Business Communication in Tourism & Recreation – MCQ Paper
Section 1: Fundamentals of Business Communication (20 Questions)
What is the primary goal of business communication in tourism?
a) Maximizing profits
b) Enhancing customer experience
c) Reducing operational costs
d) Increasing employee workload

Which communication channel is most effective for last-minute travel updates?
a) Email
b) Social media
c) Printed brochures
d) Fax

Active listening in tourism helps in:
a) Reducing staff numbers
b) Understanding customer needs
c) Cutting marketing costs
d) Ignoring complaints

A well-written tourism brochure should prioritize:
a) Legal disclaimers
b) Visual appeal and key information
c) Technical jargon
d) Long paragraphs

Which is NOT a barrier to effective communication in hospitality?
a) Language differences
b) Clear signage
c) Cultural misunderstandings
d) Noise pollution

Section 2: Customer Service & Intercultural Communication (20 Questions)
How should a hotel staff handle an angry guest?
a) Argue back
b) Listen empathetically and offer solutions
c) Ignore them
d) Refer them to a competitor

Which phrase is culturally sensitive when addressing international tourists?
a) “Hurry up!”
b) “How may I assist you?”
c) “That’s not my problem.”
d) “You’re wrong.”

What does “high-context culture” mean in tourism?
a) Direct communication is preferred
b) Indirect communication relying on context
c) No communication needed
d) Only written communication

A Japanese tourist bows slightly. How should you respond?
a) Shake hands firmly
b) Bow in return
c) Pat their shoulder
d) Avoid eye contact

Why is feedback important in tourism services?
a) To criticize staff
b) To improve service quality
c) To reduce customer numbers
d) To avoid communication

Section 3: Marketing & Digital Communication (20 Questions)
SEO in tourism websites stands for:
a) Social Engagement Optimization
b) Search Engine Optimization
c) Service Excellence Organization
d) Seasonal Event Offers

Which platform is best for visual tourism marketing?
a) LinkedIn
b) Instagram
c) Email newsletters
d) Press releases

A “call-to-action” in an ad should:
a) Be vague
b) Encourage immediate response (e.g., “Book Now!”)
c) Hide contact details
d) Use only text

User-generated content (UGC) benefits tourism businesses by:
a) Increasing distrust
b) Providing authentic customer perspectives
c) Reducing online presence
d) Replacing staff

An email subject line like “Last Chance: 50% Off Bali Trips!” uses:
a) Fear of missing out (FOMO)
b) Formal language
c) Technical terms
d) No strategy


Section 4: Crisis Communication & Sustainability (20 Questions)
During a flight cancellation, the airline’s priority should be:
a) Silence
b) Blaming weather
c) Clear, timely updates
d) Offering no alternatives

Greenwashing in tourism refers to:
a) Eco-friendly practices
b) Fake sustainability claims
c) Using green logos
d) Reducing staff

A press release about a new eco-resort should highlight:
a) Only prices
b) Sustainability efforts
c) Competitors’ flaws
d) Legal disputes

Which is NOT a crisis communication tool?
a) Holding statements
b) Social media blackout
c) Emergency contact list
d) Spokesperson training

CSR (Corporate Social Responsibility) in tourism includes:
a) Ignoring local communities
b) Ethical practices and community support
c) Maximizing waste
d) Avoiding transparency
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Section 5: Industry Trends & Technology (20 Questions)
AI chatbots in tourism help with:
a) Replacing human staff
b) 24/7 customer queries
c) Delaying responses
d) Increasing costs

Metaverse tourism refers to:
a) Only physical travel
b) Virtual travel experiences
c) Abandoning technology
d) Traditional brochures

Contactless check-ins use:
a) Paper forms
b) Mobile apps/QR codes
c) Fax machines
d) Handwritten notes

Bleisure travel combines:
a) Business and leisure
b) Budget and luxury
c) Only business
d) No planning

Voice search optimization is vital because:
a) Few use smartphones
b) Travelers use voice assistants
c) It’s outdated
d) Only for email



