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1 About these Qualifications

This booklet contains OCR’s Advanced Subsidiary GCE, Advanced Subsidiary GCE (Double
Award), Advanced GCE and Advanced GCE (Double Award) specifications in Travel and Tourism
for teaching from September 2009.

The specifications build upon the broad educational framework supplied by the Qualification and
Subject Criteria (QCA, DCELLS and CCEA, 2002) and employ an investigative and problem-
solving approach to the study of the subject. In addition to providing a suitable route for
progression for candidates completing GCSE Travel and Tourism, the course of study prescribed
by these specifications can also reasonably be undertaken by candidates beginning their formal
education in the subject at post-16 level. Progression through the Advanced Subsidiary GCE and
Advanced GCE, through either a single or double award, may provide a suitable foundation for
study of the subject, or related subjects, in further and higher education.

Key Skills are integral to the specifications and the main opportunities to provide evidence for the
separate Key Skills qualification are indicated.

1.1 The AS GCE

The Advanced Subsidiary (Single and Double Award) GCEs are both a ‘stand-alone’ qualification
and also the first half of the corresponding Advanced (Single and Double Award) GCEs. The AS
GCE is assessed at a standard appropriate for candidates who have completed the first year of
study (both in terms of teaching time and content) of the corresponding two-year Advanced GCE
course, i.e. between GCSE and Advanced GCE.

The AS GCE is made up of three mandatory units which form 50% of the corresponding six-unit
Advanced GCE.

The AS GCE (Double Award) is made up of four mandatory units and two optional units which
form 50% of the corresponding twelve-unit Advanced GCE (Double Award).

The skills, knowledge and understanding required for the first half of an Advanced GCE course are
contained in the ‘Advanced Subsidiary’ (AS) units. The level of demand of the AS examination is
that expected of candidates half-way through a full Advanced GCE course of study.
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1.2 The Advanced GCE

The Advanced GCE is made up of three mandatory units at AS and three further units at A2.

The Advanced GCE (Double Award) is made up of four mandatory and two optional units at AS
and six further units at A2 (four mandatory and two optional).

The skills, knowledge and understanding required for the second half of an advanced GCE course
are contained in the ‘A2’ units. The level of performance expected, therefore, reflects the more
demanding Advanced GCE material, including the higher-level concepts and a requirement to draw
together knowledge and skills from across the course. The precise pattern across AS and A2
reflects the nature of individual subjects.

The combination of candidates’ attainments on the relatively less demanding AS units and
relatively more demanding A2 units lead to an award at Advanced GCE standard.

1.3 Qualification Titles and Levels

These qualifications are shown on a certificate as:

e« OCR Advanced Subsidiary GCE in Travel and Tourism.

¢« OCR Advanced Subsidiary GCE (Double Award) in Travel and Tourism.
« OCR Advanced GCE in Travel and Tourism.

e« OCR Advanced GCE (Double Award) in Travel and Tourism.

All qualifications are Level 3 in the National Qualification Framework (NQF).

1.4 Aims

All specifications in Travel and Tourism aim to encourage candidates to develop broad skills,
knowledge and understanding of the travel and tourism industry and should prepare candidates for
further study or training in travel and tourism related occupations.

The aims of these specifications in Travel and Tourism are to encourage candidates to:

« develop and sustain an interest in travel and tourism and the issues affecting the development
of the industry and its potential effect on employment opportunities;

« develop an understanding of the scale and importance of the travel and tourism industry and
the interdependence of its sectors;

« appreciate the importance of the customer to the travel and tourism industry;

« appreciate the importance of host destinations and communities to the travel and tourism
industry and the importance of sustainable development;

e appreciate the positive and negative impacts travel and tourism may have on people,
environment and economy;

« develop practical and technical skills relevant to the travel and tourism industry;
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« appreciate the global and dynamic nature of the travel and tourism industry, how people,
environments and issues change, and how the industry responds to these changes;

e appreciate the impact of information and communication technology (ICT) on the development
of the travel and tourism industry and the potential effect on the future activities;

« appreciate the significance of values and attitudes of key stakeholders in the travel and
tourism industry;

« develop their own values and attitudes in relation to travel and tourism issues;

« apply their knowledge and understanding of travel and tourism and use skills of research,
evaluation and problem solving in vocational contexts;

e plan, prioritise and meet deadlines, work independently and within teams;
e participate in visits to travel and tourism organisations and destinations.

In addition, the aims of the Advanced Subsidiary (Single and Double Award) GCE specifications in
Travel and Tourism are to focus on developing an understanding of the characteristics of the travel
and tourism industry and its individual sectors and the skills required to operate effectively therein.
The acquisition of knowledge and understanding is to relate to that required of an employee
working at operational level with direct contact with customers.

In addition, the aims of the Advanced (Single and Double Award) GCE specifications in Travel and
Tourism are to encourage candidates to develop a more critical understanding of the travel and
tourism industry, and the connections between different parts of the industry, through sustained
use of a range of research techniques, and to apply this understanding in unfamiliar contexts.
These specifications are also to encourage a holistic view of the travel and tourism industry and an
understanding of the interrelationship and interdependencies of its different sectors. There is to be
provision for an in-depth study of one or more sectors and its operation. These specifications are
to develop skills to deal with complex situations and problems. The acquisition of knowledge and
understanding is to relate to that required of an employee working at supervisory level.

1.5 Prior Learning/Attainment

Candidates entering this course should have achieved a general educational level equivalent to
Level 2 in the National Qualifications Framework, or Levels 7/9 of the National Curriculum. Skills in
Numeracy/Mathematics, Literacy/English and Information and Communication Technology will be
particularly relevant.

However, there is no prior knowledge required for this specification. Prior study of the GCSE in
Leisure and Tourism may be of benefit to some candidates, but is not mandatory.
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2 Summary of Content

2.1 AS Units

Unit G720: Introducing travel and tourism

« Nature of travel and tourism;
e Scale of the travel and tourism industry;
« Development of the modern travel and tourism industry;

e  Structure of the travel and tourism industry.
Unit G721: Customer service in travel and tourism

e  Principles of customer service;
+ Needs of external and internal customers;
e Customer-service skills and personal presentation;

« Assessment of the quality of customer service in travel and tourism.
Unit G722: Travel destinations

¢ Research skills;

« Geographical locations of major short-haul and long-haul destinations for UK tourists;
o Key features of major destinations;

« Why different destinations appeal to different tourist groups;

« Changes in popularity of tourist destinations.
Unit G723: International travel

« Different types of international transport and major routes to/from the UK;

« Different transport products to/from the UK;

« Ancillary products and services provided to international travellers;

« Organisations that influence international travel from the UK;

e Consumer issues influencing the provision of international travel from the UK;

« Factors influencing international travel.
Unit G724: Tourist attractions

« Different types of visitor attractions in the UK;

« Ownership, funding and management operations of visitor attractions;
« Changing developments in technology;

« Visitor and traffic management;

« Popularity of visitor attractions.
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Unit G725: Organising travel

« Different providers and methods of organising travel,
« Products and services offered by providers;
« Marketing and advertising techniques used by providers;

« Use and development of technology and its effect on organising travel and preparing
itineraries;

e Sources of information used for organising travel,

« Planning and costing travel itineraries.
Unit G726: Hospitality

o Sectors delivering hospitality and the effects of seasonality, tangibility and perishability in the
industry;

« Types of corporate hospitality;
e Types of accommodation and accommodation services;
« Types of food and drink services;

« Customer-service issues at both ‘Front Office’ and point-of-service and the importance of
developments in ICT in operational management.

Unit G727: Working overseas

« Types of job opportunities and companies that offer them;

« Administrative working practices necessary to maintain success;

« Operational working practices necessary to satisfy customer needs;
o Legal implications of working overseas;

« Personal qualities, values and attitudes required to work overseas.
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2.2 A2 Units

Unit G728: Tourism development

Agents of tourism development;
Objectives of tourism development;

Impacts of tourism development.

Unit G729: Event management

Feasibility of the project;
Teamwork;

Marketing the event;
Financing the event;
Occasion management;
Carrying out the project;

Evaluation of the project.

Unit G730: The guided tour

Different purposes and types of guided tour;
Merits and deficiencies of different types of guided tour;

Devising and delivering a guided tour.

Unit G731: Ecotourism

Nature, aims and objectives of ecotourism;
Ecotourism’s contribution to social, cultural and environmental issues;
Purpose of ecotourism projects;

Trends and future appeal of ecotourism projects.
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Unit G732: Adventure tourism

e Adventure Tourism Activities (ATAS);

« Development of ATAS;

« Management of the impacts of adventure tourism;

o Benefits of ATAs;

« Choice of feasible and safe ATA;

« Role of national governing bodies and regulatory bodies in ATAS;
« Effective planning and participating in the chosen ATA;

« Evaluation of the chosen ATA.
Unit G733: Cultural tourism

« Travel motivators;
« Movement of cultures;

e  Cultural characteristics.
Unit G734: Marketing in travel and tourism

o Marketing of travel and tourism;
e  The marketing mix;
« Market research;

e  Marketing communications.
Unit G735: Human resources in travel and tourism

e Human-resource management;

« Human-resource planning;

e Recruitment and selection;

« Induction, training and development;
«  Staff motivation;

o Performance management;

e Appraisal and termination of employment.

© OCR 2009
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3 Unit Content

3.1 AS Unit G720: Introducing travel and tourism

This unit will provide an overarching understanding of one of the world’s fastest-growing industries.
Candidates will investigate the reasons for the rapid growth in the modern travel and tourism
industry and understand why it is commonly referred to as ‘the world’s biggest industry’.
Candidates will learn that the UK travel and tourism industry is made up of a wide variety of
commercial and non-commercial organisations that interact to supply products and services to
tourists. Candidates will develop an appreciation of the different values and attitudes of these
organisations and will learn about the present significance of the industry within the UK economy.

Within this unit, candidates will develop vocational skills related to the travel and tourism industry:
in particular, selecting and interpreting appropriate data, problem solving and understanding and
applying industry-related terminology.

The unit supports the more detailed study of the travel and tourism industry that candidates will
carry out in other parts of this qualification.

3.1.1 Nature of travel and tourism

Candidates need to understand what is meant by the terms ‘travel’ and ‘tourism’. Travel and
tourism cover the whole phenomenon of people travelling away from home, whether for business
or for leisure, and the industry that supports this activity. As an introduction, candidates need to
understand basic definitions of ‘travel’ and ‘tourism’. A useful starting point is a dictionary definition
of these terms. From here, candidates can expand on the different types of tourism and the main
reasons why people travel.

To understand the nature of the industry and its characteristics, candidates need to know the main
types of tourism:

« domestic (UK residents taking trips or holidays in the UK);

e inbound (overseas tourists visiting the UK);

« outbound (UK residents taking holidays outside the UK).
Candidates also need to know the main reasons why people travel:
e leisure;

e Dbusiness;

« visiting friends and relatives.

Candidates need to understand, and explain, the unique characteristics of the travel and tourism
industry:

e seasonality;
e perishability;
e intangibility.

© OCR 2009
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Candidates will be examined on the nature and characteristics of the travel and tourism industry in
the UK. Candidates need to give relevant, up-to-date examples from the industry and use
appropriate language and terms associated with travel and tourism. Candidates need to show they
can use a range of information relating to the nature of travel and tourism and draw conclusions
about the industry.

3.1.2 Scale of the travel and tourism industry

The industry that has developed to meet the needs of tourists is extensive. Candidates need to
investigate the scale of the industry at a local and a national level. Candidates need to develop
skills in analysing the most commonly used statistics in travel and tourism.

Candidates need to investigate and analyse key industry statistics; examples include:

« consumer spending in the UK on travel and tourism;
« number of people employed in the industry;
« number of tourists coming into the UK;

« number of UK residents taking holidays in the UK (domestic tourists) and outside the UK
(outbound tourists).

Candidates will be examined on the scale of the travel and tourism industry in the UK at a local and
national level. Candidates need to give relevant examples of the scale of the industry, use and
analyse key information and data relating to the scale of travel and tourism, draw conclusions
about the scale of the industry locally and nationally, and analyse trends.

3.1.3 Development of the modern travel and tourism industry

To understand today’s travel and tourism industry, candidates need to understand and explain the
major developments in recent times. Candidates need to demonstrate understanding of the
dynamic nature of travel and tourism. Candidates need to understand the main factors that have
led to the growth of the travel and tourism industry, including:

« changing socio-economic factors:
- changes in car ownership;
- increase in leisure time;
- increase in disposable income;
- impact of the national economy;

« technological developments:
- developments in transport technology;
- developments in ICT;

e product development and innovation;

e changing consumer needs and expectations;
« external factors:

e legislation:

« Working Time Directive 1998 (or latest);
Countryside and Rights of Way Act 2000 (or latest);
Development of Tourism Act 1969 (or latest);
EU Directive on Package Travel (or latest) Package Holidays and Package Tours 1990 (or
latest);
Disability Discrimination Act 1995 and new provisions 2004 (or latest);
subsequent relevant updated legislation;
the role of local authorities and government in
- travel and tourism;
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- fluctuations in currency;
- climatic change and natural disasters;
- war, civil unrest, terrorism and crime.

Candidates will be examined on the reasons for the rapid development of the travel and tourism
industry in the UK. Candidates need to give relevant examples and explanations for the rapid
developments of the industry. Candidates need to evaluate the developments in travel and
tourism, the key factors contributing to the growth of the industry and the factors they consider will
affect the industry in the future.

3.1.4 Structure of the travel and tourism industry

The structure of the travel and tourism industry is complex because it is made up of a wide variety
of interrelated commercial and non-commercial organisations. The travel and tourism industry is
predominantly private-sector led, with the majority of enterprises being small and medium sized.
Candidates need to know how these organisations work together and interact to provide the tourist
‘experience’. Candidates also need to show appreciation of the different values and attitudes of
these organisations.

The structure of the industry includes:

e commercial organisations;
« non-commercial organisations (including public and voluntary sectors);

e agencies delivering travel and tourism products and services.
Commercial organisations

Candidates need to understand, and give examples of, the range of private sector organisations
that make up the travel and tourism industry. Candidates need to investigate at least one private
sector organisation to ensure understanding of how:

e objectives are met and defined;
« itis funded and generates revenue;
o it meets stakeholder or shareholder expectations.

Non-commercial organisations (including public and voluntary sectors)

Candidates need to understand, and give examples of, the range of non-commercial organisations
that make up the travel and tourism industry.

Candidates need to investigate at least one public and one voluntary sector organisation to ensure
understanding of how:

« Objectives are met and defined;
« they are funded and generate revenue;

« they meet stakeholder expectations.
Agencies delivering travel and tourism products and services

Candidates need to investigate at least one tourist destination in the UK. This will allow a variety
of attractions, accommodation and catering, events, transportation and tourism
development/promotion to be investigated.

Candidates need to understand, explain and give examples of the major features of the following in
the UK:

e tourist attractions:

© OCR 2009
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- built;
- natural;
- events as attractions and the facilities in which these are held;

« accommodation and catering — to include accommodation grading schemes;
« tourism development and promotion — locally, regionally and nationally;

« transportation:
- by air;
- by land;
- by water;

« travel agencies;

« tour operators and the components of a package holiday.

Candidates need to understand the interdependency of these features as they relate to
destinations and the structure and growth of the industry. No one feature exists on its own; all
have relationships with most of the other features given, e.g. the development of a new tourist
attraction at a destination will affect transport, accommodation and catering, tour operators (who
may wish to organise tours to the new attraction) and the local or regional tourism development
and promotion organisations.

Candidates will be examined on the structure of the travel and tourism industry in the UK.
Candidates need to give relevant examples of the current structure of the industry and explain key
organisations that make up the structure and their products, services, values and objectives.
Candidates will be asked to analyse information and data relating to the structure of travel and
tourism and make appropriate judgements about the relationships between organisations in travel
and tourism.
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3.2 AS Unit G721: Customer service in travel and tourism

The travel and tourism industry is made up of a number of organisations that provide very similar
products and services. It is often the quality of customer service that distinguishes one
organisation from another. Customers expect to receive the highest standards of customer service
and this is why it is so important for staff to be aware of the part they play in giving customers the
service that they need. In this unit candidates will find out about the key principles and skills of
customer service and how travel and tourism organisations aim to provide excellent customer
service to their different types of customers.

In this unit candidates will also learn about how internal and external customers contribute towards
the success of an organisation and why it is important for travel and tourism organisations to
respond to the individual needs of these customers.

Managers within travel and tourism organisations need to know how effectively customer service is
being delivered by employees and also what customers think about the service they receive.
Managers also need to identify where the level of service needs to be improved. In this unit
candidates will find out how managers assess the effectiveness of the customer service their
organisation provides to its customers.

Candidates will also be expected to undertake a variety of customer-service activities to
demonstrate their understanding of customer-service practices and procedures.

This unit links with Unit G720: Introducing travel and tourism, Unit G724: Tourist attractions,
Unit G726: Hospitality and will be further developed when working towards
Unit G729: Event management, Unit G730: The guided tour and Unit G727: Working overseas.

Candidates will review customer service for one chosen travel and tourism organisation and
provide customer service in a variety of situations, including handling a complaint or problem.

The evidence will include:

« how the needs of internal and external customers are met in the candidate’s chosen travel and
tourism organisation;

« the candidate’s application of customer-service skills with a variety of customers in a variety of
situations (minimum of two different situations, two different customer types) including
handling a complaint or problem, with a basic evaluation of their own performance;

« research and analysis into the ways in which the candidate’s chosen travel and tourism
organisation assesses the effectiveness of the customer service it provides to its customers;

« an evaluation of the customer-service principles underlying the service provided to different
types of customers by their chosen travel and tourism organisation with recommendations for
improvement to meet the organisation’s values and attitudes.

3.2.1 Principles of customer service

In this unit candidates need to learn why customers are the most important part of a travel and
tourism organisation. Candidates need to understand that customers must be given the highest
standards of service so that they come back again and also tell their friends and family about their
good experiences. Customers who feel they have received poor customer service are less likely to
return to the organisation. Candidates need to find out how giving good customer service brings a
number of commercial benefits; examples include:

e increased sales;
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. more customers;

e abetter public image and an edge over the competition.

Excellent customer service means consistently exceeding the needs and expectations of
customers rather than just meeting them. Candidates need to understand that the provision of
excellent customer service is everyone’s responsibility within an organisation and extends to
internal as well as external customers. Providing excellent customer service ensures the
organisation has:

« ahappier and more efficient workforce;
« satisfied customers;

e customer loyalty and repeat business.

Candidates also need to be aware of the consequences the organisation may face when standards
of customer service are poor; examples include:

« fewer customers;

e poor public image;

« unhappy and less efficient workforce;
e lack of repeat business;

o lack of customer loyalty;

« dissatisfied customers;

« lack of competitive edge;

« decreased sales.

3.2.2 Needs of external and internal customers

Candidates need to identify the internal and external customers of a range of travel and tourism
organisations and then research, analyse and evaluate the different needs of those customers.

Candidates need to understand and appreciate that the needs and expectations of customers, both
internal and external, will vary according to the type of customer and the situation. Within the
travel and tourism industry, people come from all walks of life and have very different needs,
including spiritual and cultural needs. Candidates need to be sensitive to these different needs.

Candidates need to understand the importance of customer service to both external and internal
customers.

External customers

External customers are an organisation's consumers or visitors. They usually pay for products and
services and expect to be treated well. Different types of external customers will have different
needs and will expect to have their particular needs recognised and dealt with. There are many
ways of categorising external customers and the categories chosen will depend on the type of
organisation. Customers could be classified as:

e individuals;
e  groups;
« different age groups;

« different cultural groups;
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« people with young children;
« tourists, whose knowledge of English is limited or non-existent;
« people with specific needs, e.g. wheelchair users, people with sensory disabilities;

« members and non-members, e.g. travel organisations such as RCI (timeshare).

It is very important that travel and tourism organisations are able to provide for the different needs
of their customers. In certain circumstances or situations, customers’ needs will be different, e.g. if
a group of passengers misses a flight through no direct fault of their own (weather) or a flight is
delayed, how will the airline meet their different in order to keep them as customers?

Candidates need to be aware that when customers visit a travel and tourism attraction, e.g. a
theme park, the customer service which is experienced explicitly at the theme park is not all of the
customer service that is provided by that organisation — a great deal goes on behind the scenes to
ensure that customers’ experiences are good ones.

Internal customers

Internal customers are members of staff within an organisation or outside suppliers who contribute
towards the service that is provided to external customers, including:

e colleagues;
« management and supervisors;
« staff teams;

« employees of other organisations, e.g. retail outlets at an airport are internal customers of the
airport.

Candidates need to appreciate that local and national organisations need to provide effective
customer service to internal customers in order to establish good working relationships between
colleagues, managers and staff teams, which will result in:

« delivery of high levels of customer service to external customers;
e good levels of communication between departments;

« smooth operation of the organisation;

« ahappy and efficient workforce;

« employee loyalty.
3.2.3 Customer-service skills and personal presentation

To provide excellent customer service, employees of leisure organisations need to demonstrate a
range of personal skills when dealing with customers in a variety of situations. Candidates need to
understand that, when employees are dealing with customers, tact and diplomacy are required.
Candidates need to demonstrate these personal skills which include:

e appropriate language (no slang);

e positive body language (gestures, facial expressions etc.);

« excellent listening skills, (not interrupting a customer who might be in 'full flow');

e agood, clear telephone manner (appropriate language and pitch and tone of voice);
« good written communication skills (e-mail and letter);

« good selling skills (good product knowledge and giving customers the right amount of
enthusiasm, honesty, initiative etc.);
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e product knowledge;

« self confidence;

« diplomacy;

« sensitivity (e.g. when an accident or death occurs);

o effective IT skills and awareness of developments in ICT.

Candidates need to show that they can deal with difficult customers and handling complaints.
Candidates need to deal with customers confidently and, in certain situations (when the customer
is not right), use tact and diplomacy so as not to increase the customer’s anger or distress.

Candidates also need to understand that better customer service is provided when customer-
service staff appreciate the importance of personal presentation and how this has a direct influence
on both the level of customer satisfaction and the image of the organisation. Candidates need to
be aware that personal presentation requirements vary according to the type of travel and tourism
organisation and the products and services they offer.

Candidates need to understand that the way customer-service staff present themselves to
customers has a direct influence on their own job satisfaction and the future success of the
organisation that employs them.

In particular, candidates need to consider the importance of the following when customer-service
staff are dealing with customers:

e dress;
e personal hygiene;
e  personality;

e attitude.

To demonstrate their understanding of these skills candidates need to undertake, and provide
evidence of, real or simulated customer-service activities, using relevant skills, with a variety of
customers in a variety of situations, including handling a complaint or problem.

Candidates need to evaluate their performance in practical customer-service situations and make
reasoned judgements about customer-service skills in travel and tourism.

Candidates need to be aware of the legal requirements of the individual when undertaking work-
related activities. Candidates need to focus on the following and how these can affect working
practices:

e health, safety and security;
e consumer protection legislation;

« industry codes of practice.

3.2.4 Assessment of the quality of customer service in travel and tourism

Many travel and tourism organisations continually monitor and assess the quality of the customer
service they provide. This is because organisations want to ensure they are meeting and, if
possible, exceeding, their customers’ needs and expectations. Being complacent with the level of
customer service provided is not enough in this industry; organisations need to strive to be the best
if they intend to hold an edge over the competition. Organisations may have different values and
attitudes to customers and their practices and procedures may reflect this.

Candidates need to understand how an organisation can set and assess its quality standards for
customer service which meet the values and attitudes of the organisation. Some travel and
tourism organisations use a system known as ‘benchmarking’, where they set standards of quality
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and then assess their performance against these standards. When using this system, the
organisation first needs to identify the most important aspects of its customer-service delivery.
Customer-service managers can then use this information to help identify where levels of customer
service could be improved.

Quality criteria that are commonly applied in the travel and tourism industry include:

e  price/value for money;

e  consistency/accuracy;

o reliability;

« staffing levels/qualities to meet the demands of seasonality;

e enjoyment of experience;

« health and safety;

o cleanliness/hygiene;

« accessibility and availability of the tangible products and services;

e provision for individual needs.

Candidates need to know and analyse how organisations in the travel and tourism industry assess
the quality of their customer service and make recommendations for improvements, if required.

By getting regular feedback from both customers and staff, an organisation is able to adapt its
products and services to changing customer needs. This allows the organisation to remain
competitive. Travel and tourism organisations use a variety of feedback techniques to find out if
customers are happy with the standards of customer service they receive; examples include:

« informal feedback (from customers, staff, management, non-users);
e surveys (of customers, staff, management, non-users);

e suggestion boxes;

o focus groups;

« mystery shoppers;

e« Observation.

Candidates need to know how these techniques are used by travel and tourism organisations in
order to develop their customer-service provision whilst still meeting the organisation’s values and
attitudes.

Candidates need to produce a report which investigates customer service in specific travel and
tourism organisations and make recommendations for development or improvement in the service
provided.
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3.3 AS Unit G722: Travel destinations

Having a sound knowledge of the location of popular travel destinations, along with what they can
offer visitors, is very important for anybody working, or hoping to work, in the travel and tourism
industry.

This unit will enable candidates to build a sound knowledge of the major short-haul and long-haul
destinations for UK tourists by researching a variety of destinations.

Within the unit candidates will develop vocational skills, such as those needed to identify and
locate tourist-receiving and tourist-generating areas. In particular, candidates will develop
vocational skills such as:

« researching the location and features of destinations;

« matching the needs of potential customers with potential destinations and evaluating their
suitability.

This unit has clear links to Unit G720: Introducing travel and tourism, Unit G723: International
travel and Unit G728: Tourism development.

Candidates will investigate two travel destinations (one short-haul and one long-haul). The
evidence will include:

« alocational description with maps of different scales of their two chosen destinations;

« adetailed study of their two contrasting travel destinations identifying their key features, along
with an explanation of why they appeal to different types of tourists;

« their research and analysis, with information from a range of sources, into the key features of
their two chosen travel destinations;

e areasoned explanation of recent trends in the popularity of their two chosen travel
destinations, as judged by visitor numbers, with reasoned predictions about their likely appeal
in the foreseeable future.

3.3.1 Research skills

Working in the travel and tourism industry requires research skills to identify and locate tourist-
receiving and tourist-generating areas or to provide accurate and up to date information to
customers. Researching involves:

« being clear about what they are aiming to find out;

« knowing how and where to search for useful information;
« deciding which information is useful;

« collecting and presenting relevant information;

« drawing conclusions about the findings;

« acknowledging sources of information.

Candidates need to use their research skills to build up their knowledge and understanding of
travel destinations. Candidates will be expected to use a variety of sources of information;
examples include:

« the Internet;
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« people working in the travel and tourism industry, e.g. travel agents, tour operators, tour
guides;

e gazetteers, e.g. World Travel Guide, ABC guides, Travel Trade Gazette;
« holiday brochures and leaflets;

« maps of various types, including those in atlases;

e guidebooks;

e newspapers and magazines;

e trade journals.

3.3.2 Geographical locations of major short-haul and long-haul destinations for UK tourists

Through the use of various types of research, candidates need to build up a knowledge and
understanding of the geographical location of the major short-haul and long-haul destinations for
UK tourists.

Whilst continental Europe and North Africa (short-haul destinations) have a wide variety of travel
and tourist destinations, the popularity of more distant holiday destinations (long-haul destinations)
with visitors from the UK has increased in recent years.

Short-haul destinations are defined as those within a four hour flight from the UK:

« Continental Europe, including Eastern Europe, and the UK;
+« Mediterranean islands;

e countries bordering the Mediterranean Sea (including Turkey, Lebanon, Israel and Northern
Africa);

« the Canary Islands and Madeira;

e Iceland.
Long-haul destinations include those in excess of four hours:

o the Americas and the Caribbean;
e« Central and Southern Africa;

o the Middle East;

e« the Far East;

« Australasia.

Candidates need to choose two specific destinations (rather than countries or regions) and find the
locations of them (one short-haul and one long-haul) in the areas listed above and produce maps
which show their geographical locations effectively.

3.3.3 Key features of major destinations

Candidates need to research the features which give their two chosen destinations their appeal
and understand that different destinations will be popular with different types of visitors, e.g. a lively
resort with a wide choice of nightlife may not cater for the needs of older people, who may prefer a
quieter area; similarly the needs of a backpacker, travelling independently on a limited budget, will
be different from someone on an all-inclusive package or luxury holiday.

Whilst it would be impossible to research the features of all travel and tourist destinations,
candidates need to choose two widely contrasting examples which illustrate the wide variety of
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destinations, including:

e coastal resorts, e.g.
- Brighton,
- Benidorm,
- Penang — Malaysia,
- Acapulco;

« major towns and cities, e.g.
- New York,
- London,
- Sydney,
- Rio de Janeiro;

e purpose built destinations, e.g.
- Walt Disney World — Florida,
- Port Aventura — Spain,
- Vilamoura — Portugal,
- Center Parcs — Nottinghamshire;

« areas of countryside, e.g.
- Alps,
- Lake District,
- Yellowstone National Park.

3.3.4 Why different destinations appeal to different tourist groups

For each example which candidates research, they need to identify, describe and explain the key
features which make it appeal to particular types of visitors. These features may include:

« natural features — the weather, climate and seasonal characteristics;
« the natural landscape and scenery;

« natural vegetation and wildlife;

« historical and cultural attractions;

« modern built attractions;

e opportunities for both indoor and outdoor activities;

« types of accommodation;

« cultural events such as carnivals and festivals;

« food, drink and entertainment;

e accessibility to travel and tourism gateways.

Candidate’s comparison of their two chosen destinations needs to include details of the likely
customer types to whom the resorts appeal, with a reasoned explanation as to why their key
features are responsible for attracting very different customer types.

Candidates need to present their results effectively and in an organised manner, including visual
illustrative material. Materials from brochures and websites, where used, need to be integrated
and analysed.
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3.3.5 Changes in popularity of tourist destinations

There are many factors which can influence the popularity of tourist destinations. Candidates need
to evaluate the likely future appeal of their two chosen destinations, based on trends in the
development of the industry.

Candidates need to understand how a combination of the following factors may affect the
popularity of particular types of destination:

e« economic considerations:
- cost of accommodation/transport, costs at the destination;
- economic conditions (in the UK and the destination);

« social and political considerations:
- promotional activities (by the tour operator or the destination);
- media coverage (positive and negative);
- over-commercialisation;
- tourism management (positive and negative);
- crime and social problems;
- political instability/unrest, terrorism;
- the growth of independent travel;
- the growth of short break holidays;
- exclusivity;

« environmental and geographical considerations:
- increasing accessibility;
- environmental hazards, such as water,
- atmospheric and noise pollution;
- natural disasters.
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3.4 AS Unit G723: International travel

People undertake international travel for a variety of reasons. International passenger surveys
reveal that travellers can be classified according to their purpose of visit. For example, a recent
survey conducted into arrivals at Dubai International Airport found that:

e 44% were leisure visitors;
¢ 45% were business visitors;
« 8% were visiting friends and relatives;

« 3% were not classified.

International travel at the global scale involves two distinct components. International travellers
will be residents of one particular country who are leaving that country for one of the above
reasons (outgoing visitors) and, when they reach their destination, they are most likely to be
foreign nationals entering another country for a particular reason (incoming visitors).

It is important for candidates to understand that the different types of international traveller will
have different needs and expectations. Not all leisure travellers, for example, will have the same
interests, budgets or belong to the same demographic group. Furthermore, as someone
considering possible employment within one of the sectors of the travel and tourism industry,
candidates need to be aware of the significant variations around the world in terms of the number
of arrivals and departures of the different passenger types.

This unit has clear links to Unit G720: Introducing travel and tourism, Unit G722: Travel
destinations and Unit G725: Organising travel. It also provides an introduction to some of the
content to be covered in Unit G728: Tourism development.

3.4.1 Different types of international transport and major routes to/from the UK

The UK has been one of the world’s major tourism-receiving destinations for many years.
Similarly, it is also one of the world’s major tourism-generating regions. There are many
international routes for inbound and outbound UK visitors and candidates need to have a good
knowledge and understanding of the following, with a view to predicting likely future developments:

« air transport — the relative importance of the UK’s international airports, in terms of:
- numbers of passengers (incoming and outgoing),
- numbers of carriers (scheduled and charter),
- numbers of destinations served (numbers and frequency of service);

« sea transport — the relative importance of the UK’s ports, such as Southampton, in terms of:
- international ferry and cruise passenger traffic,
- numbers of carriers and destinations served;

« rail transport — the relative importance of UK international services, such as:
- Eurostar,
- Orient Express,
- specialised services such as Heathrow Express;

« road transport — the relative importance of UK international coach services, such as Eurolines,
in terms of destinations served and passenger numbers.

Candidates need to identify major transport routes and interpret information about their relative
popularity and suitability for different passengers with different needs and requirements, such as
leisure travellers, business travellers and those visiting friends and relatives.
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For this sub-section, candidates need to investigate at least one international airport and at least
one major UK port.

3.4.2 Different transport products to/from the UK

All international transport providers offer a range of product options. Candidates need to identify
the key features of the major types of product currently available. In particular, candidates are
expected to know that certain types of product are aimed at passengers with specific needs and
expectations, and how all products and services are affected by the seasonal nature of travel and
tourism.

It is important that candidates have a clear understanding about the following international-
transport products and services:

e air services — these can be either scheduled or charter flights and may offer different classes
(First, Business, Economy and Premium cabins), baggage allowances, lounge access,
variations of in-flight service, as well as ‘no-frills’ options, all at different costs;

e sea services — both ferry and cruise services offer different levels of seat/cabin service and
availability;

« rail services — offer different classes of travel with differing levels of service provided, as well
as different types of ticketing arrangements;

« coach services — different services and ticketing arrangements at different times of the year.

Candidates need to undertake research to identify details of transport products currently available
and evaluate the appeal of such products to particular groups of international travellers.

3.4.3 Ancillary products and services provided to international travellers

There are many other products and services, besides those involving international transport, that
are currently made available to meet the needs of international travellers. Candidates need to
know how providers of each of the following cater for different types of visitor at different times:

e major transport terminals;

« hotels and other types of accommodation provider;
« destination venues;

« travel agencies;

e  Tourist Information Centres;

. tour operators.

Candidates also need to understand how changes in demand for these ancillary products and
services affect international transport, and how these changes are interdependent on, and can
affect, each other.

Candidates need to understand that each of these providers is able to offer a range of ancillary
services to international travellers. Candidates need to know the ways in which the following are
made available and the use made of ICT in providing these services:

« travel insurance;
« foreign exchange;
e« excursions;

e« car hire;
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e airport transfers;

e passport and visa information;

« coach tickets;

e rail tickets;

« hotel bookings;

« theme park tickets;

« theatre tickets;

e guide books and guiding services;
e sight-seeing tours;

e special event information.

Candidates need to understand the reasons for their availability and comment on changes in their
provision.

3.4.4 Organisations that influence international travel from the UK

There are a range of bodies and organisations that can regulate and influence many aspects of
international travel from the UK. Candidates need to have an understanding of the main functions
of each of the following:

« Foreign and Commonwealth Office (FCO);

o  Civil Aviation Authority (CAA);

« International Air Transport Association (IATA);
o Passenger Shipping Association (PSA);

« Association of British Travel Agents (ABTA);

e  World Tourism Organisation (WTO).

In particular, candidates need to know about the ways in which each organisation can have a direct
impact on international travellers, e.g. the FCO provides travel information and advice, as well as
offering important services to British nationals overseas; the CAA sets UK civil aviation standards,
as well as regulating many aspects of air transportation; other organisations have a different focus.
Candidates need to have a clear understanding of the roles, responsibilities and relative
importance of each. Candidates need to understand the significance of the values and attitudes of
these organisations.

3.4.5 Consumer issues influencing the provision of international travel from the UK

Providers involved with the supply of goods and services to the international travel market within
the UK have to comply with a variety of regulations. Some of these may reflect industry codes of
practice but several important aspects of service provision are covered by legislation. All travel
and tourism employees have to understand how the following legal requirements can have an
effect on work-related activities, particularly those which involve dealings with consumers:

«  Supply of Goods and Services Act 1979 (or latest);
o Trade Descriptions Act 1968 (or latest);

« The Consumer Protection Act 1987 (or latest);

e The Health and Safety at Work Act 1974 (or latest);
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« The Data Protection Act 1974 (or latest);

« The EU Package Travel, Package Holidays and Package Tours Directive 1990 (or latest).

In particular, candidates need to understand that such legislation has been introduced to provide
customers with protection and the right to compensation, should problems arise in key aspects of
their international travel arrangements. Furthermore, employees of international travel service
providers have certain health, safety and security rights of their own. Candidates need to be aware
of the current major implications for providers and how these various pieces of legislation can
affect working practices.

3.4.6 Factors influencing international travel

Having studied key aspects of the provision of international travel services, candidates need to
evaluate the current major factors that influence international travel. These factors operate at all
scales of provision, from the local through to the national and then to the international and global
level. These factors help to determine which regions of the world become tourism generators and
which regions evolve into major tourist-receiving areas. The flows of international visitors that
develop help to sustain local and national economies and can generate a variety of positive
economic impacts.

Candidates need to have a clear understanding of the following:

« changes in consumer taste and demand for leisure travel — the trend for an increasingly
adventurous travelling public who constantly demand alternative destinations;

« increased variety of products available to the leisure market, such as:
- new long-haul destinations,
- city breaks,
- adventure tourism packages,
- sports tourism packages,
- ecotourism packages,
- youth-market and grey-market products and services;

e new routes and services offered by transport providers, thereby increasing the accessibility of
different destinations;

« changes in the channels of distribution for international travel services, such as:
- Internet booking,
- telesales,
- e-ticketing and other applications of new technology;

e economic trends in tourism generating areas, such as:
- increases in leisure travellers’ disposable income,
- business travel market profitability,
- exchange rates;

e competition between providers in terms of services offered and their value for money and
convenience;

« ways in which the seasonal, tangible and perishable nature of travel and tourism influence the
provision and uptake of international travel.

Candidates need to understand how these factors interact to create a climate for international
travel. Candidates also need to identify current products and/or services associated with each of
the factors and then comment about the significance of each factor in terms of the influence that it
has on particular types of product or service.
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3.5 AS Unit G724: Tourist attractions

Tourist attractions draw visitors to a destination. They are often key to enticing visitors by
providing amusement, entertainment and education. Their importance within the tourism industry
should not be underestimated.

In this unit, candidates will have the opportunity to examine the importance of visitor attractions
and the factors which help to contribute to their success.

This unit will help candidates become aware of the wide variety of exciting and dynamic
employment roles available at attractions at both a national and local level. Candidates will
develop understanding of the seasonal nature of visitor attractions. Candidates will also develop
essential vocational skills, such as research techniques and the interpretation of data.

This unit clearly links with Unit G720: Introducing travel and tourism, and Unit G721: Customer
service in travel and tourism. The key role of attractions within tourism links to
Unit G722: Travel destinations.

Candidates will investigate two contrasting UK visitor attractions, one from the private sector and
one from the public or voluntary sectors, and demonstrate the factors contributing to their success
by comparing and contrasting their features. The evidence will include:

e an investigation into the ownership, funding and management operations at each visitor
attraction and a comparison between them;

« an explanation of how technology is used to enhance the experience for both staff and
customers at each visitor attraction;

« research and analysis into assessing the importance of visitor and traffic management of each
visitor attraction;

« an evaluation of the success of each visitor attraction in terms of its popularity.

3.5.1 Different types of visitor attractions in the UK

It is important to realise that tourist attractions are a dynamic component of the travel and tourism
industry and, as such, are continually changing and evolving.

Candidates need to know that tourist attractions can be classified as either:

« natural, including:landscape features of the countryside found in
- mountains,
- forests,
- coastlines,
- lakes,
- waterways;

« designated areas found in
- National Parks,
- Areas of Outstanding Natural Beauty (AONBS),
- Heritage Coasts;

e built, including: entertainment sites such as:
- theme parks (Alton Towers),
- indoor arenas (Birmingham Arena),
- cultural and heritage centres such as the National Railway Museum,

e purpose-built venues such as
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- sports facilities,
- cinemas,
- major shopping centres such as the Trafford Centre, Manchester.

Candidates need to investigate a variety of UK visitor attractions from the private, public and
voluntary sectors, locally and nationally. Candidates need to use a variety of research methods,
such as the Internet, writing or telephoning to obtain information, research from articles in
magazines and newspapers.

3.5.2 Ownership, funding and management operations of visitor attractions

In order to appreciate how an attraction operates, candidates need to be aware of the main
sources of funding available. Precisely how an attraction is funded will depend on whether it
operates mainly in the private, public or voluntary sector. Candidates need to understand the
different objectives, values and attitudes of management of attractions in each sector:

e  private:
- profit maximisation,
- returns on investment,
- business expansion,
e.g. a large theme park or a multiplex cinema;

e public:
- provision of a facility for tourists and local residents,
- economic development,
- job creation,
e.g. a local museum or a leisure centre;

e voluntary:
- furthering a ‘good cause’,
e.g. conservation of a stately home or a local wildlife trust managing an area under threat.

« Itis also important that candidates consider the following:

e main sources of funding:
- local authorities,
- central government,
- tourist board,
- National Lottery,
- European funding,
- paying visitors,
- sponsorship,
- donations,
- corporate hospitality,
- special events;

« marketing and promotion of the tourist attraction:
- advertising,
- direct mail,
- sponsorship sales,
- promotions,
- public relations,
- market research on both customers and facilities;

e guidance and interpretation:
- leaflets,
- signposting,
- guided tours,
- self-guided tours,
- audio-visual trails,
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- demonstrations,
- actors;

« staffing of attractions:
- main job roles;

« health, safety, security and consumer protection of both visitors and employees in relation to
appropriate legislation:
- equipment,
- site management,
- risk assessments,
- emergency procedures;

e siting of attractions in relation to land use and environmental sensitivity;

« seasonality, tangibility and perishability of the product/service.

After studying a range of attractions, candidates need to investigate the ownership, funding and
management operations of two contrasting visitor attractions of their choice, one of which needs to
be from the private sector and one from the public or voluntary sector.

Candidates need to consider the values and attitudes of the management of tourist attractions and
how these can affect their operation and not just view attractions solely from the customers’
perspective.

3.5.3 Changing developments in technology

New features help to enhance the visitor experience and promote the tourist attraction. By
exploring technology incorporated into visitor attractions, candidates need to consider how they
meet the needs of all their customer types. Technology is an important, and rapidly growing,
element within attractions. Candidates need to explore this use of technology which enhances the
exhibits for the customer.

Candidates also need to investigate the changing technology used by staff, such as:
e booking systems;

e communication technology;

« interactive exhibits;

e touch-screen tickets;

. touch-screen access systems.

Today, most customers expect a certain number of interactive facilities. Candidates need to
demonstrate the role of technology; examples include:

« ICT resources at each attraction for both staff and customers,
e.g. Internet and touch screens;

o exhibits;

e viewing galleries;

e rides;

« simulation and virtual reality;

« photography and sound effects;

« use of robots in rides or exhibits and animated figures;

« laser and computer-generated equipment;
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o film, music and lighting.

Candidates need to investigate these technological features in two contrasting visitor attractions
including how they enhance the experience for both staff and customers.

3.5.4 Visitor and traffic management

Visitor and traffic management plays a vital role in the success or failure of a tourist attraction.
Candidates need to consider the impact that a tourist attraction has on its environment, on both a
positive, e.g. job creation, and negative, e.g. congestion and pollution, basis.

Candidates need to understand the importance of the following:

« links with other transport providers:
- public,
- private,
- voluntary,
including integrated rail, bus and cycle schemes;

e suitability of land;

« other facilities nearby, such as hotels and suppliers;
e transport routes;

« parking and transfer facilities;

e Opening times and dates;

« pricing policy of the attraction;

« access for all members of the public:
- people with specific needs,
- local people,
- visitors;

e entry and exit points;

e Queue-control techniques;

« timed-ticketing and zoning techniques;
e sign-posting both on and off site;

« traffic-calming measures:
- sleeping policemen,
- speed restrictions.

Candidates need to demonstrate relevant research and analysis when assessing the importance of
visitor and traffic management for each of their chosen visitor attractions.

3.5.5 Popularity of visitor attractions

Candidates need to investigate the popularity of tourist attractions by assessing:

« the main features of the attraction, including:
- special events,
- activities held there;

e competitor activity, examples include:
- competing local attractions,
- competing regional attractions,
- competing national attractions;
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« visitor numbers and trends — assessing visitor types, examples include:
- families,
- couples,
- elderly people;

« extra facilities available, examples include:
- car parks,
- shops,
- café,
- map hire,
- wheelchair hire;

e type and duration of visits, including:
- short breaks,
- day visits,
- repeat visits,
- seasonality;

« changes in trends and fashions, including:
- music,
- clothing,
- sport influences;

« media influences, examples include:
- television,
- radio,
- newspapers;

« social and demographic changes, examples include:
- ageing population,
- single-parent households,
- changes in family composition;

e changes in customer expectations, examples include:
- enhanced service standards,
- longer opening hours,
- easy payment methods;

« changes in economic circumstances, examples include:
- recession/boom,
- employment/unemployment levels,
- wage rates.

Candidates need to understand how each of these factors can influence the popularity of tourist
attractions. Candidates also need to understand the interdependency (between the factors and the
tourist attraction) which affects that popularity. Candidates need to consider how individual
attractions can adapt to changing circumstances by altering their price structures or introducing ‘all-
weather facilities’. Visitors increasingly desire a more ‘hands-on’ or interactive experience; tourist
attractions, therefore, need to develop both their image and product in order to retain or achieve
success.

Candidates need to evaluate the success of two visitor attractions in terms of their popularity.
Candidates need to differentiate clearly between the terms public, private and voluntary and
understand the influence this factor brings to their chosen visitor attractions.

© OCR 2009
32 GCE Travel and Tourism July 2009



3.6 AS Unit G725: Organising travel

This unit is aimed at candidates who wish to know how to organise travel. It will appeal to
candidates if they wish to pursue a career in retail travel and will clarify the different ways in which
travel can be booked.

Many of the concepts candidates have learned on their course can be directly applied to this unit,
particularly Unit G720: Introducing travel and tourism, Unit G721: Customer service in travel and
tourism, Unit G722: Travel destinations and Unit G723: International travel.

Candidates will investigate organising travel and produce travel itineraries for specific customer
groups. The evidence will include:

« the results of their investigation into two types of travel organisers, with a comparison of their
products and services, their operating procedures and their role in the chain of distribution;

« an explanation of the importance of technology for each organiser and how this can affect their
popularity within the industry;

« relevant research into the marketing techniques used by different travel organisation providers
and an analysis of their impact and effectiveness;

e preparation and presentation of two complex travel itineraries for different types of customers,
with an evaluation of why these meet the needs of these customers.

3.6.1 Different providers and methods of organising travel

The ways in which travel can be organised have changed considerably over the last few years with
the introduction of hypermarkets, direct bookings with tour operators, Internet bookings and home-
based bookings all alongside the high street travel agency. Developments in ICT have had a
considerable impact on this sector of the industry and candidates need to have an understanding
of how this currently affects working practices and how it may affect the industry in the future.

Candidates need to compare the different types of providers of retail travel:

« independents:
- usually single local branch;

e« maniples:
- several small branches in one region;

« multiples:
- major branches under a single brand name;

e specialists, e.g.
- business travel,
- by age group,
- by type of holiday,
- by destination;

e hypermarkets:
- usually based in industrial areas outside major towns and cities;

« direct booking with tour operators:
- contact by telephone or Internet and book direct;

e Internet search:
- customer finds own holiday, flight and either buys a ready-made package or tailors
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their own package;

home-based travel agent:
- who works from home with a computer and arranges all components for the customer.

For each of the above, candidates need to understand:

where each fits into the industry chain of distribution;

the market share of each type of provider;

differences in aims and objectives of each type of provider;
advantages and disadvantages of using each type of provider;
how providers make reservations;

how organisations set targets and measure performance against targets.

3.6.2 Products and services offered by providers

Candidates need to understand how the following products and services are made available to
customers and their relevance to specific customer needs:

package holidays;

car hire;

foreign exchange;

insurance;

car parking and hotel accommodation at airports;
ticketing;

ferry/Eurostar bookings;
visa/passport advice;

health advice;

flight only bookings;

theatre or entertainment bookings;
rail and coach tickets;

tailor-made holidays;

cruise bookings.

Candidates need to compare the different types of travel retail methods, and explain the
procedures used in each case when products and services are provided, which demonstrates
understanding of the relationships between different sectors and their interdependency.

Candidates need to appreciate that seasonality, tangibility and perishability of the products and
services offered in retail travel can affect the pricing practices used by agencies in order to attract
demand, and achieve more full-occupancy rates.

34
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3.6.3 Marketing and advertising techniques used by providers

These play a very important role within travel organisations. Different marketing techniques are
used by providers in order to attract customers to their offers and services; examples include:

¢ window cards;

e  posters;

o leaflets;

« media, e.g. video, interactive displays, press releases;

e special events, e.g. cruise evenings;

e use of colour;

« direct booking numbers put in brochures, leaflets, Internet etc.;
« websites advertised on brochures;

« Internet search engines;

« teletext advertising;

« the impact of lead prices.

Candidates need to investigate the different techniques used by travel providers and other ways of
organising travel, e.g. a brochure is the selling tool for retail travel agents, whereas an interactive
tour is ideal for Internet companies.

Candidates also need to understand the legal requirements to be observed by travel organisations
when producing promotional material and itineraries for marketing and advertising their products
and services, as regards accuracy of information, non-offensiveness of material and laws designed
to protect the consumer; examples include:

e Trade Descriptions Act 1968 (or latest);
e  Supply of Goods Act 1979 (or latest);
e Consumer Credit Act 1974 (or latest);

« EU Directive on Package Travel, Package Holidays and Package Tours 1990 (or latest).

3.6.4 Use and development of technology and its effect on organising travel and preparing
itineraries

Several years ago, if a customer wanted to book a holiday, they would go into a travel agency, look
through a brochure and the agent would book all of the components for them. Now the trend is
changing, with even more changes forecast for the coming years. Candidates need to understand:

« how developments in technology have affected the high street travel agency;
« different ways customers can now organise their own travel,

« why customers choose a particular form of transport and how they can arrange it (air, sea and
surface travel);

« how to compare advantages and disadvantages of different types of travel in meeting
customers’ needs;

« the use of global distribution systems when making reservations, e.g. Galileo, Sabre,
Worldspan.
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3.6.5 Sources of information used for organisation of travel

Candidates need to understand from where a travel organiser can obtain information about
suppliers of services, location and appeal of destinations and travel routes through the use of:

e brochures;

e Internet;

e Qazetteers;
e guidebooks;
« atlases;

« directories;

e« timetables.

Candidates also need to understand the reasons for selecting certain information sources in order
to provide information to customers.

3.6.6 Planning and costing travel itineraries

To plan an itinerary successfully, candidates need to have some information about the customer’s
needs. These vary from one customer or group of customers to another, but generally candidates
need to know:

« what dates and times of travel they require;
« the number of people travelling;

« arrival and departure points;

e any preferred types of travel;

« how much they want to pay;

« the time available to complete the journey (if customers have plenty of time, they may prefer a
more interesting route rather than the fastest one);

« any special circumstances, e.g. disability, children travelling alone, very young babies,
animals.

Once candidates have this information, they can begin to plan an itinerary to meet the customer’s
needs. If the precise travel arrangements requested by the customer are not available, or not
possible, they may need to offer alternatives to them, such as a different departure or arrival point,
or different forms of travel, such as coach rather than train.

When working out the full cost of an itinerary, candidates need to consider a number of points,
including:

e« travel costs;

« the cost of any accommodation to be used by the customer;

« discounts, e.qg. for children, senior citizens, large groups;

« special offers, e.g. two for the price of one;

e supplements, e.g. extra payments for first-class travel, sea view;
« travel taxes, e.g. airline tax;

e travel insurance;
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e airport parking;
e car hire;

« other optional extras.

Candidates need to produce two separate complex itineraries that meet the specific needs of
different customers. Candidates must show that they have taken these needs into account when
preparing the itineraries and recommending suitable routes or types of provider/facility.
Candidates need to choose customers of two different group sizes — an independent traveller and
a family group say, or an elderly couple and a group of students. Each itinerary needs to include
full details of dates, times, departure and arrival points, any special arrangements, details of any
accommodation needed and should be fully costed. Candidates also need to keep a record of
information sources used whilst planning these and they need to explain why specific types of
travel have been chosen to meet customers’ needs.

A complex itinerary needs to consist of more than a basic two-week package holiday, where
everything has been organised by a tour operator. Candidates need to consider:

e city breaks (including car hire and excursions as well as flights and transfers);
« skiing holidays with boots and passes to be booked, with full travel arrangements;

« fly-drive with first and last night accommodation booked before travel, with options on where to
go when in the country.

Sources candidates use to compile and prepare the itineraries can be paper or IT-based but they
must reference them adequately and explain the reason for their use.

Candidates need to provide the evidence to support their itineraries in the form and layout used by
the industry and they need to contain all the relevant information that the client would need to
undertake that journey.

When preparing itineraries, candidates also need to consider the legal requirements on travel
organisers, particularly with respect to:

e consumer protection;
« supply of goods and services;

« EU package holiday directives.
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3.7 AS Unit G726: Hospitality

People are the main focus of the travel and tourism industry. Whether someone visits a
destination for leisure or business, stays for a day or several nights, the welcome when they arrive
and the quality of service they experience during their stay will strongly influence the memaories
they take away. Therefore, good customer service matters to everyone and is the heart of
business operations within the industry. Some 10% of the UK’s workforce is employed within
sectors of the hospitality industry and continued growth is widely predicted.

Within the unit, candidates will develop vocational skills related to the hospitality sector of the
industry by identifying and describing hospitality providers and the specific skills needed for quality
service. This will build on the study of customer service at AS level. Candidates will also develop
skills in comparing contrasting facilities and in evaluation techniques. In addition to providing
candidates with a sound introduction to some of the basic issues relevant to hospitality within
leisure and business tourism, they will also appreciate the importance of corporate hospitality to
business tourism. This is growing significantly with increasing numbers of providers catering for
this market. Candidates will also undertake some study of the practices and procedures used by
major hospitality providers in order to improve or develop their customer-service provision.
Candidates will link this to developments in information technology which are often used to provide
more effective and responsive customer service.

This unit links with Unit G720: Introducing travel and tourism and Unit G721: Customer service in
travel and tourism and will form an introduction to Unit G729: Event management.

Candidates will investigate the provision of hospitality in travel and tourism.
The evidence will include:

« the results of the investigation into the scale of the industry and the types of hospitality
providers (with recognised grading systems), with examples at both national and local levels,
and including a description of corporate hospitality;

e an investigation into two organisations in the sector, one which provides hospitality services
and one which provides a corporate-hospitality package;

« relevant research and analysis when assessing the customer-service provision of their chosen
hospitality provider, with recommendations for improvement or development;

« an analysis of the current provision of hospitality within their chosen locality and any
recommendations for improvement or development of that provision to meet trends in the
sector.

3.7.1 Sectors delivering hospitality and the effects of seasonality, tangibility and perishability in
the industry

What is hospitality? Definitions vary but the main aspect relates to the provision of a place to stay
and eat for travellers. Candidates need to have a clear understanding of the great variety of
present-day providers of hospitality to travel and tourism customers. Such providers include:

« hotels, inns and guest houses;
« holiday camps and resort complexes;
e public houses and cafes;

« restaurants (including cafes and fast-food outlets);
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e contract catering at event venues;
+ leisure outlets;

e en-route and on-board transport services (road, rail, air, sea).

It is very important that candidates are aware of the great range of hospitality products and
services offered to customers by these providers. All products and services are relevant but
candidates need to know that amenities and facilities vary according to the type of outlet being
considered and the type of market they are intending to attract. Business and leisure customers
have differing needs and candidates need to relate these various needs to different providers
within the hospitality sector. Candidates also need to understand the different grading criteria used
by various organisations (AA/RAC, tourist boards and tour operators) and how these relate to the
providers of hospitality.

Candidates need to understand the scale of the industry, at both local and national levels, and
understand:

« employment characteristics, e.g.
- numbers employed full-time,
- numbers employed part-time,
- seasonal fluctuations,
- male/female ratio,
- staff turnover,
- remuneration;

« range of jobs within the sector and the types of qualifications required
(from operative through to managerial);

« trends in different sectors;

« types of customer, e.g.
- families, -
- individuals including single women,
- groups,
- people travelling on business;

« effect of, and trends in, length of stay:
- day,
- overnight,
- short break,
- weekly or longer
and how this is affected by seasonality,
- tangibility,
- perishability.

Candidates need to produce a summary which gives details of all types of hospitality providers,
with local and national examples, and the products and services each offers to customers. Each
example needs to be linked to the type of outlet being considered and the type of market it is
intending to attract. Candidates also need to examine the scale of the industry at both national and
local levels.

3.7.2 Types of corporate hospitality

Corporate hospitality falls into two categories:

« services and/or facilities provided for business people across all types of hospitality providers,
examples include:
- hotel room with work space,
- modem point,
- 24-hour room service,
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- corporate room rate,

- express check-out;

- on-board transport services such as: executive lounges,
- business class cabin on aircraft,

- first class provision on trains;

e organisations which invite existing clients or potential new customers to attend a prestigious
event (usually sporting or cultural), or those which organise events, exhibitions and
conferences for existing or new customers (to stimulate new business, inform about
current/new developments, train personnel, etc.).

Candidates need to understand what can be involved in a corporate-hospitality package and
understand how such arrangements are put together. It is common to find the following in
operation at major events in the UK or at conferences provided by hospitality providers:

« private boxes (or other unit of hospitality accommodation);
e reserved car parking;

e pre-event documentation, e.g.
- entrance badge,
- hospitality pass,
- location maps,
- complimentary official programmes;

« visitor and delegate reception procedures;

e reserved seating;

« food and beverage package, e.g. private bar;
e customised furnishings;

e closed-circuit TV;

« access to all standard event/venue facilities.

Candidates need to know the ways in which event locations market their facilities to the corporate-
hospitality market and know what particular ‘packages’ actually include.

Candidates need to produce a review of one corporate-hospitality package, including the
components of the package, and how it is organised and made available to the corporate-
hospitality market. This could be in their local area, or information could be gathered during a visit
or residential.

3.7.3 Types of accommodation and accommodation services

Traveller accommodation can have a variety of component parts, examples include:

e sleeping:

- bedrooms and bathrooms;
e eating:

- restaurants,

- bars;

« circulation:
- halls,
- lobbies,
- lifts,
- stairs;

« conference/meeting/event:
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- function rooms;

e recreational:
- lounges,
- games rooms,
- fitness rooms.

Each outlet has to provide accommodation services to help ensure that each component part
functions properly and thus provides customer satisfaction. Such services include:

« cleaning and maintenance;

« valeting;

e linen and laundry services;

« service of food and drink;

« conference and function services;
« health and safety;

« services for business guests, e.g.
- modem links,
- fax and copying facilities,
- work spaces in rooms,
- secretarial support.

The way an accommodation outlet, such as a hotel or conference venue, deals with corporate
events, such as meetings and conferences, will be different to the way it deals with individual
reservations. There may be a need for a specific conference organiser on the management team
of the hotel to act as liaison between the various functional departments of the hotel or venue
(room reservations, services such as equipment provision, restaurant, function room, bar, etc.) and
the organisation holding the meeting.

Official grading of accommaodation often relates closely to the type and variety of accommodation
and services provided. Candidates need to understand how these grading criteria are applied in

relation to the various types of accommodation and services on offer and distinguish between the
grading categories.

3.7.4 Types of food and drink services

Food and drink services are provided for travel and tourism customers in a variety of locations and
under a variety of conditions. Therefore, the types of food and drink, and the ways in which they
are served, vary.

Candidates need to know:

« types of service include:
- table (including silver service);
- tray;
- counter;
- take-away;
- vending;

« types of food include:
- full meals (including a la carte, table d’héte);
- buffets;
- snacks;
- fast-food;

o types of drink include:
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- alcoholic;
- non-alcoholic;
- hot and cold.

Candidates need to investigate the products and services of one hospitality provider from the
accommodation, accommodation services, food and drink services provision. This could be in their
local area, or information could be gathered during a visit or residential.

3.7.5 Customer-service issues at both ‘Front Office’ and point-of-service and the importance of
developments in ICT in operational management

Quality of service is very important and candidates need to understand that staff working in
hospitality need to have certain skills. Candidates need to know what the following skills entail and
how they can be put to good use in a variety of food and drink service situations:

e practical skills include:
- serving,
- menu knowledge,
- clearing,
- area maintenance;

e personal skills include:
- communication,
- ICT skills,
- social skills;

« organisational skills include:
- ordering,
- planning,
- team working.

Customers expect the highest standards and it is important that all staff employed within a given
hospitality outlet are aware of the part they play in providing customer service. However, customer
expectations change and evolve through time, resulting in increased demands. This means that
customer service always needs to be in a process of renewal and improvement, which is why
many organisations undertake ongoing staff development.

Such programmes suggest that good customer service should involve:

e  putting the customer first and at the centre of all that is done;
« finding out what is required and making sure it is delivered;

« making sure that customers recommend the provider;

« getting details right first time and every time;

e exceeding customers’ expectations.

Customers progress through a series of stages during their visit or stay, which include:
e enquiry;

e reservation;

e registration;

+« check-in;

e« inresidence;

+« check-out;
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« follow-up.

It is essential that the hospitality provider meets the needs of the customer during all of these
stages. Often, standard practices and procedures, dependent on the values and attitudes of the
organisation, are used in order to assist in this and candidates need to develop an awareness of
them.

Candidates also need to be aware of a wide range of in-house services, examples include:

e  room service;

e« customer relations;

e  portering services;

« housekeeping services;

« health and leisure services;
e« Mmessage services;

« information services.

Candidates need to investigate what is involved in the delivery of each of these and be aware of
the different ways in which such services can be provided in particular hospitality outlets, including
the use of ICT to expedite and improve customer service.

Candidates need to research and analyse the current customer-service provision in their chosen
hospitality provider, in relation to training and operational practices and procedures used.
Consequently, candidates need to make recommendations for improvements or developments in
provision for the chosen hospitality provider.

Candidates also need to draw conclusions on the hospitality provision in their chosen locality and
make recommendations for future improvements/developments in this provision, showing an
awareness of trends in the hospitality sector.
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3.8 AS Unit G727: Working overseas

The role of an overseas representative can be one of the most challenging within the travel
industry and this unit will be useful if candidates wish to work in the travel and tourism industry
overseas. It concentrates mainly on the roles and responsibilities of a resort representative;
however, many of the skills and qualities required are suitable for a variety of similar jobs overseas,
such as those in ancillary services, transport services and tourist services.

This unit will give candidates a clear understanding of the working practices involved in being a
resort representative.

This unit complements the learning from Unit G721: Customer service in travel and tourism, where
candidates dealt with clients face-to-face.

This unit may be of interest to candidates if they are good at foreign languages or have studied
childcare qualifications. If candidates have studied NVQ Level 1 or 2 Travel Services, they may
also find this unit enhances their vocational practices.

Candidates will investigate the roles and responsibilities of working overseas and provide evidence
of their involvement in real or simulated situations in a chosen destination. Their evidence will
include:

« adescription of the different opportunities for overseas employment that exist, the range of
companies which offer them and the personal qualities necessary for working overseas;

e an investigation into the legal implications of working overseas;

« an analysis, using relevant research, of the operational and administrative practices involved
in working overseas;

« an evaluation of their involvement in a real or simulated ‘Welcome Party’ as a ‘Resort
Representative’ in a chosen destination and their recommendations about the key features
and personal qualities necessary for working overseas.

3.8.1 Types of job opportunities and companies that offer them

Travel and tourism is a worldwide industry so jobs are on offer in many parts of the world.
Candidates need to understand the structure of the travel industry to enable candidates to
establish which area interests them, and also understand how working overseas is an integral part
of the UK travel industry.

Candidates need to understand:

« the structure of overseas operations;

« the different types of tour operators who require overseas staff, examples include:
- mass market,
- specialist,
- summer sun,
- winter sun,
- activity,
- Cruises;

« the seasonal nature of employment;

« the different types of jobs available, including:
- entertainment representatives;
- children’s representatives;
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- resort representatives;
- ski representatives.

There are many travel-service providers who require overseas staff and candidates need to know
the range and nature of employment opportunities offered by the following transport providers,
including:

e airlines;
e  Cruise companies;
e train operators;

e coach operators.

Candidates also need to know about the different types of ancillary tourist services and to
appreciate the significance of various stakeholders with whom overseas staff need to liaise and
which also provide employment opportunities; examples include:

« foreign exchange bureaux;
e tourist guides;
« car-hire operators;

e sport and leisure organisations.

Travel and tourism is a fast growing industry providing opportunities for a variety of careers.
Although it is perceived as a glamorous industry, jobs within it are like many others, with routine
tasks carried out during unsociable hours. Many of the above jobs fall into this category and
candidates need to remember they are not a paid holiday.

Candidates need to know about different employment opportunities available in the travel and
tourism industry and the range of companies that offer them. Candidates need to understand the
different aspects of employment and the connections between travel-service providers.

3.8.2 Administrative working practices necessary to maintain success

Candidates need to understand the purposes of a variety of administrative tasks in relation to the
following:

e arange of administrative duties, including:
- foreign exchange,
- cash and credit collection,
- weekly reports,
- passenger lists;

e reporting procedures and instigating insurance claims for lost property, iliness, etc;

« the use of questionnaires and surveys to monitor quality control.

Candidates need to understand how each of the above can influence customers’ perception of a
holiday company, its suppliers and stakeholders, and affect their future choices.

3.8.3 Operational working practices necessary to satisfy customer needs

The role of a resort representative can be one of the most rewarding and challenging within the
industry. Candidates will develop many skills that will prove invaluable for career progression into
other jobs or careers. Most people who work overseas do so because they want to experience at
first hand new and often interesting and exciting situations, with different people.

It is important that candidates understand the range of vocationally-relevant skills and qualities that
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overseas staff need to have to enable them to react appropriately, including:

e« customer-service skills;

e problem solving, such as:
- dealing with emergencies, including medical emergencies;
- dealing with customers with special needs, including passengers with disabilities;
- handling a range of customer complaints;

« implementing health and safety checks as recommended by the company;

« holding ‘welcome’ meetings with a range of advertising ‘props’ and sales techniques for a
variety of visitors;

« having good communication skills and the ability to answer questions and give clear concise
information;

« leading, arranging and participating in, a variety of trips and excursions;

e airport duty, including:
- check-in,
- passport control,
- passenger manifests,
- passenger transfers.

The evidence for this sub-section needs to be in two parts — practical and theoretical.

For the practical evidence, candidates need to host a ‘Welcome Party’, in either a live or simulated
situation, which will reflect current vocational practices in the travel and tourism industry. Methods
and approaches to live situations are constantly changing and their presentation needs to
incorporate recent innovative ideas. Candidates need to simulate a professional performance with
the use of ‘uniform’, name badge, microphone etc. and with a range of promotional literature
obtained from the tourist board or obtained independently.

Their research will synthesise information from a variety of sources and reflect the destination that
they are presenting in an authentic manner.

The written report will show critical analysis, evaluation and understanding of their own role and of
the personal qualities required by someone hoping to work overseas.

3.8.4 Legal implications of working overseas

Millions of passengers leave the UK each year to spend their holidays overseas and their safe
return is of paramount importance. Fortunately for holidaymakers leaving the UK, there are many
laws and regulations which are in force to protect the traveller. A resort representative needs to be
aware of these and of the contractual obligations of the tour company and the customer.

Candidates are not expected to know the legislation in detail, but need to be aware of, and have an
understanding of, how the following laws protect the traveller:

« EC Directive on Package Travel, Package Holidays and Package Tours 1990 (or latest);

e Supply of Goods and Services Act 1980 and subsequent updates — excursion bookings and
promotions;

e Trade Descriptions Act 1968 (or latest) — in relation to brochure details;

« Consumer Protection Act 1987 (or latest) — when receiving payments for bookings;
e Unfair Contract Terms Act 1977 (or latest);

o ABTA Code of Practice;

« health and safety regulations — as they apply to transport, accommodation and attractions
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which may be used by the organisation;

e passport control and travel regulations.

For example, if a brochure states that the beach is within walking distance but fails to state that it is
down a steep hill, which may affect disabled travellers, the company may be in breach of the Trade
Descriptions Act.

The evidence for this sub-section will be a written account of travel legislation which shows that
candidates are able to apply their knowledge to the interpretation of legal requirements.
Candidates need to show their awareness of the potential implications that may be caused by the
different approaches of customers and companies when involved in contractual obligations.

3.8.5 Personal qualities, values and attitudes required to work overseas

The day-to-day duties of those working overseas are dependent on a number of variables.
Whatever may be involved in a person’s job, personal qualities and standards need to be
maintained. It is important that candidates are able to understand and evaluate the importance of
the following:

« organisational and planning skills, e.g. coping with minimum and maximum visitor numbers;

« the ability to adapt in a foreign environment, e.g.
- seasonal differences,
- cultural differences;

« the meaning of stress management and working under pressure;

« the need to display common sense and a sense of humour in a variety of unusual situations, e.g.
- antisocial behaviour,
- adverse weather,
- language barriers;

e maintaining corporate image, attitude and appearance;

« working in a team and understanding group dynamics, e.g. to ensure an efficient and co-
operative environment.

Candidates need to compare the advantages and disadvantages of working overseas and how
these can influence their decision to work overseas:

« advantages may include:living and working overseas;
- learning a new language;
- meeting a variety of people;
- learning a new culture;
- developing independence and confidence.

« disadvantages may include:
- diet, health and fitness in a new environment;
- separation from friends and family;
- managing finances;
- seasonal work;
- loneliness.

Candidates need to recognise and analyse a variety of situations and issues that may occur or
which they may have experienced in a live situation.
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3.9 A2 Unit G728: Tourism development

Tourism development is occurring throughout the world. As someone hoping to work in the travel
and tourism industry, candidates need to know about the organisations involved, which sectors
they belong to and the roles they play in enabling the development of tourism in an area.
Candidates will learn about aims and objectives of tourism development throughout the world and
the positive and negative impacts of tourism development in the UK and overseas. Candidates
need to familiarise themselves with the features and appeal of worldwide tourism-generating
regions.

Candidates will investigate why tourism development needs to be managed effectively to ensure
long-term sustainability. The unit builds on the introductory work carried out in Unit G720:
Introducing travel and tourism, Unit G722: Travel destinations and

Unit G723: International travel.

Within this unit candidates will develop vocational skills related to the travel and tourism industry
through their study of geographical areas and through the study of current issues which affect
tourism development in the UK and overseas. Candidates will need to make value judgements
about tourism development and appreciate the significance of the different values and attitudes of
the various stakeholders involved in tourism development.

3.9.1 Agents of tourism development

Tourism development occurs for many reasons and is carried out by a wide variety of commercial
and non-commercial organisations which belong to the public, private and voluntary sectors.
These organisations may work in partnership or may have conflicting objectives. For example,
national and local tourist boards often work together with commercial providers to promote a
destination to increase visitor numbers and income. On the other hand, land in a tourism
development area may be valuable to the landowner, to a property development company wanting
to build a hotel on the land or to a community group wanting the land for local community use.
Each of these agents of tourism development has a different objective, and the values and
attitudes of these agents differ or may conflict. Candidates need to understand how these can
affect not only the development of tourism, but also the aims of the agents.

Candidates need to know how the following types of organisations and sectors are involved in the
tourism development process and their reasons for becoming involved:

e  private-sector enterprises, examples include:
- hotel developers;
- landowners;
- development companies;
- consultancies;
- sponsors;
- leisure organisations;
- retall;
- entertainment organisations;

e public-sector organisations, examples include:
- local authorities;
- national governments;
- national and regional tourist boards, both in the UK and overseas;
- Tourist Information Centres;
- English Heritage;
- UNESCO (United Nations Educational, Scientific and Cultural Organisation);

« voluntary-sector bodies, examples include:
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- community groups;

- pressure groups;

- conservation organisations;
- National Trust;

- Tourism Concern;

- World Wildlife Fund.

For the external assessment, it is important that candidates are able to understand the aims and
objectives of the different sectors and of the different organisations within these sectors.
Candidates need to understand about the agents of tourism development in given case studies.
Candidates need to apply skills in problem solving to demonstrate the approaches, concepts and
principles of various agents of tourism development through evaluating case studies and
scenarios.

3.9.2 Objectives of tourism development

Candidates need to understand what is meant by ‘tourism development’ and why it occurs in both
the developed (MEDCs — more economically-developed countries) and developing (LEDCs — less
economically-developed countries) countries of the world.

Candidates need to understand the factors that are likely to affect the popularity and appeal of
destinations, both now and in the future.

Each of the organisations involved in tourism development has its own reasons for getting
involved. These may be:

e economic, examples include:
- employment creation, both direct and indirect;
- increasing foreign currency earnings to contribute to the balance of payments and GDP;
- bringing in tourists who spend money locally and contribute to the multiplier effect;
- increasing income for commercial operators;
- economic development and regeneration to develop the infrastructure and improve
the local area and conditions for local people;

« environmental, examples include:
- habitat preservation for wildlife in an area;
- regeneration and conservation of the built and natural environment;
- environmental education of the local population or of tourists visiting the area;
- stimulating environmental improvements of benefit to local people and wildlife as well
as tourists;

e  socio-cultural, examples include:
- promoting understanding between the cultures of tourists and those of the local population;
- improving ‘quality of life’ for the local population;
- providing community facilities, as well as facilities for tourists;
- revival of traditional activities, festivals and ceremonies to celebrate culture and develop
a ‘sense of pride’ in one’s own identity;

« political, examples include:
- enhancing the image of an area is particularly important for LEDCs or for countries that
may be perceived in a negative way due to war or natural disasters;
- creating a regional or national identity to boost domestic morale and encourage visitor
numbers.

In the external assessment, candidates need to apply their knowledge and understanding of the
objectives of tourism development to both UK and overseas case studies. Candidates need to
synthesise information from the various case studies to demonstrate a deeper understanding of the
connections between different aspects of tourism development.
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3.9.3 Impacts of tourism development

Tourism often has considerable impact on destinations and the people who live there. To
understand how tourism development affects a destination, candidates need to understand,
identify and analyse recent examples of the following positive and negative impacts associated
with tourism development:

e economic, for example:
positive:
- increased income;
- increased employment;
- improved infrastructure;
- multiplier effect;
negative:
- decline of traditional employment opportunities;
- seasonality of employment;
- increased living costs;
- leakages;
- increased taxes;

e environmental, for example:
positive:
- improved assets;
- landscaping;
- conservation;
- regeneration;
- building regulations;
negative:
- traffic congestion;
- erosion of natural resources;
- pollution of air and water;
- litter;
- increase in noise levels;
- panoramic view damage;
- destruction of natural wildlife systems and
- breeding patterns;

e  socio-cultural, for example:
positive:
- preservation of customs and crafts;
- provision of community facilities and public services;
- aiding of understanding;
negative:
- conflicts with the host community;
- crime;
- loss of cultural identity;
- changes to family structure;
- social problems, such as begging and prostitution.

Some of these impacts of tourism development are planned, whilst others are unplanned.
Candidates need to understand that these impacts need not just ‘happen’, but can be managed by
tourism professionals for the long-term benefit of the destinations, their communities and the travel
and tourism industry. Candidates need to show that candidates can apply skills of reasoning to
complex issues and problems, and appreciate the significance of the values and attitudes of
different stakeholders in tourism development in particular regions. Candidates need to
understand current issues and consumer trends which can impact on tourism development.

Candidates need to understand how tourism’s positive impacts can be maximised through the
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principles of successful destination management and activities, examples include:

maximising the retention of visitor spending at the destination;

investing the income from tourists in public and social projects for local communities;
widening access to facilities and assets;

staff training and development;

training and employment of local people in tourism and related activities;

tourism education.

Candidates also need to know how tourism’s negative impacts can be minimised through activities,
examples include:

planning control,
using the principles of sustainable tourism;
visitor and traffic management;

assessing environmental impact.

To sustain tourism in a destination, it is vital that the principles of tourism management are put into
place. Candidates need to understand how the rapid development of tourism in a destination can
subsequently spoil the destination and turn tourists away from what they originally travelled to see.

In the external assessment, candidates need to demonstrate:

their understanding and critical analysis of recent ideas, methods and approaches to the
impacts caused by tourism development;

their ability to deal with complex situations and problems relating to the impacts of tourism
development;

their ability to evaluate the broader issues of sustainable tourism development by the study of
stimulus material provided in the examination.
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3.10 A2 Unit G729: Event management

This unit will consolidate the work candidates have been undertaking throughout the course,
connecting the knowledge and understanding of different aspects of travel and tourism which
candidates have studied in other units. It will give candidates the opportunity to work as part of a
team to plan, carry out and evaluate a real travel and tourism project that is of interest to them.
The project can be an event or a business project, but it needs to be related to travel and tourism.
Candidates can be given advice and ideas about what their team could do. To complete this unit
successfully, candidates need to use what they have learnt in many of the other units making this
the synoptic unit for these specifications. This unit will give candidates the chance to develop and
use the essential skills which are an integral part of the travel and tourism industry.

Candidates will produce a business plan for their chosen project before it takes place and will also
keep a log of their involvement in the project whilst it is in progress. Candidates need to produce
an evaluation of what went well and what could have worked better.

Depending on the type of project candidates choose, the unit will link with many other units in the
qualification, particularly Unit G721: Customer service in travel and tourism,

Unit G734: Marketing in travel and tourism, and Unit G735: Human resources in travel and
tourism.

Candidates will produce a business plan for a travel and tourism group project and provide
evidence of their involvement in carrying out this group project. The evidence will include:

e abusiness plan of their travel and tourism group project, presented individually;

« evidence of their involvement in the planning, preparation and running of the group project and
a detailed record of their contribution;

« relevant research and analysis into the feasibility and management of the group project;

« an evaluation of their own performance and the team’s performance during and after the group
project, including recommendations for improvement.

Marks will be awarded for candidate’s ability to link this unit with what they have learnt in other
units.

3.10.1 Feasibility of the project

In preparing to carry out their chosen project, candidates need to undertake a feasibility study,
bearing in mind seasonality, tangibility and perishability, and present this in the form of a business
plan. Candidates need to explain a number of important points about the project in the feasibility
study and business plan, including:

« the aims and objectives of the project;
« customers, their needs and how these will be met;
« how the project will be marketed and the type of materials used in the marketing process;

« physical resource needs, e.g.
- equipment,
- venues/premises,
- materials;

« financial aspects of the project, to include:
- budgeting,
- start-up costs,
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- income,
- handling payments;

« staffing for the project, including roles of team members and identifying additional staffing
requirements;

e administration systems, to include:
- paper-based and electronic methods,
- relating to bookings and record-keeping;

e  project timescales;

« legal aspects of the project, to include
- health and safety,
- security,
- insurance,
and how these influence the working of the project;

e contingency plans;

« how the project will be reviewed and evaluated.

When discussing aims and objectives, candidates need to understand the use of ‘SMART’ criteria,
so that they can evaluate their project effectively. Candidates need to identify a range of different
objectives, such as:

« toraise money;
« to enhance PR opportunities;
« to provide information;

e to enhance community benefit.

Candidates need to relate these objectives to specific customer groups who have been clearly
identified through market research.

Candidates need to understand and use effective administration systems. Where possible,
candidates need to design and use paper-based records as well as electronic systems. For
example, candidates could design and use a paper-based booking form and then enter the details
on to a computer database. Candidates may also need to design suitable templates for letters,
press releases, invoices and receipts. Candidates might choose to use a spreadsheet for
presenting a time schedule or for financial documents.

Projects often experience problems and candidates need to appreciate that anticipating potential
problems is the key to contingency planning.

3.10.2 Teamwork

Projects rely on effective teamwork and development of this skill is an important part of this unit.
Candidates need to consider a number of points about teamwork, including:

« the purpose of the team;

e team structure, such as:
- formal,
- informal,
- ad hoc,
- sub-committees;

« roles and responsibilities of team members;

e team building and interaction;
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« factors which influenced the selection of specific members of the team for the chosen roles,
such as skills and abilities suitable for the role to be undertaken;

« factors that may influence how well the team works, such as:
- communication,
- leadership,
- personality clashes,
- access to resources,
- the working environment.

The success, or otherwise, of their project will be linked closely to the candidate’s ability to work
effectively as part of a team.

Candidates need to understand basic theory on team structures and also need to understand how
the concept of synergy is applied to teamwork.

3.10.3 Marketing the event

Candidates need to consider and decide on appropriate marketing strategies (both techniques and
materials) to be used for the event, bearing in mind the chosen target market. These materials
need to demonstrate:

e appropriateness for purpose;
¢ inclusion of all relevant information;
« evidence of knowledge of channels of distribution;

e presentation in accurate format.

Candidates need to understand and apply the theory to their work for this unit. Candidates need to
justify their selection of appropriate marketing techniques, which might include:

o advertising;

e  publicity materials;

« public relations (including the use of press releases);
o direct mail;

e  posters.

Candidates also need to present examples of the materials produced for the project, with an
explanation of their intended purpose and aims; examples include:

e Mmeeting customer needs;
e presenting a favourable image to potential customers and how this will be undertaken;
« raising awareness of the product/service the event is promoting;

e increasing sales and profitability for sponsors or organisers.
3.10.4 Financing the event

Any event will require careful monitoring of finance in order to ensure expenditure can be
controlled and accounted for. There needs to be a budget for the event which shows:

« initial source and amount of income at start-up;
« anticipated items of expenditure over the period of planning and development of the event;

« clear allocation of funds to specific components of the event;
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e contingency funds for unexpected outcomes;

« anticipated profit/loss for the event.

This budget will require close monitoring to ensure expenditure does not exceed income at any
time and needs to be presented in a format which is appropriate to the timescale of the event, such
as a projected cash-flow statement. Candidates need to know how to produce such a document
using ICT and demonstrate their understanding of financial management.

Methods of recording income and expenditure need to be devised which are appropriate to the
event and reflect accurately the ongoing situation during the development of the event. It will be
necessary to decide how income received will be generated and acknowledged and how
expenditure is controlled to remain within the budget set. However, there also needs to be some
allowance made for contingencies or interim deposits for goods/services which may be required
during the process of planning the event. Candidates need to maintain an accurate income-and-
expenditure account, even if done in a simple format, preferably using ICT.

Candidates need to understand the importance of accurate financial records when considering the
organisation of the event and how these can affect the final outcome of the event.

Candidates need to present financial documents using appropriate ICT packages; examples
include:

e budget;
« cash-flow statement;
+ final-balance sheet;

« documents used to record or claim payments, e.g. receipts, invoices.
3.10.5 Occasion management

Through planning and staging an event, candidates need to understand the need to consider the
impact of setting and meeting deadlines and targets for interim activities. This is often achieved by
the preparation of a schedule of activities to be undertaken in order to stage the event and the
identification of areas of responsibility for the different components of the event. This enables
closer monitoring of the preparation stages and helps towards a successful outcome. The
importance of individuals working to clear deadlines needs to be considered. Decisions must be
made as to the action to be taken if these are not achieved, or need to be revised, or if other
problems arise. Depending on the type of event they have chosen to organise, the key processes
need to include:

« the selection of the venue, after considering:
- suitability,

availability,

- cost,

- location;

« the allocation of staff — whether there are sufficient in the team or whether additional staff will
be required;

« the health and safety preparation for the event (risk assessment may be needed) and other
legal aspects, such as security and insurance;

e hospitality issues, such as:
- catering,
- refreshments,
- uniforms,
- badges,
- labels;
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« type of evaluation to be undertaken, and methods to undertake this, which enable analysis to
be carried out.

It is important for candidates to have a realistic appreciation of staffing requirements in project
management, candidates could develop this appreciation by considering the job roles and
responsibilities of staff, such as:

« conference organisers;
e event managers;
« catering managers;

« facilities managers.

In order to select appropriate group members for specific roles in managing the project, candidates
need to consider the skills and abilities of members of their group in relation to the skills and
abilities of people who carry out those functions in the real workplace when an event is organised.

Candidates need to be aware of the legislation that can affect the planning and implementation of a
project. Candidates need to understand that legal considerations will vary according to the nature
of the project, and it may well be necessary to undertake a simple form of risk analysis for the
project to ensure that all legal requirements are considered and taken into account. Candidates
need to understand the legal implications of:

e providing catering services;

e security of customers’ or participants’ possessions;
« maintaining confidentiality of customer information;
« following fire regulations;

« capacity of venues;

e equipment use.
3.10.6 Carrying out the project

Candidates need to have a sound understanding of the skills required to carry out their project.
The knowledge gained in Unit G721: Customer service in travel and tourism, will be a useful basis
for exploring many of the issues and will help them develop their interpersonal skills. Candidates
need to give equal emphasis to external- and internal-customer service.

Having investigated the feasibility of their chosen event, they need to carry it out to the agreed
plan, working as a member of a team. Candidates will be expected to take on their agreed role(s)
positively and work with the whole team. In particular, candidates need to:

« complete the task(s) they have been allocated;

« deal politely with customers, other members of their team and any other people involved with
the project;

« support other team members while the project is being carried out;
« react quickly and confidently to any problems that may arise;
« keep to any agreed time deadlines;

e know when to get help and advice from others.

This will enable candidates to show that they have played an important part in carrying out the
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business plan for the project which was agreed by the whole team.
Candidates also need to know the correct procedures for:

« writing and distributing minutes of team meetings;
e maintaining records of actions to meet deadlines;

« dealing with complex complaints and problems.
3.10.7 Evaluation of the project

Once the project is completed, it is important to evaluate what happened in order to decide if the
objectives set by their team at the outset were achieved. Candidates need to regard the evaluation
process as an essential way of improving both individual and team performance.

Candidates need to gather feedback on performance throughout the project, not just at the end.
Candidates need to identify stages in their project plan when interim evaluation can be carried out,
guestions to ask include:

« Are we keeping to our deadlines?

« Are we likely to meet our targets?

« What issues do we need to address or reconsider?
e Is our marketing appropriate?

« Is the team working effectively together?

At the end of the event, candidates need to collect some data on the success or otherwise of the
event, from participants, customers or facility/venue providers. Candidates need to analyse this in
order to produce an effective, individual evaluation which needs to address such questions as:

« Did we meet our objectives?

e Were key deadlines met and, if not, what were the consequences?

« Did our planning promote effective performances?

« Was the event effective/successful in meeting customer needs?

« Were the promotional techniques and materials used satisfactory in meeting target audiences?
e What went well and what went less well for me individually?

« How well did the team work as a whole throughout the project?

« How did working as part of a team help or hinder me or change my values and attitudes?

« How effective have my evaluation techniques been?

Candidates are also expected to give helpful feedback on how others performed, as well as
receiving comments on their own performance.

Candidates need to consider the relative advantages of a range of evaluation techniques, such as:
e group debrief;

« individual appraisal,

e peer/teacher feedback;

« customer feedback;

« feedback from suppliers.
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Candidates also need to consider suitable methods of obtaining information for reviewing the event
and need to decide the format in which this information will be gathered, such as:

e aquestionnaire suitable for all participants, delegates, customers, etc.;
« different questionnaires or proformas for different categories of participant.
Candidates need to design suitable evaluation forms before starting their project.

Candidates also need to understand how to write and structure a basic evaluation report which
includes:

e sections;
e numbering;
« referencing;

« use of appendices.
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3.11 A2 Unit G730: The guided tour

A guided tour will often form an important part of the tourist’'s experience of their visit to a
destination or a place. It may provide them with useful information about the area they are staying
in, interesting information about the facility they are visiting and help them to understand the
cultural and ethical values of their host community. If candidates work in the travel and tourism
industry, they may be expected to deliver a guided tour as part of their job role and may be asked
to devise a guided tour for a specific purpose.

This unit gives candidates the opportunity to investigate the range of guided tours that are
available and to produce a guided tour of their own.

This unit enables candidates to build upon the information and skills they have acquired from
studying the mandatory units in this course, especially those in Unit G720: Introducing travel and
tourism, Unit G721: Customer service in travel and tourism, Unit G729: Event management, and
also the optional Unit G724: Tourist attractions.

Candidates will investigate the range of guided tours available and devise and deliver a guided
tour. The evidence will include:

« an account of the range of guided tours available and the plan of their guided tour;
« evidence of the delivery of the guided tour, with any supporting participants’ documents;

« relevant research and analysis into the investigation of the range of guided tours and also of
the guided tour;

« an evaluation of the success of the guided tour, including recommendations for improvement.

3.11.1 Different purposes and types of guided tour

Candidates need to understand that guided tours have a number of different purposes. Some are
designed to introduce tourists to the main features of a particular area or to inform visitors to a
facility about its contents or history. Other tours have a theme, such as the history of an area, the
life of a famous person or a ghost tour. A guided tour needs to meet the interests and needs of its
target customers. Candidates will have considered different types of customer needs in the study
of Unit G721: Customer service in travel and tourism.

Candidates need to investigate a variety of different types of guided tour available to tourists. They
include:

« tours guided by a person;
« written forms of guided tour;
e audio guided tours;

e Vvirtual/computer-based guided tours.

Tours guided by a person often take the form of a walking tour, with a group of tourists
accompanied by an accredited guide, such as a Blue Badge Guide, around an area or a facility.
They also include personally-guided coach tours, which can cover a larger area of a destination.
They may take only an hour or so, part or all of a day or even form the major part of a package
holiday.

Written guided tours also vary. Many facilities provide detailed leaflets so that visitors can guide
themselves around a facility. Tourist Information Centres, and many guide books, provide written
details of guided tours for visitors to use; these may be walking tours or require the use of
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transport.

Audio guided tours also take a variety of forms. Many facilities provide acoustic guides for visitors
to use; these may trigger a specific commentary when the visitor reaches a particular point in the
tour or be interactive, so that the visitor can obtain more information if he/she so wishes. Pre-
recorded commentaries are also found, e.g. on city tour buses. Some of these may also be
produced in a variety of foreign languages.

Virtual/computer-based guided tours are a small but rapidly developing part of the guided-tour
market. Video guides are available for some places. Many facilities and destinations are
developing guided tours on the Internet, which may include video and audio clips and also be
interactive. Some facilities provide guided tours based on interactive touch-screens. Candidates
need to appreciate the impact of ICT on this aspect of the industry.

Some guided tours use a combination of methods, e.g. a guided tour of an historic house may be
based on a leaflet, but interpreters may be available in each room to answer visitors’ questions and
to provide further information.

Candidates need to consider both the explicit and implicit purposes of guided tours. The explicit
purpose will usually be to give tourists information about a particular place or facility, while the
organisation or individual providing the guided tour may have other, implicit, purposes. These may
include:

e encouraging the tourist’s interest;
« disseminating the organisation’s aims and objectives;

« raising the tourist’s awareness of cultural and ethical issues.

Guided tours are often targeted at particular customer types, such as children or special interest
groups, and candidates need to consider the intended target market(s) when investigating the
purpose of a guided tour.

Candidates need to produce a report which investigates the range of guided tours available and
the increasing impact of ICT in this aspect of the travel and tourism industry.

Candidates need to investigate an example of each of the four main types and also consider the
variety of tours available within each type.

3.11.2 Merits and deficiencies of different types of guided tour

A guided tour is designed for a particular purpose and to meet the interests and needs of its
targeted customers. Candidates need to understand that each guided tour has its merits and
deficiencies, e.g. a personally-guided tour around a facility will allow its participants to ask
guestions of the guide, but not allow individuals to spend much time on a specific aspect of it which
may be of particular interest only to that individual.

Candidates need to investigate, in detail, the merits and deficiencies of the different types of
guided tour. For each type, candidates need to consider its advantages and disadvantages and
how well it meets the needs of different types of customers. Aspects candidates may wish to
consider include:

the purpose of the guided tour;

« the type of guided tour;

« the availability of the guided tour;
« the time the guided tour takes;

e the cost of the guided tour;
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« the extent to which the guided tour meets the interests of its targeted customers;
« how well the guided tour meets the needs of different customer types;

« whether there are any procedures in place to identify/solve problems which may arise.

3.11.3 Devising and delivering a guided tour

When candidates devise and deliver a short guided tour of their own, they need to consider a
number of factors:

e its purpose;
e its location;
« the type that would be appropriate;

e its potential customers.
When candidates have considered these factors, they then need to:

« research the information which will be needed when delivering it;

« plan it, identifying actions to be taken should problems arise with participants, locations or
external circumstances, e.g. accidents, diversions or closures of facilities;

e deliverit;
« evaluate its success.
Information can be found from a variety of sources. These include:

« the Internet;

« national and regional tourist boards;
e« Tourist Information Centres;

e local authorities;

e tourism organisations;

e libraries;

e guide books;

e (Qazetteers;

e promotional materials;

« brochures and leaflets.

Candidates need to plan a guided tour. The form taken by the plan depends partly on the type of
guided tour they believe is most appropriate for their purpose. It may include:

« an action plan;
o alist of resources required;

e anitinerary.

Candidates need to understand what makes a good guided tour, which meets the interests and
needs of its customers. Candidates need to select appropriate material for their target audience
and to exercise judgment on the duration of the tour. Candidates need to solve problems of
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managing the tour in terms of:

e« content;
e duration;

e« customer interest.

Candidates need to develop skills and strategies to manage this complex situation. Their work on
Unit G721: Customer service in travel and tourism will have given tem insights into this aspect of
their work.

Information and advice about how to devise, deliver and evaluate a guided tour could be obtained
from organisations and individuals who provide guided tours. Some forms of guided tour, such as
those given in person by a guide, require a risk assessment and the health and safety officer at
school or college will give appropriate advice.

Candidates need to produce a report which demonstrates their planning, the tour itself and their
evaluation of the guided tour.

Evidence of delivery of the guided tour needs to be robust — its exact form will depend on the type
of guided tour chosen, examples include:

« a personally-guided tour could be evidenced by a video and a script;
« awritten guided tour could be evidenced by its leaflet, which should be annotated;
« an audio guided tour could be evidenced by the audio recording and a script;

« avirtual/computer-based guided tour could be evidenced by a video recording and storyboard
or printed copies of web pages, which should be annotated.

Candidates also need to include at least one detailed witness statement from an independent
observer or tour participant as supporting evidence.

The success of the guided tour could be evaluated in a number of ways, including the use of:

e acustomer satisfaction survey;

« comments from independent observers;
« analysis of video evidence;

e athorough self-evaluation;

« aSWOT analysis.

The work on Unit G721: Customer service in travel and tourism and Unit G729: Event
management will also have provided candidates with possible methods for evaluation.

Candidates need to ensure that statistical and graphical analysis uses appropriate and relevant
techniques so that they are able to draw valid conclusions. Candidates also need to use these
findings to help them consider how the guided tour could be improved and to make realistic
suggestions for this.
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3.12 A2 Unit G731: Ecotourism

There are many definitions of ecotourism or ‘green tourism’. However, the term is used to describe
any recreational activity in natural surroundings. The Ecotourism Society includes social
responsibilities to define ecotourism as ‘purposeful travel to natural areas to understand the culture
and natural history of the environment, taking care not to alter the integrity of the ecosystem, while
producing economic opportunities that make the conservation of natural resources beneficial to
local people’.

Candidates will learn that, although the events of September 11th 2001 had a major impact on the
tourism industry and made it difficult to predict long-term trends, ecotourism is a growing
component of the wider tourism industry, and several factors indicate that it is likely to succeed and
grow over time. Organisations such as British Airways, through their ‘Tourism for Tomorrow’
awards, are an example of the growing support of major organisations for this sector.

Through research, candidates will find that these factors include increased awareness of
environmental problems among tourist populations, e.g. protection of the turtles in the
Mediterranean, the care of the coral reefs in the Sinai Peninsula and the building of
accommodation using natural materials to reflect the surrounding areas. Candidates will be aware
of the willingness of tourists to engage in socially and culturally aware travel which is increasing
interest in visiting lesser-known countries, such as the Kingdom of Bhutan in the Far East and
Belize in Central America, rather than traditional holiday destinations, e.g. Spain and Greece.

This unit will enable candidates to explore the reasons for, and attitudes towards, these issues
which tourists and host countries are developing. Candidates will conduct a research project into
an ecotourism destination of their choice that will address the following issues:

« their understanding of the nature, aims and objectives of ecotourism;
« ecotourism’s contribution to social, cultural and environmental issues;
« the purpose of ecotourism projects in a chosen destination;

« the trends and future appeal of ecotourism projects.

This unit will enable candidates to learn about the preservation and conservation of the natural
environment and the differing cultures on our planet. This unit links to Unit G728: Tourism
development, Unit G732: Adventure tourism and Unit G733: Cultural tourism.

Candidates will produce a written and illustrated account of an ecotourism project in any worldwide
destination of their choice. The evidence will include:

« knowledge and understanding of the aims and objectives of ecotourism and the role of
ecotourism organisations in relation to the chosen project destination;

« application of their knowledge and understanding of ecotourism’s contribution to
environmental, social and cultural issues in relation to their chosen project destination;

« their research and analysis when investigating an ecotourism project in a worldwide
destination of their choice, in terms of environmental, social and cultural issues;

« an evaluation of the future trends and appeal of worldwide ecotourism principles and projects
which relate to their chosen project destination.
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3.12.1 Nature, aims and objectives of ecotourism

Candidates need to learn what is meant by the term ecotourism, and its role and function within the
travel and tourism industry. Candidates need to understand why travel to, and tourism in, natural
areas can respect the culture and ecology of an area.

Candidates need to understand:

« the aims and objectives of ecotourism;

« the roles of organisations involved in raising awareness of ecotourism.

Ecotourists try to avoid the fast pace and congestion of the traditional tourist centres, opting
instead for more adventure, stimulation and the chance to learn about the environment and culture.
Many organisations from the public, private and voluntary sectors support ecotourism projects and
issues. Candidates need to understand and appreciate the global and dynamic nature of the travel
and tourism industry. Candidates need to show how the values and attitudes of the local
population and organisations influence decision-making in tourism.

3.12.2 Ecotourism’s contribution to social, cultural and environmental issues

Candidates need to understand the ways in which ecotourism can focus attention on, and
contribute to, a variety of cultures and beliefs, including:

« handicrafts;
« language;

« traditions;

e gastronomy;
e arts and music;
e history;

e local work;

e architecture;
« religion;

e education;

e dress;

« leisure activities.

Attention focused on these cultures and beliefs may be positive or negative. In the positive sense,
there may be society-wide improvements, such as in infrastructure. On the negative side, there
may be a threat posed to traditional social values, e.g. the right to dignity and respect. An example
of this is St. Lucia, where an all-inclusive resort development was built on the sacred site of the first
inhabitants of the island. Through their study, candidates will familiarise themselves with recent
ideas, methods and approaches used to sustain the principles of ecotourism and to enable a global
balance to develop between tourists and hosts.

Candidates need to understand the ways in which ecotourism can focus attention on, and
contribute to, the importance of the environment as a tourism resource, including the management
of:

« ancient and historical sites;

« marine and coastal environment;
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« inland environment and habitats;

« biodiversity and endangered species;
e energy systems;

« water supplies;

e waste disposal.

Attention focused on the above may be positive or negative. In the positive sense, there may be
conservation and preservation schemes in progress. On the negative side, there may be a threat
posed to the integrity and composition of the natural environment, e.g. tourist activities have had
an impact on whales and dolphins through oil pollution from tourist boats and disruption of
breeding patterns. Water shortages have affected local people while tourists in luxury hotels have
fresh water. There will also be issues related to the seasonal nature of ecotourism, e.g. activities
such as whale watching, or created by climatic influences. Through their study, candidates not
only need to familiarise themselves with recent ideas, methods and approaches used to sustain
the principles of ecotourism, but also to appreciate the complexity of the issues involved and how
these complex problems may be solved or reduced at the destination chosen.

3.12.3 Purpose of ecotourism projects

Candidates need to learn that there are numerous ecotourism projects taking place throughout the
world in a wide and diverse range of environments. Many of these are attracting worldwide
recognition, such as those in the Amazon rainforest. British Airways have supported ecotourism
projects through their ‘Tourism for Tomorrow’ awards since 1990. Winners include hotels, cycle
projects, whale-watch tours, game reserves and trekking routes in the Himalayas. Any tourist
destination can adopt an eco-friendly policy for sustainable tourism.

Candidates need to investigate an ecotourism project in any destination of their choice and
address the following issues:

« aims and objectives of the project;

« features of the project;

e organisations involved in the management of the project;

« effectiveness of the project in environmental, social and cultural terms;

« significance of planning and education to sustain the future management of the project;

« analysis of the effectiveness of the project, in terms of visitor numbers and local, national or
international involvement.

Candidates will use appropriate research techniques to obtain information to analyse current
ecotourism practices in the travel and tourism industry. Methods and approaches to current
situations are constantly changing and their project needs to incorporate recent innovative ideas.
Candidates need to analyse the information from the sources used and reflect the aims and
objectives of the destination chosen.

3.12.4 Trends and future appeal of ecotourism projects

Candidates need to evaluate what the future holds for ecotourism trends. Candidates can
measure this in terms of the following:

e support of local, national and international organisations and stakeholders;
« development of specialised, proactive and volunteer holidays;
o provision of marketing and promotional techniques;
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« management of visitor numbers;

« training and education of the host population;

e co-ordination of health and safety requirements;
e conservation and preservation programmes;

« foreign assistance and aid.

Through their study of ecotourism and their project on a chosen destination, candidates need to
show their understanding of this developing and complex sector of the travel and tourism industry.
Candidates need to use this information to make judgments, draw valid conclusions and make
recommendations about the future trends and appeal of ecotourism.

Throughout, candidates need to support their opinions by expressing their own values and
attitudes. Candidates also need to be aware of, and appreciate the significance of, the values and
attitudes of stakeholders.
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3.13 A2 Unit G732: Adventure tourism

Adventure tourism is an expanding sector of the travel and tourism industry, both in the UK and
overseas, with increasing opportunities for participation and employment. The term ‘adventure
tourism’ refers to activities such as canoeing, white-water rafting, rock climbing, hiking, trekking,
cycle touring, caving, challenge events and mountaineering. The activities themselves are seen as
positive ways for increasing self-esteem, as well as encouraging team building and developing
problem-solving skills. Increasingly, adventure tourism activities (ATAS) are being enjoyed on an
international scale with the growth of adventure travel, ecotourism and charity fund-raising
holidays. ATAs are open to everyone and can be enjoyed by people of all ages and abilities.

Within this unit, candidates will participate in a group in an adventure tourism activity. Candidates
will also research information about the adventure tourism sector in more general terms as this will
help candidates to be aware of the possible opportunities available to them in the future.

Within this unit candidates will develop vocational skills relating to the adventure tourism industry,
demonstrating in particular, complex skills, including assessment of client needs, assessment of
the suitability of an adventure activity, suitability of the providers of that activity, and conducting of
risk assessments. In addition, candidates will gain valuable knowledge of adventure tourism
destinations.

This unit links to Unit G720: Introducing travel and tourism, Unit G722: Travel destinations, Unit
G731: Ecotourism and Unit G728: Tourism development.

Candidates will investigate adventure tourism activities (ATAs) through the use of examples at a
local, national and international scale, and provide evidence of their involvement in the planning of
and participation in an ATA. Evidence will include:

« areport that examines the growth in ATAs in the local region, one other region of the UK and
one overseas destination;

e an assessment of the impacts and benefits of adventure tourism and how they can be
managed;

« relevant research and analysis into assessing the feasibility of, and planning of, one group
ATA;

« an evaluation of their own performance and the team’s performance in the planning of and
participation in the ATA, including recommendations for improvement.

3.13.1 Adventure Tourism Activities (ATAS)

Tourism is a fast-growing and dynamic industry. In recent years, there has been a trend towards
more independent and adventure-based holidays, exploring less well known areas and providing
challenging experiences. Candidates need to understand the broad range of ATAs available.

ATAs can be categorised into three main areas:

« water-based activities such as canoeing and sailing;
« land-based activities such as trekking and mountain biking;
« air-based activities such as paragliding and hang-gliding.

Candidates need to understand what is meant by these terms and give examples of activities from
each category and popular locations for such activities.
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3.13.2 Development of ATAs

There are many reasons for the development of ATAs, both in the UK and in overseas destinations
visited by British tourists. These reasons can be:

e environmental:
- certain natural environments and climatic conditions lend themselves to ATAs at
particular times of the year,;

e historical:
- the establishment of National Parks and Areas of Outstanding Natural Beauty;
- the development of long-distance footpaths;
- a history of expeditions and exploration;
- the presence of ancient monuments and unique cultures;

e  access:
- ease of access to areas used for ATAS;
- the role of public transport;
- costs involved in reaching, and at, a destination;

« changes in social factors:
- increased car ownership;
- more leisure time;
- higher disposable incomes;
- longer holiday entitlements;
- rise in popularity of health and fitness;
- increased use of ATAs as a means of personal and group development;
- demand for more active holidays;
- increased environmental awareness.

There is a range of organisations involved in providing and promoting ATAs, which play a major
role in the development of adventure tourism. Candidates need to understand the different values
and attitudes of different organisations involved in adventure tourism. These can be classified as:

e  private sector:
- activity providers;
- adventure travel companies;
- equipment and clothing manufacturers;

e the media:
- fiimsand TV,
- specialist magazine publications,
- specialist websites;

e public sector:
- national tourist offices;
- local authorities;
- national park authorities;
- forestry commission;
- national governing bodies;

e voluntary sector:
- youth groups;
- National Trust;
- YHA;
- clubs;
- charities.

Candidates need to consider only those organisations involved in the development of ATAs in the
selected destinations. Candidates also need to consider how the values and attitudes of those
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organisations may differ even for similar ATAs.

Candidates need to use appropriate research techniques to obtain information to analyse the
development and current features of ATAs.

Candidates also need to know the key features in the development and growth of ATAs and how
these have led to the current characteristics of ATAs in the local area, another region in the UK
and an overseas destination. Candidates need to select destinations where there are
organisations involved in the development of ATAs.

Development may be due to a single ATA, e.g. surfing in Newquay, or it may be due to a variety of
ATAs, as in the Lake District. Local region can be defined as accessible for an ATA on a day trip
from home; one other national region could be a National Park or Scottish region such as the
Highlands and Islands. The choice of overseas destination is broad and could include areas such
as:

« Himalayas;

¢ Andes;
« Rockies;
e« Alps;

e« Caribbean;

« Amazon.

Candidates could narrow down the destination to be more specific, such as the Inca Trail, Everest
National Park, etc.

3.13.3 Management of the impacts of Adventure Tourism

Many ATAs take place in fragile environments and amongst people whose culture and traditions
are different to our own. The increasing number of people participating in adventure tourism can
create pressures on the environment and communities of the areas they visit. It is important to
remember, however, that not all impacts are negative; indeed, the revenue from tourists can often
bring real benefits, creating employment and helping to make local communities more viable.

Candidates need to appreciate the main positive and negative impacts associated with adventure
tourism, including:

e economic impacts, examples include:
- income generation;
- job creation;
- economic development;
- development of the infrastructure;
- dependency;

« environmental impacts, examples include:
- erosion of natural vegetation and sails;
- visual and noise pollution;
- trespass;
- loss of habitats;
- litter;
- water contamination;
- wildlife conservation;

e  socio-cultural impacts, examples include:
- loss of privacy;
- visitor congestion;
- demonstration effect;
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- greater understanding between cultures.

As well as identifying the many impacts of adventure tourism, candidates also need to understand
how these impacts can be managed sustainably, i.e. for the long-term benefit of the environment
and local people, including:

« investigating how the positive impacts can be maximised, examples include:
- revenue maximisation;
- staff training and development;
- local community involvement;

« investigating how the negative impacts can be minimised, examples include:
- the principles of sustainability;
- carrying capacity;
- pricing mechanisms;
- tourist education.

Candidates need to understand that careful and sensitive management is crucial in helping to
ensure the long-term sustainability of adventure tourism.

Candidates need to assess the economic, socio-cultural and environmental impacts of ATAs in the
chosen destinations. Candidates need to consider both positive and negative impacts.
Candidates need to evaluate management strategies which seek to maximise the positive and
minimise the negative impacts.

3.13.4 Benefits of ATAs

A range of participants enjoy ATAS:
e individuals;

e  groups;

o families;

e businesses;

e competitors;

e recreational users.

Candidates need to identify the reasons why such people participate in ATAs and, from these
reasons, consider the benefits they expect to gain from their own activity. Benefits vary from one
person to another but could include:

e social interaction;

e personal enjoyment;

e promoting team building and leadership;
e skills development;

e contribution to health and fithess;

« gaining qualifications.

Candidates’ own values and attitudes could change whilst participating in an ATA and they need to
consider this when preparing the evaluations of their own and their team’s performance. These
values and attitudes could relate to the activity or to the rest of the team. Candidates need to
understand how these benefits, values and attitudes might differ from other participants in the
same activity.
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3.13.5 Choice of a feasible and safe ATA

Before an ATA takes place, candidates need to consider whether it is feasible for them and their
peers to take part in that ATA. Candidates certainly need to discuss this with their teacher.
Candidates need to assess:

« the requirements of each activity they consider, examples include:
- type of activity;
- equipment;
- transport;

« the reasons for participation, examples include:skills development;
- team-building;
- enjoyment;
- to gain a proficiency award;

« the needs of the group, examples include:
- numbers involved;
- physical ability;
- fitness.

Candidates then need to assess the suitability of the possible providers which they may use.
Candidates need to consider:

« their facilities and location;

« the programmes and activities on offer, examples include:
- education;
- recreation;
- development;
- training;

« cost and value for money, examples include:
- group discounts;
- equipment hire.

Candidates need to realise that there is almost always an element of danger in many ATAs.
Therefore, hazards need to be identified and prepared for as this is an essential part of ATAs at all
levels.

In order to make the final selection, candidates need to understand how to carry out a
comprehensive risk assessment which needs to take into account all safety factors, identifying all
the possible hazards relating to:

o the type of activity;

« the location of the activity and the environment;

« the time of year and the expected weather conditions;
« the number of participants involved;

« the equipment required;

« the level and quality of supervision required.

Much of this information will be available by contacting the adventure-tourism providers directly;
however, candidates need to validate this with the national governing body of their chosen activity,
where appropriate.

Candidates need to investigate the feasibility of possible activities and aim for a shortlist of three or
four possibilities from which they choose one based on that study. Candidates could consider an
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urban location in the interests of access and cost.
3.13.6 Role of national governing bodies and regulatory bodies in ATAs

The role of both national governing bodies and regulatory bodies has developed to help ensure the
safety of ATAs.

For the chosen activity candidates need to know:

« the national governing body involved;
« the safety standards set by the national governing body and its codes of practice;

how the national governing body promotes and encourages participation in the activity;

the proficiency and leadership awards available from the national governing body.
Candidates also need to learn about the role and significance of:

« the Health and Safety Executive;

« the Adventure Activities Licensing Authority (AALA);

« the Activity Centres (Young Persons’ Safety) Act 1995 (or latest);

« local authorities.

Candidates will use this information from their feasibility study in the planning of an effective ATA.

3.13.7 Effective planning of and participation in the chosen ATA

Candidates now need to action some of the points assessed in their feasibility study.
Candidates need to identify:

« the objectives of their group’s participation and the evaluation criteria for the activity;

« the physical and human resource needs, examples include:
- equipment,
- capabilities of participants,
- instructor,
- resources required;

« the date, time and duration of the activity;

« the booking arrangements;

« the transport arrangements;

« the costs involved and how payment will be made;

« the procedures to be undertaken should problems arise.

Candidates also need to action aspects of their feasibility study which are to do with the safety of
the activity. Candidates need to understand the legal requirements relating to their activity,
focusing on:

e health, safety and security;
e consumer protection legislation;

e regulations and industry codes of practice and how these can affect the planning of their
activity.

In their risk assessment, they will have established procedures that minimise the risk of any hazard
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