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PREREQUISITES
"gefore beginning this
Module, you should have:

¢ LEARNING QUTCOMES
completing this Modute,
you will learn to:

+ An understanding of the main business sectors of the travel and
tourism industry.

+ Knowledge of the business activities that generate income for
the travel agency. :

+ An understanding of the role of the travel agent in the travel and
tourism business cnvironment.

» Knowledge of business requirements and commercial skills nec-
essary for a travel agency to operate efficiently.

+ The ability to research, assemble and quote basic air, rail,
accommeodation and water ferry rates.

= Identify different types of tours and describe the components
and advantages of a pre-packaged tour (Unit 1).

+» Explain items included in a tour brochure and quote prices from
the brochure (Unit 2).

» Outline reservation procedures for booking tours and describe
appropriate accounting procedures (Unit 3).

= Explain booking conditions including liability and limitations of
liability (Unit 4).

Overview

In this Module, you will learn about the variety and organization
of tours. You will explore in detail custom-designed tours, inde-
pendent tours, hosted tours and escorted tours and learn about key
compenents that comprise these different tours. Next, you will
cvaluate the advantages of selling tours, both for your potential
clients and for you, the travel professional. You will then learn
about tour brochures and evaluate importa nt strategies for review-
ing the essential elements of tour brochures with clients. You will
gain insight into the key information to obtain while making tour
reservations and you will learn how to track and manage impor-
tant administrative and accounting information. Finally, you will
learn about Tour Booking Conditions and analyse relevant limita-
tions of liability with respect to tour operations .
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- vidual needs and requests a client makes with respect to the tour
_transport, meals, entertainment and similar elernents.

* (or FIT); which is short for “foreign independent tour”. The term

- and are not commonly organized for business travel. FIT’s were

. became-a more commen manner to organize and operate tours.

: Independent Tours

Custom-Designed Tours

Travellers who desire the highest degree of control over all of the
“elements of a tour will often sélect a custom-designed tour,
~Travel professionals create custom-desighed tours, usually by

working closely with the client, to accommadaté all of the indi-
elements. Some of these considerations include accommodations,
: A custom-designed tour is commonly‘refiréd to as an FLT.

FIT, however, is used loosely to describe both domestic and for-
‘eipn tours. FIT’ are almost always organized for leisure travel,

extremely:popular prior to the:1960s, when pre-packaged tours

Because FIT’s are tailor-made for the individual, they are general-
ly more expensive to operate than pre-packaged tours. Also vol-
ume discounts that are generally available to organizers of pre-
packaged tours are not available to an organizer of FIT's. Asa

result'FIT’s are not-as widely availabléias thcy“bnc% were, perhaps :
! becatise the incentives for. travel professmna]s;m,sell them has

beenreduced.: - - Lo e
- [P T B

An mdependent tour as the name implies, is a tour where partic-
ipants travel mdependently w1thout a group or puide. Participants
in an mdependcnt tour can depp.rt and return on any day and can
even adjust the length of their siay to suit their individual needs
and preferences As menttoned ,previously, travellers on this type
of tour may not even [eallse they are on a tour at all. Tt does,
however, fit the deﬁqntlon of a tour because participants are pur-
chasing some or most of their travel elements as a package.

Many mdepepdent tourp prov1de only the basics such as
round-trip, transport to the destmatlon transfers from the airport or
amva[ point and accommodatlops at a single hotel. Independent
tours are pa:tlcularly popular thh travellers who wish to goto a
resort for the, pnmary purpose of relaxation. They are alse
favoured by travellers to destinations that have efficient public
transport systems combined with a variety of local sightseeing
tours that _the travellers can choose once they are at the destina-

tion.

Frequently mdependent tours will include a rental car as part
of the tour package. Generally the car class is economy or stan-
dard, but the class may be upgraded for an additional expense.
Many mdepcndent tours wm also glve travellers the option to
select from a variety of hotels rangmg in price from budget/econ-
omy to huxury. Hotel stays can be booked any time of the year,
although during certain times traveilers will pay a premium for
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accommaodations. Travellers may also ¢lect to extend the length
of their tour beyond the original tour specifications by paying a

fixed rate for each additional night of their extended stay.

One popular:type-of independent tour is known as a fly/drive
tour, This type:of tour allows travellers to visit multiple destina-
tions during their trip and includes air transport, a car rental and

: lodging, with a selection-of. hotels, guest-houses and even farm-

houses. Fly/drive tours appeal to travellers who want to visit mul-
tiple destinations and setitheir o'wn travel pace. Frequently, tour

. operators.will make agreements with hotet chains, allowing trav-
cellers touutilise hotel properties within the chain at different desti-
‘nations. Usually,;the travellers are given a set of vouchers, one

for each night of the tour. Then; travelling on a “go-as-you-
please™ basis, they give a number of vouchers to each hotel,
matching the numbiét of hights’they stay there. For a few of these
tours, jtineraries can-be planried'in advance and bookings made
before leaving home: - However, most tours book only the first
tiight; so-the client will have somewhere to go upon arrival at the
destination. ‘Then itie rest of thé bookings are made by the clients

‘ telephonmg ahead each-day when they have decided where they
“'want w'g0. ' These: ty'pes of agreements between tour operators

and’ supphers such a‘:‘ hote]s tnake for potentially more cost-effec-

“tlvetounng N T

As'you lizve learned independent tours offer tremendous flex-

“ibility ‘and autonomy for the tour participants. Independent tours
““dre ideal for travellers who valaé the opportunity to make their

own choices and st their own'schedules. Independent tours are

‘niot, however, fof everyone.” Many travellers seek more structure

to their travel plans. For these travellers hosted and escorted tours
may be a more appropnate option.

Hosted Tours o
Hosted tours offer h—avelkers an opportumty to travel independ-

ree

. -ently, but also to receive. gtudar_xce and assistance from a host at
. cach of the tour’s destinations, Typically the host is a representa-

tive of a tour company or ground operator who assists participants

1. with the planning and organization of their activities and other

tour arrangements. The host. serves as an information specialist,

. facilitating the needs and wants of the tour participants.

Participants.in & hosted tour often arrive separately from other
partlclpants although on certajn hosted tours participants will
arrive on a. charter ﬂlght togcthcr Once the participants have
arrived, however, most, of their activities are done individually,
‘not as-a group.- Some l:\osted tours include a single destination
with a single host, while others include multiple destinations with
several hosts. On hosted tours with multiple destinations, partici-
pants typlcally receive rouud mp transfers from the airport to
their hotel, an orientation session that frequently includes one
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sightseeing trip and the- servncesrof a host in each of the destina-
tions. .- .

~ Thehost’s responSlbllltleS viry from tour to tour, but general-
ly the host will greet-each ofithe tour participants at the hotel or
airport, give them a brief orientation to the tour components and
destination and then remain available to the participants over the
course.of the tour. Host availability is also variable, but generally
the host will be available at a hospitality desk or similar area at
the participant’s hotel. e

Hosted tougs:are 1deal for travellers who want independence

and flexibility with respect to their itineraries and destination

. activities, butistillidesire the on-site guidance of a travel profes-
sional.

Escorted Tours .
‘ a_ndﬁs;m‘omrs wlll appl;ccnate th_e benefits of an escorted tour. On
} .an escorted: tour, participants travel together as a group and are
. |- alwaysaccompanied by a professional escort, who coordinates the
'} -group’s-itinerary,and activities and is responsible for making sure
all .aspects ofithe tour run.smoothly. . The accommodations, meals,
[transport and sightseeing,on.an escorted tour are all pre-arranged
and as a result the detmls and difficulties of these matters are
taken out,of the hands of the participants.
Escorted tours commonly: visit many destinations and as a
result the touryparticipants. are frequently on the move. Unlike
..independent -and: hosted tours, which frequently focus on a single
. destination, escorted tours often stop in a different city every
_night. ; Travelling between the sightseeing stops is generally done
_ in a;motor-coach. . The participants do not select the individual
hotels during their stay, but rather select a level of accommoda-
tion when they purdhase e tour package. For example, a partici-
I pant-Gan séldot fromi 'Budget!Value hotels all the way up to
PremlumiDelu.xe accommodaubhs and once selected, all partici-
pants'on the tour will stay in he'same accommodation,
- Escorts Sommanly provide a wide variety of information
- throtighgit the wlif, but' at fimes local tour guides, who are
experts on specific-régions of tour features, will be utilised to pro-
- vide more-detailed information fo the tour participants. These

& e . .
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'pdr'ueﬁts blf most tours.'

Generally, participants in an escorted tour travel together from
the time the tour begins until the time the. tour is completed.

. However, many tour companies now fecognise the need to give
Jparticipants some measure of flexibility during portions of the

tour, . As a result, some escorted tours now offer what are known
as modules, which are choices of tour variations during certain

.segments of the tqur; For example, rather than selecting a 10-day

tour of ltaly, participants can choose how they spend portions of
their tour, such as threé'days'in Florence, four days in Venice or
two days in Rome:

“.Far travellers seeking great independence and ﬂElel]lly,
escon_'ted tours will probably not be the best choice. The group
itinerary comes before individual needs, When the motor-coach
is set to depart, all participants must leave. However, for trav-
eliérs who want convenience and do not wish to be bothered with
organizing travel details, escorted tours are a logical and popular
choice. With'the addition of miodules, in some ways the distinc-
tion between hosted toursand éscorted tours.is less clear. The

.blending of categories-also means that escorted tours witl likely
: appeai toa w1der range of travellers.

Whether custom-designed of pre-packaged, there are hun-
dreds, -if not thousands, of types of tours. The number of

" tours available gives travellets an excellent variety of options

to méet their travel needs. Choice and flexibility are key com-

I

) True or False: On escorted tours, the tour participants typical-
ly stay at the same lype or quahty of accommodation.

2) Wh:ch of the followmg lS not an example of a pre-packaged

tour? .. O
‘h"ost'ed'tour

B escorted tour

C. independent tour

D custqudcs1gned tour

“guides-are also reférred to a5 step-on guides, which as the name

* sugpests ‘are specialised guides who “step on” to the tour tem-
poratily to'¢onduct a portion of the tour. For example, step-on

" ‘guides can be utilised to lead the participants on a city tour or
through an dri gallery or museum. Some cities even require that
licensed, local, tour guides conduct all sightseeing tours. In this
way some level'of quiality control is assured and tour participants ;
benefit by receiving'a guide with specialised training. 4 |

....... .| Applying Your Learning at Work

amafiswenan L LR s R L P P P T PR

Make a list of ybur'hobbies and interests and those of your business
"assodiatés and friends. “Ask yourseif how each of these might translate
“into tours. What types ‘of tolrs corild be applied to each of the differ-
ent intérdsts and hobbies you found? How might you custom-design
or pre-package a tour surroundirig "t‘e‘ach of these hobbies or interests?

168 Tour Packages 1 Unit 1: Types of Tours and Tour Components 169
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1.3  Pre-PACKAGED
Tour COMPONENTS
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Now that you have gained an understanding of both custom-
designed tours and pre-packaged tours, let us explore the compo-
nents or elements that make up pre-packaged tours. There are
many possible tour componentsand these wilt vary depending on
the objectives of the-tour and-the underlying budget. Certain ele-
ments, however, aré basic to most fours; these include transport,

) accommodanon' ltmeranes sightsecing and meals.

Transport

Virtually all tours mclude transport as part of the tour package
‘Transport; for tours comes in:many forms and may include air, car,
motor-coach, train or ship to name the most common forms.

... ' Frequently, modes of transport are combined or used sequen-
tially.to achieve-the objectives of the tour. For example, there are
fly/drive tours that use a combination of aeroplanes and rental

- cars. Some tours offer fly/cruise packages, wherein the travellers

+fly to a port of embarkation and then board a cruise ship for most
of the tour.

- Other commonty 1dent1ﬁed types of tours feature the name of
the dominant mode of tra.nspo;'t. For example, a rail touris a
tour whose primary mode of transport during the tour is by train.
Perhaps the most widely recognised form of.touring is the, moter-
coach tour,.which.as the:name implies, utilises buses or motor-
coaches to move pasticipants from destination to destination and

 to visit sightseeing attractions along the wéy.
lncluded in transport,are transl‘ers, which is any mode of
transport that shuttles participants from, their point of arrival, fre-
quently an airport, to theu' first: accommodahon ‘typically a hotel.
Transfers however, are not limited to transport between airports
and hotels. Virtually any type of transfer is poss1ble suchasa

shuttle bus between a rallway station and cruise ship.

BT

Accommodatlon ]
Vlrtually all pre-packaged tours that are longer than a single day
in duration mclude some type of accommodation. Accommodations
range from a élmp!e 1ént to 1uxunous hotels and resorts, and as
such can be tailored-tofit almost any traveller’s budget.

Typxcally, participants.choose accommodation from different price
ranges, On escorted tours, the tour participants stay at the same
accomrnodatlon, and thlS fact warrants special consideration. If
the accommodatlonas a hotei “thv»property must be equipped to
handle groups The hotel must'be able to regtster groups offi-

AR clently, serye group meals and provide rooms. that are similar in
_ size and qguahty This Iast pomt deserves specnal attention,

because few things are more upsettmg to a tour participant than
ﬁndmg out that his or her nelghbou.r has a significantly nicer
room. _Remember tour partunpants are all paying the same price,
s0 accommodanons should reflect that fact.

B TR . N
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As a travel'professional you should pay particular attention to
accommodation when booking tours for your clients. Travellers
often place a high value in having accommodations that suit their
particular tastes ‘and needs. Remember roughly one-third of the
tour will be spent in a hotel or similar accommodation; therefore
it is 1mportant that this aspect of the tour be to your client’s satis-
faction. Other aspects to consider include availability of transfer

e
_ ‘scmces, parkmg and dccess for the motor-coaches, proximity to

mgi-ltseemg attractlons and accessibility for physically-challenged

) or handlcapped tour paxtlcupants

Itlnerarles;, e — :
. Selectmg a toor wnth an appropnate itinerary for the mdmdual

s

- The. elements of. an 1t1nerary include the route, distances, travel
- times; actmtle;;;and sightseeing during the tour.

Helping a client SEIC% a tour with an appropriate itinerary is
an essentlral function fora pmfesemnal travel agent and is an

effectwe way to galrn chent trust, Happy clients are also more
) llkely to. use your ; serv1ces in the future and to refer you to their

PR EPH

) fnends and busmess assoclates _thereby generating additional rev-

enue.
Norrri

;fzw'hen considering tour 1t1neranes it is helpful to understand

" some basic gmdehnes whmh may be broken down into five cate-

Es Pace, Routmg }nte'rests Details and Energy (P.R.ILD.E).
An explanation of these categones follows:

1Pace ;Pacmg refers to how quickly or slowly an itinerary

- moves. . Providing ascomfortable pace for clients is essential to
theusen)oqun wof the-tour.” A client’s agé and health. should

1 be! when determining whether a tour’s pace is
ér.clients-often prefer to stay two or more

- thus. reducing the need for constant pack-
,enemlly, younger énd healthier clients

i Ve, ata: fas;e;: gpace but this is not always true and each
chent shouid be gonsmered on an mlelduaLbasm

T thnever possnble, ;tow: robites should avoid baek—trackmg,
LA doubllng ha\:ko:r rpoting»a client in cirelés. The hub and
spoke;ron ing has becomeincreasing popular for inotor-coach
1 _lth thls type of routing, travellers stay at a central
ti;oati ] fa‘ motor-coach to surrounding destina-
tig'"z diifihg r‘eturmng to the central destmatlon at

: ,11\
,I LS Lht{ ,5‘ . ; :

R - [T

1. InterestS' <One;very signpificant way to add value to your

= ‘g,,clients’ tourisite match their interests with corresponding
- -activities and attractions.along the way. To do this effectively,
you must talk to; your client and listen carefully to the types of

Unit 1: Types of Tours and Tour Components 171
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activities and the manner in which they describe their inter-
ests. Determining and matching interests takes practice and
tour-destination expettise, but the extra effort it takes to prac-
tise and learn will be rewarded in the form of client satisfac-
tion.

Encrgy Finally, matchmg the energy level of the client with
the encrgy lcvcl and intensity of the tour itinerary is another
way 1o assure ‘the overali success of the tour. When consider-
mg th1s aspect it is 1mportant to take note of how much walk-
"ing certain tours reqiiire, whether or not the client is travelling
alone or with a fafiily that includes small children and what
type of toiir experience the client is looking for. Get a sense of

" your cliesits’ energy levéls, listen to what they tell you they
want, dnd then hélpithet match the tour itinerary based on
your observatmns and: cxpenence

Slghtseelqg .

Many tours mclude some type of sightsecing. Some tours, particu-
larly cscortcd tours may have itineraries that are packed with
Slghtsecmg On an mc(ependent‘tou.r or hosted tour, tour partici-
pants: generally receive mghtscemg vouchers and admission tick-
.ets o featured a;t}'acnons 'm advance. On an escorted tour, the
escort will generally retain the vouchers and distribute them to the
tour pammpants atthe appropnate time. This has the added
advan,tage to the pammpants of climinating the responsibility and
hassle of kcepmg track of vouchers and tickets. At times on
-escoftéd tours, sightseeing attractions will be added along the way
depending upon theinterests of the tour participants,

#The tourcompany ‘prepays most sightseeing attractions.
However, when attractions are added or in certain cases when the
vouchers:or adthissions dre not available in advance, the tour
escort is responsible for obtaining the vouchers. This is usuaily
accomplished by havmg ‘the escort precede the group and pay the
ad.mlsswn fcc at the pomt of ’entry

Meals

R

" A wide range of meal plans is availablc on pre-packaged tours.

The fevel and type of plan is one of the factors that significantly
affect the:price of a tour.’ The following is a breakdown of several
types of plans that are.commonly found as part of a tour:

. ‘ Eu.ropean Plan Thls typc of plan does not include any meals

" and, presents asi gmf cant saving to the tour operator. Under
this type of plan, tour part|c1pants are required to pay for all of
their own meals,

*< Continental Plan: With this type of plan, tour participants
receive'a daily light breakfast such as bread, jams, fruit, cere-
al, coffee and-ted. ‘Continenta] plans vary from country to
country; however, and in certain countries a more extensive

?‘g‘ @E Internaticnal Travel & Tourism Training Programme
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rienuis available and may include meats, cheeses and even
boiled eggs. -
» - Modified American Plan: Tour participants, under this type of
. -plan, receive breakfast and one other main tneal, usually din-
ner.. Dinner can be either the midday meal or the evening
meal depending on the country and.tour. Begause of the vari-
- ation surrounding the term “dinner”, it is important to clarify
the hour of day involved and explain it to your clients.
* 1 1 American Plan: With this type of plan, tour participants
receive all three daily meals as part of their tour package. The
-American Plan is common on cruise ships and tours that visit
more remote or isolated areas,

*. Bermuda Plan: Tour participants, under the Bermuda Plan,

‘receive a full cooked breakfast, but. no- other meals are provid-
ed

It is ilmpo'ftalnt ‘to nioterthat dhe way tour operators save money
is by reducing or climinating meals that are included as part of the
tour. The type of meal is also an important consideration in tour
cost. For example, a tour operator who offers five lunches and
five dinners as part bf the package is offering more than an opera-

“tor who offers ten breakfasts: Similarly, a-tour operator who

. allows:participants unlimited menu chfnccs at a destination is

offering more than one who restricts the pamclpants to a selection
of three main dishes or a set menu. It is important to pay atten-

"tion-to thiesé details*when bobking a tour for a client, because

inclusion'or exclusion of meals can be an important consideration
for a che when bookmg’a tour.

« | Sightseeing is,a key ingredient in most tour recipes,

unit 1: Types of Tours and Tour Components 173
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- Additional Tour Components
In addition to the key tour components discussed above, there are
many other elements that can be included in or excluded from a
pre-packaged tour. Some of these components are gratuities, bag-
gage handling, service charges and taxes. Many of these items
‘can be of real value to the client, primarily because including
some or all of these items simplifies the tour details from the
client’s perspective. . Other elements might include promotional
gifts, complimentary drinks or a-welcoming event or reception,
Typically, these itenis are of less value overall to the client than
the items mentionéd previously,

The rnam components of tours are transport, accommoda-
tions; ‘itikraries, 51ghtsee|ng and meals. These elements may
not be included in every tour. However, they are the key
,lngredlents for most tour recipes.

_-_x,_TLagorFalse PRI,
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1Y When:a'tour. offers the “European Plan”, participants receive
o all three daily meals as part of their tour package.

P x t,
2) On a “hosted tour” partlmpants travel together as a group and
‘ rare,aprys accompanied by a professional escort, who coordi-

na;es the. group’s’ mnerary and activities and is responsrb[c for

Begause many tours are planned and operat-
N Ll . .
ime schedule, they are very time-efficient.

by to travellers who are tourmg a part of
the' world with which . they are totally unfamiliar and in areas

where they do not speak-the language.

W

£

i

" -3} Ease and Convenicnce, Because on most tours the compo-

nents are pre-paid and packaged together, it makes arranging
-and'understanding details of the experience much easier for
the clients than if they had to arrange the details on their own,

4) Cost Savings. Because tour operators and suppliers have
access to tour components at a wholesale cost, there may be a
cost savings to the tour participants.

ess” Tlme in Planning. Because many elements of a tour are
e—arrangcd tour pammpants spend less time planning their
~trip than other types of travellers. In.a world where time is
cquated with 1 mongy, this advantage can be significant, partic-
"ulatiy to trave]lers who have limited personal time.

6) Easier and Safer Niche Travel. For clients seeking a niche
travel experience such as river rafting, mountain climbing or
an African safari, a tour simplifies the details and affords the
tour participants much greater saféty and sécutily than doing

i ‘the §ame ltmcrary on the1r Own.

i ‘-:1 ‘

7} Social.. For many travellers tours offer a ready-made social
s1tuatlon with a group of people, who by virtue of the fact that
tHey are on thé same tour arc likely to have sirmilar interests.

. Fot:this: Teason, many tours are targeted towards special inter-
ests and to certain profiles such as singles or senior citizens.

Clients aren’t the only ones who benefit from the sale of"
tours; the travel professional who markets and sells tours benefits
as well. Some of these benefits include the following: -

) IProﬁt Pitential. - Bécause tours mclude ‘a vancty of travel
[RFRTSSH

"Componients, ‘eiich of Which will include an agent commission,
"'+ selting tours offers’a far more atiractive profit potential than
_]ust selhng a piece of the travel arrangements such as air tick-
ets or accommodanons

2). Customer Relationship Development. A travel professional

-t~ whonsetls tours, and particularly one who accompanies the
tour participants on some or all of the tour, stands to develop
more mcaningful customer relationships than an agent who
metely sells a quick airfare.

3) Repeat Business Potential, In general, custorners buy prod-
ucts from people they know and trust. The same is true of
travel products. Because tours offer a high level of customer
satisfaction, clients whe book tours from you and are satisfied
will be likely to request additional services from you in the
future,

Unit 1: Types of Tours and Tour Compoenents 175
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| -4). Provide Real Client Value. Travel clients appreciate value and
choice. As a travel professional who sells tours, you can pro-
vide both value and choice to your clients with a single prod-
‘uct. By providing-this service you are more likely to gain the
lasting confidence and trust of the client, which will ultimately
‘translate into additional revenue for you as well as a feeling of
professional-pride.

. Tours offer wonderful advantages to both clients and the
travel professnonal Partu:lpants save time and money, realise
a hlgher Ievei of securlty and safety, and have the opportuni-
ty o meet new, g'lends Agents can make rore profit, devel-
.op, cl'oser custnmer relationshlps and provide excellent value
" to their clients.

LY

FTRRTN S

1.5 . . .SUMMARY. |

.....

L
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1) Which of the following could be considered advantages to
..clients who decide to take a pre-packaged tour:

A 1ncreased secunty

Dy tae
B, ease and convemcnce

. C. - less time.spent planning
' D.7alt'of the dbove '
o

In this Unit you leamned about the definition of a tour, explored a

i bqef hlstory of. tourmg and :dentlﬂed different types of tours.

You ot an overvww of custom—desngned tours, independent tours,
posted tours and escortqg toqrs {Section 1.2): Then you learned
about pre~packaged tour, components including transport, accom-
modations, 1tmerancs snghtseemg and meals (Section 1.3).

t- - Finally-youdearneid about:the advantiges of selling tours both for
st 1 the clientland the travel professional (Section 1.4).
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Tour Brochures and Price Quotations

LEARNING, OUTCOMES

By.completing this Unit .

you will be able to:

2.1 OVERVIEW

.

22 I(EY ASPECTS

OF A" TOUR BROCHURE
s e P

Je

. Iden_;ify. and explain key items in a tour brochure (Section 2.2).
= Learn the basics of price quotation from tour brochures
(Section 2.3).

In this Unit you will gain an overview of how to understand and
use tour brochures as part of your sales process. Key aspects to
consider, when discussing a brochure with your client include cost,
itinerary, group size, pace, single supplements, terms and condi-
tions and consumer-protection. Then you will learn about impor-
tant factors affecting the-cost of a tour such as pre-tour transport,
accommodations, sightseeing and attractions, cccupancy rate and
travel.insurance.

With literally thousands of tours to choose from, selecting the
right.tour for a client.is no small task. Getting to know your

. clients and identifying their needs and wants is part of the

process, but knowing about the tour product is a key ingredient as
well. For the latter part of the process, the tour brochure is an
essential part of your sale§ tool'kit.

: Tour brochures:vary front simple one-colour leaflets with
basic-inférmation to elaborate colourful booklets with detailed

- photographs, maps, and related materials. As a travel profession-
- -4, it is important-for you to.become familiar with tour brochures,

understand their key clements and be able to transfer that knowl-

“edge toryour clients in a friendly and efficient manner. Consider

" the following ideas for assisting your clients with tour brochures:

+  Before you pfésent any brochures, qualify your client. Talk to
them about tours and most importantly listen to them to get a

., thorough understanding of their needs and wants. Only then

.- -should you consider introducing a brochure.

< Offét clients one or two brochures that seem appropriate,
bascd o your assessment of their needs and wants. Tt is often
helpful 0 mark key' clements of the brochure with a high-
hghter éo that the lmportant points will stand out as the client
reviews the brochure at a later time.

« 1 -Golover the important elements of the brochure with the client
+ -dnd niake sure you have a sense that the client understands the
'key pomts
" 1
Encourage your clients to read and familiarise themselves
» with all-aspects-of the brochure. Understand, however, that
most clients will not read the detailed provisions of the
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4) Pace. Just as tours comc in many different sizes, tours also
come in just about cvery pace imaginabié. Determining an
A - appropriate pace for your clients is essential to their overali
e enjoyment of the tour. Determining pace can be tricky and
there are many factors to consider such as your client’s age,
health, interests and tastes. Make sur¢ you check the tour’s
itinerary carefully to determine the tour’s pace and whether or
' not it matches your client’s tastes.

brochure. Therefore it is bereficial to both the ofient ahd to
you to review the key provisions of the brochure with your
client. Areas that are particularly important to cover are*what
| is included in and-excluded from the tour, the cancellation
policy, the limitations.of the operator’s liability and responsi-
bility, imporant rates, fares and taxes, and the deposit and
payment schedule.

r=
1. -

One way to make sure you cover all of the appropriate materi-
al in a tour brochure withyour client is to develop a check-list of
items to cover in your initial meeting and follow-up conversa-
tions. This doesn’t mean‘thasiyou will necessarily have the physn-
cal check-list in view of youir clicats while you are dlscussmg
‘tours with them. However, ‘once you commit the check-list items
t0 memory you can’go'béack after the meeting and mark the items
off the check-list, Following a procedure such as this will allow
you to deliver a more consistent sales approach, which will proba-
bly increase your effectiveness 4s a travel-salés prcf?é’samnal AT
list-of suggested points for your check-list follows. With expeni-
ence; you can tailot the. Ilsrto best suit your persotial needs and
busmess practmcs P

i
f

oo sl 8) Terminology., Make sufe your clients understand the language
and terminology used in the brochure. Also make sure they
realise that there are significant differences in terminology
betwccnicountnes Ask them if they have any questions.

6) Smgle Supplement If a client is travelling alone, make sure
he or shé understands about single supplements. You don™t

want inexperienced clients to take the double occupancy rate

"o e e . and divide by two to calculate what they think they will pay.

' Point out tlig single supplement rate in the brochure and make

sure they understand how it will affect their tour price.

i 7) Consumer Protectiofi: Check to see if the proposcd tour is a
meriber of any organization that offers a consumer protection
plan. If a plan is offered, make sure you identify this point to
your client and explain its significance.

i Tour Brochure Checkllst
1) Cost. Make-sure you fully explain what is included in the
il o . price of the tour and what is-excluded from the tour. Clients
; ( N ' " will greatly appreciate not-encountering surprises along the
] | B o . way.: You don’t want your clients 1o arrive at a destination
i . expecting a complimentary, breakfast only to discover that
they are expected to pay. Arcas to cover include airfare,
meals, transfers, accommodations, s1ghtseemg, attractions,
gratumes and taxes.

&) COUdlthl‘lS: Clients generally won tread the ﬁue prmt

g

¢

helping them select at'itinerary. To'do this effectively, you |1 A e 9}“ Questlona Make siire you “nswer all of your client’s ques-
i . pons! Rememlae}- tche sales: {progess involves listening, and
entlfym and respondmg to cllent needs and wants Make

M . “ ‘ 2) Itinetary. Understand‘your clients’ interests and desnes when
i

must spend time with clignts and listen to what they tell you,
A : : . Too often in sales, the salesperson will try to sell blindly,

i . withouit listening. Thls can result in unhappy clients because :
iF o ) - .ultlmately thelr rieeds won't be met. " When considering itiner- i
L

i |

i

f]

AT R et e

aries, ask clients questmns about what they want to see and
‘ how they : want to expenencc it.

’ Understand that 4 tour bn:)t:hurei |s a sales tool. It should not

3) Group‘Slize.w B_e sure to ask your clients about the size of be used-as an advertising toal. Too many.agencies send
group with which they are most comfortable. If a client is . - / brochures mdtscnmlnately to cllents ‘This results in ¢onfusion
R - and I ers sales results Quahfy your clients, follow the

looking for a more intimate experience, he will probably not

be happy with a tour that has 16 motor-coaches. Tours come
in many different sizes and it is essential that you match your
~client with an appropnate group size.
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STUDY CHECK
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2.3 . TOUR BROCHURE

-'PRICE-QUOTATION
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4} Which of the following items is worth going over with a client

1) True or False: 1t'is generally not necessary to go over key
points in a tour brochure as most clients, themselves, will read
the detailed provisions of the brochure.

2) True or False: When assisting clients in choosing an itinerary,
it is important to ask the clients questions about what they
want to see and how.they want to experience it.

3) True or False: The terin “single supplement” refers to a sur-
charge placed on single travellers by tour operators as a result
of a single person’s tendency to cat and drink more than a
married tour participant.

“while reviewing a tout brochure:
A. group size

.B. itinerary . .. ..
“C.cost -

D. all of the abové_ ‘ -

One of the most 1mportant considerations for many clients when
sclcctmg a tour 1s the tour’s price. There aré many factors that
will affect a todt’s pt;xce an ‘most are generally listed in the tour
brochure and its bupplem ents. As a travel professional who sells
tours, you must be able’ to interpret and explain all of the relevant
information concering the price of a tour to your client. Some of
the vmost common factors a_ffectmg tour price are as follows:

1) Pre-Tour Transport All tour participants must arrive at the
the scheduled time in order to begin
whlch a participant arrives at the
dcparture pomt will afféct the cost of the tour. If participants
must fly from their home to get to the departure point, it witl
be more expcnswc than if they s:m;'ylj( need to dnve across
town., :

2) Accommodation. One of the single lirgest expenses in the
cost of a tour is the type and quality of accommodation. Ifa
tour participant chogses (o stay in a hotel in the Budget cate-
gory, then there will ltkely be a significant cost savings com-
pared to staying in Deluxe or Luxury hotels.

oo AT A SR VR YD S bt ittt
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3) S:ghtseemg and Attractions. Anothér factor that greatly influ-

: ences’the cost'of a tour is the type and number of attractions
and features included in the tour’s itinerary. Clients can
economise by selecting lours that offer sightseeing and attrac-
tions that match their budgets. For example, a client who is
trying to economise on a tour of London might want to avoid
a tour that.includes evening events such as symphony orches-
tra performances and operas.

4} Accommodation Occupancy. Most tour prices are provided as
.a per. person, double occupancy rate. This means that each
, person will pay this rate when sharing a roem with ancther
~ person. In other words, the cost of the room is double the per
_person, ‘double occupancy rate. It is important to explain this
‘concept to your clients so;that they are not under the impres-
sion that if they travel alone they will pay this rate. Many
tours offer a single occupancy rate for participants who are
travellmg alone. The additional price paid is called the single
supplemcnt and frequently represents a 50% surcharge over
the per. person double- occupancy rate,

3) Travcl Insurance. Mahy tour operators offer optienal travel
insurance to-cover a variety of circumstances. This optional
_insurance will affect the price of a tour but can offer T peace of

'mmﬂ 16 the tour pammpants Examp s of travel insurance

'coverage mclude tr1p canicellation’and interruption, travel

© delay, 'loiss or damage of baggage and:travel documents, emer-
gency medical expense; medical transport expense, and acei
dental death and dismemberment,

1 The typeiand mumber of attractions in & four car greatly affect its ct:st. Make
sure cliengs select tours thal match their budgets.
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Appl, ying Your Leammg at Work
Take a tour brochure and read its contents cover to cover. As you read
the brochure, make an putline of the key components discussed in this
‘Unit. Identify the key items and characteristics of the brochure. Study
¢ ]rand-outline the type of pricing provided by the brochure.

There are many other factors that can potentially affect the

tors as posstble with your client before bocking the tour. Clients
will apbrcclatc yotr honesty, particularly when it comes to finan-
'cial matters surrotniding travel. Nothing is more certain to dis-
courage repeat business from a client than a financially dishonest
transaction. Remember that clients generally expect and appreci-
afé value when it comes to travel arrangements, By providing
vaiue when booking touits for your clients, you will build a loyal
cuistomet base that ultimately encourages repeat business and
referrals. .

o "':I(ET‘E)rr;L‘e“;a(:ningthint 1 The cost of atouris dete.rmlned by factors such as the type of»

. h transport quallty of accommodations, quantity and quality o
Fiat i
saghtseelng and attractlons. type of occupancy, and travel

|nsurance

re\q

1 ltmerary, group snie pace smgle supplements, terms and condl—

. tigus a ] t n{Section 2.2). You then learned

-about 1mportant factors afféctinig the cost of a tour such as pre-

- tour transport, accommodations, sightseeing and attractions, occu-
pancy rate and travel insurance {Section 2.3).
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cost of a tour, and'it is appropriate to review as many of these fac-
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. Ed Reservation and Accounting Procedures

LEARN!I\EG OUTCOMES . Outlme reservat;on proccdures for booking tours (Section 3.2).

By completing this Unit | * Describe. appropnate accountmg procedures (Section 3.3).
you will be-able to: BTN

3.1 OVERVIEW | In.this Unit you will leam about details you should cover with

: your client and, tour operatgrs 1o ensure a proper reservation of a
tour for Your client. You will also gain an overview of tour
admmlstratwe and. accountmg pmcedurcs including a check-list of
points a1d in the development of a tracking system for adminis-
trative, and accountmg details.

3.2 TOUR Once a client has been quahr' ted and informed and is ready to pur-
RESERVATION chase a'toiir, you will need to 'make a réservation. "Depending on
your Iocatlon and‘that of the tour operator reervations can be
PROCEDURES made éither dircitly with fhetour operator,or with a sales agent
for the tour operator. In'either case, the actual transaction will
normally ocour over the telephone or through your agency’s com-
puter reservation system. Increa.smgly, the Iutel;net.ls prov1dmg
. another reservations  channel. Whatevqrwmethod you usc the
‘same’ Pasic’ mformatmn will be exchafiged with the tour operator.
Makmg ‘tour rescrvatloné for a cliénts not extremely difficult,
but ad'with most aspects of the travel business, developing a sys-
temn and sticking to the system can greatly improve your efficien-
ey and accuracy asa tmvelngent Accuracy is important because
“it will help reduce errois:Errors an be embarrassing and costly,
' [+*both infindncial terms and-in terms of your professional reputa-
tion, The followmg i5 a list-of details you should cover with a
~ tour operator and/or, the tour ‘operator’s sales agent when you
"maké a reservaﬁon for & cllent

13 Your full name and the. name of your agericy or orgamzatmn
‘Many tour operators will maintain your name and that of your
agency in their computer systems, thereby facilitating this part
of the process. .

“oee L2y flame drd avallab:llty of the tom‘ that your client wants to
: S e e take, :u..um; il ATy
TR T 11

3‘ The dates of thc proposed-tour Y e

S

S 4) The full names,’ addresscs and any other relevant contact
information, such as: phonc and fax numbers, of the tour par-
ticipants, .

5) Air transfcr mformatlon this information should include the
' clilenf:s gateway c1ty whlch is the city from which they will
dcpart and also detaﬂs of the city from which they will return
at the conclusmn of the touf.
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' 6) Any special requests or situations: Speciél reqiiesits;’"“an& Situa-

tions would include special meal prefererices, medical or
health conditions; allergies; physical disabilities or challenges.
It could alse include ‘anniversary, birthday or matrimeny plans
as well as any other important positive information.

Because your time with the tour operator or. tour agent will be
limited, if you are usmg the telephone it is itportant to take
detailed notes abouit the rnatters discussed durmg your conversa-
tion. Tt is also very 1mpor{ant to'get the name of the representa-
tive with whom you spoke ‘and'set up the reservations. This will

"facllltate any changes aud ehmmate guesswork if any problems

arise dunng the reservation and ticketing process.

. -
It.is essentlal to develop- tmplement and follow-up on a sys-
tem for booklng tours, .'= his, w1I1 greatly |rhpr'bve the efficien-
<y and accuracy of managmg ‘the accounting-and administra-
tive process. i ;

i

#H
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3.3 . - TOur
ACCOUNTING
PROCEDURES

184 Tour Packages 1

1) Truear False Developmg and sticking to a system can greatly
’ 1mprove your cfﬁc:ency and accuracy as a travel agent when
makmg tour reservatlons for clients.

113

‘ ‘2)4 'Whi‘ch'pf the”fqlllowing:is_ én_ example of a client’s special

- ¢ 'Tequest or, condition thatshould be discussed with the tour
. operator at the time the reservation is made:

" A. special meals
B’ phys:cal dxsabﬂttles or challenges
C. allcrgles ‘

D, all of thg above

- Keeping.track of-both the administrative and financial details of

the tour bookings you complete is an essential function of an
orgamzed and effective travel professional. Just as you developed
a’system for trackmg reservénons, you will want to develop an
appropriate system forztracking accounting and administrative

¢ |« procedures, ot oosisson .

It is important to estabhsh and formahse -your relationship as
an agent for thc .four pperator. Most established tour operators
have automa ms ‘for, reservations and these systems are
hnked to majbr Global D1st§1but10n Systems. However, not all
operators WIll have auf.omated systems, so in certain cases in may

Key Learning Point

be necessary to perform acuountmg and administrative procedures

-manually. In eithét case, it is lmportantaro establish written agree-

ments with tour operators with'whom you do busiricss.

*. Tour.operators have different policies and:procedures regard-
ing key administrative and accounting procedures such as reserva-
tions, deposits, refunds and commissions. Familiarising yourself
with the operators® key policies and developing a tfacking system
that takes into account these different procedures. will help make
your interactions' with both the tour operators and clients more
effective.

It will be helpful to develop a tracking system that contains
the following types of information:

1) Number of passengers booked on:the toyr .
2) Date pgsééngerg; were booked on the tour
3) Date and amount of initial deposit

4) Date final payment is due

5) Rates for various tour participants

R Ay e
6) Document delivery dates

t..7) Your commission for, tour sale

8) Name and contact mformatmn for tour operator’s representa-
“tive

Although tracking accounting and administrative procedures is
not the most glamorous aspect of the travel profession, it is
extremely important. Because today’s business environment is
fast-paced and competitive, travel professionals who spend the
time initially in maintaining proper records will ultimately save
time, thus allowing them to focus on the aspects of the travel pro-
fession that they find most enjoyable.

Make a point of accomplishing the following three key tasks
every time you make a tour booking:

Get a Name. Keeping track of clients and names of interme-
diaries with whom you deal during the reservation process
will make your job easier.

Get a Number. When booking reservations, ask and make

! note of any confirmation numbers,

Get it in Writing. Whenever possible ask for and get the
arrangements in writing.
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App]ymg Your Leammg at Work

.................................................... dverirnnan

This. Unit covered many of the most |mportant aspects of reservation
and accounting procedures.  Apply what yoy have learned to your
work situation. Design a tailored, written plan for the handling of
reservations and accounting procedures in your agency. If you do not
work for an agency yet, create a theoretical plan based on an agency

that specialises in escorted motor-coach tours.

i

STUDY CHECK . '« Trué or False

| 1) Tour operators have identical policies and procedures regard-
ing key admmlstranve and accounting prooedures such as

SUMMARY n this’ Umt you learned about details to cover with your client
and tour‘operators to ensure 4 proper reservation of a tour for
your client (Section 3.2). You a[so gamed an overview of tour

“administrative dhd’ Accountitg procedures including a check-list of

. ‘ pomts to aid in the development of a trackmg system for these

details (Sectton 33).

186 Tour Packages 1

.I!’-“
2% 25
JATA m

International Travel & Toursm Training Programme

n Tour Booking Conditions. and Limitations of Liability

LEARNING OUTCOMES.

By.completing this Unit
you will be able to:

41 - - OVE.RVIEW

4.2 Tour -
Booking CONDITIONS

. Dlscuss ttour bookmg conditions and associated ltability
(Section 4.2).

» Analyse limitations of liability associated with tour bookings
(Secg'cm 4.3). .

4 i
In this Unit you will:learn about tour booking conditions includ-

ing those features that are excluded from or included in the tour,
deposits and payment schedules, cancellation and refund policies,

‘and tour brochure fares andrates. Finally you will gain an

overview of limitations of liability by analysing 2 tour operator’s
“Responsibilities™ clause in'a Tour Booking Conditions section of
a tour brochure.

. When clients express 'interest in-a tour, they are primarily interest-

ed inthe features of the tour. : These features include itineraries,

accommodations, points of interest, attractions etc. Unfortunately,
* while features are ceftainly the most interesting aspects of the

tour, they: are not the only, aspects that affect the client. An equal-
ly 1mportanf sct of circuimstances is the “Tour Booking

- Corditidn "’or “Terms and Conditions™ as they arc sometimes

' called, which are generally detailed in the back of the tour
brochure. 'I'he followmg are key points that are generally covered
m the Tour Booklng Condltmns

Included and Excluded Tour Features

The marketing-portion of a.tour brochure can be misleading. If
clients read only-the broad descriptions of the tour, they may be
disappointed 6t surptised when the actual events of the tour

- unfold.! Forthis reason; it is important to cover the features that
-aretincluded in or excluded:from the tour, Examples of thesc fea-

tu'res meludd: -~ . Y
* The number a.nd types of meals that are included in the tour
”*package .
+ #Thé types of mghtseemg and attractions that will be visited
. Thig'manner in - which they will be visited, and gratuities and
- taxes . o

:+ + Many tours have optional .or “add-on™ components and if

‘|- clients choose to participate in these add-ons, they will need to
.| ;budget accordingly.. Unless a tour brochure clearly states that a
- feature is included, it is safest to-assume that it is not. Of course
-the most reliable way s to.check with the tour operator or tour

supplier directly to-answer definitively any client questions con-
ceming features. Examples of items that are frequently excluded
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by tour operatots are customs and immigratior fees, airport or

port charges, city taxes, laundry services, food, beverages and

- gratuities not specifically included in the tour’s itinerary, sou-

venirs and other personal items and effects, medlcal expenses and
certain types of transfers. -

Deposit and Payment Schedule

All tour operators will require a deposit and a subsequent pay-
ment, i a timely manner, of the balance-of the tour costs to
ensure a proper booking, Many. tour companies will require the
deposit within 7 to 15 days of making the initial tour reservation.
The balance-of the payment is.generally due no later than 30 to 45
days prior.to the beginning of the tour. The deposit and payment
schedule,vary according to each tour company’s policies. Timely
payment and meeting key deadlines are essential to ensure that a
client’s reservation remain in effect. Failure to meet key dead-
lines will probably result in penalties or cancellation, both of
which are detrimental to you and your clieit. After key deadlines
such as the!final payment haye passed, ro)urwpperators may, still |
accept reservations from prospective tour pamf:lpants But they "
will generally require payment.in full immediately.

Cancellation and Refund Policy
Cancellations may, be initiated by either the client or the tour

. operator; and the pollcws concemmg cancellations are typically
- outlined in detail.n. the Tour Booking Caénditions section ‘'of the

tour brochure, Typically, 1 tour operators reserve the right to cancel
a tour prior to departure There are many reasons why an opera-
tor would cancel a tour;, Some of these include severe weather
conditions, political or social instability on the tour itinerary or

labour stoppages and strikes:, Qperators of escorted tours will

generally reserve the right to cancel the tour if there are not
enough participants 4o fill a particular tour date. It should be
pointed out-that the costs: for,motor-coaches, accommodations and
sightsecing on escorted tours are usually based on a minimum
group size, If that.group size cannot be achieved, then the tour
operator cannot operate.the tour profitably, and it is likely that the
tour will be cancelled. or postponed.

- Sometimes only.a portion of.the tour will be cancelled. This
may occur at the initiation of either the tour operator or a supplier
subcontracted by the operator. In either case, tour participants
generally will receive a refind for the missed portion of the tour.

1t is more common, however; for a tour operator to substinite an
-event or feature to:compensate. for the one that is not available, If

this means moving te a lower grade of accommodation, or that
other features of the tour are reduced in quality or quantity, the
tour operator will generally compensate the tour participants for

= iy A
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Key Learning-Point

the differences between grades and/or quality. For example, if
tour participants have paid to stay in premium accommodations
valued at $200 USD; and they are switched to standard accommo-
dations valued at $125 USD, then the participants will receive a
refund for the difference, in this case $75 USD. Refunds may be
issued at the time of the substitution or upon completion of the
tour.

The other type of cancellation is that initiated by the client.
Typically, once a tour has been confirmed, any cancellation after
that date will incur a penalty, The size of the penalty depends
upon how close the cancellation is to the departure date. Most
Tour Booking Conditions outline a cancellation date and fee grid,
showing the size of the penalty in relation to the cancellation date.
In general, the further from departure date, the less costly it will
be to the client to cancel the tour. Typically, beyond a certain date
cancellation wilt restltin a coridplete loss of the payment for the

“'tout package. In order to void these penalties, many clients opt
to purchase tour cantellation and postponement insurance. This
optional insurancé allows the client to change or cancel the trip
without penalty for any reason, usuaily up to-24 hours prior to
departure. Under many circumstances this insurance is nominal
in terms of expense and is gcnerally recommended unless clients
dré certain’ thai their departurc dates are-firin-and that no conflict-
mg c1rcumstances will :mse ;

: Status of Tour Brochure Fares and Rates
The cost of a tour:may vary considerably during certain seasons
and during certain peak times.« Tour brochures will typically out-
line the differences in price due to seasonality and other factors.
1t is-important to call your client’s attention to these differences,
as the price may vary significantly.

Other factors such as.currency fluctuations can also affect the
price of a tour-and most tour operators reserve the right to raise

'tour.rates above those published in their brochure. 'In general,
-once final payment for a:tour has been received by the tour opera-

1o, the-price of the tour will not change, even if the costs to the
'operator change afier that date. To be completely certain of an
individual tour operator’s policy regarding rate and fee changes,

- read the appropriate section in the Tour Booking Section, or con-
tact'the tour operator directly.

Covering the deposit and payment procedures and cancella-
tion and refund palicies with clients is often overlooked by

travel agents. ‘Differentiate yourself as a travel professional
by reading and understanding in detail the policies for each

tour operator.
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43 . LIMITATIONS
OF LIABILITY
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1) True of False: Unless a tour brochure clearly states that a fea-
ture is included, it is safest to assume that it is not included.

2} Which item among the following is commonly excluded from
the price of a pre-packaged tour?

A. accommodations
B. meals

C. sightscc‘i'ng

D

. laundry service

3) True or False: Typically, once a tour has been confirmed, any -
cancellation after that date will incur a penalty. In general, the
further from departure date, the less costly it will be to the
client to cancel the tour.

Virtuaily all tour operators will provide for limitations of liability
in their printed materials. Typically, these limitations of liability
can be found in subsections of the Tour Booking Conditions
under categories such as “Responsibilities”. The following is an
example of 2 limitation of liability disclaimer from a tour opera-
tor:

Responmbllltles

NZTP, lelted acts as an agent for services provid-
ed by operators and cannot be held liable for any
alterations, acts or omissions on the part of those .
providing services listed in this brochure or any
other services incidental thereto. Further, the
responsibilities of associated air carriers are litnited
+ as specified in their tickets, conditions of carriage
and tariffs. NZTP; Limited shall be under no obli-
gation ot liability to' any person as a result of any
inaccuracy, misdescription or changes to any tour
or itinerary or for losses or additional expenses due
to strike; war; quarantine-or other ¢auses. ‘Baggage
. and personal effects are the pasiengér’s own risk
and it is the responsibility of the;passenger to
effect insurance., NZTP, Limited and the operators

v

involved in this program, shall be exempt from all

" liability in Téspect'of any detention, delay, loss,
damage, sickness or injury however and by whom-
soever caused and.of whatéver kind occurring by
any conveyance or property used or utilized by the
operator. The passage-contract in use by the opera-
tors concerned constitutes the sole contract
between the operators and the purchasers of travel
arrangements, Your travel agent will forward
deposits and other payments to us on your behalf
but’is not our agent for.the purpose of receipting
money. Receipt of money by the travel agent does
not constitute receipt by NZTP, Limited. There is
no'liability.on our part in respect of any money
until:payments are “received” by us, “Received”
means authorization from a Credit Card company
orwherc checks are-supplied, checks presented and
cleared through our Trust Account by our bank.
NZTP, Limited reserves the right to correct any
error or omissions of informatien prior to final
payment bemg received by us.

By readmg the respons1b1ht1es passage above, you can sec that

- several key ateas ard‘covered and the operators make it clear what

their liabilities are in each circumstance. The following are some
of the most important issues covered above:
[ |
1) ‘NZTP, Limited claim no l:abll:ty with respect to inaccuracies
or errors made by its subcontractors .

| 2) NZTP, Limited clalrn that liability for air travel lies with the

airlines and is described in the airline’s ticket.

3) NZTP, Limited say that they are not responsible for inaccura-
cies or changes to the tours and their itineraries as a result of a
variety of unforeseen'circumstances. ..’

- 4) The tour operator claims no responsibility for baggage, and

tour patticipants are urged to obtain their own insurance for
¢ baggage protectlon

5) The tour operator c]alms no responsibility for participant’s
health, injuries and any delays experienced on the tour.

6) The tour operator states that the contract in effect is the whole

and only contract. This is alse known in legal terms as an
“integration clause”.
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your clients.

Take a tour brochure and read the terms and conditions, responsibili-
ties, and: limits of liability. Compare them against what is covered in
this Unit. How do they differ? How are they similar? Then review the
complete terms and conditions and contract of carriage that is provid-
ed by the tour company.on the travel documents. Make a habit of
breaking down the detalfs into easy-to-understand terms for you and

Key Learning Point
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7) .NZTE, Limited state that providing payment to the travel
agent does not guarantee a reservation on the tour. The tour
operator must receive some form of payment from the travel

+ agent for the resérvation to be considered in effect.

In, gcneral tour operators will make every attempt to reduce
thelr responsibilities and liabilities with respect to their business
~operations. It should be noted, however, that merely disclaiming
liability does not mean in all cases that a company is not liable,

- All serious gquestions ‘or concerns with respect to a company's lia-

bility should be-addressed to a qualified legal professional.

leltatlons of Ilab|I|ty are normally covered in both the

- ‘brochure and repeated in more detail in the travel docu-
ments. Be sure to review these details and be prepared to
provide the information to your clients. Encourage them to
be aware of both the Iocatmn and |mportance of these
details. ‘

In thts Unit you ! lcarned about tour booking conditions including
those tour features that are excluded and included, depasits and
. paymetit schedules, cancellation and refund policies and tour

+ brochure fares and rates (Section 4.2). Finally you gained an
overview of limitations of liability by analysing a tour operator’s
“Responsibilities” clause in a Tour Booking Conditions section of
a tour brochure (Section 4.3).

'?g.f % international Travel & Tourism Training Programme

SUMMARY

In this Module, you lcarned:about the tremendous variety and
structure of tours. You covered some of the fours in detail,
including custom-designed tours, independent tours, hosted tours
and escorted tours. With each you leamed about key components
that comprise these differgnt tours (Unit 1). You also evaluated
the advantages of sellmg tours, both for you, the travel profes-
sional, and for potential clients (Unit 1). You reviewed the impor-
tant aspects of tour brochures and evaluated strategies for review-
ing the- essential elements.of tour brochures with clients (Unit 2).
You learned how to discuss, important information with clients
while making tour reservations and how to track and manage
important ¢ admnustratwe and accounting information (Unit 3).
Finally, you learned about Tour Booking Conditions and analysed
relevant limitations of liability with respect to tour operations
Unit4). . B
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Be'fore beglnnlng thls
Module, you should have:

LEARNING OUTCOMES
By completing this Madule,
you will learn to:

PREREQUISITES

. An unde_rstandmg of the tole of the travel agent in the travel and
tour m bugineéss cnvxmnment

i

. Knowledge of the busmcss acthltICS that gencrale income for

travel agency.

* Knowiedge of the main business sectors of the travel and

. tourism industry.

* An understanding of the basic “5 A’s” that are essential to a suc-
cessful destination (Accommodation, Accessibility, Activities,
Amenities, Altractions),

* List several types of hotel products and be able to describe each.
(Unit 1).

* Evaluate each product’s features and then select and recom-
mend the best choice for your client (Unit 1).

* Include common travel industry terms in hotel-related conversa-
tions and use'thern appropriately (Unit 2).

- Access and interpret mformauon from both pnnted and elee-
tronic resources’ (Unit 3).-

+ Identify rate structures and: quote rates from publications (Unit
4).

* Book hotel rooms and describe three kinds of vouchers {Unit 5).

* Describe some common terms and conditions used in the
accommodation industry (Unit 6).

Overview

Welcome to the wide, wide world of hospitality! Your goal as a
professional travel consultant is to satisfy your clicnts and create
repeat business for your agency. One of the best ways to do that
is by researching the accommodation options open to you, recom-
mending the perfect accommodation to match each traveller’s
preferences and then completing a booking.

I Unit- 1. you:wiil learn that there are many types of accom-
modations available. We. will concentrate on hotels in thid Module,
leaving the other options. for study in the next accommodation
Module. .

«In Unit 2, we will introduce you to the specific langdage used
frequently: by.travel agents when reserving accommeodatons. -

In Unit 3 you will see an outline of various travel trade publi-
cations and other resources for gathering mformatmn and making
booklngs

In Unit 4 we will discuss hotel rates and the factors affecting
price.

Hotels. 73
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LeEARNING QuTCOMES | . Describe the main types of hotel accommodation (Sections 1.2
By completing this Unit and 1.3). L
you will be able to: | Use popular rating resources to establish the rating of hotcls
‘ ’ . (Sections 1.4 and LS. -

gﬁ;ﬁ} international Travel & Tourism Training Programme
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Overview continued— In Unit 5, you will leam the important steps you must follow
in order to successfilly complete a hotel reservation.
Finally, in Unit 6 you will _re\_'iewtsome.g:oquno'n. terms and
" conditions that hotels impose on bookings. This will help you
advise your client so that be can avoid unexpected problems when
travelling. C
11 . Overview "This Unit-deals with:the most easily accessible and commonky
: st n ot useditypé of accommodation:-hotels. Within this category, there
o b i are many different types.of hotel properties, from small, family-
un places:to'major international chains. They cover the whole
spectrum of services and offer a wide range of prices. Since the
accommodation you have booked for your clients will be their
"I “home-away-from-hrie™ it is €ritically important to find the
right place:to recommend, ;.

oo s

| B R

1.2 -~ HOTEL - A'hotel’s ‘Btirdary mission is to offer a comfortable room to sleep
' LiSTiyRiGS A and' u_siii&lly to-offer other services such as meals or recreation,
- 8onié estiblishments may indeed have sleeping rooms but their

N N g |

primary*product i§'sdiething dlse (e-g., casinos for gambling,
Spas for health ‘and réjivenatioi; etc.). In the following list you
' “will see 2 numbé of Hotél accommodation products available to
your clients: - pyg vinn e
i e i oo |- Adport, L
e [ T B ‘ _;«.:-, J‘"_ :. - e o e . ":\Au ) "fFSy- AUHED L
T | ] oo e o |+ BoutigueHotels, . .,
oo 3 ) «  Conference centres .
» Convention centres '
ceniyLa T : c v oonsbir e Extended:stay -
e e R g i foS e ew ee - Limited service
SEEROERS + | * Motels
e o PO T m L aosons RS L
T o oo Sees T T

P R . ' e i e Lo oan ‘ 1.3 + HOTEL |- Mosthotels offer private sleeping rooms with bathrooms, front
P . — - ‘; o " PRODUCTS desk. sewiges',-luggagg; services, foed and bevgrage (F.&B) and _
. ; ‘ R +| Buest'services. They may. alse offer commercial services to busi-
o - I * o i) nesstravellers, including a-business centre, electronic devices and
‘ ' ' ' ‘ I HIRTI e muilti-line phones.. Bepending on the class of hotel, they may
have-one to five, pr more, F&B outlets.
The following hotel descriptions will give you an idea of

AT T

T some of their featies and benefits.
. e R . :l e mn. -t e

. : R Airport Properties .
T cen © i e | Situated close to.airports, these:Hoiels cater to the business trav-
- - -7 | “eller or leisure travellets with along “lay-over” in an airport en
route to another destination, Recently many companies have

78 ot : Unit 1: Accommodation Products 75
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[y

begun using airport hotels fo hold ‘meetings seminars and confer-
ences especially when pdrtlmpants are flying in from dlﬁ"crent
locations. -

All-Suites Hotels

Like small apartments All-Suites include a bedroom and living
room with limited kitchen facilities. Some All-Suite hotels may
include microwaves, coffee makers and a small refrigerator and

..bar.~The living roomswill include a pull-out sofa and desk. This
-type-of hotel tends 16! fallsinto the luxury and mid-range market
~and-is usually full:service. They cater to the corporate traveller

v’vhose Stayiis a weeloor more.

Bouthue Hotels
Smaller hotels that offer umque petsonalised luxury services.

Conference Centres .

Generally conference centres are upscale (ﬁrst-class) properties
catenng to corporate:; ellents Ameetings. Usually, pricing is inclu-
sive of food beverage and conference services. The meeting
rogms have been desngned to aecornmodate the special needs of
10-50 attendees Until recently,, most conference centres were
lecated in. suburban areas near corporate complexes. They are
.pow operatmg in major cities as well,

Convention Centres ‘
Part of, or adjacent to, l’ai'ge‘ hotels, these centres have extensive
meetmg faetlmes and large thlblt!on halls. They cater to large

range.

[ D
Note: Both Confercnce and Convennon hotels may cater to the
corporate and-association meeting market and can also be luxury,

five-star properties. i

Extended Stays )

This type of hotel is quickly becoming popular on the market.
They are designed for corporate travellers who are on a long-term
-assignment and desire ‘more home-liké dccémmodations. In some
situations travellers’ families will also be staying with them.
These facilities: may-alsobe'located in resort areas and cater to

* senior travellers who tequire-more than a standard hotel room for
=|* @ month-or more. Fhis type of traveller may need full service but

isur’i\'ﬁilling to pay' the All-Suite costs.

Ltmlted Servnce e

Some hotels prov1de only basic sleeping rooms and minimal food-
service outletsisuchiasa breakfast buffet and coffee and non-alco-
holic dtink vending machines. ‘Services such as laundry, business
centres, exercise facilities, etc. are not provided.

Lol TR I
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1 OUS Services.
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‘Motels ~ ¢ :

These' properttes are generally smaller and cater to people travel-
lmg b ar (Motor Hotel = ‘Motel). They may or may not have a
food’ and beverage outlet but often will have a cafe that accommo-
dates biréaktast, lunch and dmner The Front Desk covers check
i, check out, guest servlces ‘and luggage assistance. Motels are
generally located outside of rban centres in suburban or rural
areas and are usually lower in price than a hotel,

' " Resorts

~These are. hotels that cater to vacation travellers, as well as to
~wbuginesses-holding conferences and meetings. Services are all-
tncluswe 50 that the guest does not have to leave the premises for
-any-need. {They will:have food and bevérage outlets, sports facili-
ties, health:club; entertainment, baby-sitting and parking.
;Whllesome resottsarc:simple, mogt. are Juxurious to lavish.

g Thein speelahtles may include seasonal récreation such as skiing

and golfing or catering to couples, honeymoonets, singles or fam-
1ltes

Spas LR
These;arg  Tesorts oﬂ'enug health physical fitness, nutritional
adwce o, just plam pampering. There are tennis courts, swim-

L ming pools, hiking trails, beauty salons and specially prepared

- meals:,,

There afe' part|cular features in different hotel preducts to
~-appéal to almast everyone. Each is distinctive and offers vari-

R (3 T R

T \'-‘.- .‘,. 4

RATING
SYSTEMS

1

E

l) True or False All:Suite” propemes are small, upscale (first-
clgss) apartments catermg to student travellers.

2) Hotels that offer nutritional advice, physical fitness and health
facﬂltles are called '

A Spas
B | Airport Propertles
.." Resorts o

‘D, Bouuque Hotcls

Rﬂtmg systems are the various grading systems used throughout
-the: world to-assess hotels:. Examples include Michelin Guide,
Mobil ‘Guide, Preferred Hotels, World Trade Organization.

" . 'The level and number of facilities, amenitiés, service provided

-~ and-dependability of basic utilities such as telephone, water, elec-
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1.5 CLASSIFICATIONS
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tricity, etc usually determine ratings. Standards, however, may
differ from system to system This can make comparisons rather
difficult. Indxvndual countries may also have their own govern-
ment rating systems ‘but keep in mind that Malaysia’s tourism rat-
mg system may dlffer from Belgium'’s, If you wish to contrast
propemes or chams, it is best to stay within one system.

A .commonly used system rates hotels from one to five stars.
A one-star rating v would indicate a modest hotel with very basic
facilities. A five-star rating would indicate a luxurious, full- -serv-
ice hotel with excellent service and facilities. These ratings are
quite subjective and should be used as a comparative guideline
only, notasa guarantee of any specific facilities or services.

.

" Ratlng systems’ usually are not global. while some of them

- attempt 10 apply the same standard of judgement to all
-hotels regardless of location, many offer comparisons based

von local conditions. Use a rating system to compare hotels
‘within a country or region only.

The successful agent must be able to book the appropnate hotel
accommodation for the client:”
Many types of prédutis have come into the market place in

" recent yeats: Sevéral ‘hote! companies have developed various

beands under their respectlve uribrellas. These hotel companies
may include luxury, upscalé, iid-range, limited service and
extended stay facilities. Some good examples of these companies
are Marriott®,, Starwood Hotels & Resorts Worldwide® and Bass
-Hotels, &, Resorts®—see chart below for:associated brands.

Hotel Companies and Their Brands

B
wr @
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ComPaNyY BRAND T .

Marriott® j " [ Marriott Hotels Resorts & Smtes
s ‘[ Renaissance Hotels & Resorts

Courtyard by Marribtt

Residence Inn by Marriott

Fairfield Inn by Marriott

, . Marriott Conference Centres

’ Marriott Executive Apartments

'ExecuStay.by Marriott

| TownePIaCe Suites by Marriott

SpringHill Suites

Marriott Vacation Club International {villa

rentals}

Starwood Hotels & Resorts| The Luxury Coliection
Worldwide, Inc. Sheraton
R Westin
' St. Regis
Ciga
Four Points
Gaesars

.

FHoliday Inn Crowne Plaza

;| Haliday Inn Hotels & Résorts
Holiday Inn Express

Staybridge Suites
Inter-Continetal Hotels & resorts

Bass Hotels & Resorts®. -

'
! Sy

e
L

A

Luxury Products
Five-star hotels generally arc'located in urban centres and resorts.
" They<offerfull service to includé: a concierge, 24-hour room serv-
i¢e, one Or more restaurants, -a‘health club, lounge/bar, full busi-
ness services such as multiple phone lines and data ports, a busi-
ness centre with administrative support The staff have been ori-
ented toward complete custorher service and can be relied upon to
'aikc care of the gmallest ‘delails for a guest. Other basics in this
segment are’ nlghtly tumdown service, in-room amenities, “mini
‘bar”, dressing gown' and luxury furnishings. Bedding includes
tnple sheetmg of h:gh quality linens, down pillows and duvet cov-
ers: As'thore luxuiry hotels have been built to cater to a more
afﬂuent and demandmg travel]er the services and amenities have
increased. "

Staffs in luxury hotels oftén are multi-lingual and well educat-
ed. Examples of this category are The Luxury Collection,
Preferred Hotels, Leading Hotels of the World, Four
Seasons/Regent Hotels, Fairmont Hotels, Ritz Carlton and
Mandarin Onental.

Lt e T ' LA B
-+ Upscale Hotels -+ ., .
.. This segment consists of four and five star-hotels and, in corpo-
rate markets, generally caters to the business traveller. They are
sometimes called Superior or First Class. Many of the same serv-
ites found in the' luxury market have become common to this seg-
msfit-as well;'depending on'the hotel’s location. Local competi-
tion will impact on the type of product this segment delivers.
Business amenities are standard in the upscale market, with many
hotels offering full business services in guestrooms. Services
-include 24-hour room service, concierge, full-service business
centre, multiple restaurants and health club, These services may
dllfcr dé‘p’er?dmg on hotél size; locaf aﬁfl atban/ suburban or
aupo{t location. Luxury bedding has become available as upscale
Hotels becoine more- competltwe with luxury hotels. Staff are
Husudlly highly* trained and combétént. Exatiples are: Holiday Inn
' ‘Crowne'Plaza, 'Maitiott Hotels, Résorts and Suites; Renaissance
" Hotels & Résorts,xlnter-Contmental Hofels'& Resorts, Hyatt
" Regéhcy and Grand Hotels, " Westin; Safitel; Dusit Tham New
Otam Shangn—La and Hilton Hotcls
ERIS (A e :
+Mid- Range Hotel» A W R
‘Typically consisting of two and .three star hotels this product can
be found in any geographic arca, although there may be more
services:in'major urban centresthan suburban. They are some-
times:referred.to as Tourdst hotels. - In some large cities, mid-range
- hotels: may have a concictge or tour desk available to serve guest

needs for dining, theatre; car rental; etc. In suburban locations the
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Ramada International.

Budgeﬁconomy Hotels

Lodge Hotels.

STUDY CHECK | * True or False
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Front desk will generally handle these services. Business services
-may be available; however, they arc more of the do-it-yourself
kind of facilities. Examples.are Holiday Inn Hotel & Resorts,
Four Points, Courtyard by Marriott, Sheraton, Novotel and

This product consists of one and two-star hotels and has been a
fast growing segment in hotcl deve[opment in the past few years.
The goal of these hotels i is to offer a clean comfortable place to
sleep with limited service. There are usually no hotel-managed
restayrants although. there may be a chain restaurant next door.
Examples in.the two—sta: range are Fairfield Inn by Marriott,
Heliday Inn Expreqs Best Western Hotels, Microtef and Travel

0 i3] Budget Hotels are’ 1ncreasmg in popularity and represent a

‘ growmg seg;ment of the hotel industry.

Holiday'Inn and Ritz Carlton.

i e h ot

2) zLuxury Hotels inclugle chajns such as Mandarin Oriental,

...................

_épp] mg Your Learnmg at Work

PPt T R u e nanatanaantaan L o P T T PP

- “tiig ‘Eg
Con5|der not only your cllent's stated preferences but also those that

| you think might.be unstated, For. mstance, a customer may not be

.aware of all that a spa has to.offer ar:may cpnslder it too expensive.

'_ With a iittle research you might find:one that fits all the amenities

that she has requested. and is within her budget.

T oy R
Call some dlfferent accommodation types such as a spa, an extended
stay hotel and a motel. Asksthe sales staff how you could best sell
their property. They may give you some veryvaluable sales tools.
You might:also discover that a:lower priced motel is good value for
the money without sacrificing quality. What a nice surprise for your
-elient tosave some cash and use it toward a really terrific restaurant
-that you recommend or to buy a souvenir.

80 Hotels

1.6

SUMMARY

There are many types of accommodation available. Hotels repre-
sent only one of many options (Section 1,2). Within the hotel cat-
egory there are many different types of propertics that can be
defined by location, facilities, market-focus and price range or by
other criteria (Sections 1.3 and 1.4).

Unit 1: Accommodation Products. 81
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LEARNING QUTCO_MES

By completing. this Unit
you will be able to:

2.1  OVERVIEW

2.2 HoTEL FACILITIES.

&S ERVICES

EThe Language of Accommodation

+ Use common hotel terms and define their meaning (Facilities &
_Services, Section 2.2; Room types, Section 2.3; Bedding types,
_Section 2.4; Meal plans, Section 2.5).

. Every industry has its own manner of speaking. The people who

work within those industries should know the terms and words
that are important for transacting business. You will find that you
use hotel-related vocabulary frequently, in both written and spo-

. ken.communications.. In addition, by understanding these terms,

you will:be able to access information much more quickly and
accurately. In this Unit; you will learn the terms used for classifi-

.cations, facilities, rating systems and payment information.

These are the hotel’s physical features and services offered to

- guests. For example:.

+ Amenities: small complimentary items given to guests in the
room. These can include everything from toiletries such as
soap and shaving items to the temporary use of dressing

. gowns (“bathrobes”—USA) or scales and sweets on the night

.. table at turndown.

.+ Back of the house; the area of the hotel not accessible to the

public. This includes Accounting, Kitchens, Personnel,
. . Housekeeping and Engineering.

e Hall portér’s,desk or bell stand (USA): a portion of the

lobby. set aside for receiving luggage and distributing it to the
rooms. Typically, porters or bell staff (USA) will congregate
at this area.

+  Check-in: system of registration upon arrival at a hotel.
Also, “check-in time”: the designated Hour/in whlch hotels

. receive guests into a room,

» Check-out: system, of payment upon departure from the
hotel. Also, “check-out time™ the designated hour at which

- hotels expect guests:to vacate their rooms.

=i, Concierge (USA): a staff member who provides assistance

_ for guests such as.help in obtaining theatre tickets, renting a
_¢ar, arranging sightseeing, sending flowers, etc. In some
.coyntries, the Hall Porter performs this role.

» F&B outlets: another word for eating and drinking establish-
ments. They can‘include fine dining as well as a small cafe.

-+ Front desk: reception area where guests check in and out.

+  Frontof the hause: the area of the hotel accessible to the
‘public. /This includes the Front Desk, F&B Outlets, sleeping
- TOOmS. .
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*  Front office: the part of the hotel that includes thé Reception
Desk, Concierge or Hall Porter or Guest services Desk,
Property Reservations and Parter (Bell) services.

*  Hall porter: a staff member who usually supérvises luggage

handling but may also perform the $ervices of a Concierge

(sce above).

Handicapped facilities: special equipment or room configu-

rations that can accommodate whéelchair-bound or other dis-

abled guests.’ There may be signs in Braille for the visually
impaired, ramps intead- of stairs, extra large doorways into

bathrooms. May also be called special-needs accommodation,

In some countries, but not all, the law requires hotels and
other public buildings to make all areas accessible to disabled
‘people. :
Health club: this may include fitness rooms, swimming pool,
sauna, jacuzzi.
* Housekeeping: the department that cleans, tidies and [main-
tains the sleeping rooms in‘the hotel i ST s
*  Mini bar: sma]l’refrigerator'containing;s,we_:et's', savouries and
beverages. They are priced per item and tallied daily by the
staff, '
*  Property: another'word for hotel or accommedation facility.
* Room service: food and beverage served in the sleeping
reoms—also known ag In-Room Dining.
= Shuttle service: ransport provided free of charge—often to
the airport.
*  Turndown: provided free of charge at some hotels, this serv-
-ice includes rémioving the bedspread, turning down the bed
* linens, fluffing the pillows, drawing the curtains and often
supplying a chocolate or other sweet dessert item,

There are'a variety of different types of sleeping rooms—you will

need to identify which of the following would best suit your

client’s needs: ke e

* Standard: regular size sleeping rooms. The bedding might
consist of one-or two double beds. Don’t count on a view.
This room may bé next to the elevator and/or the ice machine,

*- - Superior: room may be located on lower fioors, may have a
view, may include double, queen-size or king-size bed.

+ "De luxe: a regular-size'sleeping room, This type of room
would offer-the'best location, the best view, and the highest

- level of comfort! furnishings, amenities and decor. Bedding

usually includes a queen-size or king-size bed,

*  Suite: consist of twe or more rooms, typically a living and
sleeping room: A sgite inay have more than one bedroom of
extra rooms such as kitchenette or conference room.

"‘; " 0] a4
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2.4 .- -BEDDING
TYPES

* Minimum: room usually reserved for overflow or emergency

. situation and often has.distinct drawbacks. It may have under-

. size or twin bedding, be exceptionally small or be in an unde-
sirable location, - -

. Other:useful vocabulary used in defining rooms includes:
-+ " Adjoining: two or more bedrooms neit to one another but not

connected by a common door, - :

* Apartments: separate living area and kitchen facilities.

+ Connecting:-two or more sieeping rooms with a common’
door between them. .

*  Double: room with a double bed that can be used for either

. one:or two.people. .

*+ ," Double/deuble: a room with two double beds. Also an
-excellent choice for two friends or colleagues sharing a room.

o Ehviro-friendly:-some hotels have designated certain rooms
or floors:to be environmentally conscious. Sheets and towels
maj( be folded and arranged but are not changed unless
-requested. ;Electricity. may often automatically shut off when

i~ the room is vacants 1y © - ‘

o IHospitality suite: a sitting room used to-entertain clients or
iguests: Usually hasia steeping room connected by a common

.+ doorand includes bathroom facilitics in both rooms.

o i’Iypically,inclh'des a wet bar-(a counter with a sink for rinsing
glasses, some shelves or a cabinet to hold glasses, bottles and
other-equipment);irefrigerator and couches. ‘

* Junior suite: a large room with two sections for sleeping and
sitting. It usually includes a couch, coffee table and side
chairs.

* Penthouse suite: located on the top floor of the hotel.

+  Sample: room used by the hotel salessstaff.to, display to
agents. i o Wi

"+ Single: a room designed for one P on Some rooms will

have only one single bed while most will have two.

«  Smoking: rooms Wh'ere tobacco can be smoked. Non-smok-
ing rooms prohibit tébacco use.

+ Twin room: a room designed for two people with two single

. . OF ‘twin’ beds. This is an excellent choice when two people

wani to sh:'mé!_a room eq not a bed.

* There are also varying types.of bed to be chosen amongst the fol-
lowing: o )
» Single: a bed designed for one person (also called a Twin
bed)
* Double: a bed designed for two people. )
*  Queen: an extra large double bed (smaller than the King).
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| * King: largest size double bed (larger than the Queen).

= Murphy: a bed that folds into the wall when not in use.

© These are especially good when using the room to entertain or
conducting business.

+  Japanese style: bedding is stored out of sight during daytime
and rolled out on the floor for sleeping,

*  Western style: beds-are off the floor and visible all the time.

Most business hotels do not.include meal plans but it is common
for leisure hotels and'wholesale packages to offer them. Here are
some optionsg: - -t
* European plan (EP): no meals included.
* American.plan (AP): includes three meals a day. American
- plans are rarely used anymore but may bé offered in certain
< TES0Ms or packages.  Also referred to as *Full-Board’.

.+« Modified American-plan (MAP); includes tivo full meals

© per day. " Also referred to as “Half Board’,

'+ Bed and breakfast (B&B): breakfast only included.

- Continental breakfast.(CB): includes coffee, tea and juices,
toast, rolls and pastry, and perhaps fruit.

:»  English'bréakfast: full breakfist of cereal, bacon, sausages,

eggs, toast; juice; teaand coffee.

* - ‘A'la carte: a-meny in'which each item is priced and charged
separately. o

** Table d’hote: a fixed price meal offered daily.

o

i " wio
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....................................................................................

When discussing hotel needs with a client, take the time to explain
terms that will matter to them. Suppose you have clients who are
planning for a vacation and are not experienced travellers. They may
not know about "mini bars” or that taking hotel-supplied dressing
gowns {bathrobeés) or hairdryers can really add to a hotel bill. Make it
your business to look through the listing above so you can share your
knowledge with your customer. They will be grateful for your fore-
sight.

Volunteer to do a site inspection of a hotel for your agency. Ask ques-
tions and note if the hotel representative uses the terms you have
learned,

1) Are facilities for

N B .No.

! handicapped people required by law in all
“hotels? o

: A Yes

TSI S

2) True or False: A penthouse suite is usually located near the.
hotel'garden;. ' b

3) True-or.False: An “A la Caite” menu offers.a single price for
a three-course meal. - ‘

it

SUMMARY | There is a variety of terms in frequent use in the accommodation
sector. The terms are seen in both printed and electronic data as
well as heard in conversations between vendots, suppliers and
agents. Your using them appropriately (in discussion with hotel
representatives or fellow staff members) will help you to commu-
nicate mere gquickly and efficiently. They may be used to describe
service, amenitics (Section 2.2), or other components of the hospi-
tality industry (Sections 2.3 through 2.5), Do not use this industry
jargon when talking to clients.
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Bl Resources

LEARNING QUTCOMES
By completing this Uniit

you will be able to:--

3.1 OVERVIEW
3.2 PRINTED |

“RESOURCES

i

» Find detailed hotel information from printed (Section 3.2) and
electronic (Section 3.3) sources.
* Use at least three resources for hotel information.

You will often refer to printed references and electronic media for
hotel information. You have many different resource and refer-
‘ence,materials to choose from. Your computer reservation system
(CRS) probably will be the most often-used resource. Whichever
system you use, you can get detailed information listing the hotel,
its location, class, availability, rate, credit cards honoured and
commission rates.,

o TG

Printed fféference materials include:

.+ “The QAG Travel Guide
.. +-5 Hotel and Travel Index (HTI)
. TWorlcl Travel Guide
%" 'Sloane Travel ‘Apency Reports (STAR)
Individual hotel or hote! chain brochures and catalogues
National Tourist Office publications

The OAG Trave| Guide

The OAG Travel Guide (sister publication to the OAG, Official

Aitline-Guide): features: destinations throughout the world. There
.. are.also OAG editions; specifying destinations or segments such as

R the North »AmqriqanlEdition, Pacific Asia Edition and The

European Edition. The.Travel Business Planner, North American
Edition, is the official accommodation directory of the American
Hotel and Motel Assoclatmn

Lk . N
T e, el . .
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Tastk 3.1 | Information in the OAG Travel Guide-

TABLE 3.2

' AT, ‘:H % International Travel & Touwrism Tfalning Programme

Destination Facts
City basics
Telephone area codes
"Airports and distance/direction from airport
- Weather and travel facts {major cities)
Climate charts
Convention and exhibition facilities
Air and Ground Transport
Airlines serving the city, with reservation
.. phone numbers
"“Car rentals
- Airporttransport fares and travel time
Local Maps and Airport Diagrams

Hotel Listings

: ’ Classifications (indicated by crowns)

Hotel Listing Abbreviations and Symbols (indicat-
_ ed by codes)

Additional Features i
Hotel Programs at a Glance
Frequent Traveller Programs
City | Fmder
" Directories '
Airline Frequent Flyer and Frequent Guest
. -, Programs
Mlllfary Installations/Colleges and Universities
Voo v Cauhtiy Batics
5 General Travel Information
Document requirements
-Customs
sy v o Medical assistance (worldwide with an
/emphasm on Enghsh—speak:ng travellers)
Clothing conversion charts
i International airport and road signage

Hotel and Travel Index (HT})

For over sixty years this'large, heavy directory lists hotels warld-
wide: The pajies are full 'of advertlscmcnts from independent and

: cham hotels : . u

i 1ot

Information in the HTI

Maps
Regional
Area
Destination

Country and City headings
Locations
Currency exchange rates
Local time
Electric current

Languages spoken

World Time Zone Map

Currencies and Exchange Rates

Point-to-Point Air Travel Times

Geographical Index

At a glance Hotel Programs and Poficies

TaBte 3.3 |

It will also-show you:

»  Commission codes

+ . Number of rooms

+ Meal plans -, i .

» Accommodations and rates

« .. Credit cards accepted

« - Representative and reservation services

= Meeting section advertisements

+ CRS systems

» . Commission and Commission Guarantee Policics

. » :Automated comimission payment service policies

= Travel glossary

World Travel Guide

This: publication'is compiled from embassies, high commissions,
tour operators, national toutist’ ofﬁccs health organizations and
government bodles

A
4t

'Iriforrhatlon in the World Travel Guide

; Mag indéx' pine o
Calendar. of, Events -by month

<o s Time zones!

International Orgamzatlons concerned with world trade
: Country by Country Gu|de -
Descnptlons
R © o Maps

- Contact addresses for tourist boards, embasstes,
consulates and H|gh Commissions.

.- General Details, PEE i o

Pqpu!agton
Geography

" Language’
Rehglon
Time

In:nternatio'“il radio services
Timatic {Health and VISA) regulations
E Li i1 . FEEEE T

M.D.I‘Iey. ——

Duty Free - ' . 0 PR
Public Holidays -
Public Holidays

Travel-international and internal
Accommodations
_Social-Customs . .
‘Business Profiles L NS s

P TNR 1L LI C e e

"Climate
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Key Learn"ihg“Pdint

Sloane Travel Agency Reports (STAR)

The STAR:Service collects, prepares and publishes information
on hotels, cruise ships and other facilities. It accepts no advertis-
ing and is not sponsored by any commercial interests. These
reports are sent in‘sections, to be filed in a binder. Correspondents
base them 'on personal inspections.

* ‘The STAR report is probably the most unbiased reference
guide in selecting hotels and ‘gives opinions and evaluations of
properties and service. “The reviews can be quite candid and sub-
Jective but are interesting'and easy to read. Factual information is
included within reviews: This is'a U.S-based publication, written
in American English with ailot of slang and U.S. idioms.
However, many travel agents highly recommend it for its honesty.

Individual Hotel or Hotel Chain Brochures and
Catalogues i L

Hotels produce brochures sellmg their properties with descriptions
of their facilities and services, photos.and information on location.

|- Ik addition; chaigs gprodpce;gatalogues detallmg thelr properties.

National Tourist Ofﬂces<Publrcat|ons

Thes¢ goﬁemmen{-run 6”ﬂ'ces are, a,wealth of information about
their’ rcg:ons anc} countn s" 'I'hey offer books; pamphlets and
videos all designed to sell their destination. Make it your busi-
ness to consult them either personally. or through their Web sites.
Tourist Board staff are eager to help you and they are often happy
" to come'to your agency and make a presentation.

R

There are'many printed resoirce guides to provide you with
|nformatlon on hotels throughout the world. Each has its
own' way of presenting the information so some may be more
helpful 1o you than others,

| Applyin

"Have a discussi
orily one publi

g Your Learnmg at Work

Mdvg ettt v ranatanananttaas desairiursrannnnaanarsaseninins

|th other agents and ask, "If you had to choose
cation to use, which wguld you choose? Why?"

33 ELECTRONIC
RESOURCES

92 ' Hotels

The Internet

A tremendous amount of mformatmn 1s available for you to
cxplore. The advantages of searching on the Web are many. Tt is
fun, exciting and utterly addictive. That is also the disadvantage.
It requires a lot of time to navigate the internet and may take you
away from the task at hand, which is to find the right accommo-
dations quickly and efficiently.

’he;‘; @E} International Trave!l & Tourism Training Programime

il

; 3

Key Learning Point- .
o1 s fun to:use: . .Be aware however that it is time consuming. It

A
STUDY CHECK

Before you start searching in this way, you should have a spe-
c:f' ¢iideaiof what yon-are looking:for. Consider the destination,
class of hotel, price level, whether the property belongs to a chain
or is independent;.as well as your client’s specific preferences.

+You can use one search engine or several.

it | N B
The:Internet has a tremendous amount of information and it

may have very good information but it is also not a good use
of your time unless you have a fast, inexpensive connection
and are proficient with it.

:},.Computer Reservation Systems (CRS)
.t There is a.great deal of, information on hotels in the major CRS

systems. Checking availabjlity and making reservations arc stan-
dard parts of the 1t1nera:y-bu1ld1ng process and can be done by
‘r_.gl_:.s'érv?.t;pn gﬁ'lce through the CRS.

.+ .. While the process is similar:across all systems, each has its

-own specific inputs and technical requirements. See the
- Automation/Information Technology Medules elsewhere in this
- coursgfor more <letails. - Befter yet, ask an experienced travel

agent to giveryou a “hands-on”. demonstration.

@

1) Which resource will give you information about social cus-
toms, language and population?
A. Hotel and Travel Index
B. OAG Travel Guide
C. STAR Report
D. World Travel Guide

2} Which publication does not accept advertisements?
A. Hotel and Travel Index
B. OAG Travel Guide
C. STAR Report
D. World Travel Guide

3) Which publication is a large directory?
A. Hotel and Travel Index
B. OAG Travel Guide
C. STAR Report
D. World Travel Guide
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u Rates

LEARNING. OUTCOMES

s

+ List at least five types of hotel room rates (Section 4.2).

! : You mlght find yourself partlcularly |nterested in one country or - By completing this.Unit you | » Explain the reasons.why hotels rooms have different prices
| region. In that case, gather as much information as you can-and ;i y will be able-to: | - (Section 4.3).
{ : become the agency expert. Investigate all the hotels for not only the R -
s basics but also any interesting titbit of information you can. Perhaps a o R : ‘
f faméaus king or qu‘éen‘nstayed there or a film was “shot” there. - 4.1 OVERVIEW There are many factors at work in dctcrmining how a room is
: Perhaps it:is renowned for its duck a-l'orange or interesting architec- -. | prced. They include the type of room, location in the hotel
‘ ture. You can become a résource in your own rightt = .. {ocean view, or back Ttoom), season (high or low), etc. Rates are
— - — -.based on the so-called “Rack Rate™, which is a full, standard, non-
-discounted rate. -All other rates are based on different levels of
discounts from the.rack rater When a guest requests rate informa-
o : } ‘ . tion without mentioning any special affiliation or other qualifying
3.4 SUMMARY 1 Justas there‘are’miany types 'of products, there are many resources information, theirack rate is usually the price quoted. Unless trav-
3 ’ ‘ - for informatior gathering. Some are simple to use. Others may -ellers aware of other rates, they most likely will pay this amount
. "requue more tite-and’skill: Hotel reference guides can give you - throughout their stay.. By understanding rate structures, you can
- '_ug-to~date détailed information but some may simply be a compi- . help:to save money for your clients.
lation 6f advertisernents-(Section 3.2). ‘Sormie resources (i.e. STAR it L LR
‘Report) ate unbiased while Gthets (Hotel & Travel Index) reflect s
thé'siippliers’ vieWpéiin‘t‘ ‘These references are often coded so it is 4.2 RATE | Here are some of the most common rates you will be using with
a good idea'to rcvnew the cxplauatmus of the codes in each publi- ;CLASSIF'['CAT"IONS clients.
“ ¢ation.' Eléctronié iésowrdés give both. information and availabili- * Corporate rate' Tates typlcally offered to the business trav-
ty and’ allow Bookings tolb&-ttade. They also provide a communi- eller ranging from.20-30% off rack rate, Some hotels will
1| “cations channel-with hotels (Séction 3.3). When you are able to offer the corporate rateé to any business traveller while others
identify these resources and determine which gives the most use- negotiate with: cofnpanies for their own unique rate, Company-
ful information, you can more easily baok client reservations. based volume rates aré based on high volume with a guaran-
: o S T teed minimum: number of room-nights per year. These rates
W ! i are then reduced from the general corporate rate. Find out if
e e your client qualifies.
.« 'Consertium rate: negotiated rated'based on-volume:-Both
! ! individual:properties and corporate offices of hotel chains
8 . woffer the special rate to smiall agencies that band together in a
T consortium for buying power. Even if your clients are willing
to spend more on an exclusive resort, suggest that they wait
i while you study options. Your clients will be impressed that
you are able to save them money because of your influential
connections. ... - a3 .
. <« .Government rate: a spec1ally negotlated rate between a spe-
cific government agency and the hotel that may be offered to
quahﬁed government employees. Some hotels will offer this
i price to any government employee with proper identification.
? «.i Industry rates: for employees within the travel industry,
inchuding those of airlines, hotels, travel agencies, tour opera-
' ! tors, wholesale packagers.
+ Resort rates: These rates can fluctuate based on advance
o AL payment, deposits, season or individual property agreements.
94 Hotels Unit 4: Rates 95
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They can be significantly higher or lower than city prop%ﬂids
based on these criteria. There are usually greater restrictions
on cancellation or early check-out. Let your clients know the
advantages of travelling off-season—smaller crowds, more .
personal attention and greater access to attractions. ]=3ven the
weather may not be much different. In the Caribbean for
exarnple, July is not much hotter than February.

- Military rates: . rates-offered to military personnel and that -
may be either negotiated or offered to promote business in
areas close to'military bases.

» Package rates: rates negotiated with wholesalers who book
: larg_e-volumc business. They include air/hotel, cruise/ hotel
. holu:la_ly.:pal:.kagt‘:s.xi Think of ways of cleverly advertising th’cse
=+ rates in 'your local newspaper. :

* Promotional rate: generally oifered when the hotel is not ; 3
: ﬁ)ll, 10 generate extra revenue. Business properties may expe- ;

. Tience low oecupancy. during weckends and the reverse may 3 =

4.3

“-he true- for resorts or leisure hotels. These rates may include - o

foou:fi and beverage and be valid only during specific seasons ; ‘
holidays or dates. ) ’ : o

¢ . it B o

Here are examples of how.ithese rate classifications may be 1 GRS R

presented-in your CRS: .. 1
* -COR: Corporate 0
+ . RAC: Rack - ]
+ GRP: Group.. - .
+ - MIL: Military .+ -
+ . PRO: Promotional- -

Most hotels:have a range of rates in addition to the "rack

fully to see if they qualify for one of the lower, special rate
categories..-

* True or False

96 Hotels

: ‘\‘1)‘ Sometimes hotels offér special rates to government employ-

£e3.

2) Resort rates are usually fairly stable and do not vary much.

FACTORS
AFFECTING PRICE

PP P
[ TR

AT

“Rooms and ﬁé&diﬁg Types

These have to do with where the hotel is, where the room is, what
your client prefers as-well as those additional products and servic-
es that are so difficalt to resist.

Location
| A hotel’s location can-affect the price dramatically. A beach
" property right on the beach is going to cost more than a beach
property.at.three hundred metres walking distance. A centrally
located business property is going to be more expensive than one
on the outskirts of-town.
" .The location of the room matters as well. Hotels will charge
| - according to how high a floor is. In New York City, the higher
.- you are, the further away you are from the traffic and street noise.
. Comer rooms are more desirable than mid-floor. When a guest
1. requests a view of a mountain, a patk or a landmark, there is usu-
{ally 4 price attached. - .

. ! Room and Bedding Type
As ined in, Section 2.7 and 2.3, there are different types of
‘With different types of bedding. Here is an example you

might sce.in your CRS: .

EWRRE
Lty

CCLASS - 1T T NO. OF 8EDS TYPE OF BED
T ADeluxe . cowi U141 bed T-Twin
B:Superior L] 2-2 beds D-Double
. C-Standard o Q-Queen
L ¢ D-Minimum’ K-King
Sekd $Suiteat .

N:NoA-Smoking: -+

+  The ratés for the rooms are Gualificd by both their type and
bedding—in general: The Standard rate is the hotel’s mini-
mum rate for regular size sleeping rooms.

» - The Superiot rate:isfor the-moderate or medium rate charged.

.« - TheDe luxe rateis the maximum rate charged for a regular-
-size sleeping room.: -~ F L

». . Suites will-be priced as-a function of their size and number of
TOOMS,

«  The Minimum rate will be a reduced rate due to the draw-
backs of the room.

‘Seasons V- = :

When a traveller stays at a hotel can affect the price as much as

where. For resorts, the season can be winter for skiing or summer

1 for seaside. Each will drop their rates when the weather changes.
' For convention properties, rates may be higher during specific
months. )

97
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Occupancy

Single occupancy (one person in the room) often carries a higher,
per-person rate than double. However, this rale-structure is
changing in many places.

Extra Costs

+ Early departures: many hotels are beginning to charge for
carly departures (checking out before the departure date origi-
nally-booked). Be sure to advise your clients if this is the case
with their hotel,

* Late check-outs: late meetings and late flights may require a
later departure. Most hotels will arrange a late checkout (till
about 13:00-14:00} upon request. 1If not requested in advance,

. guests may have to pay another night’s stay. [t won’t make
them happy, so warn them to ask in advance.

+  Mini bars: Many travellers check into their hotel rooms, tired
and hungry. They see the mini bar stocked with enticing
sweets ‘ahd beveragés and without realising it consume a very
‘expensive énack. These attractive items arc priced sometimes
at doiﬁb[é or triple what they would cost downstairs in the gift
shop or in the neighbourlicod grocery store.

+ Films: Parents who are not careful about children using the

TV remioté conitrol may suddenly find themselves paying for

‘excessive maovie charges upon check-out.

«  Telephones: Your clients may not know that hotels charge
very high rates for local or trunk (long-distance) telephone

-calls from the room: Encourage them to use credit cards, pre-
paid telephone cards or camry change for public phones.

* Room service: In-room dining almost always has a percent-
age added on to the bill for the service. While it is certainly
more convenient, it can increase your client’s hotel bill.

» Taxes: Many cities, regions and countries add on sales or

- occupancy taxes fo the bill.

Even thaugh you know the many rate categories offered by a

.. hotel, there are additional factors that vary the rates within

each category. ‘Always double-check rate quotations. Even
the hotel staff cah be confused by this complexity.

* True or False

1) Room Service is charged at the same price as in the restaurant.

Z) A hotel will not charge any more for a room with a view than
for a back-facing room. It i$ on a first-come, first-served
basis.

B
“IATA"

. Internationa! Travel & Tourism Training Programme

4.4

Pay close attention to clients’ requests for rates. If you.do not have a
prior profile of the traveller, begin making one accord'lng 1o your own
agency's format. When you hear of hotels that offer similar rates and
are of a better standard, make a note in the recard so you can inform
the clients the next time you speak to them. As you begi.n to :crack )
your clients’ travel patterns you can make similar‘suggestlons in vari-
ous places, thus assuring them that you are thinking of them.

SUMMARY

The hotel industry has various rate structures (Section 4.2 based
on local market, season, location, events and traveller preferences
(Section 4.3). Some of these rates are published while othm_-s are
not. These unpublished rates are negotiated within companies,
industries or groups. With persistence, you can almost always
find a way to get your client one of the discounted ra?es. %cn
you have the information you need, you can quote prices with
authority.
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B Reservations and Admlnlstratlon

LEARN!NG OUTCOMES . Follow seven steps to completmg a hotel reservation (Section
' By completing this Unit 3.2).
you will be able to: | + Describe three different typcS of travel vouchers that are accept-
ed by hotels (Section 5.3).

- : 5.1 o OVERVI_EW Ultimately, your task is to complete the process. and make sure
" | guests arc scourely reserved at the hotel and ihere are rooms
.- . y . . available when they arrive. Reserving hotel rooms Tequires ask-
. - ing the right questlons, eqtenng the correct information and veri-
' fymg foraccuracy. .. . .

.

5.2 ' RESERVATIONS The seveil stcps below wnll hclp to guide you in a complete reser-

Step 1

B Dlaldgue with the customer to determine destination, dates,
| PurpRsE. pf trip (business, Ieisure or combination), room type
(see Sectlon 2,2}, bedding type {see Section 2.3), meal plan
(sed’Section 2. 4}, any particular services or facilities required
1| (sem Sectian®)2.1 and 2.2), client’s frequent guest programme
1. memberships, any hotel preferences.

—

1 i Step 2
_Crass mm:h room type with rate category (see Section 4.1).

e

Rt

ey

'““’-“’V"'T'm RN R R Step 3
able at. all, you should gin a

P wag ,Iftheprefeﬂed hotel

3 ater Comact the hotel to check availability for requested dates
. . search for ar altemn . and room rates.  the hotel requested is not available
+. i |through the resarvation:systgm and |- ‘thfough your CRS, call the reservation centra or property
i . then, by calling prnpemgs,pn th

e
; dvee| ol | dicectlys ¥our CRS h it information but often, it t
ph’one. Sometlmés“hotek ‘abe sald irectly. :Yaur CRS has recen itian but often, it is no

"out for conférdhces or speciab it

|| up to the, minute. Sometimes the hotel actually has a room
avaﬂable even if the CRS shows it as full, It is therefore best

% i events in select cities. | Nevenheless, EEE e o to phone.

b you may still find avaifable rooms ~ -

~§ H through local tourist bureaux or ae by .

4 ¢ snlocal wholesalers, . - o bt Step &

é § wae B [RG Lt o sl if rooms:are available, try to Book aver the phone using a
il : credn‘. :ard whenever passible for guarantee. Most hotels

. . today fake'credit cards for guarantge and the dient pays on
E o B I e fisiterat’time of check-out. Some resorts and smaller hotels
[ I B e .- i |may require:cash or check payment however and will require
v . \ . a deposlt issued on your agency’s check. For this you would
v SR ‘ follow your agency's polidies.

e TR e N, " | Be sure'tc'get the name of the reservation agent and a con-
AL e, R PO, [ s ¢|+} firmation iumber. Sometimes hotels will request a fax in
’ order to tonfirm the reservation. Send the fax and request
. 'thét they advise rates, guarantee and cancellatlon policy by
[N i Co . fatirn fax, nvoice hotsl for tracking purposes so your
1, agency can be syre it gets its commission. If you book
thnugh the CRS, remember to get a confirmation number.
. It is |mpor!ant to have a guarantee, as without it you are
\ ; - | hedving your clients vulnerable to not having a room waiting
-1 ‘ for them. Always remember to advise your clients of cancel-
: iation policles,

100 Hotels
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5.3 ‘SALES AND
PAYMENT TERMS

102 Hotels < . ¢

Hotels havé'many different'ratés in addition to the highest =
published rate (Rack Rate) They may be negotiated by indus-
try or group affiliations or they may be offered because of -
room type or location. Almost always, you can bargaln with a
property for one of these rates. o

During the proccss of makmg a reservation ‘in a hotel, these tcrms
might be- used;

¥ ‘Cotimission: 3 percentage of the accommodation price that is

“paid to a travél agent for selling the accommodation. For
example, some'hotéls offer the agency 10% of the room rate.
*  Deposit: money sent to hold the reservatmn for a specific
" amount of time. .
« Central reservations office (CRO): call centre for hotel
cepmpanies. 0T st
" Chain: a-group of hotels managed and/or owned by one
organization.

' Confi rmatmn written acknowledgement of a reservation

. o&en ;nchcated by a number or code.

~+ -Qverride: an additional commission paid by the supplier as a

“4ales incentive (see commission).
+  Value added tax (VAT): a government-imposed tax added to
the price @nd common if-many countries.

'+ Familiarisation tours: discounted or complimentary tours

are offered to travel agents or wholesalers to introduce them
tow destination of prodnct Indwidual"or groups of suppliers
- sponso'r them (alsd ] known as ‘Fam Trip3').

Frequent guest:program: stmllar o airline frequent flyer

- prograrsy guests aecurtiulate pmnts for usmg hotel services.
Thé@e points are redeemed for upgrades, discounts and com-
plimentary servmes and they oﬁen 1mk ‘to speclﬁc airline pro-
grammes.

-+ - Group boolungs' a set of rooms set amde for groups of ten or

more people and negotiated at'a speclal price (see also room
‘block), . -
+  Guarantee: hold status of reservation prepaid either by a cash
* deposit or credit card fiumber. Cash deposit or credit card
number given by thé client so that the hotel will guarantee to
keep. the room available after the normal check-in deadline.

' _' :;: Independént: a hotel not affiliated with any chain or group.

. ‘Market segments: may also be known as price tiers. This dis-
tmgmshes the type of customer market targeted by the hotel.
For example: luxury, corporate or budget.

»  Meal plans: inclusive packages offered by hotels for meals

-, plus sleepmg room.
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{ * No-show: the status of a reservation when the puest does not

airive by the check-in deadline, Many hotels will charge the
price of at least one night's stay as a no-show charge on the
person's credit card.

*  Occupancy: from the agent’s perspective, the rate charged per
person. May be charped as a single or double (e.g. single
occupancy, double occupancy, etc.) From the hotel’s perspec-
tive, occupancy means the number of guests the hotel is
accommodating on any given night {e.g. 80% occupancy of a
400-room hotel would be 320 rooms sold).

*  Overbooking: the practice of booking more than the hotel’s
capacity of rooms by a hotel in anticipation of cancellations or
no-shows.

+ Package: an inclusive sel of products or services designed to
attract the leisure traveller. Packages are customarily priced
lower than when commodities are sold individually (see also
wholesaler). T -

* Rate categories: rate categories mdlcate the amountb of
money hotels charge for a room and the various discounts

-available within the initially quoted price.

* 'Room block: a group of rooms or meeting space usually

reserved through travel agents or wholesalers. These are held
- with a deposit.

« Room night: onc overnight stay per person per room, i.c. two
persons in one room for one night = two room nights.

. Upgrade: to move up to a higher standard of accommodation
at little or no cost.

+  Walking: sending the guest to another property when the
hotel is fully occupied.

+  Wholesaler: a supplier who sclls packages through travel
agents.

You may hear words used to describe hotel processes. Some
of them are'terms used in ordinary speech, {i.e. a "no-show"

“means the same for both airlines and hotels} others are spe-

cific to the hotel industry {occupancy can mean one thing te
hote! staff and another to you the travel agent).

Unit 5: Reservations and Administration 103




- (@J Internationaf Travel & Tourism Training Programme
ur

S_'l'_uDY.CHECK

O 1) True or False: You don’t have to guarantee a hotel room reser-
. vation

2) True or False; If the hotel is not available in your CRS, don’t
bother calling the hotel. The CRS has the most up-to-date
information.

A com.mission,is baid to the agent by: .
A. The hotel
B. The traveller
C. The travel ageﬁts’ association
s " -+ f " D, The wholesaler -~

Sometimes tour packagers or hotels will accept a tour order or
“voucher from you. This allows you to sell the hotel or tour in
advance and collect the money directly from the client. Usually
“the hotel will be able to tell-you how they wish the voucher to be
completed A
The voucher will also:indicate method of payment. These
forms of payment rhay include:
» -Guest pays at hotel . .. "+
-+ Guest pays tax and-incidentals enly
*  All charges paid for by'the wholesaler
* Guest pays incidentals
i+ " Guest to leave creciit'card for incidental charges only

5.4 ADMINISTRATION:
"TOUR.ORDERS
AND VOUCHERS

. ‘If a voucher is not completed accurately, problems can occur,
W:thout the actual voucher, the guest may be asked to pay for all
charges. If there is 1ncomplete information, the guest may not get
meals or bed types previously requested. You can help by care-
fully explaining to clients how the package works and reviewing
the vouchers with them. e

) There,are acmally several types of voucher:

One.is. the Tour.Order. Issued by a wholesaler, it is carried by
_the customer One copy-goes to the intermal auditors, one goes to
the agent, one.is for services such as airport transport, an accom-
modation/hotel copy, a service coupon (i.e. for a city tour or golf
green fees), and an airline passenger copy.

Another is the Miscellaneous Charges Order (also known as
an M.C.O.) These forms are validated by the agency on specific
airline carriers. Your agency will hold plates for each qualified
airline, They are pracessed through the Airline Reporting
Corporation (ARC) or IATAN TATA Bank Settlement Plan,

A third voucher is that used for disrupted flights. They are
issued by an airling when there is an overbooking, delay or can-
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STUDY CHECK

1 cellation of a flight. Although you will not issue these vouchers,
you should be able to discuss them with clients.

. The voucher may have several copies or coupons, like an air-
line ticket.

Copies include:

«  An internal office copy

«  An airport copy

* A copy for transport to the hotel

* A hotel copy, covering room and meal charges
* A copy for transport back to the airport

+ An airline passenger copy

Upon check-in at the hotel, the guest should give the hotel
copy to the receptionist and meats should be signed to the room.

There are various types of voucher accepted by hotels. They
must be carefully filled out and the client must be informed
of what is written on them before departure.

1} Vouchers are usually issued by:
A. The hotel
B. The wholesaler
C. The travel agent
D. The Concierge

............. rerved

Be sure to ask the right questions. Build a relationship with your
clients and learn their preferences, travel patterns, industry or family
information. Remember to read back the information to the client to
ensure accuracy.

Browse through your CRS and learn how it displays hotel information.
Determine the advantages and disadvantages of using the CRS

Make recommendations that will enable clients to feel they have
choices. Give some options in rate, location and brand.
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6.4 CoMMISSION
PouciEs
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STUDY CHECK

client that the exchange rate may bé subject to fluctuation and
therefore, the rate in your home currency may vary. (Countries in
the European Monetary union have frozen their exchange rates
until the euro is in full circulation),

CDmmlSSlOﬂ structures vary widely through chains and independ-
ents. Your reference matérials usually have a symbol indicated
the percentage of commission but if you are unsure, contact the
hotel dlrectly They may pay commissions monthly or within
days. ’

Wholesalers may have a completely different commission
gtructure. Read their terms thoroughly or ask when you make the
booking.

Always explain the applicable'terms and conditions of hotel
‘bookings to your clients before departure. If there are signif-

icant financial. penalties.involved, you may wish to type the
terms and.conditions on a copy of the clients’ itinerary and

~have them sign:it to indicate they understand what you have
..explained to them.

1

@

1) True or False: Buying cancellation insurance is always a waste
of money. . .

2) Tme or Fa]se When you quote a rate, be sure to quote your
own currency rathcr than the local one.

'3) Commission pohclcs aré usually based on:

A Govcrnment regulatxon
B. Your relatlonshlp W]th the hotel

© C! Individual hotel of chain decisions
D. Your tié}'v;l ‘agency"s policy

- i

Appl)qg_g Your Learm

Contact a hotel from each major category and ask about their terms
and conditions covering deposits; guarantees; check-infcheck-out -
deadlines, cancellations and .no-shows. Compare the answers and note
-any differences between business and leisure hotels.

£ T T D T LT Y PR PR PP
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6.5

SUMMARY

What you don’t know can hurt you and your client. Hotcl man-

.agement protects itself by imposing certain terms and conditions

on reservations (sections 6. 2 through 6.4). You can save your
client and yourself time, frustratlon and money by reading terms
and condmons carefully and advising your client before his or her

Edeparture
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| As you become more knowledgeable about this exciting industry,

you will be able to describe the various products on the market
and abcuratf_:ly explain their special features. In this Module, you
saw a partial list of types of accommodation, looked at various
hotel classifications, rating systems hotel room, bedding types and
meal plans (Unit 1).

So too, as you grow in your career as a professional travel
agent, you will become more and more familiar with the language
of the hospitality and accommeodation industries. You will hear
many words and read many acronyms that will become a familiar
part of your vocabulary (Unit 2).

There are so many options available to your client that it may
be a daunting task to actually find them. There are several excel-
lent travel trade resources to help you find accommodations, both
printed and electronic (Unit 3).

All these accommodations of course, come with a price and
you can quote rates that go with them and justify the reasons for
cach (Unit 4). Once your information is gathered you can then
use your skills to make reservations (Unit 5). Finally, you can
save expense and frustration for your client and yourself by care-
fully determining the terms and conditions that apply to each
booking (Unit 6).

A hotel experience can make a trip a lasting pleasurable mem-
ory or a nightmare. Taking care of the basics at this stage in your
career as a travel counseilor will establish your reputation as a
valued advisor who builds lasting relationships with clients.

International Travel & Tourism Training Progralﬁnje

)

2)

3)

4)

5)

)

7)

8)

Visit some hotels in your local area. Pick three different
types, i.e. business, vacation, and inn. Ask to see the rooms
and note amenities, facilities, and bedding types available.

Go on to the Internet and conduct a search for hotels in your
city, See'what comes up. Conduct another search for hotels
and frequent guest programs or hotels and a specific recre-
ational activity such as sailing or golf.

Look on the Internet for a virtual tour of a hotel.

Call a hotel and ask them to quote you rates. Write down
which rates are offered first and which services are offered.
Call that sime hoiél al another time and ask about rates dur-
ing off-season or low occupancy dates (i.e. weekends for
business hotels or summer for ski resorts). Record the differ-
ent rates offéred.

Call a hotel,whe(n you lfnow there is a special event such as a
conference in town. Note the rates quoted for a period of
high occupancy as opposed to a time of low occupancy.

Have a discussion with your friends or colleagues. Ask them
if they think’that hotel rates are priced faitly. Take the oppo-
site view of theirs and debate. Even if you believe they are
corTect, you may get some new insight. If you believe they
are wrong, tHey may provide some convincing evidence to the
contrary. In either,case; you learn more about the client as
well as the vendor’s perspective.

Call or visit travél dgencies. Tell them you are training to
become'a travel agent and want to know how to book a hotel.

- g

Call a hotel reservation’s department and book a room. Ask
them what additional terms and conditions the hotel has and
note how they respond. Ask them if there are early departure
or late check-out fees. How do they treat no-shows? Who is
responsible for paying the bill in another hotel if the guest is
“walked” due to overbooking?
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