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40 OBJECTIVES

After readingthis Unit youwill be ableto:

e ligt thecharacteristicsaf tourismservices,
e appreciate their impact on management tasksin tourism,
e identify certain manageria issuesin tourism and understand their significance.

41 INTRODUCTION

The earlier three Unitsgave you an idea about the management concepts and processes,
forms of organisations and entrepreneurship. In this Unit we discuss some o the current
managerial issuesin tourism. Asyou will see, theissuesdealt with are not just rel ated to what
may be termed as management in the traditional sense, but are linked with facing new
challengesaswell asmanagingin asocialy responsibleway. Effectivehandlingdf suchissues
is necessary for providing quality servicesand aso for devel oping responsibletourism. The
Unit startswith detailing thefeaturesaf tourism servicesand then takes up the management
issues.

42 TOURISM SERVICES

You must realise that the management tasks in tourism vary with those o manufacturing
industries. Thisis because tourism is a service industry and services are simultaneously
produced and consumed. In TS-1 Unit 20, we have mentioned the characteristicsd the
tourism product or service. However, wewould once again like to mention someimportant
features asthey have a bearingon the application of management conceptsin tourism.

1) Intourism theservicesare consumed and felt on the spot only. Thetourist doesnot buy
or take back a manufactured product. It isthe memory or the effects d the experience
that are carried back by the tourist. Unlike the manufactured products which can be
repaired, changed or returned, it isnot possiblein tourismto do any of thesethings If
consumer expectationsare not met you cannot replacethem. T s intangible nature of
the product naturally makes the management tasksmore difficult and chalenging. It is
theresponsibilityd the producersto managethe entire experience to the satisfactionof
the customers.



2) Theddff involvedin providingtheservices,infact, isa part of the service. The customer
i.e. the tourist not only observesbut also feelsthe attitudeand behaviour of the staff.

Hence, theroleand skillsd the saff posesa major management challenge.

3). Intourismthe consumer o the servicesand productsnot only buysthem but isactually
involvedwith the product. In many situationsit isaninteractiveprocessand theattitude
of oneconsumer can affect another consumer . Such situationsarise not only inrelation
to an individua 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 bemuch more. Thismakesthetask of theonemanaging
thetour adifficult oneasthesengtivitiesd all areinvolved. Thisneedscareful handling
inthe managerial task.

4) . An important management task emerges out o the perishable nature of tourism
productsand services. For example, an airline seat or a hotel room if not utilised at a
given timegoeswaste. Thismeansthat adequate planningin relation to thedemand and
supply situations aongwith the marketing aspects have to be accounted for, by the
managers.

5 Theenvironmentd theproductand alsod theddivery processisafeatured thetourism
products and services. This is because, as mentioned earlier, the customer is not only

buying the product but is actudly involved with the product.

6) In service industries the production and consumption o the product are often
smultaneous. Hence, there are situations when customer preferences have to be
matchedwith the product there and then. This places additional stresson the producer
of the sarviceand the manager's task becomes much moreresponsible.

7) For certain destinationstourism is seasonal and in certain cases tourism sarvicesare
a so provided only duringadefinitetimeperiod. Fluctuationsoften occur in the demand
pattern and therearetimeswhen proper for ecastingi snot possible. Such characteristics
make thetask o amanager more chalenging.

Theabovelisted characteristicshavetheir impact in managingtourismservices, productsand
operations. While performing managerial tasks one should take account o these
characteristics. Thiswill giveamore professional approach to the servicesrendered and help
in congtantly improving the product.

43 SOME MANAGEMENT ISSUES

Today avariety of factorshaveto betakeninto account whenwetalk of applyingmanagement
conceptsin thearead tourism.Weare not going to repeat heretheveriouscomponentsand
segmentsof the tourismindustry asthey have been deslt with earlier in TS-1. In the earlier
section once before also we have dealt with the characteristics of tourism services. In fact,
you haveto takeinto account the various management conceptsand processeslike planning,
organising, monitoring, etc. in your managerial tasks. Herewedrawyour attentiontocertain
specificissueswhich should be considered while managing tourism services.

4.3.1 Human Resource Training and Development

Today, in Indiawe are making all kindsd effortsto attract a maximum number o foreign
tourists as wdl as encourage domestic tourism. The entire emphasis is on creating
infrastructureand attractions.It's time that oneshould aso take into account thetr aining of
human resour ces and the upgradation of skills o the personnel involved in manning the
infrastructure or providingservices. The development d atrained manpower must be taken
asintegral to infrastructural development. In a serviceindustry the calibre of the staffisa
major determinant for its success. Hence, not only recruitment and trainifig but also
constant upgradation of skillsis necessary. It should be remembered here that howsoever
competent or well trained thetop executivemight be, unlessthemiddleand grassr oot level
personnel have a professional approach alengwith the skills needed to handle the job
requirementsof thepositionsthey hold, theenter prisemay not succeed. It-is for thisreason
that greater attentionshould be paid towardsthetrainingand upgradation d the personnel
at theselevels. In many cases, because o its small scale nature, the tourism enterpriseisa
family managed show with lesswages offered to the employees. The attitudeis that since a
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lot o tips and commissions are involved why pay higher wages? This attitude is not only
harmful but can also be suicidal for any enterprise. Intoday's world of intensecompetitiona
thorough professional result oriented approachis requiredin thisarea. The success of any
tourism enter prisewill depend on the knowledge, skills and attitudeof the staff kegpingin
view customers expectations and working for their satisfaction. For developing the right
kind of attitudesamongyour gaff or employeesyou have to devisewaysto motivatethemfor
providing quality service. (DetailsregardingHRD will be dealt with further in Unit-13).

4.3.2 Dedination Planning and Management

It must be remembered that proper maintenance and management at a destination is
essentia not only for thelonglifeof the destinationbut for encouraging responsibletourism.
Generdly, the attitude of travel agents, tour operators, etc. is that destination planningand
management is the responsibility of the government. No doubt the government has amgjor
roleto play inthis, but it isequally theresponsibilityof thosewho ar e making profitsout of
the destination to contribute towards its maintenance, etc. Such an attitudeis necessary
becauseif thedestinationisnot properly maintained or managed the ultimate losswill be o
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 mgjor issue is
keepinginviewtheneedsand aspir ationsof thelocal communityat thedestination. At many
destinations a sort o hodility is emerging between the locds, tourists and the tourism
industry. Thisis because o a variety d factorslike sudden price rise, water and e ectricity
shortage, localsbeingdeprieved o theeconomicbenefitsand cultural erosion,etc. Generdly,
theseissuesareignoredin tourism planning and management, but we emphasisethat these
arevitd issuesand should be taken account of.

Anotherimportant aspect in thisfeg.zard isdetermining thecarryingcapacityof adestination
or d any tourism product or service which has to be determined much in advance. (For
capacity see Unit 34 o TS, 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 challengeisto makeevery tourist feel that heor sheis
special. To meet this challenge one has to have a deep understanding. of the tourist
expectationsand tastes. Thisisaso linked to the type d tourism one has optedfor. At the
same time one mugt realise that tastes are not stationary, nor are the expectations. This
placesadditional demandson the managersand they haveto handlesituations-very tactfully.
Under standingcustomer needs, thus, becomesvery crucial becausethey haveto be matched
with thesupply. At thesametimein certain casestheintaked touristsisaso deter minedby
thesupplierson their onn terms. In such situationsyou have to decidewhet kind d tourists
you will like to cater to or takein. But such situationsgeneraly emerge when the demand
over takesthe supply. Here you must also appreciatethat the touristsyou cater to (whether
foreign or domestic) come from different cultural backgrounds and it will be useful if you
havean understandingdf their cultural backgroundand diversities. In TS-2 Block-1, we have
dready dedlt with the profiling o tourists which is a useful exercise while assessng the
changing expectationsand tastesd thetourists.

434 Linkages

A crucial issueoftenignoredwhilemanagingor runningtourismservicesisthat o establishing
proper linkageswithin the trade. For example, you mey devel op avery good tourism product
or servicesay, arestaurant providingthe best local cuisined your areaadongwith folk musc,
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. cight kind of
linkageswith theright kind of peopleat theright timeisavital issuewhilemanagingtourism
services.

435 Product Improvement

Very often aproduct isdeveloped but nofurther effortsare madefor itsimprovement or for
further innovation. This, at times, may bring stagnation. Infact, a vitd chalengebefore the



urism industry is to improve the product and provide high quality services. Constant
nonitoring, establishing controlsand regular feedback help in product improvement.

3.6 Role of Technology

hereisatendency to depend on the conventional methods. Thisisnot wrong andin many

asesit isappropriate also but in certain serviceslike ticketing, hotel sand reservations, etc.
ne hasto accept the role of technology. At the same time people are not familiar with the
pplicationand usage of technology. Thisis another aspect which hasto be considered in
rder to keep pace with technol ogical development. For example, computers have comein
Lhigway for travel and hotel reservationsand any agency using themwill be better placedin
he market.

(o]

.3.7 Understanding the Market

n many areas where tourism is in a developing stage it has been observed that the
level opment goes on without having a proper understandingd the market. The devel opers
et carried avay by developments in other regions without taking into account the
nvironmentor the needsintheir own area. For example, today thereseemstobeatrend for
levelopinggalf coursesor facilitiesfor hanggliding. Thisisinspite of thefact that there may
e no takers for these among the tourists visiting that region. Moreover, besides negative
nvironmental effects the maintenance costs may aso be on the higher side, eatinginto the
rofits. Hence, a proper understanding of the market is necessary while developing the
ourism product.

1.3.8 Social Responsibility

\ mgjorissuevery oftenignored by thetourismindustryistheconcept of socia responsibility.
"ourism plannersand developers must take into account the impact their actionshave on
he environment and the local community. Preservation of ecology and environment are
ntegral to tourism development and thisshould not belost sight of. The negative effects of
ourism must be studied and efforts initiated to either uproot them or minimise them.
Vianagers o tourism services should be sensitive towards the sentiments of the local
ommunity and establish cordial relationships. Similarly, the economicbenefitsshould not
e over projected to thelocal community.

13.9 Criss Management

Dealing with crisis situationsis something not uncommon to tourism. Many atimesacrisis
ituation emerges with no fault on the part of those managing the service but because of
xternd factors. Therecan be many examplescitedinthisregard: Youare handlingagroup
¥ touristsand suddenly you find that theflight hasbeen cancelled; thereisabreak down of
he coachand your group hasto catch thetrain, someepidemichasbroken and suddenly you
ind cancdlations; civil disorder has broken and your group cant move, the hotel has
ancelled your reservationsetc. Similarly, becaused theinflux of the businesstraveller,you
indthat no roomsare availablefor thetouristsin the metropolitancitieswhicha so happen
0 be the gateways for international tourists. Another situation, particularly in the
ccommodation and transportation sectorsisthat of handlingrejections. Al theseareissues
vhich are to be handled with great tact and sensitivity according to the situationswhich
merge.

Check Your Progress

) *  Discussthe characteristicsdf the tourism product.
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Lhder st andi ng 2)  Dicuss theimportanced human resource developmentin tourism services.
Entrepreneurshipand
Management
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3) Whatkind df social responsibilitiesshould be taken up by the tourism professionals
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.................................................
................................................
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44 LET US SUM UP

Tourism productsarnd services have their own distinct featureswhich have areflectionin t
managerial process. \While performing the managerial tasks you mustdways take the
features into account. The mangement concepts and functions are applicable in touris
services not only in ageneral way but also keepingin view specific situations alongwith tf
nature o the services being developed or provided. This Unit also drew your attentic
towards certain specificissues which have to be dealt with while performing the mangeri
tasks. These issues are equaly relevant in the case of an entrepreneur because ¢
entrepreneur also performsthe managerial tasks.

45 ANSWERS TO CHECK YOUR PROGRESSEXERCIS

1. Y our answer should includethe featuresmentionedin Sec. 4.2.

2. Thecdibred thestaff plays amgjor rolein deliveringquality services. Read Sub-se
4.3.1for your answer.

3. TourismProfessional sshoul dtakeintoaccount thesensibilitiesof thelocal communit
Analyse theimpact of their operationson the ecology and environment o thearea, et
See Sub-sec. 4.3.8for your answer.
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ACTIVITIES FOR THIS BLOCK

Management I ssuesin Tourism

Activity 1

If possibleinterview thefollowingin relation to the managerial tasksthey perform:

1  Manager o atravel agency

2. Tour Operator

3 Tourism Department Officer

4.  Restaurant Manager

5. Personnel Manager d aHotel
Activity 2

Makea ligt o the agenciesyou will approach for raisingaloan in caseyou haveto start an
enterprise.

Activity 3

Interview a businessman who is a sole proprietor o hisfirm. Try tofind out what kind of
manageria tasks he performs and whether he applies the management concepts and
functionsin hisbusinessoperations.

Activity 4

Observe the types o tourism services being offered in your area. Make suggestions for
improvingthese sarvices. Also find out whether somenew servicesare required.

Activity 5

Supposeyou want to start your own enterprise. Make out a planfor the same.
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TOURIST ARRIVALSIN INDIA BY COUNTRY OF NATIONALITY
DURING JANUARY TO DECEMBER 1996-1998
(INCLUDING NATIONAL SOF PAKISTANAND BANGLADESH)

NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE
(January - December) 1997196 1998197

NORTH AMERICA

Canada 74031 78570 80111 6.1 2.0
U.SA. 228829 244239 244687 6.7 02
Others . 34 55 122 61.8 121.8
Total 302894 35864 324920 6.6 0.6

CENTRAL AND SOUTH AMERICA

Argentina  * 2839 3202 3776 12.8 17.9
Brazil 5194 4821 6498 -7.2 34.8
Mexico 2400 2364 3462 -1.5 46.4
Othe's 8913 6624 9965 -25.7 50.4
Total 19346 17011 23701 -12.1 39.3

WESTERN EUROPE

Augria 17084 16369 18211 42 14.3
*Belgium 22160 21532 22658 2.8 52
Denmark 13326 14203 16370 6.6 15.3
Finland 16057 C12127 9844 245 -18.8 -
France 93325 91423 97898 -2.0 7.1
Germany 99853 . 105979 93993 6.1 - -113
Greece 5567 4182 5494 -24.9 31.4
Irdand 5835 5257 7062 9.9 34.3
Italy 49910 53854 54058 79 0.4
Netherlands 40246 44843 54227 11.4 20.9
Norway .. 8205 8046 8769 -1.9 9.0
Portugal 7020 ' 6855 8004 2.4 16.8
Spain 24419 22903 25309 -6.2 _ 105
Sweden 21192 19772 19563 -6.7 -1.1
Switzerland 34989 31717 33364 94 52
UK. 360686 370567 376513 2.7 1.6
Others 1348 1700 2074 26.1 22.0
Total 821222 831329 853411 1.2 2.7

EASTERN EUROPE

Czechodovakia 2800 2330 4244 -16.8 82.1
Poland 6241 5996 7873 -3.9 31.3
C.l.S 41085 32190 29493 -21.7 -8.4
Others 5547 4581 6633 -17.4 44.8

Tota 55673 45097 48243 -19.0 7.0




NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE

(January - December) 1997/96 1998/97

AFRICA

Egypt 3485 3451 4663 -1.0 351
Ethiopia 5138 5273 5784 2.6 9.7
Kenya 19248 18993 21537 -1.3 13.4
Mali 4525 14626 13774 2232 -5.8
Mauritius 9684 11518 13632 18.9 18.4
Nigeria 3721 3972 3710 6.7 -6.6
South Africa 19328 22218 20397 15.0 -8.2
Sudan 2375 3071 2406 293 -21.7
Tanzania 11083 8794 8245 -20.7 -6.2
Zambia 1355 1480 1402 9.2 -53
Others 9206 8965 15158 -2.6 69.1
Tota 89148 102361 110708 14.8 82
WEST ASIA

Behrain 10835 11547 10251 6.6 -11.2
Israel 18387 20162 21103 9.7 47
Jordan . 2306 2616 2334 13.4 -10.8
Kuwait 2604 2302 1974 -11.6 -142
,Oman 17020 16185 13695 -4.9 -15.4
Qatar 2416 3718 4552 53.9 224
Saudi Arabia 17688 15390 12256 ’ -13.0 -20.4
Syria 1200 1731 1467 443 -15.3
Turkey 2139 2135 1778 -0.2 -16.7
UAE 21404 - 19828 14992 -7.4 -24.4
Yamen Arab Republic 15103 13909 8310 -19 -40.3
Others 3163 3084 2877 -2.5 -6.7
Totd 114262 112607 95589 -14 -151
SOUTH ASIA

Afghanistan 12943 3151 3605 -75.7 144
Iran 12171 11338 9828 -6.8 133
Maldives 1083 1217 2119 124 74.1
Nepa 43426 43155 38199 -0.6 -115
Pekistan 41810 45076 44057 78 -2.3
Bangladesh 322355 355371 339757 10.2 -4.4
Sri Lanka 107351 122080 118292 137 -31
Bhutan 2828 2318 2915 -18.0 258

Tota 543967 583706 558772 7.3 -4.3
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NATIONALITY 1996 1997 1998 PERCENTAGE CHANGE
(January - December) 1997/96 1998/97

SOUTH EAST ASIA

Indonesia 7701 7756 5728 0.7 -26.1
Maaysia 53370 60401 47496 13.2 -214
Myanmar 2306 2681 3022 16.3 12.7
Philippines 5152 5756 5527 1.7 -4.90
Singapore 47136 52004 54328 10.3 4.5
Thailand 16188 16494 16368 1.9 -0.8
Others 955 1113 1055 16.5 -5.2
Tota 132808 146205 133524 10.1 -8.7
EAST ASIA
China(Main) 5613 7369 4312 31.3 -41.5
China(Taiwan) 8066 5721 6754 -29.1 1.1
Hong Kong 8560 10209 9562 19.3 -6.3
Japan 99018 99729 89565 0.7 - 102
Korea(South) 16173 15392 16321 -4.8 6.0
Korea (North) 6560 8259 2064 259 -75.0
Others 276 201 788 272 292.0
Totd 144266 146880 129366 18 -11.9
AUSTRALASIA
Australia 481755 50647 57807 3.9 14.1
Newzealand 11289 11409 14720 1.1 29.0
Fiji 1584 1379 1917 -12.9 39.0
Others 1435 1952 5768 36.0 195.5
Total 63063 65387 80212 3.7 22.7
Stateless 1211 647 183 -46.6 =717
Grand Total 2287860 2374094 2358629 38 -0.7

Source : Department of Tourism, Government of India





