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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.


















Tourism Management Assignment

Question 1: Five Characteristics of Tourism Services and Their Impact on Management and Marketing
When we talk about tourism services, we're really talking about something quite different from a physical product you can pick up off a shelf. That difference shapes almost every decision tourism businesses make.
1. Intangibility. You can't hold a hotel stay or a desert safari in your hands before you book it — you're really buying a promise. Because of this, marketers lean hard on things like photos, virtual tours, and reviews to make that promise feel real and trustworthy. On the management side, this means the actual experience has to consistently live up to what was promised, since there's no way for the customer to "try before they buy."
2. Inseparability. A tour guide's service is created and consumed at the exact same moment — the tourist is right there while it happens. That puts a lot of pressure on staff, since employees essentially are the product in that moment. Businesses can't fix a bad experience after the fact the way a factory could recall a faulty item, so training and empowering front-line staff becomes a top priority.
3. Perishability. An empty hotel room tonight or an unsold plane seat on today's flight is gone forever — there's no warehouse to store unused capacity. This is exactly why airlines and hotels obsess over dynamic pricing and yield management, and why you'll see so many off-season discounts and package deals. It's all about smoothing out demand so revenue doesn't collapse in the quiet months.
4. Heterogeneity (Variability). Because people deliver these services, no two experiences are ever identical — one waiter might be brilliant, another having an off day. This inconsistency is a real headache for brand reputation, so companies lean on standardized procedures, training programs, and quality checks (mystery shoppers, certifications) to try to keep things predictable.
5. Seasonality. Demand for tourism swings wildly with the weather, holidays, and events, which creates real headaches for staffing and cash flow. Smart destinations respond by chasing new markets in the off-season — think business travelers and conferences filling hotels when leisure tourists disappear — and marketing shoulder-season deals to keep things moving.
Put together, these five traits explain why tourism marketing is so obsessed with building trust and managing demand, rather than just pushing a finished product like a typical manufacturer would.












Question 2: Destination Analysis — Dubai, United Arab Emirates
I chose Dubai because it's such a clear example of a destination that was, in many ways, deliberately built from the ground up into a global tourism powerhouse.
Tourism Products and Services Offered. Dubai has something for almost every kind of traveler. There's the obvious headline stuff — the Burj Khalifa, Dubai Mall, and the sprawling Atlantis resort on The Palm — but also desert safaris and cultural spots like the Al Fahidi Historic District for people wanting something less flashy. Shopping tourism is huge too, especially around the Dubai Shopping Festival, and theme parks like IMG Worlds of Adventure round out the family offer. On top of all that, Dubai has poured serious money into becoming a MICE (meetings, incentives, conferences, exhibitions) hub, a push that only got stronger after Expo 2020 left behind so much usable infrastructure.
Main Tourism Suppliers. None of this works without a tightly connected supply chain. Emirates and flydubai, plus Dubai International Airport itself, are basically the front door for most visitors. On the accommodation side, groups like Jumeirah, Emaar Hospitality, and Atlantis Resorts handle everything from ultra-luxury to family-friendly stays. Local tour operators like Arabian Adventures package up the excursions, while the Dubai Department of Economy and Tourism (DET) sits above it all, coordinating marketing and licensing so the whole destination feels like one coherent brand rather than a patchwork of unrelated businesses.
Target Tourist Market. Dubai doesn't chase just one type of traveler — that's arguably part of its strength. There's the luxury and shopping crowd, particularly from the GCC, India, the UK, Russia, and China; there's the business/MICE traveler drawn by Dubai's role as a regional commercial hub; and increasingly there's a younger, experience-hungry crowd chasing adventure activities and the kind of attractions that do well on social media. By spreading its bets across these groups, Dubai isn't overly reliant on any single market or motivation, which helps it weather downturns that might hit a more narrowly-focused destination harder.
What Dubai really shows is how a well-coordinated supplier network, a genuinely diverse product mix, and clear market segmentation can come together, under strong destination management, to build a brand that competes globally.
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