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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 main aim of the consumer protection act is to protect the consumer’s interest who is engaged in the business dealing by purchasing and selling the goods” (Mark, 2015).  Regulation was established in Britain in December 1992 for inclusive tours and protects the tourist from any significant complications that may arise after they purchase a holiday.  It ensures that promotional material and advertising do not contain inaccurate information.  It acts as a contract between the package provider/retailer and the customer/tourist.  

(ii) The organisers are the people who create the packages and make them available for sale, either directly to the tourist or through a retailer/travel agent.  They include tour operators and wholesalers, who deal in on-selling of an existing package or product to travel retailers/agents.  Tour organisers play the leading role in most factors of the destinations marketing mix; most importantly for small tourism sectors who have minimal marketing knowledge and budgets.  

 (iii) Retailers are the travel agents, establishments selling existing packages, travel tickets along with other services (e.g. rental cars and hotels), to the consumers.  They can sell a range of travel and tourism services such as rail, bus, shipping and theatre tickets.   They are provided licenses by the IATA, for example, in order to provide tickets on behalf of member airlines.  They will promote packages of the tour operator whose organisation they are connected to.

(iv) MICE organisers specialise in arranging meetings, incentive travel, conventions and conferences.  These markets can produce extensive packages to fulfil the needs of each client. They are able to collate a variety of services in one location, whilst competing with other destinations.  They package accommodation; using convention centres, providing dining, organising conventions, creating recreational programmes with entertainment, formal dinners and receptions; sightseeing; and they even provide agendas for spouses who aren’t taking part in the convention, but who have travelled along with their partner.  

(v) The travel trade consists of businesses which produce package travel, sell travel and / or arrange travel, conventions, meetings and exhibitions (along with the associated travel).  They include tour operators, travel agents, international inbound tour operators and wholesalers.  Tour operators, associated mainly with leisure tourism, put together packages and then sell these either directly or through wholesalers and retailers.  A receptive tour operator (international inbound) will specialise in experiences and manage products and services for incoming visitors and are generally booked through international tour operators – they play a vital role in the packaged travel industry.
(vi) The improvement of IT has had a tremendous effect on the travel industry.  It allows the consumer to search the latest tourism information available at home, either on TV or internet; it provides searches based on the individual consumer’s needs and allows comparisons of a broad range of options; provides a thorough description of the destination along with all related details; confirms immediate availability and booking; and issues automatic ticketing.  IT has altered the skill set required by the travel trade personnel in that they no longer have to spend their time creating detailed itineraries, confirming schedules, checking tariffs, and writing out tickets and can focus on the quality of customer service, sales and guiding on travel.

(vii) In travel and tourism the following risks need to be assessed:
· Physical and security risks to the client and staff;
· Health i.e. food and water safety to staff and clients;
· Environmental damage at destination caused due to tourism;

· Damage to local culture due to mass visitors at a destination; and
· Reputational risks of the company, industry and destination. 
There is an important connection between good customer service and risk management because good risk management begins with good customer service. (Tarlow, 2002)
2. It is necessary for the tourism professional to have as much knowledge as possible when it comes to regulations relating to tourism in order to protect both the professional and the consumer.  If a travel professional provides misleading information concerning a package, they are then liable to compensate the consumer for any loss incurred as a result.  Any compensation awarded may result in disappointment, negative reviews and damage to the reputation of the organiser / retailer, as well as direct financial loss.

The role of the government is also an important and complex aspect of tourism, involving regulations. National involvement in the trade is a relatively new practice and the Government Tourism Administration (“GTA”) use a checklist to cover basic points while working with the tourism industry, in particular, with foreign tour operators covering inbound tourism. The tourism professional must adhere to the minimum standards set by constantly monitoring their work ethics.  The regulators, such as ABTA, will provide the necessary means for consultations and agreements.  They include protection for the client against unprofessional conduct and financial failures.  There is a strategy checklist which illustrates how the GTA might question the destination marketing with the help of tour operators. Through this, the GTA can coordinate the guidelines, by working with the sector. This ensures that tourism professionals are allowing incoming inclusive tours for sale, which are appropriate to the marketing mix of the destination.  It is important that the tourism professional is up-to-date and well briefed on all aspects of the tourism regulations available at all times.  The government also provides useful online “Question and Answer Guidance for Organisers and Retailers” on package travel regulations which apply to anyone organising packages whether for profit or not. (gov.uk)
3. The term “intermediaries” can be defined as any dealer who acts as a link in the chain of distribution between the company and its customers (Lubbe 2000).   “Tourism intermediaries are any party who assists in the distribution of travel products to tourists e.g. travel agents” (wikianswers.com).  Within the tourism industry, travel agents, tour operators etc. are considered the intermediaries.  They help to bring consumers and vendors together and reduce transaction and costs.  
The benefits of tourism intermediaries are that they can sell in bulk; and the consumer benefits from the avoidance of extensive searches and various payments, while gaining expert knowledge and attaining the best prices for a product.  There are, of course, disadvantages to tourism intermediaries such that, they can incur huge losses i.e. if the intermediary fails to fulfil their obligations to an airline to sell a certain number of seats, which they will have paid for upfront.  This can result in the loss of influence in the distribution process.  For the consumer, choice may be limited and prices increased.
Whilst independent travellers produce their own itinerary, they do so by purchasing accommodation or transport from an intermediary.  Airlines, bus and shipping companies now have their own intermediaries in large cities where people can purchase their travel products directly. Furthermore, call centres are now used amongst airlines to deal with customer requests and, thus, acting as an intermediary. (Cooper – Fletcher 2005)

Whilst retailers sell individual components of a trip i.e. transport tickets, accommodation and excursions, packaged tours created by tour operators are the most common way of delivering foreign holiday travel, sold by travel agents. Some holiday packages are sold directly by tour operators. This trend will continue, especially due to technology and connections with hotels and activity providers making the role of the intermediary within tourism, a very important one.
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