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Approaching Tourism

Task 1 Travel Service

Learning Objectives:

@ To gain necessary vocabulary about travel service
&To learn basic knowledge about travel service
& To master the business procedure in a travel agency

&To know the key skills for a qualified tour guide

. Introductory Remarks

In this module, something on tourism organizations and types of tourism

is presented. Exactly, the key points are the vocabulary for tourism, standard
procedure, the new development trend of tourism and practical communica-

tion skills in typical cases in the travel industry.



Brainstorming and Warming up Activities

1. Brainstorming
Direction: Do you know them and what role they play in the travel indus-

try?
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2. Warming up Activities
Direction: Work in groups and write out words or expressions about the

above.

| Passage and Sample Dialogues

1. Passage

Preface The tourism industry is a big dynamic business, which spans
the globe and provides employment and revenue in almost every nation. Since
the Central Government of China identified tourism as a new economic
growth sector in 1998, China, despite the country being in an initial stage of
development in tourism, has been one of the most important players of the in-
ternational tourism community and a driving force of tourism both inbound
and outbound travel. In 2000, China earned US $ 16. 2 billion in tourism;Dur-
ing the “Oct. 1”7 Gold Week period of 2008 only, tourism revenue totaled
RMB 79. 6 billion,up 24. 2% than 2007; By 2020, China aims at receiving 145
million visitors, of which foreign tourists would be 33. 5 million generating
receipts of US$ 75 billion and domestic tourism generation RMB 2700 billion
— thus, tourism revenues would represent 8% of China’s GDP.

Tourism and Travel When asked what tourism is, we usually think of
people who are moving by some means of transportation and visiting a parti-

cular place for sightseeing, taking vacation and having a good time. They may
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spend their leisure time in various sports, talking, singing, touring or simply
enjoying the environment. In fact,if we peruse the subject further,an increas-
ing number of other items can be included in the understanding of tourism,
which must also involve those people who are searching for survival or treas-
ure in the history, and nowadays attending a convention, a business confer-
ence,an expo or some other business or professional activities, enjoying their
incentive trip and receiving health care and worshiping or pilgrim, as well as
those who are taking a study tour under an expert guide or doing some kind
of scientific research or study. More amazingly, with the help of internet, peo-
ple can have excellent DIY (do-it-yourself) travel,initiating a tourism revolu-
tion.

Accordingly, tourism is essentially a type of human planned activities
mainly for people’ s motivation of sightseeing, entertainment, curiosity or
knowledge. Exactly, tourism consists of several key items — transportation,
lodging ( housing ) » food service, shopping, touring and entertainment. So,
tourism necessarily includes travel although they’ re considered almost the
same in our daily life.

As to the tourism market, we must know very well two important
bodies, the governor normalizing the industry and the market in the name of
the government and the players professionally providing various travel serv-
ices.

Travel Administration Travel administration is the government agency
in charge of tourism directly.

In China,it’s a multi-level agency,including national and local travel ad-
ministrations, China National Travel Administration(CNTA) and Province-,
City- and County-level Travel Administration respectively.

In general, travel administration is mainly responsible for such affairs as
macro-marketing, planning , organizing, supervising , guiding and promoting. In
detail ,its main responsibilities involve internal marketing, which means travel
administration should raise,develop and normalize its internal tourism market
and travel industry,and external marketing, which usually indicates travel ad-
ministration should organize external publicity and significant promotional ac-

tivities on the overall image.




Travel Agency Tourists can find many approaches available for them to
gather information about their destinations and make reservations for their
trips. Traditionally, the travel distribution channels usually involve travel a-
gencies, convention and meeting planners, credit card companies, consumer di-
rect access and tourist offices. However, with the technological advance and
popularity of internet, people come to treat Internet as the most convenient
information source, producing a completely new distribution channel called
on-line travel.

Of all the travel intermediaries, the travel agency is still the most impor-
tant temporarily, especially in developing countries like China. In most cases,
travel agencies as the middleman have to attract tourists and help tourists re-
serve tickets,hotel accommodations as well as make arrangements. They are
rewarded for their good service with the benefits of compensation, commis-
sions,overrides,rebates and service charges. More exactly, travel agencies u-
sually work as the buyer and the seller both. As the buyer, they should select
quality suppliers in the fields of transportation, accommodation, insurance,
shopping and entertainment and then sell all these mainly to tourists;as the
seller, travel agencies mainly have internal customers and external ones, staff
working for the travel agency and tourists paying for the travel services re-
spectively. Excellent internal marketing can attract brilliant people, especially
gifted guides, to serve for the travel agency,which can lay good foundation of
external marketing;excellent external marketing, the key to the survival and
development for the travel agency, can increasingly advertise more and more
tourists to be its account, making purchase of its services. The price difference
between the buying price and selling price benefits travel agencies in econo-
my. Accordingly, external marketing previleges internal one. And it forces the
travel agency to work out an increasing number of workable marketing cam-
paigns in order to seize more market share and anticipate greater prospect on
the basis of good customer satisfaction.

Travel agencies do not only compete with each other, but with other pro-
viders of travel services. Nowadays, on-line travel has seen its popularity, pro-
ducing more severe competition in the line. In the past, tourists have to be at

the service of travel agencies because they have no say in the seller’s market.
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But now, they find more suppliers available in the buyer’s market. On-line
travel features, the unique service of customization, which allows would-be
tourists to have more say in the talk with providers of travel service. Hence,
travel agencies actually confront a more complex picture. Certainly, what they
should do is not only to set up their own website or homepage, but to
promptly adapt themselves to the new environment with more innovated but
practical steps or measures.

In America and Europe, travel agencies usually come with two types:Re-
tail Travel Agencies and Tour Wholesalers (Tour Operators). The former as
the middleman deals directly with customers represented by such agencies to
purchase tourism products and services; contrarily, the latter as the dealer
sells tourists those tourism products and services pre-purchased and assorted
by the company from other suppliers in the travel industry.

Since 2000, travel agencies in China Mainland have fitted in domestic and
international travel agency. International travel agencies are also sub-divided
into the agency with the outbound right and the one without outbound right.
By the business, travel agencies at home also fall into three sub-categories:a)
organizing agency ,the agency which signs the tourism contract with tourists
at the departure place of the travel and usually answer for the itinerary con-
firmed by itself and tourists as well as send national guide to take good care
of its tour party; b) receiving agency , the agency which receives and enter-
tains at the target destination of the travel the tour group from the organizing
agency and are usually the partner travel agencies of the receiving agencies;c)
tourist of fices, the agent or office set up by the receiving agencies in the
places(cities) of departure and intended for attracting more customers and fa-
ciliating cooperation between itself and the organizing agencies.

2. Sample Dialogues

Dialogue 1 Routines

M=Mona L=Li

M Usually a tour manager’s routines can be divided into five categories:
pre-trip routines, first-day routines, each-day routines, last-day rou-

tines, and post-trip routines.
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L:So,what should be the focus of the pre-trip routines?

M.

It exactly means full preparation for the trip. You should first find
out what tours have been assigned, whether it” s familiar or not, if
not,ask about anything unclear and research the tour,if any special
holiday occur during the tour, especially cultrual and religional holi-
days, to review the material given, especially the exact time and place
for you to meet the party and to review the passenger list is also very
important, you may find out some special client information or re-

quests.

L:Ah,full preparation can certainly mean half success!

M.

On the first day, the spot time will be well in advance of the clients’
arrival time and the tour director should determine whether all is run-
ning on schedule and check the terminal to find the location of shops,
restaurants and other conveniences. When passengers arrive, the tour
manager introduces himself or herself, checks luggage, hands out es-
sential documents,and assign seating. A tour director must be friend-
ly and professional from the start. The first impression is invariably
the most lasting one. Of course, the tour conductor will have to re-
view with the group the general itinerary for the tour as well as the
rules and regulations. In my opinion,it”s just the time to establish ca-

maraderie with and among the group.

L:That’s to say,we should give our passengers a good first impression

M,

and then we should be able to get well with them. I see!

You must carry out certain routines every day on the tour, for exam-
ple,to inform the group of the day’s time and events, first thing in
the morning,and to find out about any special free activities and tell
your clients about it. Then, whenever clients leave the group, give
them a precise time to return by giving the return time as a specific
time, for example,“It’s now 2:15. Be back at 2:30.” Do not say, “Be
back in fifteen minutes”. Of course, when they return to the coach,
take a careful head count to make sure everyone is back. Then tell
them what will be happening next. In spare moments, reconfirm all

appointments that are about to come up,including those for the next
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morning. At day’s end, give tour members a general outline of the
next day’s events and specific information about the next morning’s
first activities and departure times.

L:Ah, a tour guide must be careful enough., otherwise, trouble would
arise.

M. That’s right. A guide should be careful through the trip. According
to my experience,a tour’s last day is a peculiar one because the pas-
sengers are tired and so are you. But the last day leaves a strong im-
pression. An escort should do everything possible to live up the day,
for example,if you’re on a plane or train,make an effort to circulate
as much as possible among your clients. I’m sure this is also the right
time to review other tours your clients may wish to take. At the end
of a successful trip, clients are usually most open to thinking about
their next tour options.

L:Can I treat the review as a marketing strategy or a kind of survey?

M:Sure! Only when we detect our clients’ real or new needs can we at-
tract more visitors, So,after the trip is over,the tour manager usually
reports to the company, handling in required forms and describing any
unusual events that occurred. But,in my view, we should go further,
for example, we can send some notes to clients, thanking them for the
business. It certainly helps our business in this marketing business
world. This is only the basics for your information.

L:Thanks one million! All you said is so helpful for me to be a good
guide. Of course, the most important is that I should bring all of this
experience into my practice and accumulate more practical experience
in my career life. Thanks again, Mr. Monal

M:You’re welcome!

Dialogue 2 Looking for a Guide

M=Mona L=Leo J=]ack

L:Ms White, Mr. Webber. How can I help you this afternoon?
J:Hi,Leo. We’re after a tour guide.

M: Yes,Leo. We want to make the most of our last day. Can you recom-
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mend a good tour guide?

L:I can recommend Five Star Tours. They’re very popular.

M:We don’t want a group though,leo. We want a private tour guide.

L:Well, there’ s someone 1 know of, He’ s the best in the business.
You’ll need him tomorrow?

M: Yes.

L.1’1l see if he’s available. Excuse me for just a minute.

L:You’re in luck. He is available tomorrow.

J:Excellent. When can we speak with him?

L:He can meet you today if you like.

J:Fine. What time?

L:3 o’clock.

L: He said he can meet you here in the lobby.

M: What’s his name, Leo?

L:Mr. Le.

J: Thanks, Leo.

L:My pleasure.

L:Good afternoon.

M. Hi, Leo. Why are you wearing a different uniform? And where is
Mr Le?

L:Let me introduce myself. I am Mr Le. Your tour guide.

J:Leo,you’re a tour guide?

M But you’re the hotel receptionist!

L. I also work for Five Star Tours.

M.:1 don’t understand.

L:Please let me explain. I’ m saving up to study hotel management in
Australia. So I work for Five Star Tours in my spare time.

M.:I"m still not sure about this.

L:Let me assure you, Ms. White. I have a tourism qualification,and 1’ ve
been doing this job for seven years.

M:But. ..

L:I know all the best tours in the city!

J:I”m sure you do, Leo. We would love you to be our tour guide,
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Wouldn’t we, Mona?

M.1 suppose so.

L:Thank you Ms. White and Mr Webber.

J:Call me Jack.

L:Thank you, Jack. Now, if you’ll just follow me to the lounge. I have
some brochures to show you.

Dialogue 3 Discussing a Tour

M=Mona L=Leo J=]ack

L:Now,what did you have in mind? A full day tour?

J:Yes.

M.: The zoo looks good. I love animals.

J:But we can go to the zoo anywhere, Mona. LLeo, what”s something we
can only see in this city?

L:Well,you’re in luck. The Lantern Festival parade is on tomorrow. It’s
very colourful.

M.Is it near the harbour? I’d love to see the harbour.

J:We have harbours in Australia, Mona.

L:Perhaps this will interest you. It’s a dolphin watch harbour cruise.

J:How much will that set us back, Leo?

L:As you can see,the price is very reasonable,

M. Oh this looks good.

L:It’s going to be fine and sunny tomorrow. Perfect for a cruise.

J:1 think I’d like to see the parade.

L: You can do both! The cruise takes four hours... and the parade
doesn’t start until after sunset.

J:Sounds good to me.

L. All right. Let” s go over our itinerary. We’ Il take the morning
cruise. . . and then have lunch at the quay. After that, we can visit the
temples. .. or you can come back and rest. .. depending on how you
feel.

J:Yes,let’s play that by ear.

L: At six we’ll have a traditional dinner and then go to the parade.
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M Excellent. What time should we start out?

L: We should leave the hotel at about 7:30. Don’t forget to bring your
camera and it’s a good idea to wear warm clothes. It can get quite
chilly on the ferry.

M Should we take any food?

L:There’s a kiosk on the ferry,if you prefer.

J: Thanks Leo.

L:I’ll make the arrangements now. See you in the lobby at 7.30.

M: Yes,see you then,lLeo.

Special Terms and Expressions

1. Special Terms
(1) Types of travel agency and tour guide
a) travel administration
travel administration g # 5 Visit Britain 3% B ILX 5
China National Travel Administration(CNTA) IR
Hong Kong Tourism Board(HKTB) & # ki 2 & 5

b) travel agency

domestic travel agency B M7&474  international travel agency B FRagfT4t

five-star travel agency

B R B ikATAE
organizing agency 44 F] 4t
state-owned agency A #ATAL

¢) guide

% b 3%
EIRF
A

unlicensed tour guide

professional guide
full-time guide
local guide
4 5 if
W35

= &0

% & T

on-site guide
senior guide

courier

top travel agency . H 7474

receiving agency JEfF4t
private agency FA7H sRATAE

45
IR F5
Al

private/personal guide

amateur guide
part-time guide
national guide
FA T8
& b 505
4 B 508

%3550

specialized guide
superfine guide

multilingual guide
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(2) Traditional Chinese festivals

the Spring Festival A% the Lantern Festival T H ¥

Pure Brightness Day %8l %  the Dragon Boat Festival 5%
the Mid-Autumn Festival the Double Ninth Festival £ [a%
ok

(3)Description of the market or the industry
off season(slack season,season-low,off-peakseason) % Z&

on season(peak season,season-high,selling season) AEZ

shoulder season(period) -FZ tourism circles RS-

go sightseeing #3% well-off life /N EAE
employment 3tk sunrise line #4471k

tour route ZR#EIE 2%, travel industry 7k #%

travelling expense & % travel business k7% k 4%

tour route FRATIEZK reasonable price M H&&-FE
itinerary RAT%HE economic impact £ F%R
cultural impact AL environmental impact ER3% %
low carbon economy  4&.8% 22 5 sustainable development 7T &4z % B

2. Expressions

(1) Hello, this is China International Travel Service. Can I help you? %
4 X B E E bR R T SE A A TR R 2

(2)We can offer all kinds of tours, from individual tour to group pack-
age tour. We also offer specialized tour. T TREFRALLS FhAR T, AL FE S AJEAN
AN IS . 29K, FRATIE REHR 45 Fh R (LR Ui IR 55

(3)It’s a net price, the ticket excluded. It’s reasonable, especially in
the peak season. BXJEEHT , ALE M. PRSI, JUHR TR IE 2 .

(4) Honorably, outbound travel falls into our business scope because
we’re an international travel service. R3¢, IS BN LS H ,
PR R — K E PR T4

(5)You’ll also agree it’s an excellent itinerary of good quality but low
price. FRAR, BN B # & — D LM BROVIRFE L HE .

(6)I”m sure it”s hard for you to find a more favorable quotation with the

same service than ours. TN AR MEF 8 2 5 36 J7 IR 45 5 o — B (H M0 4% L




