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Tourism services have several unique characteristics. Explain any five characteristics and discuss how each one affects the management and marketing of tourism businesses.
The tourism services have some unique features that make their management and marketing more challenging than physical goods. The five important characteristics are: intangibility, inseparability, variability, perishability and seasonality.
Intangibility
Tourism services are not usually visible, tangible, measurable, or testable prior to their consumption. Travellers purchase expectations concerning comfort, enjoyment, safety and service quality. The evaluation of a hotel room or tour can only be made after its consumption. Therefore, managers need to make sure they include real evidence in the form of pictures, videos, reviews and ratings and descriptions. Marketing needs to alleviate perceived risk and set realistic expectations. AI can also be used to provide personalised recommendations and virtual assistance, but it is important to have accurate and transparent information backed by AI technology (Gidumal et al., 2023).
Inseparability
Often times, tourism services are offered and consumed at the same time. A guided tour is designed as the guide interacts with tourists, while a restaurant experience requires some sort of interaction between employees and customers. Tourists' behaviour can also impact on other visitors' experiences. Management need to hire appropriate staff, train customers' service staff and put in place procedures to manage complaints. Marketing promises should match what the service employees are able to provide. The interactions between tourists, employees and service environments and local environments are crucial, as Chen et al. (2023) highlight.
Variability
The quality of tourism services can be different among employees, customers, places, time and operating conditions. The same hotel can offer different experiences for two people who are staying in the same room at the same time, as they are dealing with different staff members and/or different times. The use of service standards, employee training, performance monitoring, and periodic customer feedback are appropriate tools for managers. Automated check-in, chatbots and customer relationship management systems can help to minimize variability with technology. However, too much automation could take away the personal touch that is cherished by tourists. Sigala et al. (2024) highlights the opportunities for personalisation provided by generative AI, but also cautions about issues of authenticity, trust and responsible implementation.
Perishability
Tourism services are perishable and therefore cannot be stored for future sale. When a hotel room, airline seat or tour ticket is not sold, it is a lost revenue forever after the date of sale. Managers need to predict demand and employ flexible staffing and revenue-management policies and systems to manage it. Last minute promotions, off-peak packages and advance-purchase discounts are possible marketing techniques. 
Seasonality
Demand for tourism is often very volatile in response to weather, school holidays, festivals and public holidays. During the busy season, businesses may find that they need to hire more employees than they do during the slow season.During the busy season, businesses might require more staff members than in the slow season. Management needs to adjust staffing, inventory and operating hours to follow the demand patterns. Promoting can decrease seasonality by making festivals, occasions for business, wellness bundles, and indoor amusement during less populated times. Based on the findings of this paper, Pholphirul et al. (2021) show that the proper service marketing strategies can enhance the performance of tourism and hospitality companies. In general, these features involve managing the coordination of staff, technology, pricing, and capacity and communication in tourism businesses. 
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Destination overview
Istanbul is a world-famous tourist destination, at the same time playing a role of a bridge between Europe and Asia. It is due to its historical past, religious structures, cultural differences, gastronomy, shopping and its position by the Bosphorus that it is so attractive. The destination provides experiences of both leisure, cultural, business and short breaks.
The tourism products and services provided.
In Turkey, the main tourism product is its cultural and historical heritage in Istanbul. Excursion to historic mosques, palaces, museums, traditional neighbourhoods and archaeological sites are important experiences. Guided walking tours, Bosphorus cruises, food tours, cultural performances and excursions to surrounding areas are also sold to tourists.
To find accommodation you can choose from international luxury hotels and heritage buildings to budget hotels, hostels and short term apartments. Traditional Turkish restaurants, street food, cafés and fine dining are all part of food and beverage services. Other services offered are airport transfers, transportation, car rental, traveler insurance, currency exchange and tourist information. Istanbul is also offering business tourism facilities such as conferences, exhibitions, corporate meeting and incentive tour. The socio-cultural factors are also significant determinants of destination attractiveness as the local tradition, cuisine and hospitality influence the motivation and satisfaction of tourists (Bayrakcı and Ozcan, 2021).
Main tourism suppliers
The production of Istanbul's tourism product is based on a network of public and private suppliers. Examples of transportation suppliers are airlines, airports, rail, bus, taxi, and urban public transport companies. Tour operators, travel agencies, online booking website and professional tourist guides link tourists with accommodation, transport and attractions. Supported experiences at restaurants, cafés, retailers, museums, cultural institutions and entertainment businesses. Co-ordination is imperative as the visitor perceives the destination as a whole experience. You can't offset bad transport with a good hotel, not enough attractions or incorrect visitor data. According to Chen et al. (2023), the service and environmental factors are related and interdependent, influencing the tourism experience.
Target tourist market
There are several tourism segments targeted by Istanbul. The first are the international culture tourists interested in history, architecture, religion and heritage. The second is the region's visitors who are looking for convenient city breaks, shopping and entertainment. Other target groups are business travellers, 4-day conference participants, cruise passengers, families, students and young independent tourists. Those who travel for luxury may choose to stay in luxurious hotels, eat at fine dining establishments and avail of tour packages. Budget travellers may opt for staying in hostels, public transport and free cultural visits.
The younger and independent tourists who rely on online reviews, social media and booking platforms are among the most important groups for digital marketing. In the tourism industry, AI can be used to tailor recommendations and interact with global customers, but it's important to handle privacy and information security carefully (Gidumal et al., 2023). In addition, the successful service marketing will also need to create and match products, prices and marketing messages to various segments of the tourist market, not servicing all tourists as a single market (Pholphirul et al., 2021).


[bookmark: _Toc235625118]References
Bayrakcı, S. and Ozcan, C.C. (2021). The socio-cultural determinants of tourism: The case of Turkey. Journal of Hospitality and tourism insights, ahead-of-print(ahead-of-print). doi:10.1108/jhti-05-2021-0125.
Chen, S., Sotiriadis, M. and Shen, S. (2023). The influencing factors on service experiences in rural tourism: An integrated approach. Tourism management perspectives, [online] 47, p.101122. doi:10.1016/j.tmp.2023.101122.
Gidumal, J.B., Secin, E.W., O’Connor, P. and Buhalis, D. (2023). Artificial intelligence’s impact on hospitality and tourism marketing: Exploring key themes and addressing challenges. Current issues in Tourism, [online] 27(14), pp.1–18. Available at: https://www.tandfonline.com/doi/full/10.1080/13683500.2023.2229480 [Accessed 22 July 2026].
Pholphirul, P., Rukumnuaykit, P., Charoenrat, T., Kwanyou, A. and Srijamdee, K. (2021). Service marketing strategies and performances of tourism and hospitality enterprises: Implications from a small border province in Thailand. Asia pacific journal of Marketing and logistics, 34(5), pp.887–905. doi:10.1108/apjml-01-2021-0064.
Sigala, M., Ooi, K.-B., Garry Wei-Han Tan, Eugene Cheng-Xi Aw, Dimitrios Buhalis, Cham, T.-H., Chen, M.-M., Dwivedi, Y.K., Gretzel, U., Alessandro Inversini, Jung, T., Law, R. and Ivy Huiyue Ye (2024). Understanding the impact of ChatGPT on tourism and hospitality: Trends, prospects and research agenda. Journal of Hospitality and tourism management, 60, pp.384–390. doi:10.1016/j.jhtm.2024.08.004.

