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1.0 INTRODUCTION

This unit focuses attention on three important rsodetransport in Nigeria (as
related to tourism), which have played, and argipta and will continue to play very
significant roles in the social, political and eoamc and tourism development of
Nigeria. The three modes are rail, road and airlalk of which require conscious
policies, heavy capital investment, and continumasntenance organisations to bring
into existence their networks, terminals and rgllstocks, and to keep these and other
supporting industries, functioning effectively teetsatisfaction of more than 95% of the
transport needs of this country.

Each of these modes will be discussed briefly icheaf the three sections into
which this unit has been divided, with specificerehce to their historical development
impact on the Nigerian economy, and the prospeuts piogrammes of the Nigerian
govenunents for their further development.

2.0 OBJECTIVES

A tourist can travel by a variety of means. Hences inecessary for both the
tourist as well as the tourism professional to feamse themselves with the various
modes of transport. After reading this unit, yoaist be able to:

1 Learn the stages of development of various modésansport;]

Identify the different modes of transport

"1 Appreciate the importance of transport in thenpsbon of tourism, and!
Understand the need for a national transport policy

3.1 RAUL TRANSPORT

HISTORICAL DEVELOPMENT

The advent of the railway marked the beginninghef thodem system of wheeled
transportation in Nigeria. Unlike in European coias, Nigeria jumped the chariot stage
by changing from human porterage on rail transpdite long-distance movement of people
and commodities across the land.

The railway was begun in 1898 with the Lagos-Ibalifae which was completed
in 1901 and later extended to Jebba in 1909. Wighopening of the Jebba Bridge, the
Lagos - Jebba line was linlced in 1915 with the d&&aro line which had earlier been
completed in 1911. East of the River Niger, anotimer had begun from Port Harcourt,
reaching Enugu in 1916 and was later extended scadd Kaduna, thus linldng the
Western and Eastem lines. Jos was linked with ZiadQ12 by a narrow-guage line,



designed for the evacuation of tin from the JoteBla This narrow guage line..... called
the Bauchi Light Railway was closed in 1957. Adantn the two main lines, branch
lines were also built from Zaria to Kaura Namodank to Nguru and Ifo to Adogo.

The conception and development of the Nigeria Rgilwere motivated by strategic as
well as commercial reasons. It was the hope ofptaeners that the extension of the
railway to northern Nigeria would facilitate theoeomic development of the territory
and the evacuation of its agricultural exports, elgntotton, groundnuts, shear-nuts,
hides and skins (Tamuno, 1964).

In 1953, a World Bank Mission visited Nigeria. amtommended an extension of
the railways or the construction of a heavy traffighway if Nigeria was to meet an
anticipated expansion of agricultural productiontiie northeastern part of the
country. . The mission served that the choice betwmads or rail transport for the
new area must be based on the total cost of eitiogle to the community and on the
possibility of making the users of the facility shdhe cost. Stressing the need for a
decision to take into account the traffic potentibthe developing northeast, the mission
concluded that the railway alternative was likedyprove more advantageous in the
end. The government opted for the railway, whicls wagun in 1958. In 1962 the
first section of this 644-kilometre Bornu Extensimas completed with the opening of
the Kuru-Gombe line, while the remaining sectionsvegpened in 1964, with the
additional in 1966 of a 9.6 - kilometre branch linem Alesa Eleme oil Refinery of
Eleleanwa in the Port Harcourt to Enugu railway reeting the two principal
seaports, Lagos and Port Harcourt, with the majastrucentres in the interior.

CHARACTERISTICS AND ORGANISATION

The Nigerian Railways are wholly owned by the Fatl&overnment. Starting
as a government department in 1898, the railwagsrhe a statutory body in 1955
when the Nigerian Railway Corporation assumed fafponsibility for managing
and operating the railway systems as a commercidemtaking, although the
Federal Government still retains general powersoatrol over its policies and rates. By
linking the major producing and heavily populateattp of the country with one
another and with two premier sea ports, the NigeRailways provide opportunities
for long-haul bulk traffic between the northern aswuthern parts of the country.
However, the axle load permissible on the raileysts limited by several stretches of
light-weight rail, while operating tpeeds are riestd by long distances of curved
track and steep gradientqdFed. Republic of Nigeria,
1975) . -.



In tenns of rolling stock, the Nigerian Railway @oration owns the entire fleet
of locomotives, goods wagons and passenger coathes in the economy. Its stock
of locomotives has increased from 273 mainline simahting locomotives in 1995 to
353 in 1974. As a result of vigorous dieselizatmogramme, the number of steam
locomotives has been reduced from 273 in 1995 ® ih71974 while the diesel
locomotives have increased from zero in 1955 to ih7¥974 the total stock of goods
used for revenue traffic had exceeded 6000 by i#hile passenger coaches used for
scheduled trains were expected to be over 400 By *=d. Rep. of Nigeria, 1975).

In terms of the actual number of locomotive engimesise, the position calls for
improvement. Both the steam and diesel engines adalepressing record of breakdown
which seriously affects the availability rates wemrdy 18% for steam and 54% for
diesel engines, the principal reason being the mgldence of defects and the large
proportion of engines under or waiting repairs e maintenance department. With
growing dieselization, the Corporation should b&db take advantage of the lower
running cost and greater kilometerage of the diesgine. Either the diesel engines
having an average cost per engine-kilometre of tabne-fourth those of steam (since
1967) there is no reascni why the steam enginesotdre phased out completely to
enhance the overall efficiency of the system.

TRAFFIC PATTERNS AND TRENDS

Federal govemment investments in the Nigerian Ragiwhave been increasing
steadily, especially siuce independence. During 1862-68 plan, a total of N43.3
million was invested in the railWays, while the 0974 plan witnessed an investment of
N118 million out of an allocation of N81 million ma to them.

Unfortunately for the railways, there has beeroavarg decline in its performance
osler the years with attendant operating deficittsiaccounts. The corporation™s freight
*lifting have steadily declined from 3,051,000res in 1961 - 62 to 1,451,000 tonnes
in 1971.- 72 before picking up to 2,010,000 tonime$973 - 74. Similarly, the number
of passengers has shown a downward trend from fli®dmin 1962-63 to 4,670,000
in 1973/74.

Three main reasons can be adduced for this declite performance of the Railway
Corporation. In the first place, as the nation'adreietwork improves, bigger, faster
and more comfortable trucics and passenger bugpgsreanote freight and passengers
from the railways, especially in the areas oflightisible goods for which the railways,
has no inherent advantages over Mad transportn8igcdhere has been a steady decline
in the production and, therefore, the exportatidhase traditional txport crops
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(particularly groundnuts, cotton and hides and kiwhich used to form a significant
proportion of the export freight moved by railwayhis has largely been due to
increasing domestic processing and absorptioneskticrops by local industries.

The third and perhaps the most significant reasmldeen the deterioration of the
railways goeds transport services. While the fid€d factors are palm produce, kola-
nuts, livestock, cement, coal, numerous farms predand, since 1971, petroleum
products moved in bilk-tank wagons between the pea cities (Lagos and Port
Harcourt) and the major inland depots like Kanodit@, Zaria, Jos and Maiduguri.
The overall savings in road traffic accident reguctand lower transfer costs achieVed
by not using the next available mode, that is, rbadsport, appears very considerable,
though difficult to quantify.

With the reduction in the exportation of groundramgl cotton largely due to decline
in produCtion and increased processing by localistiies, the share of expat trade in
the railway traffic had dropped from a peak of 58%61968/69 to 13% in 1973/74.
With increasing competition from road haulers, tinend has enabled the railways to
carry more local products on its internal traffgpecially since 1971. This trend would,
however, seem to augur well of the attainment aatonally integrated economy, in
the sense that most of the products being trarespanternally serve a vital role by
complementing the nutritional and industrial neeflshe different ecological zones
of the country.

PROSPECTS

The Federal Government has correctly diagnosediblelems of the Nigerian
Railways (already discussed above), and is prefaretiect a drastic modernization of
the systern. To this end, a total sum of N986 omllhad been allocated to the
railways during the current plan period. Out oftdmsount, N788.4 million is earmarked for
conipleting the first phase of the constructioracftandard 1.435-metre gauge railway
system parallel to the existing lines. A gross urgending that was experienced by the
railways during 1970-74 periods is avoided.

These railway development projects would include hew lines- the Ashaka railway
extension to the Bauchi Cement Factory, on whicl® Nillion should be spent, and
the 194 kilometre Otukpo-Ajaokuta extension on Whi108 million should be spent.
The later extensions help to transport cokable froah the Lafia area to the proposed
iron and steel complex at Ajaokuta (Fed. Rep. gieNa, 1975, p.243-247).



With the current efforts at achieving complete dieselization and modernization of the
railway gauge to conform with international standards, one can hope for a brighter prospect
and more effective role for the Nigerian railways.

Student exercise: in your own opinion, enumerate reasons that led to the low level
of operations of the Nigeria railways.

LUXURIOUS BUS

3.2 ROAD TRANSPORT

HISTORICAL DEVELOPMENT

In its report the economic co-ordination of transport development in Nigeria,
the Stanford Research Institute aptly stated that " the economic history of Nigeria is
largely the story ofthe opening up of its vast areas by various fonn of transport" resulting
in economic growth which, in tum, stimulated the demand for transport" (Robinson,
1961, p.36). Indeed, one can go further to say that the twentieth century developmental
history of Nigeria is the history of the extension and consolidation of the frontiers of
social; political and eponomic development by means of road transport.

The history of road transport in Nigeria dated back to the first decade “fans century when
the existing bush paths were developed into motorable routes, which were designed to serve
two main objectives. First, they were meant to extend the conunercial hinterlands
opened up by the government railways for the evacuation of local exports products, by
linking up the nearest urban centres with the major railway stations. In this way, Oyo was
linked with lbadan in 1906 by a railway operated road transport service and later
Oshogbo with Ife, llesha and Ogbomosho (Walker, 1955). The second objectives was
to "reduce the strain thrown on the inland provinces in the provision of porters" for the
British colonial officials.



After an initial period of slow growth, occasionég financial and manpower
constrains, the total length of road constructed! maintained by the governments and
native authorities rose to about 51,000 km in 1848 74,000 lcm in 1960, out of
which only 11% were tarred (Robinson, 1961, p.18%).the end of the current plan
period, there should be at least 100,000 km ofsadall classes in the country.

STRUCTURE AND ORGANIZATION OF ROAD TRANSPORT

With the exception of community roads in the ruaa¢as of the country, the
planning and the development of the trunk and feeaksds are the responsibilities of
the Federal, State and Local governments, all aflwhave been giving road devzlopment
a well-deserved prioribr both in the developmerangl and in the annual capital
programmes that have been earmarked for road geweltt by the Federal and state
governments during the third national developmédem.pOverall, the nation is planning
to spend one out of every six naira on the devetoprof roads during 1975-80 plan
periods. This will amount to 72.84% of the totahrplallocations to the entire transport
sector.

Apart from the networks and terminals, which aréliguproperty, almost every other
aspect of the transport industry in Nigeria belotwg$he private sector. The ownership
and the operation of the good vehicles are respiitygiof private entrepreneur,,
although some state and local governments patisdp@ the provision of passenger
bus services on both intra-urban and intercityaguthe bulk of passenger transportation
Is however, still performed by private companied amdividuals with vehicles ranging
from the five-seater passtenger cars to the 6@ssagaiconditioned luxury buses.

The federal and state government exercise supremteot and supervision over the
licensing of drivers, the importation, registratiand licensing of all types of motor
vehicles, and the regulation and orderly flow afffic. All these are achieved through
the agencies of the licensing authorities; the atekiinspection unity of the ministry
of works, the Nigeria police force, the court and board of customs and exercise.

ROAD TRANSPORT INTHETRIRD NATIONAL DEVELOPMENT PLAN

The plamtng, developmentind maintenance of the road transport availallein
countty have been largely conditioned by the ppilesi of equity and efficiency, and the
possibility of limiting public investments to mepeovision of basic infrastructural
facilities while the private sector provided thebite facilities for the internal
movement of goods and persons. While it is trug"vavate road transport companies can
be induced through government regulation to opatatptimum scales” (Filani



and Osayimwese, 1974, p.391), it appears that tisen® escape from public mass
transit system in the urban centre, if the growiraffic chaos, congestion, delays and
the attendant manpower and material losses are tardested. Unfortunately, however
, the Nigerian experience in the provision of maassit in the urban centres has been
a dismal failure. For passenger and commodity me@moutside the major urban
centres, a properly regulated private sector systam adequately cope with the
indications that satisfactory progress is being enadthese areas, with the exception
of some rural-rural andural-urban routes which are poorly served by vehicular
transportationIn governments or communities to develop the existing footpaths into
motorable roads.

Student exercise: Discuss how significant the road trans ort is to tourism in Ni

Road Designed Percentage | Participation
As Federal State Local

Federal 90 10

State 50 50 7

Local 331/3 33U3 33'/3

3.3 AIR TRANSPORT

Transportation today constitutes one of the major éatures of the economic
development of Nigeria as it does for any other cotry. In recent years the
country has experienced an unprecedented generaloeomic boom which haded to
the country's economy. Because of its inherent adwtage of speed, air transport
has played a big role in passenger transport, espalty, and has therefore
contributed to the country's development. The boonin the economyhas enhanced the
standard ofa living of many Nigerians such as busessmen andvomen, and professionals,
who now travel by air not only to different parts d Nigeria, but also to various part of the
world.

The general increase in the demand for air transpdrand the federal government's
realization of its potential role in Nigeria's contnued economic development
have resulted in ever increasing capital investmenin air transport ha.s been
slcyrockeking. For example, in the 1962-68 NationaDevelopment Plan, capital
expenditure on air transport (Civil Aviation and Nigerian Airways) amounted to
N13.9 million (Fed. Rep. Of Nigeria, 1962). This dure increased about four-
fold to N51.3 million in the second National Devefament Plan (1975,80) a
total of N527.9 milion was eannarlced for air trarsport and represented 7.2%
of the total investment in the transport sector (Fd. Rep. of Nigeria, 1975). In



udrwr words, rdindtt Ity,,,storent tn. an transpor, Lhc third phut is tllottl
times that of the First National Development Plary&arsprevously.

NIGERIA AIRWAYS AND FLEETS STRENGTH

Nigeria Airways was established in October 195& gsint venture between the
Nigerian Government, Elder Dempster Lines, andBhitssh Overseas Airways
Corporation (BOAC) with shareholding of 51, 32243dal61/3% respectively
(Stanford Research Inst. 1961). The Airways thuk tover the operation of
domestic flight from the disbanded West Africanways Corporation (WAAC)
which liad been operating commercial aircraft withe country since 1946
(Filani, 1975a). In 1963 the Nigerian Federal Gowsgnt bought out the other
shareholders and Nigerian Airways became wholly-@dviby the Nigerian
government. The airline has a monopoly for progddomestic air services in
Nigeria. It is also the national flag carrier foternational services along the
West African Coast. The airline operates higy to Abidjan, Accra,
Robersfield , Freetown, Bathurst and Dakar and @tsthe recently opened routes
to Lome, Niamey, Cotonou, and to Nairobi, Kenyae Tigeria Airways is
in pool agreement with British Caledonian Airwaysdaogether they account
for over 50% of Nigeria's international traffic taondon, Rome, Amsterdam,
Frankfurt and New York.

In 1976 Nigeria Airways operated a fleet of ninetegrcraft consisting of two
each Boeings 707 and 737 and one DC 10-30 airaestl mainly for
international flights; seven F.28 jets, and sewelkkér F.27 propeller aircraft
used mainly on domestic routes. The F.28 aircrpfirate the west African
Coast Services and the major lines of domesticiessvirom Lagos to
Kaduna - Kano; Benin- Enugu , and to Port HarcOattbar.

Apart from Nigeria Airways other major internatioreirlines which operate
fights to Nigeria include Lufthansa, UTA, Swissacandinavian Airlines,1CLM,
Aer(Iflot, British Caledonian Airways, Ethiopian rines, Air Zaire, Air Affique,
therebyfinking Nigeria with the world's major so@oconomic and political
centers" ;Within Nigeria itself, several chartempanies operate additional flight
in small aircraft from Lagos to the main econonainters in the southern parts

1 of the coiintry. Such companies include Pan Afri¢artines, Aero Contractors

Company, Delta Maritime and Aeronautical Compang dmopical Aircrafts

Sales Limited which provide non-schedule air-taxi eargo services to locations
approved by the government; Bristol Helicopters itaoh charters helicopters to
the oil companies. Also some individuals, missigremd business groups, the
Federal and State Governement functionaries opgmadé fixed aircraft (Filani,
1975a).



INTERNATIONAL AND DOMESTIC TRAFFIC

Within the last one and a half decades Nigeria has witnessed an enormous
expansion in both domestic international traffic. However, most of it has been

in domestic traffic, which has accounted for more than 70% of the total air
traffic handled by Nigeria Airways. A comparison with othmajor African
airlines shows the predominance of the domestitiarResearch shows that
of the eleven major airlines in Africa in 1972, Miga ranked 8" in terms of
total number of passengers carried but fifth imterof aircraft departures. Of
the 286.769 passengers carried, 200, 628, or 7@€ im domestic flights. In
other words more than two-thirds of passengerslédray the Airways were in
domestic flights. On the other hand for airlinelsas Air Algeria, Tunisia air,
and Egypt airlines more than two-thirds of theitatqpassengers were carried
on international flights, which indicates that thesrlines had a stronger and
better foot-hold in international air traffic matkian their Nigerian counterpart.
The high percentage of domestic traffic for the rifinict East African Airways
was due to the fact that services among the tloeetries - Uganda, Kenya and
Tanzania were then regarded as domestic.

Table 1: AFRICAN AIR STATISTICS 1972*

Airlines Number of Passengers Cartied ohof | Aircraft
An International | Domesdc Total DePaztores
setvices

AirAlgeria 788,995 | 507,964 281,03135.6 14,627
Egypt Aitlines 623,139 477,470 145,66923.4 14,627
E.AfricanAirways 563,673 | 209,447 354,22662.8 25,757
Tunis Air 375,055 | 320,561 54,494 | 14.5 6,871
Alr Zaire 327,798 | 91,542 236,256| 72.1 8,054
Libyan Arab Airline| 327,242 | 184,956 142,28643.5 7,415
Ethiopian Aitlines| 288,532 | 125,001 163,531 56.7 21,439
Nigeria Airways 286,769 | 86,141 200,628| 70.0 21,439
Zambian  Airways | 230,085 18,141 200,628| 70.2 10.810
SudanAirways 133,424 | 73,863 59,561 | 44.6 9,062

GhanaAirways 133,738 | _51,858 79,880| 60.6 5,638

Sources: International Air Transport Assatiation: Annual Satically Report of World Air
Transport Satistics, 1972.
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In terms of freight carried, Nigeria Airways didtteg on international flights. In the
same year, 1972, 2355 tonnes of freight were a@hhyethe airline. Of these 1643, or
69.8%, were on international flights while only 7tihnes or 30.2% were in domestic
flights. Thus, in 1972, while most of Nigeria airygh passengers were on domestic
flights most of its freight traffic was internatiain

A comparison between the total number of passerggeried and the number of aircraft
departures show that the average number of passepgeaircraft departure for Nigeria
Airways was only 20 compared with Air Algeria whickcorded 54 in the same period.
This low figure shows Nigeria Airways' poor perf@nte in attracting passengers.
This poor performance is however, more on inteomai routes than on domestic
routes, which have been recording high load factormparable to world averages
(Filani, 1975a).

Year Total Freight Percentage Share
(Tonnes)
incoming
Outward
Incoming | Outward| Lagos | Kano | Other* | Lagos | Kano | Other*

1960 741 451 87.2| 122 : 78.3 21.7
1961 944 668 70.8| 14.9 143 71.7 15.3 13.0
1962 1,040 782 86.5| 85 5.0 78.8 115 9.8
1963 1,036 932 90.9| 9.1 : 93.0 6.2 0.8
1964 1,506 1,055 90.0 10.0 : 83.5 15.3 1.2
1965 1,759 1,265 89.7] 10.1 0.2 86.2 12.9 0.9
1966 1,592 1,303 90.1] 9.9 : 87.1 12.2 0.7
1967 1,713 915 90.5| 95 : 82.3 17.7 :
1968 1,913 1,325 88.1 11.9 : 79.3 20.7
1969 2,146 1,467 88.0 12.0 : 75.7 243
1970 4,227 1,521 81.3] 18.7 : 93.2 6.8
1971 4,489 2,282 | 89.2 10.8 : 91.9 8.1
1972 4,001 1,165 87.8] 121 0.1 84.5 15.5
1973 3,781 1,185| 89.3 10.7 ' 843 | 157

Includes Maiduguri and Calabar throughout.
Source: F.O.S. Annual Abstracts of Statistics, Isagmeria, 1973.

THE ROLE OF AIR TRANSPORT IN NIGERIA'S DEVELOPMENT

In a rapidly developing economy like that of Nigerthe role of air transport
cannot be overemphasized. In recent years airpigineas contributed towards
progress in commercial and other business tramsectiHowever, the
importance of air lies more in its future potentian in its past contributions to
the nation's economic development.
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Student Assessment Question.

Explain briefly the activities of the World Bank $sion to the development of railways in
Nigeria.

4.0 CONCLUSION
In this unit, we've been able to examine the historical development of rail road and
air transportation in Nigeria and the ways they're contributed to the country's economic
growth.

5.0 SUNEVIARY

] This unit has introduced you to a broad profile of different modes of transport
existing in Nigeria (excluding water and pipeline transport).

[] Starting from railway to air travel every travel, every mode of transport is
important keeping in mind, the different physical conditions of our country and
varied interests and demands of the commuters.

[ What we need today is to develop an integral plan in order to move forward
creativity and economically.

] With technology advancing everyday, transport industry needs reorientation
accordingly and this is an essential pre-requisite for the development of tourism.

Answer to student assessment question

A World Bank mission visited Nigeria in 1953 and recommended an extension of the
railways, ie. if Nigeria was to meet an anticipated (what she is aiming to achieve)
expansion of agriculture production in the north-eastern part of the country.

The mission also, after putting two alternatives was likely to prove more advantageous in the
end.

6.0 Tutor Marked Assignments
Explain the roles being played by:

1. The private sector and

2. The federal and state governments in the road transport network in
Nigeria.
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1.0 INTRODUCTION
The business of setting up, operating and promaibugist accommaodation
facilities is a complex affair. It involves a ratatship between "host" cultures
and "guest" cultures, ecological and environmeotaisiderations and a fine
balance between factors pertaining to leisure andet pertaining to efficiency.
These factors are, in addition to the usual comaleaspects of the business.

In a world that is increasingly being reduced ttlabal village" the tourist as a
consumer is also conscious of the need to be isentitthe needs and demands
of the "host" cultures they are visiting. It shoblel recognized that in this context
there is a healthy tension that can develop betwiernnterests of the host
culture, the interests of the tourists and there@ss of the commercial
organisations such as hoteliers, tour operatorotret agencies.

It is not possible in this Unit to explore all issuin detail in addition to various
iIssues involved such as marketing, operational farehcial in the
accommodation sector. However, a fundamental aithefunit is to address
these issues and bring it to the forefront as & lr@gredient in the success of the
tourist oriented hospitality product.

2.0 OBJECTIVES
In this unit we shall attempt a general surveyhaf hature of tourist
accommodation. It is intended that after readirguthit you will:

- Have a clear idea of the main factors that mestdnsidered when
viewing aspects of tourist accommodation,

Be able to have a perspective on tourist accommodet general in the
hospitality industry,

Know about the structure and nature of differepes$yof accommodation,
Learn about various types of accommodation needsunists and leam
about the ecological and environmental consideratim developing
different types of accommodations.

3.1 VARIOUS TYPES OF ACCOMMODATION
It may be asked why we refer to "tourist accommiodatwhen in fact we are
talking about hotels. On the face of it, this igetr but the word "hotel" has a
very defined sense and conjures images of a nwiied building with anywhere
from 100 to 600 rooms. In fact, the tourist availsuch accommodation also,

15



but the kinds of tourists are so varied and theneadf tourist activity is such
that the facilities that are used by tourist havdé described in more specific
terms.

For example, there are some tourists who vvishaiet on a very small budget;
they would probably stay at homes of friends inltrger city, and once they go
to a more remote place, let us say lkogosi, theyldvéook for a guest house
where they would want a clean bed and toilet fmsliat the very most. In addition
they may also want to have breakfast there. Altelynathere are very rich tourists
who will stay in the five star deluxe category a@itdis in the large city and seek
to stay in very exclusive resorts on a remote b&adlagos area. A quick survey
of the destinations tells us that both these caiegof facilities are available
to the guest. This is applicable to both domestiwell as foreign tourists.

It is important, therefore; that a tourism professil be aware of all categories of
accommodation, at least in broad terms, and betaltlenk clearly about which
ones they may wish to identify for their client/gue

Let us briefly consider each of the various categoof accommodation.

FIVE STAR DELUXE HOTELS

These are usually to be found in the metropoliignareas, and have anywhere
between 200 to 800 rooms. Some hotels in this oatelgave thousand rooms
in their inventory. They are categorized by certaternational standards which
include a given number of restaurants, a particsilee of lobby, business center
facilities, a swimming pool etc., including, of ¢ea, very strict standards of
quality control. These hotels are usually used grily by the business

executives (often 90 percent of the customers asnbss men and women)
and the very upscale tourists.

There are other star categories like three stag, siar, etc. However,
categorization into stars is still in progress imgedyia. Hotels offer themselves
for categorization which is based on certain gatand inspection by officials.

FIRST CLASS HOTELS

These are a step down from the above categorgphtain most of the facilities that
are provided in the "five star deluxe" hotels. Ehage also located usually in the
large metropolitan cities and some mid-sized cdiesvell. These hotels also used
by a combination of business executives and tgurist
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'ON-STAR HOTELS
At evety toutist destination you come across many small hotels who don't come
under classified categories. Yet many tourists stay there as per their budget
adjustments. But many tourists cannot afford it #mel/ stay in small staying
places near the beach. Such examples are abuné@aetryadestination be it a hill
station or a pilgrimage centre.

RESORTS AND LODGES

These are meant almost exclusively for the touasts more often are found in
so-called "off the beaten track” destinations. éms countries, where the
economic dependence on tourism is very great, aacbhmmodation can also
be found in the cities or just outside the citilsus, in Kenya for example, one
can find very elaborate lodges even in Nairobi,diygital city where most tourists
enter the country.

The Resorts and Lodges usually have certain fesatsweh as elaborate swimming
pools, a balcony or patio overlooking each roomemdrtainment facilities.

In India for example, there are beach resorts, fdgbrts and Wild life resorts.
These resort hotels commonly cater to tourist &kdint tastes and budgets.
Whether luxury or low budget resorts they primaoRer a stay in the natural
surroundings. These resorts are generallcr seasonal

Student Exercise 1: explain the difference betwBesort Hotels and
conventional city hotels.

TENTED CAIIPS

While most of the types of accommodation so faoing solid structures a
type that is fast gaining popularity around the ld/as the tented camp variety.
These involve relatively low investment. These @relogically very friendly in
that they do not threaten to spoil the landscapentach and can be set up
seasonally to reduce expenditure by not havingeadtoo much on the upkeep of
the place when the tourist season is over.

Another variation of the tented camp is tftsmoléieted camps which are used
when treldcing in various parts of the world.
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HERITAGE HOTELS

Tourists visiting a historical city are very fond tustorical palaces. Often they
dream of staying in the same way and styles astHaajas. Keeping in view this
tourist interest the govemment of India's Tourisep@tment started encouraging
Heritage Hotels. By providing financial incentives to*, owsef forts, palaceand
havelis the tourism department encourages the @wiberconvert their
properties into heritage hotels have come up inyreeas. A near similar to
heritage hotels in Nigeris is the colonial Gueststs.

GUEST HOUSES

The guest house is to be found in cities, towns and eaote destinations.
Usually those who use these facilities are individuals who travel on their own,
spend relatively longer periods of time in a particular destination, wish to get to
know the hot culture intimately and want their expenditure to be modest. Therefore,
they have only one or two meals a day and spend the rest of the time outside the
guest house. More often than not, the guest house is run by a family and although
they do so in a very efficient maimer, the operations are not what might be called
"professionally" managed and the tourist is often living, literally, as a "gust" of a
family. The house boat accommodation is a unique example of this category. In
Nigeria, guest houses are owned mostly by the government and various Institutions
around the country.

Recently in different tourist places the system of paying guest
accommodation is gaining much popularity. This has two basic purposes:

Firstly tourists coming from outside Nigeria or from various regions of Nigeria
for example are generally fond of local eriquette, household, culture and home
made food. Compared to staying in hotels which provide typical hotel culture,
more
or less same everywhere, staying with a local family at tourist places is both
economical and informative for Imowing the local people and their culture

Secondly, paying guest accommodation provided the local with a source of earning
without any investment as well as the opportunity to learn different cultures.

ALTERNATIVE ACCOMMODATION
While the above are some of the broad categories into which the types of
accommodation are divided, there are a whole range of other types of
accommodation such as the small boarding houses which are converted into socalled
"guest houses", the YMCA and YWCA facilities, lodges managed by tourism
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departments and "tourist camps". Some of thesedCalslo be termed the
unorganised sector of the hospitality industry ahduld be kept in mind when a
professional in the tourism industry is informing br her potential customer of the
options available for accommodation purposes. Gmeaitso recommend for short
or overnight stay in the rest rooms of the railways

In concluding this section it is important to keiepmind that generally speaking
the tourist spends approximately 40 percent offunsls on room and board. Thus
it is imperative that any advice, suggestion oonmemendation that is given in this
regard must be carefully considered and discussegtaat detail. The burden of
accomplishing this rest with the tomism professiaara not necessarily with the
customer, who is not always aware of the optioladaile at a given destination.

It goes without saying that each of the above tygfesccommodation has its own
advantages and disadvantages. But what is diffatemit the tourist accommodation
is that it must incorporate specialized activifjgrique recreational and educational)
into its architectural design. Similarly, innovativneal plans (often quite elaborate)
are also a customer's needs that must be takeadotoint. In any attempt to promote
them the tourism professional should carefully cdersthem, understand the
perspective of the potential customer and promtwgecbrrect category accordingly.
Similarly, if each specific category is examineddetail one will discover that
there are various price ranges in each and thishoold be kept in mind when
protnoting the acconimodation portion of the tauttte prospective customer.

3.2 SOME PRINCIPAL CONSIDERATIONS
As has already been pointed out in the introductibe business of promoting
tourist accommodation is a very complex affair, evhrequires the tourism
professional to be aware of several factors at omubeding:
1 Host/guest culture relations,
"1 Ecological/environmental considerations,
and Leisure activity.

Given the above, the best way to consider the fadtwat are involved in any
assessment of tourist accommodation is to preteritlymu are "building” a tourist

oriented hotel and look at the main conunerciaéetspof this exercise while taking
into account factor such as those mentioned abidvs. involves asldng the correct
guestions at the time of building the accommodatind, by extension, also when
you are promoting it.
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It should be understood that the terms we have tseatliscuss the main
considerations in tourist accommodation (marketoygrations and financials) do
not pertain to the actual running of a hotel ooreghis is a very specialized and
detailed task. Rather, the terms in our contexehavdo with attempting to give
you a comprehensive understanding of what is ne@dedhotel or resort that
function well in the current tourism scenario.

Student Exercise: You are successful in convingheg chairman of your local
government to invest in tourist accommodation essn What are the factors you
will advice him to consider?

MARKETING

Someone once defined marketing quite briefly asoing what the customer
wants". Simple as this may sound, it assumes & wteterstanding of the complexity
of the tourists needs and, most importantly thétylaif your organisation to deliver
what is promised. Thus, like in the case of anyeofroduct it is critical that there
is substantial marketing input at the product plagnstages of tourist
accommodation, precisely because of the complekityurist behaviour and needs.

In addition to the above, in today's world of teuiit is not just whether you have
the right customer, the right location, the riglsickage and the right price. The
tourism professional is also required to take aunsideration whether the
particular accommodation, being promoted is ecchllly and environmentally
sound.

We will enter into a discussion of this as we cdasfurther studies in the future, but
for the moment it should be mentioned that ecolmigiand environmental

“correctness”, while important for any segmentaifrist accommodation, &comes
more important where its impact is increased. Asithpact increases, it should be
pointed out, whenever the location is remote ortiexdhe same would apply for

host/guest culture relations. By definitiont, acgelahat is remote or "exotic" is the
ultimate tourist destination.

Quite logically, "what the customer wants" is detered by who the customer is,
and it would not be wrong to say that the more dastomer tends to spend, the
more awire he or she is of services at times saciaterns. Therefore, as a rough
barometer, it would be accurate to say that theeraaustomer is willing to pay,
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the more questions he or she is apt to ask. Thesld be about the precautions
being talcen by you to minimise social and ecolabitamage caused by their
activities or related to having all luxury withoamy concerns. Tourism professionals
should therefore make this an integral part ofr thr@rketing strategy to convincingly
answer the queries in addition to other commegoiasiderations.

FURTHER CONSIDERATIONS (OPERATIONAL)
We have already made passing mention of severakctspf the operations of a
tourist accommodation. It would be helpful to Hgiefummarize these by way of a
review and then discuss some other operationalré=adf such organisations:

a) FOOD & BEVERAGE (F&B): This, of course is a featureany hospitality
industry product. However in the case of touregels and resorts the F &B
departments need to be considerably more flex#tlemes for example,
the tourist may wish not to have lunch in the redgmt take a picnic lunch
instead. In such instances it is important thatishanticipated and the quality
of service is enhanced. Similarly, the eating tsaifipeople on holiday tend
to be different than a "manager” in conventioealse of that word. In fact,
the management of smaller resorts and hotels tocleel versatile. This
“flexibility" might be the motto of a good resavhen it comes to its

operations.

3.3 WHO USES TOURIST ACCO1VIMODATION
There are different kinds of tourist. Thereforesténds to reason that a tourist
resort must cater to each category of tourist.illtaf course be impossible for us
to discuss each of the myriad of category of tourdividually at this rime. However,
let us look at the broad categories of touristhi@ trganised sector of the market
and see how each would be different and how theyhandled by the particular
tourist resort-hotel. Let us begin by first ideyitify the various categorise of tourist

who uses a tourist resort:

) The frequent individual traveler or FIT, is theeggdry of tourist who

make their own customized itineraries with the radfla tour operatoor
travel agent. They travel either alone or in grogbsup to six
individuals. These customers often wish to be gipemnsonalized
treatment. Along these lines they are more demgrabinthey often design
their itinerary as they go along and do not wislvéohanded a "package"
that is difficult or expensive to change.
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i) Then there are the group inclusive travelers or GIT. This category of

tourists often purchases -a package tour and can range from ten to over
one hundred in number. On the average, however, they would number 30
or so passengers although that too depends on the destination and the
product.

3.4 HOW TO GET INFORMATION

It is necessary for a tourism professional to obtain necessary information about
accommodation available at a destination. But how to get it? Well it is not a difficult
thing today. The most informative source is the Hotel and restaurant guide published
every year by the federation of hotel and restaurant associations of any place. This
kind is not yet available in Nigeria. It contains information regarding different type
of hotels, tariffs, rooms' available address, telephone number and other facilities
available. Similarly, all promotional brochures of tourism department list the types
of accommodation available at a destination. All you have to do is to walk into a
tourism department office to get it. Often you read advertisements in the big hotels
carry their own promotional campaigns. You should also keep information about
the retiring room facilities at railway stations as:Stony tourists use them for
temporary stays particularly those who are always on the move.

Another aspect is to get advance booking done for the individual/group or else the
tourist may land in difficulties.

PROPOSAL FORA CAMP RESORT

Let us, as a case study mention an acconunodation proposal for your benefit. It is
important to reznember that Obudu Cattle Ranch as a destination is popular among well-
travelled customers who are keen to visit any "off-the-beaten-track" destination. In other
words, they have traveled to many other parts of the world and have chosen Obudu
Cattle Ranch for its exotic "backpacker" whose itinerary is not predetermined
and whose spending power is limited. The promoters of the project under review
intend to target the well traveled discerning client.

It is planned that our primary market will be the individual traveller and some select
groups. It is intended thM the project will consist of 20 huts built along traditional
Obudu Cattle Ranch style. The rooms will be approximately 15' x 15' in size, 9' in
height. The huts will be paced in an unobtrusive niatmer, each hut having a substantial view
from its window and veranda area.
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The interior of the hut will be fully modernizeddagontain a minimum of two twin
beds, tow rugs, tow bedside tables, a dressing,takb bedside lamps and a closet
to hang clothes. The bathrooms will have a sinkwsr and bathtub and towels
racks.

Central to the camp-resort will be a hall, whicll serve as a central dining hut and
activities area. The hall will consist of three gahareas, viz eentral diping room with
fireplace, a recreational area where groupsletaige, plity giartletSttend a lecture,
and a reading room area which will house a seledifdooki:the public area will
be decorated with rare Nigerian artefacts. In ¥y the property wilhave some
unique facilities that are thus far not availabteuend. Part of thenventory of
the property will also be slide projector anti serewhidt withassist in the lectures and
talks that the management of the property wistctoadize through invitations to guest
speakers and performances.

The ancillary facilities will consist of a kitchea, pantry/storage area, an office
room and staff quarters. The property will alsowgits own vegetables and, should
it provide to be profitable, also start a small lpguarm. In this way, it is indented
that the project be fully, self-sufficient and aatéor its immediate needs on its
own.

You will appreciate that the proposal has been nkagping in view the specific
local style etc. Similar proposals can be madeifterent areas.

Students self assessment questions:
Mention and explain the 2 kinds of travelers ttes tourist accommodation.

4.0 CONCLUSION
In this unit, we have discussed extensively evegensary information about
kinds of accommodation and alternative accommonatisarketing and those
that uses tourist accommodation including waysettirgy information.

5.0 SUMNIARY

1 After studying this unit, it should now be clelat under no
Circumstances "tourist accommodation” is a simplestercise.

"1 Whether you are involved in building it or in praiing it, it is in some
ways a more complex issue to address.
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1 Understanding the existing market and the natiaeurist demand is
most essential.

1 Ecological, environmental and social considerat@liso should be
important determinants in this exercise.

1 ICnowledge of different types of accommodation #mel specific
characteristics of each category of accommodatimmgawith
information of booking should always be in the &ngjps of a tourist
professional.

1 As far as the operations of such a property anearoed, one needs to
juggle efficiency with varied demands and catexustomers who have
paid a large variety in their tariffs dependingadrether they have travelled
as a group or as individual.

Student Self assessment with answers:

) The frequent individual travelers (FIT) - thishetcategory of tourist who make
their own customarized itinerates with the helpadbur operator or a travel
agent. They travel either alone or in groups diougix individuals.

The group inclusive travelers (GIT) - this categofytourist often purchase a
package tour and can range from ten to over hundradmbers. On the average,
they would number 30 passengets.

6.0 TUTOR MARKED ASSIGNMENTS QUESTION
Enumerate and explain 5 different of tourist accommodation.

7.0 REFERENCES AND FURTHER READING
Falade, G. O. (2000). Understanding Tourism in Nig@. HS Printing Press, Bodija
Ibadan.

Holloway, C. J. (1989): The Business of Tourism. ffian Publishing, London
WCZE 9 AN.
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1.0 INTRODUCTION

Tourism, as we have mentioned earlier, is an #&gftilvat is serviced by an

increasing number of personnel through varioussypeservices. Besides
providing direct employment it also stimulates tieed for a number of services
that are subsidiary in nature. This, in turn, piled indirect employment and also has
an impact on the local economy. However, the tyipgubsidiary senrices reqgnired
deppld on the form of tourism promoted. For example

Luxury foreign tourists demand services that as#lydifferent from the demand of
low budget tourists or domestic tourists, and

Services required at adventure tonrism destinatwosld be different from
those required at pilgrim destinations, etc.

Formerly we had discussed the importance of infbiseavices. This unit takes
into account seryices like tourist police, linkrisport, performing arts,
communications, etc. Certain other categories pk®tography, publishing
tourism related literature, etc. have also beerudised.

The information provided in this unit is of helprftourism professionals in
many ways. For example, while marketing a destnatiome of these services
can be offered in the package; a tourist can besadion what is available and
cautioned as to what will not be there. SimilaHpde who want to start small-
scale enterprises can loolc into these serviceschadse as per therequirements
in their areas etc.

2.0 OBJECTIVES

(I I R O

In this unit the intention is to familiarise youtlwicertain such services that are
needed to back up the tourism system i.e., thadsatysservices. After reading this
unit you should be able to know about the:

Categories of some of the subsidiary servicestl@dole played by each one
of them in tourism,

Avenues available for subsidiary services,

Opportunities available for self enterprise ia Hrea,

Shortcomings of the subsidiary services, and

Problems in the nature of the jobs thrown opetolyism.
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3.1 COMNION SERVICES
Subsidiary services develop naturally in the preagfsurbanisation. It is a curious
feature of tourism that as it opens up remote @ldeéhich are often attractive
because they are underdeveloped), it creates timarde for services which are
generally not required by local residents. For gxdaman airconditioned taxi will not
be the demand of locals.

LINK TRANSPORT NEEDS

Tourists' movements at the destination and neattoggctions give demand to
local transport needs. This demand first emergas the very point where the
tourist disembarks from the main transport i.elway station, airport or bus
stand. Different agencies cater to this demand.eikample, take the case from
an airport:

1 Govenunent transport corporations ply their busedifferent routes, to specific
point in the city or connecting the airport witlslstand and railway station,

"1 Airlines ply their coaches up to certain poimtshe city.

However, besides these there are other popular sriodeater to this service. For
example:

1 Taxis on hire are available for local transpmtats well as long routes.
There are separate counters for local prepaid t&nd long route taxis,

Auto ricicshaws are also available, and

71 At the railway stations and bus stops one firttieroservices also like, auto
bikes commonly referred to locally as "okada".

Taxi operators get a special chance with the grosftihourism in a region
particularly when the tourists visiting the area laigh budget luxury tourist. They
need private transport to complete their travebpsedily as possible during
their brief holiday.

Some local unemployed youth often with the helploains from nationalise
banks, run motorcycle taxi services. For a fee icwiis naturally lower than
four-wheeler taxi rates - the commuter is tranggbrio some destinations,
whether in the state small towns, or to villagegbels.
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Such motorcycle "pilots”, (like okada in Nigeriatasy are locally called) used to
ply on state roads even before the current toubsmm. But, the influx of
tourists to some parts of the state has givenlia tib their business. These
motorcycle taxis are treated as legal taxis anadse seems to be catching on in a
few other pockets of the country.

In some areas two wheelers are also given on biteurists. It is hoped that
when the business of tourism becomes buoyant irerNdigoo, the so-called
okada' could be given more recognition as a rasutheir flexibility of
operation in cities like Lagos for example withptesent traffic problem.

Some luxury hotels prefer to run their own luxunslor transport service. This
in tum cuts down on the employment potential alségl¢o taxi-operators.

EATING JOINTS AND BARS

Different types of eating joints cater to the tsisi These range from restaurants and
tea stalls and fast food counters. Many small preéreurs with little capital can go
in for small business in this area. Here one haketp in mind that perfect
hygiene conditions are maintained.

Local cuisine is generally popular with tourist. @Oshould not initiate western
foods or joints but also give due importance taldoods and customs related
with it.'

ENTERTAINMENT AND RECREATION

Entertainment is an essential component in touriBhms may include dance,
theatre, movie, theme dinner, musical evening Adtenany destinations this has
provided employment to local artists and performemal dances, music and
songs from a part of the experience. Similarly maoyels organise musical
nights or dance performances during the tourisasea

Certain countries offer grambling, casinos and in@hbs as entertainment but
this is not the case with Nigeria yet. This is jpg@$ one reason that those who
demand such services find entertainment very diNligeria.

TOURIST POLICE

In states like Goa and Kerela in India for example, now have tourist police
and the idea is picking up. The concept is rathar and unusual. The nature of
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work does not include crime detection or traffimtrol. Rather a smartly
attired tourist policeman is supposed to guideistampolitely regarding their
needs and to answer queries. Besides he alsodake®f their security needs
with special concern, if needed. There are no sbynolice in Nigeria as of
now. The present state of security is infact onéhefmany reasons restricting
tourist flow in Nigeria.

COMMUNICATIONS

It has been mentioned earlier that tourism involveing away from home and
work environment. But at the same time while awag tourist does want to
occasionally communicate back home with family memsband friends or
parcel a gift. Writing their own experience, fegbn etc. are common features.
Hence, communication services like post office audblic call booths are
there at the-destinations or in the nearby townisletrecent years the number of
STD/ISD booths has gone up to take care of suameadd. At the samime

a tourism professional must inform the would berigis about the
availability of such services at a destination.

You can imagine the fate of a tourist who wantedinig his friends but it is
only at the destination that he comes to know alpoutavailability of 1ISD.
Had he known.eirlier he could have rung from thpat itself.

PHOTOGRAPHY

One of the most popular services at destinationtas of photographers.
Tourists not only like to have photographs in ther@unding but, also in the
costume and attire of the region they visit. Ta&e dxample the Lekki
Beach a destination near the city of Lagos. Mamt@yraphers there keep the
dress and tourist changes into that attire for ap.sithis is very popular with
domestic tourists. Besides catering to the needbasfe who have their own
cameras, film rolls, camera batteries etc. aresukh

Student exercise 1: discuss the role of link trartgp tourism.

3.2 DESTINATION SPECIFIC SERVICES
There are certain services which are specific destination or to the type of
tourism. For example:

1 Life guards are needed at beaches,
1 Renting out tents, sleeping bags, sports shaescaoats, sticks,
trekking and rock
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climbing equipment etc. at hill stations.

Services related to water sports,

Coolies and porters as per requirements,

Hawkers selling different items, e.g. mats atches, photo cards, cold
drinks, etc.

Joy rides on ponies, horses, camels and elepaaniger the availability at a
destination,

Massage clinics or individual masseuis,

Fishing kits for angling at beaches or water sesorts, providing binoculars,
and

Guides, pathfinders etc. as per requirements

Besides these there are many other services liaingpride in a tom-tom, byscope,
theatre, cinema, etc.

3.3 CATERING TO DIVERSE NEEDS

The subsidiary or informal services both build udeanand for providing further
services to back them up. For example, maintenah@@ger and smaller hotels
projects would also require the services of a nunabeskilled and unskilled

persons. Plumbers, electricians, waiters, cooksichwaen, washer-men,
laundrymen, etc. will be required. Similarly fottiag joints vegetable, mutton, etc
are required so some one has to provide". For goahgrivers, often such
services would be required and the type (*employradfered would also

depend on the size and number of services rehuired,

3.4 THE ARGUMENT OF JOBS

One argument in favour of promoting tourism is thalemands services and
thus create many more jobs. In fact the demanddbsidiary services differs
significantly depending on the type of tourist tgj an area:

1 In case they are high budget tourists the demélhide higher because of
their capacity to pay and the fact that they aeslio a certain amount of
facilities.

1 In contrast low budget tourist would go for sienand less costly services.

Hence, there would always be a fluctuation in taeahd of service. The vagaries
and uncertainties of the tourist season add tcetflestuations. The earnings
by the local population also depend on the unptadlie external factors on

which the local people have no control. For exarapiéunrest, war, etc. can
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affect tourist arrivals at a destination. This degirates the vulnerability of
international tourism and unemployment at a destnaThis also leads to
migration of a number of persons to other parts.

A critical view that is gaining ground, and not watt substance, is that where
tourism is controlled chiefly by outside interesamagement the upper level
personnel are usually outsiders. The bulk positetipied by locals tend to be
of lower status and pay. This dichotomy has toalert care of for a healthy and
sustainable development of tourism.

Student exercise II: explain kinds of opportunities local people can derive from
tourism

Student Assessment questions.
1 What do you think is responsible for the demaridd¢al transport?
2. Mention at least 5 destination specific services

Answer:
1. Tourist movements at the destination and nearbgchitbns.
2. Destination specific services are:

) life guards at the beaches

ii) services related to water sports

i) hawkers selling different items

Iv) joy rides on horses, elephants etc.

V) guides, pathfinders etc.

4.0 CONCLUSION

In this unit you're learnt about categories of Elidny services, a venues available
for subsidiary services, opportunity, shortcomiagsl problems in the rature of tourism
jobs.

5.0 SUMMARY
1 Subsidiary services emerge becatice of the deaneatid by tourism.
1 Because of their dependence on tourism they reseagonal in nature
(] There are certain services that are conunondestihations whereas certain
services are specific to a destination.
[ The demand for one service often leads to anséineice that is needed as a

backaP.
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6.0 Tutor Marked Assignments questionThere are certain services which are
specific to certain destinations or to the typafism. Mention 10 of such and
explain where possible.

7.0 REFERENCESAND FURTHERREADING

Falade, G O. (2000). Understanding Tourism in NageHS Printing Press, Bodija
Madan.

Holloway, C. J. (1989): The Business of TourismimBn Publishing, London
WCZE 9 AN.
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1.0 INTRODUCTION

As a tourism professional you may face queries ftbentourist regarding
where to shop or what to shop. Similarly if you aremall entrepreneur you
may have to decide what to sell and how to selladh shopping is an important
agenda for a tourist and some time is always edlokbr this in any itinerary.
Some countries of the world have a rich traditidnvarious handicrafts,
bandlooms and other art works produced by artiSHmsse not only represent
such country's heritage and culture but at the samme are great shopping
attractions for tourists.

Most of the foreign tourists coming to a countryanivto leam about its culture.
This is equally true in the case of domestic tdsrssiting another region of
their country. Culture is best absorbed by acqimjnoneself with language,
food, dress, and traditional arts and crafts. Tite ae presented through periodic
programmes of music, dance, theatre, temporarybddns of paintings and
photography, etc. At the same time it is the adtjors of crafts and textiles
sensibilities and iiems that form part of the dgrlives of its people. It is for
this reason that shops and emporia play an impodari as shoe windows.
These tend to be centred in large cities, competiitig high tecimology, mass
produced and aggressively advertised consumer giodu

From small towns and villages, crafts or locallydeaural products are fast
disappearing. Where do we find them? How do wegovesthem? How do we
create new shops to serve them? These are impay@stions for the small
entrepreneur and also for those involved in thenpten of tourism.

This unit starts with a discussion on the tradiilomarketing outlets of

handicrafts. Certain seasonal festivals have asorbe tourist attractions where
various craft products are on sale. This is anatke#ing outlet taken care of in

the unit. . Further the role of the emporia and/gie shops has also been
discussed. The unit also takes into account thé&eting organisations at the
grassroot levels. An important aspect dealt witthés life of artisans and certain
efforts that are being initiated to improve cormutis for them.

2.0 OBJECTIVES
After reading this unit you will be able to leatoat:

O the various shopping attractions of tourists,
O traditional and modem handicraft marketing streesun Nigeria,
O the artisans and crafts people served by sucituinghs.
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3.1 THE VILLAGE AND SMALL TOWN MARKET

‘The concept of inarketing evolved as an offshootfahe advent of technology.
In early times the potter both tnan and woman, butmostly the latter, moulded
mud pots by hand for domestic use. Once the pottersvheel was invented
and production increased, the excess quantity proded became items for
distribution to others through the exchange of goasl If goods and services
between two needy parties matched, the barter syste came into play. When
the purchaser of the commodity had nothing worthy 6 exchange, the
monetary system was introduced when goods were ezrtged for money.

In self-sufficient village economics, land owners ould sell their agricultural
produce while village artisans sold their goods shicas ropes, baskets, iron ware,
cloth, metal vessels and agricultural implements. fese would be exchanged or
bought by the very same society that brought good® the market. All sorts of
activity takes place in such a scene where apartdm exchange and trade of
goods, ear cleaning, medicinal remedies, tattooingastrological predictions and
entertainment through song. A typical village or small town market place is
therefore the most indigenous, flexible, and at thesame time multi-layered and
infinitely complex structure which accommodates ecwmic activities of various
natures.

In many parts of Nigeria there are informal marketplaces called Oja' . These are
generally seen in village clusters, small towns aneven capital cities. They
operate either one day a weelc, twice a week, flmnahours a day or even
everyday. The rural market place called oja dependin which part of the
country, it is most a mirror image of village sagiand its life.

Thus each market is a display of the productdssiild culture of that particular
area. The marketplace in any rural area best certheyvitality and dynamics of
village life and is the basic arena for local tradiThese are the characteristics that
attract many tourists to the market who also krieav what they are going to buy
is the genuine local product of the artisan.

3.2 SEASONAL AND FESTIVAL CELEBRATIONS
In countries like India which are still largely based on agricultural practices and
steeped in religious practices, most fairs and feghls are times of celebration.
They linlc a bountiful harvest season with religios or methodological events
such as Boli, Pongal, Onam, Diwali, Baisakhi, triblacelebrations, Id, or
Christmas, and Sango, yam festival, yearly marriagdestival in Saare in K wara

State of Nigeria.
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Student Exercise 1: Explain your experience otingsia local market in your
area.

3.3 THE EMPORIUMS

During the freedom struggle in India Mahatma Ganddny often referred to
the importance of cottage industries. His concdpBSwadeshi meant the
sustenance of employment in rural areas, selfnaiathe boycott of foreign
goods, and the spiritual benefit oflearning to apjate handwork. The powerful
symbols of the Charka to mobilize every citizensfon yarn at home and give
work to the handloom weaver to produce cloth, amgs tundermine the
dominance of British Textile mills created the gr&hacli movement. Garnients
marketed by multinational corporations also destooy local skills and
employment and repatriate their profits out of éndihe common traditional
native hand-woven cloth similar to above is ouralotAso ofi" common in
Iseyin and Oyo, in Oyo State of Nigeri4.

In the late sixties and early seventies, the alidrHandicrafts and Handloom
Board directed the development of crafts and thaarketing. It helped each
state government to set up state emporia or shmEelt the conventional
handicrafts of their states. Each name has a dpe@aning and a history
behind it which is worth exploring and discovering.

Not only are the emporia the show window of craftel handlooms, they also
present a cultural picture of the entire state. ellewy, fabrics, woodwork,

metalwork, metalware, stonework, embroideries, etarprugs and shawls — all
sorts of omaments, artefacts, decorative and awtdm articles arising out of
particular regions, communities and cultures frocomposite whole of each

State.

The emporia are usually well stocked but a custamest look carefully to select
between high and medium quality goods. The emporsgmves the purpose of
marketing goods for rural and urban craftspeopid,taus provide them with regular
earnings. However, it is not always possible topkesly high quality items and
reject the mediocre, simply hicause the manufactugey be poor and thus unable
to invest in either adequate time or high qualay rmaterials to produce a fine
quality product.
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It is however the role of the emporium to guidedarction of items according to
the requirements of city clientele. The customar ba assured of prices that
are not varying and over-inflated, and the quaigyof a very satisfactory
standard. Nowhere else in the world can such a wadety of crafts, displaying
iImmense creativities and artistic skill be founddid can boast of the widest
selection of handicrafts and hand woven or deabrtsrtiles. Here, the emporia
serve the purpose of keeping the arts, crafts arttets alive. They allow private
enterprise to complete, imitate or excel, yeteast ensure sustenance of skill and
production. Nigeria is not lagging behind in thedurction of quality textiles and
different handicrafts. There has been exhibition stdndard handicrafts of
various sizes and designs in seminars etc. wheydupts of various types
made of raffia etc. are displayed and showcased.

3.4 PRIVATE SHOPS, BOUTIQUES CO-OPERATIVE OUTLETS:
The entrepreneurial instinct of Nigeria trading colhities has been fine tuned
over centuries and generations. The survival icistih those who have to find their
place in an increasingly commercialized and consisineociety create clever
business people out of pavement dwellers as waigdissociety womenfolk.

Dull shops transform into glittering boutiques ovght if “fashion” and "demand" is
in the air. On pavements in Lagos young boys dis& im selling crisp sizzling friend
in butter before your very eyes. Hawkers are foumdities and towns all over
Nigeria, but have not organised themselves intonmi

Shops catering to the souvenir inclined touriserofput "government approved” on
their name board to assure customers of their hpreesd quality. It does not
necessarily hold true.

Many shops at high tourist towns such as Agraydésinagar and Varanasi in India and
Lagos, Abuja, Kano and Port Harcourt in Nigeriacity compete and employ tourists
or agents to bring unwary tourist from tours, aifdus terminals, stations and hotels.
Often the more sober and reliable government shagesout because they do not
follow such practices. On the other hand certaopstare more eagty please and
efficient private proprietors gain long lasting tacts througtpersonalised and
energetic salesmanship.

Large cosmopolitan cities abound in boutiques -lisexalusive shops with
selected goods most often sold at fairly high midgustomers pay for the
airconditioning, the decor, the general atmospbésophisiication and
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exclusive products. It is the wealthy who do natarpaying three or four times the
goods worth for such perquisites.

Boutiques specialize in either "designer" styledseanade garments or
personally selected handloom cotton and silk s&wne deal in "art objects”
which are genuine or imitation collector's items.

All metropolitan cities like London, Beyina, New Mg Delhi and Bombay in
India, Lagos and Kano are best equipped with aetyanf private shops and
shopping complexes suited for tourists who wantbtty from amongst the
preselected best, and find newly designed goodtyguendicrafts and textiles
which are not available at commonplace shops amkiatsa

The co-operative society, as an important orgaorsdor the unified marketing
of rural products, has been quite successful inesstates in India for the
handloom sector in particulalEach state has its own co-operative laws. It will
first be necessary to find out whether marketingetes are allowed whether
they are to be organised federations and their g@d bought by the apex
body and sold through shops all over the counthe fproper management of a
co-operative society requires honest and open rieao that each member
benefits equally from the profits of the societyed@rds have to be carefully
maintained and submitted before the registrar afpeoatives regularly.
Subsidies, rebates and other preferential benafésprovided to co-operative
societies. This has been a common practice in Migsger the years.

Student exercise Il; explain the fiinction of comiive society.

Student Assessment Question:
Explain in a nutshell, what you think should be #igibutes of a tourist's shoppers

guide.
Answer to student assessment question:

A tourist shopper's guide who wants to be succkssthis/her business should
have a first class knowledge of:

1 Local shops and their locations
Product range
"1 Prices and their cultural importance in each tawaity



4.0 CONCLUSION

In this unit we have taken you through the varishigpping attractions of tourists,
traditional and modem handicraft structures in Negand those that serve such
institutions.

5.0 SUMMARY

We hope that after reading this unit you have wtded the importance as well as
different ways of marketing of various crafts, himamn products and ally made
different worlcs of artisans. Starting from villagead small town market, then'
emporiums, exhibitions on different occasions, @@ shops, co-operative
societies, etc., all are very useful outlets fer pnomotion of handicrafts.

5a KEYWORDS

Antiques: An object, for example an artwork, which is valaatibecause it is
rare, very old and has an importance to collectors.

Artisan: Slcilled craftsman or worlcman.

Ecofriendly: Anything, which does not affect our environment or ecology.

Hierarchy: it implies the different grades of authority and status visible in
society and administration.

Industrialisation: Development of industry and its ‘growing application in
production.

6.0 Tutor Marked Assignments: Go to the local markein your area, visit shops
and interview hawkers. Focus on logaterials as many as you can see, that
you know will service as souvenirs to foretgurists, or tourists from other

parts of the country to your area. Price suchlastamd explain how they are
produced locally.

7.0 REFERENCES AND FURTHER READING

Falade, G. O. (2000). Understanding Tourism in Nig&. JIS Printing Press,
Bodija Madan.

Holloway, C. J. (1989): The Business of Tourism. #fnan Publishing, London
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1.0 INTRODUCTION

There are many facets of travel that need cardéuining and handling. For

example, mode of transport, link transport, accoufation, meals, shopping,

entertainment, etc. A traveller who is able to ngenall these by oneself is in

fact one's own travel agent. Though many may ctaitbe doing so but in reality

there are few cases. This is because the pers@rthag even planned or organised
his own tour or travel may be lacking in informatiabout the alternatives

available. Many more take the pains to stand imeugq or waste time. Hence,
dependence on a travel agency.

Humans have travelled since long and even dependedthers for travel.

However, the concept of a travel agency in the modense originated in
England. The ship operators in order to market ttapacity appointed agents
who would help in filling the ship. In 1729 was ré¢a the first travel agency
Cox and the Kings (Thomas Cook).

This unit familiarises you with the operations ofravel agency and the basic
skills required for employment there. Ticketing,oking, cancellations,
facilitation, etc are some other aspects dealt iwithe unit.

2.0 OBJECTIVES
After reading this unit you will be able to:
1 ICnow the role of a travel agent
O Understand its various operations,
O Learn in brief about ticketing, and
O Appreciate the relationship between a touristétayv, travel
Suppliers of services.

3.1 TIRAVEL AGENCY

Travel agency, as the name suggests, is respotfigibteganising travel. It in
fact, is a travel consultant and organiser for tigrist. At the same time it
provides a link to the supplier of services witle tourists/travelers. Hence we
can say that a travel agency is like a retail stk uniqueness being that it acts
on behalf of both, the supplier as well as thentie For example, a tourist
visits a travel agency to meet his travel demahbs. travel agency books his air
tickets, arranges for his pick from the airportpks him on the hotel and so on.
Now at the surface it appears that it is only ®tuwho is being catered to or
looked after. However, a close look reveals tratrvel agency has also served
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the airline by booking the seat or the hotel by kg the room. In all these
services the travel agency has provided businefisetgsupplier or service while
serving the tourist at the same time. This dematesdrthe importance of the
travel agency whose role is growing more and morthé modern world. Not
every traveller has the energy or time to orgaaisdravel arrangements. The
suppliers too don't have the reach to every prdas@ecustomer. Hence, the

need for travel agency. A travel agency also sletigpackage of tour operators or

hotels.
Tourist / traveller Airline
Railway
Road Transport
Hotel
Facilitation
Package Tour
TRAVELAGENCY

Before we go further to explain the various funesi@nd operations involved there in let
us look at some of the basic qualities the perdomokking in a travel agency should
have. One should be:

] Courteous and helpful,

1 Able to look at minute details

1 Ready to work under pressure,

1 Prepared to work for solving problems, and Pieaficin languages etc.

Besides there are certain other factors that aceiaiportant. For Example:

O A sound Icnowledge of geography - particularly megading and
seasonality,
0 A fair Icnowledge of customs and practises iredd#it countries or

at the destinations one is dealing with,
1 Information about health, visa, permit and fgreexchange rules,
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1 ICnowledge of arithmetic as fares are to be dated or worked out,’
Should Icnow typing or working on computers and
] Have proficiency in communicating skills.

3.2 OPERATIONS
As mentioned earlier a Travel Agency performs alemof tasks i.e. from
booking tickets to baggage insurance, facilitateso. Among these the
primary operation starts with booking on travel e®dThis is known as
ticketing.

TICKETING

This is probably the most obvious and common fanatf a travel agency. There are
primarily two modes of transport most travel agesdo ticketing for in Nigeria.
Air travel and rail travel.

Air travel has two main departments:

n Domestic tickets, and
O International tickets

a) Domestic Tickets: this is a term used for alv&l within the country. With
the growing of the airline network, frequency aotnhpetition between
airlines it is most busy department ofiany traggncy.

For Nigerian Airways, Reservations are made wiibper codes and sent to Central
Space Control (CSC) which through its computerigosfits status available.

With the introduction of computers terminals, rgagons can be made through
CRT. This is now made available to a travel agessp who subscribes the
service. This helps in instant confirmation of Reagon status.

Through this you are regularly updated with theedale, change of rules, changt of
fare, etc.

The CRT however can reserve only 8 seats at aatmi@ach agency has its own code
and access limitation.

When ever the reservation is made a file is openetie computer for that
person or group of persons and it automaticallyegaes a file No. which is
called PNR. (say H43EF).
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PNR is the only reference No. required to check althe flights of that person or
group.

F or all other Airlines the reservation is made bymaking a phone call to them in case they
are not on the compuiter.

Cancellation: it is very important to know and tnake passengers aware of the
cancellation rules each particular airline would ayply.

SPECIAL SERVICES

While malcing a reservation you could also make reggst for special facilitiesvhich are
available for your clients' specific needs to makihe journey a
pleasant one. These are:

1 Meal request: Vegetarian/Non Vegetarian,

"1 Special seat assigmnent i.e. window, front, baeitc. [
Wheel chair or any other type of assistance.

1 Infant crib, etc. and

1 Unaccompanied minor.

REVENUE

Travel Agent receives from the airlines a standar@ommission on the fare he sells. In
some cases for promotional reasons there is an oxiging conunissiontr other kind of
benefits.MaNYy travel agencies claim service or booking charges
from clients also.

INTERNATIONAL TICKETING

All travel intemationally is tlealt within this dep artment. Because of the
enotmous number of cities and airlines involved atm with countries the working
is more complex. Yet, the basic procedures and stegemain the same. For rail
bookings also it is must to know the railway timedble and procedure to book
tickets.

Student exercise H: why is it necessary to malce passenger aware of cancellation
rules?
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3.3 FACILITATION
Facilitation is a service available to a traveligrthe travel agency to facilitate his
travel. This is an important part of a travel agewtich it offers generally as a
courtesy service or for a nominal fee.

Passport: this is the most important document to travel athir@dhe agency
helps the traveller with obtaining proper forms audbmit it to the passport
office on behalf of the client as well as receivérom that office. Also, it is
important to check if.

(1 There is an old passpart
It is still valid, and
] More pages are required for stamping in VISA diedént countries.

2. Visa: After obtaining passport, a visa from each couafryisit needs to be
obtained to travel. Assistance of submission acodllaction of papers is done by
the travel agency. But quite often some countrisk Yor a private interview with
the traveller.

3. Health: travel agency needs to advise the traveller dhiéadth regulations for
travel such as requirement of Cholera inoculati@ilow fever, etc. it should
give guidelines of what precautions to talce whiaelling and whether insurance is
advisable.

4, Insurance:Travel ,insurance especially for health is avadablsome countries
for overseas travel and in some countries like @agmt is mandatory to have
such insurance for the period of their stay.

5. Customs: each country has it own customs régataand allows restricted
guantity of items to be brought or taken along viinsonal baggage. The agency
should inform its clients on the customs regulai@specially of ones own
country and some important features of other castr

6. Immigration: this is responsible to check and endorse final @sfon for
the passenger to leave or enter the country. Irefdigone of the important
check is the endorsement on the passport.

7. Permits: There are areas where your client will be visitihg the Agent's.
responsibility to find out if he requires any spépermission to visit the area.
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Baggage: the customer must be told in advance howueh baggage can be carried

free and the charges for excessive baggage. He dtaaiso know what items arenot
allowed in hand baggage. The procedures to be folled for baggage securitchecks like
X-ray, baggage identification etc. should also beold - particularly to die first time

traveller.

Airport: as the air traffic has grown, some citiesmay have more then one
ternrinals or airports. It is important that the ag ents inform the passenger whickerminal or
airport to go to and which terminal or airport he will land. It is important to know
what airport facilities are available at the airports so drat

passengers could avail of them. For example:
= arrival and departure of the journey

= check in counters

= departure hall
arrival hall and baggage receiving aregpre-
paid taxi service
bus: airport to city many choices like non air-condioned and
airconditioned
air-condiioned  public  area
tourist infonnation counters
ticketing counters for domestic flights
Public phone with STD and ISD facilities. (Free loal phone at
international departure and arrival lounge )

'] Lounge

O Cafeteria
] Restaurant

- Toilets

1 toilets for handicapped



police

security check
1 duty free shops
1 mishandled baggage

wheel chair

VIP lounge

"I Dinner club lounge

Airport manager
- Porters

1 Luggage trolley
ADDMONAL RESPONSIBILITIES

Travel agencies have to be very careful in choosing or going for the suppliers. This
is because they are responsible to the clients where as they have no control once a
joumey has started'. There are chances of suppliers errors being attributed to them.
Hence, there has to be an honest representation of the supplier's services at the time
of sales. The client should also be provided with all relevant information
regarding visa, customs etc. and to provide such services the travel agency has to
update the lcnowledge and information regarding the services and tourism products
from various sources. Taking of FAM trips in this regard is Very useful. At the
same time Travel Agency have to do their own marketing and promotions for attracting
more and more clients.

4.0 CONCLUSION

In this unit, you're read about the role of a travel agent, its various operations,
you're also leamt about ticketing and the relationship between a tourist and a
traveller
and supplier of services.

5.0 SUMMARY

| Travel agency is not only a crucial link between the tourist/traveller and
suppliers of tourism services but it also plays a vital role in destination

promotion.

I Afirst hand knowledge or experience of services is always good for the
travel agent.
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1 Certain basic skills are necessary to those wiptake jobs in travel
ageneies.

1 One should be aware of ticketing, facilitation atiter operational

aspects.

71 Similarly, honest dealings and relating are a must

1 One also has to have the latest informationeekat various operations and
schedules

Answer to student assessmentquestion

1. Domestic ticket is a term used for all travel wittlie country, while international
ticket is a term used for all travel outside thardoy.

2. The three classes of travel with an airplane are
| business class
ii first class and
lii economy class

2.

1. Flight operating between the two points andrthigiht number
2. days of operating

3. routing and stops it makes

4. class of travel available.

6.0 TUTOR.VIARKEDASSIGNMENTS QUESTION

7.0 REFERENCES AND FURTHER READING

Falade, G O. (2000).Understanding Tourism in Nigeria. JIS Printing Bres
Bodija Ibadan.

Holloway, C. J. (1989): The Business of Tourism. fAian Publishing, London WCZE 9
AN.
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1.0 INTRODUCTION

After having read about Travel Agency in the prasianit, we discuss the role
of tour operator in this unit. Generally people ftise the travel agency with
tour operator. However a close look into their so#d fimctions reveals that
they have different roles to play. In some casagetragencies also work as or
offer the services of tour operators. But agaiis the ftinctions from which we
distinguish the two and in case a travel agendoisg so we may say it is also
performing the role of a tour operator. This uriempts to familiarize you
with the functions of a tour operator along witle thasic knowledge and
requirements handle such function.

2.0 OBJECTIVES
After reading this unit you will be able to:

71 ICnow the definition of tour operator,
"1 Understand what all is included in tour operating,
"1 Leam about the role of wholesaler and retailethimarea,

71 Identify the main partners in the planning andiiogsof a tour, and
Have an idea of tourist transport operators,

3.1, TOUR OPERATOR

You must have seen advertisements in the newspapermgazines Three day
or one week tour that mentions the total pricehef tour along with the itinerary.
These are the offeis package tour which are available to individualsved as
groups. But have you ever paid attention to theg Who pacicages such tours and
why? Or how they are packaged and marketed? Welly nmalividuals work out
their own details of travel and pleasure. But iBisa time consuming process.
There are many who don't want to bother themsellsest planning and organizing
their journeys, stay etc. rather they want thidbéodone by some one else. It is
precisely this demand that led to the origin ofkage tour includes travels (air/
surface} , accommodation, escort/ guide and sorbe. person who puts together
all these aspects into a package is known asuheperator.

In other words we can say that tour operator igragm who provides information,

plans and coordinates travel with various agentieseate a package or service.
At the same time he also ensures smooth operatidredour. He can thus, also

be called a tour/ travel consultant or tour coathn The tour operator may not
necessarily have any product of his own but acramtermediary to tailor package
to meet the needs of a traveler. In fact, a toaraipr plays an important role in
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organizing explorations, research expeditions aolid&ys. We must remember
here that tour operations originated ever sincelpeaanted to explore new areas,
go on pilgrimage or trade expeditions, individuatyin groups. However, in the

modern sense tour operation involves:
1) Information of the area of operation i.e. in -epth knowledge of the Places
of interest, the accommodation, transport facdiied other Logistics
required for planning a tour.

2) Planning of a tour in the most efficient manner.

3) Coordination with allied industries or servisegh as hotel reservations,
airline, rail or road transport reservations. Laxsdistance, guides, etc.

4) Operation of tour mean a close monitoring of tie ite. all that is packaged
together is working in smooth coordination. In catbreak in the circuit an
alternate is to be organized with lease inconvesidn the client. This is
another vital segment in the planning and operati@ntour.

There are different kinds of operators, these cbald

1) individual/independent tour operator,
ii) a travel agency which also functions as tougragor,

i) in house tour operators like an airlines dothg functions of
tour operator also,

Iv)  incentive travel agencies who deal only wite #ponsors
and not with individual clients.

There are three broad classifications of tour dpesaccording to the functions

performed.

1)  Inbound: who handles tours coming into the aguinbm overseas
Is called an inbound tour operator.

2)  Outbound: who operates tours to other counsiealled an out
Bound tour operator.

Domestic: who handles tours of people of same cpunt travel
Within the country is called a domestic tour oparat
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It is not necessary that these have to be separatee does operate the types. But it is
seen that since the market and the style of opagaih each one are distinctly different
then the other operators prefer to stay in their specialized field. However one

agency can be all three of any two of the opemtibneach of the above classifications
there are two categories:

1. Wholesaler: who plans the tour, puts a packaderarkets the
tour.
2. Retailer: who sells the tour to the passengers normally

the personal travel agent with whom the client uyity other
services such as tickets, facilitation of passpartd visa etc.
The retailer is the coordinator between the whtdesand the

client.
This is in turn passed to the operator side agvist

1) Inbound tour operator: the wholesaler who marttee tour Consolidates
the members of the group through many retailensilifithe group thus
formed is given by the wholesaler as a packag#taind operator of

that country or that region. The coordination obtéds, transport and
other allied services is then done by the inbouetator.

2) Excursion agents: inbound tour operators @irfhass on the services of
the group to some body in the city of visit. Thsnebody is known as
the excursion agent who in turn, coordinates witheh reservations,
organises transport and guides and generally rifeetaeeds of the tourist

in that city.

Example

One person in USA want to visit Nigeria or Southi@d but does not know how to go
about it . He walk in the travel agency which henmally uses or thinks that it can help
him. He meets the travel consular who talks to amd finds out his interest, the time
he could spend for travel, the tour he could affdiné luxury he is loolcing for and the
season of travel. The wholesaler collects peom fall over the country and forms a
group. Message of this with names, itinerary aightfldetails etc. is sent to an inbound
tour operator who has organised reservations tet,licansport and other services all
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over the country. This inbound tour operator theregymessage to excursion agents in
each city of visit about the groups strength, adjvarrived and departure details and
request for services to be arranged in that city.

The excursion agents are normally requested tagaov

1) Receiving the group at the airport and takirgntho the hotel and vice
versa.

2) Provide appropriate transport for the groupaoel in the area.

3) Provide guide for entrance fee at places of.visi

4) Provide tickets for the group.

5) Any special services for the group.

6) Reconfirm hotel reservations.
7) Reconfirm onward flight/ train/bus reservatiamn@irmation.

And so the group moves from one excursion agemintiher while the inbound
tour operator is closely monitoriag the movemenndehe chief coordinator.
This way an inbound tour operator is able to preyaatkup service and transport and
excursions at each city in Nigeria for example ehemigh he does not have an office
in more than one city.

Tourist

Retailer Wholesale[ Inbound Excursion
Tour Agent

| | | Operator

At the same time there are different categoriggokage tours:

1. Escorted Tourghis is an organized and planned tour in whicbua escort
serves the group or individual by accompanyingubhout the tour.

2. Unescorted Tours: though organized and planmethid tour there is no escort
accompanying the tour. Instead the group or iddadiis taken care of at every
destination by tour host/ excursion agent whosas have been taken for
that particular destination.
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3.2 IVIAIN PARTNERS
The main partners in tour operations are:
Hotel/ Accommodation industry
Transport industry
A tour operator must know the details about these two.

HOTEL/ACCO1VIMODATION INDUSTRY

Most group movement in some countties of the world of foreign tourists is done
on star category hotels

The hotel have a star rating from the department of tourism, govermnent of such
county.

This helps in ascertaining the quality of hotel expected.

There are following categories of star rated hotels.
1 star

2 star
3 star
4 star
5 star deluxe

Hotel have various wotldng codes. These are referred to in packages designed for the
consumers:

3.3 PACKAGE TOURS

A protram developed to cater to a group of people traveling together for a
Pthticularjoumey which involves hotels and transport arrangements and May also
involve

visits to places, guides special meeting and functions is Called a pacicage tour. Package tours
are also defined through their:

Destination, and Interest.
Among the destinations would be:

1) Single comitry tour

2) Area tour i.e. visiting more than one country.
3) Two city tour

4) Single city tour, etc.

At present most visitors to Nigeria do visit some of the national parks, Osun'

Osogbo that are already popular and well developed.
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Another very important aspect of tourism now is sport tours. Golf tours are
being promoted very enthusiastically, while there are others like polo and car
racing, which are also coming up. Tours are also being packaged to coincide
with sports events such as Cricket, Hockey and Football matches. This is another
very popular form of tourism that is coming up. A similar situation is in
relation to fairs and festivals as primary or secondary attractions.

Quite often companies offer incentive to their dealers or employees such as
additional payments, gifts of some kind or a holiday. The holiday incentive is
becoming increasingly popular. This is often a large group movement which
vary from 10 to 500 persons. Known as incentive tours, they are normally of
short duration but expensive. In such tours special attention needs to be paid on:

] Size of movement,
] Cuisine,
[] Theme parties, L[]
Gifts,
0 Baggage handling, and
[] Promotion and information material.

Whenever thee is a conference in a country it brings large number of people together
(convention tourism). ThiSitquires organization with special slcills. Tours operators

assist in:

(1 Marketing a conference,

[1 Conference secretarial help, []
Transports,

[ Pre and post conference tours, []
Special events,

] Size of volunteer forces, [

Entertainment,
[1 C.onference facilitation like registration, interpreters, etc.

Some tour operators also charter aircraft to bring in tourist from a country. The
fates of the charters are low which enable many people who are not able to afford
expensive air tickets on scheduled airline to travel. The charter is large volume
travel and requires hotel, transport and tours commencing from charter destination.
There are luxury cruises that travel around the world or in some part of the tour.
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They are normally expensive, demanding high quafity high volume.

Student Exercise Il: mention some of the incentites of which special attention
needs to be paid for.

3.4 PLANNING TOUR

For tour operator, while wrtrking on a tour prograej it is important to consider the
following matters:

[

Interest: interest of the person for whom you are plannirgttiur is most

important — planner must know if the theme is sighing, cultural, religious,
historical, architectural, wildlife, adventure spoteisure, etc.

3. Time of visit: when the person wishes to visit. This is importanseason,
flights, tariffs etc.

4. Pacethis is important as different nationalities anfiedlent age groups like to

move differently. Some like to spend one day ahedace while others like to
spend two to three days or even more.

5. Budget:this is important as this will determine the quatif hotels, the amount
of travel and activity and other variables - megiecial party, theater or shows,
special visits etc.

Once we know the above parameters we need todind o

1. f‘llfhﬁ proposed points of visit, their location aesdessibility by road, train and
ights.

2.  Facilities available i.e. types of hotels, Iacahsport, local agent, telephones,
etc. 3.Entrance formalities and other rules.

Any permits if require and who will issue andat/are the requirements.

Any holidays during the period of the tour. ®ifcmay happen that the place
of visit may be closed on that day tour.

6. Fair and festivals: this always adds to indarepthe possibility of value to the
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7. any special event taldng place which can be indlitmlenhance the usefulness of
the visit like book fair, or a special crafts dzspl

8.  About the time of operation: i.e. what is the seaswl any problems with it such
as heart, snow, floods etc. One should also seec#ssibility is there because,
for example a few important national parks arestddsr three to five months in

a year when visibility is poor.

9. The time taken to travels: It is variable dependinghe road conditions. The type
of transport will also determine the travel timacsi bus is 20 to 25 percent

slower.
10. The time required to visit a monument, Yankatiomal park or a particular event,

and the timings.
11. The availability of guides and what languagesioay speak.

12. The details of shopping, etc.

Here we give you an example of planning a package t

Nature Package tour

Interest and Forts and palaces

Age-group 30— 40

Budget H i g h

Time and Season October (winter; peak season for touism)
Number Ten

Duration One week (10 td 7 October)

Visiting points/ Abuja and Jos and Bauchi
Destinations

Pace 2 days each

Modes of transport mini luxurious bus

Permits Nil

Holiday N i |

Hotel range 5 to 3 stars

Coach AC. Deluxe at destinations

Guides Local atlestination

Shopping Open

Entertainment Local cultural dancers/performancers
M e a I a n S

Special event

Visit to the national assembly irsiees
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After this exercise the next step is to look for information on these aspects. For example, flight
timings, availability of guides, coaches, accommodation etc. now make the itinerary
for each day taking the one above as an example.

3.5 COSTINGATOUR

For everyone who is buying a tour, it is important what the cost is going to be.
Similarly for a tour operator, it is important to analyse how much profit can be made
over the cost.

The cost will depend on:

0 Duration of the tour.

O Transport type - air conditioned or non air conditioned, cars, jeeps,
mini coach or large coach, charter of boat or seat in a boat etc., air travel or
train travel.

0 Number of persons traveling together.

0 Category of hotels required.

1 Types. of rooms required.

O Tylies of service required, all meals or part of meals.

I Excursions and sightseeing required.

0 Time of operations - change of tariff, peak season or off season rates will
be applicable.

O Guides and their allowances and expenses.

A tour operator takes one to two years to plan and organize the product. He also takes risks
in this regard by making advance bookings and reservations to ensure availability. In case
there are no takers the tour operator suffers heavy losses.

3.6 MARKETINGMATERIAL

A tour operator has to prepare marketing material for selling the product. This has
to be well thought and carefully planned. This will reflect the image of the company
and your professionalism. This is done in various ways:

Providing updated information on the destination,
Preparing good itineraries,

Manuals and other reference materials of help,
Printing tour brochures and confidential tariffs,
Time tables,

Video cassettes,

Slide presentations,

N I Y B B B B
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"I Special shows,
(] Familiarization visit.

One has to correspond with prospective clients or sponsor of group tours.

3.7 TOURIST TRANSPORT OPERATION
Tourist transport is a very integral part of the tourism industry. It is important to see that
the transport is dependable, clean, in good condition and the driver is courteous, punctual,
lcnowledgeable of the route and a safe driver. As mentioned already, there are mainly two
categories of transport - cars and coaches.

There are many sizes of coaches and selection will depend on the purpose and area of

operation which may vary.

The bus transport is for long journey for those who can afford a good holiday and

are looking for:
(1 Comfortable luxury seats possibly reclaiming,
] " Air-conditioned/non- air-conditioned.
[l Video
[ Facilities for drinlcs, fruits etc.
1 Toilets
[l Baggage space - the luggage compartment should be large enough to

the baggage or there should be a good rack on the bus.
[l Hat rack and seat pocket are also very important to keep hand
baggage,

jackets and reading materials.

It is for this reason that this bus is termed as a deluxe coach and not a bus. Here one
must remember that whatever facilities are offered in the coach they must be
functional like fan, bell, lights etc.

Tourist transport is mostly a full charter and does not allow sharing with others. Many
tour operators have their own coaches but many hire them also from the transport
operators. In fact tourist transport operators have emerged as another vital component
of the tourism industry.
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SELF ASSESSMENT QUESTIONS

Mention and explain briefly 5 important points yail consider or that will
guide you while costing a tour.

2. Enumerate the different kinds of tour operators.

4.0 CONCLUSION

In going through this unit, you've come acrossdbénition of a tour operator,
you must have understood what is all included im éperation and the role of

wholesales and retailers. The idea of package tmadstourist transport
operations.

5.0 SUIVIMARY
This unit has given you an idea about the rolestians and utility of a tour

operator in the Tourism System. While working iy aervice segment of tourism, this
important information is of use to you.

6.0 Tutor Marked Assignments:there are three broad classifications of tour
operators. Enumerate them and describe functiersrmed by each of them.
Answer to self assessment questions:

1. a) duration of the tour - is the tour lastin@2lays or number of weeks

b) transport type - air-conditioned or not, cageps, mini coach or large
coach, charter boat etc.

C) number of persons traveling together - this aalve effect on kind of
transport and hotel accommodation.

d) category of hotels required - luxury typN ficiss, 2, 3, 4, star etc.
will determine price.

e) type of rooms required - this also will deteimthe price, since there
are suites, double rooms, single rooms etc.

2. Kinds of tour operators:

Individual/independent tour operator
A travel agency - which also fimction as tour opans

In house tour operators - like an airline doing filnections of tour
operator also.

ilv incentive travel agencies - who deal only whie-sponsors and not
with individual clients'":
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1.0 INTRODUCTION

Guides and escorts in the context of tourism as@ms many developing
countries have been a neglected lot traditionafyile tourism generally has
been a neglected sector even in Nigeria. It is oatently, since tourism has
come to be recognised as a great economic assetaime slight recognition
has come to them. However, the traditional moulavinich guides and escorts
were cast might take a little time in freeing itdel setting pace along with the
growth of tourism. This unit aims to be a smalbdfin this direction. We have
described the role of guides and escorts and disdusome modem technique
pertaining to successful professional guiding. Agrefessional involved with
tourism we recommend the issues discussed in thietaube the minimum
standards of competence in the field of guidingsmorting a tour.

2.0 OBJECTIVES
After reading this unit you will be able to:
0 ICnow the definitions of a guide and a tour escort,
Understand the difference between them,
1 Get details about different type of guides arair ttoles, . Learn the
teclufiques of guiding, and
"1 Understand the details of escorting a tour.

3.1 DEFINING GUIIThES AND ESCORTS
No sooner do we speak of guides, the wrinlded éh@eman who would mingle a
lot of fables with few historical facts begins tmerge. Almost all of us, the
tourists and the professionals in the busines®uifigm, have come to form a
stereotype image of the guides, irrespective offdlbethat guiding and escorting
tours are highly professional business and reqacgiisition of special skills for
suOdessful careers. We have ventured to break stexsetypes by defining guides
and escorts in the context of modern day demantiieddurism systerf\ careful
pentsal of following aspects will help you evolfee trole of gorofessional
competent guide or an escort for yourself.

WHO AN ESCORT?

The scope of an escort's terrain and expertise \asi@s considerably.
Depending upon the nature of the tour, an escasupgposed to perform the
roie of an accompanying manager to a subject exderimay escort the tour to
a
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] Specific piece of art

1 Rural area

1 Geographical region

(1 Historical site,

1 Metropolitan area, and
1 Business, etc.

The role of an escort begins as soon as the t@aurige/s at his place. It ends
only with the departure of the tourist. So durihg stay of the tourists an escort
may get a few intermissions, but unlike a guidentey not be free from iris
responsibilities throughout the duration of theristustay. In escorted tours the
job also involves loolcing after facilitation, aspe like getting the custom
clearances done or check in etc. at the airnert®dt an escort is responsible for
the entire group during the journey and at theirokssdn.

TOURIST EXPECTATIONS

The knowledge of tourist group expectations frosngitiide/escort is an extremely
helpful tool in charting your own course of actibnfact you must do an exercise on
profiling the tourist soon after their arrival. Twaain areas in this regard which
deserve your attention are the tourists ' demaords f

0 Developing an awareness and understanding ofdlaetfzey are visiting,
and
O Efficient and responsible management of their ianogne.

The tourists demand from their guides or escortuiracy with regard to the
knowledge of facts, astuteness, to deal with triskyations and sympathy with
regard to their own problems, however trifle inunatthey may be. You should,
therefore, be particularly thorough with facts, o@xeful and full of
understanding for the demands and problems obtirest.

3.2 ROLE OF THE GUIDE

The role of the guide, as it is perceived todag, ddistoty. It is in fact a mixture
of two different roles viz of the one who wouldditgonally lead the way on an
unlcnown terrain and an advisor on any Icind ofetaThe two roles do not always
harmonize yet exist in a guide in varying propersidoday. In the context of
our own country Nigeria we can say that the twocaraplimentary.
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LOCATION

Examples and illustrations you will read in thidbsection are what happens in
Nigeria, which invariably happens in most countnggh some other placies.

Tourism in Nigeria, and the practitioners are &t itifant stage so a guide is a
guide for all aspects of tourism. As we grow andett® there would definitely be

variation in specialisation. An example of a musevith a good guide is that of the
slave trade museum in Badagry, Lagos State.

Location guides are the leaders that take thestommto hitherto unknown partially
known terrain Since the nature of the terrainsedgfwidely, the guide role
also varies. Depending upon the setting, the tisuaisd their purpose of visit we
can categorise location guides in India under s¢Vieeads. Here we have
selected the three most common types for detadedription.

Monuments: the most commonly found guides are thwilse specialize in
describing the monumental heritage of any courfisy.a matter of fact guides
available at these monuments have come to projgetriecular perception of
the guides. Most of those guides lack a propeohestl understanding of the
architectural wealth of the region where they oeidawill suffice here to list

the abilities of such a guide:

1 The foremost in this list is obviously the requient of adequate
knowledge of the history of the region so as te &bdescribe the

monument in perspective,
1 The guide should be well versed with the styliatici architectural details
of the monuments.

1 All historical facts about the monuments such asdte of its
construction, the agency responsibility for cangton, time taken,
design and arichitect, the purpose of the monuratmishould be known

to the guide.
] The guide should be able to sift fables from hysttirough it is not
suggested that the anecdotal details should heteejehey can certainly be

kept at deep discount.
] The guide should not construct history on one'salvgence of firm

evidence
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Museums: museum is a fantastic place for a guide to desctibe. It is here that the role
of the guide, both as educator and as entertainer, comes to fruition.

As a tourist guide or otherwise also when you take visitors to a museum, it is
important for you to know the variety and the range of the collections housed
there. This information is of immense help to you in catering to the tourist who
may not have common taste for all things kept in the museum. On the contrary,
it is most often the case that there are some many different interests in a
group of tourist as their actual count. In such situations the variety and the
range of your lcnowledge regarding the exhibits of a museum will stand you in
good stead. You will also find this information handy in deciding to curtail or
extend the visit of the group to a museum and may at times reap rich
dividends if you

succeed in evolcing the appreciation of the tourist for the varieties and the artistic merit
of the exhibits.

We shall therefore insist that you:

0 Collect detailed information about the museum,

0 Arrange this information to convenient categories,
0 Occasionally sift your information, and

0 Regularly update this information, Besides

when you guide visitors to a museum you should:

O Make sure how much time the visitor has to spend #re and .
"] The area of interest.

Accordingly you can adjust your conunentary on exihits and decide what to show,
gloss over or give a passing reference only.

WILDLIFE

Wildlife touristn is potentially one of the most vable and economically
rewarding area of tourism. Hence, it is imperativeon a tourism pmfessional
and more so on a wildlife guide or escort to undetand its intricacies and use
this information to his/her advantages. Most of thetourist visiting a wildlife

area are innocent and therefore willing to learn fom you and follow your
instructions. Unlike several other situations, as awildlife guide or escort you
are located in an enviably privileged position. Butthis simultaneously entails

upon you the additional responsibility of being theoughly familiar with the
peculiar features of wildlife tourism.

66



CITY TOUR
Chu following aspects :1 «c, to be considered:

You must profile the group of tourists who are naliag to visit the wildlife
preserve by reading carefully:

a. their purpose of travel (i.e. recreation, relaxatistudy of nature, etc) and
b.the behavioural characteristics of the tourists.

You should understand the following problems aneaaldlife tourism:
a. timing- the preserves are open during day hourg thereby eliminating all
possibilities of evening or night watch of the ain

b. accessibility - not many places are easily acclessior are there adequate
preparations made. The two more important aspectghich we would like you
to pay greater attentions are in the commentaryhiitour, and useful material
and travel tips to be given to the tourist.

Now that everything is ready, the coach departee fleu must remember that:

1 The length of the trip should not be very taxutysically

1 There should be adequate stops during the trip

1 Sufficient time should be made available forpghing and,

O You must take care of a few problem spots sushi@dden iliness to the
tourist, loss of luggage/passport/money, and ngdsiar members.

3.3 GLIDING AS A TECHNIQUE
In modem day tourism the job of guiding is a tegbhei You should acquire the
slcill in conformity with your specific requirementn the following sub-sections we
shall deal with the general trails of the technique

LEADERSHIP

It has been rightly said by 'Cathleen Pond: "mesipfe have a fairly well defined
image of the ideal tour guide: outgoing, affablesllwnformed, enthusiastic.

Certagily the best guides are an eclectic compasithese positive personality
traits”. You will appreciate that all the persohalimits stated above suggest
one specific feature - the leadership quality. Tiki®ne of the most effective
social limit a guide must possess to become suoteshis trade. Leadership

requires:
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] Enthusiasm,

] Self-confidence,

] Proactive nature,

] Sensitivity,

1 Flexibility,

O Decisiveness,and
] Sense of humour.

Some of these traits are natural gifts, but most lma acquired as skills. We
would like to emphasize that the traits listed h#wenot lend themselves to any
kind of measure. They can be acquired with prac#icgudicious mix of these
traits in any individual's personality is purelp@sonal matter.

FACTUAL KNOWLEDGE

Knowledge of a wide array of subjects is absoluedgential for the persons
involved in guiding the tours. However, subject texat differ from guides from

region to region. Therefore local educational prognes should be paid careful
attention." Some of the common areas, the knowledgmit which cannot be
ignored by any guide, are:

Geography and topography
History, culture and religion,
Folklore,

Economy and industry,
Travel and tourism, and

0 I I O A B R

It can be said that a guide is in fact a represeetaf the place chooses to
work. He should, therefore, be culturally literdiecause tourists can ask a
guide questions about several related or evenatatelspects of the region of
their visit. It should be emphasized here that entihity of information passed

on to the tourists by the guide is the key fagtdhe success of his career.

Most tourists are instinctively drawn to and trgsides who are genuine and
who have an honest, open aura about them.

PRESENTATION

A guide has only two basic tools to vvork with ii$ lprothssion - the voice and
the body language. It is therefore essential that gresentation skill of the
guide is tuned perfectly. Presentation can alsanbengaging and enjoyable
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experience. Since presentation by a guide is alsingffair than lecturing, it
contains enormous possibilities for effective argbtvating communication.
People want to listen to you if you are:

O Lively and delightful,

O Vivid in descriptions,
1 Simple with language, and
O Comfortable with the audience and the topic.

Since body is a very powerful communicator and dnéenguage of its ovvn, it is
imperative upon you to pay careful attention toghsture and movement of your
hands as well as features and the eye contact. pfesentation must make the
listener believe that what they hear is what tlegy s

In the kind of presentation a guide offers, voidayp a very crucial role in
making it convincing and impressive. "The voice'iteg Kathleen Pond, "is the
speaker's most valuable commodity and, like a musnstrument, it must be
cared for and kept in tune”. You must remember thattourist would often
listen to your voice for eight or more hours a day.

Student exercise Il: explain the role of a locatjuide working at a historical
site.

3.4 ESCORTING A TOUR

Escorting a tour involves careful preparation atahming. The escort has also
to keep himself ready for special situations thatynarise from unforeseen
circumstances. We shall discuss each of thesetaggparately in the following

sub-sections.

PLANNING
Planning has today become almost a scientific tipatal he tour escort

should know:

O The rate of success with similar tours in the past

1 How to broaden the scope of the tour with thép béthe experiences
gathered by others, and

0 The problem areas of the tour to workout the reemdi

It needs to be emphasised that while planningratietescort must live the tour day
by day. He should take special care of the follgvaireas.
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Schedh%ng: a is a combinai ion of flit:tots vvittimee uncertain variables.
The central idea is to look for the right place,tla right time, for the
right people andt a right price.

Events: the events to be covered on a tour shaukblplanned as to suit
the taste of most of the tourist. No event shodldnal anyone. All the
events should keep cost factor into focus.

il Variables: weather, unforeseen occurrences, transpsets are some
important variables which must find a place inrtplanning. This will
enable you to keep alternatives handy and sauveuhe

PREPARATION

Advance preparation is an essential feature ofesstal escorting. You must:

O Know what information is needed in connection i tour and
where to get that,

1 Understand what items become part of your prepastior the tour and
how to obtain them,

1 Appreciate the needs of the tour members and h®wtbemeet them, an

1 1ICnow what basic information needs to be supplear members.

All successful tours tell the same story i.e. gpoeparation. As an instance
you may pay attention to the follovving detailsheg preparatory stage:

1 CheckKlists: travel checklists are a very useful tool to yourcassful
preparation. You may not forget even the smaltest/detail pertaining to the
tour.

1 Tour itinerary: we emphasize that you mentally tour for entirea/pléice
and plan all possible events in scrupulous details.

1 Commentary: this is a very important, (though most often neagldcaspect
of escorting the tour. A crisp, informative, deligth commentary punctuated
with humour is a sure key to the success of the tou

Travel tips: vital for tour party. It must contain those litties which can
make or mar the tour. The tourists are appreciaiveuch help and their
gratitude is your final reward.
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SPECIALSITUATION S
The tour escort should invariably have the energly@urage to cope with

special situations. Some of the more frequentlyoantered -situation” are:

O Loss of money and passport: the most common complaint. We advice
you keep everyone's passport deposited under your custody for the duration of
the tour. Also advise them not to carty too much cash with their person and
transfer most of the business in traveler cheques or credit cards, if they have
access to
such a facility.
1 Sickness. warn the tourist against eating at sundry places, drinking unclean
water and weather vagaries such as a heartstroke during hot/dry season (summers)
or exposure to cold during the winters.

] Missing tour member: take cate that the tourist adhere to the schedule.
You have to be persuasive and at times stern too. But under no situation should

you1
lose your cool.

Self Assessment questions:
1 .Give the definition of
a). guide
b). escort

2.As a guide, bearing in mind that the job of a guide is a technique mention and

explain 5 leadership skills of a guide.
1. (a) A guide - a travel industry representative, a public relations. Representative

for his/her site, city region and country.

(b) an escort - an escort is one who perform the role of an accompanying
manager to a subject expert. He may escort the tour to: rural area, geographical

region, historical site etc.
2. 5 leadership skills of a guide: i) enthusiasm, fi) self confidence, iii) sensifivity, iv)

flexibility, v) sense of humour.

4.0 CONCLUSION
In this unit, you've read about Guides and Escorts. You ought to have understood

the meaning and definition of guides and tour escorts, their techniques of guiding
and details of escortings a tour.
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5.0 SUMMARY
1 Guiding and escorting are the most exciting festwf tourism profession.

These are the roles that are truly the soul dbitve

"1 Guides and escorts are in fact an amalgam ofaendependent roles. Thus
while they retain a part of these individual ralash as that of an entertainment,
an educator, or even a public relations man af tbgion/place, they are never
to be stereotyped into anyone exclusively.

"1 They retain an independent identity of their own.

It is this identity that makes them such livelydadelightful person in the
perceptions of the tourist.

5a Key words
Enthusiastic: full of energy and will
to learn. Fascinating: attractive

Stereotyped: typical

Terrain: Geographical landscape
Wrinkled face: weather-beaten face.

6.0 Tutor Marked Assignments:it has been said that wildlife tourism is poteftial
one of the most viable and economically rewardneg of tourism. Relate this
to Nigeria situation with her abundant wildlifesoairces.

7.0 REFERENCES AND FURTHER READING
Falade, G. O. (2000). Understanding Tourism iaNegaiS P,rinting PresBodija

Ibadan.

Holloway, C. J. (1989): The Business of TourisntmBn Pmblishing, London WCZE 9
N.
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1.0 ThflitbDUCTION
We* of mouth or oral communication has been the mascommon source of
itiConnuttion. A variety of questions are posed lile where did you stay? Which
airlines you traveled with? Was the service bettethan the other? etc. But liere

, . rethember that the answers coming bnek are thaf an individual's

experiences. It is possible drat this individual wanot aware of the options
available or in other words access to limited inflanation only. Yet oral
communication remains the initial information seegqhg channel. However,
tourism services and operations are specialised #&i It is therefore, imperative
on a professional working in the tonrism industry b acquire knowledge and
information in as many diverse forms as is possihl&Ve cannot overemphasize
the significance of information as a sure ingredietrof success in tourism
industry.

This unitis intended as a guide for the beginnerral a more experienced

hand in tourism industry as to the possible sourcesf infOrmation pertaining to
tourism. The learner, with a little bit of practice, will surely be able to grasp the
technique of culling similar information form a scae of other sources.

2.0 OBJECTIVES

After reading this unit you should be able to:

1 Have a general idea of the importance of infOringon on tourism for a
professional,

1 Possess details_of the main government agencigsiolv provide tourism
related information,

1 ICnow about the private agencies as sources ofttem information, and
1 Learn to look for such information at appropriate plibes in the print media.

3.1 IMPORTANCE OF INFORMATION

There may be ample illustrations to suggest that #ecting and possessin4
iVormation is vital for a successful career in toursm. We cite for you some
priority areas below:

PLANNING

Planning is the backbone of tourism services and epations, even when you
have to repeat the operations year after year, therhas to be fresh input of

planning each year. In fact a four-pronged strategyor planning seems to work well.
The elements of this strategy are:
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1 Retrospective analysis,

O Current perceptions,
O Introspective analysis and
O Futuristic vision.

In each case a sufficient information base becameimevitability. Moreover, a
thorough overhaul of this information at periodittervals becomes another
necessity. This calls for a specific consideratmmformation collection from as
varied sources as one can actually tap.

MANAGEMENT

Management is the life of tourism industry. It isthis level that a tour can
make or break. "Admirable management" is the mostnson accolades won
for a tour. Besides training, therefore, it is thifferent kinds of information
input that tourism professionals in the job of ngng the tours most urgently
require.

Some major heads under which information is meosgded while managing

tours are:

Kinds of tour packages available,

Different modes of travel that can be affanged,
Types of accommodation,

ICnowledge of the destination area, and

Kinds of ancillary service that can be procured.

[ I B B B R

It is most desirable that a variety of informat@mmthese subjects is
collected by the tourism professionals. A succéssinagement of the tours
hinges, rather heavily, on the availability of thi®rmation.

PROMOTION

Promotion is what sells the tour. The central dbjecf all promotional effort
is to inform, interest and involvement may be gaeteet by stuffing the tourist
with interesting, attractive and useful information

Some of the more common and often repeated mettiguiemotion are:
] Presentations - introductory in nature and dgdlgraimed at
providing

information,
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[ Publicity - 2 mote vigorous promotion, with the help of detailed information,
and

[ Advertising 4 providing specialized information with promotional mix.

You would notice that the common denominator in all these is "information". The
role of information (from different sources) is thus central to all the services and

operations pertaining to tourism.

Student exercise 1: mention and explain some of the common and often repeated
methods of promotion.

3.2 SOURCES OF INFORNIATION: GOVERNMENT AGENCIES

In Nigeria, government is the largest sources of tourism related information.
Through varipus agencies and at several levels, often overlapping, the
government, both at the centre and in the states generates information that is
directly relevant to the tourism industry in the country. We have discussed below
the main agencies, which are the most potent sources of tourism information.

FEDERAL MINISTRY OF CULTURE & TOURISM

Since tourism industry is one of the biggest foreign exchange earners, the
government at the centre has a department of tourism to oversee the planning
developing, promotion and administration of tourism in the country. At present the
department generates and disseminates tourism related information at three levels,
viz plarming, promotion and development. Besides the domestic tourists, the
department also caters to a large number of foreign tourists. For this reason the
information disseminated by the department has a substantial content geared almost
exclusively at attracting foreign tourism.

The main categories under which the information is available with the Federal
Ministry of tourism and NTDC are:

5) Compilation and Collection: several kinds of posters, booklets,

pamphlets and leaflets are printed after collecting information from
different organisations etc. They contain thematic as well as destinational
information.

6) Enquires: attending to the specific enquires of domestic and
international tourists regarding tourism in Nigeria like a booklet on hotel
tariffs.
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7) Geographical and Topographicaltourist guide map of individual
towns as well as zonal/regional maps showing teéssaccessibility

and accommodation.

8) Facilitation: such as simplifying the procedural formalities for
international tourists; regulations, etc.

9) Visuals: photographic and video documentation of heritagefet
tourism purposes.

10) Data basein respect of statistics and market research oredocrand
international tourist traffic.

Some of these items are given free of cot wherdasr® are priced. You should
now be able to select the category of your inteagst use and obtain relevant
information from the Federal Ministry of tourismMiTDC.

NIGERIAN TOURISM DEVELOPMENT CORPORATION
Since its inception the corporation has been iraalin diverse kind of
operations. These include:

Transport: travels & tours,

Publicity services,

Entertainment: cultural displays at workshops and seminars
Conferences

Management Consultancyin collaboration with state government, etc.

On each of these activities the corporation geasratformation in the form
of brochures, pamphlets and leaflets. It also viseml media and produces

videocassettes on all above activities.

STATE TOURISM COMMITTEES (VVhere they exist)

The state tourism committees and state tourism Idpueent corporations
usually attached to ministry of Commerce have bssnup by same state
governments. Yet the level of tourism developmarihe states has been uneven.
Whereas the states like Lagos, Plateau, RiversNasdarawa have made rapid
advances, there are states like Cross Rivers Tounmformation, Ogun, Ekiti and
Kogi where tourism development has to be geared up.
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In the generation of information, most states hawellated the Federal Ministry of
Culture and NTDC. You may, therefore, eXpect togyailar information, with focus
on respective state, from the tourism offices afesgovernments.

Student exercise II: Find out from the tourism catt@®a of your local government
area, their activities concerning tourism develapime

3.3 SOURCES OF INFORNIATION: PRIVATE AGENCIES

Private agencies have, over the years, acquirecatey share in tourism
development and promotion in the country. We dist¢lism below:

TOUR OPERATORS

Tour operators are intended at basically packagingnanaging a tour. The
promotional activities were, in the beginning, #acy in nature. However, of
late, the tour operators have information which ladolelp and benefit their
clients. The main categories of such informati@gven below:

1 Tourist Attraction: the tour operators like the Federal Ministry of fiisun
and state tourism department issue brochures ontmaist attractions in
Nigeria however, each one of them confines tatba or interest on which
he is doing business. The popularity of it isdivect result of this Icind of

Promotion. FTAN (Federation of tourism AssociatiasfsNigeria) is the
direct result of this kind of promotion.

] Boarding and Lodging: accommodation and catering in the next inain
concern. You will, therefore, find an equally langumber of brochures,
servicing the purpose of a hotel and restauraidiegfiooding the hotel
display center. Publishes every year the HoteResdaurant guide ofNigeria this
is the most informative source in the area.

"1 Shopping:tour operatoralso promote the crafts of Nigeria in a big way.
You will thus fmd a large number of brochures desabing the cratft
traditions of Nigeria.

HOTEL INDUSTRY

There are some hotels in the country which sell pkage tours to both thedomestic
as well as intemational tourists. The information gnerated thus includes the following
details of the area:
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1 Historical attractions|,’
Craft attraction,
] Cuisine,

N Room tariffs and services available, etc.

In many cases the information is just a duplicatbérthe one available in the
brochures issued by the Federal Ministry of Tour@nby tour operators. But
sometimes you may come across a new and genuioe pianformation. We
therefore, advice that for your area, try to sd¢aough the information available
from the hotel industry and keep safely the newalde information.

3.4 SOURCE®F INFORMATION: MEDIA

As a source of information the print/other mediaagally serves the purpose
of addendum. The main categories of print mediarmétion have been

discussed below.

NEWSPAPERS, 1VIAGAZINES AND ADVERTISEMENTS

The newspapers and magazines have today startdhmod tourism related

information in a big way. In almost all the natibrailies and especially every
Wednesday/Friday Tribune and Friday Vanguard, itgmbrmagazines and in the
regional language newspapers there is periodicriregoof special supplements
on tourism. They contain information on the genanal specific destinations under

the following heads:

History

Geography and topography

Craft traditions

Accessibility and accommodation
Cuisine and catering, etc.

OpoDoo

Most of these write ups are today done by reputaebiters/tourism experts,
journalist tourism expert writers, and should theme be preserved by you.
Advertisements are an important source of inforomain tourism. Theyell
you about tariffs, off season discounts, tour pgeka types of
acommodation, view resorts, airline schedules arestf etc.
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SPECIALIZED PUBLICATIONS
With the promotion of tourism as an important intlyshere have begun

appearing specialised monographs on various asplettsirism. These can be
categorised as under:

[ Travel and Tourism definitions
Tourism management

] Culture tourism

CJWildlife tourism

O Island and beach tourism
1 Desert safaris

] Hill resorts

[] Adventure tourism etc.

Some of these publications are a hotchpotch ofrmdton gathered from random
sources. They should be discarded. But other baokgJnderstanding Tourism in
Nigeria and "Tourism Management" are a good thepaetaining to the tourism
studies. You must select, from among several titesboolcs you find as easy and

intelligible reading. This will update yolt knowigel and help you in evolving new
skills pertaining to your profession.

NON-PRINT MEDIA

Today TV serials, sponsored programmes, films, cemials, documentaries,
promotional films etc. are importatd sources ofbinfation in tourism. With
the help of video films one can show the touribes type of services available
or one can have a look at the quality and sizeas in a hotel before packaging
them in the tour and so on. In fact non-print mesifast picking up.

STORING OF INFORMATION

An important aspect here is that how do you stieeeitformation that you have
collected from various sources. Maintaining filefs aippings thematically is
one method and files can be numbered and catalogbedther method is

keying in the computer if you have one. The infdramathus stored should be
available for ready reference.

2. What is the role of newspapers and magazinelsseminating tourism
information?
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Student Assessment exercise
Enumerate some kinds of tourism related information can expect to
receive from newspapers, magazines and advertisemen

4.0 CONCLUSION

In this unit, you've had the Imowledge about theegal idea of the importance of

information on tourism for a professional, the magencies which provide
tourism related information and private agenciesoasce of tourism information.

5.0 SUM1VIARY

You have noticed how information becomes a cruagtedient of success in
your trade profession. The sources discussed lpnlysserves a model. You
may initially select and acquire a few of thesevaht to your interest. But we
strongly advice that you must not remain conterh whis information for ever.

A continuous up gradation of Icnowledge is the t@guccess, more so in your

profession.

Answer to student SAE
The newspapers and magazines do publish touristedahformation that

has to do with specific destinations concerning:

O History of such a destination

O The geography and topography of such a place

O Craft traditions that are peculiar to such a desibn

1 Accessibility and accommodation to and at theidason.

6.0 Tutor Marked Assignments:Mention and explain the different categories
under which the Fed. Min. of Culture and Tourisml éhe NTDC makes
information available.
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NATIONAL OPEN UNIVERSITY OF NIGERIA

Form QST1

g Questionnaire

Dear Student,

While studying the =its of this course, you may have found certaintipos of the text
difficult to comprehend. We wish to know your diffities and suggestions, in order to
improve the course. Therefore, we request you ltafit and send us the following
guestionnaire, which pertains to this course. Ifi ymd the space provided insufficient,
kindly use additional sheet.

Course Code: Course Title:

1 How many hours did you need for studying eachesdtunits?

Unit 1 |2 |3 |4 |5]| 6 8| 9| 10 11 12 13 14 15
No. of

hours

Unit 16 | 17| 18| 19| 20 21} 2 28 24 25 26 P27 |28 |29 |30
No. of

hours

2. Which of these units do you find most diffictdtunderstand?

3. Please give specific problem you find difficwith the unit.

5. How would you like the unit improved?

Please Mail to

The Course Coordinator ..................... THROUA the Study Centre Manager
National Open University of Nigeria

Victoria Island,

Lagos.
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In the questions below, we ask you to reflect ourygxperience of the course as a whole.

1

2

10
11

12

COUIrSE COAE AN TIHlE . cneee et e et e e e e e e e eeneans

1Yo ] L aT=T g (o] g Vo 11 PP

| am registered fOor @ ........oooiiiiiiiiiieeeeeeee e Degree/Programe

Why did | choose to talce thisS COUIrSE? ...,

Which study unit did | enjoy the least and Why?2...........cccccceeevieiiieeeeennnn.
Was the course material easy to understand fcudif

Which particular topic do | understand better thafore and how?

Does the course have any practical applicatiornise real world, e.g. for the work |
Currently do?...YES/NO? EXPLAIN ... e

What aspects would | like to Icnow more about adgtfurther? ............ccooeveeiiiiiiii o
How could the course be IMProved? ... i
Other comments about the COURIEASE TICK)........ccoveerrereeieieereecee et

Items Excellent Very Good Poor Give specific examples,
Good if poor

Presentation Quality

Language and Style

illustrations Used

Self Assessment

TMA Questions




