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Sustainable tourism in Myanmar
[bookmark: Intro]Introduction
In this free course you will learn the key concepts needed to understand the tourism and hospitality sector and how it works. The learning is presented through the lens of a country that is relatively new to tourism: Myanmar. This enables you to understand the opportunities and constraints inherent in developing the sector.
The course is authored by Myanmar academics for two audiences. Firstly, Myanmar school leavers progressing to higher education who want to brush up their study skills. Secondly, others who are considering careers in the tourism sector and want to understand the opportunities better. 
The course is entirely self-study. It has six topics, with each topic requiring three hours of study – a total of 18 hours of study. Each topic is broken down into six sessions, enabling short bursts of learning that can be studied on a mobile phone. The course is assessed by an end-of-course quiz, and a Statement of Participation is available.  


[bookmark: _Toc71530063]Learning outcomes
Learning outcomes are what you will know and be able to do after studying the course. They are divided into knowledge-learning outcomes and skill-learning outcomes.
The knowledge-learning outcomes of the course are:
· Use tourism concepts confidently 
· Explain the functions of a travel agent and tour operator 
· Understand the relationship between tourism and hospitality
· Explain hotel management operations
· Appreciate the opportunities for tourism growth in Myanmar.
The skill learning outcomes of the course are:
· Work independently
· Analyse data
· Manage your time effectively.
[bookmark: _Toc71530064]Course content
The six topics that make up the course are introduced below. 
[bookmark: _Toc71282176][bookmark: _Toc71296183][bookmark: _Toc71297538][bookmark: _Toc71530065]Topic 1: Introduction to tourism
This topic begins with the history of tourism and the types of tours tourists take. It will introduce you to some key tourism concepts and you will learn many more as you study the course. It considers different types of tourism, including what is meant by sustainable tourism, and what makes up a tourism destination. Finally, the stages in a tourist journey are considered and how the internet has transformed the experience.
[bookmark: _Toc71282177][bookmark: _Toc71296184][bookmark: _Toc71297539][bookmark: _Toc71530066]Topic 2: Travel and tour operations 1
This topic looks at what travel agents and tour operators do, their scope and range. It looks at the elements that make up an all-inclusive tour package and how they are costed, before looking at ticketing for air, rail and sea transportation. These transportation services are explored and finally, the concept of digital tourism is examined.
[bookmark: _Toc71282178][bookmark: _Toc71296185][bookmark: _Toc71297540][bookmark: _Toc71530067]Topic 3: Travel and tour operations 2
[bookmark: _Hlk66709309]This topic looks at destination management, which is a form of tourism planning. It is best achieved through a destination management organisation. Every tourism destination follows a life cycle which is explored. Tour guiding is also considered: the characteristics, responsibilities and qualities a tour guide needs. You are invited to consider whether you have the skills to work in this profession and further detail is provided on the fundamental and specific tasks performed by guides.
[bookmark: _Toc71282179][bookmark: _Toc71296186][bookmark: _Toc71297541][bookmark: _Toc71530068]Topic 4: Introduction to hospitality
This topic covers types of accommodation that tourists use and the business of hospitality. It begins by tracing the history of hospitality, before looking at serviced and non-serviced accommodation. It considers how a tourist destination is born by telling the story of Dawei, in the south of Myanmar. It goes on to look at the major form of tourist accommodation, hotels, and the latest trends in their development.
[bookmark: _Toc71282180][bookmark: _Toc71296187][bookmark: _Toc71297542][bookmark: _Toc71530069]Topic 5: Hotel operations
This topic begins by considering the different departments needed to operate a hotel successfully, focusing on the four main departments: the front office, housekeeping, food and beverage service, and food and beverage production. Travel and tourism’s contribution to employment is then considered, together with career opportunities in the hotel industry and how to extract information from job advertisements.
[bookmark: _Toc71282181][bookmark: _Toc71296188][bookmark: _Toc71297543][bookmark: _Toc71530070]Topic 6: Future of tourism and hospitality in Myanmar
This topic begins by introducing the country from the foreign tourist’s perspective and what they like to see and do on their visits to the country. The most frequently visited attractions are then explored, before considering the growth in international visitors to the country. Tourism and hospitality have the potential to make a huge contribution to economic growth and create diversified employment opportunities, but investment is necessary. Tourism investment is considered relative to other Association of South East Asian Nations (ASEAN) countries. The challenges of sustainable tourism in Myanmar are explored. Finally, the impact of Covid-19 in 2020–21 for the future of tourism in Myanmar is reflected upon.
[bookmark: _Toc71530071]Assessment strategy
There are activities throughout each session to consolidate your learning and help you self-assess your progress. Most of these activities contain questions that have specific answers, but some have reflective questions where you will be asked to draw on your own experience. There are no right or wrong answers to these questions. These reflective questions are included because your experience is valued and they give you an opportunity to reflect upon it. Your reflections will deepen and customise your personal learning journey.
[bookmark: _Hlk66858769]To gain your Statement of Participation, you must complete the end-of-course quiz and gain a pass grade of at least 60%. There is no limit to the number of times you can attempt the quiz, although only your last attempt will be counted.  
The skill-learning outcomes will be achieved by completing the course, as this will demonstrate that you can work independently, analyse data and manage your time effectively. 


[bookmark: _Toc71530072]Getting started
The hyperlinks in this document are functional throughout. 
Once you have clicked through a hyperlink, you can right-click your mouse and use ‘previous view’ to return to the page from which you hyperlinked.
Please go to Topic 1: Introduction to tourism, to begin your study of the course.
[bookmark: _Toc71530073]Acknowledgements
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[bookmark: Topic1]Topic 1: 
Introduction to tourism
This topic begins with the history of tourism and the types of tours tourists take. It will introduce you to some key tourism concepts and you will learn many more as you study the course. It considers different types of tourism, including what is meant by sustainable tourism, and what makes up a tourism destination. Finally, the stages in a tourist journey are considered and how the internet has transformed the experience.


[bookmark: _Toc71282310][bookmark: _Toc71288158][bookmark: _Toc71530075]1.1 The history of travel and tourism
Travel and tourism have become a major part of many countries’ economies and are an important force in globalising our world. But they began a very long time ago.
[bookmark: _Toc71282311][bookmark: _Toc71288159][bookmark: _Toc71296194][bookmark: _Toc71297549][bookmark: _Toc71530076]The Empire Era (900 BCE–300 CE)
While people have always travelled, tourism began to develop during the era of empire with the Greek and Roman Empires. People began travelling in large numbers for commercial, educational and religious purposes. The Greek Empire (900–200 BCE) advanced tourism through its use of a common language improving communications. The Greeks also introduced a common currency, which made purchasing goods and services when travelling easier. The ease of travel made it possible for the first ancient Olympic Games to be held in Greece in 776 BCE and for athletes, sculptors and poets to attend.
The growth of the Roman Empire (500 BCE–300 CE) expanded tourism further. The middle classes and the wealthy travelled for leisure, visiting cultural and historical sites of importance and spa resorts, as shown in Figure 1.1.1. Visiting spa towns was a popular leisure activity in Roman times. They continue to attract tourists today, who come both to learn about their heritage and to enjoy their health and well-being benefits. The Romans built roads and rest houses throughout Europe, which made tourism more accessible. They also developed guidebooks and travel writing.
[bookmark: _Hlk65823939][image: ]
Figure 1.1.1  Roman baths, in the English city of Bath

Outside Europe, pilgrimage became a major reason for travel along defined routes. Pilgrimage to the earliest Buddhist sites by monks and small groups of people began more than 2,000 years ago. This period also saw the beginning of the Silk Road, which was a trade route connecting Asia with the Middle East and Africa. Started by the Chinese, it connected merchants along its route.
[bookmark: _Toc71282312][bookmark: _Toc71288160][bookmark: _Toc71296195][bookmark: _Toc71297550][bookmark: _Toc71530077]The Middle Ages (5th–14th centuries CE)
Travel became much more dangerous and uncomfortable as the Roman Empire crumbled. There were many risks for travellers, from diseases like the plague, to war, famine, violence and extreme weather. Moreover, the provision of hospitality was difficult to find. Only the most adventurous people travelled during this time. 
[bookmark: _Toc71282313][bookmark: _Toc71288161][bookmark: _Toc71296196][bookmark: _Toc71297551][bookmark: _Toc71530078]The Renaissance Era (15th–16th centuries CE)
The Renaissance, meaning ‘rebirth’, was a period in European history marking the transition out of the Middle Ages. It was associated with great social change, a thirst for learning and it saw the popularity of travel grow again as people travelled to experience art, culture and science. 
[bookmark: _Toc71282314][bookmark: _Toc71288162][bookmark: _Toc71296197][bookmark: _Toc71297552][bookmark: _Toc71530079]The Grand Tour Era (1613–1785)
The Grand Tour marked the height of luxurious travel and tourism activities in Europe. It originated with wealthy, young Englishmen and soon became fashionable among wealthy, young men from other countries, who had time and money. Grand Tour participants travelled throughout Europe experiencing the best of Western civilisation through its arts and sciences (Figure 1.1.2). There was a standard itinerary that served as an educational rite of passage. However, the tradition declined with the advent of accessible rail and steamship travel.
[bookmark: _Hlk65824489][image: ] 
Figure 1.1.2  Florence was frequently visited by young men on the Grand Tour

[bookmark: _Toc71282315][bookmark: _Toc71288163][bookmark: _Toc71296198][bookmark: _Toc71297553][bookmark: _Toc71530080]The Mobility Era (1800–1944)
Growing economic prosperity and the advent of leisure time, as well as the availability of affordable travel, ushered in a new era in the history of tourism. People who were no longer tied to the daily chores of farm life began to search for new ways to spend their precious leisure time away from their jobs in offices, stores and factories. The Mobility Era was characterised by increased travel to new and familiar locations, near and far. Tourism activities began to increase as new roads, stagecoaches, passenger trains and sailing ships became common sights. 
An Englishman called Thomas Cook (1800–1892) can be credited with finally bringing travel to the general public by introducing the package tour. Cook organised the first inclusive tour from England to the Paris Exhibition in 1855, with the travel arrangements, accommodation, and transport all part of the package. A further boost to mass tourism was the invention of the motor car – the Model T in 1908 by the American Henry Ford – although it would be many decades before it was affordable by the masses. The car expanded opportunities to travel independently far and wide.   
[bookmark: _Toc71282316][bookmark: _Toc71288164][bookmark: _Toc71296199][bookmark: _Toc71297554][bookmark: _Toc71530081]The Modern Era (1945–present day)
Mass tourism received an additional boost after World War II as more hotels were built and jet travel was introduced in the 1950s. Its growing popularity in the 1960s further accelerated growth in domestic and international travel. The first ever credit card was introduced in 1950: the Diners Club card. This meant individuals could buy goods and services with a card, rather than cash, which further facilitated international travel. The growth of mass tourism accelerated over the last quarter of the twentieth and into the twenty-first century, with the growth in commercial airlines (Figure 1.1.3).
[bookmark: _Hlk65824805][image: ]
Figure 1.1.3  The Boeing 707 was the first commercial jet airline



Activity 1.1
1. What two things did the Greeks develop that helped increase travel and tourism:
common culture
common language
common currency
common land
common uniform?

2. What two things did the Romans develop that helped increase travel and tourism:
1. roads
1. rest houses
1. underfloor heating
1. mosaics?

3. Select the correct word(s) to complete the sentence.
The Grand Tour was a journey undertaken by wealthy young men to understand _____ civilisation through its art and sciences.
1. Eastern
1. Chinese
1. African 
1. Western

4. Select the correct word(s) to complete the sentence. 
Thomas Cook organised the first inclusive tour in 1855 to the _____. 
1. Expo
1. Olympic Games
1. Paris Exhibition
1. World Cup
Answers to Activity 1.1
[bookmark: _Toc71282317]

[bookmark: _Toc71288165][bookmark: _Toc71530082]1.2 Tourism concepts and types of tour 
[bookmark: _Hlk63410965][bookmark: _Hlk64732797]Tourism is defined as the movement of people from their normal place of residence to another place (with the intention to return) for a minimum period of 24 hours to a maximum of one consecutive year for different purposes (Figure 1.2.1). Tourism takes people out of their familiar environment to experience new environments. It involves travel and a stay and can be for business, leisure or bleisure (travel for a blend of business and leisure).
[image: ]
Figure 1.2.1  Tourism involves travel and a stay away from home

[bookmark: _Hlk64732884]Tourists travel to visit friends and relatives, for entertainment, to attend conventions, for business meetings and for outdoor recreation. Tourism involves travel and hospitality. Hospitality is the friendly and generous reception and entertainment of guests, visitors or strangers. You will learn more about hospitality in Topics 4 and 5.
[bookmark: _Toc71282318][bookmark: _Toc71288166][bookmark: _Toc71296201][bookmark: _Toc71297556][bookmark: _Toc71530083]Key concepts for understanding tourism
Concepts are chunks of knowledge and understanding that make communication easier. For example, when the concept ‘tourism’ is used, you now know what is meant, so it isn’t necessary to give the meaning every time. Reading would become very dull and time-consuming if it was. Read the following two sentences to experience this for yourself. 
· Tourism is a global phenomenon today. 
· The movement of people from their normal place of residence to another place with the intention to return for a minimum period of 24 hours to a maximum of one consecutive year for different purposes is a global phenomenon today. 
Do you see? 
All subjects have their key concepts that make studying that subject easier and allow students to dive deeper with their learning. Concepts are the building blocks of all thinking and learning. Some of the key concepts for travel and tourism are now explained, although you will be introduced to many more throughout the course. 
[bookmark: _Hlk65165926]Tourism can be divided into domestic tourism and international tourism. Domestic tourism is where the residents of one country travel within that country for the purposes of tourism. International tourism is travel to another country, which can be broken down into inbound and outbound tourism (Figure 1.2.2).
[image: ]
Figure 1.2.2  International tourism can be divided into inbound and outbound tourism

Travel can be divided into leisure travel and business travel (Figure 1.2.3). 
[image: ]
Figure 1.2.3  The definitions of leisure and business travel



Tourists travel to a tourism destination to enjoy tourist attractions (Figure 1.2.4).
[image: ]
Figure 1.2.4  The definitions of tourism destination and tourist attraction

For convenience, tourists often use a tour operator or travel agent to create and book their holiday (Figure 1.2.5).
[image: ]
Figure 1.2.5  The definitions of tour operator and travel agent

A tour package can consist of transport, accommodation, food, attraction entrance tickets and other services. Other distinguishing characteristics of the tour package are shown in Figure 1.2.6. 
[image: ]
Figure 1.2.6  Characteristics of a tour package

The five main types of tours are independent, escorted, hosted, incentive and freedom. The details of each are shown in Figure 1.2.7.
[image: ]
Figure 1.2.7  Main types of tours
Activity 1.2
1. Select the correct concepts to complete the diagram.
Hospitality, Escorted tour, International tourism, Hosted tour, Inbound tourism, Excursion
[image: ]
2. Read the profiles of some different travellers and match them with the type of tour package that would best suit them.
[image: ]
Answers to Activity 1.2


[bookmark: _Toc71282319][bookmark: _Toc71288167][bookmark: _Toc71530084]1.3 Types of tourism
There are many different types of tourism. Here is a selection based on recent trends, but it is not a comprehensive list. There is currently a lot of interest in sustainable tourism, community-based tourism (CBT), responsible tourism and ecotourism (Figure 1.3.1). What is common about these four types of tourism is that they have a strong ethical underpinning and are increasingly highly desirable, becoming the gold standard for tour companies.

	Sustainable tourism
	
	Community-based tourism
	
	Responsible tourism
	
	Ecotourism

	Tourism that protects natural environments, provides an authentic tourist experience that celebrates and conserves heritage and culture, and creates socio-economic benefits for communities
	
	Travel in which visitors are given the chance to meet local people and experience authentic cultural exchange, as well as providing employment and income-earning opportunities for the local community
	
	Both visitors and hosts are mindful of developing tourism in a way that makes better places for people to live in and visit
	
	Travel to natural areas that conserves the environment, wildlife and natural resources; sustains the well-being of the local people; involves interpretation and education



Figure 1.3.1  Types of ethical tourism

Another form of tourism focuses on health and wellness. This is travel for the purpose of medical treatment, to enhance personal well-being or which is accessible for anyone, regardless of physical impairments. This can be divided into medical tourism, wellness tourism and accessible tourism (Figure 1.3.2).
[image: ]
Figure 1.3.2  Types of health and wellness tourism

Some forms of tourism are more niche or specialised. Specialised tourism is travel for a special purpose, which appeals to a small sector of the market, such as disaster tourism, which is visiting locations that have experienced a natural or man-made disaster (Figure 1.3.3).
[image: ]
Figure 1.3.3  Some specialised forms of tourism



There are also forms of action tourism, which is travel for the purpose of sport, extreme sport or adventure (Figure 1.3.4).
[image: ]
Figure 1.3.4  Some forms of action tourism



Activity 1.3
1. Match the types of tourism with the images:
1. wildlife tourism
1. sport tourism
1. dark tourism
1. religious tourism
1. adventure tourism
1. accessible tourism.

[bookmark: _Hlk65826932][image: ]              [image: ]
(i)		                                               (ii)
[image: ]              [image: ]
(iii)                                                                    (iv)
[image: ]              [image: ]
(v)                                                                     (vi)
Answers to Activity 1.3

[bookmark: _Toc71282320][bookmark: _Toc71288168][bookmark: _Toc71530085]1.4 Sustainable tourism
Tourism brings together tourists, tourism suppliers, host governments, host communities and the surrounding environment. According to the World Tourism Organization (UNWTO), sustainable tourism is ‘Tourism that takes full account of its current and future economic, social and environmental impacts, addressing the needs of visitors, the industry, the environment, and host communities,’ (UNWTO, 2021). The concept of sustainable tourism has been advancing for over 20 years, becoming increasingly relevant in national and international agendas. The United Nations (UN) General Assembly has adopted several resolutions acknowledging its importance as a tool for development, poverty eradication and environmental protection. This culminated in the UN declaration of 2017 as the International Year of Sustainable Tourism for Development.
Sustainable tourism principles and practices are applicable to all forms of tourism in all types of destinations, including mass tourism and the various niche tourism segments discussed in Session 1.3. They place the environment, economy and sociocultural dimensions at the centre of tourism development, and strive for a harmonious balance between these three dimensions that guarantees sustainability over the long term.
[image: ]
Figure 1.4.1  The three dimensions of sustainability

Environmental resources – such as nature and stunning vistas – are a key element in tourism development, as they are what many tourists come to enjoy. For sustainability, the essential ecological processes that created and conserve the rich natural heritage and biodiversity need to be maintained.
Respecting sociocultural heritage is important, as it is the authenticity of host communities that many tourists wish to see. Tourists wish to understand the lived experience of traditional ways of life and the values that underpin it. In the process of exchange, better understanding and tolerance grows, which is beneficial for all.
Ensuring sustainable economic growth contributes to poverty alleviation. Socio-economic benefits can result for all stakeholders, in the form of stable employment, income-earning opportunities, and health and education services to host communities. 
For sustainable tourism to develop, all relevant stakeholders need to be consulted and involved. Strong political leadership is needed to ensure that all stakeholders are meaningfully involved and that a consensus about the future direction of development is reached. This is not a one-off process, but a continuous process that requires constant monitoring of impacts, so that preventive and/or corrective measures can be taken when necessary. When sustainable tourism is done well, it delivers a high level of tourist satisfaction and a meaningful experience for the tourist. It also raises tourist awareness of sustainability issues, which in turn further promotes sustainable tourism practices and principles (UNWTO, 2021).

Activity 1.4
Watch the video ‘Sustainable Tourism in Myanmar’ and answer the following questions.
https://www.youtube.com/watch?v=OgRO-sOxoxI
1. What are the problems of becoming a mass tourism destination for Inle Lake?
2. Who benefits from sustainable tourism? 
3. What Shan traditional crafts have been revived by a sustainable tourism approach?
4. What benefits does the Pa-O community hotel bring to the community:
1. education
1. employment
1. health
1. collective identity
1. preserves cultural heritage?
Answers to Activity 1.4



[bookmark: _Toc71282321][bookmark: _Toc71288169][bookmark: _Toc71530086]1.5 Components of the tourism destination 
This session analyses what makes up a tourism destination in order to better understand how to meet tourists’ needs. 
The basic components of a tourism destination are access, accommodations, attractions, activities and amenities (Figure 1.5.1).

[image: ]
Figure 1.5.1  Basic components of a tourism destination

Access refers to the ease of reaching the destination, which requires good transport and communications links, such as an airport, highway and railway station. It also includes the ability of the destination to cater for visitors with disabilities such as mobility, vision, hearing and cognitive impairments. 
Accommodations means having sufficient quantity and quality of accommodation options in the destination to meet tourist numbers, tourist budgets and tourist needs. 
Attractions are often the focus of visitor attention and provide the initial motivation for the tourist to visit the destination. They vary widely among destinations and can be people, places, things or experiences that attract visitors (Figure 1.5.2).

[image: ]
Figure 1.5.2  Types of attractions

Activities are becoming more popular as tourists look for experiences in the destination. Packaging attractions as activities means that they can command a higher price. For example, if the cuisine of the local area is an attraction, offering food tours and cooking classes is a way of leveraging the attraction to reach a specific market.
Amenities means the basic facilities provided in a tourist destination, which are sometimes referred to as the ‘pleasantness’ of a place. They include basic signage, public toilets, paths, internet access, restaurants, money-changing facilities and safe drinking water. They play an important role in shaping the visitor experience.
Thinking about all five of these dimensions and how they integrate is important for ensuring a good tourist experience. Developing the infrastructure, facilities, events, activities and accommodation together will distinguish the destination and make it uniquely attractive to the tourist.
Tourism is a unique product because the tourists (buyers) go to the destination communities (sellers). What the tourists come to see is not used up either. For example, a scenic view remains after the tourists visit. It is also labour intensive, offering continuous employment, and is people oriented, enabling the tourist and local communities to connect and benefit from the interaction.


Activity 1.5 
1. Select the five basic components of a tourism destination from the list below:
1. aeroplanes
1. cruises
1. access
1. railways
1. accommodations
1. roads
1. attractions
1. weather
1. activities
1. amenities.

2. Tourism is a unique product because of four characteristics shown in the diagram. Match the description to each characteristic.
[image: ]
(i) Tourism is about connecting with different people.
(ii) The tourist has to purchase and travel to the tourist site (the product they have bought).
(iii) Tourism continuously employs lots of people.
(iv) Tourism does not exhaust the country’s natural resources.
Answers to Activity 1.5
[bookmark: _Toc71282322][bookmark: _Toc71288170][bookmark: _Toc71530087]1.6 The customer journey
The customer journey is a helpful framework for understanding the experience of the tourist customer. It encompasses the time between them first beginning to think about a trip to recalling the experience after they have returned home, as shown in Figure 1.6.1.
[image: ]
Figure 1.6.1  The customer journey

[bookmark: _Toc71282323][bookmark: _Toc71288171][bookmark: _Toc71296206][bookmark: _Toc71297561][bookmark: _Toc71530088]Dreaming
The customer journey begins when the customer is considering a vacation and looking for ideas and recommendations. Decision-making will probably begin at the national level, as different countries are considered and a choice made.
[bookmark: _Toc71282324][bookmark: _Toc71288172][bookmark: _Toc71296207][bookmark: _Toc71297562][bookmark: _Toc71530089]Planning
The customer decides on the country to be visited and will then look for specific information. The decision-making may be narrowed down to regions and/or destinations in the country of choice.
[bookmark: _Toc71282325][bookmark: _Toc71288173][bookmark: _Toc71296208][bookmark: _Toc71297563][bookmark: _Toc71530090]Booking
The customer makes comparisons of different tourism products. They will search for the best value for their budget and preferences. The booking may be made through an intermediary, such as a travel agent or tour operator, or directly with individual providers.
[bookmark: _Toc71282326][bookmark: _Toc71288174][bookmark: _Toc71296209][bookmark: _Toc71297564][bookmark: _Toc71530091]Experiencing
This stage will include everything from the welcome the customer receives on arrival, the standard of the facilities, the quality of the attractions, accommodation and other amenities, and the information that visitors receive.
[bookmark: _Toc71282327][bookmark: _Toc71288175][bookmark: _Toc71296210][bookmark: _Toc71297565][bookmark: _Toc71530092]Remembering
On their return home, the customer will recall their journey and will assess whether it was good or bad.
[bookmark: _Toc71282328][bookmark: _Toc71288176][bookmark: _Toc71296211][bookmark: _Toc71297566][bookmark: _Toc71530093]Changes in the customer journey
All stages of the customer journey have been transformed over the past 20 years by the internet and social media. For example, when dreaming, customers are likely to undertake internet searches of countries in order to determine where to go. When planning they look at social media and review destination websites. Research suggests people increasingly choose destinations based on a photo or video seen online, such as Facebook, YouTube and Instagram (White, 2018).
Word of mouth is also a significant influencer. As people travel more today, it is likely that the customer will know someone who has visited the place and from whom they can ask for advice. At the booking stage, customers compare the price competitiveness of different tour operators online and may delay booking some tourism products until they are in the country. This is because ease of access to mobile internet makes it possible to book later. 
When it comes to experience, the research done before travelling is highly significant in influencing the customer’s overall experience. Indeed, it is estimated that half the evaluation is based on the physical value of what the customer experiences. The other half is the emotional experience they have which is informed by their initial research (Rowett, 2020). 
[bookmark: _Hlk65831182]Finally, remembering is enhanced by social media. Customers share their memories through sites such as Facebook and review sites, such as TripAdvisor, providing feedback to a broader audience. 
[image: ]
Figure 1.6.2  People carry out independent online research on their holidays today

Tour operators, destinations and tourism-related businesses are realising that today’s tourist is more astute and discerning than in the past. They purchase tourism products differently, making many more critical decisions on their tourism journey. Thus, tourism brands need to be smarter in marketing to new tourists.

Activity 1.6
The internet has transformed the way customers experience the different stages of the tourist journey. Match the changes brought by the internet to each stage of the customer journey.
[image: ]
Answers to Activity 1.6


[bookmark: _Toc71282329][bookmark: _Toc71288177][bookmark: _Toc71530094]Answers to activities
[bookmark: _Toc71282330][bookmark: _Toc71288178][bookmark: _Toc71296213][bookmark: _Toc71297568][bookmark: _Toc71530095][bookmark: act1ans]Activity 1.1
1. b) common language, c) common currency
2. a) roads, b) rest houses
3. d) Western
4. c) Paris Exhibition.

[bookmark: _Toc71282331][bookmark: _Toc71288179][bookmark: _Toc71296214][bookmark: _Toc71297569][bookmark: _Toc71530096][bookmark: act2ans]Activity 1.2
1. 
[image: ]
2. 
[image: ]
[bookmark: _Toc71282332][bookmark: _Toc71288180][bookmark: _Toc71296215][bookmark: _Toc71297570][bookmark: _Toc71530097][bookmark: act3ans]Activity 1.3
1. a) iv, b) ii, c) vi, d) i, e) v, f) iii.

[bookmark: _Toc71282333][bookmark: _Toc71288181][bookmark: _Toc71296216][bookmark: _Toc71297571][bookmark: _Toc71530098][bookmark: act4ans]Activity 1.4
1. Deforestation, sewage run-off, overuse of chemical pesticides and fertilisers on farms, and land grab and loss of traditional ways of life.
2. It benefits local people, nature and animals.
3. Paper making, ceramics, fabric weaving and woodworking.
4. All answers a)–e).

[bookmark: _Toc71282334][bookmark: _Toc71288182][bookmark: _Toc71296217][bookmark: _Toc71297572][bookmark: _Toc71530099][bookmark: act5ans]Activity 1.5
1. c) access, e) accommodations, g) attractions, i) activities, j) amenities.
2. 
[image: ]

[bookmark: _Toc71282335][bookmark: _Toc71288183][bookmark: _Toc71296218][bookmark: _Toc71297573][bookmark: _Toc71530100][bookmark: act6ans]Activity 1.6
[image: ]
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[bookmark: Topic2]Topic 2: 
Travel and tour operations 1
This topic looks at what travel agents and tour operators do, their scope and range. It looks at the elements that make up an all-inclusive tour package and how they are costed, before looking at ticketing for air, rail and sea transportation. These transportation services are explored and finally, the concept of digital tourism is examined.


[bookmark: _Toc71287774][bookmark: _Toc71530102]2.1 Travel agents and tour operators
A travel agent facilitates people travelling to distant places. Planning a trip can be time-consuming and complicated. Travel agents simplify this process for their customers. They can book flights, accommodation and rental cars, as well as entry to attractions and events.
Travel agents serve both individuals and corporations. Some concentrate on a special segment of the industry, for example, a cruise specialist or ski specialist. Others are location-specific, such as for Europe, Africa or Latin America. Travel agents are travel intermediaries between the customer, the tour operator and tourist service providers.
The development of organised travel has its roots in the mid-nineteenth century, with a man called Thomas Cook (Figure 2.1.1) who you were first introduced to in Session 1.1. Thomas Cook helped his community members travel safely to a temperance (teetotal) meeting by railway between the cities of Leicester, Nottingham, Derby and Birmingham in 1841. Cook is considered the first organised travel agent in the world and is credited with being the inventor of the value-for-money travel and tour package. Cook quickly expanded his tour packages, taking 150,000 people from across Britain to visit the Great Exhibition in London in 1851 and offering the first continental tour in 1855.
[image: ]
Figure 2.1.1  Statue of Thomas Cook in Leicester, UK

Cook introduced hotel coupons, circular notes (an early form of travellers’ cheques) and advance reservation as part of his travel innovations. This led to the all-inclusive package tour for leisure tourists, showing the way for other travel agents. Gradually, the business has grown in scale with many multinational travel agency chains operating today. 
The main responsibility of a travel agent is to make the process of travel planning easier for their clients and ensure they have the best trip possible. Travel agents need to understand what the customer is looking for in their trip, as well as their budget, preferences and expectations. This is normally done through a conversation in person, on the telephone or online. The information provided enables the agent to determine the best possible travel destinations, transportation arrangements and accommodations for the client. Travel agents can also make suggestions to the client based on their own experience or offer complete travel packages from various tour operators. Agents work with computers or call airlines, cruise lines, tour operators, resorts and rental companies to secure travel reservations for their customers.
Travel agents also relay important information such as travel advisories, health requirements (vaccinations needed) and required documents (such as visas) for their destination. Travel agents keep up to date with the latest news, ensuring that each planned destination is safe for their customers to visit. They provide cultural guidance on what is acceptable and unacceptable behaviour at the destinations. Travel agents work all year round, but there are particularly busy periods when customers plan their vacations for the summer. 
[bookmark: _Toc71287775][bookmark: _Toc71296221][bookmark: _Toc71297576][bookmark: _Toc71530103]What is a tour operator?
A tour operator is an organisation or company that buys individual travel components separately from their suppliers and combines them into a package tour. Tour operators sell only the product they created. The package tour is sold with its own price tag directly to the public or through intermediaries like travel agents. 
Tour operators are primarily responsible for delivering and performing the services specified in a given package tour. They can provide these services themselves or can buy them from other suppliers. Tour operators are sometimes seen as acting like wholesalers because they buy tourism goods and services in bulk, which they package and then sell through travel agencies or directly to clients. 
[image: ]
Figure 2.1.2  A range of tour packages to Myanmar by the British tour operator Audley
Activity 2.1
1. Identify the services offered by a travel agent from the following list:
book flights, rail transport and ferries
reserve accommodation
hire rental cars 
purchase attraction entry tickets
holiday planning
provide travel advice
issue passports and visas
book tour packages.

2. Identify whether the following statements are true or false. 
1. The package tour is sold with its own price tag to the public directly or through intermediaries like travel agents. 
1. Tour operators are not responsible for delivering and performing the services specified in a given package tour. 
1. Tour operators can provide travel services themselves or can buy them from other suppliers. 
Answers to Activity 2.1



[bookmark: _Toc71287776][bookmark: _Toc71530104]2.2 Functions and operations of a travel agency and tour operator
The scope and range of travel agency operations depends on the size of an agency, with large agencies offering a more comprehensive choice and range of services. A large agency will have specialised departments, each performing different functions, such as provision of travel information, preparation of itineraries, provision of foreign currencies, airline ticketing, accounts and more.
A travel agency sells package tours from tour operators and other separate services, such as transport, accommodation, attraction tickets, activities, etc. They act as a representative of airlines, hotels, tour companies and cruise lines, and give advice to tourists to follow at the destinations. 
The range of activities a travel agency provides depends upon the extent of the economic development in the country, the travel patterns of its citizens and the availability of disposable incomes for holidays (Figure 2.2.1). 
[image: ]
Figure 2.2.1  Factors affecting travel agency services

[bookmark: _Toc71287777][bookmark: _Toc71296223][bookmark: _Toc71297578][bookmark: _Toc71530105]Types of travel agency
[bookmark: _Toc71287778][bookmark: _Toc71296224][bookmark: _Toc71297579][bookmark: _Toc71530106]Retail travel agency
The retail travel agency (Figure 2.2.2) sells directly to customers and gets commission from the gross sale of hotel rooms; airline, train and bus tickets; insurance; foreign exchange, etc. Commission is the primary source of its revenues. 
[bookmark: _Toc71287779][bookmark: _Toc71296225][bookmark: _Toc71297580][bookmark: _Toc71530107]Wholesale travel agency
The wholesale travel agency initiates the process of forming organised tours or sells the individual components directly or indirectly through franchise or retail agents. The wholesale travel agency doesn’t get its revenue from commissions directly, but earns revenue through discounts on bulk reservations from principal suppliers.
[bookmark: _Toc71287780][bookmark: _Toc71296226][bookmark: _Toc71297581][bookmark: _Toc71530108]Full service agency or commercial agency
The full service or commercial agency is a complete travel agency, as it deals with all kinds of services and owns the transport fleets, charter flights and cruises. A sub-category deals with business travel booking, convention centres and stalls in exhibition centres, and arranges venues for conducting small and large meetings or conferences.
[bookmark: _Toc71287781][bookmark: _Toc71296227][bookmark: _Toc71297582][bookmark: _Toc71530109]Online travel agency (OTA)
The OTA operates on the internet through a website connected to a global distribution system. They sell package tours where they customise tours and take enquiries. Transaction of payment is also done online using online payment methods. Some of the major OTAs are Expedia, Priceline, Lastminute.com, Orbitz, Booking.com and Travelocity.
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Figure 2.2.2  A high street retail travel agency

[bookmark: _Toc71287782][bookmark: _Toc71296228][bookmark: _Toc71297583][bookmark: _Toc71530110]Types of tour operator
[bookmark: _Toc71287783][bookmark: _Toc71296229][bookmark: _Toc71297584][bookmark: _Toc71530111]Inbound tour operator
Inbound tour operators handle inbound foreign tourists in the host country and provide them with various services on their arrival and departure. They make tour packages individually or in collaboration with foreign tour operators. They are paid in foreign currency, which increases the foreign exchange reserves of the host country.
[bookmark: _Toc71287784][bookmark: _Toc71296230][bookmark: _Toc71297585][bookmark: _Toc71530112]Outbound tour operators
Outbound tour operators sell package tours highlighting the destinations in foreign countries and specialise in designing and promoting multinational tours. Generally, they appoint inbound tour operators/ground operators to make arrangements for services in the foreign countries visited.  
[bookmark: _Toc71287785][bookmark: _Toc71296231][bookmark: _Toc71297586][bookmark: _Toc71530113]Domestic tour operator
Domestic tour operators provide tours within the boundary of the home country and cater to the diverse needs of individuals and group travellers. They promote tour packages through their own outlets or other retail travel agents. 
[bookmark: _Toc71287786][bookmark: _Toc71296232][bookmark: _Toc71297587][bookmark: _Toc71530114]Ground handlers/operators
Ground handlers provide ground arrangements in country, such as transfers on arrival and departure and between destinations, and deliver the services required by large tour companies. 
[bookmark: _Toc71287787][bookmark: _Toc71296233][bookmark: _Toc71297588][bookmark: _Toc71530115]Special interest tour operator
Special interest tour operators mostly rely on direct marketing to sell their special interest packages to customers or sell them through retail travel agents. These special interest packages are niche products, such as wildlife tourism or dark tourism, which you learned about in Session 1.3. They do not plan for the mass market, as buyers are limited in number.
[bookmark: _Toc71287788][bookmark: _Toc71296234][bookmark: _Toc71297589][bookmark: _Toc71530116]Differences between travel agencies and tour operators
The major difference between travel agencies and tour operators is in the system of providing service to customers. A tour operator is a company that buys certain services from different companies and forms them into a single tourist product using its own pricing system. A travel agency acts like an independent reseller. Its profit is the commission for the sale of the operator’s tours to customers.
[bookmark: _Hlk66016679][image: ]
Figure 2.2.3  Tour operator brochure for Africa

Activity 2.2
1. Imagine you are a tour operator offering package tours to Myanmar for guests from Thailand. Identify the components of the tour that need to be included for an eight-day tour from the following list:
1. transfers within Thailand to and from the airport
1. return flight from Bangkok to Yangon
1. ground travel services in Myanmar (transfer to hotels, to attractions, and from and to airport)
1. accommodation for seven nights
1. bar bills at the accommodation
1. meals for eight days
1. entrance fees for attractions
1. services of tour guides
1. guest’s personal travel insurance.
Answers to Activity 2.2



[bookmark: _Toc71287789][bookmark: _Toc71530117]2.3 Tour packaging
A tour package includes several components of travel that are sold as one product, such as transportation, accommodation, entrance fees or tickets for events or attractions, meals and may also include a tour guide. Types of tour packages vary according to the desires and needs of consumers. Tourists buy package tours for different reasons, such as convenience, competitive pricing, recommendation from peers, and a desire for a smooth flow of specialised activities and experiences offered in the tour. 
[bookmark: _Toc71287790][bookmark: _Toc71296236][bookmark: _Toc71297591][bookmark: _Toc71530118]Examples of package tours
In Session 1.2 you were introduced to five different types of tour:
· independent
· escorted
· hosted
· incentive
· freedom.
Here you are introduced to some more types of tour.
· All-inclusive group tour – fixed itinerary and schedule, includes all elements that might be required in a trip.
· Event package tour – simple transportation and entry fee or registration fee for an event and on-site lodging and meals.
· Fly-drive package tour – includes the airfare, car rental and sometimes land accommodation.
· Fly-cruise package tour – includes the air and ground transportation to and from the cruise ship’s home and destination ports.
· Convention/meeting package tour – includes meeting and convention centre hire, with coffee break(s), lunch, screen, IT equipment and accommodation.
[bookmark: _Toc71287791][bookmark: _Toc71296237][bookmark: _Toc71297592][bookmark: _Toc71530119]Elements of a tour package
A tour operator generally purchases the following elements to create an all-inclusive tour: 
· transport – flights, rail, ferry
· accommodation
· services – sightseeing, meals, ground handling, car rental, etc.
A well-planned itinerary holds the key to success of a package tour. Planning an itinerary normally involves choosing points of interest (POIs), deciding in which order to visit them, and accounting for the time it takes to visit each POI and transit between them. Resources like information brochures pertaining to places of interest, hotel and ground transport tariff, rail and airfare, guide charges, toll taxes, entry fees and so on are collected before the preparation of a tour itinerary. Planning for preparing an itinerary is done one to two years before a tour package is launched and advertised. Pricing of a package is settled after estimating the operational costs and profit margin.
[bookmark: _Toc71287792][bookmark: _Toc71296238][bookmark: _Toc71297593][bookmark: _Toc71530120]Factors influencing package pricing
The pricing of a package is dependent on the costs of all the services offered in a package, of which there are two types: 
· fixed costs – costs that stay the same regardless of the number of tours sold by the operator
· [bookmark: _Hlk67142186]variable costs – costs that change as the number of customers that book the package tour changes.
Fixed costs include interest on business loans taken to fund the business, building rents, salaries, insurance, advertising. The variable costs include meals, accommodation, entrance fees and other costs charged at a rate per person. It includes the actual expenses of rooms, tickets and other package components incurred with the sale of each package. 
After taking all these costs into consideration, tour operators usually add a 10–15% mark-up for an individual tour package to make their profit. However, the pricing tourists pay can vary depending on other factors (Figure 2.3.1). 
[image: ]
Figure 2.3.1  Factors affecting tour pricing



Activity 2.3
1. From the following list, identify which are advantages and which are disadvantages of all-inclusive tours for the customer.
1. often cheaper than buying each element separately
1. no package has every destination that meets the personal choice of a customer
1. multiple destinations increase the attractiveness to customers
1. saves time
1. saves lots of individual enquiries to suppliers
1. some places in the tour may not be of interest to the customer
1. confidence that all will go to plan
1. customer cannot change the itinerary.

2. Identify the two correct statements.
1. when there is low demand for all-inclusive tours, prices are low
1. when there is high demand for all-inclusive tours, prices are low
1. when there is low demand for all-inclusive tours, prices are high
1. when there is high demand for all-inclusive tours, prices are high.

3. Which season do you think would be the most attractive to foreign tourists to visit Myanmar:
1. wet season
1. summer
1. winter?
Answers to Activity 2.3



[bookmark: _Toc71287793][bookmark: _Toc71530121]2.4 Ticketing
An important function of a travel agency is selling tickets to clients using different modes of transport. Ticketing is not an easy job as the range and diversity of international airfares, train journeys and sea crossings is very complex and varied. A constant challenge for a travel agent is changing air schedules, train and sea timetables, and the addition/reduction of flights, train and boat services from time to time. Access to current data about various timetables of airlines, railways and steamship companies is essential. The computerised reservation system has revolutionised the reservation system for air, rail and sea travel, and also booking rooms in hotels with confirmation of reservations available in seconds (Figure 2.4.1).
[image: ]
Figure 2.4.1  Computerised reservation systems have transformed bookings, enabling services such as air, rail and sea – and more – to be booked online

[bookmark: _Hlk65307940]An expensive element of many package tours is the cost of flying to the country and to different destinations within it. Airline ticketing is especially complex and varied with thousands of different types of fare combinations available across the world. The routing, pricing and ticketing for flights is largely done electronically through the computerised network of a global distribution system (GDS). There are a number of these, such as Amadeus, Galileo and Sabre. This means that there is no issuing of physical tickets, just e-ticket numbers and an airline reference, which is called a passenger name record (PNR). 
The PNR is a digital file that contains information about the passenger which is shared by different airlines that are carrying the passenger. It allows passengers to check in either through the airline websites or at the airport and print airline boarding passes. If a passenger books an itinerary containing flights with multiple airlines, the PNR in the GDS system would hold information on their entire itinerary, while each airline they fly with would only have the portion of the itinerary that is relevant to them. The staff of airlines and travel agents have to double-check ticketing to ensure there are no incorrect entries in a passenger ticket, as this could result in serious problems for the client and substantial financial loss for the agent.
[bookmark: _Hlk66698268]Price-comparison websites are increasingly used by individuals to book flights. They offer a huge range of flight combinations, with several airlines, departure times, routing with direct and indirect flights, and layover lengths (time spent waiting between parts of a journey on an itinerary). They allow maximum flexibility on price and convenience. 
[bookmark: _Toc71287794][bookmark: _Toc71296240][bookmark: _Toc71297595][bookmark: _Toc71530122]Airline e-ticketing
E-tickets contain all the information relating to a passenger’s itinerary, such as fare, class, taxes, endorsements, baggage, etc. They are stored as an electronic record in the database of the airline issuing the ticket. The passengers can access their booking details at any time on an airline’s website or at an airport check-in desk, using their booking reference/PNR and their last name.



Activity 2.4
Look at the example e-ticket and identify the following information from the ticket. 
1. What is the passenger’s name?
2. What is the passenger’s booking reference/PNR?
3. How many flights are in the itinerary?
4. How much did the passenger pay for the ticket?
5. The ticket pricing is broken down into different elements. How much was the base fare, and how much was added to the base fare in duties, taxes and other fees?
6. How did the passenger pay for the ticket?
7. Can the passenger get a refund if they cancel?
[image: ]
Answers to Activity 2.4

[bookmark: _Toc71287795][bookmark: _Toc71530123]2.5 Transportation services
Transportation lies at the heart of the tourism industry and is the link between home, destination, accommodation, attraction and all other sites on the tourist trip. Its efficiency, comfort and safety make a considerable contribution to the quality of the tourism experience. In many cases, its cost comprises the largest portion of a tourist’s total expenses. This session discusses the important aspects of air, ground/land and water transportation.
[bookmark: _Toc71287796][bookmark: _Toc71296242][bookmark: _Toc71297597][bookmark: _Toc71530124]Air travel
The earliest passenger service in airborne vehicles began in 1910 with airships in Germany. Aircraft engines which were originally powered by propellers are now powered by jet engines, thanks to substantial technological advances. Boeing, the plane manufacturer, introduced its first commercial passenger flight with the Boeing 707 plane in the late 1950s, as you learned in Session 1.1. In 1970, the wide-bodied or jumbo jet – the Boeing 747 – was introduced, followed by the Airbus A300 in 1972. The Boeing 747 carried many more passengers on long-haul journeys.
[image: ]
Figure 2.5.1  A jumbo jet, the Boeing 747

Passenger air transportation is differentiated into two categories: scheduled and charter flights. 
A scheduled flight is one in which the airline sells single seats to individuals until the aircraft is full. Flights are offered on a regular, timetabled basis, with the departure times and routing fixed. Thus, scheduled flights offer reliability. 
[bookmark: _Hlk65317373]A charter flight is when a person or company rents an entire aircraft for a flight, with the departure time and final destination set out in the agreement between the hirer and the aircraft company. Therefore, charter flights do not follow an airline schedule. Tour operators often charter whole planes for their customers when building packages. 
Although charter services can be an important component of tourism, most air travel statistics refer primarily to scheduled air services. The regulatory environment of international air travel is shaped by agreements between countries. The UN, through the International Civil Aviation Organization (ICAO), provides general rules and mediates international concerns regarding aviation law. 
[bookmark: _Toc71287797][bookmark: _Toc71296243][bookmark: _Toc71297598][bookmark: _Toc71530125]Land travel
[bookmark: _Hlk65317593]The term ground transportation generally refers to travel by bus, limousine, caravan, train and other modes for sightseeing and for travel between hotels, attractions and airports. The railroads, which utilised steam engine technology to power trains, transformed land travel, making it much more accessible and affordable. Improvements in roads and coach design also made land travel more comfortable for passengers.
Buses, also referred to as coaches, are a major mode of passenger travel within countries for tourists, providing service between air and rail terminals, accommodations and attractions. Modern buses have many amenities such as larger, more comfortable seats that can recline, air conditioning, Wi-Fi and toilets. One of the most popular types of bus service is the bus tour.
[bookmark: _Toc71287798][bookmark: _Toc71296244][bookmark: _Toc71297599][bookmark: _Toc71530126]Water travel
Improvements in steamship technology in the early 1900s led to the age of the great ocean liners. These included the Queen Mary and the Queen Elizabeth, which could make the transatlantic voyage in less than four days. They operated a twice weekly service across the Atlantic Ocean from the 1930s to 1960s, when the jet engine meant they became less profitable. However, they still sail today. 
[image: ]
Figure 2.5.2  The Queen Mary 2 outbound from New York Harbour for Southampton, England

Today the primary form of water travel for tourists is the cruise ship. A ship might include various amenities, such as a gym, swimming pool, health spa, movie theatre, restaurant and bar, casino, discotheque and retail shops. The larger cruise ships are like floating hotels (Figure 2.5.3).
[image: ]
Figure 2.5.3  The dining area of a cruise ship can be very luxurious

Ferry boats offer tourists a leisurely and often scenic route between inland points. Ferry boats may also feature snack bars, restaurants and lounges.
Chartering a yacht has traditionally been associated with the very rich. Today, it is available for other income groups and offers a trip from place to place as well.

Activity 2.5
Create two escorted package tours for two different tourist markets. The first package should be targeted at tourists who want to see as much of Myanmar as possible, but have a limited budget and limited time available.
The second escorted package should be targeted at tourists who want a leisurely, luxury and educational experience, seeing the highlights of Myanmar.
Select one component from each category.
[image: ]
Answers to Activity 2.5


[bookmark: _Toc71287799][bookmark: _Toc71530127]2.6 Digital tourism
Digital tourism refers to how digital tools are used to select, book, manage and deliver tourism products and experiences. In Session 1.6 you saw how the tourist journey has been transformed by digital tools from the perspective of the customer. Here the impact of digital technologies for travel agents, tour operators and tourism service providers is explored, in particular how they market and supply their services using the new opportunities provided by the internet and social media. 
[bookmark: _Toc71287800][bookmark: _Toc71296246][bookmark: _Toc71297601][bookmark: _Toc71530128]Dreaming
The customer journey begins when they are considering a vacation and looking for ideas and recommendations. Sites such as Instagram have become an online brochure of trips to choose from. Research from the travel site Expedia found that one-in-four millennials (those aged 18 to 34) were influenced by Instagram posts when booking trips abroad. This led the airline easyJet to add a new feature in its app that lets customers upload screenshots of celebrities, friends and family on holiday to find out where they went and how to get there (Microsoft, 2019). The Look&Book feature uses artificial intelligence and image recognition technology to identify where the photo was taken. Then easyJet identifies the nearest airport to that location and searches for available flights to market its services (Microsoft, 2019).
[bookmark: _Toc71287801][bookmark: _Toc71296247][bookmark: _Toc71297602][bookmark: _Toc71530129]Planning
Once the customer has decided on which country to visit they will be looking for specific information. Customers increasingly plan their holidays with a view to the photo opportunities a destination may give. Trolltunga is a rock formation in Norway that was not well known ten years ago. However, photos posted on Instagram awakened interest in the place and, in the month of January 2019, there were over 100,000 photos on Instagram with the Trolltunga hashtag (Righini, 2020).
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Figure 2.6.1  Trolltunga, Norway

[bookmark: _Toc71287802][bookmark: _Toc71296248][bookmark: _Toc71297603][bookmark: _Toc71530130]Booking
Increasingly, travellers are booking their own itineraries directly with individual tourism service providers. Alternatively, sites such as Google Flights, Priceline, Booking.com and Hotels.com allow travellers to compare prices before booking flights and hotels. Different business models mean tourists also have access to a much broader range of accommodations. Airbnb, for example, enables tourists to book stays in other people’s homes, and Couchsurfing, a hospitality exchange service, allows people to provide their sofa or rooms in their home for short periods to tourists.
TripIt and KAYAK can be used to organise and archive different bookings. They are travel management sites that automatically process and import original vendor confirmations into a master itinerary, which is available to the customer on the web and their mobile device. 
Digital technologies have not only changed the way many tourism providers market and sell their products and services, and brought new companies into the market, but have also enabled small hotels and guest houses to reach millions of customers through online booking portals such as Lastminute.com, Expedia and eDreams.
[bookmark: _Toc71287803][bookmark: _Toc71296249][bookmark: _Toc71297604][bookmark: _Toc71530131]Experiencing
The tourist’s research and engagement in the earlier stages of their journey mean they have a well curated expectation of the experience and one that they are personally invested in. There is emerging evidence that this in itself can improve the experience, regardless of the quality of the physical offering, as was discussed in Session 1.6. Thus, tourism product suppliers need to be mindful of the expectations of tourists as curated by social media, providing sufficient opportunities for tourists to visit iconic places and capture them in photos.
[bookmark: _Toc71287804][bookmark: _Toc71296250][bookmark: _Toc71297605][bookmark: _Toc71530132]Remembering
On their return home, the customer will recall their journey and will reflect on whether it was good or bad. Some travellers are adept at using Flickr, Instagram and Facebook to manage and curate the photo record of their journey. Moreover, they can also write and publish reviews on sites such as TripAdvisor. Tour operators ask guests to evaluate their experience at the end of their trip to capture their insights for tour improvements and encourage guests to place reviews on such sites.



2.6 Activity
Visit one of the websites mentioned in this session and explore the offering. Then answer the following questions.
1. Did you find the website attractive and engaging?
2. Were you able to navigate around the site to follow your interests?
3. Can you see an opportunity to use this website in your next tourism journey? 
Answers to Activity 2.6


[bookmark: _Toc71287805][bookmark: _Toc71530133]Answers to activities
[bookmark: t2act1ans][bookmark: _Toc71287806][bookmark: _Toc71296252][bookmark: _Toc71297607][bookmark: _Toc71530134]Activity 2.1
1. a) book flights, rail transport and ferries, b) reserve accommodation, c) hire rental cars, d) purchase attraction entry tickets, e) holiday planning, f) provide travel advice, h) book tour packages.
2. a) true, b) false, c) true.

[bookmark: t2act2ans][bookmark: _Toc71287807][bookmark: _Toc71296253][bookmark: _Toc71297608][bookmark: _Toc71530135]Activity 2.2
1. b) return flight from Bangkok to Yangon, c) ground travel services in Myanmar (transfer to hotels, to attractions, and from and to airport), d) accommodation for seven nights, f) meals for eight days, g) entrance fees for attractions, h) services of tour guides.

[bookmark: t2act3ans][bookmark: _Toc71287808][bookmark: _Toc71296254][bookmark: _Toc71297609][bookmark: _Toc71530136]Activity 2.3
1. Advantages: a) Often cheaper than buying each element separately, c) Multiple destinations increases the attractiveness to customers, d) Saves time, e) Saves lots of individual enquiries to suppliers, g) Confidence that all will go to plan.
Disadvantages: b) No package has every destination that meets the personal choice of a customer, f) Some places in the tour may not be of interest to the customer, h) Customer cannot change the itinerary.
2. a) When there is low demand for all-inclusive tours, prices are low, b) When there is high demand for all-inclusive tours, prices are high.
3. c) Winter, because the weather is dry and cool.

[bookmark: t2act4ans][bookmark: _Toc71287809][bookmark: _Toc71296255][bookmark: _Toc71297610][bookmark: _Toc71530137]Activity 2.4
1. John Jones
2. WXIKXI
3. Three
4. CAD 809.39
5. Base fare: CAD 558. Duties, taxes and other fees: CAD 251.39
6. Card
7. No, the ticket is non-refundable.

[bookmark: t2act5ans][bookmark: _Toc71287810][bookmark: _Toc71296256][bookmark: _Toc71297611][bookmark: _Toc71530138]Activity 2.5
First package: five days, basic hotel, coach and generalist guide.
Second package: ten days, luxury hotel, flights and specialist guide.

[bookmark: t2act6ans][bookmark: _Toc71287811][bookmark: _Toc71296257][bookmark: _Toc71297612][bookmark: _Toc71530139]Activity 2.6
Students’ own answers.
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[bookmark: Topic3]Topic 3: 
Travel and tour operations 2
This topic looks at destination management, which is a form of tourism planning. It is best achieved through a destination management organisation. Every tourism destination follows a life cycle, which is explored in this topic. Tour guiding is also considered; the characteristics, responsibilities and qualities a tour guide needs. You are invited to consider whether you have the skills to work in this profession and further detail is provided on the fundamental and specific tasks performed by guides.


[bookmark: _Toc71288014][bookmark: _Toc71530141]3.1 Destination management
A tourism destination is a place or area that relies heavily on the economic benefits of tourism. Destinations contain a number of elements which you learned about in Session 1.5, such as access, accommodations, attractions, activities and amenities. Other elements that contribute to creating a tourism destination are price, human resources (its workforce) and image (Figure 3.1.1).
[image: ]
Figure 3.1.1  Elements that contribute to making a tourism destination

Price is an important aspect of the destination’s competitiveness over other destinations, as well as ensuring the tourist gets excellent value. A pricing strategy helps to market a destination to potential visitors and repeat visitors. For example, a resort might offer lots of free activities which the guest might be expected to pay for at other resorts. Or it might offer special family rates for visiting attractions, accommodation and meals, making it more affordable and attractive to families.  
A well-trained tourism workforce ensures tourists’ needs are effectively met. It is important to set high standards and keep staff trained in using new technologies, such as for bookings. This, together with ongoing coaching and mentoring, builds staff efficiency, staff morale and improves the guest experience. 
[bookmark: _Hlk66117543]The brand image of a destination can be a critical factor in a tourist deciding to visit. It also has an impact on the satisfaction level of the visitor if what they expected is delivered, as you read in Sessions 1.6 and 2.6. If satisfaction is high, visitors are loyal and are likely to recommend the destination to family and friends. They may also return. A destination’s brand identity is the external perception of a brand that is purposefully created by the business stakeholders to promote the product. It is formed through many stakeholders (who have an interest in the destination’s success) working together to create it. How this is interpreted by the public and media creates the brand image for the destination. This is something that is best managed through a destination management organisation. 
[bookmark: _Toc71288015][bookmark: _Toc71296260][bookmark: _Toc71297615][bookmark: _Toc71530142]Destination management organisations
[bookmark: _Hlk66117945]Destination management calls for a group of many organisations and interests (stakeholders) working towards a common goal. The destination management organisation’s (DMO) role is to lead and coordinate activities under a coherent strategy to promote the destination and its sustainability. DMOs include the national tourism authority; regional, provincial and state tourism organisations; and local tourism organisations.
The DMO ensures the quality of every aspect of the visitor’s experience by creating a suitable environment to attract visitors, through marketing and developing the right social, economic and physical environment. This involves planning, infrastructure and human resources development, product development, technology and systems development and development of related industries and procurement. The DMO promotes the brand, organises campaigns to drive business, provides unbiased information services to visitors, facilitates bookings and generally provides good customer relationship management. 
Well-managed and sustainable destinations are more likely to attract and maintain investment, see businesses grow and employment increase without having a detrimental effect on the environment or local population. Small- and medium-sized businesses are encouraged, such as community-based arts and crafts enterprises. Tourism allows small- and medium-sized businesses, many of whom are local, access to foreign consumers. Because the tourists come to them, they do not face export barriers or have to invest in an export distribution channel. For tourism goods and services that are supplied locally, tourist expenditures can be retained in the destination, building sustainability.
Planning and good marketing can lengthen the average visitor stay, which increases visitor expenditure. The community can also benefit from the facilities and services developed for tourism, such as road and rail development, an airport, sanitation and solid waste management, entertainment and well-maintained public spaces.
The DMO’s role in maintaining the environmental integrity, resources, and social and cultural character of the destination makes them great places to live, work and visit.
[image: ]
Figure 3.1.2  The advantages of managing a destination through a DMO

Activity 3.1
1. What are three elements that contribute to creating a tourism destination? Select from the following list:
a) price
b) ground transportation 
c) beaches
d) human resources 
e) mountains
f) image.

2. Are the following statements true or false?
1. To deliver excellent value to visitors, it is vital that the various components of the visitor’s stay are managed and coordinated throughout the visit, while ensuring local benefits, through a DMO.
1. A DMO builds sustainable tourism.
1. A DMO limits the spread of tourism benefits.
1. A DMO causes tourism yield to fall.
1. A DMO builds strong brand identity, which increases brand loyalty.
Answers to Activity 3.1



[bookmark: _Toc71288016][bookmark: _Toc71530143]3.2 The tourism destination life cycle
This session looks at the tourism destination life cycle. Tourism destinations are constantly changing. This model shows how tourism destinations move through five distinct stages of growth.
[image: ]
[bookmark: _Toc71288017][bookmark: _Toc71296262][bookmark: _Toc71297617][bookmark: _Toc71530144]Figure 3.2.1  Tourism destination life cycle 

1. Exploration: A small numbers of visitors are attracted by natural or cultural attractions to visit, although few tourist facilities exist.
2. Involvement: There is some involvement by local residents, who provide some facilities for visitors and begin to market their services. Visitors are likely to come from within the state or region, rather than internationally.
3. Development: A large numbers of tourists arrive, increasingly from overseas, and external organisations take more of a key role in meeting the needs of the growing number of visitors.
4. Consolidation: Tourism becomes a major part of the local economy and of increasing political importance. Rates of visitor growth may level off and some facilities may be in need of upgrading.
5. Stagnation: The number of visitors has peaked and the destination may no longer be considered fashionable. 
Depending on the response of the DMO to the onset of stagnation, various scenarios – such as decline, stabilisation, rejuvenation or reinvention – are possible. The DMO needs to intervene and take action to avoid decline at the stage of stagnation. To do this, the following model needs to be followed (Figure 3.2.2).
[image: ]
Figure 3.2.2  The DMO model for success

[bookmark: _Toc71288018][bookmark: _Toc71296263][bookmark: _Toc71297618][bookmark: _Toc71530145]Making the partnership work
Whilst the DMO is critical for ensuring the effective management of a destination, many other groups are involved in supporting the destination. The tourism experience is delivered by a range of partners, including private sector businesses, the public sector and the community at large. For tourism to succeed in the destination, these stakeholders have to work together in accordance with a collective vision. But this is challenging, as all stakeholders need to join forces and work together closely.
[bookmark: _Toc71288019][bookmark: _Toc71296264][bookmark: _Toc71297619][bookmark: _Toc71530146]Strong leadership is needed
Strong and effective leadership from the DMO is essential for retaining a collective focus, ensuring all stakeholders work to the same end. If there is a lack of coordination and cooperation among the different stakeholders, conflict can arise leading to fragmentation, poor quality control and loss of value for the guest.  
[bookmark: _Toc71288020][bookmark: _Toc71296265][bookmark: _Toc71297620][bookmark: _Toc71530147]Planning to achieve competitive advantage
Successful tourism destinations require a clear, competitive strategy to achieve a competitive advantage. This means following a targeted tourism approach that builds a distinctive identity and brand, and delivers excellent customer value.
[bookmark: _Toc71288021][bookmark: _Toc71296266][bookmark: _Toc71297621][bookmark: _Toc71530148]Limiting economic leakage
Not all the income generated by tourism stays within the destination. For example, in many all-inclusive package tours, a large percentage of visitor expenditure goes to the airlines, hotels and other international companies who often have their headquarters in the visitor’s home countries. Food and drink may also be sourced from the visitor’s home country. This lost revenue is called economic leakage, and the DMO should seek to minimise this. 
[bookmark: _Toc71288022][bookmark: _Toc71296267][bookmark: _Toc71297622][bookmark: _Toc71530149]Delivering quality
Because the tourism industry is made up of many different companies, quality control is difficult. Value can be substantially reduced by the actions of weak or unscrupulous service providers in the tourism value chain, which can destroy the destination’s reputation. The DMO should agree a framework and standards of quality control for consistent quality to be delivered.

Activity 3.2
You have learned that destinations can stagnate after some time and that their future can follow one of four pathways: decline, stabilisation, rejuvenation and reinvention. Match the stages with the explanations of what each of these futures could look like for a DMO.
[image: ]
Answers to Activity 3.2



[bookmark: _Toc71288023][bookmark: _Toc71530150]3.3 Sustainable tourism planning
Sustainable tourism planning has evolved over the past 70 years and has a considerable impact on the social, economic and environmental conditions in host destinations. To ensure that tourism brings positive benefits, and to minimise the harm it can cause and be sustainable, a tourism plan is needed. Figure 3.3.1 details the aims sustainable tourism planning seeks to achieve.
[image: ]
Figure 3.3.1  Sustainable tourism planning objectives

Sustainable tourism seeks to promote economic growth by increasing visitor numbers, but to protect the environment and minimise the negative sociocultural impacts of tourism. This is achieved by strategic, long-term planning and stakeholder participation. 
Tourism planning today is much more comprehensive and integrated than when it was first introduced in the 1950s. Today it is more inclusive of all stakeholders, who get the opportunity to have their say on how tourism should look in the future.
[bookmark: _Toc71288024][bookmark: _Toc71296269][bookmark: _Toc71297624][bookmark: _Toc71530151]Benefits of tourism planning
Every destination needs tourism planning and the DMO is at the centre of this. The DMO must be able to clearly articulate the future direction of tourism in their area. Destination tourism planning produces clear overall directions for all stakeholders on how tourism will be developed and progressed in future years.
Initiating and conducting planning tends to draw greater attention and focus to tourism within the destination, as it provides a vision and goals for tourism. Targets are set for the destination to achieve within specific time frame. Opportunities are identified that will enhance and improve tourism in the destination. All stakeholders are involved in the planning process, giving rise to a feeling of shared ownership of the plan. The planning process produces steps for implementation and measures for assessing the effectiveness of the plan. The benefits of the tourism planning process are shown in Figure 3.3.2.
[image: ]
Figure 3.3.2  Benefits of the tourism planning process

[bookmark: _Toc71288025][bookmark: _Toc71296270][bookmark: _Toc71297625][bookmark: _Toc71530152]Types of tourism plans
There are three types of tourism plan.
· Tourism master plan: a long-term plan for ten or more years
· Tourism strategy: a medium-term plan for five to nine years
· Tourism action plan: a short-term plan for two to four years.
You will learn about Myanmar’s tourism planning in Session 6.5.
[bookmark: _Toc71288026]

[bookmark: _Toc71296271][bookmark: _Toc71297626][bookmark: _Toc71530153]Outcomes of tourism planning
The DMO and its stakeholders must define the key goals for completing a tourism plan and state the desired outcomes of planning. Tourism planning should have at least five outcomes (Figure 3.3.3).
[image: ]
Figure 3.3.3  Outcomes of tourism planning



Activity 3.3
Consider the outcomes of tourism planning and identify where the following issues would be addressed in the tourism planning process:
global pandemic, e.g. Covid-19
high level of cooperation among tourism organisations and businesses
overcrowding, congestion and traffic problems
historical monuments and landmarks are regularly cleaned
attracting different types of visitors through varied marketing approaches
high level of community awareness of the benefits of tourism
hostile and unfriendly attitudes of local residents towards visitors
improving transportation and infrastructure
global economic slump
local festivals, events and activities are supported.
Sort the outcomes into the correct rows of the table.
[image: ]
Answers to Activity 3.3



[bookmark: _Toc71288027][bookmark: _Toc71530154]3.4 Tour guide profession
This session looks at the profession of tour guiding. It analyses the characteristics, responsibilities and qualities of a tour guide, and invites you to consider whether you have the skills to work in this profession. 
A tour guide is someone who is employed either directly by the traveller, or a tour operator or travel agent to inform, direct and advise the tourist before and during their journey. The role of a tour guide is to accompany visitors to tourist attractions and provide information and insights that enhance the visitors’ experience. Attractions include historic monuments, cultural centres and natural beauty spots. Guides might work with a group of visitors over a number of days, accompanying them to lots of different attractions, organising their meals and overnight accommodation, or they may provide a specialist tour of a particular attraction for day trippers. They may give walking tours, bus tours or even lead tours of rivers and lakes on a boat. 
[bookmark: _Toc71288028][bookmark: _Toc71296273][bookmark: _Toc71297628][bookmark: _Toc71530155]Main characteristics
For many visitors, the tour guide is the only person from whom they learn about the city or attraction and the only local person with whom they have an extended conversation. Throughout the world, the role and responsibility of the tour guide varies, but guides wherever they are share many common traits. They are often generalists, well-read and interested in many branches of knowledge, particularly history, art, architecture and geography. The success of a guided tour depends largely upon how well the tour guide performs his or her job. A visitor’s impression of a foreign country is heavily related to the knowledge of the tour guide. 
[bookmark: _Toc71288029][bookmark: _Toc71296274][bookmark: _Toc71297629][bookmark: _Toc71530156]The role of tour guide
The tour guide serves as interpreter, introducer, educator, companion, host and even ambassador. Tour guides are representatives of their community, country and society, and are entrusted to tell its story. The tour guide plays a very important role – they are the front line of the tourism industry. It is the tour guide whom a visitor first meets on arrival in the country and the last they see on departure (Figure 3.4.1).
[image: ]
[bookmark: _Hlk66175596]Figure 3.4.1  A tour guide meets the visitors he will be guiding at the airport

[bookmark: _Toc71288030][bookmark: _Toc71296275][bookmark: _Toc71297630][bookmark: _Toc71530157]The qualities of a tour guide
· Personal characteristics: Smart appearance, pleasant manner, pleasant voice, talent for human relations, enthusiasm, willingness to learn, a positive outlook.
· Knowledge: educated and intelligent, good general knowledge, adequate knowledge of the destination regions (geography, history, cultural heritage of the religions to which he/ she escorts the tourist), fluency in at least one foreign language.
· Social skills: behaves in a friendly and professional manner towards others in different social situations.
· Communication skills: ability to communicate effectively.
· Presentation skills: ability to present information concisely, fluently and in an interesting way.
· Leadership skills: ability and techniques needed to organise and control groups of people tactfully.
· Organisational skills: flexibility and agility to manage itinerary changes and to perform clerical duties.
· First aid skills: knowledge of emergency first aid to tend to sick or injured guests.
[bookmark: _Toc71288031][bookmark: _Toc71296276][bookmark: _Toc71297631][bookmark: _Toc71530158]Practicalities of guiding
Guiding is strenuous and demanding, requiring a great deal of energy, enthusiasm and patience. A tour guide must have the ability to handle groups of people with courtesy and diplomacy. When delays or problems develop, it is the tour guide who bears the brunt of complaints, so they must know how to deal with difficult tour members.
[image: ]
Figure 3.4.2  A tour guide provides a commentary to visitors at a historical site

Tour guides, like all educators, are teachers and students, as they are constantly learning. A good guide reads widely and also seeks every opportunity to attend relevant lectures, classes and programmes to broaden their understanding.

Activity 3.4
Watch part of this video, in which young people from Myanmar discuss the skills and knowledge needed by tour guides. The video is made by the education charity, Mote Oo. Watch from 2 minutes 46 seconds to 5 minutes.
https://www.youtube.com/watch?v=suxh6e07LoI&list=PLjRPoXCoejwYtRXIk9ibQuuRB943Ed7hy&index=1
Now read the following questions and watch the video again to help you answer them.
1. List the skills and knowledge needed by tour guides.
2. From what you have watched and read and drawing on your own knowledge also, what other skills and attributes do you think a tour guide needs?
3. Are you suited to be a tour guide?
Answers to Activity 3.4



[bookmark: _Toc71288032][bookmark: _Toc71530159]3.5 Fundamental tasks of a tour guide
Regardless of the type of tour, there are some tasks that all tour guides have to perform. They are called the fundamental tasks. 
[bookmark: _Toc71288033][bookmark: _Toc71296278][bookmark: _Toc71297633][bookmark: _Toc71530160]Preparing for the tour
Tour guides need to be very organised and have good time managements skills. Checklists are essential for ensuring they remember everything, as is an itinerary of the tour. The guide needs to have organised the commentary materials for all attractions and have liaised with their employer regarding what to expect from the group. 
[bookmark: _Toc71288034][bookmark: _Toc71296279][bookmark: _Toc71297634][bookmark: _Toc71530161]Meeting service on arrival
Before meeting the tour participants, the tour guide needs to check a number of arrangements. They should check that the clients are arriving on time, or if there are any delays in their schedule involving outgoing or incoming transport. The guide needs to make arrangements with porters to support luggage transfer, as well as reconfirming reservations for tour accommodations, attractions and activities. 
When meeting the tour participants, the guide needs to greet them with a smile, introduce themselves and help participants with health, immigration and customs formalities. The guide should check the luggage before leaving, making sure to count the participants and bags.
[image: ]
[bookmark: _Hlk66177130]Figure 3.5.1  A tour guide is responsible for making sure all luggage is loaded onto the coach

[bookmark: _Toc71288035][bookmark: _Toc71296280][bookmark: _Toc71297635][bookmark: _Toc71530162]Check-in at the hotel
On arrival at the hotel, the tour guide should inform hotel staff of the number of bags and notify the hotel reception of any special requirements of tour participants. They should assist the hotel reception staff in handling registration and informing participants of the location of their rooms. They should ask the tour participants to check their baggage, inform them of meal times, describe facilities available in and outside the hotel, and arrange the next meeting with the tour participants. The guide should only leave the hotel lobby after the baggage for the tour members is in order and any unexpected problems have been dealt with.
[image: ]
Figure 3.5.2  A tour guide assists guests at hotel check-in

[bookmark: _Toc71288036][bookmark: _Toc71296281][bookmark: _Toc71297636][bookmark: _Toc71530163]Check-out from the hotel
Checking out from the hotel requires the guide to check the hotel bills and amend any hotel vouchers. They must notify the tour members of the time and place of departure. They should deal with any last-minute problems and check the number of tour participants and their baggage before leaving.
[bookmark: _Toc71288037][bookmark: _Toc71296282][bookmark: _Toc71297637][bookmark: _Toc71530164]Special problems and situations
Some tour problems are beyond the control of even the most organised and experienced tour guide. However, most problems can be anticipated and avoided. Besides experience and careful planning, tact and common sense are valuable assets, especially when the unexpected occurs. Some of the common problems a tour guide might face are lost possessions, complaints about bad service, delays, accidents/breakdown of vehicles, participant illness, crime and death.
[bookmark: _Toc71288038][bookmark: _Toc71296283][bookmark: _Toc71297638][bookmark: _Toc71530165]Transfer for departure
On the way to the departure point, the tour guide should wish farewell to the tour participants and ask them to complete an evaluation form, so the guide’s employer can have feedback and comments on the tour. The guide should also inform participants about customs and currency regulations, before thanking the tour participants.
[bookmark: _Toc71288039][bookmark: _Toc71296284][bookmark: _Toc71297639][bookmark: _Toc71530166]Arriving at the departure point
At the departure point, the tour guide must make sure that participants have not left anything in the vehicle. They should arrange with the porters to send the baggage to the appropriate means of transport, inform the tour participants to check out with the immigration and customs counter in the external lounge, and wish them farewell.

Activity 3.5
Imagine you are the tour guide in the two scenarios and say how you would respond to the problem from the possible responses.
1. Due to a travel delay, visiting one of the most popular destinations on the tour has to be cancelled because there is insufficient time. In this situation, what would be the best solution for the participants?
1. Don’t say anything to tour participants.
1. Blame the participants for being late.
1. Drive to the site and look at it from the outside.
1. Apologise to participants, but explain that it is out of your control.
1. Apologise to participants and downplay the importance of the site missed.
1. Revise the itinerary and visit the site the following day.

2. One of your tour participants has lost their mobile phone while at an attraction and no one has handed it in. What will you do? Choose all the options that apply.
1. Tell the participant to take better care of their things.
1. Tell the participant that you can’t help.
1. Let the participant borrow your phone.
1. Empathise with the participant and leave your contact number with the attraction management in case the lost phone is found.
1. Support the participant in disabling the phone remotely.
Answers to Activity 3.5



[bookmark: _Toc71288040][bookmark: _Toc71530167]3.6 Specific tasks of a tour guide
In the last session we looked at the fundamental or basic tasks of the tour guide. In this session we will look at the specific tasks that relate to the presentation of points of interest and the art of commentary.
The tour guide utilises a vast amount of technical and cultural knowledge, information and imagination. Before passing information to others, the tour guide must be fully informed. They should know what to emphasise during a tour, selecting the most significant places to visit and giving a methodical presentation about them.
Tour guides are often hired by the visitor’s tour operators and are likely to be residents of the region where they guide. Let’s look at three popular tour types for guiding today.
[bookmark: _Toc71288041][bookmark: _Toc71296286][bookmark: _Toc71297641][bookmark: _Toc71530168]Historical tour guides
Historical tour guides lead visitors to national monuments, historical sites, historical districts, religious or archaeological sites, and museums. They know the history of the site or monument very well and can talk about the significance the site or monument has today. They may also have some personal stories to tell that can add interest for the visitor. The guide answers visitor questions and keeps the tour organised by ensuring rest breaks. They make sure that is it efficient and running to schedule, as well as conducting a risk assessment to ensure that it is safe.
[image: ]
[bookmark: _Hlk66178582]Figure 3.6.1  A historical guide leads a group around a museum

[bookmark: _Toc71288042][bookmark: _Toc71296287][bookmark: _Toc71297642][bookmark: _Toc71530169]Nature tour guides
Nature tour guides lead visitors to natural attractions and national parks to look at wildlife and scenic locations. These guides are experts in biology, geology, botany or zoology and can talk about the attraction in a way that can be understood by a non-specialist, but still interest the specialist. Nature tours will draw attention to the natural aspects of the area, including a study of its changes from the past to the present, both in terms of the land and human activity. The tour guide helps the visitors to comprehend the beauty and intrinsic value of the area visited.
[bookmark: _Toc71288043][bookmark: _Toc71296288][bookmark: _Toc71297643][bookmark: _Toc71530170]Eco tour guides
A new type of nature touring is eco tour guiding. This is where a guide leads a small group of visitors to remote or protected sites of natural interest. The guide ensures that the group’s impact on the surrounding environment is minimal. This encourages a sustainable model of tourism that appreciates the natural environment and supports local communities. Guides need to ensure that visitors follow the rules for visiting particular sites. 

Activity 3.6
Below is a list of tasks carried out in order by a tour guide who meets their tour group at a museum:
welcoming participants
introducing yourself
checking the number of participants
introducing the museum
informing participants of the time allocated for the visit
informing participants of how to reidentify their vehicle after the visit
helping participants disembark the vehicle
arranging any details concerning cameras, tickets and cloakroom facilities
keeping one’s own tour group separate from other tour groups
holding the interest of participants by orientating the visit by theme
selecting the most significant exhibits and commenting on them
allowing time for participants to contemplate and appreciate what they are viewing
answering questions about the museum objects
showing the souvenirs of the museum
assisting participants into the vehicle
thanking participants.

Drawing on your learning from this session, as well as Session 3.5, sort each task into the columns in the table as either fundamental or specific tasks.
[image: ]
Answers to Activity 3.6


[bookmark: _Toc71288044][bookmark: _Toc71530171]Answers to activities
[bookmark: t3act1ans][bookmark: _Toc71288045][bookmark: _Toc71296290][bookmark: _Toc71297645][bookmark: _Toc71530172]Activity 3.1
1. a) price, d) human resources and f) image.
2. a) true, b) true, c) false, d) false, e) true.

[bookmark: t3act2ans][bookmark: _Toc71288046][bookmark: _Toc71296291][bookmark: _Toc71297646][bookmark: _Toc71530173]Activity 3.2
[image: ]
[bookmark: _Toc71288047]
[bookmark: t3act3ans][bookmark: _Toc71296292][bookmark: _Toc71297647][bookmark: _Toc71530174]Activity 3.3
[image: ]
[bookmark: _Toc71288048]
[bookmark: t3act4ans][bookmark: _Toc71296293][bookmark: _Toc71297648][bookmark: _Toc71530175]Activity 3.4
1. Language skills, communication skills, problem solving skills, presentation skills, motivation skills, sense of humour, first aid skills, camera knowledge and creativity.
2. Suggested answers: Friendly, patient, helpful, caring, calm, kind, organised.
3. Students’ own answers. With all jobs, you need to start by asking yourself whether you have the necessary skills and, if you don’t, whether you want the job enough to develop those skills.

[bookmark: t3act5ans][bookmark: _Toc71288049][bookmark: _Toc71296294][bookmark: _Toc71297649][bookmark: _Toc71530176]Activity 3.5
1. f) Revise the itinerary and visit the site the following day. 
This option may mean not visiting a less popular sight or having less time at the scheduled attractions, but it is likely to be the best outcome for the majority of participants.  
2. d) Empathise with the participant and leave your contact number with the attraction management in case it is found; e) Support the participant in disabling the phone remotely.
If you also ticked letting the participant borrow your phone, whilst it might seem a generous thing to do, you need your phone at all times to communicate with the head office and to manage changes in the itinerary and emergencies. You should also note that a tour guide can’t solve every problem. But guides can show the participants that they understand their loss and do what they can to try to recover the lost item. By disabling the phone, the guide is preventing further loss for the participant through illegal use and data charges.

[bookmark: t3act6ans][bookmark: _Toc71288050][bookmark: _Toc71296295][bookmark: _Toc71297650][bookmark: _Toc71530177]Activity 3.6
[image: ]


[bookmark: Topic4]Topic 4: 
Introduction to hospitality
This topic looks at types of accommodation that tourists use and the business of hospitality. It begins by tracing the history of hospitality, before looking at serviced and non-serviced accommodation. It considers how a tourist destination is born by telling the story of Dawei, in the south of Myanmar, before looking at the major form of tourist accommodation, hotels, and the latest trends in their development. 


[bookmark: _Toc71290140][bookmark: _Toc71530178]4.1 History of hospitality
Hospitality is the friendly and generous reception and entertainment of guests, visitors or strangers. Hospitality also refers to how guests are received in hotels, restaurants, entertainment venues, sporting events and other tourism-related services. In this session, we look at the history of hospitality. It complements and builds on the discussion in Session 1.1, which looked at the history of travel and tourism.
[bookmark: _Toc71290141][bookmark: _Toc71296297][bookmark: _Toc71297652][bookmark: _Toc71530179]The Empire Era (900 BCE–300 CE)
In ancient Greece and Rome, spas and bathhouses not only provided recuperation for weary travellers, but some provided sleeping facilities as well. The Romans also built large houses to accommodate travellers on government business.
[bookmark: _Toc71290142][bookmark: _Toc71296298][bookmark: _Toc71297653][bookmark: _Toc71530180]The Middle Ages (5th–14th centuries CE)
[bookmark: _Hlk65647242][bookmark: _Hlk65648200]On Middle Eastern routes, caravanserais, which were roadside inns that existed in the Middle Ages, provided travellers with rest from the day’s journey, as well as caring for their camels and horses. Caravanserais were important for supporting the flow of commerce, information and people along Asian, Middle Eastern and African trade routes, most notably the Silk Road. Refuges or inns also served pilgrims and crusaders on their way to the Holy Land, while in China and Mongolia staging posts provided shelter for couriers and allowed horses to be changed more easily. In Japan, a type of inn called a ryokan began to be built in the early 700s. It typically features tatami-matted rooms and communal baths (Figure 4.1.1). They continue to exist today.
[bookmark: _Hlk66179750][image: ]
Figure 4.1.1  A contemporary Japanese ryokan following the traditional style

In Europe, cloisters and abbeys provided free accommodation to travellers. Gradually, inns and guest houses began to open on popular trade routes to provide lodging for travelling merchants and their horses. 
[bookmark: _Toc71290143][bookmark: _Toc71296299][bookmark: _Toc71297654][bookmark: _Toc71530181]16th–17th centuries
During this time, the law in France required that inns keep a register. English law introduced rules for inns at a similar time and more than 600 inns were registered in England (Figure 4.1.2). Guide books for travellers began to be published in France and signs were displayed outside establishments advertising their hospitality. 
[bookmark: _Hlk66180655][image: ]
Figure 4.1.2  A seventeenth-century inn in England

[bookmark: _Toc71290144][bookmark: _Toc71296300][bookmark: _Toc71297655][bookmark: _Toc71530182]18th–19th centuries
In the 1750s the Industrial Revolution began and hotels began to be built. They were bigger than guest houses and inns, and provided more services as the newly wealthy began to travel to explore. Travel became more of a leisure activity than it had ever been before. Hotels became grand and offered their guests something extra that they couldn’t get at home. Hotel construction increased across England, mainland Europe and America.
In the early 1800s, the first modern hotel built in England was the Royal Hotel in Plymouth. Holiday resorts began to flourish along the Mediterranean Riviera. In Boston, in the US, the first deluxe hotel, the Tremont House, was opened in a city centre (Figure 4.1.3). The hotel was the first to provide its guests with indoor toilets and baths, and bell boys to help guests with their luggage. It also offered free soap (which tourists continue to enjoy even today) and had a proper reception desk area servicing guests beyond simply checking in and taking payment. Charles Dickens, the English author, was a guest. In 1890, a training school for hoteliers was founded in Lausanne, Switzerland, as the importance of good service was recognised. 
[bookmark: _Hlk66180024][image: ]
Figure 4.1.3  The Tremont House hotel, Boston, USA

[bookmark: _Toc71290145][bookmark: _Toc71296301][bookmark: _Toc71297656][bookmark: _Toc71530183]The 20th century
As travelling got physically easier, enabling more people to travel and to travel further, the hotel industry boomed. The first business hotel, the Hotel Statler (later called the Hotel Buffalo), was established in 1907 in the US. The economic boom after World War II meant people had more disposable income and leisure time, which many decided they wanted to spend abroad, particularly in Europe. In the 1960s, new tourist resorts grew up around the Mediterranean and countries such as Spain, Greece and Yugoslavia thrived with the development of beach hotels (Figure 4.1.4). Today the hospitality industry is a major contributor to many countries’ foreign exchange earnings and a large source of employment.
[bookmark: _Hlk66180289][image: ]
Figure 4.1.4  Hotels line the beach in Benidorm, Spain

[bookmark: _Toc71290146][bookmark: _Toc71296302][bookmark: _Toc71297657][bookmark: _Toc71530184]The differences between hospitality and tourism
The hospitality industry and the travel industry are closely connected, but there are also some subtle differences. At a basic level, the travel and tourism industry is concerned with services for people who have travelled away from their usual place of residence, for a relatively short period of time. By contrast, the hospitality industry is concerned with services related to leisure and customer satisfaction. This may well mean offering services to tourists, but it can also include the provision of services to people who are not tourists, such as locals enjoying their free time or people coming to an area for reasons other than tourism. The hospitality sector forms part of the wider service industry.

Activity 4.1
Look at the timeline for the development of hospitality. Match each picture to each point on the timeline. 
1. [image: ]              2. [image: ]  
3. [image: ]               4. [image: ] 
5. [image: ]  
[image: ]
Answers to Activity 4.1
[bookmark: _Toc71290147][bookmark: _Toc71530185]4.2 Serviced accommodation
Accommodation plays a prominent part within hospitality and the tourism industry. Accommodation refers to a temporary lodging, where travellers may rest and sleep. In the previous study session, you saw how hospitality developed across the centuries and around the world. The choice of accommodation is a big consideration for travellers today and is influenced by the amount they want to pay, the level of service they require and the degree of privacy they expect.
Hotels are the most traditional and most common types of accommodation and offer a full range of services. You will learn more about hotels in Session 4.5, but here other forms of serviced accommodation are considered.
[bookmark: _Hlk65649735]Motels are a form of hotel that are mostly situated along highways and roads, and designed primarily for motorists. They typically have the rooms arranged in low blocks with parking directly outside. Some motels have restaurants, dining rooms and swimming pools (Figure 4.2.1).
[bookmark: _Hlk66181482][image: ]
Figure 4.2.1  A motel along a US highway

[bookmark: _Hlk65649918]A guest house is a private house converted into a lodging facility for tourists. Breakfast may or may not be offered at the guest house. The owner and family often live in another building nearby.
[bookmark: _Hlk65649890]Bed and breakfast (B&B) is accommodation provided in a private house by the owner for up to six paying guests. The owners typically live in the accommodation and separate their personal living space away from the guest space. The breakfast served is traditionally a cooked breakfast.
[bookmark: _Hlk65649861]An inn is an establishment that offers travellers food, drink and lodging. They are typically located in the country or along a highway and are usually used for a short stay as travellers pass through.

[bookmark: _Hlk66181677][image: ]
Figure 4.2.2  A British B&B in a seaside resort

[bookmark: _Hlk65650120]A home stay is intended to facilitate a deep cultural tourism experience. The guest stays with a family and immerses themselves in the family’s life.

Activity 4.2
Match the type of serviced accommodation with its explanation.
[image: ]
Answers to Activity 4.2
[bookmark: _Toc71290148][bookmark: _Toc71530186]4.3 Non-serviced accommodation
Non-serviced accommodation is accommodation that does not offer food or cleaning. Non-serviced accommodations include apartments, villas, cottages, campus accommodation, youth hostels and campsites. The guest has to do most things for themselves, like cooking, cleaning and changing the bed linen.
Apartments and villas are privately owned by individuals or companies. They can be large or small and can be offered on a short-term or long-term let. Guests must provide their own food and do their own cooking during their stay. 
Cottages are typically a small, cosy house that is classed as being old or traditional. They are found in semi-rural locations. Because of their unique character, culture and heritage, cottages make popular holiday homes. Cottages provide tourists with the opportunity for a ‘home from home’ experience.
[bookmark: _Hlk66181987][image: ]
Figure 4.3.1  An English holiday cottage in the Cotswolds

Youth hostels are a form of cheap accommodation for travellers. Guests can rent a bed, often in a dormitory or a smaller shared room. They share a bathroom, lounge and possibly a kitchen with other guests. Hostels are popular with young people and others travelling on a small budget. They are less formal than hotels and offer a lot of opportunity to socialise, but also less privacy. 
Campsites are a place used for an overnight stay outdoors. They offer ground pitches for the erection of tents, with facilities for washing and sanitation, campfires and sometimes electricity. Campsites charge a nightly user fee for the services they provide. Caravans can also be driven on to campsites and stay there overnight.
[bookmark: _Hlk66182058][image: ]
Figure 4.3.2  A campsite in France 

Activity 4.3
What type of accommodation would best suit each of these four different travellers?
[image: ]
Answers to Activity 4.3


[bookmark: _Toc71290149][bookmark: _Toc71530187]4.4 Dawei case study
We now consider how a tourist destination is built, by looking at one area: Dawei, in Tanintharyi Region, in the south of Myanmar (Figure 4.4.1). This region was closed to international tourists until 2013 and encouraging tourism is a recent initiative. Because of the lack of tourist development, the city and area retains an authentic charm, with many surviving colonial buildings. 
[image: Described image]
Figure 4.4.1  Map of Myanmar showing Dawei in the south

Tourists first started to go to Dawei for pilgrimage. The pilgrims stayed at numerous monastery compounds and rest houses (Zayat). Today, Dawei is being supported to build its tourism presence by investment from the Dutch government, through the International Trade Centre (ITC). They are supporting the development of tourism products and services, which include cultural community-based tours and creative tourism activities. They are also providing training to tourism service providers, such as local communities, local guides, ground handlers, hotels and restaurants (ITC, 2019). 
Certain villages have been identified as offering the best potential for inclusive tourism activities, as well as showcasing the local style of housing (Figure 4.4.2). Dawei city centre is also seen as ideal for cultural and heritage walks. Working with the Ministry of Hotels and Tourism, the ITC are supporting the local communities to develop tourism products and increasing their quality through training. To build Dawei’s presence as a tourism destination, Yangon tour operators were consulted and invited to visit. The purpose of the visit, called a familiarisation trip, was to market the new community-based tourism experiences to Yangon tour operators. This is seen as a first step to reach international tourism markets.
[image: ]
Figure 4.4.2  Traditional village home in Dawei 

The familiarisation visit has built trust and understanding between the communities, local tourism businesses and domestic tour operators. Dawei ground handlers, hoteliers, restaurants and tour guides presented their products and services, which were well received.   



Activity 4.4
Read the following account of the day experienced by 30 Yangon tour operators on their familiarisation visit to Dawei and answer the following question.
[image: ]
What types of tourism experiences are on offer here: 
a) religious tourism
b) community-based tourism
c) wellness tourism
d) nature tourism
e) disaster tourism
f) eco tourism
g) dark tourism
h) rural tourism
i) sport tourism?
Answers to Activity 4.4



[bookmark: _Toc71290150][bookmark: _Toc71530188]4.5 What is a hotel?
This session looks at what a hotel is, the types of hotel and the types of meal plans that are available to hotel guests. 
A hotel is an establishment that provides accommodation, meals and other services, such as a pool, gym, conference facilities and banqueting rooms to its guests. There are a number of ways of classifying hotels. They can be classified according to their size. A small hotel has up to 150 bedrooms, a medium hotel has 150 to 250 bedrooms and a large hotel has over 250 bedrooms (Figure 4.5.1).
[image: ]
Figure 4.5.1  Classification of hotels based on number of rooms

They can also be classified by the location of the hotel, such as a resort hotel, airport hotel and ski hotel, or by the clientele of the hotel, such as a business hotel, spa hotel and casino hotel. Hotels are also characterised according to the ambience and vibe they create, such as a boutique hotel (a small hotel with individualised unique selling points) or a heritage hotel (a hotel that has historical or cultural significance). 
The most common classification is to rank hotels according to a star system, which tells the guest the level of service to expect. Hotels are awarded a grade between one and five stars, with one being the lowest and five the highest (Figure 4.5.2). 
[image: ]
Figure 4.5.2  Hotel star classification

[bookmark: _Toc71290151][bookmark: _Toc71296307][bookmark: _Toc71297662][bookmark: _Toc71530189]Hotel tariff 
A hotel tariff is the charge for services offered by the hotel. Most commonly it refers to the room charge. The main types of room in a hotel are:
· single room – a single bed for single occupancy
· double room – a double bed for two-person occupancy
· double and double room – two double beds for up to four people
· triple room – one double bed and one single bed, or three single beds for three people
· twin room – two single beds, each for single occupancy
· interconnecting rooms – a door connects two adjacent rooms, allowing the guests to access either room without passing through the public area 
· suite – more than one room, normally a bedroom and lounge
· deluxe room – a larger room and larger bed for two people, often with view 
· king room – a king-sized bed for two people
· queen room – a queen-sized bed for two people.
Guests can also choose different meal combinations or a meal plan. There are many different types of plan that guests can choose from, even at the same hotel, although not all would be available at every hotel. Some types of meal plans include:
· full board (FB) or American plan – accommodation, breakfast, lunch and dinner
· modified American plan – accommodation, lunch or dinner
· half board (HB) – accommodation, breakfast and dinner
· bed and breakfast (B&B) or continental plan – accommodation and breakfast
· Bermuda plan – accommodation with morning tea and coffee
· room only (RO) – accommodation only.
Hotels operate 24 hours a day with staff working eight hours each day. Their duty time is called a shift. Thus, staff might work the morning shift, afternoon shift or night shift. Sometimes this is called A shift, B shift and C shift. Most hotels have some handover time of 30 minutes or one hour, so that the staff starting the new shift can be briefed about the guests by the staff just finishing. In this way, hotels operate a smooth 24-hour service. 



Activity 4.5
Look at the photos and match them to the type of room shown. 
[bookmark: _Hlk66183541]1) [image: ]         2) [image: ]  
3) [image: ]           4) [image: ]
5) [image: ]
1. Triple room – one double bed and one single bed, or three single beds for three people. 
1. Double room – a double bed for two-person occupancy.
1. Suite – more than one room, normally a bedroom and lounge.
1. Double and double room – two double beds for up to four people.
1. Twin room – two single beds, each for single-person occupancy.
Answers to Activity 4.5



[bookmark: _Toc71290152][bookmark: _Toc71530190]4.6 Trends in hotel development
This session looks at three current trends in the development of hotels: environmental impact, digitalisation and different hotel ownership models.
[bookmark: _Toc71290153][bookmark: _Toc71296309][bookmark: _Toc71297664][bookmark: _Toc71530191]Environmental impact
Hundreds of millions of people travel around the world every year staying in hotels, which makes hotels a multimillion-dollar industry. But hotels’ environmental impact is becoming an increasing concern for hoteliers, governments, local communities and guests. The three key areas of concern are energy, water and waste (Figure 4.6.1).  
[image: ]
Figure 4.6.1  Three areas of environmental concern for hotels

Addressing these issues is called ‘greening’ and hotels are increasingly greening their management approach, becoming more environmentally responsible and sustainable by adopting good environmental practices. Technology has supported and driven these environmentally aware changes. Customers are also becoming increasingly aware of the environmental credentials of hotels, which influences their hotel choice.
[bookmark: _Toc71290154][bookmark: _Toc71296310][bookmark: _Toc71297665][bookmark: _Toc71530192]Energy
Hotel guests use more energy than local residents, because there are more energy-intensive services available to guests, such as air conditioning, restaurants and gyms. Hotels are installing energy-efficient technologies and fittings, for example energy-efficient lighting. These small adjustments can lead to major cost savings, as well as cutting greenhouse gas emissions. Today, most hotels are changing their practices from energy consumption to energy conservation.
[bookmark: _Toc71290155][bookmark: _Toc71296311][bookmark: _Toc71297666][bookmark: _Toc71530193]Water 
Water is central to many of the extra services provided to guests, such as gardens, spas, golf courses and pools. Water-efficient devices can cut water usage and leakage. Guests are also encouraged to reuse towels and bed linen, rather than having them changed daily. This reduction in laundry cuts water and energy usage. 
[bookmark: _Toc71290156][bookmark: _Toc71296312][bookmark: _Toc71297667][bookmark: _Toc71530194]Waste
Hotels produce a lot of waste, because they are major consumers. They are increasingly looking at reducing, reusing and recycling their waste. For example, rather than providing water in plastic bottles in every guest room, hotels are providing water fountains on each floor and glass jugs for filling (Figure 4.6.2). They are providing shampoo and conditioner in refillable bottles rather than single-use plastic bottles, as well as purchasing organic products and using fewer chemicals as cleaning agents.
[image: ]
[bookmark: _Hlk66184429]Figure 4.6.2  Hotels increasingly provide glass jugs of water in hotel rooms, rather than single-use plastic bottles of water

A hotel impacts its environment not only at the operational stage of its life cycle, but also at the planning and construction stages. Consequently, developers are seeking the support of local communities when making choices about where to locate a new hotel. Consideration is given to the construction materials used and their source, and the building techniques used. All of these elements add to the environmental footprint of the hotel, as does its closure and decommissioning. 
[bookmark: _Toc71290157][bookmark: _Toc71296313][bookmark: _Toc71297668][bookmark: _Toc71530195]Digitalisation of hotels
Many hotels are becoming paperless and moving to greater digitalisation. The central reservation system is increasingly computerised, cutting out the need to print documents. Digital copies are held and emailed to guests, saving time and resources. In many hotels, guests no longer have physical keys, but plastic key cards that offer greater security and convenience. Staff increasingly check in for their shifts using face scans or a fingerprint for secure recognition. 
Guests are increasingly likely to make their reservation online, having searched the internet to view the hotel’s website and reading online reviews. They can also book dinner at a hotel restaurant or view their bill any time through their room TV screens. Some hotels even use robots for front office operations, housekeeping and service in restaurants and bars. 
[bookmark: _Toc71290158][bookmark: _Toc71296314][bookmark: _Toc71297669][bookmark: _Toc71530196]Hotel ownership models 
Vacation ownership is the fastest growing segment in the travel and tourism industry. These properties are where multiple parties hold rights to use the property, and each owner of the same accommodation is allotted their period of time when they can use it. Many leading hoteliers are entering this market, building resort properties, urban condos, townhouses or single-family homes. 
Another developing trend is franchise hotels. Most hotels are independent hotels or chain hotels. An independent hotel is a small-scale hotel, for example a family-run hotel. Chain hotels are normally local hotels in a country, or international chains, owned by a parent or partner company. Chain hotels each occupy an identical position in the market, with the same concept, design, service and name. In contrast, a franchise hotel is a way of growing the business in multiple locations, with the same or similar products or services, through a contractual agreement. The franchisor grants the franchisee the rights to use the company name. 

Activity 4.6
Covid-19 has had a devastating impact on tourism. Hotels are likely to start exploring strategies that target local customers to grow their income until overseas guests return. Imagine you are a hotel general manager. Which of the following reopening strategies might you use: 
1. encourage domestic guests to stay with special local rates
1. market conference facilities
1. market banqueting facilities
1. promote the hotel as a wedding venue
1. promote hotel restaurants with special dining offers, such as children under 12 eat free
1. promote the bars with special entertainment evenings, such as a jazz evening?
Answers to Activity 4.6




[bookmark: _Toc71290159][bookmark: _Toc71530197]Answers to activities
[bookmark: t4act1ans][bookmark: _Toc71290160][bookmark: _Toc71296316][bookmark: _Toc71297671][bookmark: _Toc71530198]Activity 4.1
[image: ]    [image: ]    [image: ]    [image: ]    [image: ]
[image: ]

[bookmark: t4act2ans][bookmark: _Toc71290161][bookmark: _Toc71296317][bookmark: _Toc71297672][bookmark: _Toc71530199]Activity 4.2
1. c), 2. e), 3. a), 4. f), 5. d), 6. b)

[bookmark: t4act3ans][bookmark: _Toc71290162][bookmark: _Toc71296318][bookmark: _Toc71297673][bookmark: _Toc71530200]Activity 4.3
1. Youth hostel
2. Apartment or villa
3. Cottage
4. Campsite

[bookmark: t4act4ans][bookmark: _Toc71290163][bookmark: _Toc71296319][bookmark: _Toc71297674][bookmark: _Toc71530201]Activity 4.4
1. b) community-based tourism, c) wellness tourism, d) nature tourism, f) eco tourism, h) rural tourism.

[bookmark: t4act5ans][bookmark: _Toc71290164][bookmark: _Toc71296320][bookmark: _Toc71297675][bookmark: _Toc71530202]Activity 4.5
1. b) Double room
2. d) Double and double room
3. a) Triple room
4. e) Twin room
5. c) Suite

[bookmark: t4act6ans][bookmark: _Toc71290165][bookmark: _Toc71296321][bookmark: _Toc71297676][bookmark: _Toc71530203]Activity 4.6
All answers a) to f) are likely to grow hotel earnings. 

[bookmark: _Toc71290166][bookmark: _Toc71530204]
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[bookmark: Topic5]Topic 5: 
Hotel operations
[bookmark: _Hlk66793331]This topic looks at the operations of a hotel. It begins by considering the different departments needed to operate a hotel successfully, focusing on the four main departments: the front office, housekeeping, food and beverage service, and food and beverage production. Travel and tourism’s contribution to employment is then considered, together with career opportunities in the hotel industry and how to extract information from job advertisements.


[bookmark: _Toc71293841][bookmark: _Toc71530205]5.1 Departments in a hotel
This session looks at the organisational structure of a hotel and its many departments to understand how a hotel operates.
Organisational structures can differ from hotel to hotel, but most hotels are usually headed by a general manager. In a small hotel, the hotel owner is usually the general manager, while in a large hotel there may be a president instead of a general manager. 
Under the general manager, there are department heads who report to the general manager. Beneath the department heads, there are supervisors who supervise other staff within the department. The number of staff they supervise depends on the size and importance of the department.
Departments in a hotel can be divided into two categories: main departments and support departments. The main departments are shown in Figure 5.1.1.
[image: ]
Figure 5.1.1  The main departments of a hotel

The support departments are shown in Figure 5.1.2.
[image: ]
Figure 5.1.2  The support departments of a hotel

A further distinction is made between those departments that have some direct contact or service to the guests (called front of house) and those departments that have no direct contact with guests (called back of house). Front of house includes the front office department, and food and beverage service (restaurant and bar staff). All of the support departments and two of the main departments – housekeeping, and food and beverage production (kitchen and pastry staff) – are back of house. A consideration of the main departments follows. 
[bookmark: _Toc71293842][bookmark: _Toc71296324][bookmark: _Toc71297679][bookmark: _Toc71530206]Responsibilities of departments
[bookmark: _Toc71293843][bookmark: _Toc71296325][bookmark: _Toc71297680][bookmark: _Toc71530207]Main departments
[bookmark: _Hlk65656528]The front office is responsible for reservations, guest registration, room arrangements, handling guest complaints and other services. The staff includes the front office manager, receptionists, cashier, night audit, bell attendant, concierge and reservation staff. You will learn more about the front office in Session 5.2.
[bookmark: _Hlk65656618]The housekeeping department is responsible for the daily cleaning and maintenance of the hotel. Bedroom cleaning, public area cleaning, laundry service, linen keeping and flower arrangements are the responsibility of housekeeping. The staff includes the executive housekeeper, floor or public supervisors, room attendants, public attendants, the florist and gardener. You will learn more about housekeeping in Session 5.3.
[bookmark: _Hlk67143176][bookmark: _Hlk67143219]The food and beverage responsibilities are shared between two departments: food and beverage service, and food and beverage production. Food and beverage service, which is front of house, includes restaurants, bars, banqueting and catering staff. Food and beverage production includes the kitchens, pastry and larder staff, who are back of house. You will learn more about the food and beverage departments in Session 5.4.
[bookmark: _Toc71293844][bookmark: _Toc71296326][bookmark: _Toc71297681][bookmark: _Toc71530208]Support departments
The supportive departments are not so important for a small hotel, as their roles are often undertaken by the main departments. But for medium and large hotels they operate as separate departments. 
· The human resources department is responsible for staff recruitment and training. 
· Finance and cost control is responsible for hotel cash flow and cost control for the food and beverage departments. The staff includes an accountant and cashier. 
· The maintenance and engineering department is responsible for the upkeep of the building and hotel equipment. The staff includes a carpenter, painter, plumber, electrician and mechanic. 
· The security department looks after the security of guests and staff, and the timekeeping of the hotel staff. 
· The sales and marketing department is responsible for promoting the hotel and includes sales and marketing staff, event experts and IT technical support.  
· The public relations department is responsible for building the brand identity of the hotel and includes guest relations. 
· The purchasing department is responsible for buying the goods and services needed to run the hotel. The staff includes a purchaser and storekeeper.



Activity 5.1
1. Which of the following staff work in the front office department:
a) florist
b) receptionist 
c) waiter?

2. The bar is an outlet of which department: 
1. front office
1. housekeeping
1. food and beverage service?

3. Which of the following staff work in the maintenance department: 
1. plumber 
1. room attendant 
1. purchaser?

4. Which of the following is a support department in a medium or large hotel: 
1. front office 
1. food and beverage service
1. human resources?

5. Is this statement true or false?
Food and beverage service staff are back of house.

6. Is this statement true or false?
Food and beverage production staff are front of house.
Answers to Activity 5.1



[bookmark: _Toc71293845][bookmark: _Toc71530209]5.2 Front office operations
In this session you will learn about what the front office does, in particular, the basic procedures of check-in and check-out, the duty of a night audit, and how to handle guest complaints.
[bookmark: _Toc71293846][bookmark: _Toc71296328][bookmark: _Toc71297683][bookmark: _Toc71530210]Check-in
The check-in procedure starts before the guest arrives, when the guest makes the reservation, which is processed by the sales executive. Reservations can be made through the hotel’s website, by telephone call or email.
When a guest arrives at a hotel, the first person they are likely to see is the doorman or bell attendant. The doorman opens the door for them and the bell attendant assists them with their luggage, then leads them to reception for check-in. These people are part of the front office department. The organisational structure of the front office varies according to the size of the hotel, standard of service and the type of hotel. 
The guest is greeted by the receptionist and politely asked for their name, in order to search for the reservation. The receptionist prints out the guest registration card and fills in the guest information. The guest is asked to show their ID card or passport and photocopies are made. The guest is asked to sign their guest registration card and the photocopied documents are attached to it and filed. 
[bookmark: _Hlk66289041][image: ]
Figure 5.2.1  Reception is part of front office operations

Guests can pay in advance or at the time of check-out. Those who want to pay on check-out are asked during check-in to provide a credit card number against which charges can be applied. Providing a credit card means the guest can also charge extras consumed during their stay directly to their room, rather than having to pay each time. The guest is then given their room key and the bell attendant shows them to their room and brings their luggage. The bell attendant also explains the facilities of the room.
[bookmark: _Toc71293847][bookmark: _Toc71296329][bookmark: _Toc71297684][bookmark: _Toc71530211]Check-out
When the guest requests to check out, they are asked for their room number and to confirm their name. Reception staff print out the bill for the guest to review. The guest will choose the payment method, complete payment and be offered a paper receipt or to have a digital copy emailed to them. They will be asked if they need assistance with their luggage. The guest is thanked for giving an opportunity to serve and for choosing their hotel for their stay. The guest cycle captures the stages of the guest stay, as shown in Figure 5.2.2.
[image: ]
Figure 5.2.2  The guest cycle

[bookmark: _Toc71293848][bookmark: _Toc71296330][bookmark: _Toc71297685][bookmark: _Toc71530212]Night audit
Hotels operate 24 hours a day. During the night, the night audit takes control of the front desk. The night audit performs not only as an accountant, but also as a receptionist during the night shift. The responsibilities of night audit are:
· posting room rates and tax charges
· verifying room status reports
· handling guest check-in and check-out during the night
· settling the financial activities of each department
· closing the financial activity for the day
· preparing the list of expected arrivals for the next day 
· preparing the night audit report, which balances the regular financial transactions.
[image: ]
Figure 5.2.3  The organisational structure of front office operations

[bookmark: _Toc71293849][bookmark: _Toc71296331][bookmark: _Toc71297686][bookmark: _Toc71530213]Guest complaints
Another responsibility for the front desk is to handle guest complaints. When a guest makes a complaint, the member of the front desk staff needs to listen with concern and empathy. They should stay calm and not argue with the guest, being mindful of the guest’s self-esteem. They should concentrate on the problem, writing down the key facts. They should apologise to the guest for the inconvenience caused and offer resolution options, but they should not exceed their authority. A report should be made to the supervisor or manager, so they are aware of the problem and how it was resolved. The guest should be contacted later to ensure that they are satisfied with the way their complaint was dealt with.



Activity 5.2 
Read the transcript of a guest making a complaint to the front desk and select the most appropriate response from the front desk staff member. 
1. Guest: Hello, the air-conditioning unit in my room isn’t working.
Receptionist:
1. Oh, that’s a shame. What do you want me to do about it?
1. I’m very sorry to hear that. Let me see what I can do. Can I take your room number please?
1. I’m sorry but maintenance have finished for today. You will have to wait until tomorrow before I can get someone to have a look at it. Can I take your room number?

2. Guest: Room 208
Receptionist: 
1. Thank you, Mr Aung San. I’m really sorry for the inconvenience. A maintenance person can be with you in the next 20 minutes. Or if you like, you can have another room right now.
1. OK. I’ve got that. I’ll see what I can do. 
1. Thank you, Mr Aung San. I will make enquiries and get back to you later today. 

3. Guest: I really don’t want to change rooms. And if it is only going to be 20 minutes as you said, that will be all right. 
Receptionist: 
1. I’m glad you are satisfied, Mr Aung San. Goodbye!
1. I apologise, Mr Aung San, and I’ll call you after the maintenance engineer has been to check that everything is working as you want it to. 
1. Let’s hope the engineer can fix it. 
Guest: Thank you for your help.
Answers to Activity 5.2



[bookmark: _Toc71293850][bookmark: _Toc71530214]5.3 Housekeeping operations
In this session you will learn about the housekeeping department and its operations. Housekeeping are responsible for maintaining a standard of cleanliness throughout a hotel.
[bookmark: _Toc71293851][bookmark: _Toc71296333][bookmark: _Toc71297688][bookmark: _Toc71530215]Housekeeping staff
[image: ]
Figure 5.3.1  The organisational structure of the housekeeping department in a large hotel

The executive housekeeper is responsible to the hotel general manager for the efficient and effective leadership and operation of all the housekeeping areas. They need a strong level of commitment to maintaining high standards and they are responsible for a substantial amount of record-keeping. They are assisted by a deputy and an assistant housekeeper. Reporting to them are different supervisors, such as the linen room supervisor and the public area supervisor. The supervisors have a number of attendants working under them depending on the size of the hotel (Figure 5.3.1). Housekeeping staff are the largest group of employees in a hotel.


[bookmark: _Toc71293852][bookmark: _Toc71296334][bookmark: _Toc71297689][bookmark: _Toc71530216]Housekeeping departments
The housekeeping department has two service outlets:
· cleaning 
· laundry and linen.
Cleaning consists of preparing and cleaning guest rooms and the public areas. These tasks are undertaken by the room attendants and public area attendants. Laundry and linen involves washing, starching and ironing all the hotel staff uniforms, the food and beverage linen (table covers, dinner napkins, chef aprons), the towels and bed linen for guests, as well as guest laundry when requested. These tasks are undertaken by the uniform room and linen room attendants. To support the smooth running of these services, there are also store attendants and night attendants. Some hotels also have florists (Figure 5.3.2), gardeners, pest control and security in their housekeeping department.
[bookmark: _Hlk66420373][image: ]
Figure 5.3.2  A floral display to welcome guests to the hotel

Housekeeping coordinates closely with the maintenance and engineering department. For example, they alert maintenance of air-conditioning problems, televisions not working, and toilet and shower problems. As you learned in Session 5.1, housekeeping is considered to be a back of house department, even though housekeeping staff can have some direct contact with the guests. For example, they might interact with guests while cleaning rooms, picking up laundry or providing turndown services.
[bookmark: _Toc71293853][bookmark: _Toc71296335][bookmark: _Toc71297690][bookmark: _Toc71530217]Housekeeping tasks
Before check-in, a guest’s room is cleaned and checked. It is dusted, swept, scrubbed, mopped and polished starting with the upper parts of the room, including the ceiling and lighting; then the sides of the room, walls and curtains; and finally the bed, furniture and floor by guest room attendants. Housekeeping staff are also responsible for refreshing room amenities, such as shampoo, toothpaste and toothbrushes, for guests. They must check that electrical items, such as an iron and hair dryer, are available. 
[bookmark: _Hlk66420557][image: ]
Figure 5.3.3  Room attendant preparing the room for a guest

Before check-out, the guest’s room is checked by a room attendant. They check for linen stains, items consumed from the minibar, broken or damaged furniture and fittings, and missing items. The room attendant also checks that the guest hasn’t left any of their possessions. They make a report to the front office about anything they find. In some instances, the guest may be charged for damages. 



Activity 5.3
1. Which members of staff wash and iron the hotel linen:
1. room attendants 
1. laundry attendants 
1. florists?

2. Who is the head of the housekeeping department:
1. executive housekeeper 
1. store keeper
1. gardener?

3. Choose the correct word to fill in the blank in the statement below.
When the guests check out, housekeeping staff check on the room status and report this to the front office ....... the guests check out. 
1. before 
1. after 

4. Which of the following do housekeeping staff check at guest check-out:
1. minibar use
1. left guest possessions
1. water consumed
1. linen stains
1. broken items
1. damaged furniture
1. bed slept in?
Answers to Activity 5.3



[bookmark: _Toc71293854][bookmark: _Toc71530218]5.4 Food and beverage operations
[bookmark: _Hlk67143066]This session looks at the food and beverage operations in a hotel. There are two departments responsible for food and beverage in a hotel: food and beverage production, which prepares the food and beverages; and food and beverage service, which serves food and beverages to the guests. The organisation of the food and beverage department of a small hotel is shown in Figure 5.4.1.
[image: ]
Figure 5.4.1  The organisation of the food and beverage department of a small hotel

The restaurant manager heads up the food and beverage department in a small hotel. It is the food and beverage manager for a medium hotel and the food and beverage director for a large hotel. The organisation of the department is normally divided into two areas:
· restaurant and food outlets
· bar and entertainment outlets. 
The range and number of food and beverage outlets depends on the service and type of hotel. Examples of different restaurants and food outlets include:
· fine dining or a signature restaurant (Figure 5.4.2)
· family restaurant
· seafood restaurant
· BBQ or steak restaurant
· quick service/fast-food restaurant
· cake and pastry shop.
[bookmark: _Hlk66422476][image: ]
Figure 5.4.2  A fine dining restaurant in a five-star hotel

The bar and entertainment outlets can include a pub, a cocktail bar, a pool bar, a karaoke bar and a nightclub. Room service, banqueting and catering are also included under the food and beverage department in a hotel.
[bookmark: _Toc71293855][bookmark: _Toc71296337][bookmark: _Toc71297692][bookmark: _Toc71530219]Food service to guests and diners
Depending on the type of establishment and the menus offered, there are a range of service types available to serve guests and other diners, as shown below.  
1. [bookmark: _Hlk66422795]Gueridon, trolley or French service – food is cooked and presented to the diner at the table from a movable trolley (Figure 5.4.3).
2. Plated or American service – food is prepared and plated in the kitchen and delivered to the diner at the table.
3. Silver or English service – food service is at the table, with the waiter transferring food from a serving dish to the guest’s plate using service forks and spoons.
4. Buffet or Russian service – courses are brought to the table sequentially. The food is portioned on the plate by the waiter, usually at a sideboard in the dining room, before being given to the diner.
5. Cafeteria or self-service – customers select various dishes from an open-counter display. The food is usually placed on a tray, paid for at a cashier’s station and carried to a dining table by the customer.
6. Family service or Asian service – a casual style of dining, with dishes moderately priced. It usually involves table service rather than counter service. 
7. Breakfast service – there are many different types of breakfast service, for example continental, which is pastries, bread, juice and a hot beverage; and English, which is a cooked breakfast. 
8. Room service – in-room dining enables guests to choose items of food and drink for delivery to their hotel room. Room service may be provided on a 24-hour basis or limited to late night hours only. Due to the cost of customised orders and delivery of room service, prices charged to the guest are much higher than in the hotel’s restaurant and a gratuity (money paid to service staff for good service) is expected.
[image: ]
Figure 5.4.3  Gueridon, trolley or French service 

[bookmark: _Toc71293856][bookmark: _Toc71296338][bookmark: _Toc71297693][bookmark: _Toc71530220]Bar service to guests and visitors
A range of beverages are usually available to guests and visitors, including alcoholic and non-alcoholic, mixed beverages, as well as hot and cold drinks.  
Alcoholic beverages include:
· aperitifs
· spirits – whiskey, rum, brandy, gin, vodka, tequila
· wines – table, fortified, aromatised, sparkling
· beer – lager, pilsner, ale, stout
· liqueur.
Non-alcoholic beverages include: 
· water – natural, manufactured, aerated/carbonated
· juices – fresh, cordials or syrups
· soft drink – colas, lemonade
· hot beverages – tea, coffee, hot chocolate
· milk and milk-based – yoghurt, milkshake.
Mixed beverages include:
· cocktails – one or more alcoholic beverages mixed with other ingredients, such as juice or cream
· mocktails – a non-alcoholic beverage made of a mixture of fruit juices and/or soft drinks. 

Activity 5.4
1. A young family want to have lunch at a hotel. They want a casual dining experience and do not want to pay too much. What styles of dining would you recommend for them: 
1. trolley or French service
1. plated or American service
1. silver or English service
1. buffet or Russian service 
1. cafeteria or self-service 
1. family service or Asian service?

2. The young family begin by ordering drinks. They have asked for carbonated water to be provided for the table. The father wants a light alcoholic drink, while the mother would like a mixed beverage with alcohol. The children each want a non-alcoholic, cold drink and both children are intolerant of milk. What drinks would you suggest they order? 
Answers to Activity 5.4



[bookmark: _Toc71293857][bookmark: _Toc71530221]5.5 Tourism and hospitality job opportunities
This session looks at the employment opportunities in tourism and hospitality. 
Tourism and hospitality are two of the main economic engines for growth in many countries. But the industry can only flourish if it can attract qualified staff and employ a committed workforce. Both are at the heart of excellent service delivery. Employment opportunities in travel and tourism can be created either directly or indirectly (Figure 5.5.1).
[image: ]
Figure 5.5.1  Employment opportunities in travel and tourism

[bookmark: _Hlk67143288]Direct employment opportunities are the total number of job opportunities supported directly by travel and tourism. Direct employment includes jobs in hotels, travel agencies, airlines and other passenger transport services, and the jobs in the restaurant and leisure industries. 
[bookmark: _Hlk67143331]Tourism also involves indirect employment, which includes those employed in supporting the tourism sector, such as restaurant and hotel suppliers, construction companies that build hotels, and necessary infrastructure manufacturers and accounting services.
The tourism industry is often characterised by the large number and variety of jobs that must be performed for it to function efficiently. For example, the accommodation sector requires bell staff, front desk staff and room maintenance staff. The food services sector requires chefs, waiting staff, bartenders and kitchen maintenance staff. The attractions sector requires facilitation and equipment operators, as do the entertainment, event and transportation sectors, while the adventure and outdoor recreation sectors need guides and group leaders. 
Tourism is one of the most labour-intensive industries among non-agricultural sectors. It offers access to employment in the formal, service economy, and creates significant employment in the informal sector. 
[bookmark: _Toc71293858][bookmark: _Toc71296340][bookmark: _Toc71297695][bookmark: _Toc71530222]Tourism opportunities in Myanmar
Travel and tourism directly generated 804,000 jobs in 2016 in Myanmar, making up 2.7% of the total employment across the country. The total number of jobs indirectly supported by tourism was 1,662,000, which represented 5.7% of the total employment (World Travel and Tourism Council, 2017). Travel and tourism provides a high level of employment and diversified job opportunities in Myanmar, and makes a valuable contribution to gross domestic product (GDP) (Figure 5.5.2).
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Figure 5.5.2  Travel and tourism’s contribution to Myanmar’s economy

Activity 5.5
The following table shows travel and tourism’s total contribution to GDP and employment in the ten Association of Southeast Asian Nations (ASEAN) countries for 2016. What is Myanmar’s ranking for the total contribution to GDP and employment among its ASEAN neighbours?
[image: ]
Answers to Activity 5.5


[bookmark: _Toc71293859][bookmark: _Toc71530223]5.6 Hotel careers
Hotel careers can be ideal for people with a wide range of different skills, qualifications and experience. There is often excellent scope to progress to senior positions, for example from working in a busy hotel kitchen as a junior (commis) chef to becoming a hotel general manager (Figure 5.6.1). Here are some brief insights into a selection of hotel careers.
[bookmark: _Hlk66426895][image: ]
Figure 5.6.1  A junior (commis) chef in a busy hotel restaurant kitchen 

[bookmark: _Toc71293860][bookmark: _Toc71296342][bookmark: _Toc71297697][bookmark: _Toc71530224]Hotel general manager
The general manager is often the most senior executive of a hotel. They set room rates, develop the budget for each department, approve expenses and establish the standards for service to guests. 
[bookmark: _Toc71293861][bookmark: _Toc71296343][bookmark: _Toc71297698][bookmark: _Toc71530225]Experience required
Hotel managers have a degree or certificate in hotel management and a few years of experience. They need to have strong business, management and interpersonal skills. 
[bookmark: _Toc71293862][bookmark: _Toc71296344][bookmark: _Toc71297699][bookmark: _Toc71530226]Duties
Hotel general managers plan and direct the operations of hotels. They have responsibility for front office operations, overseeing restaurant and banquet operations, guest services, housekeeping and decor. They prepare budgets, monitor expenses, and schedule and supervise staff.


[bookmark: _Toc71293863][bookmark: _Toc71296345][bookmark: _Toc71297700][bookmark: _Toc71530227]Sales manager
A hotel sales manager is responsible for ensuring high occupancy rates and bringing in conference, banqueting and other business. 
[bookmark: _Toc71293864][bookmark: _Toc71296346][bookmark: _Toc71297701][bookmark: _Toc71530228]Experience required
A sales manager must have good communication skills, a confident, optimistic personality and must enjoy working with people. Previous experience of sales, customer service, marketing, business and finance may be requested. 
[bookmark: _Toc71293865][bookmark: _Toc71296347][bookmark: _Toc71297702][bookmark: _Toc71530229]Duties
The sales manager: 
· promotes the hotel’s services
· identifies and wins new clients
·  prepares sales reports and tracks sales performance
· provides quotes for services
· prepares sales contracts
· processes orders.
[bookmark: _Toc71293866][bookmark: _Toc71296348][bookmark: _Toc71297703][bookmark: _Toc71530230]Housekeeping room attendant
A housekeeping room attendant ensures guest bedrooms within the hotel are cleaned to a high standard on a daily basis. They should have an eye for detail and notice what isn’t quite right. Being a housekeeping attendant requires some physical stamina, because they have to lift heavy loads. 
[bookmark: _Toc71293867][bookmark: _Toc71296349][bookmark: _Toc71297704][bookmark: _Toc71530231]Experience required
A housekeeping attendant can quickly learn on the job what is required but they need to be willing to learn from and accept criticism in order to maintain high standards. 
[bookmark: _Toc71293868][bookmark: _Toc71296350][bookmark: _Toc71297705][bookmark: _Toc71530232]Duties
The housekeeping room attendant cleans the guest room and bathroom, changes the bed linen, shapes and corrects the curtains and blinds, adjusts the air conditioning and/or heating, and replenishes toiletries for the guest’s comfort. They also provide decoration, such as room flowers, and check the working of electricals. They must report any maintenance issues to the appropriate department. 


[bookmark: _Toc71293869][bookmark: _Toc71296351][bookmark: _Toc71297706][bookmark: _Toc71530233]Front desk agent (receptionist)
Front desk agents provide many guest services. They provide guests with verbal or written information about the hotel facilities, services, room choices and rates, as well as information about area attractions. 
[bookmark: _Toc71293870][bookmark: _Toc71296352][bookmark: _Toc71297707][bookmark: _Toc71530234]Experience required
A front desk agent must have good communication and organisational skills, along with a professional and friendly approach. They also benefit from good computer skills. 
[bookmark: _Toc71293871][bookmark: _Toc71296353][bookmark: _Toc71297708][bookmark: _Toc71530235]Duties
They make room reservations and handle guest arrivals and departures. They also prepare bills and process payments. They deliver hotel information and manage guest complaints. 
[bookmark: _Toc71293872][bookmark: _Toc71296354][bookmark: _Toc71297709][bookmark: _Toc71530236]Executive chef
An executive chef is a managerial role that involves a lot of work in the back office. It can be highly stressful because of the fast-paced working environment (Figure 5.6.2). 
[bookmark: _Toc71293873][bookmark: _Toc71296355][bookmark: _Toc71297710][bookmark: _Toc71530237]Experience required
Many executive chefs have some training at a culinary school, technical school or college programme. They need a track record of meeting deadlines and reaching targets, and experience with stock control. They must have an understanding of health and safety requirements for food hygiene compliance.
[bookmark: _Toc71293874][bookmark: _Toc71296356][bookmark: _Toc71297711][bookmark: _Toc71530238]Duties
An executive chef oversees the food operations in restaurants, hotels or other venues that serve food. People in this role supervise other chefs and kitchen employees, and manage their performance. They typically order all the food ingredients, plan the menu and supervise the preparation of the food in the kitchen. 
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[bookmark: _Hlk66425967]Figure 5.6.2  A busy hotel kitchen 

[bookmark: _Toc71293875][bookmark: _Toc71296357][bookmark: _Toc71297712][bookmark: _Toc71530239]Waiting staff
Waiting staff work in restaurants, bars, hotels, casinos and other food-serving establishments. They have to be detail-oriented, because they need to remember customers’ orders, especially complicated drinks orders. 
[bookmark: _Toc71293876][bookmark: _Toc71296358][bookmark: _Toc71297713][bookmark: _Toc71530240]Experience required
Waiting staff must have strong interpersonal and communication skills. This job is ideal for people in the hospitality industry who want to engage with customers face-to-face.
[bookmark: _Toc71293877][bookmark: _Toc71296359][bookmark: _Toc71297714][bookmark: _Toc71530241]Duties
They interact directly with customers when taking orders, serving food and beverages, and taking payments from guests.
[bookmark: _Toc71293878][bookmark: _Toc71296360][bookmark: _Toc71297715][bookmark: _Toc71530242]Finding opportunities
Getting a job in the hospitality industry is likely to start with reviewing job advertisements in newspapers or online recruitment sites. Close reading of job advertisements can tell you a lot about what the job requires and what an employer is looking for.



Activity 5.6
Below is an advertisement for an assistant housekeeping manager in the hospitality industry. The recruiter is looking for a graduate to fill the role. The advert is based on those for similar roles, which appear each week on recruitment websites and in newspapers in Myanmar. It contains the kind of information that is useful for demonstrating an employer’s needs.
Read the job advertisement and extract the relevant information to answer the questions.
[image: ]
1. What hotel group is the job with?

2. Which of the following will be needed to do the job:
1. checking
1. dancing
1. coordinating
1. singing
1. cooking
1. running
1. managing
1. ironing
1. supervising
1. monitoring
1. assisting?

3. Identify the requirements for the job: 
1. degree 
1. time management skills
1. five years’ experience
1. basic English
1. knowledge of Microsoft packages
1. three years’ experience
1. leadership skill
1. high school certificate
1. intermediate English 
1. no experience needed
1. communication skills
1. advanced English.

4. What tells you that the company has a good training record?
Answers to Activity 5.6




[bookmark: _Toc71293879][bookmark: _Toc71530243]Answers to activities
[bookmark: t5act1ans][bookmark: _Toc71293880][bookmark: _Toc71296362][bookmark: _Toc71297717][bookmark: _Toc71530244]Activity 5.1
1. b) receptionist
2. c) food and beverage service
3. a) plumber
4. c) human resources
5. false
6. false

[bookmark: t5act2ans][bookmark: _Toc71293881][bookmark: _Toc71296363][bookmark: _Toc71297718][bookmark: _Toc71530245]Activity 5.2
1. b) I’m very sorry to hear that. Let me see what I can do. Can I take your room number please?
2. a) Thank you, Mr Aung San. I’m really sorry for the inconvenience. A maintenance person can be with you in the next 20 minutes. Or if you like, you can have another room right now.
3. b) I apologise, Mr Aung San and I’ll call you after the maintenance engineer has been to check that everything is working as you want it to.

[bookmark: t5act3ans][bookmark: _Toc71293882][bookmark: _Toc71296364][bookmark: _Toc71297719][bookmark: _Toc71530246]Activity 5.3
1. b) laundry attendants
2. a) executive housekeeper
3. a) before
4. a) minibar use, b) left guest possessions, d) linen stains, e) broken items, f) damaged furniture

[bookmark: t5act4ans][bookmark: _Toc71293883][bookmark: _Toc71296365][bookmark: _Toc71297720][bookmark: _Toc71530247]Activity 5.4
1. Either e) cafeteria service or f) family service would suit this young family. 
2. Father – beer or a glass of wine. These are lighter alcoholic drinks. 
Mother – a cocktail.
Children – a soft drink or a juice. 

[bookmark: t5act5ans][bookmark: _Toc71293884][bookmark: _Toc71296366][bookmark: _Toc71297721][bookmark: _Toc71530248]Activity 5.5
In 2016, Myanmar was eighth in the ranking for tourism’s total contribution to GDP among ASEAN members. It was seventh for tourism’s total contribution to employment.


[image: ]

[image: ]

[bookmark: t5act6ans][bookmark: _Toc71293885][bookmark: _Toc71296367][bookmark: _Toc71297722][bookmark: _Toc71530249]Activity 5.6
1. Mingalabar Hotel Group
2. a) checking, c) coordinating, g) managing, i) supervising, j) monitoring, k) assisting
3. a) degree, b) time management skills, e) knowledge of Microsoft packages, f) three years’ experience, g) leadership skills, i) intermediate English, k) communications skills
4. The advertisement states, ‘We are recognised as excellent trainers, providing both formal training opportunities and learning on the job, with a strong coaching record.’
[bookmark: _Toc71293886][bookmark: _Toc71530250]References
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[bookmark: Topic6]Topic 6: 
Future of tourism and hospitality in Myanmar
This topic looks at the future of tourism and hospitality in Myanmar. It begins by introducing the country from the foreign tourist’s perspective and what they like to see and do on their visits. The most frequently visited attractions are then explored, before considering the growth in international visitors to the country. Tourism and hospitality have the potential to make a huge contribution to economic growth and create diversified employment opportunities, but investment is necessary. Tourism investment is considered relative to other Association of Southeast Asian Nations (ASEAN) countries. The challenges of sustainable tourism in Myanmar are explored and, finally, the impact of Covid-19 in 2020–21 and political unrest for the future of tourism in Myanmar are reflected upon.


[bookmark: _Toc71295106][bookmark: _Toc71530251][bookmark: _Toc71532676]6.1 Myanmar as a tourist destination
[bookmark: _Toc71295107][bookmark: _Toc71296370][bookmark: _Toc71297725][bookmark: _Toc71530252][bookmark: _Toc71532677]Natural and cultural attractions
Myanmar has an abundance of natural and cultural tourism assets, a distinct cuisine, and diverse architecture. Tourists are attracted to visit the country for this rich natural and cultural heritage. Of particular interest are the different ways of life of Myanmar’s people. Myanmar is an extremely ethnically diverse country with 135 distinct ethnic groups and eight major national ethnic races: 
· Barmar
· Chin
· Kachin
· Kayin
· Kayah
· Mon
· Rakhine 
· Shan. 
There are plans to expand the range of tourist attractions in the country. The government of Myanmar’s Tourism Masterplan, 2013–2020, sees tourism making a positive contribution to the country’s development. Tourism can improve people’s living standards by providing employment and business opportunities. It can contribute to the conservation of the country’s natural and cultural heritage and, by sharing the rich cultural diversity of its people, bring resources into remote areas.
The cultural and ethnic diversity of Myanmar means there are a range of festivals and ceremonies celebrated throughout the year by different ethnic groups in the various states and regions. They include the Manaw Festival in Kachin State, which is an annual dance festival, and the Naga New Year Festival. National festivals, such as the Water Festival of Thingyan (where water is thrown over people in a party atmosphere) and the Lighting Festival of Thadingyut (buildings are festooned with bulbs and candles, and lanterns are released into the sky) are popular with tourists. Festivals are attractive to tourists as they are joyful and they showcase diverse cultures and traditions. Some tourists time their visits to enjoy such celebrations.
[bookmark: _Toc71295108][bookmark: _Toc71296371][bookmark: _Toc71297726][bookmark: _Toc71530253][bookmark: _Toc71532678]Climate
Tourists also want good weather when they travel. Myanmar’s climate varies depending on location and elevation, being much cooler in the highlands in the north. It has a subtropical/tropical climate with three seasons:
· a cool winter from November to February
· a hot summer season in March and April 
· a rainy season from May to October, dominated by the south-west monsoon (Figure 6.1.1). 
The higher elevations of the highlands are predisposed to heavy snowfall.[image: Described image]
Figure 6.1.1  Climate conditions in Myanmar

The climate of Myanmar has a significant impact on tourist arrivals. Tourists tend to avoid the rainy season and travel in the dry season, which runs between November and April. Peak arrivals occur between December and February. 
The impact of global climate change could be quite severe for the country. Myanmar is already one of the most negatively affected countries by natural disasters. Its long coastline makes it subject to tropical storms and cyclones, which are growing in frequency and severity, as shown by the devastation of Cyclone Nargis in 2008. Rising sea levels also threaten parts of the coast with salination as soils and ground water have increasing salt content. The monsoon is starting later and ending earlier, which results in large quantities of rain falling over short periods. This leads to flooding, contamination of water resources and erosion. Climate and temperature are important determinants for tourists in destination selection. 
The Covid-19 pandemic has caused tourist numbers to crash, as Myanmar’s borders closed and international flights ceased. The country’s troubled history and ongoing regional conflicts are further deterrents to greater tourist numbers. 



Activity 6.1
Watch this video of the Naga New Year Festival and answer the questions that follow. 
https://www.youtube.com/watch?v=amNmX67dBXE
1. How did watching this video make you feel? Did you feel proud of the cultural diversity of Myanmar and would you like to attend this festival? 
2. Does your area of Myanmar have a colourful festival that you think tourists would enjoy seeing and sharing? 
3. Have you ever seen tourists visiting your area of Myanmar? What time of year did they come and what did they see?
Answers to Activity 6.1


[bookmark: _Toc71295109][bookmark: _Toc71530254][bookmark: _Toc71532679]6.2 Tourist attractions of Myanmar
This session looks at the most frequently visited attractions in Myanmar. There are five of them: Yangon, Bagan, Inle Lake, Golden Rock Pagoda and Mandalay (Figure 6.2.1). They receive the majority of international visitors and benefit the most from tourism revenues. Most tourists travel around Myanmar on classic sightseeing tours viewing these attractions (Ministry of Hotels and Tourism, The Republic of the Union of Myanmar, 2020, p.25).[image: A map of Myanmar with red lines detailing the journey between six destinations on a Myanmar Tour]
Figure 6.2.1  Map showing the location of the major tourist sites in Myanmar

[bookmark: _Toc71295110][bookmark: _Toc71296373][bookmark: _Toc71297728][bookmark: _Toc71530255][bookmark: _Toc71532680]Yangon
The city of Yangon is the commercial hub of the country and was once the capital of Myanmar. In 1989, the government requested that other countries change their spelling of Rangoon to Yangon to more closely reflect its Burmese pronunciation. In 2005, it lost its position as the capital, which was moved to Nay Pyi Taw in the centre of the country. However, Nay Pyi Taw is mostly an administrative capital and most tourists still fly into Yangon.
Yangon is a vibrant and diverse city, with the most famous pagoda in the country: Shwedagon Pagoda. Of particular interest to tourists are the colonial buildings dating from the British colonial era, a period of rich architectural styles: art deco, Edwardian, Victorian and British-Burmese (Figure 6.2.2). Yangon has the highest density of colonial buildings in South East Asia. The Bogyoke Aung San Market is the best place to explore Myanmar’s traditional arts and crafts, gems and clothing. The Chauk Htat Kyi Reclining Buddha is the third largest in Myanmar. A walk around Kandawgyi Park brings locals and tourists together, as they enjoy the amenities offered by the lake. 
[image: ]
Figure 6.2.2  The Strand Hotel, Yangon is one of the colonial buildings that line Yangon’s waterfront – a heritage feature for tourists

[bookmark: _Toc71295111][bookmark: _Toc71296374][bookmark: _Toc71297729][bookmark: _Toc71530256][bookmark: _Toc71532681]Bagan 
Bagan is a sacred landscape, lying on the central plain of Myanmar and features numerous temples, stupas, monasteries and places of pilgrimage. It also has important archaeological remains, frescoes and sculptures showcasing a range of Buddhist art and architecture. The peak of Bagan civilisation was between the eleventh and thirteenth centuries CE, when the site was the capital of a regional empire. It continues to be a place of pilgrimage for Myanmar people today. An activity favoured by tourists is to fly in a hot-air balloon over the temple site at sunrise. 
[bookmark: _Toc71295112][bookmark: _Toc71296375][bookmark: _Toc71297730][bookmark: _Toc71530257][bookmark: _Toc71532682]Inle Lake 
Inle Lake is best known for its fishermen, with their unique fishing style of rowing their boats with one leg (Figure 6.2.3). Its scenic beauty lies in it being a natural wetland. It has a rich ecosystem, where tourists can observe rare aquatic species, birds and the unique floating farms of local farmers. Along with fishing and farming, traditional handicrafts are a significant part of the local economy, with silk weavers and silversmiths working on the lake. 
[image: ]
Figure 6.2.3  A fisherman on Inle Lake

[bookmark: _Toc71295113][bookmark: _Toc71296376][bookmark: _Toc71297731][bookmark: _Toc71530258][bookmark: _Toc71532683]Golden Rock Pagoda 
[bookmark: _Hlk62822074]Also known as Kyaikhtiyo Pagoda, the Golden Rock Pagoda is said to cover a hair of the Buddha. For Myanmar travellers, the religious significance of the site’s connection with the Buddha is the major attraction. But for tourists, the attraction is the beauty of the golden dome, high up on the mountain and the panoramic views of the surrounding Mon State mountains offered from the summit.
[bookmark: _Toc71295114][bookmark: _Toc71296377][bookmark: _Toc71297732][bookmark: _Toc71530259][bookmark: _Toc71532684]Mandalay
[bookmark: _Hlk66439617]Mandalay is the former royal capital in northern Myanmar and sits on the Irrawaddy River. In the centre of the city is the restored Mandalay Palace from the Konbaung Dynasty, surrounded by a moat. Mandalay Hill provides views of the city from its summit, which is reached by a covered stairway. At its foot, the Kuthodaw Pagoda houses marble slabs inscribed with Buddhist teachings, which are referred to as the world’s largest book. The Zegyo Bazaar is the largest of many markets that attract artisans and farmers from throughout the country. Just outside Mandalay is the U Bein Bridge, which is the longest teak bridge in the world. 
[bookmark: _Hlk66438827][image: ]
Figure 6.2.4  Mandalay Palace is surrounded by a moat

[bookmark: _Toc71295115][bookmark: _Toc71296378][bookmark: _Toc71297733][bookmark: _Toc71530260][bookmark: _Toc71532685]Problems at attractions
The popularity of these five tourist sites is becoming a problem, because they are being over-visited. For example, the water and sanitation facilities at Inle Lake are under severe strain. To alleviate the pressure on these sites, the government is focusing on developing new destinations within the country, to attract new and repeat travellers. Their vision for the future of tourism is explored in the next session. 



Activity 6.2
[bookmark: _Hlk66438878]Select the picture to match the Myanmar attraction based on the descriptions you have read in this session.
1.  [image: ]                  2. [image: ]
3. [image: ]                 4. [image: ]
5. [image: ]
a) Inle Lake
b) Bagan
c) Yangon
d) Golden Rock Pagoda
e) Mandalay
Answers to Activity 6.2



[bookmark: _Toc71295116][bookmark: _Toc71530261][bookmark: _Toc71532686]6.3 Myanmar’s tourism performance
This session considers Myanmar’s recent experience with tourists, focusing on the number of visitors. Tourism numbers have grown steadily since the country opened up to foreign tourists in 2013. The introduction of the e-visa system in 2014 has allowed foreign tourists to apply for a visa online, and improved accessibility to the country. A Tourism Master Plan 2013–2020 was created, targeting 7.5 million arrivals each year by 2020. However, it has been estimated that the annual performance for 2019 was about 4 million arrivals – a long way short of the 2020 target (Thitha, 2020).
Although Myanmar possesses great tourist potential, much of the industry remains underdeveloped. The number of visitors to Myanmar is small compared with her neighbours, even outpaced by Laos. The Tourism Master Plan seeks to maximise the contribution of tourism to national employment and income generation. It aims to ensure equal distribution of tourism’s social and economic benefits (Figure 6.3.1). The government wants to balance its objectives for economic growth with the well-being of host communities. The plan is to minimise any negative impacts on the country’s social, cultural and environmental heritage. 
[image: ]
Figure 6.3.1  Myanmar’s Tourism Master Plan, 2013–2020

Encouraging tourists to visit sites other than the popular attractions discussed in Session 6.2 is challenging. However, it is necessary, if the economic benefits of tourism are to be spread more equally. One way to create new attractions is to establish tourism routes, which tie up several attractions that would not have the potential to attract visitors to the area by themselves. The bundling of attractions along a tourist route has greater pulling power, as well as dispersing tourist money across a larger area and more recipients. 
Community participation and a pro-poor focus should be at the heart of new route development. Any new routes should provide direct employment opportunities, enterprise opportunities, communal income and livelihood benefits. Establishing links between private sector businesses and neighbouring communities can help produce a unique tourism product, which benefits both stakeholders. Such an alliance will greatly improve the sustainability of tourism (Meyer, 2004).

Activity 6.3
Look at the table of tourist arrivals in Myanmar and answer the following questions.
[image: ]
Source: Ministry of Hotels and Tourism

Where has the information in the table come from?
Why would the creator of the table choose to compare January 2018 with January 2019?
What form of arrival has seen the biggest percentage increase? 
What form of arrival has seen the smallest percentage increase?
Answers to Activity 6.3

[bookmark: _Toc71295117][bookmark: _Toc71530262][bookmark: _Toc71532687]6.4 Tourism investment opportunities in Myanmar
Tourism and hospitality have the potential to make a huge contribution to economic growth and create diversified employment opportunities in different sectors. This is because tourism includes the industries of transportation, building and construction, accommodation, food and beverage establishments, and many more. 
However, Myanmar’s tourism sector is underdeveloped, as shown in Session 6.3. There is insufficient domestic investment to grow the sector quickly, with foreign investment needed for major expansion (World Travel and Tourism Council, 2017). Foreign direct investment refers to the investment in domestic companies and assets of another country by a foreign investor. The government in Myanmar has invited responsible investors to seek business opportunities in Myanmar to accelerate tourism growth. The Foreign Investment Law introduced in 2012 included incentives to encourage foreign investment, such as corporate ownership, tax relief and employment of foreign nationals. Despite this, Myanmar’s travel and tourism sector receives the least investment of all ASEAN members (Figure 6.4.1).
[image: ]
Figure 6.4.1  Investment in Myanmar’s tourism sector is low compared with other ASEAN members

Myanmar’s accommodation facilities are currently concentrated in the cities of Yangon and Mandalay. There is a considerable lack of available accommodation in numerous other locations outside those centres. There is a need for affordable, as well as high-end, accommodation. Under the Foreign Investment Law, foreign investors can own 100% of hotel developments with rankings above three stars. Local investors are encouraged to consider opportunities in budget accommodation, such as guest houses.
Investors are exploring new investment locations in Myanmar, and developing different types of tourism. Investors are considering the opportunities offered by ecotourism, including the development of ecotourism-oriented hotels and lodges, and activities such as trekking routes. Another key area of expansion is cultural and community-based tourism. Investors are developing cultural experiences, exhibitions and workshops to inform visitors, and local shops in which to sell locally produced cultural artefacts (Embassy of the Republic of the Union of Myanmar London, 2021).
However, the sustainability of tourism is being undermined by the lack of investment, which is putting further strain on the most visited sites. There are plans to create destination management organisations (DMOs) to tackle these problems. You were introduced to DMOs in Session 3.1. As you will learn in the next session, the plans to create DMOs seem to be at a relatively early stage.
In addition to investing in tourism and related areas of tourism (such as accommodation and the catering sector), there is also a need to train staff. This would ensure a more coordinated and effective tourist offering, involving both the public and private sectors. 



Activity 6.4
Study the graph, which shows the number of tourist arrivals at Myanmar’s three international airports (left) and the total number of hotel rooms (right) in Myanmar from 2008 to 2019. The graph excludes tourists who arrived in Myanmar by crossing a border by land or sea.
Answer the following questions.
[image: Myanmar Tourism statistics]
Source: The Tourism Industry of Myanmar

1. When did the number of rooms available first meet the number of tourist arrivals?
2. In what years were there not enough rooms to meet tourist demand?
3. Between 2013 and 2016 was there an oversupply or undersupply of rooms to meet tourist demand?
4. Why do you think the rate of increase of tourist arrivals slowed between 2016 and 2018?
Answers to Activity 6.4



[bookmark: _Toc71295118][bookmark: _Toc71530263][bookmark: _Toc71532688]6.5 Challenges to sustainable tourism
As you learned in Session 1.4, sustainable tourism is tourism that protects natural environments, provides an authentic tourist experience that celebrates and conserves heritage and culture, and creates socio-economic benefits for communities. Increasingly it is becoming clear that key destinations within Myanmar, such as Inle Lake, need to be managed sustainably. Inle Lake is experiencing the effects of the overuse of chemical pesticides and fertilisers on its famous floating gardens, which is polluting the lake. As the surrounding forest is cut down for agricultural use, soil is no longer held in place by the trees and it washes into the lake. This is making the lake shallower and threatening livelihoods (Figure 6.5.1). 
[bookmark: _Hlk66456656][image: ]
Figure 6.5.1  The floating gardens of Inle Lake, which are used to grow a wide variety of produce, including tomatoes, papayas, onions and chillies

Destination management is a concept that you were introduced to in Session 3.1. It focuses on managing all the elements of a destination, including its environment, tourism assets, skill development and infrastructure. While the Ministry of Hotels and Tourism needs to provide a coordinating role across the country, the state and regional governments should be empowered to manage destinations more sustainably through well-resourced DMOs. In this way, Myanmar can move forward to build a sustainable tourism sector.
[bookmark: _Toc71295119][bookmark: _Toc71296382][bookmark: _Toc71297737][bookmark: _Toc71530264][bookmark: _Toc71532689]The impact of Covid-19
The greatest threat to the sustainability of tourism in Myanmar is the Covid-19 pandemic. The Ministry of Hotels and Tourism has reported that revenue from tourism dropped by more than 80%, or around US$2.3 billion, in response to the pandemic (Hein, 2020). International airlines were suspended from landing in the country from April 2020, leading to an overnight collapse in the number of tourists entering the country. Land and sea borders were also closed. The impacts on hotels, restaurants, shops and transport have been severe. The Ministry of Hotels and Tourism is looking to domestic travellers and expatriate travellers to rebuild the sector as soon as restrictions are lifted. A recovery plan is in place to aid the industry, under which tourism businesses will be permitted to resume operations with Covid-19 prevention measures in place (Figure 6.5.2). 
[image: ]
Figure 6.5.2  Myanmar’s tourism recovery plan in response to the Covid-19 pandemic

The Myanmar Tourism Strategic Recovery Roadmap (MTSRR) 2020 is the bridging document between the first Tourism Master Plan 2013–20 and the second Tourism Master Plan 2021–25, which is in the process of being written. The aim of the MTSRR is to recover, reset and restart the tourism industry, but to do this in a sustainable way. Myanmar’s tourism industry was heavily focused on international travellers and there are efforts to broaden the tourism base. To this end, all state and regional tourism committees will develop their own state and regional master plans. Myanmar also plans to create district and township-level destination management organisation committees to create their own destination-specific action plans. These will be incorporated into the state’s and region’s master plans. The challenges may be significant, but sustainability can create jobs, connect tourists with local and diversified supply chains, benefit other sectors, and strengthen the country’s future economy.



Activity 6.5
The MTSRR 2020 sets out three goals for tourism recovery over three time frames. Select one action to support each goal.
[image: ]
1. Realign tourism destinations to the ‘new normal’.
2. Invest in developing and expanding the scope of community-based tourism.
3. Establish Myanmar as a trusted and safe destination.
Answers to Activity 6.5
[bookmark: _Hlk66877903]


[bookmark: _Toc71295120][bookmark: _Toc71530265][bookmark: _Toc71532690]6.6 The future of tourism in Myanmar
Tourism in Myanmar has suffered a severe setback during the Covid-19 pandemic of 2020–2021. Therefore, this final session focuses on why stability is so necessary for tourism growth.
Figure 6.6.1 shows all international arrivals from 2002 to 2014 globally. During this period there were two health crises: the SARS outbreak in 2002 and the H1N1 outbreak in 2009, which was made worse by the 2008–2009 global economic crisis. While the following year saw a slight downturn in international arrivals, within two years international arrivals had increased past pre-crisis levels. Thus, tourism is an industry that can recover quickly from negative global events.
[image: ]
Figure 6.6.1  International arrivals 2002 to 2014 globally

On the evidence presented here, it might be expected that tourist numbers would rebound quickly after the Covid-19 pandemic is over. However, global health events are not the only shocks to negatively impact on tourist visitors, as the following case study from South Africa shows. 


[image: ]
Tourism is prone to many shocks, both global and domestic, but also health, political and economic events.



Activity 6.6 
1. Answer the following questions relating to the South Africa case study. 
1. How long did the apartheid regime rule in South Africa?
1. How did citizens struggle for non-racial democratic elections within South Africa?
1. How did the international community exert pressure for change in South Africa?
1. How did South Africa present itself to the world after apartheid?

2. Study the graph below, which shows international tourist arrivals by air to Myanmar between 2010 and 2018. Why do you think tourist numbers declined sharply in 2018? What might the bar chart look like between 2018 and 2023 and why?
[image: ]
Answers to Activity 6.6



[bookmark: _Toc71295121][bookmark: _Toc71530266][bookmark: _Toc71532691]Answers to activities
[bookmark: t6act1ans][bookmark: _Toc71295122][bookmark: _Toc71296385][bookmark: _Toc71297740][bookmark: _Toc71530267][bookmark: _Toc71532692]Activity 6.1
1. Students’ own answers.
2. Students’ own answers.
3. Students’ own answers. However, it is likely that you saw the tourists in winter, as tourists tend to avoid the rainy season and travel in the dry season.

[bookmark: t6act2ans][bookmark: _Toc71295123][bookmark: _Toc71296386][bookmark: _Toc71297741][bookmark: _Toc71530268][bookmark: _Toc71532693]Activity 6.2
1. b)
2. d)
3. e)
4. c)
5. a)

[bookmark: t6act3ans][bookmark: _Toc71295124][bookmark: _Toc71296387][bookmark: _Toc71297742][bookmark: _Toc71530269][bookmark: _Toc71532694]Activity 6.3
1. Ministry of Hotels and Tourism
2. By comparing January 2018 and January 2019 it is possible to have a clear understanding of the change year on year. If January 2018 were compared with July 2019, the comparison would not be as useful. As discussed in Session 6.1, tourists like to visit Myanmar in the winter months, when it is cool and dry, which is between November and April. July is not a popular month with tourists because it is hot and wet.  
3. Arrival by cruise
4. Arrival by air

[bookmark: t6act4ans][bookmark: _Toc71295125][bookmark: _Toc71296388][bookmark: _Toc71297743][bookmark: _Toc71530270][bookmark: _Toc71532695]Activity 6.4
1. 2012
2. 2013 to 2016
3. Oversupply
4. Due to unrest in Rakhine State

[bookmark: t6act5ans][bookmark: _Toc71295126][bookmark: _Toc71296389][bookmark: _Toc71297744][bookmark: _Toc71530271][bookmark: _Toc71532696]Activity 6.5
[image: ]

[bookmark: t6act6ans][bookmark: _Toc71295127][bookmark: _Toc71296390][bookmark: _Toc71297745][bookmark: _Toc71530272][bookmark: _Toc71532697]Activity 6.6
1. a) 43 years, b) protests and strikes, c) economic sanctions, d) as The Rainbow Nation
2. Tourist arrivals to Myanmar are likely to have dropped in 2018 in response to political unrest in border areas.
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[bookmark: Concl]Conclusion
Well done for completing the course!
In this course you have explored tourism and hospitality through the lens of a country relatively new to tourism: Myanmar. You have learned key concepts needed to understand the tourism and hospitality sector, which you should now be able to use confidently, and how the sector works. You have also practised the skills of working independently, analysing tourism data and managing your time to successfully complete this self-study course.
To gain your Statement of Participation, you must complete the end-of-course quiz and gain a pass grade of at least 60%. There is no limit to the number of times you can attempt the quiz, although only your last attempt will be counted.  
Thank you for participating in the course!


[bookmark: Gloss]Glossary



1

Accommodation – A temporary lodging, where travellers may rest and sleep
Action tourism – Travel for the purpose of sport, extreme sport or adventure
Back of house – Those departments in a hotel that have no direct contact with guests 
Bed and breakfast (B&B) – Accommodations provided in a private house by the owner for up to six paying guests
Bleisure – Travel for a blend of business and leisure
Brand identity – The external perception of a brand that is purposefully created by the business stakeholders to promote the product
Brand image – The external perception of a brand identity mixed with other influences, such as media reporting and personal experience, which varies between people
Brand reputation – A blend of the brand image and identity. It takes a long time to build and is easily damaged, especially in an age of social media. It is built on trust, which is hard to rebuild when broken
Business travel – Travel carried out on behalf of a business, or for the purpose of doing business with someone else
Caravanserais – Roadside inns that existed in the Middle Ages to provide travellers with rest from the day’s journey, as well as caring for their camels and horses


Charter flight – A person or company rents an entire aircraft for a flight, with the departure time and final destination set out in the agreement between the hirer and the aircraft company
Commission – Money earned by a salesperson on the sale of another party’s product or service; it is usually a percentage of the value of the sale
Community-based tourism (CBT) – Travel in which visitors are given the chance to meet local people and experience authentic cultural exchange, and provide employment and income-earning opportunities for the local community
Destination management organisation (DMO) – A group that leads and coordinates activities under a coherent strategy to promote a destination
Direct employment – The total number of job opportunities supported directly by travel and tourism
Domestic tourism – Where the residents of one country travel within that country for the purposes of tourism
Economic leakage – Visitor revenue that does not stay in the tourism destination, instead going to companies with headquarters in other countries
Ecotourism – Travel to natural areas that conserves the environment, wildlife and natural resources; sustains the well-being of the local people; and involves interpretation and education


Escorted tour – Tourists are accompanied in a group to various destinations from the beginning to the end of the trip; also known as package tours
Fixed costs – Costs that stay the same regardless of the number of tours sold by the operator
Food and beverage production – The department in a hotel that is responsible for producing the food and drinks, which includes the kitchens, pastry and larder staff
Food and beverage service – The department in a hotel that is responsible for serving the food and drinks, which includes restaurants, bars, banqueting and catering staff
Foreign direct investment – The investment in domestic companies and assets of another country by a foreign investor
Franchise – A form of business in which a franchisor sells the rights to use the business name and products to a franchisee who runs the new franchise
Freedom tour – A tourist plans and chooses the individual elements of their tour, which the tour operator then books
Front office – The department in a hotel that is responsible for reservations, guest registration, room arrangements, handling guest complaints and other services
Front of house – Those departments in a hotel where there is some direct contact with or service to the guests
Gratuity – A sum of money paid to service staff for good service
Greening – A hotel management approach that involves becoming more environmentally responsible and sustainable by adopting good environmental practices
Gross domestic product (GDP) – The value of all goods and services produced in a country during a specific period
Ground transportation – Refers to travel by bus, limousine, caravan, train and other modes for sightseeing and for travel between hotels, attractions and airports
[bookmark: _Hlk65651214]Guest house – A private house converted into a lodging facility for tourists; breakfast may or may not be offered at the guest house
Health and wellness tourism – Travel for the purpose of medical treatment, to enhance personal well-being or which is accessible for anyone, regardless of physical impairments
Home stay – A guest stays with a family and immerses themselves in the family’s life to facilitate a deep cultural tourism experience
Hospitality – The friendly and generous reception and entertainment of guests, visitors or strangers
Hosted tour – A tour that is conducted at the destination with the local tour operator hosting the tourists
Hotel – The most traditional type of serviced accommodation, offering a full range of services
Housekeeping – The daily cleaning of guest rooms, public areas, laundry service, linen keeping and flower arrangements in a hotel
Inbound tourism – A passenger arriving in a country that is not where they live for the purpose of tourism
Incentive tour – Vacation travel arranged by or through an employer and awarded as a motivational bonus to qualifying employees
Independent tour – Tourists want to travel independently and arrange their tour package by themselves
Indirect employment – Those employed in supporting the tourism sector, such as restaurant and hotel suppliers, construction companies that build hotels, as well as necessary infrastructure manufacturers and accounting services
Inn – An establishment that offers travellers food, drink and lodging
International tourism – Travel to another country, which can be broken down into inbound and outbound tourism
Layover – Time spent waiting between parts of a journey on an itinerary
Leisure travel – Where the primary motivation for travel is to take a vacation from everyday life
Mark-up – The difference between the cost of a product or service and its price
Motel – A form of hotel that is mostly situated along highways and roads, and designed primarily for motorists
Non-serviced accommodation – accommodation that does not offer food or cleaning
Operational costs – The costs associated with the day-to-day running of a business
Outbound tourism – A passenger travelling out of their home country for the purpose of tourism
Passenger name record (PNR) – A digital file that contains information about a passenger which is shared by different airlines that are carrying the passenger
Profit – The amount of money a business makes on a sale once all the costs of the sale have been paid
Responsible tourism – Both visitors and hosts are mindful of developing tourism in a way that makes better places for people to live in and visit
Risk assessment – The process of identifying risks and hazards in a particular setting, such as a tour
Ryokan – A Japanese inn which typically features tatami-matted rooms and communal baths
Scheduled flight – The airline sells single seats to individuals until the aircraft is full. Flights are offered on a regular, timetabled basis, with the departure times and routing fixed
Serviced accommodation – Accommodation that offers food and cleaning
Shift – A hotel staff member’s duty time, usually lasting eight hours
Specialised tourism – Travel for a special purpose which appeals to a small sector of the market, such as disaster tourism, which is visiting locations that have experienced a natural or man-made disaster
Stakeholder – A party that has an interest in an issue, and can either affect or be affected by the issue
Sustainable tourism – Tourism that protects natural environments, provides an authentic tourist experience that celebrates and conserves heritage and culture, and creates socio-economic benefits for communities


Tour guide – Someone who is employed either directly by the traveller, or a tour operator or travel agent to inform, direct and advise the tourist before and during their journey
Tourism – The movement of the people from their normal place of residence to another place (with the intention to return) for a minimum period of 24 hours to a maximum of one consecutive year for different purposes
Tourism destination – A place or area that relies heavily on the economic benefits of tourism
Tourist attraction – A place that people visit for pleasure and interest, usually while they are on holiday
Tour operator – An organisation or company that buys individual travel components separately from their suppliers and combines them into a package tour. Tour operators sell only the product they created
Travel agent – Sells tour packages from tour operators and other separate services, such as transport, accommodation, attraction tickets, activities, etc.
Variable costs – Costs that change as the number of customers that book the package tour changes
Wholesale – Refers to goods bought directly from the manufacturer, usually in large quantities
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Assistant Housekeeping Manager,
Mingalabar Hotel Group

Mandalay, Myanmar
Full time

Job description

* Manage the housekeeping department on the manager’s scheduled days off and
all other times as required.

* Assist the Housekeeping Manager in maintaining quality control in all areas of
the housekeeping department.

* Supervise laundry attendants, room attendants and public space attendants.

* Prepare store requisition and make purchases of supplies and equipment.

* Submit requests for repair, and periodic maintenance, of cleaning equipment
and monitor completion.

» Coordinate with vendors, such as pest control, laundry services and other
outsourced services.

* Check all housekeeping staff members have arrived and find substitutes for any
absent employees.

* Assist the Housekeeping Manager in all areas of daily housekeeping service.

Job requirements:

* any graduate

* at least three years’ experience in the housekeeping field

* able to use a variety of software packages including Microsoft Excel, Word and
PowerPoint

* intermediate level in English (spoken and written)

* good communication skills, leadership skills and effective time management skills.

About our company

Mingalabar Hotel Group has been operating for over a decade and is the third
largest hotel group operating in Myanmar. It employs around 10,000 people across
its 25 hotel sites.We are recognised as excellent trainers, providing both formal
training opportunities and learning on the job, with a strong coaching record.

We also offer a range of benefits, such as freshly laundered uniforms each day,
transportation to the hotel site and a group medical policy.
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Inbound tourism:
A passenger arriving in a
country that is not where

they live for the purpose
of tourism.

Outbound tourism:
A passenger travelling out of
their home country for the
purpose of tourism.
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primary motivation for
travel is to take a vacation Business travel: Travel carried

from everyday life. out on behalf of a business, or
for the purpose of doing
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Case study: South Africa

Between 1948 and 1991, South Africa was governed by the oppressive apartheid
(meaning ‘separateness’, in the Afrikaans language) system, which segregated the country’s
races. Power and wealth lay with the white minority, in a black majority country. In the
1980s, the struggle for non-racial democracy within the country intensified with protests
and strikes. Global pressure from other nations to end apartheid came in the form of
economic sanctions. Economic sanctions are penalties that usually restrict trade between
countries. They are used to encourage countries to follow a particular course of action.
Those used against South Africa not only hurt the economy, but also severely limited
overseas tourism.

The country’s first democratic elections were held in 1994, marking the end of apartheid.
After that, things began to change rapidly. International flights to the country resumed
and international visitors rushed to visit South Africa, which presented itself as ‘The
Rainbow Nation’. Tourism numbers climbed steeply, with 10.8 million international
tourists arriving between May 2016 and May 2017.1n 1988, by contrast, the country
welcomed less than 400,000 foreign visitors.

Tourism is now the country’s fastest growing sector, bigger than mining, which was
traditionally the biggest contributor to South Africa’s gross domestic product (GDP).
(Khan, 2017)
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Tourism destination:
A place or area that relies
heavily on the economic Tourist attraction: A place that

benefits of tourism. people visit for pleasure and
interest, usually while they are
on holiday.
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» An organisation or company that
buys individual travel components
separately from their suppliers and
combines them into a package tour.
Tour operators sell only the product
they created.

D 4

» Sells tour packages from tour
operators and other separate
services, such as transport,
accommodation, attraction tickets,
activities, etc.
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Independent tour: Tourists want to travel
independently and arrange their tour package by
themselves.

Escorted tour: Tourists are accompanied in a group to
various destinations from the beginning to the end of
the trip; also known as package tours.

Hosted tour: A tour that is conducted at the destination
with the local tour operator hosting the tourists.

Incentive tour: Vacation travel arranged by or through
an employer and awarded as a motivational bonus to
qualifying employees.

Freedom tour: A tourist plans and chooses the
individual elements of their tour, which the tour
operator then books.
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Independent tour

Escorted tour

Hosted tour

Freedom tour

Incentive tour

Person A is a tourist who has just arrived in Bagan. She
contacts the local travel agent and wants to book a two-
day tour of Bagan with accommodation, activities and
entrance fees.

Person B is a UK tourist who wants to visit Myanmar
and be part of a group for the company. He wants to be
met at Yangon airport and be taken to the various tourist
destinations with activities, accommodation and meals
arranged from the beginning to the end of the trip.

Person C works in the sales team of a large company
and has achieved the highest sales for the year. The
company have rewarded her with an all-expenses paid
holiday to Phuket in Thailand.

Person D is planning a trip for his family to Kalaw. He
finds and books the hotel, transport and other services
himself.

Person E is getting married and wants to book a
honeymoon. He requests the travel agency to plan a
customised trip for them, giving them a clear picture of
the things he and his new wife want to do.
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Sport * Travelling to participate in
8 or observe a sports event
tourism

* Tourists experience the

Adventu re destination through

physical activities that

tourlsm are challenging

 Similar to adventure

EXtreme tourism but with the added

element of risk and danger;

tou rism also called shock tourism.
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Changes brought by the internet Stages in the tourist journey

Research and physical value of the trip Dreaming
are equally involved.

Tourists compare price competitiveness  Planning
of different tour operators online.

Tourists undertake internet searches Booking

of countries in order to determine where

to go.

Customers look at social media and Experiencing

review destination websites.

Social media enhances and allows Remembering
feedback to a broader audience.
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Independent tour

Escorted tour

Hosted tour

Freedom tour

Incentive tour

Person D is planning a trip for his family to Kalaw. He
finds and books the hotel, transport and other services
himself.

Person B is a UK tourist who wants to visit Myanmar
and be part of a group for the company. He wants to be
met at Yangon airport and be taken to the various tourist
destinations with activities, accommodation and meals
arranged from the beginning to the end of the trip.

Person A is a tourist who has just arrived in Bagan. She
contacts the local travel agent and wants to book a two-
day tour of Bagan with accommodation, activities and
entrance fees.

Person E is getting married and wants to book a
honeymoon. He requests the travel agency to plan a
customised trip for them, giving them a clear picture of
the things he and his new wife want to do.

Person C works in the sales team of a large company
and has achieved the highest sales for the year. The
company have rewarded her with an all-expenses paid
holiday to Phuket in Thailand.
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Changes brought by the internet Stages in the tourist journey

Research and physical value of the trip are Booking
equally involved.

Tourists compare price competitiveness of ~ Experiencing
different tour operators online.

Tourists undertake internet searches of Planning
countries in order to determine where to go.

Customers look at social media and review  Dreaming
destination websites.

Social media enhances and allows feedback ~ Remembering
to a broader audience.
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Competition: The prices of the tour operator’s competitors
will affect the final price as operators do not want to be
uncompetitive.

Seasonality: Prices may need to vary depending on
seasonal variation between high (good weather) and low
season (poor weather).

Demand: Prices vary according to demand, with high demand
allowing operators to charge a higher price, and low demand
meaning they charge a lower price to encourage bookings.
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B Wikiaines

YOUR TICKET-ITINERARY 'YOUR BOOKING NUMBER WXIKXI

Flight  From To Aircraft Class/Status

WK 2200 Montreal-Trudeau (YUL) 17:15  Frankfurt (FRA) 06:30+41 333 Y Confirmed
Thu May-04-2006 Fri May-05-2006

WK 2495 FrankfurtFRA) T1  07:50  Amsterdam (AMS)  09:00 321 Y Confirmed
Fri May-05-2006 Fri May-05-2006

WK 2293 Munich(MUC) T2 15:30  Montreal-Trudeau (YUL) 17:50 340 Y Confirmed
Mon May-22-2006 Mon May-22-2006

Passenger Name Ticket Number  Frequent Flyer Number Special Needs

(1) JONES, JOHN/MR. 012-3456-789012 000-123-456 Meal: VGML

Purchase Description Price

Fare (LLXSOAR, LLXGSOAR) CAD  558.00

Canada - Airport Improvement Fee 15.00

Canada - Security Duty 17.00  Ticketis non-endorsable, non-refundable

Canada - GST #1234-5678 105 Changes allowed, subject to availability,

Canada - QST #12345-678-901 120 no later than 2 hours before departure.

Germany - Aiport Security Tax 18.38  Please read carefully all fare restrictions.

Germany - Airport Service Fees 37.76

Fuel Surcharge 161.00  Have a pleasant flight!

Total Base Fare (per passenger) 809.39

Number of Passengers 1

TOTAL FARE CAD  809.39 Paid by Credit Card XXXX-XXXX-XXXX-1234
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Decline The DMO receives just sufficient investment to maintain
attractions and infrastructure, and visitor numbers stay
roughly the same.

Stabilisation The DMO rebrands itself as a different type of destination to
attract a different market from previously.

Rejuvenation The DMO deteriorates, as maintenance is poor and visitor
numbers slump.

Reinvention The DMO receives new investment to update attractions and
visitor numbers begin to climb.
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strategies for the destination





image53.tiff
Clear future
direction

Greater
attention to
tourism





image54.tiff
I

*Pinpointing different options or scenarios for
important aspects of tourism in the destination

|

sFollowing steps that increase the benefits of tourism

|

*Anticipating the potential negative impacts of
tourism and taking steps to avoid them

|

*|dentifying the destination’s unique assets and USPs
(unique selling points) and identifying steps to
maintain and enhance them

*Designing contingency and crisis management plans
to cope with unexpected situations.

I
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Decline

Stabilisation

Rejuvenation

Reinvention

The DMO deteriorates, as maintenance is poor and visitor
numbers slump.

The DMO receives just sufficient investment to maintain
attractions and infrastructure, and visitor numbers stay roughly the
same.

The DMO receives new investment to update attractions and
visitor numbers begin to climb.

The DMO rebrands itself as a different type of destination to
attract a different market from previously.




image63.jpeg
Identifying alternative ¢ attracting different types of visitors through varied marketing
approaches approaches

Creating the desirable high level of cooperation among tourism organisations and
businesses
* high level of community awareness of the benefits of tourism

* improving transportation and infrastructure

Avoiding the + overcrowding, congestion and traffic problems

undesirable * hostile and unfriendly attitudes of local residents towards
visitors

Maintaining + historical monuments and landmarks are regularly cleaned

uniqueness * local festivals, events and activities are supported

Adapting to the + global pandemic, e.g. Covid-19

unexpected + global economic slump
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Sustainable Tourism
in Myanmar

The Transformation by Innovation in Distance Education (TIDE) project is enhancing distance learning in Myanmar by building
the capacity of Higher Education staff and students, enhancing programmes of study, and strengthening systems that support
Higher Educational Institutions in Myanmar.TIDE is part of the UK-Aid-funded Strategic Partnerships for Higher Education
Innovation and Reform (SPHEIR) programme (www.spheir.org.uk). SPHEIR is managed on behalf of FCDO by a consortium
led by the British Council that includes PwC and Universities UK International. The TIDE project will close in May 202 1.
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Fundamental tasks Specific tasks

welcoming participants

introducing yourself

checking the number of participants
informing participants of the time
allocated for the visit

informing participants of how to
re-identify their vehicle after the visit
helping participants disembark the
vehicle

arranging any details concerning cameras,
tickets and cloakroom facilities
keeping one’s own tour group separate
from other tour groups

assisting participants into the vehicle
thanking participants.

introducing the museum

holding the interest of participants by
orientating the visit by theme
selecting the most significant exhibits
and commenting on them

allowing time for participants to
contemplate and appreciate what they
are viewing

answering questions about the museum
objects

showing the souvenirs of the museum.
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|. Guest house

2.Inn

3. Hotel

4.Home stay

5. Bed and breakfast

6. Motels

a) The most traditional type of accommodation, offering a full
range of services.

b) Mostly situated along highways with accommodation in low
blocks with close parking.

c) A private house converted into a lodging facility for
tourists. Breakfast may or may not be offered. The owner
and family often live in another building nearby.

d) Accommodations and a cooked breakfast provided in a
private house by the owner for up to six paying guests.

e) An establishment that offers travellers food, drink and
lodging. Typically located in the country or along a highway
and they are usually used for a short stay as travellers pass
through.

f) Facilitates a deep cultural tourism experience as the
guest lives with the family in their home and immerses
themselves in the family’s life.
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Traveller commoda

|. A young person on a small budget, who wants
to meet others.

2. A family looking for a three-week hire,
where they can all be together and use the
accommodation as a base to explore the
surroundings.

3. An elderly couple who are looking for a quiet
time in a rural location and a home from
home experience.

4. A young couple who are touring in their own
caravan and are looking for a place where
they can wash their clothes, shower and cook.




image81.jpeg
= THIMPHY
BHUTAN

X THAILAND

® BANGKOK

7 CAMBODIA





image82.jpeg




image83.jpeg
The tour operators were introduced to Ka Lone Htar, an inland, orchard community,
surrounded by forest and rivers, which shows off Dawei's tourism potential. The tour
operators were led by local community members on a nature trail trek through a
forest. Their tour guides used this opportunity to explain to them the traditional herbal
medicines used by the local community. They made several stops by streams for the
tour operators to dip their toes in the clear waters.This was followed by a picnic by
the river and ‘barefoot forest spa’ activities at the hot spring.

The fishing village of Tizit adds to Dawei's image as a coastal destination.There, visitors
can experience hands-on local experiences.The local community welcomed the visiting
tour operators with tea and traditional Dawei snacks.The community-based tourism
programme, which is run by trained local community guides, includes an introduction
to the life of local fishers, and fishing for shellfish. The day ended with a picnic of
seafood on the beach at sunset (ITC,2019).





