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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 is mainly a service-based industry, so its products are different from ordinary physical goods. When people book a holiday, hotel or tour, they are paying for an experience. This creates some special characteristics that tourism businesses need to understand. Five important characteristics are intangibility, inseparability, variability, perishability and customer participation.
1. Intangibility
Tourism services are intangible because tourists cannot physically see or test the experience before buying it. For example, a customer booking a hotel room online cannot know exactly what their stay will be like until they arrive. This can make customers uncertain about their purchase. Tourism businesses can reduce this problem by using photographs, videos, reviews, ratings and clear descriptions. A strong reputation is also important because customers often rely on other people's experiences when choosing tourism services (Moeller, 2010).
2. Inseparability
Tourism services are usually produced and consumed at the same time. For example, a tour guide provides the service while the tourist is taking the tour. Similarly, a hotel receptionist becomes part of the customer's experience through direct interaction. This means employees can have a major influence on customer satisfaction. Managers therefore need to select suitable employees and provide proper training in communication and customer service. Marketing should also reflect the quality of the service that employees are capable of delivering.
3. Variability
Tourism services can vary because they depend on people and circumstances. The same hotel may provide different experiences to different customers. For instance, one guest may receive excellent service while another may experience delays or poor communication. Managers can reduce this variation by introducing service standards, employee training and customer feedback systems. Consistent service is particularly important because tourists can easily share both positive and negative experiences through online review platforms.
4. Perishability
Tourism services are perishable because unused capacity cannot normally be stored for another day. An empty hotel room tonight or an unsold seat on a sightseeing tour represents lost income. Managers therefore have to carefully match supply with demand. Businesses can use seasonal promotions, early-booking discounts, special packages and flexible pricing to attract customers when demand is low. Effective marketing can therefore help tourism businesses make better use of available capacity.
5. Customer Participation
Tourists are actively involved in creating their own experiences. Their behaviour, expectations and interactions can influence the final outcome. Recent tourism research shows that customer participation can influence service experience and satisfaction (Gupta, Mishra and Kumar, 2023). For managers, this means customers should not simply be viewed as buyers. Their opinions and feedback can help businesses improve their services. Allowing tourists to personalise experiences can also increase their involvement and satisfaction.
Conclusion
The five characteristics show why managing tourism services can be challenging. Tourism businesses need to deal with customer expectations, employee performance, changing demand and the active involvement of tourists. Marketing should therefore focus on communicating the expected experience honestly and creating trust. Good management of these characteristics can help tourism businesses improve customer satisfaction, loyalty and their overall reputation.

2. Tourist Destination: Barcelona, Spain

Chosen Tourist Destination: Barcelona, Spain

Barcelona is one of Europe's well-known tourism destinations. It attracts visitors because of its architecture, beaches, culture, food, shopping, nightlife and sporting attractions. The destination offers a mixture of cultural and leisure experiences, which allows it to attract tourists with different interests. Developing a variety of tourism products is important because destinations need to respond to the changing needs of different tourist groups (Benur and Bramwell, 2015).
Tourism Products and Services Offered
Barcelona has a wide range of tourism products and services. Major attractions include Sagrada Família, Park Güell, Casa Batlló, La Rambla, the Gothic Quarter and Camp Nou. Visitors can also enjoy beaches, museums, art galleries, food tours, local markets, nightlife and cultural festivals.
The accommodation sector includes luxury hotels, boutique hotels, international hotel chains, hostels and serviced apartments. Restaurants and cafés are also an important part of the tourism experience, particularly because visitors are interested in Spanish and Catalan cuisine.
Barcelona also provides extensive transport services, including buses, metro services, taxis and airport connections. Guided tours, bicycle tours, boat trips and organised excursions provide additional tourism experiences.
Main Tourism Suppliers
The main suppliers in Barcelona's tourism industry include hotels, restaurants, airlines, travel agencies, tour operators, museums, tourist attractions, transport companies, event organisers and local tour guides. Small independent businesses also contribute to the destination by providing restaurants, cultural activities, accommodation and local experiences.
The different suppliers need to work together because tourists experience Barcelona as one destination rather than as a collection of separate businesses. Destination marketing therefore requires cooperation between different stakeholders. Buhalis (2000) argues that partnerships between public and private organisations can help destinations coordinate their tourism activities and improve competitiveness. 
Target Tourist Market
Barcelona attracts a broad range of tourists. Cultural tourists are attracted by the city's architecture, museums, history and art. Leisure tourists visit for the beaches, food, entertainment and nightlife. Families are attracted by attractions and activities suitable for children, while younger travellers may be interested in nightlife, festivals and affordable accommodation.
Barcelona also attracts international visitors interested in football and sporting events. Business tourists and conference visitors represent another important segment because the city has facilities for meetings, exhibitions and international events.
Different groups require different marketing messages. For example, cultural tourists can be targeted with museum and heritage packages, while families can be promoted accommodation and attraction packages. Destination image is important because tourists' perceptions can influence their preferences and decisions regarding a destination (Konecnik and Gartner, 2007).
Conclusion
Barcelona's tourism success is based on its combination of culture, architecture, beaches, food, entertainment and supporting services. Its tourism industry involves many different suppliers, making cooperation important for maintaining a positive visitor experience. By offering different products and targeting specific tourist segments, Barcelona can continue to remain an attractive international destination.
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