
Topic 6. Contractual Relations Related to a 
Tourism Product 

Plans: 
1.​ Main cooperative relationships of tourism enterprises in selling tourism 

products.  
2.​ Methods of concluding agency contracts in tourism.  
3.​ Necessary conditions of the tourist contract 

Introduction 
Contractual relations form the legal and organizational framework within which tourism 
enterprises operate. Tourism products involve multiple parties, including tour operators, travel 
agencies, transport companies, accommodation providers, and tourists. Establishing clear 
contractual relations is essential to ensure the rights and responsibilities of all parties, minimize 
disputes, and guarantee high-quality services. 

This topic explores the main cooperative relationships of tourism enterprises in selling tourism 
products, methods of concluding agency contracts in tourism, and the necessary conditions of a 
tourist contract. Understanding these aspects is fundamental for professional management and 
legal security in the tourism industry. 

 

1. Main Cooperative Relationships of Tourism Enterprises 
Tourism enterprises rarely operate in isolation. The creation, promotion, and sale of tourism 
products require cooperation between multiple organizations. These cooperative relationships 
include: 

1.​ Tour Operators and Travel Agencies: Tour operators develop tourism products, and 
travel agencies sell these products to end consumers. This relationship is usually 
formalized through contracts or agency agreements. 

2.​ Accommodation Providers and Transport Companies: Coordination with hotels, 
resorts, airlines, and local transport providers ensures that tourism packages are complete 
and meet customer expectations. 

3.​ Cultural, Recreational, and Service Enterprises: Cooperation with museums, 
entertainment venues, restaurants, and guiding services enhances the attractiveness and 
completeness of tourism products. 

These cooperative relationships are mutually beneficial. Tour operators and agencies increase 
sales, service providers expand their customer base, and tourists receive high-quality, integrated 
services. 

 



Table 1. Types of Cooperative Relationships in Tourism 

Type of Cooperation Purpose / Benefit 
Tour operators – Travel agencies Selling tourism products efficiently 
Tour operators – Accommodation 
providers 

Ensuring lodging availability and quality 

Tour operators – Transport companies Guaranteeing reliable travel and transfers 
Tour operators – Service enterprises Adding cultural, entertainment, and recreational 

value 

 

2. Methods of Concluding Agency Contracts in Tourism 
Agency contracts are fundamental in the distribution and sale of tourism products. They define 
the rights, duties, and financial arrangements between the principal (tour operator) and the agent 
(travel agency or other intermediary). The methods of concluding agency contracts typically 
include: 

1.​ Written Contracts: The most common form, providing detailed terms and legal 
protection for both parties. It covers commission rates, responsibilities, liability, and 
duration. 

2.​ Electronic Contracts: Modern tourism increasingly uses online agreements, including 
digital signatures and automated booking confirmations. These are legally recognized in 
many jurisdictions and facilitate rapid contract formation. 

3.​ Verbal Agreements: While less common and more risky, verbal agreements may be used 
in small-scale or short-term collaborations. However, they are difficult to enforce legally 
in case of disputes. 

Agency contracts usually include provisions for commission rates, reporting procedures, 
cancellation policies, and compliance with quality standards. Clear and transparent contracts help 
prevent misunderstandings and ensure smooth cooperation. 

 

Table 2. Key Elements of Agency Contracts in Tourism 

Element Description 

Commission Payment to the agent for sales services 

Responsibilities Duties of both principal and agent 

Liability Legal accountability for service quality 

Term & Termination Duration of the contract and conditions for termination 

Reporting Procedures for sales reporting and accounting 

 



3. Necessary Conditions of the Tourist Contract 
A tourist contract (or travel contract) establishes the agreement between the tourism provider and 
the tourist. Its main purpose is to regulate the provision of services, rights, and obligations, as 
well as to ensure protection against potential conflicts. 

Necessary conditions of a tourist contract include: 

1.​ Identification of Parties: Full legal names, addresses, and contact details of the tourist 
and the service provider. 

2.​ Description of Services: A detailed list of services included in the tourism product, such 
as accommodation, transportation, meals, excursions, and additional services. 

3.​ Price and Payment Terms: Total cost of the tourism product, payment schedule, 
deposits, and refund policies. 

4.​ Rights and Obligations: Responsibilities of the tourist (e.g., compliance with rules) and 
the provider (e.g., timely provision of services). 

5.​ Liability and Insurance: Conditions regarding compensation for service deficiencies, 
accidents, or cancellations, and insurance coverage if applicable. 

6.​ Duration and Validity: Start and end dates of the contract, including terms for 
modification or cancellation. 

By ensuring these conditions, tourism contracts reduce risks, enhance consumer confidence, and 
establish a reliable legal basis for tourism operations. 

 

Table 3. Necessary Conditions of a Tourist Contract 

Condition Purpose / Importance 

Identification of parties Legal recognition of the contract 

Description of services Ensures clarity of obligations 

Price and payment terms Protects financial interests of both parties 

Rights and obligations Defines responsibilities and expectations 

Liability and insurance Minimizes disputes and protects against risks 

Duration and validity Regulates contract term and enforceability 
 

4. Legal and Ethical Considerations 
Tourism contracts are subject to national and international legislation, including consumer 
protection laws, travel regulations, and contractual law. Ethical considerations are equally 
important. Tourism enterprises must provide accurate information, avoid misleading advertising, 
and respect tourists’ rights. 

Contracts should also comply with international conventions, such as the UNWTO Guidelines 
for Tourism Contracts, which promote transparency, fairness, and ethical business conduct. 



 

5. Importance of Contractual Relations in Tourism 
Contractual relations in tourism ensure smooth cooperation between enterprises, transparent 
relations with customers, and legal protection in case of disputes. Proper contracts contribute to: 

●​ Financial stability of tourism enterprises 
●​ Enhanced trust and reliability of services 
●​ Effective management of multi-party collaborations 
●​ Risk mitigation and consumer protection 

By understanding and applying proper contractual practices, tourism organizations enhance 
operational efficiency, competitiveness, and customer satisfaction. 

 

Conclusion 
In conclusion, contractual relations are a cornerstone of the tourism industry. Cooperation 
between tourism enterprises, clear agency agreements, and well-structured tourist contracts are 
necessary for successful tourism product distribution and sales. Legal and ethical compliance, 
combined with transparent contract conditions, reduces risks, enhances trust, and ensures 
high-quality service delivery. Contractual management is therefore essential for sustainable 
growth and competitiveness in the tourism sector. 
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