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FARES AND AIRLINES MANAGEMENT 

Course Code: 46 Paper Code: MBTM 4001 

Objectives 

 To understand the structure and dynamics of airline industry;

 To understand the airport and airlines management linkages

 To study the international airfares, regulations and formalities to travel, and

 To study different organizations and their contributions to airlines management

 
UNIT-I 

Role of IATA and its functions – ICAO; role and functions – Airport Authority of India – 

Open sky Policy _ International Conventions: Warsaw Convention, Chicago Convention 

 

UNIT- II 

Management of Airlines: Types of Airlines – Airline personnel and revenue earning – Airport 

Management – Study of aircraft parts – The aircraft turnaround The control tower- Airport 

facilities and special passengers _ Airport access _ Check in facilities – Landing facilities for 

departing passengers – In-flight services – cabin component – Audio and video projection 

equipments – Emergency equipments for disembarkation – In-flight entertainment – Class of 

service with more comfort. 

 

UNIT-III 

Familiarization with OAG: Three letter city and airport code, airline designated code – 

minimum connecting time – Global indicators – Familiarisation with Air tariff: Currency 

regulation, NUC conversion factors, General rules, Planning itinerary by air, Introduction to 

fare construction – Mileage principles – Fare construction with Extra Mileage allowances 

(EMA) – Extra Mileage surcharge (EMS). 

 

UNIT-IV 

One Way and Return Trip – Circle trip journey – Open Jaw – Add-on mixed class journey- 

HIP check – Back Haul Minimum Check (BHC) – CTM check – Indirect Travel Limitation – 

Around the World fare – Special fares. 

 

UNIT-V 

Issue of manual ticket – reservation procedure – MPD, MCO, PTA and their purposes – 

Universal Air Travel Plan: Types of air travel cards – Billing and Settlement Plan (BSP) – Case 

studies of selected Airlines’ Modules 

 

REFERENCES 

Jagmohan Negi, AIR TRAVEL TICKETING AND FARE CONSTRUCTION, Kaniska, 

New Delhi, 2005 
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TRAVEL AGENCY AND TOUR OPERATIONS MANAGEMENT 

Paper Code: MBTM 4002 

Objectives 

Students will be able to: 

 understand the significance of travel agency and tour operation business;

 know the current trends and practices in the tourism and travel trade sector; and

 develop adequate knowledge and skills applicable to travel industry.
UNIT-I 

Travel Trade - Historical Perspectives - Emergence of Thomas Cook and American Express Company 

- Types of Tour Operators - Wholesale and Retail Travel Agency business - Linkages and Integration 

with the Principal Service Providers - the Changing Scenario of Travel Trade. 

 
UNIT-II 

Travel Agency and Tour Operation Business - Functions of Travel Agency - Setting up a full-fledged 

Travel Agency - Sources of Income of a travel agency - Diversification of Business - Travel Insurance, 

Forex, Cargo & MICE – Documentation - IATA Accreditation - Recognition from Government. 

 
UNIT-III 

Itinerary Planning & Development - Meaning, Importance and Types of Itinerary - Resources and Steps 

for Itinerary Planning - Do’s and Dont’s of Itinerary Preparation - Tour Formulation and Designing 

Process - FITs & Group Tour Planning and Components - Special Interest Tours (SITs). 

 
UNIT-IV 

Tour Packaging & Costing - Importance of Tour Packaging – Classifications of Tour Packages - 

Components of Package Tours - Concept of costing - Types of costs - Components of tour cost - 

Preparation of cost sheet - Tour pricing - Calculation of tour price - Pricing strategies - Tour packages 

of Thomas Cook, SOTC, Cox & Kings and TCI. 

 
UNIT-V 

Role and Responsibility of Travel Trade Associations: Objectives - Roles and functions of UFTAA, 

PATA, ASTA, TAAI, IATO, ATAOI, ADTOI, IAAI, FIYTO, TAFI. 

 
REFERENCES 

 
Holloway, J.C. (2002), THE BUSINESS OF TOURISM, Prentice Hall, London, pp.220-279. 

Roday. S, Biwal. A & Joshi. V. (2009), TOURISM OPERATIONS AND MANAGEMENT, Oxford 

University Press, New Delhi, pp-164-296. 
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EVENT MANAGEMENT 

Course Code: 46 Paper Code: MBTM 4003 

 

Objectives 

 To familiarize the students with the essentials of Event Management; 

 To understand the potential of MICE and Event Tourism; and 

 To enable the students to take up project work in the above areas. 

UNIT I 

Introduction to Events: Scope - Nature and Importance – Types of Events - Unique features 

and similarities – Practices in Event Management - Key steps to a successful event. 

 

UNIT II 

The Dynamics of Event Management: Event Planning and organizing – Problem Solving and 

Crisis Management – Leadership and Participants Management – Managing People and Time 

– Site and Infrastructure Management. 

 

UNIT III 

Introduction to MICE: Planning MICE, Components of the Conference Market, 

Characteristics of Conferences and Conventions, MICE as a supplement to Tourism, the nature 

and demand of Conference markets- The Economic and Social significance of Conventions, 

process of Convention Management. 

 

UNIT IV 

Event Marketing – Customer care – Marketing equipments and tools – Promotion, Media 

Relations and Publicity - Event Co-ordination - Visual and Electronic Communication – 

Event Presentation – Event Evaluation – Case Studies of events of National and International 

importance. 

 

UNIT V 

Travel Industry Fairs – Benefits of Fairs - ITB, WTM, BTF, TTW, FITUR, KTM, IITM, CII- 

Events, PATA Travel Mart. 

 

REFERENCES 

 

Bhatia A.K. (2001), EVENT MANAGEMENT, Sterling Publishers, New Delhi. 

David C. Watt (1998), EVENT MANAGEMENT IN LEISURE AND TOURISM, Pearson, 

UK. 

Joe Gold Blatt (1997), SPECIAL EVENTS- BEST PRACTICES IN MODERN EVENT 

MANAGEMENT, John Wiley and Sons, New York. 
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CUSTOMER RELATIONSHIP AND SERVICES MANAGEMENT 
 

Course Code: 46 Paper Code: MBTM4004 

 

Objectives 

 To understand the nuances of customer relationship management;

 To familiarize with the issues of service management and global context; and

 To be able to manage a market oriented service organization.

 

UNIT I 

Customer Relationship Management in Tourism – Customer Acquisition and Retention – 

Customer Loyalty - Customer Profitability and value Modeling – Customer Satisfaction 

Measurement - Customer Feedback and Service Recovery. 

 

UNIT II 

Managing and Sharing Customer data - Customer Information Databases – Ethics and 

Legalities of data use – Data Warehousing and Data Mining – Data Analysis – Market Basket 

Analysis (MBA) – Click Stream Analysis - Personalization and Collaborative Filtering. 

 

UNIT III 

Marketing of Services – Tourism as a Service - Characteristics of Services – Classification of 

Services – Building Service Aspirations - Consumer Behaviour in Service Encounters. 

 

UNIT IV 

Tourism as a major component of Service Sector – Service Design and Development – 

Technology as an enabler of Service - Service Development and Design, Using Technology 

as an enabler of Service. 

 

UNIT V 

Service Delivery – Types and Causes of Service Quality Gaps – Measuring and Improving 

Service Quality - Strategies to resolve the gaps. 

 

REFERENCES 

 

Zeithmal, Parasuraman & Berry, DELIVERING QUALITY SERVICE, The Free press, 

New York. 

Andry Silmore (2001), SERVICES MARKETING & MANAGEMENT, RESPONSE 

BOOKS, Sage Publications, Delhi. 

Jagdish Seethi, Etal (2000), CUSTOMER RELATIONSHIP MANAGEMENT. 
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E-TOURISM 

Course Code: 46 Paper Code: MBTM 4005  

 

Objectives 

 To understand emerging business models in tourism and travel industry; 

 To study the impact of Information Technology on tourism and travel sector; and 

 To explore the scope of entrepreneurship in the emerging e-tourism business. 

 

UNIT- I 

Introduction to E-tourism, Historical Development - Electronic technology for data 

processing and communication - Strategic, Tactical and operational use of IT in Tourism. 

 

UNIT – II 

Global Distribution System: History & Evolution - GDS & CRS - Levels of CRS Participation 

- Hotel Distribution System - Cases of Amadeus - Galileo, World Span, Sabre, Abacus - 

Changing Business models of GDS. 

 

UNIT – III 

Typologies of E-tourism: Business models - Business to Business (B2B) - Business to 

Consumer (B2C) - Consumer to Business (C2B) - Consumer to consumer (C2C) - Business to 

Employees (B2E) - & Business to Government (B2G). 

 

UNIT- IV 

Payment Systems in E-tourism - Payment Gateway - Billing and Settlement Plan (BSP) - 

Security Issues and Certification -Future of E-tourism - Travel Blogs - E-marketing and 

promotion of Tourism Products - Challenges for conventional business models & Competitive 

strategies. 

 

UNIT – V 

Amadeus Practical – Hands on Amadeus Software - Searching – Building, Retrieval, Display 

& Cancel of PNR – Fare display – Itinerary pricing – Issuance of tickets. 

 

REFERENCES 

Buhalis D. (2004), ETOURISM: INFORMATION TECHNOLOGY FOR STRATEGIC 

TOURISM MANAGEMENT, Prentice Hall India. 

Poon A. (1998), TOURISM, TECHNOLOGY AND COMPETITIVE STRATEGIES, CABI. 
 


