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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. Characteristics of Tourism Services
Tourism services exhibit distinct structural and operational characteristics that require specialized approaches to management and marketing (Kotler et al., 2017; Zeithaml et al., 2018):

· Intangibility: Tourism services cannot be seen, tasted, felt, or tested prior to purchase. Consumers purchase an experiential outcome rather than a physical object. To manage intangibility, operational leaders focus on maintaining physical evidence, such as high-quality facility upkeep and professional staff presentation. Marketers address this by using strong visual storytelling, virtual tours, and customer feedback mechanisms (e.g., online reviews) to build trust and reduce perceived buying risk (Kotler et al., 2017).
· Perishability: Unsold service capacity cannot be stored for future sale; an unbooked hotel room or an empty airline seat represents revenue permanently lost. Management relies on dynamic operational capacity and yield management systems to align supply with real-time demand. Marketing counteracts perishability by using price discrimination, early-bird discounts, off-peak promotions, and non-refundable deposit schemes to stabilize demand fluctuations (Zeithaml et al., 2018).
· Inseparability: In tourism, the service is produced and consumed simultaneously in the presence of the consumer. Because employees directly deliver the core experience, human resource management plays a critical role through continuous staff training, service culture development, and standard operating procedures (SOPs). Marketers incorporate frontline staff and customer service quality as core selling propositions (Kotler et al., 2017).
· Heterogeneity (Variability): Service delivery quality fluctuates depending on human elements, including employee performance, customer mood, and external environmental factors. Management controls heterogeneity by implementing standardized service scripts, quality assurance audits, and technology integration (e.g., automated check-in kiosks). Marketing establishes clear expectations and offers service guarantees to maintain customer satisfaction (Zeithaml et al., 2018).
· Lack of Ownership: Unlike physical goods, purchasing a tourism service provides temporary access to facilities or experiences without transferring ownership of a physical asset. Managers design operations to maximize comfort, safety, and convenience during the usage window. Marketers emphasize experiential value, lifestyle benefits, and memories rather than asset value (Kotler et al., 2017).












2. Destination Analysis: The Maldives

· Products and Services Offered: The tourism product of the Maldives centers on high-end luxury, island isolation, and marine eco-tourism. Key offerings include private island luxury resorts, overwater bungalows, wellness spas, high-end gastronomy, and water-based recreational services such as scuba diving, snorkeling, and private yacht charters (Buhalis, 2003).
· Main Tourism Suppliers: Primary suppliers include global hospitality brand management groups (e.g., Four Seasons, Marriott, Soneva), domestic and international transport providers (e.g., Trans Maldivian Airways seaplanes, local speedboat charters, international airlines), excursion/diving outfits, and local agricultural/seafood import distribution channels required to support remote island operations (Buhalis, 2003; Cooper & Fletcher, 2005).
· Target Tourist Market: The target audience consists predominantly of high-net-worth individual (HNWI) leisure travelers, luxury honeymooners, wellness-focused travelers, and affluent family groups originating from key source markets including Europe, Asia-Pacific, and the Middle East (Cooper & Fletcher, 2005).
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