed the primary colours 
of yellow and red and got green). The principle is the same, we just use black as well in printing. 

A clever printer can adjust the press so that the final colour mix is as required. Poor skill this 
area accounts for too much red (orange skinned people, for example) or improbably blue or a 
very cold looking sea when the blue balance is wrong. 

A good set of separations is expensive but can be used over again. It is therefore a good economy 
to choose photos with more than one use and without the inclusion of things which will "date" 
them too soon. (For example fashionable clothes, or car registration plates should be avoided if 
the picture is needed next year but traditional costume or scenery mill last longer). 

Very few small printers can make colour separations so the pictures will be sent away (slow) and 
the printer will mark up the quotation he gets. It will cost you the same to separate a bad as a good 
shot so make sure it is a good one! 

Now that you are aware that each photo has to go though this process you can see why a brochure 
which makes lavish use of them is much more expensive to produce than one using only a few. 
Again we must ask the question "what is each contributing to the overall effectiveness ?" (the 
answer to the obvious question concerning how much a set of separations costs is that it depends 
vastly when and where the work is done). 

What is a good photo ? 

First it must be in focus, and with good colour contrasts. Secondly it should be up to date, 
and last, and most important, it should be relevant. 

Your picture6 should contribute to the overall purpose of the brochure which is - to sell! 

So, if you are selling rickshaw tours show tourists in your rikshaws! 

If you are selling diving, show happy divers in warm seas, if you are selling tours by minibus 
show a (clean, polished) one with a smiling, polished driver and so on. 

Faces make wonderful pictures, especially characterful older people, or young children. They are 
much more interesting than boring and expensive models. Use your smartly uniformed staff, your 
family and friends, your clients. 

Remember that if you are having colour photos taken you should ensure that they are colourfbl. 
Avoid blue boats on blue sea, green clothes in the forest etc. You can easily import colour to 
pictures by dressing people in bright clothes or by asking them to cany accessories (umbrellas, 
bags, beach or climbing equipment, rucksacks, flowers). Common everyday scenes are full of 
colour, saffron robed monks, wayside h i t  stalls, temple flowers, the dome of a mosq2e against 
sunset a brighty painted tuk-tuk. They speak volumes.about your home area. Beware of endless 
blue sea or sky, white sand, green fields. Your competitors worldwide have'those too ! 

Remember that it is misleading to show pictures of things in your country that you are not going 
to oRer to visitors on your tours. At worst you may be breaking the law, but anyway it cauyes 
disappointment and wastes your budget. 

Sources of Photos 

You can get photos from several places: 
you could employ a photographer to take a series of shots (payment by day or hour) 

you could buy single selected shots from photographers (check copyright) 

you could.borrow frcm commercial plroto libraries fer a fee @e sure that you know where 
else the photo has been sold. You do not want the same shot as your combtitor has used!) 

you can borrow free from an hotel, airline or tourism department. Sometimes they will even 
lend you the separations. 
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The words in a brochure are called the copy. In deciding the size of your brochure you have 
already determined how many words you need. Now you must decide what information is 
required and you must write it in sales language. 

Remember to be carehl not to give the wrong information to the wrong people. If you are seling 
a day trip then say: 

That it is a day tour 

Where it goes 

Why someone would want to go there; do not assume clients already know what there is to 
see when you give place names. 

How they will be transported (luxury air conditioned minibus may be appealing. By camel 
may also be exciting !) 

The price of the tour, and 

How tobook. 

Make s m  that your words are 

Clear 

Accurate . 
- Grammatically correct in the language concerned, and 

Easy to follow. 

Do not start giving irrelevant advice (passports, etc. for a day trip unless necessary). 

Remember what you offer in your brochure is what your customer is buying. You must fulhl 
your promises .! 

You could write the copy yourself, but if you are not skilled in this area there are professionals 
who can help. Journalists are good with words @ut newspaper reporters are rarely in the smae 
league), specialist travel writers are expert and can be found through your NTO. Advertising 
agencies can also help, by finding fieelance copywriters. A good compromise is for you to write 
a long script which contains all you want to say, add to it your calculation of the number of words 
required, and pass it to a copywriter who can put it in a more concise and sales oriented manner. 
The last stage is to have it checked by a person whose mother tongue is the one in which the 
brochm is written. Poor translations, wrong use of words and the like may be amusing, but does 
nothing for your professional image. 

The finished copy goes to the printer for typesetting (or you could desktop publish it and supply 
it on disk which is cheaper). 

When your words have been typeset by the printer he will give you proofs to read and check. His ' 
errors will be corrected free of charge at this stage. But changes you select to make, and mistakes 
that you failed to spot at this stage, become your errors and you will have to pay to amend them 
later. 

Proof reading needs extreme care. 

Now that you have written your copy, designed your layout, decided to have one, or two or ?pot 
or 111 colour processing, and whether to use trannies, and which ones, decided which p9paT +Q 

use, you arc close to having a finished design. 

How many copies to print ? 

Every time a printer has to set up his machinery to run off brochures he will charge you for 
the work involved. This is especially expensive when the machines are to c o p  with four 
colour proecss work. 

It is therefore much more economic to print 1000 copies once, than 500 copies twice, even thogh 
they will all have to be paid for at once 
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In working out how many copies you need you should bear this economy of scale in mind, but 

Smlea MYkcting do not be persuaded to print far more than you will ever need just to reduce the unit cost ! 

The part of a brochure which commonly goes out of date, and thus causes the whole brochure to 
expire, is &e price chart. Where budget is a concern, and to save reprinting on a seasonal or annual 
basis, it may be advisable to print a long print run (large number of copiks) of the full colour 
process slip which can be cheaply updated as necessary. In this case the glossy brochures must 
be stored carefilly so that they do not deteriorate. 

Getting quotations 

When you are ready with the mock up and design ofyour brochures you can ask printers to provide 
quotations. They should not a charge for this and you should approach three or more printers. 

You will specify the design, layout, paper quality, and print run and of course the printer will 
want to know whether he is to supply separations or whether these are to be supllied by you. The 
delivery address will also be a consideration. 

Do remember that printers have busy and less busy seasons.and if you can use the latter you should 
be able to negotiate a better rate. Do not be afraid to use overseas based printers. There are many 
around the world who specialise in travel trade work and who can even be less expensive than 
your local man (look for them at trade fairs). Indeed, if the brochure is being printed specially for 
a foreign trade fair (i.e. World Travel Market, London, or ITB Berlin, it could save you a lot of 
time, trouble, and money to have the materials printed in the country concerned and delivered 
locally to the fair). 

Check Your Progress3 n . . 

1) What is the significance of Brochures in Tour Operations and Tour Operators' ~ a ~ k e t i f i ~ ?  

2) How do you select Photos for Brochures? 

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

32.8 LET US SUM UP 

In this Unit you were familiari'sed with certain issues related with tour.operator's marketing. Tour 
'operations is a challenging business wit!! ample scope for innovation and creativity. Selling 
dreams, attempting to convert these dreams into reality and sending back satisfied tourists is wh? 
a tour operator has to work for. Selecting your target groups, packaging the right kind of servic+ 
and products, having the right distribution channels, competitive prices, target oriented promotidn 
mix and finally adequate customer care and smooth operation of the tour are the essentfa) 



carefbl planning and handling, the responsibility of the tour operator is greater once the tour 
actually starts. Hence, the persons employed by you as escorts or guides should be well versed 
in the skills essential for handling $ese jobs. An escort is the friend, philosopher and guide for 
@e group of tourists. 

, 
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Marketing 

32.9 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress-1 r 1 1) Read Sec. 32.3 and once again Block-1 of this Course. 

1) See Sec. 32.5. 

2) See Sec. 32.6 and once again Unit of this Course. 

\ 
\ 

i 

Check Your Progress3 r 
t 
I 

t 1) See Sec. 32.7. 
i 

2) See Sub-sec. 32.7.3. 
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ACTIVITIES FOR THIS BLOCK 

. 
Activity 1 0 

Buy a package tour as a tourist and assess the positive and negative aspects of the tour in terms 
of the services offered. How would you improve upon them as a tour operator? 
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Meet a tourist transport operator and assess what pains he takes to train his drivers in the area of 
customer care. 

Activity 3 0 
Collect the brochures of three travel agencies. Compare the products and services offered by 
them. 

Activity 4 I 
J 

For one week follow the adds in newspapers related to airlines and travel agencies. Analyse them 
in relation to'their effectiveness in conveying the message to the target audience. 

Activity 5 I 
If possible find an attachment with a travel agencyltour operator and work there for a while tc 
gain experience. 



I UNIT 1 HUMAN RESOURCE PLANNING 

I Structure 

1.0 Objectives 
1.1 Introduction 

Objectives of Human Resource Planning 
concept of Human Resources Planning 
Need for Human Resources Planning 
Need for Human Resources Planning in Hospitality Industry 
Qualitative Dimensions of Human Resources Planning 
Micro and Macro Level Scenario of Human Resource Planning in Hospitality 
Industry 

Let Us Sum Up 
Clues to Answers 

1.0 OBJECTIVES 
* - After reading this Unit, you should be able to understand the: 

concept of human resources planning, . 
need for public intervention in human resources planning, 

theoretical basis and conceptual issues associated with alternative approaches to 
human resources planning, and 

conflict between the theoretical construct and political process of human resources 
planning and the resultant practices in human resources planning. 

1 .  INTRODUCTION 
I 

The word 'resource' refers to the productive power of natural goods. Human resource is, 
therefore, the productive power in human beings. They are the ones who provide the 
resources and also reap the benefits of the products or services. A proper planning is 
required for developing and utilising the human resources. Human resource planning 
broadly forms the action plan for developing the human resources by taking stock of the 
infrastructure present and required in future. In this Unit, you will learn about the 
various approaches and practices prevalent in human resources planning and also,. 
understand the need for a proper planning of human resources. 

Human Resource planning may be defined as a strategy for the acquisition, 
utilisation, improvement and preservation of the human resources of.an enterprise. 
It is the activity of the management which is aimed at co-ordinating the 
requirements for and the availability of different types of employees. This involves 
ensuring that the firm has enough of the right kind of people at the right time and also 
adjusting the requirements to the available supply. The same can be applicable at a 
macro. level say HRP for an industry like hospitality or a government planning at the 
national level. The major activities of manpower planning include: 

1 1 )  Forecasting future manpower requirements. 
I 

2) Inventorying present manpower resources and analysing the degree to which these 
resources are employed optimally. 

3) Anticipating manpower problems by projecting present resources into the future and 
comparing them with the forecast of requirements. - 
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4) Planning the necessary programmes of recruitment, selection, training, etc. for 
future manpower requirements. 

Here it must be noted that HRP is a prelude to Human Resource Development (HRD) 
about which we will discuss later. 

1.2 OBJECTIVES OF HUMAN RESOURCE PLANNING 

The three main objectives of human resource planning are: 

i) To ensure optimum use of human resources currently employed. 

ii) To assess or forecast future skill requirements. 

iii) To provide control measures to ensure that necessary resources are available as and 
when required. 

A number of specific reasons for attaching importance of manpower planning and 
forecasting exercise are to: 

link manpower planning with organisational planning, 

determine recruitment levels, 

anticipate redundancies, . , 
1 ' 

determine optimum training levels, 
. - *. pravide a basis for management development programnes, 

cost the manpower in new projects, 

assess future accommodation requirements, 

study the cost of overheads and value of service functions, 

have a competitive edge over other service providers, and 

decide whether certain activities need to be subcontracted, etc. 

These objectives are relevant for any hotel though as per its specific requirements the hotel 
may add more to it, like, meeting the increasing demands of guests, providing right service 
at the right moment or meet the demand of changing trends and fashions in hotel industry. 

1.3 CONCEPT OF HUMAN RESOURCES PLANNING 

Planning is a process of preparing a set of decisions for action in the future. Human 
Resources planning may then be interpreted as a process of preparing a set of decisions 
on human resources development for action by human resources in future. The actions 
required on the part of human resources planning are primarily of two types: 

i Availing the employment opportunities,.and 

Evolving new technologies to enhance economic development. 

There are three types of investments which have the potential to contribute to human 
resources development. They are investments in: 

health and nutrition, 
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education and training. 

The first two types of investment can only contribute to the accumulation of human 
beings in terms of health, physical capacity to work and socio-economic status. It is the 

-third, i.e., education and training, directed towards development of skills in human 
beings that changes the future asset value, productivity and earning power of human 
beings. This is the human capital approach to human resources planning. It attaches 
prime importance to investment in education training and retraining as a means of human 
resources development. 

' 1.4 NEED FOR HUMAN RESOURCES PLANNING 

Human resources planning essentially involve making conscious decision with regard to 
education and training in order to facilitate future actions for participation of human 
resources in economic development. The natural question that arises is that should policy 
planners make such decisions? Can the market mechanism involving employers as users 
of human resources and students and their parents as suppliers of human resources, not 

. make such decisions? These are very relevant questions, which must be answered. 

Any market mechanism essentially involves interactions between profit maximising 
producers and utility maximising consumers. In a perfectly competitive market economy, , 
each of the participants among the producers as well as consumers is endowed with 
perfect knowledge about the market forces. The interactions between producers and 
consumers result in a set of prices, which guarantee optimum allocation of resources, 
provided certain conditions, are met. Allocative efficiency of resources is considered 
optimum when it is not possible to improve welfare of anyone of the participants in the 
market without impairing the welfare of at least one of the participants in the market. 
Welfare of each participant is viewed here from the point of view of individual's 
perceptions of choices and preferences according to his or her own standards. This is the 
standard definition of optimality given by Pareto. 

The conditions, which must be fulfilled to achieve Pareto's optimality in resource 
allocation, are: 

informed consumers, 

absence of internal economies of scale in production, 

absence of externalities either in production or in consumption, and 

absence of public goods. 

Failure to fulfil any one or more of the above conditions leads to market failure in 
effecting optimum allocation of resources and justifies state intervention to effect 
necessary corrections through policy decisions. 

It should also be remembered that the parental influence is a decisive factor in the 
educational achievements and choice of careers of children. Parental ignorance caused 
by either lack of adequate knowledge about the market for educated or perceptions based 
on their career experiences tather than based on the career challenges ahead of their 
children or both are often viewed as the basis for state intelyention in education. State 
sponsored vocational 'guidance programmes and the stress on generating employment 
market information in developing nations bears evidence to state intervention. This 
intervention is essential to make up for consumer ignorance or lack of adequate and 
proper knowledge. 
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1.5 NEED FOR HUMAN RESOURCES PLANNING IN 
HOSPITALITY INDSUTRY 

Hospitality is an industry which is very much dependent upon the human resources. 
Most of the services provided to a guest are, of course provided by it with the human 
resources. For example, a tourist viewslperceives a destination by connecting the service 
received, local behaviour and the destination attractions. So the positive or negative 
feedback about a destination depends very much on the people interacting with the 
tourist. One might argue that a tourist is motivated to visit a place by the presence of a 
historical or present day architectural splendour, or may be by a natural or man-made 
attraction. Here we should not forget that the tourists may visit a place for whatever 
motivates them, but they will partake services at all the steps of their visit. The services 
start at the time of deciding upon a destination till finally visiting and departing from 
their destination of choice. The services would be that of a travel or tour operator, 
probably staff of airlines, railways or roadways, services of the staff of a hotel or any 
lodging place, help for sight seeing or eating or shopping etc. The attitude and behaviour 
of the local people also forms part of a tourists' holiday experience. 

We must remember that no tourist or guest can haie a succqRsfu1 trip without human 
element, as for most of the tourists travelling is more about interacting with new people 
and cultures and not just a monument or a site for fun. As stated earlier, hospitality ' 

industry requires human resources like no other industry as it provides services. The 
services provided cannot be pre-checked or compared like mass produced goods but can 
only be felt ince they have started or have been utilised. It is a sector where the ' 

unpredictability of the human nature always affects both the service provider and the 
service receiver. For example, a group of tourists visiting Kerala spends an evening 
watching Kathakali performance. The dancer here is an entertainer providing services as 
the show is especially for the tourists. The show would be viewed by each of the tourists 
differently - some might find it interesting, others may not, some may be in awe of the 
costume and make-up while others might like it so much that they go for another show. 
While the dancer might not be 100 per cent fit one day and give less of a performance 
than expected and thus let down a viewer of a previous performance. Many such 
permutations and combinations are possible. It is true for any destination since some 
tourist might like a destination due to the human element attached to it while others may 
not find it so attractive. 

The unpredictability of human nature and its need in every spectra of tourism industry 
makes it necessary to plan well in advance for any expected or unexpected need in 
future. 

T~day,  every country - developing or developed - has taken up tourism planning in a big 
way. This is because the growth in the tourism sector has surpassed the growth in all 
ec8nomies. As a result, Human Resource Planning in tourism naturally emerges as a vital 
area of concern not only of the governments but also of the industry. In most of the cases 
the gove$ments and industry have joined hands together but as far as the developing 
countries are concerned not much investments have been made by the tourism industry in + 

this area and still there is a large dependence from the government's efforts and 
' initiatives as far as Hcman Resource Planning and Development are concerned. 

However, the hotel industry is much more advanced in this regard when compared to 
other sectors in tourism. Various hotel chains have adopted human resource planning; 
have training institutes as well as HRD departments. 

A crucial question to be asked here is why do we need improvements in HRD standards 
and why is HRP necessary in hospitality and tourism. Well, a variety of reasons can be 
given as an answer to these queries. 

Job opportunities are integrated with economic development and practically all 
countries have adopted a national strategy for employment generation - hospitality 
and tourism being vital areas in this regard. 



I Because of the emergence of the tourism as a tool for economic development and Human Resource Planning 1 
I foreign exchange earner it also has become a highly competitive area. All countries 

and.destinations have been trying hard for building the destination image in the 
market and influencing the destination choice of tourists. This in any case is very 
closely related to the facilities and the level of services available at any destination. 
Hence, HRD and HRP. 

i 
I Hospitality itself has become a product in tourism and hence, a certain amount of 

quality and standards are to be ensured in the hotels. This again is possible only 
through HRP and HRD. 

Emergence of special forms of tourism has led to the demand for specialised skills. 
Adventure guides, Island and beach guides, special wild life guides, etc. are 
examples in this regard. Similarly, the accommodation sector needs specialised 
working force. 

Tourists are becoming too demanding and want full value for the money spent. 
Hence, over attention to HRP and HRD in all sectors of tourism. 

In order to survive in a highly competitive market improvement in skills, training, 
and retraining is necessary, for it is the quality in services vt-hich can act towards 
having repeat visitors to your hotels1 destinations. 

It is interesting to note that the need for HRP and HRD is not to be confined in relation 
to the skills of the service providers alone but it is very important that the planners and 
officials who carry out the plans should themselves be highly trained. Besides, while 
planning for human resources in hospitality one will have to take into account whether 
the approach is to be supply-driven or market-led? What are the employers' demands in 
terms of training needs? Should they be routine or innovative? What are the employees' 
needs in terms of training or retraining or how they perceive while on the job? Do 
employers show interest in training or retraining of the employers or they are empathetic 
to it,, etc. are some of the questions that have to be constantly addressed upon while 
planning and developing human resources. 

In developing countries it is necessary to consider skilled manpower as basic input to 
production of goods and services with in the economy, assess the skill requirements to 
achieve any predetermined economic growth target, and to gear the expansion of 
educational system to provide the needed education and training. Tourism and 
hospitality education, world-over falls in this category. 

Accordingly, there are three approaches to educational planning: 

Social Demand Approach, 

Rate of Return Approach, and 

Manpower RequFement Approach. 

1) The social demand approach relies on an assessment of society's requirement for , 
education. In principle, it is an aggregate of demand for education in respect of all 
individuals within the society. In practice, social demand approach relies on 
projection of past trends in demographic aspects of population and the enrolment at 
different levels of education. 

Social demand approach is thus capable of revealing the number of students with 
different types of professional preparation that may be expected by a given target 
data, based on past experience. Projections of social demand for education are 
contingent upon given levels of: 

incomes of educated people, 

tastes and preferences of households for education, 
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direct costs of education, 
I 

1 
student grants, and 1 

existing standards of admissions to various levels of education. 1 
Critip of social demand approach argue that the decision to choose more or less of 
education, beyond a legal school-learning age, is made by an individual who attaches 
a positive value to the present and the hture benefits of education. This brings us to 
the rate of return approach to education. Rate of return approach looks upon 
education as a contributor to productivity and in this sense, it is expected to facilitate 
investment decisions in education - whether or not the student should undergo more - 

schooling, or whether or not the state should invest more and expand educational 
facilities. 

Estimation of rate of return involves the calculation of internal rate of return which 
equates the present value of returns earned throughout the future active life with 
costs incurred soon after the investment decision is made. There are thus three 
parameters involved in the estimation of rate of return. 

Costs of education, 
i 

Returns to education, and 1 
Discount rate (used in discounting future returns to arrive at present value). - I 

A variety of conceptual issues are involved in the estimation of these three 
parameters. These include: 

a) Direct and indircct costs 1 
b) Returns 

A) Direct costs again have two components: private expenditure on education and 
public expenditure on education. Private expenditure on education is the 
expenditure incurred by the individuals pursuing education. Public expenditure 
on education is what the government spends on creating, expanding and 
maintaining educational facilities. 

Indirect cost can be viewed from both private and social perspectives. I 
From the angle it is the earning foregone by individual students 
while attending school. I 
From social viewpoint of indirect costs involves estimation of opportunity 
cost of public expenditure on education. ' . 

B) Returns to Education can be categorised into direct monetary benefits, indirect 
monetary benefits and non-monetary benefits. 

i) Direct monetary benefits: These are the extra lifetime earnings received 
that can be attributed to schooling or initial education. 

ii) Indirect monetary benefits: Education definitely influences earnings from 
the first job. Earnings from subsequent jobs are not all dependent on initial 
education. Rather, they are dependent on the skills and experience acquired 
through on-the-job-training and other in-service training. Additional 
earnings attributable to such training are thus indirect to initial education. 
Such training, however, is dependent on initial level of education, although 
the nature of on-the-joblin-service training received need not necessarily be 
the same for all individuals with identical initial education. 



iii) Non-monetary benefits: There are some non-monetary benefits, which Human Resource Planning 
accrue to the individual pursuing education. Education may, for instance, 
alter and modify tastes, preferences and outlook leading to cultural 
upgradation. Likewise, education may facilitate individuals to take up more 
satisfying job with higher prestige and greater independence, and less of 
stress and strain. 

pany other non-monetary benefits of education benefit the society. These 
benefits are categorised as "externalities". The educated mind is trained to 
inquire and question, and not to accept authority by default. This aspect of 
education is expected to strengthen democratic principles, and reduce- the 
chances of losing collective and individual freedom of the society. Likewise, 
education causes better understanding and appreciation of the importance of 
health and hygiene thus leading to improved health standards of the society at 
large. Proponents of education even argue that schooling reduces crime and 
improves social order. 

Education causes quality improvement in labour. Given other factors of 
production, including the physical capital endowments, growth of the economy 
can come about only through improvements in the quality of labour. Education 
thus contributes to economic growth. 

i s  3) The fundamental axiom of manpower requirements approach is that there is a 
definite link between education and economic growth, and that lack of skilled 

I 

manpower in required numbers impedes growth. In this approach an attempt is made 
! - to forecast future requirements of educated manpower to fulfil a future target of 

i Gross National Product (GNP) or specific targets of industrial production. Based on 
I the forecasts of educated manpower requirements over a specified period, the 
i planners would then indicate the directions of development of the educational sector 
l over the same specified period. 

i The basic steps involved in this exercise are as under: 

Anticipating the directions and magnitude of development of each sector of the 
economy, 

Evolving norms for employing manpower in each sector keeping in view the 
technological options - present as well as future, 

Translating the physical targets for the development of each sector into 
manpower requirements, 

Estimating the educational equivalents of the manpower requirements, and I 
Analysing the implications of estimates of educated manpower requirements for 
educational development. 

Given the endowment of capital and other material resources, human resources could 
accelerate the production process and hence economic growth. At the same time, 
utiprecedented growth in human resources, disproportionate to the pattern of 
accumulation of capital and other material resources - could hinder development. 

Rate of growth in human resources, in turn, is determined by the two dimensions of 
human resources: Quantity and Quality. Quantity of human resources is determined by 
variables such as: 

, population policy, 

population structure, 

migration, and 

labour force participation. 



Block- 1 Human Quality of human resources, on the other hand, is influenced by the status of variables 
Resource Development like: 

education and training 

health and nutrition, and 

equality of opportunity. 

In the case of international or domestic tourism it is not just the labour force that 
participates in the production of goods and services but the entire host population of the 
destination has a role to play. This is because besides the economic activity, attitudes of' 
the host population matter a lot in creating an environment which is tourist and tourism 
friendly. There are destinations where the population plays host to tourists numbering 
four times more than its own numbers and each and every member of the population has -. 
some role in this regard - a friendly smile too has a role. Many countries and 
destinations have earned a brand image in hospitality. Hence, human resource planners 
lay stress on creating tourism awareness including do's and don'ts vis-a-vis tourists for . 
the entire host population. Moreover, there are destinations where, quantitatively 
speaking, the whole population is involved in tourism both, directly as well as through 
indirect employment. But beyond a point, it is the qualitative dimension that matters 
and converting quantity into quality is the real challenge in HRD for the tourism and 
hospitality industry. 

1.6 QUALITATIVE DIMENSIONS OF HUMAN RESOURCES - 
PLANNING 

While the quantitative dimensions assist in the analysis of human resources in terms of 
numbers, qualitative dimensions facilitate assessment and analysis of the productive 
power in human resources. For example, four hundred drivers may be available to a 
tourist transport operator but he may find only 20 out of these which meet the quality 

. standards in relation to driving skills required for handling tourist coaches. 

i) Education and Training 

Education and training are the most dominant dimensions affecting quality of human 
resources in terms of knowledge and skills. Education and training serve both individual 
and social ends. To an individual, it has both vocational and cultural significance in 
achieving economic emancipation and social upgradation. To the society, education and 
training are means which make possible to take advantage of technological changes as 
well as furthering technological progress. 

Depending on the methods of imparting knowledge and skills, education and training 
may be classified into two types: Formal and Informal. Formal education and training, 
which is imparted through schools and colleges, emphasises transfer of knowledge. 
Informal education and training such as on-the-job training and hereditary training lays 
stress on transfer of skills, i.e., practical application of knowledge. 

ii) Health and Nutrition 

Health and nutrition status constitutes one of the most important indicators of quality of 
human resource, as they contribute significantly to building and maintaining a productive 
human resource as well as improving average expectation of life and quality of life. 

There are three determinants of health status: 

Purchasing power of people. 

Public sanitation, climate and availability of medical facilities. 

People's knowledge and understanding of health hygiene and nutrition. 



Education, health and nutrition are inter-linked and they complement each other in the Human Resource Planning 
process of human resources development. 

Tourism has long been recognised as a tool for economic growth and development. 
However, it can be beneficial to the host economies when it creates jobs for the locals. 
Here qualitative dimensions of HRD become an important factor for education and 
training of local population as per the requirements of responsible tourism development. 

1.7 MICRO AND MACRO LEVEL SCENARIO OF HUMAN 
RESOURCE PLANNING IN HOSPITALITY INDUSTRY 

Micro level generally refers to the planning done on a smaller, i.e., micro scale as in the 
case of an organisation. Macro level planning refers to the planning done keeping in 
view a wider and larger scale as in the case of the planning done for a country. 

Micro level planning revolves around the manpower needs and requirements of an 
organisation. First the need and requirement is assessed and then the process of 
procuring the human resources is set in motion. An ideal procedure will be to try to 
assess the manpower need at each level of work, recruiting the manpower needed 
according to the skills required and also providing training where updating of skills is 
wanted. Planning should take in consideration the supervision and other matters 
regarding staff discipline, monitoring and co-ordination. Human resource planning must 
be followed by human resource development to achieve the pre-requisite set up by the 
planning. For example, citing the case of tourism in the hospitality sector, E. Brogan in 
his paper on Human Resource Development in Tourism: The Scottish Perspective 
(1992) has made an observation which is relevant for all countries: 

"There is a need to establish within individual tourism businesses a "training 
culture" whereby an ongoing commitment to the development of the human 
resources of the business is seen as an essential and integral part of the business 
as a whole. If such a commitment on the part of individual businesses to human 
resource development and training is to be achieved, it is essential that these 
objectives are seen as bringing benefits to the businesses in terms of enhanced 
profitability. The operators of tourism businesses need to have a clear idea of 
who their customers are, and of the overall developmental needs of the 
businesses so that the skills of the managers and staff can be seen in their 
proper place as central to the successful operation of the business. This is 
essential if the training which is done by the businesses is to be' relevant and 
properly targeted at  improving business performance." 

Macro level planning is usually done on a large scale keeping in view the need of a 
wider sector. An example is given to understand the Macro level planning better. 

The example is based on Indian Governments plans to handle an increased inflow of 
tourists, as plans were afloat to increase tourist arrivals by 1.5 percentage. The plan 
broadly centred around two major points: 

1) Human Resource available at time of the planning period; and 

2) Human Resource requirements in future. 

The first aspect was based on the people - both skilled and unskilled - working in the 
tourism and its allied industry. An estimate was approximately decided upon to find a 
number understandable. 

The second aspect dealt with quest of the planning commission to increase the tourist 
traffic by 1.5 percentage in seven years. This lead to an approximate projection of human 
resource, i.e., manpower needed to handle the extra tourist traffic expected. This was 
necessarily decided upon comparing present tourist traffic and personnel involved in 



Block-1 Human handling them and the future needs. The projection of manpower requirements in all 
Resource Development capacities were assessed and plans were put forward to develop the required manpower 

for managerial and entrepreneurial, engineering, technical, kitchen and restaurant, 
drivers, pilots, entertainers, guides and other job allied to tourism. 

The planning dealt nQt only with projecting the needs and plans to develop human 
resources but also put \forward the proposals of opening institutes and caurses to train 
and develop the requi d manpower. An important aspect was that the planning and T implementation of plans for human resource development must be left with the 
professionals. 

In tourism and hospitality as its allied industry, human resource planning is the first step 
towards the human resource development. As it is a service industry it becomes more , 

important to assess and plan for human resources as services can't be provided without 
human resources. Providing excellent services is possible with proper lplanning and 
anticipation of future needs. 



1.8 LET US SUM UP b Human Resource Planning 

Human Resource Planning as a process of human resources development involves 
investment decisions by hospitality industry on three complimentary aspects, i.e., 
education, health, and social and economic equity. Of these, education has undoubtedly 
been the dominant aspect. Human resources planning has therefore, been treated by our 
planners as synonymous with educational planning. 

Educational planning involves both private and public investments. Yet, in almost all the 
countries public investment decisions have dominated educational planning exercises. 
This is largely because of labour market imperfections and failure of the market 
mechanisms to facilitate optimal investment decisions in education. 

On the theoretical plane, there are three different approaches to human resources 
planning: Social demand approach, rate of return approach and manpower requirements 
approach. In practice, however, political process of planning - often at variance with the 
rationale based on a well thought out dicta of planning - has been dominating. This has 
resulted in the distortion of physical priorities within education sector in many cases. 

In view of the predominance of qualitative aspects, there is a growing reahsation. that - 
educational planning at micro level will be more meaningful than at the macro level 
because preferences of visitors and guests have been changing frequently due to 

& increased global exposure. For example, we design a culinary curriculum for continental 
menu and we do not train our manpower according to changing needs of guests then we 
cannot survive in the indust* for long. Thus, we need to adopt human resource planning 
at micro level and not at macro level. 

The dimensions, attributes and distribution of population the product of whose labour 
adds to national wealth constitute human resources. They are thus, the participants and 
beneficiaries of economic development. The demographic profile, migration and 
mobility and participation patterns in economic activity determine the quantitative 
aspects of actual and potentiit1 human resources. Investments in education and training, 
health and nutrition, and social welfare and quality promote quality of human resources 
through enhanced labour productivity. 

While quantitative and qualitative dimensions only regulate supply of human resources, 
the other aspect of human resources planning namely the demand for human resources 
crucially depends on the functioning and flexibility of labour markets. Labour market 
analysis is a principal instrument of human resources planning, as it helps identify skill 
shortages and also enables a diagnosis of market failure to match labour supply with 
demand. To facilitate labour market analysis, there is a need for a comprehensive and 
regularly updated labour market information system. 

1.9 CLUES TO ANSWERS 

1 Check Your Progress I 

1) Refer Sec. 1.2. 

2) Read Sec. 1.4. 

3) Base your answer on Sec. 1.5. 

4) Base your answer on Sec. 1.5. Y 
5) Read Secs. 1.5 and 1.6. I 

- 6) Refer Sec. 1.7. 



UNIT 2 DEMAND AND SUPPLY FORECASTING: 
METHODS AND TECHNIQUES 
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2.0 OBJECTIVES 

After reading this Unit, you should be able to understand the: 

need for forecasting manpower demand and supply in hospitality industry, 

types of forecasts for manpower demand and supply, 

methodologies of manpower demand and supply forecasting at the maoro and micro 
levels, and 

database required for manpower demand and supply forecasting at the macro and 
micro levels. 

2.1 INTRODUCTION 

In spite of the universally accepted idea that a tourist not just buys the tourism product 
but also in a way buys the service skills and qualities of a wide range of humans working 
in hotels and other allied fields and in return who would contribute to the total holiday 
experience of tourists, 111 many countries, we see that the growth and development of 
tourism is adversely affected either due to lack of trained human resources or poor 
quality in service arid so on. The reasons for this is rightly assessed by Tom Baum 
(1993) who has pointed out that there is a "tendency to develop human resource 
policies, initiatives and remedial programmes that are reactive to what is currently 
happening rather than proactive to what is likely to occur." He further stresses that, 
"as a general axiom, effective human resource strategies require considerable lead 
time in order to support tourism development and, ideally, should be in place well 
before the bulldozers and diggers move in". 

This brings to fore the issue of manpower forecasting of both demand as well as supply. 
In this Unit we will discuss the various issues related to demand and supply forecasting 
at a conceptual level which you will find useful for application in the hospitality sector. 
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2.2 MANPOWER FORECASTS: NEEDS AND OBJECTIVES Forecasting: Methods 

- -  -- ana I ecnnlques 

In the context of manpower forecasting there are some conceptual issues which need 
elaboration. The primary issue relates to manpower demand. The other issues concern 
the manpower forecasts, need for manpower forecasts and types of forecasts. 

2.2.1 Conceptual Issues 

In manpower literature, one finds it's difficult to differentiate between the words 
'demand', 'need', 'requirements', 'projections', 'estimates' and 'forecasts'. Some 
use these terms as synonymous while others use them in distinct senses. 

'Demand', from the economists' angle, is a schedule of relationships between quantities 
of that particular category of manpower demanded and a series of possible wage rates, 
i.e., manpower demanded varies with the wage rates - more at a lower wage rate than at 
a higher one. 

'Need' refers to the number of people required to provide an ideal level of service. What 
is ideal is never achieved, because of structural, technological and other constraints. 

'Requirements' are the functional composition of employment that will be necessary to 
produce goods and services within a specified timeframe to achieve social, cultural; 
economic and technological targets. 

'Projections'lpredict the outcome of spontaneous forces, i.e., the outcome which is 
expected in the normal course of events and in the absence of external stimulus. They are 
mathematical extensions of 'data on. manpower into the future whereas 'estimates' are 
educated guesses based on experience. 

'Forecasts', on the other hand, refer to a prediction of the outcome when normal course 
of events are influenced and altered by external forces. Forecasts usually take into 
account both the projections and the estimates. For example, forecasts at the macro level 
could result in a statement of what would happen if economic growth was deliberately , 
manipulated by government policy. 

I 2.2.2 Objectives of.Manpower Forecasts 

The basic rationale for making manpower forecasts is the long gestation lags in.the 
production of skilled professional people. Manpower forecasts made well in advance, 
facilitate planning of educationltraining is the effort to ensure that manpower required 
are available at the time when they are needed. As we see the trend today, most of the 
hotels have their training schools imparting training to personnel at work at different 
levels. 

The second major reason is the observed imperfections in the labour market. Markets for 
manpower with long lead-time for production are characterised by cobweb cycles, 
because of long lags in the supply side and short lags, on the demand side. In the event 
suppljl is not planned to meet the requirement, cobweb cycles in the labour market may 
ultimately lead to distortions in occupation-education correspondence, the fallout of 
which could either result in huge educated unemployment or with people taking up 
occupations for which they are not adequately prepared 'or both. Manpower forecasts, it 
is expected, would facilitate correction of labour market distortions. 

The third major reason is that in the short-run at least, elasticises of substitution among 
various skills have b'een observed to be either zero or near zero. Production of goods and 
services, therefore, requires various categories of skilled manpower in fixed proportion. 
Shortage of any skilled category of manpower, in such a situation would adversely affect 
the production of goods and services within the economy. Manpower forecasts would 

C help avoid such a situation by facilitating anticipation of skill shortages and planning 
ski1 1 supplies accordingly. 

L 
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Resource Development 

The need for manpower forecasts in hospitality is essentially linked with the overall 
development and growth of this industry at both macro as well as micro levels. A variety 
of issues are to be addressed in this regard keeping in view the characteristics of the 
industry that need to be tackled in a coherent way. Both, the public and the private sector 
have to act in a coordinated manner or else face a decline. 

2.3 TYPES OF MANPOWER FORECASTS: MACRO AND 
MICRO FORECASTING 

Having understood the objectives of manpower forecasts one needs to know that 
manpower forecasts could be categoriqed differently, depending on the purpose for 
which forecasts are made. Some of the major types of forecasts are briefly described 
here. 

. 1 j Short-Term Forecasts 

, Short-term forecasts are very useful at the micro-level or we can also say, company level, 
e.g., a chain hotel makes financial statement for its expenditures keeping in view both 
the on going projects and the projects in the pipeline. The financial provisions have to be 
made for both the expected and unexpected expenditures. Short-term forecasts are 
usually made for a period not exceeding two years aiming to facilitate estimation of 
financial provision for wages/salaries in the programmes/projects initiated. 

2) Medium-Term Forecasts 

For most countries medium term is about two to five years - the horizon for planning. 
Medium term forecasts are usehl in those offices which are concerned with advising 
ministers or preparing contingency plans to meet the 'twists and turns of economic 
circumstances or international events'. 

3) Long-Term Forecasts 

Forecasts for a period more than five years are considered as long-term forecasts. These 
forecasts are useful in educational planning, particularly relating to the highly skilled 
professional categories of manpower. They are also usehl in the preparation of 
corporate plans incorporating productivity changes, technological changes and major 
organisational developments. For example, The Macro Level Planning in Indian 
hospitality sector discussed in Unit 1 gives you an idea abo& long-term forecasts. 

4) Policy Conditional Forecasts 

Policy conditional manpower forecasts are those which are determined by the policy 
towards the factors which influence the demand for manpower. Such manpower 
forecasts may be based on a rule of thumb, or on professional judgement, or on an 
explicitly specified model or any combination of the three. 

5) Optimising Forecasts 

Optimising manpower forecasts are those which are obtained as solutions to an 
optimising model in which numbers demanded of various categories of manpower are so 
determined that either the end benefits are maximised, or cost of resources used in 
achieving a pre-determined end objective is minimised. 

6) Macro and Micro Forecasts 

You have read about micro and macro level planning in Unit 1. Here we are talking 
about micro and macro forecasts. For two reasons it is important to make a distinction 
between them. First, the end purposes of the two types of forecasts are different. Second, 
the methodologies employed and database used are different. It is, however, possible that 
micro forecasts, if properly planned, might ultimately lead to macro forecasts but not 
vice-versa. 



Demand and Supply Macro forecasts are done usually at the national, industrylsector and regionlstate levels Forecasting: Methods 
whereas Micro forecasts are made at the enterprise or department level. Macro and Techniaues 
manpower forecasts are used for planning, education and training facilities as well as to 
make decisions regarding choice and location of industries for development whereas 
Micro manpower forecasts are needed primarily for planning recruitment, promotion, 
training and counselling in accordance with the plan for the development of enterprise or 
department concerned. Forecasts at this level are, therefore, required to be in greater 
defails as well as precise. The micro forecasts are usually expressed in terms of numbers 
required for each occupation, source and stage of recruitment, and scheduling of 
training. 

2.4 MACRO FORECASTING 

Manpower demand forecasting techniques can be broadly summarised into five 
categories: 

Employers Opinion Method 

Normative Method 

Component Method 

International Comparisons Method 

Mediterranean Regional Project (MRP) Method 

1 )  Employers Opinion Method 

Under this method employers are asked to give their assessment of future manpower 
needs in different categories in their respective establishments. Aggregating over all 
employers and making allowance for death, retirement, migration and occupational 
mobility, it is then possible to arrive at future manpower demand by skill category. This 
method has been useful in the case of forecasting highly skilled professional category of 
manpower as well as in making short-term manpower forecasts. 

However, while making short-term manpower forecasts one may observe some 
constraints. For instance, the technique assumes that employers are capable of making 
such forecasts. It might be true in the case of large corporate sector establishments with 
well-staffed personnel divisions. Likewise, the use. of technique implies that manpower 
demand forecasts made by employers are linked to the production levels of their 
respective establishments. In an opinion survey, this is rarely done. Finally, even if tbe 
manpower forecasts are linked to production levels, employer's expectations of 
production levels are never realised with the same degree of accuracy in an oligopolistic 
situation, because of stiff competition and market imperfections. In other words, where 
the market for goods and services are characterised by stiff competition, employer's 
forecasts of manpower cannot be aggregated. 

2) Normative Method 

Normative method uses norms for employing manpower to produce goods and services. 
The norms are usually expressed as ratios between manpower employed and the volume 
(or value) of goods and services produced. These ratios are based on either the existing 
situation or the desirable situation, e.g., hotel staff-guest ratio, tourist guide-tourist ratio 
and so on. 

As an illustration of the method, using employment-output norm, as a first step, the norm 
is evolved for a base year. Next, output projection is obtained for the target year. Then, 
the base year employment-output norm is applied to the target year's estimated output to 
obtain employment forecasts in the target year. 
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Block 1 Human This approach, however, has two basic limitations: One is that the method assumes that 
Resource Development the norms are stable over a period of time. This can be overcome, if it is also possible to 

predict changes in the norms as between the base year and target year. The other 
limitation is that it uses a uniform norm for all components of a production process or for 
all regions within country. This limitation can again be overcome by using different 
norms for different components or regions; which is the component method. 

3) Component Method 

In the component method requirements of any category of manpower are further sub- 
divided into various components and then a separate norm appropriate to each 
component is used in arriving at a forecast of manpower requirements for each 
component. Forecasts for all the components are then aggregated to arrive at an estimate 
of future manpower requirements for the manpower category concerned. 

For instance, in the case of hospitality, instead of using an overall norm such as the hotel 
staff-guest ratio, the requirements of trained/skilled chefs are sub-divided into four 
components: 

Chefs required in 5-star deluxe and 5-star hotels, 

Chefs required in Cstar category hotels, I 
Chefs required in 3,2 and 1-star hotels, and 

Chefs required in supplementary accommodation units. 

4) MRP Method 1 
The MRP Method is very comprehensive as it is designed to forecast manpower 
requirements by educational categories so that the forecasts are rendered directly 
relevant to educational planning exercises. Primarily, there are five steps involved in 
forecasting manpower requirements by education. The first step is to arrive at the largest 
year projections of GDP - exogenously determined by an economic plan in the case of 
planned economies. 

The second step involves the estimation of sectoral contributions to GDP in the target 
year by major sectors such as agriculture, manufacturing, transport and communication, 
trade and commerce, and services. 

At the third step, sector specific average employment-output ratios are applied to 
sectoral composition of GDP in the target year to arrive at estimates of employment in 
the target year by sector. . 

Sectoral forecasts of employment thus obtained for the target year are then distributed 
among a number of mutually exclusive occupational categories using either the base year 
or any desirable sector-occupation distributions. 

I 
i 

At the final step, occupational structure of manpower forecasts relating to the target year 
are translated into educational structure by applying a standard measure of the level of 
formal educationltraining required to successfully perform the tasks specified uader each 
occupational title. This procedure gives the net manpower needs - net of replacement 
needs. ~llowances are then made for death, retirement,:migration and occupational 
mobility to estimate the replacement needs by the target year. Net manpower needs and 
the replacement manpower needs by education will together then yield the total 
manpower needs by education. The forecasts thus obtained are conditional on the 
achievement of GDP in the target year. 

20 
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2.5 MICRO FORECASTING Forecasting: Methods 

F and Techniques 
As you know that micro forecasting is done at the enterprises or company level. Hence, 

i it involves estimation of manpower needs for a specified or anticipated workload 
structure. There are essentially three steps involved in the process: 

Evolving manning n,orms based on an analysis of workload structure, 

Forecasting Workloads, 

Relating Workloads to manning norms. . 

. 1) Evolving Manning Norms 

It starts with taking a comprehensive view of the work of an organisation which is first 
- divided into functions. The functions are then sub-divided into tasks and work groups 

associated with each task are then identified. In respect of each workgroup, number of 
positions, their job descriptions and required performance level for each position are 
analysed. Based on this analysis as well as existing workload patterns, a set of desirable 
manning norms for the organisation as a whole are worked out. However, in certain 
cases as it may be true for hospitality industry. 

2) Forecasting Workloads 

In cases where 'work' consists of a single type of activity, then the total output is a 
measure of the amount of work and where 'work' consists of a variety of tasks - the 
relative magnitudes of which vary with time, then one way is to predict workload of each 
task separately and aggregate the workloads of all tasks to arrive at a forecast of total 
workload. In these cases these tasks may be interrelated but where the tasks are all not 
correlated, one can use either of the two statistical techniques: Principal Component 
Analysis and Factor Analysis. 

Principal Component Analysis is a descriptive technique which finds linear 
transformation of numerous tasks into a smaller number of indices (Principal 
Components) such that: 

the indices are all uncorrelated among themselves, and 

all the indices together summarise the information contained among the numerous 
tasks. 

Principal Components are then projected to arrive at forecasts of workloads. 

Factor Analysis, the aim of which is similar to that of Principal Component Analysis, 
uses a sophisticated statistical model. Here, sQme small number of factors are identified 
which have the potential to explain the behaviour of the numerous tasks. Then predicting 
the behaviour of individual factors, it is possible to arrive at forecasts of workload under 
each tasks and hence the forecast of total workload. 

. 3) Relating Workload to Manning Norms 

If workload 'W' can be forecast by the methods discussed in the previous section, and 
productivity of workers 'P' - given as the ratio of workload to workers - can be 
estimated based on historical data andfor appriori information on factors affecting 
productivity, then manpower forecasts in terms of numbers required in future can be 
obtained as 
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2.6 MANPOWER FORECASTING TECHNIQUES 

The process of estimating manpower demand for hospitality industry consists of four 
steps: 

an approach, 

a basic factor, 

a method, and 

a technique. 

i) Approach 

There are eight possible approaches: 

1) Subjective 2) Objective 

3) Global 4) Component 

5) Techno-economic 6) Non-economic 

7) Deterministic 8) Probabilistic 

The order i n  which they are mentioned suggests.the formation of four groups, each of . 
which comprises two mutually exclusive approaches, e.g., (i) Subjective or Objective, 
(ii) Global or Component, etc. The groups, between themselves, are not quite mutually 
exclusive. 

A subjective approach to manpower demand estimation uses intuition, impression or 
judgement. Opposed to this, the objective approach tries to justify the estimate of .  
demand on the basis of certain factors or logical explanations. 

A global approach would try to estimate manpower demand as an overall figure, directly 
for the entire problem under consideration, whereas a component approach would first 
estimate the demand for segments of the problem and then aggregate it. The techno- 
economic approach combines the technological, economic and organisational 
considerations mentioned earlier, whereas the non-economic approach utilises only 
socio-political and other considerations. 

ii) Basic Factor 
,171. 

A basic factor means a variable to which manpower demand can be related. The choice 
depends upon the number of considerations which together constitute the multi- 
dimensional framework of the particular problem facing us. 

iii) Methods 

According to Gareth Steiner, methods are useful in forecasting what will occur and 
what should occur? 1 
According to Steiner, what is more significant than the time element is the way in which 
the change takes place. Thus, he has focussed on the need for different kinds of 

i 
feedback. 

iv) Techniques I 
In this context, therefore, one can outline a few specifio techniques of manpower demand 
forecasting. I 
a) Subjective 

1 

The forecast here is made on the basis of estimates by experienced people whose 
experience has taught them what types of changes are important and the rates of change 1 

involved. Implicitly, however, subjective techniques involve subjective estimation of 1 

workldd and manpower utilisation and their rate of change. The obvious advantage with 
I 



Demand and Supply this technique is that no data collection is required and intangible factors like social Foreruling: MeUlods opinion, fashion, etc, can be built in. However, forecasts based entirely on subjective and Techniques 
assessment are unlikely to give very good results. But if mixed with objective techniques 
these subjective estimates can prove to be useful. 

b) Time Series Analysis 

The time series extrapolation is a good method where it is sometimes not possible to take 
an overall view of a group of staff, to base a forecast on estimates for workload and 
manpower utiIisation. 

There are four elements of the time series method: 

Trend (TI) 

Cyclical effect (C,) 

- Seasonal effect (S,)  

Random effect (R,) 

These being multiplicative, we can get 

VI = TI x Cl x Sl x RI 

Projections or extrapolations can be done on the basis of moving averages or exponential 
smoothing. 

Accuracy of Techniq ues 

No method of forecasting can be entirely without error. Some changes are unique (such 
as new legislation or a decision to close down an establishment) and hence are more or 
less unpredictable as to timing. Such errors are due to these unique changes which are 
unavoidable. In hospitality industry also, it is not always possible to forecast human 
resource demands accurately. The demand varies with the tourist traffic flow. The tourist 
traffic flow increases or decreases depending upon both predictable and unpredictable 
situations. For example, it is expected that tourists will arrive during a special sports 
event such as Olympics or Commonwealth games but sudden riots or natural calamities 
bring down tourist flow and it can't be taken into account when one is forecasting human 
resource demand. 

Taking the above facfors into consideration, a corporate approach to manpower planning 
is to be developed. In doing so certain key considerations such as the followink emerge: 

a) What positions and individuals are to be included in the planning effort? A simple 
rule of thumb is to include all positions which are critical to corporate performance 
and profits and/or pose recruitment problems. 

b) What is the appropriate manpower-planning horizon? Experience shows that it can 
extend upto 4 or 5 years. Beyond 5 years, technical manpower forecasts have 
doubtful value due to pervasive imponderables and unpredictables in the 
environment. Within the planning period, there should be a formal method of review 
and assessment at least once every year. 

c) With what business factors will manpower need be related? For a tour operating 
company, it could be tour packages, for tourist transporter, it could be the number of 

. cars and coaches. For a retailer, it could be the rupee value of sales. To be useful, the 
predictor should meet at least two requirements: 

i) it should be directly related to the essential nature of the business; 

ii) changes in the selected factor be proportional to changes in the manpower 
required. 23 
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Resource Development 

In the previous section, we have discussed about demand forecasting for manpower. 
Besides, one must also know the important issues related to the other side of the coin, 
i.e., supply forecasting while referring to supply forecasting in hospitality we often treat 
the terms like manpower and labour force as synonyms. But one can find a subtle 
distinction, i.e., while labour force includes all the persons in the population who are 
economically active, manpower is only the stilled component of labour force. 
Manpower supply is, therefore, the totality of manpower employed and manpower 
unemployed but seeking jobs. We need to understand it at both macro and micro level. 

At the macro level there are two methods of estimation of manpower supply: one is 
known as the 'direct method' and the other is termed as the indirect method. 

1) Direct Method - 
Direct method relies on a census count of persons belonging to the category of 
manpower for which supply is being estimated. Census count can be usually obtained 
from the Population Census. The primary limitation of the direct method is that the 
census counts are inftequent. For example, ih the Indian context Population Censuses are 
decimal. For inter censual years there is no information. Also, because census are . 
infrequent, they cannot be used in any meaningful trend forecasting exercise. This apart, 
censuses are known to be subject to enumeration biases, such as, under count, 
misreporting and classification biases. In view of these limitations, researchers in the 
field of manpower have been resorting to indirect method. 

2) Indirect Method 

Under the indirect method institutional estimation of manpower involves the following 
steps: 

Estimating active life span, 

Determining base period, 

Forecasting annual institutional out-turn, 

Obtaining cumulated out-turn adjusted for attrition, and 

Estimating manpower supply. 

a) Estimating active life span 

Active life span is defined as the span of life over which an individual is active in any 
given profession or occupation. Two parameters are used for estimating average active 
life span of any occupation estimates of two parameters, namely: 

6 average age at entry into the occupation, and 

average age at retirement from the occupation. 

Average age at entry into an occupation depends on the time taken by an average 
individual to complete the relevant education programme/skill training. For example, if 
one completes the higher secondary education at 17 years, average duration of 
engineering collegiate education is 4 years and average duration of tourism education is 
5 years, then, active age at entry into engineering occupation will be 21 years. Likewise, 
average age at entry into profession will be 22 years. Assuming an average age 06 65 at 
retirement for engineers and hotel professionals, active life span of engineers will be 
from 21 years of age to 65 years of age. Similarly, for hotel professionals it will be from 
22 years of age to 65 years of age. 



b) Determining base period Semanckand Supply 
Forecasting: Methods 

Manpower stock as of a target date comprises of manpower of all vintages starting from and Techniques 

the persons who have just entered to those who are on the verge of retirement. Hence, 
base period can be determined by subtracting the number of years in the active life span 
from the target year. For example, assuming an active life span of 34 years for engineers 
(from 21 to 65 years of age) and the target data as 2000 A.D., the base year will be 1966 
(i.e., 2000-34). 

c) Forecasting annual institutional out-turn 

To start with, past trends in enrolments are extraported to cover the target date, using 
suitable trend forecasting methods. The forecasts of enrolments thus obtained are then 
converted into forecasts of out-turn, with the help of observed trends in annual rates of 
completion of the educational level concerned. 

d) Estimating attrition rate 

Attrition in the manpower supply, relevant to any category of education, may be caused 
by the following four factors: 

Death 

Retirement 

Migration 

Occupational mobility 

The joint effect of these four factors is termed as the attrition rate. Among these four 
factors, impact of occupational mobility is very difficult to estimate. In view of this, 
attrition rate is usually taken to mean, i.e. the joint effect of death, retirement and 
migration only. 

e) Obtaining cumulated out-turn adjusted for attrition 

Given the base year manpower supply (SO), manpower supply in the first Year after the 
base year (S I )  is determined as 

(1- a) . 
S1 =SO-+Yl 

100 

Where 
I 

a = attrition rate and 

Y 1 = institutional out-turn in the first year after the base year. 

Manpower supply in the second year ( S 2 )  after the base yest will be 

(1 -a) S2=S1 -+Y2 
1 00 

where Y2 is the institutional out-turn in the second year after base year. using this 
commutation process, manpower supply in the target year (which is say 't' years after 
the base year) will be 

(1 -a)+ Yt St=St-1-- 
100 

Where St - 1 is the manpower supply in the year prior to the target year. 
25 
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Cumulated out-turn adjusted for attrition, obtained in the manner outlined above, 
indicates the total number of persons in the population with the requisite 
education/training. Manpower supply, on the other hand, is the labour-force component 
of the cumulated and adjusted out-turn. Further, adjustments to cumulated and adjusted 
out-turn is therefore, warranted to account for withdrawals from the labour force in 
respect of persons with the requisite educationltraining as outlined below: . 

Manpower Supply in the = Cumulated out-turn Labour force 
X 

target year adjusted for attrition participation rate 

Micro level manpower supply, in hospitality industry comprises of external and internal 
supplies. 

External Supply Forecasting 

External supply arises primarily through recruitment which is necessarily meant to 
augment internal supply. Another minor source of external supply is through seconding 
(or deputing) personnel from other organisations which takes place largely among 
government departments. Hence, given the recruitment policy it is easy to predict the 
external supply. 

Internal Supply Forecasting 

Internal supply within an organisation is governed by two factors: 

Wastage - the out-movement from the organisation caused by voluntary resignation, 
death or retirement. 

Internal movement resulting from transfers and promotion. 

Manpower flows generated by these two factors are of course inter-related. Forecasting 
internal supply is, therefore, crucially dependent 6n analysis of wastage and internal 
movements, with a view to obtain estimates of wastage and patterns of internal 
movements. 

2.8 SUPPLY FORECASTING TECHNIQUES 

Analysis of Wastage 

A crude method of estimating is termed as the British Institute of Management (BIM) 
index which expresses wastage as a percentage of staff in position, i.e.: 

Manpower 'leaning in a year Annual Manpower Wastage = I 
x 100 Average manpower in position 

I 

I 
The BIM formula has many disadvantages, for example, it takes no cognisance of the 
characteristics of manpower - crucial among them being the length of service and skill. 
Further, it if difficult to assess the operational and financial implications of any given I 
rate of wastage based on BIM formula. Also, it does not provide any mpaningful 
indication for manpower planning. 

I 

Stability Index I 

An alternative method which takes into account the length of service of the persons 
leaving the organisation, termed as 'stability index', measures the complement of 
wastage rate (i.e., rate of retention) as: . 



This method indicates only the percentage of manpower who stayed with the 
organisation for one year. It does not directly measure the extent af wastage. Also, it 
gives equal weightage to persons who left the organisation with less than one year's 
service and with Inore than one year's service. This method is, therefore, not very useful 
for manpower supply forecasting. 

Modified Stability Index 

Modified stability index, which is also referred to as Bowey's stability index includes 
everybody employed in the organisation and gives due weightage to varying lengths of 
service. In simple terms, Bowey's stability index may be expressed as: 

Total length of service of manpower employed at the time of analysis 
Total possible length of service had there been no manpower wastage 

x 100 

This method is useful in analysing the extent of wastage in terms of length of se&ice. 
However, as in the case of stability index it is not very helpful in manpower supply 
forecasting. 

Cohort Analysis 

Manpower cohort in an organisation is a group of staff who are more or less 
homogenous and who joined the organisation at the same time. Graphical presentation of 
leavers (those leaving the organisation at each point of time from the date of joining to 
the date by which the entire cohort would have disappeared) resembles Figure I below: 

Time 

Figure I 

In each cohort the peak of leaving occurs shortly after joining when.either the manpower 
leaving realises that the job is not suitable to them or the employers find out that the 
leavers are not suitable to the organisation. The peak is, however, determined by the 
nature of job, work environment and career prospects within the organisation. The 
objective of manpower planning is to see that the peak of leavers does not arise early in 
the life of a cohort. 

A slight transformation of Figure I by plotting cumulative percentage of leavers in the 
cohort on the vertical axis and logarithm of time on the horizontal axis the curve in 
Figure I becomes a straight line as in Figure 11. 

I 

Log time 

Demand and Supply 
Forecasting: Methods 

and Techniques 

Figure I1 
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Using this curve, then forecasts of percentage of total leavers of a particular cohort at 
any future date can be made through extrapolation. Cohort analysis is thus very useful in 
analysing and forecasting wastage of specific groups of manpower who have similar 
characteristics and also joined at a particular time of the year such as management 
trainees, trainee escorts and computer professionals, etc. 

There are, however, some disadvantages. First, forecasting exercise requires information 
on year-wise wastage from a cohort. If there are many cohorts it may not be a very easy 
task. Second, for a meaningful analysis of wastage each leaver must be related to the 
concerned cohort and the cohort size must be known. In the absence of computerised 
personnel information system, this may not be all that easy. Third, if the manpower is 
relatively stable as is the case in government jobs or public sector organisations which 
assure job security - the length of time over which a cohort must be followed can be too 
unwieldy to attempt any reliable forecasts. 

Census Method 

Some of the problems of cohort method can be overcome by using the census method. 
Under the census method a snapshot of the total situation is taken at a particular point of 
time or over a short period of time and data on leavers with completed length of service 
is obtained. Based on such data, it is possible to estimate - with the help of standard 
statistical techniques - the proportion of manpower joining at a given point of time that 
will survive to a specified length of service. For example, based on the census method it 
is possible to estimate proportion of manpower joining the service (say) in 1990 that will 
complete 10 years of service. 

Forecasting of Internal Movements 

. A very useful method of analysing and forecasting internal movements is the Markov 
Chain Model. It calls for the estimation of transition probabilities relevant to each 
vertical and horizontal movement. A simple version of the model, without bringing in the 
complications of the probability theory involved, is illustrated here in adequate detail for 
any manpower planner or a personnel manager to judge the utility of the model in the 
context of micro level manpower planning. 

The illustration assumes a simple organisation with a three grade structure: A, B and C. 
Also, the possible length of service is divided into three groups: 0-3 years, 3-10 years 
and more than 1 0 years ( 10+ years). 

Grades 

B b b 

0-3 3-10 1 O+ 

Length of service (in years) 

Figure I11 



Demand and Supply Figure I11 above is graphic representation of t%e Markov Chain Model. In this, grade C Forecaning: Methods 
is the entry level position, grade B are no further lateral entry levels in the organisation. and Techniaues 
Thus, recruitment to higher levels .is entirely through promotion - like in a government 

I department. Further, a person entering at grade C level has several options. He or she' 
I 

i 
may get promoted to grade B or even grade A within the first 3 years depending on his or 
her performance. Alternatively, he or she may get promoted to higher levels in'the next 3 
to 10 years or only after 10 years. In the extreme case of bad worker, however he or she 

1 may retire as a worker in grade C only. At each grade and length of service,.the worker 

1 has also the option to leave the organisation. 

If systematic personnel records are available, it will be easier to estimate the percentage 
of manpower in each gradellength of service group who moved along the different 

9 arrows in Figure 111. As an illustration again, the percentages - regarded as transition 
probabilities - who moved along different arrows can be shown as in the Table-1 below: 

Table-1: Markov Chain Probability Matrix 
(Percentages 

C B A 
0-3 3-10 10+ 0-3 3-10 lo+ 0:3 3-10 10+ 

C 0-3 40 

3-10 10 50 

1 O+ 5 10 70 

B 0-3 4 5 5 

3-10 7 10 10 60 

1 O+ 1 6 5 10 70 

A 0-3 1 70 

3-10 1 1 3 10 10 75 

1 O+ 2 3 6 5 5 5 70 

Wastage 30 20 3 0 20 15 30 15 20 30 

Total 100 100 100 100 100 100 100 100 100 
, 

The most difficult task in the use of ~ a r k o f l h a i n  Model is the estimation of transition 
probabilities. Once the estimates of trirmsdon probabilities are made they can be applied 
to any intake of fresh batch of recruits to forecast internal supplies as well as wastage (or 
leavers) by grade and length of service. It is also not essential to keep transition 
probabilities constant in forecasting future supplies. They can be varied through 
deliberate intervention, if there is apriori information on the likely magnitudes of 
transition probabilities reflecting future recruitment, promotion aqd transfer policies. 

2.9 DATA BASE FOR MANPOWER FORECASTING 

Data base has a crucial role to play in demand and supply forecasting of manpower in 
hospitality industry, as it determines the methodologies that can be adopted and 
methodological refinements that can be effected. 

Keeping this in view, data requirements for manpower demand forecasting can be 
discussed at macro and micro levels separately. 

1) Data Base for Forecasting Demand at Macro Level 

For macro forecasting it would be ideal to have comparable data on the following items 
over a period of years in the past. 

Population Statistics: Data on population of the country by age, sex, education, 
economic activity status, migration, marital status, region, and rural-urban 
distribution are needed. 
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Data on Economiq Parameters: Economic parameters on which data are required 
on time-series basis are inputs, output, capital, investment, wages, productivity, 
value added and depreciation by industry; consumption, savings and expenditure on 
health by income strata of population in rural and urban areas of each region. 

Information on Technologies: Details about existing technologies are needed by 
industry specifying the implications of each technology for employment generation 
and investment. Similar information is also needed on emerging technologies by 
industry. 

2) Database for Forecasting Demand at Micro Level 

At this level, one may realise the importance of Manpower Information System (MIS) 
with following modules: 

Personal Data Module: Identification particulars, educational particulars, 
educational qualifications, privileges, if any, such as, military training, handicapped, 
scheduled castes/schedules tribes, etc. 

Recruitment Module: Date of recruitment, grading in aptitude tests, grading in 
leadership tests, overall grading, job preferences and choices, if any. 

Job Experience Module: Placement history, grade promotions, tasks performed 
gradewise, significant contributions, etc. 

Performance Appraisal Module: Performance appraisal at each job held, job - 
experience evaluated with the background of job description, communication rating, 
rating of inter-personal relationships, rating of behaviours in a group, commitment of 
corporate goals, etc. 

Training and Development Module: Nature of training received at each level, 
individual's evaluation of effectiveness of training, individual assessment of training 
needs vis-bvis jobs currently being performed, etc. 

Training and Development Module: Nature of training received at each level, 
individual's evaluation of effectiveness of training, individual asseisment of training 
needs vis-a-vis jobs currently being performed, etc. 

Miscellaneous Module: Record of compensation and benefits received, health 
status, information relating to personal problems which calls for the attention by the 
authorities, security needs, etc. 

MIS is developed on the basis of personnel history records of each individual employee 
within the enterprise or company and is updated every year. 

Data base requirements for supply forecasting can also be discussed at the macro and 
micro level. ' 

For Macro Supply Forecasting data are received on the following aspects. 

i) Age at Entry and Age at Exit 

Data on age at entry and age at exit are required by category of manpower. In respect of 
jobs in the civil services, defence services and most of the other salaried jobs age at entry 
and exit are predetermined. In case of professional and manpower that do nbt pass 
through any formal education, where it is difficult to obtain required information, 
average observed age at entry and exit may be treated as prescribed. 

ii) Annual Enrolment and Out-turn 

Data on annual enrolment and out-turn relating to all courses in the formal and informal 
educationltraining system are usually published. Where there are gaps, surveys may be 

30 conducted to obtain complete data through records. 
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iii) Attrition Rates . Demand and Supply 
Forecasting: Methods 

Attrition rates are not readily available for most of the categories of manpower. They and Techniques 

need to be compiled on the basis of pattern of retirement, migration and mortality. I 
iv) Retirement 

In the case of government job the prescribed age at retirement is 58 years. Other salaried 
jobs may permit continuing in employment upto 60 years of age. Only* in the case of 
professional categories of manpower there is a possibility of remaining professionally 
active even beyond 60 years of age. In all cases, however, age at exit from the relevant 
occupation may be treated as retirement age. 

v) Migration and Morality 

There is no published source of information on migration by education. Specific studies 
are needed covering Indian migrants settled in other countries to ascertain the magnitude 
and other characteristics of migrants by education. 

Decennial Population Censuses and the mortality information compiled by the actuarial 
scientists in insurance companies are good sources of information for analysing mortality 
patterns and for estimating the mortality components of attrition rate. 

For Micro Supply Forecasting one can depend upon internal supply of data for 
forecasting, as external supply is determined by factors extraneous to the company or 
enterprise concerned. Internal supply forecasting calls for a detailed Manpower 
Information System (MIS) at the level of company or enterprise. MIS is developed on 
the basis of personal history records of each individual employee and is updated every 
year. MIS may comprise of the following modules: 

Personal Data Module: Identification particulars, educational particulars, 
educational qualifications, privileges, if any, such as, military training, handicapped, 
scheduled castes/schedules tribes, etc. 

Recruitment Module: Date of recruitment, grading in aptitude tests, grading in 
leadership tests, overall grading, job preferences and choices, if any. 

Job Experience Module: Placement history, grade promotions, tasks performed 
grade wise, significant contribution, etc. 

Performance Appraisal Module: Performance appraisal at each job held, job 
experience evaluated with the background of job description, communication rating 
of inter-personal relationships, rating of behaviours; in a group, commitment 
corporate goals, etc. 

Training and Development Module: Nature of training received at each level, 
individual's evaluation of effectiveness of training, currently being performed, etc. ' 

Miscellaneous Module: Record of compensation and benefits received, health 
status, information relating to personal problem which, calls for the attention by the 
authorities, security needs, etc. 

1 Check Your Progress 1 

1) Explain how "demand", 'heed" and "requirement" differ from each other. 

2) Explain the database for Micro Forecasting. 
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3) What are different types of Manpower Forkcasts? 

4) What are the dimensions of manpower supply? 

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

5 )  How would you determine Base Period? 

6) Describe the Internal Supply Forecasting for Micro Forecasting? 

2.10 LETUSSUMUP 

On the theoretical plane, manpower demand implies functional or technological 
requirements of manpower that will be necessary to perform a given task whereas 
manpower supply forecast deals with skilled component of labour force. Manpower 
demand fdrecast works with the rationale of long gestation lags in the production of 
skilled professional people as well as to counter the influence of labour market 
influences which is quite related to the hospitality industry. 

The objectives and methodologies of both - manpower demand and supply forecasting 
can be dealt at macro and micro level. The macro demand forecasts are required to be 
comprehensive indicating and facilitating appropriate action. Thus, methodologies used 
here are complex and often expensive because qf the nature of techniques used and 
develop and maintain data base required. However, we see micro level demand forecast 
are exercised at a hoteVgroup level wherein forecasts are .required for planning 
rectuitment, promotion and training. For this every largelmiddle size hotel need to 
develop a well planned Manpower Information System (MIS) to record the personal 
history of each employee. 

While forecasting manpower supply a hotel can take into account four distinct 
dimensions, i.e., stock and flow, quality and quantity, occupation and education and 
macro and micro dimension methods and techniques adopted will vary for each 
dimension. For instance, at the macro level, we have discussed two methods of making 
manpower forecasting, i.e., ~ire 'ct  method relying on census count of all persons and 
Indirect method estimating manpower supply by cumulating economically active 
component of institutional turnover for the relevant period after making adjustments for 
all factors carving manpower attrition. 

Whether it is manpower demand forecasting or manpower supply forecasting a sound 
database is required to be readily available to generate the needed data. In the later Units 
you will also learn about the new Resource Information Systems. 



Demand and Supply 
2.11 CLUES TO ANSWER Forecasting: Methods 

1) 'Demand' for a particular category of manpower, from the economists angle, is a 
schedule of relationships between quantities of that particular category of manpower 
demanded and a series of possible wage rates. 

'Need' refers to the number of people required to provide an ideal level of service. 
What is ideal is never achieved, because of structural, technological and other 
constraints. 

v 'Requirements' are then the functional composition of employment that will be 
necessary to produce goods and services within the framework of social, cultural, 

t economic and technological targets (or constraints) specified. 
L .  

L 
Read Sec. 2.2 to answer in detail. 

2) For micro forecasting a well-defined Manpower Information System (MIS) is needed 
at the enterprise or company level. MIS may have the following module: 

L 
1 i) Personal Data Module ii) Recruitment Module 

iii) Job Experience Module iv) Performance Appraisal Mddule 

v) Training and Development Module vi) Miscellaneous Module 

Read carefully Sec. 2.5 and answer in detail. 

3) The different types of Manpower Forecasts are: 

i) Short-term forecasts ii) Medium-term forecasts 

iii) Long-term forecasts iv) Policy conditional forecasts 

v) Onlookers forecasts vi) Optimising forecasts 

vii) Macro and micro forecasts. 

Study Sec. 2.6 to explain the above. 

4) In the literature on manpower planning the following four dimensions of manpower . . 
supply are clearly discernible: ... 
i) Stock and flow, ii) Quantity and quality, 

iii) Occupation and education, and iv) Macro and micro. 

Read Sec.2.7 to answer in detail. 
k 
b 

5) Manpower stock as of a target data comprises of manpower of all vintages, starting 
from the persons who have just entered to those who are on the verge of retirement. 
Hence, base period can be determined by subtracting the number of years in the 
active life span from the target year. 

6) Inter Supply Forecasting methods are: 

k a) Analysis of wastage b) Stability index 
k 
t C) Modified stability index d) Cohort Analysis 

e) Census method f) Analysis of internal movements 

g) Markov Chain Model. 
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UNIT 3 HUMAN RESOURCE INFORMATION 
SYSTEMS 

Structure 

3.0 Objectives 
3.1 Introduction ' 
3.2 ~nformation: kome Basic Guide1 ines 

. 3.3 Human Resource Information at Macro Level 
3.4 Human Resource Information at Micro Level 
3.5 Effective Human Resource Information System: Some Approaches 
3.6 Why Computerise Personnel Records and Information Systems? 
3.7 Computer Applications in Human Resource Management: An Overview 
3.8 Let Us Sum Up 
3.9 Clues to Answers 

3.0 OBJECTIVES 

After reading this Unit, you should be able to: 

understand the dynamics of information system and its use as a tool for 
measurement, 

examine the significance of information in human resource management, - 

. appreciate the approaches to the information system at the macro and micro ~kvels, 

consider the shortcomings of manual information system, and 

discuss merits of computerisation and its applications in effective Human Resource 
Information System. 

3.1 INTRODUCTION 

In the previous Unit, you have already learnt that Human Resource Planning is 
concerned with the controlled utilisation of human resources to achieve pre-set 
objectives, both short-term and long-term. To state briefly, planning process aims to 
bring supply and demand into balance at the levels most consistent with the needs 
of the projected requirements and with the assessments of the economic and social 
environment - preyailing and expected. We have also discussed the importance of 
Manpower Information System (MIS) in forecasting demand and supply at macro and 
micro level. Infact, the basis of all manpower planning is information. You will need 
the know-how to gather relevant data, analyse manpower demand and supply, and how 
to apply this information to improve job efficiency and manpower utilisation. Whether 
you are auditing the current situation or looking forward, you will need information and 
reliable data, any way, in order to make best decisions or to move into new direction. 
Gone are the times when decisions about future could be based on hunches. Now you 
need to collect hard data in order to mak- the future events more manageable than 
before. Increasingly, human resource profesiionals and specialist managers wanting to 
introduce a new manpower planning system or improve an existing one, use information 
as an invaluable aid in decisiokmaking. This tool is developed by systematising the 
processes of collecting, maintaining, analysing and reporting information. 

HRIS Defined 

From the above, a general definition of Human Resource Information System (HRI$) is 
developed. Thus, Human Resource 1nhrmation.System provides a method by which 



an organisation collects, maintains, analyses and reports information on people and Human Resource 

jobs. The information contained in the HRIS serves a hotel operator as a guide to Information Systems 

recruiters, trainers, career planners and kher human resource specialists.'It applies to 
information needs at macro level as well as to the micro level. 

In this Unit whereas human resource information at the macro level is considered briefly, 
rest of the discussion is devoted to the human resource information at the micro level, 
i.e., the enterprise level. The Unit also discusses some approaches to build an effective 
HRIS and the utility of computer applications in this regard. 

3.2 INFORMATION: SOME BASIC GUIDELINES 

As you know that without information, it is very difficult even to initiate the planning 
process. For example in order to plan an accommodation unit at a destination one would 
need infonnation about the number of expected tourist arrivals, number of beds 
available, number of agents selling the destination, etc. Similarly, any organisation 
dealing in providing tourism services needs infonnation to plan operations and thereby 
look for the manpower to manage them. Hence, in order to make information useful and 
effective, the following key points need to be taken note of  

1 )  Adequacy of information: Lack of information hinders planning and will leave 
unfilled gaps. 

2) Specificity of information: If the information is for decision making, then which 
decisions are to be made and what information is needed, therefore, must be made 
specific. 

3) Over-estimating information: It is desirable to follow a conservative approach. It 
is better to understate the need than to waste resource on unused mass of 
information. 

4) Identifying need levels: There is a need for different levels of detail of information. 

5) Mechanism for additionldeletion: The how and when of information to be 
addedldeleted should be considered. 

6) Management support: Information systems need constant management support for 
maintenance. 

7) Quality of information matters: Otherwise, the famous GIGO (garbage idgarbage 
out) principle will be found at work. 

3.3 HUMAN RESOURCE INFORMATION AT MACRO 
LEVEL 

The Data base required for purposes of making manpower forecast at the macro level is 
indicated in Tablel :  

Table 1 
Forecasting at Macro Level 

Data Base for Demand forecasting Data Base for Supply forecastieg 
i) Population statistics i) Age at entry and Age at exit 
ii) Economic parameters ii) Annual enrolment and outrun 
iii) Existing technologies iii) Attrition rates . . c 

iv) Emerging technologies iv) ~etkement 
v) Migration , 

vi) Mortality 
vii) Labour force participation rates 
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macro and micro level. However, the fact is that a totally reliable data base for macro 
forecasting is not always available, and quite often specific studies have to be conducted 
to generate the needed data. 

+- 
Institutional Arrangements at the Macro Level 

~ h k  institutional arrangements for providing required data at the macro level can be done 
through agencies and institutions like: 

-. The Planning Commission 

The Ministry of Labour 

The National Sample Survey Organisation 

The Institute of Applied Manpower Research 

The National Labour Institute 

Universities 

Other institutions'at the state level. 

1) At the apex of the institutional machinery for plan formulation regarding 
employment and manpower sectors, is the Employment Manpower Planning 
Division of the Planning Commission. This Division works closely with the - 

Perspective Planning Division of the Planning Commission. 

2) The Labour Ministry collects the data on employment through the Directorate 
General of Employment and Training. 

3) Employment data is also collected through the National Sample Survey and the 
Annual Survey of Industries. 

4) The Institute of Applied Manpower Research conducts studies on employment 
strategies and estimates at the sectoral and project levels. 

5) Tlqe National Labour Institute has conducted major studies at the sectoral and project 
IeSels on institutional conditions on rural employment. 

6) Researchers in the Universities and other research systems also participate. 

7) The sate level employment market information scheme departments collect data on 
local labour markets through employment market information schemes. 

In case of hospitality, the Department of Tourism, Government of India and FHRAI are 
major sources of information. They publish annually tourism statistics related to tourist 
arrivals (country and region wise), numbers of hotels and beds available (star category 
wise) etc. along with projections of future arrivals. Other professional associations like 
the WTO, IAOTO and IATA, etc. also provide information to their members related to 
Human Resources requirements, etc. In recent years, FHRAI has started publishing 
results of various research studies undertaken by them and is useful for different areas of 
operation, e.g., HR, IT and so on. 

How to improve the effectiveness for Human ~ e s o u k e  Planning and policy at the 
macro level? 

An essential step in improving the effectiveness of manpower planning and policy at the 
macro level lies in taking decisive measures to raise the quality and reliability of labour 
market information. Existing sources of statistical information suffer from serious gaps 
and inadequacies, redundancies, etc. So long as these deficiencies continue, meaningful. 
manpower research required for National Employment Policy would be extremely 
difficult to undertake. 



Thus, the quality and effectiveness of future manpower policies at the macro level would 
depend most significantly on the accuracy and adequacy of the information inputs in the 
formulation of the plans and policies. The need is not only to build computer-based data 
banks, but no less importantly, to improve the quality of current bench-mark data 
sources, viz., at the institutional levels such as the apex level institutions referred to 
above. This has become extremely important for the tourism sector as new forms of 
tourism are emerging and the HRD projections have to be correlated to their 
requirements. For example, in the field of health tourism the HRD requirements would 
be quite different and similar would be the situation in case of other forms of special 
interest tourism. 

Human Resource 
Information Systems 

3.4 HUMAN RESOURCE INFORMATION AT MICRO 
LEVEL 

.. With regard to data needs at the micro level, we have noted in various Units the need for 
a well-defined and detailed manpower information system within the organisation. For 
this purpose, the data modules and the particulars of information that each such module 
should carry are noted below: 

Data Module What it should contain 

Personal Data module Identification particulars 
Educational particulars 
Technical qualification, if any 
Special skills, if any 
Earlier experience in tourism 
Special privileges category, such as: ex-serviceman, 
handicapped, scheduled castelscheduled tribe, etc. if 

any 

Recruitment module Date of recruitment 
grading in aptitude tests 
grading in leadership tests 
overall grading 
job preferences and choices, if any 

Job Experience module Placement history 
Grade promotions 
Tasks performed gradewise 
Significant contribution, etc. I 

Performatice Appraisal module Performance appraisal at each job held 
~ o b  experience evaluated in the light ofjob description 
Communication rating of inter-personal relationships 
Ratings of behaviours in a group 
Commitment to corporate goals, etc. 

Training and Development Nature of training received at each level 
module Individual's evaluation of effectiveness of training 

Current training assignment, if any 
Future training requirements, if any 

Miscellaneous module Record of compensation and benefits received 
Health status 

I 
Personal problems calling attention, if any 
Security needs, etc. 



Block 1 Human 
Resource Development 

HRM as a Total System 

According to Murdick and Ross, Human Resource Management as a total system 
interacts w i a  other major systems of the organisation, viz., marketing, production, 
finance, an&fhe external environment. In any service industry including Hospitality, the 
main responsibilities of Human Resource Department can be enumerated as forecasting 
and planning human resources, maintaining an adequate workforce, and controlling the 
manpower policies and programmes of the enterprise, in other words, rendering service 
functions to other major systems of the organisation. 

Basically, a system consists of several inputs and outputs, and a number of related 
subsystems, processes and activities, all operating through the medium of information. 
Figure I depicts the Murdick and Ross model on human resource information systems 
- followed by a brief description of the objectives that each subsystem is designed to 
accomplish. 

Information Input MANPOWER SYSTEMS Outputs - 
Company --+ 1. RECRUITMENT, 4 TO OPERATING + 
Objectives SELECTION AND MANAGERS (Improve 
Operating Plans HIRING personnel performance) 
Job Related Info. , 2. PLACEMENT -+ TO ORGANISATION + 
Personnel Plans PERSONNEL 
Personnel Policies -+ 3. TRAINING AND (Personnel satisfaction) 
Other Planning DEVELOPMENT 
Premises 4 ORGANISATION + - 4. PAY AND GOALS (Related to 

MANAGEMENT 

6. MAINTENANCE (Reports, records, etc., 
related to manpower) 

FEEDBACK ON EFFECTIVENESS OF MANPOWER SYSTEM 

Figure I: Human Resource Information Systems 
(Source: Murdick, Robert G. & Joel E. Rosa, Information Systems for Modem Management, 

Prentice Hall of India, New Delhi, 1979, Pp. 21617) 

Objectives of the Subsystems 

Information Subsystem Objectives/Requirements 

Recruitment skills required 
inventory of skills available 

0 job specifications 

Placement matching available personnel against requirements 
enabling use of tools and techniques to identify human capabilities for 
placement against properly organised work requilements. 

- - - - - 

Training and developing talent requirements from within the organisation meeting 
development demand for new skills 

developing and maintaining a continuing skill inventory 

Pay and compensation maintaining traditional pay and fmancial records 
compliance with government, union and other requirements 

- - - - - - - - - - - 

Health safety ahd health of personnel, safety of job practices in during operations, plant 
security security classified information 

Maintenance ensuring success of personnel policies and procedures control over 
work standards measuring performance against financial plans and 
programmes. 



Since now we know that Human Resource Information Systems serve multiple ' Human Resource 

management needs, and that its objectives are manifold it becomes clear that the human ktformation Systems 

resource staff has a major role to play in the collection, storage, retrieval and analysis of 
personnel data. In fact, if we carefuliy design our information system it can provide us 
better control over our human resource functions, and can help in creating a positive 
climate where the value of human resources of the organisation is clearly understood and 
recognised at various levels of management decision making. .We shall now consider the 
several approaches and design aspects in establishing an effective human resource 
information system. 

3.5 EFFECTIVE HUMAN RESOURCE INFORMATION -. 
SYSTEM: SOME APPROACHES 

To have an effective information system, whatever be the size of the organisation, one 
need to answer two basic questions: 

I )  What is the information need? 

2) How can it be met most effectively? 

As far as small organisations are concerned, there is no or a little need to undertake 
elaborate manpower planning because in such organisations the information needs are 
likely to be few and simple which can be p e t  by a manual human resource information 
system. This manual system can consist of a set of forms or manual files, consisting of a 
set of records. In such a system there is a folder for each employee with the employee's 
employment history, appraisals, and salary record maintained in the personnel 
department. Another set of records pertaining to compensation and benefits information 
may be maintained in the pay roll section. Entries on forms and additionldeletion in the 
existing records are carried out manually. (The manually operated information systems 
suffer from several deficiencies which we will consider later). 

In case of large Organisations, a comprehensive HRI system exists for developing, 

1) The existing computer based payroll system. Since most firms now use a 
. computer for payroll purposes, this system itself includes many basic employee data 

elements which may be expanded to include other elements necessary for human 
resource planning. 

2) A supplemental system. Alternatively, a separate supplemental system could be 
established and interfaced with the payroll system to provide the additional data 
elements required. If planned intelligently, this could be a step towards a modular 
approach to building a comprehensive HRIS. 

3)  A wholly separate information system. This is the third alternative which suggests 
the establishment of a wholly separate information system for human resource. 
planning purpose only. In large and modem organisations, the trend is clearly 
toward; establishment of comprehensive systems. For example, ITC has a 
comprehensive information system used by management to store, change and report 
personnel information. It is a centralised information source in a company that is 
diverse in its organisation, products and locations. 

Now before we move over to the design considerations and steps involved in 
establishing a comprehensive human resource information system, let us also take note 
of the significant features of computerised system. 39 



Block 1 Human 
Resource Development 3.6 WHY COMPUTERISE PERSONNEL RECORDS AND 

INFORMATION SYSTEMS? 

For a variety of purposes one can canyout a periodic and systematic analyses of the 
personnel records. 

provide d m  essential to human resource planning, 

aid the evaluation of current personnel policies and practices, 

enable to produce an inventory of manpower, and 

preparation of several reports and returns for submission to various governmentlnon- 
government agencies, etc. 

In manually .operated personnel record systems, entries on forms and insertion of 
changes fiom time to time in the relevant records pertaining to a large number of 
employees often fall behind so the records do not show the current position always. This 
leads to a fiesh exercise toward collecting and compilation of original data elements, 
evrry time the information is required. All that can be very time consuming. Hence, let 
1.13 look at some of the shortcomings inberent in manual personnel records systems so 
that the perspective of potential benefits of going in for a computerised personnel record 
and information system becomes clearer. 

a) Deficiencies and drawbacks of the manual system: These include the following: 

i) Cost: Manual systems involve significant clerical and routine administrative 
work load, the maintenance and updating of records being labour intensive and 
costly. In addition, the documentation being relatively non-standardise, the same 
have to be provided time and again; the same have to be produced separately. 

ii) Accuracy: The manual transfer of data from one record to another increase the 
chances of error. It is not uncommon to find the data collected form the same 
source at different times or by different people giving almost a different picture. 
As a result, the accuracy and reliability of the manual system is held to be very 
much in doubt. 

iii) Fragmentation: Manually stored information is frequently held in a fragmented 
manner with different pieces of information being kept in separate files at 
different places. Thus, many manual systems are unable to provide a single 
comprehensive picture of an employee on one record. 

iv) Duplication: As it happens, some of the information held in the personnel 
records may be needed simultaneously by a number of other user departments, 
such as, payroll departrnentlsalary group, training department may like to keep 
duplicate records to meet their respective needs. Such practices are not only 
prone to duplication but add to the costs. 

v) Difficulty of analyses: The manual analyses of data is timeconsuming and 
quite often not available on time for the purpose of decision making. As a result 
the difficulty in extracting information promptly fiom manual systems may put 
the personnel function in a backstage position where it may be overlooked or 
bypassed for as a source of useful information for decision making. So much so, 
the role and opportunities of the personnel function to influence manpower 
planning decisions may get consequently reduced. In the ultimate, in that event, 
it is likely to create scope for decisions being taken on ad hoc basis - so very 
prejudicial to systematic planning and decision making leave aside any 
meaningful control and measurement mechanism being available to the 
management. The problems need to be considered in the context of one's own 
organisation. Moreover, as organisations grow larger, the manual systems tend to 
break down under the burden of manual processing. 



b) Computerised personnel records/information system: Some potential benefits: 
While it would be presumptuous to assume that in large and labour intensive sectors Information Systems 

like hospitality, computerisation would automatically solve all the problems 
' 

associated with manual systems. In the fast changing technological and information 
processing environment, it also offers does present several other potential benefits, 
viz., maintaining their records. 

i) Cost effectiveness: Taking into consideration the factors of time, speed and the 
enormous amount of data which a computer can process, the computerisation 
offers an option. When personnel function faces conflicting pressures to provide 
more information while at the same time to reduce administrative overhead 
costs, the computerised system can become increasingly cost effective because 
in the long run the costs of computer hardware fall relatively to the cost of 
employing ever-increasing clerical staff. But let it be understood clearly that it 
would be a false analogy to draw a straight cost comparison between a manually 
operated system and a computerised system because the cdmputer is capable of 
performing a fundamentally different job. Thus, to put the concept of cost- 
effectiveness in the right perspective, the improvement in the quality of human 
resource decision making which is made possible through computerisation, need 
also be taken into consideration. 

ii) Effective human resource information: Perhaps more than the cost 
effectiveness is the potential provided by computerisation for establishing an 
effective human resource information system as is made clear in Table-2: 

Table - 2 

Manual system Computerised system 

Retrieving information is slow and Retrieving information is fast and simple 
cum bersome 
Personnel function is bypassed as a Personnel is considered as a reliable s o y e  
source of useful information of information useful for decision making 
Identity of personnel function is lost With informatlon as a power tool, the 

personnel function is in a position to 
influence policies and decisions 

d 

Duplication of reports deals to dual As many copies of reports can be printed 
work and lots of paper without much paper work. 
Not able to respond to ad hoc Information can be readily ~anipulated, 
enquiries for information and merged and disaggregated in response to 
complex data needs special and complex demands and 

- iii) Improved accuracy: In addition, a computerised human resource information 
system can eliminate the shortcomings of manual system noted earlier. 
Significantly, computerised systems do not depend upon constantly copying out 
data form one record to another as in the manual system. T h k  means the data is 
entered only once with provision for updating at regular intervals. Therefore, 
once the relevant data have been fed accurately, they will remain in pure form 
and accurate until any item is changed. 

iv) Validation of data-error detection: Further, availability of good software 
systems should enable validating and editing data and detecting errors in a 
number of ways such as: 

criterion checks for particular fields, for example, an error warning if a post 
is reserved for a certain category of person, if a salary is above or below a 
certain minimum/maximum, or if age exceeds 58 years and, so on. 

link checks, for example, that salary is incompatible with grade, date of 



 lock 1 Human Finally, a computerised system can greatly reduce fragmentation and duplication of data. 
Resource Development All data can be stored in a single system to enable retrieval of a complete picture of each 

employee or of each defined parameter in a desired number of permutation and 
combinations. In advanced systems, other user departments outside the personnel 
function can be provided with an on-line link into the data base from remote control 
terminals programmed with passwords to restrict access and update only those parts of 
the data base which are necessary for meeting out specific needs. 

" 3.7 COMPUTER APPLICATIONS IN HUMAN RESOURCE 
MANAGEMENT: AN OVERVIEW 

In the previous section, we have learnt the potential uses of computers as against the 
manual human resource information system. It has enabled us to develop a preamble to 
the subject of applications of computers in human resource management. A computer 
based human resource information system is: 

a computerised personnel record system 

a generator of personnel information 

an aid to personnel administration, and 

an aid to various specialist techniques in personnel management of hotels where 
a strong and reliable data base the key to greater effectiveness. 

This Section of the Unit lists out the potential applications of computers in personnel 
function of a middle size or large hotel. This list intends to ptovide only an overview of 
the applications, however, possibilities of new applications in specific need areas can be 
explored: 

a) Personal record keeping: The primary use of computers in personal department is 
to keep employees' records. A good computer based personnel system, therefore, 
should enable the personnel department to store all information about employees on 
a computer which may be required at any point of time. In addition, it should be 
possible for the user to keep historical files of past employees for purposes of 
identifying trends and making projections when developing human resource plans. It 
can also have personal records of those who can be temporarily or seasonally 
employed as is the case in hospitality. wherein seasonality plays a crucial role. 

b) Report generation: Report generation is the capability which enables the user to 
manipulate any of the items stored on the data base as required by means of software 
referred to as 'report generator'. That would mean facility for producing the more 
common standard reports, ad hoc enquiry facilities, and a diary facility. The diary 
facility can be called up to cover a certain period of time such as the forthcoming 
month, and will produce a list of action required by the personnel department on the 
basis of information held in the data base. 

c) Word processing and integrated letter writing: With this facility it is possible to 
store in the word processor a range of standard contracts of employment or a variety of 
standard clauses which can be selected and merged together in order to reduce the'- 
typing effort individually. Linking word processing to the computerised personnkl 
system provides further opportunities to automate standard administrative proceti Ires. 

d) Recruitment: When organisations are engaged in recruitment campaigns, these can 
generate a considerable amount of administrative work. Under a computerised 
procedure, the basic details of applicants can be put into the computer and their 
progress through the recruitment procedure can be fed into the computer in the same 
way. Such a system can provide management with progress reports on the filling of 



I 

e) Wage and salary planning: Planning of wage and salary increases which otherwise Human Resource - 
is a time consuming process and fought with discrepancies in a manual system, can Information Systems 

be easily handled by a good computer system. 

f) Absence and sickness: The data on sickness and absence - duration, reasons, etc., 
can be storedsgainst the record of each employee. The attendance of the employees 
can also be4aken care of by the computerised punching of card.on the time of arrival 
and departure of the employee from the office. For purposes of reporting this 
information can be summarised periodically according to the variables stored on the 
data base. 

g) Human resource planning: We have noted earlier that information is the strategic 
backbone of human resource planning. Computers are capable of assisting the 
process of human resource planning in several ways. Firstly, they greatly enhance 
the scope of the personnel department to analyse the'structure and composition of 
the current labour force and to provide useful information for human resource 
planning purposes. Secondly, by using specially designed packages it would be 
possible to make projections and raise issues which can simulate future patterns of 
the organisation's human resource system. Further, the system will be readily able to 
identify weak spots and strong points through the process of generating information 
and its analysis. Additionally specialised modelling packages can be used for 
such applications as ( i )  for predicting wastage patterns, (ii) for simulating 
manpower flows into, within and outside the organisation, and (iii) for simulating 
career structure against a range of assumptions about organisatidnal g r o m  or 

h) Personnel costing and control: It is now possible to provide through a 
computerised information system line management with regular reports of staff 
numbers and costs against budgets or targets, including information on turnover, 
absenteeism, overtime levels and costs to serve as indicators of the organisations 
extent of efficiency in the utilisation of its human resources. 

i) Trairtfng and development: A computerised personnel records system provides 
organisations with speedier and ready access to information about the skills, 
education, qualification, appraisal ratings, career history, etc., of employees. This 
will help talent search within the organisation as well s identification of training 
and developmental needs of employees at different levels. 

j) Other application packages: Include job z@alysis, job evaluation, staff scheduling, 
rostering and shift modelling, etc. 

Finally, as one of the most significant uses and applications of computers in personnel 
work is the capability of computers to produce output in the form of graphs, bar charts, 
histograms, pie charts, etc., through the use of appropriate software peripherals. 

1) Why is it that information is called the very "stuff' of planning? 
....................................................................................................................................... 
....................................................................................................................................... 

2) Explain the alternative recourses that smaller organisations can take in place of 
HRIS. 
....................................................................................................................................... 
....................................................................................................................................... 
....................................................................................................................................... 



Block 1 Human 3) Discuss the potential applications of computers in personnel functions. 

I Resource Development ....................................................................................................................................... 

3.8 LET US SUM UP 

Human Resource Planning draws heavily on information. Appropriate and accurate 
information is thus essential to planning of human resources as well as to different facets 
of the human resource management function as such. There are certain basic 
requirements up to which the information must conform. 

At the macro level, although there do exist institutional arrangements for providing 
manpower data, but the need for improving the effectiveness of human resource planning 
a d  policy has been articulated at several fora. 

made that at the enterprise level, there is need for a comprehensive human resource 
information system. In this context, the deficiencies and shortcomings of manual human . 
resource information systems have been noted in order to develop a clearer perspective 

1)  The basis of all manpower planning is information. Increasingly, human resource 
professionals and specialist managers wanting to introduce a new manpower 

At the micro level the importance of having a well-defined and detailed manpower 
information system within the organisation has been emphasised. The point has been 

for going in for a computerised personnel records system. Several advantages and 
applications of using computerised information system have been brought in to focus. 
Those of you who may be interested in the design process of a computerised human 
resource information system would be well advised to read further the subject itself 
being so specialised in nature. 

3.9 CLUES TO ANSWERS 

[check Your ~ r o ~ r e s s l  

planning system or improve an existing one, use information as an invaluable aid 
in decision making. Read Secs. 3.1 and 3.2 to expand the answer. 

2) The alternative is: 

a) Expand the existing computer based payroll system. 

, b) Establish a supplement system 

c) Set up a wholly separate information system. 

Read Sec. 3.5 to expand the above answer. 
' .  

3) The potential applications are: 

l a) Personal Record Keeping '. b) Report generation 

I c) Word processing and integrated letter writing d) Recruitment 

e) Wage and salary planning 

g) Human Resource Planning 

f) Absence and sickness 

h) Personnel costing and control 

i) Training and development j2 Other application packages 

Further consult Sec. 3.7. 



UNIT 4 HUMAN RESOURCE AUDIT (HRA) 

Structure 

Objectives 
Introduction 
Audit 
The Need and Purpose of Formal HRA 
Scope of and Approach to HRA 
Essential Steps in Process of HRA 
Let Us Sum Up 
Clues to Answers 

, 4.0 OBJECTIVES 

After reading this Unit you should be able to: . 
understand the concept of human resource audit as distinct from financial and 
statutory audits, 

appreciate the need, purpose and scope of human resource audit, and 

develop a perspective on the know-how of human resource audit. 

4.1 INTRODUCTION 

Human Resource Audit is an addition to the various tools and concepts used for effective 
human resources management of any labour intensive industry, more particularly, 
hospitality industry. In the service industry, human resources have a vital role to play as 
they form a part and parcel of the product or service that is being consumed. Hence, in 
this Unit, we aim to familiarise you with the basic concepts of human resource audit and 
the issued related to it. 

4.2 AUDIT 

Conventionally, the independent accountant, after completing an audit, is in a position to 
render a certificate covering his or her findings. Mention is made of the period covered 
by the audit. An assertion is included in the certificate, that a review has been made of 
the company's interhal control system and of the accounting procedures followed. A 
brief statement of the scope of audit is made. Any qualifications that are applicable to 
the execution of the assignment or to the company's accounts are prefaced. Finally, the 
independent accountant renders his or her opinion regarding the company's financial 
statements and the basis on which the accounts have been kept. Professional ethics are 
observed by independent accountants. Material facts are neither missed nor misstated. 

Again, conventionally, during manpower audit disbursements made on account of 
payrolls are checked to underlying records. This may even require verification of 
employee's signatures on payroll receipts to the extent considered necessary. Record of 
the time of arrival and departure of employees is checked; so also the reports of the 
number of pieces turned out by piece workers. Payroll records covering bonuses and 
commission on sales to employees are subjected to scrutiny. Also, certain payroll 
deductions and contributions in accordance with several social security and welfare laws 
are checked to compliance and accuracy. 



B I O C ~  I Human Other areas selected for scrutiny are: 
Resource Development * 

authorisationssf additions to a company's personnel, 

sanctions to the grant of special bonuses and profits sharing distributions and 
payment of compensations, 

compliance with wage regulations. 

Careful consideration is given by the independent accountant to the company's system of 
internal control and check, while determining the scope of the programme of audit. 
Obviously, much of the .quantum and thrust of audit can be directly related to 
effectiveness of the company's internal control system. 

It is a general practice for independent accountants to analyse the changes which took 
place in the company's personnel records during the period covered by the audit. The net 
increase or decrease in the number of employees in any one function or function 
occupation is discussed with one of the company's senior executives in order to obtain 
the benefits of his or her comments regarding the situation. 

While management can use a variety of means and measurement in control, in human 
resource management, audit is one of the most important devices and a significant step in 
the human resources planning process. Rather, it is considered as the first step in 
planning of human resources. I 
4.3 THE NEED AND PURPOSE OF FORMAL HRA 

Human ~esource  Audit is a systematic assessment of the strengths, limitations, and 
developmental needs of its existing human resources in the context of 
organisational performance. (Flamholtz, 1987) 

The premise on which the human resource audit is based is that opportunities are being 
missed by staying with the current approaches. It considers the human resource process 
as dynamic and that it must continually be redirected and revitalised to be responsive to 
the ever-changing needs. 

Human Resource Audits give an account of the skills, abilities and limitation of its 
employees. The audit of non-managers are called skills inventory while the audit of 
managers are called management inventories. Basically, the audit is an inventory that 
catalogues each employees' skills and abilities which enables the planners to have a 
understanding of the organisation's work force. (William B. Werther, Jr. and Keith 

HRA is a sort of feedback on the duties and working of the managers and other 
employees of the organisation. It is a sort of quality control of the human resource of an 
organisation. HRA can be conducted for a department or the whole organisation. It gives 
a more professional image and helps in bringing out the problem not necessarily linked 
with the Human Resource division of an organisation. HRA helps clarify a department's 
role in an organisation y d  brings about more uniformity in action. 

The commonly understood audits are the established and regular accounting audits 
carried out in accordance with specific statutory regulations. However, in the case of 
human resource audits, there is no legal obligation, but enlightened managements have 
voluntarily accepted its usehlness depending upon the circumstances. The following 
circumstances may be cited as examples: 

felt concern by top management, 

compulsions of the external forces necessitating a situational audit, 

business changing significantly influenced by international business decisions 
affecting human resource management, and 



an urge on the part of human resource management professionals towards HumanResixurceAudit 
advancement of the practices and systems. 

Human Resource Audit is the critical analysis of the existing human resource within the 
organisation. To be able to do that, the audit will have to be served with the data that is 
quantitative, qualitative, as well as comprehensive. In other words, the success of this 
stage of human resource planning solely rests upon the manner in which personnel 
records and other information are maintained. It is from the base of the current situation 
that the human resource audit is to take-off in order that the future must be planned. 
Hence, the information needs of such a critical exercise must be met. 

4.4 SCOPE OF AND APPROACH TO HRA 

Every time a human resource audit is to be taken up, the scope is decided. The audit 
need no be exhaustive but may focus on a particular function of human resource 
management such as training and development, compensation, performance appraisal, 
etc. Nevertheless, the objective and approach of HRA, irrespective of its scope, remains 
the same. . 

Essentially, human resource audits are not routine. These are in fact, studies of unusual 
nature. The manner of conduct can be self-directed surveys, or task force within the 
organisation, or reserved for intervention by outside consultants. These audits can be a 
one time affair or an occurrence after a regular interval or an ongoing audit function for 
operating units within the organisation. For example, in a hotel, the focus of audit was on 
analysing the extent to which managers and supervisors complied with established 
personnel policies and practices. 

Outside Consultants and HRA: Some Perceived Advantages 

Since HRA is a sort of feedback on the performance of manager and employees, many 
'firms prefer to have independent consultants conduct the audit in order to obtain greater 
objectivity and impartiality in reporting. Consultants who have wider experience and 
specialisation in the particular field, for instance, in our case hospitality, are asked for 
conducting HRA. Most of them possess an uncanny eye on details and data that might 
otherwise be looked as insignificant. They are supposed to act with impartiality and 
make judgements on what they review and analyse without risk of prejudice. 

4.5 ESSENTIAL STEPS IN PROCESS OF HRA 

Though the process would vary from hotel to hotel, generally it involves the following 
steps: 

1 )  Briefing and orientation: This is a preparatory meeting of key staff members to: 

i) discuss particular issues considered to be significant, 

ii) chart out audit procedures, and 

iii) develop plans and programme of audit. ' 

2) Scanning material information: This involves scrutiny of all available information 
pertaining to the personnel, personnel handbooks and manuals', guides, appraisal 
forms, material on recruitment, computer capabilities and all such other information 
required for HRA. 

3) Surveying employees: Surveying employees involves interview with key managers, 
functional executives, top functionaries in the organisation, and even employees' 
representatives, if necessary. The purpose is to pinpoint issues of concern, present 
strengths, anticipated needs and managerial philosophies on human resources. 



Block I Human 4) Conducting interviews: What questions to ask? The direction which audit must 
Resource Development follow is based on issues developed through the scanning of information gathered for 

the purpose. However, the audit efforts will get impetus if clarity is obtained as to 
the key factors of human resource management selected for audit and the related 
questions that need to be examined. 

The following model depicts various key factors required to be addressed during 
human r e s o w e  audit. It is developed from the interview guide used in an electronic5 
company. It h u s t  be remembered that the questions to be asked on factors given in 
model are required to be framed very carefully. The diagram given below illustrates 
the key factors and the subsequent table mentions related aspects related to each of 
the factors to be covered by the interviewing audit team. 
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HUMAN RESOURCE AUDIT: Key factors in human resource management 

Topks for Interview Questionnaire and the aspects to be covered 
Topic Related aspects to be covered 

1) INFORMATION Coverage 
Source 
Adequacy 
Gaps 

2) FORECASTING 

Testability 
Budgeting 
Time orientation 
TEchnology perspective 

3) TRAINING AND Need assessment 
DEVELOPMENT Selection criteria - 

Levels covered and frequency 
Internal vs. external training 
Quality consciousness 
Changing needs 
Climate for self-development 

4) PERFORMANCE APPRAISAL Validity of appraisal process 
Fitness 
Benefits andlor drawbacks/probiems 
know-how of appraising 
Clear objectives 
Uniformity in process 
Underlying benchmarks 
Consistency in ratings 
Linkages with pay 
Feedback to employees 
Changing needs 
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5) MANAGEMENT SUCCESSION Policy formulation Human Resource Audit 
PLANNING identifying key positions 

Availability of successors 
Matching future needs 
Responsibility for grooming and de~loping 
Handing nodpoor performers 

6) COMPENSATION Approptiateness of policies 
Company philosophy 
Adequacy of rewards . 
Nature of job descriptions 
Flexibility in job evaluation systems 
Control over costs 
Rationale of reward system 
Opportunities for improvement 

7) AFFIRMATIVE ACTION Efficiency of action programmes 
Lessons for hture 

8) SPECIAL ASSIGNMENT Clarity 
(other human resource functions) Comments 

Activities' jurisdiction 
9) NEED INTER-RELATIONSHIPS Uniqueness 

Distinctiveness 
Presence and awareness of about company's 
human resource policy 
Clarity of objectives of human resource audit 
Future outlook on philosophy 
Capabilities of implementation 

10) THE STAFF FUNCTION Expectation from human resource staff 
(the human resource staff) Degree of satisfaction 

Adequacy 
Attitude and approach 
Capability and potential 
Suggestion for change 

The process of the interview and the sequence of questions is often as important as 
their content. Another effective method is the 'focus interview'. A focus interview 
involves meetingsrbetween a trained interviewer and selected members of the 
organisation. Here the interviewer asks a variety of questions planned and prepared 
in the same fashion as the interview questionnaire explained earlier. 

5) Synthesising: The data thus gathered is synthesised to present the 

current situation 

priorities 

staff pattern, and . 

. issues identified. 

Similarly, future needs are identified and appropriate criteria developed for. 
spotlighting the human resource priorities and specific recommendations made. 

6) Reporting: Just as the planning meetings of briefing and orientation, the results of 
the audit are discussed within several rounds with the managers and staff specialists. 
In the process, the issues that get crystallised are brought to the notice of the 
management in a formal report. Follow-ups are necessary after an audit to see if the 

- action plan used to solve problems found this the audit worked or not. 

In conclusion, human resource audit is an important approach to human resource 
planning. It is practical because if correctly conducted, .it should increase the 
effectiveness of the design and implementation of human resource policies, planning 
and programmes. A periohic and systematic audit helps human resource planners 
develop and update employment and programme plans. 



Block 1 Human Check Your Progress J 
Resource Development L 

1) Explain what you understand by HRA?' 

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

1 2) What are the essential steps in HRA. 

4.6 LET US SUM UP 

Human Resource Audit is the critical analysis, of the existing human resources within the 
organisation. It is a systematic review and assessment of human resource management 
philosophies, policies, systems and practices. In terms of need, approach and procedures, 
human resource audit is different from the commonly understood accounting audits 
carried out in compliance of certain mandatory or statutory requirements. Similar to the 
case of Human Resource Plgnning, the success of Human Resource Audit is dependent. 
The reason for conducting a human resource audit is that it is from the base of the 
current situation that the future must be planned. Thus, an enormous amount of 
information needs to be available. But similar to the case of human resource planning, 
the success of this audit is dependent upon the availability of the quantitative as well as . 
qualitative information and its use by the auditor. The purpose of human resource audit 
is to gather data about the organisation's human resource management and to use those 
data to make judgements about how it's functioning, effectiveness, and requirements for 
future planning and development. The decision to conduct a human resource audit and 
its frequency would be guided by the top management's felt concern or, amongst other 
considerations, a desire on the part of the human resource professionals to advance the 
current practices and systems prevailing in the enterprise. The audit may be conducted 
by the management either 'in house' or by engaging an outside consultant in order to 
obtain greater objectivity i? reporting. 

4.7 CLUES TO ANSWERS 

I Check Your progress] 

1) Human Resource Audit is a systematic assessment of the strengths, limitations and 
developmental needs of its existing human in context of organisation performance. ' 
Study Sec.4.2 to expand the above answer. 

2) The essential steps in HRA are: 

i) ' Briefing and orientation 

ii) Scanning material information 

iii) Surveying Employees 

iv) Conducting interviews 

v) Synthesising 

vi) Reporting 

Study Sec.4.5 and expand the above answer.' 
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UNIT 5 HUMAN RESOURCE ACCOUNTING 

Structure 

5.0 Objectives 
5.1 Introduction 
5.2 The Concept of Human Resource Accounting (HRA) 
5.3 Human Resource Accounting: Objectives in Relation to the Process of Human 

Resource Management 
5.4 Information as a Key Factor for HRA in Hospitality 
5.5 Human Resource Costs: Concepts and Methods of Measuremen. 
5.6 Human Resource Valuation: Concept and Determinants of Value 

C 

5.7 Human Resource Value: Monetary and Non-Monetary Measurements 
5.8 Developing a Human Resource ACcounting System: 

Some Design Considerations 
5.9 Phases in the Design and Implementation of a Human Resource Accounting 

System 
5.10 LetUsSumUp 
5.11 .Key Words 
5.12 Clues to Answers , 

a 5.0 OBJECTIVES 

After going through this Unit, you should be able to: 

understand and define the concept of human resource accounting, 

describe the main objective and the managerial role of human resource accounting, 

appreciate the role of information as a key factor in human resource accounting 
system, 

./ follow the concept and various methods of monetary and non-monetary valuation of 
human resources, and 

understand the process and problems of designing and implementing a human 
resource accounting system. 

5.1 INTRODUCTION 

Effectiveness is best measured by comparing inputs with the desired output. This gives a 
.direct and positive measure of effectiveness as well as it provides comparative 
information to show how effectiveness has changed over a period of time. It requires a 
common base for measuring inputs and outputs. Measurement is the process of 
representing the properties or qualities of objects in numerical terms. In our control 
systems, measurement has a dual function: It provides information that can be used for 
evaluating performance, and to make corrections in goal directed behaviour. This is the . 
informational function of measurement. The accounting system, with its measures of 
financial and managerial performance, is a part of overall measurement system that 
contributes to the informational function. The informational function also draws on non- 
financial measures of performance such as product quality and organisational climate. It 
may be noted that the very act of measuring something has an effect on people's 
behaviour because people tend to pay more atteation to the various aspects of jobs or 
perfdrmance that are measured. 



Block I Human In human resource planning, unlike other functions, there is still the problem of 
Resource Development measuring itself; how can personnel inputs be measured using some common standards 

inevitably financial? This presents serious difficulty for the personnel function itself if it 
has to measure that output in financial terms. One attempt to apply financial 
denominators to human resources is the human asset or human resource accounting 
which endeavours to measure both the cost and the value of people to organisations. 

The subject of approach to measurement of human resources through human resource 
accounting has tempted personnel specialists and academics alike. The early 
development of human resource accounting was carried out by a team of researchers 
from the University of Michigan's Institute for Social Research under the guidance of 
Rensis Likert. Likert felt that the failure to show the human resources of the firm as an 
asset on the firm's books caused management to undervalue these resources in its 
decision-making. Early development work by the research team at the R.G. Barry 
Corporation at Columbus, Ohio emphasised the capitalising of expenditure on 
employee recniitment and development, using the historicalcost approach. The money 
spent on recruiting and training of employees was treated as a capital investment 
to be amortized over several years, since the benefits were presumed to continue 
over that period. R.G. Barry Corporation presented the human resource accounting 
information as an addendum to its regular financial statements in its report to 
stockholders. However, the primary use of information is for managerial control and 
decision-making. 

This Unit discusses the various aspects related to Human Resources Accounting. 

5.2 THE CONCEPT OF HUMAN RESOURCE 
ACCOUNTING (HRA) 

The subject of offering measures of the values of people to the organisation through 
human resource accounting is an essential component of HRP at all levels. According to 
Flamholtz and Lace (1981): 

"Human Resourie Accounting may be defined as the measurement and 
reporting of the cost and value of people as organisational resources. It involves 
accounting for investment in people and their replacement costs, as well as 
accounting for the economic values of people to an organisation." , 

They further explain the value of an employee to the firm as "the present value of the 
difference between wage and marginal revenue productn. An employee's value 
drives from the ability of the firm to pay less than the marginal revenue product. Thus, it 
involves measuring the costs incurred by business firms and other organisations to 
recruit, select, hire, train and develop human resources. It also involves measuring 
economic value of people to organisations. In short, they intend to make it clear that the 
term 'human resource' recognises people who form organisational resources. 

To quote Davidson, "Human resource accounting in the measurement of the cost 
and value is a term used to describe a variety of proposals that seek to report and 
emphasise the importance of human resources knowledgeable, trained and loyai 
employees in a company's earning process and total 'assets". 

In the words'of R;L. $Voddmff Jr., Vice President, RG. .Barry Corporation, the 
company which undertook pioneering work (1960s) in developing human resource 
accounting - "human resource accounting is an attempt to identify and report 
investment made in resources of the organisation that are not presently accounted 

. for under conventional accounting practice". Woodruff further considers it to be an 
information system that tells management what changes over time are occurring to the 
h v a n  resources of the business. 



In the foregoing definitions one may not find unanimity on what human resource Human Resource 
accounting is yet what is emphasised upon by all is the significance of information. Accounting 

'Human Resource Accounting System requires and produces a great deal of 
information for an organisation. 

5.3 HUMAN RESOURCE ACCOUNTING: 
OBJECTIVES IN RELATION TO THE PROCESS OF 
HUMAN RESOURCE MANAGEMENT 

You have been told in previous Section that Human Resource Accounting is a tool 
designed to assist in the effective and efficient use of management of human resources. 
Let us now consider the managerial role of human resource accounting in its totality 
through Figure I which clearly shows that Human Resource Management is a system 
designed to convert human resource inputs into outputs in terms of human services. 

TRANSFORMATION 
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Figure I: "Raw" Wuman transformed into Valuable Wuman Output 

The inputs are people: individuals, groups and the total human organisation. The 
transformation process involves the managerial sub-systems in use for acquiring, 
developing, allocating, conserving, utilising, evaluating and rewarding people working 
for any organisation. The outputs in the process are the services provided by individuals 
and groups. In other words, the model "transforms" "raw" human resources into 
valuable human services. Now let us briefly examine each sub-system: what, it covers 
Bnd it's enabling features. 

SI. sub-system in the What it Includes Enabling Features 
No. transformation 

process 

1) Acquisition of Human Recruiting Forecasting manpower 
Resources Selecting requirements, Selection Procedure, 

Hiring Cost estimation and Manpower 
budgets. 
Provides nonrmonetary surrogate 
measures in order to test 
management potential while 
choosing the person possessing the 
greatest future value to the 
organisation. 53 

SUBSYSTEMS 

for 
Acquiring, 

Developing, 
Allocating, 
Conserving 
Utilising, 

Evaluating, 
and 

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

SERVICES 

provided 
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individuals 
and 

groups 

MANAGERIAL OUTPUTS 



.Block' 1 Human , 
Resource Dgwment S1. Sub-system in the What it includes Enabling Features 

No. transformation 
process 

2) Development of Training to enhance Facilitates decisions involving the 
Human Resources technical, intellectual allocation of resources by measuring ' 

and administrative the expected rate of return in 
skills proposed investments in training. 

(Human resource accounting information can greatly influence the acquisition and development 
of policy for human resources in more thanone way, such as: 

9 review of budget proposals, 
9 employment decisions with regard to 

level of entry 
outside experience 
extent of training 

*:* provide estimates of historical and current costs in order to help management 
assess trade offs between the costs of remitment 
from outside or development from within.) 

3) Allocation of Human Assigning people to Helps management to allocate 
Resources various organisational people to jobs in a way that will 

tasks and roles optimize job productivity, human 
resource development and 
individual satisfaction. 

4) Conservation of Maintaining Provides early warning signals to 
Human Resources Mechanical capabilities suggest the need for special 

of individuals and attention to conservation and 
functional effectiveness prevent their depletion. 
of management teams. . . 

5) ~tifisation of Human Process of using Provides a unifying framework to 
Resources human services to help managers utilise human 

achieve organisational resource effectively and efficiently. 
objectives It makes managers think of 

strategies designed to influence the 
value of people. 

6) Evaluation and Reward Assessing the value of Helps human resource evaluation 
of Human Resource people to an process by developing valid and 

organisation with reliable methods of measuring the 
respect to performance value of people to the organisation. 
and their promotability Rewards include compensation, 

promotion and symbolic 'rewards'. 
The sub-system enables 
administration of organisational 
rewards in relation to a person's 
value to the organisation. 

To conclude, from a managerial perspective, human resource accounting can be seen as 
a way of thinking for the management of an organisation's human resources. It is based 
on the notion that people are valuable organisational resources. Another aim of human 
resource accounting is ta inform the investors about an organisation's human assets. It 
may be noted that current financial accounting practice treats all expenditures for 
investment in human resource as 'expenses' rather than as 'assets'. This convention 
results in a distorted measure of an organisation's return on investment. Therefore, it 
does not offer a clear picture to the investor who attempts to value an organisation's 
human resource on this basis alone. Nevertheless, the point is established that human " 
resource accounting does have a potential role for management and investors. Figure I1 
presents a model which contemplates the aims and objectives of human resource 



New Measures of Effective . Greater Accountability 
Manpower Utilisation for Human Resources 

Better Decisions 

Better Human Increased Managerial 
Resource Planning Awareness of Human 

Resource Value 

Human Resource ~kcount in~:  Objectives 

Figure 11: Objectives of Human Resource Accounting 

To conclude, we can say that human resource accounting aims at: (1) increased 
managerial awareness of the values of human resources, (2) better decisions about. 
people, based on improved information systems, (3) greater accountability on the part of 
management for its human resources,. (4) developing new measures of effective 
manpower utilisation, (5) enabling a longer time horizon for planning and budgeting, 
and (6) better human resource planning. 

5.4 INFORMATION AS A KEY FACTOR FOR HRA IN . 
HOSPITALITY 

Let us consider an example. One hotel chain is operating through its several regional 
offices, numerous branches and employing a sizeable field work force. During the 
review of its operations it is confronted with the following 'reported' problems 
concerning the planning and effective utilisation of its manpower: 

Nature of the problem Basis of report 

1) High turnover among its field operatives General impression 
(over the counter personnel) (no data available) 

2) Rising administrative cat: the personnel Based on opinion 
costs accounting for a very high component. 

3) Lack of attention on the part of managers Viewed as apparent 
towards developing their people. Only one or two branches monopolised in 

offering promotable manpower causing 
heartburning amongst the remaining 

- branches. 

A close look at these problems through an outside consultant brings out three basic 
lacunae in the organisation system: 

a) absence of a measure of planning of manpower beyond a short-term (one year), 

b) obvious lack of information about the firm's manpower, and 

c) absence of a position of senior executive in the corporate office for overseeing and 
coordinating various human resource activities and effective utilisation of the 
company's manpower. 

8 The criticality of (b) can be easily understood because without reliable system of 
information, effective planning and control is just not possible. 

The primaiy purpose of human resource aecounting is to help management plan and 
cmtrol the use of human resources effectively, and efficiently. For this, it must require a 
great deal of information that can serve the management, the investors and other outside 
agencies. Basically, the information it involves is f~r~measur ing the costs incurred by 
buimess firms and other organisations to recruit, select, hire, train and develop human 
assets, besides measuringfhe economic value of people to the organisation. 

Human Resource 
Accounting 



Block 1 Human In the example given above, the hotel chain identified the following kinds of information 
Resource Development and their use: 

Information Needs in Human Resource Accounting 

Kind of information Purpose of information 

1) Information for Human To facilitat8 manpower planning 
Resource Planning To gather data on actual costs of recruitment and selection, 

training, etc. 
Collection of figures over the past period provide 
reasonable basis for projecting future expenses. 

2) Information for control of To provide reasonable means of evaluating the performance 
personnel costs of management in controlling costs, 

The information helps develop a system of smdard costs 
for personnel recruitment, selection and training. That 
would help further in analysing costs. 

3) Information for control of To increase management's awareness of the costs of 
turnover costs turnover and to devise steps to control it. 

4) Information for evaluation To increase the accountability of management in providing 
of management measurements those were effective in developing and 
effectiveness utilising people over a longer period of time. 

5) Information for the Board To keep the top management abreast of changes in the 
and Stockholders organisation's investment in people and human.resource 

. value. 

To help the top management, in deciding on information on 
the firm's investment in humin resource to investors even 
though the data remains unaidited. 

The above illustration provides a synoptic view of the elements of information required to 
consider various problems related to the effective and efficient utilisation of human 
resources in the organisation. It also illuminates the point that the need for human resource 
accounting information arises from the specific felt needs of a hotel or hotel chains. 

5.5 HUMAN RESOURCE COSTS: CONCEPTS AND 
METHODS OF MEASUREMENT 

Before we consider cost measurements through human resource accounting, let us take a 
look at some of the terms used in the accounting concept of 'cost'. 

Some Definitions 
I '' 

1) Cost : A sacrifice incurred to  obtain some anticipated benefit or 
service. Conceptually, all costs have "expense" and "asset" 
components. 

2) Original Cost : The sacrifice that was actually incurred to acquire or obtain 
a resource. Original cost is also termed "historical costy'. 

3) ' Replacement Cost : The sacrifice that must be incurred to replace a resource' 
presently owned or employed. 

4) Outlay Cost . : The actual cash expenditure that must be incurred to acquire 
or replace a resoCrce. 

5) Direct Costs : Costs which can be directly traced to activity, product or 
resource. 

6) Indirect,Costs : Costs that cannot be traced directly to a specific activity, 
product or activity process, but which are incurred for 



7) Actual Costs : Costs actually incurred to attain some specified end. 

8) Standard Costs : Costs that ought to be incurred to attain some 
specified end under certain pre-defined conditions. 

9) Opportunity Costs : The income or revenue foregone or sacrificed in order 
to acquire or replace a resource. 

The several accounting concepts related to costs defined above have significant 
applications in human resource accounting. The concept of human resource cost has its 
roots in the general concept of cost. Human resource costs are costs incurred to acquire 
or replace people. Like other costs, they have expense and asset components. Similarly, 
other descriptions of costs, viz., outlay and opportunity costs, direct and indirect costs, 
actual and standard costs - all fit into the costs framework of human resource 
accounting. 

One can measure costs through human resource accounting in two ways: (1) the original 
or historical cost of human resources, and (2) the replacement costs of human resources. 

i) The concept of original cost 

The original cost of human resources may be defined as the sacrifice that was actually 
incurred to acquire and develop or replace people. It includes costs of: 

recruitment, 

selection, 

hiring, 

placement, 

orientation, and 

on-the-job training. 

It has elements of direct costs as well as indirect costs. For example, a trainee's salary is ' 

a direct cost, while the time spent by the supervisor or other employees during training 
contributes to the indirect cost. For managerial uses of the cost data, it is desirable to - 
include the opportm~ty costs incurred in the original costs of human resources. 
However, since the reliability of the opportunity costs can always be questioned, it 
should not form part of reporting to investors and external users. 

Measurement of Original Cost of Human Resources 

Acquisition ORIGINAL HUMAN RESOURCE CQSTS Learning 
costs costs 

f t 

Direct Costs 

I I Selection I 
I ' Hiring I 

I Placement I 

Promotion 
or hiring 
from within 
the firm 

Direct Costs 

Trainer's Time 

Lost Productivity 
during training 

- - - Figure 111: Measurement for Original Human Resource Costs: A Model 
(Fwure I11 and IV are adaotations from Eric G. Flamholtz. "Human Resoutce Account~na: ~ e a s u r i n .  Positional 

Human Resource 
Accounting 



Block I Human The definition of original cost of human resources refers to the sacrifice that would have 
Resource Development to be incurred to acquire and develop people. This means that any attempt for 

measurement of original human resource costs essentially requires measurement of 
acquisition costs and training costs. These costs will include both direct costs and 
indirect costs of acquiring and developing human resources. Figure 111 presents a model 
for the measurement of original human resource costs. 

ii) Replacement cost of human resources 

The Replacement Cost of Human Resources may be defined as the sacrifice that would 
have to be incurred today to replace human resources presently employed. It includes the 
costs attributable to the turnover of a present employee as well as the cost of acquiring 
and developing the replacement. From individuals, the scope can be extended to include 
the groups of individuals and the human organisation as a whole. Replacement refers to 
acquiring a substitute capable of rendering an equivalent set of services for a single 
specified position, meaning thereby that the context is the positional replacement. 

There is another notion of replacement cost: personal replacement cost. It refers to the 
sacrifice that would have to be incurred today to replace a person presently employed 
with a substitute capable of rendering an equivalent set of services in all the position the 
former might occupy. Here the context is the person, and the replacement cost is the cost 
of replacing a set of services provided by one person with an equivalent set of services 
to be provided by another: 

Measurement of replacement 

The context of replacement cost measurement can be positional as well as personal. 

There are three basic components of positional replacement cost: 
(1)  acquisition costs, (2) learning costs, and (3) separation costs. While the first 
two components'have been reflected in the earlier model, the separation costs refer to 
the costs incurred as a result of a position holder leaving an organisation. It may have 
both direct and indirect components and may include such costs as (i) cost of a vacant 
position while search for replacement is on, (ii) opportunity cost because of loss of 
services, and (iii) cost of lost productivity prior to the separation of an individual from 
the organisation if such tendencies were apparent. 

.Figure IV presents a model for measurement of human resources replacement costs 
(positional replacement cost). 

I Acquisition POSITIONAL REPLACEMENT COSTS Learning I 
costs F tI w 

1 Direct Costs I 1- 
Cost of 

promotion 
or transfer 
from withh 

I Hiring I I Placement I 
I I I 

Direct Costs 
A AL 

Cost of 
Trainer's Time Formal 

Training and 
I - 
I Lost Productivity I , I  

during training On-theljob 

Direct Costs - Separation Costs 

I Separation Pay I Loss of efficiency prior to separation 

I Cost of vacant position during search 1 
Figure IV: Measurement for Promotional Replacement Costs: A Model 



iii) Personal replacement cost Human Resource 
Accounting 

The concept of personal replacement cost refers to the sacrifice that would have to be 
incurred today to replace a person with a substitute capable of providing a set of services 
equivalent to the individual being replaced. The notion refers to the cost of replacing a 
person with a functionally equivalent substitute rather than the cost of replacing him 
with the best available substitute. The notion of ~ersonal reulacement cost is auite 

5.6 HUMAN RESO'LTRCE VALUATION: 'S 

One of the major objectives of human resource accounting is to develop reliable 
measures of effective manpower utilisation. Both monetary and non-monetary measures 
are needed for use in (1) decision making involving the acquisition, development and 
allocation of human resources, and (2) monitoring and evaluating the degree to which 
the management has effectively and efficiently utilised the human resources. For further 
conceptual clarity, one may look at some of the terms used in the context of human 
resource value with their simple definitions: 

,b 

Some Definitions: 

1)  Value: The present worth of the services of an employee is anticipated to render in I 

the future. 
I 

2) Value of human organisation: The present worth of its expected future services to 
an enterprise. 

31 Individual's value to an organisation: The present worth of the set of future 

4) Group'svalue to an organisation: The present value of its expected future 
servioes. 

membership during the period of his or her productive service life. I 

7) Productivity: The set of services an individual is expected to provide while 
occupying his or her present position. 

8) Promotability: The set of services the individual is expected to provide if and when 
he or she occupies higher-level positions in his or her present or different promotion 
channels. 

9) Individual skills: The currently developed potential of an individual to provide 
services to the organisation; I 

10) Rewards: The benefits derived by the system. 

11) Instrumental individual rewards: Rewards which are administered in relation to 
individual effort. 

12) Instrumental system rewards: Rewards which accrue by virtue of membership in 
the system. . . 

13) Activation level: The neuropsychological counterpart of the notion of motivation. 



Block I Human 14) Human resource valuation: The process of assessing the value of people to an 
Resource Development organisation. It involves measuring the productivity and promotability of people. 

15) Casual variables: Independent variables that can be directly or purposely altered by 
the organisation and its management. 

16) Goal emphasis: Behaviour that stimulates an enthusiasm for meeting the group's 
goal or achieving excellent performance. 

17) Intervening variables: Variables that reflect the internal state, health and 
performance capabilities of an organisation. 

18) Managerial behaviour: The dimensions of supervisory behaviour effecting 
influencing group effectiveness. 

19) Organisation structure: The structural relationship among organisation roles. 

20) Peer group behaviour: The support, interaction, facilitation, work facilitation, and 
goal emphasis provided by the subordinate peer group. 

21) Support: Behaviour that enhances someone else's feeling of personal worth and 
importance. 

22) Team Building: Behaviour that encourages members of the group to develop close, 
mutually satisfying relationship. 

23) Work facilitation: Behaviour that helps achieve goal attainment. 

m 24) End-result variables: Dependent variables that reflect the results achieved by an 
organisation. 

What is human resource value? 

The concept of human resource value is derived form the economic concept of value. 
The economic concept of value has two dimensions: 

1) Utility, i.e., value in use, and 

2) Purchasing power, i.e., exchange value. 

Value is the present worth of the services an object is anticipated to render in the 
future. Thus, if an object has no future use, it has no value. 

Similarly, human resource value is the present worth of people's expected future 
services. The concept can be applied to individuals, groups, and the total human 
organisation. 

In the preceding definitions we have noted that an individual's value to an organisation 
is the present worth of the set of future services he or she is expected to provide during 
the period he or she is anticifiated to remain in the organisation. 

I What determines the individual's value? 

Unlike other resources, human beings cannot be 'purchased' or owned by organisations, 
and hence are relatively free to either serve or turnover. From the organisation's 
viewpoint, this suggests a dual aspect to an individual's value: one aspect is the amount 
that organisation could potentially realise from his or her services if he or she stays with 

I 
. . 

derived, taking into account the person's ljkelihood of turnover. 

Two models of the determinants of human resource value are relevant here: one by 
Flamholtz that identifies the determinants of individual value and the ot&r by Likert 

60 that explains the determinants of group value. 



According to Flamholtz's model, the ultimate measure of a person's value is expected Human Resource 
realisable value. This comprises of two variables: conditional value (potential value) Accounting 

and the probability that the person will remain with the firm during his or her 
expected sewice life, as is shown in Figure V. 

Determinants of Elements of 
conditional value 

Activation 4z conditional value 

Individual's conditional value 
- 

Symbols: . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
I 

Organisational I l l  : -4------) Hypothesised interaction : 
I I 
I ----- Possible determinant I '--------------------------------' 

Figure V: Flamholtz's Model of Determinants of an Individual's Value to Formal 
Organisation 

It is evident from this figure that the conditional value of a person depends upon both the 
skills and the activation level that ultimately leads to his or her promotability, 
transferability and productivity. The organisational determinants of a person's 
conditional value include the degree to which the role assignment corresponds with the 
employee's skills and personal goals, and the reward system used by the firm. Then, the 
probability of a person staying in an organisation (maintaining organisational 
membership) is directly related to the degree of job satisfaction that the employee feels. 

The Likert and Bowers Model: Highlights causal, intervening and end-result variables 
affecting the group's value to an organisation. Causal variables are those which are 
controllable by the organisation, while intervening variables reflect organisational 
capabilities. Both these variables determine the end-result variables of the organisation. 

The end-result, dependent variables get their reflection in the achievements of the 
organisation or the total productive efficiency in terms of sales, costs, earnings, market 
performance, etc. Each of these models identifies variables that determine the value of 
people to organisations. These variables must be taken into account in measuring the 
value of people as organisational resources, as we move on further, to consider human 
resource valuation methods. 

5.7 HLMAN RESOURCE VALUE: MONETARY AND NON- 

Monetary and non- monetary measurements of human resource value are needed in 
order to translate manpower resources into a common denominator on which many 
organisational decisions are based. These decisions pertain to individuals, groups, and 
the total human organisation. For this purpose, different methods of valuation are 
needed because each of these aggregations of human resources is a distinct unit of 
organisational decision-making. 



Step 1 Define the mutually exclusive set of "states" and individual may occupy in the system. 

Step 2 Determine the value of each state to the organisation. 

Step 3 Estimate a person's expected tenure in the organisation. 

Step 4 Find the probability that the person will occupy each possible stare at specified future 
times. - 

B I O C ~  I Human 1) Monetary Measurements 
Resource Development 

The main aspects of a person's value to an organisation are: 

i) Expected conditional value, and 

ii) Expected realisable value. 

W e  have noted that the main aspects of a person's value to an organisation are the 
expected conditional value and expected realisable value. In the direct approach, there is 
an attempt to derive a direct or principal measure of a person's value. The indirect 
approach involves application of various possible surrogates or proxy measures of 
economic value in order to obtain measures of expected conditional and expected 
realisable value. 

Flamholtz's Stochastic Rewards Valuation Model based on the assumption that an 
individual generates work value as he or she occupies and moves along'organisation 
roles and renders service to the enterprise. The model presupposes that a person will 
move from one state (role) of the system (organisation) to any other state during a 

. specified time period. Exit also is considered a state in this model. 

In order to follow the model, the following steps are necessary: 

In principle, a person's expected conditional value and expected realisable value can be 
equal, provided the person is certain to remain in +e organisation in the predefined set 
of states throughout his or her expected service life. However, the basic problem in 
applying'this model in actual organisation is the difficulty of obtaining valid and reliable 
data inputs of 0) the value of a service state, (2) the individual's expected tenure, and 
(3) the probabilities of occupying each defined state at specified times - although 
Flamboltz continues to explore the various possibilities of measuring these dimensions. 

There are a number of other valuation models which have been developed over the past 
two decades and more. We will consider some of these here. The methods suggested 
throw considerable light on the possible approaches to the problems of human resource 
valuation. 

A) Lev and Schwartz's Present Value of Future Earnings Model 

Lev and Schwartz model- is based on the economic concept of recognising humans as 
wealth-providing sources of income, and relies on measurement of such wealth as a 
present value of future income streams. The exercise involves (1) classification of 
employees into homogenous group profiles, (2) estimation of earnings for each such 
group, and (3) calculation of the present value of earnings of each group, using an 
appropriate discounting rate. Thus, the discounted future expected income stream 
representsthe present value of services. 

The model has some limitations: Firstly, it ignores the pbssibility of the individ&al 
making exit from the organisation for reasons other than death, and secondly, it ignores 
the likelihood of role changes beyond one's normal career channel. Further, by simply 
aggregating individuals into groups on the basis of age, qualification, etc. is no 
guarantee of aggregate measures in value because of synergism. 

B) Hermanson's Adjusted Discounted Future Wages Model 

In this method the approach is to adjust the discounted future salary wage payments to 

62 - people by performance efficiency factor (which i s  a ratio based on the return on 



investment derived by the specified firm relative to all other firms in the economy for a 
specified* period). Apparently, compensation measures, such as, salary are considered 
potentially useful to develop a surrogate valuation model. However, in reality they may 
not necessarily bear a significant relation either to an individual's value or to his or her 
current productivity. There are several other limitations, such as, organisational 
compensation policy, wage and salary structure, influence of unions which may not 
accurately reflect the individual value. 

C) Hekimian and Jones Competitive Bidding Model 

In this model Hekimian and Jones propose a method wherebi the concept of 
opportunity cost is applied by establishing an internal labour market within the 
organisation through the process of competitive bidding. Under this approach, all 
managers will be encouraged to bid for any scarce employee they want and the one who 

i 
is able to acquire his or her services put the bid price as his or her investment base in 
respect of that employee. However, this method also has'problem of valuation, such as, 
to the adoption of a procedure by a manager to decide the amount of bid. 

In a review of the several methods discussed above, Flamholtz observes that it is not 
sufficient to assert that the various methods bear an identity or close correspondence 
between the true unknown economic value of individuals or surrogate measures. 
Nevertheless, according to Flamholtz "at best these assertions should be'reviewed as 

I testable hypotheses" pointing to the need of validation through further research. 

Monetary Measurements: Valuation of Groups 
- Earlier, the point has been mentioned that the value of a group may not be equal to the 

values of the individuals comprising the group. Mainly, the differential is attributed to 
synergism. It is not valid merely to apply methods for individual valuation to group . 
valuation, and vice versa. Hence, the need to develop methods for the valuation of 
groups per se. 

In organisations, there are several types of groups. For'exarnple, one classification is 
departments, plants, divisions, levels, or just work groups. Another way of grouping is 
based on the consideration whether the group comprises an expense centre or a profit 
centre. 

Human Organisational Dimensions Method 

Based on the Likert-Bowers model of group's value to an organisation discussed 
earlier, the method fotlows the assumptions on relationship among causal, intervening 
and end-result variables. The assumptions are that the causal variables influence the 
intervming variables, which in turn determine the organisation's end-result variables. 
According to Likert, changes in the key dimensions in the human organisation are 
considered to be dependable indicators for forecasting changes in the productivity and 
financial performance of an organisational unit that the human organisation will be able 
to sustain over substantial periods of time. Moreover, when changes in the human 
organisational dimensions occur, predictions can be made of the magnitude of changes 
that will occur subsequently in the output performance of that human organisation. 

I 
I Fl~mholtz proposes three methods for valuation of expense centre groups using 
I 
I surrogate measures for their valuation: 

:.. i) Capitalisation of Compensation, 
r I' 

ii) Replacement Cost Valuation, and 

iii) Original Cost Valuation. 

2) Non-Monetary Measurements 

Although accounting has conventionally used money as its basic unit of measurement, 
Am'erican Accounting Association's Committee has recently sugges'ted that there ' 

Human Resource 
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no reason why money alone should be the unit of measurement used in accounting. (The 
committee stated that "there is also no reason why the only measure applied should be 
'value' in terms of dollars.) It is entirely conceivable that accounting should deal with 
various measures and do so in a systematic form, say, "a sector or number of measures". 
The committee for the first time conceded that the future scope of accounting was likely 
to include rion-monetary as well as monetary measures. 

In human resource accounting, non-monetary measures of human resource value have 
significant uses. Firstly, they may be used for decisions that do not require monetary 
measurements - such as, layoff decisions. Secondly, non-monetary measures may also 
be used as surrogates for monetary measures. For example, a ranking of people 
according to their conditional value may be used as a surrogate for the monetary 
measurement of conditional value. Thirdly, non-monetary measures may be used to 
predict monetary measures. Hence, the importance to develop valid and reliable non- 
monetary methods of measuring human resource value is gaining ground. 

For non-monetary measurements, we may revert to Flamholtz's model to consider the 
methods of measuring each determinant of an individual's value to human organisations. 
We referred to the terms expected realisable value and conditional realisable value. 
Expected realisable value and conditional value can be measured by ranking methods. 
The probability of maintaining membership can be measured by acturial and subjective 
probabilities. The elements of conditional value (productivity, transferability and 

. 
profitability) can be measured by personnel research and appraisal methods as well as by 
certain objective measures. Productivity corresponds to measures of performance and it 
can be measured by performance objective indices and by management appraisal. 
Promotability and transferability- can be measured in terms of the measures of 
potential, such as, psychometric tests and subjective assessments. Satisfaction can be 
measured by attitude surveys. Skills can be measured by a capability inventory and 
motivation can be measured by an attitude questionnaire. A person's role can be 
measured by job analysis, while rewards can be measured through attitude surveys. 

All of the variables contained in the Likert-Bowers model of the determinants of a 
group's value can be measured by the "survey of organisations", an attitude 
questionnaire. Taylor and Bowers have conducted tests of the predictive validity and 
the internal consistency reliability of this measurement instrument. Their findings led to 
reconceptualisation of an earlier version of the Likert-Bowers model and provide a 
foundation for t ~ v e l o p m e n t  of non-monetary measurements of a group's value to an 

,* " organisation. .* t. 

5.8 DEVELOPING A HUMAN RESOURCE ACCOUNTING 
SYSTEM: SOME DESIGN CONSIDERATIONS 

The design and implementation of human resource accounting system is a matter of 
individual organisational capability and its perception of accounting and objectives of 
developing a framework for the accounting of the human resources. While one firm may 
draw satisfaction with the most rudimentary system, the other organisation may feel the 
need for much more advanced capability. Similarly, the appropriateness.and validity of a 
certain human resource accounting capability may render itself less appropriate and not 
valid with the changed conditions, both inside and outside the organisation. 

Flamholtz suggests five human resource accounting systems by type of capability 
represented by systems I, 11,111, IV and V. Similarly, five functions of human resources 
management, viz., human resource planning, human resource decision making, 
conservation, evaluation and management efficiency: control are listed. These are 
arranged in a matrix form (Figure VI) to indicate the human resource accounting 

64 capabilities provided by each system level: 
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System I systems 11 System 111 System IV , System V . 

Human Prerequisite Basic HRA Intermediate Advanced Total HRA ' 

Resource Personnel system HRA system HRA system system 
Management system 

Functions 

I 
Human Manpower Estimated Replacement Standard and Stochastic 
Resource skills costs of wsts actual rewards 
Planning inventory selection, personnel valuation 

Replacement recruitment, costs model HR 
tables training, etc. Stochastic value 

Simulations 

manpower simulation 
mobility 
models 
Manpower 

Human 
Resource 
Decision 
making: 

A. Budgetary Personnel Personnel Budgetary Budget . Human Capital 
costs included costs budgeted system for Standard and budgeting 
in "General separately recruitment, actual costs Budget ROI 
and training, etc. Original and on human 
Administra- Budget replacement capital 
tive" expenses replacement costs investment. 

costs 

B. Policy 

Human 
Resource 
conservation: 

A. After- 
the-fact 

Traditional Value-oriented Recruitment 
selection, selection vs. training 
training and decisions trade off 
placement analysis 
methods 

Turnover rates Turnover cost Replacement 
cost 

- - - - - - - 

Manpower Value-based 
assignment compensation 
optimization 
models 

Opportunity HR Value 
cost depletion 

-- - - 

B. Before- n.a. Attitudinal Expected Expected Expected 
The-fact data Turnover cost Opportunity conditional 

costs HR and realisable 
accountability value 

depletion 

1 v  

Human Performance Perceived Performance Measurements Measurement 
Resource 
Evaluation 

and potential value rankings predictions of of ewnomic of economic 
ratings potential value value of value of 

interval groups individuals 
scaling of 
value 

v 
Human n.a. Comparison of Comparison of Comparison of Inter-unit 
Resource actual costs budgeted and actual costs comparison of 
Management with historical actual costs against costs 
Efficiency costs Variance standard 
control analysis Variance 

addysis 

Figure VI: Capability provided by HRA system I to V 

From the above matrix it would be seen that at the two extremes, there is System I which 
consists of nominal but very elementary human resource accounting capability. At the 
other end, there is System V which constitutes the total HRA system, representing the 
maximal human resource accounting capability. 

Human Resource 
Accounting 



Block 1 Human These five systems can be taken as five levels and five stages of developing human 
Resource Development resource accounting capabilities. A firm may presently be in the first stage of human 

resource accounting capability and desire to reach the fifth stage. Now depending upon 
its own circumstances, it may be quite rational to 'move from stage to stage to 
incrementally increase the firm's capability or alternately, to choose a higher system IV 

I or V. However, this will depend on the following factors: 

i) Type of organisation: There are three main criteria which influence the type of 
organisation: 

1) The degree of human capital intensiveness. For example, hospitals, 
establishments are highly people intensive and, therefore, likely to lead to 
account for human resources. I 

2) The number of highly educated or skilled personnel required in hotels or related 
services, individually as well as in groups. 

3) The number of people occupying similar positions, i.e., each performing 
virtually similar functions. For example, chefs in hotels. Large numbers provide 
a basis for comparability and of performance and potential as well as data for 
purposes of anaiysis. 

i i)  Size and structure of organisation: A small organisation may not need at all a 
formalised human resource accounting system because the management's personal 
knowledge of operations. However, the larger the organisation, the larger is its need : 

for human resource accounting. Here, the human resource accounting system must 
be designed as a subsystem to the overall management information system. 

iii) Existing Human Resource Accounting capability: We have already noted from 
the matrix (Figure VI) that an organisations PERSONNEL SYSTEMS and human 
resource capability will also influence the choice of a human resource accounting 
system. For example, an organisation with a computerised human resource 
information system can be expected to develop System V capability with much ease 
than an organisation with inadequate personnel system. 

iv) Potential for Developing HR Accounting: Much of the potential for developing 
human resource accounting capability will be judged from the fact of availability of 
and accessibility to the required data. In some orgariisations, particularly in service 
organisations, such as, hospitality or tourism, being labour intensive, most of the 
data is available as a routine aspect of business operations, even though it might lack 
the advanced capabilities. In other organisations, where some or all the required data 
is not available, the potential for developing human resource accounting is to 
intermediate (System 111) capability. Exceptionally, an organisadon may wish to 
move directly from minimal to advanced human resource accounting capability. 

5.9 PHASES IN THE DESIGN AND IMPLEMENTATION OF 
A HUMAN RESOURCE ACCOUNTING SYSTEM 

We have noted earlier that different organisations require different degrees of hum? 
resource accounting capability. Flamboltz's Systems I to V are not all embracing or 
standards to match a specific organisation's human resource accounting needs. Instead, 
in each case, an appropriate system will have to be tailor made to a firm's particular 
needs. There are five phases in the design and implementation of human resource 
accounting system: 

1) Identifying human resource accounting objectives, 

2) Developing human resource accounting measurements, 



3) Developing a data base for the system, 

4) Pilot testing the system for validity, and 

~Lrnan. Resource 
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5) Implementing the system. 

1) HR Accounting Objectives: The objectives of the human resource accounting 
system should basically stem from the management's requirements from human 
resource information. These requirements must be defined explicitly. As a part of 
the detailed study and analysis of the organisation's human resource management 
process, each organisational unit should be responsible for human resource 
management, should define its functions, indicate the kinds of decisions made, 
their relative frequency and information needed to make those decisions. These 
information needs must be analysed in relation to the present information flow and 
the new information to be developed mast be made specific. Once this analysis is 
done, the basis of the human resource accounting system in terms of its scope and 
objectives can be defined. The objective may be a total HRA system, a problem 
oriented system, a partial system, such as, a budgeting system for human resource 
costs, or setting of standard costs. 

2) Developing Human Resource Accounting Measurements: The first step is to 
select the types of HRA measurements desired. The choice needs to be exercised 
between: (a) single measurement or a set of measurements, (b) monetary or non- 
monetary measurements, and (c) measurements of costs or value, or both. In the next 
step, before these measurements selected can be translated into useable forms, their 
validity and reliability must be tested. 

3) .Developing Human Resource Accounting Database: The inputs required for 
human resource accounting constitute the database. These include cost data, time 
sheets, psychological measurements, etc. In typical cases, it will become necessary 
to restructure the organisation's accounting classification with a uiew'to ensuring 
that all personnel related costs are classified separately. Otherwise these cost 
elements are 'buried' covered in one single cla\zit<cation "administration and 
general expenses". The accounting classification should be organised in relation to 
responsibility centres, such as, recruitm'ent, training, manag&ent development, etc. 
In addition to restructuring the accounting classification, theldatabase must also 
include non-financial information, such as, employee attitude survey feedback as a 
standard ongoing basis. Similarly, the probabilistic estimates of employee mobility 
compiled in the human resource planning process must be taken into account for 
measuring human resource value. 

4) Pilot Testing the System: After the objectives have &def ined ,  measurements 
developed, and necessary database is made availahl~, the-next step i s  to pilot test the 
system. Care should be taken that the test is not ~nfluenced by extraneous problems 
and that the management's support and cooperation is available throughout the - 
processes of design and development of the \ J  stem. In the light of the feedback from 
pilot testing, the system should be reviened for its utility, efficiency, cost, etc. 
aspects and suitability modified, if considered necessary. 

5) Implementing the Human Resource Accounting System: The final phase is the 
implementation process. It involves essentially, standardising the input output 
documents, forms, etc., and familiarising the personnel with the new system. Staff 
orientation as to the uses, purposes, uses and methods is a key activity in order to 
operationalise the human resource accounting system without many hassles. 

Any system, over a period of time, may become out of step either because of inherent 
constraints or changes in the management needs. A continuing review would make the 
system more responsive to the changing needs, and modifications required would be 
easy to cany out either by simple adjustgents in the existing system or by following the 
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1) What is human resource accounting? Discuss with reference to a few definitions of 
huinan resource accounting. 

2) What is cost? Define the following concepts of cost: 
a) Original cost b) Replacement cost 
d) Opportunity cost 

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

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

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

4) What is value? Define the following terms used, in the context of human resource 

i) Individual's value to an organisation. 

ii) Groups value to an organisation. 

iv) Peer Group Behaviour. 

v) End Result Variables. 

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

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

5) What are the methods for valuation of expense centre groups? 

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

6) Describe the phases in the design and implementation of a Human Resource 
Accounting System. 



5.10 LET US SUM UP Human Resource 

Human Resource Accounting provides another type of information that holds promise 
for the evaluation of human resource management and in turn assists in human resource ' 
planning policies and practices which invest in effective utilisation of these resources. 
Human resource accounting places value on the human assets of the firm, which means 
accounting for an organisation's employees among its other resources, measuring both 
the cost and the value of the personnel. In other words, it involves accounting for 
investment in people and their replacement costs, as well as accounting for the economic 
values of people to an organisation. Several models and methods for developing 
measures in monetary and non-monetary terms were discussed in the Unit. 

However, there seems to be diversity in suggested ways of measuring the investments. 
L HRA concept is well theorised, but still there are many questions remaining unanswered, 

and the practical problems of gathering data and reliable measures of costs and values 
have been overwhelming. Further, human assets are outside the concept of "ownership" 

C and so far there are no clear-cut methods to measuring the "changing characteristic" of 
human resources, in a wholly convincing way. Nevertheless, much of the value of 
human resource accounting lies in encouraging managers to consider investments in 
manpower planning in a more positive way. As management the HRA concept itself, 
represents a new way of thinking about people as assets. It has a great potentia/for 

" future research in the hospitality sources. 

L 
5.11 KEY WORDS 

Investment Approach : denotes policy of treating certain human 
resource costs as an investment to be 
depreciated during an employee's expected: 
employment. 

Humanistic Values : refers to positive beliefs about the potential 
I and desire for growth among employees. 

Incremental Values : indicates almost limitless values that are 
created by a positive'organisational climate. 

Organisational Climate : refers to human environment within which an 
4 organisation's employees work. - 

' Organisational Climate Approach : necessitates use of periodic surveys to 
determine ways in which the organisational 
climate has improved or deteriorated. 

5.11 CLUES TO ANSWERS 

[check Your Progress I 
I )  Human Resource Accounting may be defined as the measurement and reportiig of 

the cost and value of people as organisational resources. It involves accbunting for 
investment in people and their replacement costs as well as accounting for the 
economic values of people to an organisation. Read Sec. 5.2 and answer in detail. 

2) Cost is a sacrifice incurred to obtain some anticipated benefit or service. 
Conceptually, all costs have "e~pense" and "asset" component. See Sec. 5.5 to find 
the definition of the various concepts of costs. 



Block 1 Human 3 j  The original aost of human resources refers to the sacrifice that would have to be 
Resource Development incurred to acquire and develop people. This means that any attempt for 

measurement of original .buman costs essentially requires measurement of 
acquisition costs and training costs. These costs will include both direct costs and 
indirect costs of acquiring and developing human resources. See Sec. 5.5 to check 
out the figure of the model of Measurement for Original Human Resource Costs. 

4) Value is the present worth of the services an employee is anticipated to render in the 
hture. Read Sec. 5.6 to find the definition of the related terms. 

5) Flamholtz proposes three methods for valuation of expense centre groups using 
surrogate measures for their valuation: 

. i) Capitalisation of Compensation, 

ii) Replacement Cost Valuation, and 

iii) Original Cost Valuation. 9 

See Sec. 5.7 to learn about them in detail. 

6) There are five phases in the design and implementation of human resource 
accounting system. They are: a 

i) identifying human resource accounting objectives, 

ii) Developing human resource accounting measurements, l 

iii) Developing a data bpe  for the system, 

iv) Pilot testing the system for validity, and 

v) Implementing the system. 

See Sec. 5.10 and expand the above answer. 



UNIT 6 JOB EVALUATION: 
CONCEPT, SCOPE AND LIMITATION 

6.0 Objectives 
6.1 Introduction 
6.2 Need for a Rational and Equitable Pay Structure 
6.3 Job Evaluation and Its Objectives 
6.4 Anomalies in Salaries and Theory of Relative Values 
6.5 Basic Assumptions in Job Evaluation 
6.6 Trigger Points 
6.7 Advantages of Job Evaluation 
6.8 Areas of Application and Evaluatory Phases 
6.9 Problems Associated with Job Evaluation 
6.10 Let Us Sum Up 
6.1 1 Clues to Answers 

6.0 OBJECTIVES 

After reading this Unit you will be able to: 

develop an understanding of the concept of job evaluation, its scope and limitations, 

appreciate the need for a rational and equitable pay structure, and 

take note of the historical developments with regard to the application of the 
technique of job evaluation. 

6.1 INTRODUCTION 

Productivity for any organisation or enterprise depends, to a great extent, on the morale 
and motivation of the employees of that organisation1 enterprise. One of the principal 
factors affecting the morale and motivation is the "pay policy" and "pay structure" of the 
organisation. Assuming, we have two sections or categories of employees, say Category 
A and Category B. The former has a salary structure higher than that of the latter. The 
latter category has a feeling (real or imaginary) that the duties and responsibilities of the 
former are not more onerous than theirs. This feeling could lead to frustration and 
lowering of morale, productivity and poor service. An organisation needs a system which 
will attempt to prevent such situations to develop and to resolve them to the satisfaction 
of all concerned where such situations discern themselves. This sort of system is 
specially needed in case of hospitality sector, where many pkople are employed 
according to the need and specifications of a particular service. Disgruntled employeed 
in contact with customers will end-up projecting a poor image not only of the 
organisation but also of the destination as a whole. This Unit is intended to identify such 
a system. It starts with highlighting the need for a rational pay structure and goes on to 
deal with other issues like setting the objectives for job evaluation, relationship with 
wages, advantages and areas of applications, etc. It also takes into account the problems 
related with job evaluatian. 

6.2 NEED FOR A RATIONAL AND EQUITABLE 
PAY STRUCTURE 

As wages are probably the most important single element in conditions of employment, 
they have naturally always raised difficult issues in negotiations between employers and 



B I O C ~  I Human employees. These issues concern not just the general level of salary received by 
Resource Development employees but also the differences in wages amongst them. These differences are of 

many kinds. They exist as between countries and, within each country, as between 
industries or groups of industries. Moreover, within any industry there are usually salary 
differences as between individual, regions, firms or plants and within the latter as 
between different departments. Many of these differences may reflect differences in 
occupational content - quite apart from the fact that employees engaged in the same type 
of work may receive quite different salary according to their length of service, working 
conditions, personal performance or for a host of other reasons. 

Among the many pay problems regularly confronting enterprises throughout the world, 
those associated with internal pay differentials are amongst the most common. The 
difficulties normally arise from the belief by certain employees that the position they 
occupy in the existing jobs. But responding to such concern by means of upward pay 
adjustments does not necessarily represent a solution as other employees with whom 
comparisons are traditionally made, may not accept having their relative position 
deteriorate in this way. Continuing ad hoc modifications to pay structures risk 
undermining faith in their rationality and initiating a series of conflicting pay claims. 
The way to resolve such difficulties lies in planning and developing to the extent 
possible, a common understanding amongst all the employees and the management 
concerned on what the pay structure shquld be. This is especially true in the case of 
various segments of the hospitality industry, where, as you know, a large number of 
people are employed on a seasonal or temporary basis. This employment can be only 
during the peak season or for a special delegation or for a special event and so on. A pay 
structure has to be followed so that no bad feeling is there between these temporarytpart 
time employees and permanent -employees. A few professionals working as 
specialists/consultants on a contract basis with one or more organisations would employ 
them in case of a need for such professionals. A uniform pay structure is a morhl booster 
for all involved. 

6.3 JOB EVALUATION AND ITS OBJECTIVES 

Job evaluation is thi process of establishing the value of jobs in a job hierarchy. Job 
values may be determined by negotiation or fixed on the basis of broad assumptions 
about market rates and internal relativities. Job evaluation is a comparative process 
based on a whole series of tasks, responsibilities and obligations, including the skills, 
knowledge and mental agility required, qualities of initiative, reliability of the employee 
and so on. It aims at establishing pay structures that are fair and equitable in the sense of 
ensuring equal pay for jobs demanding what are considered to be broadly similar 
sacrifices and of rewarding appropriately the greater efforts and hardships involved is 
some jobs as compared with others. 

Through the process of job evaluation one will be able to compare jobs by using a 
common criteria to define the relationship of one job to another. This gives us the basis 
for grading jobs and developing a pay structure. In this way, it seeks to minimise the 
dissatisfaction associated with pay differentials and thus to contribute to more 
harmonious human relations at the work place. 

In short, job evaluation concerns itself with pricing a job in relation to other jobs on 
the basis of a consistent, fair, logical and equitable criteria and not on the basis of 
arbitrary; variable judgements dictated by short-term expediency or arrived at 
through rule of thumb methods. While one may get the impression that as a technique, 
job evaluation is invariable and inviolate and it also possesses first-degree precision of 
scientific variety, it is not so in practice; for, in the ultimate analysis, it is essentially a 
way of applying judgement, and since no evaluatory process can eliminate the need for 
exercising judgement, howsoever systematic it is or may be, it will always remain 
captive to human traffics; additionally so because the technique is to be administered by 



people and for people in the live-organisation world of work. We must remember that ~ o b  Evaluation: Concept. 
job evaluation is about relationships, and not absolutes. Therefore, job evaluation cannot Scope and Limitation 

be the sole-determining factor for deciding pay structures. Jobs have intrinsic value - 
such as, whether the tourist guide is worthy of his or her services being hired. Still, it is 
not possible for us to determine what that value is in monetary terms unless we take into 
account the pressure of supply and demand, internal differentials and feelings about 
equity, in that order. Job evaluation is, therefore, an attempt to find a measure by which 
the relative payments made to different jobs are internally consistent. 

Therefore, the primary objective of job evaluation is also to find out the value of work. 
But this is a value which varies from time to time and from place to place under the 
influence of certain economic pressures, not least of which is the worth of money itself. 
Nevertheless, the value of work at a specific time and place is absolute, governed by 
supply and demand, and related to the value of all other work. The aim of job 
evaluation is not to create a rate, but to discover what that rate is at that time and 
in that place. 

6.4 ANOMALIES IN SALARIES AND THEORY OF 
RELATIVE VALUES 

You have been told earlier that the most common anomaly is related to irregularity 
between salary paid and work done by an employee. While this may be a source of 
dissatisfaction and may appear to be anomalous, it is in fact only anomalous if 
transference from one job to another is excluded from the criteria. For instance, the case 
of the old employee who is retained at a salary i" excess of the value of the work he or 
she does is not anomalous unless we expressly exclude 'length of service' from the 
criteria. This goes to prove how important it is that the criteria should be properly 
defined and understood lest every difference should be thought to be anomalous. 

The concept of job evaluation is based on the theory of relative values, a theory which 
broadly implies that the value of anything depends on and is influenced by the values 
of other things. Thus, the value of work is relative to the value of other work, and so 
can be determined only by comparisons between different kinds of work. The effect of 
this is seen when, if the salary for a job is raised, then the value of the salary paid to 
another job not so treated, is lowered. To restore the status quo ante it is necessary to 
raise the wage of the second job proportionately. Another part of this theory is that 
because of the internal and external economic pressures, the salaries that are to be used 
as indicators for finding out what work is worth should not by themselves be anomalous, 
otherwise, the evaluation will be affected by the anomalies themselves and so would 
become unreliable. 

6.5 BASIC ASSUMPTIONS IN JOB EVALUATION 

. Job evaluation is based on certain basic postulates, i.e., claims/assumptions: 

The work must have some intrinsic worth when judged against certain criteria, 
but that whatever this worth may be it will not necessarily be the same as the dalary. 
Implicit in this assumption is that these criteria can be identified, specified and 
quantified. These criteria are in terms of the human characteristics or qualities that 
are required to do the work satisfactorily. Further, these characteristics are supposed 
to be in short supply in relation to the demand placed on them. The usual 
characteristics or factors are skill, responsibility, physical effort, mental effort and 
working conditions. 

It is logical to pay the most for jobs which contribute most to attain the 
organisational objective(s). 
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worth of job. - 
.There is a broad, if not critical, consistency between pay structures in an 
organisation evolved on the basis of job evaluation and that in the outer community 

The relative worth of jobs is not easy to gauge. By far, the most important element in 
job price is the content factor. The content consists of duties and responsibilities of the 
post, the difficulty level(s) encountered by the incumbents, demands that are made by the 
post on job holder in terms of mental, intellectual, physical and environmental 

. requirements for the due discharge of the duties attached to the post. These obviously are 
central points related to the post and, hence, are basic to the determination of the base 
rate for the job. Pay or salary structure may thus be seen to consist of the following: 

The job rate which is relatable to the importance of the job, the responsibilities 
involved in it, skill levels and pattern of experience needed for adequate job 
performance, and the mental and physical demands made on the job incumbent. 

Special or personal allowances connected with long service, skill scarcity, 
recompense for personal or social inconvenience. 

Fringe benefits like holidays with pay, pensions, life insurance, car, etc. 

Payments associated with reward according to performance (payment by result 
scheme, merit rating or profit sharing schemes, such as, sharing of commission in the 
hospitality sector, share of production plan, etc.) 

The economic pressures affect the salaries and they have to be altered accordingly. 
The basic evaluations of the work are not affected by such pressures. Once the 
differential has been determined between job and job, it remains unchanged as long 
as the system itself endures. The evaluation depends upon the criteria and so long as 
the criteria do not change, the evaluation should remain as it were. 

Like everything job evaluation decays. It might begin to decay even before-pit is 
completed and implemented, and can be kept in good order only by carefit1 maintenance. 
But once a system has begun to collapse the best maintenance possible will not restore it 
and it will need to be replaced by another system. 

6.6 TRIGGER POINTS 

The trigger points for initiating job evaluation exercises in an organisation are basically 

disillusion with the existing remuneration patterns, and 

a realisation that prevalent salary structure will soon lose validity or situational 

conditions of growth or shrinkage. 

Besides these two the: 

a technology-change brings about variation in job nature, and difficulty levels, and . 
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unfair leading often to management-employee bickering about pay. In short, the need 
for job evaluation arises because of technology change and organisational growth. 

The job evaluation~process thus initiated has to take care of the factors affecting the jdb 
value in the organisation concerned. The main factors affecting job values or pay 
structures are market rates, negotiated pay scales and internal relativities and feelings 

In general terms job evaluation is used to create two dimensions of relationships. The 
first is the vertical relationship within a sector of an organisation where the basic skill is 
similar. Here the order of seniority may be obvious, but the spacing of the rungs on the 
seniority ladder needs to be established. How much more, for example, should the Senior 
Tour Executive be paid than Tour Executive? The second dimension is the lateral 
relationship between jobs of a different nature. For example, how should one relate the 
values of similar jobs between the tours and travel departments? and so on. 

6.7 ADVANTAGES OF JOB EVALUATION 

The management-employee relationships are improved and strengthened by increasing 
the appreciation of each side's aspirations and viewpoints. When there is a pervasive 
goodwill in the organisation based on mutual understanding of management-and- 
employee over the principle irritant, that is, the pattern of payment and overall 
compensation structure, the organisational goals are more effectively realised, personnel 
growth and development stimulated, and mutually profitable partnership programmes are 

Job evaluation deals with actual facts, and not what is thought of (by management or 
employees) as facts regarding jobs; it centres around commonality of previously 
determined criteria so as to enhance objectivity and consistency in factor analysis and 
value assessment. Further, it seeks to avoid all ad hocism, arbitrariness and expediency 
in dealing with pay matters, not only to provide a disciplined framework for all 
organisational pay decisions, but to also promote positive acceptance of such decisions. 

The advantages flowing from it benefit all in the organisation - management, employees, 

1) Management has the advantage of greater order in its pay arrangements h d  more 
stable pay structure, and benefits from looking at its pay problems in a more , 
disciplined way; 

2) Employees benefit because job evaluation provides an agreed framework for settling 
questions affecting jobs and so helps to prevent arbitrary, i.e., random decisions. It 
also helps to ensure that differences in skills and responsibilities are properly 
recognised and that when people increase their skills or take on more 
responsibilities, they are rewarded suitably; 

3) Everyone benefits from a system which enables the pay for new and revised jobs to 
be settled in the same way as pay for existing jobs, because it helps to prevent 

An additional rationale for reforming the payment systems through this technique stems 
from the important fact that it, thus, leads to reduction of lost time, reduction in salary 
anomalies and a number of salary disputes, and improves morale. Several other by- 
product benefits also accrue from the data gathered (for job evaluation) through job 
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6.8 AREAS OF APPLICATION AND EVALUATORY 
PHASES 

It is now an established fact that job evaluation can be used to developgay structures for 
hourly or weekly paid clerical employees as much as for managers, executives, 
technicians and professionals. Areas of application can be summarised as: 

Phase I : Preparatory 

a) Preparatory work concerned with policy, programme, planning and communications, 

b) Selection of the job evaluation method most appropriate to the circumstances of an 
organisation and tailoring it to fit the requirements of that organisation, 

c) Establishment of the necessary procedures and training of those applying the 
scheme. 

Phase I1 : Analysis and Assessment 

a) Indication to the employees concerned what the objectives of the job evaluation 
exercise are and how the exercise will be carried out, 

b) Description analysis, and evaluation of jobs to define job relationships. 

Phase I11 : Building and Pricing the Structure 

a) Positioning ofjobs into a number of grades, 

b) Financial evaluation of grades. 

Phase IV : Negotiation, Implementation and Control 

a) Where applicable, negotiation of the new pay structure; 

b) Implementation of the new pay structure, perhaps on phased basis; 

c) Establishment of procedures to evaluate new and revised jobs and for maintenance 
of the system. 

6.9 PROBLEMS ASSOCIATED WITH JOB EVALUATION 

At the inception of a job evaluation application, many problems will arise - human, 
technical and economic. Experience shows that most of the human problems are based 
on or stem from the economic and technical ones. If people are ignorant as to what job 
evaluation holds for them it must be because the technique of communication has failed. 
If as a result of the application people are worse off than they expected to be, or not so 
well off as they hoped to be, something could not have been made clear in the first place. 
Nevertheless, there are bound to be some human problems which are not entirely 
technical in their origin. A lot of the problems will depend on the history of employee- 
management relationships in the establishment, so that difficulties encountered in one 
organisation will not necessarily be found in another. 

Sometimes job evaluation forms part of a productivity deal, though it is hard to see just 
what the two things have in common. There are many instances where employees have 
literally been bribed to accept job evaluation in return for an increase in wages. This is 
typical of the confusion that exists between salary and job values. 

Another important problem confronts the employees who cannot resolve whether to 
cooperate in an application ornot. Quite understandably they feel that once they accept 
the idea they will find themselves constrained by the system, unable to'argue objectively 
against 'the book'. What is essential here is that everyone should regard the evaluation 
simply as a basis for negotiation rather than the actual salary? 



The technical problems will mainly concern the management, although nf course if ~ o b  Evaluation: Concept, 
employees' representatives are to be included they too will need to understand the Scope and Limitation 

technique that is to be used. Such questions as: which is the best system?; who is going 
..to install it?; who is going to operate it?; do we have employee participation and if so 
how do we go about it?; when shall we start and how long will it take?; what problem 
are we likely to find in running and maintaining the scheme?; will all require to be 
resolved. The sooner they are answered the better and certainly before the concern 
become too much involved. Not least of the technical problems will be to design the 
system's0 that it fits the complex shape of the organisation in which it is to be used. 
Seldom is it possible to find a readymade system which does not require some moulding 
and reshaping if it is to work satisfactorily. Tailoring a particular system to suit 
individual circumstances is often the most difficult part of the introduction. 

The economic problems will be of concern to all, though for different reasons. 
Management will be anxious about the cost of the application (for obviously the amount 
of work involved is quite considerable) and about the proceeds, tangible and intangible, 
that are likely to accrue. Apart from the cost of introducing and running the scheme there 
may be wage adjustments, based on the evaluation, which can be quite expensive. 

So far as the employees are concerned they will want to know what happens to the jobs 
that are underpaid compared to their evaluation. If their rates are raised then the others 
will by comparison be automatically lowered. Will job evaluations cause redundancy? It 

, is difficult to see why it should, yet it would be extremely foolish to guarantee that it will 
not (or indeed that the use of any management technique will not). 

Check Your Progress 

1 )  What do you understand by Job Evaluation? What is its objective? 

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

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

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

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

2) What is the "Theory of Relative Values"? 

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

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

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

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

3) When do most organisations take a fresh look at their wage structure? 

.................................................................................................................. s ................... 
...................................................................................................................................... 
...................................................................................................................................... 

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

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

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

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





UNIT 7 JOB ANALYSIS AND JOB DESCRIPTION 

Structure 
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Introduction 
Job Analysis and Related Terms: Definition and Uses 
Job Description, Job Specifications and Job Analysis: Linkages 
Job Requirements versus Personal Qualities of Job Holder 
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Design of Job Description 
Uses of a Job Description 
Let Us Sum Up 
Clues to Answers 

7.0 OBJECTIVES 

After going through this Unit, you should be able to: 

define the concepts ofjob analysis and job description, 

identify the process ofjob analysis, and 

identify the structure and uses of job description. 

One of the aims of this course is to acquire or enhance your knowledge about the modern 
Human Resource Management concepts and techniques. This should, undoubtedly 
improve your skills. as a manager, especially as a manager of people working at different 
levels in hospitality industry. You will also appreciate that an effective manager is one 
who is able to handle his or her people efficiently. In order to be a good manager of 
people, it will also be imperative for you to have an adequate understanding of the jobs 
assigned to them as also the relative job differentials in terms of their level of difficulty, 
responsibility, knowledge and skills. In this Unit, we shall be dealing with the concepts 
and techniques ofjob analysis and job description. 

7.2 JOB ANALYSIS AND RELATED TERMS: DEFINITION 
AND USES 

Job analysis refers to the process of examining a job to identify its component parts 
and circumstances in which it is to be performed. 

There exists a wide range ofjob evaluation methods. The choice of an evaluation method 
is dependent on the number and kind of jobs to be evaluated, the cost of the operation, 
available resources, the degree of precision required and the organisations' environments 
- both internal and external. However, whatever be the chosen method, systematic 
gathering and analysis of information about jobs is a prerequisite. The central concern for 
a job analyst should be to treat jobs as units of organisation. Job analysis viewed thus will 
act as a tool which provides the informational base for a wide range of organisational and 
managerial functions. Job analysis, in this sense, should be purposeful and performed 
professionally as an ongoing organisational activity. The purpose is to gather, analyse 
and utilise information about jobs. This -information is extremely valuable to make 
decisions relating to organisational plarming and design, recruitment and selection of 
personnel, their training, appraisal and development and other managerial functions. 
Thus, Job analysis is the foundation for both job description and job evaluation. 
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a) What the employee does? 

b) How the employee does it? 

c) Why the employee does it? 

d) The materials, tools and procedures used in the conduct of the work, 

e) The physical activities involved in the performance of the work, 

f) The conditions under which the work is performed, 

g) Typical work incidents and work patterns, etc. 

Each of these pieces of information is essential in determining the level of work and 
responsibility and the knowledge, skill and abilities needed to perform them to an 
acceptable level of proficiency. This is also relevant for customer care which is crucial in 
any service-based industry like hospitality. 

The process of assembling and recording information on such essential 
characteristics of jobs is known as job analysis. In other words, jobs are subjected to 
analysis to find out precisely what the duties, responsibilities, working environment and 
other requirements of a job are and to present these in a clear, concise and systematic 
way. Job analysis should be undertaken by trained job analysts working in close 
collaboration with managers and jobholders. 

As explained earlier, job analysis involves a systematic examination of jobs in order to 
uncover the nature of the Easks performed, the working conditions under which they are 
carried out, the responsibilities entailed and the skill required. Formerly, job analysis was 
the only way to analyse a job and help in human resource planning. Nowadays, task 
analysis also helps in the human resource development. (You will read about task 
analysis in a subsequent Unit). 

Apart fiom job evaluation, the information gathered through job analysis may be used for 
a wide range of personnel and general management decisions, such as, the recruitment, 
selection, promotion and transfer of staff, performance review and appraisal, manpower 
planning, the design of training programmes and organisational analysis. It is indeed an 
essential part of any modern personnel management system. The kind of information 
gathered through job analysis varies considerably, depending on the specific uses to be 
made of it. Accordingly, job analysis programmes are usually tailor-made for the 
purposes in view. In practice, however, their main use is most often job evaluation. 

7.3 JOB DESCRIPTION, JOB SPECIFICATIO.NS AND JOB 
ANALYSIS: LINKAGES 

Job description is a broad statement of the purpose, duties and responsibilities of a 
j ~ b  or position. A job description is based on a detailed job analysis and usually 
summarises the essential information gathered through job analysis. It describes the main 
tasks and responsibilities of the job clearly and concisely in order to facilitate the 
systematic comparison of jobs for evaluation purposes. The kind of information and 
amount of details contained in the job descriptions depend on the job evaluation plan to 
be used. However, in all cases they must be standardised and uniform phraseology should 
be used. If job characteristics are set out differently from one job to another, systematic 
comparisons are likely to be hampered and one of the main advantages of job evaluation 
will be lost right fiom the beginning. 

Before we examine in detail the two cornerstones of job evaluation, viz., job analysis and 
job descriptions, we should mention a complementary means of describing jobs, namely 
by job specifications. These usually involve a listing of the personal qualifications 
regarded as necessary for satisfactory performance. Job specifications are mainly used in 



selecting and recruiting staff and are accordingly not essential to job evaluations. But Job Analysis and Job 
certain personal attributes, such as experience, education and aptitude, may occur in both, Description 

the job description as well as the job specification. Many job evaluation plans 
accordingly use job specifications to complement job description. 

7.4 JOB REQUIREMENTS VERSUS PERSONAL 
QUALITIES OF JOB HOLDER 

It needs to be kept constantly in mind that job analysis seeks to determine job 
requirements as opposed to the personal skills of the incumbent. Of course, job content 
and jobholder's aptitudes often tend to influence each other. Generally speaking, 
independent work encourages personal influence on job content whereas team work or 
work entailing the use of elaborate equipment reduces it. It is, however, very rare for job 
content to be so rigidly fixed that it leaves no room for any personal influence by the 
jobholder. Conversely, a job is rarely so extensively affected (this may not be true in 
certain jobs in hospitality and tourism) by the holder that it is impossible to arrive at any 
idea of its content without considering his or her personal attributes. The job of a 
marketing manager, for example, has certain basic requirements, which are definable 
quite irrespective of the qualities of the incumbent. It is these basic requirements that are 
the focus ofjob analysis. 

A jobholder can be thought of as bringing to his or her work-knowledge, physical and 
mental abilities, and other personal attributes, such as tact, initiative and assiduity, which 
one is called upon to use as the work may demand. But irrespective of individual 
differences related to innate ability, motivation, level of education, age and character, the 

. nature of the job makes certain demands on him or her. Since job analysis focuses on the 
job and its requirements, those personal qualities and characteristics of the incumbent not 
directly required by the job have to be disregarded. This procedure of "distilling" from 
the activities involved in the iob those qualifications deemed necessary and sufficient for 
the job, and a simultaneous- systematic abstraction of the incumbent from the job, is 
essential to job analysis. 

7.5 INFORMATION COLLECTION METHODS 

A variety of methods are available for gathering job information. The method that was 
historically linked to the concept of job analysis was observation which was 
supplemented by the interview. In recent years, questionnaires, diaries, self-reports by 
employees and checklists have been experimented with different degrees of success. 

There are three main methods to gather and verify information needed for each job, 
namely (i) questionnaire to be filled-in by the employee and his or her immediate 
supervisor, (ii) an interview with the employee and his or her supervisors, and (iii) direct 
observations at the work place. There are also other sources of information which help 
the analysts to get a complete and clear picture of the job in question. The job analyst 
could use one of these methods or a combination of more than one of these methods 
depending on the work situation. 

The relative advantages and disadvantages of these three methods are discussed below: 

i) The Questionnaire 

The use of a questionnaire has a number of advantages. First of all, it is the most cost- 
effective method, since it can elicit information from a wide number of employees and 
their immediate superiors in a relatively short period of time. The main task of the analyst 
becomes one of planning the questionnaire well and checking the responses provided. 
Secondly, employees take an active part in completing the questionnaire, providing 
intimate detailed knowledge of their jobs which is not available elsewhere. Thirdly, the 
questionnaire has to be structured in advance, and this facilitates the processing of the 

1 
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The questionnaire method does, however, have disadvantages - some of them serious. To 
start with, the people required to complete it must have a certain level of education, and 
even then questions may be interpreted in different ways so that the answers may be 
beside the point. Furthermore, not everyone is able to describe fully and exactly the tasks 
that constitute their job. One may, for example, over-emphasise some features of it and 
completely ignore others even when they are important. There is less risk of this with a 
detailed questionnaire that includes a checklist of points, but questionnaire suited to all 
jobs is not easily drawn up and may be unduly long. In practice, while a well-structured 
questionnaire can get essential information quickly, it is virtually impossible to get 
complete comparable information solely by questionnaire, and this method is generally 
used in combination with interviews and direct observation. 

While designing a questionnaire, nature of jobs to be evaluated and the job evaluation 
plans/methods are to be considered. At the manual or unskilled employees' level such as 
cleaner, housekeeping attendants, etc., the job analysis consists of a simple description of 
actions taken in order to complete the job. In this case, a plain narrative statement would 
serve the purpose of job analysis. But, as one moves up in the hierarchy of the 
organisation, the complexity of the job increases, and it ceases to be self-explanatory. 
The role of the night clerk, for example, his or her place in the organisation and the 
implications of the work and its effects on others, both alongside, above and below him 
or her are not self-evident. All this requires to be clearly put down. At a higher or 
managerial level, the issues become more complex and hence the need for job analysis is 
definitely greater. A similar situation exists in the case of service sector where the 
employees are in direct touch with the consumers. 

ii) Interview . 

In practice, an interview is almost always necessary in order to obtain precise, complete 
and comparable information. The interview conducted by the analyst is an effective way 
of checking on the information already available on job. The analyst asks the jobholders 
on the duties and main tasks on their job, generally working from a previously prepared 
list of questions as with a questionnaire. To know the full extent of a job through the 
interview, the analyst aims to obtain all the relevant facts about the job, such as: 

the title of the job holder, 

the title of the job holder's superior, 

the job titles and numbers of staff reporting to the job holder (This information can 
best be recorded by means of an organisation chart) and 

a brief description of the overall role or purpose of a job. 

After the interview, the analyst draws up a report which is shown to the jobholder and his 
or her immediate superior for approval. The analyst, this way deals straightway with the 
question of why the job exists at all. It is a fundamental question and is not always 
clearly understood by the jobholder. The analyst usually drafts the report in the form of a 
job description, which effectively speeds up the preparatory work of job evaluation. It is 
not always easy to separate purpose Erom a description of activities, but it is important for 
an analyst-to do so. For example, one might describe that the job of the manager is to 
supervise the range of activities taking place in lobby of a hotel. It would be wrong on the 
analysts' part to describe this as the purpose of the job. The purpose should show the 
necessity for the above is to act as an intermediate and coordinating link in the , 

management chain, so that the general manager of hotel operations can adequately 
control the whole operation through a team of a manageable size. 

Interviews are not only time consuming but also a difficult task of finding high quality 
analysts who can win the jobholder's confidence. As has been noted, "too many imagine 
interviewing to be relatively simple whereas nothing could be farther from the truth." 



Obtaining information from a jobholder about his or her job is not an easy task. Many Job Analysis and Job 
workers show a natural distrust of the analyst who comes tol examine their work, whilst Description 

others will give a lot of information, much of it useless. I t  is accordingly essential to have 
a well trained and experienced team of analysts if the interview is to be the only method 
used. 

iii) Observation 

Repetitive work is most suitable for direct observation of what the jobholder actually 
does. Direct observation by the analyst can clear up points left unclear by the interview or 

1 questionnaire and give him or her an idea of the personal qualifications required, but the 
I sight of an analyst in the work may well cause some stress and workers may dislike being 
I observed. Observation is almost useless where the job calls for considerable personal 

judgement or intellectual ability, as in managerial or administrative jobs, it cannot 
possibly comprehend all the tasks in a work cycle that covers a week or month or that 
entails changes of tasks only at long intervals. Other than this a skilled and experienced 
person might make a difficult task look easy whereas, untrained and inexperienced 
person can make an easy task look difficult. 

7.6 DESIGN OF JOB DESCRIPTION 
- - -  - 

A primary output or result of job analysis is a job description. Information obtained by 
job analysis is shifted and recorded concisely, clearly and fully in the job description. The ' job description must assemble all the important elements of a job, such as essential tasks, 
responsibilities, qualifications required and the functional relation of the job to other jobs. 

There is no universally accepted standard format for job description for the reason that 
the form and structure of the job descriptions must depend on the kind of work being 
analysed and the job evaluation plan being used. For example, if the job evaluation plan 
comprises factors such as physical and intellectual effort, knowledge, skills, 
responsibilities and working conditions, it follows that job description should be 
structured to reflect these factors so as to facilitate factor by factor comparison and 
evaluation of jobs. With non-analytical methods, job descriptions may be more flexible 
and simpler but must specifj. the title of the job and its position in the organisation, 
summarise the tasks performed and list the skills and abilities required. A complete job 
description should, therefore, rightly contain three categories of information: 

job mission and location, 

the work performed, and 

the context in which the action takes place. 

With non-analytical methods, job descriptions may be more flexible and simpler but must 
specify the title of the job and its position in the organisation, summarise the tasks . 
performed and list the skills and abilities required. While writing a job ,description one 
should be brief, factual and precise as far as possible. It will be helpful to follow the 
following guidelines while writing a job description: 

1) Always be accurate about what is expressed. 

2) Omit expressions which are attributes - such as uninteresting, distasteful, etc. 

3)  Personal pronouns should be avoided - if it is necessary to refer to the employee, 
the work 'operator' or 'so and so executive' may be used. 

4) Do not describe only one phase of the job and give the impression that all phases are 

5) Generalised or ambiguous expressions, such as 'prepare', 'assist', 'handle', etc., 
should be omitted unless supported by data that will clarifj. them. 
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7) Describe the job as is being done, by the majority of workers holding the 
designation. 

8) Write in simple language - explain unusual technical terms. 

9) Description of a job which is part of teamwork, should establish the team 1 
10) The length of description is immaterial, it is not expected even with printed forms 

that all job descriptions should be of equal length but write concisely. 

1 1) When the job analyst finds that the data he or she has to work with is insufficient, he 
or she should stop until sufficient data is available. 

12) Put the date of completion of each description and revise it as often as changes in 
jobs and occupation require. 

13) Job description should have the concurrence of the concerned supervisor. 

14) Description should contain the initials of the persons who compile them. I 
7.7 USES OF A JOB DESCRIPTION I 
Apart from being a basis for job evaluation, the job descriptions can be put to many uses. 
These are as under: 

a) Supervisor - Employee Communication I 
The information contained in the Job Description outlines the work which the incumbent 
is expected to perform. Hence, it is an extremely useful document for both the supervisor 
and the subordinate for purposes of communication. Furthermore, it helps employees to 
understand just what work their associates are expected to perform, thus, facilitating 
integration of efforts at the work-site by the employees themselves. 

b) Recruitment, Selection, Promotion, Transfer 

Information pertaining to the knowledge, skills and abilities required to perform the work 
to an acceptable standard, can be used as a sound basis on which to base standards are 
procedures for recruitment, selection, promotion and transfer. 

c) Work Performance Appraisal. 

To be sound and objective, a performance appraisal system must be rooted in the work 
performed by the employees, such work is indicated by the duties in the job description. 
In such an approach, using each duty as the basis for discussion, the employee and the 
supervisor agree on work performance goals for the peridd to be covered by the 
subsequent evaluation report, they also agree on the criteria to be used to determine the 
extent to which the goals have been attained. The reports resultink from this methodology 
minimize subjectLvity by focussing attention on the job, as distinct from the personality 
traits, habits or practices of the employee. As a csnsequence, the results are more factual, 
valid and defensible than is the case in other types of systems. 

These three processes are closely interrelated. The job description showing, in specific 
terms, the knowledge, skill and ability requirements for effective performance of the 
duties, is a sound and rational basis for each of these processes. Analysis of various types 
of jobs at progressively more senior levels will indicate logical sources of supply for 
more senior posts, as part of manpower planning, it will also indicate the gap to be 
bridged in terms of knowledge, skill and ability, thus providing a sound basis for 
preparing job-related training and development programmes. 



e) Industrial Relations Job Analysis and Job 
I Description 

Frequently issues arise in the industrial relations field wllich have their origin in the work 
to be undertaken. In these instances the job description may be used to form a factual 
basis for discussion and problem resolution. 

f) Organisation and Procedure Analysis 

The duties and responsibilities outlined in the job description may be used to great 
advantage by management in analysing organisation and procedures, because they reveal 
how the work is organised, how the procedures operate and how authority and 
responsibility are apportioned. 

Check Your Progress 

1 ) Define Job Analysis. 

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

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

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

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

2) What are the uses of Job 'Analysis? 

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

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

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

3) How would you gather job information? 

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

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

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

4) Mention some guidelines for writing a job description. 

. 7.8 LET US SUM LTP 

Jobs are subjected to analysis to find out precisely what the duties, responsibilities, 
working environment and other requirements of a job are and to present these in a clear, 
concise and systematic way. The information gathered through job analysis can be used 
for a wide range of personnel and general management decisions. Job analysis is also a 
prerequisite to preparing job descriptions. In fact, job descriptions summarise the 
essential information gathered through job analysis. The various concepts and methods 
discussed in this Unit are useful in tourism industry as they are in any other. 
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7,9 CLUES TO ANSWERS 

Check Your Progress 

1) Job analysis refers to the process of examining a job to identify its component parts 
and circumstances in which it is to be performed. Read Sec. 7.2. 

2) The main use of job analysis is job evaluation. Apart from job evaluation, the 
information gathered through job analysis may be used for a wide range of personnel 
and general management decisions. Read Sec. 7.3 and answer. 

3) There are three main methods to gather and verify information needed for each job, 
namely: 

a) questionnaire to be filled in by the employee and his or her immediate 
supervisor, 

b) an interyiew with the employee and his or her supervisors, and 

c) direct observation at the work place. 

Read Sec. 7.7 and expand the above answer. 

4) A few guidelines while writing a job description are: 

i) always be accurate about what is expressed. 

ii) quit expressions which are attributes, such as, uninteresting, distasteful, etc. 

iii) do not describe only one phase of the job and give the impression that all phases 
are covered. 

Read Sec. 7.9 and list a few more guidelines. 

Activity C 

.- . 
1). Make job analysis questionnaire for following jobs: 

a) Lobby Manager 

b) Coach Driver 

2) Give job description of following: 

. a) Tourist Guide (Wildlife) 

b) Travel Agency Sales Manager 

c) Public Relations Officer (Hotel) 
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8.0 OBJECTIVES 

After reading this Unit, you should be able to : 

identify and develop an understanding of the methods of job evaluation, 

know about the steps involved in the application of various methods. 

appreciate the relative advantages and disadvantages of various job evaluation 
methods, and 

have a knowledge of the recent developments in job evaluation. 

8.1 INTRODUCTION 

Inequidble salary relationships affect adversely employee motivation and morale with 
severe loss to the organisation's economy and effectiveness of operations. The general 
principle of job evaluation, as you have been told in previous Units, should be "equal pay 
for substantially equal work" and its corollary of variation in rates of base pay in 
proportion to subitantial differences in the difficulty, responsibility and qualifications 
r~quirements of the work performed. It should also be entirely compatible with prevailing 
economic and political philosophy. 

This Unit attempts to identify and discuss various methods that have been in use in 
identifying job similarities and job differentials. Grouping of positions in an organisation 
into relatively few groups of similar positions or classes simplify the job of managing 
people in many respects and helps to develop a rational wage structure for different 
categories of employees in an organisation. 

8.2 JOB EVALUATION METHODS AND JOB RANKING 
4 

After job analysis and preparation of job descriptions comes the essential stage of job 
evaluation, namely, the systematic comparison of jobs in order to establish a job 
hierarchy. The techniques which have been commonly used tend to fall into one of the 
two main categories: 

Non analytical, and 

Analytical 87 
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a) Job ranking; 

b) Job classification. 

Analytical methods are: 

a) Point rating or assessment; 

b) Factor comparison. 

The simplest and least formal of all job evaluation systems is known as the Ranking 
Method. Under this method no effort is made to break a job down into its elements or 
factors, but the aim is rather to judge the job as a whole and determine the relative values 
by ranking one whole job against$ another whole job. This is usually done by using a 
narrative position description, but 'in many cases even this is omitted. With or without * 

information concerning the job at hand, an individual or group of individuals rank the 
jobs in the order of their difficulties or value to the Company. In order to achieve proper 
utilisation of the ranking system, one must also consider other facets of the job, such as : 

Decisions - difficulty, judgement required. 

Complexity - range of tasks to be carried out or skills to be used. 

Knowledge and skills - what the jobholder is required to know and be able to do. 

Physical effort required to carry out the job. 

This procedure is followed for jobs in each department and an attempt is then made to 
equate or compare jobs at various levels among the several departments. When this is 
completed, grade levels are defined and salary groups formed. In future, new jobs can be 
graded or existing jobs regraded with reference to the established gradings on a job-to- 
job basis.. 

It is advisable to use the statistical technique of paired comparisons. The assumption is 
that it is always easier to compare one job with another than to consider a number of jobs 
and attempt to build up a rank order by multiple comparisons. While using the technique 
of paired comparison one must compare each job separately with every other job. If a job 
is considered to be more important than the one with which it is being compared, it 
receives two points; if it is thought to be equally important, it receives one point; and if it 
is regarded as less important, it receives no point. A matrix can be built showing the 
scores for each job against all other jobs being ranked. Finally, one can then total the 
scores as shown below: 

Job A B C D E Total 
Score 

A - 0 0 1 2 3 
B 2 - 0 2 2 6 
C 2 2 - 2 . 2  8 
D 1 0 0 - 1 2 
E 0 0 0 1 - 1 

In this example, Job A is compared with Jobs B to E. It is considered to be less important 
than Job B and C and received no points in both the cases; equally important to Job D 
and received one point; and more important than Job E and received two points. The total 
score is three. The same procedure is adopted for Jobs B to E. The higher the score, the 
higher is the rank. 

1 )  Advantages 

a) Easily understood and easy to administer. 



b). Sets a better rate than the arbitrary rate based pprely on judgement and Evaluation Meth 

experience. 

2) Disadvantages 

a) The classification is in general terms and only an overall assessment is possible. 
There are no definite standards of judgement. 

b) In a complex indu!trial organisation, it is not possible to be familiar with all the 
jobs and thus general descriptions must not enable correct assessment of the 
relative importance of all the jobs. 

c) The grading is very much influenced by the existing salary rates. 

d) It does not indicate the degree of difference between jobs, but only indicates that 
one job is more or less important than another one. 

8.3 JOB CLASSIFICATION OR GRADE DESCRIPTION 

This method is similar to ranking as in both the methods neither points nor money values 
are used to classify jobs. No complicated procedures are involved; once the structure and 
definition of grades are fixed, the evaluation process is comparatively quick and simple. 

However, classification differs from ranking as here the order of operations is reversed. 
First of all, the grades are determ'ined and then the jobs are graded by reference to their 
content. Figuratively, the method may be described as a series of carefully labelled 
shelves in a bookcase. The primary task is to describe each of the classes so that no 
difficulty is experienced in fitting each job into its proper "niche". Jobs are then 
classified by comparing each job to the descriptions provided. 

In this method the most difficult and important operation is defining the grades; it should 
be done so as to bring out perceptible differences between levels of skill, responsibility, 
etc. Before defining the requirements of the various grades it is usual to select those 
factors which constitute essential aspects of the jobs. Skills, knowledge, experience and 
responsibility required are generally used as basic factors, but the choice and number of 
factors depend on the nature of the organisation's activities. It should be noted, however, 
that whilst the classification method may rely on selected general factors, the evaluation 
itself is carried out on the basis of whole jobs - they are not broken down into their 
component elements. The factors are used to provide general guidance for the decisions 
but are not weighed and not scored. 

The classification method has historically been the one most widely used for salaried 
jobs, particularly in government and service occupations, although there is also some 
evidence of its use in the industry. 

1 ) Advantages 

a) Comparatively simple and easily administered. 

b) Since written job descriptions are used evaluation of jobs tend to be more 
accurate than under ranking system. 

2) Disadvantages 

a) Classification is in general terms and only an overall assessment is possible. 

b) It is very difficult to make comprehensive class specifications for a complex 
organisation. 'The specifications tend to overlap specially in the case of senior 
jobs, and it is difficult to decide which class a particular job belongs. 

' 

c) Placing of jobs in classes is very much influenced by the existing salary rates. 
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Point rating is probably now the most common mt?thod used for job evaluation in many 
countries. It employs clearly defined factors and allots numerical points. 

The points rating scheme is based on an analysis of separately defined characteristics or 
factors which are assumed to be common to all the jobs. One has to assume that 
differences in the extent to which the characteristics are found in the jobs will measure 
differences between the levels of the job. Therefore, when the factors in the points 
scheme are selected one should ensure that they are considered as most important in 
determining the relative degrees of difficulty or responsibility for the work of others 
working conditions, resources controlled (managerial and supervisory jobs), contacts 
(managerial and clerical jobs), and physical effort (manual jobs). 

Each one of the above factors has a range of points allocated to it so that a maximum 
number of points are available. The relative importance of "weighting" of a factor can be 
determined by the maximum number of points given to it. Different point rating plans 
may select different factors ind weigh each factor differently. For each factor, one must 
divide the total range of points into degrees according to the level at which the factor is 
present in the job. One can evaluate the jobs by comparing job descriptions containing 
analyses of the extent to which the factor is present in the job with the factor degree 
definitions. One must grade the jobs for each factor and give a factor score in accordance 
with the points value attached to each factor degree. Then add up the scores for each 
factor to produce a total score and allocate them into job grades according to the points 
range determined for each grade. 

The points rating procedure has to be clearly defined from the very start. By and large, its 
steps fall into two distinct stages, namely preparing an evaluation plan and schedule (by 
defining and weighting factors) and grading jobs by reference to this schedule. 

8.4.1 Preparing an Evaluation Plan 

The preparation of the evaluation plan involves the following steps : 

i) Selecting aqd defining factors; 

ii) Dividing the factors into degrees; 

iii) Weighting the factors; 

iv) Allocating points to each degree; and . 
v) Validating the factor plan. 

i) Selecting and defining factors 

While selecting factors, representative sample of benchmark jobs covering all the major 
occupations and levels of responsibility are covered under this scheme. 

ii) Dividing the factors into degrees 

Once thefactors are selected they must be diLided into degrees to make them operational. 
Prepare a preliminary definition of each factor and divide it into degrees of levels each of . 
which is also defined. It is evident that the degree must be clearly defined and graduated, ' 

as far as the number of degrees is concerned, which is largely a matter of common sense. 
However, one must remember that too many degrees will somplicate the evaluation 
process unnecessarily, and even whilst a scheme having only two or three degrees will 
not sufficiently differentiate jobs from each other. It i s  useful to restrict .the number of 
levels to five or six. It is not always necessary for each factor 'to have the same number of 
degrees, but it is important that the degrees should enable all jobs from the highest to the 

90 lowest to be placed in an order of importance that everybody will recognise. 



iii) Weighting the factors Job Evaluation Methods 

It is unlikely that each factor will be of equal significance. If, for example, four generic 
factors such as skill, effort, responsibility and working conditions are chosen, the relative 
importance of each of them will vary a great deal depending on the wurk done and 
occupations concerned. Generally speaking, skills are more important than effort in 
technical occupations, and responsibility is the most important factor in managerial jobs. 
Therefore, the relative importance of each of the factors selected has to be determined - 
in other words, the factors must be weighted. One way of arriving at a preliminary 
weighting is to rank factors in order of importance and allot each of them a percentage 
arrivkd at by discussion in the evaluating committee or between the analyst and the 
persons involved. 

iv) Allocating points to each degree 

Once the relative importance of the factors has been determined in a preliminary way and 
the factors suitably divided into degrees, each degree must be assigned a numerical value. 
These are the values that will be used in determining the total point values ofjobs. 

The point values ascribed to the degrees may follow and arithmetical, geometrical or 
variable progression. Table 1 illustrates the difference between these three forms by an 
example of the "skills" factor. 

Table 1 : Methods of points progressions for the "skills" factor 

Progression Sub-factors Degrees (points) 
1 e 2  3 4 5 

Arithmetical progression Education 15 3 0 4 5 60 75 
Experience 20 40 60 80 100 

Geometrical progression Education 15 3 0 60 120 240 
Experience 25 50 100 200 400 

Variable progression Education 15 20 3 0 45 75 

Experience 20 30 45 65 100 

The choice of a method of points progression is also a matter of preference. The 
advantage of arithmetical progression issthat it can be simply and easily explained to the 
employees. Geometrical progression is sometimes preferred because it gives a wider 
points range at higher levels. Variable progression can be used where there is sufficient 
difference when moving between degrees. Experience shows, however, that employees 
are not easily convinced that geometrical or variable progression is fair. 

v) Validating the factor plan 

. The factor plan plays a decisive role in all point rating schemes. As a general rule, once it 
is officially adopted, no major amendment may be made to it. Therefore, it is essential 
that proposed plans should be carefully tested on a number ofjob descriptions. These test 
samples must comprise a sufficient number of jobs in order to verify whether the plan 
results.in the desired spread of points and an acceptable hierarchy. If necessary, the 
weighting or definitions of degrees must be amended and the test repeated several times 
until it gives a completely satisfactory result. At this stage, all the factors and sub-factors 
must be precisely defined and the meaning of all terms clarified. The tested factor pian is 
then submitted to the evaluating committee or other decision-making organ for adoption. 

Once the factor plan is adopted, it is usual to prepare an evaluation handbook explaining 
the procedure to be followed and summarising all the elements required for evaluation, in 
particular the definition of the selected factors and the points allotted. This handbook, or 
a summary of it, is usually distributed to all staff covered by the job evaluation sclieme. 
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The point rating method also has its advantages and disadvantages: 

a) The graphic and descriptive types of rating scales used have been accepted as 
most reliable and valid. Agreement among rates is usually quite close. 

b) Compensable factors are not limited to any particular number. These factors 
which the parties decide as important can be used. 

c) Job classes, which is the aim of all job evaluation systems are easily set up. Job 
classes are simply determined in terms of arbitrary point ranges or on agreed 
point ranges. 

2) Disadvantages 

a) It is difficult to develop a point-rating scheme. Defining factors and their degrees 
in such a fashion that all rates will have the same meaning needs considerable 
amount of skill. 

b) Assigning proper weightages to each factor and then assigning point values to 
each degree without being unfair to either the easy or the difficult jobs, requires 
careful and detailed study. 

c) The point system is difficult to explain. The concept of factors, degrees relative 
weights and points 'and relating points to money value caflnot be easily 
interpreted to employees. If the workers do not understand the system clearly it 
may have adverse effect. 

d) Point rating scheme is certainly a time consuming process. Collecting job 
descriptions, defining degrees and factors, allocating degrees to each factor of 
each job, co-relating them with points and then ultimately with money value 
unanimously by evaluation committee is a long process. Considerable clerical 
work is also involved in preparing the job descriptions, final table of jobs 
evaluated, degrees assigned and points scored. 

8.5 THE FACTOR OF COMPARISON METHOD 

The method was originally developed in 1926 as an offshoot of point rating. This method 
therefore incorporates some of the principles of point rating but differs substantially from 
it in its use of benchmark jobs and its method of comparing jobs and fixing wage rates. 
Thus, the factor comparison method involves four steps: 

1) Selecting bench-mark jobs; 

2) Ranking bench-mark jobs by factors; 

3) Allocating money values to factors; and 

4) Ranking the otherjobs, and wage fixing. 

1) Selecting bench-mark jobs 

The jobs selected as a benchmark jobs must satisfy a number of conditions. Firstly 
they should be capable of clear descriptions and analysis in terms of the factors used; 
secondly they must be representative of hierarchy, thirdly when the rates for the 
bench-mark jobs are to be used as the standard for fixing the wages, these rates 

92 should be regarded as appropriate by all concerned. 



2 )  Ranking bench-mark jobs by factors 

Once a number of benchmark jobs are chosen they are ranked successively by 
reference to each of the factors chosen. When the ranking is done by a committee 
each member must make his or her own ranking and the results then being averaged. 
A typical example of ranking of jobs in a hotel by factors under the comparison 
method is given in Table 2. 

Table 2: Ranking Jobs by Factors Under the Factor Comparison Method 
in a Transport Department of a Travel Agency 

Job Skill Mental Physical Responsibility Working 
requirements requirements requirements condition 

Cleaner 1 

Desk Clerk 2 

Accountant 3 

Lobby Manager 4 

Chef 5 

3) Allocating money values to factors 

The factor comparison method may also be used for fixing up salary in money units by 
ranking the jobs according to a procedure different from the one shown above. The salary 
rate far each bench-mark job is broken down and distributed among the factors in the 
proportions in which these are considered to contribute to the total price paid for each 
bench-mark job in the form of its wage rate. For example, if cleaner is a bench-mark job 
and its wage rate is 20 money units, it may be decided to assign nine of these to skill, five 
to mental requirements, two to physical requirements, three to responsibility and one to 
working*conditions. Similarly, if the wage rate for another bench-mark job, for example 
that of a clerk, amounts to 18 money units, eight of these may be allotted to skill, three to 
working conditions, and so on. When the rates for all benchmark jobs have been divided 
in this way the jobs have implicitly been ranked again with respect to each of the factors. 
In the example given, the helper ranks above the mechanic as regards skill requirements, 
but below the mechanic if the jobs are ranked on the basis of working conditions. 

After the results have been averaged by a committee in the manner described above, the 
allocation of wage rates and the ranking by factors of the jobs covered for Table 2 might 
work out as indicated in Table 3. 

Job Evaluation Methods 1 

Table 3: Allocation of Money Values to the Different Factors and 
Ranking ofJobs Under the Factor Comparison Methods 
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The two rankings of the benchmark jobs are undertaken independently of each other and 
need not coincide. Their respective results as illustrated by Tables 2 and 3 are compared 
in Table 4. 

It will be noted that there are differences in ranking received in Table 4. These 
differences have to be removed either by increasing or decreasing the money value of the 
different factors for the jobs concerned of by examining the job contents again. If it is not 
possible to reconcile the ranking of a particular job, it is eliminated from the list of 
benchmark jobs. 

Table 4: Comparison of Rankings by Factors and 
Money Values under the Factor Comparison Method 

Skill Mental Responsibility Working requirements requirements condition 

Job h 

w 

Cleaner 1 1 1 1 2 3 1 1 4 5 

Clerk 2 2 2 2 - 3  5 2 2 3 3 

Accountant 3 3 3 3 4 2 3 3 5 4 

Lobby Manager 4 4 4 4 5 4 5 4 2 I 

Chef 5 5 5 5 1 1 4 5 1 2 

4) Ranking other jobs 

On the basis of job descriptions, each job is analysed and compared with the,benchmark 
jobs in terms of each of the factors separately. . I 

Advantages and Disadvantages 

The advantages and disadvantages under the Factor Comparison Method are as follows: 

a) Factor comparison method-permits a more systematic comparison of jobs than 
the non-analytical methods, 

b) Evaluation is easier than. by the point method, as a set of si*ilar jobs are 
compared and ranked against each other, 

c) Analysis of benchmark jobs is very comprehensive, 

d) In a scheme that incorporates money values, determination of wage rates is 
automatic, and 

e) Reliance of the method on benchmark jobs guarantees that the scheme is tailor- 
made and that the ranking necessarily reflects the actual structure while 
eliminating anomalies. 

2) Disadvantages 

a) This method is comparatively complicated to apply and it is difficult to explain 
to workers, 

b) The wage rates for the bench-mark jobs are presumed to be correct and definitive 
and all other rates are determined by reference to them, and 

c) It goes against the common belief that the procedures of evaluating jobs and - fixing their wages should be kept separate. 



8.6 RECENT DEVELOPMENTS IN JOB EVALUATION 
Job Ev'aluation Method, 

The question of choosing and weighing of factors is one of the most difficult issues 
encountered in the basic qualitative methods. Some job evaluation schemes are rejected 
because of the factors chosen, and others categorised as vague and confused because of 
too many factors and sub-factors. As a result, some researchers and practitioners of job 
evaluation have proposed and experimented with single-factor schemes which are briefly 
outlined below. 

1) The time span of discretion method 

This method was developed by E. Jaques in the 1950s and early 1960s and was tried.out 
in a London Engineering firm. Its special feature is that it uses only one factor viz. The 
"time span'' at the disposal of each worker. 

The time span of discretion is defined as the longest period of time for which a jobholder 
can exercise his or her own discretion without supervision from senior regarding the 
quality of work. This time span of discretion is claimed to show the worker's ability and 
the nature and difficulty of the job and is believed to conform to the norms of equality on 
which each worker bases his or her own idea of what should be the job hierarchy. This 
method, has, in practice, been applied only to a very limited extent and is really still in 
the experimental stage. It has often been rejected by employees as well as management 
because no formal proof is offered of any connection between the time span of discretion 
and the norms of equity accepted by the employees. Moreover, whether time spans can 
be'measured accurately is also controversial. 

In Jaques' original method, jobs are grouped into five major grades, from grade 1, in 
which the time span of discretion is less than one month, to grade 5, in which it is more 
than five years. Each grade, of course, comprises several degrees, each with its own time- 
spa? of discretion. Jaques' approach differs substantially from that of conventional 
methods by focussing on the individual rather than on the job requirements. 

This method has been developed by T.T. Paterson and his colleague T. Husband. This 
method assumes that the only factor common to all jobs whatever the work involved is 
"decision-making". Decisions are placed according to their level and nature in six groups 
known as "decision bands", as indicated below: 

Band E 

Policy decisions made by top management in general terms that direct and guide the 
enterprise. 

Band D 

Programming decision, taken within the limits fixed by the policy decisions in Band E. 

Band C 

Interpretative decisions, deciding how to do the work within the limits set at Band D; for 
example, the kind of machine and number of staff required to work in kitchen. 

Band B 

Routine decisions, concerned with carrying out Band C decisions that is how the work is 
to be done. 

Band A 

Automatic decisions, on the way the worker carries out instructions. 

Band 0 

Defined decision, usually made by unskilled workers. The margin of discretion is very 
narrow at this level of decision-making. 



Block I Human In recognition that within each decision band there may be a deed to coordinate work, 
Resource Development each band, except Band 0, is divided into two levels. The upper-level jobholder in any 

decision band coordinates the work of the persons in the lower level in that band and has 
structural authority over them. - .  

In theory, the decision-banding method offers the disadvantages of simplicity and 
university but in practice it is sparingly used because employees do not readily accept 
any scheme that does not take into account such factors as skills, experience etc. 

3) The Hay and MSL guide-chart profile method 

This method was developed by a firm of consultants in the United States in 1950s. 
Basically, it Comb'ines the features of the point rating and factor comparison methods. It 
is used mainly for managerial, pmfessional and technical jobs in about 30 countries and it 
is particularly widespread in the United States and the United Kingdom. 

This method evaluates jobs by reference to three basic factors viz., Know-how or skill, 
problem solving and accountability. A fourth basic factor, working conditions, is also 
sometimes used for jobs having hazards, an unpleasant working environment and high 
physical demands. 

The basic factors are clarified by reference to a list of 8 elements or sub-factors. Each 
basic factor is depicted in a guide-chart which breaks down the relevant sub-factor into 
different degree levels. 

4) The Direct Consensus Method 

This method, developed by the firm of Inbucon AIC, relies on the parried comparison 
technique. An important feature of this method is that members of the valuation panel 
record their individual assessments of while job rankings and these assessments are fed 
into a computer. In cases where the assessors do not agree on the job rankings, the 
computer programme establishes the best possible correlation between their assessments 
without the need for prolonged discussion in committee to reach a consensus. 

ICheck Your Progress I 
I) What do you understand by job evaluation? Explain job-ranking method of job 

evaluation. 

2) List the advantages and disadvantages of job classification or grade description. 

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

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

3) Explain the steps involved in preparing an evaluation plan for Point Ranking. 
...................................................................................................... 
...................................................................................................... . 
...................................................................................................... 

4) What do you understand by description method ? 



8.7 LET US SUM UP Job Evaluation Method> I 
Job evaluation proceeds job analysis and job description. Quite a few methods are now 
available for systematic comparison of jobs in order to establish a job hierarchy in an 
organisation. Depending on its needs and ethos, an organisation could pick up any of the 
available methods. It is also open to an organisation to develop a method that may 
combine the features of two or more than two methods. What is important is that, the - 

chosen method should secure theasatisfaction of all concerned, namely the management, 
the einployees and the unions, and also ensure the supply of right skills to the 
organisation for carrying out its operations efficiently and effectively. 

8.8 CLUES TO ANSWERS 

/check Your Progress 1 

1) The systematic comparison of jobs in order to establish a job hierarchy is known as 
job evaluation. The simplest and least formal of all job evaluation systems is known 
as Ranking Methods. Under this.method no effort is made to break a job drawn into 
its elements or factors but the aim is rather to judge the job as a whole and determine 
the relative values by ranking one whole job against another whole job. This usually 
is done by using a narrative position description but in many cases even this is 
omitted. With or without information concerning the job at hand, an individual or 
group of individuals rank the job in the order of their difficulties or value to the 
company. Read Sec. 8.2 and answer in detail. 

2) Advantages and disadvantages ofjob classification method are: 

Advantages 

a) Comparatively simple and easily administered. 

b) Since written job descriptions are used evaluation of jobs tend to be more 
accurate than under ranking system. 

Disadvantages 

a) Classification is in general term and only an overall assessment is possible. 

b) It is very difficult to make comprehensive class specifications for a complex 
organisation. The specialisations tend to overlap specially in the case of senior 
jobs and it is difficult to decide which class a particular job belongs. 

c) Placing ofjobs in classes is very much influenced by the existing salary rates. 

Read Sec. 8.3. 

3) Preparing an evaluation plan for Point Ranking involved the following steps : 

i) selecting and defining factors; 

ii) dividing the factors into degrees; 

iii) weighting the factors; 

iv) allocating points to each degree; 

V) validating the factor plan. 

Read Sub-sec. 8.4.1 and explain the above points. 

4) The discretion method was developed by E. Jaques in the 1950s and early 1960s. Its 
special feature is that it uses only one factor, i.e. the "time span" at the disposal of 
each worker. See Sec. 8.6. 



9.6 Competency Analysis 
9.7 Performance Analysis 
9.8 Discrepancy Analysis 
9.9 Task Analysis as a Supervisory Tool 
9.10 Let Us Sum Up 
9.1 1 Clues to Answers 

9.0 OBJECTIVES 

After going through the Unit you should be able to: 

understand the significance of Task Analysis as a poterttial HRD tool, 

do Task Analysis of key jobs, and 

. use Task Analysis for improving performance of individual employees and firms. 

9.1 INTRODUCTION 

Earlier in this Block you have read about job analysis and evaluation. Job is a broad term 
as a job constitutes many tasks. The job analysis process is becoming more and more 
difficult with the changes and complex nature of modern day jobs. Though job analysis is 
popular in consideration for HR planning, more and more organisations are opting for 
task analysis to find ways of delineating tasks, performance appraisal and employee 
motivation. Hence, they are using task analysis for HRD. 

In this Unit you will learn about the uses of task analysis in HRD. Both its traditional 
forms (British and American) and proposed guidelines for successful task analysis, 
combining the two traditional models have been dealt with in the Unit. 

9.2 WHAT IS TASK ANALYSIS? 

The traditional approach to task analysis is characterized by two models: the British 
model and the American model. The British model bas emphasized analysis in terms 
of specific activities for which the jobholder is held responsible whereas the 
American model has included an emphasis on the competencies needed for the job. 
With both models the analysis is usually carried out by management with the help of 
experts. The two models are quite similar in many respects. Both have been found to be 
useful in analysing semi-skilled and skilled work. 

It is becoming obvious, however that the traditional approach to task analysis is not 
suitable for the increasingly complex reality of organisational 'work. h particular, this 
approach is inadequate when it is applied to: 

Managing jobs that are more complex than those previously subjected to analysis, 

98 . Jobs in public systems that are characterised by complex responsibilities, and 



Group or team tasks, which are increasingly emerging as a way of organising work in Task Analysis 
industries. 

What is needed .in order to address the more complex jobs that characterise today's 
organisations is a different approach to task analysis. 

Before we go ally further, one must get a comprehensive understanding of a few 
definitions to understand task analysis better. According to Stephen P. Robbins: 

a An Activity or an Element: A Job element is the smallest unit into which work can 
be divided. 

A task is a distinct set of work activity carried out for a distinct purpose. For 
example, room rent costing is a task of front office executive. 

a A duty is number of tasks.   or example, front office executive's duties include 
meeting'and welcoming the client and explaining the features of the hotel and its 
surroundings. 

A position refers to one or more duties performed by one person in an organisation. 
There are at least as many positions as there are workers in the organisation, 
vacancies may create more positions than employees. 

a A'job is a type of position within an organisation. For example, a hotel may employ - 
a dozen front office executives, then there are a dozen positions but just one front 
office executive job. 

Task analysis can be defined as the process of identifying the tasks of a particular 
job in a particular organisational context by analysing activities, establishing 
performance criteria, determining required competencies, and analyzing any 
discrepancies uncovered by this process: 

This definition, which is based on the concept of task suggested by the Tavistock 
School, indicates the following guidelines for successful task analysis: 

I )  Analysis should be under taken only after developing an understanding of a 
particular organisational context involved. 

2) The job, should be broken down into specific activities performed and expected to be 
performed by the jobholder or incumbent. 

3) The activities should be grouped into tasks. A "task" is a set of related activities - a . 
function that makes a distinct contribution to organisational goals. 

4) Performance criteria and their indicates should be established. 

5) The competencies required for effective performance of each task should be 
identified. 

6) The discrepancies between perceived and actual performance and between 
importance attributed and importance reflected in time spent shouId be identified. 

9.3 USES OF TASK ANALYSIS 

The type of Task.Analysis suggested here may be useful to the organisation and the 
individual employees in several ways: 

1) Selection and placement: Better recruitment and selection devices can be prepared 
on the basis of a task analysis (especially competency analysis). Competency 
analysis can also help an organisation to place people in jobs in which they can be 
more effective (matching the roleljob with people). 
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2) Work planning, including the following: 

a) Setting individual tasks for a specific period 

b) Helping a job incumbent to decide priorities of task 

c) Minimising overlap between jobs 

d) identifying neglected tasks in a work unit 

e) Planning delegation 

f) Job enrichment 

3) Performance appraisal, including: 

a) Negotiated tasks and activities to be performed 

b) Evaluation (by self and the supervisor) of the qualitylquantity standards of task 
performance (both process and outcomes effectiveness) 

c) Analysis of factors helping and hindering task performances 

'4) Potential appraisal, including preparation of a system on the basis of the 
competency analysis, and actual potential.appraisa1 work. 

5) Employee development, including: 

a) Feedback on strength and weaknesses 

b) Performance counselling 

c) Training 

6) ' ~ e a m  building, especially: 

a) Better understanding of each other 

b) Locating areas of task conflicts and dealing 'with them 

c) Building linkages and mutuality between jobs 

9.4 CONTEXTUAL ANALYSIS 

On the basis of the guidelines stated above, we can say that task analysis involves the 
following steps: 

1) Contextual analysis, 

2) Activity analysis, 

3) Task delineation, 

4) Competency analysis, 

5) Performance analysis, and 

6) Discrepancy analysis. 

It is essential to know the mission, orientation, and goals of the organisation of which the 
job is a part. An understanding of the organisational context also helps in clarifying the 
general arientation of the job. For example, the mission of a hotel may be defined as 
providing effective hospitality services and related support to the guests wishing to use 
the hotel. The term "related support" may be an important dimension of the mission of 
the hptel and it may imply that the jobs of the managers and other staffers also need to 
include "psychological support" as a task. If task analysis were undertaken in this 
situation without the development of this understanding, the observers may not "see" 
activities involving psychological support. 

. . 



The mission of a hotel may be defined as providing comfortable accommodation and 
customer care to the guests wishing to stay at the hotel. The "Customer care" term may 
be an important dimension of the mission of the hotel as it may imply that the job of the 
hotel staff includes undersfanding the needs of each guest and make them feel 
comfortable and relaxed, as'a task. If task analysis were taken in this situation without 
development of this understanding, the observers may not "see" activities involving 
customer care. 

Those who undertake task analysis must first develop an understanding of the 
organisation's mission, which is the direction or combination of directions in which 
the organisation is moving. The mission includes such elements as a definition of the 
organisation's basic business how it markets its products or services and to whom; and its 
intentions with regard to profitability, growth, liquidity, values, treatment of employees 
and customers, and its stature in its field. Sometimes an organisation's mission exists in 
written and published form. Regardless of whether a formal mission statement exists, 
those responsible for task analysis should summarize the mission in a one-sentence 
statement and should keep this statement handy throughout the process of task 
analysis. 

The organisation's broad goals or objectives also must be identified. These goals may or 
may not be a part of the mission statement. A sampling of employees may be asked to 

1 state these goals, and then these various statements may be compared with any goal 

i statement that exists in formal documents. This exercise is also helpful in terms of testing 

I 
whether the employees know the organisation's formally stated goals or whether the 
goals have changed since they were originally stated in documents. 

The last phase of contextual analysis, an optional one, is to identify the main tasks of the 
organisation. Again, groups of employees may be asked to identify the tasks that pertain 
to each goal and to identify the jobs mainly responsible for these tasks. These employee 
statements then may be compiled and discussed. Such an exercise is also useful to 

1 analyse employee statements. This exercise also helps in clarifying goals and tasks and in 
, increasing employee's commitment to them. 

9.5 ACTIVITY ANALYSIS 

The second step is activity analysis. The successful completion of this step is dependent 
on a clear understanding of the qualities of an activity. An activity has three 
characteristics: 

1) It is observable. For example, planning is not regarded as an activity because it 
cannot be observed where as serving a guest is an observable activity. 

2) It is descriptive. The behaviour concerned must be capable of being stated 
specifically in terms that describe rather than evaluate or interpret. For example, if a 
behaviour on the part of a nurse is recorded as taking a patient's temperature, this 
behaviour qualifies as an activity; however, if the same behaviour were recorded as 
doing diagnosis, this phrase would be an interpretation of what had occurred and 
would not qualify as an activity. 

3)  It is objective. An activity, when observed by more than one person, should be 
capable of being recorded in written form in the same way by all observers. This is 
not to say that all observers will record all activities in the same way, but that anyone 
reading the written record of all observers' descriptions of an activity would interpret 
these descriptions to be of the same activity. 

In addition, a distinction should be made between an activity and a sub-activity. An 
activity is a behaviour undertaken to accomplish a task, while a sub-activity is one of a 
set of behaviours undertaken to complete an activity. For example, when a front office 
employee makes an entry in a guest register he or she is performing an activity whose 
sub-activity might include taking the ledger from the shelf, opening the ledger, lifting a 
pen, and so forth. 

Task Ana!ysis 
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There are three main contributors of information for activity analysis: ( I ) ,  the job 
incumbent, (2) those who interact with the j ~ b  incumbent (called "role-set members"), 
and (3) outside experts. The role-set members include the incumbent's supervisor, 
subordinates, colleagues, and in some cases others who interact with the incumbent (for 
example, minor passenger travelling alone and his or her family or relatives in the case of 
air hostess. as job incumbent). The outside experts may be task analysts, educators, 
specialists ,in the field, or the organisation's top management. These three sets of 
contributors can produce a great deal of usable information based on their observations, 
their reports of the activities that the job incumbent actually completes, and their 
assessments of activities that the job incumbent is or should be expected to complete. 

Collecting ihformation on activities 

Several methods can be used to prepare a comprehensive list of activities. The most 
commonly used methods are interviews, diaries; logbooks, and questionnaires. 

1 )  Interview: The interview is the most widely used and useful method of collecting 
information for activity analysis. Generally the respondent is simply asked to report 
observations and expectations. Sometimes, however, it may be useful to ask 
specifically what the job incumbent did on a particular day. Because respondents 
tend to give general answers, it is necessary to probe in an interview so that actual 
activities are revealed. For example, when interviewed about what a airhostess does, 
a role-set member might say, "Well, she takes care of passengers. It then becomes 
necessary to ask how the airhostess takes care of passengers; what she actually does. 
For this reason interviews require patience on the part of the interviewer. After 
questioning the respondent becomes "educated" about the concept of an activity, and 
his or her answers become more pertinent and require less intervention from the 
interviewer. 

2) Logbooks: A logbook is a record that someone else keeps while' observing a job 
incumbent. Again, it may be useful ta discuss the potential contents ~f the log with 
the person keeping it. Providing a combination of instructions and examples may be 
helpful in this regard. 

3) Questionnaire: A questionnaire may be devised and administered to the job 
incumbent, the role-set members, and/ or outside experts. 

I The Product 

After one or more of the suggested methods has been used for activity analysis the 
product will be a long list of activities. At this point the list is comprehensive and has not 
been subjected to any kind of sorting; it includes a number of essentially redundant items 
as well as both highly specific and less-specific items. 

You may prepare r)s many such lists for various job incumbents in hospitality sector. 

9.5 TASK DELINEATION 

After activity analysis has been completed, the next step is to group the activities into 
tasks and to name these tasks. This process, known as task delineation, involves 
subjective decision-making and should be undertaken only by people who know and 
understand the job. 

There is no set rule regarding the number of tasks to be delineated. However, they should 
not be so few that one cannot review them and form a clear picture of a job. Similarly, 
there should not be so many that the differences among the activities are not readily 
apparent and that their numbers become cumbersome for performance appraisal and 
other purposes. 



The tasks should be balanced in terms of the number of activities each comprises. If one 
task has too many activities, it needs to be divided into two or more tasks. For example, 
when delineating a tour executive's tasks one should not call "handling tours" a task 
because too many activities are covered by this term. Instead, handling tours should be 
broken down into requiring special skills (such as tour costing), tour activities requiring 
few skills (such as getting the reconfirmation of hotel booking) and customer support. 
After the tasks have been delineated, it is a good idea to rate the importance of each to 
the job and to assess the percentage of time spent by the job incumbent on each. 

9.6 COMPETENCY ANALYSIS 
, 

A job incumbent needs different types and levels of competencies in order to perform job 
tasks well. Competency analysis helps in identifying the competencies that are necessary 
for the tasks that have been delineated. 

Competencies can be divided into five main types; knowledge, skills, abilities, 
orientation, and experience. Of these five types, orientation may require some 
explanation. Orientation is a general attitude reflecting the values of the jobholder. 
For example, in the case of a front office assistant, respect for the guest may be deemed 
to be an important orientation. Following is an example of an orientation description. 

Orientation Description for the Position of District Health Officer 

With the increasing government emphasis on community participation and 
collaborative work in matters concerning health, the district health manager needs to 
see the community and its various health agencies as resources. He or she needs to 
respect and be willing to use community traditions and customs that promoti good 
health. in addition, the district health manager should be proactive in identifying and 
seeking community resources that can be harnessed for promoting health 
programmes. He or she should be oriented towards innovation and experimentation in 
solving problems and should encourage the doctors and other staff members in the 
.district health clinics and hospitals to be similarly oriented. He or she needs to be 
dedicated to providing strong, creative leadership for subordinates, including those on 
staff at the district heath clinics and hospitals. Finally, the district health oficer should 
be willing to learn and experiment in this position. 

Activity: Give Orientation Description for hotel industry jobholders. 

Another process that may be completed is the identifying of the job incumbent's present 
level of each identified competency. A five-point scale is recommended for this purpose. 
The same group that establishes competencies - with the possible exclusion of the job 
incumbent, depending on his or her level of insight - may make this assessment. 

9.7 PERFORMANCE ANALYSIS 

The main purpose of performance analysis is to evaluate the impact of a job - how 
effective it is being done or has. been done. This step consists of assessing how well the 
job incumbent has performed the tasks for which he or she is responsible. 

The effectiveness of a task can be measured in terns of its outcome, or the end result, as 

i well as in terms of its process, or how it is performed. .Hard data may be gathered 
indicating both kinds of effectiveness. For example, one can evaluate the task of taking 
customer orders with regard to the number of orders taken (outcome) as well as with 
regard to the time spent on the task or the number of mistakes made (process). 

Task Analysis 
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Discrepancy analysis is the identification of any discrepancies that become obvious as a 
result of the previous five steps. For example, discrepancies may exist between activities 
reported by the job incumbent and those reported by the role-set numbers, between 
activities reported and those observed or expected, between the importance of a task and 
the time spent completing it, between needed competencies and existing competencies, 
and so on. These gaps may indicate a need for certain remedial measures, such as 
redefining the role, training, additional work planning, delegating, increased monitoring, 
or counselling. 

It is a good idea to check periodically for discrepancies between the job definition as 
reflected in the delineated tasks and actual job performance. Information about 
performance can be obtained by any one or a combination of the following methods: 

The job incumbent may monitor the time spent on each activity; 

The role-set members may analyse the importance attributed to various tasks versus 
the time spent on them; andlor 

Trained observers may observe the job incumbent for a few days. 

Discrepancies between desired activities or tasks and actual performance may then be 
noted and acted on accordingly. 

9.9 TASK ANALYSIS AS A SUPERVISORY TOOL 

Task analysis, as briefly described in this Unit, can also be used as a supervisory tool to 
improve the functioning of an organisation. Some uses of Task Analysis have already 
been suggested. A few are focused below: 

1 )  Designing training: Discrepancy analysis of the required competencies and the 
present level of these competencies in the employees concerned will help in 
identifying training needs, and then designing a training strategy, or at least training 
programmes to upgrade the competencies which seem to be at a lower level. 

Information about the importance of the various tasks may also help in designing 
training programmes for high priority task. Similarly, the discrepancy between the 
importance of a task and the time spent on it may give some useful information. One 
reason for not spending enough time on a task may be lack of competency required to 
do the task. Such information may help in indicating the training. 

2) Performance monitoring: A performance monitoring system can be developed 
based on the indicators of process and outcomes effectiveness for the various tasks. 
Some of these indicators can be used in designing a format or a system of meetings 
for purposes of performance monitoring. 

3) Work planning: Analysis of the discrepancy between expected and reported 
activities, or importance of the tasks and time spent on them, may indicate the need 
of work planning, including delegation and redistribution of work among various 
jobs in a work unit. The concerned employees may work in a group with the 
supervisor in redistribution of work among various jobs in a work unit. The 
concerned employees may also work in a group with the supervisor in redistribution 
of tasks, so that each employee can maximise hisfher contribution to the 
organisational goals. 

I Check Your Progress I 
1) What do you understand by Task Analysis? 

....... '.............................................................................................. 
..............................,.................................................................*..... 



2) Discuss Activity Analysis. Task Analysis 

3 )  Explain why Task Analysis is seen as a Supervisory Tool. 

9.10 LET US SUM UP 

In this Unit, you have read about Task Analysis and proposed guidelines for successful 
task analysis. It is very important to understand the difference between the three - 
activity, the smallest unit into which work can be divided, also it is an observable action 
often bound by time; task, the distinct set of work activity carried out for a distinct 
purpose; and job the type of position within an organisation. 

The analysis can be said to involve the following steps. - Contextual Analysis, 
Performance Analysis and Discrepancy Analysis. Task Analysis can also be used as a 
supervisory tool to improve functioning of the employees as training modules can be 
designed keeping the various tasks in mind. Performance of the employees can be  better 
monitored and also work planning can be done keeping in mind the various tasks to be 
completed. 

9.11 CLUES TO ANSWERS 

I )  Task Analysis can be defined as the process of identifying the tasks of a particular 
job in a particular organisational context by analysing any discrepancies uncovered 
by this process. Read Sec. 9.2 and answer. 

2) Activity analysis is based on information. These are three main contributions of 
information for activity analysis. And these are several 'methods of collecting 
information from the contributors. Read Sec. 9.4 and answer in detail. 

3) Task analysis can help supervisors in designing training programmes, for 
performance appraisal and also for planning for work. Read Sec. 9.9 and expand the 
above answer. 
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10.0 OBJECTIVES 

After reading this Unit you will be able to: 

explain the concept of personnel management, 

describe the key characteristics of personnel management, 

identify the objectives of personnel management, 

List the various functions of personnel management, 

learn how a personnel office is organised, 

understand the various roles of a personnel manager and the skills required to be a 
successful personnel manager, and 

appreciate the necessity of a personnel department in an organisation. 

1 0 .  INTRODUCTION 

An organisation is formed for the fulfilment of certain objectives like earning a desired 
rate of profit on investment, exploitation of certain natural resources, development of a 
given geographical area, or supplying to the public some essential goods or services. 
Machines, materials, money and natural resources etc. are the tools used to achieve the 
organisational goals. But these tools are operated by persons at different levels with 
different skills. Thus, a proper selection of personnel, their tactful handling and proper 
management is essential for the success of any organisation. In the case of hospitality and 
hotel management this is not just essential but is the key for success because of the very 
nature of the services product. 

However, this is the most difficult of all the management tasks in an organisation. Some 
people also say that 'management' means 'managing men tactfully'. Yet many 
organisations hardly pay any attention in this area, though they always keep complaining* 
about not getting the properly trained employees. This is equally true in the case of 
hospitality organisations. 

One often comes into contact with the personnel department of an organisation handling 
selection, placement, training, discipline, grievance handling, wage administration, 
dismissal, etc. However, there are certain aspects of the work of a personnel department 
which may not be very obvious. In this Unit an attempt has been made to familiarise you 
with various issues related to personnel management. 



10.2 CHARACTERISTICS AND OBJECTIVES OF Personnel Ofice: Functions 
and Operations 

PERSONNEL MANAGEMENT 

Personnel Management is known by various names .over different periods of time. These 
are Personnel Administration, Labour Management, Industrial Relations, Employee 
Relations, Manpower Management, etc. Irrespective of the size of the organisation these 
functions exist in every firm and hospitality establishment are no exception. The manager 
who performs this function is also, likewise, called by various names, like Personnel 
Manager, Employee Relations Manager, Industrial Relations Manager, Labour Relations 
Manager, Labour Officer, Labour Welfare Officer, Personnel Officer, Employee 
Relations Officer and Industrial Relations Officer. 

The following are the basic facts and characteristics of Personnel Management can be 
summed up  as: 

I )  It is concerned with employees: Personnel Management is concerned with 
employees both as individuals and also as a group. Personnel Management is a 
function or activity aiding and directing employees.in maximising their personal 
contrib~~tion and satisfaction in employment, bringing them an equitable, just and 
humane treatment, and adequate security from employment. 

2) It covers all levels of personnel: It refers not only to unskilled or semi-skilled or, 
what you may call 'blue collared' employees, like doorman, housekeeping 
attendants, waiters and drivers etc. but also the 'white collared' employees, like 
professional and technical workers, managers, officials, clerical workers, sales 

-. workers, concierge, etc. 

I 3) It is inherent in all organisations: It is as useful and effective in government 
departments and non-profit organisations as in a business organisation. Moreover, it 
coveis all types of hnctional areas of management such as production management, 
financial management, marketing management, etc. 

4) It is of a continuous nature: Personnel management requires constant alertness and 
awareness of human relations and their importance in everyday operations. 

5) It attempts at getting the willing cooperation of the people for the attainment of 
the desired goals: This is necessary because work cannot be effectively performed 
in isolation without the promotion and development of an esprit de corps. 

The objectives of Personnel Management are given below: 

1) To achieve an effective utilisation of human resources for the achievement of 
organisat ion goals. 

2) To establish and maintain an adequate organisationall structure and a desirable 
working relationship among all the members of an organisation by dividing the 
organisational tasks into functions, positions, jobs and by defining the responsibility, 
accountability, authority for each job and its relation with other jobs/personnel in the 
organisation. 

3) To secure the integration of the individuals and groups with the organisation by 
reconciling individual/group goals with those of an organisation in such a manner 
that the employees feel a sense of involvement, commitment and loyalty towards it. 
In its absence employees will face frictions, personal jealousies and rivalries. 

4) To generate maximum development of individualls/groups within an organisation 
by providing opportunities for advancement to employees through training and on the 
job education or by offering transfers or by providing retraining facilities. 

5) To recognise and satisfy individual needs and group goals by offering an adequate 
and equitable remuneration, economic and social security in the form of monetary 
compensation, and protection against such hazards of life as illness, old age, 
disability, death, unemployment .etc. With ade'quate compensation and security, 
employees work willingly and cooperate to achieve an organisation's goals. 



 lock 1 Human 6 )  ,To maintain high morale and better human relations inside an organisation by 
Resource sustaining and improving the conditions so that employees may stick to their jobs for 

a longer period. 

Considering these objectives, you will perhaps agree that the objectives are in the best 
interests of all those to whom management is responsible i.e. owners of enterprise, the 
community, the consumers of its goods and services, and members of the organisation 
itself, including groups who may belong to unions. 

For enabling the Persoonel Manager to fulfil these objectives the top management has to 
create some conditions as the prerequisites. These are described below: 

1) Existence of capable people in the organisation pCicked up on the basis of their merits 
and not on other considerations. 

2) Plans for effective utilisation of efforts and potentialities of individuals and groups 
for appreciation of work well done and for future advancement and training. 

3 ) .  Considering employees as co-workers rather than as subordinates. 

4) A proper division of tasks of an organisation in accordance with a sound plan into 
functions and positions, each indicating a clear-cut authority, responsibility and 
duties as also relationship of one position with another. In the absence of such a 
division, chaotic conditions will prevail and no work will be done properly or even 
done at a1 I.  

5) The formulation of objectives must be formulated in consultation with senior persons 
in the organisation and common understanding among managers at all levels of the 
objectives. If the senior staff or personnel are not involved in the formulation of 
objectives they may not feel any real responsibility for achieving these. If managers 
at any level do not understand the objectives, they will not know why they are doing 
a given work, what is expected of them and as a result may not even do it properly. 

6 )  The presence of clearly defined and comprehensive objectives and' proper ' 
communication to all. concerned. If objectives to all concerned are not clear and if 
people, who are expected to work for achieving these, do not know about these, they 
cannot be expected to achieve them. 

10.3 FUNCTIONS AND OPERATIONS OF PERSONNEL 
MANAGEMENT 

Personnel functions are generally divided into two categories, i.e. Managerial and 
Operational. In fact, these are two levels at which each function is to be performed. Each 
function is part of a management plan and has to be given practical shape at the 
operational level. This will be clear from Chart-1 which shows various functions 
classified under the broad hnctions of management, viz., Planning, Organising, Staffing, 
Motivating and Controlling. It also gives objectives in relation to each, what may be 
called managerial function. Under each objective are given operations performed for 
achieving the objective concerned. 

chart-1: Functions of Personnel Management 

(A) PLANNING MANPOWER REQUIREMENT 

Function: Anticipating Vacancies 

Objective: To anticipate and provide for fUture openings. 

Operations: 1 Anticipating deaths, dismissals, retirements, and resignations 
2 Anticipating. future promotions 
3 Anticipating future transfers 
4 Estimating future vacancies from the above causes 
5 Estimating additional future positions 



Function: Recruitment 

1 Objective: To seek and attract qualified applicants to fill vacancies 

Operations: 1 Preparing job analysis 
2 Preparing job specifications 
3 Analysing the sources of potential employees 
4 Attracting potential employees 

(B) ORGANISING THE MANPOWER RESOURCES 

Function: Organisational Planning 

. Objective: To determine the organisational structure and manpower needed to effectively 
meet the company objectives. 

Operations: 1 Analysing organisational structure 
2 .  Forecasting manpower requirements 
3 Recommending organisational changes 
4 Analysing key position requirements 

Function: Selection 

Objective: To analyse applicants' qualifications for determining their suitability 

Operations: 1 Preparing questionnaires 
2 Weeding out undesirables through analysis or questionnaires 
3 Interviewing the applicants 
4. Testing the applicants psychologically, where necessary 
5 Investigating their references 
6 Arranging medical examination, if necessary 
7 Evaluating the applicants and making the final selection 

Function: Classification of Employees 

Objective: To assign officially each employee to an appropriate position clearly defmed 
regarding its responsibilities. 

Operations: 1 Preparing the job descriptions 
2 Assigning of proper title to each position 
3 Reviewing periodically the correctness of job descriptions 

Personnel Ofice: Functions 
and Operations 

(C) STAFFING 

Function: 

Objective: 

Operations: 

Function: 

Objective: 

Operations: 

Function: 

Objective: 

Operations: 

Induction 

To ensure that new recruits are provided with appropriate training and 
information to enable them to perform their duties effectively. 

1 Orienting new employees into their jobs 
2 Ascertaining training requirements of such employees to make them'more 

competent for their jobs 
3 Providing facilities for their future education and development 

Trarisfer and Promotion 

To provide for increasing the utilisation of the employee's capabilities 

1 Continuously analysing job descriptions 
2 Evaluating employee qualifications 
3 Determining training requirements 
4 Promotion according to employee's development 

Manpower Development 

To provide for the individual employee's development 

1 Developing performance standards 
2 Appraising performance 
3 Planning individual development programmes 
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Function: Training 

Objective: To arrange programmes as required for developing existing personnel 

Operations: 1 Planning and preparing training programmes 
2 Providing training staff and faculty resources 
3 Conducting the training programmes 
4 Evaluating the training results 

(D) MOTIVATING 

Function: Rate Determination 

Objective: To set rupee values on job positions that are fair and equitable when compared 
with the other positions in the company as well as what prevails outside. 

Operations: 1 Analysing jobs and giving job descriptions 
2 Evaluating such jobs 
3 Developing wage scales 

Function: Recreation , 

Objective: To provide facilities for employee's enjoyment of the job and make the 
company more attractive and satisfying as a work place. 

Operations: 1 Conducting social activities 
2 Conducting recreational activities 
3 Providing recreational facilities for employees 

Function: Communications 

Objective: To provide the needed exchange of information throughout the organisation. 

Operations: 1 Developing channels and media for information presentation to employees 
2 Introducing and administering suggestion scheme 
3 Conducting opinion surveys 
4 Developing grievance redressal procedures 

Function: Collective Bargaining 

Objective: To build up rapport with officially recognised and legally established employee 
organisations in the best interests of both the company and its employees. 

Operations: 

Function: - 
Objective: 

Operations:. 

Function: 

Objective: 

Operations: 

Function: 

Objective: 

Operations: 

1 ~ e ~ o t i a i i n ~  agreements 
2 Interpreting and administering such agreements 

Employee Discipline 

To develop effective work regulations and harmonious working relationships. 

1 Establishing rules for conduct 
2 ~dmibister in~ disciplinary measures, where necessary 

Performance Evaluation 

To appraise objectively each employee's performance in relation to the duties 
and responsibilities assigned. 

1 Developing performance evaluation 
2 Conducting performance evaluation interviews 
3 Analysing performance evaluation results 

Employee Counselling 

To help employees solve their personal problems. 

1 Selecting and training counsellors 
2 Arranging counselling interviews 
3 Assessing extent of help actually rendered 

Function: Safety 

Objective: To develop facilitieq and procedures for prevention of on-the-job accidents. 



Operations: 

Function: 

Objective: 

Operations: 

Function: 

Objective: 

Operations: 

Function: 

Objective: 

Operations: 
i 

1 Establishing safety rules Personnel Office: Functions 
2 Investigating accidents and Operations 
3 Conducting safety inspections 
4 Preventing or eliminating hazards 

Medical Services 

To prevent diseases and physical ailments as well as care for diseases, ailments, 
and injuries sustained by employees on the job. 

I Developing and administering prevention programmes . 
2 Examining employees and job applicants 
3 Providing medical treatment 
4 Educating in health matters 

Protection and Security 

To provide precautionary measures for safeguarding the company and its 
property from theft, fire, etc. 

1 Developing and administering security regulations 
2 Organising fire fighting services 
3 Providing guard or watchman service 

Personnel Research 

To develop improved employee attitudes and conditions of work 

1 Analysing personnel problems 
2 Recommending improved practices 

The chart above gives us one way of classifying the functions of Personnel Management. 
Different experts of Personnel Managdment, and Institutions like the Indian Institute of 
Personnel Management, have classified these functions differently. 

10.4 ORGANISATION OF A PERSONNEL OFFICE 

The first step in the organisation of a personnel office is to list all the activities that are 
performed keeping in view not only the present requirements of the organisation but also 
the future requirements. These future requirements shall be well assessed and based on 
authentic sources of information. 

It may be noticed that not all the personnel functions are equally important to all 
organisations at all times. Their relative importance would differ from each other 
depending upon various factors. Some of these factors are the size, the nature, its social, 
economic, cultural, political and legal environment, the mental makeup of personnel 
officers, and the overall philosophy of business. These factors not only vary from 
organisation to organisation but also from country to country. 

The less important of these factors may be suitably combined with the closely related 

I important ones. The activities should then be grouped function-wise and put under the 

i ' concerned functions. A group of related functions should be put under a particular 
Section and the various Sections under the Personnel Manager. Depending upon the 

I number of Sections and functions, the Personnel Manager can have one or more Deputy 

i Managers or Assistant Managers. Much will depend upon the size of the organisation, the 
m a n a g e m ~ t  philosophy and management appreciation of personnel functions. Personnel 

1 
' 

Manager can also depute some persons to advise him or her. 
I 

I 
You will notice here that for some functions the Personnel. Maflager is helped by the 

I Deputy Personnel Manager but for others by an Assistant Personnel Manager or an 
Officer. This depends on the relative amount of work in or importance of a function. In a 
smaller organisation the Organisation Chart is simpler, as given in Figure 11. 

I 





































UNIT 6 JOB EVALUATION: 
CONCEPT, SCOPE AND LIMITATION 

6.0 Objectives 
6.1 Introduction 
6.2 Need for a Rational and Equitable Pay Structure 
6.3 Job Evaluation and Its Objectives 
6.4 Anomalies in Salaries and Theory of Relative Values 
6.5 Basic Assumptions in Job Evaluation 
6.6 Trigger Points 
6.7 Advantages of Job Evaluation 
6.8 Areas of Application and Evaluatory Phases 
6.9 Problems Associated with Job Evaluation 
6.10 Let Us Sum Up 
6.1 1 Clues to Answers 

6.0 OBJECTIVES 

After reading this Unit you will be able to: 

develop an understanding of the concept of job evaluation, its scope and limitations, 

appreciate the need for a rational and equitable pay structure, and 

take note of the historical developments with regard to the application of the 
technique of job evaluation. 

6.1 INTRODUCTION 

Productivity for any organisation or enterprise depends, to a great extent, on the morale 
and motivation of the employees of that organisation1 enterprise. One of the principal 
factors affecting the morale and motivation is the "pay policy" and "pay structure" of the 
organisation. Assuming, we have two sections or categories of employees, say Category 
A and Category B. The former has a salary structure higher than that of the latter. The 
latter category has a feeling (real or imaginary) that the duties and responsibilities of the 
former are not more onerous than theirs. This feeling could lead to frustration and 
lowering of morale, productivity and poor service. An organisation needs a system which 
will attempt to prevent such situations to develop and to resolve them to the satisfaction 
of all concerned where such situations discern themselves. This sort of system is 
specially needed in case of hospitality sector, where many pkople are employed 
according to the need and specifications of a particular service. Disgruntled employeed 
in contact with customers will end-up projecting a poor image not only of the 
organisation but also of the destination as a whole. This Unit is intended to identify such 
a system. It starts with highlighting the need for a rational pay structure and goes on to 
deal with other issues like setting the objectives for job evaluation, relationship with 
wages, advantages and areas of applications, etc. It also takes into account the problems 
related with job evaluatian. 

6.2 NEED FOR A RATIONAL AND EQUITABLE 
PAY STRUCTURE 

As wages are probably the most important single element in conditions of employment, 
they have naturally always raised difficult issues in negotiations between employers and 



B I O C ~  I Human employees. These issues concern not just the general level of salary received by 
Resource Development employees but also the differences in wages amongst them. These differences are of 

many kinds. They exist as between countries and, within each country, as between 
industries or groups of industries. Moreover, within any industry there are usually salary 
differences as between individual, regions, firms or plants and within the latter as 
between different departments. Many of these differences may reflect differences in 
occupational content - quite apart from the fact that employees engaged in the same type 
of work may receive quite different salary according to their length of service, working 
conditions, personal performance or for a host of other reasons. 

Among the many pay problems regularly confronting enterprises throughout the world, 
those associated with internal pay differentials are amongst the most common. The 
difficulties normally arise from the belief by certain employees that the position they 
occupy in the existing jobs. But responding to such concern by means of upward pay 
adjustments does not necessarily represent a solution as other employees with whom 
comparisons are traditionally made, may not accept having their relative position 
deteriorate in this way. Continuing ad hoc modifications to pay structures risk 
undermining faith in their rationality and initiating a series of conflicting pay claims. 
The way to resolve such difficulties lies in planning and developing to the extent 
possible, a common understanding amongst all the employees and the management 
concerned on what the pay structure shquld be. This is especially true in the case of 
various segments of the hospitality industry, where, as you know, a large number of 
people are employed on a seasonal or temporary basis. This employment can be only 
during the peak season or for a special delegation or for a special event and so on. A pay 
structure has to be followed so that no bad feeling is there between these temporarytpart 
time employees and permanent -employees. A few professionals working as 
specialists/consultants on a contract basis with one or more organisations would employ 
them in case of a need for such professionals. A uniform pay structure is a morhl booster 
for all involved. 

6.3 JOB EVALUATION AND ITS OBJECTIVES 

Job evaluation is thi process of establishing the value of jobs in a job hierarchy. Job 
values may be determined by negotiation or fixed on the basis of broad assumptions 
about market rates and internal relativities. Job evaluation is a comparative process 
based on a whole series of tasks, responsibilities and obligations, including the skills, 
knowledge and mental agility required, qualities of initiative, reliability of the employee 
and so on. It aims at establishing pay structures that are fair and equitable in the sense of 
ensuring equal pay for jobs demanding what are considered to be broadly similar 
sacrifices and of rewarding appropriately the greater efforts and hardships involved is 
some jobs as compared with others. 

Through the process of job evaluation one will be able to compare jobs by using a 
common criteria to define the relationship of one job to another. This gives us the basis 
for grading jobs and developing a pay structure. In this way, it seeks to minimise the 
dissatisfaction associated with pay differentials and thus to contribute to more 
harmonious human relations at the work place. 

In short, job evaluation concerns itself with pricing a job in relation to other jobs on 
the basis of a consistent, fair, logical and equitable criteria and not on the basis of 
arbitrary; variable judgements dictated by short-term expediency or arrived at 
through rule of thumb methods. While one may get the impression that as a technique, 
job evaluation is invariable and inviolate and it also possesses first-degree precision of 
scientific variety, it is not so in practice; for, in the ultimate analysis, it is essentially a 
way of applying judgement, and since no evaluatory process can eliminate the need for 
exercising judgement, howsoever systematic it is or may be, it will always remain 
captive to human traffics; additionally so because the technique is to be administered by 
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be the sole-determining factor for deciding pay structures. Jobs have intrinsic value - 
such as, whether the tourist guide is worthy of his or her services being hired. Still, it is 
not possible for us to determine what that value is in monetary terms unless we take into 
account the pressure of supply and demand, internal differentials and feelings about 
equity, in that order. Job evaluation is, therefore, an attempt to find a measure by which 
the relative payments made to different jobs are internally consistent. 

Therefore, the primary objective of job evaluation is also to find out the value of work. 
But this is a value which varies from time to time and from place to place under the 
influence of certain economic pressures, not least of which is the worth of money itself. 
Nevertheless, the value of work at a specific time and place is absolute, governed by 
supply and demand, and related to the value of all other work. The aim of job 
evaluation is not to create a rate, but to discover what that rate is at that time and 
in that place. 

6.4 ANOMALIES IN SALARIES AND THEORY OF 
RELATIVE VALUES 

You have been told earlier that the most common anomaly is related to irregularity 
between salary paid and work done by an employee. While this may be a source of 
dissatisfaction and may appear to be anomalous, it is in fact only anomalous if 
transference from one job to another is excluded from the criteria. For instance, the case 
of the old employee who is retained at a salary i" excess of the value of the work he or 
she does is not anomalous unless we expressly exclude 'length of service' from the 
criteria. This goes to prove how important it is that the criteria should be properly 
defined and understood lest every difference should be thought to be anomalous. 

The concept of job evaluation is based on the theory of relative values, a theory which 
broadly implies that the value of anything depends on and is influenced by the values 
of other things. Thus, the value of work is relative to the value of other work, and so 
can be determined only by comparisons between different kinds of work. The effect of 
this is seen when, if the salary for a job is raised, then the value of the salary paid to 
another job not so treated, is lowered. To restore the status quo ante it is necessary to 
raise the wage of the second job proportionately. Another part of this theory is that 
because of the internal and external economic pressures, the salaries that are to be used 
as indicators for finding out what work is worth should not by themselves be anomalous, 
otherwise, the evaluation will be affected by the anomalies themselves and so would 
become unreliable. 

6.5 BASIC ASSUMPTIONS IN JOB EVALUATION 

. Job evaluation is based on certain basic postulates, i.e., claims/assumptions: 

The work must have some intrinsic worth when judged against certain criteria, 
but that whatever this worth may be it will not necessarily be the same as the dalary. 
Implicit in this assumption is that these criteria can be identified, specified and 
quantified. These criteria are in terms of the human characteristics or qualities that 
are required to do the work satisfactorily. Further, these characteristics are supposed 
to be in short supply in relation to the demand placed on them. The usual 
characteristics or factors are skill, responsibility, physical effort, mental effort and 
working conditions. 

It is logical to pay the most for jobs which contribute most to attain the 
organisational objective(s). 



Block 1 Human a The enterprise goals are better served and furthered by installing and maintaining a 
Resource Development job-cum-pay structure based on relative job worth. 

worth of job. - 
.There is a broad, if not critical, consistency between pay structures in an 
organisation evolved on the basis of job evaluation and that in the outer community 

The relative worth of jobs is not easy to gauge. By far, the most important element in 
job price is the content factor. The content consists of duties and responsibilities of the 
post, the difficulty level(s) encountered by the incumbents, demands that are made by the 
post on job holder in terms of mental, intellectual, physical and environmental 

. requirements for the due discharge of the duties attached to the post. These obviously are 
central points related to the post and, hence, are basic to the determination of the base 
rate for the job. Pay or salary structure may thus be seen to consist of the following: 

The job rate which is relatable to the importance of the job, the responsibilities 
involved in it, skill levels and pattern of experience needed for adequate job 
performance, and the mental and physical demands made on the job incumbent. 

Special or personal allowances connected with long service, skill scarcity, 
recompense for personal or social inconvenience. 

Fringe benefits like holidays with pay, pensions, life insurance, car, etc. 

Payments associated with reward according to performance (payment by result 
scheme, merit rating or profit sharing schemes, such as, sharing of commission in the 
hospitality sector, share of production plan, etc.) 

The economic pressures affect the salaries and they have to be altered accordingly. 
The basic evaluations of the work are not affected by such pressures. Once the 
differential has been determined between job and job, it remains unchanged as long 
as the system itself endures. The evaluation depends upon the criteria and so long as 
the criteria do not change, the evaluation should remain as it were. 

Like everything job evaluation decays. It might begin to decay even before-pit is 
completed and implemented, and can be kept in good order only by carefit1 maintenance. 
But once a system has begun to collapse the best maintenance possible will not restore it 
and it will need to be replaced by another system. 

6.6 TRIGGER POINTS 

The trigger points for initiating job evaluation exercises in an organisation are basically 

disillusion with the existing remuneration patterns, and 

a realisation that prevalent salary structure will soon lose validity or situational 

conditions of growth or shrinkage. 

Besides these two the: 

a technology-change brings about variation in job nature, and difficulty levels, and . 
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unfair leading often to management-employee bickering about pay. In short, the need 
for job evaluation arises because of technology change and organisational growth. 

The job evaluation~process thus initiated has to take care of the factors affecting the jdb 
value in the organisation concerned. The main factors affecting job values or pay 
structures are market rates, negotiated pay scales and internal relativities and feelings 

In general terms job evaluation is used to create two dimensions of relationships. The 
first is the vertical relationship within a sector of an organisation where the basic skill is 
similar. Here the order of seniority may be obvious, but the spacing of the rungs on the 
seniority ladder needs to be established. How much more, for example, should the Senior 
Tour Executive be paid than Tour Executive? The second dimension is the lateral 
relationship between jobs of a different nature. For example, how should one relate the 
values of similar jobs between the tours and travel departments? and so on. 

6.7 ADVANTAGES OF JOB EVALUATION 

The management-employee relationships are improved and strengthened by increasing 
the appreciation of each side's aspirations and viewpoints. When there is a pervasive 
goodwill in the organisation based on mutual understanding of management-and- 
employee over the principle irritant, that is, the pattern of payment and overall 
compensation structure, the organisational goals are more effectively realised, personnel 
growth and development stimulated, and mutually profitable partnership programmes are 

Job evaluation deals with actual facts, and not what is thought of (by management or 
employees) as facts regarding jobs; it centres around commonality of previously 
determined criteria so as to enhance objectivity and consistency in factor analysis and 
value assessment. Further, it seeks to avoid all ad hocism, arbitrariness and expediency 
in dealing with pay matters, not only to provide a disciplined framework for all 
organisational pay decisions, but to also promote positive acceptance of such decisions. 

The advantages flowing from it benefit all in the organisation - management, employees, 

1) Management has the advantage of greater order in its pay arrangements h d  more 
stable pay structure, and benefits from looking at its pay problems in a more , 
disciplined way; 

2) Employees benefit because job evaluation provides an agreed framework for settling 
questions affecting jobs and so helps to prevent arbitrary, i.e., random decisions. It 
also helps to ensure that differences in skills and responsibilities are properly 
recognised and that when people increase their skills or take on more 
responsibilities, they are rewarded suitably; 

3) Everyone benefits from a system which enables the pay for new and revised jobs to 
be settled in the same way as pay for existing jobs, because it helps to prevent 

An additional rationale for reforming the payment systems through this technique stems 
from the important fact that it, thus, leads to reduction of lost time, reduction in salary 
anomalies and a number of salary disputes, and improves morale. Several other by- 
product benefits also accrue from the data gathered (for job evaluation) through job 



-- -- 
Block 1 Human 
Resource Development 

6.8 AREAS OF APPLICATION AND EVALUATORY 
PHASES 

It is now an established fact that job evaluation can be used to developgay structures for 
hourly or weekly paid clerical employees as much as for managers, executives, 
technicians and professionals. Areas of application can be summarised as: 

Phase I : Preparatory 

a) Preparatory work concerned with policy, programme, planning and communications, 

b) Selection of the job evaluation method most appropriate to the circumstances of an 
organisation and tailoring it to fit the requirements of that organisation, 

c) Establishment of the necessary procedures and training of those applying the 
scheme. 

Phase I1 : Analysis and Assessment 

a) Indication to the employees concerned what the objectives of the job evaluation 
exercise are and how the exercise will be carried out, 

b) Description analysis, and evaluation of jobs to define job relationships. 

Phase I11 : Building and Pricing the Structure 

a) Positioning ofjobs into a number of grades, 

b) Financial evaluation of grades. 

Phase IV : Negotiation, Implementation and Control 

a) Where applicable, negotiation of the new pay structure; 

b) Implementation of the new pay structure, perhaps on phased basis; 

c) Establishment of procedures to evaluate new and revised jobs and for maintenance 
of the system. 

6.9 PROBLEMS ASSOCIATED WITH JOB EVALUATION 

At the inception of a job evaluation application, many problems will arise - human, 
technical and economic. Experience shows that most of the human problems are based 
on or stem from the economic and technical ones. If people are ignorant as to what job 
evaluation holds for them it must be because the technique of communication has failed. 
If as a result of the application people are worse off than they expected to be, or not so 
well off as they hoped to be, something could not have been made clear in the first place. 
Nevertheless, there are bound to be some human problems which are not entirely 
technical in their origin. A lot of the problems will depend on the history of employee- 
management relationships in the establishment, so that difficulties encountered in one 
organisation will not necessarily be found in another. 

Sometimes job evaluation forms part of a productivity deal, though it is hard to see just 
what the two things have in common. There are many instances where employees have 
literally been bribed to accept job evaluation in return for an increase in wages. This is 
typical of the confusion that exists between salary and job values. 

Another important problem confronts the employees who cannot resolve whether to 
cooperate in an application ornot. Quite understandably they feel that once they accept 
the idea they will find themselves constrained by the system, unable to'argue objectively 
against 'the book'. What is essential here is that everyone should regard the evaluation 
simply as a basis for negotiation rather than the actual salary? 
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technique that is to be used. Such questions as: which is the best system?; who is going 
..to install it?; who is going to operate it?; do we have employee participation and if so 
how do we go about it?; when shall we start and how long will it take?; what problem 
are we likely to find in running and maintaining the scheme?; will all require to be 
resolved. The sooner they are answered the better and certainly before the concern 
become too much involved. Not least of the technical problems will be to design the 
system's0 that it fits the complex shape of the organisation in which it is to be used. 
Seldom is it possible to find a readymade system which does not require some moulding 
and reshaping if it is to work satisfactorily. Tailoring a particular system to suit 
individual circumstances is often the most difficult part of the introduction. 

The economic problems will be of concern to all, though for different reasons. 
Management will be anxious about the cost of the application (for obviously the amount 
of work involved is quite considerable) and about the proceeds, tangible and intangible, 
that are likely to accrue. Apart from the cost of introducing and running the scheme there 
may be wage adjustments, based on the evaluation, which can be quite expensive. 

So far as the employees are concerned they will want to know what happens to the jobs 
that are underpaid compared to their evaluation. If their rates are raised then the others 
will by comparison be automatically lowered. Will job evaluations cause redundancy? It 

, is difficult to see why it should, yet it would be extremely foolish to guarantee that it will 
not (or indeed that the use of any management technique will not). 

Check Your Progress 

1 )  What do you understand by Job Evaluation? What is its objective? 

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

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

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

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

2) What is the "Theory of Relative Values"? 

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

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

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

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

3) When do most organisations take a fresh look at their wage structure? 

.................................................................................................................. s ................... 
...................................................................................................................................... 
...................................................................................................................................... 

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

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

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

...................................................................................................................................... 
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7.0 OBJECTIVES 

After going through this Unit, you should be able to: 

define the concepts ofjob analysis and job description, 

identify the process ofjob analysis, and 

identify the structure and uses of job description. 

One of the aims of this course is to acquire or enhance your knowledge about the modern 
Human Resource Management concepts and techniques. This should, undoubtedly 
improve your skills. as a manager, especially as a manager of people working at different 
levels in hospitality industry. You will also appreciate that an effective manager is one 
who is able to handle his or her people efficiently. In order to be a good manager of 
people, it will also be imperative for you to have an adequate understanding of the jobs 
assigned to them as also the relative job differentials in terms of their level of difficulty, 
responsibility, knowledge and skills. In this Unit, we shall be dealing with the concepts 
and techniques ofjob analysis and job description. 

7.2 JOB ANALYSIS AND RELATED TERMS: DEFINITION 
AND USES 

Job analysis refers to the process of examining a job to identify its component parts 
and circumstances in which it is to be performed. 

There exists a wide range ofjob evaluation methods. The choice of an evaluation method 
is dependent on the number and kind of jobs to be evaluated, the cost of the operation, 
available resources, the degree of precision required and the organisations' environments 
- both internal and external. However, whatever be the chosen method, systematic 
gathering and analysis of information about jobs is a prerequisite. The central concern for 
a job analyst should be to treat jobs as units of organisation. Job analysis viewed thus will 
act as a tool which provides the informational base for a wide range of organisational and 
managerial functions. Job analysis, in this sense, should be purposeful and performed 
professionally as an ongoing organisational activity. The purpose is to gather, analyse 
and utilise information about jobs. This -information is extremely valuable to make 
decisions relating to organisational plarming and design, recruitment and selection of 
personnel, their training, appraisal and development and other managerial functions. 
Thus, Job analysis is the foundation for both job description and job evaluation. 
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a) What the employee does? 

b) How the employee does it? 

c) Why the employee does it? 

d) The materials, tools and procedures used in the conduct of the work, 

e) The physical activities involved in the performance of the work, 

f) The conditions under which the work is performed, 

g) Typical work incidents and work patterns, etc. 

Each of these pieces of information is essential in determining the level of work and 
responsibility and the knowledge, skill and abilities needed to perform them to an 
acceptable level of proficiency. This is also relevant for customer care which is crucial in 
any service-based industry like hospitality. 

The process of assembling and recording information on such essential 
characteristics of jobs is known as job analysis. In other words, jobs are subjected to 
analysis to find out precisely what the duties, responsibilities, working environment and 
other requirements of a job are and to present these in a clear, concise and systematic 
way. Job analysis should be undertaken by trained job analysts working in close 
collaboration with managers and jobholders. 

As explained earlier, job analysis involves a systematic examination of jobs in order to 
uncover the nature of the Easks performed, the working conditions under which they are 
carried out, the responsibilities entailed and the skill required. Formerly, job analysis was 
the only way to analyse a job and help in human resource planning. Nowadays, task 
analysis also helps in the human resource development. (You will read about task 
analysis in a subsequent Unit). 

Apart fiom job evaluation, the information gathered through job analysis may be used for 
a wide range of personnel and general management decisions, such as, the recruitment, 
selection, promotion and transfer of staff, performance review and appraisal, manpower 
planning, the design of training programmes and organisational analysis. It is indeed an 
essential part of any modern personnel management system. The kind of information 
gathered through job analysis varies considerably, depending on the specific uses to be 
made of it. Accordingly, job analysis programmes are usually tailor-made for the 
purposes in view. In practice, however, their main use is most often job evaluation. 

7.3 JOB DESCRIPTION, JOB SPECIFICATIO.NS AND JOB 
ANALYSIS: LINKAGES 

Job description is a broad statement of the purpose, duties and responsibilities of a 
j ~ b  or position. A job description is based on a detailed job analysis and usually 
summarises the essential information gathered through job analysis. It describes the main 
tasks and responsibilities of the job clearly and concisely in order to facilitate the 
systematic comparison of jobs for evaluation purposes. The kind of information and 
amount of details contained in the job descriptions depend on the job evaluation plan to 
be used. However, in all cases they must be standardised and uniform phraseology should 
be used. If job characteristics are set out differently from one job to another, systematic 
comparisons are likely to be hampered and one of the main advantages of job evaluation 
will be lost right fiom the beginning. 

Before we examine in detail the two cornerstones of job evaluation, viz., job analysis and 
job descriptions, we should mention a complementary means of describing jobs, namely 
by job specifications. These usually involve a listing of the personal qualifications 
regarded as necessary for satisfactory performance. Job specifications are mainly used in 



selecting and recruiting staff and are accordingly not essential to job evaluations. But Job Analysis and Job 
certain personal attributes, such as experience, education and aptitude, may occur in both, Description 

the job description as well as the job specification. Many job evaluation plans 
accordingly use job specifications to complement job description. 

7.4 JOB REQUIREMENTS VERSUS PERSONAL 
QUALITIES OF JOB HOLDER 

It needs to be kept constantly in mind that job analysis seeks to determine job 
requirements as opposed to the personal skills of the incumbent. Of course, job content 
and jobholder's aptitudes often tend to influence each other. Generally speaking, 
independent work encourages personal influence on job content whereas team work or 
work entailing the use of elaborate equipment reduces it. It is, however, very rare for job 
content to be so rigidly fixed that it leaves no room for any personal influence by the 
jobholder. Conversely, a job is rarely so extensively affected (this may not be true in 
certain jobs in hospitality and tourism) by the holder that it is impossible to arrive at any 
idea of its content without considering his or her personal attributes. The job of a 
marketing manager, for example, has certain basic requirements, which are definable 
quite irrespective of the qualities of the incumbent. It is these basic requirements that are 
the focus ofjob analysis. 

A jobholder can be thought of as bringing to his or her work-knowledge, physical and 
mental abilities, and other personal attributes, such as tact, initiative and assiduity, which 
one is called upon to use as the work may demand. But irrespective of individual 
differences related to innate ability, motivation, level of education, age and character, the 

. nature of the job makes certain demands on him or her. Since job analysis focuses on the 
job and its requirements, those personal qualities and characteristics of the incumbent not 
directly required by the job have to be disregarded. This procedure of "distilling" from 
the activities involved in the iob those qualifications deemed necessary and sufficient for 
the job, and a simultaneous- systematic abstraction of the incumbent from the job, is 
essential to job analysis. 

7.5 INFORMATION COLLECTION METHODS 

A variety of methods are available for gathering job information. The method that was 
historically linked to the concept of job analysis was observation which was 
supplemented by the interview. In recent years, questionnaires, diaries, self-reports by 
employees and checklists have been experimented with different degrees of success. 

There are three main methods to gather and verify information needed for each job, 
namely (i) questionnaire to be filled-in by the employee and his or her immediate 
supervisor, (ii) an interview with the employee and his or her supervisors, and (iii) direct 
observations at the work place. There are also other sources of information which help 
the analysts to get a complete and clear picture of the job in question. The job analyst 
could use one of these methods or a combination of more than one of these methods 
depending on the work situation. 

The relative advantages and disadvantages of these three methods are discussed below: 

i) The Questionnaire 

The use of a questionnaire has a number of advantages. First of all, it is the most cost- 
effective method, since it can elicit information from a wide number of employees and 
their immediate superiors in a relatively short period of time. The main task of the analyst 
becomes one of planning the questionnaire well and checking the responses provided. 
Secondly, employees take an active part in completing the questionnaire, providing 
intimate detailed knowledge of their jobs which is not available elsewhere. Thirdly, the 
questionnaire has to be structured in advance, and this facilitates the processing of the 

1 



B I O C ~  1 Human results. In some cases, once the responses to the questionnaire have been verified, they 
Resource Development can conveniently be used with little further processing to prepare a job description. 

The questionnaire method does, however, have disadvantages - some of them serious. To 
start with, the people required to complete it must have a certain level of education, and 
even then questions may be interpreted in different ways so that the answers may be 
beside the point. Furthermore, not everyone is able to describe fully and exactly the tasks 
that constitute their job. One may, for example, over-emphasise some features of it and 
completely ignore others even when they are important. There is less risk of this with a 
detailed questionnaire that includes a checklist of points, but questionnaire suited to all 
jobs is not easily drawn up and may be unduly long. In practice, while a well-structured 
questionnaire can get essential information quickly, it is virtually impossible to get 
complete comparable information solely by questionnaire, and this method is generally 
used in combination with interviews and direct observation. 

While designing a questionnaire, nature of jobs to be evaluated and the job evaluation 
plans/methods are to be considered. At the manual or unskilled employees' level such as 
cleaner, housekeeping attendants, etc., the job analysis consists of a simple description of 
actions taken in order to complete the job. In this case, a plain narrative statement would 
serve the purpose of job analysis. But, as one moves up in the hierarchy of the 
organisation, the complexity of the job increases, and it ceases to be self-explanatory. 
The role of the night clerk, for example, his or her place in the organisation and the 
implications of the work and its effects on others, both alongside, above and below him 
or her are not self-evident. All this requires to be clearly put down. At a higher or 
managerial level, the issues become more complex and hence the need for job analysis is 
definitely greater. A similar situation exists in the case of service sector where the 
employees are in direct touch with the consumers. 

ii) Interview . 

In practice, an interview is almost always necessary in order to obtain precise, complete 
and comparable information. The interview conducted by the analyst is an effective way 
of checking on the information already available on job. The analyst asks the jobholders 
on the duties and main tasks on their job, generally working from a previously prepared 
list of questions as with a questionnaire. To know the full extent of a job through the 
interview, the analyst aims to obtain all the relevant facts about the job, such as: 

the title of the job holder, 

the title of the job holder's superior, 

the job titles and numbers of staff reporting to the job holder (This information can 
best be recorded by means of an organisation chart) and 

a brief description of the overall role or purpose of a job. 

After the interview, the analyst draws up a report which is shown to the jobholder and his 
or her immediate superior for approval. The analyst, this way deals straightway with the 
question of why the job exists at all. It is a fundamental question and is not always 
clearly understood by the jobholder. The analyst usually drafts the report in the form of a 
job description, which effectively speeds up the preparatory work of job evaluation. It is 
not always easy to separate purpose Erom a description of activities, but it is important for 
an analyst-to do so. For example, one might describe that the job of the manager is to 
supervise the range of activities taking place in lobby of a hotel. It would be wrong on the 
analysts' part to describe this as the purpose of the job. The purpose should show the 
necessity for the above is to act as an intermediate and coordinating link in the , 

management chain, so that the general manager of hotel operations can adequately 
control the whole operation through a team of a manageable size. 

Interviews are not only time consuming but also a difficult task of finding high quality 
analysts who can win the jobholder's confidence. As has been noted, "too many imagine 
interviewing to be relatively simple whereas nothing could be farther from the truth." 



Obtaining information from a jobholder about his or her job is not an easy task. Many Job Analysis and Job 
workers show a natural distrust of the analyst who comes tol examine their work, whilst Description 

others will give a lot of information, much of it useless. I t  is accordingly essential to have 
a well trained and experienced team of analysts if the interview is to be the only method 
used. 

iii) Observation 

Repetitive work is most suitable for direct observation of what the jobholder actually 
does. Direct observation by the analyst can clear up points left unclear by the interview or 

1 questionnaire and give him or her an idea of the personal qualifications required, but the 
I sight of an analyst in the work may well cause some stress and workers may dislike being 
I observed. Observation is almost useless where the job calls for considerable personal 

judgement or intellectual ability, as in managerial or administrative jobs, it cannot 
possibly comprehend all the tasks in a work cycle that covers a week or month or that 
entails changes of tasks only at long intervals. Other than this a skilled and experienced 
person might make a difficult task look easy whereas, untrained and inexperienced 
person can make an easy task look difficult. 

7.6 DESIGN OF JOB DESCRIPTION 
- - -  - 

A primary output or result of job analysis is a job description. Information obtained by 
job analysis is shifted and recorded concisely, clearly and fully in the job description. The ' job description must assemble all the important elements of a job, such as essential tasks, 
responsibilities, qualifications required and the functional relation of the job to other jobs. 

There is no universally accepted standard format for job description for the reason that 
the form and structure of the job descriptions must depend on the kind of work being 
analysed and the job evaluation plan being used. For example, if the job evaluation plan 
comprises factors such as physical and intellectual effort, knowledge, skills, 
responsibilities and working conditions, it follows that job description should be 
structured to reflect these factors so as to facilitate factor by factor comparison and 
evaluation of jobs. With non-analytical methods, job descriptions may be more flexible 
and simpler but must specifj. the title of the job and its position in the organisation, 
summarise the tasks performed and list the skills and abilities required. A complete job 
description should, therefore, rightly contain three categories of information: 

job mission and location, 

the work performed, and 

the context in which the action takes place. 

With non-analytical methods, job descriptions may be more flexible and simpler but must 
specify the title of the job and its position in the organisation, summarise the tasks . 
performed and list the skills and abilities required. While writing a job ,description one 
should be brief, factual and precise as far as possible. It will be helpful to follow the 
following guidelines while writing a job description: 

1) Always be accurate about what is expressed. 

2) Omit expressions which are attributes - such as uninteresting, distasteful, etc. 

3)  Personal pronouns should be avoided - if it is necessary to refer to the employee, 
the work 'operator' or 'so and so executive' may be used. 

4) Do not describe only one phase of the job and give the impression that all phases are 

5) Generalised or ambiguous expressions, such as 'prepare', 'assist', 'handle', etc., 
should be omitted unless supported by data that will clarifj. them. 



Block 1 Human 6) All statements should be clearly and simply set down - promiscuous use of 
Resource Development adjectives only reflects one's own opinion. I 

7) Describe the job as is being done, by the majority of workers holding the 
designation. 

8) Write in simple language - explain unusual technical terms. 

9) Description of a job which is part of teamwork, should establish the team 1 
10) The length of description is immaterial, it is not expected even with printed forms 

that all job descriptions should be of equal length but write concisely. 

1 1) When the job analyst finds that the data he or she has to work with is insufficient, he 
or she should stop until sufficient data is available. 

12) Put the date of completion of each description and revise it as often as changes in 
jobs and occupation require. 

13) Job description should have the concurrence of the concerned supervisor. 

14) Description should contain the initials of the persons who compile them. I 
7.7 USES OF A JOB DESCRIPTION I 
Apart from being a basis for job evaluation, the job descriptions can be put to many uses. 
These are as under: 

a) Supervisor - Employee Communication I 
The information contained in the Job Description outlines the work which the incumbent 
is expected to perform. Hence, it is an extremely useful document for both the supervisor 
and the subordinate for purposes of communication. Furthermore, it helps employees to 
understand just what work their associates are expected to perform, thus, facilitating 
integration of efforts at the work-site by the employees themselves. 

b) Recruitment, Selection, Promotion, Transfer 

Information pertaining to the knowledge, skills and abilities required to perform the work 
to an acceptable standard, can be used as a sound basis on which to base standards are 
procedures for recruitment, selection, promotion and transfer. 

c) Work Performance Appraisal. 

To be sound and objective, a performance appraisal system must be rooted in the work 
performed by the employees, such work is indicated by the duties in the job description. 
In such an approach, using each duty as the basis for discussion, the employee and the 
supervisor agree on work performance goals for the peridd to be covered by the 
subsequent evaluation report, they also agree on the criteria to be used to determine the 
extent to which the goals have been attained. The reports resultink from this methodology 
minimize subjectLvity by focussing attention on the job, as distinct from the personality 
traits, habits or practices of the employee. As a csnsequence, the results are more factual, 
valid and defensible than is the case in other types of systems. 

These three processes are closely interrelated. The job description showing, in specific 
terms, the knowledge, skill and ability requirements for effective performance of the 
duties, is a sound and rational basis for each of these processes. Analysis of various types 
of jobs at progressively more senior levels will indicate logical sources of supply for 
more senior posts, as part of manpower planning, it will also indicate the gap to be 
bridged in terms of knowledge, skill and ability, thus providing a sound basis for 
preparing job-related training and development programmes. 



e) Industrial Relations Job Analysis and Job 
I Description 

Frequently issues arise in the industrial relations field wllich have their origin in the work 
to be undertaken. In these instances the job description may be used to form a factual 
basis for discussion and problem resolution. 

f) Organisation and Procedure Analysis 

The duties and responsibilities outlined in the job description may be used to great 
advantage by management in analysing organisation and procedures, because they reveal 
how the work is organised, how the procedures operate and how authority and 
responsibility are apportioned. 

Check Your Progress 

1 ) Define Job Analysis. 

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

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

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

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

2) What are the uses of Job 'Analysis? 

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

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

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

3) How would you gather job information? 

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

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

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

4) Mention some guidelines for writing a job description. 

. 7.8 LET US SUM LTP 

Jobs are subjected to analysis to find out precisely what the duties, responsibilities, 
working environment and other requirements of a job are and to present these in a clear, 
concise and systematic way. The information gathered through job analysis can be used 
for a wide range of personnel and general management decisions. Job analysis is also a 
prerequisite to preparing job descriptions. In fact, job descriptions summarise the 
essential information gathered through job analysis. The various concepts and methods 
discussed in this Unit are useful in tourism industry as they are in any other. 
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7,9 CLUES TO ANSWERS 

Check Your Progress 

1) Job analysis refers to the process of examining a job to identify its component parts 
and circumstances in which it is to be performed. Read Sec. 7.2. 

2) The main use of job analysis is job evaluation. Apart from job evaluation, the 
information gathered through job analysis may be used for a wide range of personnel 
and general management decisions. Read Sec. 7.3 and answer. 

3) There are three main methods to gather and verify information needed for each job, 
namely: 

a) questionnaire to be filled in by the employee and his or her immediate 
supervisor, 

b) an interyiew with the employee and his or her supervisors, and 

c) direct observation at the work place. 

Read Sec. 7.7 and expand the above answer. 

4) A few guidelines while writing a job description are: 

i) always be accurate about what is expressed. 

ii) quit expressions which are attributes, such as, uninteresting, distasteful, etc. 

iii) do not describe only one phase of the job and give the impression that all phases 
are covered. 

Read Sec. 7.9 and list a few more guidelines. 

Activity C 

.- . 
1). Make job analysis questionnaire for following jobs: 

a) Lobby Manager 

b) Coach Driver 

2) Give job description of following: 

. a) Tourist Guide (Wildlife) 

b) Travel Agency Sales Manager 

c) Public Relations Officer (Hotel) 
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Introduction 
Job Evaluation Methods and Job Ranking 
Job Classification or Grade Description 
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8.4.2 Advantages and Disadvantages 
The Factor of Comparison Method 
Recent Developments in Job Evaluation 
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8.0 OBJECTIVES 

After reading this Unit, you should be able to : 

identify and develop an understanding of the methods of job evaluation, 

know about the steps involved in the application of various methods. 

appreciate the relative advantages and disadvantages of various job evaluation 
methods, and 

have a knowledge of the recent developments in job evaluation. 

8.1 INTRODUCTION 

Inequidble salary relationships affect adversely employee motivation and morale with 
severe loss to the organisation's economy and effectiveness of operations. The general 
principle of job evaluation, as you have been told in previous Units, should be "equal pay 
for substantially equal work" and its corollary of variation in rates of base pay in 
proportion to subitantial differences in the difficulty, responsibility and qualifications 
r~quirements of the work performed. It should also be entirely compatible with prevailing 
economic and political philosophy. 

This Unit attempts to identify and discuss various methods that have been in use in 
identifying job similarities and job differentials. Grouping of positions in an organisation 
into relatively few groups of similar positions or classes simplify the job of managing 
people in many respects and helps to develop a rational wage structure for different 
categories of employees in an organisation. 

8.2 JOB EVALUATION METHODS AND JOB RANKING 
4 

After job analysis and preparation of job descriptions comes the essential stage of job 
evaluation, namely, the systematic comparison of jobs in order to establish a job 
hierarchy. The techniques which have been commonly used tend to fall into one of the 
two main categories: 

Non analytical, and 

Analytical 87 
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a) Job ranking; 

b) Job classification. 

Analytical methods are: 

a) Point rating or assessment; 

b) Factor comparison. 

The simplest and least formal of all job evaluation systems is known as the Ranking 
Method. Under this method no effort is made to break a job down into its elements or 
factors, but the aim is rather to judge the job as a whole and determine the relative values 
by ranking one whole job against$ another whole job. This is usually done by using a 
narrative position description, but 'in many cases even this is omitted. With or without * 

information concerning the job at hand, an individual or group of individuals rank the 
jobs in the order of their difficulties or value to the Company. In order to achieve proper 
utilisation of the ranking system, one must also consider other facets of the job, such as : 

Decisions - difficulty, judgement required. 

Complexity - range of tasks to be carried out or skills to be used. 

Knowledge and skills - what the jobholder is required to know and be able to do. 

Physical effort required to carry out the job. 

This procedure is followed for jobs in each department and an attempt is then made to 
equate or compare jobs at various levels among the several departments. When this is 
completed, grade levels are defined and salary groups formed. In future, new jobs can be 
graded or existing jobs regraded with reference to the established gradings on a job-to- 
job basis.. 

It is advisable to use the statistical technique of paired comparisons. The assumption is 
that it is always easier to compare one job with another than to consider a number of jobs 
and attempt to build up a rank order by multiple comparisons. While using the technique 
of paired comparison one must compare each job separately with every other job. If a job 
is considered to be more important than the one with which it is being compared, it 
receives two points; if it is thought to be equally important, it receives one point; and if it 
is regarded as less important, it receives no point. A matrix can be built showing the 
scores for each job against all other jobs being ranked. Finally, one can then total the 
scores as shown below: 

Job A B C D E Total 
Score 

A - 0 0 1 2 3 
B 2 - 0 2 2 6 
C 2 2 - 2 . 2  8 
D 1 0 0 - 1 2 
E 0 0 0 1 - 1 

In this example, Job A is compared with Jobs B to E. It is considered to be less important 
than Job B and C and received no points in both the cases; equally important to Job D 
and received one point; and more important than Job E and received two points. The total 
score is three. The same procedure is adopted for Jobs B to E. The higher the score, the 
higher is the rank. 

1 )  Advantages 

a) Easily understood and easy to administer. 



b). Sets a better rate than the arbitrary rate based pprely on judgement and Evaluation Meth 

experience. 

2) Disadvantages 

a) The classification is in general terms and only an overall assessment is possible. 
There are no definite standards of judgement. 

b) In a complex indu!trial organisation, it is not possible to be familiar with all the 
jobs and thus general descriptions must not enable correct assessment of the 
relative importance of all the jobs. 

c) The grading is very much influenced by the existing salary rates. 

d) It does not indicate the degree of difference between jobs, but only indicates that 
one job is more or less important than another one. 

8.3 JOB CLASSIFICATION OR GRADE DESCRIPTION 

This method is similar to ranking as in both the methods neither points nor money values 
are used to classify jobs. No complicated procedures are involved; once the structure and 
definition of grades are fixed, the evaluation process is comparatively quick and simple. 

However, classification differs from ranking as here the order of operations is reversed. 
First of all, the grades are determ'ined and then the jobs are graded by reference to their 
content. Figuratively, the method may be described as a series of carefully labelled 
shelves in a bookcase. The primary task is to describe each of the classes so that no 
difficulty is experienced in fitting each job into its proper "niche". Jobs are then 
classified by comparing each job to the descriptions provided. 

In this method the most difficult and important operation is defining the grades; it should 
be done so as to bring out perceptible differences between levels of skill, responsibility, 
etc. Before defining the requirements of the various grades it is usual to select those 
factors which constitute essential aspects of the jobs. Skills, knowledge, experience and 
responsibility required are generally used as basic factors, but the choice and number of 
factors depend on the nature of the organisation's activities. It should be noted, however, 
that whilst the classification method may rely on selected general factors, the evaluation 
itself is carried out on the basis of whole jobs - they are not broken down into their 
component elements. The factors are used to provide general guidance for the decisions 
but are not weighed and not scored. 

The classification method has historically been the one most widely used for salaried 
jobs, particularly in government and service occupations, although there is also some 
evidence of its use in the industry. 

1 ) Advantages 

a) Comparatively simple and easily administered. 

b) Since written job descriptions are used evaluation of jobs tend to be more 
accurate than under ranking system. 

2) Disadvantages 

a) Classification is in general terms and only an overall assessment is possible. 

b) It is very difficult to make comprehensive class specifications for a complex 
organisation. 'The specifications tend to overlap specially in the case of senior 
jobs, and it is difficult to decide which class a particular job belongs. 

' 

c) Placing of jobs in classes is very much influenced by the existing salary rates. 
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Point rating is probably now the most common mt?thod used for job evaluation in many 
countries. It employs clearly defined factors and allots numerical points. 

The points rating scheme is based on an analysis of separately defined characteristics or 
factors which are assumed to be common to all the jobs. One has to assume that 
differences in the extent to which the characteristics are found in the jobs will measure 
differences between the levels of the job. Therefore, when the factors in the points 
scheme are selected one should ensure that they are considered as most important in 
determining the relative degrees of difficulty or responsibility for the work of others 
working conditions, resources controlled (managerial and supervisory jobs), contacts 
(managerial and clerical jobs), and physical effort (manual jobs). 

Each one of the above factors has a range of points allocated to it so that a maximum 
number of points are available. The relative importance of "weighting" of a factor can be 
determined by the maximum number of points given to it. Different point rating plans 
may select different factors ind weigh each factor differently. For each factor, one must 
divide the total range of points into degrees according to the level at which the factor is 
present in the job. One can evaluate the jobs by comparing job descriptions containing 
analyses of the extent to which the factor is present in the job with the factor degree 
definitions. One must grade the jobs for each factor and give a factor score in accordance 
with the points value attached to each factor degree. Then add up the scores for each 
factor to produce a total score and allocate them into job grades according to the points 
range determined for each grade. 

The points rating procedure has to be clearly defined from the very start. By and large, its 
steps fall into two distinct stages, namely preparing an evaluation plan and schedule (by 
defining and weighting factors) and grading jobs by reference to this schedule. 

8.4.1 Preparing an Evaluation Plan 

The preparation of the evaluation plan involves the following steps : 

i) Selecting aqd defining factors; 

ii) Dividing the factors into degrees; 

iii) Weighting the factors; 

iv) Allocating points to each degree; and . 
v) Validating the factor plan. 

i) Selecting and defining factors 

While selecting factors, representative sample of benchmark jobs covering all the major 
occupations and levels of responsibility are covered under this scheme. 

ii) Dividing the factors into degrees 

Once thefactors are selected they must be diLided into degrees to make them operational. 
Prepare a preliminary definition of each factor and divide it into degrees of levels each of . 
which is also defined. It is evident that the degree must be clearly defined and graduated, ' 

as far as the number of degrees is concerned, which is largely a matter of common sense. 
However, one must remember that too many degrees will somplicate the evaluation 
process unnecessarily, and even whilst a scheme having only two or three degrees will 
not sufficiently differentiate jobs from each other. It i s  useful to restrict .the number of 
levels to five or six. It is not always necessary for each factor 'to have the same number of 
degrees, but it is important that the degrees should enable all jobs from the highest to the 

90 lowest to be placed in an order of importance that everybody will recognise. 



iii) Weighting the factors Job Evaluation Methods 

It is unlikely that each factor will be of equal significance. If, for example, four generic 
factors such as skill, effort, responsibility and working conditions are chosen, the relative 
importance of each of them will vary a great deal depending on the wurk done and 
occupations concerned. Generally speaking, skills are more important than effort in 
technical occupations, and responsibility is the most important factor in managerial jobs. 
Therefore, the relative importance of each of the factors selected has to be determined - 
in other words, the factors must be weighted. One way of arriving at a preliminary 
weighting is to rank factors in order of importance and allot each of them a percentage 
arrivkd at by discussion in the evaluating committee or between the analyst and the 
persons involved. 

iv) Allocating points to each degree 

Once the relative importance of the factors has been determined in a preliminary way and 
the factors suitably divided into degrees, each degree must be assigned a numerical value. 
These are the values that will be used in determining the total point values ofjobs. 

The point values ascribed to the degrees may follow and arithmetical, geometrical or 
variable progression. Table 1 illustrates the difference between these three forms by an 
example of the "skills" factor. 

Table 1 : Methods of points progressions for the "skills" factor 

Progression Sub-factors Degrees (points) 
1 e 2  3 4 5 

Arithmetical progression Education 15 3 0 4 5 60 75 
Experience 20 40 60 80 100 

Geometrical progression Education 15 3 0 60 120 240 
Experience 25 50 100 200 400 

Variable progression Education 15 20 3 0 45 75 

Experience 20 30 45 65 100 

The choice of a method of points progression is also a matter of preference. The 
advantage of arithmetical progression issthat it can be simply and easily explained to the 
employees. Geometrical progression is sometimes preferred because it gives a wider 
points range at higher levels. Variable progression can be used where there is sufficient 
difference when moving between degrees. Experience shows, however, that employees 
are not easily convinced that geometrical or variable progression is fair. 

v) Validating the factor plan 

. The factor plan plays a decisive role in all point rating schemes. As a general rule, once it 
is officially adopted, no major amendment may be made to it. Therefore, it is essential 
that proposed plans should be carefully tested on a number ofjob descriptions. These test 
samples must comprise a sufficient number of jobs in order to verify whether the plan 
results.in the desired spread of points and an acceptable hierarchy. If necessary, the 
weighting or definitions of degrees must be amended and the test repeated several times 
until it gives a completely satisfactory result. At this stage, all the factors and sub-factors 
must be precisely defined and the meaning of all terms clarified. The tested factor pian is 
then submitted to the evaluating committee or other decision-making organ for adoption. 

Once the factor plan is adopted, it is usual to prepare an evaluation handbook explaining 
the procedure to be followed and summarising all the elements required for evaluation, in 
particular the definition of the selected factors and the points allotted. This handbook, or 
a summary of it, is usually distributed to all staff covered by the job evaluation sclieme. 
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The point rating method also has its advantages and disadvantages: 

a) The graphic and descriptive types of rating scales used have been accepted as 
most reliable and valid. Agreement among rates is usually quite close. 

b) Compensable factors are not limited to any particular number. These factors 
which the parties decide as important can be used. 

c) Job classes, which is the aim of all job evaluation systems are easily set up. Job 
classes are simply determined in terms of arbitrary point ranges or on agreed 
point ranges. 

2) Disadvantages 

a) It is difficult to develop a point-rating scheme. Defining factors and their degrees 
in such a fashion that all rates will have the same meaning needs considerable 
amount of skill. 

b) Assigning proper weightages to each factor and then assigning point values to 
each degree without being unfair to either the easy or the difficult jobs, requires 
careful and detailed study. 

c) The point system is difficult to explain. The concept of factors, degrees relative 
weights and points 'and relating points to money value caflnot be easily 
interpreted to employees. If the workers do not understand the system clearly it 
may have adverse effect. 

d) Point rating scheme is certainly a time consuming process. Collecting job 
descriptions, defining degrees and factors, allocating degrees to each factor of 
each job, co-relating them with points and then ultimately with money value 
unanimously by evaluation committee is a long process. Considerable clerical 
work is also involved in preparing the job descriptions, final table of jobs 
evaluated, degrees assigned and points scored. 

8.5 THE FACTOR OF COMPARISON METHOD 

The method was originally developed in 1926 as an offshoot of point rating. This method 
therefore incorporates some of the principles of point rating but differs substantially from 
it in its use of benchmark jobs and its method of comparing jobs and fixing wage rates. 
Thus, the factor comparison method involves four steps: 

1) Selecting bench-mark jobs; 

2) Ranking bench-mark jobs by factors; 

3) Allocating money values to factors; and 

4) Ranking the otherjobs, and wage fixing. 

1) Selecting bench-mark jobs 

The jobs selected as a benchmark jobs must satisfy a number of conditions. Firstly 
they should be capable of clear descriptions and analysis in terms of the factors used; 
secondly they must be representative of hierarchy, thirdly when the rates for the 
bench-mark jobs are to be used as the standard for fixing the wages, these rates 

92 should be regarded as appropriate by all concerned. 



2 )  Ranking bench-mark jobs by factors 

Once a number of benchmark jobs are chosen they are ranked successively by 
reference to each of the factors chosen. When the ranking is done by a committee 
each member must make his or her own ranking and the results then being averaged. 
A typical example of ranking of jobs in a hotel by factors under the comparison 
method is given in Table 2. 

Table 2: Ranking Jobs by Factors Under the Factor Comparison Method 
in a Transport Department of a Travel Agency 

Job Skill Mental Physical Responsibility Working 
requirements requirements requirements condition 

Cleaner 1 

Desk Clerk 2 

Accountant 3 

Lobby Manager 4 

Chef 5 

3) Allocating money values to factors 

The factor comparison method may also be used for fixing up salary in money units by 
ranking the jobs according to a procedure different from the one shown above. The salary 
rate far each bench-mark job is broken down and distributed among the factors in the 
proportions in which these are considered to contribute to the total price paid for each 
bench-mark job in the form of its wage rate. For example, if cleaner is a bench-mark job 
and its wage rate is 20 money units, it may be decided to assign nine of these to skill, five 
to mental requirements, two to physical requirements, three to responsibility and one to 
working*conditions. Similarly, if the wage rate for another bench-mark job, for example 
that of a clerk, amounts to 18 money units, eight of these may be allotted to skill, three to 
working conditions, and so on. When the rates for all benchmark jobs have been divided 
in this way the jobs have implicitly been ranked again with respect to each of the factors. 
In the example given, the helper ranks above the mechanic as regards skill requirements, 
but below the mechanic if the jobs are ranked on the basis of working conditions. 

After the results have been averaged by a committee in the manner described above, the 
allocation of wage rates and the ranking by factors of the jobs covered for Table 2 might 
work out as indicated in Table 3. 

Job Evaluation Methods 1 

Table 3: Allocation of Money Values to the Different Factors and 
Ranking ofJobs Under the Factor Comparison Methods 
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The two rankings of the benchmark jobs are undertaken independently of each other and 
need not coincide. Their respective results as illustrated by Tables 2 and 3 are compared 
in Table 4. 

It will be noted that there are differences in ranking received in Table 4. These 
differences have to be removed either by increasing or decreasing the money value of the 
different factors for the jobs concerned of by examining the job contents again. If it is not 
possible to reconcile the ranking of a particular job, it is eliminated from the list of 
benchmark jobs. 

Table 4: Comparison of Rankings by Factors and 
Money Values under the Factor Comparison Method 

Skill Mental Responsibility Working requirements requirements condition 

Job h 

w 

Cleaner 1 1 1 1 2 3 1 1 4 5 

Clerk 2 2 2 2 - 3  5 2 2 3 3 

Accountant 3 3 3 3 4 2 3 3 5 4 

Lobby Manager 4 4 4 4 5 4 5 4 2 I 

Chef 5 5 5 5 1 1 4 5 1 2 

4) Ranking other jobs 

On the basis of job descriptions, each job is analysed and compared with the,benchmark 
jobs in terms of each of the factors separately. . I 

Advantages and Disadvantages 

The advantages and disadvantages under the Factor Comparison Method are as follows: 

a) Factor comparison method-permits a more systematic comparison of jobs than 
the non-analytical methods, 

b) Evaluation is easier than. by the point method, as a set of si*ilar jobs are 
compared and ranked against each other, 

c) Analysis of benchmark jobs is very comprehensive, 

d) In a scheme that incorporates money values, determination of wage rates is 
automatic, and 

e) Reliance of the method on benchmark jobs guarantees that the scheme is tailor- 
made and that the ranking necessarily reflects the actual structure while 
eliminating anomalies. 

2) Disadvantages 

a) This method is comparatively complicated to apply and it is difficult to explain 
to workers, 

b) The wage rates for the bench-mark jobs are presumed to be correct and definitive 
and all other rates are determined by reference to them, and 

c) It goes against the common belief that the procedures of evaluating jobs and - fixing their wages should be kept separate. 



8.6 RECENT DEVELOPMENTS IN JOB EVALUATION 
Job Ev'aluation Method, 

The question of choosing and weighing of factors is one of the most difficult issues 
encountered in the basic qualitative methods. Some job evaluation schemes are rejected 
because of the factors chosen, and others categorised as vague and confused because of 
too many factors and sub-factors. As a result, some researchers and practitioners of job 
evaluation have proposed and experimented with single-factor schemes which are briefly 
outlined below. 

1) The time span of discretion method 

This method was developed by E. Jaques in the 1950s and early 1960s and was tried.out 
in a London Engineering firm. Its special feature is that it uses only one factor viz. The 
"time span'' at the disposal of each worker. 

The time span of discretion is defined as the longest period of time for which a jobholder 
can exercise his or her own discretion without supervision from senior regarding the 
quality of work. This time span of discretion is claimed to show the worker's ability and 
the nature and difficulty of the job and is believed to conform to the norms of equality on 
which each worker bases his or her own idea of what should be the job hierarchy. This 
method, has, in practice, been applied only to a very limited extent and is really still in 
the experimental stage. It has often been rejected by employees as well as management 
because no formal proof is offered of any connection between the time span of discretion 
and the norms of equity accepted by the employees. Moreover, whether time spans can 
be'measured accurately is also controversial. 

In Jaques' original method, jobs are grouped into five major grades, from grade 1, in 
which the time span of discretion is less than one month, to grade 5, in which it is more 
than five years. Each grade, of course, comprises several degrees, each with its own time- 
spa? of discretion. Jaques' approach differs substantially from that of conventional 
methods by focussing on the individual rather than on the job requirements. 

This method has been developed by T.T. Paterson and his colleague T. Husband. This 
method assumes that the only factor common to all jobs whatever the work involved is 
"decision-making". Decisions are placed according to their level and nature in six groups 
known as "decision bands", as indicated below: 

Band E 

Policy decisions made by top management in general terms that direct and guide the 
enterprise. 

Band D 

Programming decision, taken within the limits fixed by the policy decisions in Band E. 

Band C 

Interpretative decisions, deciding how to do the work within the limits set at Band D; for 
example, the kind of machine and number of staff required to work in kitchen. 

Band B 

Routine decisions, concerned with carrying out Band C decisions that is how the work is 
to be done. 

Band A 

Automatic decisions, on the way the worker carries out instructions. 

Band 0 

Defined decision, usually made by unskilled workers. The margin of discretion is very 
narrow at this level of decision-making. 



Block I Human In recognition that within each decision band there may be a deed to coordinate work, 
Resource Development each band, except Band 0, is divided into two levels. The upper-level jobholder in any 

decision band coordinates the work of the persons in the lower level in that band and has 
structural authority over them. - .  

In theory, the decision-banding method offers the disadvantages of simplicity and 
university but in practice it is sparingly used because employees do not readily accept 
any scheme that does not take into account such factors as skills, experience etc. 

3) The Hay and MSL guide-chart profile method 

This method was developed by a firm of consultants in the United States in 1950s. 
Basically, it Comb'ines the features of the point rating and factor comparison methods. It 
is used mainly for managerial, pmfessional and technical jobs in about 30 countries and it 
is particularly widespread in the United States and the United Kingdom. 

This method evaluates jobs by reference to three basic factors viz., Know-how or skill, 
problem solving and accountability. A fourth basic factor, working conditions, is also 
sometimes used for jobs having hazards, an unpleasant working environment and high 
physical demands. 

The basic factors are clarified by reference to a list of 8 elements or sub-factors. Each 
basic factor is depicted in a guide-chart which breaks down the relevant sub-factor into 
different degree levels. 

4) The Direct Consensus Method 

This method, developed by the firm of Inbucon AIC, relies on the parried comparison 
technique. An important feature of this method is that members of the valuation panel 
record their individual assessments of while job rankings and these assessments are fed 
into a computer. In cases where the assessors do not agree on the job rankings, the 
computer programme establishes the best possible correlation between their assessments 
without the need for prolonged discussion in committee to reach a consensus. 

ICheck Your Progress I 
I) What do you understand by job evaluation? Explain job-ranking method of job 

evaluation. 

2) List the advantages and disadvantages of job classification or grade description. 

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

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

3) Explain the steps involved in preparing an evaluation plan for Point Ranking. 
...................................................................................................... 
...................................................................................................... . 
...................................................................................................... 

4) What do you understand by description method ? 



8.7 LET US SUM UP Job Evaluation Method> I 
Job evaluation proceeds job analysis and job description. Quite a few methods are now 
available for systematic comparison of jobs in order to establish a job hierarchy in an 
organisation. Depending on its needs and ethos, an organisation could pick up any of the 
available methods. It is also open to an organisation to develop a method that may 
combine the features of two or more than two methods. What is important is that, the - 

chosen method should secure theasatisfaction of all concerned, namely the management, 
the einployees and the unions, and also ensure the supply of right skills to the 
organisation for carrying out its operations efficiently and effectively. 

8.8 CLUES TO ANSWERS 

/check Your Progress 1 

1) The systematic comparison of jobs in order to establish a job hierarchy is known as 
job evaluation. The simplest and least formal of all job evaluation systems is known 
as Ranking Methods. Under this.method no effort is made to break a job drawn into 
its elements or factors but the aim is rather to judge the job as a whole and determine 
the relative values by ranking one whole job against another whole job. This usually 
is done by using a narrative position description but in many cases even this is 
omitted. With or without information concerning the job at hand, an individual or 
group of individuals rank the job in the order of their difficulties or value to the 
company. Read Sec. 8.2 and answer in detail. 

2) Advantages and disadvantages ofjob classification method are: 

Advantages 

a) Comparatively simple and easily administered. 

b) Since written job descriptions are used evaluation of jobs tend to be more 
accurate than under ranking system. 

Disadvantages 

a) Classification is in general term and only an overall assessment is possible. 

b) It is very difficult to make comprehensive class specifications for a complex 
organisation. The specialisations tend to overlap specially in the case of senior 
jobs and it is difficult to decide which class a particular job belongs. 

c) Placing ofjobs in classes is very much influenced by the existing salary rates. 

Read Sec. 8.3. 

3) Preparing an evaluation plan for Point Ranking involved the following steps : 

i) selecting and defining factors; 

ii) dividing the factors into degrees; 

iii) weighting the factors; 

iv) allocating points to each degree; 

V) validating the factor plan. 

Read Sub-sec. 8.4.1 and explain the above points. 

4) The discretion method was developed by E. Jaques in the 1950s and early 1960s. Its 
special feature is that it uses only one factor, i.e. the "time span" at the disposal of 
each worker. See Sec. 8.6. 



9.6 Competency Analysis 
9.7 Performance Analysis 
9.8 Discrepancy Analysis 
9.9 Task Analysis as a Supervisory Tool 
9.10 Let Us Sum Up 
9.1 1 Clues to Answers 

9.0 OBJECTIVES 

After going through the Unit you should be able to: 

understand the significance of Task Analysis as a poterttial HRD tool, 

do Task Analysis of key jobs, and 

. use Task Analysis for improving performance of individual employees and firms. 

9.1 INTRODUCTION 

Earlier in this Block you have read about job analysis and evaluation. Job is a broad term 
as a job constitutes many tasks. The job analysis process is becoming more and more 
difficult with the changes and complex nature of modern day jobs. Though job analysis is 
popular in consideration for HR planning, more and more organisations are opting for 
task analysis to find ways of delineating tasks, performance appraisal and employee 
motivation. Hence, they are using task analysis for HRD. 

In this Unit you will learn about the uses of task analysis in HRD. Both its traditional 
forms (British and American) and proposed guidelines for successful task analysis, 
combining the two traditional models have been dealt with in the Unit. 

9.2 WHAT IS TASK ANALYSIS? 

The traditional approach to task analysis is characterized by two models: the British 
model and the American model. The British model bas emphasized analysis in terms 
of specific activities for which the jobholder is held responsible whereas the 
American model has included an emphasis on the competencies needed for the job. 
With both models the analysis is usually carried out by management with the help of 
experts. The two models are quite similar in many respects. Both have been found to be 
useful in analysing semi-skilled and skilled work. 

It is becoming obvious, however that the traditional approach to task analysis is not 
suitable for the increasingly complex reality of organisational 'work. h particular, this 
approach is inadequate when it is applied to: 

Managing jobs that are more complex than those previously subjected to analysis, 

98 . Jobs in public systems that are characterised by complex responsibilities, and 



Group or team tasks, which are increasingly emerging as a way of organising work in Task Analysis 
industries. 

What is needed .in order to address the more complex jobs that characterise today's 
organisations is a different approach to task analysis. 

Before we go ally further, one must get a comprehensive understanding of a few 
definitions to understand task analysis better. According to Stephen P. Robbins: 

a An Activity or an Element: A Job element is the smallest unit into which work can 
be divided. 

A task is a distinct set of work activity carried out for a distinct purpose. For 
example, room rent costing is a task of front office executive. 

a A duty is number of tasks.   or example, front office executive's duties include 
meeting'and welcoming the client and explaining the features of the hotel and its 
surroundings. 

A position refers to one or more duties performed by one person in an organisation. 
There are at least as many positions as there are workers in the organisation, 
vacancies may create more positions than employees. 

a A'job is a type of position within an organisation. For example, a hotel may employ - 
a dozen front office executives, then there are a dozen positions but just one front 
office executive job. 

Task analysis can be defined as the process of identifying the tasks of a particular 
job in a particular organisational context by analysing activities, establishing 
performance criteria, determining required competencies, and analyzing any 
discrepancies uncovered by this process: 

This definition, which is based on the concept of task suggested by the Tavistock 
School, indicates the following guidelines for successful task analysis: 

I )  Analysis should be under taken only after developing an understanding of a 
particular organisational context involved. 

2) The job, should be broken down into specific activities performed and expected to be 
performed by the jobholder or incumbent. 

3) The activities should be grouped into tasks. A "task" is a set of related activities - a . 
function that makes a distinct contribution to organisational goals. 

4) Performance criteria and their indicates should be established. 

5) The competencies required for effective performance of each task should be 
identified. 

6) The discrepancies between perceived and actual performance and between 
importance attributed and importance reflected in time spent shouId be identified. 

9.3 USES OF TASK ANALYSIS 

The type of Task.Analysis suggested here may be useful to the organisation and the 
individual employees in several ways: 

1) Selection and placement: Better recruitment and selection devices can be prepared 
on the basis of a task analysis (especially competency analysis). Competency 
analysis can also help an organisation to place people in jobs in which they can be 
more effective (matching the roleljob with people). 
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2) Work planning, including the following: 

a) Setting individual tasks for a specific period 

b) Helping a job incumbent to decide priorities of task 

c) Minimising overlap between jobs 

d) identifying neglected tasks in a work unit 

e) Planning delegation 

f) Job enrichment 

3) Performance appraisal, including: 

a) Negotiated tasks and activities to be performed 

b) Evaluation (by self and the supervisor) of the qualitylquantity standards of task 
performance (both process and outcomes effectiveness) 

c) Analysis of factors helping and hindering task performances 

'4) Potential appraisal, including preparation of a system on the basis of the 
competency analysis, and actual potential.appraisa1 work. 

5) Employee development, including: 

a) Feedback on strength and weaknesses 

b) Performance counselling 

c) Training 

6) ' ~ e a m  building, especially: 

a) Better understanding of each other 

b) Locating areas of task conflicts and dealing 'with them 

c) Building linkages and mutuality between jobs 

9.4 CONTEXTUAL ANALYSIS 

On the basis of the guidelines stated above, we can say that task analysis involves the 
following steps: 

1) Contextual analysis, 

2) Activity analysis, 

3) Task delineation, 

4) Competency analysis, 

5) Performance analysis, and 

6) Discrepancy analysis. 

It is essential to know the mission, orientation, and goals of the organisation of which the 
job is a part. An understanding of the organisational context also helps in clarifying the 
general arientation of the job. For example, the mission of a hotel may be defined as 
providing effective hospitality services and related support to the guests wishing to use 
the hotel. The term "related support" may be an important dimension of the mission of 
the hptel and it may imply that the jobs of the managers and other staffers also need to 
include "psychological support" as a task. If task analysis were undertaken in this 
situation without the development of this understanding, the observers may not "see" 
activities involving psychological support. 

. . 



The mission of a hotel may be defined as providing comfortable accommodation and 
customer care to the guests wishing to stay at the hotel. The "Customer care" term may 
be an important dimension of the mission of the hotel as it may imply that the job of the 
hotel staff includes undersfanding the needs of each guest and make them feel 
comfortable and relaxed, as'a task. If task analysis were taken in this situation without 
development of this understanding, the observers may not "see" activities involving 
customer care. 

Those who undertake task analysis must first develop an understanding of the 
organisation's mission, which is the direction or combination of directions in which 
the organisation is moving. The mission includes such elements as a definition of the 
organisation's basic business how it markets its products or services and to whom; and its 
intentions with regard to profitability, growth, liquidity, values, treatment of employees 
and customers, and its stature in its field. Sometimes an organisation's mission exists in 
written and published form. Regardless of whether a formal mission statement exists, 
those responsible for task analysis should summarize the mission in a one-sentence 
statement and should keep this statement handy throughout the process of task 
analysis. 

The organisation's broad goals or objectives also must be identified. These goals may or 
may not be a part of the mission statement. A sampling of employees may be asked to 

1 state these goals, and then these various statements may be compared with any goal 

i statement that exists in formal documents. This exercise is also helpful in terms of testing 

I 
whether the employees know the organisation's formally stated goals or whether the 
goals have changed since they were originally stated in documents. 

The last phase of contextual analysis, an optional one, is to identify the main tasks of the 
organisation. Again, groups of employees may be asked to identify the tasks that pertain 
to each goal and to identify the jobs mainly responsible for these tasks. These employee 
statements then may be compiled and discussed. Such an exercise is also useful to 

1 analyse employee statements. This exercise also helps in clarifying goals and tasks and in 
, increasing employee's commitment to them. 

9.5 ACTIVITY ANALYSIS 

The second step is activity analysis. The successful completion of this step is dependent 
on a clear understanding of the qualities of an activity. An activity has three 
characteristics: 

1) It is observable. For example, planning is not regarded as an activity because it 
cannot be observed where as serving a guest is an observable activity. 

2) It is descriptive. The behaviour concerned must be capable of being stated 
specifically in terms that describe rather than evaluate or interpret. For example, if a 
behaviour on the part of a nurse is recorded as taking a patient's temperature, this 
behaviour qualifies as an activity; however, if the same behaviour were recorded as 
doing diagnosis, this phrase would be an interpretation of what had occurred and 
would not qualify as an activity. 

3)  It is objective. An activity, when observed by more than one person, should be 
capable of being recorded in written form in the same way by all observers. This is 
not to say that all observers will record all activities in the same way, but that anyone 
reading the written record of all observers' descriptions of an activity would interpret 
these descriptions to be of the same activity. 

In addition, a distinction should be made between an activity and a sub-activity. An 
activity is a behaviour undertaken to accomplish a task, while a sub-activity is one of a 
set of behaviours undertaken to complete an activity. For example, when a front office 
employee makes an entry in a guest register he or she is performing an activity whose 
sub-activity might include taking the ledger from the shelf, opening the ledger, lifting a 
pen, and so forth. 

Task Ana!ysis 
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There are three main contributors of information for activity analysis: ( I ) ,  the job 
incumbent, (2) those who interact with the j ~ b  incumbent (called "role-set members"), 
and (3) outside experts. The role-set members include the incumbent's supervisor, 
subordinates, colleagues, and in some cases others who interact with the incumbent (for 
example, minor passenger travelling alone and his or her family or relatives in the case of 
air hostess. as job incumbent). The outside experts may be task analysts, educators, 
specialists ,in the field, or the organisation's top management. These three sets of 
contributors can produce a great deal of usable information based on their observations, 
their reports of the activities that the job incumbent actually completes, and their 
assessments of activities that the job incumbent is or should be expected to complete. 

Collecting ihformation on activities 

Several methods can be used to prepare a comprehensive list of activities. The most 
commonly used methods are interviews, diaries; logbooks, and questionnaires. 

1 )  Interview: The interview is the most widely used and useful method of collecting 
information for activity analysis. Generally the respondent is simply asked to report 
observations and expectations. Sometimes, however, it may be useful to ask 
specifically what the job incumbent did on a particular day. Because respondents 
tend to give general answers, it is necessary to probe in an interview so that actual 
activities are revealed. For example, when interviewed about what a airhostess does, 
a role-set member might say, "Well, she takes care of passengers. It then becomes 
necessary to ask how the airhostess takes care of passengers; what she actually does. 
For this reason interviews require patience on the part of the interviewer. After 
questioning the respondent becomes "educated" about the concept of an activity, and 
his or her answers become more pertinent and require less intervention from the 
interviewer. 

2) Logbooks: A logbook is a record that someone else keeps while' observing a job 
incumbent. Again, it may be useful ta discuss the potential contents ~f the log with 
the person keeping it. Providing a combination of instructions and examples may be 
helpful in this regard. 

3) Questionnaire: A questionnaire may be devised and administered to the job 
incumbent, the role-set members, and/ or outside experts. 

I The Product 

After one or more of the suggested methods has been used for activity analysis the 
product will be a long list of activities. At this point the list is comprehensive and has not 
been subjected to any kind of sorting; it includes a number of essentially redundant items 
as well as both highly specific and less-specific items. 

You may prepare r)s many such lists for various job incumbents in hospitality sector. 

9.5 TASK DELINEATION 

After activity analysis has been completed, the next step is to group the activities into 
tasks and to name these tasks. This process, known as task delineation, involves 
subjective decision-making and should be undertaken only by people who know and 
understand the job. 

There is no set rule regarding the number of tasks to be delineated. However, they should 
not be so few that one cannot review them and form a clear picture of a job. Similarly, 
there should not be so many that the differences among the activities are not readily 
apparent and that their numbers become cumbersome for performance appraisal and 
other purposes. 



The tasks should be balanced in terms of the number of activities each comprises. If one 
task has too many activities, it needs to be divided into two or more tasks. For example, 
when delineating a tour executive's tasks one should not call "handling tours" a task 
because too many activities are covered by this term. Instead, handling tours should be 
broken down into requiring special skills (such as tour costing), tour activities requiring 
few skills (such as getting the reconfirmation of hotel booking) and customer support. 
After the tasks have been delineated, it is a good idea to rate the importance of each to 
the job and to assess the percentage of time spent by the job incumbent on each. 

9.6 COMPETENCY ANALYSIS 
, 

A job incumbent needs different types and levels of competencies in order to perform job 
tasks well. Competency analysis helps in identifying the competencies that are necessary 
for the tasks that have been delineated. 

Competencies can be divided into five main types; knowledge, skills, abilities, 
orientation, and experience. Of these five types, orientation may require some 
explanation. Orientation is a general attitude reflecting the values of the jobholder. 
For example, in the case of a front office assistant, respect for the guest may be deemed 
to be an important orientation. Following is an example of an orientation description. 

Orientation Description for the Position of District Health Officer 

With the increasing government emphasis on community participation and 
collaborative work in matters concerning health, the district health manager needs to 
see the community and its various health agencies as resources. He or she needs to 
respect and be willing to use community traditions and customs that promoti good 
health. in addition, the district health manager should be proactive in identifying and 
seeking community resources that can be harnessed for promoting health 
programmes. He or she should be oriented towards innovation and experimentation in 
solving problems and should encourage the doctors and other staff members in the 
.district health clinics and hospitals to be similarly oriented. He or she needs to be 
dedicated to providing strong, creative leadership for subordinates, including those on 
staff at the district heath clinics and hospitals. Finally, the district health oficer should 
be willing to learn and experiment in this position. 

Activity: Give Orientation Description for hotel industry jobholders. 

Another process that may be completed is the identifying of the job incumbent's present 
level of each identified competency. A five-point scale is recommended for this purpose. 
The same group that establishes competencies - with the possible exclusion of the job 
incumbent, depending on his or her level of insight - may make this assessment. 

9.7 PERFORMANCE ANALYSIS 

The main purpose of performance analysis is to evaluate the impact of a job - how 
effective it is being done or has. been done. This step consists of assessing how well the 
job incumbent has performed the tasks for which he or she is responsible. 

The effectiveness of a task can be measured in terns of its outcome, or the end result, as 

i well as in terms of its process, or how it is performed. .Hard data may be gathered 
indicating both kinds of effectiveness. For example, one can evaluate the task of taking 
customer orders with regard to the number of orders taken (outcome) as well as with 
regard to the time spent on the task or the number of mistakes made (process). 

Task Analysis 
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Discrepancy analysis is the identification of any discrepancies that become obvious as a 
result of the previous five steps. For example, discrepancies may exist between activities 
reported by the job incumbent and those reported by the role-set numbers, between 
activities reported and those observed or expected, between the importance of a task and 
the time spent completing it, between needed competencies and existing competencies, 
and so on. These gaps may indicate a need for certain remedial measures, such as 
redefining the role, training, additional work planning, delegating, increased monitoring, 
or counselling. 

It is a good idea to check periodically for discrepancies between the job definition as 
reflected in the delineated tasks and actual job performance. Information about 
performance can be obtained by any one or a combination of the following methods: 

The job incumbent may monitor the time spent on each activity; 

The role-set members may analyse the importance attributed to various tasks versus 
the time spent on them; andlor 

Trained observers may observe the job incumbent for a few days. 

Discrepancies between desired activities or tasks and actual performance may then be 
noted and acted on accordingly. 

9.9 TASK ANALYSIS AS A SUPERVISORY TOOL 

Task analysis, as briefly described in this Unit, can also be used as a supervisory tool to 
improve the functioning of an organisation. Some uses of Task Analysis have already 
been suggested. A few are focused below: 

1 )  Designing training: Discrepancy analysis of the required competencies and the 
present level of these competencies in the employees concerned will help in 
identifying training needs, and then designing a training strategy, or at least training 
programmes to upgrade the competencies which seem to be at a lower level. 

Information about the importance of the various tasks may also help in designing 
training programmes for high priority task. Similarly, the discrepancy between the 
importance of a task and the time spent on it may give some useful information. One 
reason for not spending enough time on a task may be lack of competency required to 
do the task. Such information may help in indicating the training. 

2) Performance monitoring: A performance monitoring system can be developed 
based on the indicators of process and outcomes effectiveness for the various tasks. 
Some of these indicators can be used in designing a format or a system of meetings 
for purposes of performance monitoring. 

3) Work planning: Analysis of the discrepancy between expected and reported 
activities, or importance of the tasks and time spent on them, may indicate the need 
of work planning, including delegation and redistribution of work among various 
jobs in a work unit. The concerned employees may work in a group with the 
supervisor in redistribution of work among various jobs in a work unit. The 
concerned employees may also work in a group with the supervisor in redistribution 
of tasks, so that each employee can maximise hisfher contribution to the 
organisational goals. 

I Check Your Progress I 
1) What do you understand by Task Analysis? 

....... '.............................................................................................. 
..............................,.................................................................*..... 



2) Discuss Activity Analysis. Task Analysis 

3 )  Explain why Task Analysis is seen as a Supervisory Tool. 

9.10 LET US SUM UP 

In this Unit, you have read about Task Analysis and proposed guidelines for successful 
task analysis. It is very important to understand the difference between the three - 
activity, the smallest unit into which work can be divided, also it is an observable action 
often bound by time; task, the distinct set of work activity carried out for a distinct 
purpose; and job the type of position within an organisation. 

The analysis can be said to involve the following steps. - Contextual Analysis, 
Performance Analysis and Discrepancy Analysis. Task Analysis can also be used as a 
supervisory tool to improve functioning of the employees as training modules can be 
designed keeping the various tasks in mind. Performance of the employees can be  better 
monitored and also work planning can be done keeping in mind the various tasks to be 
completed. 

9.11 CLUES TO ANSWERS 

I )  Task Analysis can be defined as the process of identifying the tasks of a particular 
job in a particular organisational context by analysing any discrepancies uncovered 
by this process. Read Sec. 9.2 and answer. 

2) Activity analysis is based on information. These are three main contributions of 
information for activity analysis. And these are several 'methods of collecting 
information from the contributors. Read Sec. 9.4 and answer in detail. 

3) Task analysis can help supervisors in designing training programmes, for 
performance appraisal and also for planning for work. Read Sec. 9.9 and expand the 
above answer. 
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10.0 OBJECTIVES 

After reading this Unit you will be able to: 

explain the concept of personnel management, 

describe the key characteristics of personnel management, 

identify the objectives of personnel management, 

List the various functions of personnel management, 

learn how a personnel office is organised, 

understand the various roles of a personnel manager and the skills required to be a 
successful personnel manager, and 

appreciate the necessity of a personnel department in an organisation. 

1 0 .  INTRODUCTION 

An organisation is formed for the fulfilment of certain objectives like earning a desired 
rate of profit on investment, exploitation of certain natural resources, development of a 
given geographical area, or supplying to the public some essential goods or services. 
Machines, materials, money and natural resources etc. are the tools used to achieve the 
organisational goals. But these tools are operated by persons at different levels with 
different skills. Thus, a proper selection of personnel, their tactful handling and proper 
management is essential for the success of any organisation. In the case of hospitality and 
hotel management this is not just essential but is the key for success because of the very 
nature of the services product. 

However, this is the most difficult of all the management tasks in an organisation. Some 
people also say that 'management' means 'managing men tactfully'. Yet many 
organisations hardly pay any attention in this area, though they always keep complaining* 
about not getting the properly trained employees. This is equally true in the case of 
hospitality organisations. 

One often comes into contact with the personnel department of an organisation handling 
selection, placement, training, discipline, grievance handling, wage administration, 
dismissal, etc. However, there are certain aspects of the work of a personnel department 
which may not be very obvious. In this Unit an attempt has been made to familiarise you 
with various issues related to personnel management. 



10.2 CHARACTERISTICS AND OBJECTIVES OF Personnel Ofice: Functions 
and Operations 

PERSONNEL MANAGEMENT 

Personnel Management is known by various names .over different periods of time. These 
are Personnel Administration, Labour Management, Industrial Relations, Employee 
Relations, Manpower Management, etc. Irrespective of the size of the organisation these 
functions exist in every firm and hospitality establishment are no exception. The manager 
who performs this function is also, likewise, called by various names, like Personnel 
Manager, Employee Relations Manager, Industrial Relations Manager, Labour Relations 
Manager, Labour Officer, Labour Welfare Officer, Personnel Officer, Employee 
Relations Officer and Industrial Relations Officer. 

The following are the basic facts and characteristics of Personnel Management can be 
summed up  as: 

I )  It is concerned with employees: Personnel Management is concerned with 
employees both as individuals and also as a group. Personnel Management is a 
function or activity aiding and directing employees.in maximising their personal 
contrib~~tion and satisfaction in employment, bringing them an equitable, just and 
humane treatment, and adequate security from employment. 

2) It covers all levels of personnel: It refers not only to unskilled or semi-skilled or, 
what you may call 'blue collared' employees, like doorman, housekeeping 
attendants, waiters and drivers etc. but also the 'white collared' employees, like 
professional and technical workers, managers, officials, clerical workers, sales 

-. workers, concierge, etc. 

I 3) It is inherent in all organisations: It is as useful and effective in government 
departments and non-profit organisations as in a business organisation. Moreover, it 
coveis all types of hnctional areas of management such as production management, 
financial management, marketing management, etc. 

4) It is of a continuous nature: Personnel management requires constant alertness and 
awareness of human relations and their importance in everyday operations. 

5) It attempts at getting the willing cooperation of the people for the attainment of 
the desired goals: This is necessary because work cannot be effectively performed 
in isolation without the promotion and development of an esprit de corps. 

The objectives of Personnel Management are given below: 

1) To achieve an effective utilisation of human resources for the achievement of 
organisat ion goals. 

2) To establish and maintain an adequate organisationall structure and a desirable 
working relationship among all the members of an organisation by dividing the 
organisational tasks into functions, positions, jobs and by defining the responsibility, 
accountability, authority for each job and its relation with other jobs/personnel in the 
organisation. 

3) To secure the integration of the individuals and groups with the organisation by 
reconciling individual/group goals with those of an organisation in such a manner 
that the employees feel a sense of involvement, commitment and loyalty towards it. 
In its absence employees will face frictions, personal jealousies and rivalries. 

4) To generate maximum development of individualls/groups within an organisation 
by providing opportunities for advancement to employees through training and on the 
job education or by offering transfers or by providing retraining facilities. 

5) To recognise and satisfy individual needs and group goals by offering an adequate 
and equitable remuneration, economic and social security in the form of monetary 
compensation, and protection against such hazards of life as illness, old age, 
disability, death, unemployment .etc. With ade'quate compensation and security, 
employees work willingly and cooperate to achieve an organisation's goals. 



 lock 1 Human 6 )  ,To maintain high morale and better human relations inside an organisation by 
Resource sustaining and improving the conditions so that employees may stick to their jobs for 

a longer period. 

Considering these objectives, you will perhaps agree that the objectives are in the best 
interests of all those to whom management is responsible i.e. owners of enterprise, the 
community, the consumers of its goods and services, and members of the organisation 
itself, including groups who may belong to unions. 

For enabling the Persoonel Manager to fulfil these objectives the top management has to 
create some conditions as the prerequisites. These are described below: 

1) Existence of capable people in the organisation pCicked up on the basis of their merits 
and not on other considerations. 

2) Plans for effective utilisation of efforts and potentialities of individuals and groups 
for appreciation of work well done and for future advancement and training. 

3 ) .  Considering employees as co-workers rather than as subordinates. 

4) A proper division of tasks of an organisation in accordance with a sound plan into 
functions and positions, each indicating a clear-cut authority, responsibility and 
duties as also relationship of one position with another. In the absence of such a 
division, chaotic conditions will prevail and no work will be done properly or even 
done at a1 I.  

5) The formulation of objectives must be formulated in consultation with senior persons 
in the organisation and common understanding among managers at all levels of the 
objectives. If the senior staff or personnel are not involved in the formulation of 
objectives they may not feel any real responsibility for achieving these. If managers 
at any level do not understand the objectives, they will not know why they are doing 
a given work, what is expected of them and as a result may not even do it properly. 

6 )  The presence of clearly defined and comprehensive objectives and' proper ' 
communication to all. concerned. If objectives to all concerned are not clear and if 
people, who are expected to work for achieving these, do not know about these, they 
cannot be expected to achieve them. 

10.3 FUNCTIONS AND OPERATIONS OF PERSONNEL 
MANAGEMENT 

Personnel functions are generally divided into two categories, i.e. Managerial and 
Operational. In fact, these are two levels at which each function is to be performed. Each 
function is part of a management plan and has to be given practical shape at the 
operational level. This will be clear from Chart-1 which shows various functions 
classified under the broad hnctions of management, viz., Planning, Organising, Staffing, 
Motivating and Controlling. It also gives objectives in relation to each, what may be 
called managerial function. Under each objective are given operations performed for 
achieving the objective concerned. 

chart-1: Functions of Personnel Management 

(A) PLANNING MANPOWER REQUIREMENT 

Function: Anticipating Vacancies 

Objective: To anticipate and provide for fUture openings. 

Operations: 1 Anticipating deaths, dismissals, retirements, and resignations 
2 Anticipating. future promotions 
3 Anticipating future transfers 
4 Estimating future vacancies from the above causes 
5 Estimating additional future positions 



Function: Recruitment 

1 Objective: To seek and attract qualified applicants to fill vacancies 

Operations: 1 Preparing job analysis 
2 Preparing job specifications 
3 Analysing the sources of potential employees 
4 Attracting potential employees 

(B) ORGANISING THE MANPOWER RESOURCES 

Function: Organisational Planning 

. Objective: To determine the organisational structure and manpower needed to effectively 
meet the company objectives. 

Operations: 1 Analysing organisational structure 
2 .  Forecasting manpower requirements 
3 Recommending organisational changes 
4 Analysing key position requirements 

Function: Selection 

Objective: To analyse applicants' qualifications for determining their suitability 

Operations: 1 Preparing questionnaires 
2 Weeding out undesirables through analysis or questionnaires 
3 Interviewing the applicants 
4. Testing the applicants psychologically, where necessary 
5 Investigating their references 
6 Arranging medical examination, if necessary 
7 Evaluating the applicants and making the final selection 

Function: Classification of Employees 

Objective: To assign officially each employee to an appropriate position clearly defmed 
regarding its responsibilities. 

Operations: 1 Preparing the job descriptions 
2 Assigning of proper title to each position 
3 Reviewing periodically the correctness of job descriptions 

Personnel Ofice: Functions 
and Operations 

(C) STAFFING 

Function: 

Objective: 

Operations: 

Function: 

Objective: 

Operations: 

Function: 

Objective: 

Operations: 

Induction 

To ensure that new recruits are provided with appropriate training and 
information to enable them to perform their duties effectively. 

1 Orienting new employees into their jobs 
2 Ascertaining training requirements of such employees to make them'more 

competent for their jobs 
3 Providing facilities for their future education and development 

Trarisfer and Promotion 

To provide for increasing the utilisation of the employee's capabilities 

1 Continuously analysing job descriptions 
2 Evaluating employee qualifications 
3 Determining training requirements 
4 Promotion according to employee's development 

Manpower Development 

To provide for the individual employee's development 

1 Developing performance standards 
2 Appraising performance 
3 Planning individual development programmes 



~ l o c k ' l  Human 
Resource 

- -  - 

Function: Training 

Objective: To arrange programmes as required for developing existing personnel 

Operations: 1 Planning and preparing training programmes 
2 Providing training staff and faculty resources 
3 Conducting the training programmes 
4 Evaluating the training results 

(D) MOTIVATING 

Function: Rate Determination 

Objective: To set rupee values on job positions that are fair and equitable when compared 
with the other positions in the company as well as what prevails outside. 

Operations: 1 Analysing jobs and giving job descriptions 
2 Evaluating such jobs 
3 Developing wage scales 

Function: Recreation , 

Objective: To provide facilities for employee's enjoyment of the job and make the 
company more attractive and satisfying as a work place. 

Operations: 1 Conducting social activities 
2 Conducting recreational activities 
3 Providing recreational facilities for employees 

Function: Communications 

Objective: To provide the needed exchange of information throughout the organisation. 

Operations: 1 Developing channels and media for information presentation to employees 
2 Introducing and administering suggestion scheme 
3 Conducting opinion surveys 
4 Developing grievance redressal procedures 

Function: Collective Bargaining 

Objective: To build up rapport with officially recognised and legally established employee 
organisations in the best interests of both the company and its employees. 

Operations: 

Function: - 
Objective: 

Operations:. 

Function: 

Objective: 

Operations: 

Function: 

Objective: 

Operations: 

1 ~ e ~ o t i a i i n ~  agreements 
2 Interpreting and administering such agreements 

Employee Discipline 

To develop effective work regulations and harmonious working relationships. 

1 Establishing rules for conduct 
2 ~dmibister in~ disciplinary measures, where necessary 

Performance Evaluation 

To appraise objectively each employee's performance in relation to the duties 
and responsibilities assigned. 

1 Developing performance evaluation 
2 Conducting performance evaluation interviews 
3 Analysing performance evaluation results 

Employee Counselling 

To help employees solve their personal problems. 

1 Selecting and training counsellors 
2 Arranging counselling interviews 
3 Assessing extent of help actually rendered 

Function: Safety 

Objective: To develop facilitieq and procedures for prevention of on-the-job accidents. 



Operations: 

Function: 

Objective: 

Operations: 

Function: 

Objective: 

Operations: 

Function: 

Objective: 

Operations: 
i 

1 Establishing safety rules Personnel Office: Functions 
2 Investigating accidents and Operations 
3 Conducting safety inspections 
4 Preventing or eliminating hazards 

Medical Services 

To prevent diseases and physical ailments as well as care for diseases, ailments, 
and injuries sustained by employees on the job. 

I Developing and administering prevention programmes . 
2 Examining employees and job applicants 
3 Providing medical treatment 
4 Educating in health matters 

Protection and Security 

To provide precautionary measures for safeguarding the company and its 
property from theft, fire, etc. 

1 Developing and administering security regulations 
2 Organising fire fighting services 
3 Providing guard or watchman service 

Personnel Research 

To develop improved employee attitudes and conditions of work 

1 Analysing personnel problems 
2 Recommending improved practices 

The chart above gives us one way of classifying the functions of Personnel Management. 
Different experts of Personnel Managdment, and Institutions like the Indian Institute of 
Personnel Management, have classified these functions differently. 

10.4 ORGANISATION OF A PERSONNEL OFFICE 

The first step in the organisation of a personnel office is to list all the activities that are 
performed keeping in view not only the present requirements of the organisation but also 
the future requirements. These future requirements shall be well assessed and based on 
authentic sources of information. 

It may be noticed that not all the personnel functions are equally important to all 
organisations at all times. Their relative importance would differ from each other 
depending upon various factors. Some of these factors are the size, the nature, its social, 
economic, cultural, political and legal environment, the mental makeup of personnel 
officers, and the overall philosophy of business. These factors not only vary from 
organisation to organisation but also from country to country. 

The less important of these factors may be suitably combined with the closely related 

I important ones. The activities should then be grouped function-wise and put under the 

i ' concerned functions. A group of related functions should be put under a particular 
Section and the various Sections under the Personnel Manager. Depending upon the 

I number of Sections and functions, the Personnel Manager can have one or more Deputy 

i Managers or Assistant Managers. Much will depend upon the size of the organisation, the 
m a n a g e m ~ t  philosophy and management appreciation of personnel functions. Personnel 

1 
' 

Manager can also depute some persons to advise him or her. 
I 

I 
You will notice here that for some functions the Personnel. Maflager is helped by the 

I Deputy Personnel Manager but for others by an Assistant Personnel Manager or an 
Officer. This depends on the relative amount of work in or importance of a function. In a 
smaller organisation the Organisation Chart is simpler, as given in Figure 11. 

I 
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13.0 OBJECTIVES 

After going through this Unit, you should be able to: 

a explain what 'training' and 'development9 are and how these are different from each 
other, 

explain the need for training employees, both new and old, 

know about the various methods for determining training needs, 

describe the objectives of training and training programmes, 

identi@ the parties that are responsible for training, 

explain why it is necessary for an organisation to have a development programme 
for its managers, 

-. 
know about the objectives of management development at various levels, 

explain organisational climate that is conducive to management development, 

understand the various techniques of management development, 

explain what retraining means and when and for w h o i  it is needed, and 

explain the need for and the techniques for evaluation of training programmes. 

13.1. INTRODUCTION 

You have been told earlier that under 'induction' that a newly employed person is 
introduced to fellow workeis, supervisors, and to the work of his or her department, its 
relations to other departments and its place in the whole organisation to the 
orgkisation's objectives, philosophy, practices and so on. He or she has then to learn 
how the work assigned to hi or her is to be done most efficiently and effectively. This is 
through well thought-out and planned training programme. Training is required at every 
stage and even then when a person is moved from one assignment to another of a 
different nature. Some training programmes for senior levels are called 'development' 
prugrammes. Various aspects related to Training and Development Programmes are 



-- 
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13.2 DEFINING TRAINING AND DEVELOPMENT 

Training and development programmes are necessary in any organisation for improving 
the quality of work of the employees at all levels, particularly in a world of fast changing 
technology, values and environment. In hospitality industry, recruitment is not odty in 
large numbers but also at various operational levels. Training, thus, becomes an essential 
part of the recruitment policy and an important job of Human Resource Manager. 
Training programmes are directed towards maintaining and improving current job 
performance, while development programmes seek to develop skills for future jobs. 

Training: Training is a short-term process utilising a systematic and organised procedure 
to impart skills for a definite purpose. It refers to instructions in technical, mechanical or 
service operations. Earlier it was designed primarily for non-managers, it used to be for a 
short duration, and it was for a specific job-related purpose. Today, besides employees 
the managers also require training in certain areas. The best example can be that of 
Mr. M.S. Oberoi in the hospitality services who used to conduct training programmes for 
his employees and mangers sharing his valuable experiences. A manager responsible for 

, product design might need training to browse through Internet etc. though the technical 
term used for this in the case of managers is professional development. 

Development: Development is a long-term educational process utilising a systematic and 
organised procedure by which managerial personnel frequently receive assistance in 
developing the skills -particularly conceptual and human relation skills. In other words it 
refers not to technical knowledge or skills in operation but to philosophical and 
theoretical educational concepts. It involves broader education and its purpose is long- 
term development. 

Both training and development programmes are necessary for any organisation. But not 
all organisations show awareness of the need for development (though almost all are 

, aware of the need for training). This is perhaps due to the fact that the fruits of training 
programmes are more apparent and can be obtained more quickly. 

13.3 TRAINING 
e Training is a process which includes undertaking a number of steps. One may like to 

assess the need for training; formulate a training policy; etc. In the following Sub-secs. 
we discuss these aspects. 

13.3.1 Need, Benefits and Objectives 

Training is necessary for improving the quality and standards of work of employees. 
There are some other reasons also which give rise to the need for training: 

Employment of inexperienced and new labour requires detailed instructions for 
learning new skills and for giving effective perfonnance on the job. 

People have not only to work, but work effectively with the minimum of 
supervision, minimum of cost, waste and spoilage, and yet produce quality goo* 
and services. 

Old employees need refresher training to enable them to keep abreast of fast 
changing techniques and the use of sophisticated tools and equipment. 

\ 
\ 

Training is peoessary when a person has to move from one job to another because of 
transfer, promotion or demotion, etc. 

Depending on the type of job a well-planned and well-executed training programme 
should result in: 

reduction in wastage and spoilage, 



I , improvement in methods of work, 

reduction in learning time, 

reduction in supervisory burden, 

StatTTraining and 
' Development 

I reduction in machine breakage and maintenance cost, 

reduction in accident rate, 

improvement in quality of products or services, 

improvement in production rate, 

improvement of morale and reduction in grievances, 

improvement of efficiency and productivity, 

reduction in manpower obsolescence, 

enabling the organisation to provide increased financial incentives, opportunity for 
internal promotion and raising of pay rates, 

wider awareness among participants, enlarged skill, 

personal growth, and 

improvement in customer care. 

Broadly, there are three main objectives of any training programme: 

1) Firstly, to prepare employees for their job while on first appointment, transfer or 
promotion. 

2) Secondly, to keep the employees informed about the latest concepts, infomation 
techniques and developments in a particular field. 

3) And finally, to prepare a line of competent officers to hold more responsible 
positions. 

13.3.2 Methods Determihing Training Needs 

Put in a simplistic manner, these would mean an assessment of the Job requirements and 
Employqes' Present Job Skills to determine Training Needs. Thus, the total need can be 
determined by analysing the situation in respect of each skill and each member of the 
work force. This can be done in the following ways: 

Analysis of an Activity: List in a logical sequence the activities in producing a product 
or service or part thereof, and determine what new knowledge or skill is called foi 01: 
which aspects of present knowledge or skill need to be modified. 

Analysis of Problems: To analyse problems and determine what additional skills, 
knowledge or insights are required to handle it. 

Analysis of Behaviour: To analyse typical behaviour by individuals or groups and 
determine the corrective action involving training. 

Analysis of an Organbation: To analyse organisational weaknesses to produce clues to 
both individual and group training needs. 

Apprahal of Performance: To analyse performance and determine if someone should 
get something, be it additional knowledge, skill or understanding. 

Brainstorming: To bring together a homogenous group and to ask individuals-in the 
group to call out any ideas they have for answering 'how to' question and identify items 
which call for additional knowledge, skill or attitude. 
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Buzzing: To ask an audience of supervisors, managers, professional personnel or others 
(as long as it is homogenous), as to what the desirable next steps are in the organisation's 
training programme or 'what additional areas of knowledge (or skill or understanding) do 
we need to handle our work better'. 

Card Sort: To write statements or potential training needs on cards, hand them over to 
the persons whose ideas are sought, to arrange these cards in what they feel is their order 
of importance for various training needs. 

Checklist: To break down a job, process, programme, activity, or area of responsibility 
into a list of detailed parts or steps arranged in logical sequence. Then to have checked 
off by each employee the items about which he or she would like to have more skill or 
knowledge. 

Committee: To constitute an advisory committee composed of persons responsible for or 
with a direct interest in an activity to identify training needs. 

Comparison: To compare what an individual is doing (or contemplates doing) with what 
others are doing i r  have done to learn about new ways to handle old problems, keep up- - 
to-date on new techniques and procedures, and fight one's own obsolescence. 

Conference: To identify training needs and make decisions on ways these needs shall be 
met. 

Consultants: To employ outside consultants to determine training needs and develop 
ways to meet them. 

Counselling: To discuss between a training practitioner and a person seeking guidance 
regarding ways one can improve one's on-the-job performance or prepdre for 
advancement. 

In-basket: To measure or test a manager's ability to handle some of the day to day 
challenges which come to him or her in writing in his or her in-box from various sources. 

Incident Pattern: To note in terms of success or failure, the responses to special ' 
situations and to study the pattern of deviation. 

Informal Talks: To meet and talk informally with people for finding clues to training 
needs. 

Interviews: To m g e  a formal meeting with the person or group concerned employing, 
the interview techniques. 

Observation: To observe such things as may have value as indicators of training needs, 
especially needs which are just under-the-surface or emerging. 

Problem Clinic: To arrange meetings of a homogenous'group to discuss a common 
problem and develop a solution. 

Research: To identify implications for training and development as a result of resaarch. 

Role Playing: To get clues to training needs in a skill, an area of knowledge, or in 
understanding or attitude by observing how each role player acts in a role playing 
situation. 

Self-analysis: To selfevaluate and know what is needed in theory, additional knowledge, 
skill or insight. 

Simulation: To analyse performance in simulated exercise to reveal individual ancUor 
group training needs. 

Skill Inventory: To establish and annually update an inventory of the skills of their 
employees and to identify gaps or blind spots in reserve or stand-by skills. 

Slip Writing: To write on a slip the type of training needed and analyse the information 
on these slips. 



Studies: To undertake studies which can turn up training needs which will have to be met 
if the plans were adopted. 

Surveys: To undertake surveys that can' be used to. take inventory of operations, 
employee attitudes, implications of advanced planning, etc. 

Tests: To perform tests to measure skill, knowledge or attitude and to identify gaps. 

Task Force: To constitute a task force which, in analysing the problem may unearth 
training needs which must be met before their recommended solution to the problem can 
be implemented. 

Questionnaire: To develop a questionnaire to elicit information which can be used to 
determine training needs, delimit the scope of the training, identify course contents, etc. 

Workshop: To identify in a workshop, the need for further understanding or insight 
about organisation goals or operations. 

13.3.3 Training Policy and Effective Training Programme 

Even though training is primarily the responsibility of the Personnel Department, a 
suitable training policy has to be evolved by the top management. It should reflect the 
primary and secondary objectives mentioned earlier. A training policy should be able to 
provide answers to the following questions: . 

1) What do you want and hope to accomplish through training? 
1 1 

2) Who is responsible for the training function? 

3) Should the training be formal or informal? 

4) What are the training priorities? 

5 )  What types of training is needed? 

6) When and where should training be given? 

7) Should training be continuous or casual? 

8) How much should the employees be paid during training? 

9)  Which outside agencies should be associated with training? 

10) How should training be related to labour policy or customer care? 

A successful training programme should be based on the following principles: 

1) The objectives and scope of a training plan should be well defined before starting its 
development. This will be necessary to provide a basis for common agreement and 

. co-operative action. 

2) The techniques and processes of a training programme should be related d i k t l y  to 
the needs and objectives of an organisation. 

3) To be effective, the trainhg must use tested principles of learning. 

4) Training should be conducted in the actual job environment to the maximum 
possible extent. 

13.3.4 Training Methods I 

Various methods of training have been evolved and any one method, or any two or more 
of these can be used, depending upon the requirements and the level of pea* to be 
trained. All training methods can be broadly classified as (a) on-the-job methods, and 

StafYTraining and 
Development, 
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Under these methods the principle of learning by doing is used. These methods are 
briefly described below: 

1) On-the-job Training: An employee is placed in a new job and is told how it is to be 
performed. It aims at developing skills and habits consistent with +e existing 
practices of an organisation and by orienting him or her to immediate problems. 
Coaching and instructing is done by skilled workers, by supervisors, or by special 
training instructors. A variety of training aids and techniques are used such as 
procedure charts, lecture manuals, sample problems, demonstrations, oral and 
written explanations, tape recorders, etc. 

2) Demonstration and Examples: Here the trainer describes and demonstrates how to 
do a certain work. The trainer performs the activity himself or herself, going through 
a step-by-step explanation of the why, how and what of what he or she is doing. 
Demonstrations are often used in combination with lectures, pictures, text material, 
discussion, etc. The emphasis under this method is on know-how. The principles and 
theory of a job must be taught by some other methods. 

3) Apprenticeship: It is one of the most commonly used method of training in 
hospitality industry. A major part of training time is spent on the on-the-job 
productive work. Each apprentice is given a programme of assignments according to 
a predetermined schedule which provides for efficient training in trade skills. This 
method is appropriate for training in crafts, trades and technical areas, specially 
when proficiency in a job is the result of a relatively long training ~r~apprenticeship 
period. 

b) Off-the-job or Classroom Methods 

The location of this training may be a company classroom, an outside place owned by the 
organisation, an educational institution or association, which is not a pan of the sompany. 

- 

These methods are: 

1) Vestibule Training or Training Centre Training: It involves classroom training 
imparted with the help of equipment and machines identical to those in use at the 
place of work. Theoretical training is given in the classroom, while practical work is 
conducted on the production line. It is OR I used to train bank tellers, inspectors, 
machine operators, airline ticketing staff, etc. 

2) Simulation: It is an extension of vestibule training. The trainee works in closely 
'duplicated' real job conditions. This is esse,itial in cases in which t;tual on-the-job 
practice is expensive, might result in serious injury, a costly error or the destruction 
of valuable material or resources, e.g. in aeronaut:~d industry. 

- 
3) Lectures: These are formally organised talks by an instrvctor on specific topics. 

This method is useful when philosophy, concepts, attitudes, theories and problem 
solving have to be discussed. The lectures can be used for a very large group to be 
trained in a short time. These are essential when technical or special information of a 
complex nature is to be imparted. The lectures are supplemented with discussions, 
film shows, case studies, role-playing, etc. Role-playing is used quite often in the 
lectures where trainees act out a specific role o a customer or that of the 
Salesperson and so on. This doesn't have any specific note written out and the 
trainees have to deal with hypothetical situations dealing with human interaction in a 
given situation such as customer grievance handling and so on. 

4) The Conference and Seminar: Under this method, a conference is held in 
accordance with an organised plan. Mutual problems are discussed and partkipants 
pool their ideas and experience in attempting to arrive at better methods of dealing 
with these problems. Conferences may include Buzz sessions which divide 
conferences into small groups of four or five for intensive discussions. These small 



- 

groups report back to the whole group with their conclusions or questions. This Staff Training and 
method is ideally suited for analysing problems and issues, and examining them Development 
from different viewpoints. It helps in developing conceptual knowledge, reducing 
dogmatism and modifying attitudes. 

In case of seminar, the group learns through discussion of a paper on a selected 
subject. The paper is written by one or more trainees. Discussion3 may be on a 
statement made by the person in charge of the seminar or on a document prepared 
by an expert. The material to be analysed is distributed in advance in the form of 

I required reading. 

5) Case Discussion: Under this method, a real (or hypothetical) business problem or 
situation demanding solution, is presented to the group and members are trained to 
identifir the problems present. They must suggest various alternatives for tackling 

r them, analyse each one of these, find out their comparative suitability, and decide 
for themselves the best solution. The trainer only guides the discussion and in the 
process ensures that no relevant aspect is left out of discussion, and adequate time is 
spent on each aspect. This method promotes analytical thinking and problem-solving 
ability. It encourages open-mindedness, patient listening, respecting others' views 
and integrating the knowledge obtained from different basic disciplines. 
Incidentally, it enables trainees to become increasingly aware of obscurities, 
contradictions and uncertainties encountered in a business. This method is 
extensively used in professional schools of law-and management, and in supervisory 
and executive trainipg programmes in industry. 

+ 
6 )  Role-playing: This method is also called 'role-reversal', 'socio-drama' or 'psycho- 

drama'. Here trainees act out a given role as they would in a stage play. Two or 
more trainees are assigned roles in a given situation, which is explained to the 
group. There are no written lines to be said and, naturally, no rehearsals. The role 
players have to quickly respond to the situation that is ever changing and to react to 
it as they would in the real one. It is a method of human interaction which involves 
realistic behaviour in an imaginary or hypothetical situation. 

Role-playing primarily involves employee-employer relationships, hiring, firing, 
discussing a grievance problem, conducting a post appraisal interview, disciplining a 
subordinate, or a salesman making presentation to a customer. 

7) Programmed Instruction: This involves two essential elements: (a) a step-by-step 
series of bits of knowledge, each building upon what has gone before, and (b) a 
mechanism for presenting the series and checking on the trainee's knowledge. 
Questions are asked in a proper sequence and indications given promptly as to 
whether the answers are correct. 

This programme may be carried out with a book, a manual or a teaching machine. It 
is primarily used for teaching factual knowledge such as Mathematics, Physics, etc. 

If you have realised that training is quite a stupendous task, which cannot be done by one 
single department, you are right in your thinking. In fact, total responsibility for training 
has to be shared amongst the: 

Top Management who should frame and authorise the basic trainiflg policies, 
review and approve the broad outlines of training plans and programmes, and 
apprme training budgets, 

+ Personnel Department, which should plan, establish a@ evaluate instructional 
programmes, 

Supervisor who should implement and supply the various developmental plans, and 

Employees, who should provide feedback, revision and suggestions, for 
- improvement in the programme. 
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13.4 EVALUATION OF TRAINING PROGRAMMES 

Each training programme should have provision for evaluation as part of planning; 
otherwise you cannot be sure that you are doing the right thing and that you are not 
wasting the valuable time and money of fie organisation on these programmes. 

1 These criteria can be viewed as either subjective or objective: 

ij Subjective criteria call for opinions of participants who are asked about their 
impressions of training effectiveness. This can be' done during training, at its close 
or at some period after the training has ended. Similar evaluation may be made by 
the trainers and management. 

ii) Objective criteria relate to effects of training by measuring specific outcomes. For 
example, review is made of performance appraisals of trainees following the 
training programme. 

a Any evaluation begins with the criteria which depend on the objectives. Some of the 
criteria could be: 

Reaction of trainees, i.e., whether the participants liked or disliked the programme? 

Learning, i.e., whether the concepts, ideas and principles of the training were 
intellectually assimilated by the participants; 

~ehavioural changes, i.e., whether the training caused people to alter their 
behaviour on the job? and 

Impact on organisation effectiveness, i.e., whether the modified behaviour wised 
positive results, such as an idcreased output, improved quality and lower costs. 

After the evaluation is made, the situation should be analysed to find the probable causes 
for a difference betweenexpected outcome and actual outcome. The fault may lie in the 
designing of a programme'andlor its implementation. The organisation's investment in 

-terms of energy, time and, money, made in these programmes must be justified by the 
related out come in terms of the increased efficiency and effectiveness of the participants. 
Consequently necessary precautions should be taken for designing and implementing 
future programmes. 

13.5 RETRAINING 
Retraining programmes are designed as a means of avoid@g personal obsolescence. It is 
the tendency of the individual worker to become outdated in terms of job requirements. 
This is true of employees at every level in the organisation. 

However, retraining is focused on rank-and-file workers. This is so because their number 
is large and technological change makes its immediate impact on those who work closer 
to technological resources. Besides they are less equipped to foresee their personal needs 
and also because they require more assistance in advance planning. 

I 

Workers require refresher courses to help them recall what they have forgotten and to 
overcome some practices they havecome to accept as satisfhctory. They also need the 
firm to bring them relevant new knowledge and skills. The need for retraining also arises 
as a result of technological changes resulting in changes in equipment, tools, and work 
methods. For example, the front office employees need constant retraining in computer 
programmes. 

13.6 MANAGEMI~NT DEVELOPMENT , 
il 

Management Development is a systematic process of training and growth by which 
managerial personnel gain and apply skills, knowledge, attitudes and insights to manage 
thd work in-their orgafiisations effectively and efficiently. 



13.6.1 Needs and Concepts Staff Training and 
Development 

A business organisation has to develop the potential of all those who are in management I 

positions or who are fresh from management institutions and have the potential for ! 
development. This development is necessary because of the following reasons: 

Management personnel need to be developed as they have to tackle problems arising i 

out of introduction of automation, intense market competition, growth of new j 
markets, enlarged labour participation in management and greater interest being 1 

taken by the public and the government in various activities of business. 
4 

Business and industrial leaders are increasingly recognising their social and public 
responsibilities which call for a much broader outlook on the part of management. 

Managers have to be developed for handling problems arising out of increasing size 
and complexity of the organisations. 

Management labour relations are becoming inwdas/ingly complex. 

To understand and adjust to changes in socio-economic forces, including changes in 
public policy and concepts of social justice, industrial democracy, problems of 
ecology (smog or pollution), ekistics (the problem %6f human settlements), 
ergonomics (the problem of working environment) and eultural anthropology (the 

' 

problem of fitting machines to men). 

A sound programme of management development has to be based on the development of 
concepts evolved in the past. The more important of these are given below: 

Management development is not a 'one shot' affair but continues throughout an 
executive's whole professional career. 

There always exists some gap between actual performance and capacity, 'which 
provides considerable opportunity for improvement. 

Increased understanding of others, their behaviour and attitude, and of oneself 
definitely aids in managing, and contributing to personal development. 

There are certain forces which may retard further growth, for example, age, habits, 
reduced motivation etc. 

Development seldom takes place in a completely peaceful and relaxed atmosphere. 
Growth involves stresses and strains. 

Development requires clear-cut objectives an4 goals which are to be achieved or 
attained, and the ways and methods of achieving these. 

Participation is essential for growth. Spoon feeding seldom .brings significant or 
lasting improvement. 

Feedback from a superior to a subordinate and fiom a group to an individual is 
necessary for the recognition of shortcomings and for keeping oneself in touch with 
the progress that has been achieved. 

' An important responsibility of the personnel departments is that of development. 

13.6.2 Objectives and Organisational Climate 

Any hospitality management development programme must aim at achieving the 
following objectives: 

To assure the organisation of availability of required numbers of managers with the 
required skills to meet the present and anticipated future n d s  of.the business. 

To encourage managers to grow as persons and in their capacity to handle greater 
responsibility. 



Block-2.Human To improve the performance of managers at all levels in the jobs that they hold now. 
Resource Development . 

To sustain good performance of managers throughout their careers. 

Management development must relate to all managers in the organisation. It must lead to 
growth and self-development of the organisation. Its focus should be on future 
requirements rather than those of today. Management development must be dynamic and 
qualitative, rather than static replacement based on mechanical rotation. 

A. Dasgupta has given objectives of development of managerial personnel for various 
levels of management. These are given below: 

a) Top Management 

1) To improve thought processes and analytical ability in order to uncover and 
examine problems and take decisions in the best interests of the country and 
organisation. 

2) To broaden the outlook of the executive in regard to his or her role, position 
and responsibilities in the organisation and outside. 

I 

3) To think through problems which may confront the organisation, now or in the 
future. 

4) ?o understand economic, technical and institutional forces in order to solve 
business problems. 

'5) To acquire knowledge about the problems of human relations. 

b) Middle Line Management 

1) To establish a clear picture of executive functions and responsibilities. 

2) To bring about an awareness of the broad aspects of management problems, 
and an acquaintance with, and appreciation of, interdepartmental relations. 

3) To develop the ability to analyse problems and to take appropriate action. 

4) To develop familiarity with the managerial uses of financial accounting, 
~sychology, business law and business statistics. 

5) To inculcate knowledge of human motivation and human relationships. 

6) To develop responsible leadership. 

c) Middle Functional Executive and Specialists 

1) To increase knowledge of business hc t ions  and operations in specific fields in 
marketing, production, finance, personnel etc. 

2) To increase proficiency in management techniques such as work study, 
inventory control, operations research, quality control. 

3) To stimulate creative thinking in order to improve methods and procedures. 

4) To understand the functions performed in a company. 

5) To understand human relations problems. 

6) To develop the ability to analyse problems in one's area or functions. 

Organisational climate means the circumstances or conditions in which the management 
guides the development and growth of people at all levels by training, counselling, 
delegation and communication. This refers to the manner in which things are managed, 
the way people are treated,'the extent of delegation of authority, system of encouraging 
ideas, bitiative and enterprise, opportunity for experimenting and testing new concepts, 
tools and techniques for projection of a company's goals, policies and philosophy. 



Mrmagement development is not possible unless a ~dvourable climate for it is created in Staff Training and 
the organisation. There must be definite, comprehensive and coordinated plan for the Development 
development of managers. It should be drawn after consultation with the people 
concerned and communicated to all those who have to administer and function under it. It 
must begin with the top so that management at that level may set an example. 

13.6.3 Techniques 

You have earlier studied various methods of training workers and supervisors. We shall 
now describe various methods of management development. The emphasis here is not on 
skills but on handling of situations, people and managerial problems. 

These techniques are explained below: 

Planned Progression: under this method, the path of promotion that lies before the 
manager who occupies a given position is blue-printed. The path may-be through the 
successive levels of organisation structure within one department. The path may also be 
traced through 3 or 4 departments providing broad experience and wide opportunities. 

Job Rotation: As the individual moves from job to job he or she receives diversified 
training. This rotation can be of different types: 

Rotation in non-supervisory work situations: Here the individual is assigned to 
predetermined jobs within a list of departments for a given period of time to 
acquaint oneself with a range of activities undertaken by the firm. 

Rotation in observation assignments: Opportunities are created for individuals to 
observe a group of department managers and to acquaint themselves with various 
managerial problems and their solutions. This gives them an opportunity to 'sell' 
themselves and to learn the type of work they would like to do. 

Rotation among managerial training positions: Certain managerial positions are 
designated as training stations which are successfully occupied by trainees. The 
purpose is to give actual supervisory experience in a variety of positions in several 
departments. 

Middle-level rotation in assistant position: The individuals are shuffled as 
assistant managers in several departments to broaden their experience at a high level 
in each department. 

Unspecified rotation among managerial positions: This is aimed at giving 
managers responsible experience in a variety of positions. 

Creation of 'Assistant-to' Position: Here the superior can act effectively as the teacher 
and he can judge the assistant's decision-making and leadership ability. Working in this 
position, the individual broadens his or her viewpoint by exposure to many areas of 
managerial practice. 

Under-study: An under-study is a person selected for one being trained to assume at a 
future time the full duties and responsibilities of the position presently held by his or her 
superior. A hlly trained person would through this system be available to' replace a 
manager during the long absence or illness or on retirement, transfer or promotion. He or 
she-is generally assigned a project which is closely related to the work in the section. He 
or she is deputed to attend executive meetings as a representative of the superior. 

Coaching-counselling: It involves discussion between an employee and the superior on 
matters concerning the employee's personal hopes, fears, emotions and aspirations. It is 
an effective way to get a new subordinate oriented in his or her job. It involves 
continuous analysis of the subordinate's performance by the superior. This enables the 
candidate to understand clearly how the superior operates in matters of inter- 
departmental relationships and personalities. Counselrrng cannot be standardised. It is 
personal in nature. Every executive can coach the persons under him or her even if no 
management development programme exists. 



 lock-2 Human ; Temporary Promotions: The candidate may be moved up to the next rung of 
Resource Development managerial hierarchy and tested for his or her performance and made accountable during 

that period of temporary tenure. 

Committees and Junior Boards of Management: These are cdmposed cf middle level 
managers, selected on the basis of merit-rating who meet regularly and act as "idea men". 
Their proposals are considered by responsible general executive and may be referred to 
the Board of Directors, if found suitable. This broadens the perspective of the members 
and instils in them a sense of responsibility. 

Syndicate: Under this method, a team of persons of mature judgement and proven ability 
is set up with different functional representation so that there is an exchange of ideas and 
experiences. The syndicate is given a task properly spelt out in terms of briefs and 
background papers. Large groups are split into smaller ones of 8-10 persons each and 
discussions are supplemented by short lectures. The teacher acts as a 'resource' person 
rather than as a lecturer. This method enables an executive to acquire a proper 
perspective on his or her job in relation to the activities in areas other than his or her own. 

.Incident Process: Thii is a variant of case discussion. Here only a brief description of an 
incident is given. Participants have to determine what other relevant information to seek 
from the instructor, which he or she gives or has it. 

Sensitivity Training: Members are brought together in a fiee and open environment in 
which participants discuss themselves and their interactive processes. The discussion is 
lightly directed by a behavioural expert, who creates the opportunity for participants to 
express their ideals, beliefs and attitudes. The objective of this method is to provide 
managers with increased awareness of their own behaviour and of how others perceive 
them, greater sensitivity to the behaviour of others and increased understanding of group 
processes. Specifically, it aims at increased ability to empathise with others, improved 
listening skills, greater openness, increased tolerance for: differences and improved 
conflict-resolution skills. 

Management or Business Game$: These are class room simulation exercises in which 
teams of individuals compete with each other in order to achieve a given objective. An 
atmosphere is created in which'the participants play a dynamic role and enrich .their skills 
through involvement and simulated experience. Usually, several teams are formed which 
represent competing units. Teams take decisions on specified matters for each period. 
Based on these decisions the position of each company and the industry as a whole is 
given by the umpire and then decisions are taken again for the next period. The game 
continues for 6 to 12 periods. Business games are designed to teach trainees how to take 

, .management decisions in an integrated manner and in a comparatively short time. 
' 

Participants learn by analysing problems and by making decisions by a trial-anderror 
process. 

In-basket Exercise: This is a variant of simulation. The trainee is provided with a desk 
and a variety of irnmediate'problems in hi or he 'in basket'. His or her reactions and 
decisions become the basis &r3i'%cal evaluation and discussion. 

Transactional Analysis (T.ikjrK6is practice it is assumed that people have three basic 
'states of being - Parent, Child and Adult'. These states or traits are manifest in their 
transactions (dealings) with others through words, manner, appearance and gestures. If 
the Parent trait is strong the person has a tendency to approach transactions as a regulator 
and evaluator of others. Persons influenced by the Child trait tend to feel inferior and 
dominated. Those with the Adult trait view life as it is experienced in reality - one 
figures it out by oneself - not as one was taught (Parent) or how one wished or fancied it 
to be (Child). 

Two persons with the Adult trait will conduct a transaction with thoughts and recognition 
of mutual worth. T.A. W i n g  can lead to modifttd behaviour by providing persolial 



1) Why is training needed in an organisation? 

2) , Discuss on-the-job training methods. 

- ....................................................................................................................................... . 
3) What do you understand by Induction? Describe the importance of Proper Induction 

Process. 

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

4) What do you understand by Induction Process? 

~ ~ - - - -  ~ 

-13.7 LET US SUM UP 

This Unit should have helped you to realise why it is necessary to train new employees 
for their jobs and the old employees for the new jobs assigned to them. It would also 
have helped you to understand how to set up suitable training programmes and execute 
them so that their objectives are achieved. 

You must have understood that training and development are two different aspects and 
need to be handled as different entities. Why it is necessary to develop managers in an 
organisation and how this can be done successfully by training and development was also 
focussed in this Unit. I 

13.8 CLUES TO ANSWERS 

2) See part (a) of Sub-sec. 13.3.4. 
t 

3) See Dasgupta's model in Sub-sec. 13.6.2. 

4 )  Compad your answer with the methods mentioned in Sub-sse. 13.6.3. ' 
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14.0 OBJECTIVES 

After reading this Unit you should be able to: 

list the important motives that influence employee behaviour, 

understand the need hierarchy theory, 

correctly evaluate statements about motivation to work, and 

leam how to create a motivational climate. 

14.1 INTRODUCTION 

Productivity of any organisation, department or work unit depends upon the people who 
work in that unit. Given the same inputs, people can produce more if they work more 
thus increasing the productivity of the organisation, department or work unit. "How to 
make people work more or work better?'is an issue that requires an understanding of 
what motivates people to work (or work more or work better). Similarly it may be 
possible to get people to work more or work better in higher proportions with marginal 
increases in some inputs. This requires an understanding of 'motivation'. In this Unit, an 
attempt has been made to familiarise you with various aspects related to motivation. 

14.2 ISSUES IN MANAGING PEOPLE 

A manager by definition is one who is involved in planning, organising, coordinating and 
executing the various activities of the organisation to achieve its goals. A manager is 
involved in managing workers, materials, processes, and their interactions. While 
managing materials is a function of knowledge of techniques such as planning, financial 
budgeting, resource allocation, PERT, CPM, etc., management of human resources 
requires a knowledge of the nature, behaviour, aptitude and attitude, etc- of human 
beings. 

A manager or administrator is constantly interacting with people. As an administrator he 
or she is interacting with one's subordinate staff in the office, allocating and supervising 
their work, helping them in planning work, providing guidance and counselling, and 
appraising their work. As an administrator he or she is also subordinate to some higher 
authority. This authority may be a board of management, a government officer, a 
managing director, etc. Being subordinate one accepts the decisions of the superiors, 
feeds them back with one's problems, helps them make dwisions, participates in 
planning, carries on the tasks given by them and seeks their guidance from time to time. 
As a professional person, he or she is also interacting with fellow managers and 



specialists, etc. Thus, all interactions with different groups of people influence one's 
administrative behaviour. In order to be an effective manager one needs to understand 
the dynamics of human behaviour. 

One will be able to perform one's tasks better if one has some insights into questions 
such as the following: 

1) Why do people behave the way they do? 

2) What are some of the significant things people look for in their jobs? 

k 3) How could work be designed or human interactions monitored to provide maximum 
satisfaction to people and their needs? 

. 4) How can one understand the motives or needs of a particular employee? 

5) How can a climate be created where the maximum utilisation of human talents is 
possible? 

6 )  How can the staff be helped to perform to their maximum? 

7) How to gain the commitment and Loyalty of an employee? 

8) How can people be retained in the organisation? etc. 

In order to manage human resources effectively, one needs to have insight into the causes 
of behaviour, i.e., how one behaves or would behave in a given situation? A manager may 
come across highly devoted, involved and hard working staff, or lazy, evasive and 
superficial workers. He or she may wonder what to do about the generally less motivated 
staff. If one does not do anything to reward the well-motivated staff one may lose them. He 

! or she may want to help and counsel the staff having motivational problems. Psychologists 
have worked out certain theories to increase the understanding of human behaviour. Some 

I of these theories are discussed in subsequent Sections of this Unit. 
1 

I 
I 
I 
I 14.3 HIERARCHY OF HUMAN NEEDS: MASLOW'S 

I THEORY 

All behaviour is goal-directed. People behave the way they do because of there need to 
achieve certain things. These goals may deal with physiological n&ds, security needs or 
high order social needs. Human beings want things in a certain order of priority. First of 
all, human beings must satisfy their physiological needs like food, clothing, air, etc. 
Until they have enough of these, all their activities will be directed towards obtaining . 
them. Once they have their physiological needs satisfied to an optimal level, a second 
order of needs comes to the surface and directs their behaviour. These are safety and 
security needs. Human beings want to make sure that they will continue to have their 
physiological needs satisfied. For this they require job security and protection from any 
physical dangers, for themselves and their family. I 

Once they have an optimal level of security, a thud order of needs comes into operation 
and directs their behaviour. These are the needs for love, belongingness and acceptance. 
Human beings want affection fiom fellow-beings, often a selected few, and those in their 
immediate environment. Community organisations, worker organisations, professional 
bodies, etc. satisfy this need for belongingness and acceptance by the society. , 
Once the needs for love and acceptance are also satisfied, another set of needs which 
may be called 'high order social needs' comes to the surface and directs the behaviour 
of people. These needs include the needs for achievement, recognition, soeial status, 
power, and influence over others. These are also called 'ego needs' or 'esteem needs'. 

When these social nee& are also satisfied then comes the needs.for underetanding 
one's own abilities and potentials and using them to the maximum. The competition 

Motivation and 
Productivity 



Block 2: Human ~ e s o u k e  and search of satisfaction is from within i.e. to be able to exploitluse one's own abilities 
Development to the maximum potential and know one's self-worth. This is called the 'self actualising 

need'. Most people are struggling with one or more of the needs below this order, and 1 
very few attain this highest motivational level of self-discovery and the need to exploit 
one's own potential. 

The human motives can be organised in the form of a pyramid as shown in Figure I. The 
five categories of needs shown in the figure may be somewhat oversimplified. This 
"need hierarchy theory" was first developed by Abraham Maslow. Hence it is called 
Maslow's Need Hierarchy. Actually, human behaviour is directed by several needs and 
need combinations at any given time. While it is difficult to quantify and separate each 
of them, understanding them in categories like those shown in Figure I, greatly helps 
our conceptualisation of human needs. 1 

I 
I 
I 

Power, prestige and other I 
higher social needs, also called 

ego needs or esteem needs I 

Psychological needs and other basic needs 

Figure I: Maslow's Hierarchy of Human Needs 

We can infer motives or needs from consistencies in behaviour. If a person is all the time 
looking for opportunities to make friends, looking for love and affection and does not 
miss an opportunity to attend parties, get-togethers, etc. and enjoys warmth and affection 
expressed by others, we may infer that he or she has 'affiliation need' or has a high need 
for affection or love and belongingness or acceptance by others. If a person is looking 
constantly for opportunities where he or she can get a position or gain prominence or 
attention then we can infer that he or she has a power need or status need. Thus we make 
inferences on the basis of the goals the individual attempts to achieve. 

However our observations about the motivation or needs of other individuals may not 
always be accurate as some of the motives are changing, and sometimes the goal the 
individual is trying to achieve may be due to more than one motive. For example, a 
person may want to earn money not only for satisfying his or her physiological needs but 
also for gaining more power or recognition. Similarly, a person striving for a political 
position may be motivated by power or by the need to serve others. Thus, behaviour is 
complex and motives cannot be inferred with complete accuracy by observation alone. 
Self-assessment made by individuals helps us understand the motives or causes 
underlying @eir behaviour. 

Most of the working people in our country (employed or self-employed, workers or 
managers) normally have their lower order needs (physiological, security and 
belongingness) satisfied. Their behaviour is mostly directed by the fourth order (power, 
prestige, status, etc.) needs called 'ego needs'. Sometimes these are also called 'esteem 
needs' or 'social motives'. These needs are several in numbers. An understanding of 
these social needs helps us to understand the reasons behind motivation to work. The 
relationship between these social needs or motives and productivity are discussed in the 
next Section of this Unit. 



I 14.4 SOCIAL NEEDS AND PRODUCTIVITY Motivation and 
Productivity 

As you know that the social needs influence the work behaviour of people. If the security 
and safety need is not met, the individual attempts to do things that meet his or her 
security needs. In some cases security is attempted to be achieved by working hard or 
working better. In other cases it-is attempted by efforts to make fast money. In some 
other cases it is attempted by forming unions and associations. The activity which leads 
to the satisfaction of 'security need' will depend on the kind of environment (social, 
political, industrial, etc.) existing in that organisation, city or country. Normally, 
attempts to work better out of need for security is a short-lived hard work. Once the 

I person gets security h e ~ o r  she may tend to relax or may become less hard workfng 
Hence, it is desirable to get people to work hard or work better through higher order 
social needs which are more lasting as they take time to be achieved or by letting them - 

! enjoy the work itself. 

The same rationale holds good for affiliation acceptance. People having a high need for 
affiliation/acceptance, work well if such work satisfies their desire to get love and 
affection from those they value. The moment their affiliation need is satisfied or 
changes, their work pattern may change. It is not desirable to have too many employees 
in an organisation who work hard mainly for fulfilling their affiliative needs. In tourism 
sector this acceptance need will help the employee as it is a service industry with 
maximum interaction, directly with clients. A need for love and affection gives a person 
sensitiveness which will help in the service industry as they are willing to please people 
and see appreciation immediately on their clients' faces or in the client behaviour. 
Therefore, 'affiliation needs' as driving forces behind hard work or quality work cannot 
be completely ignored. It is possible to design a warm and affiliative work environment 
which may stimulate people to work and there is nothing wrong in doing such a thing. In 
fact every work place should fulfil affiliative needs to some minimal degree. 

I 

1 A need for achievement is desirable for every employee. Organisations that promote 
1 achievement motivation in employees tend to do well. Such achievement needs can be 
1 satisfied by giving autonomy to employeks to some degree, recognising and rewarding 

employees' accomplishments. People dominated by this need tend to be entrepreneurs. A 
high need for activity is also desirable for a higher productivity in organisations. 

High need for 'extension' in employees helps social service organisations, government 
departments and voluntary organisations to be more productive. A high need for power 

I and influence combined with extension helps senior managers and chief executives to be 
t more effective. A high need for independence helps a person to grow or may tend to 

channelise the energies of an employee in less productive directions. The usefulness of 
'motive combinations' depends on the nature of the task, the climate of the organisation 
and i2 variety of other variables. The analysis given above is only indicative of the way in 
which different motives tend to operate. Human behaviour and productivity of work 
units are much more complex phenomena and cannot easily be explained by a few 
principles of motivation as all the motivational needs may sometimes get intertwined 
with each other and thus one factor will no longer control the needs. However, some 
minimal understanding may help individuals and organisations to control, influence and 
direct human behaviour in more produotive directions. 

14.5 HYGIENES AND MOTIVATORS 

Some people argue that productivity of an employee depends on his or her job-satisfaction 
and productivity of organisations or their work units can be raised by improvidp the job- 
satisfaction of employees. Unfortunately the relationship between job-satisfaktion and 
productivity is not that simple. It is possible to have highly satisfied workers not giving 
their best to an organisation. This happens when they are not highly motivated to work. 
Absence of dissatisfaction or presence of job-satisfaction does not mean presence of work 
motivation. Henberg, a behavioural scientist, differentiated these factors. 



Block 2: Human Resource Both work-motivation and job-satisfaction are dimensibns that influence the productivity 
Development of any employee. Some factors in the work environment that contribute to job- 

satisfaction do not necessarily ensure motivation. Research has shown that adequate 
salary, good working conditions, job security, physical facilities, mod human relations 
and the quality of supenrrtsion, etc. all contribute to the job-satisfaction of employees. 
Factors such as recognition of work done, status, opportunity for growth, nature of work, 
responsibility and challenge of the task, etc. have been found to play an important role in 

i creating a motivation to work on the part of employees. The first set of factors that 
provide job satisfaction have been called 'Hygienes'. The second set of factors which 
urge the employees to work more and better are called 'Motivators'. Both sets need to 
be considered in order to improve employee productivity. 

'Hygiene' factors are essential for people to work but 'motivators' play an important role 
in helping people to work more and better. The top managers'in organisations as well as 
personnel and Human Resource Development (HRD) departments should understand the 
distinction between the two along with supervisors in all types of organisations. Tfiis 
will help them to create conditions for work-motivation thus leading to more 
productivity. You will read more about the Henberg's Theory in the next Unit. 

14.6 CREATING PROPER MOTIVATIONAL CLIMATE 

While it may be too ambitious for a manager to aim at creating conditions that help 
people reach 'self-actualisation level', a manager will do well in creating conditions that 
keep people away fiom frustrating experiences and keep them constantly striving to put 
forth their best. The following are some dimensions on which the managers can work: 

i) Create conditions where workers' energies are not expended totally in meeting 
their basic needs: In an organisation where, the workers are worried about their 
salaries, housing, safety with the work they are doing, job-security, etc., much 
energy will be wasted in their efforts to ensure these things. If they do not have job- 
security, they may be trying to organise themselves to ensure security. If they 1 

I 

cannot organise, their mental energies may be spent in thinking abaut the poor I 

conditions in which they are living. If the manager cannot help in these matters, at I 
least he or she can be sympathetic to workers and do the little in his or her capacity I 

so that the workers at least have the feeling of security. There are examples of 
managers who work in extremely hstrating conditions but make their workers feel 
happy and at home. 

ii) Create a climate for inter-dependent work rather than dependency: Some 
managers are so creative and skilful that every worker looks up to them for advice 
and constant guidance. Such managers may not be allowing their workers to do 
anything on their own as they expect the workers to work their way. If the manager 
expects every worker to check with him or her and get his or her approval before 
doing anything, then one is creating a climate of dependency. In such a climate, 
workers do only what they are asked to do by their boss, and will not do anything on 
their own initiative. When problems arise, they look to their boss to solve them and 
something goes wrong. Workers may not accept responsibility and will refuse to 
learn from experience, because they have not acted on their own kut on the advice 
of their boss. Thus, the manager is burdened with responsibility and constant 
problem solving. He or she is wasting not only his or,her own energies but also 
those of the subordinates. Paternalistic behaviour creaks dependency in 
subordinates and stifles their creativity and sense of responsibility. Moreover there 
will be no grooming of the subordinates to take over the managerial tasks once the 
manager is promoted. 

An effective manager encourages people to work in a team interdependently. He or 
she does not interfere unless it becomes very necessary and trusts workers and gives 
them freedom to plan out their own strategies for doing things. He or she lets them 
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iii) Create a competitive climate through recognition of good work: Workers look 
to be rewarded for good and innovative work. Rewards &ay not always be in 
financial terms. Even a word of appreciation has great motivating value, although 
indiscriminate appreciation is valueless. 

The manager should acknowledge the contributions of workers in many ways. 
Many managers limit their appreciation to annual appraisal reports, but there are 
many other possible ways. Praising before other dbrkers, giving increased 
responsibilities etc., are some of the mechanisms that can be used. Such recognition 
and public acknowledgements help workers to value their work deriving a sense of 
satisfaction and feeling of importance from it. This goes a long way in motivating 
them to work harder, and creates a sense of competition in them. 

iv) Create a productive climate through persodrrl example: Managers themselves 
need to be motivated and hard working. Workers are constantly looking to their 
boss to set an example. They tend to imitate him or her and the manager's style may 
percolate down the hierarchy. If he is authoritarian and non-trusting, his next level 
workers may attempt to be like him too, Jlltimately creating a climate of suspicion 
and mistrust in the organisation. 

v) Create a climate of approach and problem solving than avoidance: 
Managers can be divided into two types: approachiq ers and avoiding 

confidence, faces them, and works out ways to overcome them with the help of 
inputs from others. The operating style here is to face issues and constantly struggle 
to overcome them. Satisfaction is derived from the struggle itself even if the 
outcomes are not always positive. The avoiding manager sees everything as a 
headache and. the style is to postpone problems or to delegate them to somebody 
else. Workers are quick in imitating this style. Approach-oriented managers do well 
because their workers also develop this style of facing problems. Managers should 
attempt to encourage their workers to be problem-solvers rather than avoiders. A 
manager who can take responsibility himself also initiates his subordinates in taking 
responsibility. Unfortunately, no work gets done unless people accept responsibility 

vi) Motivate individually through guidance and counselling: The above discussion 
points out some general strategies the manager can use in creating a proper 
motivational climate. Besides creating a climate for work, a good manager needs 
to be a counsellor of workers. He or she has to interact with different workers who 
have different need patterns and may also encounter very efficient workers, poor 
workers, problem-creators, and all kinds of individuals. One has to be sensitive to 
these individual differences, needs and motivating factors and work accordingly 

1) What do you understand by Maslow's Need Hierarchy theory? 

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

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

2) How are social needs related to productivity? 

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

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

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

, 

14.7 LET US SUM UP 

In this Unit, we have seen that the productive output of an individual in relation to a job 
is primarily determined by his or her motivational structure. This structure itself is based 
on various types of needs which are constantly changing. Therefore, the key to higher 
productivity lies in creating a proper motivational climate, wherein the employee seems 
to be deriving satisfaction by doing a job. 

14.8 . CLUES TO ANSWERS 

1) Read Sec. 14.3 again and compare your answer. 

2) If social needs are not met the output and productivity are affected because the 
employee remains dissatisfied. See Sec. 14.4. 

3) See point ii of Sec. 14.7. 

i 
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15.0 OBJECTIVES 

After going through this Unit, you should be able to: 

appreciate the concepts related to employee motivation and job satisfaction, 

understand the techniques that can be used for motivating employees, and 

comprehend alternative methods by which jobs can be made more interesting. 

t 15.1 INTRODUCTION 

! 
Employee motivation and job enrichment are described as two management techniques 
used to improve human behaviour and attitude towards work. This is done with a view to 
utilise available human resources more efficiently and thus make human management more 
effective. Just as the employee has certain wants that the organisation is expected to satisfjl, 
the organisation too expects certain types of behaviour usually termed as "Direction" or 

I 
"Motivation". Obviously this managerial function is not so easy as it involves many 
problems. These problems and their possible solutions are the concerns in this Unit. 

Job enrichment is also a motivational problem created by the alienation of employees 
from their work, or by lack of interest in their work. Here the problem is how to make 
the work more interesting, purposeful and acceptable to employees so that they may 
perform it more enthusiastically and 'with a greater sense of responsibility. Like 
motivation this is also a problem of human behaviour and work attitude. In fact both 

I employee motivation and job enrichment are the problems qhich every supervisor and 
r 

manager has to face while managing and making their subordinates work. 

15.2 WHAT IS MOTIVATION? , 

Literally motivation means incitement or inducement to act or move. In an industrial 
setting it means to make a subordinate act in a desired manner so as to achieve certain 
aims. Obviously "desired" implies as desired in the interests of the organisation or 
employer. It implies not only that the subordinate should act in a disciplined manner, but 
also that he or she should act in an efficient and productive manner. To motivate, 
therefore, is to induce, persuade, stimulate, even compel (as when fear becomes the 
motivator) an employee to act consciously or subconsciously in a manner which may 
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Resource Development really comprises all the internal urges which are described as desires, wishes, 

drives, etc. which make a person strive for doing a thing. Motivation is what makes 
people do things. In the US it is commonly described as "making John run". Webster 
defines the term "Motivate" as meaning to provide with a motivation to impel or incite 
one to action. It may be a need, idea, emotion or inorganic state that may prompt one to 
action or work. It is not a matter or manipulation but it is an act of making employees 
work better and effectively by understanding their desireslneeds. 

II Motivation and Incentives 

Motivation is usually not the same as incentive. Regarding incentives we generally expect 
greater output with the same inputs, while motivation usually involves some more inputs 
considered necessary for changing the work attitude md behaviour of the employee. 
Motives or motivation is considered as the expression of a person's inner needs, as they are 
personal but incentives are external in nature and are provided by someone to the person 
conceiWd. Again, financial incentives may not motivate all, particularly those employees 
whose physical needs are already satisfied. Persons with higher earnings may remain 
dissatisfied and frustrated because their employment and working conditions may not be 
conducive to make a person work wholeheartedly and give his or her best. To motivate 
means really to produce a goal-oriented behaviour, which may not be made possible by 
mere provision of incentives with the object of higher earnings and higher output. 

1 Need and Importance 
Need and importance of motivation are too obvious to have a detailed discussion. 
Survival and growth of an undertaking depends considerably on the performance of its 
employees and the performance of an employee depends on two factors, that is (i) his or 
her ability to work and (ii) his or her will to work. The first is determined by the 
quality of education, training and experience that he or she has acquired. Even if there is 
any deficiency in the same, it can be made good by arranging further training, retraining 
and developing facilities for the employee. The second factor i.e. willitgness to work, is 
more difficult to manage as it involves bringing change in the behaviour and attitude of a 
person towards work, or motivating him or her to work in a desired manner and give an 
overall better performance. Motivated workforce is essential for efficient working and 
optimum motivation in personnel management can hardly be better seen than from the 
fact that after planning and organising, motivation is the third important function of a 
personnel manager. In order to make any managerial decision really meaningful, it is 
necessary to convert it into an effective action which the manager can accomplish by 
motivating his or her subordinates. Almost every human problem the manager faces 
throughout the organisation has motivational elements. The manager, therefore, should 
incorporate the principles and concept of motivation into his or her own philosophy of 
management. By understanding and applying them, he or she can influence others in 
attaining a better or positive motivation. 

15.3 SOME COMMON ASSUMPTIONS ABOUT 
MOTIVATION 

Both, the academics and the practising manager have been trying to understand the 
motivational factors since long. The theories that have been put forward regarding 
motivation are still tentative and cannot give any definite conclusion. Some common 
assumptions about motivation are: 

i) It is commonly stated that, it is the subordinates or rank and file among the workers 
or non-supervisory staff in an organisqtion who need to be motivated and not the 
supervisory and managerial staff. The fact is that the latter need to be motivated 
first and it is then that they will be able to motivate their subordinates and other 
workers at the shop floor or front office level. How can a demotivated manager or 
supervisor motivate persons working under him or her? 



ii) Motivation and higher productivity go together. This may be true by and large, but Employees' Motivation and 
individual motivation at the workplace or group motivation, as in the case of trade Job Enrichment 
unions, may not have such a correlation with productivity. 

iii) All motivational techniques are designed and applied by the personnel managers 
and other line executives, who directly control and take work from those under 
them. In fact, the latter are more concerned as it is their primary function to see the 
persons under them work most efficiently. As they are in closer touch with their 
workers they can understand their problems better and also know their needs. If 

I . .  

necessary they can take the advice of the personnel expert or industrial psychologist 
or any consultant. 

iv) Standard theories of motivation developed by psychologists may also apply to 
industrial situations. Most of these concepts and theories have been developed by 
the study of human material other than the industrial personnel, and so their 
application to the latter may not provide dependable results. 

i 
t 
? 
f 
t 

1 
15.4 TYPES OF MOTIVATION 

I In the industrial or service set-up motivation may be intrinsic as well as extrinsic. 
I Intrinsic motivation is related to the job one is doing. When a skilled operative 

I performs a job well, he or she derives a sense of satisfaction. This is intrinsic motivation 
which satisfies the creative instinct in a person and gives an inner satisfaction due to 

L 
some sort-of achievement. 

i Extrinsic motivation is external to the job or task. For example, financial incentives for 
doing a job well or giving higher wages may motivate the workers. Other external 

I , motivators are praise from the superior for good work, recognition of good 
by the company in the form of public citation and award, admiration of fellow workers, 
and improved working conditions, more power and authority and other facilities. 

Determinants of Motivation 

The traditional approach that humans could be made to work by monetary rewards has 
been gradually giving place to a more complete pluralistic explanation which recognises 
that humans work to fulfil a variety of needs. It is recognised that motivation is the result 
of the followingthree groups of factors: . 
i) Individuals: To know what can motivate employees we m.ust know their aims, 

objectives and values. Human needs are both numerous and complex, and often it is 
difficuit to identify and categorise them. Motivation is not an easily observed 

' phenomenon. We have first to observe individual action and behaviour at work and 
interpret the same in terns of some underlying motivation. Our interpretation may 
not necessarily reveal the: individual's true motivation, as some of the human needs 
may be difficult to describe and identify. 

ii) Organisational Components: Organisation structure, technological system, 
physical facilities etc. which constitute' internal environment of an organisation 
affect employee motivation. Some machines are more interesting to work with than 
others; or certain kinds of work may be boring to many persons. 

iii) External or Exogenous Variables: A worker's life outside the organisation i.e. 
'employee's social life is also an important factor affecting the employee's motivation 
or willingness to work in the organisation. Troubles and joys of off-job life cannot be 
totally put aside when reporiing for work, nor can, the organisational matters be 
completely dropped after returning home. A strong motivational role is also played by 
culture, customs and norms, images and attributes cdnferred by society on particular 
jobs. An individual for example may find that his or her work commands a substantial 
degree of respect and social acceptance quite apart from holding a position in a 
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particular organisation, and so he or she may be more willing or motivated to perform 
such a work. Yet there are certain indications through which you may decide who 
can be considered a motivated worker, like: 

a) One who wants to come to work and works willingly. 

b) When at work one gives ones best. 

c) One has a definite sense of belonging and pride in the organisation and in the 
improvement of management effectiveness. 

Similarly, some common indications of demotivation are: 

a) Increasing absenteeism among employees and excessive labour turnover. 

b) Low output and productivity. 

c) An increasing rate of accidents and wastage of raw material. 

d) Rank indiscipline. 

e) Frustration and unrest in the workforce. 

f) Defiant and violent behaviour -of employees at or outside the workplace, and 
frequent confrontation or argument with supervisors and managers. 

g) Non-cooperation and strikes, etc. 

Frustration, which is the most common manifestation of demotivation may be caused by 
erosion of real wages due to rising prices and unsatisfactory personnel administration. 
But whenever it develops, an employee will either seek a better job elsewhere if he or 
she can or will develop a sense of apathy towards the organisation and work so that he or 
she would do as little as possible. Other demotivation consequences of frustration may 
be as illustrated in Figure I. 

Fight Internal Withdrawal Aggression 
(Change of Employment (Apathy, Alienation etc.) 
Resignation etc.) 

External (Individual Group or Unionised) 

Towards the management Towards innocent Intemalised (Resentment, 
(protests & strikes etc.) other persons and objects Hostility) 

Figure I: Frustration at the Work Place 

15.5 ZHEORIES OF MOTIVATION 

Although no area of personnel management has been more debated than motivation, the 
latter has been and still is an important area, where considerable research is being 
conducted by psychologists, behavioural scientists and management scholars. Based on 
this research many theories of motivation have been formulated. Some of the important 
theories which try to provide explanations of the behaviour outcome are as below: 

i) B.F. Skinner's Theory of Operant Conditioning or Behaviour Modification 
Theory: According to this theory people behave h e  way they do because in past 
circumstances they learned that certain behaviour was associated with pleasant 



outcomes, while certain other behaviour was associated with unpleasant outcomes. Employees' Motivation and 
In other words behaviour of a person depends upon its consequences. In simple ~ o b  Enrichment 
language this is a theory of learning, i.e. how to make a human being learn what is 
positive or desirable behaviour? This feeling can be induced by introducing some 
favour at the end of some positive behaviour, thus strengthening the urge to repeat 
the behaviour. Skinner did not make any research in the field of industries, but he 
conducted his researches to study learning process among rats, and also 
experimented with school children and found that stimulus for desirable behaviour 
could be strengthened by rewarding it at the earliest. In the industrial situation, the 
relevance of this theory may be found in the installation of some type of incentives. 
More immediate is the reward, and the stimulation or the motivation it creates. 
Withdrawal of reward in case of substandard work may also produce the desired 
resuIt. However, researches show that it is generally more effective to reward 
desired behaviour than to punish undesired behaviour. 

ii) McClelland's Need for Achievement Theory: This theory has particular reference 
I to industrial enterprises, as the achievement motive naturally has much to do with 

I 
the success and failure of an enterprise. In the US maximum research-kas been 

I 
conducted on the achievement motive. According to McClelland the three human 
needs are need for affiliation, need for power and need for achievement. His 
theory postulates that some people are much more achievement minded than others 
and they attain job satisfaction, and derive a special kind of joy in attaining an 
objective successfully or accomplish a challenging job or completing a job of great 
responsibility rather than receiving a monetary or other reward. According to him 
need for achievement or self-actualisation is the strongest and lasting motivating 
factor, particularly in case of persons whose power needs are satisfied. McClelland 
stated that the motivational pattern and factors are influenced by sne family, friends, 
culture, social attitudes and other similar factors. And achievement motivated 
people are usually not as much money hungry as they are for achievement and 
accomplishment. This type of motivation may be seen more among people with 
higher technical skill and professional knowledge, than in labour intensive 
traditional organisations. 

iii) Abraham H. Maslow's Need Hierarchy or Deficient Theory of Motivation: You 
have already read in Unit 5 about Maslow's theory. The crux of Maslow's theory is 
that human needs are arranged in a hierarchy composed of five categories., The 
lowest level needs are physiological and the highest levels are the self-actualisation 
needs. Maslow starts with the formulation that man is a wanting animal with a 
hierarchy of needs, of which some are lower in scale and some are in a higher scale 
or system of values. As the lower needs are satisfied, higher needs emerge. Higher 
needs cannot be satisfied unless lower needs are fulfilled. A satisfied need is no 
longer a motivator. The hierarchy of needs at work in the individuals is today a 
routine tool of the personnel tradt?, and whkn.these needs are active they act as 
powerful conditioners of behaviour - as motivators. 

Hierarchy of Needs: The main needs of a person are five i.e. physiological needs, 
safety needs, social needs, ego needs and self-realisation or self-actualisation needs, 
as shown in order of their importance and working in the following two Models. 

Self-Actualisation 

The above five basic needs are regarded as striving needs which make a person do 
things. The first model indicates the ranking of the different needs. The second is 

Esteem I 
Belonging 

Safety I 
Physi:logical 

Model I 
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more helpful in indicating how the satisfaction of the higher needs is based on the 
satisfaction of the lower needs. It also shows how the number of persons who have 
experienced the fulfilment of higher needs gradually tapers off. 

Social Needs 

Physiological Needs 

Model I1 

1) Physiological or Body Needs: The individual moves up the ladder responding 
first to the physiological needs for nourishment, clothing and shelter. These. 
physical needs must be equated with pay rate, pay practices and to an extent 
with the physical conditions of the job. 

2) Safety/Security: The next in order of needs is safety/security need, the need to 
be free from danger, either from other people or from environment. The 
individual wants to be assured, once his or her bodily needs are satisfied, that 
they are secure and will continue to be satisfied for the foreseeable future. The 
safety needs may ,take the form of job security, security against disease, 
misfortune, old age, etc. as also against industrial injury. Such needs are 
generally met by safety laws, measures of social security, protective labow 
laws and collective agreements. 

3) Social Needs: Going up the scale of needs, the individual feels the desire to 
work in a cohesive group and develop a sense of belonging and identification 
with a group. He or she feels the need to love and be loved and the need to 
belong and be identified with a group both within the organisation and in the 
society. In a large organisation it is not easy to build up social relatioils. 
However, close relations can be built up with at least some fellow workers. 
Every employee wants to feel that he or she is wanted or accepted by the 
society where he or she belong or want to belong. 

4) Ego or Esteem Needs: These needs are reflected in our desire for status and 
recognition, respect and prestige in the workgroup or workplace, such as is 
conferred by the recognition of one's merit by promotion, by participation in 
management and by the fulfilment of a worker's urge for self-expression. Some 
of the needs relate to one's self-esteem, e.g. need for achievement, self- 
confidence, knowledge, competence, etc. On the job, this means praise for a 
job well done. But more important, it means a feeling by the employee that at 
all times he or she has the respect of his or her supervisor as a person and as a 
contributor to the organisation's goal. 

5 )  Self-realisation or Self-actualisation Needs: This upper level need is one 
which when satisfied makes the employee give up dependence on others on the 
environment. The person becomes growth-oriented, self-directed, detached and 
oreative. This need reflects a state defined in terms of the extent to which an 
individual attains his or her personal goal. This is the need, which totally lies 
within oneself and there is no demand from any external situation or person. 



To quote Maslow, "A musician must create music; an artist must paint, a Employees' Motivation and 
poet must write, if he is to be ultimately happy. What a man can be, he Job Enrichment 

must be. This need we may call self-actualisationn. The person has "the 
desire to be more and more what one is, to become everything what one is 
capable of becoming". In practical terms, in an organisation one seldom 
achieves self-realisation. However, the creativity of a person in producing mew 
and practical ideas, in bringing about productivity, innovation and reducing 
costs might satisfy some of these needs. 

By and large Maslow's analysis is significant, and he may also be correct in 
saying that saturated basic needs act as disincentives, but his reasoning is not 
free from flaws. For the majority of industrial workers or executives even basic 
needs are never satisfied fully. These needs are recurrent and some of them are 
fairly constant. They may vary, say from a small flat to a bigger flat, or from a 
small car to a bigger car, but all the same they are there. Moreover, as observed 
earlier, the industrial scene is hardly conducive to satisfying higher needs, 
particularly the one of self-actualisation. A highly dedicated and committed 
executive may have a highly developed sense of responsibility, but may not 
have the need for self-actualisation. 

iv) Herzberg's Two Factor or Hygiene or Maintenance Theory of Motivation: 
According to Herzberg, one has two different categories of needs which are 
essentially independent of each other and affect ones behaviour in difkrent ways. 
When people are dissatisfied about their jobs, they are concerned about the 
environment i.e. the job conditions in which they are working. On the other hand, 
when people feel good about their job, this. has to do with the work itself. Herzberg 
calls the first category of needs hygienelmaintenance factors because they describe 
one's environment and serve the primary purpose of maintaining a reasonable level 
of job satisfaction. He calls the second category of needs as motivators since they 
seem to be effective in motivating people to superior performance. Hygiene factors 
include company policies, administration, supervision, working conditions, 
interpersonal relations, wages and allowances, status and security. Motivators or job 
content factors include achievement, recognition, increased responsibility, 
challenging work, growth and development. According to Herzberg both the sets of 
factors work in one direction only. Absence of hygiene factors may dissatisfy the 
workers but will not demotivate them. Similarly, in the presence of motivators, 
workers may be motivated, but their absence does not make them dissatisfied. 

Henberg's theory and observations are based on the information collected by him 
and his colleagues by interviewing 200 engineers and accountants in the late fifties 
at Pittsburg in order to assess what motivated them in their work. Obviously this 
was a group of employees whose lower needs, i.e. physiological, safety and even 
social needs by and large were satisfied and so they could be motivated by the 
remaining two higher needs, i.e. esteem and self-actualisation. Henberg's theory 
may, therefore, be relevant for better-paid executives. Moreover, it has to be 
understood that some maintenance factors for one person can be motivational 
factors for another and vice versa. Hardly any organisation can offer unbounded 
opportunities for personal growth to its executives. So a middle way has to be 
found. 

) Alderfer's ERG Theory of Motivation: Taking Maslow's the'ory as the starting 
point, Clayton Alderfer has built up a theory which he claims has realistic 
application to a work organisation. According to him, Maslow's five levels of needs 
can be amalgamated into three, i.e. "existence relatedness and growth" resulting 
in his approach being termed ERG Theory. His Existence Needs include all forms 
of physiological and safety needs or Maslow's first two level needs. Related Needs 
include relationship with other people (Social Needs of Maslow's third level) and 
that part of Maslow's fourth level @teem Needs) which are derived from other 
people. Growth Needs, like Maslow's notion of self-actualisation, are concerned 
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with the desire to be creative and to achieve full potential in the existing 
environment. 

Alderfer's theory conceives of ERG needs along a continuum thus avoiding the 
implication that the higher up an individual is in the hierarchy the better it is. 
According to him different types of needs can operate simultaneously, and if a 
particular path towards the satisfaction is blocked, the individual will both persist 
along that path and at the same time regress towards more easily satisfied needs. In 
this way, he distinguishes between chronic needs which persist over a period and 
the episode needs which are situational and can change according t o  the 
environment. 

vi) V.H. Varoom's Expectancy Theory: According to Varoom, an individual's level 
of performance is determined by one's preference for particular goals. He calls level 
of performance as the first level outcome and preference for a goal as second level 
outcome. An individual's preference for a particular goal which Varoorn calls 
Valence can be positive or negative, or zero, depending on whether the individual 
prefers to attain the goal, or not, or it can be zero, if he is indifferent towards the 
outcome. 

The degree to which the individual believes that his first level outcome 
(performance) leads to the second level outcome (preferred goal) is a subjective 
probability estimate which Varoom calls Instrumentality. The combination of 
Valence of the Goal and the Instrumentality determines the importance of level of 
performance. Another major variable in the Varoom's motivatiorfal scheme is 
Expectancy which like Instrumentality is also a probability estimate, in other 
words an individual will relate whether an effort in a particular job will give the 
desired performance. The former relates efforts to the level of performance. And the 
latter relates performance to the preferred goal i.e. relate a particular level of 
performance to some reward. Expectancy will depend on the requisite skill and 
abilities of the individual, as also on his perception of the most appropriate way of 
obtaining his objectives. 

Thus, what the individual does will depend on a three step thought process (i) How 
important are the various second level outcomes (preferred goal)? (ii) Will the first level 
outcome (level of performance) lead to second level outcome or preferred goal 
(instrumentality)? (iii) Will existing effort in fact achieve high performance 
(Expectancy)? Although Varoom's theory does not directly contribute to the techniques 
of motivating personnel in an organisation, it is of value in analysing organisational 
behaviour. It also points out that people can differ greatly in how they size up their 
chances for success in different jobs. Therefore, to motivate people, it is just not enough 
to offer them some rewards. They must also feel reasonably convinced that they have the 
ability to obtain the reward. 

As far as the hospitality sector is concerned this is still open for further research. 

15.6 MOTIVATION OF EMPLOYEES IN ACTUAL 
PRACTICE 

These two expressions are not synonymous or interchangeable as may be clear from the 
definition and nature of motivation explained earlier in this Unit. But the fact remains 
that a motivated group of workers generally has a high degree of morale. Morale is a 
compqsite attitude of various individuals employed by a company. It is generated by the 
group'\pnd may be considered as a by-product of the group. It is not an average of 
individual attitudes. M.S. Viteles defines morale as "an attitude of satisfaction, with a 
desire to continue in, and willingness to strive for, the goals of a particular group or 
organisation". Milton Blum describes morale as "the possession of feeling of beimg 
accepted by and the belonging to a group of employees through adherence to a 
common goal and confidence ia the desirability of these goals". Put simply, morale is 



a group concept, while motivation is largely an individual concept. Morale is the EmployeeslMotivationand 
summation of feeling of employees as a group towards various aspects of their work job, Job Enrichment 
the company, working conditions, fellow workers, supervisors and so on. If the attitude 
of employees towards all these aspects is more positive than negative, the morale of the 
group can be said to be high, otherwise it is low. Some of the important components and 
determinants of morale are (a) a feeling of togetherness, (b) need for a clear goal or 
objective to be achieved, (c) expectation of success towards the attainment of the goal, 
(d) feeling of each member within the group that each individual has a meaningful 
task to perform for achieving the goal and whatever may be the job assigned to the 
individual it matters and (e) supportive and stimulative leadership. All these 
determinants of morale are equivalent to that of job satisfaction which is a precursor of 
morale. However, the two differ as the term job satisfaction is used for an individual and 
morale for groups. 

An enlightened management should be conscious of the need for assessing the morale of 
its employees by opinion poll or attitude survey from time to time. Low morale can be 
caused by factors beyond the control of the organisation. However, employee morale can 
be boosted up by (a) better methods of working in which employees or their 
representatives may have a bigger say, (b) utilisation of incentive schemes with the 
widest possible coverage, and (c) consultative and participative style of management. 

What Demotivates or Demoralises the Employees? Well, there are some management 
practices which affect the morale and motivation or willingness of employees to give 
their best or work in the desired manner. Some of these practices are: 

,a) Under assignment: If a skilled person is assigned an unskilled or routine job, it 
may cause frustration or job dissatisfaction and thus demotivation. 

b) Over assignment: If a good worker is overloaded to the point where he or she feels 
being exploited, this may make him or her lose interest in work. In big 
organisations, it is rather a common practice to pick up good workers as others 
cannot be trusted or dependeif upon. 

c) Buckmastership: Superiors or leaders avoiding hard work themselves and passing 
on the same to their subordinates, and then finding fault with them is a common 
management practice which may erode employee motivation. 

d) Coercive types of control or supervision which may give, the employee a feeling 
that he or she is not being trusted may also deyotivate or erode his or her interest in 
the work. Some control no doubt is essential but if it is too coercive resulting in 
frequent warnings or punishments, or withdrawal of facilities to chasten the 
employee, morale and motivation of the employee may go down. 

e) Manipulative behaviour ofithe management which may take the form of divide and 
rule policy or tactics, making promises which are not fulfilled, encouraging 
groupism and so on may also have a demotivating effect. When employees perceive 
such behaviour, they naturally cease to work and lose interest in the same. 

15.7 JOB ENRICHMENT - MEANING, NATWRE AND 
OBJECTIVES 

Job enrichment is a term used often for the process of achieving and improving the 
"quality of work life". Henberg describes job enrichment as that type of improvement 
in the context of the job which may give a worker more of a challenge, more of a 
complete task, more ~esponsibility, more opportunity for growth, and more chance 
to contribute his or her ideas. The need for such an improvement in the job content is 
being stressed by the social and behavioural scientists. This is because excessive job 
specialisation introduced by scientific management and advancing modern technology 
has been dehumariising thef;work by making the workers job meaningless, routine 
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repetitive, removing all challenges from it and making the worker a part of the machine 
cultwe. As human capabilities are not being fully utilised under such conditions, it is 
creating frustration among the workers and alienating them from their jobs. The 
increasing alienation of workers from their jobs is creating a serious human relations 
problem. Some organisations have been trying to solve the problem of excessive job 
specialisation by periodic job rotation to provide variety, but this has not proved 
adequate to reduce work boredom and monotony. 

In recent years, considerable research has been undertaken with respect to more unusual 
and seemingly risky chGges in job content. Among these are job enlargement, job 
enrichment and semi-autonomous groups. 

Job Enrichment and Job Enlargement: Both these changes involve redesigning of the 
job and have the objective' of humanising work by introducing more variety in work, 
increasing responsibilities, and making work more interesting, challenging and 
motivating. Job enlargement implies additions of more functions and increasing the 
variety of tasks and duties to reduce monotony. ~ u t  the additional responsibilities 
involved are of a horizontal nature, Job enrichment i-nplies an improvement in the 
quality and variety of work, and the additional responsibilities are of a critical nature 
encompassing self-growth by introducing motivators. Again the job enlargement merely 
makes a job structurally bigger, while job enrichment provides the opportunity for the 
employees' psychological growth. -The job enrichment approach to job designing is, 
therefore, more often recommended by the behaviourists. 

15.8 HOW TO ENRICH JOBS? 

Usually job enrichment is undertaken at the management initiative, often with the 
assistance of behavioural scientists as consultants for analysing the content of the job 
and designing a new job-structure. The management's initiative is aroused by its 
perception of workers' apathy and indifferent performance, high rate of absenteeism, and 
other symptoms which indicate that workers do not like the jobs they are doing. 

There is no one way of enriching a job. The technology and the circumstances dictate 
which techniques or combination of techniques could be appropriate. According to 
Tripathi, some of the important technikpes followed are: 

i) Rotation of tasks, broadening of qualifications of skills and responsibilities, 
enhancement of the intrinsic interest of the job and removing or lessening 
supervision. 

ii) hcreasing responsibilities of individuals for their own work. 

iii) Giving employ='es more scope to vary the methods, sequence and pace of their 
work. 

iv) Giving a person or a work group a complete natural unit of work i.e. reducing task 
specialisation. 

v) Removing some controls form above while ensuring the individual or groups are 
clearly accountable for achieving targets or standards. 

vi) Allowing more say or influence in setting targets and.the standard of performance. 

vii) Giving employees the control information that they need to monitor their own 
performance. 

viii) Encouraging the participation of employees in planning work, innovating new 
techniques and reviewing results. 

ix) htroducing new and more difficult tasks not previously handled. 



I x) Assigning individuals or groups specific projects which' giv5 them more Employees'Motivationand 
responsibility and help them to increase their expertise. ~ o b  Enrichment 

E xi) Making crisis decision iq problem situations rather than relying on the boss. 

As observed by Edwio B. Flippo the most critical core dimension of job enrichment is 
that of job autonomy. It is certainly the critical difference between job enrichment and 
job enlargement. The autonomy is created through a process of "vertical loading" that is, 
the worker is given self-management rights in multiple areas. In various progrqmes 
such additional responsibilities include setting one's own work schedule and work break, 
in establishing work methods, making one's own quality checks, varying the work break, 
in establishing work methods, changing duties with others, setting priorities as to work 
performed, making crisis decision in problem situations rather than relying on the boss 
and training less experienced workers. 

A recent survey of 58 companies with job enrichment programmes has revealed that two- 
thirds felt that product quality had improved and half said that employee turn-over was 
down to an average of 18%. Over one-third reported decrease in absenteeism by 16%, 
and one-third indicated that employee satisfaction had improved with grievances 
dropping by 16%. 

Despite the well-developed theories and many reports of programme success, one can 
say that job enrichment is not a panacea. When a large insurance company attempted to 

- 

introduce job enrichment, 82% of the affected employees reported liking the jobs, but 
alinost as many as 68% stated that the employees' morale was lower because they were 
not being paid in proportion to increased duties. Success of job enrichment process is 
influenced by employees' growth need. Those high in the need for achievement are more 

-likely to respond to job enrichment opportunities, and employees with low achievement 
needs are often unaffected by these changes. A person with high achievement needs is 
one who feels a need to accomplish something important, to compete against a 
challenging standard of excellence and prefers to receive a clear feedback of results. 
Again, employees who are younger and more educated are more responsive to job 
enrichment. The fact that all employees are not alike in their growth needs is further 
indicated by another survey of some 1500 employees which reveals that collar 
employees ranked 'interesting work' as most important. On the other hand, blue-collar 
employees ranked 'interesting work' in the seventh position, after such items as security, 
pay, helpful co-workers, and clearly defined responsibilities. Hence, management should 
not assume that job enrichment would be a success with all employees. 

' i 

t 1) Discuss the different types of motivation. 
i ..................................................................................................................................... 
C 
! ...................................................................................................................................... 
i 

2) Describe Maslow's need hierarchy. 

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

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

3) Mention the factors that improve motivation and morale. 

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

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

4) How can jobs be enriched? 

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

..................................................................................................................................... 
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15.9 LET US SUM UP 1 
Willingness to work is as important a component of one's performance as his or her ability 
to work, if not more. Motivation means not only willingness to work but also willingness to 
work in a desired manner which may help to attain organisational objective. The incentive 

. can be meant to motivate employees to better performance. Importance of motivation as 
management function is obvious from the fact that it is an essential pre-requisite for the 
survival and growth of an organ~bation, which largely depends on the effective utilisation 
of the workforce. And it is not possible unless the workforce is motivated adequately. 
Every human problem has a motivational element. Apart from other characteristics, 
motivation is a situational and complex problem as it relates to human behaviour and' 
attitude towards work, which is subject to change and so difficult to predict. 

Employee motivation is intrinsic as well as extrinsic because it is affected by elements 
present both within and outside the job. This is confirmed by motivation theories 
formulated by social and behavioural scientists. Some of these theories indicate the 
factors including human needs, which influence employee motivation, particularly 
Maslow's and Henberg's theories of motivation which have been discussed in this 
Unit. However, in practice employees' attitude and behaviour at work are influenced 
considerably by organisational structure and its working and quality of work life. They 
are also influenced by personnel problems like recruitment, selection, promotion and 
transfers, wage and salary administration, handling of conflicts, grievances and 
disciplinary cases, and employee welfare. 

The need for job enlargement and job enrichment has arisen from the increasing alienation 
or workers from their job monotony and boredom created by advancing modem technology 
and specialisation. The management tries to improve the jobs horizbntally (job 
enlargement) or vertically (job enrichment) on perceiving workers' apathy or indifferent 
performance, high rate of absenteeism, and other symptoms indicating that the workers do 
not like their jobs even when they are rewarded adequately for the same. Important job 
enlargement and enrichment techniques used are: additional job functions, rotation of job 
tasks, broadening of qualifications or skills and responsibilities, increasing job autonomy 
by lessening or removing supervision, enhancement of the intrinsic'interest of the job, etc. 
Experiments have been made to improve the quality of work life by enriching or enlarging 
the jobs with such good results as increased output, decreased absenteeism, dropping 
grievances, and increased employee satisfaction. However, the response of blue-collar 
employees and employees with low growth needs was not encouraging. Yet, both are used 
extensively in hospitality and tourism industry for a variety of reasons like: lack of 
availability of trained manpower in destination zones, to provide better customer c w ,  
seasonal nature of employment, small size of tourism firms, etc. 

15.10 CLUES TO ANSWERS 
.1 

Some Activities 

1) Identify your own motivators in order of priority. 

2) Visit any tourism f m  or hotel and assess the motivating or demotivating 
factors among the employees. 



UNIT 16 CAREER PLANNING 

Structure 

Objectives 
'Introduction 
What is Career Planning? 
Why Career Planning? 
Responsibility for Career Planning 
Process of Career Planning and Development 
Limitations of Career Planning . 
What makes Career Planning a Success? 
Let Us Sum Up 
Clues to Answers 

16.0 OBJECTIVES 

After going through this Unit, you should be able to: 

know what career planning is and how it differs from manpower and succession 
planning, 

understand the needs, purposes, objectives, advantages and limitations of career 
planning, 

describe the process of career planning and development, and 

delineate the conditions under which career planning can succeed in an 
organisation. 

16.1 INTRODUCTION 

This Unit has been prepared with the object of explaining the concept and management 
technique of career planning. Why should t1;is be considered as an essential aspect of 
managing personnel and for obtaining optimum performance from them is also discussed 
in the Unit. One should also appreciate that achievement of organisational development, 
increased productivity and fulfilment of corporate objectives can be possible only if the 

1 employees of the organisation get a feeling of satisfaction and achievement, and feel part 
L of that organisation. Normally, in all organisations, whatever may be their structure, 
t employees have aspirations to advance and grow in their organisation, and also a desire 

to achieve a sense'of fulfilment. Unless these aspirations and desires of employees are 
taken care of, the organisation cannot be taken to higher levels of efficiency and 
productivity. The strength and vitality of any organisation depends on the fact that 
whether its employees are convinced that they will also stand to gain thereby, not only in 

- financial and other tangible terms but also emotionally and mentally. One way to achieve 
all this is a well thought-out system of career planning. 

16.2 WHAT IS CAREER PLANNING? 

Career Planning essentially means helping the employees to plan their career in terms of 
their capacities within the context of organisational needs. It is described as devising 
an organisational system of career m e m e n t  gnd growth opportunities from the 
point of entry of an individual in emptayment to the point of his or her retirement. 
It is generally understood to be a management technique for mapping out the entire 
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career of young employees in higher skilled, supervisory, and managerial positions. 
Thus, it is the discovery and development of talents, planned deployment and 
redeployment of these talents. Some writers on organisational matters have described it 
as the regulation of "blue eyed" jobs. It is also described as a process-of synthesising and 
harmonising the needs of the organisation with the innate aspirations of the einployees, 
so that while the latter realise self-fulfilment, the formers effectiveness is improved. 1 
Literally, a career can be defined as a sequence of separate but related work activities 
that provide continuity, order and meaning to a person's life. It is not merely a series of 
work-related experiences, but consists of a series of properly sequenced role 
experiences, leading to an increasing level of responsibility, status, power, and rewards. 
It represents an organised path taken by an individual across time and space. In the case 
of an employee, career planning provides an answer to his or her question as to where he 
or she will be in the organisation after five years or ten years or what the prospects of 
advancing or growing are in the organisation or building the scope for his or her w e e r  
there. Career planning is not only an event or end in itself but also an ongoing 
process for development of human resources. In short, it is an essential aspect of 
managing people to obtain optimal results. I 
Difference between Career and Manpower Planning 

Assessment of occupational and career choice, 

Personnel astssessment, and 

Annual appraisal and development programme. A# 

The two expressions, that is, Career Planning and Manpower Planning, should not be 
treated as synonymous. The latter enables the personnel department of an organisation to 
report on the inventory of skills and potentials available in the organisation. The former 
enables it to say who on the basis of performance and potentials appraised and evaluated, 
could be groomed for or fitted in higher level assignments, and where, when, and how? 
(i.e. after what kind of training by way of job rotation, job enlargement, informal and 
formal training or learning process). Again manpower planning provides higher 
management the data on what, by way of human resources, is immediately available 
within the organisation if certain conditions change such as expansion of the existing 
business, a technological innovation, a new service, a new branch opening, a new line of 

Career Planning and Succession Planning 

1 

These two expressions are not synonymous, but they are similar. Succession planning is 
genei-ally required for higher level executives, while career planning covers executives at 
all levels including highly skilled employees and operatives. Both have the same 
requirements and implications as Management Development Programmes for the 
executives. Generally, career planning in an organisation means that it has a succession 
plan for the higher-level executives. The successidn plan involves identification of 
vacancies that are likely to occur in the higher echelons, and to locate the probable or 
likely successors. In career planning we may have charts showing the career paths of 
different categories of workers. These charts show how they can advance up in the 
organisation. The succession plan, on the other hand is generally reduced to a "runner up 

production, etc. Career planning gives only a picture of the succession plan and of 
the potentials for the development of the persons already in position for the future 
manpower needs caused by retirements and other casualties, and future 
developments. An organisation has to build theoretical career ladders for all key and 
important employees. If important i.e. hard working and capable employees have to be 
retained, their aspirations for growth have to be satisfied. However, there cannot be 
effective manpower planning if there is ineffective career planning in the organisation. In 
other words, career planning is an integral part of the manpower planning which in turn 
is an important part of the business or corporate 'planning. I 

.( 

An effective organisational career planning process should include the following: 1 



chart" or "succession chart" in respect of a particular position which may take the 
following form: 

(Due to retire at the age of 60, a year hence) 

SI. Name Current Designation Age Colour Code 

1 Mr. A Director (Production) 56 Blue 

1 2 Mr. B . Director (Marketing) - 53 Red I 
1 Ms. C . Director (Planning) 54 Green 1 . 

Mr. D Director (Personnel) 5 1 White I 
5 Ms. E Director (Finance) 55 White I 

Code: Green Ready now 
Blue Ready in three to five years 

Red Ready in three to five years 
White Not likely to be qualified, but would be the best available if others do not make even the 

white grade. 
Note: The chairman of the Board of Directors will have some such document in his personal custody, as 

it might help him to identify a successor to fill the post of Managing Director when the latter 
retires. 

Figure I: Succession Plan in Company X for Managing Director 

(Retiring after two years) 

SI. Name Current Designation Age Colour Code 

1 Mr. X Manager (Personnel) 54 ~ Red 

1 2 Mr. Y ' Chief Industrial Relations Officer 5 8 Blue 1 
3 Ms. Z Chief Organisation Development Officer 54 Green 

Note: Z will be the obvious choice, but in order to avoid supersession of Mr. X and Mr. Y, the compatly 
* 

might resort to open market recruitment: 

Figure 11: Succession Plan for General Manager (Personnel) 

a) Unskilled (worker)-Semi skilled-Skilled-Highly skilled-Foreman. 

b) Junior Clerk-Senior Clerk-Assistant-Section Oficer-UnderDeputy Secretary 

c) Supervisor-Assistant Manager-Deputy Manger-Manager-General Manager 

d) Labour Welfare Officer-Personnel Ofticer-Chief Personnel Oficer-Assistant 
Personnel Manager-Personnel Manager-Director (Personnel) 

e) Lecturer-Assistant Professor-Associate Professor-Professor DeanMead of the Faculty- 
Pro-Vice-chancellor 

Figure 111: Career Paths for Various Types of Jobs 

Advancement on the above career paths may b time bound, as and when vacancy arises, 
based on seniority, merit, seniority-cum-merit, b erit-cum-seniority, etc. However, in the 
corporate world of today mergers and takeovers have a bearing on both career planning 
and succession planning, particularly in the hotel industry: 

16.3 WHY CAREER PLANNING? 

The need to plan for an employee's career is caused by both economic and social forces. 
If the organisation is to survive and prosper in an evkr changing environment, its human 
resource;-must be in a constant state of development. A planned programme of internal 
human resource development pays greater dividends than relying upon chance, or frantic 
outside recruitment when needs seem to arise suddenly. Moreover, too many employees 
retire on the job when there is no managerial concern for proeer career progression. 

Career Planning 
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Resource Further, work is losing its premier position as the sole value to be sought in life by most 
employees. The employees are beginning to insist that the work demands should be 
effectively integrated with human needs for personal growth, expectations of one's 
family, and ethical requirements of society. However, it is ironic that what is most 
precious to the individual in so far as work is concerned, that is, the career, is given the 
least attention by the organisation. 

Considering the chiinging social and economic environthent, the growing work 
expectations and aspirations of employees, career planning is now regarded as an 
essential prerequisite for effective man-management, organisational growth and optimum 
productivity. Usually, when a person applies for any job, he or she does so after making 
necessary enquiries about the prospects of the job, and soon after taking the job he or she 
starts enquiring about the position one is likely to hold after three, five, or ten years. If 
one does not get satisfactory answers, he or -she feels demotivated or frustrated, and 
starts looking outside for some other job. This is particularly the case with persons in 
senior supervisory, executive and managerial positions. Various persons holding such 
positions are keen to know where they can rise in the organisation from their present 
positions, and when. For attracting competent persons for senior positions and retaining 
them in the organisation, it is essential that they are assured progressive careers. Career 
planning has thus bec0me.a must at least for manning an organisation with efficient 
supervisors, higher technical and managerial personnel and for preventing their leaving 
the organisation for lack of promotional avenues. Good employees wish to seek careers 
rather than short duration jobs. 

As already observed if properly designed and implemented, career planning benefits the 
managements as well as the employees. Its important fall-outs and advantages are as 

a) With career planning, a person comes to know in advance the level to which he or 
she can rise if one has the ability and aptitude for it. This gives him or her impetus 
to avail off the training and development facilities provided by the management and 
develops in a dirxtion that would improve the ability to handle new responsibilities 
as planned by the organisation. The very fact that the organisation provides 

b) The fact that career'planning is participative and that job assignment does not come 
by luck or through connections, but by qualification or merit alone is bound to 
improve the morale in the organisation and with this the organisational 
effectiveness and productivity. 

c) Future recruitment will be more systematic for these will be on the basis of job 
descriptions and according to present and future requirements. 

d) The new entrant will know and understand that he or she has not entered into just 
another job but into a career with an organisation that cares for him or her, his or 
her talents and aspirations. 

e) Workforce will become more stable, as turnover is bound to be low and with it the 
cost of hiring new people. Moreover, as people will grow inside the organisation, a 
unique corporate culture could arise, thrive and prosper. 

result is a more homogeneous team dedicated to the achievement of the corporate 
I 

objective. 

g) An organisation with well-designed career plans is able to have a better image in the 
employment market, and it will attract and retain competent people. 



I h) Being an integral part of the manpower planning and corporate planning, career 
planning contributes towards individual development and utilisation as well as to 
organisational development and effective achievement of corporate goal. 

C All these needs are met by matching individual abilities and needs to the demands and 

I rewards of the job through proper career planning and designing. Accordingly, suitable 
career development programmes which enable employees to achieve personal fulfilment 
and also ensure that the organisation places the right people in the right place at the right 
time have to be sponsored. 

t Purposes and Objectives of Career Planning 

Career plans, if conceived and .executed properly keeping in view the needs of the 
I organisation and the employees, benefit both of them by promoting their growth and 

development and hannonising their interests. The purposes and objectives that career 
planning serves are listed below in specific and summary form (at the cost of some 
repetition): 

I 1) Attraction and retention of the right type of persons in the organisation. 

I 2) Mapping ofecareers of employees in the organisation suitable to their ability and 
skill, and their willingness to be trained and developed for higher positions. 

I 3) Better use of human resources, more satisfied and productive employees, and more 
fulfilling careers. 

4) Reducing employee turnover and absenteeism, and thus having a more stable and 
satisfied workforce. 

4 

5) Increasing utilisation of managerial reserves available at all levels within the 
organisation. 

6 )  Improvement of morale and motivation of employees by matching their individual 
abilities and needs to the demand and reward of the job ensuring them adequate 
opportunities for promotion and growth in the organisation. 

7) Overall achievement of organisational development, higher productivity and 
fulfilment of corporate objectives. 

8) Ensure that men and women of promise are given a sequence of experiences that 
will equip them for whatever responsibility they have the ability to reach. 

9) Provide individuals with the guidance a d  encouragemerit they may need if they are 
to fulfil their potentials and remain with the organisation. 

16.4 RESPONSIBILITY FOR CAREER PLANNING 

A basic question regarding Career Planning arises as to whose responsibility it is for 
such a planning. Is it of the employee or of the management? Basically Career Planning 
is an individual's responsibility. However, in the organisational context, it is the 
organisations responsibility to guide and direct the employees to develop andutilise their 
knowledge, abilities and resources towards organisational development and 
effectiveness. Employees' goals have to be integrated with organisational goals. 

In fact till recently the individual career was decided by the organisation. The success of 
one's career was often indicated by the number of moves that were made, since these 
moves were generally rewarded by promotions to more important and better paying jobs. 
The organisation was rarely concerned whether the new job was really what the 
individual wanted, and the individual had very limited control over his or her career. 

Of late, thinking in regard to career planning has been changing. Organisations are 
becoming concerned about whether an individual's. abilities and needs are really matched 

Career Planning 
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to the job. They are also now concerned with matching an employee's needs to the 
rewards of the jobs, and have started accepting the fact that not all people want to be 
promoted or can be promoted. Such people should better be left to themselves to plan 
their own future in the organisation, and develop and train themselves for meeting the 

I 
needs of the organisation and thus justitjling their retention in the positions that they 
hold. Many organisations consider it the responsibility of the employees themselves to 
plan their own careers and train and develop themselves to acquire necessary merits for 
advancing to higher positions in the organisation. The organisation may provide them 
some guidance or counselling for planning their careers. 

16.5 PROCESS OF CAREER PLANNING AND 1 
DEVELOPMENT 

Theie are two components of career planning and development: 
1 4 

I 

1) Career Development Programme, and 1 
2) Career Planning Process and Activities 

1) Career Development 

This involves three activities: 

a) Assisting employees in assessing their own internal career needs. 

b) Developing and publicising available career opportunities in the organisation. 

c) Aligning employee needs and abilities with career opportunities. 1 
a) Internal Career ,Assessmentr Since a person's career is a highly personal and 
extremely important element of life, each person is to make his or her decision in this 
regard. However, the personnel manager may assist an employee's decision-making 
process by providing as much information as possible to the employee showing what 
type of work would suit him or her most, considering his or her other interest, skill, 
aptitude, and performance in the work that he or she is already doing. For rendering such 

1 
help some big organisations provide formal assessment centre/workshops where small 
groups of employees are subjected to psychological testing, simulation exercises and 
depth interviewing. The objective of such programmes is not that of selecting future 
promotees, but rather to help indi ~iduals to do their own planning. ( 

I 
I 

b) Career Opportunities: Knowing that employees have definite careis needs, there 
naturally follows the obligation of' specifically charting career paths through the 
organisation and informing the employees. For identitjling the career paths the technique 
of job analysis may help in discovering multiple lines of advancement to several jobs in 
different areas. 

c) Employee's Needs and Opportunities: When employees have assessed their needs 
and have become aware of organisational career opportunities the remaining problem is 
one of alignment. For aligning or matching the career needs of employees to 
opportunities offered by the organisation, special training and development techniques 
such as special assignment, planned position rotation, and supervisory coaching, are 
used. The personnel department of some organisations have also some system of 
recording and tracking moves through the organisation, and maintain an organisation 
chart that highlights age, seniority and promotion status. 

2) Career Planning Process and Activities 

The process of career planning involves a number of activities or steps to be undertaken 
as mentioned below: 



I Preparation of personnel inventory of the organisation, Career PIanning 

Building career paths or ladders for various categories of employees, 

I Locating or identifying employees with necessary potential for career planning, 

Formulation and implementation of suitable plans for training and development of 
persons for different steps of the career ladder or paths, and I 

i 

I Maintaining age balance while taking employees up the career path and review of 
career development plan in action, etc. 

C a) Organisation's Personnel Inventory: Such an inventory is an essential 
prerequisite for any successful career planning within the organisation. This inventory 
should be so prepared as to provide the following information: 

Organisational set up and its different levels. 

The existing number of persons manning the organisation. For this, manning tables 
are prepared showing the nature of positions at different levels of the organisation 
and the number of persons manning those jobs. Sometimes the age of persons 
holding the jobs are also mentioned in the table to show when they are likely to 
retire and when the vacancy thus caused may be required to be filled. 

Types of existing employees, their status, duties, qualifications, age, aptitude, 
ability to shoulder added responsibility and their acceptability to their colleagues. - 
Whether the existing manpower is short or in surplus to requirements. If there is a 
shortage, how many more persons are required, and for what positi~ns. 

Number of persons required in the near future, say in the next one to five years, to 
meet the needs arising from expansion or diversification of work or natural wastage 
of manpower. The latter includes death, permanent disability, superannuation and 
retirement, discharge, dismissal, voluntary resignation, or abandonment of the jobs. 

Collection of all the above information may amount to manpower planning, and involve 
preparation of manpower budget showing present and immediate future needs. 

b) Employee's Potential for Career Planning: After determining the career path, the 
next logical step is to find out the suitable employees who may have the necessary ability 
and potential for climbing up the ladder and are willing to be promoted and to take up 
higher responsibilities. For this the management control technique of Performance 
Appraisal and Merit Rating is utilised. Periodical evaluation and merit rating of 
employees is also necessary for proper planning of manpower and career of employees 
in the organisation. This can be possible only by knowing how much and what types of 
human resources are available, and the potential of employees whose career is to be 
planned. 

- .  

Performance appraisal and merit rating may result in the following findings: 

i) The identification of a group of employees who are already fit and ready with. 
M e r  training to'accept now or will be ready with the minimum of further training 
to accept the challenges and responsibiliti' s in the future as per the job description 
and other required factors. 7 

ii) The identification of a group of employees who have the potential to take up added 
responsibilities if they gain further specialised experience, training and exposure, 
and are willing to get such training, experience or exposure. 

1 

iii) The identification of a group of employees who may have the capacity but lack 
interest or desire to accept-added responsibilities. To this group may also be added 

I 
: those who would like to play newer roles, but are not expected to acquire the 
I capacity to fill the role. 43 



Block-2 Human Resource The above three findings show that the employees in group (i) can be promoted to fill the 
Development vacancies in the higher position as they are capable of taking added responsibilities and 

the employees in group (ii) can fill the vacancies thus caused though they may require 
some more experience and training to hold the higher posts. The employees in group (iii) 
may have the capability to take added responsibilities but they lack the will to do so. 
They, therefore, require not only more training and experience for climbing up the career 
ladder, but also some counselling and motivation, as they lack the will to take added 
responsibilities. 

c) Formulation and Implementation of Training and Development Plans and 
Programmes: The above three findings thrown up by performance appraisal and merit 
rating emphasise the importance of the next step in the process of career planning, that 
is, training and development. For making the career planning a success it is essential that 
the training and development, programmes should be so planned and designed that they 
meet the needs of both the management and employees. The participants of these 
programmes should be the employees who are willing to be trained and developed 
further to make their career in the organisation. Methods of training and nature of skill 
and knowledge to be imparted may be different for different types of employees. The 
emphasis may be on improving technical skills of skilled workers and on acquiring and 
improving leadership qualities, human and conceptual skills for senior supervisors, 
executives and managers. 

d) Age Balance and Career Paths: One widespread difficulty in career planning may 
arise from the need to accommodate people in the same level of supervisory and 
managerial hierarchy, some of whom are young direct recruits and others are promotees 
who are almost always considerably older. The latter, because of their limited education 
or formal professional qualification, cannot expect to move up very high; the former as 
they are better educated and trained have aspirations for rapid vertical mobility. 
Promotion and direct recruitment at every level must, therefore, be so planned as to . 
ensure a fair share to either group. Intense jealousies, rivalries or groupism may develop 
if this aspect of personnel administration is neglected. Very quick promotions which 
create promotion blocks should also be avoided if the employees are not to feel stagnated 
or demotivated at early stages of their careers, and think of leaving the organisation for 
better prospects. Such a situation can be avoided if promotions are properly spaced. 

e) Review of Career Development Plans in Action: Career planning is a continuous 
activity. In fact it is a process. For effective career planning, a periodical review process 
should be followed so that the employee may know in which direction the organisation is 
moving, what changes are likely to take place and what resources and skills he or she 
needs to adapt to the changing organisational requirements. Even for the organisation, 
annual evaluation is desirable to know an employee's performance, limitations, goals and 
aspirations, and to b o w  whether the career plan in action is serving the corporate 
objective i.e. effective utilisation of human resources by matching employee abilities to 
the demands of the job and his or her needs to the rewards of the job. Some of the 
questions that could be asked while evaluating the career plan might be: 

Was the classification of the existing employees correct? 

Are the job descriptions proper? 

Is there any employee unsuited to his or her job? 

Are the future manpower projections still valid? 
i 

Is the team pulling on well as a whole? 1 
Are the training and development programmes adequately devised to enable the I 

employee to climb up the career ladder and fit into higher positions? 1 
Answers to all these and other questions can be found either by holding brainstorming 
sessions or by undertaking a survey of career planning activities and their impact on the 
working of the organisation. 



f) Career Counselling: Careerplanning may also involve counselling individuals on 
their possible career paths, and what they must do to achieve promotions. The need for 
such counselling arises when employees plan their own careers, and develop or train 
themselves for career progression in the organisation. This does not mean revealing the 
number of determined steps in a long range plan of the organisation. 

Even if it were possible, it would be inappropriate to raise expectations which might not 
be fulfilled or induce complacency about the future. In counselling, the wisest approach 
is to provide a scenario of the opportunities that might become available. The main aim 
should be to help the individual concerned to develop oneself by giving him or her some 
idea of the direction in which he or she ought to be heading. Some other objectives of 
career counselling are as follows: 

Enabling individuals to study the immediate and personal world in which they live. 

Providing a normal mature person with guidelines to help him or her understand . 
oneself more clearly and develop his or her thinking and outlook. 

/ 
Achieving and enjoying greater personal satisfaction, pleasure and happiness. 

Understanding the forces and dynamics operating in a system. , 

16.6 LIMITATIONS OF CAREER PLANNING 

With its plus points career planning is not easy to implement. It has its own difficulties 
and-problems like: 

-It does not suit a very small organisation. There should be opportunities for vertical 
mobility if career planning has to become a reality. 

Career planning is not an effective management technique for a large number of 
men who work on the shop-floor. particularly'for those who are illiterates, less 
educated, and perform jobs for which labour supply is abundant. 

Growth expectations of the members of the family in a family concern produce 
adverse results. Since, the members of a family expect to move faster than their 
professional colleagues in the career ladder they upset the career planning exercise. 

Career planning may not be so effective if it is attempted for a period exceeding a 
decade. This is because in every developing country, environmental factors like 
political philosophy, new coicepts of social justice, new fiscal and monetary 
policies, state entrepreneurship on a large scale, intensification of social control of 
business, development of backward areas, state intervention in the working and 
employmeit conditions, etc., affect the growth of industrial enterprises and other 
organisations. 

Political intervention, favouritism and nepotism in promotion may make it difficult 
to have systematic career planning. 

, Other constraints or obstacles that may hamper career planning are: Practical 
problems of maintaining a balance between the promotees and recruits, and the 
absence of integrated personnel policy and plans which is quite common in many 
enterprises; difficulties in identifying suitable persons for career planning; lack of 
suitable manpower and rational wage structure; lack of sufficient opportunities for 
vertical mobility; difficulties in forecasting replacement needs; assessment .of long- 
term potentials and absence of a clearly matched system of performance reporting; 
inability of the administration to manipulate changes; difficulties in writing job 
descriptions and conducting attitudinal surveys and lack of employee trust in such 

Career Planning 
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Development 16.7 WHAT MAKES CAREER PLANNING A SUCCESS? 

What is most needed to make career planning a reality and success is a strong and 
inflicting conviction of the top management in career planning and their ability to 
permeate their enthusiasm down below. The path may be tiring, but once determined 
steps have been taken, the success will be seen lying ahead making the management 
effective and its human resources most productive, benefiting all in the organisation. 
Some of the other factors and measures which can contribute towards the success of 
career planning are: 

a) Business Enterprise should be expanding if career planning is to be feasible, as in 
such organisations long-term projection of the requirements of the technical, 
managerial and personnel can be made, and it can provide ample opportunities for 
vertical mobility or promotion. 

b) An organisation must have clear corporate goals for the ensuing five, ten and 
fifteen years, and on the basis of its corporate plans it should conduct hnalysis 
periodically ;to determine the types of changes, its functions, activities, procedures, 
technology and materials. If this is not done, an organisation cannot develop the 

c) Interested, goal-directed, motivated and hard working employees are essential 
for making a career planning programme effective. An organisation can create an 
environment and show genuine concern for the development of the employees, but 
the employees must be willing to make use of the resources and opportunities 
available. There are instances when employees are not interested either in further 
developing themselves or in making use of the training and developing facilities 
provided by the organisation. As they are contented with what they are, the question 
of planning their career further does not arise. 

d) Selection of right person for the right job is an essential pre-requisite for career 
planning. The right person should not only be qualified and have necessary 
experience for the job applied for, but he or she should also have enough potential 
and urge to develop and grow fbrther in the organisation. 

e) Maintenance of proper age balance in career planning is also necessary to avoid 
rapid promotions and promotion blocks caused by an age structure which is over 
balanced either on the side of age or that of the youth. Such blocks will not only 
create problems and difficulties for the smooth working of career plans, but may 
also affect the growth and effective functioning of the organisation. The latter must 
have both the process of continuity and renewal in the management function and 
personnel. Career planning work can be made effective by harmonking the needs of 
the organisational growth with the normal growth and aspiration of individual 
employees. 

f) Maaagement of career stress: Many employees experience stress at wok  which is I 
as damaging to an individuals' career as it is to an organisation. Such a stress may 
manifest itself in the form of apathy, withdrawal, dissatisfaction, absenteeism, 
increased accident proneness, hypertension and heart disease. This tension is 
generally caused either by blockage of career or lack of control when one feels that 
he or she is on the way out, either because of impending retirement, or because one 
is out-paced by younger employees. The management can help the employee to get 
over this stress either by offering career stress management programmes for getting 
back in control, and clarifying uncertainties. The management can also help him or 
her by increasing the level of participation in decisions that clearly affect how and 
when one does his or her job, or by making him or her aware to what other jobs one 
can switch over, and how gainfully one can keep oneself occupied after retirement. 



g) Career planning will be made effective when it takes the form of a Fair Promotion 
Policy supported by systematic training for those who are trainable, willing and 
eager to learn a higher skill. 

h) Internal publicity: A career plan should be given wide publicity if it is to be a 
success. The employees for whom this plan is intended should know what it is and 
what are the~career paths they can follow and what training and development 
facilities are available within and outside the organisation for preparing them for 
higher or added responsibilities. 

1 ) Differentiate between career and manpower planning. 

2) What are the advantages of career planning? 

3) Discuss the limitations of career planning. 

4) What do you understand by career development programme? 

16.8 LET US SUM UP 

Individual employee careers must be of concern to organisations and management in 
order that human resources may be developed to meet cohstantly changing 
environmental conditions. A career is a sequence of separate but related work activities 
that provides continuity, order and meaning to a person's life. It is shaped by many 
factors, including heredity, culture, family, age level and actual experiences in one or 
more organisations. 

Although career planning, manpower planning and succession planning are not 
synonymous, they are complement. and are interdependent for their effective working 
and implementation. All the three are essential for the organisational growth and 
development, effective utilisation of available human resources, and optimum productivity. 
Manpower planning provides and inventory of the skills and potential available within an 
organisation and the career plan provides a picture of the succession plan. 

From the needs, purposes, objectives and advantages of careerplanning as explained in 
this Unit, it appears to be a good management technique for promoting organisational 
growth and development, and effective utilisation of human resources, thus increasing 
both managerial and labour productivity. Career planning or the development process is 

Career Planning 



Block-2 Human Resource not as simple as it may seem. It involves many measures to be taken, such as preparation 
Development of personnel inventory, career paths or ladders and it also involves identification of fit 

and willing employees for career planning, the designing and implementing suitable 
training and developing programmes, career counselling, review and evaluation of career 
plans. It also has its limitations as it may not suit small organisations and may have little 
utility and practicability for a large number of shop-floor workers, particularly for 
unskilled and semi-skilled workers. In spite of these limitations and other economic, 
political and social constraints, as already discussed in this Unit, it is still considered 
useful for making human-management effective as it helps management in developing 
and fully utilising available managerial and supervisory talents. Career development 
does require a proper recognition of employees increase in experience, seniorit);, skill 
and abilities. 

16.9 CLUES TO ANSWERS 
/ 

1) Read Sec. 16.2 and compare your answer. 

2) The advantages of Career Planning are many for both, the organisation as well as the 
individual. For the survival and prosperity of the organisation and for an individual's 
upgradation it is necessary. Compare your answer with the contents of Sec. 16.3. 

3) Base your answers on Sec. 16.1 6. 

4) See Sec. 16.18. 

Activities 

1) Draw a career path for trainees joining a 5 star hotel after doing B.Sc. in 
Hospitality and Hotel Administration. 

2 )  Study and compare the career opportunities for upward mobility in any two 
hotel chains. 



1 UNIT 17 EMPLOYEES' COUNSELLING 

k Structure 

Objectives 
Introduction 
What is Counselling? 
Need for Counselling 
Counselling Functions 
Counsellors 
Skills and Techniques 
Types of Counselling 
Let Us Sum Up 
Clues to Answers 

I 17.0 OBJECTIVES 

I After reading this Unit, you would be able to: 

understand what counselling is anti the need for counselling, 

known some basic skills of counselling , 

decide upon the type of counselling that can be provided to the employees , and 

understand the affect of counselling on the organisational output as a whole. 

17.1 ' INTRODUCTION 

Over the years there has been a growing concern regarding the needs of an employee as 
an individual. Many organisations have seen and felt the need of guiding and helping 
their employees to solve their problems, pertaining to both personal life and professional 
careers. This change in the management attitude was not due to some sudden humane 
feelings for their employees, but was rather for the fact that, many a times organisations 
suffer losses as employees cannot give their best unless they are satisfied with all the 
factors affecting their lives. This aspect becomes much more relevant in the case of 
hospitality and tourism as the employees are in direct contact with the customers. 

Earlier it was considered impolite to enquire about any employee's private life and 
counselling was mainly restricted to career counselling, but with the changing times this 
factor is no longer considered rude. Many a time, private matters such as near and dear 
ones sickness or death may hamper the employee productivity and employer intervention 
might help to ease the matter.'This intervention is counselling, which now a days is a 
broad term encompassing all the factors affecting the employee's life - both personal and 
professional. 

t 
t 
1 This Unit starts with the definition of counselling, stresses why there is a need for 
i counselling, goes on to explain the skills required for counselling someone, nientions 

who all can be counsellors and finally the type of counselling that can be provided. 

- - - - -  

17.2 WHAT IS COUNSELLING? 

Counselling literally means to counseVadvice someone regarding some factors affecting 
the counselee's life. But it is very wrong to confine the term "Counselling" to the word 
"Advice" since counselling is not advising. but helping the counselled person(s) to find 
his or her own way out of one's own problem. I '  
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Counselling is a long-term process, aimed at helping the counselled person(s) sort out 
their emotional problems and attains a better mental health. Employee counselling or 
counselling is a discussion between the counsellor and the counselled which is aimed 
at making the counselled person feel better and comfortable about self, and thus 
better equipped to deal with the daily life problems and work situations. 

According to Warren Redman ''Counselling is a process of clarifying a problem held 
by another person(s), enabling them to take appropriate responsibility for that 
problem, and then assisting them to amve at some form of resolution of the 
difficulty." 

Thus, counselling is a process of finding a resolution i.e. determination/ 
perseverance of solving the problems faced and not necessarily a solution. Employee 
counselling is guidance provided to the employees so that they can approach cope and 
solve'their problems and the first towards this.is the need to have an understanding of the 
problem. Counselling, therefore, helps the employees in understanding, what is the actual 
problem that is causing them the discomfort. The basic theory of counselling is to make a 
person well equipped to understand and deal with stress, professional problem or an 
emotional problem, both in the present context as well as be prepared to tackle the 
problems of same nature in the fi~ture. 

Some characteristics of Counselling are: 

Counselling is a communication between the counsellor and the counselled. It's 
an exchange of ideas between the two. 

Counselling is a process and not an advice giving procedure. It is a long-term 
process 'and takes some time for the person(s) involved to understand the problem 
and learn how to cope with it. 

Counselling is about clarifying and helping the counselled to handle him or her in 
the time of crisis and be able to meet the demands of life. 

Both professional and non-professional counsellors can provide counselling. 

Counselling is usuaUy private and confidential so that the employee is free to' 
speak out without a',, fear of retribution i.e. penalty from the employers. 

Counselling is beneficial to the organisation as it helps to solve problems relating 
to both job and personal life of the employees; thus helping them perform better on 
the job and alqo giving a more humane look to the organisation. 

Emotional makeup of the employees plays a big part in their work efficiency. 
Counselling helps in understanding the employee grievances and also lets the employee 
know about the company rules and policies and disciplinary actions as well without being 
too much impersonal. 

A need for counselling exists wherever there is a problem faced by the employees. 
The problem can be mid life crisis or an emotional problem or a fear of extra workload 
due to a promotion and so on. Some of the various situations where counselling is 
required are: 

Stress is an important factor affecting employee performance and productivity. Stress is 
the strain or pressure that affects a person emotionally and physically. The result of the 
stress on the employee performance may vary from person to person and also on the 
r e a n  of the stress. Different people have different levels or threshold for tolerating 
stress. Some people perform better under pressure while others end up not performing at 
all. The reason for the employee stress can be either due to on the job crisis or off the job 



I a) On the Job Causes Employees' Counselling 

Almost all the jobs are stress inducible and a lot depends upon the employee's working. 
Work pressures in hospitality industry such as deadlines to meet, work load, constant 
llew ideas and changes to be implemented normally leads to a lot of strain and stress. The 
employees' stress threshold and nature in general would decide upon the pressure and 
strain that an employee would feel. For: example, many a times a similar change may 
result in more productivity and better performance for one bar manager whereas it may 
result in stress induced low productivity in another case. - 

r, Frustration can also lead to stress. The frustration can be a result of over estimating one's 
own potential or under estimating one's own potential or too much work load and 
deadlines to meet or not getting a salary as expected or being passed over for a much 

1 awaited promotion and so on. Frustration is a major cause of stress but many a times it 
b may be a case of one-day or momentary frustration. For example: trying to finish a report 

in time for a meeting scheduled in an hours time and if one is constantly interrupted, than 
the person is liable to feel frustrated and irritated. It is so as one is not able to reach the 
desired goal. Mostly it has been observed that job environment contributes a lot to the 
feeling of stress. A kind and helpful supervisor will make a frustrated employee feel 
better and a helpfbl colleague can help ease an over loaded and over worked co-worker. 
If one is not at ease and comfortable in ones surroundings, than he or she won't be able to 
give his or her best. It has been observed that ofice politics and groups affect inter 
personal relationships thus affecting the work environment and the work potential of an 
employee. 

Too much pressure and stress can result in "Burnout". Burnout is the stage in a person's 
life when he or she feels that they have nothing more to give as a result'of mental, 
emotional and physical exhaustion. This happens as a result of being under a prolonged 
period of stress. Nowadays, we are hearing about executives who reach their thirties and 
are cases of early burnout. This is usually due to the fact that they have put in too much 

I time and energy for their work and constant work pressure has resulted in the total 
, exhaustion. 

b) Off the Job Causes 
1 

Pressures outside the work environment also affect the job performance. The pressure 
can be due to marital problems, problems with children, major injury or illness or death 
in the family and so on. Stress due to personal problem affects the organisation as a 
person coming to work brings with him or her mental and emotional trauma of the 
personal life which very much affects the work output. 

It can be implied that stress is a personal problem and is not easy to decipher if the other 
person is not ready to discloke. But there are a few symptoms, which indicate when a * 
person is under stress and strain: 

Absenteeism: The number of days of absenteeism increases, as the person is not 
t satisfied with the job or job environment or due to some personal problem. As a 

result not only the individual suffers but it costs the organisation money. 

Illness: Employee might report sick more often and not come in or come in late. 
Also the employee might start behaving irrationally in the office often resulting in 
emotional outbursts. Many a times the person starts getting short tempered and 
irritable and thus affecting the office environment and finally the productivity. 

Poor Work Quality: Stress mostly results in low self - esteem which causes in 
\ lowering the self-motivation. Running low on motivation, the employees do not 

I 

work to their full potential i.e. full capacity and abilities. This thus results in poor 
work quality and low performance. 

The performance thus affected costs the organisation money as more people have to be 
recruited for doing the work of that employee who is not performing to his or her full 

I potential. 



Block-2 Human Resource Thus, stress is a major factor affecting an employee and counselling is required for the 
Development employee so as to analyse and understand the factors causing the stress. 

I 2) Disciplinary Action 

Counselling comes in handy while putting a disciplinary action in motion. Any typical 
disciplinary action in an organisation initiates with a verbal discussion with the offender, 
this is also counselling. Before punishing or giving any penalty to an employee a 
counselling session with the offender is a must where company rules and policies are 
again told to the employee and also about the penalties involved. The Counselling during 
the disciplinary process puts emphasis on what the employee should do rather than 
putting the emphasis on what the employee should not do. 

3) Pre-Promotional 

Counselling is required to quell any doubts regarding a new job or duties or power 
assigned with a job. Counselling is always used to put the employee to be promoted at 
ease with his or her would be new environment and to get him or her acquainted with his 
or her power, duties and job scope among other things, so that the employee is totally 
sure while taking over a new jobipromotion. 

4) Mid Career 

Most of the good organisations now a days employ a counsellor to counsel the mid career 
manager. Usually the managers are w ~ & l u c a t e d  and are very motivated till they realise 
that they have reached a stage where promotion and upward movement is possible only if 
someone in the very top position vacates the position. During this period in their life it is 
necessary that they should be counselled so that they do not start running low on 
motivation and do not get depressed or frustrated. Mostly the mid career managers are 
aware of the problems related to their job and only need someone to listen to them and 
understand their plight and thus assist them to deal with expectations from life. 

5) Pre-Retirement 

An employee spends all his or her life with an organisation and when the time for 
retirement comes, the person is apprehensive about his or her future. If the apprehension 
is not taken care of in time then it ill Affect the work capacity of the employee during 
whatever time the employee is left 1 ith before his or her retirement and also affect those 
working in close contact of the employee. Counselling here can help the employee look 
forward towards the retirement with expectation and excitement rather than with 
apprehension. The other employees will also appreciate such a gesture and would 
reinforce their trust and loyalty in the organisation. 

17.4 COUNSELLING FUNCTIONS 

The main objective of Counselling is to help the employees attain a better mental, 
emotional and physical health. A counsellor is the one who can help a person realise a 
better tomorrow by the attainment of self- confidence, self-development, patience and 
self-growth. 

The objectives of counselling are achieved through the counselling fknctions. The 
counselling fknctions are the activities that can be done by counselling. The hnctions 
are: 

Advice: Advice giving is not desired for counselling, as it is a process of self- ' 
growth which advising would hamper. But many a time's counsellors do have to 
advice so as to show/ guide the counselled towards a path of action. 

Reassurance: Counselling has to provide reassurance to the employee that he or she 
is progressing well and moving towards achieving the desired goal. Reassurance 
here can be meant as encouragement also. This is mostly in the case of the mid 



career managers where counsellor can only reassure that everything will work out Employees' Counselling 
fine and also encourage him or her to work as the desired goal is within reach. 

Communication: Counselling is mostly about proper communication. A proper 
communication is required to pass the employee problems to the management and 
also to air the views of the management to the employees. Communication skills 
such as listening, providing feed back and so on are required for an effective 
counselling session. 

i Release of Emotional Tension: Counselling gives a scope to the employees to 
release their emotional tension. Emotional outbursts help the employee to release 
one's anger and frustration to a sympathetic listener, which in turn helps in 

i subsiding the tension. 

Clarified Thinking: Discussing one's problem with someone helps the person to 
see those points and facts which have been overlooked earlier due to emotional 
involvement with the problem. The counsellor is not required to guide the person in 
such a case, as only listening to the outpouring will help. Once the counselled 
person starts speaking very soon many facts are clarified as the counselled starts 
thinking aloud which in turn results in rational and logical thinking and helps in 
solving the problems, real or imaginary. 

Reorientation: Reorientation is a result of clear thinking which helps an employee 
to assess oneself - one's potential and limitation and in accordance to them set new 
goals and values. 

Reorientation leads a person to have a better self-image and it also helps to treat the 
patients of depression. A clear self-image leads to'be a more confident person and 
also a more effective worker. 

17.5 COUNSELLORS 

A basic question asked by many is "who all can be counsellors?" 

Counsellor is a person who helps the counselled to overcome his or her problem and in 
the process also have a better self - image and confidence. The interaction between the 
two takes place in a counselling session, the duration of which may vary case to case. 
The place of this interaction must have a congenial environment where the counselled, 
must feel at ease. 

A basic and most important quality of a counsellor is that he or she must be good at 
w 

winning the confidence of the counselled. A counsellor at times can be a friend who 
listens to one's woes and in the process helps look at a problem more objectively and 
rationally. 

v 

An organisation can counsel its employees using either an in-house counsellor or acquire 
the help of outside agencies as well. The possibilities are: 

Manager: Mostly in the smaller organisations the immediate managers help in 
counselling the employees as they are known to the employees and employees can 
open up fast and easily with the manager. But the same reason might work in the 
reverse also when an employee with a grievance against the manager cannot 
possibly speak to the same manager about the reason of grievance. All said this is 
the most common form of in-house counselling. 

HRD Manager: HRD managers are often identified in an organisation as specialists 
to deal with all counselling work. The employees won't have to do a lot of 
explaining as the organisation is same and so the rules, policies and company 
structure is known to the manager but since the department is same so the employee 
won't be afiaid of any retribution or tension with the immediate manager. This also 
is a form of in-house counselling. . !.c 



Block-2 Human Resource 3) Volunthrs: There are many volunteers such as trainee YB;D manager or a student 
Development of HRD who usually are available as volunteers sin& they want to gain some 

experience. The use of volunteers is possible in large organisations, where the 
employees are large in number. This use of outside volunteers helps the employees 
express anger and frustration regarding the company policies or any other such 
problem that might be regarding the organisation as a whole. 

4) Outside Agencies: Many establishments are available which send their counsellors 
as and when required by an organisation. Mostly these are the organisations working 
for the employee welfare and running employee welfare programmes. Sometimes it 
can also be government assisted. 

5 )  In House Counsellors: An organisation might decide to' hire a professional 
counsellor as a company employee to work with the employees on a regular basis. 
This helps the organisation, as the counsellor doesn't have to be briefed about the 
company policies, rules and regulation and also the employees don't have to be 
introduced to the counsellor as the other employees would already know him or her. 
Moreover a regular counsellor can keep a track of the progress of the employees 
undergoing counselling such as a severely depressed employee, and so on. 

Having an In - House counsellor has its minus and plus points. The employees might 
not talk freely as the counsellor too is after all an employee of the same firm and the 
fear of retribution is always there. Moreover, the question of confidentiality of the 
counsellor is also a problem. The,counsellor mighq learn about some wrong doing by 
the employee/s and being an employee of the same organisation, the counsellor 
would be in a dilemma whether or not to report the incidence, as it was said in 

- confidence. The plus point being that the employees are ware of the availability of 
counsellor to whom they can take their problems when k" ver needed and will believe 
that the organisatibn cares about their problems an6 thus in the long run this 
increases loyalty towards the organisation. 

17.6 SKILLS AND TECHNIOUES 

Counselling is a very delicate job requiring a lot of caution. Among other things, a 
counsellor has to remember that, advice giving is not the best way of counselling as it 
hampers the process of counselling. Also, one should remember that sitting in the 
counsellor's chair does not give one the right to judge the counselled person. There are a 
few guidelines which have to be followed, and a few skills and techniques which have to 
be applied by the manager while counselling any employee. They are: 

1) Objectivity: The counsellor should be objective, i.e. he or she should not become 
too involved in the problem of the employees, as else they would lose the objective 
of the problem. As one gets emotionally involved in a situation then it is difficult to 
be objective and thus is unable to direct the flow OF the conversation with the 
counselled person and thus lose the grip of the situation. The counsellor should 
always be in an objective mood so as to direct the flow of the session in a desired 
direction towards a positive outcome. 

Listening Skills: The listening skill is the most important skill required for 
effective counselling. As discussed earlier, many a times once the emotional 
outburst is over in the presence of a sympathetic listener, the problem in question is. 
neither as big nor as difficult as thought o f  earlier. Listening here means listening 
with interest and asking proper questions at appropriate time. Along with this the 
quality to refrain oneself from asking too many indifferent questions and also to give 
advice has to be followed. The questions asked should not be judgmental in nature 
but should be trust building. The speaker should have confidence that the listener is 
not making fun of him or her and should trust that whatever is being said is 
confidential. In most of the cases the counselled person just requires someone to 
listen to them without judging them and also should understand or at least try to 



understand their real or imaginary problems. The counsellor has to have a lot of Employees' Counselling. 
patience for this. 

3) Empathy: Empathetic listening means to see the problem and understand it fiom 
the point of view of the other person. It is different fiom sympathy, as empathy 
requires the counsellor not to sit in for judging the person or for ridiculing the 
problem. A counsellor should always remember that the problem is very much real 

I and difficult for the counselled person and therefore the counselling is being sought. 

4) Acceptance: An empathetic response is a step towards the acceptance of the 
problem. Once a counselled person knows that the counsellor accepts his or her 

I 

i problem as real than the trust starts building up and encourages in solving the 

P 
problems of the counselled. 

I 5) Congruence: This means showing the genuine of concern by the counsellor. An 
employee can easily comprehend when a concern shown is real and when it is not. 
This is possible when one is in tune with the problem and has concern regarding the 
problem. This caring attitude is difficult to be found in the cut-throat business 
managers and has to be developed. Since caring attitude is very difficult to be 
developed overnight many organisations feel the need for hiring a trained 
counsellor. 

We can illustrate these skills in following manner: 

LISTEN 
(Objectively) 

Intervening Questions I 
EMPATHY 

Refraining Power n 
ACCEPTANCE 

I 

CONGRUENCE 

RESPONSE 

17.7 TYPES OF COUNSELLING 

Counselling session depends upod the counsellor to give it a direction. The type of 
direction the counsellor gives to the session differentiates it into three types of 
counselling: 

1 )  Directive Counselling: In this type of counselling the counsellor gives the wssion its 
full direction. The counsellor leads the session completely and this t Y p  of 
counselling fulfils the criteria of the counsellor giving advice and reassurance. The 
counsellor listens to the counselled and decides on behalf of the counselled as to 
what should be done. It also helps in releasing the emotional tension. But this form of 
counselling does not equip the counselled person to handle similar situations in 
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Development person tries to look for the answers himself or herself with some help from someon6 ,' 

else. But, as stated earlier, in this case a person will always have to look towards 
someone else to advice and'sort out the problems in future. 

All said and done, one should remember that in many cases advice acts as 
reassurance. In adverse conditions advice and reassurances act as morale boosters 
and in the long nm help on taking a course of action to resolve the difficult situation. 

2) Non-Directive Counselling: This type of counselling is counselee oriented. This 
means that the counsellor focuses on the counselee and his or her problems without 
any sort of interference. The counsellor does not act as an advisor; rather the 
counsellor only listens to the counselee, understands the problem but does not offers 
any solutions. The counselee here has to the find the solution on his or her own. 

This type of counselling helps in employee orientation as the employees are given a 
chance to find their own solution. Thus they are prepared to handle at least similar 
kinds of problems in future on their own. 

3) Co-operative/Participative Counselling: This is a compromise between the above 
two extreme types of counselling. It is a mutual contribution for diagnosing a 
problem, analysing the problem and then looking for a solution. It is a mutual 
counsellor - counselee relationship where both participate to find a solution. Here an 
exchange of ideas takes place between the two. Both the participants provide a bit of 
knowledge, experience and insight and thus it is a case of balanced compromise. 

In general, it provides four counselling functions, i.e. of reassurance, communication, 
emotional release and clarified thinking. 

Check Your Progress 

1) What do you understand by Counselling? 
.................................................... d..,.......................,......................................................... 

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

......................................................................................................................................... 
2) Mention some of the job causes for stress? 

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

......................................................................................................................................... 
3) What do you understand by counselling functions? Explain at least three counselling 

functions. 

4) What are the skills and techniques required for counselling? 
/ ......................................................................................................................................... 

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

......................................................................................................................................... 
5) What are the different types of counselling? 

......................................................................................................................................... 
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17.8 LET US SUM UP Empbyees' Counselling 

In this Unit, you have studied about Counselling. You have learnt what is counselling 
and what are its different characteristics? The need for counselling is stressed upon. 
Modern day life is full of stress and tension can lead to a lot of frustration and problems, 
if not dealt in time through counselling. Also any new change in life such as promotion 
or retirement or mid career crisis and also any disciplinary action, calls for counselling, 
though we must remember that counselling is different in each case. . . 
Counselling has to be provided keeping in mind that it should fulfil certain basic 
counselling functions such as Advice, Reassurance, Communication, ,Release of 
Emotional Tension, Clarified thinking and also Reorientation. The right type of 
counsellor is very necessary to have effective counselling. The work of a counsellor is 
very delicate and the job should be dealt with fineness. A counsellor should be 
acquainted with the various skills and techniques needed for proper counselling. A 
counsellor should be a good listener with objectivity and empathy. This helps in winning 
the trust of the counselled. 

Lastly we have discussea about the various types of Counselling sessions. A counselling 
session should be directive, i.e., counsellor to counselee only or non-directive where the 
counsellor does not interfere and it is just a counselee to counsellor session. And finally 
co-operative where, both the counsellor and the counselee participate. 

17.9 CLUES TO ANSWERS 

1) Read Sec. 17.2 very carefblly and answer. 

2) Your answer should be based on point (la) of Sec. 17.3. 

3) Mention the six functions discussed in Sec. 17.4. 

4) Read carefully Sec. 17.6 for answering this question. 

5) Directive, non-directive and participative, see Sec. 17.7. 

Some Activities 

1) Try to act as a counsellor to a friend when he or she faces a problem. 
\ 

2) List the types of problems you foresee in a job that might require counselling. 
. 
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18.0 OBJECTIVES 

Once you have gone through this Unit, you should be able to: 

appreciate the role of performance appraisal in the achievement of organisational 
objectives, 

caution yourself about the serious problems that may make the PA system 
unreliable and .invalid, . 
devise methods that will ensure objectivity in the PA system, and 

use performance appraisal as a development tool. 

18.1 INTRODUCTION 

A major concern of every manager should be to contribute positively towards the 
achievement of the organisational objectives. Organisational effectiveness is often 
equated with managerial efficiency. As a manager, you can ensure organisational 
effectiveness only by guaranteeing the full utilisation of the human resources available 
through the individual employees under your guidance. Hence, there is the need for 
monitoring and measuring the performance of employees. In this Unit, our attempt shall 
be to understand the meaning and relevance of performance appraisal systems. We shall 
also examine the popular methods of appraisal, the common problems of these methods, 
and look at the possibilities of overcoming these problems. 

18.2 WHAT IS PERFORMANCE APPRAISAL? 

Performance Appraisal (PA) is the process through which an individual employee's 
behaviour and accomplishments for a fixed time period are measured and evaluated. The 
major purpose ~f measuring and evaluating is to &sess the worth or value of an 
employee based on various considerations rather than only on productivity. Performance 
appraisal is a systematic and objective way of judging the relatirte worth or ability of an 
employee in performing his or her task. It helps to identify those who are performing 
their assigned tasks well and those who are not and the reasons for such performance. 
Performance appraisal is thus the process of reviewing an individual's performance and 
progress in a job and assessing his or her potential for future improvement. It is a 
systematic method of obtaining, analysing and recording information about an employee 
that is needed: 



for the efficienimanagement of businessforganisation, Performance Monitoring 
and Appraisal 

by the manager to help him or, her to improve the job holder's performance and plan 
one's career, and 1 

by the manager to assist job holder to evaluate his or her own performance and 
develop themselves. 1 

f 
Performance Appraisal from an Organisational Perspective 1 

r The PA process for organisations is typically led by the personnel function.-Performance 
Appraisal can be viewed as a six-step sequence as shown in Figure-I. The sequence is 
significant because it begins and ends with the personnel function and is ultimately 

L justified by the value of PA in helping to make several administrative decisions for the 
organisation. 1t.benefits an organisation as: 

1 ) It improves overall performance of the organisation due to better communication of 
the objectives and goals to the staff by the manager leading to a better relationship 
between the two. It helps staff to understand their own career prospects. 

2) It shows the employees their potential and once the poteniial is identified both, the 
manager and the organisation, can decide how to use the potential for the 
company's betterment. 

3) Lohg term ideas can be identified as also the training, retraining and developmental 
neds of the employees. 

4) It helps the staff know that they are valued, increases loyalty and improves the 
working environment. 

Step 1 
Personnel distributes PA form 

to manager 

Step 6 Step 2 
Form is used for employment Manager completes form on 

decisions employee 

! I 
I * 

Step 5 Step 3 
Completed form is returned to Completed form is reviewed 

personnel by second Lpvel manager 

Step 4 
Information on the form is 

shared by the manager 
i 

Figure I: Steps for PA 

PA from a Manager's Viewpoint 

Much of the responsibility for doing the PA lies directly on your shoulders as the 
manager. You will be usually asked to define the-demands of the employee's positidn 

' 

and translate these into some expectations for the employee, such as "I expect you to 
reduce absenteeism by 20%" or "I expect you to respond promptly to customers' 
requests for service". How the employee actually performs is observed by you over a 
fixed time period, resulting in a final evaluation that is documented on a form. These 

' 

I 

I . evaluations should be shared with the subordinate. The process ends with' 
I recommendations from you to. the higher management for one or more administrative 
I 
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Block-2 Human Resource decisions regarding the employee, such as 'his or her promotion, a salary increase, 
Development training or any other matter. PA helps managers as it: 

gives an opportunity to know all the subordinates better and clarify what the 
expectations are from each employee. This improves relations and understanding 
between the two, 

helps to identify new ideas, gives an increasing sense of personal value and job 
satisfaction, and 

helps form the spirit of teamwork as the organisational targets can be discussed and 
linked with employee targets. 

18.3 JOB PERFORMANCE AND PERFORMANCE 
MEASUREMENT 

Most PA systems are designed to measure individual job performance. Defining job 
performance in an organisation at the individual level is often a difficult process. This 
attempt, however, is based on the following assumptions: 

1) If production can be measured, there is less need for employee appraisal, because 
each person can be judged according to the amount produced. But, if the work 
performed cannot be measured, the personnel characteristics which lea& to 
increased productivity and contribute to employee performance must be determined. 

It is assumed here that there are traits and characteristics which lead to productivity. 
These traits and characteristics can be perceived, isolated, measured and evaluated. 
The following characteristics are generally accepted as meritorious basis for 
appraisal: work quality, reliability, cooperation, job knowledge, initiative, 
attitude, safety consciousness, attendance, learning ability, health and physical 
condition adaptability, judgment and responsibility. 

A second assumption is that objective ratings or rankings of employees' productive 
contribution can be made on the basis of their performance characteristics. It is 
further assumed that these can be co-related with specific characteristics of job 
performance to show a cause and effects relationship between employee 
characteristics and productivity on the job. 

Therefore the success of PA measurement rests on the extent to which job 
performance criteria can be specified. However, it is extremely important that you 
should select the performance criteria only after defining the job content with the 
help of a formal job analysis procedure. Thus, job performance involves defining 
what criteria are to be measured. 

Although job performance involves identifying appropriate criteria, performance 
measurement involves how performance criteria, once defined, will actually be 
measured. Most organisations, in fact, depend on judgmental indices of job 
performance for performance measurement. When you depend on judgmental 
indices, the PA measurement is susceptible to numerous problems of rate accuracy 
and dependability. 

PA from an Appraiser's Viewpoint: The staff member of an organisation realizes that 
a performance appraisal always takes place in his or her organisation. Usually the 
manager conveys some of the results from the appraisal to the staff concerned. It helps to 
appraise as it: 

increases the sense of personal yalue, job satisfaction and the self-motivation of the 
employee, 

gives an opportunity to discuss the problems faced during the period in between PA 
60 and give ideas for improqement, and 

--- 



provides opportunity to discuss one's own aspiration and seek support to attain the Performance Monitoring 
same by understanding to link them to organisation's goal. Thus, improving and Appraisal 
working relationship with the manager. 

18.4 THE PROBLEMS OF VALIDITY AND RELIABILITY 

It is important that you should be aware of the problems that can affect the validity and 
dependability of the PA systems. 

The Validity Problems 

Performance appraisals are intended to evaluate the performance and potential of 
employees. Still, they may not be valid indicators of what they are intended to assess 
because of a variety of limitations on their use: 

i) The halo effect: The tendency of the evaluators to base assessments of all 
individual characteristics on the raters' overall impression of the person being 
evaluated is termed 'the halo effect'. The individual characteristics are presumed to 
be iridependent of each other but, the halo effeit is the tendency to generalise from 
a predetermined overall impression, usually based on one of the appraiser's 
characteristics. For example, an employee might be rated high on productivity, 
quality of work and also motivation only because he or she constantly works till late 
hours. 

ii) Bias: Very often, the appraisal may become invalidated because of the biases of an 
appraiser. The appraiser may be biased for several reasons such as regional or 
religious backgrounds, social or interpersonal conflicts. It may also happen that, as 
an evaluator, one does not likes the person one is evaluating. Bias may also be a 
factor of time. Recent experiences are more likely to impress, while there is a 
tendency to forget or overlook more distant events. 

iii) Different Rating Patterns: The rating patterns usually differ from manager to 
manager. This results in lack of uniform rating. The pattern can be : 

a) Inflation of ratings: There is a tendency to inflate ratings, which at times, 
happens over time, or it may even happen at all times with some raters. 

b) Central tendency: This is the tendency to avoid using the extremes of rating 
scales and to cluster the ratings around the midpoint. 

c) Leniency error: Leniency error occur when the rater artificially assigns all or 
a certain group of employees' high performance ratings and all or certain 
scores cluster at toplevels of the management scales. 

d) Strictness error: Strictness error occur when the rater artificially assigns all or 
certain groups of employees low performance ratings, and all or certain scores 
cluster at the bottom levels of the measurement scales. 

The Reliability Problems 

Reliability ensures stability and consistency in the measurement results. Instability over 
time and inconsistencies among raters can considerably reduce the reliability of the PA. 
Moreover, reliability may be reduced due to inconsistent use of measuring standards, 
lack of training in appraisal techniques, and inconsistency between different raters. 

18.5 METHODS OF APPRAISAL 

There are many kinds of Appraisal Schemes but unfortunately, there are no accepted 
standards to &t.:rmine which method of evaluation produces the best results. There is a 
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accepted and utilised norms. Let us look at some of them and examine their utility for us 
and also their shortcomings: 

i) Global Essays and Ratings 

In a typical global rating approach, the rater is asked to provide an overall estimate of 
performance without making distinctions amogg performance dimensions. In the essay 
format, the rater is asked to respond narratively to a question such as "What is your 
overall evaluation of this individual's performance for the past year"? Without specific 
performance criteria derived from a job analysis procedure, neither the global rating nor 
the general narrative can be considered job-related. Therefore, both these techniques 
have serious limitations. 

ii) Trait-rating Scales 

Graphic or trait-rating scales usually comprise a list of personality traits. The rater will 
be required to indicate on a numerical scale the degree to which the individual being 
appraised possesses these traits. The trait-rating approach is multidimensional to the 
extent that some informal analysis is usually conducted to generate a limited number of 
traits appearing on the PA form. However, since they lack specific job-related 
definitions, trait-rating scales are extremely vulnerable to errors such as halo, strictness, 
leniency, and central tendency that severely affect the validity and reliability of the 

iii) Ranking Procedures 

In such a procedure, one is required to provide an overall evaluation of performance 
. either by checking one of the following categories : Top 1%, Top 3%, Top 5%, Top 

lo%, Top 30%, Top SO%, (Typical), Bottom 30%, Marginal, and Unsatisfactory. 
Alternatively, one can distribute the employees along a scale on the basis of perforniance 
or simply list employees' names in order of effectiveness on particular dimensions. 

Although ranking procedures often show reasonable inter-rater reliability and eliminate 
other rating errors such as central tendency, they are typically not based on specifically 
defined measures of job-relevant performance. 

iv) Critical Incident Methods 

While using a critical incident method, one must document the positive and negative 
behavioural events that have occurred during a given performance period. The objective 
is that one can use this information to review performance as a series of 
positivelnegative behaviours related to a job. This approach requires a great deal of 
inference on the part of the rater to determine which incidents are critical to job 
performance, and hence subject to all the problems relating to subjective judgements. 

v) Behaviourally based Scalw and BARS 

Behavioural Anchored Rating Scales (BARS) are description of various degrees of 
behaviour with regard to a specific performance dimensions. The behaviours, 
specifically defined, provide the anchors for rating scales. 

I Although these scales represent jobrelevant dimensions of performance, they till pose 
problems in determining which actually observed behaviours match with specifically 
apchored performance scales. Despite this difficulty, BARS are significant improvement, 
since they require less inference on the part of the rater than traditional trait-rating 

The BARS procedure typically involves five steps: 

1) Critical incidents: Individuals who are knowledgeable of the job in question 
(incumbents and supervisors) describe specific examples of both effective and 
ineffective job behaviours. 



2) Performance dimensions: The behavioural incidents are clustered into a smaller Performance Monitor~ng 
set of performance dimensions (usually five to ten). and Appraisal 

3)  Retranslittion: Another group of job-knowledgeable participants assigns each 
incident to the dimension that best describes it. Those incidents meeting some 
predetermined* percentage of agreement with the group in step 2 regarding 
placement (typically 50-80%) are considered to be retranslated. 

P 
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dimension by typically using seven or nine-point scales. Average effectiveness 
ratings for each incident are then determined and a standard deviation criterion is 

' 

4) Scaling incidents: The same group as in step 3 rates the behaviour described in 
each incident in terms of effectiveness or ineffectiveness on the a~oro~riate 

set for determining which incidents will be included in the final anchored scales. 

5 )  Final instrument: A subset of the incidents that meets both the retranslation and 
standard deviation criterion is used as a behavioural anchor for the final 
performance dimensions. A final BARS instrument typically comprises a series of rn vertical scales (one scale per dimension) that are anchored by the included 
incidents. Each incident is placed on the scales based on the rating determined in 
step 4. 

Objective and Goal-setting Procedures 

While the behaviourally-based scales focus on job behaviours, objective and goal-setting 
procedures focus on outcomes1outputs. An employee is assessed on the basis of what he 
or she produces as a result of job performance. In these approaches, goals and standards 
should be set either by the manager or jointly by the manager and the subordinate and 
the manager is required to appraise. Evaluation then will be based on whether the 
goals/objectives have been met in relation to the predetermined standards. In this 
method, the rater determines not only which aspects of performance to measure, but also, 
which standards to use in determining goal achievement. 

18.6 MAKING PERFORMANCE APPRAISALS MORE 
EFFECTIVE 

If performance appraisals are to be successful, they should: 

be based on performance standards, 

result in a face-to-face performance review, and 
a 

be based upon multiple assessments. 

Result-oriented Schemes 

Result-oriented schemes embody the principles developed by Douglas McGregor and 
the Management by Objectives (MBO) philosophy based on Peter Drocker's writings, 
McGregor suggested that the emphasis should be shifted from appraisal to an analysis. 
This, according to him, implies a more positive approach. The subordinate is no longer 
being examined by the superibr to determine the former's weaknesses; rather the 
subordinate is examining himself or herself in order to define not only his or her 
weaknesses, but also strengths and potentials. He or she becomes an active agent, not a 
passive object. The aim is to relate assessments to a review of performance against 
specific targets and standards of performance agreed jointly by the superior and the 
sibordinatel This procedure has thi following advantages: I 

I that produced these results with the appraiser, he or she is actually appraising him or 63 
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Development and behaviour. 

ii) The role of a manager shifts from that of criticising the subordinate to that of helping 
him or her to improve his or her own performance. 

iii) It is consistent with the belief that people work better when they have definite goals * 

which they must meet in specified periods. They are motivated as they have set the 
goals to be achieved themselves. 

Performance Reviews 

The purpose of performance review i$ to analyse what a person has done and is doing in 
his or her job in order to help him or her to do better by developing his or her strengths 
or by overcoming the weaknesses. The phrase performance review suggests a deliberate 
stocktaking exercise. This stocktaking is an analysis of the actual performance based on 
the predetermined goals and standards. 

Counselling 

Counselling is a vital part of performance reviews if they are to achieve their prime 
purpose of helping people to improve and develop. Unless carefully and sensitively 
handled the subordinates become more dissatisfied after the counselling than they were 
before. In a well-conducted performance review session, one should ensure that the 

. employee discusses the work problems and he or she should be encouraged to bring out 
his or her own solutions to them. This will provide the intrinsic motivation that can be 
derived from work itself and also the process of tackling work problems. 

However, it is important to remember that effective counselling requires the use of skills 
which few managers are likely to acquire in the normal course of the work. It is essential, 
therefore, that one should acquire the necessary skills through proper training d . 
practice under guidance as no counselling is better than poor counselling. 

Potential Reviews 

A meaningful exercise in performance appraisal should include a review and appraisal of 
potential. The review of potential is concerned with forecasting the direction in which 
the subordinate's career can and should go and the rate at which he or she is expected to % 

The assessment of potential requires an analysis of existing skills qualities and how they 
can be developed to the mutual advantage of the company and the employee. There is 
also an important counselling aspect to the review of potential which consists Q£ 
discussions with the individual about his or her aspirations and how these can best be 
matched to the future foreseen for him or her. These discussions are a vital part of the 
procedure because they can provide one with information about the employees' feelings 
on the subject, which may have a direct impact on plans such as development, including 
training and job rotation for the employed. They can also provide employees with 
additional motivation and encouragement which they need to remain with the company. 

Using Multiple Appraisals 

To reduce problems of validity and reliability, it may be more useful to use multiple 
ratings rather than single evaluations. While the rating of one supervisor may not be 
valid, the overall patterns of sevedal ratings do provide an indication of overall 
performance and potential for development. Peer ratings, self-ratings and subordinate- 
ratings are various attempts that have been made recently to improve the PA systems. 
More positively, self-ratings may be useful to include, because employee participation 
can improve the quality of PA process. In fact, the more objective methods like MBO 
and goal-oriented procedures necessarily include self-rating as an important part of the 
overall appraisal of performance and potential. 
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Perfonance'Monitoring 
and Appraisal 

1) Why is PA needed? 

2) Discuss the validity problems in PA system. 

3) What is BARS procedure? 

4) List any three methods of Appraisal with their shortcomings. 
...................................................................................................................................... 

5) What makes a performance Appraisal effective? 
...................................................................................................................................... 

18.7 LET US SUM-UP 

This Unit was meant to sharpen your understanding of performance appraisal system as a 
managerial tool. Appraisal has been dealt with in this Unit, primarily as a fundamental 
process of communication, and also as a technique of organisational intervention. 

It has attempted to increase your sensitivity as an appraiser by bringing into focus the 
manifold problems that beset the PA systems and methods. 

Finally, it ought to have increased your skill in evaluating the performance of others 
more systematically and objectively. 

18.8 CLUES TO ANSWERS 

1) Study carefully Sec. 18.2 for your answer. 

2) Read Sec. 18.4 and mention the halo effect:bias, ratting patterns, etc. 

3) Read Sec. 18.5. Also mention the five steps of BARS. 

4) BeadSec. 18.6. 

5) Read Sec. 18.6 for your answer. 

Activity 

Visit any hotel establishment and find out what kind of policy is there for 
performance appraisal for employees and managers. 
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19.0 OBJECTIVES 

After going through this Unit you should be able to understand the: 

purpose of and reasons behind transfers and promotions, 

changes in organisational structure necessitating transfers and promotions, 

a exigencies arising out of expanding activities, and . 
requirement of retraining on transfers or promotions in view of changi-ng 
technology, automation and electronic revolution. 

19.1 INTRODUCTION 

In order to conduct business effectively, certain changes need to be made in the 
organisation's structure. This necessitates the regrouping of jobs, changes in 
departmental functions, repositioning of jobs and status, grade-wise changes in 
departmental fbnctions, elevation or lowering job categories and the physical relocation 
of employees, jobs and departments. 

Moreover, the expansion of business and the introduction of new products, services, 
processes and methods of operations, necessitate the creation of new jobs and promotion 
of employees to positions with greater scope and responsibility. 

Shifiingof pksonnel is also necessitated by employee-turnover, vacancies created by 
resignationwand dismissals, and when suitable persons are promoted or transferred to fill 
the vacant posts. Change in employee status and job is also necessary to satisfy employee 
aspirations and needs. 

Such movements of employees within a hotel establishment, is a usual phenomenon 
reflecting internal mobility. 

However, in a certain context, transfer is also used as a convenient device to punish and 
remove an undesirable employee or officer from his or her present post, as other 
disciplinary actions require lengthy procedures under the rules. This Unit -takes into 
account the various issues listed above. 

19.2 NEED FOR A TRANSFER POLICY 

A transfer is a change in job assignment. It may involve a promotion or demotion, or no 
change at all in responsibility and status. It is a change in assignment in which the 



employee moves to another job approximately the same level of asponsibility, 
demanding the same skill and at about the same level of pay. Transfer is to be 
distinguished from promotion and demotion which imply an ascending or descending 
change respectively in the hierarchy of positions. A transfer may be either temporary or 
permanent, depending upon the need, and may occur within a department, between 
departments and divisions, or between plants or officers within a departments and 
divisions, or between plants or officers within a company/organisation. Many a times, 
transfers are used to fill a vacancy or shifi employees who are not giving their best to the 
company. At thesame time, in many cases promotions come with transfers. 

Two main conditions generate transfer si~ations: 

An individual employee may request a transfer in seeking his or her preference a d  
benefits. 

Organisations may initiate transfecs as a requirement for more effective operations, 
or as a solution to human relations problems. 

It is to be appreciated that transfers are made for a number of reasons and are initiated by 
either the supervisor or the subordinate. If transfers are left entirely to the discretion of 
e er supervisors or the subordinate or employees, a number of problems are likely to P' occur, such as favouritism or victimisation. For example, a few employees would get 
transfers as and when they want, while the request of many others would be turned down. 
On the other hand, some may get transferred repeatedly, causing them great 
inconvenien'ce. Supervisors may transfer their subordinates arbitrarily, just to get rid of 
then?. Some employees, for various reasons, may ask for transfers repeatedly. Some 
departments may get the reputation of being easy to transfer from, whereas others may be 
regarded as exactly the opposite and so on. 

The absence of well-formulated transfer policy will undoubtedly breed a 'state of 
uncertainty among the employees. In case where a union exists to protect the workers 
there may be an increase in the number of grievances and a continuous turmoil and 
conflict will exist between the employees and the firm. 

To avoid these problems which would cause considerable inconvenience and disruption 
in an organisation, it is imperative that the personnel department should evolve a transfer 
policy. Only a systematic policy can ensure a reasonable consistency of treatment 
throughout the organisation. 

A transfer policy should consist of the following elements: 

1) A clear delineation of the conditions and "circumstances" under which an employee 
can be transferred, i.e., what types of transfers (such as those discussed above)' 
would the organisation permit, both in terms of the organisation's technology and 
job-relatedness, and from an individual's point of view. 

2) The trderability of both jobs and individuals ~ e e d s  to be examined in terms of job 
descriptions, interdepartmental divisions and plants, and between streams of 
specialisation either on the job or individual background and training. Therefore, 
policies on@ese aspects must be clearly stated. 

3) The third aspect is a consideration on the basis for transfer; should rt be on the basis 
of seniority and merit test - especially if it is a production job - or should it be on 
the basis of seniority alone, assuming minimum ability to handle the job. 

4) Finally, in the pay scales and exact wage and perquisites that the transferee would 
receive in the transferred job, if there is any difference it should be specified. 

The personnel department should be the monitoring unit facilitating line personnel to 
redeploy manpower depending on the exigencies of work-situation, or helping employees 
on compassionate grounds, within the framework of the transfer policy. Thus, transfer 
policy will help effective employee redeployment and protect, to some extent at least, 
employees from arbitrary transfers. 

Transfet, Promotion and 
Reward Policies 



is one of the important intended consequences of job reassignment. Position 
reassignments have motivational force and an impact on employee attitudes. Transfer 
policy in an organisation is very important as transfers can affect the employee's attitude 
towards work, either positively or negatively. 

19.3 TYPES OF TRANSFER 

As you know transfer is a change in job assignment. One might be transferred from one 
job department to another .or from one city to another city. The transfers in an 
organisation can be categorised as: 

i) Personal Transfer 

Persona! transfers are those occasioned by desires of the employee and are primarily in 
his or her interest. 

The reasons for such requests could be to: 

1) To correct erroneous placement, 

2) relieve the monotony of a job, acquire better working conditions or join 
friends/spouse/ family, 

3) provide an outlet from blind alley jobs, 

4) avoid interpersonal conflicts, 

5) consider the interests of agehealth, education of children, housing difficulties and to 
join immobile dependents, 

7) avail of training elsewhere to facilitate later advancement or promotion, 

8) seek financial gains like high frequency or overtime payments, or the feeling that 
opportunities for advancement are better in another department. 

In such cases there is a need for some probing because if it is found that a number of 
employees want a transfer from a unit, the real issue may be a difficult supervisor, a 
promotion or some other ulterior motive. In such cases simple transfers would not solve 
the problem and other measures such as counselling might have to be taken. 

ii) Organisation Initiated Transfer 

A company may initiate transfers for the following reasons: 

1) The need for temporary adjustments for the convenience or benefit of the 
organisation or the employee, such as leave replacement or very short assignments. 

2) To meet emergencies or changes in operations, to deal with fluctuations in work 
requirements necessitated either by volume of output or separations. 

3) To make use of the increasing versatility and competence of key employees. 

4) Where there is more than one shift and shift assignments are not rotating, transfers 
are also made fiom one shift to another on the same type of work. 

5) To manage new responsibilities, etc. 

The nature of transfer should be taken into account while determining the type of 
transfer, keeping in view the purpose for which it i c  made. One major type, the 



a times, as higher level manager moves on, he or she gets the personnel under him or her 
transferred along to the new position. They are ,transferred along as every higher level 
manager usually forms a team consisting of personnel working under him or her and 
prefers to work with the team in new environment to get a good result and also the 
personnel know the working manner and pattern of the manager which makes working 
easier in the new position also. 

Transfer, Promotion.bd 
Reward Policies 

19.4 PROMOTIONS AND PROMOTION POLICY 

As stated earlier in the Unit, promotion is an upgradation or advancement in the 
organisation and is very different from transfer. Though many a times promotion and 
transfer go hand in hand. A promotion policy is required by an organisation to check 
favouritism in promotions and also employee discontent regarding career advancement. 

i) Promotions 

Promotion or upgrading maintains organisational effectiveness through maintenance of 
employee morale and favourable attitude towards the organisation. Promotion of 
employees also enables the ~Tganisation to utilise expertise to the optimum level by 
providing adequate opportunities to those who have developed it through training and 
experience within the organisation. 

Promotion should be fair and on the basis of merit of the employees, as promotion is a 
great morale booster for an employee. Promotions are a major incentive for hard work 
and better performance. They usually mean more power, salary and perks along with the 
responsibilities of the job. 

A few characteristics of Promotion are that it is: 

a recognition of a job well done by an employee, 

a device to retain and reward and employee for his or her years of.service to the 
company, 

to increase individual and organisational effectiveness, 

to promote a sense ofjob satisfaction in the employee, 

to build loyalty, morale and a sense of belongingness in the employee, and 

to impress upon others that opportunities are open to them also. 

ii) Promotion Policy 

As mentioned earlier, promotion is the incentive for getting motivated and staying 
motivated. Sometimes favouritism is shown or else some employees are discriminated 
against on the basis of sex, age and so on, and are overlooked when promotion time 
comes up. Also if an employee is being constantly bypassed for promotion, no matter for 
what reasons, the employee will tend to be resentful, angry and hurt. So, it is very 
important that all the promotions in an organisation are properly monitored and for this 
there is the need of a promotion policy. 

Organisational policy on promotion helps to state formally the organisation's broad 
objectives, and to formulate both the organisation's manpower and individual career 
plans. Such documents are being increasingly issued by organisations in keeping with the 
changed environment of employee awareness and the increasing emphasis on career 
planning. 

One of the first requirements of a promotion policy is a statement of the ratio of internal 
promotions to external recruitment at each level, the method and procedure of 
selection (tradptest, interview), and the qualifications desired. Such a statement would 
help individuals as well as manpower planners to project numbers of internally available 
candidates for vacancies. In some organisations, such a ratio is fixed by a collective 
bargaining agreement, or in government and public sector it is laid down in rules. 
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higher-placed executives to foster job learning, and qualifications - both academic and 
work experience required. Such an exercise will help in succession planning and also 
help aspirants to acquire the necessary formal qualifications or on-the-job training, and 
encourage them to attend suitable external development programmes. The network of 
related jobs can be established by job analysis. This process would also help in 
identifying promotion channels and steppbg-stone jobs, which once finalised should be 
made known to the employees concerned. 

Such channels and training leading to promotion are well defined in organisations. While 
exercising the right of promotion, 'the criterion of seniority (length of service) has to be 
given the highest weightage along with eligibility and suitability. , 

Seniority is given very heavy weightage in government and this has led to the law also 
providing for its consideration. 

To show favouritism or partiality to one set of workers regardless of merit will be 
considered to be unfair and under the law, trade unions or officers associations can take it 
to courts as an '>Industrial Dispute". It is pretty common in government and also 
frequently resorted to even by of!fice<s associations in public sector and private sector. 
Therefore, in some countries promotion does not remain only a matter pf rational 
personnel policy, as it is subject to leg~l disputes and unfavourable court awards. 

- 19.5 REWARD POLICIES AND PROCESSES 

Performance follows the selection process. Once people are in their jobs, they need to be 
rewarded for good performance. The list of rewards that exist in organisational settings is 
surprisingly long. The following is a partial list of potential rewards: 

Pay in its various forms: salm, bonuses, stock options, benefits, and perquisites, 

Promotion :both upward mobility and lateral transfers into desirable positions, 

Management praise, letter of appreciation, personal praise, 

Career opportunities: a long-term chance for growth and development, 

Appreciation fiom customers and or/clients of the organisation, 

Personal sense of well-being: feeling good about one-self for accomplishing 
objectives, 

Opportunity to learn: a chance to expand one's skills and knowledge base through 
organisation training programmes, 

. Security: a sense of job and financial dcurity, 

Responsibility: M i d i n g  individuals with a sense of organisational responsibility, 

Respect fiom co-workers, 

Friendship with co-workers, 

Increasre in percentage of commissions, 

Sponsoring employees for higher training, seminard and workshops, and 

Incentive travel, etc. 

Most organisatiohs, however, fmd it difficult managing these rewards to produce desired 
organisational khaviour. As a result, the reward system is one of the most underutilised 
and mishandled managerial tool for driving organisational performance. Rewards are a 



major factor in influencing performance. ~ s s u m i n ~  that the organisation canappraise 
performance, the organisation has a rationale for aIlocating rewards based on how well 
people perform. Many times organisations think of rewards only in terms of managing 
pay or perks. 

I 
Reward systems can be designed to motivate both short-term and long-term performance. 
The organisation that rewards exclusively on the basis of today's performance may well 
be hindering the achievement of its long-term strategic goals. Several approaches to 
reward systems -work to integrate strategy with management incentives without 
sacrificing short-term performance, weighted factors, long-term evaluation, strategic and 
a combined approach that utilises features of the other three. 

As against promotion, a wagelsalary increase, with a possible change of designations, is 
usually referred to as an upgrading of a post. 

Frequently, status symbols are attached to the higher positions such as a more important 
job-title, a bigger desk, more expensive ofice decor, less supervision, and greater 
freedom of movement. 

19.6 VEHICLES FOR REWARDS 

As we have seen earlier, the behaviour of both, groups of managers and individual 
. managers can be measured, and such behaviour does affect the organisation's 

performance. Managers and groups of managers can be rewarded in various ways on the 
basis of their performance measurement. Compensation is the most obvious and tangible 
means of reward. It includes salary, bonus, benefit packages, perquisites, insurance, 
pension plan, stock-options and grants, deferred income, and so forth. Obviously, this is a 
very direct reward and is a very powerful motivator in many cases. However, people's 
psychological needs often go beyond pure compensation. 

Two other important factors need to be considered. The first is power. Power can be 
granted through promotion, organisational placement, recognition, title, or even simple 
' viiibility within the organisafion. For some individuals this is an extremely powerful 

motivator. A second factor at the disposal of management is personal development and 
career planning. Education and personal growth and development are rewards that can be 
used to motivate a desired performance. These alternative factors may become more 
important in the less hierarchical, "atomised" organisations in future. 

For the reward system to work well, it must complement the measurement system and, in 
turn, be complementary to all of the other elements. 'The reward system must balance the 
organisations long-and short-term Ghaviour incentives to managers. 

From an internal point of view, the reward system needs to be consistent within the 
I 

environment. Obviously, this means that, to be fair, rewards must be aligned along the 
continuum from best performance to worst. They must also be aligned within the 
organisation to maintain a competitive position. 

19.7 NEED FOR CONTINUAL RETRAINING ON 
TRANSFERS OR PROMOTIONS 

At the beginning of 21" Century, the impact of rapid technological changes, increasing 
automation, computerisation, and other changes are the most prominent factors affecting 
government, public sector and private sector. However the need for continual training 
and retraining at many levels for employees is imperative. 

As most of the routine, repetitive and clerical jobs are being remodelled by Electronic 
Data Processing machines, it is necessary for managements to give more and more 
thought to retraining employees for changing over to jobs, or to the remodelled roles. 

- - 
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1 
Some Activities 

1) Find out the reward policies adopted by star category hotels. 
I 

2) Visit a chain of hotel and'seek information as regards the retraining policy. 



UNIT 20 DISCIPLINARY ISSUES AND 
EMPLOYEES' GRIEVANCE HANDLING 

Structure 

Objectives 
Introduction 
What is Discipline? 
Disciplinary Issues 
Disciplinary Action 
Suspension 
Dismissal and Discharge 
Retrenchment and Lay Off 
What is a Grievance? 
Reasons for Grievances 
The Discovery of Grievance 
How to Handle Grievances? 
The Processing of Grievances 
Steps in Grievance Handling 
Let us Sum Up 
Clues to Answers 

20.0 OBJECTIVES 

Once you have read this Unit, you should be able to: 

define the concept of discipline, 

identify the various dimensions of discipline, 

identify the factors leading to indiscipline, 

identify the various forms of developing, implementing and maintaining positive 
discipline, 

a appreciate the underlying concept. behind suspension, dismissal and retrenchment, 

a handle the processes involved in suspension, dismissal and retrenchment, and 

evolve policies for these actions in the context of your organisation, etc. 

,20.1 INTRODUCTION 

Employee discipline is the backbone of any successful hospitality organisation. In fact, 
the main function of management is to keep an enterprise going on smoothly, efficiently 
and profitably. To do this, you need a workforce that has to accept certain reasonable 
standards of behaviour at the workplace. Effective employee performance depends on the 
willingness on the part of the subordinates to cany out the instructions and ordem oftheir 
superiors and to abide by the rules and norms of the organisation. The purpose of this 
Unit is to discuss and examine what discipline is, what the various aspects of employee 
discipline are, and how positive discipline can be achieved h m  your subordinates. 

This Unit also farniliarises you with the nature of three disciplinary i s s u e s h  job 
changes, i,e., suspension, dismissal and retrenchment which an employ& may 
experience in course of employment. 

Since these changes have the effect of reducing income or loss of job and livelihood, and 
one of these changes (dismissal) carries such a stigma which may even disqualify the 



Block-2 Human 
Development 

- 
Resources person concerned for further employment, they are not only likely to be resented but also 

challenged in courts. Sometimes, changes have to be effected by the management to 
maintain discipline or to rationalise the working of the organisation. These should be 
managed and camed out in such a manner that the hardship involved may be minimised, 
and they should not have any demotivating effect on other employees. This could be 
possible only when such changes are not only essential and fair, but they are made to 
look to be so. 

Again, since the enactment bf industrial law the right of management to hire and fire has 
been abridged considerably, as the employee has acquired the right to question and 
challenge his or her suspension, dismissal and retrenchment. The Labour Courts, High 
Courts and Supreme Court are vested with the powers to annul or modify such actions of 
the employer and the latter has now to exercise these rights in a bona fide manner, or for 
a just cause. In fact' a big case law has already been built up on these changes. It is, 
therefore, essential for you as a manager or supervisor, to know how such actions should 
be taken if they have to be taken, with the minimal effect on the working of the 
organisation and employee-management relations. Moreover, you should also be well 
aware of grievance handling machinery in your organisation or country of operation. 

20.2 WHAT IS DISCIPLINE? 

The first thing most people associate with the concept of discipline is the act of 
punishment. This is so because discipline, in its narrowest sense, is used to refer to the 
act of imposing penalties for "wrong" behaviour. However, it is important to remember 
that this negative expression is only a part- of the meaning of the word discipline. 
Discipline means orderliness, obedience and maintenance of proper subordination 
among employees and a check or restraint on the liberty of individual. It is a training 
that corrects moulds and strengthens the individual behaviour. Discipline can also be 
stated as the management action to enforce the organisation's standards and norms 
among all the employees. It is also a force, which prompts an individual or group to 
folow self-discipline i.e. to observe certain rules, regulations and procedures that 
are considered to be necessary for the attainment of an objective, as a result of 
training and practice. 

Discipline implies a state of order in an organisation.. It means proper appreciation of the 
hierarchical superior-subordinate relationship. It is, in other words, adherence to 
established norms and regulations. It corrects improper conduct and thus acts as a force 
leading to the observance of rules and regulations. It is, you may say, essentially an 
attitude of the mind, a product of culture and environment. Therefore, discipline cannot 
be maintained merely with the help of legislative sanctions; it requires persuasion on a 
moral plane. 

The concept of discipline emerges from the interaction of the seniors with the 
subordinates. And these interactions with the subordinates are govemed by various 
formal and informal rules and regulations. The company's manual or standing orders 
provide the formal rules and regulations, including work-related behaviour rules. But 
these formal rules are not sufficient to cover the wide range of interaction that the seniors 
and the subordinates are engaged in the complex context of organisational relations. A 
large part of the behaviour and interaction with the subordinates is govemed by informal 
and unwritten rules and nonns. These infonnal rules and norm3 that support and 
legitimise practice are based on convention and culture of the organisation. 

20.3 DISCIPLINARY ISSUES 

Disciplinary issues arise when there is non-conformity to formal and informal rules and 
regulations of the organisation. No management can afford indiscipline as it will affect 
the morale, involvement and motivation of subordinates in the organisation. Indiscipline 
often leads to chaos, confusion, and reduces the efficiency of the organisation. 
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Various socio-economic and cultural factors play a role in creating indiscipline in an Disciplinary Issues and 
organisation. We wonder if you realise the fact that often indiscipline may arise because of Employees' Grievance 
poor management on the manager's part. Insensitive and thoughtless words and deeds from Handling 
a manager are potent reasons for subordinates to resort to acts of indiscipline. Defective 
communication by the superiors and ineffective leadership devoid of tactfbl human 
relations approach can cause indiscipline among subordinates. Indiscipline by the 
subordinate may be an outcome of the manager's non-response to his or her grievance also. 

I 
The subordinates may indulge in acts of indiscipline because of unfair practices, like the 
wagk differentials, unieasonable declaration of payment of bonus or non-payment, wrong 
work assignments, defective grievance handling etc. The payment of low wages is 
perhaps another reason for indiscipline. When the employee is paid low wages and in 
addition more and more work is demanded he or she becomes dissatisfied, dishonest and 
insubordinate. Poverty, frustration and indebtedness, generally overshadow the mind and 
thought which move more towards destruction than constructive discipline. 

Low payment of wages also creates lack of motivation in the employees. After all, each 
individual needs response, security, recognition and new experience. An employee agrees 

I to give a certain amount of work and loyalty, and expects at the same time, in return, an 
adequate economic reward, security, fair human treatment and.other kinds of support. If 
he or she does not get as expected, then gradually the employee begins to express his or 
her dissatisfaction and grievance by way of absenting oneself, coming late to the office, 
inefficiency and insubordination. 

Defective communication between the manager/supervisor and the subordinate also leads 
to conflict of various kinds. Very often the subordinates get no opportunity to express 
their feelings and sentiments. Unless a humane and understanding approach is adopted 
there is more likelihood that the subordinate may take recourse to indiscipline. 

So we *can say that counselling (already discussed in a previous Unit) is very much 
t required to understand the root cause of indiscipline, and to find a solution for it. 

Forms of Indiscipline 

Absenteeism, insubordination, violation of rules, gambling, incompetence, damage to 
machine and property, dishonesty and other forms of disloyalty lead to industrial 
indiscipline. These are all forms of misconduct against the management. If an act of an 

I employee is prejudicial or likely to be prejudicial to the interests of the employer or to the 
employer's reputation, it is misconduct. The act of an employee can become misconduct. 
in the following cases: 

a) where the act of employee is inconsistent with the peaceful discharge of his or her 
duty towards the employer; 

b) where the act of the employee makes it unsafe fok the employer to retain him or her 
in service; 

c) where the act of the employee is so grossly immoral that all reasonable persons 
would not trust the employee; 

/ 

d) where the conduct of the employee is such as to open before him or her ways for not 
discharging the assigned duties properly; 

e) where the conduct of the employee is such that the employer cannot rely on his or her 
loyalty/faithfulness; 

f) where the conduct of the employee is insulting and insubordinate to such a degree as 
to be uncomfortable with the continuance of a superior-subordinate relationship; 

g) where the employee is abusive or disturbs the peace at the place of his or her 
employment; and 

h) where the employee is habitually negligent in respect of the duties for which he or 
she is engaged. l 75 
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Development , indiscipline. It would depend upon the examination of facts. Some of the acts of 

misconduct are mentioned in the Model Standing Orders as a part of the rules made 
under the Industrial Employment (Standing Orders) Act of 1946. Non-performance of 
duty is a serious misconduct, because it is basically inconsistent with the obligations of 
employment. Under the act of negligence, an employee fails to give full care and 
attention on account of which the work becomes defective, and production suffers both in 
quantity and quality. It is a misconduct to cause disorder on the premises, intimidate, 
threaten or assault other employees and use abusive language. Preventing the entry and 
exit of willing employees and movement of goods to and from the factory, obstructing 
the work being carried on, damaging the property of the employer, indulging in mischief 
or other objectionable activities, occupying the employer's premises or property, go- 
slow, etc. are forms of misconduct. 

Insubordination, assault or threat to superior officers, defamation or making false 
complaint, are all acts of indiscipline. Non-performance of work during working office 
hours, tampering with official records or misappropriation of accounts are acts of 
indiscipline which are considered to be of serious gravity. 

.For every misconduct and act of indiscipline, a manager will have to take disciplinary 
action against the concerned employee. However, there is no hard and fast rule to deal 
with indiscipline. The positive approach to discipline which we have discussed in an 
earlier Section calls for self-discipline. This approach assumes that most of the 
subordinates, if not all, generally behave reasonably following the given norms and 
procedures. To institute this kind of positive discipline among the subordinates the 
manager must ensure that: 

1) Rules and regulations are reasonable, legitimate and clear. 

2) Subordinates are involved in framing rules and regulations so that they willingly 
accept them. 

3) Prior and clear notice is given of the consequences of breaking rules. 

4) There is qonsistency and uniformity of punishment. 

5) Human personality is treated with dignity. 

6) He or she, as a manager, should set high standards. 

The institution of self-discipline can be referred to as PREVENTIVE IN DISCIPLINE 
as the actions taken are prior to any indiscipline on the part of the employee(s). And it 
initiates selfdiscipline as a preventive measure to indiscipline. In addition to this other 
forms of the disciplinary actions are as following: 

1) Corrective Discipline: In this case, the employee is let off with some sort of 
corrective disciplinary action in response to some indiscipline. The action can be a 
warning, suspension, etc. Usually the action is taken by the immediate supervisor 
but the authority is given by the higher level manager.-The corrective action is a 
positive action initiated to encourage the employee discipline by reforming the 
indisciplined employee and also ensuing no further similar indiscipline from the co- 
worker. Thus, ensuing effective group standards. 

2) The Hot Stove Rule: Its an extension of the comxtive action. It means that the 
indisciplinary action demands a reaction like a person receives in tuuching a hot 
stove. The corrective action should be very impersonal but immediate and stem with 
a consistency. But fust warning is to be issued so that every employee is aware of 
the consequences. As the disciplinary action is immediate the employee(s), register 
the punishment and the offence. Moreover, the corrective action has to be consistent 
so that no feeling of discrimination is generated among the employees. 



3) Progressive Discipline: Progressive discipline here refers to the fact that repeated Disciplinary Issues and 
offences will warrant severe/stronger punishments. This is to encourage the Employees' Grievance 
employees to implement self corrective actions so as to save themselves from any Handling 

further penalties. This process allows the organisation a chance to work out the 
employee problem. The following process can briefly be summed up as Progressive 
Discipline System (K. Davies 1981) : - 

verbal reprimand by Supervisor, 

written reprimand with a record in personnel file, 

one to three day suspension from work, 

suspension for one week or longer, and . 

discharge from work. 

In addition, you can check indiscipline through counselling and educating your 
subordinates. Strategies like job enrichment to increase commitment among your 
subordinates, effective and efficient grievance handling procedures, opportunities for 
development of subordinate's potential are strategies that you may adopt to prevent 
indiscipline in your organisation. 

In order to maintain the motivation and morale of your subordinates, it is necessary that 
youadopt a formal system of dealing with indiscipline. The formal system often calls for 
a judicious approach. 

20.5 SUSPENSION 

Suspension means prohibiting an employee from performing the duties assigned to him 
or her and withholding wages for so long as that prohibition continues. During the period 
of such prohibition the contract of employment between an employer and the employee is 
said to be under suspension, and the employee is said to have been suspended. In other 
words, suspension does not mean termination of service but only denial of work for some 
time, with or without pay, whatever the contract between the employee and employer 
permits. 

Procedural suspension is not considered as a punishment. Such suspension is made 
when disciplinary action is initiated or is about to be initiated against a person for any 
misconduct which may warrant any major penalty like discharge or dismissal. The 
delinquent employee is suspended if his or her presence at work is not considered 
desirable for fear of any tampering with the records or any other evidence or the enquiry 
by itself. The employee is also suspended in the interest of discipline and good order in 
the establishment and in all cases where the act of misconduct complained of is grave and 
serious. It is usual to issue the suspension order along with the letter of charge, but if the 
management thinks it necessary, the employee may be suspended even before issuing the 
charge-sheet pending further disciplinary proceedings. 

During the period of suspension the worker is paid a subsistence allowance equal to o n e  
half of the gross wages for the first ninety days and three-fourths of the wages beyond 
ninety days. Till recently this subsistence allowance was being paid only in the 
Government and public sector establishments, but with the recent amendment of the rules 
it has been made obligatory for all employers to pay to the employee during his or her 
suspension, a subsistence allowance equal to one-half of the basic wage, dearness 
allowance and other compensatory allowances to which he or she would have been 
entitled if one had not been suspended. Such subsistence allowance is paid for ninety 
days. If the enquiry is prolonged beyond ninety days, the allowance is to be increased to 
three-fourths of his or her normal emoluments. If, however, the responsibility of 
prolongation is that of the employee the a l l o w ~ c e  would be reduced to one-fourth of his 
or her normal emoluments. 
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Dismissal means termination of service or contract as a punishment for a serious 
misconduct or act of indiscipline. This is the supreme punishment which an employer can 
give for disciplining employees as a last resort. It carries a stigma which may prevent the 
dismissed person from getting another job. It is a permanent separation from job. 

Dismissal and discharge have the same result, that is, termination of the service of the 
employee. It is on this account that these terms are often used indiscriminately by 
employers and employees in the Labour Courts as though they were inter-changeable. 
But there is a distinct difference between The two expressions, and it is desirable that this 
is clearly understood. The points that need't4be noted in this connection are as follows: 

a) While dismissal is a punishment for some misconduct, discharge is not always a 
punishment. 

b) The act and omissions for which the punishment of discharge may be inflicted are 
generally the same for which the extreme punishment of dismissal would be 
warranted. However, on consideration of equity, expediency or extenuating 
circumstances, it may be deemed desirable by the employer to discharge an 
employee instead of dismissing him or her. 

c) Discharge is considered a less severe punishment than that of dismissal, although 
' both result in the termination of service. The stigma that is attached to the 

expression 'dismissal' may make it practically impossible for the person concerned 
to obtain another employment, which is not the case with discharge. 

d) The agreed or reasonable notice may have to be given in case of discharge, but not 
so in case of dismissal which is usually summary, i.e., without notice. 

e) In case of dismissal, the employer can withhold the organisation's contribution to 
the provident fund, bonus and gratuity payable to the employee and also his or her 
other dues to make up the loss caused to the concern by his or her misconduct, but in 
the case of discharge the employee concerned would usually be entitled to these 
benefits and dues. 

f) For dismissing an employee the employer has to hold disciplinary proceedings. He 
or she may or may not do so for discharging an employee. The employer can 
discharge an employee by giving an agreed or reasonable notice, as provided in the 
standing orders or contract of service, without serving him or her with a charge 
sheet, receiving explanation and holding an enquiry, as is usually done for 
dismissing an employee. However, the employer may be required to prove the bona 
fides of both the actions. 

Grounds for Dismissals 

The grounds for .dismissals can be: 

incapacity of the employee which prevents him or her from fulfilling the contract of 
service with the employer. The incapacity can be lack of skill, technique, aptitude or 
physical health. 

misconduct or various offences which are inconsistent or incompatible with the 
faithful discharge of one's duties. Wilful insubordination, riotous and disorderly 
behaviour, dishonesty, habitual absence without leave, habitual negligence or wilful 
neglect of work etc., would be justifiable grounds for dismissal. 

such immorality on the employee's part which may bring disrepute to the employer. 
These acts can be that of theft, fraud, dishonesty such as giving or taking bribe, 
habitual brkach of' law such as drunk driving by a company driver and so on. 

All the above three grounds justifL dismissal under common law, and to this may be 
added several other acts and omissions, such as wilful slow down, or inciting others to 
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slow down, assault on manager or supervisors, and other offences under the Indian Penal Disciplinary Issues and 
Code involving moral turpitude, taking into consideration the nature of the industry or Employees' Grievance 
the establishment. However, one has to follow a procedure in this regard. The procedure Handling 
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i stipulates the following steps: 1 1 
I i j  Preliminary enquiry on receiving report of misconduct. 

ii) Issuing of charge-sheet if there is a prima facie case for misconduct and if there is 
some evidence for establishing the same and for obtaining explanation of the 
delinquent employee. 

iii) Holding fair and unbiased domestic enquiry, (if explanation of the employee is. 
found unsatisfactory), in conformity with the principles of natural justice, giving full 
and real opportunity to delinquent employee to prove his or her innocence. The 
punishing authority is to consider the report and decide the punishment to be 
awarded if the employee is found guilty. In deciding the punishment it has to be 
seen that it is in proportion to the offence committed. The employer has also to see 
that the enquiry has been conducted properly before communicating the decision to 
the employee concerned. If at that time, the employee is a party to any pending 

I 

dispute the punishing authority should take the approval of the concerned authority 
before whom the dispute is pending, before conveying the decision to the employee. 
Even if the decision is conveyed to the employee, before taking necessary 
permission, the employee may be informed that necessary permission is being 
obtained, and his or her dismissal will take effect from the date the permission is 
given. In the meanwhile he or she will be considered as suspended. 

In India under section 33 of the Industrial Disputes Act, 1947, if an employee is to be 
dismissed or discharged, and he or she is a party to a dispute which is pending before any 
conciliation or arbitration or adjudication authority, prior permission or approval of that 
authority has to be taken for passing any order of dismissal or discharge. If the employee 
concerned is not party to the dispute, he or she can be dismissed with one month notice or 
one month wages in lieu of th,e notice, and during that month, the employer has to apply 
for permission for dismissal to the authority concerned. In case of "protected workmen", 
prior permission for dismissal and discharge is essential even when they are not 
connected with the dispute. These protected workmen are union office-bearers who are 
declared as such, to save them from being victimised for raising or conducting the 
dispute. They are nominated by the unions, and their number is not to exceed one percent 
of the total workforce, subject to the minimum number of five. 

20.7 RETRENCHMENT AND LAY OFF 

Retrenchment is a termination of service for reasons of redundancy or surplus to 
requirement. Retrenchment does not include voluntary retirement, retirement and 
termination on the grounds of ill health. By a recent amendment, non-renewal of contract 
is not to be regarded as retrenchment. In other words, retrenchment is termination of 

. service, but all terminations of service are not retrenchment. According to the ruling of 
the Supreme Court of India "retrenchment" as defined in the Act is not to be given any 
wider meaning than the ordinarily accepted connotation of the word and termination of 
service of a workman for any reason other than he was surplus would not constitute 
retrenchment. In other words, termination of servicqs, on account of disciplinary action, 
or prolonged illness, or retirement and superannuatidn, expiry of contract, termination of 
contract as per the terms of the contract, unsatisfactory working during the probationary 
period as provided in the standing orders or service contract and non-renewal of contract, 
is not retrenchment. 

Lay-off is not termination of service. It is only temporary denial of employment due to 
circumstances beyond the control of employer, such as power shortage, mechanical 
breakdown, non-availability of raw material, accumulation of stocks, shortage of coal, . 
and natural calamity or any other connected reason. 



ii) Compensation payable is half of the wages 
which would have been received by the 
laid-off worker, if he had not been laid-off. 
This is payable only by establishmenfi 
employing 50 or more persons, and if their 
work is not seasonal or intermittent. It is 
not payable to workers who are not on the 
payroll of the company, or'if they are not 
casual or badli or substitute workers. 

Block-2 Human Resources Table 1: Differences between Retrenchment and Lay-off 

iii) Lay-off compensation can be claimed as a 
statutory right by the workman if he has 
completed one year of continuous service, 

- or has worked for 240 days on the surface 
or 190 days underground in 12 calendar 
months. 

Development 
Lay-off 

i) Lay-off is the inability of the employer to. 
provide employment to workmen due to 
circumstances beyond his control, such as 
shortage of coal, power, breakdown of 
machinery, natural calamity, etc. It is not a 
termination of service. 

ii) Retrenchment compensation payable is 15 
days wages for every completed year of 
service besides one month or three months 
notice or pay in lieu of notice. This is 
payable by all establishments covered by 
the Act irrespective of the number of 
persons employed, and to all workmen, 
with qualifying service, except 
apprentices. 

iii) Retrenchment compensation and notice for 
retrenchment are only pie-conditions for 
retrenchment and not a right which a 
retrenched worker can claim. If notice and 
compensation are not given, the worker will 
not be considered to have been retrenched. 
The qualifying conditions of one year 
continuous service will, of course, have to 
be filfilled in order to receive 
compensation. 

Retrenchment 

i) Retrenchment is termination of service. It 
is a termination for reasons other than 
disciplinary action n, retirement or 
superannuation, expiry and termination of 
contract and prolonged illness. 

Procedure for Retrenchment: In case of workmen who are Indian nationals, the 
principle of 'fust come last goes' has to be followed for retrenchment. The authorities 

% can retrench any other employee after recording the reasons for the same. For this 
purpose, seniority is to be considered in relation to the same category of employees. 

Process of retrenchment is based on the law which states that no workman employed in 
any industry who has been in continuous service for not less than one year or who had 
worked for 240 days on the surface or 190 days underground in 12 calendar months 
under an employer shall be retrenched by that employer unless (a) the workman has been 
given one month notice in writing indicating the reason for retrenchment and the period 
of notice has expired, or the workman has been paid one month's wages in lieu of notice; 
(b) the workman has been paid, at the time of retrenchment, compensation equal to 15 
days average pay for every completed year of service or any part thereof in excess of six 
months; (c) notice in the prescribed manner is served on the appropriate Government. No 
such notice may be required if the retrenchment is under an agreement which specifies 
date for the termination of service. The 240 and 190 days working period which qualifies 
a workman for receiving compensation includes days for which he was on leave with 
wages, or laid-off under an agreement or is permitted by Standing Orders, or absent due 
to temporary disablement caused by accident arising out of or in course of employment, 
and in case of a female employee the days on which she has been on maternity leave. 

Transfer and Closure: The retrenchment compensation is also payable to workmen in 
case of transfer and closure of undertakings. In case of closure the employer has to give 
sixty days notice explaining the reason for closure to the employee as well as to the 
appropriate Government. In case of closures which are beyond the control of the 
employers or due to unavoidable circumstances, maximum lmmpensation payable is 
limited to three months average pay. Financial difficulties, accumulation of undisposed 
stocks, expiry of lease and licence are not considered as unavoidable circumstances. 
Compensation is not payable for closure by the undertakings set up for the construction 
of the buildings, bridges, roads, canals, dams and other construction works if they are 



Retrenchment in Establishments Employing More Than 100 Persons: A different Disciplinary Issues and 
law regulates retrenchment in these establishments. For retrenchment and closure, these Employees' Grievance 
establishments are required to give three months notice instead of one month and 60 days Handling 
notice required to be given by smaller establishments. In case of closure, bigger 
establishments have to pay compensation as in case of retrenchment and the maximum 
limit of three months wages applicable to smaller establishments is no longer applicable 
to them. Still more important restriction on retrenchment by the bigger establishments is 
that they are required to apply to the Government for permission to effect retrenchment, 
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and the latter will not be effective unless the permission is granted. For closure and lay- 
off also they have to seek permission. On receiving the application for permission, the 
Government gives opportunity to be heard to both the management and the employees 
and their organisations. Whatever may be the decision of the Government, it will remain 
in force for one year. The parties are permitted to apply to the Gdvernment for reviewing 
their own decisions. The Government has to take decision within two months of 
receiving the application, and if the management does not hear anything from the 
Government, for two months, the permission will be considered to have been granted. 
The main objective is to prevent the employers from retrenching employees either light- 
heartedly or for invalid reasons. Suficient data is not available to confinn whether this 
objective has been achieved. 

20.8 ' WHAT IS A ~RIEVANCE? 

Broadly, a grievance can be defined as any discontent or dissatisfaction that an employee 
has with any aspect of the organisation. It can be real or imaginary, legitimate or 
ridiculous, stated or unvoiced, written or oral. It must, however, find expression in some 
form or the other. 

Discontent or dissatisfaction per se is not a grievance. They initially find expression in 
the form of a complaint. When a complaint remains unattended and the employee 
concerned feels a sense of lack of justice and fair play, the dissatisfaction grows and 
assumes the status of a grievance. Usually grievances relate to problems of interpretation 
or perceived non-fulfilment of one's expectations from the organisation. Grievance can 
be unvoiced or stated in which case it can be either written or oral. In most of the cases 
the grievance can be broadly of three types: 

1) Legitimate Grievance: This is a real grievance when there is a cause to believe that 
there has been some sort of wiginal contract violation. However, it has been 
observed that the clauses in a contract have different meaning for different people. 

2) Imagined Grievance: As the name suggests, the employee believes that there has 
been a violation of some clause or the management has not applied the clauses in the 
right manner. The real cause of grievance can be something very trivial but is given 
great importance by the employee. Mostly, it is due to some misunderstanding that 
such grievances occur. 

3) Political Grievances: These grievances are very difficult to solve. Mostly these 
grievances are connected with Unions. At times the Union may keep harping about a 
grievance without merit as to get a good standing with its members. This hampers 
the smooth running of the organisation as both the parties try to pursue their point of 
view. 

It is important to make a distinction between individual grievances and group grievances. 
If the issue involved relates to one or a few individual employees, it needs to be handled 
through a grievance procedure. But when general issues with policy implications and 
wider interest are involved they become the subject matter for collective bargaining. 
Ideally in individual grievance redressal, unions should have less or no role, while in 
grievances of a collective nature and wider ramifications, the unions need to be involved. 

For our purpose, in this Unit, grievance has a narrow perspective; it is concerned with the 
interpretation of a contract or award as applied to an individual or a few employees. 81 
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In a service industry a manager cannot afford to assign a front-line job to an employee 
who holds a grievance against the organisation. You can well imagine the result, if the 
tour escort or a hotel receptionist is an unsatisfied employee. For a successful manager it 
is essential not only to be aware about the employee's grievance but also to understand 
why a grievance has occurred. 

i/ Grievances may occur for a variety of reasons: 

Economic: Wage fmtion, wage computation, overtime, bonus, commissions etc. 
Employees feel they are getting less than what they ought to get. 

Work Environment: Poor working conditions, defective equipment and machinery, 
tools, materials, etc. 

Supervision: Disposition of the boss towards the employee. Perceived notions of 
favouritism, nepotism, bias, etc. 

Work Group: Strained relations or incompatibility with peers, feeling of neglect, 
ostracisation and victimisation. 

Work Organisation: Rigid and unfair rules; too much or too less work responsibility; 
lack of recognition, etc. 

S. Chandra's study (1968, Grievance Procedure: A Survey of Practices in India) on 
grievance procedure and practices revealed the following as some of the main causes of 
employee grievances: 

1) Amenities 9) Nature of job 

2) Compensation 10) Payments 

3) Conditions of work 1 1) Promotions 

4) Continuity of sentice 12) Safety environment 

5) Disciplinary action 13) Superannuation 

6) Fines 14) Supersession 

7) Leave 15) Transfers 

8) Medical benefits 16) Victimisation 

The list is indicative and not comprehensive. 

The apparent causes or sources of grievances may not always be the real ones. There is 
need for deeper analysis of the policies, procedures, practices, structures and personality 
dynamics in the organisation to arrive at the real causes of grievances. 

Grievances stem from management policies and practices, particularly when they lack 
consistency, uniformity, fair play and the desired level of flexibility. Grievances also may 
arise because of intra-personal problems of individual employees and union practices 
aimed at reinforcing and consolidating their bargaining strength. The absence of a proper 
two-way flow of communication can indeed be a fertile ground for breeding grievances. 

Grievances can have several effects which are essentially adverse and countetproductive 
to organisational purposes. The adverse effect. include: 

a) Loss of interest in work and consequent lack of morale and commitment 

b) Poor quality of work and m i c e  

c) Increase in wastage and costs 

d) I n c m e  in employee turnover 

82 e) Increase in absenteeism 



f) Indiscipline Disciplinary Issues and , 
Employees' Grievance 

h) Lack of customer care 

wider repercussion as the destination itself gets a negative image. 

20.10 THE DISCOVERY OF GRIEVANCES 

Knowledge about grievances is important in handling them. Upward channels of 
communication provide the dependable sources for discovery of grievances. One can also 
come to know about grievances through gossip and grapevine or through unions. It is 
always preferable to have first hand knowledge based on observation and through direct 
communication from the employee concerned. Some of the important ways of 
discovering grievances are briefly outlined here. 

1) Direct Observation: A good manager must know how his or her subordinates 
behave in ordinary circumstances. When significant changes in that behaviour 
occur, it is sure to affect performance. Absenteeism, lateness, indifference, etc. are 
some of the forms in which discontent and dissatisfaction find expression. A careful 
analysis of grievance rates, accident rates, requests for transfer, indiscipline, etc., 
may reveal general patterns that are not easily discernible in the first instance. 

2) Grievance Procedure: The most important channel through which discontent and 
dissatisfaction can be communicated is through grievance procedure. A grievance 
procedure provides an avenue and an opportunity to an employee to give vent to his 
or her grievances. The dilemma most managers face is whether and how far they 
should encourage or discourage grievances. If management does not induce 
employees to express their grievances, unions will do so. Discouraging employees 
from expressing grievances means ignoring grievances. When they simmer and 
burst, managements find it beyond their capacity to deal with them adequately. 
Thus, it is important to have a grievance procedure to process grievances. This 
aspect is discussed in detail, in a subsequent Section in this unit. 

3) Gripe Boxes: The gripe box is a facility to file anonymous complaints about the 
various causes of discontent and dissatisfaction in the organisation. It is different 
from the suggestion scheme system that may be in vogue in a company. In this case, 
anonymity is assured and there is no reward or punishment. The limited purpose is 
to let the management know what the employees feel without fear of victimisation. 

4) Open-door Policy: Most organisations preach opendoor policy but do not practice 
it. The policy is good and democratic, but usually ineffective and at times counter- 
productive. Organisations would do well to have a grievance procedure. If a 
grievance procedure exists, open-door policy becomes redundant. 

5 )  Exit Interview: Employees usually quit organisations due to dissatisfaction or 
better prospects elsewhere. It requires certain skill to get to know the real reasons for 
leaving the job. Exit interviews, if conducted effectively, can provide vital 
information to improve personnel policies, and identify the weaknesses and 
strengths of the organisation. Some organisations mail an exit questionnaire three 
months after an employee leaves so that he need not fear about a poor reference and 
give the truth, without fear or favour. 

6) Other Channels: Group meetings, periodical interviews with employees and 
collective bargaining seisions, etc. are some of the other channels through which 
one can'have information about employee discontent and dissatisfaction before they 
become grievances or disputes. 
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one channel is desirable because it may not be possible to get information about all types 
of dissatisfaction fiom one channel. For example, the type of information one can get 
through a grievance procedure would be perceptibly different fiom what one can get 
from a gripe box or an exit interview. 

20.1 1 HOW TO HANDLE GRIEVANCES 

Employee grievances are essentially human problems, real or imaginary. Whatever be the 
cause, the approach should be humane. Sensitivity and empathy are required in handling 
grievances diligently and they need to be handled with care. There is no definite formula 
or a single way in this regard yet one can try out certain tested measures: 

Firstly, employee grievances have to be handled promptly. An aggrieved employee 
suffers from a sense of injustice being done to him or her. Recall the adage, 'Justice 
delayed is justice denied'. The need to handle grievances promptly cannot be over- 
emphasised. In a good many cases, trivial issues concerning one or a few employees 
become collective issues and are blown out of proportion causing avoidable loss and 
bitterness, because they were not dealt with properly and promptly. 

Secondly, emp.loyee grievances will have to be settled at the level at which they occur 
in order to avoid the feeling of injustice at the interacting group level. If an employee has 
a grievance, with or about a supervisor and if it is redressed not at the concerned 
supervisor's level but one or two levels above him or her, the employee continues to be 
dissatisfied about the supervisor because he or she has not been able to resolve it. Since, 
someone else had done it, the loyalties change. In the process, supervisory authority gets 
eroded. Hence, it is important to have the grievances settled, preferably at the level at 
which they occur. 

Thirdly, when grievances occur, it is important to record them as to make sure that 
they do not recur. If more grievances occur over the same issue, time and again and more 
numbers of employees are found to have a similar grievance, the focus should shift from 
person and (grievance) procedure to policy and practices. An archaic rule may continue to 
be the cause of much irritation among many employees. Then it is appropriate to take a re- 
look at the particular aspect of policy and alter or modi@ the same rather than get bogged 
down with redressing each and every case. If some grievances are recurring in nature, the 
strategy should be to prevent rather than cure them. 

20.12 'THE PROCESSING OF GRIEVANCES 

As already discussed, there are valid reasons to have the grievances processed through a 
machinery or procedure. A grievance procedure can be voluntarily established by the 

- -management or installed as a result of a collective agreement to that effect. Whether 
unionised or not, organisations should not wait for unions to raise their voice and use the 
strength in establishing a grievance procedure. 

Thq purpose of a grievance procedure is to: 

let aggrieved employees know what to do if they have a grievance and where to look 
for or appeal to, 

ensure that the procedure of grievance handling is limited to a very few steps, as that 
the employees know that their grievances will be- handled promptly and a solution 
will be found for it as soon as possible, thus lifting the morale of the concerned 
employee, 

check on arbitrary management decision by providing for appeals in at least three 
levels above the level at which such grievances occur. However, the less frequently 
the higher levels are used, the more effective they become, 



promote fair, viable, equitable treatment and personnel practices having regard to Disciplinary Issues and 
the rights of the employee. The superiors will be more careful in their arbitrary use Employees' Grievance 
of power and authority so that the employees have belief in the procedure, and Handling 

assist in minimising discontent and dissatisfaction that may have adverse effects 
upon cooperation and productivity. 

The details of a grievance procedurelmachinery may vary from organisation to 
organisation. Here, a four stage model, (see Figure-I) is suggested. The first and the last 
stages have universal relevance, irrespective of the differences in the procedures at the 
intermediate stages. The four stages of the machinery are briefly discussed here: 

i) The level at which grievance occurs: The best opportunity to redress a grievance is 
to resolve it at the level at which it occurs. An employee's grievance should be 
resolved by his or her immediate boss, the first line supervisor. The higher the 
discontent rises through the hierarchy, the more difficult it is to resolve. Bypassing 
the immediate boss would erode his or her authority. When the process moves to a ; 
higher stage, the aggrieved employee and the supervisorlimmediate boss concerned 
may shift their focus to save face by proving the other wrong. The substantive aspect 
of any of the grievances may thus be relegated and dysfunctional aspects come to 
the fore thus making it more difficult to settle the issue. 

Stages Participants 

Conciliation1 
> Arbitration1 < 

Adjudication 

TOP < Union President/ 
Management General Secretary 

A A 

Middle < > Union 
Management Office-bearers 

0 

- Union shop1 

< > department 
Supervisor representative 

A A 

Aggrieved 
Employee \ - 

Figure I: A Grievance Procedure 
1 

In a unionised concern, the first stage of the procedure usually involves three people: 
the aggrieved employee, his or her immediate boss and the union representative in 
the shopldepartment. It is possible to involve the union in laying down the framework 
of the grievance procedure and thereafler restrain union involvement in the actual 
process, at least in the first two stages. The choice depends on the top management's 
attitude and orientation towards the dynamics of union-management relations. 



Block-2 Human Resources Supervisory role needs to be strengthened, with appropriate training in problem 
Development solving skills, grievance handling and counselling so that he or she can do much in 

reducing the number of grievances that get passed to higher stages in the machinery. 
I 

Unrealistic policies and expectations and lack of commitment for equity and fair 
play can cause problems in handling grievances at the lower level. Inadequate 
delegation of authority may also inhibit a supervisor's effectiveness in handling 
grievances at hislher level. 

ii) Intermediate Stage: If the dispute is not redressed at the supervisor's level, it will . 
usually be referred to the head of the concerned department. It is important that line 
management assumes prime responsibility for the settlement of a grievance. Any 
direct involvement by personnel department may upset balance in line-staff 
relations. 

At the intermediate level, grievance can be settled with or without union 
involvement. Excessive reliance on supervisor at this stage can jeopardise the 
interest of the employee and affect the credibility of the procedure. 

iii) Organisation Level: If a grievance is not settled at the intermediate level also, it 
will be referred to the top management. Usually a person of a level not less than 
General Manager designated for the purpose will directly handle the issue.  now, 
the grievance may acquire some political importance and the top leadership of the 
union may also step in formally, if the procedure provides for it and informally, if 
the procedure prohibits it. At this level it is very difficult to reconcile the divergent 
interests and a very tactful handling is required depending on the situation. 

iv) Third Party Mediation: If the grievance has not been settled bilaterally within the 
organisation, it goes to a neutral thud party for mediation. It could be conciliation, 
arbitration or adjudication or the matter may even be referred to a labour court. At 
this stage, the parties concerned !#~se control over the way the grievance is settled. In 
case of mediation (conciliation or arbitration) the mediator has no authority to 
decide, but in case of labour court or an adjudicator, the decision will be binding on 
the parties, subject to statutory provisions for appeal to higher courts. 

In small organisations, as the case is most individually formed hotels, grievances can be 
processed on personal contact basis with immediate solutions. 

20.13 STEPS IN GRIEVANCE HANDLING 

At any stage of the grievance machinery, the dispute must be handled by some members 
of management. In grievance redressal, responsibility lies largely with the 
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management. And, as already discussed, grievances should be settled promptly at the first 
stage itself. The following steps will provide a measure of guidance to the manager 
dealing with grievances: 

1) Acknowledge Dissatisfaction: ManageriaVsupervisory attitude to grievances is 
important. They should focus attention on grievances and not turn away from them. 
In this case, ignorance is not a bliss, it is the bane of all organisational conflicts. 
Condescending attitude on the part of supervisors and managers would aggravate the i 

problem. 

2) Define the Problem: Instead of trying to deal with a vague feeling of discontent, the 
problem should be defined properly. Sometimes a wrong complaint is given. By 
efffective listening, one can make sure that a true complaint is voiced. 

3) Get the Facts: Facts should be separated from fiction. Though grievances result in 
hurt feelings, the effort should be to get the facts behind the feelings. There is need 
for a proper record of each grievance. 



4) Analyse and Decide: Decisions on each of the grievances will have a precedent 

I 
effect. While no time should be lost in dealing with them, it is no excuse to be sl ip 
shod about it. Grievance settlements provide opportunities for managements to 
correct themselves and thereby, come closer to the employees. Horse-trading in 
grievance redressal due to union pressures may temporarily bring union leadership 
closer to the management, but it will surely alienate the workforce away from the 
management. 

5) Follow-up: Decisions taken must be followed up earnestly. They should be 
promptly communicated to the employee concerned. If a decision is favourable, to 
the employee, his or her immediate boss should have the privilege of 
communicating the same. 

Some of the common pitfalls that managements commit in grievance handling relate to: 

a) stopping the search for facts too soon; 

b) expressing a management opinion before gathering full fact..; 

c) failing to maintain proper records; 

d) arbitrary exercise of executive discretion; and 

e) settling wrong grievances. 

Management attitude matters a lot and care need to be exercised in handling the delicate 
subject of grievances. 

I) Explain the difference between the positive and negative concepts of discipline. 

! 
2) Identify the different forms of indiscipline and examine the factors leading to 

indiscipline. 

3) What are the various forms of implementing Discipline? 

4) Distinguish between: 

i) dismissal and discharge; and ii) retrenchment and laysff. 

5) Discuss the relevant provisions of the existing Industrial laws, which restrict the 
right of employers to dismiss or retrench their workers in India 

....................................................................................................................................... 
6)  What do you understand by grievance? 

....................................................................................................................................... 
7) How would you handle grievances? 

8) Briefly outline the features of a grievance procedure and the steps in grievance 
handling. 

9) Describe the role of the immediate supervisor in processing with respect a 

to the employee, union representative and the personnel department. 
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In this Unit we have examined the various aspects of discipline. We have seen that 
discipline is by and large a result of the culture and the pattern of authoritytpower that are 
available in an organisation. You as a manager will have to create conditions that will 
encourage positive discipline among your subordinates. I 
This Unit also discussed suspension, dismissal and retrenchment, the three potential 
causes of industrial unrest and conflicts affecting management not only in India, but the 
world over. These three terms have not only been defined formally, but also 
distinguished from one another, and also from such terms as discharge and lay-off, which 
can equally disturb industrial peace. Just and fair management of all these disturbing job 
changes can minimise if not totally eliminate their impact on employer and employee, 
relations. How the right of management to discipline their workers, to hire and f r e  them 
or close down their undertakings or to retrench their workers has been abridged by the 
above two laws has also been explained. Procedures for dismissal, principles of natural 
justice and practices in a few other countries have been discussed. Justifications for 
restricting the right of employers to retrench their employees have also been discussed. 

In this Unit, we have discussed that a grievance is a discontent or dissatisfaction. There 
are several reasons for grievances. Often the stated reasons may not be the real reasons. 
Grievances have several adverse effects on the performance of the individual as also the 
organisation. Grievances have to be handled promptly at the stage at which they occur. 
The higher the discontent rises through the hierarchy, the more dificuli it is to resolve. 
There are several channels for discovering grievances. They include direct observation, 
grievance procedure, gripe boxes, opendoor policy, exit interview, etc. 

There should be a machinery or procedure for redressing grievances. It could be 
established voluntarily by the management or as a result of collective agreement between 
management and union(s). A four-step procedure has been suggested. The steps in 
grievance handling and the do's and don'ts for managers dealing with grievance handling 
were also discussed. A discerning student of industrial relations scene in any country 
would understand the reasons for the increasing role of unions in dealing with individual 
employee grievances. An aggrieved employee is concerned about protection of his or her 
interests. Unions have a role in protecting the interests of individual employees who are 
on their rolls as members. To the extent managements fail in dealing effectively with 
individual grievances at the first stage itself, the role of the union increases. The higher a 
grievance moves in the organisation the greater will be the involvement of the union and 
the larger the industrial relations implications. 

20.15 CLUES TO ANSWERS 

1) Compare your answer with the contents of Sec. 20.2. 

2) See Sub-sec. 20.3.2. 

3) See Sec. 20.4. 

4) Read the relevant Secs. 20.5,20.6 and 20.7. 

5) See Sec. 20.7. 
, 

6) Read Sec. 20.8 and compare your answen 

7) In Sec. 20.1 1 certain ways of grievance handling are mentioned. 

8) Mention the four stage model discussed in Sec. 20.12 and the steps discussed in Sec. 
20.13. 

! 

9) See point (i) of Sec. 20.12. 88 
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21.0 OBJECTIVES 

After reading this Unit, you should be able to define and understand the: 

aims of salary administration, 

principles of salary formulation, 

I 

t 
design of salary structures, and . 

steps involved in salary progression and the procedures of administering salary 

I 
systems. 

2 1.1 INTRODUCTION 

It is extremely important to have a well-designed compensation system. Employee 
compensation is an extremely important issue for every manager, and over the years 
compensation has become a complicated issue. Not only are the issues of internal equity 
and justice important, but also the larger issues of the wider economy and society 
impinge immediately on the problem of compensation. A properly planned and 
administered salary system is one of the most important aspects of modem management. 
Deciding how and what people should be paid is what is covered under saluy 
administration. in this Unit we shall attempt to unravel the complexities of employee 
compensation and understand the basic factors affecting salary administration. We shall 
pay special attention to the process of fming salary levels and designing salary structures. 
More dynamic aspects such as salary progression policies and procedures will also be 
examined. 

Because of its vastness and in most cases unorganised nature, the hospitality 
organisations in India offer wages lower to the job requirements. This not only restricts 

I the entry of talent but also leads to constant job hopping and adoption of under hand 
measures like commissions fiom other establishments like, car rental, travel desks, etc. 

i At many destinations the host population develops a feeling of exploitation because of 
low wages. Few organisations realise that the ultimate sufferer in such situations is the 
destination and along with it the organisation is bound to suffer in the long run. 
Hence, this Unit is vital for hospitality managers. 
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Development 21.2 AIMS OF SALARY ADMINISTRATION 

The aim of salary administration is to develop and maintain a salary system of policies 
and procedures. A well-developed salary system will enable your organisation to attract, 
retain and-motivate people of the required calibre and qualifications. Such a system 
should also be able to control your payroll costs. These aims and objectives have to be 
seen in greater depth from the point of view of the organisation, its individual staff, and 
collectively for both. 

i) Organisational Aims: The salary system should be tailored to meet the 
organisation's special needs and should be easily capable of modification in 
response to change. In particular the aim of the system should be to: 

ensure that the organisation can recruit the quantity and quality of staff it 
requires, 

encourage suitable staff to remain with the organisation, 

provide rewards for good performance and incentives for further improvements 
in performance, 

achieve equity in pay for similar jobs, 

a create appropriate differentials between different levels of jobs in accordance 
with their relative value, 

operate flexibly enough to accommodate organisational changes and relations 
in the relative market rates for different skills, 

be simple to explain, understand, operate and control, and 

be cost-effective in the sense that the benefits of the system are obtained 
without undue expense. 

ii) Individual Aims: The individual wants to feel that he or she is being treated fairly 
and expects to be paid according to his or her own evolution of self worth. This 
assessment will be based on comparisons with market rates for similar jobs 
elsewhere and with the pay received by other staff in the organisation. 

iii) Collective Aims: The objective of trade unions and staff associations must be to 
obtain the maximum benefits for their members. They will want their members' pay 
to keep ahead of inflation, to match or ekceed market rates and to reflect any 
increase in the prosperity of the company. Moreover, they will also want an 
equitable system and may object to merit review schemes based on management 
discretion, because they are thought to be arbitrary and unfair. 

21.3 PRINCIPLES OF SALARY FORMULATION 

The main factors affecting salary levels within an organisation are: 

1) External relativities: market rates as affected by supply and demand and general 
movements in pay levels, . 

2) Internal relativities: salary relativities between jobs within the organisation 
depending on the values atta~hed to different jobs, and 

3) Individual worth: the value of the individual's performance to the organisation. 

1) External Relativities: A salary is a price indicating, like any other price, the value 
of the service to the buyer and seller; the employer and the employed. The going 
rate for a job is its market rate, and many will claim that a job is worth what the 



market says it is worth. External equity is a fundamental aim of any salary system. If Compensation and Salary 

insufficient attention is given to market rates your organisation may.not be able to Administration 

attract and retain good quality personnel. Although internal salary structure is not 
directly and instantaneously responsive to market forces at all points, the general 
structure must reflect the changing pressures of the market. 

Internal Relativities: The value of a job within an organisation is relative. Within 
your own organisation, pay levels will be affected by real or perceived differences 
between the values of jobs. In this sense, the value of a job is comparative. The ideal 
salary structure should establish and maintain appropriate differentials based on an 
objective system of measuring relative internal values. As we have seen in an earlier 
Unit, we must take recourse to job evaluation to arrive at these internal relative 
values of jobs. However, when you design such an ideal structure you must also take 
account of external as well as internal pressures. 

3) Individual Worth: Although the value of a jbb is relative to other jobs inside and 
outside the organisation, the value of a person in the job is something very specific 
to that individual. Hence, his or her salary should be influenced by his or her 
performance. The salary system should, as far as possible, enable the individuals to 
be rewarded according to the contribution and not restricted by the artificial barriers 
contained in a rigid salary structure. 

The salary structure of an enterprise is built on the premise that each job has its own 
price. This is determined by the scientific job evaluation method andlor by the going rate 
in. the area. Besides this. there are many region-cum-industry settlements like the 
agreement between the management and the union of an industry in a particular 
geographic region, which may form the basis for wage fixation. 

The wages that an employer is willing to pay depends on his or her philosophy, capacity 
to pay, competitive position and ability to attract and retain a workforce by factors other 

The government has always played a significant role in the determination of wages in the 
organised sector. You are probably aware that there are a number of laws to ensure 
payment of minimum wages and payment on time. Moreover, given the imbalanced 
positions of the employer and the employee, the government has had to often appoint 
wage boards to determine the wages in particular industries. You are also perhaps aware 
of the labour courts and industrial tribunals set up by the government to settle wage 
disputes by adjudication. 

21.4 COMPONENTS OF SALARY ADMINISTRATION AND 
PAY STRUCTURE 

The starting point of salary administration is the determination of salary levels. Salary 
levels are determined by the process of job evaluation. Job evaluation, as we have seen in 
an earlier Unit, is a systematic method of appraising the value of each job in relation to 
other jobs in the organisation. This is done by identifLing the key tasks and the various 
dimensions of the jobs and thereby enabling you to arrange them in .a hierarchy of 

Once you have arrived at the salary levels with the help of job evaluation, you should be 
concerned with: 

the design and maintenance of salary structures, 

, the operation of salary progression systems, 

the administration and control of salary reviews, and 

the desigri and operation of other allowances. 
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An industrial pay packet in India, for example, consist. of several elements: basic wage, 
dearness allowance, house rent allowance, city compensatory allowance, annual statutory 
bonus, and incentive bonus. The basic wage, dearness allowance and the annual bonus 
make up the bulk of average worker compensation. A wide range of statutory and non- 
statutory institutions influence the determination of basic wage, dearness allowance and 
the annual bonus, therefore, an understanding of the pay structure itself is necessary: 

1) Basic Wage: Basic pay is a stable wage paid over a period of time. This could be on 
a monthly, weekly or daily basis. This pay is the normal rate for a given level of 
output. It is the price to be paid to get a given job done. It usually progresses over 
time. 

Basic wage is built upon the statutory minimum wage, which states that the wage 
should provide not merely for the bare sustenance of life but for the preservation of 
the efficiency of the worker by providing some measure of education, medical 
requirements and amenities. 

Basic wage of an industrial worker based on a "standard budget" concept for a 
family of four, should include food, clothing, housing and fuel. An underlying 
assumption behind the basic wage legislation is that the industry does not have the 
right to exist unless the minimum needs of the worker are met. 

2) Dearness Allowance: The system of dearness allowance (DA) was instituted to 
protect the wage earners' real income by neutralising the incmased cost of living. 
The DA, therefore, was to give relief to the worker in inflationary conditions, by 
trying to offset the cost of living with an additional allowance. 

In general, there are two systems of DA payment: one is a flat rate system of 
neutralisation, and the other linking the payment of DA to the consumer price index. 
The flat rate system provides a lump-sum payment to the employees over a period of 
time to adjust for the growth in inflation. The system is simple and easy to 
administer. 

The consumer price-linked system on the other hand, attempts to neutralise the 
actual increase in the cost of living. This method, as you can see, is more realistic 
because it regulates the payment of allowance on the basis of actual price movement 
in a given region. 

DA is also influenced by: 

a) Employer's Ability to Pay: An important issue of dispute between workforce, 
management and industrial tribunals has been whether the employer's ability is 
relevant to the payment of DA. Industrial tribunals have consistently held the 
view that the employer's paying ability is a major factor in the payment of DA 
and 'thus the Indian adjudicators of the DA question have favoured the position 
of the employer. 

b) The Problem of Neutralisation: How much of the price increase should be 
neue ised  has been a matter of cohtroversy. For example, industrial tribunals 
have supported full neutralisation in principle for low-wage workers in India; 
but the range of recommended neutralisation has been 50-90 per cent of the 
price increase. The tribunals have been governed by the following 
considerations: 

i) The recognition that the industry's paying capacity does not permit full 
neutralisation. 

ii) Full neutralisation is feared to lead to more inflation. 

iii) Employees, like other groups in society, should share in the hardships 
caused by .inflation. 



c) Profit-sharing Bonus: Payment of bonus is an annual issue which every Compensation and Salary 

employee eagerly looks forward to. The payment of annual bonus is a constant Administration 

source of friction every year in India. It has some unique features. From an ex- 
gratia payment, it has become obligatory. There are statutory minimum and 
maximum limits on the amount of bonuses to be paid to the employees. 

21.4.2 Other Components of Pay Packet 

By virtue of being the member of a big hospitality organisation, an employee receives a 
number of other benefits, some in cash and some in kind. These are generally referred to 
as perquisites or fringe knefits. Many of these have no direct link to the work or output 
of a worker. Over the ye&s, some of these have become statutory. These include: 

*, compensatory city allowance 

house rent allowance 

leave travel concession 

provident h d  

gratuity 

group-linked insurance scheme . 

pension fbnd 

medical benefits 

ESIS 

accident and death compensation while on duty in addition to other schemes through 
the company's own insurance plan 

leave with pay 

educational allowances for children, etc. 

These prerequisites are provided to enhance the employees' motivation and loyalty to 
their organisation. In many cases these may be the result of a collective agreement at the 
initiative of trade unions. We shall deal with these benefits in greater detail in the next 
Unit on "Employee Benefits and Welfare". 

21.5 SALARY STRUCTURES 

The salary structure consists of your company's salary grades or ranges and its salary 
levels for single jobs or groups of jobs. One of the major aims of a job evaluation 
exercise, as seen earlier, is to design a salary structure into which jobs can be correctly 
graded on the basis of an assessment of their relative value to the organisation. It is, of 
course, imperative to ensure that salaries are in line with market rates. While, designing a 
salary structure you are attempting to provide for internal equity in grading and paying 
staff and to maintain competitive rates of pay. This, naturally, cannot be achieved if a 
chaotic set of rates and systems of payment exist in your organisation. You can evolve a 
salary structure which may be any one of the following or a combination of them: 

I )  Graded salary structures 

2) Salary progression curves 

1) Graded Salary Structures: A typical salary structure is one with a sequence of 
salary ranges or grades, each of which has a defined minimum and maximum. In 
this process you are assuming that ail the jobs allocated into a grade are broadly of 
the same value. However, you must ensure that actual salaries earned by the 
individuals are based on their performance or length of service. You may cover all 



Block-2 Human Resource the jobs in your organisation by the same structure of salary ranges or you may . Development design different structures for different levels or categories,of jobs: A properly 
designed salary structure should have the f~llowing features: 

!, *- All jobs are allocated into a salary grade within the structure. This allocation, of 
course, has to be done on the basis of assessment of their internal and external 
value to your organisation. 

Each salary grade should consist of a salary range or grade. No one holding a 
job in the grade can go beyond the maximum of the salary grade unless helshe 
is promoted. 

Jobs can be regarded within the structure when it is decided that their value has 
altered. This may be due to a change in responsibilities or a pronounced 
movement in market rates. 

General increases in the cost of living or in market rates are taken care of by 
proportionate increases in the minimum and maximum salary levels. 

The salary grades should be wide enough to provide room to recognise that 
people graded at the same level can perform differently and should therefore be 
rewarded according to their performance. 

A differential should be maintained between the mid-points of each salary 
grade. This is to provide adequate scope for rewarding increased responsibility 
on promotion to the next higher grade. At the same time the gap between 
adjacent grades should not be too wide as to reduce the amount of flexibility ' 
available for grading jobs. 

The mid-point of each grade is the target salary for the grade. You must assume 
that if there is a fairly steady movement of staff through the grade, the average 
salary of the staff in the grade will correspond with the target salary. 

There can be an overlap between salary grades which acknowledge that an 
experienced.person doing a good job can be of greater value to the organisation 
than a newcomer to a job in the grade above. 

All jobs allocated into a salary grade should be broadly of the same level. 
Therefore, they normally have the same minimum and maximum rates which 
correspond with the grade boundaries. 

Progression dithin a grade depends on the performance of the individual. It 
would generally be assumed that all filly competent individuals in any jobb in a 
grade would e%entually reach the normal maximum for a grade, if they are not 
promoted out of it. In some circumstances, you may make provisions for 
exceptional individuals to receive hore than the grade maximum. This is 
desirable when there are no immediate opportunities for promotion, and your 
organisation wishes to retain their services without damaging their motivation. 

The number of salary grades or ranges will depend on, (i) the number of 
distinct levels of jobs in the hierphy, (ii) the width of each salary grade, (iii) 
the extent of the overlap, if any, between grades, and (iv) the salary levels 
appropriate for the most senior and most junior jobs. This will give you the 
overall range of sahies within which you may fit the individual salary grades. 

Make-up of a salary grade: A basic principle of a salary structure is that 
individuals should advance through the structure either by progressing within the 
salary grade for the job as they improve their performance, or by promotion. In the 
simplest structure, people should move more or less steadily from the entry point of 
the grade to the upper limit, unless they dove to a higher grade. However, we can 
distinguish three stages into which this progression is divided. It would help us if we 
can divide the grade into three zones which correspond to these three stages': 



a) The learning zone: This covers the period when a person is on his 'ok her Compensation and Salary 

learning curve, familiarising himself or herself with the knowledge and skills Administration 

required for becoming fully competent. Of course, the length of time to go 
through this zone will vary according to the individual's experience, 
competence and ability to learn. 

b) The qualified zone: This covers the period when the job holder continues to 
I increase his or her capacity to do the work and to improve performance. The 

minimum salary in this zone should be the market rate for the job in so far as 

t this can be determined. Here, we are assuming that the market rate is the 
required salary level which will be able to attract a competent person from 
another job to join your organisation. The mid-point of the grade is the salary 
level which all competent employees would be expected to achieve. This has to 
be above the market rate in order that you are able to retain these individuals. 

c) The premium zone: This is reserved for those employees who achieve 
exceptional results but suitable promotion opportunities do not exist for them. 
This enables you to reward and encourage outstanding employees. 

Designing the Salary Structure 

The simplest way for you to design a salary structure would be to follow the 
following steps: 

Step 1 : Establish by market rate surveys and studies of existing structures and 
differentials of the most senior and most junior jobs to be covered by 
the structure. 

Step 2 : Draw up salary grade structure between the upper and lawer limits, as' 
established in Step 1, according to policies for differentials, the width 

r of salary grades and the size of overlap between grades. 

Step 3 : Conduct a job evaluation exercise, preferably by means of a simple 
ranking scheme, although this could be refrned by using paired 
comparisons. 

Step 4 : Obtain market rate data, bearing in mind that there i's likely to be a 
range of market rates Ather than a precise figure. 

Step 5 : Slot the jobs into the grade structure in accordance with the results of 
both the job evaluations and the market rate surveys. It is here that 
judgment is required. While same decisions on grades will be obvious, 
others will be more difficult. If in doubt, re-evaluate the borderline 
cases to help make the final marginal decision. One advantage of an 

I overlapping structure is that such decisions are less critical. 

2) Salary Progression Curves: Salary progression curves are also known as maturity 
curves or career curves. They aim to link increases in salary over a fairly long period 
to increased maturity or experience. They are best used for professional, scientific or 
other highly qudified staff. Their contribution is almost entirely related to their 
professional capacity rather than to a more or less fixed set of duties that enable their 
job to be firmly placed in a rigid hierarchy. 

Progression curves are mostly used for professionaVscientific staff whose starting 
s a l w  is linked to the market.rate for their degree ar to a professions qualification. 

- This system assumes that they will develop within their disciplhe at some standard 
rate as a result of their experience. 

- - / 

You may provide more than one rate of progression where you feel that there should 
be some scope for rewarding and encouraging individuals according to their 
performance and potential. The aim of the progression ciwe system is to allow 
plenty of scope for advancingpeople according to their contribution. 

- 



21.6 SALARY PROGRESSION 

Salary progression procedures relate increases in salary to merit. It should be aimed at 
relating salary compensation to performance consistently and equitably while retaining 
an adequate degree of control over salary costs. The essential features of a systematic 
procedure for salary progression should be: 

The salary ranges are divided into defined areas or zones, as discpssed earlier. The 
individual will pass through these zones as he or she progresses. 

There should be incremental systems which will indicate the rates at which 
individuals can progress according to merit or experience. 

There must be guidelines for determining merit increments and planning salary 
progression. 

Incremental Systems 

There are different kinds of incremental systems which vary in their rigidity and 
flexibility. At one end you have extremely rigid procedures with fixed and predetermined 
movements through a scale related to age and service in the organisation or experience in 
the job, while at the other end there are flexible systems in which management exercises 
complete discretion over the award and size of increments without any guidelines. 
Between the two extremes there are middle-ranged, semi-flexible systems. 

The choice of approach will naturally depend on the organisational climate and 
managerial style of the organisation. A bureaucratic organisation is likely to believe in 
strict control over managerial judgments by using a rigid system of salary administration, 
while a less autocratic organisation which allows the managers to exercise discretion 
would adopt a more flexible system. While there is no doubt about the advantages of a 
flexible system, we must at the same time be aware of the need to exercise control over 
the salary system. 

It is extremely important to ensure that individuals are correctly placed in their range in 
relation to their performance and also that they move through and between salary grades 
at a rate appropriate to their progress and potential. Most salary planning decisions are 
short-term ones which are concerned with deciding on the next increment to be paid 
because of merit or promotion. Long term salary plans are closely linked with career 
planning procedures. 

Short-term salary planning can be carried out by means of a variable incremental system 
with guidelines which will indicate the various rates at which people can progress 
through a zoned salary range. 

21.7 SALARY ADMINISTRATION PROCEDURES 

In this Section, since we are concerned with the implementation and control of salary 
policies and with the contiol of salary costs against budgets. We will also examine the 
following procedures: 

salary budgets, 

cost of living or general reviews of salary levels, 

individual salary reviews, and 

fvring salary levels on joining or on promotion: 

Salary Budget 

A salary budget is a statement in quantitativetfinmcial terms of the planned allocation 
and use of resources to meet the operational needs of the company. In a salary budget, 



you should forecast the levels of activity which will indicate the num6er of different Compensation and Salary 

categories of staff that are needed for the budget period. When you prepare the salary Administration 

budget you must take account of the financial resources available to the company. This 
will, as you can see, affect the ability to pay general or individual merit increases, or the 
nbmbers employed, or both. 

Salary Reviews 

There are two types of salary reviews: 

a) General salary reviews: These reviews take place when it is necessary to increase 
all or most salaries as a result of an increase in the cost of living or in market rates, 
or as a result of settlements. It is equally important to keep individuals informed of 
how they stand in the salary structure and the rewards they are getting or can obtain. 

b) ~ndividual salary reviews: The purpose of an individual salary review is to decide 
on the merit increments that should be given to staff. You can have one annual 
review for all staff or you may phase increases through the year on the anniversary 
of the staff joining the organisation. The later enables you to give more individual 
attention to the staff and removes the emotional atmosphere that surrounds the 
annual review. 

Fixing Salaries on Appointment or Promotion 

Control over starting salaries should be exercised by providing guidelines on the policies 
to be followed and by defining who has the authority to approve salaries. Promotions 
should be dealt with as they arise rather than being left to the annual review. The increase 
should be meaningful and the starting point in the new grade should provide adequate 
scope to reward performance in the new job. 

- - - 

21.8 OTHER ALLOWANCES 

Employees are given various forms of additional cash remuneration to encourage 
commitment to and participation in the success of the organisation. Payment other than 
the basic salary is also meant to compensate the employees for the special demands 
imposed on them by working for the organisation. 

Incentive Schemes: While wage incentives increase the earnings of workers, they can at 
the same time improve the efficiency of your organisation. Improving efficiency will 
naturally lower your costs. It is recommended that wage incentives should be used for 
effective utilisation of manpower, which is the cheapest, quickest and surest means of 
increasing productivity. The only practicable and self-sustaining means of improving 
manpower utilisation in hospitality sector is to introduce incentive schemes and stimulate 
human effort in order to provide a positive motivation to greater output. 

Wage incentives are extra-financial motivation. A wage incentive scheme is the payment 
for work of an acceptable quality produced over and above a specified quantity or 
standard. You can apply an incentive scheme to an individual, a group or to all 
employees in your organisation. 

It is important, to remember that you are paying your employees an incentive for a better 
standard of performance. Therefore, in all incentive schemes you must fix a standard. 
And, of course, you must use your discretion in introducing an incentive scheme and 
fixing the standards of performance. But while doing this you must also ensure the 
acceptability of your scheme by the employees. 

Bonus Schemes: You can devise various bonus schemes usually in the form of a lump- 
sum payment. This is of course in addition to the basic salary and should be related in 
some way to the performance of the individual or group of individuals receiving the 
bonus. The principal aim of a bonus scheme should be to provide an incentive and a 
reward for effort and achievement. You may use the following criteria as a base while 
designing a bonus scheme: 



Human Resource The amount of reward received should be sufficiently high to encourage staff to 
Development accept existing targets and standards of performance. 

' /  

The incentive should be related to quantitative criteria over which the individual has 
a substantial measure of control. 

The scheme should be sensitive enough to ensure that rewards are proportionate to 
achievements. 

The individual should be able to calculate the reward he or she can get for a given 
level of achievement. 

The formula for calculating the bonus and the conditions under which it is paid 
should be clearly defined. 

Constraints should be built into the scheme to ensure that the staff cannot receive 
inflated bonus which may not reflect their own efforts. 

The scheme should contain provisions for a regular review which could result in its 
being changed or discontinued. 

The scheme should be easy to administer and understand, and it should be tailored to 
meet the requirements of your organisation. 

Apart from the bonus, there are various other benefits like holidays, sick pay, travel 
allowance, pensions, housing and medical benefits, etc., which ultimately supplement the 
salary of your staff. 

Another incentive in tourism organisations like travel agencies and tour operations is 
offering the employees a certain percentage of profits as commission if they sell more 
than the given targets. Besides, certain other perks are offered by the companies like, 
membership of clubs, credit cards, etc. 

1)  Discuss the organisational aims of salary administration. 

2) How is DA fixed? 

3) What are the steps involved in designing a salary structure? 

4) . What do you understand by salary control? 



I 5) Besides salary what other allowances can be given. Compensation and Salary. ' 
Administration 

I 21.9 LET US SUM KTP 
This Unit has attempted to familiarise you with the systems and procedures of salary 
administration and the rationale of wage policy. Salary administration should be 
approached as a management tool to attract, retain and develop the required quantity and 
quality of human resources within your own organisation. A well-designed and properly 
administered salary system should be one that will not only reward your employees with 
the material remuneration they think they deserve, but will also act as a motivating factor. 

This Unit has also tried to familiarise you with the various statutory requirements of the 
0 pay fixation and help you in developing your skills in formulating and designing salary 

structures. It has explained the rationale of salary administration, the need for salary 
I reviews and the steps to ensure control over salary administration. 

\ 

21.10 CLUES TO ANSWERS 

Check Your Progress r 
1) See point (1) of Sec. 21.2. 

1 
I 

2) Read point (b) of Sub-sec. 2 1.4.1. 

3) . Mention the five steps discussed in Sec. 2 1.5. 

5) Many, like housing, conveyance, bonus, etc. See Sec. 21.8. 
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22.0 OBJECTIVES 1 
Once you have read this Unit, you should be able to: 1 

identify the objectives and merits of labour welfare measures and social security 
benefits, 

identify the laws and rules that prescribe welfare measwes and security benefits, 

distinguish between statutory and voluntary welfare measures, and 1 
distinguish between extramural and intramural welfare measures. 

22.1 INTRODUCTION 

As a practising manager in a hotel, you should be fully aware of the strains and stresses 
of the modem worker. The employee is constantly exposed to tremendous amount of 
physical and mental stress and accidents of various kinds. No amount of wages can 
compensate him or her adequately. The employee needs an added stimulus and support to 
meet all requirements and maintain himself or herself and his or her family. Labour 
welfare measures and social security benefits are attempts in the direction of 
supplementing the wages of the industrial worker by providing him or her extra facilities 
and benefits. In this Unit we shall examine the important welfare measures and benefits 
available to the worker whether working for a hotel or any other industrial sector. These 
benefits and measures are statutory as well as on a voluntary basis. 

22.2 THE CONCEPT OF FRINGE BENEFITS AND LABOUR 
WELFARE 

There is no conceptual clarity in so far as a precise definition of the terms of fringe 
benefits and labour welfare are concerned. In fact a large number of items, irrespective of 
their nature, are lumped under fringe benefits and welfare programmes. However, the . 
Oxford dictionary defines labour welfare as "efforts to make life worth living for 
workman". The International Labour Organisation (ILO) Regional Conf_e~ence described 
welfare to mean "such services, facilities and amenities, which may be established 
outside or in the vicinity of undertakings to enable the persons employed therein to 
work in healthy and congenial surroundings and to provide them with amenities 
conducive to good health and high morale". 

The Report of the Committee on Labour Welfare (1969) includes under it "such services, 
facilities, sanitary and medical facilities, arrangements for travel to and from work 



and for the accommodation of workers employed at a distance from their homes, Employee Benefits and 
and such other services, amenities and facilities, including social security measures Welfare Schemes 
as contribute to improve the conditions under which workers are employed". 

In other words, labour welfare services include all extramural and intramural welfare 
work, statutory and non-statutory welfare facilities undertaken by the employers, 
government, trade unions or voluntary agencies. They also include social security - 
measures which contribute to workers welfare such as insurance, provident fund, 
gratuity, maternity benefits, workmen's compensations, retirement benefits, etc. 

A Committee of Experts on Welfare Facilities for Industrial Workers was constituted by 
the ILO in 1963. The C~mmittee divided welfare services into two groups: (i) welfare 
amenities within the precincts of the establishment (intramural) such as: latrines and 
urinals; washing and bathing facilities; creches, rest shelters and canteens, arrangements 
for drinking water, arrangements for prevention of fatigue, health services including 
occupation safety, administrative arrangements to look after uniform and protective 
clothing and shift allowances,(ii) Welfare amenities outside the establishment 
(extramural): such as maternity benefits, social insurance measures including gratuity, 
pension, provident fund and rehabilitation, benevolent funds; medical facilities including 
programmes for physical fitness and efficiency; family planning and child welfare; 
education facilities including adult education; housing facilities; recreational facilities 
including sports, cultural activities, library and reading room, holiday homes and leave 
travel facilities; workers' cooperative stores, fair price shops and cooperative thrift and 
credit societies; vocational training for dependants of workers; welfare programmes for 
welfare of women, youth and children; and transport to and from the place of work. 

Labour welfare work can be (i) statutory or (ii) non-statutory (voluntary). Statutory 
welfare measures, as the term itself indicates, are those services whose implementation 
depends on the coercive power of the government. This the government ensures by the 
enactment of certain rules to enforce the minimum standards of health and safety of 
workers. You, as a manager, would be obliged to fulfil these requirements as they are 
statutorily enforced on you. Non-statutory welfare measures include all those activities, 
which you may undertake for the welfare of your employees on a voluntary basis. 

22.3 STATUTORY WELFARE PROVI~IONS 

These are amenities that are to be provided necessarily to employees as per different 
legislatiors of the Government. For example the Factories Act of 1948 in India covers 
areas including health, welfare, safety, working hours, annual leave with wages and 
employment of women and children. Similarly, the Motor Transport Workers Act of 
1961 mentions ;bout restrooms, uniforms, washing allowance, medical facilities etc. for 
motor transport workers. Similar, legislations exist in other areas like, mine workers, 
plantation workers, etc. 

A considerable amount of emphasis has been laid on the provision of a canteen inside the 
workplace. Thi International Labour Organisation (ILO) has laid certain guidelines in 
this regard which each country must follow. The responsibility, in India, is on the State 
Governments for making rules to ensure provisions of a canteen in any specified 
workplace or establishment employing 250 employees. Employees should be provided 
representation in the management of canteens. It has been suggested that canteens should 
be run on cooperative basis and that legislation should be amended to empower State 
Governments to make rules to meet the objective of nutrition. 

The need for setting up c&ches was stressed way back in 193 1. The Factories Act in 
India lays down that in any establishment with more than 50 women workers, a creche 
should be provided and maintained for children below six years in clean and sanitary 
conditions. The creche should be under the care of women trained in childcare. The 
creche should have adequate accommodation, should be properly lighted and ventilated. 
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Mock-2 Human Resource In India the State Governments are empowered to make rules in respect of standards, 
Development equipment and facilities. Mothers should also be given time to feed their children at 

necessary intervals. There are also provisions for appointing Labour Officer in large 
establishments, keeping in view your own organisation you should know about the 
welfare legislations that cover your organisation. 

22.4 VOLUNTARY WELFARE ,AMENITIES 
1 

There are employers who have taken the lead and provided a wide variety of welfare 
amenities to their employees: 

i) Educational Facilities: Economic and social progress is dependent on the quality of 
work force. Education plays a crucial role in motivating and preparing the workers 

I 
for constant change and development that should necessarily happen in industry. The 
educated worker is naturally more receptive and responsible. Many organisations go 
a step further and extend education facilities like fee reimbursement, books 
allowance, etc. to the children of the employees. 

ii) Transport Facilities: The growth and expansion of industries has also increased the 
distance for the worker fiom his or her place of residence to his or her place of work. 
Transport facilities for employees residing far from the workplace are essential to 
relieve strain and anxiety. Such facilities will, no doubt, also provide greater 
opportunity for relaxation and reduce the rate of absenteeism. For example Indian 
Airlines and Air India provide transportation to all their employees. 

The provision of adequate transport facilities to workers is to enable them to reach 
their workplace without loss of much time and without fatigue. In the offices where 
transport services are not pr~vided, some conveyance allowance mutually agreed 
upon between the employer and the employees is paid to the employees." TO 

encourage the employees to have their own conveyance many employers advance 
loans for purchase of bicycles, scooters, cars, etc. 

iii) Recreational Facilities: Recreation in the form of music, art, theatre, sports and 
games can play an important role in the mental and physical development of your 
employees. The importance of recreation in creating a healthy climate for industrial . 
peace and progress has been emphasised by several study teams, committees and 
commissions. 

Trade unions could also take the initiative and different agencies could coqbine their 
efforts to provide a minimum number of sports and recreational activities to keep the 
labour force fit and healthy. Ex~ursions can be organised, youth clubs can be formed 
and holiday homes can be provided for your employees. 

iv) Other Facilities: Many other types or facilities w ,provided to employees and they 
I 
I 

vary from organisation to organisation. For example, an adventure sports tour operator 
would provide medical inswance to the escorts or instructors, a hotel or a resort may 
provide housing fakility near workplace and free or subsidised lunch to employees, etc. 

22.5 SOCIAL SECURITY: CONCEPT AND EVOLUTION 

Apart from welfare measures provided under both statutory and voluntary schemes, there 
are other benefits the employee is entitled to under the scheme of social security. 

The concept of social security is essentially related to the high ideals of human dignity 
. 

, and social justice. It is in a way one of the pillars of the Welfare State. Social Security 
measures have introduced an element of stability and protection in the midst of the 

102 -tresses and strains of modem life. 



Social security programmes are increasingly being accepted as useful and necessary 
instruments for the protection and stability of the work force. They are primarily an 
instrument of social and economic justice and a dynamic concept. Its content changes 
with the social and economic system obtaining a certain standard in a given time and 
space. The ILO defines social security as "the protection which society provides for its 
members through a series of public measures, against the economic and social 
distress that otherwise would be caused by the stoppage or substantial reduction of 
earnings resulting from sickness, maternity, employment injury, unemployment, 
invalidity, old age, and death, the provision of medical care; and the provision of 
subsidies for families with children:" 

The term social security came into popularity after the US Government passed the Social 
Security Act in 1935, introducing the old age pension system. The formation of ILO in 
1919 to promote social justice through (i) international standards; (ii) providing 
information; (iii) technical assistance and guidance; and (iv) cooperation with other 
international organisations, provided the impetus and direction needed by most countries 
in this area. 

In India over the years a number of legislative measures have been adopted to ensure 
benefits to employees of industrial undertakings under the scheme of social security. Let 
us have a look at some of these important rules and regulations. 

Employee Benefits and 
Welfare Schemes 

The Employees' State Insurance Act, 1948 

This is a pioneering attempt to provide medical facilities and unemployment insurance 
during illness to the workers. The Act covers smaller factories using power and 
employing 10 or more persons and those not using power but employing 20 or more 
people. The Act has also been extended to the new classes of establishments, shops, 
hotels, restaurants, cinemas, theatres, motor transport, building construction, and 
newspaper establishments employing 20 or more persons. It covers all employees, 
manual, clerical and supervisory and employees engaged by or through contractors, 
whose remuneration does not exceed Rs.1600 per month. The definition of "employee" 
includes administrative staff and persons engaged itbconnection with purchase of raw 
materials or sale or distribution of products and related functions. The State Government 
is empowered to extend the Act to cover other establishments or class of estabIishments 

The scheme is administered by an autonomous corporation with the Minister of Labour at 
the Centre as its Chairman, the Union Health Minister as the Vice-Chairman, and 
representatives of State Governments, employers and the medical profession nominated 
by the Central Government. 

The scheme is financed by contribution from employers and employees, with the State 
Governments sharing one-eighth of the cost of medical care. In order to qualify for the 
benefit the worker should have contributed to the scheme for a minimum period of 12 
weeks. The benefits provided under the scheme include: (i) Sickness and extended 
sickness benefit, (ii) Maternity benefit, (iii) Disablement benefit, (iv) Dependant's 
benefit, (v) Funeral benefit, and (vi) Medical benefit. 

i) Sickness and extended sickness benefit: For sickness occurring during any benefit 
period, an insured person is entitled to receive sickness cash benefits at the standard 
benefit rate for a period of 91 days in any two consecutive benefit periods. Cash 
benefits are subject to contributory conditions. An insured person suffering from long 
term ailments like tuberculosis, leprosy, mental diseases, is eligible for extended 
sickness benefit at a rate of 25 per cent more than the sicknes~~benefit rate rounded to 
the next higher multiple of 5 paise for a period of 1241309 days. Contributions are 
calculated with reference to average daily wages, and wages have been classified into 

t nine groups for the purpose of fixing the contribution. 

ii) Maternity benefit: An insured woman is entitled to maternity benefit, at double the 
standard benefit rate. This is practically equal to full wages for a period of 12 weeks. 103 



Block-2 Human Resource iii) Disablement benefit: If a member of the scheme suffers an injury in the course of 
Development his employment, he will receive free medical treatment and temporary disablement 

benefit in cash. The temporary disablement benefit is About 70 per cent of the wages 
as long as the temporary disablement lasts, provided that it lasted for not less than 3 
days, excluding the day of accident. In case of permanent disablement, the insured 
person will be given life pension at full rate, i.e., about 70 per cent of his wages. 

iv) Dependants' benefits: This provides timely help to the eligible dependants of an 
insured person who dies as a result of an accident or an occupational disease arising 
out of and in the course of employment. Pension at the rate of 40 per cent more than 
the standard rate will be paid periodically to widows and children in accordance with 
the prescribed share. The benefit also accrues to parents and grandparents and other 
dependant up to the age of 18 where the deceased has no surviving widow or child. 

v) Funeral benefit: This benefit was introduced in 1968. An amount of not exceeding 
Rs. 100 is payable as funeral benefit to the eldest surviving member of the family of 
the deceased insured person. If the insured person did not have a family or was not 
living with his family at the time of death, it is payable to the person whoh~ctually 
incurs the expenditure on the funeral of the deceased insured person. 

vi) Medical benefit: The major attraction of the ESI scheme is medical benefit. Medical 
benefit has been divided into three parts: 

a) Restricted Medical Care: It consists of out-patient medical care at dispensaries 
or panel clinics. Facilities of consultation with medical officers, supply of drugs, 
pre-natal and post-natal care, family planning and immunisation services are 
available in these institutions. The beneficiaries are also entitled to call a doctor 
to their house to see a serious case. 

b) Expanded Medical Care: This consists of consultation with specialists and 
supply of special medicines and drugs as may be prescribed by them. Facilities 
for special laboratory tests and X-ray examinations are also available under this 
scheme. 

c) Full Medical Care: Hospitalisation facilities, services of specialists and drugs 
and diet as are required for in-patients are available under this scheme. 

When a person is entitled to any of the benefits provided by the ESI Act, he or she shall 
not be entitled to receive any similar benefit under any other enactment. 

An insured person will not be entitled to receive for the same period (a) both, sickness 
and maternity benefit; or (b) both sickness benefit and disablement benefit for temporary 
disablement; or (c) both maternity benefit and disablement benefit for temporary 
disablement. When a person is entitled to more than one benefit, he has an option to 
select any one of them. 

A dispute arising under the provisions of the ESI Act has to be settled by the Employees' 
Insurance Court, not by a civil Court. 

The Employees' Provident Funds and Miscellaneous Act, 1952 

The Act was passed in 1952 with the objective of making some provisions foy the future 
of the employees after he or she retires, for the dependants in case of his or her early 
death, and to cultivate a spirit of saving among the workers. 

The Act applies to all employer establishments falling under any notified industry and 
employing 20 or more employees. Once the Act is applied, it does not cease to be 
applicable even if the number of employees falls below 20. The Act extends to the whole 
of India except Jammu and Kashmir and the Assam Tea Plantations both of which had a 
separate Act and Scheme. 

The Central Government is empowered to apply the provisions of the Act to any 
establishment employing Less than 20 persons, after giving not less than two months' 



notice of its intention to do so by a notification in the Official Gazette. However, please Employee Q e n e f i ~  md 
note that the Act does not apply to cooperative societies employing less than 50 persons Welfare Schemes 

,- 

and units working without the aid of power. 

Workers in establishments employing 20-50 persons pay 6.25 per cent of their earnings 
and those with a larger strengthtpax8 per cent. Employers make an equal contribution. 
The Provident Fund is refunded with interest in the event of death, permanent disability, 
superannuation, retrenchment, migration .or on leaving service. On retirement or after 15 
years of service a worker receives his own share and the employer's contribution. For 
shorter periods of membership, the proportion of employer's contribution varies 
according to the length of service. 

Employees' Family Pension Scheme, 1.971 

A Scheme of Family Pension-cum-Life Assurance was instituted in 1971 with the 
objective of providing long-term recurring financial benefit to the family of the member 
in the event of his or her premature death while in service. Under the Act, the word 
"family" means (i) wife in the case of a male member of the family pension fund; (ii) 
husband in the case of a female member of the family pension fund; (iii) minor sons and 
unmarried daughters of a member of the family pension fund. 

Under the scheme, a family pension fund is created by diverting 1 116 per cent of pay and 
an equal amount each from the employer and the State Government. The Central 
Government pays the administrative cost of the scheme. 

The Employees' Deposit-linked Insurance Scheme, 1976 

The Act is applicable to all factories/establishments to which the Employees' Provident 
Funds Act applies. Where the monthly pay of an employee exceeds Rs.1600 per month 
the contribution payable in respect of him or her by the employer and the State 
Government will be limited to the amount payable on a monthly pay of Rs.1600. The 
special feature of the scheme is that only the employer and the government make 
contributions to the scheme and not the employee himself or herself. The employer is 
required to contribute to the Insurance Fund at the rate of 0.5 per cent of the'pay of the 
employees who are provident fund subscribers. The ~ e n h l  Government also contributes 
to the Insurance Fund an amount representing one half of the amount contributed by the 
employer. 

The above three schemes, namely, the Employees' Provident Funds Scheme, the 
Employees' Family Pension Scheme, and the Employees' Deposit-linked Insurance 
Scheme are administered by the Employees' Provident Fund Organisation. The 
administration of these schemes is in the hands of the Central Board of Trustees, a 
tripartite body consisting of a Chairman, nominees of the Central and State Governments 
and employers' and employees' organisations. 

t 

The Maternity Benefit Act, 1961 

The Act is applicable to all establishments not covered under the ESI Scheme. The Act 
was amended in 1976 to extend the benefits to all women workers earning more than 
Rs. 1600 per month in establishments covered by the ESI Act. 

Under the Act, a woman can get maternity leave upto 12 weeks. Of this, 6 weeks must be 
taken prior to thebelivery of the child and 6 weeks immediately following that date. 
During the period of leave the employee is entitled to full wageslsalary. The employee is 
also entitled to a medical bonus of Rs.25 if no pre-natal confinement and post-natal care 
has been provided by the employer free of charge. To avail of the leave and benefits, the 
employee should have put in 160 working days of service in the 12 months immediately 
preceding the date of expected delivery. However, from 1996 certain new provisions 
have been introduced and it is suggested that a manager,of an organisation must keep 
oneself updated in this regard as ignorance of law is no excuse. For example now 
maternity leave is four and half months and paternity leave for 1.5 days. 



Block-2 Human Resource The Payment of Gratuity Act, 1972 I 
Development 

Gratuity is an additional retirement benefit. The Act is applicable to all ports, railways, 
shops or establishments in which 10 or more workers are employed. The Central 
Government can bring in any establishment by notification under the provisions of the Act. 

According to the Act, an employee is entitled to 15 days wages for every year's 
contiliuance in service. Seasonal workers should be paid gratuity at the rate of 7 days 
wages per season. The,total gratuity payable shall not exceed more than 20 months 
wages. The AE~ applies to workers who do not have any managerial or administrative 
capacity or are employed under the government and do not draw wages of more than Rs. 
1600 per month. Gratuity is payable on termination of employment after the completion 
of at least five years of continuous service. This is relaxable in the case of death or 
disablement. 

1) What are the objectives of labour welfare? 

2) Mention the statutory welfare provisions. I 
......................................................................................................................................... 
......................................................................................................................................... 

3) What do you understand by social security? 
........................................................................................................................................ 
......................................................................................................................................... 

4) Mention the features of the Employees State Insurance Act. 
......................................................................................................................................... 
......................................................................................................................................... 

L 

22.6 LET US SUM UP 

In this Unit we attempted to underline the importance of employ* welfare measures and 
social security benefits. It has also tried to familiarise you with the important laws and- 
rules governihg the welfrve programmes and employee benefit schemes. It has 
highlighted the need of these benefits and welfare measures from the viewpoint of the 
employee and the advantages that they may bring to enhance the efficiency, morale and 
productivity. It is' emphasised that one must update the information and-knowledge 
regarding the changes in laws, rules and regulations - particularly on rules like maternity 
leave etc. 

1) See Sec. 22.3. 

2) See Sec. 22.3. 

3) See Sec. 22.5. 

4) It covers various benefits like maternity, disablement etc. See SeC 22.5. 
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1 
23.0 OBJECTIVES 

I 

This Unit is aimed at making you aware of certain sensitive issues that need attention by 
, all employees and managers. After reading this Unit you will be able to: 
I 
1 know about the position of women in tourism and hospitality services, 

I r 

understand what sexual harassment means, 
, 

I 
appreciate managerial responsibilities in this regard, 

fimiliarise yourself with the code of conduct in relation to dealing with women 
employees and colleagues, 

know the procedure of enquiry in cases of women harassment, and 

sensitise yourself with issues like child labour, human rights and consumer 
protection. 

23.1 INTRODUCTION 

Hospitality sector is one area where the employment rate of women is quite high, both in 
the organised as well as the unorganised sector. Women are performing different jobs at 
both the managerial as well as operations levels. Besides managerial jobs, the other j o b  
performed include those of receptionists, house keepers, managing travel counters, 
guides, escorts, sales executives, etc. The increasing number of working women in this 
area has also led to the problems of safety, security and providing a congenial working 
environment which is free from sexual harassment. It is the responsibility of every 
manager and employee in the organisation to ensure that such problems do not arise, but 
everyone does not have that attitude. Hence, it is necessary that the issues of gender 
sensitivity are treated as a part of qreating awareness and are taken up through various 
training programmes within the organisation. Besides a code of conduct for workplace in 
relation to women issues, there is also a need to make your managers and employees 
aware of other important issues like child labour, human rights and consumer protection. 
Iq this Unit, an attempt has been made in this regard and we insist that you take up the 
issues referred to in this Unit in all seriousness as they are issues not only related to 

I 
morality, ethics and social attitudes but are also binding on a person by law. Failure to 
comply with certain aspects can lead to not only disciplimy proceedings but also 
criminal proceedings against both the manager as well as an employee. 
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Development 23.2 POSITION OF WOMEN IN HOSPITALITY AND 

TOURISM I 

Here, we are not entering into a developmental debate and the controversial issues related 
to development of hospitality sector due to increasing tourist inflow in one area. Yet, at 
the same time gender issues have started emerging in big way in various contex? related 
to hotel industry activities; what types of jobs are open to women? Do these jobs provide 
gender equality or are based on stereotypes of the traditional built in image of women's 
role? Certain authors have gone further and raised the basic questions like how are 
gender relations constructed within hospitality? How do they change? and what are their 
implications? 

Well, some of the gender based issues in hospitality relate to: 

Low wages, long or !ate working hours, seasonal employment, etc. 

Use of sexual imagery of women for destination promotion or marketing by firms, 

The service imagery of women being projected as a travel motivation, and 

Sex tourism as an organised industry, etc. 

Vivan Kinnaird, Uma Kothari and Derek Hall have emphasised on three aspects in 
this regard: 

1) Tourism-related activities and processes involved in tourism development are 
constructed out of gendered societies. Consequently, the articulation of masculine 
and feminine identities by both host and guest societies are important components of 
the types of tourism taking place and the maintenance of the economic and political 
agenda of the international tourism industry. 

2) Gender relations both inform, and are informed by, the specificities of the social 
practices of all societies. Therefore, economic, social, cultural, political and 
environmental aspects of tourism interact with the gendered nature of these societies 
and the way in which gender relations are defined and redefined over time. 

3) Discussions of gender and gender relations are about power and control. Gender 
relations are political relations at the household, community and societal levels. 
Tourism's identification as an industry based on the economic, political or social 
power relations between nations or groups of people creates a meaningful extension 
to the politics of gender relations. Tourism revolves around social interactions and 
social articulations of motivations, desires, traditions and perceptions, all of which 
are gendered. 

The impacts are varied ranging from issues in the course of tourism planning and 
development and tourism impacts. In this particular course we intend to limit the 
discussion to HRD and managerial role in this context. 

23.3 /MANAGER'S RESPONSIBILITIES 

In an Indian University a young girl student pursuing her Master's in Hospitality 
confronted the guest speaker with a question: When we serve in this industry (hospitality) 
why do guests take us merely as sex objects? The speaker tried to brush the question. 
aside by stating that this situation can occur in any job. But the audience was not 
satisfied. In most of the developing countries such issues have cropped up because of 
various reasons. Negative impacts of tourism development, power equations, notions of 
racial superiority, poverty of the people at destinations and the traditional male attitude, 
etc. have all contributed in gender exploitation. The hospitality industry has to address 
itself to such questions seriously and it is here that the managerial role becomes crucial. 
We suggest the managers to take up the gender related issues as a part of the training 



programme and concerns within the orgahisation. Some of the functions, in order id Gender and Other 
check gender harassment that a manager has to take up are as following: Sensitivities in Hospitality 

and Tnurism 

1) There should be no discrimination in terms of recruitment, wages, allowances, 
bonus, perks and other facilities on the basis of gender for women employ~ees. 

2) Equal promotional avenues should be provided to women employees. 

3) In granting leave, all rules and regulations related to the grant of leave by the 
Government for women employees must be followed. 

4) Women employees should not be discharged or thrown out of jobs because of 
maternity or attaining higher age. 

5 )  Male employees should be sensitised regarding attitude and behaviour towards 
women employees. 

6) Women employees should be sensitised regarding their own rights and also about 
handling, reporting and taking action in odd situations. 

7) All safety precautions should be taken, particularly during odd working hours. 

8) Pickup from and dropping at residences should be arranged by the Company during 
odd working hours. 

9) Immediate action should be initiated in case an offence is committed against a 
women employee or a women customer. 

10) The firm should not project or use women as exotic attractions to increase the firm's 
business. 

Many more issues depending on the nature of a firm's business operations can be added 

I 
to this list. However, in the subsequent Sections we introduce you to the concept of 
sexual harassment as not only the manager but each and every employee has to be aware 
of it. 

\ 

23.4 WHAT IS SEXUAL HARASSMENT? 

I World over, there has been a movement against sexual harassment of women and voices 
have been raised at different forums. Many countries have enacted legislation in this 
regard. Similarly, in India the National Commission for Women came out with a code of 
conduct for workplace in accordance with the Supreme Court of India's judgement in a 
case. Here we reproduce what has been described as sexual harassment in this 

* document. 

Sexual harassment is a serious criminal offence, which can destroy human dignity and 
freedom. Sexual harassment will include such unwelcome sexually determined behaviour 
by any person either individually or in association with other persons or by any person in 
authority whether directly or by implication such as: 

I Eve-teasing, 

Unszvoury rcmarks, 

I Jokes causing or likely to cause awkwardness or embarrassment, 

I Innuendoes and taunts, 

Gender based insults or sexist remarks, 

I Unwelcome sexual overtone in any manner such as over telephone (obnoxious 
telephone calls) and the like, 

I Touching or brushing against any part of the body and the like, 109 



Block3 Human Resource Displaying pornographic or other offensive or derogatory pictures, cartoons, 
Development pamphlets or sayings, 

Forcible physical touch or molestation, and 

Physical confinement against one's will and any other act likely to violate one's 
privacy. 

This also includes any act or conduct by a person in authority and belonging to one sex 
, which denies or would deny equal opportunity in pursuit of career development or 

otherwise making the environment at the workplace hostile or intimidating to a person 
belonging to the other sex, only on the ground of sex. 

Explanation 

Where any comment, act or conduct is committed against any person and such person has 
a reasonable apprehension that, 

I i) it can be humiliating and may constitute a health and safety problem, or 

ii) it is discriminatory, as for instance, when the woman has reasonable grounds to 
believe that her objection would disadvantage her in connection with her 
employment or study, including recruitment or promotion or advancement or when 
it creates a hostile environment, or 

I iii) it would result in adverse consequences if she does not consent to the conduct or 
raises any objection, it shall be deemed to be sexual harassment. 

11 Eve Teasing 

Eve teasing will include any person wilfully and indecently exposing his person in such a 
manner as to be seen by other employees or use indecent language or behave indecently 
or in a disorderly manner in the workplace. It will also include any word, gestufe or act 
intended to insult the modesty of a woman by making any sound or gesture or.exhibit any 
object intendihg that such word or sound shall be heard or that such gesture or object 
shall be seen by such women or intrudes upon the privacy of a woman employee. 

Sexual harassment of an employee means use of authority by any person in charge of the 
management or any person employed by it to exploit the sexuality or sexual identity of a 
subordinate employee to harass her in a manner which prevents or impairs the emfiloyee's 
full utilisation of employment benefits or opportunities. It also includes behaviour that 
covertly or overtly uses the power inherent in the status of the employer or the head of 
the institution or management to affect negatively an employee's work experience or 
career opportunities and or to threaten, coerce or intimidate an employee to accept sexual 
advances or making employment decision affecting the individhl or create an 
intimidating, hostile or offensive working environment. 

23.5 CODE OF CONDUCT . 

In an effort to promote the well being of all women employees at the workplace, the 
following code of conduct has been prescribed by the National Council of Women: 

1) It shall be the duty of the employer to prevent or deter the committing of any act of 
sexual harassment at the workplace. 

2) All employees should take appropriate steps to prevent sexual harassment of any 
nature. Express prohibition of se~ual  harassment should be notified at the workplace 
and also published for the general information of the employees and evaluated in an 
appWria& manner periodically. 

3) Appropriate working conditions should be provided in respect of work, leisure, 
health and hygiene, to ensure that there is no hostile environment towards women at 



the workplace .and no women employee should have reasonable grounds to believe 
that she is disadvantaged in connection with her employment in that organisation. 

4) Women employees should not be treated as sex objects. 

5) No male employee shall outrage or insult the modesty of a female employee at the 
workplace. 

6) No male employees shall make any type of sexual advances to women colleagues or 
women subordinates. 

7) The head of the organisation shall constitute a Complaints Committee as specified in 
the judgement of the Supreme Court, i.e., the Committee should be headed by a 
woman and not less than half of its members should be women. Further to prevent 
the possibility of any undue pressure or influence from senior levels such 
Complaints Committee should involve a third party either non-governmental 
organisation or other body who is familiar with the issue of sexual harassment. 

I 23.6 CONDUCTING ENQUIRY BY THE COMPLAINTS 
COMMITTEE 

I As per the National Commission for Women's directive, once a case has been reported, 
an enquiry has to be conducted in the followingmanner: 

I 1) Any person aggrieved shall prefer a complaint before the ~om~laintskommittee at 
the earliest point of time and in any case within 16 days from the date of occurknce 
of the alleged incident. 

I 2) The complaint shall contain all the material and relevant detitils concerning the 
alleged sexual harassment including the names of the contravener and the complaint 
shall be addressed to the Complaints Committee. 

If the complainant feels that she cannot disclose her identity for any particular 
reason the complainant shall address the complaint to the head of the organisation 
and hand over the same in person or in a sealed cover. Upon receipt of such 
complaint the head of the organisation shall retain the original complaint with 
himself or herself and send to the Complaints Committee a gist of the complaint . 
containing all material and relevant details other than the name of the complainant 
and other details which might disclose the identity of the complainant. 

The Complaints Committee shall take immediate necessary action to cause an 
enquiry to be made discreetly or hold an enquiry, if necessary. . 
The Complaints Committee shall after examination of the complaint submit its 
recommendations to the head of the organisation recommending the penalty to be 
imposed. 

The head of the organisation, upon receipt of the report from the Complaints 
Committee shall after giving an opportunity of being heard to the person complained 
against submit the case with the Committee's recommendations to the management. 

0 

The Management of the organisation shall c o n f i i  with or without modification the 
penalty recommended after duly following the prescribed procedures. 

8) Disciplinary Action: Where the conduct of an employee amounts to misconduct in 
employment as defined in the relevant service rules the employer should initiate 
appropriate disciplinary action in accordance with the relevant rules. 

Gender and Other 
iitivities in Hospitality 

and Tnurism 

1 9) Workers' Initiative: Employees should be allowed to raise issues of sexual 
harassment at workers' meeting and in other appropriate fora and it should be 
affirmatively discussed in periodical employer-employee meetings. 



Block-2 Human Resource 10) Third Party harassment: Where sexual harassment occurs as a result of an act or 
Development omission by any third party or outsider, the employer and the persons incharge shall 

take all steps necessary and reasonable, to assist the affected person in terms of 
support and preventive action. 

11) Annual Report: The Complaints Committee shall prepare an Annual Report giving a 
full account of the activities during the previous year and forward a copy thereof to 
the Head of the Organisation concerned who shall forward the same to the 
government department concerned with its comments. 

Further, there are certain safeguards also in this regard. Nothing contained in this code 
shall prejudice any right available to the employee or prevent any person from seeking 
any legal remedy under the National Commission for Women Act, 1990, Protection of 
Human Rights Commission Act 1993 or under any other law for the time being in force. 

Where such conduct amounts .to a specific offence under the Indian Penal Code or under 
any other law, the employer shall initiate appropriate action in accordance with law by 
making a complaint with the appropriate authority. 

In particular, it should ensure that victims or witnesses are not victimized or 
discriminated against while dealing with complaints of sexual harassment. The victims of 
sexual harassment should have the option to seek transfer of the perpetrator or their own 
transfer. 

23.7 CHILD LABOUR, HUMAN RIGHT AND CONSUMER 
PROTECTION 

The way gender sensitive issues require strict handling, child labour and human rights are 
also two vital areas that need attention. A large number of work-force, particularly in the ' 
unorganised sector in hospitality, is in the form of child labour. Managers must know that 
this is an offence and they must refrain from hiring child labour in their firm's operations. 
They must realise that even in regions where this is not a legal offence many tourists get 
offended by the use of child labour as they consider it inhuman and are very sensitive 
over the issue. The employees must be strictly instructed in this regard. 

Similarly, human rights must be protected by every organisation and its activities shouM 
in no way violate them. Low wages, unhealthy working conditions, unpaid working 
hours, etc., are some examples in this regard. All managers and employees must be aware 
of human rights . and the personnel manager must keep organising orientation- 
programmes for all in the organisation. 

Another aspect which needs attention for the training of employees is consumer 
protection. Most hospitality establishments turn a blind eye to this or are not aware in this 
regard. Employees must be made aware of consumer protection laws and the issues 
related to them in order to protect themselves and the organisation on the one hand and 
project a good image of the organisation by respecting consumer rights on the other. 

1) Discuss the position of women in tourism. 

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

2)  What do you understand by sexual harassment? 

....................................................................................................................................... 
. . -  . 3) List the code of conduct prescribed by National Commission for Women. 

....................................................................................................................................... 112 



23.8 LET US SUM UP Gender and Other 
Sensitivities in Hospitality 

and Tnurism 
This Unit was aimed at sensitising you with gender issues in hospitality and tourism. 
Very often even reputed organisations are insensitive to women issues. For example an 
airline would ground its airhostesses to reduce weight, keep age limitations, don't allow 
them to marry, etc. Such anti-women measures are not going to be taken silently in any 
aware society. Besides defining certain managerial duties in relation to working 

i conditions for women this Unit also familiarised you with what is termed as sexual 
I harassment at the place of work and the procedures that have to be followed to check it. 
i 

All such issues of women harassment, child labour, human rights and consumer 
protection should form the curriculum of all training programmes for managers and 
employers in the organisations. 

23.9 CLUES TO ANSWERS 

1) Tourism is one industry where employment rate of women is quite high, both in the 
organised~as well as the unorganised sector. At the same time gender issues have 
started emerging in a big way in various contexts of tourism and tourism activities. 
Study carefully Section 23.2 and base you answer on the said section. 

2) Sexual harassment includes such unwelcome sexually determined behaviour by any 
person either individually or in association with other persons or by any person in 
authority whether directly or by implication such as Eve-teasing, Unsavoury 
remarks and so on. 

3) In an effort to promote the well being of all women employees at the workplace. 
The following code of conduct has been prescribed by the National Commission for 
Women: 

i) It shall be the duty of the employer to prevent or deter the committing of any 
act of sexual harassment at the workplace. 

ii) Women employees should not be treated as sex objects. 
'. iii) No male employee-Shall outrage or insult the modesty of a female employee at 

the workplace. 

Read Sec. 23.5 and list the other code of conduct. 



UNIT 24 EMERGING TRENDS AND 
PERSPECTIVES 
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24.0 OBJECTIVES 

After reading this Unit you will be able to: 

sum up the issues discussed in earlier Units of this course, 

know about the application of these issues in various types of organisations, and 

understand the emerging trends in HRP and HRD in hospitality and tourism. 

24.1 INTRODUCTION 

This is the concluding Unit of this course. This Unit aims at integrating some of the 
critical learnings from the earlier Units. The integration is not intended to be a summary 
but is intended to build on the previous Units and lead the reader into future. As previous 
Units have presented sufficient information on the trend 'of HRD practices, this Unit 
intends to present only the trends in perspectives and issues. This Unit not only will 
provide you some insights into the complexities involved in effectively implementing the 
HRD function, but also outline the roles needed to be played by different agents in HRD 
and some lessons form the past for the future. 

HRD has become a movement in country. Ten years ago, hardly any organisation had 
HRD departments or talked about it. Today it is difficult to find even a single large 
organisation without HRD department or HRD Managers. A few years ago HRD was 
treated to be the synonym to training. Today most organisations talk in terms of HRD 
Climate, Performance appraisals, Potential Development, Performance Counselling, 
Career Development, Organisation Development and the like. Thus HRD has come to 
stay and has become an important dimension of modem management language as well as 
technology. In spite of this popularisation of HRD in the last few years, success 
experience of HRD is limited to a few organisations and many others are yet to translate 
their goodwill into action. Organisations in the small scale sector have to seriously think 
about it and those in the service sector cannot afford to neglect it. 

This Unit also familiarises you with HRD in various types of organisations along with 
the emerging trends. 

24.2 HRD FOR INDUSTRIAL ORGANISATIONS . 

Concern for developing employees and their competencies existed in several 
organisations and their top management much before the HRD departments got started 



and the term HRD got popularised. If organisations did not invest in their people, they Emerging Trends and 
would not have grown and expanded. However top management of each organisation Perspectives 
found its own ways of developing employee competencies. Most organisations in the past 
focused on developing and maintaining the motivation of employee through welfare 
schemes, salary and perks, promotions and punishments. In the feudal atmosphere, a few 
of the employees always had the opportunity to be spotted and developed faster than the 
rest. Now-a-days organisations and their top management have recognised that HRD 1 

I 

cannot be limited to a few employees in coverage. It is also recognised that HRD is too i 

important to be left for informal processes to take care of and that it should be a well i 
planned activity. s i 
In a survey conducted by Rao and Abraham in 1985 it was founded that only about 32% 
of organisations did not have separate HRD Departments or functionaries and only 11% 
did not emphasize HRD in their personnel policies. The situation may be even better 
now. The earlier units have given details of experiences of some public and private sector 
organisations in introducing HRD. The following trends seem to emerge from a survey of 
HRD practices: 

1) Many organisations recognise today that education and training are only instruments 
that initiate development and the real development in terms of acquiring new 
managerial and human competencies takes place on the job. 

2) ~echanisms like performance appraisals, interpersonal fkedback, potential 
development, job-rotation, OD exercises facilitate development and their utility is 
being recognised. Many organisations are using these mechanisms. 

3) Creating a HRD culture in which employees mean what they say and are trusted, 
where employees are helpful to each other, where employees take initiative and 
mistakes are used as learning opportunities, and where problems are faced without 
fear and jointly is being considered mbre important than mechanical use of HRD 
instruments or systems. 

4) In large organisations employing thousands of staff developing a HRD culture is 
being experienced as a difficult and challenging task. There are more failures than 
success because attitudinal change, value development and cultural change cannot be 
brought about in short periods of time. However, organisations are relentlessly 
pursuing their efforts in this regard. 

5) Public sector undertakings have given a remarkable lead in introducing HRD systems 
but they have difficulties due to changes of leadership, large size and social 
responsibility. 

6) Chief Executives, Top Management and Line Managers are becoming more aware of 
their role in HRD and are increasingly playing a facilitating role. 

7) New mechanisms and processes of HRD are being explored for part-time employee 
and unionised categories as their HRD needs are different than those of the 
Executives. 

8) Sharing of experiences is being valued increasingly as indicated by the fact that 
several dozens of organisations are very willingly sharing their HRD experiences in 
the National HRD Network Conference and other forums like the Confederation of 
Engineering Industry, ISTD and NIPM. 

In spite of all these developments employee competencies are not getting developed at 
the same rate at which they could develop. This is because: 

1) Some executives/ofice bearers look at anything that is initiated by the top 
management with suspicion and reluctance. 

2) There is already enough cynicism in some organisations that all changes meet with I 
failures. 



Block-2 Human Resource 3) Competent and well trained HRD staff is few and the field inset has not developed to 
Development such an extent that perceivable changes can be seen as a result of HRD work. 

4) Some organisations implement HRD merely to imitate others rather than with a 
genuine concern to develop employees. 

5) Some top managers pay only lip sympathy to HRD, are unwilling to allocate separate 
budget for HRD activities and blame HRD for every .failure that takes place in the 
organisations. .. 

24.3-HRD PRIORITIESFOR LARGE ORGANISATIONS: 
LESSONS FROM THE PAST 

Some of the characteristics of large organisations that effect the introduction and 
strengthening of the HRD functions include the following: 

Size 

The mere size of the organisation (e.g. in the banks, the number of officers to be covered 
is in several thousands and highest being the SBI with about 40,000 officers, other public 
sector units like SAIL and Indian Airlines Limited has also in thousands) makes the 
introduction and monitoring of any sub-system difficult as any new sub-system 
introduced requies orienting all the employees through orientation programmes. 
Circulars are ineffective and employees do not have a culture of finding time to read 
booklets and manuals prepared by the organisation. Even two-daylthree-day orientation 
workshops seem to influence only the 'faithful'. Ofhers either pay lip sympathy during 
the workshop and forget it later or oppose the sub-system due to their own personal 
frustrations and past negative experience and spread their "managerial atheism" to others 
in the organisation, or want all problems to be solved either by the sub-system or before 
the system is introduced. 

Geographical Spread 

Most of these organisations are spread out geographically all over the country making 
monitoring of implementation of policies a very difficult task by a central department. 

Distortion in Messages 

The scope for rumours and distortion in communications is very high hi large 
. organisations. One bad experience somewhere in the organisation between an appraiser 

and appraise during review discussions is enough to provide data for rumour-mongers to 
exaggerate and send wrong messages all around. There is limited scope to clarify such 
wrong communications. Larger the organisation more the scope for negative experiences 
to be thrown up and in our culture negatives are shared quicker, faster and intensely. 

Change of Chief Executives 

Every time the Chief Executive changes there is a threat of organisational priorities 
changing. Quite often HRD staff waits to understand the HRD philosophy and priorities 
of the new Chief Executive. A lot of time and enthusiasm gets lost in the transition period 
as normally HRD is not the priority of most Chief Executives in their first year of offtce. 
In some cases the role of the HRD Manager itself may undergo change to suit the 
priorities of the Chief Executives. 

* 
Though the above mentioned factors work as deterrents in implementation of HRD 
programme yet efforts must be made to strengthen HRD by concentrating on some of the 
priority focal points mentioned below: 

Monitoring is very important 

A large part of HRD staffs' work should be that of monitoring the implementation of 
HRD sub-system or mechanisms. This monitoring is not merely statistical monitoring but 
more of "spiritual monitoring" that requires dynamism on the part of HRD staff. For 



example, if a development-oriented performance appraisal system is being introduced, 
the HRD staff should be spending a large part of their time contacting line managers, 
interviewing them. to find out the way they are implementing, understanding their 
problems, giving them guidance, helping them to do a good job and ensuring support for 
strengthening the implementation. 

Structural changes are required 
, 

.In large organisational a small number of HRD staff only will not be able to monitor 
implementation. Good monitoring involves availabilih of a friend, philosopher and guide 
in closer proximity to the implementer. For an effective implementation of a performance 
appraisal system, every 50 employees require someone to help them and someone who 
can keep reminding them of their responsibilities. Hence it is advisable to develop HRD 
facilitators in large number in the organisations. Managers could be developed into HRD 
facilitators with some minimum training. Each manager chosen as a HRD facilitator 
should be able to spend at least 10% to 15% of his or her time in HRD facilitation and it 
should be made as a part of his or her job (one of his or her key performance areas) and 
his or her own appraisal should give due weightage to the facilitation done 
by him or her. In addition other structural mechanisms like task forces and periodic 
review workshops ani required. There could be department-wiselunit-wise task forces' 
constantly review HRD implementation. 

HRD Climate should be the focus rather than the HRD Mechanisms 

A new performance appraisal system, a skills inventory, a training policy, a career 
development plan, a potential development system, career planning and job-rotation plan, 
a new communication method etc. are all mechanisms organisations use to help 
employees develop and utilise 'their competencies. These are means to competency 
develo ment which in turn is a means for organisational growth and dynamism. These 
should f e kept in mind. Quite often mechanisms/sub-systems are pursued to an extent 
that. the formats procedures and deadlines become more important than the spirit and 
climate they are expected to develop. For example percentage returning the appraisal 
forms or time may becbme more important than the extent to which the objective .are 
achieved (role clarity, mutuality, developing a supportive climate, recognition of 
strengths and weaknesses etc.) and the processes followed. Similarly capacity utilization 
of the training institute may become a priority than improving training effectiveness and 
ensuring development through training. 

There is a constant danger of means becoming ends. The main focus of HkD as 
generation and improvement of HRD climate should not be forgotten. HRD mechanisms 
and sub-systems are instruments and instead of depending on one or a few instruments 
the organisation should be flexible enough to keep trying out several instruments for 
strengthening the HRD culture. 

Encourage innovations 

Today most organisations know performance appraisal (performance planning, analysis 
and development), potential appraisal, feedback and counselling, training, job-rotation, 
career planning and development training and OD 'exercises as mechanisms of 
development. There are not enough. ~ a r g e  organisations have a large scope for 
experimentation and innovations. There is no single way of developing people. In the last 
few years the HRD departments of some banks have shown a good degree of 
innovativeness in HRD. The managerto-messenger and the visiting faculty experiments 
of SBI are examples of this. Unfortunately, whenever an innovative practice is sought to 
be institutionalised in a large organisation problems start. In the beginning they are 
pursued with enthusiasm in a few places and as every one starts doing it or if every one is 
asked to do it, the effectiveness seems to go down. 

Instead of more institutionalisation of innovptive mechanisms and processes, the HRD 
staff apd the top, management should encourage managerslo come up with as many new 
ways as possible of helping employee development and also help them in implementing. 
HRD staf'f then will have scope to learn from managers. 

Emerging Trends and 
Perspectives 



Block-2 Human Resource Intra-Company networking is essential 
Development 

In large organisation managers could experiment with various ways of developing human 
resources. One of the hc t ions  of the HRD department should be to collect these 
innovative practices and disseminate to other employees so that they could get inspired 
by these practices and in turn develop many new practices. An in-house newsletter may 
be one way to share. 

Similarly HRD staff should also try constantly to learn fiom the experiences of other 
organisations'by sharing their own experiences and using the existing professional bodies 
like HRD Network, NIPM, ISTD etc. 

Decentralisation encourages experimentation 

Instead of controlling the HRD function fiom central office, it is useful to create HRD 
cells in very viable unit and give them autonomy to function independently. Only the 
minimum should be imposed on them (for example while it may be usehl to have a 
common M e w o r k  for the appraisal system scope for improvements should be provided 
to the various units. Or an OD intervention the central office found fit somewhere need 
not be imposed on every unit). The HRD staff of the operating units should have at least 
half of the time available to do what they see as useful and important and only the 
remaining time to implement centrally conceived HRD practices. 

Frequent get-togethers of HRD Staff is useful 

In large organisations with decentralised set-up mechanisms should be evolved for HRD 
staff and facilitators to get together frequently and exchange notes. They should keep on 
examining the roles they are performing and create self-renewal processes in the HRD 
function itself. It is useful for the HRD developments to undertake OD work for 
improving their own functioning. 

A point that should be examined in each of these get together is the way the HRD staff is 
spending their time. If more than 25% of their time goes in routine administratio; it is 
indicative that the HRD department is beginning to cease functioning as a change agent. 

Periodic surveys are useful 

It is advisable to make annual surveys on this instrument or a similar and make the data 
available to managers. Departmentwise analysis could be done and feedback given to 
each department. In fact the survey feedback charts on the HRD climate could be 
displayed by each department and departmental staff could get together to discuss 
methods of improving the HRD climate. 

Process orientation should be strengthened 

Where employees are encouraged to express their ideas and opinions freely encouraged 
to be pro-active and somewhat risk-taking; where people are authentic and trust each 
other; where people try to help each other and have concern for their team and their 
organisation and other larger goals there HRD is likely to take place better and well. For 
such a culture to be generated a high degree of process sensitivity is required. Process 
sensitivity consists of a quick and ready recognition of various human process dynamics 
that occur' in organisations as various employees work together to accomplish 
organisational goals. 

Most of the time employees are so much concerned with accomplishing results they tend 
to neglect the h m a n  process means that are being adopted to achieve. these goals. The 
leadership styles, 'We' feeling, initiative, team spirit, work-motivation, decision-making 
styles, management of mistakes, management of conflicts, goal setting, job-involvement 
etc. constitute human processes in organisation. Unless every organisation and its sub- 
systems become sensitive to these processes, they cannot be strengthened. HRD 
managers need to develop such process-orientation in managers so that HRD 
implementation is facilitated. 



There are two pre-conditions which are essential for effective implementation of the HRD 
function. These are "top management commitment" to HRD and "HRD staffs dynamism 
and personal example". Without these two no HRD will take place in any organisation. 
The top management should believe in HRD and communicate their belief in HRD by 
providing the necessary support to HRD staff. The support needed is not merely in terms 
of budget and staffing of HRD department but also in terms of communicating to 
managers the importance of HRD, releasing their time for HRD and making demand on 
them to develop their subordinates. The HRD departments should practice themselves 
what they expect other managers to do. They should have a high degree of initiative 
dynamism and creativity. When these two pre-conditions are met and if the priorities 
outlined in this paper can be taken up the HRD dream is likely to be fulfilled. 

Emerging Trends and 
Perspectives 

24.4 HRD- FOR SMALL ORGANISATIONS 

Developing competencies of employees is very much needed in the small scale sector. 
Setting up a small scale industry is relatively easy for an enterprising individual. 
However, managing it well and making it grew is much more difficult. There is some 
research evidence to suggest that small scale entrepreneurs who fail to make a mark so 
because they fail to change or develop themselves and their competencies with changing 
needs of their enterprise. Entrepreneurs normally have a high degree of perseverance, 
risk-taking achievementlbusiness motivation, self-respect, confidence and a need for 
independence. Along with these they also have a tendency to work hard, take personal 
r;sPonsibility for everything and a preference for doing most things themselves. As a 
result of working hard from conception till the time the manufacturing activity beings 
they become workaholics. One of the unintended consequences of this is their failure to 
let others in the organisation take personal responsibility, experience feelings of 
contribution and success. Thus seen the employees in a small enterprise become 
dependent on the owner and work only out of loyalty to him or her and fail to enhance 
their own competencies'or share burden. 

Failure to develop employees' competencies is the result of lack of delegation and the 
concentration of all critical decisions and activities in the hands of the owner- 
entrepreneur. Thus entrepreneurs soon become susceptible to ever-working, imitation, 
stress, labour problems etc. 

. If small scale entrepreneurs have to succeed they should to learn to delegate, learn to 
identify a few strategic individuals from among those they employ and develop them as 
their second and third line in command. The owner-entrepreneur should identifjl his or 
her own competencies and keep one or two of the key functions like the diversification 
and expansion or finance or marketing or production or personnel and train others to 
handle the rest. Sometimes it is pitiful to delegate and such times the entrepreneurs may 
have to examine himself or herself and his or her interpersonal trust and may need to 
cultivate trusting some of his or her subordinates. 

Owner entrepreneurs of small scale enterprises should also spend considerable time 
sharing their plans and vision of the enterprise with their employees. Periodic meeting 
with employees listening to them and their problems, communicating to them the 
problems and difficulties of the enterprise etc. may help generate a feeling of belonging 
to the organisation and get more commitment and loyalty form the employees. 

In addition, the owner-entrepreneur should individually interact with as many, employees 
as possible. Without having to use any elaborate formal performance appraisal, he or she 
should discuss with each individual about his role, performance, strengths, weaknesses, 
aspirations and hopes, opportunities for growth, developmental needs, satisfaction etc. at 
last once a year or more. 

It is worthwhile for small entrepreneurs to keep a small budget for employee 
development and motivation purposes. He or she could make this budget available for a 
team or committee of employees and encourage them to undertake HRD activities. These 



Block-2 Human Resource may include training, field visits, guest lectures, picnics, company day celebrations, 
Development counselling services for school going children of employees, awards and the like. 

Small enterprises offer ample scope for developing employee competencies in such a 
way that the impact of HRD can be experienced in a short time. The ownerentrepreneur 
usually is the HRD manager in a small enterprise and, therefore, the chances of positive 
outcomes are high. I strongly urge the small scale entrepreneur in and around this city to 
get together for a day and discuss about the HRD needs and strategies for them. It is quite 
possible that there is a lot they can learn fiom each other in this meeting itself. 

24.5 HRD FOR SERVICE SECTORS 

HRD is most needed in sectors like Hospitality, Tourism, Health and other services. It is 
also most neglected in these sectors. In these sectors the HRD activity is limited to 
training. Even the training is not done enough both qualitatively and quantitatively. The 
fact that schools, and colleges and universities have practically no HRD budget is ah 
indication of the low importance given to HRD. The entire country has only one National 
Institute to train managers in Education and even this Institute does not have sufficient 
faculty strerfgth and they are merely involved in training. Some is the'case with the 
Health sector. The recent efforts by the Central Government to train Bureaucrats and 
Politicians is a welcome step in HRD. The services sector has something to learn from 
industry. If they used the experience available fkom industry the new appraisal system 
designed for IAS officers would have been more effective. 

In the hospitality sector, although the large; organisations and hotel chains have HRD 
departments, the smaller organisations usually don't have HRD. Hospitality .industry 
should understand that HRD is vital since hospitality is more about proper and effective 
development of human resource, much more than in case of any other industry. 

A few suggestions are given below to initiate and strengthen HRD in services sector: 

1) Every institutionJdepartment should be treated as an independent unit for HRD 
purposes. Separate financial allocations for HRD should be built into the budgets of 
these institutions. 

2) The service sector institutions/departments should be encouraged to plan their own 
activities every year including the HRD activities. 

3) New competencies to handle the HRD function should be developed among these 
institutionddepartments at appropriate levels (institutional, district or state levels). 

4) Service sector should explore the use of various nlechanisms in developing service 
and managerial competencies of their staff. 

5) Employee orientation programmes should be planned to make them understand the 
need and scope of HRD. This will ensure employee co-operation for developing 
HRD plans. 

24.6 ORGANISATIONAL OUTCOMES OF HRD SYSTEMS 

that has introduced HRD system a few years ago remarked to 
had very little impact in my company. Look at my case I 

have not been promoted so far. Only those who butter the boss continue getting 
promotions and HRD doei nothing about it". hother  executive asked a consultant once, 
"Tell me Sir, those companies that are using HRD, are they doing better than those that 
don't use HRD? How are their balance sheets?" 

All theg'concerns and questions are indicative of high expectations managers have from 
120 a new management system like HRD. In fact, whenever a new management concept, 



theory or technique starts getting popular and talked about, we have a tendency to look 
for solutions to all our organisational problems in that. 

It happened with PERT, MICS, MBO, ~ensitivi@'Training, TA, etc. and it is happening 
now with HRD, computers, Japanese Management and so on. We treat them as Pansecea 
for all ills. It is this tendency on the part of our enthusiastic executives and top 
management that kills the utility of the concept, theory, practice or technique in spite of -, 
its inner worth. These expectations go to the extent that Chief Executives of some 
companies want "results" on parameters that can be shown on the balance sheets. In a 
year or two (some cannot even wait that long) if "results" are not good the manager in- 
charge of the new system/practice has to carry all the curse and criticism and soon the 
system may be discontinued or at least put in cold storage. 

In the more fortunate organisations where the practices continue under the leadership of 
persistent and perceptive top management, those systems are continuously under fire by 
the managers wh6 are supposed to implement them. For example, the budgeting system 
in some companies where it is intended to be bottom up but turns out to be top down 
(partly due to top managements 'style' and partly due to line managers dependence or 
incompetence). 

One can visualise very clearly HRD meeting the same fate in the years to come. 
Comments like those cited above made by executive of some organisations are indicative . 
of this possibility. To some extent this can be prevented if both the top management and 
line managers understand what is involved in practicing or implementing a particular 
management system, concept or method, what it can achieve, what is cannot and become 
sensitive to the less visible good it can bring to the organisation in terms that our balance 
sheets do not recognise. HRD system i d  such human systems are highly vulnerable to 
be put in cold storage due to the slow and less visible changes they aim at bringing in 
organisations. 

HRDS (Human Resources Development System) aims at creating mechanisms and 
processes in organisations to continuously develop the competencies of employees so 
that they can perform their present jobs well, equipped to perform f h r e  roles the 
phanging organisation may demand and thus contribute to organisational vitality and 
growth. HRDS assumes that development of employee competencies is a continuously 
process and most it should take place on the job in the workplace. I 

HRD Systems assume that higher level competencies like managerial skills, leadership, 
team development, management of employee initiative etc. could be developed mostly, 

,on-the-job. There is no perfection/saturation point in acquiring these competencies and 

! needs to be acquired continuously. These can be acquired by employees provided the 
~sycho~ogical climate in the organisation is conducive to learning these. In order to 
develop such complex competencies in executives, HRD Systems aim at creating a 
conducive to organisational environment and positive human processes. Performance 
appraisals, counselling, task forces, work teams, quality circles, rewards, training 
programhes, career development pldns, OD exercises, job enrichment programmes etc. 
are used as instruments to develop hum@ competencies. In order to get synergistic 
effects, these are used in a planned way as a system (hence HRD system!). 

When all these happen the organisation is likely to grow in size, profits, vitality, crisis 
management competence etc. Thus HRDS may lead over a long period of time to things 
that can be shown in the balance sheet. How long is this period is very difficult to 
answer? For some organisations it may take a very long period (as much as 15 to 20 
years) to achieve this because human process,changes are involved. For some other 
organisations a five-year period may be sufficient to trigger of change. The size of the 
organishtion, its existing culture, the strength of the traditions followed in that company, 
their preparedness for change, top management's commitment, line manager's maturity, 
the environmental turbulences (a significant crisis created by the environment can put the 
organisation out of gear and put HRD processes in cold storage due to fire fighting 
operations) etc. determine the effectiveness of HRD systems and the period over which 
such effectiveness can be observed. 

'Emerging Trends and 
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Block-2 Human Resource Some times when enlightened organisations that already have good HRD processes adopt 
Development HRD Systems change may not .be easily visible. This is because the organisation already 

has vitality and HRD is helping it to maintain that and add in small increments that may 
not be easily noticeable. Some times when moderately conservative organisations use 
HRD Systems change could be noticed faster and in some others if may be slowly if 

1 employees have been too conservative. 

It must be realised that success or failure of HRD should be measured in terms of 
parameters like those mentioned above and not simply in terms of complaints made by 
managers about the HRD System of figures in the balance sheet. Unfortunately the top 
management of very few organisations are willing to use these indicators. Even in these 
few that are willing to use these indicators, measurement and consequent demonstrability 
of changes in these dimensions become very difficult. 

\ 

For example how can the HRD manager demonstrate to the top management that as a 
result of the new HRD processes followed in that company managers are taking m& 
initiative than before, collaborating more, generating new ideas solving problems at their 
own level, more involved in their jobs etc. If one uses Questionnaires, finally one is told 
it is "academic research" and top management wants "concrete results". If he or she gives 
instances, he or she is told "but these are some instances and these people are initiative 
takers any way form the beginning". If he or she asks the managers to speak out the 
human tendency is.normally to speak loudly about "what good things are not taking place 
in the company" rather than "what good things are taking place" or alternately to credit 
themselves for all good things and discredit the systems for all bad things. 

For example, in one organisation some time after introducing an open appraisal system a 
Questionnaire s w e y  was conducted. About 45% of the executives felt that the 
communication and understanding between them and their bosses improved. Another 
50% or so reported no change. But about 5% reported some deterioration in relationships 
due to poor counselling skills of some senior executives. The Questionnaire study had to 
be nearly ignored by the top management as some among the 5% having disturbed 
relationships started accusing the new system and sending complaints to top 
management. In another organisation a sizeable number of line managers did not take the 
system seriously and the top management started pulling up the HRD department alone 
instead of pulling up both the HRD staff and line managers. 

Thus in a number of ways HRD could be in trouble like many other management 
systems. Therefore, it is important for the top management to keep the purpose of HRD 
in mind and evaluate its impact in terms of these purposes. The ideal situation would be 
when the Balance Sheets of companies go beyond financial statements and include 
human resource statements. This complex change may not take place for year to come. 
Therefore, our organisations should think of preparing Human Resources Accounting 
report giving various details of its human resources competencies, utilisation, needs, 
deficiencies, morale, motivation, team work, organisational health, stress levels, etc. 
annually. These could be used as internal documents for human resources planning, 
development and administration decisions. These reports should be presented to the 
B o d s  and should be discussed and decisions taken every year to improve situation. The 
HRD departments should undertake this task. 

Unless this is done HRD and such other systems aiming at human processes will find it ' 

difficult to proceed. 

24.7 HOSPITALITY: TRENDS IN HRD 

It is needless to emphasise again the importance of HRP and HRD in Hospitality. Only 
those organisations will be able to survive in this century, which provide quality services 
and exceptionally good cu&mer care. All those organisations who are not for quick 
gains end intend to carry thqir business operations in this sector for a long duration have 
not only understood the relevance of HRP and HRD but have started making serious 
efforts in this regard. V.S. Mahesh's paper on Human Resource Planning and - 



Development : A Focus on Service Excellence, whereby he discussed at great length 
the concept of Moments of Truth (TS-3) is in itself a sample of the kind of attention 
being paid to HRD. Mahesh has clearly stated that "if the expectations of management 
for particular front line staff are positive, the likelihood of this expectation (employees 
doing their jobs correctly though aware that the management is most unlikely to be able 
to see or hear them) being met will be increased". Gail Cook Johnson in a research 
pointed out that the companies which were termed as service leaders had the key 
characteristic of application of the principle of empowerment to all employees. 
According to her "empowerment is manifest in the way that companies: 

a are highly focussed and consistent in everything they do and say in relation to 
employees, 

have managers who communicate with employees, 

facilitate, rather than regulate, their employees' response to customers, 

solicit employee feedback about how they can do things betjer, 

stress the importance of teamwork at each level of the organisation, and 

plan carefully the organisation's recruitment and training needs". 

as mentioned that service leaders can be recognised with following 

1) Their unfailing commitment to service principles 

2) Their investments in people to ensure staffing competence 

3) A management philosophy which stresses communication, a pro-active orientation 
and employee feedback, and 

4) A dedication to teamwork. 

Similarly, Sarah Mansfield stresses on the' importance of customer care and this 
according to her involves everyone within the organisation. She places lot of emphasis on 
taking care of the staff unlike many organisations which look first to the customer. 
According to her, "improving the experience of the staff encourages a better service 
and a better experience for customer. More customers are obtained thereby 
improving the climate in which management and staff work. Investment and 
greater professionalism follow success and the cycle of achievement h reinforcedn. 
Hence, "care for your staff and they will care for your customersn. 

Eddie Brogan and Roy C Wood, keeping in view the experience of the Scottish 
hospitality and tourism industry have observed that, "greater attention to human 
resource function is forthcoming than has hitherto been the case, because of 
corporations' realisation that training, development and labour retention can help 
attain competitive advantage". No doubt, that with a better trained labour force to care 
for the customer, the company will definitely have an edge above others providing 
similar services. 

E, Brogan has emphasis4 that a training culture has to be developed within an 
: organisation and this needs a majpr effort because mutual trust has to be developed 
i between trainees and the industry. Well-formulated training programmes are needed and 
: one cannot afford to leave out any segment in this regard. The government or the local 

bodies at many destinations are going ahead for training even those employees who are in 
the informal sector. E. Inskeep in a study on the Training for Tourism and Developing 
Countries has cited examples from Fiji where special training programmes were 
organis4 for retailers who catered to tourists by selling handicraft goods. Countries like 
Ethiopia and I n d o W  have also had similar programmes in their countries for training 
artisans, performing artists and even traditional farmers. One must remember here that 
dance, drama, music, folk culture, .etc. are all a part of the tourism products and services 
alongwith hospitality and hence they are to be taken care of. 
, /  
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  lock-2 Human Resource 
Development 

The National Tourism and Hospitality Organisations, in many countries, have adopted 
management development programmes for their senior officers along with training 
programmes for their employees. Today, more and more themes relevant to hospitality 
HRD are being added in the training programmes. Guest-host relationships, behavioural 
patterns and expectations, fluency in foreign languages and highly specialised training for 
emerging new forms of special tourism which will determine the type of hospitality 
required, are some of the themes that have been incorporated. 'Preservation, conservation, 
maintaining the authenticity are other aspects that are applied during the training 
programmes. 

A more recent trend in HRD in hospitality is that of mentoring. Formal mentoring has 
been described as the state-of-the-art in hospitality education by L.C. Cameron and D. 
Harvey. Though informal mentoring has been there for long, right from the days of 
Homer, formal mentoring is a recent phenomenon. Kram defined mentoring as "a 
relationship between a young, adult and an older, more experienced adult that helps 
the younger individual learn to navigate in the adult work and the work world". 
According to Bowen mentoring is, "the process which occurs when a senior person in 
terms of age and experience (the mentor) undertakes to provide information, advice 
and support to a junior person (the protbk) in a relationship lasting over an 
extended period of time, embarked by substantial emotional commitment on the 
part of both parties". Cameron and Harvey mentioned that, "mentoring is a means 
by which a senior and more experienced individual acts as a facilitator of self- 
education and learning to a more junior member of staff". According to them, "this 
state-of-the-art process of formal mbntoring is recommended in situations where 
students obtain the benefits of hands-on work experience at the same time as they 
are pursuing their tertiary studies. The mentoring process establishes a support 
system in which the student (protegk) is matched with and supported by a senior 
employee (mentor) who has extensive organisational knowledge and a high level of 
aptitude and work-related skills, as well as the personality and motivation to assist 
the trainee not only to attain the greatest possible benefit from their university or 
college study but also to utilise this ip their own desire to learn through work 
experience". According to them effective mentoring can overcome many cultural gaps in 
the hospitality industry and the mentor ensures that "the student has the opportunity I 
to put what they are learning in theory into practice in the work environment". 
They believe that mentoring in tourism can be utilised for Short developmental courses 1 
also. They believe that "the mentoring process also adds to the organisation' stability 
as mentors impart the norms of the organisation to new individuals, thus promoting 
a cooperative rather than competitive relationship". Of course, the mentor and the 
protbgb must have certain characteristics in order to work in a relationship of mutual 
trust. 

Though considerable literature has started emerging on human resources planning and 
development in the field of hospitality, still more research, creativity and innovation are 
required in this area and the HRD has to keep pace with the changing fashion, trends and 
demands in hotel segments. 

(Check Your Progress I , 

1) Mention the trends that emerge from the survey done by Rao and Abraham. 

2) Write an essay on HRD in small organisations. 



3) Mention the changes that are taking place in HRD in the service sectors. . Emerging Trends and 
Perspectives ....................................................................................................... . * 

4) What do you understand by mentoring? How is it useful in tourism? 

' 24.8 LET US SUM UP 

This Unit gave you an overview of the emerging trends and perspectives in human 
resources planning and development keeping in view the industrial organisation and the 
priorities for large and small organisations. It also discussed the HRD in the service 
sector and familiarised you with the outcomes of HRD systems in certain areas. Lastly, 
certain trends in HRD in the hospitality sector were mentioned keeping in view the nature 
of the hospitality industry. Movements of truth, caring for your employees, mentoring 
and the need for training in the informal sector of tourism all go a long way in providing 
better services to the tourists and bringing a brand image not only for the service 
providing organisations but also to the destination itself. It will not be out of context to 
mention here that a continuous harmonious relationship is to be maintained between the 
various segments of the hospitality industry and the training institutions. Of late the 
distance learning mode is also being effectively used to train human resources in far off 
and remote regions for providing hospitality services. The IGNOU's distance learning 
programmes are an example in this regard. 

24.9 CLUES TO ANSWERS 

I check Your Progress I 
1) Read Sec. 24.2 for your answer. 

2) See Sec. 24.4. 

3) See Sec. 24.5. 

4) Base your answer on Sec. 24.7. 
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