[image: image1.png]ﬁ
o R



                                                                  

	Student Name:
	CAMILIA BOUHDID GHOMARI

	Student Number:
	1258

	Course:
	DIPLOMA IN TRAVEL AND TOURSIM

	Assignment NO:
	4


	Please insert your completed assignment ( in word format)  here:

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

Full service airlines also known as ‘flag carriers’, are mainly publically owned, companies such British airways, Air France, Qatar airlines, Emirates airlines… the passenger is charged a one upfront fee to include travel, meals and a good baggage allowance. They provide a reliable, professional and comfortable service with staff that does actually care about their customers. Some of the main advantages they offer to travellers are as follows;
· If things go wrong (delays, lost baggage etc), there is a customer service department that will generally help and compensate clients for inconvenience. 
· If a flight gets cancelled, full service airlines can use their alliance partners to help get passengers home. For example, passengers on a cancelled BA flight from New York can be re-booked onto an American Airlines flight to get home sooner than the next BA flight. Low-cost carriers do not have partner airlines to do this, if they cancel a flight a traveler could be stranded for days.

· The full carrier generally uses the city main airport which is closer to the city centre than other airports for instance BA is mainly landing at Heathrow airport.

· Full service airlines offer long distance flights.
Low cost airlines also known as ‘No-frills airlines, Budget/discount airlines, an airline that generally has lower fares and fewer comforts. To make up for revenue lost in decreased ticket prices, the airline may charge for extras like food, priority boarding, seat allocating, and baggage etc. Easyjet, Rynair are two popular budget airlines in Europe. 

The low cost airlines have been so successful that they have forced the established full service airlines to change their operational practices in order to compete. On popular short haul routes to destinations such as Paris and Barcelona, the prices charged by traditional airlines may be similar to those of the low cost carriers. Low cost airlines do not fly on long haul flights to the USA and other destinations outside of Europe. Low cost carriers have also had an impact on the operations of other travel and tourism organisations. More travellers are now able and prepared to book their flight directly with the carrier rather than using travel agents. Furthermore, airlines have been responsible for self packaging which is where the traveller books their own flights, accommodation and other transport, rather than buying a traditional package holiday. In addition, the number of passengers carried by cross channel ferries has declined as more flights are available to destinations in Europe.

Some points to consider about low cost airlines;
· Low cost flight quickly becomes more expensive when adding on all of the hidden extras such as checked-in baggage charges, in-flight entertainment, food and drink. 
· No frills carriers often use airports with cheaper fees that are further from the city centre. The extra time and cost to get into the city may not be worth the money saved on the flight. 

· Low cost flights are so cheap partly because the airline pays less for airport landing slots that are at unsociable hours (early morning or late evening). Full service carriers generally operate more frequent flights throughout the day, so the traveller can choose the time that suits him/her best.
Of course, choosing between full service and low cost carriers is likely to come down to the complete package of quality, service, and price. It's a trade-off, for example: 'shall one fly Easyjet to Madrid or pay an extra twenty quid to go BA?' - How much the extra service and quality is worth is up to the traveller. But first, the traveller must make sure he/she is comparing like with like. Low cost carriers have a habit of sneaking up on travellers with hidden extra charges that one probably didn't consider when choosing which flight to book.
II. Outline the factors that should be taken into consideration when planning for tourist transport. 

In the case of tourist transport planning process start with an analysis of the external environment i.e. market and demand and internal resources in Tourism i.e. financial, manpower, infrastructure etc. 

of the company. 

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. Some important points which may help in preparing the plan blueprint for the organization are as follows:
· Determining the target of the company i.e. the level of operations, how many

             vehicles to have or which market to cater to, etc.
· 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.

· Determining key success requirement of market, i.e. assuring quality of transport services.

· Comparison of strengths and weaknesses of a company with those of competitors.

· Human resource planning with emphasis on induction training and constant upgrade of knowledge and information.

· list of those factors which may influence the company's activities like linkages and business relationships with tour operators, hotels, travel agencies, etc.

III. What is the necessity of planning in transport management? 
In transport management, planning is one of the most important project management and time management techniques. Planning is preparing a sequence of action steps to achieve some specific goal. If you do it effectively, you can reduce much the necessary time and effort of achieving the goal.

A plan is like a map. When following a plan, you can always see how much you have progressed towards your project goal and how far you are from your destination. Knowing where you are is essential for making good decisions on where to go or what to do next.

One more reason why you need planning is again the 80/20 Rule. It is well established that for unstructured activities 80 percent of the effort give less than 20 percent of the valuable outcome. You either spend much time on deciding what to do next, or you are taking many unnecessary, unfocused, and inefficient steps. Planning is also crucial for meeting the needs during each action step with your time, money, or other resources. With careful planning you often can see if at some point you are likely to face a problem. It is much easier to adjust your plan to avoid or smoothen a coming crisis, rather than to deal with the crisis when it comes unexpected.

Planning help to reach the following;

Efficient Use of Resources

All organizations, large and small, have limited resources. The planning process provides the information top management needs to make effective decisions about how to allocate the resources in a way that will enable the organisation to reach its objectives. Productivity is maximised and resources are not wasted on projects with little chance of success.

Establishing Goals

Setting goals that challenge everyone in the organisation to strive for better performance is one of the key aspects of the planning process. Goals must be aggressive, but realistic. Organizations cannot allow themselves to become too satisfied with how they are currently doing--or they are likely to lose ground to competitors. The goal setting process can be a wake-up call for managers that have become complacent. The other benefit of goal setting comes when forecast results are compared to actual results. Organizations analyze significant variances from forecast and take action to remedy situations where revenues were lower than plan or expenses higher.

Managing Risk and Uncertainty

Managing risk is essential to an organisation’s success. Even the largest corporations cannot control the economic and competitive environment around them. Unforeseen events occur that must be dealt with quickly, before negative financial consequences from these events become severe. Planning encourages the development of “what-if” scenarios, where managers attempt to envision possible risk factors and develop contingency plans to deal with them. The pace of change in business is rapid, and organisations must be able to rapidly adjust their strategies to these changing conditions.

Team Building

Planning promotes team building and a spirit of cooperation. When the plan is completed and communicated to members of the organisation, everyone knows what their responsibilities are, and how other areas of the organisation need their assistance and expertise in order to complete assigned tasks. They see how their work contributes to the success of the organisation as a whole and can take pride in their contributions. Potential conflict can be reduced when top management solicits department or division managers’ input during the goal setting process. Individuals are less likely to resent budgetary targets when they had a say in their creation.

Creating Competitive Advantages

Planning helps organisations get a realistic view of their current strengths and weaknesses relative to major competitors. The management team sees areas where competitors may be vulnerable and then crafts marketing strategies to take advantage of these weaknesses. Observing competitors’ actions can also help organisations identify opportunities they may have overlooked, such as emerging international markets or opportunities to market products to completely different customer groups.
IV. Identify some important issues which are crucial for deciding organisation structure. 

A structure depends on the organisation's objectives, resources and strategy. 

The organisation objective could be summarised as The overall goals, purpose and mission of a business that have been established by its management and communicated to its employees. The organisational objectives of a company typically focus on its long range intentions for operating and its overall business philosophy that can provide useful guidance for employees seeking to please their managers.

The organisation resource is the ability and capacity of an organisation expressed in terms of its (1)Human resources: their number, quality, skills, and experience, (2)Physical and material resources: machines, land, buildings, (3) Financial resources: money and credit, (4) Information resources: pool of knowledge, databases, and (5) Intellectual resources: copyrights, designs, patents, etc.

The organisation strategy, an expression of how an organization needs to evolve over time to meet its objectives along with a detailed assessment of what needs to be done. Developing an organizational strategy for a business involves first comparing its present state to its targeted state to define differences, and then stating what is required for the desired changes to take place.

V. Suggest some ways of marketing in transport services. 

Marketing in transport services needs special focus on quality, punctuality, comfort and

reasonable pricing. As 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. 

It is paramount for marketing strategy to build the following;

· Networking with hotels and travel agents, 
· Coordinating with Tour operators, 

· collaborating with government tour department, 

· Tourist generating agencies is very essential in marketing of tourist transport services.

In tourist transport marketing special consideration should be given to innovative packaging. Particularly in modern marketing success of a services/product depends much on proper packaging.
The firm needs to be absolutely clear about the market segment and whose requirements it tend to fulfill. 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 the company significantly in promoting or selling its product. Frequently customers comment on the company’s service by saying: "Oh they are maintaining the quality of service" or "they are no more like the way they started."
Example 1: Through a direct marketing campaign, a company could target new inhabitants in several neighborhood areas. The residents will receive printed information in their mailboxes, including information about travel possibilities, free try-out tickets and a VIP phone number for help in personal travel planning. This campaign would successful in terms of new passengers and increased revenues, the company may expand the campaign to more people within the region.
Example 2:  A company operating local bus service could gain the advantage and be  amongst the first bus companies to create a presence for itself on Facebook for instance, and to use this social networking media to advertise and communicate with current and potential passengers. The company will target and interact with people that conventional bus advertising might not normally reach as well as communicating with current passengers just as effectively and efficiently as with the use of traditional formats.
VI. How one can do forecasting in transport services? 
Forecasting is the process of making statements about events whose actual outcomes (typically) have not yet been observed. A common place example might be estimation of some variable of interest at some specified future date. 
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. 
Secondly, we can using statistical methods to gaze into the future e.g. What is the population age segment that frequently uses the company services…

and the third method is to take spectrum of views from people already in the trade. E.g. getting data from competitors about the customer preferences as to what type of transport is proffered or popular routes.
Additionally, seeing the tourism's share in the contribution to the GNP to get the macro view of its 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 an idea about the rupee contributions per tourist. It is to remember that bookings are done much in advance. The buyers of a specific 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 the product and service.
VII. Discuss the relationship between environment and transport operations. 
The transportation requirements can have significant environmental impacts. From business flights to shipping and employee commuting, the movement of goods and people causes emissions and leaks, including air pollutants, greenhouse gases (GHGs) and water pollution. 

Transportation also causes other environmental issues like reduced air quality (smog, particulates) and water pollution from transportation fluids such as oils and lubricants that leak from vehicles onto roads. The greatest opportunities to reduce environmental impacts from transportation are in the following areas for small firms:

· Business travel: Moving staff locally and to outside destinations for business meetings,      conferences, or sales calls,

· Shipping: Moving goods and services, even couriered materials, from place to place,

· Fleet Management: Operations and maintenance of the fleet, including driver training, and  

· Employee commuting: Staff moving from home to work and back again daily.

Case Study (9) 
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?
The tourist group have been told to be ready by 6 am as the coach will be at the hotel to pick them up at 6.10, this means that the tourists will normally wait for 10 min for coach arrival which is acceptable, nevertheless the coach arrived at 7 am, altogether it took 55 minutes for the group to get up and running. Although tourists may consider this as not really time keeping by the company but the driver could explain his delay due to unexpected technical problem out of his hands. Another 5 minutes to get diesel in the coach was the icing on the cake, 1 hour has certainly an effect on the group day schedule as they may cause them to lose their flight by arrive late at the airport and perhaps they need to rush in order not to miss their flight made the group instead of arriving early for instance, proceed to checking early and then they could enjoy a cup of coffee while waiting the flight time. This could be depicted as luck of professionalism and punctuality, hence altering the overall company’s image. 
This situation could have been handled by proceeding to the following;

-The company should plan things in advance, arrive earlier than expected, drivers should proceed to coach check-up and fuelling a day before, 

-Contingency plan should be in place should unexpected problems occur.

-Constantly inform the group strait-after the problem happens to make them aware in advance, in order to comprehend the situation and may find excuses as unexpected things could happen any time.

-Apologising to the group means that you value relationship more than the ego.
-Offering discount for their next travel with the company as a good gesture which may relax tensions and restore the company’s image. 
-Another excuse that may lower the tension is to state that the supposed driver had called sick and the company had quickly proceeded to replace by another driver, the group may regard this as a contingency plan that costs simply one hour time.
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