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Muhammad Hasan Al-Mamun

Assistant professor
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United International University

Subject: submission of Internship Report

Respected Sir,

It gives me immense pleasure to submit my internship report on Service Marketing Practices of Red Green tours and Travels. In this report, I have tried to describe my experiences; all the works presented here are done with utmost sincerely and honestly. As part of my internship, I have served in Red Green Tours and Travels for three months where I have not only gained real-life work experiences but also understood the process of the several departments and their various aspects.

Besides the explanation of my on the job experience, I have tried to identify the uses of service marketing on Red Green Tours and Travels. By this, I learn in-depth knowledge about the uses of service marketing mix, marketing triangle and the challenges that Red Green Tours and Travels faced. Additionally, working in a tour operator provided me the real-life experiences of the uses of service marketing. I tried my level best to complete the report meaningfully and correctly, as much as possible, according to your guidance with basic academic requirements.
I, fervently hope that you will find this report worth reading. If you have any further inquiry concerning any additional information I would be very pleased to clarify that. Hope you will appreciate my hard work and excuse the minor errors. Thanking you for your cooperation.

Yours Sincerely,

Mohammad Abdul Kader

ID: 111-141-268
BBA Program

School of Business and economics

United International University

In 21th century tourism is one of the fastest growing industries of the world. It has a wide variety of impacts over socio-economic condition, economic development, infrastructure development and many other things. In Bangladesh, tourism is getting popularity day by day. Tourism industry is consisting of different business sectors like accommodation, transportation, recreation and entertainment, leisure activities, food and beverage production and service as well as other support sectors. Today, tourism provides different kinds of goods and services to different types of customers. This wide area of business is creating a large number of opportunities. 

In this report, I have tried to identify the practices of service marketing of red green tours and travels as a tourism service provider of Bangladesh tourism industry. This report is consisting of evaluation of service marketing mix, the 7p’s of service marketing.
As a travel agent red green tours and travel has developed a strategic product line to meet the demand of its potential and actual customer market after an extensive market research. Red Green Tours and Travels offers attracting price for different kinds of goods and services to different customer base with satisfying quality. It always tries to keep the price fair and provide the maximum value for money. Red Green Tours and Travels has chosen Narayanganj to set up the office to use the maximum potentiality of the stuff. On the other hand the suburb area of Dhaka is an attracting market for new start up. As maximum travel agents have a trend to stay within the city area. Location like Narayanganj that is not very much far away from the main city has a growing market for tourism. In this modern era, marketing and promotion is very much important for any kind of business. Red Green Tours & Travels has selected the buzzing online and social media for its promotional tool. Besides this personal selling with some printed media are also used. The utmost priority is given to the positive word of mouth. 
For a service industry physical evidence is very much crucial. It develops trust to customer’s mind and ended up to the positive buying behavior and satisfaction. Red Green Tours and Travels has nicely decorated permanent office with trained and experienced employees, signboards, markings, banner and other evidence to prove their professionalism and responsiveness to the nature. It has its own employee hierarchy with attracting designation and monetary benefits. The employees are educated, trained and experienced about their duties and responsibilities.   Besides these existing and potential customers, satisfied service takers and well wishers are on its side in the business competition. For providing any kind of service Red Green maintains a strict manual to minimize miscommunication, service error, profit loss and to ensure the transparency of the operation. Usually it follows a 4 step processes to provide a service to the customer. 
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CHAPTER 01- INTRODUCTION
1.1 Topic In Hand 

Services Marketing refers to the marketing of services as against tangible products. services are intangible, cannot be stored, service offerings are unique and cannot be exactly repeated even by the same service provider, the products of service is consumed simultaneously at the time of its production, service is perishable.

Marketing of services is a relatively new phenomenon in the domain of marketing, having gained in importance as a discipline only towards the end of the 20th century.

Services marketing first introduced in the 1980’s when the debate started on the “is service marketing doffer from product and need separate discipline”. Prior to this, services were considered just an aid to the production and marketing of goods.

At 1980’s the service sector started to grow and contribute to the GDP. At that time, academics and marketing practitioners began to look at the marketing of services in a new view. 

By the mid 1990’s, Services Marketing was firmly entrenched as a significant sub discipline of marketing with its own empirical research and data and growing significance in the increasingly service sector dominated economies of the new millennium. 

1) Product 
Product is the core offering of an organization. This is “the ultimate thing” that will offer to the customer to fulfill their needs and to satisfy them. A product of a service organization is intangible and perishable,
2) Price 
Price is very important to satisfy a buyer. Customer guesses the quality of a product by its price compare to its competitors. A higher price with high quality product can highly satisfy the customer.
3) Place

Place often offers value like – utility to the customer. A service organization should closer to the customer. Place can increase the probability of purchase.
4) Promotion

Promotion helps to create a positive perception about the product and the organization to the potential target audiences. Promotion leads to brand recognition. Many different promotional tools are often used like internet advertisement, special events etc.
5) People

People are crucial in service delivery. People can be employee, customer and potential customer. Intensive training for your human resources on how to handle customers and how to deal with contingencies is crucial for your success.
6) Process

Process is important to deliver a quality service. Service is intangible. So, processes are very crucial to ensure the standard of the product that the customer is getting. Process mapping ensures that your service is perceived as being dependable by your target segment.
7) Physical evidence

Physical evidence affects the customer’s satisfaction. Often, services being intangible, customers depend on other cues to judge the offering. This is where physical evidence plays a part. Table, chair, signboard are example of physical evidences.

· External Marketing:
External marketing is any communication to customers (or potential customers) that happens before service delivery starts. External marketing occurs between the company and its customers.
· Internal Marketing:
Internal Marketing occurs between the company and its employees. The employees are a market which they must please first as a company. The leadership team focused on satisfying its employees so that they want to better serve customers. Internal marketing involves motivating employees to work as a team to make customers satisfied. 

· Interactive Marketing: 
Interactive marketing occurs between the employees and the customers. Interactive marketing occurs when employees and customers interact. Interactive marketing is a strong way to influence customers. It is here where the promises made during external marketing are either kept or broken by employees (sales personnel, consultants). 
1.2 Context of the Study 
The report on a travel agency named Red Green Tours and Travels. It is a service organization located at Narayanganj, Dhaka, Bangladesh. Red Green Tours & Travels is a new name in this industry but with their restless hard work and good service, good connection with sophisticated communication network they tried to earn good reputation in serving both inbound & outbound tourists with satisfaction. Red Green Tours & Travels has strived hard to reach a very specific high standard. The report will discuss about the marketing practices of the red green tours and travels like – how they practice the 7p of service marketing, the marketing triangle of red green tours and travels and the challenges that the service organization is facing at the time of practicing service marketing.
CHAPTER 02- 
ORGANIZATIONAL BACKGROUND & INDUSTRY PERSPECTIVE

2.1 Organizational Background

Red Green Tours & Travels has been started accommodating domestics travelers since 27thNovember 2016 from Narayanganj. After 3 years of working experiences at Narayanganj and other local agencies a door opened up, giving them the opportunity to serve now at Badda. Red Green Tours & Travel offers a myriad of travel services including Hotel Reservation and other travel related facilities. Red Green Tours & Travels have numerous services industry resources to find exactly what you are looking for at the best rates. Enjoy reliable, personalized service from their professional Travel Agents along with highly competitive rate for all of the Domestic and International travel needs.

Today, Red Green Tours and Travels has moved over to businesses involved in ticketing services, international ticketing and as well as domestic, forming strong ties with a host of airlines and hotels. In recent days Red Green Tours & Travels has trying to emerge as the fastest growing travel agency in Bangladesh.
2.2 Industry Perspective
Bangladesh is a land of beauty. Around 700 rivers, hilly areas, plain land, forests, beaches, history, monument, islands, weather, different cuisines, lifestyles, cultures, dialects, living style, construction habit are some major attributes of tourism here. A small country like Bangladesh has so many things to offer to domestic and inbound tourists that attract both domestic and inbound tourists. From the period of independence, Bangladesh is facing a lot of economic and political problems. To prepare a proper travel business environment it should solve these problems first. Bangladesh is trying to solve these problems as well as preparing a standard business environment for tourism. As a result, the numbers of domestic and inbound tourists as well as the tourism service providers are increasing day by day in a significant number. Government is making policies, strategies and regulation related rules and standards to shape this industry by the Ministry of Civil Aviation and Tourism, Bangladesh Tourism Board, Bangladesh Parjatan Corporation and other government stack holders of tourism industry, different NTOs are also involved in this process. Non-government agencies like TOAB and ATAB are trying to raise their voice for their demands and wants. And the industry is gradually having a shape with perfect policy, standard and rules. The impact of tourism in national economy makes it a focus point for government and business organizations. 
The contribution of Travel & Tourism to Gross Domestic Product is expected to stay the same at 5.6% (BDT465.8 billion or US$7690.3 million) in 2009-2012 to 5.6% (BDT1412.3 billion or US$15978.96 million) by 2016. With a real GDP growth for Travel & Tourism economy is expected to be 5.78% in current situation and to average 8.64% per annum over the coming 3-5 years. On the other hand export earnings from international visitors and tourism goods are expected to generate 5.78% of total exports (BDT63.5 billion or US$986.8 million) in 2009-2012, growing to BDT134.5 billion or US$1,473.4 million (3.5%) of total in 2019.These help Bangladesh Travel & Tourism economy to achieve 84th place in absolute size worldwide and 172 in relative contributions to national economies as well as 29 in long-term (10-year) growth.
CHAPTER 03- OBJECTIVES & METHODOLOGY 

3.1Objectives of the Study
The study intends to pursue the following objectives in its preparation:

1. To evaluate the development of the organization by focusing specifically on the milestones achieved in this process.

2. To critically review the application of 7Ps of services marketing mix in the context of this organization.

3. To evaluate the service marketing triangle of this organization focusing on the clarification of internal marketing, external marketing, and interactive marketing.

4. To come up with suggestions that can put into actions for the purpose of improving the performance of the organization.

The report titled “Internship Report on Service Marketing Practices of Red Green Tours and Travels” is prepared to satisfy a partial requirement of internship program supervised by Muhammad hasan al-mamun, Assistant Professor, United International University.
3.2 Methodology of the Study
As usually, the purpose of the work, we have, like any other social science or business subjects follow a specific methodology. The methodology which are followed in this report are given below: The historical method, the observation method, the interview. The data that is used can be classified as-
3.2.1 Primary Sources: 

The primary data are collected through interview of employees, general managers of Red Green Tours & Travels observing various organizational procedures, structures, directly communicating with the customers. Primary data were mostly derived from the discussion with the employees & through surveys on customers of the sales office.
3.2.2 Secondary Source: 
Different types of secondary data have been used in the report. Sources of secondary information can be defined as follows:
a) Internal sources
1) Tourist 

2) Leaflets of different kind of offers
3) Any information regarding the travel agency business.
b) External Sources
1) Newspaper

2) Different reports, essays related to the tourism business from web sites.

3) Company catalog
CHAPTER 04- FINDINGS OF THE STUDY
4.1 Evaluation of Service Marketing Mix
4.1.1 Product: 
Red & Green has a diversify verities of products. They developed their own line of products on the basis of customers demand. The products of Red & Green are –

A) Domestic and inbound tourism: A bundle of packages for domestic and inbound tourists. These packages are developed to provide the best benefit to tourists. These are-




01) Shankhari Bazar




02) Ahsan Manzil




03) Shadarghat




04) Armenian church




05) Padma Resort




06) Comilla-Moinamoti




07) Sunset over Shitalakhya




08) Jatio Chiriakhana




09) Shishu Mela




10) Shishu Park




11) Lalbagh Kella




12) Tara mosjid




13) Dhakeswari Mandir




14) Dhaka University




15) Jahangirnagar University




16) Jagannat University




17) Shangshad Bhaban




18) Muktijuddo Jadughar
i) Day Trips: Travelers can visit as many places on a day (8-10 hours) from the bundle of places mentioned below or choose all of the places within 3-5 days.
ii) Long tours: These packages include 1-10 days accommodation at each destination. The packages provide vehicles, local guide and hotel facilities. Some diversified line of those packages-
	01
	Village home stay
	07
	River cruise

	02
	Srimangal
	08
	Saint martin

	03
	Rajshahi trip
	09
	Bandarban

	04
	Khulna trip
	10
	Shajel vally

	05
	Chittagong trip
	11
	Shundarban

	06
	Shylet trip
	
	


iii) Tailor made packages: to satisfy every clients red green developed some tailor made packages. These are- 

· Excursion
· Educational institution trip
· Corporate trip
· Family tour
· Honeymoon tour
B) Outbound tourism: outbound tourism packages focuses on-
· Medical

· Pilgrimage

· Mice tourism

· Honeymoon tour

· Vacation

· Visa processing and ticketing
C) Logistics support: red green offers-
· Vehicles
· Local guide
· Boat and ship
· Interpreter
· Film and media support
· Hotel 
· Consultation
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4.1.2 Price:
In pricing decisions, the product or the service mix of the tourist organization is important. They have to set prices in line with the quality of services to be made available to the customers and the type of customers they are targeting. Pricing decisions are influenced by internal factors like pricing policy of the company, and external factors like the destination itself. They are required to think in favor of discounting price. These may include discounts for cash payments, seasonal discounts, trade discounts etc. But while offering the discounts, it is not to be forgotten that it may also create image problem since some of the value sensitive tourists may doubt the quality

Customers check quality on the basis of price. Red green tours and travels has made attracting price which is balanced with the quality of service. The price is depending on-
· Length of the tour

· Place of tour

· Number of tourists

· Off/On season

· Additional facilities

They have different types of price range mostly starts on 5000 BDT. Red green tours and travels has developed their pricing strategy which attract customers to increase their business with red green tours and travels. Red green tours and travels is implementing relationship pricing strategy. Some example of their price bundles are-
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4.1.3 Place:
Place is where organization’s products and services are made, seen, sold. Easy to access of customers to the products and services of an organization are the key to success. Easy to access ensures that customers can find the organization’s products and services.

Red Green Tours and travels located at-  

Tamim plaza(2nd floor),Media Center Gat Fatulla Stadium,Narayanganj

Dhaka, Bangladesh

Call 01676-801401
4.1.4 Promotion: 
Red green tours and travels use some promotional tools to promote its products. It includes-Social media: Red green tours and travels have a facebook page and facebook group. The link of the page is:
https://www.facebook.com/pg/redgreentouurstravels/about/?ref=page_internal
The link of the group is: https://www.facebook.com/groups/1194515900577728/
Personal selling: The main clients of red green tours and travels are corporate offices. To promote their products to various corporate offices, they use personal selling method. They have some highly trained personal seller by which they are quite well known in corporate offices. 

Exhibition: Red green tours and travels regularly organize various travel exhibitions. These exhibitions may 1-7 days long. They also participate on many exhibition held by others. For an example, recently they are participating ATF (Asian tourism fair).

4.1.5 Physical evidences:

The red green tours and travels is a service organization which is intangible in nature. So, they need to incorporate some tangible elements in order to build trust of the customers.
 Some of their physical evidences are-
1) Own permanent office: Red green tours and travels has own permanent office at Naranganj. This is their most strong physical evidence.
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2) Signboard: Signboard is a way of communicate-conveying message about the physical existence of a organization. They have some signboard to attract people and to show physical evidence.
3) Hotel: Hotel reservation for customers shows that they have strong connection with hotels and customers think that they are willing to stay in this field. Red Green tours and travels has connection in different countries’ hotel, Like- 
· Bangladesh

· India 

· Nepal

· Bhutan
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4) Air: Red Green Tours and Travels provide services as an agent of visa processing and air ticketing. It reflects their strong connection with airlines.
5) Bus: They provide services as an agent of purchasing Bus tickets
6) Boat: red green tours and travels provide services as an agent of purchasing boat tickets.
7) Consultation: They provide consultation for every type of customer. It is one kind of interpersonal services.
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8) Local guides: They provide local guide, interpreter for every type of customer and tour. 
9) Security: They provide security for every type of customer and tour when needed.
4.1.6 Process: 
Red and green wants to satisfy each and every customer. A delight customer is a loyal one. So, they are providing conventional and tailor made services which make the customer delighted. The process is developed to fit with every conventional and tailor made service.The process is-

The first step, of the process is attracting the customers by personal selling, word of mouth or social media. The physical evidence plays a vital role when potential customers visit their own permanent office or face book page and group. The customers can get sufficient information about the organization which builds their initial trust and helps to make a win win relation. The catalogue, consultant helps customers in the purchase decision.
The second step, is the details of different services that red green is provides, which helps customers to evaluate the price and benefit of each service and choose the best one from them. Consultant helps to evaluate by providing details of the packages.
The third step, customer chooses the package and inform to the organization about his ultimate decision.
The forth step- is about payment. Red green tours and travels take 30% of the payment as advance payment for chosen package. Rest of the payment is taken when confirmation is delivered. Payment methods are –
· Cash

· Bkash

· Rocket

· Nogod

· Mobile banking

· Online banking

· Check

When the payment is complete, all data is stored in both paper and computer documents. Red green is maintaining good data bank for future. After storing all data, the confirmation of the purchase is informed to the customer with needed information and details. Confirmation letter, e mail, SMS, Call is used to inform and the final stage is delivering the service at the best way to delight the customer.
4.1.7 People:
People can be classified in 3 divisions.  They are-

          a)   Employees
          b)   Existing Customer
          c)   Potential Customer
These 3 divisions are describing below-
· Employees:
Employee hierarchy of red green tours and travels is-

1) Chief executive officer: The CEO is at the top of the management. CEO gives direction to the managers and receives feedback from them.

2) Executive manager (Finance & Accounting): The finance & accounting manager is responsible for financing/investing/purchasing any type of assets and account department.

3) Executive manager (Marketing): The marketing manager is responsible communication, branding and continuing healthy relationships with stakeholders.

4) Executive manager (Operation): The operation manager is responsible for total operation process including human resource management. The strategic managerial decisions are initially taken by operation manager. Later discussed by finance & accounting, marketing managers and CEO.

5) Contact personnel: The contact personnel are telephone operators, secretaries, receptionists of the organization.

6) Sales personnel: Sales personnel are responsible for bringing the potential customers at the organization.

7) Consultant: Consultants provide advices to customers and influence their purchase decision. The contact personnel, sales personnel and consultants are highly trained to do the others task if needed. They keep a strong relationship among them.
8) Guide: Guides are expert and have deep knowledge in their own particular geographical area. Red green tours and travels provide special training to their guides.

9) Crew: crews provide logistics support and additional task needed to satisfy the customers.
· Existing Customers:
The actual customer is the market where travel agencies and tour operators are conducting their business. Actual customer/market of travel agencies and tour operators of Bangladesh tourism industry is the prime revenue generator. Different travel agencies try to run their business within different market. As a result the actual customers may vary from operator to operator. On the other hand location, price, environment and promotional activities separate organization’s actual market from others. Actual customers of Red Green Tours & Travels are mentioned in the following customer market of travel industry. 

1) Students of different schools, colleges and universities for study tour, annual picnic, annual sports event-prize giving ceremony etc.

2) Banks and other corporate organizations including MNCs, garments and other industries, small firms are actual customer of Red Green Tours & Travels. They are usually interested to annual picnic, AGM, business meeting, mice tourism, non-financial motivational trip, training facilities in home and abroad etc. 

3) Newly married couples for honeymoon and romance trip

4) Aged persons are interested in religious tourism particularly to Saudi Arabia and India.

5) Young people are seeking relaxation and adventure with side seeing trip usually to India, Nepal, Bhutan, Thailand and China etc.
·   Potential customer:
Travel agencies have a wide variety of customer bases. Though at the beginning stage of tourism development, the elite groups of the society was the primary customer and the religious outbound tours were the main product of travel agencies of Bangladesh. But after the overall development of living standard of the people and tourism industry of Bangladesh travel agencies started offering different types of products and services in a variety of price level.
Today the market of travel agencies is extended to the every stage of society. Almost every types of government and non-government employees, businessmen, students are within the circle of travel agency market. 

Specially identified potential markets of red green tours and travels are-

1) Study tours of school, college and other educational intuitions

2) Small student groups of different private and public universities

3) Annual tour of different department of different universities

4) Adventure tourism to less popular tourist destination  
5) Reverie tourism sector

6) Long duration tours etc.

7) Mice tourism

8) Bank and corporate houses
9) Garments and other industries
4.2 Evaluation of Service Marketing Triangle
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4.2.1 External Marketing: 
External marketing is any communication to customers (or potential customers) that happens before service delivery starts. External marketing occurs between the company and its customers. Red and green tours and travels use external marketing to make promises to customers. 
Forms of external marketing include:
· Advertising

· Personal selling
· Public relations (PR)

· Direct marketing

· Sales promotion
· Internet marketing
Red green tours and travels use external marketing to achieve many aims including:
· Creating awareness.
· Setting price expectations.

· Setting service level expectations.
4.2.2 Internal Marketing: 
Internal marketing occurs between the company and its employees. The employees are a market which they must please first as a company. The leadership team focused on satisfying its employees so that they want to better serve customers. Internal marketing involves motivating employees to work as a team to make customers satisfied. This is obviously true for customer service representatives. It can equally be applied to all employees. Marketing issues include training to the employees to satisfy the customers. Internal marketing requires involving with employees and let them know the goals and even problems facing the business. Internal marketing also can include a performance rewards system for employees who deliver the highest level of customer service. Key components of internal marketing include:
· Motivating employees

· Teaching customer satisfaction techniques

· Communicating company goals regularly

· Management of change

· Training staff on how to use the company’s services

· Good pay and working conditions
4.2.3 Interactive marketing: 
Interactive marketing occurs between the employees and the customers. Interactive marketing occurs when employees and customers interact. Interactive marketing is a strong way to influence customers. It is here where the promises made during external marketing are either kept or broken by employees (sales personnel, consultants). If the customers are satisfied with the service they received in the short-term, they will become loyal customers in long term by repeat purchase. The effectiveness of the interactive marketing relates back to the internal marketing efforts of your business.
The various forms of interactive marketing include:
· Personal selling
· Servicing the customer 
· Interacting with customers on social media 
4.3 Challenges of Service Marketing in the Context of Red Green Tours & Travels

· Uncontrolled Ground Level Transportations
Local transportation system of tourists like bus, minibus, auto-rickshaw, van, rickshaw are beyond the control of travel agencies and tour operator. Besides these, sudden HARTALS, blockage on the roads and highways, unfair pricing practice make problems. 

· Poor Local Infrastructure, Unplanned Development
Tourism is mostly dependent on local facilities and situations. Some places have very poor or no facilities like infrastructures, communication, support service, utilities support etc. On the other hand, unplanned development of infrastructures like roads and shopping malls always impose some obstacles to an organized tour. 
· Lack of Technical Knowledge  
Skilled workforce is one of the major challenges of travel industry. There is always a scarcity of proper skilled labor with enough experience and technical knowledge. With an unskilled person, a properly planned tour may result in a disaster. 

· Lack of Consistent Tourism Strategies and Policies
Tourism policies and strategies of Bangladesh is usually developed and imposed by the Ministry of Civil Aviation and Tourism along with Bangladesh Tourism Board. But here, the policies and strategies of tourism development is changed frequently. So, travel agencies and tour operators usually have to change their plan according to government policy though it take much time, money and effort.  
· Human Resources Weakness 
Unskilled workforce in not only tour operator but also in other sectors like accommodation, food and beverages, ground service, baggage handling, transportation, entertainment are not properly aware of their duties and responsibilities. Moreover, they usually take safety issues in a more lighter manner than its importance.  
· Absence of Training Institutes
Though Bangladesh tourism industry is facing a lot of troubles regarding skilled and trained human resources, currently there are a lack of standard training and educational institutes. There are several training institutions but their quality is not as develop as global standards. So, having proper human resources with sufficient skill, training, education and experience is a big challenge.  

· Lack of Market Information
Government of Bangladesh does not have sufficient statistical data and market information and forecasting regarding tourism industry. The ministry, BTB and other NTOs are reluctant or unaware of the importance of proper market information and forecasting. Besides these, TOAB/ATAB also not involved in product, market and customer behavior analysis programs. As a result, the agency owners have no excess to useful information. 

· Conflict Between Tribal and Other People
Though currently this problem is being minimized by several ways by the government, there is a chance of emerging this problem once again. Tribal people, especially from Chittagong Hill Tracks believe they are not a part of this country. As a result, conflicts between tribal people and the people of main land is a major threat. 
· Reputation Management
Many travel agencies and tour operators get so much reputation in their first stage by proper management, standard pricing and quality services. Besides travel agencies and tour operators some other service providers as well as some destinations had enough reputation in the past. But other challenges described here make obstacles and poor management cannot cope up with these challenges.

· More Choice Than Ever and Greater Travelers Independence
Tourists from home and abroad have much more choices in their hand than ever. In terms of destinations, types of tourism, mode of travel, expenditure, service provider and so on. On the other hand, many online service provider and service booking websites providing a wide variety of options that a single tour operator cannot. The typical standard tour operators are losing their market as a result. 
· Decreasing Customer Loyalty
In the past, all types of business including travel business had a strong customer poll and repeated customers. Customers were loyal to particular business organizations and brands. But in current world, customer brand loyalty is not strong make a repeated customer. They usually go for a better option or price flexible organization to make a purchase.
· Weak Promotional Activity
Travel business cannot make enough profit to invest in a lot of marketing and promotional activities after covering other major expenses like licensing, management cost, office expense and salary. As a result, poor marketing and promotional strategies and activities are dragging the business behind.   

· Less Government Support
Government of Bangladesh is not supporting the travel business as much as it is in need. Government policy and regulation including licensing and taxation are not business friendly. Besides these, financing and other motivational advances are absent here. So, travel agencies and tour operators have to run their business in a unsupported market. This unsupported itself is a major threat. 
CHAPTER 05-RECOMMENDATIONS & CONCLUSION 
5.1 Recommendations:

It is very odd to express any kind of recommendation to the existing market. But, according to my knowledge and observation of the real scenario I would like to share some suggestions that may be improved fruitful if correctly implemented.

1) Red Green tours and Travels should invest on digital technology based marketing and promotional activities.

2) Service quality should be maintained strictly.

3) Support services like ground service provider should be selected by quality, experience and expertise.
4) Primary service providers’ like accommodation, transportation, food and beverage quality and output should be regulated.

5) Red Green tours and travels need to grab new markets.

6) A base of loyal customer poll should be created.

7) Should increase market share and potentiality.

8) New types of services should be introduced.

9) Accumulating destinations and other service providers may reduce the risk.
5.2 Conclusion: 
In 21st century, tourism is one of the fastest growing industries of the world. It has a wide variety of impacts over socio-economic condition, economic development, infrastructure development and many other things. In Bangladesh, tourism is getting popular day by day.

Tour operator is a common word in the tourism industry today. They are the front face of the industry and so they have to perform a lot of responsibilities form providing information about tour and destination to the potential and actual customer to conduct the tour.
Travel agencies are one of the major stakeholders in the Tourism Industry. They usually don’t have facilities to provide focused services like accommodation, food and beverage, transportations, entertainment etc. Tour and Travel organizations connect with several service providers to mitigate the needs of the customers and earn the profit.
 Red Green tour and travel is a tour operator and part of tourism industry, Bangladesh. As a service provider organization, to conduct the business properly, they are following service marketing. Bangladesh is getting digitalized day by day. So, Red Green tour and travel should use modern technology and method of marketing to satisfy their customers.
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