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1 Iessn, nuianHnpyeMble pe3yabTaThl 00y4eHHUs 10 JUCHHUIIIMHE (MOIYJII0)

[lenbto ocBOeHUS y4eOHON NTUCHUIUIMHBI SBISETCS (POPMHUPOBAHUE y CTYAEHTOB KOMILIEKCA
0a30BBIX TEOPETUUYECKUX 3HAHUN B OONACTH YINpaBJICHUS MPEANPUATHEM WHAYCTPUH Typu3Ma U
npruoOpeTeHne NPaKTUYECKUX HABBIKOB, HEOOXOAMMBIX Ui BBEACHUS OM3HECa B COBPEMEHHBIX
YCIIOBUSIX, C COBEPILICHCTBOBAHUE YCTHON M MMCbMEHHOW PEYU HA AHTJIUHCKOM SI3BIKE.

B npouecce qocTukeHUs LENM PEIIAIOTCS CIEAYIOLINE 3a/1a4uu:

— (GOopMHUPOBaHHS Y CTYICHTOB 3HAaHWK B OO0JIACTH OpTraHHM3AIMH W YIPaBICHUS
MNPEINPUITHEM UHIYCTPUH TypHU3Ma Ha HHOCTPAHHOM SI3BIKE;

— OBJIaICHUA CTYACHTOM YMeHI/II\/JI HCIOJIb30BaHHA COBPCMCHHBIX MCTOJUK YIIPABJIICHHUA B
paMKax JesATeIbHOCTH MPEAIPUATUN UHAYCTPUU TypU3Ma;

— (¢GOopMHUPOBaHUA Yy CTYACHTOB MPAKTHYECKHX HABBIKOB pPa3pa0OTKH  KOHIIETILIUN
HOPENNPUITUA MHAYCTPUM TypU3Ma, BKJIKOYAsi MPOM3BOACTBEHHYIO M COBITOBYIO JEATEIBHOCTh Ha
WHOCTPaHHOM SI3bIKE.

[TnanupyemMbIMH pe3ynbTaTaMu OOydeHHs MO0 AMCLUUIUIMHE (MOMYIIO), SBISIOTCS 3HAHMA,
YMEHUs, HaBBIKH. llepedeHb IMIaHUPYEMBIX PE3YJAbTaTOB OOYyUYCHHS IO JUCIHILIMHE (MOJIYIIO),
COOTHECEHHBIX C IUIAHUPYEMBIMH Ppe3ylbTaTaMd OCBOCHHS 00pa3oBaTENbHON IPOTPaMMBL,
npecTaBicH B Tabmuie 1.

Tabnuna 1 — Komnerenmuu, popmupyemblie B pe3yabTaTe U3y4eHUS JUCIUIUIMHBL (MOJTYJIs)

Kon u Pe3ynLTaTLI 06yquI/I;1 110 JUCHUILIAHE
Haspanue Komu bopMynupoBKa
OIIOII BO, (hopmyarpoBKa WHAMKATOpa Kon
COKpAIICHHOC KOMITETCHIINH AOCTIKCHIS pe3ynb DopMyIupoBKa pe3yspraTa
KOMIIETEHIIUU
TaTa
43.03.02 [IKB-2 : [NIKB-2.2xk : P/1 3HaHWE | 3HaHHE KPUTEPUEB yNPABICHHS
«Typusm» CrniocobeH OcyuiecTBiser TYPHUCTCKOH 1€ATENBHOCTBIO Ha
(B-TVY) OpraHu30BaTh YIIPaBIICHUE MEXIYHapOJAHOM U PETHOHAIBEHOM
nporecc TYpPUCTCKOI YPOBHSIX;
IUIAHUPOBAHMA U | IEATENBHOCTBIO P/1 YMeHue | UCNob30BaTh COBPEMEHHbIE
yIpaBJICHUS Ha IIPOrpaMMHBIE IPOLYKThI JUIsL
TYPUCTCKOMI MEX1yHapOAHOM YIPaBJICHUS TYPUCTCKOI
JIeATEIBHOCTBIO, | ¥ PErMOHAIBHOM JIeATEIbHOCTHIO Ha MEKAYHAPOJHOM
B TOM YHCJIE B YPOBHSX, B TOM Y PETMOHAJIBHOM YPOBHSX
MEXIYHApOIHOM | YHUCIIE C PI1 HaBpik | BpIOMpaTh HHCTPYMEHTHI
ACIICKTC HCII0JIb30BAHUEM YyIpaBJICHUSA TypI/ICTCKOﬁ
COBPEMCHHBIX JEATEILHOCTBIO HAa MEXKIYHAPOIHOM
MpOrpaMMHBIX H PCTHOHAILHOM YPOBHSX B
MpOAYKTOB COOTBCTCTBUH C PHIHOYHBIMHU
UHIMKaTOpaMu

2 MecTo nucuMiuiaibl (MoayJisi) B crpykrype OITIOII

JuciumniuHa BXOAMT B 4YacTh IUIaHa, (OPMUPYEMYIO YYaCTHUKaMH OO0pa30BaTeIbHBIX
OTHOIIIEHHU.

Oco0eHHOCTh HU3YUCHUA TCOPUU W OCBOCHHA NPAKTUKHU TMPOABIACTCA B HCIHOJb30BAHUU
COBPEMCHHBIX TEXHOJIOTHI B HHOCTPAHHOI'O sA3bIKA.

CoBepiieHCTBOBaHNE 3HAHUM, YMEHUH, BIIaJICHUI B 001aCTH MEHEP)KMEHTA, YCTHOW ¥ MTMCHbMEHHOMN
peYdM Ha AaHIIMHCKOM S3bIKE HANpPaBICHO HAa KOMIUIEKCHOE pa3BUTHE KOMMYHUKATHBHOM,
MH(GOPMAIIMOHHOHN, COIMOKYIBTYPHOH, Mpo(ecCHOHaIbHON U OOMIEKYIBTYPHONH KOMIETEHTHOCTH
CTY/ICHTOB.



3. O0beM AUCHUNIMHBI (MOIYJIA)

OO0beM JUCHUIIIMHBI (MOIY/Isl) B 3a4eTHBIX E€IWHUIIAX C YKa3aHUEM KOJIMYECTBa
aKaJeMHYeCKMX 4YacoB, BBIJEICHHBIX HAa KOHTAaKTHYIO paboTy ¢ oOydarommumucsa (1Mo BHUIAM
y4eOHBIX 3aHSATUI) U HA CAMOCTOSITEITFHYIO pa0oTy, IPUBE/ICH B TabIUIIE 2.

Ta6muma 2 — O0miast Tpy10eMKOCTh JUCITUTITUHBI

Tpyno- OO0BeM KOHTAKTHOH paboTHI (Jac)
CeMeCTp C€MKOCTh
Ha3Banmue dopma q (0D0) B dopma
OIlOoII 00yue- acte HJIH KypC AynuropHas Heayau- CPC arTec-
BO HUS i (3P0 TopHas Taluu
> (3.E) Bcero
03d0)
JIeK. TIpakK. 11a0. [1A KCP
430302 1 650 | p1B 4 3 55 0 sa | o 1 0 53 3
Typusm

4 CTpyKTYypa M coJepkaHue TUCUUIIMHBI (MOXYJIs1)

4.1 CTpykrypa gucuuniauasl (moayJs) xiga OP®O

Tematuueckuil 1iaH, OTPaXaOIIUNA COEpKaHUE UCIUIUIHHBI (MIEpEYEHBb Pa3JIeJIOB U TEM),
CTPYKTYpUPOBAHHOE MO BUIAaM Yy4eOHBIX 3aHATUN C yKa3aHHMEM HX OObEMOB B COOTBETCTBUM C
y4eOHBIM IIJIaHOM, ITpUBECH B Tabmuie 3.1

Tabmuma 3.1 — Paznmensl qucuuruimHbel (MOAYAS), BUIBI yU4eOHOW AEATEIBHOCTH M (HOPMBI
Teky1ero KouTpods st OO

Konx pe- Koun-Bo yacoB, oTBegeHHOE HA
dopma
Ne Haspanue Temsl 3ynbTaTa
Jlex IIpakr JIa6 CPC TEKYyILEro KOHTPOJIS
00y4eHHUs
Keiic-3anaua;
1 | the tourism product P2, P, 0 13 0 13 I'pynmoBoii mpoekT;
Pl
Pedepat
Ketic-3amaua;
2 | tourist markets PAL PAL, 0 13 0 13 I'pynnoBoii npoekT;
PA1
Pedepar
.. Keiic-3anaua;
3 | cconomic impacts of P, PIIL, 0 14 0 13 I'pynnoBoii mpoexT;
tourism P/1
Pedepar
sociocultural and PJIL PJII Keiic-3agaua;
4 | environmental impacts of P,I[I ’ 0 14 0 14 I'pynmoBoii mpoekT;
tourism Pedepat
HToro no Tadanue 0 54 0 53

4.2 Copaeprxxanue pa3iesoB M TeM TUCUMILINHBI (Moayas) aiass ODO

Tema 1 the tourism product.

Conepkanne TeMbl: Tourist attractions: Natural sites; Natural events; Cultural sites;
Attraction attributes. The tourism industry: Travel agencies; Transportation; Accommodation; Tour
operators; Merchandise; Industry structure.

@®opMbl ¥ METOJBI TPOBEACHUS 3aHATHH 10 TeMe, NpPUMEHSIEMbIe 00pa30BaTEIbHBIC
TEXHOJIOTHH: MPAKTUYCCKUE 3aHSATHUS: TPYIIOBLIC U WHANBUIYAIbHBIC 3aaHHUS.

Buasl caMoCTOSITETPHON MOATOTOBKH CTYACHTOB II0 TEMeE: BBHINOJHEHUE 3aJaHul 110
TEKyIEeMY KOHTPOJIIO, MOATOTOBKA K OTPOCY.

Tema 2 tourist markets.

Copnepxanne tembl: tourist market trends. The democratisation of travel. the destination
selection process. tourist market segmentation. Geographic segmentation. Sociodemographic
segmentation. Psychographic segmentation. Behavioural segmentation.



@opMbl M METOJBl TPOBEACHUS 3aHATUH IO Teme, NpUMEHseMble 00pa3oBaTeIbHbIC
TEXHOJIOTMH: IIPAKTUYECKNE 3aAHATHUSA: TPYIIIOBbIE U MHIUBUAYaJIbHbIE 3aJaHUS.

Bunel caMOCTOATENBHON MOATOTOBKM CTYAEHTOB IIO TEME: BBIIIOJIHEHUE 3aJaHUNA 110
TEKyLIEMY KOHTPOJIIO, TIOATOTOBKA K OIIPOCY.

Tema 3 economic impacts of tourism.

Conepxanune TeMbl: economic benefits: Direct revenue; Indirect revenue; Economic
integration and diversification; Employment (direct and indirect); Regional development. Economic
costs: Direct financial costs; Indirect financial costs. Competition with other sectors.

@opMBI W METOIBl TPOBEACHUS 3aHATHH 10 TeMme, NpUMEHseMble 00pa3oBaTeIbHbIC
TEXHOJIOTHH: MPAKTUYECKUE 3aHATHUS: TPYNIOBbIE U WHANBUAYAIbHbBIC 3aJaHHUS.

Buasl camMoCTOSTENPHON IOATOTOBKM CTYIEHTOB IO TEME: BBINIOJIHEHHE 3aJaHHil 10
TEKyIIeMy KOHTPOJIIO, TOATOTOBKA K OIPOCY.

Tema 4 sociocultural and environmental impacts of tourism.

Conepxkanne Tembl: sociocultural benefits: Promotion of cross-cultural understanding;
Incentive to preserve culture and heritage; Promoting social wellbeing and stability. Sociocultural
costs: The demonstration effect revisited; The relationship between tourism and crime; Factors
contributing to the increased likelihood of sociocultural costs; Resident reactions. environmental
benefits. environmental costs. Management implications of sociocultural and environmental
impacts.

@opMbl M METOJbl NPOBEAEHUS 3aHATUH IO TeMme, NpUMEHseMble 00pa3oBaTelbHbIC
TEXHOJIOTUH: MPAKTHYECKUE 3aHATHUS: TPYNTIOBbIC U HHIUBUIYaIbHBIC 33/1aHUSI.

Buapl caMoCTOSITEIbHON MOJATOTOBKH CTYJACHTOB [0 TEME: BBHIMOJHEHUE 3aJaHUl 110
TEKyIeMy KOHTPOJIIO, MOATOTOBKA K OTPOCY.

5 MeToanueckue yKka3anus Ajs 00y4alomuXxcs M0 3YYEHHIO M peau3alii TUCHUTLIUHBI
(MomxyJin)

5.1 Meroanueckue PpPeKOMEHJAANMH O0yYAKIIMMCS 10 H3YYEHMI0 JUCUMIUVIMHBI M 10
o0ecrneyeHNI0 CAMOCTOATEJILHOI padoThI

YenemHoe OCBOEHUE AMCLMIUIMHBI MPEANONIaraeT akTUBHYIO paboOTy CTYIEHTOB Ha BCEX
3aHATHSX aAyAUTOPHOW (OPMBI C BBIMOJHEHHEM AaTTECTAI[MOHHBIX MEPOINPHITHH, a TaKKe
3¢ (PEeKTUBHYIO CAaMOCTOSTENBHYIO PabOTYy.

B nmpomecce wu3ydeHHs] OUCUMIUIMHBI CTYIEHTY HEOOXOJMMO OpPHUEHTHUPOBATHCS Ha
CaMOCTOSITEIIEHYIO IPOPA0OTKY OCBAaMBAEMOT'0 MaTepHalia, MOATOTOBKY K MPAKTUYCCKAM 3aHITHSIM.

Jlnss  TpoBeACHUS  3aHATUH  WCIOJIB3YIOTCS YYeOHO-HAIsAHbIE TocoOust B Qopme
NPE3CHTAllMOHHBIX MaTrepuanoB, TekcTbl [OCToB, yueOHble mocobus u ap., oOecreunBaroliye
TEMATUYCCKUEC WILTIOCTPALMH, COOTBETCTBYIOIUEC TEMaM JHUCHUIIIINHBI.

5.2 OcoOenHocTH opraHu3anuu oOy4YeHUs JJIS1 JIUI € OTPAHHYEHHBIMM BO3MOKHOCTSIMU
310POBbSI 1 HHBAJIN/I0B

[Tpu HEOOXOIMMOCTH OOYYAIOLIUMCS U3 YHCJIA JIUII C OTPAaHHYECHHBIMH BO3MOKHOCTSIMU 3/I0POBBS H
MHBAJIUIOB (T10 3asIBJICHUIO 00YYaIOIIET0Cs) IPEAOCTaBIsAETCS yueOHass HHPOPMALUs B TOCTYITHBIX
dbopmax ¢ y4eToM UX HHAUBUAYATBHBIX ICUXO(PU3UIECKUX OCOOCHHOCTEH:

- JJIs L] ¢ HapYUICHUSIMU 3PEHUs: B Ne4aTHON (GopMe yBEITHMUeHHBIM mpudToM; B Gpopme
AIIEKTPOHHOI'O JIOKYMEHTA; WHAUBU1yaJlbHbIE KOHCYJBTallH c IPUBJICYCHUEM
TU(IIOCYpIOTIEPEBOUNKA; UHIMBUAYAIbHBIE 3aaHNs1, KOHCYJIbTALUU U JP.

- 17151 JIMIL C HApYLICHUAMH CyXa: B Ie4aTHoU Gopme; B (hopMe IEKTPOHHOTO TIOKYMEHTA,
MHAWBUAyalIbHbIE KOHCYIBTAIlMK C PUBJICYEHUEM CYypIOTIepEeBOAYNKA; UHIMBUYaJIbHbIE 3a/1aHNUS,



KOHCYJIbTallu! U JIp.
- ISl JTUI] ¢ HapyUIECHUsIMHU OTIOPHO-/ABUTaTEIBHOIO ammnapara: B nedatHoi gopme; B popme
3JIEKTPOHHOI'O JOKYMEHTA; UHAUBUyaJIbHBIC 3a1aHHs], KOHCYIbTALUU U JP.

6 ®oHI OLEHOYHBIX CPEACTB /JIfl NMPOBEAEHHS TEKYILIero KOHTPOJSA U NMPOMEKYTOYHOM
aTTecTAMU O0YYAKOIIMXCS 10 JUCHUIJINHE (MOILYJII0)

B coorBerctBun ¢ TpeboBanusmMu PI'OC BO pns arrecranuu  oOydaromuxcs Ha
COOTBETCTBUE UX TMEPCOHAIBHBIX JOCTHKEHUM IJIaHUPYEMbIM pe3yibraraM oOOy4eHHs 110
JUCLHUIUIMHE (MOZYII0) co3/laHbl (DOHIBI OLEHOYHBIX CPEJICTB. THIOBBIE KOHTPOJBHBIC 3aJaHUS,
METOANYECKUE MATEPUAIIbI, OIIPEACIAIOIINE IPOLEAYPhl OLICHUBAHUS 3HAHUM, YMEHUN U HaBBIKOB,
a TaKKe KPUTEpUU M II0Ka3aTeau, HEeoOXOAMMbIE NJsi OLEHKM 3HAHWW, YMEHUH, HaBBIKOB U
XapaKkTepU3yoIlue 3Tarbl GOPMUPOBAHUS KOMIETEHLUI B IMpoliecce OCBOEHUS 00pa30BaTeNbHON
IIpOrpaMMBl, IipescTaBieHsl B [Ipunoxkenun 1.

7 YueOHO-MeToAuYecKoe U MH(POpPMAIMOHHOE o0ecnevyeHne JUCHMILIMHBI (MOTYJISA)

7.1  Ocnoenaa numepamypa

1. Kosampuyk, A. I1., Opranuszanus npeanpuHUMATEIbCKON NesITeIbHOCTH B UHAYCTPUH
roCTenpuuMCTBa : yuebnoe nmocobdue / A. I1. KoBanbuyk. — MockBa : Pycaiinc, 2024. — 162 ¢. —
ISBN 978-5-466-04606-9. — URL: https://book.ru/book/951991 (mara obpamenus: 14.11.2024).
— TekcrT : eKTPOHHBIH.

2. Hukonammua, E. A. Annmmiickuii B cdepe TypusmMa U TOCTHHMYHOTO JeJa:
MHTETPUPOBAHHBIN MOJX0] K OOyUEHHUIO aHTIIMHCKOMY SI3BIKY CTYACHTOB T'YMaHUTAPHOTO MPOQUIIs
(English for Tourism and Hospitality: Integrated Approach in Teaching English to Students of
Humanitarian Faculties) : yue6HO-MeTouueckoe nocodue / E. A. Hukomnamuna. — Pszans : PI'Y
umenu C.A.Ecenuna, 2020. — 84 ¢. — ISBN 978-5-907266-28-5. — TekcT : 3neKTpoHHbIH // JIaHb

NMEeKTpOHHO-OMOMMoTeunas cucreMa. — URL: https://e.lanbook.com/book/177009 (mata
obpamenus: 30.09.2024). — Pexum goctyna: i aBTOPHU3. MTOJIH30BATENCH.

3. PasButue typusma B [IpuMopckom kpae : yue6HOe nocoOue : B 4 KHUrax / COCTaBUTEIb
T. I. Ctpenenxo , mox penakmueit I. A. l'omumnesckoit. — BraguBoctok : BIYDC, 2021 — Kuura
4—2021. — 587 ¢. — ISBN 978-5-9736-0628-2. — TekcT : 3neKTpOoHHBIH // JIaHb : 37€KTPOHHO-
oubnmmoreunas cucrema. — URL: https://e.lanbook.com/book/250382 (mara oOparmieHus:
30.09.2024). — Pexxum nocTyma: ajisi aBTOPH3. TOJIb30BaTEIICH.

7.2 /[onoanumenvnas numepamypa

1. Koconamnos, A. b., TexHonorum npogaxx B MUHAYCTPUU TypHU3Ma U IOCTENPUMMCTBA :
yueOHuk / A. b. KoconanoB. — Mocksa : KuoPyc, 2023. — 326 ¢. — ISBN 978-5-406-10723-2. —
URL: https://book.ru/book/947197 (nata obpamenus: 14.11.2024). — TekcT : 31€KTPOHHBIH.

2. CemeHoBa, B. B., Ynpasnenue nepcoHanoM. OCHOBHbBIE TEXHOJIOTUU YIPaBJICHHUS :
yuebnoe nmocodue / B. B. Cemenora, 1O. B. JlscaukoBa, B. B. Ma3zyp. — Mocksa : Pycaiinc, 2024.
— 144 ¢. — ISBN 978-5-466-05320-3. — URL: https://book.ru/book/952870 (mata oOpatieHus:
14.11.2024). — TekcT : IEKTPOHHBIH.

3. CeméHnoBa, M. 0., AHIITUHCKHI S3BIK: TYPU3M U CEPBUC. : yueOHoe mocodue / M. 1O.
CeménoBa. — Mockpa : KuoPyc, 2022. — 260 c. — ISBN 978-5-406-10046-2. — URL.:
https://book.ru/book/944608 (nata oopamenwus: 14.11.2024). — TeKcCT : 3ME€KTPOHHBIMH.

7.3 Pecypcovt ungpopmayuonno-menekommynuxkayuonnou cemu "Hnmepuem',
6KII0YaAA  npogheccuonanvHvle 06azl OAHHLIX U UHOOPMAUUOHHO-CRPABOYUHDbLE
cucmemul (npu HeobX00UMOCMU):



1. DnexrponHo-6mbaMoTeyHast cuctema "BOOK.ru"

2. DnexktpoHHO-OMONMHoTeuHas cucrema "JIAHB"

3. Open Academic Journals Index (OAJI). IIpodeccuonansHas 6a3a JaHHBIX - Pexxum
noctyna: http://oaji.net/

4. [Ipesunentckass Oubnmoreka wMm. b.H.Enpnmua (6a3a maHHBIX —pa3sTUdYHBIX
npodeccuoHaIbHbIX o0nacTeil) - Pexum noctyna: https://www.prlib.ru/

3. Nudpopmanmonno-cripaBounas cucrema "Koncymsrant Ilmroc" - Pexum mocryma:
http://www.consultant.ru/

8 MarepuajbHO-TeXHHYECKOEe o0ecredyeHre JUCHMIUIMHBI (MOAYJ) W INepevYeHb
MHPOPMANMOHHBIX TEeXHOJIOTHii, HCIIOJIb3yeMbIX IPH OCYHIeCTBJEHHH 00pa30BaTeJbLHOIO0
npouecca no JMCuMIvInHe (MOIYJII0), BKJIYasi lepevyeHb MPOrPaMMHOI0 odecredeHnst

OcHoBHOE 000pyIOBAHNE:
Monutop  obmaunbiii 23"  LG23CAV42K/mpims  Genius  Optical ~ Wheel
npoBoHas/kinaBuarypa Genius KB110 mpoBoaHas
- Mynstumeauiinsiii npoextop CASIO (SInonwust)

[IporpamMmmHOE 00ECIIEYEHHE:
- Microsoft Office Professional Plus 2010
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1 Ilepeyenb popMHEpyeMbIX KOMIIETEHIHIT

A TypI/ICTCKOI‘/'I JACATCIbHOCTBIO, B TO
M YUCJIC B MCXKIYHApPOAHOM ACIICKT
€

Hassanue OITOII BO, | Koxa n popmynuposka komnereHun | Ko u opMyIMpoBKa HHAMKATOPA JOCTIKEHUS
COKpaIeHHOe u KOMIETEHIINU
43.03.02 «Typuzm» [IKB-2 : Cniocoben oprannzoBath 1 | ITKB-2.2k : OcyIecTBisieT ynpaBieHHe TYPUCTC
(B-TY) poliecc IIIaHUPOBAHMS U YIIPABICHN | KO JESTENbHOCTHIO HAa MEX/YHAPOJHOM U PETHO

HaJIbHOM YPOBHX, B TOM YHUCJIC C UCITIOJIb30BAHU
€M COBPCMCHHBIX IMPOTPAaMMHBIX ITPOAYKTOB

Komnerenus cunrtaercst cOpMUpOBAaHHONW Ha JTaHHOM ATale B CIy4yae, €CIH MOJIyYEHHbIE
oOydyeHUs: MO JUCHMIIMHE OLIEHEHbI

pe3ynbTaThl

IIOJIOKHUTCIIbHO (zmana30H KpUTCPUCB

OLICHUBAHMSI PE3YJILTaTOB O0YUYEHUS «3a4TECHO», «YIOBIECTBOPUTEIHHOY, «XOPOIIO», KOTIUIHOY). B

c1ydac OTCYTCTBHUA MMOJIOKUTEIHLHOMN OLCHKHM KOMIICTCHIIMSA Ha JaHHOM J3Tall€ CUYHUTaACTCA
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2 Tloka3aTe/M OLlCHNBAHUS IVIAHUPYEMbIX Pe3yJIbTATOB 00y4YeHHus

Komnerennusi [IKB-2 «CriocobeH opraHn3oBaTh IpOIIECC IMIJIaHUPOBAHUS U YIIPABIICHUS
TYPUCTCKOH AESITENIbHOCTHIO, B TOM YUCJE B MEXIYHAPOIHOM aCIEKTE)

Ta6muia 2.1 — Kputepuu OlleHKH UHANKATOPOB TOCTHXKCHHUS KOMITETEHIIUN
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3 IlepeyeHb OLICHOYHBIX CPEACTB




Tabnuua 3 — [lepedeHpb OLIEHOYHBIX CPEICTB MO TUCIUIUTMHE (MOIYIIIO)
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Keiic-3amaua Ompoc
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Pedepar Ompoc
Pegepar Tect
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Pegepar Omnpoc
Pedepar Tecr
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OBpEMEHHBIC IIPOrPaMMH PYTIOBOM POCKT fpoc
BI€ TIPOIYKTHI IJIs YIIPABI
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Pegepar Tecr
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I'pynnoBoii mpoekT Tecr
Keiic-3amaua Ompoc
1.3. economic impacts of
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4 Onucanue Npoueaypbl OCHUBAHUS

KagectBo chOpMHpPOBAaHHOCTH KOMIETCHIIMH HaA JaHHOM JTame OIECHHUBAETCS 10
pe3ynbraraM TEeKYIIMX U IIPOMEXYTOUHBIX aTTECTALMM IPU MOMOLIM KOJHWYECTBEHHOM OLIEHKH,

BEIpOXEHHOW B Oaymax. MakcumanbHas cymMma 0auioB mo gucruruimHe (Momaymoo) paBHa 100
Oamiam.

. O1neHoYHOE CPEeaCTBO

Bupn yuebHoit nestensHOCTH
Omnpoc Tecr [Keiic-3amaua |Pedepar |I'pynmoBoii mpoext Hroro

Jlexiun
[IpakTHueckue 3aHATUS 10 10 10 10 10 50
CamocrosiTenbHas paboTa 10 10 10 30
[Ipomexyrounas atrectaust |10 10 20
HUtoro 20 20 20 20 20 100

Cymma 6ansioB, HAOpaHHBIX CTYAEHTOM IO BCEM BUIaM y4eOHOW JESATENbHOCTH B pPaMKax
JTUCITUTIAHBL, IEPEBOUTCS B OIIEHKY B COOTBETCTBHH C TaOIHUIICH.

Cymma 6amioB | Ouenka 110 mpoMexy

o XapaKTepI/ICTI/IKa KadyeCTBa C(bOpMPIpOBaHHOCTI/I KOMIICTCHIIUH
10 JUCLMILINHE TOYHOHM aTTCCTallun

CTyIeHT AeMOHCTPHPYET C)OPMHUPOBAHHOCTh JAUCLMILIMHAPHBIX KOMIICTCHIHIA, 00
Hapy>KMBaeT BCECTOPOHHEE, CUCTEMAaTHYECKOe U NIy0oKoe 3HaHHE y4eOHOro Marep
«3AUTEHOY / uaja, yCBOMJI OCHOBHYIO JINTEPATYPy U 3HAKOM C JOIOJIHUTEIBHON JIUTEPaTypol, pe

or 91 j0 100 COTIHIHOY KOMCHJIOBAaHHOM MPOTPaMMOid, yMeeT CBOOOTHO BBITIOHSATH MPAKTHUCCKHIE 3a/TaHMs,
MIPEIyCMOTPEHHBIE IPOTPaMMOi, CBOOOIHO ONEpHPYyET NPHOOPETEHHBIMH 3HAHUSIM
U, YMEHUSIMH, IPUMEHSAET UX B CUTYaLUsAX TOBBILIEHHOMN CIOXHOCTH.
CTyneHT IEMOHCTPHPYET CHOPMUPOBAHHOCTh JUCIHUILTHHAPHBIX KOMIICTCHIHIA: OC
ot 76 110 90 «3a4TEHO) / HOBHBIE 3HAHUS, YMEHUS OCBOEHBI, HO JIOIYCKAIOTCSI HE3HAYUTEIILHBIE 0111}461(1/1, HET
«XOPOLIO» OYHOCTH, 3aTPYIHEHUS IIPH aHATUTUYECKUX OINEpalUaxX, IEPEHOCE 3HAHUU U YMEHU
1 Ha HOBBIE, HECTAHIAPTHBIE CUTYaIUH.
CTyneHT IeMOHCTpUpPYeT COPMUPOBAHHOCTh AUCIUTUIMHAPHBIX KOMIIETCHIHHA: B X
«3a4TeHo» / 0J1€ KOHTPOJIBHBIX MEPONPHUITHII JOMYCKAIOTCSA 3HAUYUTENbHBIE OIINOKH, POSBISIETC
ot 61 1o 75 «YJIOBJIETBOPUTENIBH s1 OTCYTCTBHE OTJICJIbHBIX 3HAHUH, YMEHUI, HABBIKOB 110 HEKOTOPBIM JUCLUIUITMHAPH
o» BIM KOMIIETCHIIMSIM, CTYICHT HMCIBITBIBACT 3HAUYNUTEIBHBIC 3aTPYJHEHUS MU ONIEPUP
OBaHMHW 3HAHWSMHU ¥ YMECHHAMM IIPU UX IIEPEHOCE HA HOBBIC CUTYALNH.
«HE 3a4TCHOY /
VY cTynenTa He CHOPMUPOBAHBI AUCIUITMHAPHBIC KOMIICTCHIINH, IPOSIBIISICTCS HEI0
ot 41 0 60 «HEYJIOBJIETBOPHTEID

CTaTOYHOCTH 3HaHHfI, yMeHHfI, HaBBbIKOB.
HO»

«HE 3aYTEHOY /
o1 0 10 40 JIMCUMIUTHHAPHBIC KOMIIETCHIMH He Cc(OPMUPOBAHBI. [IpOSIBISAETCS MOJHOE WIIN

«HCYNOBJICTBOPHUTCIID IIPAKTUYCCKU ITOJTHOC OTCYTCTBUE 3H3.HHI>’I, yMGHPIfI, HaBBIKOB.
HO»

5 HpHMepHI)Ie OLCHOYHbBIC CpEACTBA

5.1 3apaHus 1A pereHus Keic-3axaun

1)

‘Heritage’ is traditionally seen as involving ‘old’ buildings and other historic sites which are
interpreted by experts who provide visitors with a one-way educational experience. A ‘heritage
tourist’, accordingly, was anyone visiting a designated heritage site, regardless of their motive. In
recent years, this traditional approach has been challenged by a new perspective which regards
heritage as subjective, negotiable and contestable. Visitors may have very different opinions as to
what constitutes ‘heritage’, and it is up to the interpreter to co-create ‘storyscapes’ that satisfy the
diverse and complex motivations which visitors bring to heritage sites.

The standard dry lecture of the past, therefore, is being replaced by audience-focused and
emotion-filled storytelling . As part of this new perspective, it ispossible to go beyond centuries-old



buildings

and think about contemporary heritage, or ‘heritage of the recent past’. In the United States,
for example, the first McDonald’s restaurant, opened outside of Chicago in 1955, is now regarded
as a very important heritage site. This concept of contemporary heritage is especially important for
the many tourism cities that emerged in the pleasure periphery during the mid-twentieth century to
meet the recreational demands of the post—World War II consumer society. Such places often lack
the traditional historical sites that were emphasised in the past, but still contain sites and artefacts
from the latter half of the twentieth century that reflect their development as major sites of tourism
activity.

The Australian beach resort of the Gold Coast and the US gambling haven of Las Vegas are
two prominent tourism cities where we might expect to find evidence of post-1945 or contemporary
tourism heritage. Weaver has identified four distinct types based on these two case studies, and also
considered the extent to which this heritage has been commercialised as heritage tourism:

1 In situ representations consist of on-site plaques, statues or other objects that
commemorate a tourism facility or phenomenon of recent historical importance. An example is a
bronze relief in front of the Mirage Resort in Las Vegas depicting the entertainers Siegfried and
Roy, who were legendary in the 1990s and early 2000s for their many thousands of performances
with white tigers at that casino. Another example is the surf lifesaver statue that was erected at a
prominent seaside location on the Gold Coast. The number of visitors who interact with such sites is
unknown, but another type of in situ representation, the commemorative festival, clearly illustrates
the importance of contemporary tourism heritage as a heritage tourism attraction. Cooly Rocks On
(formerly Wintersun), an annual festival in the Gold Coast suburb of Coolangatta, celebrates the
nostalgia of 1950s and 1960s tourism with period entertainment and cars. In 2012, it attracted more
than 80 000 visitors and injected $18 million into the Gold Coast economy (Houghton 2012).

2 Ex situ original artefacts refer to the removal of artefacts from their original locations and
their relocation in off-site (i.e. ex situ) museums. A former Las Vegas example was the Liberace
Museum, which honoured the long-time iconic pianist Liberace. Because he was popular from the
1950s to the 1970s, attendance at the Museum declined from 250 000 a year to only 50 000 in the
year prior to its closure in 2010.

Younger visitors were not as aware of or as interested in this performer. The Bone Yard (a
collection of old casino neon signs) and Mob Museum (commemorating the role of organised crime
in the tourism industry) are two other recently opened Las Vegas examples. The Gold Coast does
not have as many examples, but a facility called Surf World was opened in 2008 to honour
Australia’s surfing heritage.

3 In situ original nodes are buildings and other structures still in their original locations.
They include the Kinkabool apartments in Surfers Paradise, which opened in 1959 as one of the
Gold Coast’s first high-rise tourist resorts. In recognition of its importance in reflecting the
development of Australia’s modern consumer society, it was declared a heritage site under the
Queensland Heritage Register of 2009. No attempt has been made so far to develop the Kinkabool
building as a tourist attraction. In contrast, the Las Vegas welcome sign, also erected in 1959,
attracts more than 500 000 visitors a year.

4 In situ corridors and areas are relatively large areas where tourism has always been the
dominant activity. There are no current examples on the Gold Coast, but Las Vegas is represented
by Fremont Street, the original downtown ‘glitter gulch’ of casinos from the early 1900s, as well as
the famous Strip, which was designated in 2000 as an All-American Road under the National
Scenic Byway Program. It is estimated that 20 million or more people visit the Strip each year —
many attracted by the atmosphere of the Strip itself rather than any of its individual casinos or
shops.

The evidence from the Gold Coast and Las Vegas shows that each does have a rich
contemporary tourism heritage. However, only some of this heritage has been exploited as heritage
tourism, and neither city has an integrated strategy for developing it as such. Despite the challenge
of getting developers and planners to recognise contemporary tourism as a legitimate form of
heritage, there are good reasons to pursue this. First, many tourism cities are suffering from product



‘maturity’ and require new products and other rejuvenation.

Second, such attractions are part of the authentic culture of tourism cities, contributing to
their unique sense of place. Third, as illustrated by the story of organised crime in Las Vegas, this
heritage is interesting and entertaining. Fourth, huge tourist markets already exist in both cities,
some of which could be diverted to such attractions. Finally, there are still many individuals
resident in both cities who have personal experiences with this heritage and whose input would
reduce the historical distortion that often occurs when attempting to interpret older historical sites.
Efforts should be made, therefore, to integrate contemporary tourist heritage into the product of the
world’s many tourism cities.

QUeSTIONS

1 Identify an example of contemporary tourism heritage. Prepare a 1000-word product
development plan in which you argue for its development as heritage tourism, taking into account
why and how you think it could be a commercially viable attraction. Take into account:

(a) why it is interesting to visitors

(b) what it would cost to develop

(c) which market segments it would attract

(d) what promotion and marketing would be used

(e) how it would fit into the overall tourism product and strategy of the destination.

2 It is argued that the land on which in situ original nodes sit is too valuable to preserve
those nodes, and that these properties are therefore likely to be redeveloped. Accepting that this is
likely, prepare a 1000-word report in which you consider how new technology could be used to
maintain these nodes as ‘virtual attractions’ after they have been lost.

2)

Australian tourism enterprises are focusing increasingly on Chinese outbound tourism
because of its seemingly limitless growth potential. Targeted management and marketing strategies,
however, need to correctly ‘read’ this market (or markets) so that satisfied visitors initiate a virtuous
cycle of word-of-mouth recommendations and repeat visitation intentions. Such a cycle would
reduce the costly need to recruit first-time visitors. Assuming that the Chinese have already been
identified by a destination’s strategic plan as a desirable target segment, the ability to attract a
desired share of this rapidly emerging market depends on exploiting a strategic ‘window of
opportunity’ during which the market is properly identified, understood and cultivated. This is
achieved by identifying and monitoring:

* evolving push factors that motivate the Chinese to travel internationally

* pull factors of the destination and the capacity of destination stakeholders to isolate and
enhance those pull factors that appeal most effectively to these motivations

* the image of the destination already held

» external factors (e.g. financial, geopolitical, transportation, environmental) that might
positively or negatively affect the resultant flow of Chinese outbound tourists to the destination

» visitor satisfaction (Prideaux et al. 2012). In assessing the resultant destination
opportunities and the relevant market research, it is critical to emphasise that there are multiple
Chinese markets. For example, Chinese visitors can be situated along a continuum from high
volume/low yield (e.g. package tourists) to low volume/high yield (e.g. free and independent
travellers (FITs)).

At a relatively superficial level, a survey of higher yield Chinese tourists in the northern
Queensland city of Cairns found that the Great Barrier Reef and other wildlife fulfilled motivations
to experience Australia’s iconic natural environment, and produced high levels of satisfaction.
Hence, an effective push—pull relationship is evident here that may help to explain an expected
increase in Cairn’s inbound Chinese visitation from 70 000 in 2010 to more than 244 000 in 2015 if
direct air services to China are opened (Prideaux et al. 2012). At a more psychographic level, a large
survey of Chinese tour group participants from throughout Australia found very high ‘sensation
seeking’ motivations based on a search for adventure, excitement, new experiences, meeting new
people and exploring the local culture. However, ‘security consciousness’ was also widespread, and
evident in concerns about personal safety (Chow & Murphy 2011). Weiler and Yu (2006) similarly



identified a desire for more contact with locals (88 per cent) and a more flexible itinerary (93 per
cent) among Chinese visitors to Victoria, but less interest in having a more challenging or
adventurous holiday experience (49%). Younger visitors, however, had a much higher desire for
adventure. Within a wider context of attitudes, constraints and influences, Sparks and Pan (2009)
found that Shanghai residents who were enquiring at travel agencies about overseas travel were
influenced more by social norms and influences than personal attitudes; that is, they were more
likely to intend to visit a place if friends, family, co-workers or travel agents thought it was a good
idea to do so, rather than if they personally wanted to visit. Females were more susceptible to this
social effect. Images about Australia were shaped primarily by television programs, while friends,
the internet and magazines were also influential.

Television played a particular role in shaping an image of Australia as inspiring, providing
opportunities for self-enhancement, being a place where one can interact with locals, and providing
shopping opportunities. As with the Victoria study, younger respondents (and especially those who
were single) were more adventurous in their motivations and desired greater autonomy and
flexibility.

Important external barriers included exchange rates, distance and lack of fluency in English.

Qualitative research techniques are often especially useful for gaining insight into the
complex arena of human attitudes and behaviour, and focus groups of Chinese visitors to Australia
(including tourists from Hong Kong and Taiwan) revealed the extent to which dining out is
regarded as a peak experience rather than just a mundane regular necessity (Chang, Kivela & Mak
2011). Participants explained that authentic Australian dining experiences were highly valued, and
that a mediocre or unpleasant taste was not a problem as long as they could boast to friends and
family that they had tasted crocodile or kangaroo. This represented for them the accrual of cultural
capital. It was also very important to experience a diversity of food, and to receive a very high level
of service that conformed to perceptions of Australia as a highly developed country.
Simultaneously, they expected a good service attitude from attending staff, and did not mind the
communication gap as long as a ‘cultural broker’ was present to explain (i.e. add value to) the
various dishes. However, Chinese visitors — even adventurous and experienced travellers — still
assessed exotic Australian foods according to Chinese standards of flavour and cooking method.

Zero-commission tours are a characteristic aspect of Chinese outbound tourism that can have
negative effects on the tourists as well as destination stakeholders. These occur when inbound tour
operators in a destination such as the Gold Coast charge no commissions to their Chinese outbound
tourist operator 186 tourism management counterparts, but in exchange receive their high volume
business on monopolistic or similarly advantageous terms. To make a profit, the inbound operators
take their clients to particular shops where aggressive sales tactics are used to sell often overpriced
and low quality goods. Clients might also be charged entry fees to beaches and other free public
spaces, or be forced to pay ‘tips’ to their tour guides. Such tours have been associated with
perceived coercion and bullying, deception (for example, saying that the strict controlling of tourist
actions is required because the streets are unsafe), poor quality, and ineffective complaint handling.
This can result in damage to the destination brand in countries such as Thailand where such
practices are common, and poor impressions of Chinese inbound operators on the part of other local
companies who receive no benefits from the participating Chinese tourists (Zhang, Yan & Li 2009).
Some Chinese tourist segments — such as first-time outbound travellers on a limited budget — may
tolerate zero-commission tours because of their attractive low cost, but reputational damage to the
destination may dissuade high-yield segments, who demand quality and flexibility.

QUESTIONS

1 What conclusions about the validity of Plog’s psychographic model to the Chinese
outbound market can be reached based on the results from the empirical studies described in this
case? Explain your reasons for reaching these conclusions.

2 (a) Design a memorable and satisfying one-week itinerary to an Australian destination (e.g.
Gold Coast, Outback, northern Queensland, Tasmania, etc.) for the Chinese FIT market, based on
the characteristics of this market identified in the case study.

(b) Identify the main constituent experiences of this itinerary and explain why they are likely



to be memorable.

3)

The decline of traditional primary and secondary sector industries in Tasmania brings into
sharp focus the potential role of tourism as the future mainstay of the state’s economy. In 2010
alone, major closures in the manufacturing sector included a shipbuilder (116 jobs lost), paper mills
(over 400 jobs lost, leaving only one mill remaining), a vegetable processing plant (leading to a loss
of 200 jobs) and a carpet manufacturer (accounting for 150 job losses) (Parliament of Tasmania
2011).

Tasmania is already more dependent than any other Australian state on tourism, which in the
year ending September 2010 directly accounted for just under 5 per cent of gross state product, and
8.5 per cent if indirect effects are included. This translated into 6.1 per cent and 11 per cent of all
state employment respectively, as well as revenues of $1.53 billion from approximately one million
visitors (Parliament of Tasmania 2011).

Characteristics of Tasmania that have helped to accelerate the demise of the traditional
economy may help in turn to shape its status as a competitive nature-based tourist destination. These
include an enormous area of temperate rainforest wilderness, most of which is designated as a
World Heritage Area that covers 1.4 million hectares, or one-fifth of the state. Altogether, about 40
per cent of Tasmania is publicly protected land in which resource extraction is strictly regulated or
prohibited altogether. This level of land protection is amongst the highest in the world. Iconic
attractions that are very appealing to the ecotourist, adventure tourist and backpacker include Cradle
Mountain, the Freycinet Peninsula and Cataract Gorge. The isolation imposed by being an island is
another contributing factor to the demise of manufacturing and has also been cited as an impediment
to tourism development (Parliament of Tasmania 2011).

However, if appropriately marketed, insularity can also be presented as a competitive
advantage that confers authenticity, uniqueness, pristine air and water, exoticness, and a sense of
getting away from the rat-race.

A significant pre-1830 European settlement heritage and abundant high-quality fresh food
augment the nature-based core of the Tasmanian tourism product and enhance the potential for
high-quality and high-yield visitor experiences that are differentiated from other Australian states.
Yet, visitation levels have been stagnant in recent years. In addition to the issue of accessibility, one
major external impediment has been the persistently high Australian dollar, which has attracted
fewer international visitors to Australia while diverting many domestic tourists to relatively cheap
international destinations such as Bali and Thailand. Internal problems include a low level of
internet use for marketing and booking, variable quality of service provision, and inconsistent and
restricted operating hours. All three of these problems are associated with the prevalence of small
businesses throughout the state.

Of the 2000 private enterprises that comprise the state tourism industry, 85 per cent employ
five or fewer people, and more than 70 per cent have an annual turnover of less than $250 000.
High industry wages and payroll taxes discourage businesses from hiring more permanent
employees (Parliament of Tasmania 2011).

There is particular interest in attracting international tourists, who accounted for about 14
per cent of all visitors in the year ending December 2011 (around 150 000 per year) but 18 per cent
of expenditures ($254 million). Notably, expenditures per visitor-night are well below domestic
levels ($89 versus $205), but the longer stay translates into marginally larger total expenditures
($1696 versus $1649) (Tourism Tasmania 2012). Europe and New Zealand are both regarded as
high-yield markets that would be attracted by the nature-based tourism product of Tasmania, but
there is also interest in China and other East- Asian countries because of their remarkable growth
and potential (Parliament of Tasmania 2011). The unique attributes of Tasmania appear to favour a
product development strategy based on the principles of slow tourism and its emphasis on a long
stay, and authentic and unique experiences focused on immersion into the local natural environment
and lifestyle. In this context, the pattern of small business ownership could be an asset that more
closely connects visitors to local residents and the Tasmanian way of life.

The transition of Tasmania from the primary/secondary mix of forestry and manufacturing to



the emphasis on tourism and other tertiary activities, however, has not been conflict-free or a
foregone conclusion. Since the mid-1970s, major battles have been fought in Tasmania and
elsewhere in Australia between industrial interests wanting access to forests for woodchip
production and environmentalists wanting to preserve old-growth and other native forests for their
ecological and aesthetic value. It is perhaps too simplistic to characterise this as a fundamental
conflict between anthropocentric and biocentric ways of thinking, since environmentalists also
consider the recreational and other benefits of natural habitat for humans, while industry appreciates
the need to consider the integrity of the environment in the interests of their own long-term survival.
Moreover, tourism and the forestry industry have a history of mutual reinforcement, with the latter
earning substantial revenue from operating commercial attractions such as Air Walk, a treetop
walkway. In turn, recreationalists rely on roads and bridges maintained by the industry for access to
trekking paths and other recreational settings.

A mutually acceptable approach to the issue of resource access is evident in the Tasmanian
Forests Intergovernmental Agreement signed in late 2012 which emphasised the need to develop a
strong and sustainable forestry industry while protecting native forests. The agreement called for
another 500 000 hectares of native forest (about one-half of the state’s old-growth forest) to be
permanently protected and for the industry to move production to tree plantations. Immediate
financial and other relief was provided for forestry workers and their families to help with their
readjustment, while $120 million of mainly federal money would be allocated over 15 years to fund
appropriate regional development projects that improve productivity and income-earning capacity in
the state economy (Australian Government 2011). Through such spatial differentiation, it is hoped
that Tasmania can sustain both a dominant nature-based tourism sector as well as a robust forestry
sector.

QUESTIONS

1 Write a 1000-word report in which you describe:

(a) the economic advantages of targeting New Zealand as a major potential inbound market

(b) the economic disadvantages of such an approach.

2 Prepare a two-week Tasmanian itinerary, designed for an adventurous two-income
German couple in their mid-30s, that will:

(a) be highly satisfying to these visitors in terms of the experiences and services provided

(b) maximise the state multiplier effect for Tasmania.

4)

Many major coastal and river destinations regard cruise ship visits as a lucrative and
desirable component of their product mix, and compete aggressively for their business. Cruising is
undoubtedly a rapidly-growing industry, experiencing 7.4 percent annual growth in passengers
worldwide over the period 1990-2008 (Brida & Zapata 2010), and involving over 20 million
passengers in 2012 (Florida-Caribbean Cruise Association 2013). Onshore expenditures by
passengers and crew are a major attraction for destinations, with research in the Adriatic Sea ports
of Croatia showing that such expenditures amount to 32—-84 euros per person per port (Marusic’,
Horak & Tomljenovic” 2009). Cruisers who are satisfied with a port’s safety and value for money
are also more likely to say that they will return in future as a stayover and will recommend the port
to others (Brida et al. 2012). The trend toward megaships has only increased their popularity with
destinations, since the largest ships are capable of accommodating almost 8000 potential visitors
(including passengers and crew members).

Critics of the cruise industry counterargue that the larger ships in particular are essentially
floating enclave destinations in which operators strive to extract as high a percentage of passenger
expenditures as possible to achieve profitability. They do 280 tourism management this by offering
a huge array of onboard spending opportunities beyond the basic package price — including
casinos, alcoholic drinks, additional-cost restaurants, and numerous retail shops. ‘Cruise-only’ days
at sea are especially lucrative because they ensure a captive audience for additional onboard
expenditures. Such internal revenue capture, which employs sophisticated techniques of subliminal
persuasion and enticement, extends to the ports-of-call through the provision of onshore excursion
packages, stops at islands owned or leased by the cruise lines, and preferential commission



arrangements with selected port-of-call shops and services. Such onshore capture allows the cruise
ship tourist bubble to divert even more revenues from local businesses not connected with the cruise
line (Weaver, A. 2005).

Critics emphasise that cruise ships incur numerous social and environmental costs beyond
local resentment over these expenditure capture strategies. For passengers and crew, the bubble
effect can incubate outbreaks of contagious diseases such as the Norwalk virus (Weaver, A. 2005).
Cruise ship employment is associated with low wages, extremely long work days, employment
insecurity, isolation from family, and tensions within a culturally diverse workforce.

Accordingly, some activists have described cruise ships as floating sweatshops, though this
underbelly is largely invisible to passengers (Klein 2006). The implementation of better employee
conditions and rights is hindered by the practice of registering ships under flags-of-convenience
such as Liberia, and by the length of time spent on high seas (i.e. the area outside of a country’s
territorial waters) where national labour laws do not apply. For port-of-call residents, the crowding,
congestion and disruption that occur when one or more large cruise ships disembark their
passengers can lead to frustration and anger. Evidence from Croatia, however, indicates widespread
willingness to tolerate such inconveniences because of the perceived economic benefits that the
passengers provide (Marusic’, Horak & Tomljenovic” 2009).

The cruise industry has also long maintained a bad environmental reputation. During the
1990s, major cruise lines were levied numerous fines for dumping garbage and oil into the sea,
damaging coral reefs with anchors, and other infractions — many of them publicised in the media.
Even where no ill intent is evident, megaships face major logistical challenges in responsibly
managing the wastes produced by the equivalent of a small town. Almost 4 million litres of
greywater from sinks and showers are produced during a typical 7-day cruise and this can be legally
dumped almost anywhere in the sea. Blackwater (i.e. sewage) — 400 000 litres of which will
typically be produced during the same cruise (Ocean Conservancy 2002) — is subject to greater
restriction, but can still be dumped in the high seas, where it is assumed to be quickly diluted. Air
pollution can be a problem for ports-of-call when docked ships continue to run their own engines
instead of plugging into shoreside electrical grids (Sweeting & Wayne 2006), while a less obvious
impact is increased mortality among migrating birds attracted to the glowing night lights of cruise
ships (Bocetti 2011).

The environmental performance of the industry appears to be improving through the
increased adoption of formal green initiatives. Royal Caribbean, for example, has an ‘Above and
Beyond Compliance’ (ABC) policy that includes adoption of ISO international environmental
management systems and the assignment to every ship of an environmental officer to oversee the
onboard environmental program, train crew, manage liquid and hazardous wastes, and oversee
workplace safety (RCI 2012). A parallel ‘Save Our Seas’ program encourages onboard recycling.
Nevertheless, the environmental organization Friends of the Earth in their 2012 report card gave a
failing grade to 4 of 15 cruise lines on their sewage treatment practices and to 10 of 15 for their lack
of progress on air pollution (FOE 2012). One major purpose of the reporting is to give consumers
information about choosing a ‘green’ cruise line and ship, although the actual influence this has on
consumers is unclear.

While attention has been focused on megaships in the 3S pleasure periphery, luxury
expedition cruises have also come under scrutiny. Such ships usually carry around 100 high-yield
passengers to remote locations such as the Canadian Arctic (Maher 2012) and the Top End of
Australia, focusing on exploration, adventure and education (Scherrer, Smith & Dowling 2011).
However, their presence in, for example, a small traditional Inuit village of 100 people on Baffin
Island, can still have major unintended social and environmental ramifications. Much depends on
the tour guides’ knowledge of local conditions and their ability to communicate appropriate
behavioural messages to excursionists. The following field journal excerpt is a good example of
observed good practice during an expedition cruise:

Visit to rock art site: extensive pre-activity briefing advising of length and difficulty of site
access and cultural site context and importance. Active group management on approach with
designated group leader and end person.



Interpretation of natural features on way to site. On-site briefing providing minimal impact
tips and reasons for such an approach. A person touching the rock art was immediately made aware
of their transgression and all clients were reminded of appropriate behaviour. Transgressing client
apologises and group later observed to self-correct in similar instances (Scherrer et al. 2011: 1221).

QUESTIONS

1 Using the respective company websites, write a 1000-word report in which you:

(a) compare and contrast the content of the environmental and social policies and practices
of Royal Caribbean and Carnival, the world’s two largest cruise companies

(b) compare and contrast the extent to which these policies and practices are communicated
to potential and actual cruise passengers

(c) designate the company that you believe demonstrates the most responsible behaviour,
and explain the reasons for your selection.

2 Using a travel website where users generate reviews (e.g. TripAdvisor), write a report in
which you:

(a) analyse the text of these commentaries to identify any comments about environmental or
social impacts related to the commentators’ cruise experiences

(b) discuss what your results say about the environmental and social awareness of cruise
ship passengers

Kpamxue memoouueckue yxazanus

3amaHue 1Mo3BOJISIET IPOBEPUTH YMEHUS IPUMEHEHHS TEOPETHUECKUX 3HAHUN Ha MPAKTUKE.
[Tpu BBIIONHEHWH 3aJaHUS CIEAYET ONMHPAThCS HA OCHOBHYIO M JOTOJHHUTENBHYIO JTUTEPATYPY
(crICOK TUTEpaTyphl MPECTaBIEH B padovell mporpaMMe TUCIUTUINHEI).

IIxana oyenku

Ounenka |bamisl Onucanue

CTyneHT npw 3aiute paboThl AeMOHCTPHPYET CHOPMHPOBAHHOCTD AUCLUIUTHHAPHBIX KOMIIETCHIIHI Ha yp

OBHE, 0003HAUCHHOM TEMOil KOHTPOJIFHOTO 33a1aHUs; OOHAPY)KHBAET BCECTOPOHHEE, CHCTEMATHYECKOE U TJI
5 20 y0OoKoe 3HaHHEe MaTepuaa, UCI0JIb30Ball COBPEMEHHYIO OCHOBHYIO, IOTIOJHUTEIIBHYIO JINTEPATYPY U APYTH
¢ HH(OPMAIOHHbIE HCTOYHUKH B JOCTATOYHOM 00beMe, CBOOOJHO BiIaaeeT NPodheCcCHOHATLHOW TEPMUHOI
oruei B 00J1aCTH NPEACTABICHHBIX HCCIICIOBAHHI; OTIMYHO OTBEYACT HA BCE MIOCTABICHHBIC BOIPOCHL.

CryzeHT mpH 3aiuTe padoThl B LEJIOM AEMOHCTPHPYET CHOPMUPOBAHHOCTD AUCIUILIMHAPHBIX KOMITETEHI
nit Ha ypoBHE, 0003HAYEHHOM TEMOIT KOHTPOJIEHOTO 33/1aHMs;00HAPY)KUBAET CHCTEMAaTHIECKOe 1 TITy0oKoe
4 15 3HAHME MaTepHala, HCTIOIb30BaT COBPEMEHHYIO OCHOBHYIO, JOMONHUTEIBHYIO IUTEPATyPy U APYyTUe HHPO
pMaIMOHHbIE HICTOYHHKHU B IOCTATOYHOM 00BEME, XOPOILO BIaJeeT MPo(ecCHOHANbHOM TEpMUHOIOTHEH B
00J1aCTH NPE/CTaBICHHBIX UCCIIEIOBAHUIN; XOPOLIO OTBEYAET Ha BCE OCTABJICHHBIC BOIIPOCHI.

CryneHT npu 3amure paboThl AEMOHCTPUPYET YAOBICTBOPUTEIBHBIA YPOBCHD AUCIMIUTMHAPHBIX
KOMIICTEHIIUH, 0003HAUE€HHbIX TEMOI KOHTPOJIBHOIO ; 0OHAPYKUBACT ONpEEe/ICHHOE 3HAHUE MaTepuaa,
3 6 UCIIOJIb30BaJl OCHOBHYIO, IOTIOJHUTEILHYIO JINTEPATYPY U IPpyrue HHPOPMAIIMOHHBIC HCTOYHUKU B HEJOCT
aTOYHOM 00BeMe, crabo BiIageeT Mpo(eCcCHOHANEHON TEPMUHOJIOTHEH B 00JIACTH MPEICTABICHHBIX HCCIIE
OBaHUI1; HETBEP/IO OTBEYACT HA BCE IIOCTABJICHHBIE BOIPOCHI.

CryzmeHT mpH 3aIuTe paboThl AEMOHCTPHPYET YAOBIECTBOPUTENBHEIH YPOBEHb AUCIUILIMHAPHEIX KOMITETE
HIWH, 0003HAYEHHBIX TEMOH KOHTPOJIBHOTO 3a/laHus]; HE UCIIOIb30Bal AOMOIHUTENBHYIO IUTEPATYPY H 1
pyrue nHGOpMAIMOHHBIC HCTOYHUKH; ¢11a0b0 BiaeeT NpohecCHOHAIBHOIM TEPMUHOJIOTHEH B 00JIaCTH TIpe
CTaBJICHHBIX UCCIIEIOBaHUM; INIOXO OTBEUAET HAa BCE IOCTABICHHBIC BOIPOCHL.

CryzeHT mpH 3aIuTe paboThl AEMOHCTPHPYET HEYIOBICTBOPUTEIbHBII YPOBEHB QUCIMILTHHAPHBIX KOMIIE
1 0 TEHIIUH, 0003HAYCHHBIX TEMOM KOHTPOJBHOTO ; MJI0XO0 BiaaceT MPOPeCcCHOHATBHON TEPMHHOIOTHEH B 00
aCTH TPEJICTABJICHHBIX UCCIICIOBAHUI; HE OTBEYACT HA BCE MIOCTABJICHHEBIC BOIPOCHI.

5.2 IlpumepHbIe TeMbI I OIPOCa

1 How has the image of mountains changed since the early 1800s? What have been the
implications of these changes for the evolution of alpine tourism?

2 What is the effect of climate on 3S and urban tourism respectively?

3 Why are linear attractions often more difficult to manage than those which are compact?

4 (a) What is meant by ‘functional adaptation’ with respect to tourist attractions?

(b) What are some examples of functional adaptation?

5 How do cultural sites differ from cultural events in terms of their management
implications?

6 How can the manager of an attraction deal with the attribute of ‘context’ which is difficult



to control because it involves the external environment?

7 How can events such as the Gympie Music Muster capitalise on and reinforce local
cultural, economic and social capital?

8 What are the implications of low-cost airlines for the competitiveness of traditional full-
service airlines?

9 (a) What effect does horizontal and vertical integration have on the structure of tourism
systems?

(b) How is this effect influenced by globalisation?

10 For managers and marketers, what are the advantages and disadvantages, respectively, of
treating the tourist market as a single entity or as a collection of markets of one?

11 (a) To what extent do you believe that tourists in a given destination are obligated to
behave in a manner that does not offend conservative local residents? Why?

(b) To what extent should local residents be willing to compromise their own norms to
satisfy tourists? Why?

12 What strengths and weaknesses are associated with ‘country of residence’ and ‘region of
residence’ as criteria for identifying tourist market segments?

13 Should airlines have the right to discriminate against obese people in their pricing and
seating policies? Explain your reasoning.

14 How can the loyalty matrix be operationalised to assist in the management andmarketing
of destinations?

15 (a) What non-traditional family segments are becoming more widespread, and hence call
into question the dominance of the traditional family lifecycle as a segmentation variable for the
tourist market?

(b) What different kinds of restraints might characterise these different non-traditional
segments?

16 (a) What criteria should a destination use in deciding whether to target specific racial,
religious or ethnic groups?

(b) What are the risks in targeting specific racial, religious or ethnic markets?

17 What difficulties are associated with the operationalisation of psychographic
segmentation criteria?

18 (a) What is the difference between trip purpose and trip motivation?

(b) What are the strengths and weaknesses of each as segmentation criteria?

19 (a) How can the 16 specific motivations be combined into three or four more general
categories?

(b) What is the relative importance of each of these broader categories?

20 (a) Under what circumstances is a destination likely to have (i) a low income multiplier
effect and (ii) a high income multiplier effect?

(b) How can destinations with a low income multiplier effect increase this statistic?

21 (a) What factors would limit the implementation of a growth pole strategy in Australia
and New Zealand?

(b) How else could tourism development be induced in peripheral areas of Australia and
New Zealand?

22 Are governments in emerging economies such as Thailand and Indonesia justified in
favouring the formal tourism sector over its informal sector counterpart? Explain your reasons.

23 In countries such as Australia and New Zealand, which kinds of destination should
seriously consider slow tourism as a strategic tourism priority? Why?

24 (a) What seasonal patterns are evident for the three target segments of Australian
inbound tourism?

(b) What factors might account for the differences within and between segments?

25 (a) What is the typical employment structure of the tourism industry?

(b) What are the positive and negative impacts of this structure?

(c) How could this structure be made more positive from the perspective of the host
community?



26 To what extent should universities accommodate tourism and hospitality students who
are working part-time during their study semesters?

27 (a) How does the tourist bubble effect contribute to a low multiplier effect?

(b) How practical is it to modify the tourist bubble so that a higher multiplier effect results?

28 Is it naive to believe that tourism functions as a force for world peace? Explain your
reasons.

29 (a) Is commodification always a negative impact of tourism for destinations? Why?

(b) What strategies can a destination adopt to minimise its negative effects while
maximising its benefits?

30 (a) How can the demonstration effect indicate both the weakness and strength of the
individual or society in which it is occurring?

(b) How could destination managers mobilise the demonstration effect so that it has positive
effects on the society and culture of the destination?

31 Is an allocentric tourist more likely to be the victim of crime in a destination than a
psychocentric tourist? Explain your reasons.

32 (a) Why is the issue of tourist dispersal versus concentration referred to as a management
paradox?

(b) What can destination managers do about this paradox?

33 What are the difficulties of using ‘authenticity’ as an indicator of tourism’s sociocultural
impacts within a destination?

34 Why do resident attitudes toward tourism development tend to be very diverse and
complex?

35 (a) Why has climate change emerged as such a high profile public issue?

(b) How much should the developers and managers of a tourism facility be required to take
responsibility for the generation of emissions that help to induce climate change?

36 (a) How is ecological footprinting related to the environmental impact sequence?

(b) What are the strengths and weaknesses of ecological footprinting?

37 1Is killing sharks the best response to situations where they pose a threat to tourists?
Why?

Kpamxue memoouueckue yxazanus

Onpoc TPOBOAMTCS TMOCHE MPOCITYIIMBAHHUSA JICKIUH, TO3BOJIIOT TPOBEPHUTH 3HAHUS
CTyleHTa 1o auciuiuinHe. [Ipy TOMCKE OTBETOB Ha BOIPOCHl PEKOMEHIOBaHA OCHOBHAS H
JOTOJIHUTEIbHAS JINTEPATYPhl (CIIUCOK JIMTEPAaTyphl MPEIACTaBICH B paboueil mporpamme
JACIIUATIITAHBI ).

Llxana oyenuxu

Ormenka Bamisr Omnmucanne

CryzeHT 00Hapy KHJI ITyOOKOe 3HaHUE Y4eOHOro MaTepuara 1o MpeUIoKeHHOH TeMaTHKe, HCII0JIb3
OBaJI OCHOBHYIO H JIOTIOJHUTEINIBHYIO JINTEPATypy, PEKOMEHIOBaHHYIO ITPOrpaMMO¥, IPOBEIT aHAJIH3
UH(OPMAIMOHHBIX HCTOYHHKOB ceTH VIHTepHET, CBOOOIHO BilajieeT HHPpOpMALHUEH, IeTKo
olnepupyer NpuoOPETeHHBIMHI 3HAHUSAMH U YMEHHSAMH.

5 20

CryzneHT 0OHapy>KHJI XOpOIINe 3HaHUs y4eOHOT0 MaTepHuaa 1o MPeUI0KEHHOH TeMaTHKe, HCII0IIb3
4 16 OBaJI OCHOBHYIO H JIOTIOJTHUTENBHYIO JIUTEPATypy, PEKOMEHIOBAaHHYIO IPOTPaMMOH, B LIEJIOM BIafe
eT npodecCHOHANBLHON HH(pOPMaLUEl , OIIepUpyeT MPUOOPETEHHBIMU 3HAHUSAMU M YMEHHUSAMH.

CTyzeHT B 1IeIOM BIIaJieeT 3HAaHUSIMA YIeOHOTO MaTeprana 1o IpeyIoKeHHOH TeMaTHKe, HCIONb30

BaJI OCHOBHYIO ¥ HE HCIIOJIb30Ball JOMOIHUTENbHYIO TUTEPATYPY, PEKOMEHJOBAHHYIO TPOTPaMMOH,
HEJJOCTAaTOYHO BiajieeT HHpOpManuel, c1abo onepupyeT NpHOOPETEHHBIMH 3HAHUSIMH U YMEHUSIM

U

CryzeHT oOHapy KK yI0BIE€TBOPUTEIbHBIE 3HAHUAMHU Y4eOHOT0 MaTepHana 1o NpeyioxKEeHHOH TeM
aTHKe, MCIIO0NIB30BaJl OCHOBHYIO M HE MCIIOJIb30Ball JOMNOJHUTENBHYIO TUTEPATYPY, HE TIPOBEI
aHanM3 HHPOPMALOHHBIX HCTOYHUKOB ceTH VIHTepHeT, He BiajgeeT Bcel HH(popManuei, Iioxo oI
epHupyeT MPHOOPETEHHBIMY 3HAHMSAMH U YMEHUSIMU.

CryzeHT oOHapy>KuiI ciabble 3HAaHUSIMU y9eOHOTo MaTepHaa Io IpeyIokKeHHON TeMaTHKe, UCIIONb
30BaJ OCHOBHYIO U HE HCIIOB30BAN JIOMOJHHUTEIBHYIO JINTEPATypy, He MPOBEJI aHAIH3 HH(OPMAIH
OHHBIX HCTOYHUKOB ceTH MIHTepHeT He BiameeT MHGOpManuel He ONEepHpyeT MPHOOPETEHHBIMH 3

HaHUAMM U YMEHUSMH IIpU coOece0BaHUH.

5.3 Ilepeuenn TeM pedepatoB



Sustainable Tourism

Impact of Technology on Travel

Cultural Tourism and Heritage Preservation

Dark Tourism: Ethics and Motivations

Community-Based Tourism for Socioeconomic Development
Wildlife Tourism and Conservation

Gastronomic Tourism: Culinary Experiences

Adventure Tourism: Risk and Reward

Medical Tourism: Trends and Implications

Religious Tourism and Pilgrimages

Film Tourism: Influence on Destination Choice

Cruise Tourism: Environmental Impact

Rural Tourism: Exploring Off-the-Beaten-Path

Urban Tourism and City Planning

Educational Tourism: Learning Journeys

Wellness Tourism: Mind and Body Retreats

Space Tourism: Future Frontiers

Luxury Tourism and Experiential Travel

Sports Tourism: Events and Impact

Volunteer Tourism: Traveling for a Cause

Accessible Tourism: Inclusive Travel

Niche Tourism: Unusual Destinations

The Psychology of Tourist Behavior

Destination Marketing and Branding

Over-tourism: Challenges and Solutions

Impacts of Climate Change on Tourism

Cruise Tourism: Cultural Interactions

Heritage Tourism Management

Tourism and Globalization

Kpamxue memoouueckue ykazanus

O6mwem pedepara 12-15 crp. Pabora BemonHsercs Ha nuctax Gopmar A4, mpudrt Times
New Roman, pasmep mpudrta Nel2. OdopmieHne AOHKHO COOTBETCTBOBATH TPEOOBAHMIM
crangapta CK-CTO-TP-04-1.005-2015 «TpeboBanus k 0(popMIIEHUIO TEKCTOBOM YaCTH BbI

IlIxana oyenku

Ornenka Banner Onucanue

5 20 IIpo6nema packpeita nonHOCTEIO. [IpoBesieH ananu3 npoOaeMbl C IPUBICYEHHEM JOTIOIHUTEIBHON
nuTepatypbl. BeIBOIBI 000CHOBAHEI

4 16 IIpoGnema packpeita. [IpoBenen aHanu3 npobiaemMsl 63 NPUBICYESHHS TOTOTHUTEIBHOM JIUTEpaTyp
bl. He Bce BBIBOJIBI C/I€NIaHbI M/MITH 0O0CHOBAHBI

3 12 IIpobaema packpbiTa He MOJTHOCTHIO. BBIBOIBI HE ClIENaHbl W/ BBIBOJIBI HE 000CHOBAHBI

) ] PaboTta mpezncraBisieT MOTHOCTHIO MEPENUCAHHBII HCXOTHBIN TEKCT 06€3 KakuX ObI TO HH OBUTIO KOMM
CHTapHucCB. BbIBOIlbI HC CICJIaHbI I/I/I/IJ'II/I BBIBOJIbI HE OGOCHOBaHbI

1 4 IIpob6aema He packpbita. OTCYTCTBYIOT BBIBOJBI

5.4 KoHTpoJibHbBIii TecT

A set (complex) of interconnected structures and tourism resources aimed at creating general
conditions for the implementation of tourism and serving (providing) tourism activities.

1)tourism system

2)tourist destination

3)tourism infrastructure

4) tourist area

When assessing the transport infrastructure of a destination, the indicators are
1) length of roads



2)room utilization rate

3) the number of passengers transported by various modes of transport

4) one-time capacity of accommodation facilities

5) road status

6) the cost of tour packages sold to the population

The country is the leader in terms of “international tourism income”

1)France

2)Japan

3) USA

4) China

Factors hindering the development of international tourism in Russia (several correct
answers)

1) undeveloped tourist infrastructure

2) discrepancy between the price and quality of the tourist product

3)developed transport infrastructure

4)high level of service

5) application of new marketing strategies

6)highly qualified personnel

In the economics of international tourism, passive tourism is called the departure of tourists
from the country and the export of currency

Answer: true or false

In this situation, China will be characterized by tourist exports, and Japan will be
characterized by tourist imports

1) from China to Japan - departure of tourists and export of currency, and from Japan to
China - export of tourist goods and impressions

2) China exports tourism products to incoming tourists from Japan, and the Japanese export
tourism products and experiences from China

3) to Japan - the entry of tourists from China, and to China - the export of tourist souvenirs

The predominance of which reflects the contribution of tourism in Russia’s balance of
payments

1)tourist exports prevail over tourist imports

2)tourist exports are equal to tourist imports

3)tourist imports are greater than tourist exports

4) the balance for this item is positive

The main international organization regulating air transport activities is

DIATA

2)IHA

3) PCT

4)WTO

The legal date of creation of the World Tourism Organization is

(specify year)

WTO participants are

1) countries are leaders in the field of tourism

2) all countries of the world

3) more than 150 countries

According to the WTO, security in tourism is

1) personal integrity of tourists

2) safety of tourism industry workers

3) safety of tourists’ property

4)protection of the integrity of tourists, employees of tourism enterprises, host states and
local populations

IATA members are

1) countries - leaders



2) countries, as well as enterprises - leaders in international tourism

3) tour operators

Air transport service depends on

1) prices

2)flight duration

3) class of service

4) type of flight

Transfer is

1) travel of tourists from one country to another through intermediate countries

2)providing a vehicle to meet/see off tourists or tourist groups

3) individual travel by car

4)providing a bus to meet tourists at the airport

What elements does the concept of a cruise vacation include?

1)transportation of tourists

2)transportation and time on shore

3)transportation and food

4) transportation, food, entertainment and time ashore

Charter air transportation is:

1) one way air trip

2) transportation for shop tourists

3) transportation “out of schedule”

4)regular transportation

Which country in the world does not have a railway network?

1) Afghanistan

2) Libya

3) Seychelles

4)all of the above

A property complex (building, part of a building, equipment and other property) intended
for the provision of hotel services -

1) hotel

2) a set of hotel enterprises

3) any establishments (except hotels) that provide places to stay overnight

4) specialized establishments

Which accommodation facilities are considered individual in Russia?

1) boarding house

2)furnished rooms

3) cottage for rent

4) clubs with accommodation

National hotel classification is based on the system

1) crowns

2) stars

3) digits

4) system

Which of the following does not define the concept of a hotel according to the WTO?

1) a certain number of rooms

2) mandatory provision of food services

3) unified leadership

The ratio of the number of hotel rooms sold to the total number of available rooms is

1) room stock indicator

2) one-time capacity indicator

3)hotel occupancy rate

4) indicator of the amount of beds

This type of public catering establishments is not established by GOST



1)snack

2) pizzeria

3) cafe

4) dining room

Procurement shops of public catering enterprises perform the following function

1)heat treatment

2) production of semi-finished products

3) decoration of dishes

4) sales of culinary products

Preparation of culinary products for a banquet, carried out on the customer’s premises and
under his control, is

1)buffet

2) catering

3)dispensing plant

4)social nutrition

Continental breakfast includes (multiple correct answers)

1) hot drinks

2) jam, butter, honey

3) scrambled eggs and bacon

4) meat dishes

5) porridge

6) vegetable dishes

7) sliced cheese and sausages

8) bread, toast

Enterprises intended for the production of culinary products, flour, confectionery and bakery
products, their sale and (or) organization of consumption are classified as

1.food industry

2.trade

3.catering

4. services

The main goal of the restaurant business

1.organization of rational nutrition of the population

2. making a profit

3.meeting the population’s need for a varied diet

4.satisfying the need for tasty, varied and healthy food and obtaining

S5.profit

The complex of qualitative characteristics of restaurant services, including food services,
consumption and consumer services, is combined into the concept

1 .restaurant business

2.restaurant service

3.restaurant market

4.catering

The food services market is

1.sphere of business activity

2.economic environment for business formation

3.system of relations of its subjects

4. a set of food establishments of various types

The system of relations in the restaurant business, in which one company transfers to another
the right to use its trademark and technologies under certain conditions, is called

l.catering

2.franchising

3.outsourcing

4.cleaning



A form of catering in which customer service occurs not in the hall of the enterprise, but on
the road is called

1.franchising

2.outsourcing

3.cleaning

4.catering

The function of the restaurant business in creating a culture of consumption, nurturing good
taste, consumer habits and preferences, preserving the best traditions of feasting refers to

1.economic

2.consumer

3.social

4.managerial

The type of food establishment with the characteristic features of service, the range of
products sold and the range of services provided by the consumer determines it

l.type

2nd class

3.specialization

4.independence

The set of distinctive features of an enterprise of a certain type, characterizing the quality of
the services provided, the level and conditions of service determine it

1.type

2nd class

3.specialization

4. network affiliation

The fundamental factor when determining the type of food establishment is

1. range of culinary products sold and complexity of production

2.technical equipment of the enterprise

3forms and methods of service

4.level of personnel qualifications

Kpamxue memoouueckue yxazanus

TecToBBIE BOIIPOCHI MO3BOJIIOT TIPOBEPUTH 3HAHUS CTYJIEHTA MO nuciuIuinee. [Ipu moncke
OTBETOB Ha BOMPOCHI PEKOMEHJOBAHA OCHOBHAs W JIOTIOJHHUTENbHAs JIATEpaTypa (CHHCOK
JUTEPATypPhl PEACTABIICH B paboyeii MporpaMMe TUCIUTUINHEI).

IlIxana oyenku

Onenka |bamst Onucanue

5 20 13 00IIero Yucia BOIPOCOB TECTHPYEMOT0 MOYJIS IPaBUIIbHBIE OTBETHI HaHbI Ha 96-100% Bompocos
4 16 13 00LIero Yyucia BONPOCOB TECTUPYEMOT0 MOAYJIS JaHO 75-95% npaBUIIBHBIX OTBETOB

3 12 13 00IIero Yncia BOIPOCOB TECTHPYEMOT0o MOy faHo 50-74% mpaBUIIBHEIX OTBETOB

2 13 00IIero Yucia BOMPOCOB TECTUPYEMOTO MOy faHO MeHee 50 % MpaBHIBHBIX OTBETOB

1 4 13 00IIero Yncia BOIPOCOB TECTHPYEMOTo MOy faHo MeHee 20 % MpaBHIBHBIX OTBETOB

5.5 3aganue 1J1s1 BHINOJIHEHHS NMPOEKTA

1

Assume that you are the manager of a local theme park and that you have obtained funding
to identify your market through the use of a questionnaire.

Because these funds are very limited, you must keep your questionnaire to only two pages,
which allows you to obtain no more than 15 customer characteristics.

(a) List the 15 characteristics of your market base that you believe to be most important to
the successful management of your attraction.

(b) Indicate why you selected these particular characteristics.

(c) Design the questionnaire.

(d) Prepare an accompanying 500-word report that explains your choices as well as the



metrics you use to measure each of these characteristics.

2 (a) Design a 300-word travel brochure for a destination of your choice that attempts to
attract as many visitors as possible by appealing to all levels of Maslow’s hierarchy .

(b) Explain how the brochure evokes this hierarchy

2)

You are the manager of a regional theme park and have been asked by the owners to devise a
strategy for offsetting the resources and wastes generated by your facility.

(a) List the variables that would you include in an ecological footprint calculator designed
for this purpose.

(b) Describe how data for each variable would be quantified and measured

Kpamxue memoouueckue yxazanus

BrimonHeHne mpoekTa MpeanojaraeT MpPOBEPKY KadecTBa OCBOCHHUSI TEOPETUYECKOTO
MaTepHualia, YMEHHUS U HaBBIKH €r0 TPUMEHEHUs. 3aaHue peaycMaTpiBacT pa3paboTKy MPOEKTOB
OaHKETHBIX ~ MEPONPHUSATHH, TNPOBOIUMBIX OAHKETHOH CIy00W pecTopaHa TOCTHHUIIBI IO
MPEIJI0KEHHON TEM

LlIxana oyenxu

Ouenka |bamisr Omnucanne

CryzeHT 1pu 3amuTe paboThl JEMOHCTPUPYET CPOPMHUPOBAHHOCTD AMCIUILTMHAPHBIX KOMIIETSHIIMH Ha YPO
BHE, 0003HAUCHHOM TeMOH IpoeKTa; 0OHApYKHUBAET BCECTOPOHHEE, CHCTEMAaTHUECKOE U TTy0OKOe 3HaHHE M
aTepuala, HCIOIb30Ball COBPEMEHHYIO OCHOBHYIO, JOIOJIHUTEIBHYIO INTEPATypy U IPyrHe HHPOPMAIHOHH
b€ HCTOYHUKH B IOCTATOYHOM 00bEME, OTIIMYHO OTBEYAET HA BCE ITOCTABIEHHBIE BOIIPOCHL.

5 20

CryzeHT mpu 3amuTe paboThI B IIEIOM IEMOHCTPHUPYET C(HOPMUPOBAHHOCTH JTUCIUIUIMHAPHBIX KOMITETEHIIN
il Ha ypoBHE, 0003HaYEHHOM TEMOH IMPOEKTa; 0OHAPYKUBAET CHCTEMATHIECKOE U TTyOOKOE 3HaHHE MaTepua
J1a, MCIIOJIb30BaJl COBPEMEHHYIO OCHOBHYIO, IONOIHUTEIIBHYIO JINTEPATypy U Apyrie HHPOPMALOHHBIE UCT
OYHUKY B IOCTaTOYHOM 00bEME, XOPOIIIO OTBEYaeT Ha BCE OCTABICHHBIE BOIPOCH.

CTyzeHT npu 3amuTe paboThl JEMOHCTPUPYET YAOBIETBOPUTEIbHBIN yPOBEHb JUCIMILTHHAPHBIX KOMIIETEH
MH, 0003HAYEHHBIX TEMOH IIPOEKTa; 0OHAPYKUBACT ONpPEJIEICHHOE 3HAHUE MaTepHala, UCII0Ib30Ball OCHOB
HYIO, IOTIOJTHUTEBHYIO JINTEPaTypy U Ipyrue HHPOPMAIOHHBIE HICTOYHUKH B HEJJOCTAaTOYHOM 00BeMe, CII
a00 OTBEYaeT Ha BCE MIOCTABICHHBIE BOIIPOCEHL.

3 10

CryzeHT npu 3amuTe paboThl JEMOHCTPUPYET YIOBICTBOPUTEIBHBIN yPOBEHD TUCIMIUIMHAPHBIX KOMIIETCH
2 5 i, 0003HaYCHHBIX TEMOH IPOEKTA; HEe UCIIONB30BAN AOMOIHUTENBHYIO TUTEPATYpPy U Apyrue nHdopManu
OHHBIE HCTOYHHKH; IJIOXO OTBEYAET HA BCE OCTABICHHBIE BOIIPOCHI.

CryzeHT npu 3amuTte paboThl JEMOHCTPUPYET HEYJOBICTBOPUTEILHBIN YPOBCHD TUCIUIUIMHAPHBIX KOMIIET
1 2 eHIMi, 0003HaYeHHBIX TEMOH MPOEKTA; IUI0XO0 BIageeT MPo(eCCHOHANBFHON TEPMUHOJIOTHEH B 00J1aCTH TIpe
JICTAaBJICHHBIX HCCIICZIOBAHUI1; HE OTBEYAET HA BCE ITOCTABJICHHBIC BOIPOCHI.
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