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1 28.0 OBJECTIVES 

( After reading this Unit you will: 

1 have an insight into the emergence and activities of SITA which has made a mark on the 
I tourism sector in the country, 

: learn about the type of services offered by this leading Travel Agency, 

know about the organisational structure of SITA and its branches, 

assess its operational profile, 

understand its management and marketing strategies, and 

appreciate the role played by SITA in the development of tourism. 

In Unit-13 of TS-1 we had mentioned that one of the most important components of Tourism 
Industry is the travel agency. This Unit is a case study of SITA World Travels Limited - a 
leading travel agency. You may ask the question as to why are we offering you this study? Well 
the answer is that we want to familiarise you with the various activities and facets of a 
successful and growing travel agency. This will also enable you to lean from their experience 
and accordingly utilize this learning to your own benefit. 

After describing in brief the emergence of SITA, this Unit goes on to acquaint you with the 
growth profile of the agency. Next, it deals with the organisational structure and the 
recruitment policy. The operational profile, agency management and marketing strategy are 
other aspects that have been dealt with. Finally, the Unit takes into account the challenges 
faced by SITA and the role it has played in the development of tourism in the country. 

28.2 ';EMERGENCE AND HISTORY 

Few would believe that SITA, a leader in conducted package tours to all parts of the world, had 
its genesis in a student's bicycle joint. In the year 1933 Jack C. Dengler formed the Students 
International Travel Association in New York. Under its auspices a group of nine students 
went for a European tour on bicycles. Among these was a girl Helen who got manied to Jack. 
In 1936 a proper oftice was opened in New York. It was named SITA. Soon the Denglers 



I 

L e d g  &m Others opened a travel bureau - SITA World Travels Inc. After expansion in US the fmt overseas 
office was opened in London in 1955. An extensive training programme was mooted for 
personnel to manage S F A  offices. Among these was Mr. Inder Shanna (Present Chairman of 
SITA World Travel India Pvt. Ltd.) who returned to India and set up a small oftice in ~e;ll' 
D+hi in 1956. Only three people manned the office and in the fitst year they handled eight 
groups of American tourists. Soon branches were opened in Bombay and Calcutta In 1963 
SITA was converted into an Indian Private Limited Company though Jack Dengler was still 
the Chairman and a majh shareholder. The participating capital was provided by Mr. Inder 
Sharma. The same year SlTA grew from a small tour operator into a full fledged travel agency. 

In 1970 Dengler sold his entire shareholding in the company to Indian shareholders. However, 
SITA continues having association with SITA offices world over and enjoys their confidence. 
SITA India is a member of the WATA (World Association of Travel Agencies). Over the years 
matketmg offices were opened in Paris, Milan and Frankfurt. Besides, local representatives 
were appointed in London, Tokyo and Stockholm. 

Today SITA has a team of over 700 trained professionals with offices in 21 cities in India and 
5 overseas offices. It is not just a travel agency but has diversified its functions like: human 
resource development, publications, fellowships and the.most recent one is a venture into the 
accommodation sector - the Heritage village. 

28.3 GROWTH STUDY 

From a gross turnover of Rs. 36 lacs in 1963 today the company has a turnover of more than 
Rs 112 crores with a foreign exchange earning exceeding Rs. 40 crores in the year 1992. It 
handled 36,000 passengers providing 2.5-lacs bed nights. Let us look at the figures-under 
various heads that determine and demonstrate the growth of a travel agency: 

1) Passenger arrivals 

The increase has been 1656% in this regard with 1963 as the base year upto 1992. Similarly 
the growth registered in terms of bed nights provided is 1330% for the p@o&. The following 
grqhs demonsmte it. 
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Graph 1. Passenger Arrivals 
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Graph 2. No of Bed Nights 



I 2) Foreign Exchange Earnings 
i 

In the tourism agency sector the company has been the major foreign exchange earner. The I foreign exchange earnings of the company have increased from Ks. 10 lacs in 1963 to 40 crores 
in 1992. In last 20 years the company has always been among the top 3 foreign exchange 
earning agencies. Graph 3 will show the trend of increasing foreign exchange earnings of the 
company in last 30 years. 
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Graph 3 

3) Product Profile 

To begin with the company offered cultural and historical tours for foreign travellers coming 
to India. Over the years the company offered tours in a number of newly emerging tourist 
interest areas. Besides, the company operates in a large number of areas related to travel and - 

tourism. The main areas of company's operations are as follows: 

offering services of travel and tours for different types of individuals and groups tours 
coming to India, 

organising Special Interest Tours l i e  trekking, wild life, adventure, river rafting etc. 
i 
I, organising international conferences and conventions. (The company is also a m e m b ~  of 
i. International Conference and Convention Association. It also organises pre- and post- 
I conference tours), 

organising conducted and package tours for out bound tourists from India as also for 
domestic tourists within the country, 

various services on the travel side including ticketing, arranging Visas and other documents 
for travel, and . 
the cargo division caters to business community. Most of SITA offices provide air cargo 
facilities, customs clearance, advise on cargo routes and insurance cover etc. 

4) Consumer Profile 

During the early years of its operations the agency was receiving the major part of its inbound 
tourist business from the USA. The obvious reason was that SITA - INDIA had close links 
with SITA-USA. In the seventies the company got a big share of European travellers. At 
present the company attracts tourists from Europe (especially from U.K.), USA, Japan and 
Hong Kong. 

The second category of consumers are Indians going out as tourists which in thk recent years 
is increasing at the rate of 10% to 15%. 

The third category is of the domestic tourist inside the country. 



Learning From Others . 5) Financial Growth 

The company shows a tremendo~s~nancial growth. The initial paid up capital of 2.33 lacs (in 
1963) has grown to 81.00 lacs (1992). In the same period the gross turnover has increased from 
36.00 lacs to 9430 lacs. Tbe net profit has also increased more than four hundred times. The 
following Table gives a clear picture in this regard. 

Table 1 

Year 
- 

Paid up Gross Net Total Reserves & 
Capital Tunover Rofit Assets Slnplus 

(All figures in Rs. Lacs) 

1963 2.23 36.00 0.62 0.53 0.71 

Increase From 1%3 to 
1992 (no. of times) 36.00 262.00 405.00 138.00 601.00 

28.4 ORGANISATIONAL STRUCTURE ' 

Considering the large scale operations of the company there is a developed organisational 
structure both in terms of network of offices and management of the company. 

.28.4.1 Organisational Network 
The company has a wide network both in India and abroad. Its headquarter is located in 
Delhi. The company has a four-tier structure viz: 

i) Headquarter 

ii) Regional offices 

iii) Branch offices - In India and abroad 

iv) Handling agents 

i) Headquarter: 

The headquarter is situated in New Delhi and is the main nodal agency. All policy decisions 
are taken here. 

ii) Regional Offices: 

To provide efficiency, effective marketing, execution of responsibilities and operations the 
entire network in India is divided into five regions viz., North, South, East, West and Delhi. 

iii) Branch Offices -- India: 

The cdmpany has branches in India at Agra, Ahmedabad, Kanpur, Lucknow, Trichy, 
Bangalore, Varanasi, Bhubaneswar, Bombay, Calcutta, Cochin, Delhi, Baroda, Goa, 
Hyderabad, Jaipur, Madras, Pune, Vellore, Srinagar and Secundrabad. 

The branch offices abroad are situated in Nepal, Sri Lanka, France, Germany, Italy, &$d 
=ngdoms and USA. 

iv) Handling Agents-: 

Besides its regular branches, the company recognises some agencies in a number of cities as 
handling agents for SITA. This provides the company wide access to large number of places 
in India. 



28.4.2 Organisational Management 

The company with such a wide organisational network needs well defined responsibilities and 
functions at various levels. Hence, it is necessary to mention different levels of management 
and their functions; division of responsibilities and functions of headquarter regions, branches 
and handling agents. 

We are providing organisational details of the personnel involved in managing the total 
operations to provide an overall view of the management and personnel involved. 

The functions of the headquarter may be summarised as follows: 

a) central policy and decision making, 

b) centralised marketing, 

c) liaison with various government agencies, transport agencies and hotels etc. both in India 
and abroad, 

d) general supervision of the Regional offices and through them branches and overseas 
offices, 

e) devising strategies in various areas for the operations of the company, and 

t] designing Management Information Systems and co-ordination with all subordinate 
offices. 

Every regional office is managed by a Director or Vice President along with a number of 
personnel working at various levels. The main function of the regional office is to supervise 
and coordinate functioning of branches under it. Besides, all policies of the company are 
implemented through regional offices. 

The branch offices are supposed to provide facilities and look after customers at the ground 
level. The branches cater to the entire travel related requirements of the local clientele. Most 
of these generate their own resources and work as separate profit centres. They also generate 
business at their levels and feed various regions. All inbound operations are ccntralised at . 
headquarters in New Delhi who in turn pass them to concerned branches as and when required. 
Every branch is managed by a branch manager. The branches submit a half yearly report in 
respect of their activities to the headquarter. The report gives an up-date on developments in 
the accommodatidn sector, improvements in the tourist infrastructure and all the other relevant 
information which might be required for marketing purposes by the head office. The branches 

C I 
cater to the entire travel related requirements of the local clientele. 

The overseas offices do not generate business directly but act as amarketing tool and help the 
overseas travel agencies and the clients who travel by recognised travel agencies. These 
marketing offices also help a great deal in projecting SITA as a travel agency through various 
promotional efforts. 

Handling agents play a very important role in catering to the requirements of inbound tourists. 
It is not possible for travel agencies to have offices in each and every place. Handling agents 
in such situations play a useful role. In case of SITA also, it has tie-ups with anumber of local 
agencies and agents for handling their clients. These handling agents provide all the services 
that the branch offices do. Some of the services include reconfirming hotel and air bookings, 
meeting passengers on arrivalldeparture, arranging local sight seeing and transport etc. The 
handling agents generally work on commission basis. 

It would be clear from the above discussion that the Agency has a wide network and handles 
both inbound as well as outbound tourists. 

28.5 RECRUITMENT AND TRAINING OF STAFF 

With increasing business and expansion of operations the company keeps employing people 
with various pmfessional backgrounds, mainly in the areas of travel and tourism. 

SITA 



h a n u ~ l g  From Others The company follows two methods of recruitment: 

i) Aspirant$ keep approaching the company for jobs. The Company goes through their bio 
data and if they seem fit for the company's requirement they are sent Employment Form. 
Such filled forms are maintained according to specialisation. Whenever the need is there 
such people are called for interview and appointed. 

i i )  In the secondmethod the company goes through ad-vertisements specifying the needs. The 
applicants are called for interview and selected cqnsid~ring the specialised needs of the 
company. The training for p r ~ ~ . h n g  an individual for a pmcular job becomes very crucial 
for such a company. Hence, the newly recruited people are initially placed with more 
experienced persons for on the job trainihg. Often they are transferred from one department 
to another to provide experience in various activities of the company. Besides, the 
company has established SITA Travel and Tourism Academy. Through this more 
structured and organised training is provided. In addition, the company sponsors many of 
its employees to go for training or attend courses conducted by other organisations like 
WATA, PATA, etc. The company also provides upward mobility through promotional 
avenues. 

Check Your Progress 1 

1 .  What are the parameters by which one can assess the Growth of a travel agency? 

2. What is the necessity of having handling agents? 

.............................................................................................................................................. 

.............................................................................................................................................. 

3. Explain the method of staff training followed in SITA. 

28.6 OPERATIONAL PROFILE 

We have alrcady referred to the main areas of operation of the Company. The operation part is 
very crucial for the success of any travel and tour agency. The company deals in a number of 
areas involving large number of people. Here we-discuss the operations of various 
departments. 

28.6.1 Travel Department 

This department has two sections: Domestic and International. 



Tht: domestic department caters to the needs of the tourlsts within the country. It invoIves 
arranging travel within the country by Air, Rail or Road etc. or bookings for stay. 

The international department provides the above mentioned services to the travellers going 
abroad. In addition, the agency also helps them m completing travel documents, health 
certificates, obtaining Visas and other such formalities. A nominal fee is charged for these 
services. 

28.6.2 Tours Department 

This is the most important area for SITA because financially it is the backbone of the company. 
This can be divided into two: 

i) Inbound Tours 

ii) Out bound Tours 

i) Inbound Tours 

This is the main foreign exchange earning department. The agency arranges various types of 
tours. A few important ones are: 

a) brochure tours 

b) tailor-made tours 

c) special tours 

d) conference tours 

Brochure tours: These are the regular tours organised by the company on the popular sectors 
and can be described as wholesaling. They are marketed m the form of brochures. These tours 
are planned at least one year in advance. 

Tailor-made Tours: These are designed for people who do not want to travel as per the 
brochure, and went to design their own itineraries covering the places they want to visit. 

Special ~nterest Tours: These are made for a particular movement, keeping in mind the 
special requirements. At times such tours are arranged for companies who want to give 
incentives to their employees in the form of pleasure tours etc. Generally they include all 
services like travel, accommodation, sight seeing, meals etc. 

Conferences and Conventions: Now-a-days conferences and conventions are becoming an 
integral part of tourism. Operating a conference tour involves a number of things like arranging 
travel of delegates, registration, accommodation, conference facilities, organising 
entertainment and leisure activities. 

Tour Planning 

Each tour plan is prepared and executed with precision. There are a number of things which 
are taken care of for all types of tours like: 

developing marketing strategy, 

chalking out operation plan, 

deciding capacity for each package, 

appointment of handling agencies, 

negotiations with hotels for bulk bookings or individual bookings, 

production of brochures and other papers for the tours. 

The whole operation is a team activity and the success depends on how different organs of the 
company play their role. I 

SITA 



Learning From Others ii) Out Bound Tours 

This department organises out bound gruup tours. The tours outside the country are now 
increasing at the rate of 10-15% per annum. The basic functions of this department are also like 
the inbound tours department. Various tours are planned keeping in mind the interests of 
people like holiday season, expenses involved, etc. These are marketed through brochures, 
advertisements or agents appointed on commission basis for the purpose. The activiries of this 
department are mainly coordinated through Delhi and Eombay . 

( 28.6.3 Cargo Department 

With the capid growth of international trade and commerce the air cargo trade is developing 
fast. SITA offers air cargo facilities. The gambit of activities in this sector include: 

i) Packaging and crating of cargo 

ii) Despatch by SeaIAir 

iii) Import handling 

iv) Custom Clearance 

v) Express wurier movements 

vi) Advice on cargo routes, favourable freight rates, insurance covers and expeditious air 
freightings. 

28.7 MARKETING STRATEGY 

Tourism marketing is Cifferent from the marketing of other products. It is a complex industry 
because of its multifaceud activities. A number of agencies are involved for delivering thz 
iinal product to the satisfaction of the consumer. A number of extraneous factors on which a 
company has little control also play a role. In devising marketing strategies these extraneous 
factors are to be rak.en care of. Hence the need for a planned effort and a clearly chalked out 
marketing strategy is essential. A few of the important strategies followed by SITA are as 
follows: 

a) Maintaining competitive prices, 

b) Providing price guarantees (except in cases of increases in air fares or fluctuations in 
exchange rates of currencies), 

C) As liar as possible relying on their own network rather than on sub-agents, 

d) A liberal cornmlssion is offered to extract best results from sub-agenb, 

C) Advertising and promoting products through: 

i) advertisements through print, Audio-visual mediums and personal contacts 

ii) Public Relation activities 

iii) identifying special target groups like various organisations, companies or 
~t4sociations 

iv) special prom~tional concessions etc. 

f )  Participating in intcmational fairs (like ITB-Berlin; BIT in Milan, FITUR in Madrid, 
World Travel Mart in London, EIBTM in Geneva etc.) and conferences. 

g) Associating itself with all important national and inten~ational organisations related to 
Travel and Tourism (like ASTA, AFTA, COTAL, IATO, PATA, TAAI, WTO and WATA 
etc.). 

11) Besides the above marketing strategies the most important strategy is to provide the best 
services and complete satisfaction to clients. 
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i 28.8 SITA AND THE DEVELOPMENT OF TOURISM 
I 

SITA is not only operating and earning profits as a Travel and Tours company, Over the years, 
it has tried to contribute in various areas of the trade. Such activities are undertaken not to make 
profits but to make positive contributions in the areas of trade from which one is earning. 

i) SITA Travel and Tourism Academy 

The demand for trained human resources is increasing fast, but there are few institutions to train 
the manpower suitable to industry. With this view in mind SITA started the academy to provide 
trained human resources. The two important courses run by the academy are: 

i) Travel and Tourism Course 

This course provides an overall coverage of practical and theoretical aspects of tourism. 

ii) Ticketing Course 

The course has been designed to provide practical knowledge of various aspects of travel 
agency activities. 

The academy is also used to provide in-house training to the company staff to keep them 
updated in various aspects of the trade. 

2) The Magazine INDRAMA 

The company brings out the above named magazine which is published quarterly. It covers the 
richness of Indian heritage, culture and geographical diversity. The magazine provides rich 
tourist literature for attracting tourists to India. Accordng to the company the magazine is read 
by around 4 lac people from various walks of life and a potential cliental group. 

3) International Fellowship Foundation of India 

SITA played an important role in the founding of this trust. The trust provides scholarships to 
students opting for tourism studies and organises lectures etc. 

4) The Heritage Village 

The Company is developing heritage village and resorts. These will definitely contribute 
towards providing better tourism facilities. 

28.9 CHALLENGES FACED BY SITA 

The road to success for SITA has not been a smooth one. There have been challenges and new 
ones are always coming. The success of the company depends on how best it is capable of 
tackling them. 

General Competition 

A large number of agencies are operating in this area which offer a competition to the services 
of the company . 

Threat of Discounting 

, 
The threats of this nature can be expected from the smaller agencies working .:.la :ow over 
heads. Sometimes bigger agencies also resort to this tactics. only way out is to provide 
superior services. 



Leanlil~g From Others Threats of GSAs 

Of late, most of the airlines hhve been appointing their own General Sales Agents (GSAs). 
These GSAs get promotional fares which are very difficult to match by other travel agents. The 
company should evolve effective strategy to counter it. 

International Competition 

With the growing liberali.sttion a number of foreign companies are entering India. These 
companies have a better infrastructure and accessibility to inbound tourists. They may pose a 
serious challenges to the main profit making departments of the company. 

Unknown and Unforeseeable challenges 

In such a competitive indusuy new challenges keep coming. There can be a number of 
challenge$ and problems. A few may be listed here. 

i) political uncertainties or upheavels 

ii) changes in government policies 

iii) general economy of the country 

iv) international events affecting tourist movements etc. 

The success of a company depends mainly on how best it is able to face the challenges and 
device new strategies. As tourism professionals you must remember that such challenges are 
faced by practically all travel agencies and tour operators. 

Check Your Progress 2 

1. Mention b e  important points to be kept in mind for four planning. 

.............................................................................................................................................. 

............................................................................................................................................ 

2. What are the important strategies adapted by SITA for marketing? 

3. List out some of the factors which SITA faced on its way to success. 

.............................................................................................................................................. 

.............................................................................................................................................. 

.............................................................................................................................................. 



28.10 LET US SUM UP 

In this Unit we have given a case study of SITA, a prominent Indian travel and tours agency. 
The idea is to provide you an inside view of such an agency. You should not take it or treat it 
as promotion of a particular travel agency. There are various agencies who have their own 
organisational structure, operational profile, agency management andmarketing strategy. Here 
we have presented all these aspects without going into a critical analysis of various aspects of 
a travel agency. We hope that you will also study about oher such agencies and companies. 
You should on your own, compare and critically analyse their functioning. 

28.11 ANSWERS TO CHECK YOUR PROGRESS 
EXERCISES 

Check Your Progress 1 

1. See Sec. 28.3. 

2. See Sub-sec. 28.4.2. 

3. See Sec. 28.5. 

Check Your Progress 2 

1. Seaub-sec. 28.6.2. 

2. See Sec. 28.7. 

3. See Sec. 28.9. 

SITA 




