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Handbook for tourist guides

"The presented handbook for tourist guides can be helpful not only in the practice

of travel agencies and tour operators but can also be used by individuals planning

a holiday without a travel agency. The handbook is clear and simple but it does not

lose its quality. The texts are based on professional literature and also on the

practice of the manual´s authors. I appreciate the annexes containing model

documents for preparation as well as evaluation of a tour. I believe that it will be

used not only in the educational process but also by wider public."

RNDr. Peter Dobeš
vice-president of the Žilina Self-Governing Region 

chairman of the Regional Tourism Board 
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European Union aims to maintain Europe's position as a leading tourist destination

while maximizing the industry's contribution to growth and employment. Concerning

unemployment issues of the EU´s youth, meaning young people older than 18 years,

the project will positively affect the labor market by increasing the competitiveness of

participants. This will be mainly thanks to various approaches realized by students

within the seminars and also within the preparation/evaluation phase.

This guide handbook was the result of the Travelling Raises an Inclusive Partnership

project, carried out under the Erasmus + programme in 2019-2023. It describes

various expert topics which are essential for tourist guides. The project TRIP helped

the participating students with the development of their abilities to prepare the

complex tourism product and realize it in a real environment by sharing the

participants as tourists from various foreign countries – the project school partners. 

The main objective of our work was to contribute to the better versatility of the

students in the tourism labor market. It also established strong cooperation between

EU countries, particularly through the exchange of good practices.  Tourism is an

integral part of European economies and educational fields of study throughout

Europe focus on the preparation of students for real work in the tourist industry.

However, practical ways of preparing the complex tourism product are neglected

because of the time schedule of the school curricula or due to the lack of activities in

the school environments. 

The target group of our project was students aged 14-19 years from partner schools,

interested in developing their key competencies, as well as teachers who wanted to

improve professionally by acquiring new approaches, exchanging good practices,

and learning from their colleagues from different countries. 

This project was realized in the form of entrepreneurship which helped students to

develop their 21st-century skills. They learned how to manage the business and create

a financial plan for each activity that was realized and, obviously, the students

managed their finances. Each activity was focused on the students´ own experience

and, in this way, they learned to promote the created product efficiently. The

international partnership and cultural diversity of the partners´ schools helped to

facilitate social inclusion. Apart from the educational significance, all the project

activities implemented several communication and promotion activities to help

enhance the visibility of Europe as a tourist destination and to increase the levels of

tourism within the EU. 

You can find more information about the project  on the project webpage

https://triperasmusplus.eu/. 

Introduction
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1 The world of tourism
Tourism is the fastest-growing social and economic
phenomenon. At the moment, it is this sector that is most
affected by the Covid pandemic. However, the desire to travel
and explore new cultures has not disappeared. Tourism has
always supported the preservation of natural and cultural
heritage, and the free movement of persons in their leisure time.
In this way, it has improved the domestic economy of individual
states and encouraged the expansion of infrastructure not only
at the national but also international level.

1.1 Tourism as a system?
Mr. Gúčik (2006) defines tourism as a complex of the activities focused on people
travelling to and staying in places outside/away from their usual environment,
normally during their free time. The main purposes of tourism are relax, excursions,
health, fun, cultural and sport enjoyment or business. Obviously, the main aim of the
tourism is to produce an all-embracing satisfaction of the client (Gúčik, 2006 p. 22).

Image  1  Tourism as a system
We can therefore see it as an intersection between the interests of the subject and the
object of tourism. The subject is the customer as himself - a visitor whose needs are fulfilled
by each service. It is the participant who is creating the demand for the services which the
tourist object may subsequently offer. The term ‘tourist object’ refers to a destination
(representing a tourist center, a region), a business, and a tourist organization. Tourism itself
is influenced by several factors that contribute to its development or, conversely, it is able to
stop individual activities and services falling within the sector. Tourism is influenced by the
political, economic, social, cultural, and environmental circumstances, but also by the
technical equipment of the destination.

1.2 Forms and kinds of tourism
Tourism can be done in different ways, realized by participants from various groups. n order
to differentiate aspects, we can recognize a few forms of tourism. (Orieška, 2010 p. 12-19)

international tourism, which is realized by participants from foreign
countries.
domestic tourism, which is realized by local participants in the area of the
home state.

According to the place of destination we define: 
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Each group of participants carries out tourism for a specific purpose, which is then
translated into specific requirements and services. In addition to forms, we therefore define
a number of KINDS of tourism, which take account of the very nature of travel and the
satisfaction of the needs of the participants.

recreational tourism, which includes activities such as walking,
visiting nature, relaxing, cottage, sea, wellness, and beauty
activities...

According to the reasons for travelling, we can define a few kinds
of tourism. We chose some of them and in the following parts, we
offer a short description. Therefore, we can establish:

incoming (active) tourism, which is planned for foreign participants in the
area of our state, because the incomes from the tourism services mean an
increase of money for the home economy.
outgoing tourism, which includes services for local travellers staying
abroad. This means that their money is spent in a foreign country whose
economy benefits from it. 

According to the direction of tourist flows we define:

 individual tourism, which is also known as "non-organized tourism" as the
complex of services is not needed. The participants are able to plan their
own trips and book all the services (accommodation, eating, travelling...). 
organized tourism, which includes activities arranged by a travel operator
or agency for the participants. 

According to the way of organization we establish: 

excursion tourism, which is realized out of the place of permanent
residence, meaning that participants do not need accommodation. 
short-term tourism, which is a tour planned for 2-3 overnight staying. 
long-term tourism, which is planned for more than 3 overnight staying
weekend tourism,  which is planned for

According to the time period we can mention:
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children tourism, which is planned for 7 - 15 years old kids and normally are
prepared for schools or free-time organizations. Children are usually
accompanied by teachers, guides, animators, and medical staff. 
youth tourism, which is a tour for young people between 15 - 25 years. 
family tourism, which is focused on activities for parents (of 25 -44 years)
and their children. 
pensioner tourism, which includes tours for older generations. 

According to the age of the participants we distinguish:



1.3 Tour operator or travel agency?

sport and adventure tourism, which involves cycling, hiking, and skiing. It doesn't
have to be only extreme sports such as hiking, snowboarding, paragliding, and
rafting. Obviously, the participants can be only the sports spectator during some
sport competitions.  
cultural and cognitive (sightseeing) tourism, which is focused on cultural heritage,
cultural museums, galleries, historical and natural monuments, events...
rural and ecological tourism, which tries to connect people with nature thanks to
the activities in the countryside, agrotourism, and cultivation of farms or ranches.
spa and medical tourism, which includes medical procedures, spa treatment, natural
healing waters, or wellness mainly accompanied by medical support.
hunting tourism, which takes place thanks to trips led by professionals for the
purpose of hunting
congress tourism, which does not take place because of a holiday, but due to
business meetings or reunions.
religious tourism, which is focused on trips to pilgrimage sites, where the main
objective is to strengthen he faith of the participants.

We have already explained a system where the object and subject are
creating tourism, which includes services and products offered by business
entities such as tour operators or travel agencies. Both of them work in the
field of tourism, but their services are different. 

Ms. Novacká (2010) describes a tour operator as an entrepreneur, who creates a
complete services packet for the client. The traveller can be unknown or tourism
services can be made to suit a particular client.  The travel agency mediates services
between the provider and the client in order to satisfy the traveler's needs. The travel
agencies sell products on commission. It is a commission sale, so about 10% of the
value of the trip is the profit of travel agency (Novacká 2010, s. 72).

Image 2 Tour oparator and Travel agency
5



1st service 2nd serviceTOUR

Image 3  Tourism product

1.4 Tour alias tourism product
A tourism product is everything that tourism offers to the client and it is able to
satisfy a visitor's needs. It is able to create an all-embracing experience (Gúčik, 2006
p. 144).

The product of tourism is mainly a service for customers.  
As it was mentioned above, tour operators and travel
agencies can provide information or mediate between
different tourism services. However, the organization of
packages of services, called tours, is a service that can
only be provided by tour operators. (Orieška, 2011 p.18) It
is necessary to mention that insurance is not considered
a combination of services. 

 1. transport,

2. accommodation 

3. the hiring of motor vehicles or two-wheel motor
vehicles for which a driving license of category A 
 is required; or

4. other tourist services which are not a natural
part of the tourist service as referred to in the first
point, the second point, or the third point. It can be
for example catering, guide, free time activities. 

Law No. 170 / 2018 of the Collections of Laws of the Slovak Republic defines a TOUR
as a combination of at least two different types of tourism services. Among tourist
services we can include:
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We recognize various classifications of tours but we would like to clarify the difference
between a package tour and the fortait tour. 

The tour operator normally prepares a
standard tour called a package tour. It is a pre-
arranged tour offered by a travel agency from
the tour operators´ catalogue. During the
calculation of the price, the guide counts the
risk of non-occupancy, which is normally 20%
of participants. (Gúčik, 2006 p. 181)

It means that the client can choose the already
prepared product with all the services
included. The participant can find the offer in
the mentioned catalogue or on the tour
operator´s webpage. 

Sometimes our client can not find the tour
according to his needs. In this case, he
contacts the tour operator and asks for
another offer with a specific characteristic.
This kind of tour is named a forfait tour. It
is a combination of services prepared
especially for a specific group of visitors.
The guide takes into consideration all real
costs and the tour operator's services. As
we know who the orderer is, we do not
calculate the risk of non-occupancy. (Gúčik,
2006 p. 51)

1.5 A guide as a service
The standard EN 13809 from 2003 provides terms used to describe facilities and
services offered by providers of tourism services. This document defines a tourist
guide as "a person who guides visitors in the language of their choice and interprets
the cultural and natural heritage of an area. This person possesses specific
qualification usually issued and/or recognized by the appropriate authority".
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We can recognize different categories of guides whose work is defined by the type of
service they provide to a client.

TOUR GUIDE

LOCAL GUIDE

CULTURAL & HISTORICAL GUIDE

CAVE GUIDE

MOUNTAIN GUIDE

The tour shall be allocated to the
appropriate guide by the responsible tour
operator´s agent. The guide can be
informed by email, phone, letter, or
personally. According to the type of the
tour,  he has to receive all the
documentation needed, which normally
(usually) is at least three days before the
tour starts. The agent passes all the basic
information about the tour and clients to
the guide. These documents will be used in
the topographical, psychological, and
chronological preparation of a tour
(Orieška,1999 p. 63).

Gučik (2001) specifies that the guide can accompany visitors and give an expert
interpretation of the cultural and natural heritage of the site (cities and municipalities,
caves, historical monuments, natural areas, national parks, etc.). It means that, in
practice, guides specialize in their business. 
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2 Where and how will we
travel?

As it was mentioned, a special accredited course and
certifications are required for the job of a guide. Each
tour is different, that is why the guide needs individual
preparation for its realization. At first, he/she has to
prepare information minimum about the country or
region where the tour will take place (Orieška, 2011 p.
43).

Mr. Gúčik (2006) defines information minimum as a
well-arranged set of information about a state or a
region used by the guide in interpretation. It
contains information such as the official name of
the state, the head of state, state symbols, the
political system, the state administration, the
division of the territory, location, climate,
population, industry, history, etc. It can include
steady information about the country (height above
sea level, year of specific events ...),  variable data
(number of inhabitants, head persons, or leaders ...),
or it can also contain some legends or stories. 

This document has a comparative character as well. It is convenient if the information
minimum comprises analogies that can help the client to understand the guide´s
interpretation better (Orieška, 2011, p. 43).

The next step for the guide is to create a topographic preparation focused on each
particular place on the tour route. It means that the guide has to pass all the tour
planning and start routing on the map. He or she needs to know how many kilometers
are between one place and the other, how long the transport will take, and what the
clients can see on the route. The guide divides the route into smaller parts and he/she
prepares a concept of the tour.  

He/she has to work out the information about places located
on the route. In the past, this information was included in the
document of A6 form called excerptional card.  Nowadays, it
is not used that much, as modern guides use a well-arranged
set of digital information about a monument or a city on the
mobile phone, laptop, or tablet. Sources of information for
topographic preparation can be booklets, handbooks, maps,
leaflets, encyclopedias, or the internet. Although the
information looks trustworthy, it is always necessary to verify
its truthfulness from different authors  (Orieška, 1999 p. 68).
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After we managed topographical and chronological preparation, there is another thing
we need to do and that is psychological preparation.

3 Who are my participants?

age, 
gender, 
education, 
social status,
nationality, etc. 
Hobbies, character, bad habits, and
health conditions (these are known after
meeting the participants)  

Psychological preparation is aimed at the participants of a tour
or a trip. The tour guide should be prepared for his/her group
so he/she knows what to expect as well as to be prepared for
unexpected situations that may occur during the travels
(Orieška, 1999 p. 78 - 79).

Some of the information is given by the travel agency according to the travel
documents – that is: 

professional interpretation of sights – different age groups are interested in
different interpretations and information about visited places. The use of parallels
and metaphors may not be understood in the same way by the participants.
animation programme – it is expected whether we are with a group of seniors or
families with children, an animation programme of some sort is expected, but it
cannot be the same for every group. Younger travellers can endure more physical
activity and on the contrary participants of an elder age can prefer a more relaxed
itinerary. 
The level of social etiquette is another factor that we can prepare for according to
the given group of participants.
handling the unexpected situations – there are many situations that we cannot
predict such as late flights, lost luggage, lost participants, and many more –
psychological preparation helps us to prepare for several outcomes in handling
these situations.
approach to the participants – different age groups or genders expect a different
approach from the tour guide.
offered services – variable fees for transportation, entrance tickets, or similar.

Mr. Orieška (1999) clarifies how psychological preparation influences the tour. It can be
used for: 

3.1 The influence of psychological preparation
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3.2 Is it a formal or informal group?

A formal group of participants consists of employees from one company or institution.
It is a group of participants that would likely not travel together under other
circumstances (Orieška, 2011 p. 36).

These groups are organized with a
certain purpose with particular
rules and with less personal
character. The main advantage is
that the participants already know
each other (in case of bad
relationships this can play a role as
a disadvantage). The tour guide
acts as a foreign element and it
can be perceived as a downside.
Since the participants work
together and now they travel
together a “cabin fever” may
occur. Another disadvantage of
having a formal group is that the
influence of others on the
individual is very effective 
 (Orieška, 2011 p. 36).

An informal group of participants arises
spontaneously on tours, and stay trips. In
comparison to formal groups, these
groups are not organized for a specific
purpose. The participants typically do not
know each other beforehand which is an
opportunity for them to get to know new
people, but from the position of a tour
guide, we can expect some problems with
communication (Orieška, 2011 p. 36).

When preparing for a tour or a trip, we need to
acknowledge what to expect from the group. It is
very important to know whether the group we are
guiding is formal or informal because these groups
have different dynamics. 
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Temperament is an emotional area that affects the person´s mood and determines
the speed, rhythm, and intensity of an individual´s mental process and wills. We know
four basic types of temperament and knowing the characteristics of each can prepare
for the reactions of participants in many situations during the tour (Orieška, 2011 p-
37).

temperament, 
profession/education, 
gender, 
age. 

The classification aspects for the typology are: 

Except for the temperament, all of the mentioned information
can be given beforehand by the travel agency. The
temperament of the participants is something we will find out
after meeting the participants. Psychological preparation can
help us prepare for all the temperaments there are.

3.3 Typology of participants
According to Mr. Orieška (2011), the typology of participants is understood as the
observation and evaluation of the participants' behaviour during the trip. As tour
guides, we can evaluate participants´ expressions, reactions, contact, and
communication with others. 

EMOTIONALRATIONAL

EXTRO
VERT

IN
TRO

VERT

SANGUINE CHOLERIC

PHLEGMATIC MELANCHOLIC

balanced, lively,
light-hearted,

irresponsible and
friendly

unbalanced, fierce,
determined and

often in a role of a
leader

 

balanced, calm,
prudent, low-

tempered

unbalanced, sensitive,
serious and shy

characters

Image 5  Temperaments

12



Each of the participants has its own character which is a system of relatively permanent
mental characteristics. Character traits can be changed, worked on, or influenced by
education. The behaviour of participants is closely connected to their character and
therefore we can divide participants into two groups – with risky and risk-free
behaviour. Participants who are annoying, exemplary, undecided, closed, nervous,
dissatisfied, upset, moody, and aggressive would fall into the category of risky. We can
consider friendly, talkative, calm, decisive and timid participants to have risk-free
behaviour. 3.4 Segmentation of participants

geographical – by the origin of the participants
demographical – such as age, gender, life cycle (junior/senior)
psychological - advantages, preferences, hobbies
socio-economical – social status, education, income, employment, habits

Due to the participants belonging to a particular group, the tour guide can adjust the
professional interpretation, its form, content, language, use of parallels, metaphors,
respect for the religion, traditions, habits, choice of activities, and conflict prevention. 

We can divide the participants according to the following aspects:

As Mr. Orieška (1999) says, "psychological preparation is aimed at participants so that we
as tour guides can be prepared for the particular group and give our best performance
so the participants have the best experience, enjoy the tour, and have their needs
satisfied." 
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4 How to plan a tour?
When we already know who our participants are, their
needs, what route we will take, and what we will see, we can
create a chronological preparation. The following step is
focused on the period of the tour realization. It is related to
the work diary, and tour timetable. 

The work diary is a calendar of the tour (date and days of the tour) and also a guide´s
calendar. It can include holidays, important anniversaries, the phenomenon in nature or
in the sky, weather, traditions and fairs, events, birthday /name day/another jubilee of
the participants (Orieška, 2011 p. 44).

The result of the guide´s preparation is an itinerary (Appendix 1) that we can define as a
detailed plan of the tour route processed usually by the tour operator or tourist guide. It
contains dates and number of days, places, transfers, distances, times, and programme
specifications (Novacká, 2005 p. 69).

As it is seen, the itinerary is a kind of
summary table where the guide can find
all the information about each day of the
tour. It includes a programme that is
obligatory for every participant but it also
contains information about possible
activities that the clients can choose
during their free time. In the section of
notes, the guide can write all the
comments that are helpful for him/her -
how the catering will be paid, what
distance they have to walk, the name of
the local guide, price of the activity, etc.. 

Concerning distance,  the distance between two different places is called partial
kilometers. We have to round up the amount to the higher number of kilometers. So, if
the router planner calculates the distance as 20,6 km, we always include the rounded
number, which means 21 km. A total number of km means all the kilometers we pass
during the tour till the specific day. 
As we never know if there will be no traffic jams or accidents, we always increase time
for the transportation. The symbol "/" shows that during that time the bus is not used,
the participants are walking, or having specific activities. 
For routing, we can use various route planners such as https://www.viamichelin.com/,
https://www.rac.co.uk/route-planner/, or simply https://www.google.com/maps/.  The
guide has to think about the route first and minimize the transfer costs by choosing the
most effective way of route. 

Image 6  Part of Slovak C7 itinerary
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determine all the service costs 

create a profit for a tour operator

set a price for a tour 

First, we have to know how many participants we have on a
tour. According to this information, we choose a type (a size) of
bus depending on the number of seats. The price for a bus is
normally given by the bus provider based on the tour operator´s
order. 

Before setting the final tour price, it is convenient to do market research to compare
offers from its rival tour operators. We have to compare the price level but also the
packet of services included in the calculation. The problem arises when the competitors
have lower prices than us. In this case, the tour operator has 2 possibilities: to change
the price or to make a different offer. If not, it can lose the customer (Gúčik, 1997 p. 11).

5 How much will it cost?
When the tour operator prepares a tourism product, its
proposal is to sell it to the client, obviously. That is why it
has to establish an attractive price for a client that will
be acceptable for him, but it has to cover all the
arranged services.  

To calculate a tour we normally use a calcualtion list
(Appendix 2) and we have to: 

5. 1 How to calculate the BUS?

5. 2 What about the accommodation?

We write an order to the bus carrier via e-mail or letter (some of them have the online
calculations on their websites). The order has to include bus requirements, route
description, programme, and services for a driver. It is recommendable to write to
different companies to compare their offers (not only the price but also facilities and
services). 

The tour operator has to arrange suitable accommodation for
customers. Normally, prices can vary according to different factors. Mr.
Gúčik (1997) describes some possibilities of how the price can change
when the tour operator is arranging the accommodation. 
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breakfast included

half board (breakfast & lunch/dinner)

all inclusive/ full board (full catering)

There can be a 10% - 30% discount for tour operators. If the tour
operator arranges rooms and pays for accommodation in advance,
the hotel can provide a 30% discount. The hotel can offer also a
group discount of 10% if the group is bigger than 15-20 persons.
The price can also change depending on the season of the year.
Usually, prices are 20 -45% lower in the off-season. We can also
obtain a special price for seniors, kids or youth. 

The question is where the tour operator can find
appropriate accommodation. 

The tour operator can search on internet platforms such as booking.com,
tripadvisor.com, etc., or on their own web pages or obtain information by calling directly
to the hotel. 

5. 3 Do we calculate catering services?
At first, the tour operator has to decide if the food will be included in the price of the
tour, or in the accommodation. The calculation can be made especially based on the
tour operator´s order depending on type of catering it wants to offer. The restaurant can
also offer a special price for tour operators or group discount. 

5. 4 What else can be included in the price?
This category depends on the tour programme. All of these activities
have to be arranged in advance.  We have to include all the costs we
need to cover in the price such as local guides, sightseeing tours,
entrance, ski passes, vouchers, wellness, free time activities, etc. 

5. 5 Guide services
Guides are also included in the tour budget. The tour operator has to
arrange transfer, food, and accommodation for a guide. If the group of
participants is over 15, normally, these services are free for guides.
Each country has its own guides´ salary, that is why it is difficult to
establish an exact amount that should be paid to them. The payment
depends on the group size, guide's language skills, job content, etc.
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5. 6 What is markup?
The tour operator can increase the price for a markup (30%), that includes:

profit for tour operator

indirect costs

fixed costs

The percentage of the markup can change according to the rival companies that sell
similar products. Thus, the tour operator has to compare its price with the competition
(Gúčik, Patúš, Šebová, 2007 p. 95).

To sell the tourism product, the tour operator has to adjust the price for a customer.
However, the price has to include also the markup for the tour operator. The price is
normally a deciding factor for customers, therefore we have a limited price that they
are able to pay for a tour. So if the tour operator wants to sell the tourism product, it
has to think of the client´s limints (Gúčik, 1997 p. 19).
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5.7 What to do with the price if the total
capacity of the tour is not fulfilled?
There is a possibility that the total capacity will not be filled e.g. accommodation,
transport.  Usually, when we establish the total price for a tour, we count the cost for
20% of participants less as planned. We call it a risk of non-occupancy and we
calculate with it always when planning the package tour included in the catalogue. 



6 Let´s evaluate a tour!
After a successful tour is over for the participants, it is not over for the tour guide just
yet. The last step of a tour is its evaluation. 

As the guide knows everything about the tour that he/she took part in, it is evident that  
the guide is the most indicated person to do the evaluation of the tour. 
Normally, when the guide finishes the tour, he or she has 3 days for evaluating the tour.
However, when the guide continues with the new group and he/she does not have
enough time to write it, it is possible to postpone the date of submission of the
evaluation (Orieška, 1999 p. 110).

The guide can prepare the evaluation at home or at work, but he/she has to submit it
on time to the tour operator´s agent when the evaluation is ready. 

Mr. Orieška (1999) describes the evaluation of the tour. It has to be done in written form
and each tour operator has its own format. This document is named the evaluation
report (APPENDIX). 

basic information about the tour
information about the tour guide
character and standard of provided services 
description of additional services
description of unexpected and exceptional
situations
suggestions and comments about the whole
tour 
the correctness of the report is confirmed by a
tour operator referee at the end.

It is a form given beforehand (the form is according
to the type of the tour). The report includes the
following information:

6.1 Evaluation of the tour 
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Catering services – When evaluating catering services, we
focus on name and location of the establishment, the
range of provided services, quality, weight and volume of
meals and drinks, cleanliness of inventory and interior. 

illnesses, 
hospitalization of a participant, 
law breaking, 
the estrangement of the participant from the group, 
damage, lost and theft of the luggage. 

Unexpected and extraordinary situations
Various situations may occur during our tours and stays with participants. Psychological
preparation should prepare us for several outcomes. Among serious unexpected
situations belong:

Tour evaluation includes a description of how was any of these situations handled by
the tour guide. 

In order to be able to evaluate certain services, the tour guide needs to be familiar with
their characteristics and the traits to be evaluated. Services are divided into basic and
additional. 

Transportation: Each type of used transport is evaluated
separately. With all types, we notice cleanliness as the first factor.
We mustn´t forget to mention any unexpected situations if the
transportation had a delay and if the services were not up to
standard, necessary documents are added. Bus tours have some
other specific factors to take into consideration such as timeliness
of arrival, name of the driver, also his appearance and behaviour,
the driver´s knowledge of the route and fuel consumption, license
plate and type of coach, number of kilometers before and after
the tour. 

Basic services are transportation, accommodation, and catering
services. 

Accommodation – No matter the type of accommodation, we
evaluate the cleanliness and hygiene of the rooms, their
structure, activity, and willingness of the employees and we
also have to mention the name, location, and number of nights
spent in the establishment. 

Tours, excursions, trips, and any other services than the basic ones: our report of
the additional services needs to include the name of evaluated activities and tour
guide, the description of previously not ordered services (with the agreement in
reference to tour operator). The key comments regarding services mention their
shortcomings confirmed by records, complaints, and the tour guide´s explanation
for the means of compensation. 

Additional services
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Comments and suggestions of a tour guide 
The opinion of a tour guide about the given tour is valuable
information for the travel agency. The guide can give a
comment about the tour itself, the programme, services,
overall organization, or additional recommendations for
colleagues. Comments and suggestions of a tour guide may
improve the future of the particular tour. 

The evaluation is done so the tour guide can get a salary, and coverage of the travel
expenses. The evaluation is also important for the travel agency so they know if there
were any problems during the tour or if there is a place for improvement. 
The range of evaluation and calculation is given by the travel agency and by the
instructions of the travel agency´s referee. 

6.2 Billing of the tour 

An evaluation report serves as a base for the tour guide to get
his/her salary. The tour guide asserts the right to the payment
in the completed pre-printed tour operator form, which is then
signed and confirmed. If the tour guide is self-employed, he
gives invoices to the travel agency. The guide has a right to
have insurance at least to the same level as the participants.
Travel reimbursements are paid to the guide based on travel
orders – another type of pre-printed document. 

20

It is convenient if the travel agency also obtains feedback and satisfaction from clients.
If the participants are dissatisfied, they have an opportunity to use the complaint
protocol to express their dissatisfaction with the services.



Time

Km

Place Activity Notes
partial km total km

      

      

      

      

      

      

      

      

      

Appendix
1 Itinerary
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Tourist Agency: Label of Transport: Date:

Transport
  Co.: Vehicle Type and Size: Place of Departure:

Number of Participants and Guides: Special Events included in the calculation: Calculated number of participants with the risk
  of non-occupation (%):

PURCHASED Services TOTAL Notes

TRANSPORT    

- bus    

- parking    

others    

     

TRANSPORT
  TOTAL    

Transport per
  person    

     

ACCOMMODATION
  per person    

     

CATERING per
  person    

     

ENTRANCE FEES
  per person    

     

OTHER COSTS
  per person    

     

Purchased
  Services Total per person    

     

OWN services    

 GUIDE COSTS    

-accommodation    

- catering    

- wage    

- other    

Guide Costs
  Total    

Guide Costs
  Total per person    

     

TOTAL COSTS per person    

Purchased +
  Own Services    

Margin Total    

     

TOTAL PRICE
  per person – preliminary    

     

PRICE per
  person adjusted / for sale    

Appendix
2 Calculation list
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NAME
  OF TOUR OPERATOR

 

EVALUATION REPORT ABOUT TOUR

Tour number  Form of tourism  

Dates of tour  Number of days  

Number of participants  
Number of adults  

Number of kids  

TOURIST GUIDE

 
First name and surname

Address 

Teleph. number:

TRANSFERS

 

Date and hour of departure

Date and hour of arrival

Process of transport

(nº of km, driver´s behaviour,
  cooperation, outfit)

cleanness of the bus/ train/ plane

ACCOMMODATION

 

Name of accomodation

Address  of the
  accomodation

Room facilities 

Standard
  of provided services

CATERING

 

Name of catering organization

Address  of catering
  organization

Number of BI, HB, AI

Standard
  of provided services

EXCURSIONS AND TRIPS
 

planned and calculated

EXCURSIONS AND TRIPS
 

non planned and non calculated

FOREIGN GUIDE

 
First name and surname

Name of provider

Standard of provided services

UNEXPECTED AND EXTRAORDINARY
  SITUATIONS

 
illnesses,

  hospitalization of a participant, law breaking, etc. 

CLIENT
  SATISFACTION 

 

FINAL
  GUIDE´S EVALUATION, COMMENTS AND SUGESTIONS

 

IN                                  ON GUIDE

EVALUATION RECEIVED BY
TOUR OPERATOR

  AGENT

Appendix
3 EVALUATION REPORT
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