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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.

For high grades use examples and illustrations where appropriate. 
	1. (i) The differences between “full service” and “low cost” airlines are that low-cost airlines offer cheap flights without compromising on service or safety.  Unlike full service airlines, who offer more expensive tickets and include luggage weight allowances, low-cost airlines often offer a small carry-on amount (Trainer, 2017).  Low cost airlines charge for food and drinks on-board and offer additional services once tickets are purchased and while on-board.  One of the main differences is that low cost airlines do not travel to long distance destinations, they focus on a quick turn-around and on-time flights (Trainer, 2017).   Low cost airlines initially paved the way for tourists to become more independent and not rely on travel agents, as their flights can be booked direct with the airline.  But as full service airlines attempt to compete with low cost airlines the differences are becoming more obscure.
(ii)  When planning for tourists’ transportation the following factors should be taken into consideration:

· Establishing the objective of services offered i.e. level of operations, number of vehicles required; and which market the services are catering to;

· Estimating resources i.e. how many available drivers, what skills are needed and the proposed pay packages;
· Attaining success levels i.e. assuring quality of transportation services;

· Compare strengths and weaknesses of services against competitors;

· Providing Human Resource training to include induction training and providing continuous training to maintain the relevant information and knowledge required by the services; and

· Maintaining a list of factors which influence the service activities i.e. associations and business relationships with hotels, tour operators and travel agencies.

(iii) The necessity for planning transportation management is to gain information observing market requirements together with the understanding of services provided by other companies.  Analysis of this information will provide the relevant feedback needed for a company to meet its goals.  In establishing a company’s goals, it’s important to be aware of available resources.  Employees are an important part of this planning.  Based on a company’s volume of business and objectives, it is also important to establish employee needs.  Through resource planning, management can utilise the required number of employees, in the right positions and at relevant times, in order to complete tasks that produce long-term benefits to the company and their clients.

(iv)  Some important issues, which are crucial for deciding an organisation’s structure can be identified as:

· Company objectives and resources, in order to determine the type and structure of the organisation;

· Establishing the tasks that need to be completed;
· Assigning individual employee tasks i.e. job descriptions, clearly stating when they are required and for how long;
· Organisation of required tasks, using organisations charts which are grouped accordingly; and
· Reporting lines – also using organisation charts for clear team structure.
(v) When marketing transportation services it is important to have the right mix of, what is known as, the “4Ps”: Produce, Price, Promotion and Place.  All four qualities are important to tourists when choosing a transportation service.  Another way of marketing the services is to maintain good working relationships with government tourist departments, hotels and tourist creating agencies and ensuring the packaging of the service provided is precise i.e. by selecting the right market sector and selling through intermediaries or third-parties, the products will improve and maintain quality.

(vi) One can forecast transportation services by using the following methods:

· Reviewing past records to predict what may happen i.e. knowing that transport demand increases annually at the rate of 5%;

· Using statistics to help forecast future budgets i.e. total tourist expenditure, individual expenditure and the total number of tourist trips; 
· Understanding who is already in the business and what they are doing; 
· Understanding the share of tourism in the Gross National Product (“GNP”), by looking at the tourism industry’s part and its contribution towards the GNP, provides an overall view of its role and can identify whether transport has a major stake in revenue contribution; and
· Distribution of transporters in the total tourism market.
It is also important to bear in mind that bookings are made in advance. Therefore, relating forecasting to those who purchase the company’s products and services, such as tour operators and excursion agents, who create their own business forecasts will be beneficial.  
(vii)  The relationship between environment and transportation operations can cause both global environmental issues and local travel problems, especially in rural locations. Globally, the environmental impact of tourism confirms that transport is by far the largest contributor to the environmental impact (60–95%) (Gossling et al., 2005). While air travel is the most challenging factor, long domestic journeys by car are also signiﬁcant (Peeters, Szimba, & Duijnisveld, 2007).  While local transportation has a more minor impact on climate change globally, it still creates problems (Böhler et al., 2006), for instance, tourism activities in rural locations are dependent on the use of rental cars, because attractions are normally isolated from public transport routes and activities, such as skiing, can require the transportation of bulky items, causing trafﬁc which would otherwise not exist. 
The majority of environmental impact is increased by transportation to, rather than within, a destination area (Robbins & Dickinson, 2007) and, because of this, destinations are attempting to lure tourists by improving air travel i.e. the US government have invested in the Next Generation Air Transportation System (“NextGen”) by changing the way they fly, moving from ground-based radar to satellite technology, creating more precise and direct routes, delivering more fuel-efficient flights, while ensuring the safest air transportation system in the world.  This project aims to show that by 2020, NextGen will save approximately 1.4 billion gallons of fuel (Bryson & Salazar, 2012).

Case Study
The tourist group was told to be ready by 6 A.M. as the coach had to be there by 6.10 A.M. The group was ready and waiting in the hotel lobby at 5.55 A.M. The coach arrived at 7 A.M. and the journey began at 7.15 A.M. The tourists ushered forth a sigh of relief. Suddenly, they found the coach at a petrol pump. It took another five minutes to get the gas tank filled. This hour delay upset the whole schedule and the tourists were very unhappy about the staff and the company. Though such a delay was unusual in the company's history but the tourists were the very least concerned with that.

Keeping the above situation in view, answer the following questions:


Why are the tourists upset?

The tourists are upset, because whilst they have lost the best part of an hour and a half of their excursion, the delay will have caused distress and anger and hence, ruin the whole day.  They were not given any information about the cause of the delay and were not informed of the additional refuel stop on route.  They have booked a trip, most probably, with the knowledge and peace of mind that the company has a good reputation and history of providing a quality service and, therefore, will feel a huge disappointment during a time which should be dedicated to achieving good memories and relaxing atmospheres.  The fact that they were asked to arrive early to board the coach, will mean they will be tired and most probably more irritable than they would be had the trip started at a later time – this should be taken into consideration when dealing with complaints.

How could this situation have been handled better?

The company should have got a message to the tourist group as soon as they knew of the delay, if it was not possible to forewarn the group, then a service should have been provided to cater to the waiting tourists’ needs i.e. refreshments while they wait.  Once the coach arrived, a full explanation and apology should have been provided with further refreshments being given on-board the coach or on arrival at the destination.  Ideally the refuelling of the coach should have been considered at an earlier stage and arranged with no further delay to the visitors’ journey.  However, if this was not possible, some form of compensation should be offered to the tourists, either by way of a refund or free meal or excursion provided during the trip or to be taken at a later date.  The tourists need to feel like they are cared for and that the company has considered the consequences of the delay.  Given that the company usually has a good reputation, the tourists should be reminded of this once on the coach to attempt to reinstate confidence in the group and may help to “soften the blow”.  Should the tourists be returning to hotels, it would be a nice idea to have arranged a letter delivered to their rooms for their return with a further apology and ideally, an incentive of some sort, to attempt to keep the tourists custom.  Alternatively, a follow-up letter to the tourist on return home, would work just as well.  A loss in revenue may be incurred due to extra resources put in place, however, this should be seen as an investment and an attempt to keep the custom in future.  
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