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The purpose of these Getting Down to Business modules is t;\;>bvide
: high school,students.in vocational classes with an introduction to'the

career‘optlo of small business ownership and to the management skills
necessary fotr successful operation of a small business. Developed under
, contract to the Office of Vocational and.Adult Education, U.S. Department
. - of Educatiog, the materials are designed to acquaint a variety of voca- .,
©  tional students w1th\entrepreneufsh1p Qpportunities and to Jhelp reduce the’
high failure rate of small businesses. ’
As the students become familiar with the rewards and demands of small
8 business ownersfiip, they will be able to make more informed decisions
.,.regarding their own interest in this career posslbility It is hoped
that, as a result bf.using these materials, some—students will enter small
business ownership more prepared fer its challenges. Others will decide_
that entrepreneurshlp is nbt well suited to their abilfties and interests,
and they wilb pursue other career paths. Both decisions are valid. The
materials will encourage students to choose what' is best for them.

/4

-

4/ o These Getting Down to Business modules are designed to’ be inserted
) into ongoing high school vocational programs in the seven vocational dis-
'’ ciplines——Agriculture, Distributive Education, Occupational Home Econom-
’ ics, Business and, Office, Trades and Tedustry, Technical, and Health.
. They will serve as a brief supplement to the technical instruction of
vocational c0urses; which prepare students weéll for being competent
employees but which generally do not equip them with skllls related to
small business ownership. The modules are self-contained and require- a
. minimum of outside training and preparation on the part of instructors.
Needed outside resources include only those types of materials available
to all students, such as telephone diredtories, newspapers, and city maps.
No special texts or referemce -materials are required. For futther ‘optional °
reading by instructors, additional reéferences are listed at the end of the
. Teacher Guide. An annotated Resource Guide describing especially valuable
‘enbrepreneurship—related materia¥s is also availahle.
/ . Cood

o -

-

.

The purpose of this modile is to give, students some idea of what it
is like to own and operate a travel agency. Students will have an oppor-
tunity to make the same decisiqns that the owner of a travel agency makes.

© While the dodule is not a complete 'how-to" manual, the individual lessons
will provide your class with the chance. to do many of the planning and
& . daily activities that the small business owners do.
. Today, owners of small businesses face many problems--some minor,
» some that threatdn their very existence. These problems reflect the con-
stant ‘changes that our society is going through-—economic, cultural, ¥ and

. ~ .technical. While this module cannot address itself to all of them; the
‘discussion questions at the ‘end of each unit®are designed to give your
v class ‘the opportunity to discuss them and develop, on a hypothetical
. basis, solutions for themselves.

- .
.
. .
” " N .
- ERIC S
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“You may want to present this module,after completing Module 1, Getting

fbown to Business: What's It all About? .Module 1 is a 16-hour program.

covering a more in-depth -approach to owning any small business. The terms
that are introduced in Module 1 are usediin this module ,with a restatement
of their defAnitions. Also, the forms used are the same, with some minor
changes to fit the travel agency specifically. Module 1 provides an
introduction to owning a small business in addition to same .skills and
activities that, due' to their general nature, are not covered in this

module. LA S
] 4 .

il 4

' Content anization
s Y 0 Organizati - )

Each unit of the module contains the following:
. , £l

\\ .l: Divider Page--a page listiné the unit's goal and'objectives.

.2. Case Study--an account of a travel agency owner for a more' o
intimate view of owning a travel agency.

3. Text—-three to four pages outlining business management, o,
principles introduced in the case study but focused more on the

student. L\ . R .

4. Learning Activities——-threé separate sections, including'

a. Individual Activities--finding information given in the text
or’ applying information in the text to new situations.
b, Discussion Questions--considering broad issues introduced in
(\\ the text; seyeral different points of view may be justifiable.
c.”

Group Activity——taking part in a more creative and actjon-
oriented activity; some activities may focus on values' .
clarification. , , ’

.
)

. .

Generﬁl Notes on Use of the Module

Instructional  Each unit = 1 class period;_ total class periods = 9
Time: . Introduction, quiz, summary =1
/'\\ ' Total instructional~time = 10 class perdods

The case study and text, are central to the program 8 content and are -
based op *the instructional objectives appearing in the last section of
this Guide. Learring activities are also linked to these objectives.\ You

will probably hot have time, however, to introduce all the learning activi- .

ties {n'each unit. Instead, you will want to select those that appear
most L*ﬁed‘td course objectives, are most interestingy to and appropﬂiate
for your ‘gtudents, and are best suited to your particular classroom set—
ting. Certain learning activities may require extra classroom time and
may be used as -supplementary activities if desired.‘ .

X .
. . N
. . L9

\ . ) . L Ve
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Before presenting the module to the class, you'should review both the
Student and Teacher Guides and formuldte your own gersonal instructional
approach. Depending on the nature of .your classroom setting and the stu-
denats" abilities, you may want to present the case study and text by ..
instructional means that do not rely on students' readimg-—for example,

‘through a lecture/question-answer format. Case studies and certain learn-

ding activities may be presented as skits or role-playing situations.

\

No particular section of the module is designated as homework, but
you may wish to assign certain portions of the mgdule to be completed dut

-of class. You may want students to read the case study and text in pre-

paration for discussion in. the’next class period, or you may want. them'to
‘review the material at home after the class discussion. You may. also
prefer that_students read the material in°class. Similarly, individugl

\activities may Be completed in class or for homework. Discussion ques-

tions and group activities are_spécially intended for classroom use, ,
although some outside preparation by students may also be needed (for
example, ‘in the case of visiting a small business and’ interviewing the
owner). : . :

L 4

Methods that enhancé student interest in the material and that empha-.

size student participation should be used as much as possible. Do not
seek to cover ‘material exhaustively, but view the course as a brief intro-
duction to entrepreneurship skills. Assume that students will obtain more
jop ‘training and'bnsiness experience before launching an entrepreneurial
career.

:The quiz may be used as a formal evaluation of student 1earning or as
a self-assessment tool for students. Answers to learning activities and
the quiz are provided in a later section of this guide. .



SUGGESTED STEPS FOR MODULE USE

. .
& b e g . - P
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Introduction (15 minutes, or integrate within first hour, of Unit'ﬂ)’

., I. In. introducing this module, you will probably want ‘to find: out \
what ‘students already know about the travel agency business.'
Questions to ask ate:

v . A Y
i ® Ask what\they know about the travel ageacy business. Stu-
‘dents will probably be most familiar with various vacation
_— packages and- tours, arranged by travel agencies.

v

-

° Ask if they know how travel agencies wark with and for the
. airlines, railroads, cruise 1ines, hotel chains, etc.

° Ask if they know any small independent travel agencies.

e ' Ask them what they think the advantages and disadvantages of
owning their own travel agency might be. . o

II. Discuss small businesses briefly. Over 90% of all businesses in
‘the United States are small-businesses. In thi's module we will

- be dealing with very small businesses, meaning a self-employed .o
owner working alome or with one to four employees. Often small. .
4 businesse$ are owned and run by members$ of a family. .
! . P % oL J

¢

ITI. Discusskthe purposes 6f the module:

-

°
-

’ e 'To increase students' awarenéss of small business ownership
as’a career option.
0 . H ’ ~
» To acquaint students with the skills'and personal qualities
travel agency owners need tosucceed.

o To acquaint. students with the kind of work small busifess - ‘¢

\ owners do'in addition to using their vocational skills. .
' , ' .. \
o To expose students to the advantages and disadvantages of ¢
-t small bus:;ess ownership. , ’
B ° . * N )
Iv. Emphasjze that even if students think they lack mqnaéement : .

aptitudes, some abilities can be developed. If students ‘turn
on" to the idea of small business ownership,: they can work at )
acquiring abilities they don't have. .

Also, students who work “through, this module- will have gained
valuable insfghts into how and why business decisions are made.
Even if they later choose careers as employees, they will be
better equipped to help the business succeed because of their
-understanding.
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Unit 1 ~ Planning ‘a Travel Agency (1l class period)

I. .Vacabulary: commissioner automation ,
o T ~ income « profit ° . y .
’ franchise operating capital ’

w v

leisure’ dollars

II. (Case Study: Danielle Ponti talks about the excitement of working
in the travel business and opening up her own busi-

. .. ness. She talks about the ,benefits and advangages
3 ) of operating a travel-agency as well as the disad-
vantages. . . N
) .
Text: *Glamour, the Big Attraction oo . .

Who Will Come to You?

Is There Room for You?

Should, You Go It Alone, or Should You Franch1se7 ,
A ‘. Is Running a Travel Agency for You?'

.

» % .

.

Points to Cover: -
’ . . - P
1. You may want to tell students that while everyone can learn to
£ill out tickets correctly, not everyone may like running a
travel agency, or even working in one. While the opportunity

_— &“ . to travel cheaply -is very appealing, the day-to-day work

’ " involves a lot of typing, filing, and organiang. In short,
in order to be a good travel agernt, you hgve to have good
- secretqfial skills in addition to sales ability.

~

- . Qess, your freedom of choice in how you are'going to operate
fs limited. A franchise operation should be thoroughly inves-
tigated/before you invest, in it. -

.
s

3. Different cities and 'states have different licensing and legal

ot in®addition to these regulations, travel agents have to be
conterned with Alr Traffic Conference {ATC) and International
Air Transport Association (IATA) regulations. Withbut meeting
_all these requirements, a travel ‘agency will not -belable to
open for business- / v '

TIIT. Responses to .Individual Activities

b .
1. Responses to this 'question will vary depending on the com— «

. munity. All agencies wifl provide- competition, as well as the |

- major'airline ticket offices. HoweveT, different agencies N
RN T ~ . )

2. .While a franchise may be a quiék waf .of getting into the busi-"

. ‘requirements for opening a travel agency business., However, -’

a
v“~
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< '
, will stress different services--their history of reliability,
vacation packages, business arrangements, reservation ser-
vicesy etc.,'whibh may contribute to their success.

2. Responses may include:

Vs 0

) . . ability to organize
: - ability to work with people and listen to ‘cliefts
. ‘ patience- B \ )
I , @ sense of humor
flexibility *

3. Student responses will vary. Courses in business management
- and administration as well as typing and secretarial courses
‘would be appropriate. Although not mentioned in the text,
. . courses in geography would be helpful. In addition, there are
' . . a.variety of special courses that specifically train travel
’ ) agents.~ ) ¢

’

‘ . . ! 3
i 4. a) $369.11 : o : -
. b) $460,79 .
. c) $604.18
d) $ 78.63 ‘ _ .
e) $121.43 .
£) $ 37.80 N

- . , i \V} T

AY

5. A f;anchise is a business that is owned independently, but 1is
operated as though it were part of a large chain. Under a
franchise, services are standardized, and trademarks, adver-
tising, and store appearante are limited. There is also a fee
involved. 3

' - . o : v

Many travel agencies are franchising bécaugp of the increasing

.- . ¢osts and complexity of operating a travel agency. Bigness is

important in attracting regular customers. The possibility of

central office managment expertise and help in buying a com-
puter has led to a trend in the travel busines$ toward fran-

Chisingo ‘ Y . ‘

IV. Responses to Discussion Questions

Y
“

1. It takes a lot of capital simply to open a travel agency. It
‘is also complitated, difficult, and risky. An agency can in-
crease its chances for success by spectalizing in a particular
type of service for clierts, by focusing on a particular target
market, and by providing the persorial serviges-and attentior.

. that customers appreciate. Franchising also allows travel

. agencies to use "tried and true'" ideas and a famous name -to

- get started. franchises, too; agencies can get good rates

‘ for equipment, or group travel, etc.' '

1

, [ .
2, The customers of a travel.agency are people who need to.go
someplace. In general, there are two types of customers:
busiqpss customers and vacation customers. Agencies that

’
~ »
£

. < ' 4
Q . . 6 - !_l . . '

. . " / .
1 L4 .
- - . S
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cater to a particular type of customer and deve10p a reputa—
tion for personalized service add to the likelihogd of success.

-

LS
W
N

Student responses to this question -may vary. However, the

. real concern here is the amount of "leisdre money" available:
) \" to spend on “"extravagances” such as vacation travel." A good
tennis racquet lasts a lqt longer than a week's vacation. *
People have to be "sold",on travel and its benefits. '§?'1

-~ . . - / . Q N

4. Student responses will ‘'reflect the legal.and licensing
requirements of the particular state and community. .

5. In general, the fixed commission rates affect the travels busi-

. ness by increasing the emphasig on volume of sales and the
sale of relatively expensive .(and higher commission) vacation
' packages. . )
. o ' . ' AN N
V. Group Activity . ‘ . " : o
o ¢

You may wish to divide the class intg small groups for this
activity and have .each group interview a.travel aggnt or travel -
agency ewner in the community. .

. . .

Priqr to these interviews, Habe students list their questions

and concerns about the,travel business. Have students share tﬁésel

.

lists in,class and make one standard-.list for all students/to,use-
When students have completed their assignments, have a repre—
sentative from edch group present the group's findings to the
. . class. Discuss‘the differences and similaritles in the students .
findings. |, - LI .

:

Unit ‘2 = €hoosing a Location (l-class period)
= ™ -~

N »
I. 'VOcabularz: Chamber of Commerce - ' \ .
1 . commercial accounts - . N
~ : 7leisuré .dollfrs
‘ flat reptal s;stem ’ » o
> percentage of sales agreement .
2 . 4 -
II. Case Study: .Danielle talks about the importance of finding the .
e - right lecation for her trav%ﬁ

. market.

agency and knowiggh%i

Text: You Comé First R ‘ -
Taking a Good Ldok Around C ‘
Questions to Ask When You Choose Your Site
ReMting .or Leasing a Storefront

~ ’

~

-
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» /’

Points to Cover:

1.

S

You may want to discuss $he general factoré’involved in
selecting a location: the community, make-ﬁp of population by
age groups and_professions, growth Yate of the town and area,
labor conditions, industries, etc. .

s

Other factors to consider when selecting a location for an
office are insurance rates, appearance of exicting buildings,
zoning restrictions, and location within the block. Also, in
order to get ATC certification, the:locatjon must be accept-
able to ATC. ATC will not approve a si;%;on the upper floors
of a high rise, a location on airport property, or one that is
inside a hotel=-—unless the agency has a street—front location
with separate fccess not. requiring passage through the hotel
itself. There are other restrlctlons on {scatlon within 7
private clubs, residences, etc.

Another factor with regard to location is that a highly
visible site with extensive foot traffic may do more harm than
good, according to travel agency experts. A large amount of
time can be spent on walk-ins who:will never buy from you.
Discuss tHe need to choose a location that strikes a balance:
visibility but moderate foot traffic.

Responses to Indiwidual Activities

.
1.,

~
Sourcés of information about location may -include:
’ *x .
_real estate. agents
community banks
newspapers
census information
Champer, of Commerce
utility company reports

A flat rental rate calls for a set monthly payment. n a
percentage of sales agreement you agree to pay a base amount
and a.percentage of your monthly sales.

If your travel agency is located near business or industrial

parks, yod may be able to tap two.types of clients at one
time: the business traveler and the vacationer with leisure

.dollars to spend. Also, you will be in a lodation where you

may be able to establish relationships with business and large
commercial accounts that require travel services regularly.
The disadvantages of this type of location are that you may
have a lot ‘of competition from established travel agencies in
the area, and youy may have to deal with many people who are
not interested in buying, but who "just want a little informa-
tion.” Providing "a little information” may take up a lot of
your time. ‘ : ‘




~

é - .
- cf;-_///)§° b if the a@ency is located mear ‘an industrial park or busi-

V..

\
v.

-

T4, A trafflc count will give you an idea of "your" potential walk-

. intraffic apd the v1s1b111ty of ,your agency. Additional

i rmation that would be helpful tn" choosing a site for your

travel agency may include: zoning regulations, informatidh on

,neighboring buildings and businesses, public transpoertation,

available parking, number of travel agencies in tke neighbor-

hood, business and industrial growth of the community, average’

income of the residents, and the.neighborhood's potential for*
rowth, * ) *

<

ness area, its chanees for success are increased, as it may be
able to sell to both business and vacationer customers. ‘

4 \ - ‘.\, ~
. N ;
Responses to Discussion Questiong < ¢

v

1 3

1. Thi§“information is included in-the text. Student responses
should include both immediate-and long range- planning con=
sidﬁratlons. ®

h‘ - ~
L

2. Studgnt responses will vary dependlng On the school's location
and the size and nature (urban, subughan, or rural) of the
community. It is important to emphasize that this type of
information is essent1a1 in deciding to'open.a travel agency,
and then.decidlng where to locate that - agency. .

¥

3. Studengﬁresponses wi¥l vary. Any reasonable and justifiable -7.

response rs acceptable.

. 1) ra L N "B
L

4. Students sh0u1c list factors to consider in evaluating a pro-
. spective site for a travel- ‘agency. This list may include the
following: i '

.

M o

prior hiétorywoﬁ buéiﬁéss in that location
competition in the area .
availability of pub;ic parking
traffic and walking patterns - K
. gtore space available
local zoning rules and regulations . .
/- _characterigtics _of the,meighborhood '

L1

Group' Activity
* * ¢
The pnrpose of this activity is te erfcourage students to thihk
analytically and objectively about factors to consider when choos-
ihg a location for their businesses. There are no correct answers.

You may wish td divide the class into small groups for their
initial ratings. When students_have completed their tasks, have
each group presént its ratings. Discuss the differedces in
ratings between the groups. )

. types of clients ’ - ,“ifﬂ

I

>
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) ‘Unit 3 - Getting‘ﬁoney to Star€.(1l class ,peuri\od) . . a ‘

<

I. Vocabularza: undercapitalized
: S . - starting capital
' loan ‘'officer |

‘

.
‘o

II. Case Study: Danielle talks about how much it costs to open ;

. travel agency. She specifically mentions the ATC
requirement thgt the agency staff include one penson
i . experiénced in ticket sales. She talks about geE\&ng
: : a bank loan to, open her travel agency.

. ‘ i Text: The Business Plan ' ‘ ,j‘
' .o " How Much Money ‘Will You Need7i

A . “Fixtures and Equipdent '

) .“: ’ Space Age Computers! -

, . Noiw What About That Stagﬁmept of Financial Need7

-
. . ° [y

. : Points £o Cover: " T~

. . ' .

1. A personal(resume will have to accompany the business plah .and
. the statement-of financial need. You may want to bring in
examples of gompleted nesumes and discuss how to write a good
e YN resum . . oo N :
3 . . . . 7~
- 2, Business plans are also difffeult to write. They should be
» : well organized and show'a carefully planned business strategy. ‘
“e e You may want to-'bring in examples of business plans, for a.
variety of bug}nesses and shatre .them with the class. Banks
and lending-institutions may be able to provide you with
.examples of successful business planse
3. Computers are fast becoming essential to the travel business
_as well as many other businesses. Fifty years ago people were
‘suspicious of .the tygg %;ér, now we can't do without it. The
same thing is happen’ ng with computers. You may wish to dis=-
cuss the impact of the computer industry on today 8 businesses
. and the eﬁfects computers are haying on business practices.
D

%

. ‘:%“ij% . ' Y -
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. ITII. Responses to Individual Activities

- a

. " 2 .
1. STATEMENT OF FINANCIAL NEED N
1 ., Starting Expenses Money on Hand
Salaries $1,200 Cash on Hand $11,000
Building Rent 1,000 ifts or”Personal > 6,000
Repairs and Renovations 2,000 Loans . .
. Equipment ‘and Furniture 2,500 Investment by 0
Suppliés and Forms 400 - Others
Advertising & Signs 3,000 * o .
Licenses 0 TOTAL $17,000
Utility & Phone Deposits 100 ., . ‘
- Conference Fees & - ]
, | Applications 500 T"""—i
. Legal & Accounting Fees 1,000 TOTAL STARTING EXPENSES ® $19,900
L Printing & Stationery . 500, )
) Subscriptions . 500 . TOTAL MONEY ON HAND $17,000
* Insurance & Bonding . 200 . TOTAL LOAN MONEY NEEDED $ 2,900
Franchise Fee ) 7,000 ? ' .o *
TOTAL $19,9bo |

Responses will vary, depending on §tudents' individual inter-
ests and concerns. The main topics in a business description
are listed in the student guide. Students should include as

_much information as possible on these topics.

y

: IV. Responses to Disgussiom Questions

1.

<J

& . * -

A business plan is necessary to convince the bank that you are
a good busimess risk and that your business is worth investing
in. In addition, a business plan will help you plan your
business carefully, anticipate your financial needs and the

risks involved, and plan your sttategy for success. .

© * -

A bank may deny you a loan if it feels that §oh are not a good

business risk. For example, your reliability may be question-

ab;e, you may lack the needed business management skills, or
there may be no need for a travel agency in your community.

.
[y

You can apply to another bank_ or lending agency. In addition,
you should carefully review your loan application and business
plan and improve upon them where needed.

Students may differ in their® responses. However, Van's best
bet is prqbably to borrow the money from the bank. Althouygh
the interest rate is 167, he will have three years to repay
the loan--money and time that may be needed for his business
to become well established.” Also, Van will be establisPing a
credit rating with the bank. .

.
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V. Group Activitz

-~

“
This activity is designed to give students practice in writing
a business description based on information provided in the case

. . study and the text. Give students feedback on the completeness of-

the business desacription with respect to the coverage ofﬁ

<

1. Business type and name
- 2. Services to be offered
3. Businéss location and reason for choice
.4. Potential customers
5. Competition , . S
6. Plan for competing
3 7. Plan for running the busipess and keeping it succegsful.

) Also give studens an overall opinion about how persuasive the
\\\\ "» business description is--that is, how likely you thidk it is to.
get_them a loan and why. x5, '

Unit 4 - Being in,Charge {1 ¢lass period) : -
“\,‘ o \
I.. Vocabuiarz: maximize wages
T extensive compensation ’ )
5 bgnefi\tg (‘nmmun'irat:‘lnn" -

i ‘
N by
1. Case étudy: Danielletalks about her hiring practicies and her
) staff and the pay plan she uses to keep staff enthu-
siasm and motivation high.

-
+

- Text: Blilding the Business
Hiring
Communication is the Key . L

+Additional Points to Cover:
e
. [N »
1. You may want to talk about want ads, public and private
employment agencies, and referral senviceé‘\and how they are
- ) used by both employers and employees.

2. Thereé ére'many other aspects of employer-employee relationms,
‘that you may want to cover—-raises, time off, firing, profit
sharing, etc. Role play these situationms if destred. -+

i‘ 3. You may want to lead a djscussion regarding the importance of
establishing jood communications afd good employer—employee
relations (rather than employer—-friend relations).

\
III. Responses to Individual Activities$ , ' )

1. Good staff manégement'can heég'your store in_the following
ways. .- . ) .

-

’ 4
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Responses to Discussion Questions

. r

a. Sell skillfully to clients to maximize the amount of salebs . .
and minimize the number of mistakes.

b. Identify the needs of the client and improve customer
satisfaction. . ‘

ce Keep financial dnd other records (inventory, bookkeeping,

accounts, bills, etc.) so that losses through oarelessness

are kept low.

The ATC requires that either the pwner or the agency manager

have at least two years of full-time experience in ticketing,

selling, and promoting travel.

a. F; the 'owner should take certain key respomsibilities‘in
the business—-such as personal management and long-range ¢
. planning. Other tasks such as sales and bookkeeping can be.

delegated. '

b. F; it is just as necessary to have §ystematic application 7
and ‘interview: procedures in a small business as it is in a
large one. i )
»

.

Possibih\iesponses are
a. shyness, lack of assertiveness during interview (may mean

poor sales ability) ~
b.‘inability to communicate well with pdople . .
c. messy physical appearagce, which may ‘petract from the L ) )
candidate

2
r

A written store policy will inform staff members about work
assignments, fringe.benefits, working hours, compensation,

etc. These are the rules and regulations of ‘the- agency that -
should be followed. Since they are written down, no one can

claim "they just didn't know." v

1.

-

The salesperson must estabLish rapport with customers and find
out what their needs are in order to give them personaiized
attention. R

- -

- ;
)

You shoulh think twice about hiring this person. If he is an .
exceptional salesperson and if he is only one of a number of

employees in your agency, you may consider hiring him on a

trial basis. Hdwever,. you should be looking for salespeople

who are reliable as well ag qualified because th&ir perfor-

mance will reflect on the image -and reputation of your agency.

Student responses to this question will vary. Personalized
service and attention will probably be the most common
response, However, all other reasonable responses are
acceptable.




Student responses will vary. Tony is obviously a hard worker
‘and deserves a reward/incentive for his work. In order to
keep Tony satisfied, 'you should consider giving him a raise.
How much of a raise to give will depend on how much’you chn
afford. However, other employees may resent this display of
“favoritism.” An alternative suggestionm would be to implement
some kind of profit sharing strategy, where a salesperson can
make a commission based on volume of sales above the base
salary, This may reduce tension and negative feelings among
employees and provide an incentive for increased work activity.

.

Graup Activity - ' - -

fhe purpose of this actiﬁity is to sensitize students aboyt
the need to be clear about employee requirements and the interper-
sonal difficdlties in interviewing people for jobs.

Select two students to assume the roles of ,Danielle and
Gloria. Have students observe their performanc%‘ and then divide
the class into several small discussion groups. " Have the students
discuss and critique the role-playing scene. Encourgge students
to generate lists of concerns that should have been addressed in
the interview situation. Discuss theje 1lists with the whole ¢lass
and generate guidelines 'that can be uged in interviewing employees

‘for a job. .

Unit 5 - Organizing the Work (1 ciéss period)

I.* Vocabulary: confirmation estimate
' automatic time-consuming
II. Case Study: Danielle talks about how she plans trips for
customers. 7 .
‘TeRt: The Source of All Things: Your Suppliers
. Selling Travel ) )
Ticketing and Itineraries
Who's Going to Do It and When?

.

I1I. Responses to Individual Activities
L

- 1.

TRAVEL PLANS

o San Francocs Lrgvi, T ARRIVE TAIREINE]FLT CLASS HOTEL? REMARKS |

ro 10:52 am 2:30 pm §| TWA 147 Sheraton
Denver

1o 4:15 pn 5:57 pm [Frontiey 23 Holiday jsubcompact

Kansas City

1




2.

. 3
An itinerary lists.all the travel arrangements that have been

.» made for the customer—--class of service, _costs, dates of

travel, and accommodations.

An .itinerary will tell the client

‘records of-all arrangements and payme

what has-been done for him or her and

s a way_of keeping
nps\made., 7

(\\\. 3. A ticket includes the following information:
e where and how the passenger is tréveling;
e the type of payment for the _ticket; ' o T
e the class of service, fAight number, and date of travel and, ,
e all the information necessary for billing’ purposes.

4. The general rules for arranging itineraries are: - ¢
e don't plan too many stops;
e 'avoid one-night stops whenever possible;
e schedule at least three nights in major cities;
» e mix the types of transportation on'a tour; and

e double-check all completed work. .

1v.

Responses to Discussion Questions -

7

1.

. /

A work schedule will tell you who is doing what, when it >

should be done, and when it is done.

Schedules may 7" be

“thrown

off” by any unexpected event.
sick or arrive too late (car p
assigned work; a task may take

For example, an employee may be

ngblgms) to complete alﬁ the
onger than expected tb com- ,

’ plete; the computer or any other office equipment may malfunc-

.l
lard
JI

tion on that particular da

demanding attention, anothe

reservations and plans t

an irate customer may come in
ustomer may want to change
t Have already been confirmed, etc.

You should find out what they want. What are their interests?
What type,of vacation activities would 'they enjoy (sightsee-

ing, resort accommodations, sports, etc.)? Do they want to

meet people? Get-away from it all? For how long? How much,
Jndependence do they want? How-much can they afford to pay?

All these considerations will affect the travel aTrrangements

you make for thegﬁ“

{nur'suppliers ané'thg transportation companies, tour com-

panies, and accommodations that you represent and "sell" to .
your cugtomers. ' Your major suppliers will be the airlines;
éirling ticket's mé& account for up to 75% of sales. Gener-
ally, the suppliers you represent should be trustworthy and
reliable. The firgt thing you should do when you start to
organize your wor *is to make sure you and your staff know who
the suppliers are,“their histories (and reputations), and the
types of services they offer. . -




Group Activity . s .

The purpose of this activity is to give students an awareness
of the need to organize and Wanage work loads. - Student estimates |
of time required and responses to this question will vary. How-
eve in terms of which of thesé tasks could be put off for

anot er day, student responses should reflect a semnsitivity to
work priorities. L N

M '

The most important and immediate task is dealing with a dis-
satisfied customer. ° The ‘least important task is reading the junk
mail. The bills arg probably not due immediately, so_ they too can
be put off for a.while. ro.

Writing out the weekly' payroll checks should be your next ’
highest priority. Your employees willshave bills to meet and’
payments to make and you must provide théir payroll checks on -
time. You can reschedule your meeting with your tax consultant as
well as your consultation about redesigning your Yellow Pages ,ad,
since there is no.immediate date'for either activity.

b4 ¢

. ) Y
Unit 6 -~ Setting Prices (1 class pefléd) ~;
I.. Vocabulhty: break—eVen point’ itinerary u %
. of fset guarantee >
gross sales B deregulate
! ass profit recession .
net profit inflation ] ! (3‘ 2
credit ' . T :
© . II. " Case Study: Travel agents do not determine ticket prices. These

are fixed by the carriers. Profits come from the .
commissions on sales, which are also fixed and low.

- Danielle talks about how this affects her business.
Text: Who Sets Prige ! .

What about Profits? . L

Hunting Down Business Accounts .

Selling Dream Vacations,
Selling Package Tours
+ Group Tours .
> But Now the Rules Have Changed ° '

\

Additional Points:

’ -

3 _ .
\\\//‘_J;R The low profit mjréi& in the travel business affects employee
. salaries, which also teud to be very: low. This is usually

true when a new travel agency opGNs. of course, the owners
hope that a high volume in-.gales will lead to higher profits,
and &hat eventually they will ‘all be making éarger salaries.

4

o« 5 -

3

3

-8



- S

III.

Iv.

‘N
X o \
‘. N -
* - .=
, .

~ e °®

You may.want to discuss the problem® of "undercapitalization"
and poor financial planning as they relate to travel agéncies.
Mention ways in which owners of travel agencies cope until

they begin to show a profit.. .’

@ . v

_Responses to Indibidual Activities ' NN

1.

2.

Responses to Discussion Questions

3 * b r

The "break-even point”: is when. Ghe incpme from sales is just
dufficient .to pay for all costs (operating expenses, salaries,
rent, etc.), without any surplus that can be called profit. ‘
The travel agent does not .set ticket prices. Prices are ¢3
determined and regulated by the’ maJor carriers (who may in"*»
turn be affected by fuel'prices, labor and equipment cdsts,
load capacity of the airplanes, ec. ). The ma jor carriers

also determine the commission on sales paid to the travel

agents-—-which tend to be- low. The combination of commission °'

.rates and the volume of sales determines profits.
Gross Profit = $800,000 Net Profit- = $800,000
: X +10 ‘ X .02
$ 80,000 g K $ 16,000

The tour package has been pre-arranged by‘the tour company,
ofteh at spetial group ratas. 'If you sell customdzed Jvaca-
tions, you must be able to sell the itinerary to yeur cus-
tomer, and you must know the faré, schedule, and lodging

alternatives. You will be responsible for making’'all the
reservations and bookings. The time and effort it will. ‘cost
the travel agent may equal or even exceed the commission
earned! ) s

.

,

1.

~

‘2.

v

4

k] -
Deregulation has led to a general - -reduction ih a#r %ares and a
general .increase in travel business.~ But because there is no -
centralized control system, flight, schedules and fares change
rapidly, with little or no warning. Computers have assumed an
increasingly important role in travel agencies,. ;singe they
help travel agents keep informed ard updated on travel

.options. In addition, vacation travel, which.was once

seasonal, has started tos¢stabilize, as people are .anxious to
take advantage of "special rates” any time they are offered.

In order to receive commissions on air ticket sales (which'may
comprise as much as 75% of your busihess), you must be-an AIC '~
and TATA member. AIC and IATA contract with the travel agent,
who represents the airlines to the public., A travel ageht
must meet ATC and IATA rules and regulations to'maintain mem-—
bership and to make commissions.

.
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Group -Activity

The purpose of this thivity is to introduce studa?;s to the
diversity and- range of travel options that are available through
travel agents. The activity requires them to evaluate the tour
packages they identify in terms of what they get forgthe money
spent. , .

It is unlikely that students will be '‘able to get all the .
information they request,*and it will be difficult to_make fair
comparisons among tour packages. However, if they were planning
to take a vacation, they would have to make similar choices and
comparisohs as a consumer. Encourage students to evaluaté tours
from this perspective. Mhat is the "best” investment for their
money’ Why? Y

o

f ) '

o -

Unit 7 - Advertising and Selling (1 classp/eriod)

—

I, Vocabulary: refer " appeal ,
i media logo '
impressions brochure
X promotion conclusion
‘ campaign circulation ' .
. II. Case Study: Danielle talks about word-of-mouth advertising and 1
- some of the te¢hniques she has used to advertise rand
! promote her travel agency.
7 Text: ,Why Advertise?

What Kind? Where?
In Addition... -
Qualities of a Good Ad

s

, Additional Points to Present:

d o .
. .1y It's useful to bring in advertising from different sources for
oy ' - students to look at before they read thé unit. Listening, tQ -
.ads on TV or the radio can help too. ‘
-} s . R
“ . 2. You may want ta have the students role play the fravel agéﬁé&
- ‘ ‘owner going out to introduce her- or himself to potential busi-

' ‘ ’ mess clien

Remind students that these experiences can be

ILI.

: . : : quite negafi

and that they . should be prepared for this.

ﬁesépnses to Indiv ual Activities . !

_ A good ad should be informative, simple, and truthful. It
spould be easy for the reader to reco nize as well-as visually
attractive. Illustrations and graphie designs will help get

- people's attentiom® A good ad should show the benefit to the
reader--why they should use a patticular travel agency and

"what's in it for them."”
Loy

. . 18 2\;
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2. Students should be encouraged to be imaginative and creative

in their designs.

of Indian tuins in Mexico.

Ads must include certain vital .
facts—-the name and address of the agency, husiness hours, and
telephone number. )

.

- N ;
b) A

: c) B ~
d) D , . - -

.

4. The answers t® this question hillivary with the policies of

It may be helpful to direct their attention
to certain themes such as winter vacations in Hawaii-or tours

the local phone company. . o

IV. Responses to Discussion Questions _

V. ° Group Activity

* theme.

-t

. X . . o
1. Acceptable responges may, include lectures, raffles, travelogs,

charitable contributions, or involvement with business and

cqumunity groups. Students should be encouraged to. be. imagi-

native--e.g., combine a fashion show of the latest designs in

ski apparel and equipment with a presentation of available
“'vacation packages to pdpular ski resorts.

2. Schedules, fares, and traved packages may change daily.
Price-conscious cénsumers want  sp&cial deals and the lateét
fare and rate reductions. Therefore, these special ads serve
an educational function ‘and promote goodwill as well as help
attract clients and sell your services.

Y

oty -

The purpose of this activitty is to sensitize students to-
advertising themes and to encourage them to create their own
You may wish to lead group discussions on how the travel
industry advertises, and what the images used to advertise 'travel"
communicates to the buyer. How are thése images effective? Make
sure -students' ads have all the qualities- described in the text.

. L.

Have the clags choose the best one. ’
. { \‘
Unit 8 ~ Keeping Fipancial Recoxds {1 class period) ‘

Vocabdlagz: mysterious

reservation -
< * automatically
P confirmation 4,

blacklie¢ ‘ .

- ’ 19 .
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Case Study: Danielle talks about the importance of keeping
4 accuratg and up-to-date récords of her business.

.Text: Why Keep Records?
Giving Credit-
Reporting: The Monthly Cash Sheet

Additional Points to Present:

l. This unit was designed primarily for use’ by students who have
not had any bookkeeping experience. It may be too simple for
those students who haVe already studied bookkeeping.

Y
Many smMall businesses use a bookkeepeg or accountant to com-
pile records for tax purposes. The financial records that the
,business keeps are usually thé basic ones from which the book-
kéeper or accountant: works. :

Some small business owners keep few or no financial records.
Such businesses take a big-.risk if they are ever required to
account‘for their transactions, or if the IRS ever asks to see
their books.

”

D

Responses to IndividualfActivities

——

1. There is a thriving black market in stolen and illegal ?;ggégl
cards. All credit sales should be checked before you ve the
Tustomer the ticket to en3ure that:.(l) the credit card has
got been reported stolen, (2) the customer is not going over
'his or her credit limit, and.(3) the card is still valid and
has not expired. v

. A Y ~
"If a travel agency reports monthly gross sales of $50,000 gnd
an average percentage rate of 8. 54, the company has earned - -
*$4,250 in commissions. . Tk s . :
An itinerary will inform the traveler of all arrangements you
"have made as ;Eil as costs, taxes, and schedul?s. It is a wayt
of ensu;ing that all the travel arrangements are to the cus-—
tomer's satisfaction, and that the amount of -money charged

accurately reflects all costs. ! .

bi the monthly. cash sheet provides a summary of your finmancial
records. It does not provide detailed information for spe-

cific "days or the type of tickets sold.

-

Respoilses to Discussion Questions
~—

+

1. People expect businesses to honor credit cards. Despite the
recent in¢reases in interest, credit cards have become an
essential ‘element in business. Credit cards make buying
easier and more convenient. If it is convenient to do busi-
ness at your agency, people will be more likely to come to

<

s
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N 7 ¥ou., In return, you don'® have to. worry about sending out
‘ Mtlls or collécting on "bad accounts’ .because the card com-
) panies take these responsibilities. =
On the other‘hand each time a credit sale is made, the card
must be checked to make sure it has not been stolen gr "brack-

. listed” because the bills have not been paid. If the sale is

ot , made without this check and the credit card is bad you may be
’ >~ responsible for this cost and/or the card company may decide

y, ’ " that it can do without your business. ,Also, if you have a lot
. A h of credit sales, this may lim{t your cash on hand, since yoéu

N . hqye to wait for the card company to reimburse you-
2. It is important 'to keep records of your travel arrangements, so
g you will know what has been done for the customer—-and if"
there is .a misunderstanding, error, or omission, who is to be
held responsible. Good financial recordkeeping forms the
basis of the profit/loss statement and other summary reports
that are important for tax purpgies -and for letting you know
how well your business is doing. '
+ 3. A monthly cash sheét will give you a good idea of your monthly .
Ve ) gross and net profits and the "success” of your business in ,
terms of sales (for example, maybe you should be trying to ;4;-*
sell more tour packages and increase your commission percen-. !
tages). Many businesses don't do this because completing a ;;,%:
‘ . . monthly cash sheet can be a time-consuming process, and it can .
M "be extremely difficult if your bookkeeping system is inade- .
quate to begin with.

.'. ‘. 24

V. Group Activity : - ) . .
. ) v ' A travel agency owner might’ have to make any of the following
* decisions—-whether to:

" N

. take a smaller or larger salaryh
take a vacation or work longer hoursj A .
e db more advertising; ' ) ' .
lay off employees;- . 5 : %?’

get ‘a bank loan §6 pay back bills or to expand the business,
offer new or different services; .
change locationg; or - . .
cut down on operating expenses.

' 1

o . -

‘e o!o d oo oo

Good financial mpcords will give the owner inforihation on

. * where maney has been spent and how much has been brought in. He ™~ ‘
or she can assess the "health” of the business and then decide
' , - whether to expand or “"cut back.”
» ¢
; f ‘ : N
o L T
) - v A} £ 3
PR ] ’i .
> N




L SN

v e
¥ . ‘
Unit 9 - Keeping Your Business Successful (1l-class period) ' ‘
I. Vncabulary: computé
|~ o formula ’ \ D
expand - L
‘ alternative

II. Case Study: Danielle talks about her reasons for not wanting te
: expand her business. --. ) Homis -

Text : 5 4

ext:- Keeping Track of Profits
What Is Net Profit?
Figuring Out Your Profit and Expense Ratios
How to Change Your Profit Ratio
Expanding Your Service

Additional Points to Consider:

1. Some of the decisions business owners have to make are hard
ones, such as firing or laying off employees. But'sometimes
this is necessaty, particularly if the survival of the busi-
ness is at stake. You may wish to lead a discussion on "how
to let people go-—~the nice way." :

g ’

2. 1In this ‘unit, also, yow may want to stress that there are many
reasons to own a business. In-the travel uUa;ﬁ&SS, monéy may .
not be the mest influential one, particularly since the profit ‘
margins are so low! However, the travel business offers Some ,
' opportunities for “"glamour” and travel. Ma eople enter
this biusiness for these reasons. ﬁ?;?

III. Responses to Indivfdual Agtivities . ' -

1. a) Net profit is the amount of mone}*left over after you have
- - subtracted a{i your operathg expenses from your revenues.
Profit ratio s net profit divided by revenues. Expense
ratio is expenses divided by.revenues. (Together they

Should add to 100%.) These two ratios can be used to “
evaluate the financial standing and potential growth of the
.agency. g
b) Revenue in the travel business does not refer to the gross
amount of sales. Rather, it refers to the total commission ’
income you have made’ from your sales. .
] . ' R , ‘ 3 .
. 2. The higherycommision sales are generally'vacation plang and §i¥¥
tour packages. If you focus on these sales, you may lose your
) commercial accounts,-which tend to bring a low but steady *
! < flow of business into your agency. Business travelers may .

also want your services in making ‘their vacation plans. On

. the other hand, an emphésis on tour packages and vacation

e : plans may help you develop a distinctive image and reputation ‘
~a fot your agency. Whereas you may get fewer customers, the
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amount of commission you make on each sale ma} enable'you to:
reduce your workload a little and still bring in a good profit.

3. If you increase the number of sales, you will increase your
workload; you may have to invest in additional employeeS, |
furniture, equipment, and .supplies. You may not be able §o |
supervise the work as easily as-before. ' However, increased., ‘

' sales should contribute to increased commissions income .
(although the average rate may stay the same) and contribute :
to the financial success of the agency . . .
. .
4. Profit ratios can be increased by increasing the number of . .
sales, selling tickets that pay “higher ecommission rates, and ,
reducing expenses. .

v
» . 2

A i

”» . «
1v. Reéponses to Discussion Questions -

. 1. Some travel agents prefer to remain small in order to maintain
the quality of personal service and sales in their agencies.
Larger agencies mean more work and more people to supervise. ,

2. Any reasonable responses are acceptable. Generally, increases
in fares and are the primary reason for gales to deqline ‘in 4
the travel business. The new system of "net fares" and /
increased operating costs can also make profits fall.

V. Group Activity .

The purpose of this actiVitj is to summarize the module. The
individual units all have to do-with planning the business and can
be used by students as resources. )

# . Students can do this activity individually or in small groups
and share their results with'the class. This activity can also be .
used by students as a self-assessment tool to evaluate how-inter-
.ested they are in the travel business now that they have been )
introduced to some of the "ins and outs.” .

.

Summary (15-30 minutes) .
If desired, the Quiz may be given prior to summarizing the module and
doing wrap-up activities. .
L]
The Summary gsection of the Student Guide covers the main points of
the module. You may wish to discuss this briefly in class to remind stu-

dents of major module topics. .
) s

Remind students that their study of this module was intended as an
awareness activity so they could Consider éntrepreneurship’ as a career
option. Their introduction to the skills required for successful small
business management has been brief. They should not feel that they are
now prepared to go out, obtain a loan, and begin their own travel ‘agency. -

t -

-
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More training and experience are necessary You can suggest at least

. thede ways of, obtaining that experience: one way is to work in the busi-
ness area in which they would eventually want to have their own venture;
another. is .to go " to school (community colleges are starting to offer AA
degrees ‘in entrepreneurship) ¢ ‘ »

This is a good time to get feedback from the students as to how they
would rate their experience with the module. Could they identify with the
characters portrayed in the case studies? How do they feel about the -

learning activities? C ' *

3 You may want to use a wrap-up activity. If you have already given
the quiz, you can go over the correct answers to reinforce learning. Or
you could ask class members to talk about what they think about owning a
small business .and whether they will follow this option any further.
oL - .
buiz (30 ‘minutes)

ey . S ’
-The quiz may be used as an assessment or as an optional study tool
for students. If yoy wish to use the quiz for -study purposes, duplicate
and distribute the answer key to students. In this case, student

. aphievement may be assessed by evaluating the quality of students par-
t;cipation in module activities. .
N . K .
LTy Quiz Answer Key
1‘0 b i
4 -
2. d “ . )
\ .
3. d " .
4., ¢
5. . d Y ‘—\l
6. C‘ M o
~. » .
> . /
8. a ’ 7 /
/ .
9. ¢ , ;
10.. ¢ ' .
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ERIC

Aruitoxt provided by Eic:

13.

14,
15.
16.
17.
18.

19.

20,

.

$40,000
$19,000

gross profit:
net profit:
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Objective 2:

v

GOALS AND OBJECTIVES

To help you plan your travel ,agency.

Objective 1:
customers,_

Descrng tie products, services,
and competition of a travel agency.

List the personal qualities of a
successful travel agency owners

(K}

L4

Objective" 3: List three ways to help your businéﬁs

compete éuccessﬁullylwith other travel agencies.’

. ! i .
Objective 4: Lis‘a'oné or more legal requirements
for operating a travel. agency. . P

<

To help you chqose the right location for your
travel business: .

L L
v

Objective 1: List three thing# to think about in
deciding where to locate your travel agency. <

Objective 2: Choose the best locatjon for‘gkening_
a travel agency.

-

‘To help you plan«ho&‘toﬁborroﬁ money to start your

travel agency.
)

A . i \ N
Objective 1: Wr%gl a business déscription of your
travel agency. - N
Objgctive 2: Fillrout a form showing: how much
mon€y you need to borrow to Btart your travel
agency. i »



A . \-
Goal 4: To help‘yau select 1Ed manage the,pedble who wérk
with you. -

X
Objective 1: Decdide how to divide the work of
your travel agency/among your employees.,

Objective 2: Describe the type of supervision or -
traiping you might give your employees.

Objective 3: From a list of-job applicants, pick
the best sales person for your travel agency.

-

Goal 5: To help you organize the work of your travel
agency.

Objective 1: Fill out a travel itinerary for a
customer.

Objective 2: Give a deécription of the.type of
work and organization needed to operate a
travel agency.

.

: To help you decide how to seé tﬁe prices for your
travel services. .

Objectivg'l: List ffactors that affect the prices
of'ticketé and fares for your clients.

Objective 2: Calpulate the gross and net profits
from ticket sales and commissions.

4

-

To help you learn ways to advertise your travel
+ agency. ' -

-

.

Objective 1: List ways you can advertise your
— travel ;agency. :

Objective 2: Design a printed ad for your travel
agency.

e
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Goal 8: -To help you learn hdw to keep financial records

for your travel agemcy. -
N

&

/- y
Objecthye 1: AFill out a monthly cash sheet that
records money coming in and going out of your

businesg.

¢

To help you learn how to keep your travel agéncy
successful. ’

’ . ’
t

y :
Objective 1: Figure out the net profit, profit
ratio, and expense ratio for a travel agency.

Objective 2: Describe at least one way to increase
profits.

o
Objective 3: Suggest a way to change your business
to increase sales and attract more clients.
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