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Year Semester Credits Marks

1
I 26 750

II
",24 6s0

t ilI 24 650

IV 24 650

3
V 18 450

VI 18 450 d (,tfotal 134 3600 \a
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J
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CIE SEE Total
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L T P C1 C2 C3

Language - I Language-1 + 0 0 l0 l0

l0

80

80

1002 Language - II 4 0 0 l0
STDO2IO

Travel Agency

Management

100

DSC 4 4 0 0 l0 l0 80 100

4 STDO22O

World

Geography for

Tourism - III
DSC 4 4 0 0 l0 l0 80 t00

5 DSC 4 i+ 0 0 l0 l0 80 r00

6
Destination

Study Tour
SEC 2

2

z

0 0 i
5 5 40

Computer

Application in

Business

Compulsory /
skill 2

2

0 0 ) 5 40 50

8

Tour Guiding

and

Interpretation

Elective - I

0 0 ) 5 40 50Airline Ticketing

and Fare

Construction

Elective - 2

TOTAL 24 26 0 0 65 65 520 6s0



I !ou^d;r BRa&AD

Name of the Program: IV Semester BBA (Tourism & Travel)
Subject Code: STD0210

, Subject: Travel Agency Management
Course Credits No. of Hours per Week Total No. of Teaching

Hours
4 Credits 4 Hours 56 Hours

Pedagogy: Classrooms lecture, tutorials, Group discussion, Seminar, Case studies &field
work etc.,
Course Outcor

e) The abi

0 The abil
g) The abil

_ fr) The abil

nes: on successful completion of the course, the sfudents will demon$rate
lity to understand concepts of Travel Agency and Tour operation Business.
ity to explain the functional aspects of Travel Agencies.
ity to explain Tour Operation Techniques.
ity to explain the linkages with other service providers in tourism.

Syllabus: Hours
Modu le No. 1: INTRODUCflON TO TRAVET TNTERM EDtARt ES l0
EvolutionofTravelAgencies:Historicaldevelopment;thero@
Cook and American Express; Concepts and Definitions: Setup of a small, medium, and large-
scale travel agency; Types of Travel Agencies; Business Environment: Emerging trends in
the travel'trade; the Impact of online Travel Agencies (oTAs) and Direct gookins.
Module No. 2: OPEMTIONS OF A TRAVET AGENCY 10
organizationalStructureofaTravelAgency;ownershipi''r'av@
Distribution Chain: Idow travel agents act as intermediaries betrveen service providers
(airlines, hotehf and the tourist; Core Furctions; BSP (Billing and Settlement plan);
Business Licensing and Compliance: Setting up an Agency: Legal requirements for
registering a travel agency (Sole Proprietorship, Partnership, or Pvt I,iO;; ecireditations as
Legal shields: IATA Rules; Ministry of Tourism Approval; Financial protection.
Module No.3: TOUR OPERATTON MANAGEMENT 10
TheTouroperator:Roleincreatingdemandfornewdestinat@
(Inbound, Outbound, Domestic, Ground); Package Tour Formulation: Types of packages
(Independent, Escorted, Incentive, Special Interest); Product Development: Market researih,
vendor negotiations, and contracting with hotels and airlines; Pricing & Costing: Fixed vs.

en points in tour priiine.
Module No.4: FIELD FORMAUTTES AND DOCUMNETTON 10
Frontier Formalities: Comprehensive study of passport ty
and Visa types (e-Visa, Transit, VoA); Health & Safety:
etc.), customs regulations, and travel insurance coverage (medical, trip cancellation);
Standard Travel Abbreviations: Familiarization with 3-leuer citylairport cbdes and airline
designators; Technology in Operations: Role of GDS (Global bistribution Systems) like
Amadeus, Galileo, and Sabre.
Module No. 5: TMEI ORGANTZATTOS AND |NDUSTRY RE|.AT|ONS l0
ProfessionalBodies:Roleandfunctionsofnationalandinternatiffi
TAAI (Travel Agents Association of India), IATO (Indian Association of Tour Operators) -
International: IATA, PATA, UFTAA, ASTA; public-private partnership (ppp):
Collaboration between private agencies and State Tourism Boards/ITDt; Crisis
Management: Handling tour cancellations, guest complaints, and emergency situations
during tours.
Module No. 6: LEGAL AWARENESS 06



Thel,awotO*"nrt 
ffiPassport Act (19671 & Foreionerq Anr. haro D-i.,^^-. z^^i^ , h. .. . personal Datapersonal Data

Act); Foreign
Force Majeure
DR).uNrr ueYert Puretrf,s Acuvttles:

o case study; comparison between a haditional travel agency and a modern orA likeMakeMyTrip or Expedia.
o JtinerarY Design: Drafting a sample tour brochure for a 7-day ntemational tour.

d PNR creation"

o _ Travel Agency and Tour les.o hand _ Travel Agency Mano _ The Business of Tourismo Thomas A. Dickerson _ Travel Law.o Manoj Dixit - Travel Agency Management. (contains specific chapters on IndianTourism Legislation).
o Stephen C. Barth - Legal Essentials in

kW



IV Semester BBA (T&T)

Name of the Program: IV Semester BBA (Tourism & Travel)
Subject Code: STD0220

Subiect: World Geosraphv for Tourism - III
Course Credits No. of Hours per Week Total No. of Teaching

Hours
4 Credits 4 Hours 56 Hours

Pedagogy: Classrooms
work etc..

lecture, tutorials, Group discussion, Seminar, Case studies &field

Course Outcomes: On successful completion of the course, the students will demonstrate
a) The ability to Locate any major country or city in TC3 on a world map without

assistance.
b) The ability to'explain the physical and political perspective of world geography.
c) The ability to explain climate, weather and toutism resources of the world in a

regional approach.
d) The abilitv to exolain physical and human qeograohv of IATA area III resion.

Syllabus: Hours
Module No. 1: TOURISM lN SOUTH ASIA (THE INDIAN SUBCONTINENT) 12

Destination Profiles: India, Bangladesh, Bhutan, Maldives Republic, Nepal, Pakistan, Sri
Lanka. Tibet.
Module No. 2: TOURISM lN SOUTHEAST ASIA (INDOCHINA AND ARCHIPEI-AGO) 10
Destination Profiles: Thailand, Vietnam, Singapore, Indonesia, Malaysia, Philippines,
Cambodia. Laos.
Module No.3: EASTASIA (ftE FAR EASTI 10
Destination Profiles: China, Japan, South Korea, Mongolia, Taiwan, Hong Kong, Macau.
Module No. 4: CENTMT ASIA (THE St[K ROAD HEARTAND) & THE WEST ASIA (THE

MIDDTE EAST)
10

Destination Profiles: Central Asia - Uzbekistan, Kazakhstan, Kyrgyzstan, Tajikistan,
Turkmenistan.
Middle East - UAE, Saudi Arabia Qatar, Israel, Jordan. Turkey (Transcontinental).
Module No. 5: SOUTH WEST PACIFIC (OCEANIA) 08
Destination Profiles: Australia and New Zealand1' Island Nations - Flji, French Polynesia
(Bora Bora). and Papua New Guinea:
Module No. 6: [EGA[ AWARENESS 06
ASEAN Agreements, the "Lhasa" and Restricted Area Permits, SAARC Visa Exemption,
Consumer Protection Act (2019) in India, Tourist Polic in Thailand, Sustainable Mandates
in Philippines, Antiquities Laws: Cambodia and Vietnam, Ldse-majestd Laws (Thailand),
Sharia Law (Middle East/Malaysian States), Strict Drug Laws in Southeast Asian nations
(Singapore, Malaysia, Indonesia), Thailand's LTR (Long-Term Resident) Visa and
Malaysia's DE Rantau program, Japan's Digital Nomad Vis4 Biosecurity and Border
Protection Laws in Australia and New Zealand, Modern Digital and Safety Regulations in
New Zealand and Fiii.
Skill Developments Activities :

o City Codes and Airport Codes: Studying and discussing about IATA 3 letter
citylairport codes.

o Itinerary Design: Drafting a sample tour brochure for atleast tourism circuit.
o Map: Locating cities and physical features in a world map.

Text Books:



IATA Foundation Course

i;tr""ir,r?tj 
& c'P' cooper - worldwi"de Destinations: The Geography of Traver

National Geographic - Visual Atlas of the World.

A!ilt

#^^+ t



Name of the Program: IV Semester@
Subject Code: STD0240

Subiect: Customer Relationshin M
Course Credits No. of Hours per Week Total No. of Teaching

Hours

Pedagogy: Classrooms lecture. tu
work etc..
Course Outcomes: On successfut.

?) The ability to understand concepts of CRM in modern business environment.b) The ability to analyzecustomer behavior and customer value to enhance customer
satisfaction and retention.

c) The ability to apply 
-CRM 

strategies and tools for effective management of
customer acquisition, loyalty, and service.

d) The ability to integrate marketing, sales, and customer service functions to deliver
a consistent and customer-centric approach.

e) The ability to evaluate cRM perforrnance and outcomes using appropriate
metrics for improved managerial decision_makins.

Module No. 1: INTRODUCTION Tg CRM

Definitions and Concepts: Euolutio
Responsible for Growth of cRM; cRM process, Framework, and cycle; Types of cRM(Operational, Collaborative, Analytical); Benefits of CRM for Firms and Customers; CRM

ustomer Touchpoints.
Module No.2: CRM CONCEPTSANO CUSfOfUTR rurnfnX
customer value and custome. Exffition - Measurement unoImportance; Customer Lifecycle Management: Stages of the Relationship (Acquisition -->Reiention-.Develop;;;,':-#;;:;;';""'ffi""i"itffi ;:'lHt$'ltlffi "&:iil;
s:li:ly^ #^1,,9,y1":er Experience Managemenl; customer profitability Anatysis;
Elterprise Marketing Management; Cusfomer Satisfaction Metrics and Surveys; Loyalty

al) and the ,,Loyalty 
Ladder.,,

Module No.3: PIANNtNG CRM STRATEGY

Strategic Planning for CRM; eui
o-bjgctivgs and goals; Assessing CRM bata Requirements; Components and Elements ofcRM Plan; cRM strategy Development process; customer Stratlgy Grid; Aligning cRMwith overall business strategy.
Module No.4: CRM tMpuMETNATION Am

manufacturing, etc.); Customer Service and Call Center Management; CRM project Models
in implementine CRM.

CRM Marketing Initiatives an
and Campaign Management; CRM in different business sectors (consumer markets, services,

Module No. 5: cRM TEcHNotoGyAND pEFoRMANcE MEAsuReuervi

for Performance Evaltration; Measuring CRM Success - KpIs and Dashboards; Emerging
Trends: AI, Machine Learning and Digital CRM techniques

Information Technology and Tools
CRM Software and Functional Components; Data and Database Management; CRIVI Metrics

Module No. 5: IEGAL AWARENESS



urao lr r-fo(lucr LlablllSK||| DevelopmentsActivities :o cRM guided project works to enhance the technicar skills.. o Group Discussion to improve ttrecommunication attA qnol,rv 'upr(rve tne communlcation and analytical skills.: Customer Lifetime Value (CLV) Col^,,I.+;^-

mer Relationship

Management: Concepts and Cases.
nmar D ^l^+l^-- -r . 
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IV-Semester

. 
Destination Study Tour

Course Inputs

Destination Study Toirr: For this subject in 46 and 5'h, students shall undergo field trips /
study tours as a compulsory component. The objective of the study tour is to give exposure !o

the students about atlractions and resources at a tourist destinations ofrepute. Students have

to submit the final report within 15 days after completion of the tour, and the viva-voce for

the same shall be conducted during fourth and fifth semester examinations. t@

BBA Tourism & Travel SEP Course Structure 2024'25 |



IV Semester

Computer Applications in Business

Course Credits No. of Hours D€r Week Total No. of Teaching Hours

2 Credits 2 hours 32 hours

Pedagogy: Classroom lectutes, Lab, Seminars, and Assignments'

Course Objectives:

l. The objectives of computer applications in business include improving efficiency,

enhancing productivity, and enabling better decision-making.

2. Businesses utilize computers for tasks like data processing, communication, and

automation to streamline operations and gain a competitive edge.

Course Outcomes: On successful completion of the course, the Students will be able

To understand with essential computer literacy and hands-on skills in office automation tools

(MS Word, Excel, PowerPoint), enabling them to efficiently use digital tools in business

envfonments.

Skill Development Activities :

1. MS-Word: Letter writing and Bio-Data, Resume.

2. MS Excel: Creating Work-Sheet , data entry,use of Formulas, graph generations'

3. Preparation of Mark Statement, Sales Report, Salary Statement'

4. Wriie the steps for creating presentations having at least four slides related

salesmen.

j

i

I
I

Module No 1: Introduction to Computers and M S Word

Characteristics of Computers, Classification of Computers: Word Processing: Introduction to

word Processing, Word Processing concepts, Use of Templates, Working with word document:

Editing text, Find and replace text, Formitting, spell check, Autocorrect, Auto text; Bullets and

numbelring, Tabs, Paragraph Formatting, Indent, Page Formatting, Header and footer, Tables:

Inserting,Efling and fJrmatting a table; Inserting Pictures and Video; Mail Merge: including

linking with Database; Printing documents

Module No. 2: M S Excel

Saving Workbook, Editing inworkbook, Entering data in a cell, Formula copying' Moving data

from selected cells, Reananging worksheet, Project evolving multiple spreadsheets'

Concept of Spreadsheet: Managing of Worksheets , Formatting, Entering Data' Printing

workslieet, Worksheet Concepts, Methods of building a workbook, Important features of Excel,

Module No 3: Power point Presentation

Business Presentations using above facilities'

Preparing Presentations: Basics of presentations- Slides, Fonts, Drawing, Editing; Inserting:

Tables, Images, texts, Symbols, Media; Design; Transition; Animation; and Slideshow' Creating



l/-

References:

1. S. Salaimuthu and Anthony Raj- Computer Applications in
Business, Himalaya Publishing House.

2. V. Rajaram- Fundamnetals of Computers, S. Chand and Co.

3. R. Rameshwaram- Computer Applications in Business, S. Chand and Co. '

4. Sanjay Saxgna- A First Course in Computers, Vikas Publishing House.

5. Balaguruswamy- Introduction to Computers, Tata McGraw Hill Publication,
New Delhi.

6. Parameshwaran- Computers in Business, Sultan Chand & Sons.

Note: Latest edition of books may be used.
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Name of the Program: Bachelor of Business Ad-ioistration (Tg.T)
Course Code: BBATT (Elective - 2)

Name of the Course: Tour Guiding and Interpretation
No of Credits I No. of Hours per Wee

J822
Pedagogy:Classroomlectures,tutorials,Groupdisc
Work etc.,
Course Objectives

l. To orient the students about the scope oftour guiding as a career option.
2. To help the students to appreciate better what the profession of toui guiding is all

about by giving them a practical experience of how to practice guidiig in r-eal life
situations.

3. Orient student to the nitfy-gritty of this profession.
4. Intends to deliver key skills for tour guiding and interpretation

Course Outcomes
1. Brings up professional tour guiding skills
2. Enables students to gain practical exposure

UNIfITourGuiding:Introductiontotourguidingandto@
between tour guiding and tour escorting, the role ofi tour guide; four luiaing in lndia;
Characteristics of a tour guide, steps to becoming a tour guide; Presenting !ou.r.iq making
sense of cultural differencgs.
ul\rr rl ('uromg lecnnrques: Understanding the dynamics oftour guiding, practical tips,
mechanics oftour guiding; tools ofthe trade
ur.\ll rrr rracucal Gurdlng: Uuldlng at a monument, guiding at a religious site, guiding
at a museum, guiding on an archaeological site, guiding on a nature walk, guiding-on
walking tours, guidinq on a coach- desisnins- and cnndrrcfino hcrirqoa r'atLo
ul\ll rv Drtuauon tlandting: Handling difiicult tourists, handling questions, handling
emergencies, searching for information, responsible guiding; designing and conducting
heritage walks
UNIT V Managing Guiding Business: How to plan an itinerary partners in business,
setting up a tour guidinS business- Code of Condrrcf for forrr orrirtac in Tnrtio //l\r^-f\
References:

l. chowdhary Nimit (2013). Handbook for Tour Guides. New Delhi: Matrix
Publishers. (L)

2. Mitchell, G.E. (2005). How to Start a Tour Guiding Business. charleston: Tl
GEM Group Ltd.

3. Pond, K.L. (1993). The Professional Guide. New York: Van Nostrand Reinh,
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