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Introduction

From June 11th to August 26th I have been on a placement in Killorglin in the south of Ireland.

Killorglin is a small village with only 2000 inhabitants and it benefits from the implantation of a huge company FEXCO which regroups, among others, the Western Union and Gulliver. I was in relation with the personnel manager before my departure and I choose to work in Gulliver, a tourism agency, in order to practice my English and to have direct contact with the customers. 

In the first place, I will introduce you to an internal analysis of  FEXCO firm, its history and organisation, and one of Gulliver. I will give details about the employees policy within the group.

Afterwards the external analysis will allow us to measure the role FEXCO has in the world, the positive environment of Gulliver in Ireland, the market and the notoriety of this company.

In the second place, I will analyse my missions in Gulliver, the means I disposed of, and the various situations I was confronted to, all this gathered for one objective : satisfy the customer. I will formulate a few criticisms about the work, particularly about time management, efficiency and enterprise culture. I will end with a review of everything I learned during this placement, professionally as well as personally.

At last, I will highlight the differences between Ireland and France, trough what I have seen in this foreign country and what I know about my own country. First the economical environment in general and the progress in the global tourism market. Then I will describe the internal constraints, who differs on a juridical basis with work legislation, accounting organisation ; as well as on an economical basis, especially with labour cost and fiscal concerns.

I hope you will find interest in that flourishing firm, where I found a warm welcome and a pleasant working environment.

I/ FIRM ANALYSIS

I/ Internal analysis

FEXCO, a privately owned company based in Killorglin, Ireland is a focused provider of global payment services and processing.

A/ History

Brian McCarthy launched FEXCO in 1981. He leaves Allied Irish Bank and founds Foreign Exchange Company of Ireland.

In 1985 FEXCO tax-free shopping is launched in Ireland.

Two years later, Brian McCarthy wins Sean Lemass awards for “excellence in marketing”.

In 1991, the firm acquires Western Union’s business in the UK and later it acquires Gulliver All Ireland Tourist Reservation and information, and launches a Dynamic currency conversion service.

B/ Organization

FEXCO is a private company, 25% is owned by Western Union International (formerly First Data Corporation), and Brian McCarthy holds the greatest number of shares.  There are 18 named Directors (as on the headed note paper) and many employees own a small number of shares, as there was a share issue program from approximately 2000 to 2005.

FEXCO is a highly profitable and secure organization with offices in over 12 countries and operations globally. The organization is divided into 5 main divisions. 

Some key figures from 2005 for FEXCO Group are as follows; 

Gross Revenue - €140Million 

Turnover - €6Billion 

Transaction No.s - 20Million 

Employee's - 1,400 + 
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FEXCO has grown to become a strong and focused provider of global payment services and processing. 

Through our three core product groups Global Corporate Payments, Global Consumer Payments and Business Services, we distribute millions of international payment transactions annually.

Through our strategic partnership with First Data Corporation, who hold a significant minority shareholding in FEXCO, we are driving a truly global business strategy.
The company employs in excess of 1000 people at corporate headquarters in Ireland and in other national and international offices.

It has clients as “Ireland.com”, “Coca-Cola”, “Microsoft”, “First Data”, “AIB”, and “DIAGO”.

C/ Travel leisure

The international travel and leisure industry is a dynamic market, where demand patterns fluctuate regularly requiring an ability to react swiftly. Within this market place the industry continues to seek better solutions to its financial services and processing needs. FEXCO is a key supplier to the sector with its Dynamic Currency Conversion product, Bureau de Change services and Global Corporate Payments systems. 

GoIreland.com is the first online shop window for Irish tourism businesses and the leading consumer portal for tourist information and reservations.
GoIreland.com is operated by Gulliver Ireland, which is headquartered in Killorglin, County Kerry and is Ireland’s leading cost effective provider of tourist information and reservations. The original Gulliver system was developed by Bord Failte and the Northern Ireland Tourist Board. Following a partnership agreement with FEXCO in 1997, the financial services company acquired a majority shareholding in Gulliver. Since, then, a significant investment has transformed the Gulliver database as Ireland’s destination management system and one of the leading systems of its kind in Europe. 

The company’s destination management system operates an advanced and comprehensive tourism database that provides an information and reservation service for Irish tourism products and services. The Gulliver database contains all approved accommodation providers on the island of Ireland, regardless of size or location, and the system processes bookings for almost 9,000 member properties from the Internet, Tourist Offices and the International Call Center. It functions as Ireland’s national tourism information database and powers, among others, the Failte Ireland website and the Northern Ireland Tourist Board website

D/ Employees policy

· Probationary period of employment:

All employees recruited to the Company shall initially be employed for a period of up to six months on a probationary basis during which time the Company shall evaluate his/her potential and shall discharge or retain him/her at its sole discretion.  On occasions employees will be offered fixed terms contracts.

· Your immediate supervisor:

Your immediate point of contact with the Company is your Supervisor to whom you will report and who will guide and assist you in every way possible. All employees are obliged to carry out supervisor’s instructions.  Your immediate supervisor will tell you about the details of your work and how it fits in with the general organization of the Company.  In certain cases standard operational procedures for your job are laid down and you will be referred to them.

· Training and education:

The Company considers the proper preparation of its employees for their work to be a key factor in promoting job performance.  You will receive appropriate instruction when taking up your initial employment and for any new appointment.  You must participate in all training and development courses considered necessary by the Company.

You may be encouraged to undertake part-time study to further your education.  In such cases, the course fees may be reimbursed on successful completion

From an organizational perspective the Group Human Resources Section will conduct an Annual Assessment of Training & Development Needs. This assessment will form the basis for our training plans for the following year

· Opportunities for advancement:

It is Company policy to pursue and implement a policy of equal opportunity.  Employment and advancement opportunities are based on your qualifications, aptitude, experience, performance and commitment.  We shall fill each position with the most suitable person and our policy is to transfer or promote within the Company whenever practical.  A probationary period of up to six months will apply to employees chosen for promotion. Length of service alone does not constitute a valid reason for promotion.  The Company will recruit externally should it see fit.

· Method of payment:

Payment

Monthly paid employees are paid on the last Friday of each month by credit transfer to the individual’s bank account. Payment is monthly in arrears.  Weekly and hourly employees are paid by credit transfer on Friday or each week in arrears.

Overtime

It is Company policy that time off is taken in lieu of any overtime worked for those on waged contracts. Where this is not practical paid overtime will apply by agreement with the Company.  Those on salaried contracts, who work any additional hours, are not entitled to time in lieu as base salary reflects this effort.

· Unpaid leave of absence:

The Company apart from exceptional circumstances does not grant unpaid leave of absence.  Requests for unpaid leave of absence must be made in writing to the Human Resources Department.

Annual Leave

Annual leave consists of a maximum of 22 working days.  Two of these days are Company designated days, Good Friday and December 27th. The Company shall give an additional day’s holiday to staff who take their holidays to suit the needs of their division/functional area.  This additional day is only available to staff whom, due to seasonal factors in the Company, were obliged to work a period of five months consecutively without a holiday. 

· Other leave:

Two days paid leave will be given for:

Bereavement of immediate family i.e. wife, husband, son, daughter, mother, father, brother or sister or some other person who has acted in a similar role as a mother or father.

One day paid leave will be given for: 

Bereavement of an aunt/uncle or grandmother/grandfather.

Employee’s wedding

The birth of an employee’s child
· Hours of work:
Hours of Work

The normal standard working week is 37.5 hours for employees other than part-time and day-to-day employees.  As the Company is engaged in many diverse business activities, your working hours and shift patterns will vary depending on the department and/or location to which you are assigned from time to time.   Your shift patterns may involve working public holidays or weekends when you are requested. Currently such work is the norm, e.g. in our Call Centres and in Bureaux, and could become the practice if required in other areas in the future. The Company reserves the right to alter your shift patterns or your daily working schedule depending on the Company’s general personnel requirements as determined from time to time.

Flexitime

The Company operates a flexitime policy for some employees where such arrangements are considered feasible from an operational perspective from time to time. Such arrangements in all cases must have the prior approval of the Human Resources Department. 

Any such arrangement is at the sole discretion of the Company.

Such flexitime provisions do not relate to employees who work on an hourly basis, roster basis, day-to-day or shift work. 

· Career Benefits
Pension Scheme

 The Company operates a defined contribution pension scheme as well as including you in the plan for death benefits from the date of joining the Company.

Continual Training

Is committed to the on-going development of its employees and to support this offers a wide range of training opportunities including courses, workshops, seminars, conferences and a Management Development Programme. Our Employees are encouraged to further their personal development and education. The Learning and Development team conducts an annual assessment of the Company's development needs, in co-operation with the individual Business Units. This review supports FEXCO's annual strategic business plan and ensures the organisation is fit to compete at an optimum level.

Health Insurance Group Scheme 

Currently employees and their families (husband/wife/children) may join the FEXCO Group Scheme of the Voluntary Health Insurance Scheme or any other scheme as may be decided by the Company and avail of the Company discount.

Social Club 

FEXCO has a very active Social Club that all staff members may join when becoming an employee of FEXCO. Various activities such as weekends away, mystery tours, sporting events and many more are organised by the Social Club.

II/ External analysis

A/ FEXCO in the world

FEXCO manages call centres providing customer services for Western Union, All Travel, Carelines and Prize Bonds. Western Union operates Call centres in Killorglin, Caherciveen, Madrid and Trelleborg, Sweden.

Celebrating 25 years in business this year, FEXCO is now a truly global success story.  The company operates directly in 14 countries around the globe and through its payment-division business it interacts with customers in another 180.  It employs 1400 people, 850 in Ireland and in 2005, the FEXCO Group processed transactions valued at €7.2 billion.  FEXCO’s business divisions include financial services such as stock broking and leasing, merchant services such as credit card processing, VAT refunding, Bureau de Change services and gift card solutions, international payments services and Western Union transactions, tourism services such as online hotel, golf and car rental bookings and outsourced business services such as prize bond management, teleservices and customer contact centres. The company has operations in Ireland, UK, Spain, Malta, Australia, Finland, Denmark, Sweden, USA and Dubai, UAE.

FEXCO Websites :

:: Body Corporate Services
:: E Directory Services
:: FAI Finance
:: FEXCO Asset Finance
:: FEXCO Corporate Payments
:: FEXCO DCC
:: FEXCO Gift Cards
:: FEXCO Malta
:: FEXCO Nordic
:: FEXCO Stockbroking
:: FEXCO VAT Refunds
:: Global Refund Ireland
:: Gift Voucher Shop Malta
:: Go Ireland
:: Gulliver Ireland
:: Kemps Collections
:: Nova Car Hire
:: Online Teetimes Ltd.
:: PENSCO
:: Prize Bond Company
:: Prudential Investment Company of Australia
:: Western Union Ireland
:: Western Union Malta
:: Western Union Spain
:: Western Union Travel Cash Card
:: Western Union UK
B/ County Kerry

The reasons of the success mostly depend of the environment:

· Great Location
County Kerry is located in the southwest of Ireland in the province of Munster. The area has an excellent environment in which to live and work with magnificent scenery and a mild climate. 
· Ideal Infrastructure


The county infrastructure has improved over recent years and Kerry County Airport has facilitated access to major European cities. The road structure is being constantly upgraded with travelling time reductions to the nearest cities of Cork and Limerick. Dublin is now less than 4 hours drive. There has also been significant expenditure on the rail network. 


· Excellent Third Level Education Facilities 


The County has excellent third level education facilities in the Institute of Technology, Tralee. This institution has received international plaudit for its courses particularly in the I.T. sector. Students from this college form a large part of the well-educated workforce. The new campus has now been completed and adds greatly to facilities.

· Substantial Industrial Base 


Kerry has established a substantial industrial base with national and international companies. The range of products range from financial services to textiles. These include FEXCO (Killorglin), Kerry Group, Temmlar/Fujisawa (Killorglin), Liebherr (Killarney). There has been a surge in the number of the indigenous businesses resulting in a growing base of small and medium manufacturing and service businesses. 

· Research and development


Research and development are seen as key elements in the development of the county. This is evident in exciting developments such as Killarney Technology Innovation Ltd. (Killarney), Kerry Technology Park (Tralee) and the Tom Crean Centre based in the Institute of Technology. 

· Start Up incentives 


An extensive range of company start-up incentives are available through agencies such as the County Enterprise Board, LEADER companies, Shannon Development.

Being based in Kerry is both good and bad.  There is a good quality of life, good resources available for an employer, but very little domestic or foreign investment in business in Kerry.  There is a rail service - but very slow!  Ireland is very political, and with very little representation in the Government for Kerry it is often forgotten. Cork and Limerick (Shannon) attract significant interest and investment, Kerry is dependent on private individuals attracting the work to Kerry.  

C/ Gulliver

The Gulliver Ireland-owned GoIreland.com reported a 33 per cent increase in tourism bookings last year compared to 2005. Nearly 44,000 tourism bookings were made online (representing nearly 207,000 bednights), which were valued at  over Euro 8.5 million.

Nearly half (45 per cent) of GoIreland.com`s bookings were domestically sourced while 25 per cent came from the UK and a further 14 per cent from the USA. The strong growth in domestic bookings is an emerging trend over the past number of years. In 2004, for example, domestic bookings stood at 29 per cent while this share of overall bookings rose last year to 37 per cent. Germany and France also made the Top 5 country booking source list for 2006.

The hotel sector secured 57 per cent of GoIreland.com`s tourism bookings, a rise of 34 per cent on 2005, while the B&B (30 per cent share) and guesthouse (8 per cent share) sectors also benefited.


Dublin (34 per cent share), the South West (16 per cent share) and the West (14 per cent share) were the three regions to secure the most bookings last year. GoIreland.com is averaging over 54,000 unique visitors per week and was the most booked Gulliver-powered website last year.

D/ Reputation

Fexco got into the festive spirit a little early by handing over a massive €20,000 cheque to children’s charity Barretstown. This will ensure a whole host of fun and games for sick children from across Ireland.

Barretstown, at Ballymore Eustace, provides a medically endorsed programme of arts, adventure and fun activities for children with cancer and other serious illnesses. All children who come to Barretstown do so entirely free of charge, including round trip transportation.
Barretstown relies on the generosity of individuals, foundations and companies like Fexco to help fund the €4 million it costs annually to run its programmes.


The latest €20,000 donation is part of a growing relationship between Fexco and Barretstown which has already seen staff from Killorglin lend their support and time to the children’s charity.

II/ MISSIONS

I/ Missions analysis

A/ Gulliver

I worked in the call center with around forty other people. All of us were working in the same big room, sharing a desk with four to six persons. Being all together helps a lot because you can communicate easily with others. For me I could ask for advice at the beginning when I wasn’t sure what I had to do. It also creates a good atmosphere among all the members of the department.

Half of the place is occupied by people in charge of reservations for Gulliver and Nova; the other part by people in charge of  contracts between the company and cars or houses hirers. Some of the offices are reserved for the IT maintenance section . 

The first three days I assisted Fabien an Irishman who showed me what I would have to do for the next three months.

I was working seven hours a day. We had a quarter of an hour break authorized in the morning and one in the afternoon and half an hour for lunch.

During breaks I had to log out from my system and telephone. I could also switch the phone into “not ready” when I had to do photocopies, or finish something, but the “not ready” status was to be used only if this pause did not exceed two or three minutes.  

In Gulliver we did not work on Sundays. The customers could then make their reservations only on the Internet.

There was a rota for Saturday working. 

Gulliver work occupied most of my time.

There were not specific objectives like a minimum number of bookings per day. First it would be stupid because some days we had a lot of calls and the next one much less.

The real mission was to do a good job. This meant : be careful during the booking not making a mistake, advising the customer wisely and being able to answer all his questions 

Various stages in work:

The first thing I did everyday when I arrived at work was to turn on my computer. I had to enter my login and my password. It was given by  IT services and had to contain six letters and one number. We had to change it every three weeks. 

First, I opened the Gulliver and the Nova systems. For each I had to enter a new login and password. 

Then I could log in my phone. When I logged in the system detected it, so managers could control when we were working or not.

During the first two weeks I took only French calls, and after that period I took  English ones too. It was possible to transfer calls between persons in the call center. Thanks to that other employees could transfer French calls to me, because I was the only French speaker.

When I received a call I always used the same sentences: “Gulliver, how can I help you?” or “GoIreland, bonjour” in French because we are well known as GoIreland in France.

We offered two different booking: 

-self catering, it is a gite which can be rented only from Saturday to Saturday. Gulliver takes a commission of ten euros for each booking.

-all accommodations services (bead and breakfast, hotels, hostel…). Most of the time people stay only one night or two in these places. For this service Gulliver takes a commission of five euros.
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1/ Impossible request

For example, a customer requested a hiring of caravan that Gulliver does not do. Or he asks for a cycle hire or a walking. In this case I had to redirect the person to a suitable interlocutor.

2/ Person knows what he wants

If the customer knew the place, the number of people, the exact dates it was easy to make the booking. I had to enter all of the information. I could choose very precise criteria like “see location”, “pets are welcome”, “car parking”, depending on what the customer wanted

Then I pressed “search” and the system gave me the list of available lets corresponding to these criteria.

When the customers had children (less than 12 years old) I had to call the owner to know if he would grant a reduction. In order to call the proprietor, I could put the customer on “hold” until I got the proprietor’s answer.

When the customer had chosen, I made the reservation.

· The booking
I entered all the information about the client (name, address, phone number). I had to advise  him thoroughly about our cancellation policy (cf: annexe1). 

· Payment

For self catering the client could choose to pay by cheque or by credit card. The cheque had to be made within one week after the booking. With a credit card the customers could choose to be charged for  1/3 of the total price (the deposit) or for the whole amount, except if we were 6 weeks or less before their arrival. Then I had to charge them for the whole amount.

For all accommodation services, customers can pay only by credit card. They pay directly the deposit plus a commission of 5%. 

· Invoicing

All information about clients are directly reported on the invoice. The system creates a booking code automatically which I had to give to the customer. Thanks to this code we could find  his booking if he had a problem.

I sent the booking form (cf: annexe2) to the customer by Email if he used it and by mail with our cancellation policy. I always put a Nova sticker on the envelope. 

I made a photocopy of the invoice for the accountancy department. 

· Forwarding of the documents
In the call center there was a big box for the post. For the accountancy department there were three boxes, one for self catering, another one for all other accommodation (hotel, B&B), and a last one for cancellations. 

3/ By mail

I also took bookings by mail. It was rare. However when the customer wished to make a itinerary it was more effective to send by email. A itinerary by telephone wasted much time whereas it is very fast by email if the customer follows the procedure well. I asked them to write the place, the dates, the numbers of people for each hiring. The commission of 5 euros or 10 euros went down then to 1,50 euros after the first reservation. In this case I had to enter my name on the system to justify allowed discount. The payment, the invoicing and the forwarding of the documents were made the same way as a normal booking.

4/ The person looking for a booking

If the customer did not have a precise idea I advised them to go on our website. They could find all of our available lettings and information about famous tourist spots. For people who do not have any idea of their destination I directed them towards the French tourist office for French people or our information lines for English speakers.

5/ Information on an already made booking

Information was really easy to find thanks to the booking code. If a customer had lost it, we could still find out their booking thanks to their names.

Most of the time they asked when theirs account would be debited, or if the bed linen are free…

6/ Cancellation

Once again, I needed the booking code. In this case the data entry was easy but the client relationship could be delicate because people could lose large sums of money. If the situation became too difficult two people were specialized in managing the conflicts. 

In fact for self catering customers lose:

the deposit (1/3 of total) if they cancelled 42 days before they arrived

60% of the total if they cancelled between 22 and 42 days before 

75% of the total if they cancelled between 8 and 21 days before 

100% of the total price if they cancelled less than 8 days before they arrived

For all other accommodation  (hotel, B&B) they lost:

the deposit if they cancelled 48 hours before 

the deposit + the first night if they cancelled less than 48 hours before they arrived

I had to fill in cancellation paper for the accountancy department. I wrote the date of the first booking, the new booking code if the client had made a new one, the agent’s name, and the reason for the cancellation. 

B/ Nova

Nova is a car hire service. It has contracts with a lots of car hire companies all around the world (Alamo, Europcar, Budget…). Nova takes commission for this service. We are an intermediary between the car hire companies and the customers. 

Customers can make bookings on our website or by phone as with Gulliver.

I had two different missions in Nova. First I took bookings just like in Gulliver, but I also  I was the price checker because the price checker went on leave two weeks after I joined the firm so the manager asked me to take all the price checks.
1/ Price check

On our website we guaranteed our customers the best price. So, if a customer  found a cheaper price somewhere else he could send an email to our price check service. 

· Reading emails

First I checked all my emails. Most of the time people asked me to do a price check but they forgot to give all the information such as car type, driver age, locations, dates and times, and in that case I could not do the price check because the price could depend on those criteria.

· Checking prices

When I had all the information I went on our competitors’ websites and I read their “Terms and conditions”. I compared them with ours. If there are huge differences between prices it could be explain by many factors: the competitors’ prices did not include VAT, airport fees, unlimited mileage…

· Price agreement

If the conditions between our competitors and Nova were the same I could lower our price by cutting down our margin. The correspondence with the customer could last more than a week before reaching an agreement. If our price was appropriate for the customer I made the booking. I had to enter my agent name to justify the discount allowed. If the customers had already done the booking I could refund his account using our system. Sometimes I could not beat our competitor price. Then I answered with excuses.

2/ Booking

Making bookings in Nova system was easier than with Gulliver because there were limited options for each request. The system proposed one or two cars by categories (mini, compact, van…). I asked the customers the dates, times, car type, if he needed an extra driver or a baby seat. Then I entered all information such as name, address, email, phone number, and credit card number. 

I did not have to print or to send invoices to the client. The system did it automatically. 

II/ Learning

A/ English level

I have improved my English level. This is an important thing in a global economy.

Speaking English and to take English calls helped me a lot to become more self-confident. We had to adapt really quickly, because during a call we could not ask the client to repeat what he said several times.

B/ Technical issue

Information technology did not pose a problem to me which facilitated my integration.

Managers helped me learn correct expressions that I had to use, how essential the sense of hearing was, and  give importance to each customer.

C/ Personal  development

Three months in a foreign country with no home port, a new job, a different language, make to respond very quickly.

I had to find a place to live, to go towards people, to be efficient at work. Step by step I gained confidence. This confidence was a really positive point for the future.

III/ Criticisms

A/ Performance management

Gulliver and Nova are intermediary firms in service provision. The services sold to the customers are standardized, so it is necessary to personalize them. For that some independence is left to the personnel. For example the reduction of margin for a price check. Nevertheless each initiative has to be justified on the system. 

The objective was not the number of bookings but the satisfaction of customers. A customer who is not sure of what he wants when he reserves will lose a lot of money if he cancels his booking. It is  really bad publicity.

It is necessary to leave some time to the customer to inform himself and guide him in a direction. He should be encouraged to take part in the process while having defined their choices. The human quality of the personnel is of primary importance. This is why the training and the culture of company plays a major role.

B/ Time management

For me there is something that could be improved. Gulliver and Nova work was  seasonal work. Not a lot of foreign people visit Ireland during the winter. So when I arrived (in June) there was a lot of work. But when I left (end of August) the work was less important especially in Gulliver. However the number of employees was the same in August. So some of them had time when they did nothing at all. 

After asking if seasonal work is a good thing here the manager answered me that they had seasonal work, to cover for staff holidays and for the increase in work during the summer months.  Many of the students who worked here in the summer also worked some weekends in the Western Union contact center. But there were some slack moments.

For the best service, a person cannot work simultaneously in Gulliver and in the Western Union.
Indeed I think that it is not desirable to give too different objectives simultaneously.

Staffing levels are adjusted according to bookings.

C/ Space management

Fexco building is located in a landscape area at the way out of the village. Many employees live in Killorglin. The offices are pleasant. We have a rest room and a cafeteria.
While being on the same flour, desks are insulated.

That allows a better comfort and makes workers more autonomous

D/ Calls management

A thing has particularly struck me. In Gulliver we had two different lines. One for booking and an other one for information. But we could not take booking on information line and could not give information on booking line. We could not switch lines.

The information line is only for English speakers. For French speakers I have to direct them to “Irish tourism home” in France.

So sometimes I received a call in our information line and I had to give  the number of our booking line. In my mind this was a waste of time. Moreover that must have been annoying for the customer who called Gulliver while hoping to be able to book.

E/ Enterprise culture

Team spirit and enterprise culture are very important in Fexco. It was created by an Irishman from Killorglin. The firm employs lots of Irish, especially from Killorglin. Foreigners are welcome. Everyone is called by his first name. This aspect is supported by training which is considered as an essential progress. Common activities are numerous.

During my internship we had lots of parties. For example we went to an incredible party in Killarney . We all played golf, and after we went to a grandiose hotel, where we danced, drank, and slept. Everything was paid by Fexco.

F/ Communication and competition

Competition in the Nova sector is really tough. But thanks to “price check” Nova has a counter attack. 

Gulliver is competing with all the online distributors - Expedia, Travelocity and hundreds of others. Customers can book online, or by phone. They can find our phone number in travel guides, Irish tourist home, or “the Irish tourist home” base in Paris for French speakers.

I noted that Gulliver did not do a lot of advertising. A simple line in the phone book at the heading “tourism”. They do not do advertising on TV. The company uses “pay per click” on the internet to be known. That means a webmaster agreeing to put an advertisement for Gulliver on his website. When someone clicks on this advertising the webmaster earns money.

For experience I called “the Irish tourist home” in Paris to know if they point people to Gulliver. They offered me to send me flier. I insisted and asked if a organization could help me to book. Only then they spoke about Gulliver.

I think that if Gulliver did more advertising used the press and contacted more guides, they could be better placed in the market. Maybe Fexco objectives are to develop internet booking more than those taken by phone.

III/ DIFFERENCES: France/ Ireland
I/ Economic environment

A/ General attributes

The Republic of Ireland is a island of around 83 864 km2. 1/7 of the area of France. The general economic situation allows us to better understand the dynamism of the tourist market.


150 years ago the Irish were obliged to flee. Today the Celtic tiger attracts nearly 60000 people each year, because now Ireland is the 4th GDP per capita of the world behind Luxembourg, Norway, and the USA.

The unemployment rate in Ireland is 4,4% against more than 8% in France.
The entry into the Europe Union was, for poor Ireland, blast of air. The helps allowed the development of infrastructures (airport, roads…), essential for exchanges and tourism.

In fact the county infrastructure has improved over recent years and Kerry County Airport has facilitated access to major European cities. The road structure is being constantly upgraded with travelling time reductions to the nearest cities of Cork and Limerick. Dublin is now less than 4 hours drive. There has also been significant expenditure on the rail network. 
France has a well-developed infrastructure. The Irish trains do not have anything comparable with our rapid TGVs.

Nevertheless the airline companies Irish with low costs make a significant opening on the market.

B/ Tourism

· Tourist products

The French products are known and numerous (Paris, Cote d’Azur, Chateaux du Pays de la Loire…). In Ireland the tourist offices praise the splendid landscapes of Connemara or the “Ring of Kerry”. However the strategy is also to target customers with “A chacun son Irlande”: golf, fishing, great spaces and art of life.

The image is developing.

· Figures 


These figures permit us to measure the evolution of tourism in the last 8 years: 28,41% in France and 87,8% in Ireland.

If I measure the number of visitors in 2004 compared to the population of the country I obtain 123% for France and 166% for Ireland.

We can see the importance of the Irish tourism market.

· Quality

In France professional associations approve lodgings.

Guides also ensure a classification of the hotels. In Ireland the “Bord Failte” is the official authority for tourism. It is in fact a rather important minister who grants approvals to the places of accommodations. The frequency of quality inspection is dependent on contributions.

The selected establishments are allowed in the national system of reservation and have the right to post their logo (green clover on white zone).

The offices of tourism provide these lists and Gulliver which signed a contract with them makes the reservation possible by credit card.

· Personal remarks

The bed and breakfast and the guest house are very developed in Ireland compared to France richer in traditional hotels and hotel chains.

Many Irish design their house with some reception rooms. It is a complementary income. 
Often these houses are modern, very comfortable which makes their charm.

These persons do not take credit cards, that why Gulliver is very helpful.

II/ Internal constraint

A/ Legal

· Company

The creation of a company is very simple in Ireland and inexpensive.
For a “sole trader” after the recording in the registrar of business names, the person can begin his activity 24 hours later.

The constitution of a private limited company it is necessary to record the file and the statutes in the Memorandum and articles of association and to obtain a statutory declaration of compliance.
This procedure takes approximately 3 weeks.

· Work legislation

As for France the contract of employment is primarily governed by the collective agreements.
The weekly legal duration is 35 hours in France, 48 hours in Ireland.

The following table shows us that if an Irishman works more and gains more he pays less tax.


· Accountancy organization

Ireland applies the British accounting standards SSAPs (statements of standard Accounting Practice) and FRSs (Financial Reporting Standards) which are published by the ASB (Accounting Standards Boards). These British accounting standards are in conformity with international standards IAS/IFRS.

Ireland, being in Europe, is subjected to the European Directives of July 19, 2002 for the companies quoted on the stock Exchange to establish annual accounts according to IAS standards.

B/ Economic

Lower costs permit greater efficiency and are attractive for foreign businessmen and employees.

· Tax issues

In general the VAT is higher than in France.

In the tourist sector it is lower: 13,4% instead of 19,6%. In France full board is taxed at 5,5%.

The basic rate of taxation of  profits is 12,5% in Ireland.

 This rate is very attractive. This advantage is supposed to compensate the peripheral geographical situation of Ireland in the European union.

In conclusion, the Irish tourist profession profits overall from important advantages to develop its potential.

France has advantage of a well established tourist industry and image. The Irish industry is growing and the French is mature.

Conclusion

My objective was to fit perfectly to a working group, and I reached it. I am thoroughly aware that I didn’t get an overview of the firm, and I may lack information about the global mechanism of Gulliver : how the accounting service works, the contracts with the hirers, the economic weight of Gulliver within the company. Rather than going from one service to another trying to gather superficial details, I concentrated on the mission I was given.

 I wanted to be a useful actor inside the group, and this took all my time. My adaptability fully satisfied the firm, and at the end of my placement I was offered a position. This was enhancive and gave me the opportunity to open a communication between the school and this company. 

Even if the missions I was given do not correspond to my specialization, I wish I could explore the possibilities in that firm again in the future, for example at the Western Union.

Ireland is a beautiful country I had already visited as a tourist when I was young, and I had been thinking about working there for years. This experience was very positive personally, I was able to discover Ireland deeply by living just as a real Irish for three months. Not only did I improve my English, but I truly fell in love with this land, and I wish I can go back.

Calls can be relative to :





Impossible request (1)





A booking





The person knows what she wants (2)





By Email (3)





The person looking for a place (4)





Cancellation (6)





Information on already made reservation (5)
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