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I. What is meant by ‘consumer protection’?

Consumer protection is a law designed to protect consumers against improperly described, damaged, faulty, and dangerous goods and services as well as from unfair trade and credit practices.
II. Who are ‘organisers ‘in tourism industry?
The organisers in the tourism industry are the producers of a tour package for an inclusive price, the traveler pays in advance and within which are included the combined transport services, hotels, and other accessories. Therefore, in this case the tourist or traveler acquires, for a fee. These organisers could be;

•Private and public tourism agencies

•Events organising companies specialsing in the MICE market (event and exhibition organising companies)

•Airline companies (they can sometimes be organisers of  tourism event to generate more ticket sales especially in the low season)

•Tourism ministries (with the collaboration of tourism organisation to promote the image  and the culture of the country and to promote local businesses and communities inside their own country as well as outside). Not for profit

•Hotels (they can sometimes organise package holidays with the collaboration of tourism operators to promote their businesses to generates more night sales in the low season).

•Tourism and cultural associations (by creating musical and cultural events hosting stars from all over the world  which will be attracting funs throughout the world).

III. Who are ‘retailers’ in tourism industry?
Retailers or otherwise known as a Travel Agents were for many years the only public face of the travel industry. They sold existing packages travel tickets and other services to the public. Some travel agents were tied or owned by a tour operator. Others were independent, sourcing packages from tour operators and tour organisers.

•Travel agencies (high street business and/or selling through websites)

•Private retail travel consultants

•hotels

•Rental cars

Retail enterprises selling existing packages, travel tickets and other services (eg. hotels, rental cars), to the public.

IV. Who are ‘MICE organisers’?
Meetings, incentives, conferences, and exhibitions (MICE, with the “E” sometimes referring to events and the “C” sometimes referring to conventions) is a type of tourism in which large groups, usually planned well in advance, are brought together for a particular purpose.

MICE organisers are enterprises which specialise in arranging, meetings, incentive travel, conventions, conferences and exhibitions Transportation. Companies (railways, bus companies, shipping companies and airlines).  Transportation companies may act, either directly or through subsidiary companies, as inclusive tour operators.

MICE tourism usually includes a well-planned agenda centered on a theme or topic, such as profession trade organization, a special interest group or an education topic. Such tourism is often a specialized area with its own exhibition.

V. What does travel trade consist of?
The travel trade consists of those enterprises which produce (package) travel, and/or sell travel and/or arrange travel, or arrange meetings, conventions and exhibitions including the related travel. The key verbs which describe the travel trade are: producing or packaging; organizing or arranging; selling; and booking and ticketing. Tour operators, involved principally with leisure tourism, produce packages. They may sell these directly to consumers, or they sell them through wholesalers and retailers.

VI. How the IT developments have affected tourism industry?
With the advent of the Internet, marketers have access to the technology to customize products and communicate directly with smaller target markets. The Internet is now firmly established as a marketing tool. It serves as an integral part of the marketing mix, serving as a digital distribution channel as well as an electronic storefront.

The web has already transformed the way many of us to choose our holidays: rather than going to travel agents, we use their online sites, or dispense with travel agents altogether by putting together our own tailor made holidays with cheap online flights and hotel bookings.

Initial fears about booking online (what if the hotel that looks so good on the website turns out to be next to a building site?) have been allayed by the introduction of a glut of sites that enable you to get a really accurate idea of hotels and destinations across the world. Sites such as tripadvisor.com or virtualtourist.com give warts-and-all reviews from recent travelers, candid pictures and recommendations of where to go (and where to avoid). Blogs (travelpod.com) and tools that search blogs (technorati.com), photo-sharing sites (flickr.com) and video sites (YouTube.com has a travel category) are becoming the places to go to research your next trip, not the high street travel agent. Once you've done your homework, you can then go to a travel aggregator site like mobissimo.com and search over 100 different travel operators to find out the absolute best deal.

In the future, we can expect to see more of these "mash-ups" - mixing maps with reviews, ratings, photos and services (car rental, hotels etc). More applications will be built that take advantage of mobile phones.

Ultimately, holidays might be able to find us rather than the other way round - think about it: all our past holiday preferences, reviews, places visited and photos will be stored online, and we're potentially connected to like-minded people and intelligent software that can suggest new places that will accurately meet all our expectations of a holiday, saving us research time and opening our eyes to new places. There's a whole world to discover, and it's all within everyone's reach - at least online.

VII. Outline the risks associated with tourism business.
In the Tourism Segment, customers’ booking behaviour is essentially affected by the general economic climate and external factors. Political events, natural disasters, epidemics or terrorist attacks may affect holidaymakers’ decisions and thus the course of business in individual markets. This may adversely affect demand in individual source markets or demand for certain destinations. Moreover, unscheduled costs may arise for the repatriation of customers from destinations affected by external events.

In the financial year under review, the political unrest in North Africa and the Middle East caused a substantial decline in demand for destinations in Egypt and Tunisia. This affected in particular tour operators in France and  hotels in Egypt. The impact on business in the other source markets was largely contained by flexible capacity management.

Market risks increase with tougher competition and the emergence of new market participants operating new business models. Factors that may adversely affect sales by retail shops are web-based distribution of travel services and low-cost airlines.

A substantial business risk in Tourism relates to the seasonal planning of flight and hotel capacity. In order to plan ahead, tour operators must forecast demand and anticipate trends in holiday types and preferred destinations.
Q. 2. Why it is necessary for tourism professionals to have knowledge about regulations related to tourism?

Tourism profession is a strong professional practice, practitioners need to have strong knowledge about rules and regulations framing this field of activity, comply with theme rand act accordingly in many different cases that matters the dealing with the costumers, in the other hand these rules help both parties to know their rights and obligations toward each other. Tourism professionals should also have strong practical ability, observation ability, professional key capacity and skilled specialised capabilities. So that they can be more into the role quickly after coming into companies to assume their responsibilities, reduce post application stage, and become useful business professionals through business training.

Q. 3. Discuss the role of intermediaries in tourism.

In the tourism sector intermediaries include Tour operators, travel agent, tour brokers, tourist information centre, consortia and franchises, sales representatives, incentive travel planners, and destination management organisers.

These intermediaries in the tourism and travel markets function to establish and facilitate exchange relationships between producers and suppliers of tourism services and products, and tourists who are motivated to travel to diverse tourist destinations to consume the services and products on offer. Until the advent of internet-facilitated customer self-service, the exchange relationships in travel and tourism typically occurred through multiple forms of distribution involving a wide range of travel agencies and other intermediaries in the marketplace. The exchange and value relationships between suppliers of tourism services and products and the tourists who consume them are portrayed in different forms. 
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