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I. What is the difference between full service and low cost airlines?                              (21)

Journeys can be made on two types of airlines: full service carriers or low-cost carriers. The full service carriers povide a reliable, professional and comfortable service. Low-cost carriers, on the other hand, sacrifice much of this in order to provide customers with a cheaper flight. Of course, choosing between full service and low cost carriers is likely to come down to the complete package of quality, service, and price. Along with the different method of pricing, low cost airlines often have a limited route structure that allows them to operate a single type of aircraft. Where possible they often avoid the major airports in a market.
Low cost airlines provide comparatively lesser facilities than traditional Airlines. Like traditional airlines LCC do not provide any inflight entertainment, complementary toys, news papers, magazines etc. LCC also charge for any extra comfort given for passengers like food, water, pillow, blanket, carry on baggage etc. LCC's do not have the option for passengers to reserve a particular seat of their choice prior to boarding. Passengers will not get refund or transfer to later flight if he/she missed the flight. Early reservations in LCC's reward the passengers with the lowest fares. Sometimes traditional carriers may offer cheaper fares than low cost airlines as promotional activity. These are the common differences of low cost airlines and traditional airlines.


II. Outline the factors that should be taken into consideration when planning for tourist transport.

	The number of roads and facilities have been increased to keep pace with the growing visitor numbers and to supply amenities, infrastructure and parking lots for all these tourists. These actions have caused habitat loss in parks and are accompanied by various forms of pollution including air pollution from car emissions. Noise pollution from vehicles and campsites rivals park's natural noises. Buildings, roads, and parking lots can damage aesthetic beauty, while visitors are often stuck in traffic hoping to find a parking spot.
	In general, the impacts of tourism vary according to the number and nature of tourists and the characteristics of the site. The individual tourist normally has a relatively small impact. Problems arise, however, if the number of tourists is large or the resource overused. Thus although tourism can be a lucrative source of revenue for a protected area, it can also represent a major management problem. As with most problems, the negative impacts of tourism can only be managed effectively if they have been identified, measured and evaluated. Once this has been done, tailored management responses can be created.
	Transportation is an integral part of the tourism industry.  The impacts on the ecology, degradation of destination sites, tourist experience, and economy has called for a better management of resources. Tourism is all about travel; and the role of transportation in its operation is vital.  It is largely due to the improvement of transportation that tourism has expanded.  The advent of flight has shrunk the world, and the motor vehicle has made travel to anywhere possible.  This reality coupled with changing work patterns and innovative marketing has driven international mass tourism through the years.

III. What is the necessity of planning in transport management?

The key task for the tourism sector is to comprehend and present the vital importance of transport links to destinations – recognising the appropriate modes of travel for the different types of journeys – and to advocate a proper understanding of those links and the value that they have to local economies among the transport policy and planning community. This is an area where destination organisations can take a lead by ensuring transport is integrated into destination management planning. More can also be done to ensure that individual attractions and organisations that operate a number of sites develop travel plans and provide options to reach them by (public) transport.  

IV. Identify some important issues which are crucial for deciding organisation structure.

Transportation helps shape an area’s economic health and quality of life. Not only does the transportation system provide for the mobility of people, it also influences patterns of growth and economic activity by providing access to land. The performance of the system affects air quality, environmental resource consumption, land use, urban growth, economic development, safety, and security. The Transport Sector is defined as businesses involved with transporting tourists including airlines, shuttles, trains, buses, ships, taxis, etc.

The tourism industry can be both a tough and profitable industry to get into. The following points are necessary to be part of the planning of transport management:

· Check on the licenses and other legal requirements: vehicles must have clearance or roadworthy certificates to transport fare-paying passengers, carry appropriate insurance.
· Prepare a business plan: this will require some intensive research, such as looking at competitors, target market and their needs. Companies have to identify competitors and determent if their “product” can compete with the others. Unique selling point? The planning should include the transfer of goods, people, information and capital because supplies, distribution systems, tariffs, salaries, locations, marketing techniques as well as fuel costs are changing constantly.
· Determine the position that the product will occupy in the marketplace. Will it be up-market, budget or somewhere in between?
· Ensure that the business is structured to maximise management and operational efficiency, while minimising expenses.
· Companies should plan where they want to be in a few years, the type of clients they will have, where they come from. Commit these plans to paper giving yearly targets that must be measurable.
· Determine the marketing strategies and actions that need to be taken to reach customers and achieve targets. This will include selecting and servicing, advertising and promotional activities.

V. Suggest some ways of marketing in transport services.

	Tourism helps support transport services and infrastructure across the world. Without tourism many areas would be likely to lose many of the public transport services that are currently provided and benefit residents as well as visitors. Benefits particularly apply to remote communities with low population thresholds and in rural areas. However, even in popular destinations such as seaside resorts, the transport infrastructure that serves visitors provides benefits to local residents as well.
In Tourist Transport marketing the following points should be considered:
· Identifying the characteristics of the average traveller
· Understanding the motivation for travel and choice of transport mode
· Exploring the customer's experience
· Pinpointing potential opportunities for commercial development and growth
	In a market of continuous change, operators have become much more customer-focused and research has taken a prominent role in guiding the development and implementation of leading edge marketing and customer service strategies.
	Something that is often overlooked when looking at the two sectors is that not only are they interrelated but the transport experience can also be an important component of the holiday itself. This will be increasingly important if seeking to extend the use of public transport for leisure use but a holiday experience might also encompass activities such as following a cycling route, visiting a motorway services or enjoying a scenic route by car or coach to a destination.


VI. How one can do forecasting in transport services?

A transportation plan requires valid forecasts of future demand for transportation services. These forecasts are frequently made using travel demand models, which allocate estimates of regional population, employment and land use to person-trips and vehicle-trips by travel mode, route, and time period. Updates to the transportation plan should compare current population, employment and demographic characteristics with forecasts made in previous plan updates. The complexity of a study area's forecasting methods can vary considerably, depending on current transportation conditions, and on the past & future transportation investments and policies being evaluated.
The methods of travel demand forecasting can be generally categorised into modelling and multivariate modelling approaches.
· The modelling approach usually uses time-series models based on historical data to forecast future demand. This method assumes that patterns of the past demand will continue into the future with no exogenous determinants incorporated.
· The multivariate modelling approach, in which the demand is predicted by a vector of explanatory variables and model inputs.
The majority of studies on forecasting public transport demand use the direct demand modelling approach which aims to provide a causal statistical relationship between travel demand and its explanatory variables such as fares and quality of service.
		

VII. Discuss the relationship between environment and transport operations.

The complexities of the problems have led to much controversy in environmental policy and in the role of transportation. The relationships between transport and the environment are multidimensional. Some aspects are unknown and some new findings may lead to drastic changes in environmental policies. Transportation also became an important dimension of the concept of sustainability, which is expected to become the prime focus of transport activities in the coming decades, ranging from vehicle emissions to green supply chain management practices. These impending developments require a deep understanding of the reciprocal influence between the physical environment and transport infrastructures. The main factors considered in the physical environment are geographical location, topography, geological structure, climate, hydrology, soil, natural vegetation and animal life.
The relationships between transport and the environment are also complicated by two observations:
· First, transport activities contribute among other anthropogenic and natural causes, directly, indirectly and cumulatively to environmental problems. In some cases, they may be a dominant factor, while in others their role is marginal and difficult to establish.
· Second, transport activities contribute at different geographical scales, to environmental problems, ranging from local (noise and CO emissions) to global (climate change), not forgetting continental / national / regional problems (smog and acid rain).
Transportation activities support increasing mobility demands for passengers and freight, notably in urban areas. But transport activities have resulted in growing levels of motorization and congestion. As a result, the transportation sector is becoming increasingly linked to environmental problems. The most important impacts of transport on the environment relate to climate change, air quality, noise, water quality, soil quality, biodiversity.
Transfers and additions of costs are very common attributes of environmental externalities. Trying to lessen economic costs will either lessen or worsen social and environmental costs, depending on the externality. For instance, keeping salt as the main de-icing agent is a cheaper solution for authorities responsible for road maintenance, but this practice transfers economic benefits into environmental costs (damage to the ecosystem).  
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The tourist group was told to be ready by 6 am as the coach had to 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 5 minutes to get diesel. One hour delay upset the whole day schedule and the tourists were greatly unhappy about the staff and the company. Though such a delay was unusual in company's history but the tourists were least concerned with that.  

Keeping the above situation in view, answer the following questions:
· What are the reasons for tourists being upset?
· How this situation could have been handled at its best?



Every Travel Organisation selling travel trips must adhere to the 1992 Package Travel Regulations. Failure to do so is a breach of the law and also leaves the consumer financially unprotected. When customers are provided with poor customer service the consequences can be damaging for the organisation they used. For small businesses especially, the effects can be detrimental to the future of the product or service on offer.
Every customer may have a different disposition depending on the situation they find themselves in. It is the role of the service representative to recognise the customer disposition and communicate in the most appropriate way.
Potential impacts of poor customer service may include:
· decreased sales/visitor numbers/bookings
· reduction in new business
· little or no repeat business 	
· damaged public image and bad reputation
· an increased number of complaints
· high staff turnover
· Staff with little/no job satisfaction.

There are many ways to deal with these situations and when working in the travel and tourism industry, using the correct communication methods, skills and techniques that are appropriate to the situation is important. For example:

Accurate information and guidance
Being able to answer questions or give advice and guidance is crucial when delivering excellent customer service which was lacking this time.
For example, if a customer purchases a ticket for a day trip they will want to know the time table for the day and expect the time table to be followed. The customer may also want to know how long the journey will take, what seat options are available and if there is a food and drinks carriage. When customers are visiting a destination or an attraction they may need information, which must be accurate. It is very important that customers can trust they are getting the right information.
In this case, time table wasn't followed due to technical problems; also, no help or advice was given by the representative of the travel company to the tourists about the reason of the delay. This clearly left the group with an unpleasant experience of the company. It could have been avoided if the group was given information about the delay, instead of leaving them waiting for the coach to turn up 1 hour later.
Products and services  
Product knowledge is fundamental in any travel and tourism organisation as it can allow customers to make an informed choice of product or service. Staff should be confident in the product or service they are selling. This creates a good impression of the organisation and most travel and tourism organisations provide in-house training for staff on the products and services they sell. To provide good customer service these products and services should always be provided as booked and they should meet specific customer needs. Any
Problems and queries
Queries or complaints can arise from any customer at any time and if staff are effectively trained and able to handle these quickly and efficiently, customers will be satisfied with the customer service they have received. As customers might need assistance, if they lose their travel documents; or might have visited a museum and had to ask for help with understanding the exhibits. Handling problems and customer queries and complaints is a vital part of providing customer service and meeting customer needs which was lacking at this instance. The group was left waiting for an hour without receiving any update from the travel company.
Providing up-to-date and accurate information on products and services
This is a very crucial to any travel and tourism organisation in order to gain new customers, keep existing customers happy and encourage repeat business. Websites, recorded messages, noticeboards, emails, brochures and leaﬂets all need to contain accurate and up-to-date information to maintain customer confidence. For example, brochures produced by tour operators need to include accurate information on a resort. If they do not then customers would feel they had been misled in booking their holiday and this could result in a complaint and ultimately an unhappy customer whose needs have not been met. In this situation, the travel company would need to provide compensation to customers as it has failed to provide some of the service it promised.
Time management
Many travel and tourism organisations work to strict deadlines, for example transport providers work to timetabled dates and times; visitor attractions have opening hours and possibly seasonal timetables. It is important when working within the industry to have good time management skills to cope with deadlines and seasonal changes in a fast-paced environment. The travel company completely has failed on this promise. This could have huge affect on the rest of the day, some of the planned activities may had to be cancelled due to lack of time.
Customer service is about solving problems for the customer by dealing with the problem promptly. A great way that travel and tourism organisations exceed customer expectations is by offering discounts; which in this case, it could be a great way of restoring customer experience. This could be repeated booking free of charge, complementary trip.
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