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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 differ from physical goods because customers mainly purchase experiences rather than ownership of a tangible object. Five important characteristics are intangibility, inseparability, variability, perishability and seasonality.
Intangibility means that a tourism service cannot be touched, tested or examined before purchase. For example, a tourist cannot experience a hotel stay or guided tour in advance. This creates uncertainty for customers and makes management responsible for building trust through reviews, guarantees, professional staff and clear information. In marketing, businesses use photographs, videos, online ratings, testimonials and attractive websites as “physical evidence” of an otherwise intangible experience (Middleton et al., 2009).
Inseparability means that tourism services are produced and consumed at approximately the same time, usually with the customer present. A hotel room, restaurant meal or guided excursion cannot be delivered without interaction between employees and tourists. Therefore, managers must recruit, train and motivate employees because staff behaviour directly affects customer satisfaction. Marketing should emphasise personal service, hospitality and customer participation. Complaints must also be handled immediately because the service cannot be corrected before consumption (Kotler et al., 2017).
Variability, also called heterogeneity, means that service quality may differ according to the employee, customer, time and situation. Two visitors staying in the same hotel may have different experiences because of staff attitudes, waiting time or individual expectations. Managers therefore need standard operating procedures, employee training, performance monitoring and customer-feedback systems. In marketing, businesses should avoid unrealistic promises and communicate a reliable service standard while still offering personalised experiences (Zeithaml et al., 2018).
Perishability means that tourism capacity cannot be stored for future sale. An unsold hotel room, airline seat or empty restaurant table represents revenue that is permanently lost after that day. Managers must forecast demand, control capacity and use revenue-management techniques. For example, hotels may reduce prices during quiet periods and charge more during festivals or peak seasons. Marketing promotions, early-booking discounts and last-minute offers help increase occupancy and reduce unused capacity (Kotler et al., 2017).
Seasonality refers to regular variations in tourism demand during particular months, holidays, festivals or weather conditions. Seasonality affects staffing, cash flow, inventory and capacity planning. Managers may employ temporary workers during peak periods and develop alternative products for low seasons. Marketing can reduce seasonal dependence by promoting cultural events, business tourism, wellness breaks and off-season discounts. Effective destination planning is important because tourism depends on a network of attractions, transport, accommodation and other stakeholders (UN Tourism, 2019).




2. Tourist Destination: Edinburgh, Scotland
Tourism products and services
Edinburgh offers cultural and heritage tourism through Edinburgh Castle, the Royal Mile, Holyrood Palace, museums, galleries and historic architecture. It also provides festival tourism, especially the Edinburgh Festival Fringe; food and beverage experiences; shopping; walking tours; ghost tours; nightlife; accommodation; public transport; car hire; and conference and business-tourism facilities. The destination is a combination of attractions, facilities, services and visitor experiences rather than one individual product (UN Tourism, 2019).
Main tourism suppliers
The main suppliers include hotels, hostels, guesthouses, restaurants, cafés, pubs, tour operators, travel agencies, museums, heritage attractions, festival organisers and entertainment venues. Transport suppliers include Edinburgh Airport, railway services, buses, taxis and car-hire companies. Public bodies such as the City of Edinburgh Council, VisitScotland and local destination organisations also support destination management, infrastructure, promotion and visitor information.
Target tourist market
Edinburgh targets domestic UK tourists, international leisure visitors, cultural tourists, festival attendees, students, families, older independent travellers and business or conference visitors. International visitors are particularly important: in 2024, Edinburgh received approximately 2.56 million international overnight visits, while total overnight visits reached 5.05 million and visitor spending reached £2.565 billion (VisitScotland, 2025). The city should therefore use multilingual digital marketing, heritage storytelling, festival promotion and convenient online booking. It should also target domestic visitors during quieter periods to reduce dependence on international demand and seasonality.
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