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In no more than 500 words, each explain and 2-4 references:



1- Tourism services have several unique characteristics. Explain any five characteristics and discuss how each one affects the management and marketing of tourism businesses.

2- Choose a tourist destination and identify:
· The tourism products and services offered.
· The main tourism suppliers.
· The target tourist market.


















1. Five Characteristics of Tourism Services and Their Impact on Management and Marketing

Tourism services have several characteristics that make them different from physical products. Unlike manufactured goods, tourism products are mainly based on experiences, interactions and services. Five important characteristics are intangibility, inseparability, heterogeneity, perishability and customer involvement. Each characteristic has important implications for the management and marketing of tourism businesses.
1. Intangibility
Tourism services are intangible because customers cannot physically examine a holiday, hotel stay or sightseeing experience before purchasing it. For example, a tourist cannot fully evaluate a hotel experience until they actually stay there. This can create uncertainty when customers are making purchasing decisions. Tourism businesses therefore need to provide information that helps customers visualise the expected experience. Websites, photographs, videos, online reviews and customer testimonials can reduce perceived risk. Managers should also focus on building a trustworthy brand because reputation can influence customers' expectations and purchasing decisions (Moeller, 2010).
2. Inseparability
Inseparability refers to the fact that tourism services are often produced and consumed simultaneously. A hotel employee, tour guide or restaurant worker directly interacts with the tourist while the service is being delivered. As a result, employees become an important component of the tourism product. Managers must therefore recruit appropriate employees and provide training in communication, problem-solving and customer service. From a marketing perspective, positive interactions between employees and tourists can strengthen customer satisfaction and encourage positive word-of-mouth recommendations.
3. Heterogeneity
Tourism services can be heterogeneous because service performance may differ between employees, locations, times and individual customers. For example, two tourists staying in the same hotel may have different experiences because of different staff interactions or personal expectations. This makes consistency an important management objective. Tourism organisations can reduce variation through employee training, standard operating procedures, quality-control systems and customer-feedback mechanisms. Marketing communications should also be realistic so that businesses do not create expectations that their actual service cannot meet (Moeller, 2010).
4. Perishability
Tourism services are generally perishable because unused capacity cannot normally be stored and sold later. An empty hotel room for one night or an unsold seat on a tour represents lost revenue. Consequently, managers need effective demand and capacity management. Businesses can use advance-booking offers, seasonal discounts, dynamic pricing and special packages to encourage demand during quieter periods. Marketing can also target different customer groups at different times of the year to improve occupancy and capacity utilisation.
5. Customer Involvement
Customers participate directly in the creation of tourism experiences. Their expectations, attitudes and behaviour can influence the final service outcome. For instance, a tourist's interaction with a tour guide or other visitors can affect their overall perception of a destination. Businesses should therefore collect customer feedback and provide personalised services where possible. Customer involvement can also provide valuable information for developing new tourism products and improving existing services. Understanding customer participation helps businesses create experiences that are more closely aligned with tourist needs (Moeller, 2010).
Conclusion
The characteristics of tourism services create significant challenges for managers and marketers. Tourism businesses need to manage employee performance, maintain consistent quality, control unused capacity and communicate the expected experience effectively. Successful tourism marketing should therefore focus not only on selling individual services but also on creating a positive and memorable customer experience.

2. Tourist Destination: Dubai, United Arab Emirates

Chosen Tourist Destination: Dubai, UAE

Dubai is a major international tourism destination that has developed a diverse tourism economy based on attractions, hospitality, shopping, entertainment, business tourism and luxury experiences. The destination combines physical attractions with a wide range of supporting tourism services. Developing and diversifying tourism products can help destinations attract different visitor segments and improve their competitiveness (Benur and Bramwell, 2015).
Tourism Products and Services Offered
Dubai offers a broad portfolio of tourism products. Major attractions include Burj Khalifa, Dubai Mall, Palm Jumeirah, Dubai Marina, Dubai Creek and the Museum of the Future. Visitors can participate in desert safaris, dhow cruises, water sports, shopping experiences, theme parks and cultural tours. The destination also provides luxury resorts, international hotel chains, budget accommodation, restaurants, cafés and fine-dining establishments.
Business and event tourism are also significant components of Dubai's tourism offering. The city provides conference facilities, exhibition centres and business hotels. In addition, tourists have access to taxis, metro services, airport transportation, car rental and organised tours. This combination of attractions, accommodation, transportation and activities creates an integrated tourism product rather than a single service (Benur and Bramwell, 2015).
Main Tourism Suppliers
Dubai's tourism industry involves a large network of suppliers. These include hotels and resorts, airlines, restaurants, shopping centres, tour operators, travel agencies, museums, entertainment companies, transport providers and event-management organisations. Airlines and airports are particularly important because Dubai's international connectivity supports large numbers of international visitors.
Government and destination-management organisations also play an important role in promoting Dubai internationally and coordinating tourism development. Effective cooperation between different tourism stakeholders is important because tourists experience a destination as a complete package rather than as separate businesses. Buhalis (2000) highlights the importance of cooperation between public and private stakeholders when developing and marketing competitive destinations.
Target Tourist Market
Dubai targets several tourist markets. Luxury tourists are an important segment because the destination offers premium hotels, high-end shopping, fine dining and exclusive experiences. Family tourists are attracted by theme parks, beaches, shopping facilities and entertainment attractions. Dubai also attracts business travellers and conference visitors because of its international connectivity and extensive business infrastructure.
Other important segments include young independent travellers, couples, adventure tourists and cultural tourists. Marketing can be customised according to the needs of each segment. For example, luxury travellers can be targeted through premium experiences, whereas families can be promoted packages combining accommodation and entertainment.
Destination image is particularly important because tourists' perceptions can influence their destination preferences and their interest in products associated with the destination brand (Lim and Weaver, 2014). Therefore, Dubai's marketing needs to maintain a strong international image while communicating the variety of experiences available to different tourist groups.
Conclusion
Dubai has developed a highly diversified tourism product that combines luxury hospitality, shopping, entertainment, business tourism, cultural experiences and adventure activities. Its tourism industry depends on cooperation between numerous suppliers and destination-management stakeholders. By targeting different market segments and maintaining a strong destination image, Dubai can continue to strengthen its position as a competitive international tourism destination (Buhalis, 2000).
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