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	 Thank to those who joined this lecturing and suc-
ces built the team work as the implementation of PBLL 
Collaborative Project Approach - Publishing,        Pho-
tography and Broadcasting. The learning target for the 
publishing students are textual language either in sen-
tence building or making start-up business profile. 
	 Hence the photography students contributed in strength-
ening the message by inserting photos or illustrations within the 
text. While the broadcasting students used the manuscript as 
the medium of narrating their voice for making an audio book. 
	 In this lecturing students had been scouted to use 
the basic skill of  reading, writing, listening, speaking 
through learning steps of Prewriting, drafting, revising, 
editing, publishing, marketing, delivering. The student’s 
competence  indicated by the learning porpolios of two 
options,  namely:
 
Option I: Sentence Building 
Find a short article on the specific subject and do Con-
tent Analysis through the following indicators: 

1.	Sentence building 5W1H based the chosen subject
2.	Listing Verbal and Nominal Sentence
3.	Changing sentences into active either passive form
4.	Identifying Pattern of Tenses
5.	Classifying list of difficult vocabulary
6.	Translating Paragraph into Indonesia
7.	Explaining Reasons why author uses the tenses 
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Option 2: Making Start-Up Corporate Identity 
Deciding  Business Profile of specific product with the 
following indicators

1.		 Brand Logo
2.		 Vision
3.		 Mission
4.		 Strategic Program
5.		 Plan of actions
6.		 Controlling Systems
7.		 Business letter
8.		 Inquiry letter
9.		 Memo
10.	 Facture
11.	 Bibliography
12.	 Curriculum Vitae 

For the pre-requisite of successful teaching learning  PBLL, 
so the                       students must have partnership 
for reviewer and editor  as well as building their own blog 
and you tobe channel registered into www.zalzulifa.com. 
The        learners studied the Basic Course Outline and 
freely searched many references in the site for acquiring 
top achievement of voice recording on youtobe channel.  
 
Last but not least, in this occasion let’s thank for those 
who                                     appre-
ciated the language used verbally, visually and virtu-
ally  within the possibly produce printed, audio, inter-
active and augmented book widely needed worldwide. 
 
Thanks
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PART 1 
Magic Tourism

1.	 The Long Journey
Business travel and tourism is certainly not a new phenomenon. People 
travelling because of their work for many centuries. Travel in primitive times 
was carried out to find food by hunting, then developed with trade, religion, 
war, migration and other activities according to their motivation. In the Ro-
man era, trips were also carried out for pleasure activities at beachside re-
sorts. However, some forms of business tourism, such as incentive travel, 
are modern inventions.
With the existence of commercial airplane, the second world war, and the 
development of jets in the 1950s, which was marked by the growth and 
development of international travel, the development of tourism became 
increasingly rapid.

•	 Before The Modern Era (before 1920)
The first journey made by primitive peoples from one place to another 
with the aim of survival. 400 BC began to be considered modern because 
the Sumerians began to have goodwill, where at that time the letters, 
wheels, and the function of money in trade began to be discovered. Tour-
ist missions were first carried out by the Phoenicians and Polynesians for 
commercial purposes. Then the tourism mission for fun was first carried 
out by the Romans in the first century to the fifth century. Generally the 
aim was not for recreational activities as the current understanding of 
tourism, but to increase knowledge of how to live, the political system, 
and the economy.
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•	 The Industrial Revolution
In the structure of European society and economy there is population 
growth, urbanization, the emergence of tourism-related businesses in 
industrial cities, employment expanding to the industrial sector, a shift 
in investment from the agricultural sector to intermediary businesses 
such as banks, including international trade. These are the things that 
create the tourist market. 
a.	 Improved transportation technology / means of transportation.
b.	 The travel agency appeared. The world’s first travel agency is Thomas 

Cook & Son Ltd. 1840 (UK) & American Express Company 1841 (Unit-
ed States). 

c.	 The rise of the hospitality industry. The development of the trans-
portation system has also led to the emergence of accommodation 
(hotels) both at train stations and in tourist destination areas. Apart 
from accommodation, there are also many restaurants and bars and 
the like, such as coffee and tea shops that have emerged as a result 
of urbanization. 

d.	 The emergence of literature on tourism businesses, among others: 
“Guide du Hotels to France” by Michelui (1900) and “Guide to Hotels” 
by the Automobile Association (1901). The development of tourist 
areas in Egypt, Italy, Greece and America. The trip was arranged and 
coordinated by Thomas Cook & Son Ltd. at around the beginning of 
the 19th century, namely 1861.
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•	 Modern Tourism
In 1914, the railroad companies in England experienced a financial col-
lapse so that the following policy was adopted: “Steam-engined trains 
were changed to diesel engines and electric-powered engines and Re-
duction of less profitable railways”. During this period also emerged 
high-tech transportation facilities, such as cars and planes, as a more 
convenient and faster means of tourist transportation.

•	 Development of Transportation Facilities in the 20th Century
Motorization, is a means of transportation powered by an electric motor 
instead of a steam powered engine. The result of this motorization was 
the ferocity of domestic tourism, the growth of inns along the highway, 
the emergence of tour bus entrepreneurs (coaches) in 1920, and the 
emergence of traffic laws in England in 1924–1930.
Airplanes, before World War II, aircraft were used only for commercial 
purposes, such as transporting postal letters, packages, and so on. But 
since 1963, tour travel packages using airplanes, such as supersonic and 
concorde planes, have been introduced where travel can be reached in a 
comfortable and relatively short time. The emergence of travel agencies, 
general travel agencies, and the accommodation industry. This is largely 
due to the increase in per capita income of the population, especially in 
developed countries, such as Europe, America, Japan and other coun-
tries; and the increase in the level of public education which affects the 
curiosity of foreign countries.
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2.	 The Role of Part
	 The tourism sector is actually able to make a significant contribution to 
the economy. Tourist destinations that are spread all over the world also 
contribute to the growth of other sectors outside of tourism itself.
a.	Positive Impact of Tourism on the Economy

	 The tourism sector causes the local community’s economy to in-
crease dramatically. The arrival of tourists to a tourist destination also 
causes the emergence of foreign business people or encourages some-
one to become self-employed in providing services and facilities for 
tourists during their trip.
Opening up jobs for local residents, absorbing a lot of workforce in the 
tourism sector, for example:

•	Become a Tour Guide to accompany you during your tour, protect 
and provide safety warnings for tourists, and so on.

•	Become a driver to deliver or shorten the distance traveled by tour-
ists to the destination.

•	The construction of better facilities and infrastructure for the con-
venience and safety of tourists, this indirectly also creates equitable 
development in the city. The better the crowd, the faster the devel-
opment in the area will be

•	Getting foreign exchange through foreign tourists who come and 
exchange their currency for rupiah.

•	Introducing native Indonesian culture to the world, so the purpose 
of introducing native Indonesian culture is like when visiting the 
Mataram King Kotagede tomb complex in Jogja, tourists are required 
to wear fingers for men and kebaya for women. This is meant to re-
spect our ancestral ancestors and introduce Jogja’s original culture 
to tourists who come.

b.	Negative Impact of Tourism 
•	Adding to the environmental damage due to the lack of awareness 

for tourists.
•	Opening up opportunities for criminals to act.
•	It is difficult to compete with other sectors from around the world.
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PART 2
Supplement Energetic

	
	 Tourism Infrastructure demands for goods and services, and the estab-
lishments which provide such services are considered as part of the tourism 
industry. Further, the Tourism Infrastructure also includes establishments 
whose products are mainly sold to visitors, though they do not form a major 
share of tourist consumption. Several infrastructure sectors like power, tele-
communication, water supply, roads and some production sectors like travel 
items, sports equipment, photographic materials, medicines and cosmetics 
are included in this category along with Tourism Infrastructure. 
The infrastructure for tourism thus includes basic infrastructure components 
like airports, railways, roads, waterways, electricity, water supply, drainage, 
sewerage, solid waste disposal systems and services. Moreover, facilities like 
accommodation, restaurants, recreational facilities and shopping facilities 
also comes under the ambit of Tourism Infrastructure. Planning for sustain-
able development of Tourism Infrastructure, therefore, involves the inte-
grated development of basic infrastructure and amenities along with all the 
tourism facilities in a balanced manner. The basic requirements for the devel-
opment of Tourism Infrastructure are: 
Accommodation - Forest lodges, tented accommodation, tourist complexes 
/ tourist lodges, wayside amenities, restaurants, tourist reception centers, 
pilgrim sheds / dormitories, etc. at pilgrimage centers. 
Tourist transport - Mini-buses, jeeps, etc. for wild life viewing, cruise boats, 
ferry launchers, etc. for water transport, tourist coaches in selected circuits, 
special tourist trains.
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	 For tourism brands, all marketing initiatives should be geared toward 
raising brand awareness, increasing desire for interaction, driving visitors to a 
destination, product, or related service, and compelling people to spread the 
word about your brand. Travel marketing can encompass traditional methods 
from print advertising to targeted social media ads, email marketing, and vid-
eo advertising that delivers a company’s message to the right audience at the 
right time. Although tourism marketing strategies can widely differ depend-
ing on the business, there are four stages of the travel buyer’s journey that 
you can focus on to boost your marketing efforts.

•	 Dreaming
In this stage, travelers are just be-
ginning to form their ideas about 
where they might want to go, some 
day in the future. If they are look-
ing for a once in a lifetime getaway, 
they will want more than basic in-
formation and education on a des-
tination; they want to be inspired. 
Resorts looking to draw a more 
affluent crowd looking for experi-
ential travel can leverage photos, 
videos, and blog posts that focus 
on excursions and transformation. 
Including quotes, testimonials, 
and video interviews from guests 
who felt invigorated and inspired 
after their vacation can help push 
your destination or experience to 
the front of the dreaming travel-
er’s mind.

•	 Planning
At this stage, the traveler has 
moved beyond dreaming and is 
now actively researching and plan-
ning their trip. Travel planning can 

be daunting: looking for de-
tails on how to get to a des-

tination, where to stay, 
and what kinds of activ-

ities to enjoy once they get there 
is time-consuming and especially 
stressful when there are so many 
choices available. Travel brands 
can take the pain out of planning 
by detailing a comprehensive 
flight, hotel, and tour package to 
make the buying process simple. 
An email campaign detailing the 
steps to plan the vacation from 
start to finish with resources, pack-
age options, and DIY suggestions 
can entice customers to buy.

•	 Purchasing and Booking
Now that the research has been 
completed, the traveler is ready 
to make a decision. Travelers (like 
most people) don’t want to miss 
out on an amazing experience or a 
great sale. It is at this stage that cre-
ating a sense of urgency and FOMO 
in your marketing campaigns (ei-
ther by installing a 
countdown timer on 
a landing page or us-
ing “time is running 
out” language in 
your email copy) 
can help move 
travelers from 
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interest to action.

•	 Follow-up on the Experience
The marketing push isn’t over once 
a customer buys a travel product or 
package. The fourth and final stage 
is where you can actively delight 
your traveler by providing a mem-
orable positive customer experi-
ence. Follow-up with customers on 
flight and transportation alerts and 
suggest fun and interesting things 
to do once they arrive at their des-
tination. You can also text custom-
ers and ask how their stay is and 
if there is anything you can do to 
help make it better. Those touch 
points help travelers see the value 
of the customer service offered, 
and not just the overall experience 
of the destination, which will in-
crease the chances that they will 
tell their friends about their 5-star 
customer experience, hopefully on 
social media.
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Part Three
Booster Travel Agency Business

Operating a successful Travel Agency Business, will depend on the following 4 
conventions:
1.	 A practical plan, with a solid foundation.
2.	 Dedication, and willingness to sacrifice, to reach your goal.
3.	 Technical skills.
4.	 Basic knowledge of management, finance, record keeping, and market 

analysis.

	 As a new owner, you will need to master these skills, and techniques, if 
your business is to be successful. .If you’re thinking of starting a business you 
should know how to write a business plan it is usually observed that. Despite 
having a great startup idea, most businesses are not successful according to 
common statistics within. In the first five years of operations, ninety percent 
of businesses fail and of the remaining ten percent only of the ten businesses 
last past the first five years. So what makes some businesses fail while others 
prosper? There may be several reasons including poor customer service, poor 
logistics and cost management, and inadequate product. But the major rea-
son is the lack of a business plan. Business plans help define goals and achieve 
them. If you take out time to set concrete but achievable goals and chart a 
plan to success it can help you realize your dream and make your business 
flourish. I have compiled an all-inclusive list of areas that need to be consid-
ered while writing a business plan. These will help you in defining your goals 
and the path your business needs to take to achieve them.
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•	 Step one: Define your vision
Start a business you have a clear 
goal in mind, you know exact-
ly what you wish to achieve with 
your business. However, after 
some time the clarity of your vi-
sion will become blurred and you’ll 
forget some of your brilliant ideas. 
Writing down your vision for the 
company will help you to define it 
and moreover it will help your staff 
identify with the mission. All daily 
activities of the business can then 
be aligned with your vision for the 
business. This should be the first 
step of writing a business plan.

•	 Step two: Set your goals and ob-
jectives for the business
Never assume that your goals need 
to be small to accommodate your 
limitations. Think big clearly define 
your short-term goals the ones 
that you wish to achieve within 12 
months, midterm goals those that 
will take between two to three 
years, and long-term goals consid-
er all aspects such as, the revenue 
you wish to generate number of 
outlets you want, the number of 
customers you need in your da-
tabase, the target population and 
age groups as well as the amount 
of passive income that needs to be 
generated in future.
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•	 Step three: Define your Unique 
Selling Proposition
Whats is it about you that is differ-
ent from the crowd? Your unique 
selling point or USP will make you 
more attractive to potential cus-
tomers. How your product and 
service different from others in the 
market? It could be anything from 
additional services to personal-
ized customer service. You could 
even offer them better after sales 
warranty and support. While writ-
ing a business plan you just need 
to highlight the extras that your 
customers are getting from you to 
make your business stand out.

•	 Step four: Know your market
It often happens that you have a 
brilliant idea but someone else has 
already started as a business with a 
similar plan. This is a very common 
occurrence but you should not let 
this stop you. How many petrol 
stations are there several business-
es can provide the same service 
and still survive. The marketplace 
is huge and it can sustain multiple 
businesses but for this, you should 
know yur market. Like the back of 
your hand research and find out 
how many competitors you have, 
what services they offer, what are 
the current and future trends of 
the industry know the larger pic-
ture are there certain benchmarks 
that can be used to gauge your 
business performance, such as 
gross turnover profit margins etc. 
Once you know the inner workings 

of the market, you can manipu-
late them in your favor. This is an 
important part of learning how to 
write a business plan. 

•	 Step five: Know your customer
This goes without saying custom-
ers are the most umportant part of 
any business and you should know 
the customers your business ca-
ters. Today customers are spoiled 
for choice and they have thousand 
of option for every product. So if 
you want them to buy your prod-
uct, you should know what your 
ideal customer wants. This is the 
reason why you need to define 
your target populations and re-
search their habits while writing a 
business plan. Understanding the 
motivation behind customers ac-
tion can make your business suc-
cessful. You can focus on the areas 
that grab your customers interests 
and stop wasting energy on the 
rest. Put yourself in their shoes and 
then think what would make them 
choose you each time. Write down 
the idead and implement them.

	    10



•	 Step six: Research the demand  for 
your business
You must have studied the de-
mand and supply curve, even if 
you haven’t it stands to logic that 
there should be ample demand 
for your product. Find out the de-
mand before investing in a new 
business. The basic rule is the man 
should be more than supply if this 
holds true for your market your 
business will thrive, but if the de-
mand is less than the supply your 
business will eventually die out. So 
do your homework and gather as 
much information as you can. You 
can do a secondary search right 
from your home over the internet 
or your public library. You can even 
visit government offices for this in-
formation, but by far the best op-
tion is primary research where you 
directly interact with your target 
audience to know their preferenc-
es and how ready they are to buy 
your product. So hit the road and 
note down all the interesting ideas 
you get to increase the demand. Be 
smart and invest your life savings 
only after ascertaining that there is 
a demand your product. 

•	 Step seven: Set your marketing 
goals
So you have finished the research 
and defined your business vision. 
The next up writing a business 
plan is setting up marketing goals. 
These are those goals that define 
how your product would look like. 
What it will cost, how you’ll distrib-

ute it and the ways in which you 
can promote it. Most businesses 
do planets, but they neglect the 
most important areas. You should 
set up measureable marketing 
goals that will help achieve your 
primary business. Objectives ques-
tions like the number of products 
you’ll sell, what will be your prod-
uct development strategy, your 
price merchant, delivery methods, 
and promotion plan should be duly 
considered. When you ask yourself 
there questions, they will help de-
fine the goals for marketing your 
business. 
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•	 Step eight: Define your marketing 
strategy
Know that you have your marketing 
goals, you need a plan to achieve 
them. How many products you 
need to produce and sell and at 
what profit margin so as to get your 
desired revenue, what will be your 
system of delivery and your cover-
age area, what will be the strate-
gies to promote your business. The 
medua that you will use be very 
specific as there will translate to 
action and your ultimate success 
or failure. Plan for every eventu-
ality while writing a business plan. 
This is a very vital step of writing a 
business plan, so acquaint yourself 
with it. So that you can easily navi-
gate through each point.

•	 Step nine: Take Action!
Without action, all else is a waste. 
This is the most important part of 
writing a business plan. You can 
plan all you want, but unless you 
do the actual work and bring cus-
tomers to your storefront, you 
won’t earn anything. Even if you 
find that according to the business 
plan, your idea isn’t viable. Don’t 
give up. There are thousands of 
other ideas out there and you can 
ultimately find one that suits you. 
If you wish to be wealthy, healthy, 
and happy there is a business wait-
ing for you to grab it. Your business 
plan will provide the direction and 
focus, but you will need to take the 
first step. Writing a business plan 
isn’t difficult if you know what you 

should focus on. You now have an 
idea of what is important and how 
you should tackle the task of writ-
ing a business plan, and are better 
equipped to start a successful busi-
ness. Start your research today, jot 
down all those brilliant ideas, set 
yourgoals, define a path, and don’t 
let anyone stop you.
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Example of business proposal for travel.

a.	 Business Profile
The travel agency business is one of the most important organizations in 

the tourism private sector which plays a significant and crucial role in the 
entire process of developing and promoting tourism in the country or at a 
destination. A prospective travel agency is one that makes arrangements 
of travel tickets (air, rail, road, and sea); travel documents (passports, visa, 
and other documents required to travel); accommodation, entertainment, 
and other travel-related services from principle suppliers. It may also se-
cure travel insurance, foreign currency for traveling people.

b.	 Vision and Mission
	 Vision for the company will help you to define it and moreover it will 
help your staff identify with the mission. All daily activities of the business 
can then be aligned with your vision for the business. This should be the 
first step of writing a business plan. Following is the travel vision and mis-
sion of Alianatour.
•	 Vision

To be the most exciting travel company in Indonesia, delivering an amaz-
ing experience to our customers, our people and partners.

•	 Mission
1.	 To provide our customer with well organized operation and services, 

targeted and great value travel experiences by applying industrial 
best practices.

2.	 To help out people to open up their world by helping them develop 
professionally and personally.

3.	 To give magnificent return on investment for our shareholders/part-
ners. 
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c.	 Agency Background
	 Established on July 19, 2020, PT Aliana World Wide is trusted as one of 
the largest travel agents in Indonesia. Under the brand name Alianatour, 
we have more than 90 branches spread across major cities throughout In-
donesia. Every year, Alianatour has successfully won several prestigious 
awards, including Top Travel Agent by several of the world’s leading airlines 
such as Singapore Airlines, Cathay Pacific, Qatar Airways, KLM Royal Dutch, 
Garuda Indonesia, Eva Air, Lufthansa German Airlines, and many more.
The company is located at Jl. Hayam Wuruk No. 121 Mangga Besar - West 
Jakarta 11180
Contact person 1500383
cs@alianatravel.com
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d.	 How to make Proposal
	 A business proposal is a document that’s used to secure work. It can 
be sent by an individual or a business and is usually (but not always) a re-
sponse to a specific job, project, or service that’s required. Business pro-
posals are also sometimes used by suppliers to secure business.
Think of a business proposal as a bit like a sales pitch, or a job interview on 
paper. You need to explain why you’re the best person (or company) for the 
job and really sell yourself or your business.
A good proposal will outline the service you’re offering and briefly explain 
how you will approach the task. It will also include a quote and/or an esti-
mate to complete the work.
1.	 The three types of business pro-

posals

•	 Formally Solicited 
A formally solicited business 
proposal is made when you 
aim to respond to an official 
request for proposal. In this 
scenario, you know all the re-
quirements and have more (if 
not all) information about a 
prospective buyer. You simply 
need to write a proposal for 
your buyer to evaluate. 

•	 Informally Solicited 
Informally solicited business 
proposals come in where 
there isn’t an official request 
for a proposal. A prospective 
buyer is interested in your ser-
vices and asks for a proposal 
so they can evaluate it.  An 
informally solicited proposal 
requires a lot more research 
from your end as a seller as 
they are usually created out 
of informal conversations and 

not based on official requests 
which often contain more in-
formation.

•	 Unsolicited 
Think of this like a marketing 
brochure or a cold email. Un-
solicited business proposals 
will often be generic, one size 
fits all approach to business 
proposals and lacks any un-
derstanding of the buyer or 
their requirements. But with 
extra market research, per-
sonalization and identifying 
customer pain points along 
with proposing a customized 
solution based on your buy-
er’s needs they can become 
very persuasive.

	 15



2.	 What should you include in a business proposal?
A business proposal usually aims to answer the following questions: 
•	 Who you are and what your company does
•	 The problem your buyer faces
•	 The solution your company offers to alleviate the problem
•	 How your company will implement this solution effectively
•	 An estimate of resources (time, money, etc) required to implement the 
solution
At a high level your business proposal should include the following parts: 
•	 Title
•	 Table of Contents
•	 Executive Summary
•	 The Problem Statement
•	 The Proposed Solution
•	 Qualifications
•	 The Timeline
•	 Pricing, Billing and Legal
•	 Terms and Conditions
•	 The Acceptance

3.	 How to write a business proposal?
Before you get excited and start creating your business proposal, you need 
to know what comprises of a business proposal. So here they are (in order): 
•	 Business Proposal Title

A compelling title could mean the difference between someone actually 
opening your proposal and reading it or your proposal being stacked on 
top of other unread proposals that will probably be in the trash a few 
days later. Having said that, remember the most important elements of 
a good title page: 
	 Your name along with your company’s name
	 The name of the prospect (or their business) 
	 The date you’re submitting the proposal.

•	 Table of Contents
This is, again, pretty straightforward. Your business proposal should be 
scannable, easy to pick up and read with a table of contents. 
If you happen to be pitching your product or service to a 
C-level executive (or just anyone who is fairly busy) who 
doesn’t have time to read your entire proposal in one 
go, adding a table of contents to your proposal makes it 
easy for them to go through it at their own pace or skim 
through parts of the proposal on a need to know basis. 
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•	 Executive Summary
The executive summary is a staple in all kinds of annual reports, project 
plans and even marketing plans. It is a concise summary of the entire 
contents of your business proposal.
The goals of your executive summary are:
	 Introduce your company to your buyer
	 Provide an overview of your company goals
	 Showcase your company’s milestones, overall vision and future 	
	 plans
	 Include any other relevant details.

•	 The Problem Statement
Here you state the exact problem your prospective buyer is facing. 
Whether or not they know the problem, your goal is to outline the prob-
lem statement as clearly as possible and develop an urgency for your 
prospect to find a solution to the problem. A solution you provide. A 
well-defined problem statement does two things: 
	 It shows the prospect you have done your homework instead of 	
		 sending a generic pitch
	 It creates an opportunity for you to point out a problem your 	
		 prospect might not be aware they had in the first place.
	

•	 The Proposed Solution
The good stuff. The proposed solution section is how you can alleviate 
your prospective buyer pain points. This can fit onto the problem state-
ment section but if you have a comprehensive solution or prefer to get 
into more details, a separate proposed solution section is also a good 
idea. Feel free to spare no details with respect to the solution you will 
provide, how you plan to deliver this solution, an estimated timeline of 
when they can expect your solution and any relevant details. 

•	 Qualifications
The prospect you’re pitching your solution to, likes it. But they may not 
trust you to fix it. Why is this? It’s because they don’t know you. And it’s 
your job to convince them why they should trust you to fix their prob-
lem. This section is important because it acts as social proof by outlining 
what your company does best and how qualified your team is.
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•	 The Timeline
To further demonstrate just how prepared you are, it’s important to 
outline the next steps you will take should your buyer decide to work 
with you. You should provide your prospective client a timeline of 
how and when you provide all your deliverables. You can do this by 
making the usual flow chart or introduce more nuance to it with a 
roadmap. Pitching a long term project? A timeline infographic would 
be a better fit. If you look at this bold business proposal template be-
low, even something as simple as a table can also do the trick.

•	 Pricing, Billing and Legal
This step is where you outline everything from your pricing, payment 
schedule, payment terms as well as legal aspects to this deal. The key 
to good pricing is to provide your buyer options, something a pricing 
comparison table can help with. You want to give your client some 
room to work with. Make sure you’re not scaring off your client with 
an excessively high price and not undervaluing yourself in the pro-
cess. Breaking up your pricing in stages is another great way to make 
sure your client knows what he’s paying for.

•	 Terms and Conditions
This is the part where you put your money where your mouth is. In 
this step, you summarize everything you have promised to deliver so 
far and what the prospective buyer will offer you in return. This in-
cludes things like the overall project timeline from start to end, pay-
ment methods and payment schedule so the both of you are clear on 
what each is agreeing to. This step is very important as it outlines all 
the legal aspects of the deal which is why it’s important to be as clear 
as possible in the terms and conditions of your proposal.

•	 The Acceptance
The final step of this whole ordeal. Your client has read your business 
proposal and he’s convinced. So convinced in fact that he’s ready to 
buy what you have to offer. This is the step where you add in a small 
section get all the signatures at the end of your proposal so that your 
client and you can sign the proposal and the both of you can make 
things official. Be sure to also include your contact information to act 
as a gentle prompt that your client can contact you in case they have 
any questions.
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e.	 Memo Travel Agency Business 
Memorandum is a document used for communicating news, challenges, 
and solutions within the company or agency. An effective memorandum 
has to be clear, straightforward and informative. Although they can take 
different forms, memos are always written in a particular format and in 
a formal style (which we’ll cover below). One more thing to remember: 
memos can be sent as emails, but not every email is a memo. This is an 
example of a memorandum from Alianatravel.
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f.	 Facture Travel Agency Business 
There are five easy steps to creating an invoice, but it’s important that 
each step is completed properly. Skipping a step, such as filling in the 
due date, can result in delayed payment, and putting in incorrect remit-
tance information can result in a payment being mailed to the wrong 
address or being deposited to the wrong bank account.
1.	 Step 1: Personalize the invoice to reflect your business.
2.	 Step 2: Fill in all the necessary customer information.
3.	 Step 3: Assign terms and fill in the due date.
4.	 Step 4: Explain what the invoice is for.
5.	 Step 5: Include remittance information or a link to pay online.
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g.	 Inquiry Travel Agency Business
A business inquiry can be likened to the first baby step of a business-to-busi-
ness relationship. Typically, you write an inquiry letter in response to a sales 
outreach or advertising campaign by a company with which you are not 
familiar. You write to learn more about the service, product or enterprise 
you are considering using, buying or creating a relationship with. An inqui-
ry letter should be brief and to the point. Its primary purpose is to solicit 
more detailed information than was included in the original sales material.
1.	 Type the letter date. The date is useful should you need to refer to the 

inquiry in future communications.
2.	 Type the address of the company. If the initial sales materials included 

the name of the appropriate contact, type that name above the compa-
ny name. If only a title or department was referenced, type that data on 
a separate line at the end of the address. Begin that separate line with 
the abbreviation “Attn:.” An example is “Attn: Vice President, Business 
Services.”

3.	 Use the appropriate greeting. If the sales material you received had a 
folksy, friendly tone, you might use the first name of the contact person. 
Otherwise, simply address the contact with Mr. or Ms., followed by the 
last name.

4.	 Briefly state your request. If you want a catalog or price list, simply say 
so. For example, “I am writing to request a product catalog in response 
to your recent sales mailing.” If you’re feeling expansive, you can include 
a line about your company’s function, such as “My company uses wid-
gets in the manufacture of widget frames.”

5.	 Close with a standard closing and printed signature line. “Sincerely” and 
“Very truly yours” are common and appropriate closings. Include your 
title beneath the signature line.
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