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HEPEAMOBA

TypusMm — 11e He TUTbKU OCOOJIMBUM MacOBUM BHJI MIOJIOPOKEH, ajie 1 CYKYITHICTh
BCIX BHJIIB HayKOBO-TIPAKTUYHOI AISJILHOCTI LIOAO0 OpraHizallii Ta 311iCHEHHS TaKux
MOJIOPOKEH, KyJbTYPHHM Ta €KOHOMIYHHMM (PEHOMEH, KM MOKHA PO3TJISAATH SK
comianpHe siBuie. Lle mepcrnekTuBHA 1HAYCTPIA, 110 MPUHOCUTH BaroMi MpUOYTKH 1
HIBUAKO po3BHUBaeThCcs. DopmMyBaHHS 3HAaHb Ta BMIHb (DaxiBLsI TYPUCTHYHOI raiysi
B1I0YBA€THCS 3HAYHOIO MIPOIO SIK ITPOIIEC BUBYCHHS (PaXOBHX AUCIUILIIH Ta IHO3EMHO1
MOBH, 1110 Tiepe10ayae 3aCBOEHHS MOHATIHHO-KaTEropiaibHOTO anapaTy TYpU3My.

TypuctuyHa TEPMIHOJIOTIS SIK 1HCTPYMEHT KOMYHIKAalli B TYPUCTHYHOMY
COIIlyMi, IHIITUMU CIIOBAMHU — TiIMOBA, SIKOF0 KOPUCTYIOTHCSI TYPHCTH Ta MPaIliBHUKA
TYPUCTHYHOI Tajy3l, UIIOCTPYE OJHE 13 COLIOJIHTBICTUYHUX SIBHII, IO IIBHJKO
pPO3BUBAETHCS 3 APYroi MmoiaoBUHU XX CTOMITTS. TeopeTudHi 3HAHHS, 3aCBOEHI
300yBayaMH OCBITH Ha 3aHATTAX 3 (axoBUX JUCIUIUIIH, 3aKPIIUTIOIOTHCS Ta
MOIIUPIOIOTHCS Ha 3aHATTAX 3 AUCHUIUIIHN «IIpodeciiiHO-OpleHTOBAaHUN MPAKTUKYM
1HO3EMHOI0O MOBOIO», TiJi 4Yac MPAKTUYHOI POOOTH HaA  YAOCKOHAJIECHHAM
KOMYHIKaTUBHUX BMIHb CIIIJIKYBaHHS 1HO3€EMHOIO MOBOIO.

OcHoBHUMU 3aBAaHHSMU BUBUEHHS nuctuiuiinu «IIpodeciiino-opieHTOBaHUI
MPAKTUKYM 1HO3EMHOIO MOBOIOY €:

- HaOyTTs HaBUYOK CHUIKYBaHHS I1HO3EMHOIO MOBOI B HAyKOBil Ta
npodeciiiHii  MISTTBHOCTI; HABUYOK  CKJIQJaHHS  JIUIOBUX JIHCTIB, PE3IOME,
aBToOlorpadiii, 3asB JJs OTPUMAHHS TPAHTIB 1 JJIA y4acTi y 3aKOPIAOHHHX
CTa)XyBaHHSX, pO3yMiHHS 1H(OpMaIlii 3 MIXKHAPOIHUX HAyKOBO-METPUUYHUX 0a3;

- HaOyTTS BMiHb HANMCAHHS HAYKOBHUX CTaTed y MDKHApOIHHX (PaxoBUX
BUJIAHHAX, YJOCKOHAJIeHHA NpO(deciifiHO-OPIEHTOBAHUX MOBHHUX (JIIHTBICTHYHHX,
COILIIOJIIHIBICTUYHUX, TMparMaTU4YHUX) KOMIIETEHTHOCTEH g 3a0e3MedeHHs
e(eKTUBHOI KOMYHIKalli B akaJleMIYHOMY Ta Ipo(deciiiHOMY cepeaOBHILIL;

- YIOCKOHAJECHHS 3arajbHUX KOMIETEHTHOCTEH, 3JaTHOCTI 10 CAMOOIIIHKH Ta
CaMOCTITHOTO HaBYaHHS,

- OBOJIOJIIHHSI 3HAHHSMH CBIJIOMOTO aHATITUYHOTO 1 KPUTUYHOTO CHPUIHATTS
Te3aypycy 1HO3EMHOI MOBH;

- HaOyTTS HaBHYOK pO3YMIHHA Ta €(QEKTUBHOTO TMOIIYKy MpodeciiiHO-
Op1€HTOBaHO1 1H(OpPMAIIil 3 ABTEHTUYHUX JIKEPEIT;

- HaOyTTS BMIHb aHOTYBaHHS Ta pe(pepyBaHHs 1HIIOMOBHUX JIKEPEI.

3anponoHOBaHEe BUJAHHSA HAIIJICHO Ha TOTJIMOJICHHS 1 PO3IIMPEHHS 3HaHb
npodeciitHoi  TEepMIHOJIOTII, BJIOCKOHAJICHHS BMIHb YHWTaHHS 1H(QOPMATUBHUX
ABTCHTUYHUX TEKCTIB, HAOYTTS BMIHb TUCEMHOI'O aKaJEMIYHOTO MOBJICHHS.



3MICT BHUJAHHS BIJINOBIJa€ BUMOTaM poOOYOi MpOrpaMu  JUCIUTUIIHU
«IIpodeciiiHo-opieHTOBAaHUN TPAKTUKYM 1HO3€MHOIO MOBOIOY». HaBuaibHUM MOCIOHUK
PEKOMEHAYEThCS ISl 300yBadiB CTYIEHsI BUINOI OCBITM MaricTpa CHellalbHOCTI
«Typusm»,  sSKi  HaBUAlOThCS 32  OCBITHBO-IPO(ECIHHOIO  TPOrPaMOI0
«Typr3MO3HABCTBO 1 TOCTHHHICTBY.

PO3J1JI 1. SCIENTIFIC AND PROFESSIONAL TERMINOLOGY IN A
FOREIGN LANGUAGE

Tema 1. Scientific and professional terminology in a foreign language in the field
of tourism

OBJECTIVES

The aim of this practice session is to introduce a topic in the scientific and
professional terminology in a foreign language in the field of tourism. It explains the
subject matter and methods of terminology, and concerns with varieties of language,
which are different in origin. It also discusses such important concepts as ‘several types
of tourism’, ‘the components of the tourism industry’, and proves that a Tourism
services are expedient production activities that meet the needs of tourists and, as a
rule, do not accept material form. It is an important and valid instrument of human
communication, thus deserving serious investigation.

IN THIS TOPIC, YOU WILL STUDY:

* terminology

« scientific terminology in a foreign language

« professional terminology in a foreign language

« the origin of the word “tourism’;

« the diversity of the objectives and functions of tourism;

« the processes of organizing tourism

» travel and tourism abbreviations.

STUDY INSTRUCTIONS
Reading for this session, it is important to give attention to the following issues:

1.  Terminology is a general word for the group of specialized words or
meanings relating to a particular field, and also the study of such terms and their
use, this also known as terminology science.

2. Terms are words and compound words or multi-word expressions that in
specific contexts are given specific meanings - these may deviate from the meanings
the same words have in other contexts and in everyday language. Terminology is a
discipline that studies, among other things, the development of such terms and their
interrelationships within a specialized domain.

3. Scientific terminology is the set of scientific or technical words that
usually derive from Greek and Latin roots and are used in various languages, often with
morphological alterations but with the same meaning.
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4, Professional terminology is the set of scientific or technical words that
usually are used in a certain sphere of life.

5. The word “tourism” (Eng.), was borrowed in English in the middle of
the X1X century. The main idea of the word is the knowledge of the world, the desire
for a healthy lifestyle, getting new sensations. The origin of the word is associated
with the French word “tourisme”. Its roots are in tour - trip, walk. The primary meaning
of the word comes from the XIV century - a circle, a turn rounding. Only in the XVIII
it began to mean ‘travel’. The roots of the word can be felt in the English ‘turn’. This
feeling testifies to the internally pent-up desire to repeat such trips, walks, travels. The
diversity of the objectives and functions of tourism makes it difficult to define it briefly.
But the broad definition given by the UN Statistical Commission in 1993 is possible:
tourism is the activity of people who travel and stay in a place outside their normal
environment for a period not exceeding one year for the purpose of rest, for business
and other purposes.

6. Tourism is divided into several types:

Outbound tourism - associated with the movement of citizens of one country
beyond its borders.

Domestic tourism - the movement of tourists within one country.

Inbound tourism - the entry of foreigners into the territory of the state.
Depending on the criterion by which the trip is evaluated, there are many varieties.

7. Tourism industry is a set of enterprises, institutions and organizations of
material production and non-production sphere, providing production, distribution,
exchange and consumption of the tourist product, the development and use of tourist
resources, and the creation of the material and technical base of tourism.

8. The tourism industry includes the following components:

- tourism organizers - tourist enterprises for the development, promotion and
implementation of the tourist product (tour operators and travel agents);

- enterprises providing accommodation services (hotels, motels, boarding houses,
holiday homes, etc.);

- catering (restaurants, cafes, bars, etc.);

- transport enterprises (auto and aviation enterprises, railway departments, river
and sea transport enterprises, etc.);

- tour agency;

- production tourist enterprises (production of tourist souvenirs, hotel furniture,
tourist equipment);

- trade enterprises (shops selling tourist equipment and souvenirs);

- enterprises of the sphere of leisure and entertainment (theme parks, concert halls,
clubs of interests, slot machines, etc.);

- institutions of amateur tourism (tourist, mountaineering, cycling clubs);

- tourism authorities (government agencies, public tourism organizations);

- educational, scientific, project organizations.

9. Tourism services include:

- tourist accommodation;



- movement of tourists from the country (place) of permanent residence to the country
(place) of temporary stay and back;

- providing tourists with food,

- meeting the cultural needs of tourists (excursions, visits to theaters, concert halls,
museums, historical and cultural monuments, parks, reserves, festivals, sports
competitions, etc.);

- satisfaction of business and scientific interests (participation in congresses,
conferences, meetings, seminars, fairs, exhibitions, etc.);

- informational (about tourist resources of a particular region, customs and border
formalities, exchange rates, types of transport, prices, etc.);

- means of communication (use of the Internet, long-distance and international
communication, fax);

-organization (registration of passports, visas, insurance, the provision of guides,
translators, etc.);

- trade enterprises, both general and special purposes (sale of souvenirs, gifts, etc.);

- intermediary (hotel reservations, tickets for various types of transport, sending and
delivery of correspondence, the purchase of gifts and souvenirs)

- household (repair of clothes, shoes, dry cleaning, rental, etc.);

- sports and recreational activities (use of swimming pools, sports facilities, hunting
and fishing under licenses).

STUDY ASSIGNMENTS

Assignment 1. International organisations. How many of the international

organisations below do you recognise? Complete the next page with the words that are

missing from these organisations. To help you, the abbreviation of each one appears

before its full form.

1. I'YHF = International Youth Federation 2. UNESCO = United Nations

Educational, Scientific and Organization 3. EU = European

4. 1LO = International Organisation 5. FICC = International Federation of
and Caravanning 6. ICAO = International Civil Organization

7. IMF = International Fund 8. IATM = International Association of
Managers 9. OAS = Organization of States 10. UNEP =

United Nations Programme 11. FIYTO = Federation of International
Travel Organizations 12. IATA = International Air

Association 13. OAU = Organization of African 14. BITS = International

Bureau of Tourism 15. ISO = International Organisation for

16. ASEAN = Association of South-East Nations 17. WLRA = World

Leisure and Association 18. OECD = Organisation for Co-

operation and Development 19. CE = Council of 20. IHRA = International
and Restaurant Association 21. WHO = World Organization

22. WTO =World Organization 23. EFTA = European Free

Association 24. WATA = World Association of Travel 25. ACI =

Council International 26. SPTO = Pacific Tourism
Organization 27. WTTC = World and Tourism Council 28. IACVB =



International Association of and Visitor Bureaux 29. UFTAA = Universal
of Travel Agents Associations 30. IBRD = International Bank for

and Development 31. CIS = Commonwealth of States 32.
IFTO = International Federation of Tour 33. UNDP = United Nations

Programme 34. FIA = International Federation 35. ICS =
International Chamber of 36. ATA= Travel Association 37.
WICE = World Council on the Environment 38. PATA =

Asia Travel Association

Assignment 2. Complete sentences 1 - 35 with appropriate abbreviations from the box.
You should know what each abbreviation stands for.

APEX ASAP AST ATM B&B BYO CCTV CRSCSQ CST
DST E EHO ESA EST ETA ETDFAA F&B FET 4WD
FFP GDS GMT HAGHQ IDD LRV MST OW PNR POS
PROPST ROI RRP RT RTW VIP ZIP

1. A hotel representative will meet you at the airport when you arrive. What's your
?

2. After several guests complained about poor quality in the restaurant, the hotel hired

a new manager.

3. I've checked our computer and I'm afraid there's no for you. Are you

sure you have the correct flight details there?

4. The in the USA has banned passengers from taking sharp objects on

board aircraft, but mysteriously still allows them to take potentially far more lethal

glass bottles on board

5. As part of airport security, cameras are being installed in all the
terminals.
6. This is an air ticket, beginning and ending in London, and going via

Dubai, Hong Kong, Sydney, San Francisco and New York.

7. In order to improve their quality of service, most tour operators ask their customers
tofillina at the end of their holiday.

8. Passengers who check in late for their flight might be allowed through to the
departure gate if they hurry, but most airlines try to discourage these

travellers.

9. Some restaurants are attempting to entice customers by offering a

option, and charging a small fee for opening the bottle.

10. I'm afraid the flight has been delayed. The new is 21.30, and we hope
to begin boarding at 20.45.

11. Passengers who experience long delays at airports are entitled to an

from their airline so that they can get something to eat and drink.

12. Most travel agencies have a to assist them in booking flights, hotel
rooms, holidays, etc, for their customers.

13. I bought a cheap air ticket to Madrid.
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14. We stayed at a lovely last week. The room was large and comfortable,
and the breakfast was excellent.

15. For many hotels, their main for accommodation is now the Internet,
but many still rely on travel agents to sell their rooms.
16. This ticket says . If you want to come back, you need one that says

17. The tour operator isn't very well known. What it needs is a really good

18. The was £75, but | got it for only £25 in the sale.

19. It's very urgent: can you contact her ?

20. First class and Business class passengers get free entry to the suite at
the airport.

21. The villa is halfway up a mountain, so you'll need a good vehicle to
get there and back.

22. Singapore is 8 hours ahead of , SO when it's midday in London, it's
8pm in Singapore.

23. The hotel has telephone facilities, so you don't need to go through the
hotel switchboard when you want to make an international phone call.

24. The airline has a which offers several rewards and benefits to
passengers who use them on a regular basis.

25. | need to get some cash. Is there an near the hotel?

26. The closed the hotel when he found a rat in the kitchen and two dead
pigeons in the water tank.

27. Visitors to the national park are reminded that this is an , and they
should therefore follow all the rules set out at the entrance.

28. Many Americans prefer going on an when they go abroad, as they feel
more secure when someone is there to help them.

29. The advantage of a such as Galileo International or AMADEUS is that

it is very easy for a passenger who is in Japan (for example) to book a flight from Rome
to Edinburgh.

30. The airline has decided to move its from Heathrow Airport to Stansted
Airport to help reduce overheads.

31. When you book a flight on the Internet, you usually receive a receipt for an

-ticket via your email.

32. The hotel is at 27 Lombard Street in Boston, but | don't know the code.
33. The hotel chain spent $20m on renovation work, so they are hoping to get a good

34. The American and Canadian time zone on the east side of those countries is known
as . The other time zones in these countries are
and (in Canada only) (also called Provincial Standard T|me)

35. British Summer Time (BST) when the time is one hour ahead of normal time in
summer, is known in some other countries (especially the USA) as

Assignment 3. Translate into English.

1. JIroau, SIK1 IPOBOJSATH BIJIITYCTKY aKTUBHO, BITHOBIIOIOTh HOPMAJIbHUM PUTM >KHUTTS,
TOMY BOHH BIIUyBalOTh ceOe Miciis BIAMOYMHKY 0aabopuMu 1 eHepriiHumu. 2. IcHye
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KUTbKa BUIIB aKTUBHOT'O BIJIMOYMHKY, KOXKEH 3 IKUX Ma€ CBOi mepeBaru. 3. Pexnama —
e iHopmMmairisi, sika JOHOCUTHCA J0 CIOXKHUBaYa KiJJbKOMa CIIocOo0aMu, BOHA MICTUTh
BIJIOMOCTI MpO MEBHUN TOBap, MOCIyry Toimio. 4. MeToro pekiiaMu €: MPUBEPHYTHU
yBary, BUKJIMKATH IHTEpEC, epeIaTH CIOKUBaueBi 1HGOpMAIIi0 MPo 00'€KT peKiIamMu
1 3MYCHUTH HOTO AITH MIEBHUM YMHOM. 5. Pekiama y TypUCTHYHIN Tally31 — 1€ TIEBHUM
BUJI MApKETUHTOBOI AISIbHOCTI, IKMI CIIPSIMOBAaHUM Ha MOIIMPEHHs 1HQOpMalli mpo
CEpBICHI TOCIYTH JJIsl 3a]ly4CHHS CIIOKUBAYIB 1 301IBIICHHS OOCATIB MpOJIaxiB. 6.
[TocTifiHU KOHTAKT MIX TypOIIEpaTOPOM 1 TypareHTOM J03BOJISIE OPraHi3yBaTU TypH
OyIb-IKOi CKJIaJTHOCT1, B Oy/Ab-sIKii KpaiHi, y OyJb-sKy NOpY POKY. /. 3BaXKarouu Ha
Cy4yacHI TEHJEHIII CBITOBOIO PHHKY TypuU3My, MIArOTOBKA (haxiBLIB LI€i ramysl €
HAraJIbHOIO JKUTTEBOIO HEOOXI1THICTIO.

IMPORTANT CONCEPTS AND TERMS IN THIS TOPIC
The most important travel memberships and communities

Adventure Travel Trade Association (ATTA)

This association services over 1000 members from across the globe with a unique focus
on tour operators in the adventure travel industry. Not only do they offer their members
excellent events, they also have a huge line up of educational opportunities.
Adventure Travel Trade Association (ATTA)

This association services over 1000 members from across the globe with a unique focus
on tour operators in the adventure travel industry. Not only do they offer their members
excellent events, they also have a huge line up of educational opportunities.
Australian Tourism Export Council (ATEC)

With over 1000 members across Australia, ATEC is the primary organisation for
representing the interest of Australia’s $40 billion dollar tourism industry. Offering
events, education, awards, and connections to their members, this association is a must
for Australian tour operators.

American Society of Travel Agents (ASTA)

A member driven organisation, ASTA provides resources, events and networking
opportunities as well as researching and advocating for the industry in government.
ASTA also offers training programmes and a verification system to help your business
grow.

Brand USA

An organisation that exists to promote and market the USA as a prime travel
destination. Brand USA has representatives located across the world, all working
together with embassies and tour operators to drive inbound tourism to the United
States.

Cruise Lines International Association

The global trade association for the cruise industry offers membership to travel
agencies and individual agents. Utilising their strong relationship with both cruise lines
and the wider travel community, this association is perfect for those tour operators
wanting to attract more customers for their cruise tours.
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Coach Tourism Association (CTA)

As well as offering marketing opportunity to their members, CTA also facilitates
networking and education opportunities to their Coach Tour Operator members.
Council of Australian Tour Operators (CATO)

Representing Tour Operators and Wholesalers supplying travel product for Australians
travelling to domestic and international destinations. This association regularly lobbies
government on licencing, GST and consumer affairs issues, on behalf of their
members.

Destination Canada

Destination Canada is a mecca when it comes to promoting the country and what it has
on offer. For tour operators and travel agents, this organisation works hard to help
upskill you in all things Canada, offering resources, training and other learning
opportunities.

European Tour Operators Association (ETOA)

Europe’s leading trade association for tour operations and suppliers based in Europe.
Currently, this association is over 900 members strong and runs a fabulous calendar of
events, workshops, seminars and networking meetups for its members.

European Network for Accessible Tourism (ENAT)

Creating tourism that is accessible and beneficial for all is a much-needed venture. The
Europen Network for Accessible Tourism aims to help the ‘frontrunners’ in this area
share and learn from each other as well as collaborate to ensure tourism continues to
become more accessible. This is a great way to boost the visibility of your organisation,
as well as learn about the industry and the ways you can continue to offer excellent
travel experiences to your customers.

Féilte Ireland

The national tourism development authority for Ireland, Failte Ireland exists to promote
and sustain Ireland as a high-quality tourism destination. As well as marketing the
country to travellers, this organisation works to support all businesses that form part of
the visitor experience including tour operators, hospitality, accommodation and
transportation. As well as providing research and industry news, Failte Ireland also
works with its partners to upskill and train them to continue promoting the country as
best they can.

Faith Travel Association

Associated with NTA (National Tour Association) the Faith Travel Association serves
the faith-based travel market, helping tour operators, travel agents, destination and
travel suppliers give their clients a wonderful journey that is just as much about the
spirit as it is the body. Members receive access to the FTA member directory,
resources, and marketing opportunities. A great way to grow your business in this
space.

Golf Tourism Malaysia (MGTA)

This not-for-profit works hard to promote Malaysia as ‘Asia’s best-kept secret” when
it comes to golfing holidays. As well as working to bring more golf-loving tourists to
the country, MGTA also works to promote Malaysian Golf resorts and works closely
with tour operators specialising in this niche.
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Hotel Electronic Distribution Network Association (HEDNA)

The name might be a bit of a mouthful, but this fabulous community does a stellar job
of connecting members of the hospitality industry to share, collaborate, and inspire one
another.

IGLTA

A network dedicated to educating LGBTQ travellers and connecting them with
businesses that will support their journeys. One of our very own, Cultural Italy are
proud members of this fantastic organisation.

International Association of Golf Tour Operators (IAGTO)

A slightly more niche membership organisation, IAGTO exists to educate and provide
opportunities for their members, who collectively control over 87% of the golf holiday
packages worldwide.

Indigenous Tourism Association of Canada

This association hones their efforts towards fostering partnerships between
organisations, government departments and industry leaders throughout Canada with
an effort to support and grow indigenous Tourism in the country.

Japan Association of Travel Agents

This association recognises the opportunities that tourism brings to all aspects of
Japanese culture, economy and international relations and therefore focuses on
promoting and improving the experiences of tourists to and from Japan. This
organisation has over 1100 active travel business members and encourages the sharing
of information and collaboration amongst its members as well as offering resources
and activities for members to use and participate in.

Kenya Association of Tour Operators (KATO)

KATO describe themselves as ‘the driving force behind Kenya’s Tourism” and work
hard to ensure that Kenya’s tourism industry is well represented through the world-
class services offered by their member tour operators.

Latin America Tourism Association (LATA)

Set on promoting and stimulating the growth of the Latin American tourism industry,
LATA has become the authoritative voice in the UK for Latin America Travel and
Tourism. This fabulous organisation has created a hub of collaboration and learning
for its members with regular networking events, as well as encouraging their members
to provide high-quality service and consider sustainable travel and business practices.
Maldives Association of Tourism Industry (MATI)

The Maldives is such a beautiful destination, however, one that is immensely
susceptible to the effects of climate change and environmental degradation. MATI is a
not-for-profit, dedicated to protecting and promoting the tourism industry — by
promoting environmental protection. MATI works with all parts of the tourism industry
as well as government to communicate the issues that are affecting the tourism industry
and to focus on fixing them. If you are part of the tourism industry in the Maldives this
IS one to join!

National Tour Association (NTA)
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The leading association for businesses that serve customers travelling to, from and
within North America. With a unique mix of both buyer and seller members, this
association services over 2000 members across North America

Ohio Travel Association (OTA)

Although this may seem like a very niche market, Ohio’s tourism is a $43 billion
industry and the OTA does an excellent job at promoting it and ensuring that it
continues to grow. Becoming a member of OTA will certainly help to grow your travel
business, with the organisation providing weekly resources, running workshops and
hosting networking events. The OTA also works closely with the government and
decision makers, acting as an advocate for the Ohio travel industry.

Pure Life Experiences

Pure Life Experiences is one of the world’s leading communities for promoting their
collection of hand-picked experiential travel designers. A Pure Life membership gives
tour operators access to their annual conference, with opportunities to attend
workshops, network, and collaborate with the leading minds in exclusive, high-end
travel. The Pure Life guest list is open to the public and known as a directory for luxury,
experiential travel. Therefore, a membership to Pure Life Experiences is a valuable
asset for a tour operator to have.

Pacific Asia Travel Association (PATA)

Founded in 1951, this not-for-profit association has been commended for acting as one
of the catalysts for the tourism boom in the Asia Pacific. PATA works with tour
operators, hospitality provides, airlines, and government organisations to increase
sustainable growth and enhance the quality of tourism in and out of Asia Pacific.
Queébec Aboriginal Tourism

Working hard to preserve and support the rich aboriginal culture in Québec, the Québec
Aboriginal Tourism Association does an amazing job highlighting all the area has to
offer and ensuring that tourism is thriving. This association works with their members
and other organisations to increase the growth of this tourism sector as well as offering
marketing, educational, and networking opportunities to its members.

Regional Tourism Organisation New Zealand (RTNZ)

Regional Tourism Organisations in the New Zealand market and promote their region
to potential visitors, both domestic and international. RTNZ exists as a place for RTO’s
to collaborate, engage and share resources with one another. They also work on behalf
of the RTO’s with government and other organisations to regulate the industry.
Signature Travel Network

A cooperative for travel professionals. Signature Travel Network strives to help tour
operators drive sales, grow their businesses, and promote their brand. As a member,
you will have access to training programmes, technology solutions and marketing to
promote your brand.

Safari Link

Founded in the late 90’s, this association connects Safari operators, camps, and lodges
from across the globe. Their directory is home to over 5000 businesses, all of whom
use this association as a marketing channel for increasing brand awareness to travellers
looking on taking the plunge into a Safari expedition.
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Student & Youth Travel Association (SYTA)

SYTA is ‘the voice of student & youth travel’ and have created a worldwide
community of travel professionals focussing on youth travel. Becoming a member of
this great organisation will affirm customers of your expertise in youth travel.
Tourism Export Council of New Zealand (TECNZ)

TECNZ is an organisation that represents the interest of New Zealand inbound tour
operators and works to help them achieve sustainable growth. They provide their
members with a link to vital New Zealand products and services and have excellent
networking and collaboration opportunities.

Traveller Made

Traveller Made is a community for luxury travel designers to promote their offerings
to potential new customers. The community is invitation only and they also host the
annual Luxury Travel Industry Awards; a prestigious event where tour operators and
suppliers can be recognised for their success.

The World’s Leading Ground Operators (TWLGO)

Ground operators play an important role in bringing together the travel experience for
your customers, particularly for those in the cruise industry. This independent
organisation works to promote quality in this often forgotten area of tourism. Member
Ground Operators are hand-picked based on recommendations, making TWLGO the
world’s top selection of Ground Operators.

United States Tour Operator Association (USTOA)

Founded by a small group of California based tour operators who were concerned by
the number of tour operators declaring for bankruptcy in the 70’s, the USTOA now
represents and provides security to some of the biggest names in USA travel.
UKInbound

With tourism being the UK’s third largest employer, UKInbound saw a need for an
association to represent and advocate for the inbound tourism industry. This is
definitely one to join and make the most of if you are part of the inbound industry in
the UK.

Virtuoso

Virtuoso is a luxury network, connecting travellers to the world’s best travel advisers.
With a portfolio of more than 17,500 advisors, Virtuoso is well established as the go-
to for travellers seeking luxury travel. This membership organisation is a fabulous way
to align your business with prestige and get fresh new prospects exploring your
offering.

World Food Travel Association

Much more than just a directory of great restaurants, cafes and bars. This association
works with both hospitality, government and other travel organisations with a mission
of creating economic opportunities for the businesses they serve while also celebrating
food and beverage and the special memories that it brings to travellers.

Wellness Tourism Association (WTA)

Although wellness tourism is not a new industry, it is growing, and the Wellness
Tourism Association aims to promote, support and regulate this industry. WTA
members are held to a high standard and are marketed as such. The member hub also
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offers networking and marketing opportunities that will help you to grow your
business.

Wendy Perrin

Wendy Perrin is a travel expert with over 25 years of experience. Her online
community and forum wendyperrin.com provides travellers with tips, advice and
recommendations to help make their next trip extraordinary. Wendy is most notably
recognised for her WOW list, a collection of tour operators, activities and other
services from the tourism industry that she and her team have hand-picked to promote
to their followers.

We are Africa

We are Africa is an annual event focussing on rebranding tourism’s ‘best-kept secret’
to be part of the international luxury tourism space. Designed by the people behind
Pure Life Experiences, We are Africa is a must-attend event for travel businesses in
Africa looking to grow.

XO Private

Become one of XO Private’s preferred travel designers and your travel business will
be promoted to travellers looking for their next luxury escape. XO Private has become
the ‘one stop shop’ for travellers looking for inspiration for their journey.

Young Travel Professionals

This organisation has chapters located throughout the world and hosts regular
networking events. They recognise that young travel professionals are “the future of
the travel and hospitality industry’ and strives to provide a community for them to
collaborate and grow!

Zicasso

Zicasso connect travellers with the world’s best in boutique travel agencies. All
members are hand-picked and becoming a member comes with considerable benefits
including extra coaching to help you maintain the world leading creativity and
expertise you are known for. We also love the fabulous recognition they give to smaller
luxury tour operators.

TYPES OF HOLIDAYS

1 an adventure holiday

2 a backpacking holiday = a hiking holiday = a walking holiday

3 sports/sporting holidays: e a cycling holiday e a horse-back riding holiday e a
rowing and canoeing holiday e a scuba-diving holiday e a bungee jumping holiday e a
hunting holiday e a climbing holiday e a fishing holiday e a sailing (boating/yachting)
holiday

4 a hitch-hiking holiday

5 a camping holiday

6 a skiing holiday

7 a beach holiday

8 a city and shopping holiday

9 a cruise

10 a culture and history holiday
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11 a family holiday

12 a fly-drive holiday

13 a freebie holiday

14 a health/wellbeing holiday

15 a honeymoon holiday

16 a luxury holiday

17 a package/an all inclusive (price) holiday

Tema 2. Modern Ukrainian Tourism Terminology

OBJECTIVES

This practice session introduces a topic of the modern Ukrainian tourism
terminology. It explains the state of the existence of a common, general system of
definitions. It also proves that the tourism industry is also experiencing the
transformative influence of globalization. The historical development of tourism and
planetary globalization processes, including globalization at the language level, have
established English as the basic language of international tourism. English, recognized
as the language of international communication, is an officially recognized tool for
fixing, storing, and disseminating tourism terms.

IN THIS TOPIC, YOU WILL STUDY:
» tourism terminological system;
« word-for-word translation and loan-translation
» foreign borrowings of tourism terminological system
*The usage of neologisms
STUDY INSTRUCTIONS
Reading for this session, it is important to give attention to the following issues:

1.  So the research of ways of introducing and adaptation of terminological
borrowings, which were included in the lexical system of the Ukrainian language, is
typical.

2. The terminological vocabulary of any field of activity is divided into
separate layers, in particular: highly specialized, inter-sectoral and general
scientific terms. General and cross-industry terminology units migrate to new
terminology systems, and highly specialized vocabulary gives names to subjects and
concepts specific to this field only (eg, all-suite hotel, cabana, kingsize bed, moderate
tourist class), so it is most informative.

3. The tourism term system closely interacts with other term systems,
so due to the frequent migration of terms, the boundaries of the term systems are rather
conditional. In some cases, the terms go from one system to another without
rethinking, for example: vaccination, malaria (medicine); white water rafting, bungee-
jumping (sports); avalanche, stalactite (geography); in others, they completely or
partially change their meaning according to the needs of the borrowing system, for
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example: to downgrade as an economic term means to give sth a lower grade, value
or status, and in the tourism sector to move to a lower grade or quality of services or
accommodations. The cross-industry vocabulary of tourism sub-terms includes terms
that refer to economic terminology: tariff, corporete rate, BBB tax (bed, board,
beverage tax), cancellation charge; transport: car rental, bareboat charter, camping
trailer; sports: mountaineering, cave tubing, bungee-jumping; Meals: Asian breakfast,
brunch, a la carte menu and more.

4, It is well known that foreign borrowings integrated and enriched the
Ukrainian language during the whole process of its historical development. Therefore,
word-for-word translation and loan-translation are used to introduce new words in the
Ukrainian language. For example, the topic group denoting hotel categories includes
English transliterated words: studio (an accommodation with one living room with a
design, which allows to use a part of space as a living room or a place for cooking and
eating); standard (a medium sized room with basic facilities and balcony); junior suite
(aroom, which has an additional area for recreation / work besides the bed), royal suite,
premier suite, deluxe, super deluxe (tremendous rooms of highest standard).

5. Such intensive usage of foreign words with the meaning of places of
accommodation in tourist terminology is generated by intra-language factors, among
which are: 1. Very often borrowed terms can replace a multi-word phrase by one-
word term. For example, 6otens (‘houseboat’) — a hotel on the water; iotens (‘lotel”)
— a hotel for tourists who go in for horse-riding; morens (‘motel’) — a hotel for
selfdriving tourists; ponens (‘rotel”’) —a mobile trailer hotel; dnorens (‘floatel’) — a
resort on the water; ¢naiitens (‘flytel’) — a hotel for private plane owners. Word-
formation reduction tendency led to the appearance of specific terms denoting the
means of accommodation which are formed by combining the beginning of the first
word with the final part of the second word: 6otens (‘houseboat’) (from Eng. boat and
hotel), morens (‘motel’) (from Eng. motor and hotel), ponens (‘rotel”) (from German
rollende — trolley, hotel — rorens), etc. 2. The usage of neologisms to define new
phenomena is a specific feature of tourist term functioning. Sometimes the parts of
these words are written in Latin: rorens U (‘hotel U’) — an outstanding hotel among
other hotels of the same standard (unikat, unique, unico), SPA (‘SPA-hotel’) (from
Lat. sanus per agua — health through water) —an all-inclusive hotel which provides with
special medical package and dietarian. 3. The usage of internationalisms to define
hotels is widespread in communication: a partament-hotel — mapramenrt-rorens, motel
— MoTelb, bungalow — Oynraio, caravan — kapasas, chalet — mane; rooms in the hotel:
duplex — nymekc (a double-level room with two or more living rooms with indoor
stairs), suite — ¢’ror (an accommodation with two or more living rooms) and others. 4.
Borrowing of the new terms which are synonymous to the already existing ones is
widespread as they are more prestigious and fashionable: ¢erenebenpauii TOTEH
(‘luxury hotel’) (from Eng. fashionable), Oyrtik-rorens (‘a boutique hotel’) (from
French boutique —stall), rect xayc (‘a guest house’) (from Eng. a guest house), xocten
(‘a hostel’) (from Eng. hostel) and others. 5. Among the terms of foreign origin
denoting places for accommodation one can find lexical items which nominate foreign
realia, for example: Italian trulli (Tpysii), Spanish paradores (mapamopwu), French
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chateau (maro), Portuguese pousadas (mymamm), Mexican haciendas (racienmu) ,
Japanese ryokans (prokanmu), etc. These borrowings reflect authentic traditions and
culture of the country, thus becoming rarely used exotic words. Having analyzed
lexical items we come to the conclusion that foreign-lexical units determining the
means of accommodation are widely used in the Ukrainian terminology and
characterized by a high level lexical-semantic adaptation.

6. There are a number of English words that are used everywhere and,
probably, the Ukrainian equivalent for them will not be found. These are the words that
are used in the field of tourism to characterize a hotel room and represent a whole
concept. For example: Hostel / Xocren - (Hegoporuii roreib 3 HEBEJIMKUM HaOOPOM
nociyr (0e3 3pyunocreii B Homepi); BG (bungalo) / Bynrano - (okpema OyiBiist, 1110
BUKOPHUCTOBYETHCS ISl PO3MIIIEHHS TYPHUCTIB, 4acTO MPOMOHYETHCSA B TPOIMYHHX 1
niBaeHHuX KpaiHax); Kingsize Bed / Kinrcaii3 - (j1i>kko ToBIuHO0 He MeHIie 180 cm);
Studio / Cryxmis - (ogHOKIMHATHHE HOMep OUIbIIE CTaHIAPTHOTO, 3 HEBEIUKOIO
HHU3bKOIO TIICPETrOpPOAKORO a0o O,Z[HOI(iMHaTHa KBapThupa 3 HCBCIHWKOI KYXHCIO,
CYMIIIEHOT 3 KIMHATOIO).

7. The terminology of tourism, fixing the new tourist realities in the
language, is in constant dynamic updating. There are borrowings of terms from other
areas of human activity, mainly from sociocultural practice: for example,
acquisition (mpugOaHHs),
animation (a"imarris),
carrousel (cTpiukoBU KOHBEEP (17151 MPUOYIJIOro 0araxxy B aeporopry)),
domestic tourism (BHYTPILIHIA TypU3M),
full board (moBHMiT maHCiOH),
half board (HamiBnancion),
housekeeping (momaiiiHe rocrnoaapcTBo),
hospitality industry (iHxycTpisi TOCTUHHOCT1),
mixed-use destination (6aratoyHKIliOHaIbHE TPU3HAYCHHS),
restricted goods (ToBapu, oOMexkeH1 y BUpOOHUITBI a00 00iIry),
scheduled service (perynsipauii pefic),
stopover (3ynuHKa),
standby (pe3epBHuii),
welcome pack (nmaket « JlackaBo mpocumo").

The other way of the formation is their own terms: for example,
affinity group (criemanizoBana rpymna),
back-to-back charter (wapTep Tyau-ii-Hazan),
catering (rpoMajICbKe XapuyBaHHs),
code-sharing (yroay mpo CHUIbHY KOMEPIIHOI eKCIuTyaTtallii aBiapelcy jaBoMa i
O1JIbIIIE aB1aKOMIIAHISIMU),
concourse (roJIOBHUIM BeCTHOIOIb BOK3aY),
consolidator (koHcomiAaTop, 00'enHyBay),
duty-free allowance (nopma Ha Ge3MHUTHE BBE3EHHS TOBapiB),
inclusive tour (TyprcTHYHa MOI3/IKa 3 OIUIATOKO BCIiX MOCIIYT),
itinerary (myTiBHUK),

18



MICE tourism (MaiicaM-Typusm)

M - Meetings (3yctpiui),

| -Incentives (3aoxouyBaJibHI MOT3KN),

C - Conferences (Kondepentrii),

E - Exhibitions (BucraBkn))),

open-jaw fare (tapud Ha MOJIT MO HE3AMKHEHOMY MapIIPYTy - TyAU-Ha3a.),
redcap (Hocil),

shoulder season (mpoMi>KHUI CE30H MOBITPSIHUX MEPEBE3€Hb, MIKCE30HHS),
time-share (¢bopma BracHOCTI 3 OOMEXEHHM YaCOM KOPUCTYBAHHS),

tour package (TypucTuuHui maker).

8. Solving some problems of translating tourist terms. When translating
tourist texts, it must be borne in mind that they are largely advertising (magazine and
newspaper articles, television shows, the Internet). Therefore, the translator has to
perform several tasks. After all, it is necessary not only to reliably convey the meaning
of the text, but also to interest the reader in the country, place or attraction that is
discussed in the text. Thus, you need to pay special attention to such moments as:

1) Information about the mentality, customs and traditions of the country, features
of national cuisine.

Their people are so friendly and their hospitality is undisputable. - 4 aw0ou maxi
000pO3UUIUBT, U0 HEMOIICTUBO He NOMIMUMU iX 20CMUHHOCTI.

2) Pay particular attention to geographical names. Some geographical names are
traced, that is, translated in parts, followed by their addition into a single whole. For
example,St. Laurence River - peka cB. JlaBpenTis, Cape of Good Hope - muc {o6poi
Hapnii, New South Wales - Hoswuii [liBnennuit Yensc. It should be borne in mind that
when translating from English, foreign geographical names must be transmitted as they
are called in our homeland. Munich - Miouxen, Leghorn - Jlusopno, Nuremberg -
HropuoOepr, Venice - Benerusi.

3) If there is any description of the routes, then they must be translated
accurately and in accordance with real signs, otherwise the tourist will not be able to
find the described place.

From the parking lot, return to the N2 and turn left to return to Sedgefield. - 3
asmocmosinku nogeprimocsi Ha mpacy N2 i nosepuims Hanieo, wob nosepHymucs 8
Ceoorcepino.

9.  All informational articles and texts about this or that country cannot do
without national color, because in it characteristic features and characteristics of the
people are manifested. National color combined such concepts as: realities,
phraseological units and idioms, sayings and proverbs. Despite technological progress,
economic development, at any time, the national color will be a hallmark of a people.

STUDY ASSIGNMENTS
Assignment 1. What is modern Ukrainian tourism terminology? How is it formed?
Assignment 2. Analyse of the origin of some terms related to tourist accommodation.
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Some foreign items with the meaning of tourist accommodation were borrowed
in ancient times (taBepna (‘tavern’), kapaBaH-capaii (‘caravanserai’), kopuma (‘pot-
house’), nocrosnuii nBip (‘coaching inn’), Tpaktup (‘pub’), Mmancionec (‘mansiones’),
ctabymspis (‘stabulyaria’), rocnutans (‘hospital’), roctunHuis (‘hotel’), rocmiris
(‘hospitsiya’), kararoris (‘katahohiya’), xoctren (‘hostel’), maayk (‘pnduk’), iHH
(‘inn’), sim (‘yam’), orenb (‘hotel’) etc.) and they determined specific national notion.
For example, according to I. M. Pysarevskyi, the word kapaBan-capaii (‘caravanserai’)
(Pers ' o)s)\S — karvansara, from Pers. o5\ xap(e)Ban +Pers. |~ capaii — shed,
palace) was used to indicate the inn for caravans on the trade routes and cities of the
Middle East, Central Asia, the Caucasus. The dictionary of foreign words gives some
meanings of this item: kapasan (‘caravan’) (French caravane, Pers. )5S kap(e)Ban) —
“a group of pack animals, carrying goods and people mostly in desert areas”, and ““a
few cargo ships that moving one by one”. KapaBau-capaii (‘caravanserai’) (from
kapaBaH (‘caravan’) and Pers. capaii (‘shed’) — the palace, building) — coaching and
trading house for caravans. In Russ coaching inns appeared in the 12th —13th centuries.
Then they were called sma (‘yama’) and located apart from each other in a distance of
one horse ride. SIma (‘yama’) is a postal station in Russ in the 12th —13th centuries. It
was the place where travelers changed fresh horses and could find a place of rest,
coaching inns and stables. There is no common opinion about the origin of this word,
but it had been noted long ago that the term smvmuk (‘coachmen’) is similar in
phonation with the Turkic word simui (‘postal superintendent’), and even more with the
Persian word ssmmkuk (‘courier, messenger’).

The item xocren (‘hostel’) was borrowed in 1250 from French with the meaning
of “a place of temporary residence”, and since 1384 a new meaning of the word had
been formed — “a hotel providing guests and travelers with accommodation and
entertainment; a coaching inn”. The lexical item 1HH (‘inn’) belongs to the early tourist
terms of English origin. For the first time it was recorded in 1000 with the meaning of
“aplace of residence, housing, temporary housing”. During the process of development
of this term the meaning of this word became more concrete: “a hotel that caters
temporary accommodation and entertainment, a coaching inn”.

In ancient times a roadside hotel or inn with a restaurant was called tpaktup
(‘tavern’) (Lat. tracto — to treat). The word tpaktup (‘tavern’) was borrowed from the
Polish language — traktjer (‘tavern keeper’), from the Italian language — trattoria, and
existed in the vocabulary from the times of Peter I; later the word tpaktup (‘tavern’)
was used to determine a restaurant of a lower standard. The etymological dictionary of
the Ukrainian language gives such a meaning of this item: rpaktup (‘tavern’) — “in pre-
revolutionary Russia meant a house for staying travelers with a place where they could
eat, a snack bar”. A lot of establishments such as hotels, coaching inns, wayside inns,
pot-houses, furnished rooms with meals could be classified as a tavern. In the middle
of the 19th century the word TpakTup (‘tavern’) was used to determine hotels of lowest
standard and “a place for drinking” (mmuku) where inhabitants of the poorest class
were served. At the end of the 16th century the first accommodations of hotel type in
a specially constructed private palaces and magnificent public buildings appeared in
France. They were called as orerns (‘hotel”), a magnate’s town palace, a place of staying
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a representative of a foreign state or local authorities. In the dictionary of foreign words
roteinb (‘hotel”) (French hotel, Lat. Hospitalis — hospitable) is a house with furnished
rooms for travelers. Today, rorens (‘hotel’) is the main establishment in hospitality
industry where guests are received and provided with services. Hotels were also rather
popular means of accommodation. The historical dictionary gives the following
meaning of the word roctununs (‘hotel’): it is a place for temporary travelers’ staying,
a pot-house, a coaching inn, a hotel. “Etymological-Semantic Dictionary of the
Ukrainian Language” by Metropolitan Hilarion gives the following definition of the
term: rocruanauns (‘hotel’) (Lat. hostis — guest) is a house where guests such as
travelers, merchants stayed. The word rocturnamms (“hotel”) was recorded in Slavonic
sources dated from the 11th century, for example, in Supral manuscript. Scientists have
been discussing the origin and the first meaning of the word xopuma (‘tavern’ — “a
coaching inn with a hotel”) that exists in all Slavic languages.

The meaning of this word underwent the process of mutation. The Old Slavic
KpbubMaBiATH meant “to peddle”. In the ancient time in Ukraine the word xopuma
(‘tavern’) meant a strong alcoholic drink, then the place of sale and drink alcohol, and
later it was used to determine a coaching inn. The word xopuma (‘tavern’) had a
synonym ocnpistenuie (‘vospriyatelyshche’) that meant a hotel, a tavern. As a result
of transport development the hospitality industry grew up; a lot of new types of
accommodations for travelers appeared. Further development of different forms of
tourism led to increasing the need for new means of accommodation. As a result new
words for the introduction of new notions appeared. There were first roadside hotels
such as motens (‘motel’) that means a place for selfdriving tourists staying (for the first
time it appeared in the USA in the 50s of the 20th century, when K. Wilson built his
“Holiday Inn”, one of the first hotels for automobilists. Apparently, plenty of foreign
borrowings that determine the means of accommodation colonized the Ukrainian
language. A lot of foreign lexical units are constantly used nowadays. Recently lexical
items such as 6yrik-rotens (‘boutique hotel’), mroke (‘suite’), maine (‘chalet’), maro
(‘chateau’) came from French. Polish words kBaptupa (‘apartment’), kimaara (‘room’)
entered the Ukrainian language. The words momep (‘room’), karora (‘cabin’) borrowed
from Dutch, etc. But in our opinion, English borrowings (6otens (‘boatel’),
KapaBaHUHT (‘caravaning’), kemmiHr (‘camping’), konmorenb (‘kondotel’), mad
(‘pub’), mentxayc (‘penthouse’), Taiimep (‘timeshare’), xocren (‘hostel’), etc.) are the
most commonly used in tourist industry.

Assignment 3. Complete paragraphs 1 - 12 with the most appropriate word or
expression from the box.
apartment  apartment hotel boutique hotel  chalet  commercial hotel
guest house  hotel garni  luxury hotel motel tourist hotel villa  hostel
1. The we stayed at was right by the beach. It had three bedrooms (all en-
suite), a beautiful living / dining room, a huge kitchen, front, back and roof gardens
and its own swimming pool.

2. The we stayed at when we went skiing in Austria had two double
bedrooms, a large living room with open fireplace, a small kitchen and terraces at the
front and back with fantastic views over the Alps.
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3. It's on the fourth floor. It has two twin rooms, a living room with a Murphy, a small
kitchen, a wonderful bathroom with a spa bath, and a small balcony overlooking the
swimming pool.

4. David and Buddug Evans are delighted to invite visitors to spend a long weekend in

‘Green Briars', the most delightful in Llandudno. Join us for delicious
home cooking, traditional comfort and a real Welsh welcome!
5. The 'Ball and Chain' is probably the most exciting and interesting to

open in London this year. Not only is it set in the former Chingwall prison, with single,
twin and double accommodation in the old cells, but all the fascinating artwork has
been done by prisoners in real prisons around the country. Outstanding levels of
comfort and service are guaranteed.
6. Driving when tired is one of the most common causes of accidents, so why not break
your journey at the Crossways . Situated on the A542 between Bunnyhutch
and Birdiebath, we offer a choice of comfortable rooms, including three large family
rooms, two restaurants and a bar. Ample, secure parking is also provided.
7. For people who want hotel comfort without all the hotel facilities, the
Is probably the most suitable type of hotel accommodation. No restaurants, no bars, no
pools or tennis courts, just simple, comfortable rooms.
8. If you're looking for good, cheap accommodation and don't mind sharing, I'd
recommend 'Backpackers' on Wytham View Street. There are three
dormitories, each with 12 bunk beds, a café that serves hot drinks and good breakfasts,
and the hottest showers in town! The warden is really friendly, too.
9. 'The Moathouse', a outside Derringly, has been designed specifically
for businessmen and women visiting the area. Accommaodation is in small studio rooms
which come with all the necessities for the busy business person. These include
complete telephone and Internet facilities, mobile charge points, tea and coffee making
facilities and fully soundproofed rooms for a good night's rest.
10. In some cities, long-stay visitors can take advantage of
Accommodation is in rooms or suites, each with their own kitchen and bathroom
Normal hotel services are provided, but this type of accommodation generally offers
more space and flexibility than a standard hotel.
11. For visitors with healthy bank accounts, we recommend the Tam'al Dhobi, a
on the banks of the river. All rooms are beautifully appointed with king
size beds, full bar facilities and stunning views over the river and surrounding desert.
Each room even has its own butler, who will take care of your every need.
12. Holidaymakers on package holidays are usually accommodated in fairly basic (2-
star) . The advantage of these, of course, is that they are cheap. On the
other hand, they are not always comfortable, and can often be in noisy or busy
surroundings. They also try to put as many guests as possible into one room: triple
rooms with space-saving sofa beds, rollaways and Z-beds are common.
Assignment 4. Complete the sentences with words or expressions from the box. You
do not need to use all the words in the box.
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In soadjoining rooms  airport transfer ~ ADSL connection  balcony  bar
business centre  cashier  checkin  check-intime  check out check-out
time coffee shop  conference centre  direct-dial telephone emergency exit
en-suite exchange / bureau de change gift shop gym heated pool
honeymoon suite  housekeeping  key card lift / elevator lobby  minibar
non-residents no smoking pay-TV (swimming) pool Presidential suite
rack rate reception reception room registration card reservation
reservations department  residents  restaurant  room service safe (noun)
safety deposit box sauna tariff tea- and coffee-making facilities  vacancies
wireless connectionme cases,

More than one answer may be possible.

1. Our well-equipped has everything for the busy executive, including a
photocopier, full Internet facilities with , and to keep you
refreshed while you work.

2. If you would like some food brought to your hotel room, call , and if
you need new towels or if you want your room cleaned, call :

3. The hotel provides a complimentary for all guests, so you don't have to

get a bus or taxi into town when you arrive.

4. If you arrive at a hotel and ask for a room, you usually have to pay the full
, but you will probably get a discount if you make a in

advance, especially if there are a lot of on the days you want to stay.

5. Would guests please note that the latest Is midday (12 o'clock) on the

day they wish to leave.

6. Guests who have just got married might like to use the hotel's , although

if they've really got lots of money, they could reserve the magnificent :

7. When you arrive at the hotel, go straight to the to . They

will ask you to fill in a with your name, address and other information,

and then they will give you a , Which you need to get into your room. Take

the iIf your room is on a high floor.

8. My room's small, but there's a full of drinks, chocolate and snacks

(although I haven't dared to look at the N, a where | can keep

my passport and other valuables, a so | can call my friends, and a
where | can stand outside and get a great view of the city. Oh, and there's
so | can watch a movie if | get bored.

9. The hotel's facilities, including the cocktail , the Michelin-starred
and the outdoor (which is heated in the winter), can be used
by both (guests staying in the hotel) and (people who are not

staying in the hotel).
Assignment 5. Rearrange the letters to make the names of the countries where you
would spend the currencies on the right. The first one has been done as an example.

1. RCDEOUA = __ Ecuador (Currency = Dollar) 2. EARISL =
(Curreny = Shekel) 3. NOTIEAS =
(Currency = Kroon) 4. TUOHS ARIAFC = (Currency = Rand)
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5. IATLNIAHU = (Currency = Litas) 6. TVAALI =
(Currency = Lat) 7. IAENLOSV =

(Currency = Tolar) 8. IARAOMN = (Currency = Lei) 9.
KIPANAST = (Currency = Rupee) 10. EPUR =
(Currency = Sol) 11. EHANADSGLB =
(Currency = Taka) 12. AGINUCRAA = (Currency = Cordoba)
13. NEUAKIR = (Currency = Hryvnia) 14. IASINONDE =

(Currency = Rupiah) 15. ALASIMYA =

(Currency = Ringgit)

Assignment 6. Look at the list of holiday activities in the box, then look at the
descriptions of equipment, etc, that are needed for some of them. Match each
description to one of the activities. There are more activities than there are descriptions.

abseiling bungee jumping  clubbing  cycling eating out golf  jeep
safari scuba diving fishing / deep-sea fishing go-karting hang-gliding
horse riding  Inter-railing parachuting  parasailing  photography  rock
or mountain climbing sailing sightseeing skiing snowboarding
sunbathing surfing swimming tennis volleyball walking/ hiking water
skiing  windsurfing

1. A camera, a guidebook, a hat to protect me from the sun, a pair of glasses to protect
my eyes from UV rays, and a comfortable pair of shoes.

2. A helmet, a very strong length of elastic, a bridge or a crane, good insurance and lots
of courage!

3. The best tackle I can afford (I insist on using the best rods, reels and lines available),
plenty of bait, a net and a boat.

4. Definitely a swimming costume, and maybe a pair of goggles, a pair of flippers and
a snorkel. Armbands and rubber rings for the children.

5. A swimming costume, a pair of sunglasses, plenty of high-factor suncream, a towel
to lie on, a parasol and a pair of sandals or flip flops so that | can walk around from
time to time. Oh, and somebody to bring me lots of ice-cold drinks.

6. A wetsuit, a mask, a pair of flippers, gloves, an oxygen tank and a PADI-qualified
buddy.

7. A good off-road vehicle or other RV, a map, a walkie-talkie so that | can keep in
touch with the other drivers, a valid driving licence and a sense of adventure!

8. A pair of very comfortable walking shoes, a map, a hat or cap, waterproofs in case
it rains, a compass so that I know which direction I'm going in, a water bottle and a
good picnic.

9. A racquet, some balls, a court (grass or hard), an umpire to settle any arguments and
a partner who isn't as good as me!

10. A set of clubs, plenty of balls, a course (of course), a caddy if | can afford one and
a partner with roughly the same handicap.
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11. A helmet, a good strong rope, gloves or chalk for my hands, boots, crampons, a
reliable safety harness, a pick, a firm grip, a good sense of balance and a head for
heights.

12. A lifejacket, waterproofs, a yacht, a strong breeze and some good seasickness pills.
13. Goggles or sunglasses, two strong poles, plenty of warm clothing (preferably
waterproof), boots, a really good piste and a cable-car or chair lift to take me to the top.
Have | forgotten anything?

14. A helmet, some really tight, colourful clothes, sunglasses or goggles, a water bottle
that be attached to the handlebars, a pump, a puncture repair kit and of course a really
good pair of wheels.

15. A smart dress for me, a jacket and tie for my husband, plenty of money or a credit
card, and a big appetite!

16. Casually smart , comfortable clothes, comfortable shoes (although the fashion these
days is to go barefoot), plenty of money for drinks (which are always expensive in
places like this) and lots and lots of stamina so that | can keep going until the early
hours!

17. When | travel, | always take my SLR, a tripod, a wide-angle and a telephoto lens,
a flashgun, filters and several rolls of fast film. Sometimes | just take my digital point-
and-shoot.

Look at the descriptions again, and underline the words and expressions that helped
you to decide what the activities were in each one.

Assignment 7. Translate into English.

1. Bpenn (ToBapHMii 3HAaK, TOProBeJIbHAa MapKa) - TEPMIH Yy MAapKETUHTY, SKUN
CHUMBOJII3y€ KOMIUIEKC 1HGOpMAIIii TPo KOMITaHit0, TPOAYKT a0 MOCIyTY; MOMyJIsIpHa
1 OPUANYHO 3aXHUIIEHa CUMBOJIIKa Oyb-IKOTr0 BUpOOHUKA a00 MpoaykTy. 2. bpenn -
(Ha3Ba, CUMBOJI, raciio, CJIOraH, JeBi3, CTUIb, TEPMiH, i/ies]) Habip TOBapiB 1 MOCIHYT,
3a3BUYai, 00'€JTHAHNUX 3@ HAMPSMKOM AisUIBHOCTI KOMITaH1i 3 TOUYKH 30py €KOHOMIUHO1
1 CTpareriyHoi JOouuIbHOCTI. 3. 3 1HIIOro OOKY, JIOSJBHICTh 0 OpPeHAY Mae Malio
CHUIBHOTO 3 ILIHAMHM, BOHA CTOCYETbCS TOTO, SIK camMe OpeHa CHpUIAMAaEThCs
CHOKMBAYEM: 4YEpe3 pEeKJIaMHy [IsUIbHICTb, 3aBJSIKA peryTalli 4Yd Ha OCHOBI
MOTIEPETHBOTO JOCBIMY B3a€MOJIii 3 oprasizaiieto. 3. J[i70B1 MOi3AKU (BIAPSIKEHHS)
nepeadavyaroTh y4acTh Y 3yCTpidax, KOHPEPEHINiAX Ta BUCTaBKax. 4. Y IesKux KpaiHax
aJAMIHICTpATHUBHA CTOJUIIS Ta KOMEpIIiiiHA CTOJMIIS BIIOKPEMIICH], SIK, HAMPUKIAI, Y
Hinepmannax (I'aara Ta Amcrepaam), lllornanaii (ExniaOypr ta ['masro) a6o Tanzanii
(domoma ta lap-ec-Canaam). 5. ChOTO/IHI «KeIll €HJ] Kepi» ITUPOKO 3aCTOCOBYETHCH,
HaAMpUKJIaJ, K MOMYJSIPHUN METOJ 3aKyIIIBIII MPOAYKTIB XapuyBaHHS Ta HAMoiB 3a
KOHKYPEHTHUMH I[iHAMH 3aKJIaJaMH TPOMAJChKOTO XapdyyBaHHA, SKi 3a0UparoTh
TOBapH 31 CKIIay, CIUIAYYIOUH 32 TOBAP TOTIBKOIO.

Po3ain 2. BASICS OF PROFESSIONAL COMMUNICATION

Tema 1. Professional communication in foreign (English) language in writing.
Business correspondence
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OBJECTIVES

This practice session introduces a topic of communication. Communication
through exchange of letters is known as correspondence. It discusses such important
concepts as ‘communication’, ‘professional communication’, ‘types of letters’ and
proves that business correspondence or business letter is a written communication
between two parties. It is considered that modern professionally oriented approach to
the teaching of foreign languages involves the formation of students’ foreign language
communication competence and the ability to write and communicate in a specific
professional, scientific, business spheres and situations considering the features of
professional thinking.

IN THIS TOPIC, YOU WILL STUDY:

* communication

« professional communication

« difference between written and oral communication

* letters

« formal and informal letters

* types of letters.

STUDY INSTRUCTIONS
Reading for this session, it is important to give attention to the following issues:

1. Business written communication is a means of creating a professional image and
an effective tool for organizing and maintaining business contacts. Typically, business
communication is addressed in cases where the addressee is geographically remote and
it is difficult to establish direct contact with him.
2. Any written communication has undoubted advantages over oral communication. It
enables long-term storage of the information contained therein. When working with
written text, the compiler has the opportunity to think, put his thoughts in order and, if
necessary, correct the message, so it is often more carefully worded than an oral
message. Written communication causes less emotional reactions, as more attention is
paid to the conscious perception of information.
3. Specialists in this field J.M. Leihiff and J.M. Penrose offers 10 rules
that must be followed in order for written communication to be effective.
*Tact. When compiling the text, you must:

- refer to the individual, not to the category;

- avoid pointing to the gender.
* Personality. When writing a text, it is necessary to convey the position “you”, which
means the need to focus on the needs and interests of your addressee, and not on your
own.

« Positivity. Effective written communication should have a positive tone.
* Energy, activity.
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* Integrity. In business correspondence, each proposal should contain only one
thought. When compiling a proposal, you need to make sure that it does not contain
several unrelated thoughts.

« Connectivity. The information presented in the text should be logically related.

« Clarity. This feature includes the choice of words, sentence and paragraph
structure, as well as the general organization of the message.

 Brevity. The message should not contain verbose expressions, hackneyed
phrases, unnecessary repetitions and abstract words.

« Readability. The text should be easily understood by the reader.

« Elements of unification. A unified message is free from two flaws -
grammatical errors and format problems.

4. The main text product of business speech is a document - a written
business text that has legal (legal) significance. A document is a means of securing in
various ways information on facts, events, phenomena of objective reality and human
mental activity on special materials.

5. There are two types of letters, i.e. formal letters and informal letters. The formal
letter is written for business or professional purposes with a specific objective in mind.
It uses simple language, that can be easy to read and interpret. On the
contrary, informal lettersare written to friends and relative for personal
communication and uses a casual or an emotional tone.

6. The significant points of difference between formal and informal letters are
discussed as under:

« A formal letter is one, written in formal language, in the stipulated format, for
official purpose. A letter is said to be informal when it is written in a friendly
manner, to someone you are familiar with.

« Formal letters are written for official or professional communication. On the
other hand, informal letters are used for casual or personal communication.

*There is a manner prescribed for writing formal letters. As opposed to informal

communication, which does not follow any format.

*Formal letters are usually written in the third person, however, for business
letters, first person is used. On the contrary, informal letters are written in first, second
and third person.

» Formal letters are used for writing letters to business, i.e. partners, suppliers,
customers, clients, etc. , college or institute, employer, professionals, etc. As against
this, we use informal letters for writing letters to friends, relatives, acquaintance, etc.

*While writing formal letters, we use passive voice. Conversely, an active and
imperative voice is used.

*The sentences we use at the time of writing a formal letter are, long and
complex. Unlike an informal letter, where we use short and simple sentences which are
easy to interpret.

*The size of a formal letter should be concise; that does not include irrelevant
matter. In contrast, the informal letter can be concise or large.
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*Formal letters do not include contraction like (didn’t, can’t) and abbreviations
rather it uses full forms. As compared to informal letters, which makes use of
contraction, abbreviation, idioms, phrasal verbs and even slang and colloquial terms.

7. In business communication, the following types of business letters

exist:
The invitation letter, as a rule, is addressed to the head or specialist with an offer to
take part in any event.
Request letter - a business letter whose purpose is to obtain information, services,
goods, initiating actions necessary for the organization-author
The letter of inquiry is used at the pre-contract stage of interaction between partners
and contains: a preamble setting out the reasons or goals for obtaining information and
justification for the need to provide materials.
The purpose of the letter of demand is to force the addressee to fulfill his obligations
under conditions when there are serious violations of previously accepted agreements.
Consent letter - a positive response, usually begins with a justification or directly with
a statement of information
A letter of rejection is a negative answer that should always be justified
The main purpose of the letter of complaint is to convey all the necessary information
about the problem. The letter should contain information regarding a specific service
or product
A letter of guarantee is sent to the business partner as an obligation to pay for a service
or purchase, or as confirmation of any guarantees.
The pretence letter contains the following data, the main ones for making a claim, the
claims themselves, the specific requirements of the parties making the claim.
A reminder letter is sent in cases where it is not possible through personal contact or
telephone conversations to obtain the desired result.
An apology letter is sent if it is impossible to carry out any previously planned action.
A notification letter is sent as a gratitude expression or willingness to cooperate, an
information message, etc. and is a manifestation of courtesy of a business partner.
A letter of gratitude has recently entered the practice of business correspondence, but
is widely used in the business world, as well as courtesy, its purpose is to thank the
partner for the service, invitation, etc.
A cover letter is drawn up to inform the addressee about the direction of any valuables,
documents, goods, etc. This letter is the main accounting document, performs the
function of controlling the passage of goods and the function of a label.
The offer letter contains a formal offer to a certain person to conclude a deal indicating
all the conditions necessary for concluding it.
A sales letter should not only offer a product or service, but also stimulate the interest
of the client and the desire to purchase them.

8. The structure of a business letter usually includes the following parts:

« Heading

o Date

« Reference

« Inside Address
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. Attention Line
« Salutation
« Subject
« Body of the Letter
« Complimentary Close
. Signature
« ldentification Marks
« Enclosure
Each of these elements has a definite place and position in a letter as shown below:

SAMPLE TOURISM LETTERS.

Sunshine Holidays Ltd
119 Sidney Street
London NW2 5CA

Mr Poul Nielsen
April 24" 2019
233 Sigurdsgade
Kebenhaven

Dear Mr Nielsen,
Subject: complaint about Mocosa Easter Break holiday

We were very sorry to hear that the holiday on the island of Mocosa, organised by
Sunshine Holidays, did not match your expectations.

Obviously the fact that the flight from Luton was delayed by four hours was regrettable,
but certainly not due to any disorganisation on behalf of Sunshine Holidays. Flight
delays are often, sadly, a frustrating part of flying, and tend to happen with increasing
frequency at peak times like the Easter vacation.

The delay is probably the reason why you did not find a Sunshine representative at the
airport to meet you. He had probably accompanied other tourists who had arrived at
the airport. However, although this is an explanation, it is not an excuse, because you
absolutely should have been met, and alternative arrangements should have been made.
Sunshine Holidays deeply regrets the inconvenience you suffered through not being
met at the airport and accompanied to your hotel. We will certainly look into the matter
to make sure that it does not happen again, and of course will reimburse you for the
cost of taking a taxi.

| do not feel that we misrepresent the position of the hotel as the pictures of the ‘Beach
Hotel’ in our brochure show that it is on the cliffs and not on the beach, and there
certainly was a bus service provided which you could have used if you did not want
to walk. Many of our customers enjoy a 10 minute walk to the beach and back to get
some exercise, and certainly enjoy the cliff views offered by the hotel. It is regrettable
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that the beach had litter on it. This is something that the local authorities should attend
to, and we will notify them of your complaint. The fact that the beach was crowded is
a result of taking your holiday at Easter time. | suggest if you do not want to find other
holiday -makers you should take your holidays off-season.

Finally, as regards the facilities at the hotel, please rest assured that we will ask the
hotel for explanations. The swimming pool should have been available. While the
courier does not have control over the quality of the food, he should have passed on
your complaints to the hotel management. The food is supposed to be typical of that
region. It does not have great variety, but should be good quality. When our staff went
to check out the island before recommending it to customers, they found the food
adequate.

Your satisfaction is our priority and we do appreciate your custom, so once again,
please accept our apologies for the inconvenience that you suffered. Enclosed you will
find reimbursement for the cost of the taxi, and also a discount voucher for your next
holiday with our company. Thank you so much for bringing these things to our
attention so that we can continually improve our service. We hope to see you and your
wife again shortly — if possible on an off-season vacation.

Yours sincerely,

Bobby Fisher

Customer Relations Officer.
VILLAGE VILLAS

22 BAKERS LANE
BRISTOL BS10 5JJ

e: info@villvilla.com

30" September 2019
Mrs Edith Lewis,

34 Sheffield Street
Rochester.

Holiday in Corfu Complaint.

Dear Ms Lewis,

Thank you for your letter of 18" September. | was sorry to hear that you were
disappointed by the service you received on your holiday.

I have investigated your complaint that the villa was not cleaned by the maid on the
last two days of your holiday. | have spoken to our representative in Corfu and it seems
that the problems were due to the fact that the maid was ill. Unfortunately, we
were not able to find a replacement at such short notice.
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Please accept my sincere apologies. | can assure you that we will take steps to
ensure that this does not occur again. As a sign of goodwill, | enclose a brochure for
next year and a voucher which entitles you to 10% off the advertised price of any
holiday booked before 31 January.

Yours sincerely,

Petra Person.

P Person,

(Customer Services Manager)

STUDY ASSIGNMENTS

Assignment 1. 1. What is meant by business correspondence? 2. How is personal
correspondences different from business correspondence? 3. Explain the importance
of writing a business letter.

Assignment 2. Write a short letter of apology based on the notes below, which you
have received from a colleague. Try and use the words in italics from the sample letter
In your answer.

We’ve received a complaint from Judy Elson, passenger on flight BR 354 to Mallorca.
Ordered a vegetarian meal, but didn’t get one. Also expected a hotel room with view
of the sea — but didn’t get one. Have looked into these — First problem was that the van
with the veggie meals broke down on the way to the airport. As for hotel — they don’t
have any singles at the front of hotel. Please draft reply, send apologies, etc.
Assignment 3. FORMAL / INFORMAL Match these parts so that they make 2
separate emails.
1.

A. Thank you very much for your email of 10 November. | was delighted to hear
about your visit to this country. I am writing to invite you to attend our conference.

B. It was great to hear from you and I’'m really pleased you’re coming to visit us. I
hope you’ll stay with us — We’ve got loads of room.
2.

A. Why don’t you give me a ring when you get here?

B. May | suggest that you phone me upon arrival?
3.

A. | look forward to meeting you.

B. I’'m really looking forward to seeing you again.
4.

A. If you need further information please don’t hesitate to contact me.

B. Let me know if there’s anything else you’d like to know.
5.
A. Best regards.
B. Talk soon.

31



IT Assignment 4. APOLOGIES.

Complete these typical phrases.

Please accept my ........cooeviviiiiiiiiiiiiinnnnn.

I canassure youthat .....................ol

Iapologise again .............coceeviiiiiiiinnnnn.

We are sending you a small gift ....................

I’1l look into the matter urgently and ...............................

Thank you for bringing ............cooiiiiiiiiiiiiiii e,
Canyouleave it ...........cooiiiiiiiii. ?

I assure you we are doing everything we canto ............................

NN RN =

Assignment 5. MODALS IN E-MAILS.

Choose the correct word.

That shall / should be possible.

Can / Shall you give me some product information ?

Do you think you could / would send me some more details please?

I will / would appreciate your suggestions.

Let me know what time would / should suit you best.

I will / would be grateful if you could/ should give me some information about

onhkowhE

We should / would be prepared to give you a discount if ..

That might / would be possible. Let me get in touch with my boss.

I’'m sorry we couldn’t / wouldn’t use your agency for the advertising this year.
10 How do you think we shall / should deal with this?

11. | think we need to have / would have second thoughts about this.

12. 1 could / can assure you that we have always had good feedback about our services.
Assignment 6. Complete the emails of complaint with words from the box below.

o 0N

1. I am writing to express my Strong ...................... with the goods which were
......................... today.

2. Tamwriting to ........cooevviiiniinnn... about the ....................... of the dress
which | bought from your catalogue.

3. I am writing in ...l with the poor service and negative
........................... of your holiday reps.

4. Amazingly, my order has still not been ........................ , despite 3 phone calls
to say thatitisneeded ..................ooeiiinnnal.

5. Texpectafull ....................ooil. , Or else I will be forced to take the matter
6. the goods arrive by Friday, I am afraid we will have to
............................. the order.

7. [ would ...l it if the damaged goods could be
........................... by return of post.

8. Ithink that I shouldbe .......................ooo.. t0@ i
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complain dissatisfaction  delivered entitled received quality refund
unless further  appreciate connection  replaced attitude cancel
urgently replacement

Assignment 6. Translate into English.

1. Po3po0msiroun MakeT JJIsS Balloro JiJIOBOrO JIMCTA, IMOYHITH 13 opMmu, sika
MICTUTh BCIO HEOOX1HY 1H(hOpMAaILito Ta po3aiiu. 2. J[iIoBe TUCTYBaHHS — 1i€ MPOIIEC
JIJIOBOT KOMYHIKaIIii 32 JOMOMOT OO MOIITH, SIKOMY NMpUTaMaHHUM O]IIIHHO-T1T0BUI
cTwib. 3. [CHye diTKa CTpyKTypa J1JI0BOTO JUCTA, HOTO OCHOBHI ITapaMeTpu, BUMOTH
JI0 MATOTOBKH Ta 0(OPMIICHHS TEKCTY 3aIUIIAIOThCA He3MIiHHUMU. 4. Ll HanmucanHs
JIJIOBOTO JIUCTA MOXKYTh OyTH PI3HOMAHITHI: Bl 3asBH PO ICHYBaHHS OpraHizaiiii Ta
NepeiKy iXHbOI NPOAYKLIi Ta MOCIYT, J0 PO3B'A3aHHSA KOHKPETHUX MpPOOJIEeM,
MOB'SI3aHHAX 3 IIHOYTBOPEHHSIM, CTPOKaMHM IIJIATEXy, MOCTaBKaMM MPOJYKIi Ta
IHITUMU MUTAaHHSIMHU. 5. PeximamMHuii muct — 1e pizHOBHU 1H(QOpMaIitHOTO JIUCTA, 110
MICTHTb JETANBHHUI OMUC TOCTYT Y TOBapiB. 6. JIMCT-3ampoIieHHs — 11e BU/I TIJIOBOTO
JUCTa, 3a JOMOMOTOI0 SKOTO MOXXKHA OTOBICTUTH JIOJWHY a00 TpyIy JIOAEH Mpo
3arIaHOBaHI 3aX0/U: BUCTABKH, HAYKOB1 KOH(EpEHIIii, Tpe3eHTaIlii, ceMiHapH, I0BiJjel,
eKCKypcli Toulo.

USEFUL PHRASES

Informal Neutral
Contact Hi / Hello Jon Dear Ms.....
Jon, .... (or no name at all) | Dear Jon
Introduction Thanks for your email. Thank you for your email.
Re your email
Reason for email I’m writing about ... | am writing in connection with

Just writing to say ...
I got your name from ...
Your name was given to me

by...
Attachments I’ve attached ... Please find attached ...
Here’s the attachment re ... | I am sending you ... in xI
Asking for | I"d like to know... | would like to know
information Please send me... I’'m interested in receiving

information about ...
Can you tell me something | Could you give me some

about ... information about...
Giving information | Just to say... I’'m writing to let you know
Glad to say ... that...
Unfortunately ... | am pleased to say that ...
I regret to inform you that ...
Requests (Please) Could you ... I’d be grateful if you could ...
Can you let me have ... I wonder if you could ...

Thanks for your help.
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Thank you in advance for your
help.

Offering

Shall I ...?

Do you want me to ...?

Let me know if you want me
to

Would you like me to ...?

Do get in touch if you would
like me to ...

Promising action

ri...

I’11 look into it

I’ll get back to you on this
asap

I’1l find out about the situation
| will contact you about this
shortly

Conclusion Thanks again for ... Thank you again for your help.
Let me know if you need | If you require any further
anything else. information / help do not
If you have further questions | hesitate to get in touch
just let me know Please feel free to contact me if

you need anything else.

Close Speak to / See you soon Best wishes
Looking forward to|I am looking forward to...(
...(...Ing you) ...Ing)

Best wishes
Bye for now / Talk soon Regards

Arranging When should we meet?

meeting When would suit you? When would be convenient for
How about ...day at (time)? | you?

Are you free sometime this | Would ..... be convenient?
week? Could we meeton .... at....?

Availability Any time in p.m. is OK for | | am available in the afternoon
me ...day would be fine for me
I’'m free on ... I’m afraid I can’t manage ...
Sorry I can’t make it on ...

Close See you in (Milan) on | | look forward to seeing you on
(Thursday) Thursday

Greeting Name unknown: Dear Sir/Madam,

surname

Name known: Dear Mr.../ Dear Mrs... / Dear Ms..+

Reason for writing

[ am writing to ... I am writing with regard to ...
I am writing on behalf of ...

Asking questions

Could you ...?

I would be grateful if ...

I wonder if you could ....

Referring to their letter

/points

Concerning ...

As you stated in your letter, ....
With regard to ....

Regarding .../

Closing expressions

hesitate to contact me.

If you require any further information, please do not
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| look forward to hearing from you.

Signing off If Dear + name: Yours sincerely,
If Dear Sir/ Madam: Yours faithfully
(Dear + first name : Yours,)

name Your first name + surname printed clearly under your
signature

Tema 2. Professional communication in foreign (English) language in writing.
Resumes and CVs.

OBJECTIVES
This practice session introduces a topic of professional communication. It

discusses such important concepts as ‘professional communication’, the difference and
simiriaties between a resume and a CV, when you should use a resume, and when it is
better to use a curriculum vitae. It is considered that the primary differences between
a resume and a curriculum vitae (CV) are length, what is included, and what each is
used for. While both are used in job applications, a resume and a CV are not always
interchangeable.

IN THIS TOPIC, YOU WILL STUDY:

* professional communication

¢ resume

*CV

« differences between a resume and a curriculum vitae (CV)

* simiriaties between a resume and a CV

* some tips for a good CV

STUDY INSTRUCTIONS
Reading for this session, it is important to give attention to the following issues:

1. Curriculum Vitae (CV) is Latin for “course of life.” In contrast, resume is
French for “summary.”

2. Both CVs & Resumes:

- are tailored for the specific job/company you are applying to

« should represent you as the best qualified candidate

« are used to get you an interview

« do not usually include personal interests
If you are applying for both academic as well as industry (private or public sector)
positions, you will need to prepare both a resume and a CV.

3. The CV presents a full history of your academic credentials, so the length of
the document is variable. In contrast, a resume presents a concise picture of your skills
and qualifications for a specific position, so length tends to be shorter and dictated by
years of experience (generally 1-2 pages).
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4. CVs are used by individuals seeking fellowships, grants, postdoctoral
positions, and teaching/research positions in postsecondary institutions or high-level
research positions in industry. Graduate school applications typically request a CV, but
in general are looking for a resume that includes any publications and descriptions of
research projects.

5. In many European countries, CV is used to describe all job application
documents, including a resume. In the United States and Canada, CV and resume are
sometimes used interchangeably. If you are not sure which kind of document to submit,
it is best to ask for clarification.

6. Whatto Includeina CV:

« Contact Information

*Research Objective, Professional Profile, or Personal Statement
*Education

Professional Academic Appointments

*Books

*Book Chapters

*Peer-Reviewed Publications

Other Publications

*Awards and Honors

*Grants and Fellowships

«Conferences

*Teaching Experience

*Research Experience / Lab Experience / Graduate Fieldwork
*Non-Academic Activities

Languages and Skills

*Memberships

*References

7. A CV is a longer synopsis of your educational and academic background
as well as teaching and research experience, publications, awards, presentations,
honors, and additional details. CVs are used when applying for academic, scientific, or
research positions. International employers often use CVs as well.

8. The order of topics in a CV format is flexible.

9.Arrange sections to highlight strengths for the position you are seeking.

10.Elaborate on accomplishments and skills within categories.

11.List items within each category chronologically, the most recent appearing first.

12.Present information in an easily accessible and attractive style.

13.  When sending electronic versions, attach a file or cut and paste the CV
into the text of the email message. State your objectives and career interests in the
first few lines since they may be the only items seen on a screen.

14.Use language and acronyms recognized in your field.

15.  Awvoid using bold, italics, underlining, lines, or graphics. Use all caps for
emphasis.

16. Put your name at the top followed by address and each phone number on

a separate line.
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17. Many employers use websites for applicants to apply for positions.
Although each form may be different, some elements may be similar. Save parts of
your CV in a format that can be cut and pasted for each individual web-based form,
such as saving a bulleted list of work experience.

18. At a minimum, your resume should include your contact information,
work experience, and education. Additional sections for career summary, skills,
volunteer work, and additional qualifications can be added if they’re relevant to the job
for which you’re applying.

19. Remember that a resume is meant to quickly highlight the reasons you’re
a great fit for the job. It’s not meant to detail every job duty you’ve ever performed.
Instead of simply writing your day-to-day responsibilities from past jobs, study the job
listing and try to come up with an answer for each requirement listed. This is more
likely to get the attention of a recruiter who may only look at your resume for a few
seconds. It also optimizes your resume for the applicant tracking system sorting
algorithms that help companies identify top candidates.

20.The top of a resume should include the following information:

*Name

«Location (City, State, Zip Code)
*Email Address

LinkedIn profile URL

21. Include a personal phone number, never a work number. Add your city,
state, and code. This is important as some applicant tracking systems allow recruiters
to filter candidates based on location. Recruiters will always start with local candidates
first. If you’re relocating from another area, list both your current location and your
future location.

22. Use a professional-sounding email address. An email address based
around your name is ideal, such as jackieromanol2@email.com. Your “fun” email
address might work perfectly fine in your personal life, but “beersnob” or
“biebersuperfan” might not cast you in the most professional light. Even using an email
client that is considered outdated -- like AOL or Hotmail -- could hurt your chances.
Consider creating a free Gmail account for your job search.

23.  While a one page resume is sometimes seen as the ideal, a two page
resume might be necessary after five or ten years in the workforce, especially if all
your experience is relevant to the job you’re pursuing. Executives sometimes have
resumes that are three pages or more. That said, your resume shouldn’t be any longer
than it has to be. A short, to-the-point resume will be easily digestible and highlight
your most important skills. After you write your resume, try to remove as much fluff
and irrelevant content as possible to decrease your page count and draw more attention
to your best qualifications. No matter how many pages your resume is, try putting your
most impressive qualifications high up on the first page with a summary or skills
section.

24, There are three main formats of resume: Chronological: Classic format
that lists your work experience in order, starting with the most recent;
Functional: Emphasizes qualifications and accomplishments instead of specific jobs,
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but isn’t recommended. Hybrid: Modern format where skills and highlights go at the
top before a detailed work history.

25. Do not simply list your day-to-day job duties. Work in resume keywords that
are most relevant to the job for which you’re applying. Try replacing some of your
duties with measurable results and accomplishments rather than duties. Remember,
“duties tell, accomplishments sell.” To create a strong measurable result, try this
format: [Action verb] [brief explanation of accomplishment] resulting in [quantifiable
outcome. Using %, $, etc. will draw the eye and make an impact]. For example:
“Responded to an average of 203 customer service emails per week, improving
response time by 74% and customer satisfaction by 31% between 2016 to 2017.”

26. Keep your sentences short and to the point. This will make it easier for a
recruiter or hiring manager to read or skim. Use your limited space to focus on things
are that most relevant to the new job, rather than going into every detail about the
responsibilities that took up most of your time. Tailor your resume to the job
description.

27. It’s OK to leave positions off your resume if they aren’t relevant to the job
you’re pursuing. Unless the experience is crucial, you can also go into fewer details on
older positions.

28. Don’t worry about having the same amount of information for each job.
Spend more words on the most transferable skills and experience.

RESUME SAMPLES

Resume Worksheet

Name

Address

Telephone

Number Objective: [In one line, tell what job or position you want.]

Relevant skills/experience or highlights of qualifications: [List the skills or
accomplishments that show you can do the job.]

Work Experience: [List your most recent job first, next most recent, etc. Go back ten
years.]

Employer name:
City, State:
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Job title:
Dates of employment [beginning and ending]:
Duties/Responsibilities:

Employer name:
City, State:
Job title:

Dates of employment (beginning and ending):
Duties/Responsibilities:

STUDY ASSIGNMENTS

Assignment 1. Name about six qualities or charachteristics of other people you respect
or admire.

Assignment 2. Make a list of jobs or positions that you think you would like to apply
for.

Assignment 3. Choose one of the jobs from your list above and make up a CV. Now
write your CV. Write information about yourself.

ceeee CV

Tama.....

I am looking for ....

Personal details

Address: ...

Email: ...

Phone: ...

Date of birth: ...

Education and qualifications ...

Work experience ... Skills Languages: ...

Computers: ... ...

Interests ...

References ... ...

Assignment 4. What do you know about a CVV? Are these sentences true or false?

1. A CV is a document with information about you.

2. You use a CV to get a job.

3. You should put your photo on your CV.

4. Your CV should be 3 or 4 pages long.

5. It’s OK to have mistakes (spelling, grammar...) on your CV.

6. All information on your CV must be in full sentences.

7. Employers usually look at a CV for about 2 minutes.
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Assignment 5. What parts does a CV have? Write the missing letters. Match the parts
1-6 with their meanings A-F.

1.P_rsnldet ils2.Edct nandqg_ _lifict ns.3. W rkexpr nce.A4.
Sk _lIs. 5. Int_r sts. 6. R_f r nc_s.

A) jobs you did before. B) things you enjoy (e.g. playing a sport) C your name, address,
date of birth, email, phone number. D) the name of your school / college; exams you
passed. E) things you can do (e.g. speak a language; drive a car; use a computer. F)
names of people who know you (e.g. your teacher or your boss), and who can say that
you’re good for a job.

Assignment 6. Read the text and analyse some useful information as for resume
writing.

If you go by a nickname include it with your full name. Address - Use your
mailing address. Telephone - Make sure a responsible person can take a message for
you and make sure your voicemail message is appropriate and professional. E-mail -
Include it if you check it frequently. Make sure your e-mail address is appropriate and
professional. Set up another e-mail account if you have to.

Tip - Do not include other personal information like your birthday, social
security number, or driver’s license number. Objective This is where you tell the
employer what kind of job you want. It should be clear, to the point, and targeted to
the job position. Talk with your tutor about what kind of job you want. Then talk about
ways to write about it in one or two sentences.

Work Experience This is where you write about each of your previous jobs. You
only have to go back 10 years, so even though you may have been the best pizza
delivery person 12 years ago, you don’t want to include it. Your most recent job comes
first.

Dates of employment-beginning and ending, you don’t put months, just the year,
so if you started a job on July 5, 2008 and left it on January 8, 2009, you would put,
2008-2009. (This isn’t cheating even though it makes it look like you were there longer.
Your application will show the month and year.)

Accomplishments- this is where you brag about yourself and where you use
action words (see below). You and your tutor can brainstorm some action words and
find ones that describe you and the job you did.

Education If you did not graduate put the school or schools and the years you
attended. Your most recent school comes first. 0 School-name, city and state o Dates
of attendance-beginning and ending, again using the years only.

References Make a list of professional references with name, position title,
business address, and telephone number. It is important to always get permission before
you give names to prospective employers. It is a good idea to tell people you are using
them for a reference GOAL: Write A

You can also tell them what kind of job you are applying for.

Assignment 7.

Action Words. On the resume worksheet under “Work Experience” you were
asked to fill in your “duties and responsibilities” for each job. When you describe your
work you will want to use “action words,” verbs that make your job history come alive.
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On the table below there are many different words to describe what a person does at
work, which can be used on a resume. Review these action words and circle those that
apply to you. Write sentences using those action words and insert them into your
resume.

* Professional Communication Skills ¢« Advertised ¢ Called * Discussed ¢
Instructed « Showed Cooperation Skills « Agreed ¢« Consulted ¢ Facilitated ¢ Provided
Managerial Skills ¢ Collected ¢ Delivered ¢ Guided ¢ Inspected ¢ Trained * Worked
Results Words * Changed ¢ Earned ¢ Marketed * Reduced Administrative Skills ¢
Administered ¢« Budgeted ¢ Enforced ¢ Hired ¢ Signed ¢ Supervised ¢ Defined
Monitored ¢ Maintained ¢ Developed ¢ Selected Problem-Solving Skills ¢ Solved e
Discovered ¢ Negotiated Creative Skills ¢ Authored ¢ Created ¢ Established ¢
Formulated ¢ Invented « Wrote ¢ Produced ¢ Drafted « Designed « Compiled Clerical
Skills » Filed ¢ Ordered * Sorted ¢ Organized * Summarized Verbal Skills * Lectured ¢
Delivered * Chaired ¢ Counseled ¢ Participated Manual Skills ¢ Installed ¢ Fitted °
Coded ° Fixed ¢ Built.

Assignment 8. Translate into English.

1. SIx Bu Oaumte 3 MO€i Oiorpadii, HEMOJABHO S OTPUMAB JUIUIOM 3 YIPABIIHHS
Typu3MoM [HCTUTYTY Typu3mMy B Maapui micist 3aKiH4eHHS TPUPIYHOTO Kypcey. 2. Jls
1i€i poOOTH 3HATOOJATHCS THYUYKI JIJIOBI HABUYKH, BMIHHS CHUIKYBaTUCS Ta BECTH
Ti70B1 Oeciu 3 KiieHTaMu. By MaeTe Tako)k BMITH MIBHUAKO BUPIIMIUTH MpodOIeMu. 3.
Sxmo Bu Bosojiere iHO3eMHMMH MOBaMH, Mae€Te 3JaTHICTh J0 oOpraHizaiii Ta
YOPABIIHHSA TYPUCTHUYHHUM IPOLIECCOM HA JIOKAIBHOMY Ta PEriOHaJbHOMY PIBHSX,
BBA)KaeTe cede LIIECHPSIMOBAHON, MPALbOBUTOO JIFOJAWHOK, TO HAll TYpUCTUYHE
areHTcTBo uekae Ha Bac. 4. ['orenpHa IHAyCTpis — 1€ CEeKTOp Oi3Hecy, SKUl
nepeaoOayae 3a0e3MedeHHsT PO3MIIICHHS TMOJOPOXKYHYMX. YCmX y Iid ramysi
3aJICKUThH B1Jl 3aJJ0BOJICHHS NTOTPEO LUILOBOI KITIEHTYPH 3aBJISIKU CTBOPEHHIO Oa)KaHOi
aTMocepr Ta HaJaHHSA IMUPOKOTO CIEKTPY MOCIYT. 5. YTIpaBIiHHSA TOTEISIMH
MEPETBOPUIIOCS 31 CBOIX CKPOMHHUX IMOYATKIB 3 HAJaHHS MPOCTOI HEOOXITHOCTI IS
IPOKMBAHHS TOCTEW Ha BEJUKY, OararorpaHHy Ta pi3HOMAaHITHY Tany3b. 6. Bammm
rocTsiM Oy/ie BUTITHO TPHUiXaTw caMe A0 Bamoro roremro 3a paxyHOK IPOTPaMH
nosutbHOCTI Premier Club (umo HapaxoBye Oinbmie 30 000 y4acHHKIB), 3a SIKOIO
YYaCHUKHU MIPOrPaMH OTPUMYIOThH 3HIXKKHU 1 HAKOMUYYIOTh OOHYCH.

Tema 3. Professional oral communication in foreign (English) language

OBJECTIVES

This practice session introduces a topic in professional oral communication in a
foreign language in the field of tourism. It explains that English is a vital aspect in the
tourism sector since it allows providing the best service to foreign visitors who do not
know the local language. Furthermore, tourism professionals need to speak English to
foreigners to make their visit more enjoyable. It also proves that people who are
required to use English at work for tourism and hospitality purposes need to improve
their communicative abilities, language fluency, and accuracy.
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IN THIS TOPIC, YOU WILL STUDY:

« professional oral communication

* English as a vital aspect in the tourism sector

« providing the best service to foreign visitors

* being a good tour guide

* giving an excursion

« advertising as an essential tool in the tourism sector
« the processes of organizing tourism

* types of excursions.

STUDY INSTRUCTIONS
Reading for this session, it is important to give attention to the following issues:

1. English is often used in intermediary companies such as travel agencies
and operators. In the case of communication, it is essential to be able to maintain a
dialogue about a service. Employees should be able to perform an internal task. For
example, creating a tourist package, and for this, they must have good reading and
writing skills since in most cases communication with companies that are in other
countries are given by emails.

1. Marketing and advertising is an essential tool in the tourism sector
because thanks to this there is the possibility of transmitting an image and information
about a tourist place. In this area, the use of English is essential since it is necessary to
know terminologies and advanced English to attract future tourists. Tourism as an
industry, in today's modern language is a means of global communication between
nations and travelers of all countries, introducing them to the various cultures and
societies abroad, as well as history, ancient, historical sites, and languages. Hence,
advertising overall has become a tool of necessity in this ever-growing global
industry. Given that, tourism is a part of the infrastructure of any country's economy
the growth and development of tourism is of great importance. Advertising plays a vital
and is a crucial tool in developing the countries tourism by attractively presenting the
nations points-of-interests, historical and cultural. Advertising has a central role in
expanding this industry, generating economic growth in this area, as well as creating
direct and indirect employment, but most importantly a creative innovating
competition in the national and international travel industry. Importantly, to achieve a
successful tourist industry, the Travel Agencies and governmental offices of the
Ministry's of Tourism and Business must work hand-in-hand to attain these goals.

2. The use of English skills in scientific research related to tourism English
in the scientific area has more scope than any other language since the most significant
amount of research and updates on various tourism topics are mostly in English. That
Is why in the case of students or teachers, the latest publications in scientific journals
help to improve the teaching process as it conveys the newest events on issues
regarding tourism.

3. A tour guide must know the information entirely and when issuing it must
know how to do it; therefore the implementation of English is necessary for the skills
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of a guide, and this must be of a high level to deliver a clear and error-free message
avoiding problems in the coding of foreign tourists. A tour guide must be able to hold
interesting conversations and explain in a leisurely manner so as not to leave gaps in
information

4, A good guide needs to be charismatic. While there’s only one tour guide,
there can be numerous people on a tour, from 2 to 5 to 20 or more. Each and every
person is looking for information and more importantly, entertainment, from their
guide for the most part of a day. As a result, a tour guide needs charisma. Lots and lots
of charisma. Charisma can come naturally... but it can also come with practice. Every
day on tour, look for opportunities to charm a group. Also, think about opportunities
before embarking on tours and experimenting with them during the tour to figure out
tactics to delight the crowd.

5. Even the most charismatic tour guide in the world, should know his stuff
otherwise he’ll lose his audience. A tour guide’s job is, among other things, to know
exactly what they’re talking about. This means facts, figures and anything else
somebody on a tour might throw at them. Make sure you’re clued up on everything
you need to know and, whenever you answer a question thrown at you by somebody
on your tour, think about how you’ve answered it and if you can respond better the
next time. The more you know about history, culture, food, language, geography,
politics, economy, and flora and fauna before heading out on your training trip, and
hopefully your first tour, the better. You will never know all the answers, but you’ll
learn smooth ways to own up to that, or find out and provide a helpful response shortly
after (hello Google), or direct the passenger to where they might find out. If the
company you’ve applied to work with has a training trip before you embark on your
first adventure with real, paying clients, they will be doing all they can to replicate
every single possible tricky scenario you could come across on tour. Given that you’re
applying for one of the most popular jobs in the world, it’s going to be intense, but that
doesn’t mean you won’t get maximum satisfaction out of it. Making it to the end of
your training is a huge accomplishment in itself. So prepare well, work hard, keep your
wits about you and sleep now, because if you do become a tour guide, you can kiss
more than six hours of shut-eye per night goodbye!

6. If you’re extremely knowledgeable and equally charismatic, but you don’t
interact with your group, it’s going to make them feel like they’re following their
history teacher around. It will also feel like it’s all one-way in terms of communication.
Vacations aren’t about sitting and listening to other people — they’re about chatting and
meeting people. This could be fellow travellers or the people guiding them on tours or
activities. Make sure to engage with the people you’re guiding and give them one more
person to remember their trip by.

7. People love hearing about the history of a city or the facts behind a glacier,
but they also really, really like listening to stories. Since you’re in the travel business,
chances are you’ve got one or two to tell about a destination, artifact or something else.
Storytelling is no mean feat — it’s down to timing, the length of the story, punchlines
(if there are any) and more. Know exactly when you’re going to tell a story, decide
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how long it should be and practice it over and over again until you’ve completely nailed
it.

8. You must have good organization skills: Timing is key when you’re a
tour guide. You need to be at certain places at certain times, then at those places you
can only spend a given amount of time — spending any more or less time than you’re
supposed to can throw off the entire itinerary for the day. Look at your itinerary and
make sure you know where you need to be and when. Then, every day when you’re at
those places, review your time spent there and decide if the amount of time spent there
was sufficient - do you need more time or you do you need less? Additionally, you
might need to hold on to a bunch of entrance tickets to get your group into a national
park or you might need to take care of a heap of bus tickets. Organisation, when you’re
a tour guide, is key.

9. You need a good sense of humor: You don’t need to be a standup comic
to be a tour guide, but being able to liven things up with a joke here or there certainly
helps. While making fun of one of the members of your group can be risky, making
fun of yourself is one way you can try to wrangle a smile from your group. Other
methods can include bringing humor into aforementioned stories, having lighthearted
facts or taking advantage of (what could be) a funny situation on the spot. Check out
our academy for more useful resources! www.trekksoft.com/en/academy

10. You must be empathetic: When you’re dealing with multiple people in a
host of situations, you’re bound to occasionally find yourself in uncompromising
situations with some members of your group. For these instances, empathy is key. You
might be dealing with somebody who has just heard bad news from back home, or
somebody who has an embarrassing fear or somebody who has a disability. Just know
that with a little more empathy, a lot more understanding and problem solving can be
done.

11. You need to think on your feet: As a tour guide, your day can be
unpredictable. The weather can quickly change, things can break, your tour group
could be very different from the last. It’s so important to be flexible, prepared, and a
master at improvisation. It will take time to be able to plan for any situation, but the
key thing is to learn each time something happens. One way to be prepared is to have
items available. This could be a handy first aid kit, rain ponchos, a back-up tour route
if you need to change. Having a plan in place will ensure your customers still have a
great experience.

12. You should have a good sense of direction: It may seem obvious, but
some people don’t have a natural sense of direction or can be hindered in a stressful
situation. You never know when you might need to go off route, so a good sense of
direction is key. Another thing that any tour guide will know is that customers tend to
ask you for local information. Where to hire a car? Where is the doctor's office? Where
to go for dinner? By doing your research, you can offer something extra to your
customer’s experience.

STUDY ASSIGNMENTS
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Assignment 1. Work in pairs. Imagine that one of you works for Global Tours and
has advertised the following vacancy. Look at the information below and prepare to
interview the candidate for the job. The other one has applied for one of the jobs
advertised and been asked to attend an interview.

DO YOU WANT TO WORK FOR A MAJOR PLAYER IN THE TRAVEL
INDUSTRY

GLOBAL TOURS is currently seeking to recruit a number of recently qualified
and/or experienced travel professionals to work in a variety of locations. Vacancies in
reservations, sales, hotel and catering and holiday villages. Candidates should speak
English and possess excellent interpersonal skills. Motivating salary for the right
people.

INFORMATION ON GLOBAL TOURS Following its acquisition of
Worldwide destinations has become the market leader in long-haul travel. It owns the
five largest travel agency chains and enjoys guaranteed racking. With a turnover of
more than €75m, it employs 15,000 people worldwide and caters for an average of
500,000 holidaymakers every year.

The pieces of advice which help the applicant to prepare for his/ her interview
During the interview: sit comfortably; do not lean forward, or back or cross your
knees; be positive; pause before you reply to show that you are carefully considering
the question; distinguish questions that need short answers and longer responses; ask
questions about the company and the requirements of the job; find examples from your
experience to back up your answers
Possible questions:

- What kind of company is Global Tours? - How many people does it employ? - What
kind of work is available? - What are the promotion prospects? - What is the starting
salary? What benefits are there?

The pieces of advice which help the interviewer to prepare for the interview
with the applicant:

read the candidate‘s CV and cover letter before the interview; welcome the candidate
and put him/her at ease; start with some small talk about a subject of interest to you
both; give the candidate some brief information about Global Tours; ask the candidate
questions about recent experience and qualifications; find out about the candidate‘s
strengths/weaknesses/motivations; allow opportunities for the candidate to ask you
questions; thank the candidate and say when you will contact him/her
Typical interview questions: Can you tell me about yourself? What are your
strong/weak points? Why do you want to work in the travel industry? Do you have
any previous work experience? What languages can you speak? What do you see
yourself doing five years from now? What kind of salary are you looking for? When
would you be willing to start?
Assignment 2. Read the article. Decide which answer A, B, C or D best fits each space.
SIX STEPS TO SUCCESSFUL SELLING

Your job as a travel agency sales consultant is to help your customers to choose
their next holiday. Thisis a (0) .......... job, and in order to do it well, you need to (1)
.......... an established routine called the (2) .......... process. Stage 1 To begin any sales
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process, it is important to (3) .......... customer's (4) .......... of the products your agency
offers. Adverts in the agency (5) .......... , for example, attract people‘s attention, and
may bring them into the shop. Stage 2

This is possibly the most important stage in sales. Many people are nervous about
buying because they think that sales consultants only want to get their money. From

the very first (6) .......... with a new client, you need to (7) .......... them that you are
really interested in helping them find the right holiday. Of course, sometimes people
go into a travel agency just to (8) .......... through the brochures. In this case, do not

stand next to them and ask questions. Let them know you are there, but leave them
alone. Give them time. Stage 3 When a customer asks for help or information, we move
on to the next stage — investigating the customer‘s (9) .......... . This is also an important
part of the sales process; it is only when you have a clear idea about where a client
wants to go, when he wants to travel, who with, and so on, that you can select the best
product for him. Stage 4 When you have selected the most suitable products, you need
to present them in terms of. Features — these are what a holiday has, such as the hotel

(20) .......... , transfers from the airport, excursions, etc. Advantages — these are what
make the holiday better than other similar holidays. The fact the price includes bar (11)
.......... , for example, would be an advantage. Benefits — why a particular feature is
good for the customer you are talking to at the moment. At this point in the process
many customers will want time to think. The best thing to do is to get their contact
details and invite them to take the brochures home and browse through them. If you
have done a good job of presenting the product, they will probably be back a few days
later. Stage 5 When the customer returns to your agency ...

0 A accomplished B skilled C gifted D talented
1 A pursue B chase C obey D follow
2 A sales B trade C market D commerce
3 Arise B lift C raise D boost
4 A familiarity B knowledge C acquaintance D awareness
5 A box B window C area D space
6 A moment B glance C minute D look
7 A bring B argue C convince D satisfy
8 A review B browse C inspect D supervise
9 A complaints B interests C demands D needs
10 A opportunities B standards C facilities D features
11 A expenses B receipts C earnings D costs
Assignment 3. Answer the following guestions.

1. In which stage does a tourism consultant do most of the talking? 2. In which stage
does a tourism consultant have to listen most carefully? 3. What are the ways of raising
customer awareness? 4. What should you do when customers are looking at brochures?
5. Features, advantages, or benefits — which is the hardest for a tourism consultant to
explain to a customer? 6. What do you think happens in the last two stages which are
not described in the article?

Assignment 4. Give the English equivalents to the following words and phrases. Be
ready to use them in the sentences of your own.
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[icTh KPOKiIB 10 YCHINIHOTO MPOAAXKY; CIIAyBaTH BCTAHOBJICHOMY IIa0JIOHY;
npolec Mpoaaxy; KpaiipikoBaHa poOOTa; MiABUINYBAaTH OO0I3HAHICTh KIIIE€HTA;
MpONOHYyBaTU (TIPOMO3UIIisl); OrOJIONIEHHS; BITPUHA areHTCTBA; MPUBEPTATH YBary
JHOJIeH; 3a0X04yBaTH (TPUBECTH J0); TOPTIBIISA, HEPBYBaTH; Ha TEPIIiA XBWIWHI
3HAallOMCTBa 3 KJIiCHTOM; ICPCKOHYBATH; BiI[I'IOBiI[Ha BiIll'IYCTKa; MMporisiaaTu,
Opolrypa; MPOCUTH MPO JOMOMOTY; POOUTH 3aluUT 1070 1H(POpMaIliil; MePEeXOAUTH 10
HACTYITHOTO €Tally; BUBYATH MOTPeOM KIIIE€HTA; MATH YITKE YSBIICHHS; BHOMPATH;
HiI[XO,ZIHHlI/Iﬁ IMPOAYKT, IMPCACTABIIATH, OCO6JII/IBOCTi; nepeBara, BUTpAaTu Ha BUIINBKY,
JI13HABATHUCS] KOHTAKTHI JIaH1; KOPUCTh; TOBEPTATUCS.

Assignment 5. Read the article that describes booking terms and conditions. Match the
following headings with the different conditions. 1. Cancellations 2. Booking changes

3. Compulsory insurance 4. Flight delays 5. If we change your holiday before you leave
6. If we make changes after you have booked your holiday 7. Your holiday price

BOOKING TERMS AND CONDITIONS

a. We may need to make changes to the information in this brochure as our holidays
are planned many months beforehand. If we make any changes before you make your
booking, your travel agent will tell you about them before you finish your booking.

b. Occasionally we have to change your accommodation. If we make a change after
you have made your booking, we will put you into accommodation of the same
standard or higher, and in a similar type of resort.

c. The prices in our brochure were correct at the time of printing, but we reserve the
right to make changes. If we do this, your travel agent will confirm all price changes
before you make your booking.

d. If you want to cancel your booking, the person who made the booking must send us
written instructions. If you cancel your booking, we may ask you to pay cancellation
charges. We will not refund any insurance premiums you have paid.

e If you want to change your booking, we will try to help you, but we cannot guarantee
that we will be able to do this. If you change your booking, we will charge you €15 for
each person in your group.

f. If you make a booking with us, you must take out suitable insurance, either with us
or with another company. If you have a known medical condition, please tell our sales
agent when you make your booking.

g. We try hard to avoid flight delays, but they do sometimes happen. If there is a delay,
we will try to provide extra services, food, and accommodation. If we are unable to
provide these services for any reason, then we will pay compensation.

Assignment 6. Look at the sentences below, and fill in the gaps with an appropriate
word from the box.

self-catering ¢ single ¢ tour operator * bed and breakfast (B & B) ¢ shoulder bag ¢
passport ¢ travel agency ¢ tour ¢ foreign currency * voyage * excursion ¢ family ¢
trip ¢ journey ¢ full-board ¢ en-suite ¢ terrace ¢ insurance ¢ double ¢ aisle ¢ half-
board ¢ boarding card (USA = boarding pass) ¢ reservation * twin balcony
cheques ¢ all-inclusive ¢ suitcase

We're planning a(n) to the seaside at the weekend. 2. The

from Southampton to New York by ship took about five days. 3. The best way to see
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London is by taking a guided . 4. Last year they went on a train

across China. 5. James is going on a business to Singapore
next week. 6. We went to the on the High Street to book our holiday, but
they were informed by the that there were no more places left. 7. (At the
airport check-in desk) Would you like a seat by the window or one by the ?
8. Here's your ticket and . You're in 33B. It's a no smoking seat. 9. I've just
made a list of the things | need to take on holiday with me. First of all I need my

so that | can enter the country. | must get in case | have an
accident or lose something important. | have to go to the bank to get some
and . Oh, and of course | need my to carry my clothes and
other things. I'll also take a so that | can carry my camera, some books

and other bits and pieces. 10. Quattro Vientos Holiday Club offers a variety of
accommodation options. If you want a bedroom and something to eat in the morning,

they have accommodation. If you prefer to have breakfast and dinner, you
can stay on a basis. If you want breakfast, lunch and dinner, you can stay
on a basis. They also have rooms with cooking facilities if you want to
prepare your own food and stay on a basis. Alternatively, if you want all
your meals and drinks included, you can stay on an basis. 11.
rooms in the hotel have just one small bed. rooms have two small beds.
rooms have one large bed. rooms have one large bed and two
small beds. Most of the rooms are , with their own private bath or shower.
All rooms have a or a with a view of the sea. Telephone
01645 98109 to make a

Assignment 7. Read the dlalogue Make up the similar one.

F1: Can | help you, sir?

MI1: Yes. I’'m staying in London for a few days, but was wondering about taking an
excursion to either Oxford or Cambridge, or maybe to Stonehenge?

F1: Hmm, when were you thinking of going, sir?

M1: Well, tomorrow or the day after, if possible.

F1: Right, well. We have a day trip to Cambridge tomorrow, leaving at 9:15 from
our central base in Victoria.

M1: That’s a coach trip, is it?

F1: Yes, sir. All our tours are by coach. This one arrives in Cambridge around 11
o’clock, and gives you a coach tour of the city with guided commentary in the
morning.

M1: Mm hm.

F1: You then stop for lunch at a restaurant of your choice and have the afternoon
at leisure to explore all the wonderful historic sites on your own until 4:30, when
the group reassembles for a guided visit to King’s College Chapel.

M1: Mm!

F1: — and there may be a service on then, so you might be able to hear the famous
King’s College Choir.

M1: Oh!
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F1: And then the coach returns at eighteen hundred hours, getting back to Victoria
around 8 o’clock in the evening. That’s for an all-in price of £126 per person.

M1: And Stonehenge?

F1: That’s a longer journey, sir, so the coach leaves at 8am. There’s one short
comfort stop en route, and you arrive at Stonehenge at 11 to 11:30, depending on
traffic. Once again, there’s a guide on the coach, and there’s also a complimentary
audio guide to Stonehenge once you’re there. Although I should point out that
visitors aren’t allowed to actually walk to or through the prehistoric stones
themselves.

MI1: Oh, I see. So there’s a sort of visitors’ centre, is there?

F1: Yes, from where you have full, uninterrupted view of the stones. And you can
go on guided walks around the monument — www.teachingenglish.org.uk © The
British Council, 2016 The United Kingdom’s international organisation for
educational opportunities and cultural relations. We are registered in England as a
charity.

M1: Mm, I see.

F1: Let me get you a brochure about that one.

Assignment 8. Read about a tour guide on a shuttle bus from the airport to the
resort. After that, test your understanding with the quick check.

[Welcoming tourists]

Hello everyone. My name is Luca. On behalf of Suntan Tours I'd like to welcome you
all to Los Cabos. The bus ride to your hotel will take about fifteen minutes. Right now
I'd like to take a minute to familiarize you with the area and discuss some brief safety
precautions. Firstly, | ask that you remain seated until we reach our destination and that
you not eat or drink while on the bus. Secondly, please realize that it is against the law
to get drunk in public. Enjoy your vacation, but do drink responsibly and do not drink
and drive.

[Describing the location]

| promise you are going to enjoy your stay here in San Jose, Los Cabos. This is a
beautiful, quiet city where you can relax, sit by the beach, enjoy great meals and feel
very safe. You can walk into town and enjoy the fountains or take a moonlit walk along
the water. Please do not swim here. This is not a safe place to swim because there is a
strong undertow. Cabos San Lucas is the place to go if you want to enjoy swimming in
the ocean. You can take a short bus ride from your hotel. There you will also enjoy
entertainment and dancing.

[Introducing special events and offers]

Suntan tours offers a variety of special discounts depending on your travel plans. We
have golf packages, as well as guided whale boat tours, and fishing charters. There will
be a short information session at 1pm in the lobby of the hotel tomorrow where you
can learn all about these offers. We recommend that you do not purchase packages
from street vendors as they are not always 100 percent reliable. They also may charge
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you more than what they say. Please take my advice and allow Suntan tours to book all
of your day trips and activities while you are here.

[Offering advice]

If you need to exchange your dollars into pesos, please use a bank or money exchange.
We don't recommend exchanging your money at the hotel because you won't get a fair
rate. Some restaurants will accept American or Canadian money, but you are better off
to exchange your money and pay with pesos. Or, if you prefer, you can always use your
credit cards. Also, if you want to get around the city, or travel to Cabos San Lucas, we
recommend that you take the local bus rather than a taxi. The bus costs about one
American dollar, and the driver can give you change if you don't have the exact amount.
If you do decide to take a taxi make sure that you negotiate a price before you go.
[Closing remarks]

We're going to be pulling up to the hotel in just a few minutes. Please sit back and
enjoy the view of the ocean on the left hand side of the bus as we enter the city. | ask
that you remain in your seats until we have come to a complete stop. Javier will be
meeting us at the bus to help you with your bags. Please double check to make sure
your bag has been taken off the bus. On behalf of Suntan Tours, have a wonderful
vacation in San Jose and | hope to see you tomorrow at the information session.

1. What does the tour guide say is illegal in Los Cabos?

a) drinking alcohol

b) renting cars

c) being drunk in public

2. What advice does the tour guide give about getting around the city?

a) have the correct change

b) use public transport

c) don't travel at night

3. Where are tourists recommended to exchange their money?

a) at a bank

b) at the hotel

c) on the bus

Tema 4. Basics of communication and negotiation

OBJECTIVES

This practice session introduces a topic of communication and negotiation. It
explains that communication is a complex two-way process, involving the encoding,
translation and decoding of messages. Furthermore, the process of communication
comprises the sender, message, channel, receiver, and feedback. It also explains that
barriers to effective communication can arise at the level of the sender, receiver, in the
channel of communication, the medium or at the stage of message comprehension. The
barriers to effective communication can be overcome by a thorough knowledge of the
subject, by focusing on the purpose, by knowing or understanding the audience (their
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background, experience, what are they here for, etc) and by organizing the content of
your briefing or mission.

IN THIS TOPIC, YOU WILL STUDY:

« Communication as the process of transmitting messages

« Communication can be verbal, non-verbal or both

» Non-verbal communication involves the use of gestures and facial expressions
to convey a message.

* Verbal communication involves the written and spoken forms.

* presentation

* having a job interview

* reasons to negotiate

* barriers to effective communication

STUDY INSTRUCTIONS
Reading for this session, it is important to give attention to the following issues:

1. Effective communication is crucial for the success of individuals as well as
organizations. This is true within the individual organization itself as well as how that
organization communicates with other organizations within its sphere of contact,
influence and competition.

2. Communication is a complex two-way process, involving the encoding,
translation and decoding of messages. Effective communication requires the
communicator to translate their messages in a way that is specifically designed for their
intended audience.

1. Creating and delivering an effective message requires a basic
understanding of the communication process. Most aviation related proposals or
presentations require the clear and unambiguous communication of a message in a way
that can be clearly understood by the recipient. It is human nature to assume that when
we communicate we are doing so effectively, and that if anything goes wrong
consequently the responsibility for that must rest with the recipient.

2. Communication is a skill and like any skill it requires practice. It is
improvement through practice that differentiates a skill from other forms of knowledge.
Understanding the theory of communication and effective presentation will not in itself
make you a brilliant communicator or presenter but should make you aware of how to
maximize the impact of your presentations. The most important thing to remember is
that the message that you intend to communicate is likely to be misunderstood.
Therefore, in addition to carefully preparing and presenting your message, stay alert
for any signs that your audience are mis-interpreting it. It is up to you, the presenter, to
continually check that your message has been received, understood, correctly
interpreted and filed in the receivers mind.

3. The basic forms of communication are of two types such as verbal and
non-verbal communication. Verbal communication can be in the form of meetings,
speeches or writing, gestures or expressions.
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4, Non-verbal communication is a primitive form of communication that
does not involve the use of words. It rather uses gestures, cues, vocal qualities, spatial
relationships etc. to convey a message. It is commonly used to express emotions like
respect, love, dislike, unpleasantness, etc. Non-verbal communication is less structured
compared to its verbal counterpart and is most often spontaneous. As it is not planned,
it is sometimes considered more reliable than verbal communication, as it reflects the
communicator’s true feelings. Non-verbal communication enhances the effectiveness
of the message as gestures and body language are registered easier and quicker with
the audience than verbal communication. Non-verbal communication, when combined
with verbal communication, makes a presentation more effective and has greater
impact on the audience. However, non-verbal communication has its limitations. Many
complex ideas, thoughts or messages have to be communicated sequentially to be
meaningful.

5. Verbal communication involves the arrangement of words in a structured
and meaningful manner, adhering to the rules of grammar. The message is then
conveyed to the audience in either spoken or written form. Effective verbal
communication involves the use of both speech and writing to transmit a message.
While oral communication is more effective in reaching a focused target audience, as
it involves interaction and additional non-verbal cues to augment the speech, written
communication is necessary for reaching a large number of scattered recipients.
Depending on the situation and the requirements, organizations use both the spoken as
well as written channels for communication. Organizations have not paid much
attention to listening as a skill. Equal importance should be given to listening and
expression. Oral communication cannot be effective unless the audience is good at
listening and most of its content is forgotten after a presentation. Developing good
listening skills is essential for grasping the contents of an oral presentation and
retaining them.

6. Communication goes through a process, involving the following phases: *
Sender « Message ¢ Channel ¢ Receiver * Feedback
7. The process of communication is susceptible to many barriers. These can

be categorized into problems caused by the sender, problems in message transmission,
problems in reception, and problems in receiver comprehension.

8. Though most communication barriers require situation specific handling,
a few basic methods for dealing with them are available. These methods such as know
your subject, focus on the purpose, know your audience, and be organized.

Q. It is necessary to use communication skills while trying to get a job. Be
prepared to make a quick introduction to the person who greets you. When you arrive
at the interview site, introduce yourself to the receptionist by stating your name and the
reason for your visit. For example:"My name is Tim Jones, and | have an interview
scheduled with John Smith at 2 p.m." or "I'm Janine Bellows, and | have an
appointment with Jack Clark at 10 a.m."Be courteous and respectful to this first contact
at the company. Many hiring managers will ask the receptionist for his or her
impression of a candidate. If you act rudely or dismissively, you could put yourself out
of the running for the job before you even meet with the hiring manager.
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10. Many hiring managers will start an interview with an open-ended question
like "Tell me about yourself." The core of your response should focus on the key
elements in your background that will enable you to excel in the job for which you are
interviewing. Create an elevator pitch and practice it, so you're comfortable describing
yourself. Carefully analyze the job before the interview, so you can point out the
interests, skills, experiences, and personal qualities that will enable you to meet or
exceed the job and company requirements. Review answers to “tell me about yourself”
questions. Learn the best ways to highlight your skills, experience, and personality
without sharing too much information or taking up too much precious interview time.

11. A presentation is the process of communicating a topic to an audience. It
is typically a demonstration, introduction, lecture, or speech meant to inform, persuade,
inspire, motivate, or to build good will or to present a new idea or product.

12. Presentations can be presented for different purposes. Before presenting a
presentation, it is necessary that you have a clear idea regarding the purpose of the
presentation. There are some common types of presentations:

- Informative You might need to create an informative presentation to explain
important details tied to a topic before an audience. This type of presentation might be
brief, with essential information. Such a presentation is usually based on facts and
avoids too many complicated details and assumptions. Examples: Class lectures,
research findings, technical information, results from experiments, etc.

- Persuasive A persuasive presentation is geared towards convincing the audience to
believe a specific point of view. Such a presentation might conclude with a call to
action. Examples: Product demos, sales pitch, investor pitch, presentations on social

Issues, debates, etc
- Instructional Such a presentation might be to provide an audience with instructions,
such as regarding a process, or the use of a product. Such presentations are usually
longer, as they require demonstrations and detailed explanation of each aspect of the
topic. Examples: Tutorials for using a software, device or machine, employee
orientation presentations, explanation of a course syllabus, etc.

-Arousing This type of presentation is meant to make the audience think about a certain
topic. This can be to appeal to the intellect and emotions of the audience to point them
towards a certain point of view or to start a social debate. Example: Religious speech,
presentation about a taboo, motivational presentation, etc.

- Decision Making Some presentations are conducted with the sole aim of providing
facts and figures to help the audience reach a decision. This might include a business
presentation about say, market share, profits, project revenue and market competition;
so that the board members might be able to decide a future course of action for the
company. Examples: Business meetings, presentation about legislation and laws, a
SWOT analysis presentation, etc.

15. It's important for a presentation to be well-structured so it can have the most
impact on your audience. An unstructured presentation can be difficult to follow and
even frustrating to listen to. The heart of your speech are your main points supported
by evidence and your transitions should assist the movement between points and clarify
how everything is linked. This is the usual flow of a presentation, which covers all the
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vital. It allows the audience to easily follow along and sets out a solid structure. Before
you start delivering your talk, introduce yourself to the audience and clarify who you
are and your relevant expertise. This does not need to be long or incredibly detailed,
but will help build an immediate relationship between you and the audience. In the
introduction you need to explain the subject and purpose of your presentation whilst
gaining the audience's interest and confidence. The main body of your talk needs to
meet the promises you made in the introduction. Depending on the nature of your
presentation, clearly segment the different topics you will be discussing, and then work
your way through them one at a time - it's important for everything to be organised
logically for the audience to fully understand. There are many different ways to
organise your main points, such as, by priority, theme, chronologically etc. Main points
should be addressed one by one with supporting evidence and examples. Regardless of
what that goal is, be sure to summarise your main points and their implications. This
clarifies the overall purpose of your talk and reinforces your reason for being there.
Conclude your talk by thanking the audience for their time and invite them to ask any
questions they may have. Research suggests that the audience remember the first and
last things you say so your introduction and conclusion are vital for reinforcing your
points. Essentially, ensure you spend the time structuring your presentation and
addressing all of the sections.

16. Negotiation is a type of discussion used to settle disputes and reach
agreements between two or more parties. Generally, a negotiation results in a
compromise where each party makes a concession for the benefit of everyone
involved. Negotiations occur frequently within the workplace and may occur between
coworkers, departments or between an employee and employer. Professionals may
negotiate contract terms, project timelines, compensation and more. Negotiations are
both common and important, so it’s helpful to understand the types of negotiations
you might encounter as well as how to improve your negotiation skills.

17. Negotiation skills are qualities that allow two or more parties to reach a
compromise. These are often soft skills and include abilities such as communication,
persuasion, planning, strategizing and cooperating. Understanding these skills is the
first step to becoming a stronger negotiator.

Assignment 1. Think what knowledge and skills are common to all of these jobs.
Record the main requirements in a table like the one below.
Job Knowledge / skills required

Ol |WIN|F-

Assignment 2. Translate the sentences from Ukrainian into English.
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1. IagycTpito MOAOpOXKe BBa)kalOTh JIFOJCHKOIO Tally33l0, TOMY IO poOOTa B Hiil
BUMarae 0e31mocepe/IHbOro CIUIKYBAaHHS 31 COKUBaYaMu. 2. JIaHKaMu yrnpaBiiHHS y
TOTEJSAX € CIy>KOH, BIAJLIM i 0cOOH, SIKI HAAl0OTh TYPUCTUYHI nTociyrH. 3. Jlroau, sxi
IpaIolTh B TYPU3Mi, MalOTh TapHI MEPCHEKTUBH IS Kap €PHOTO POCTY: BiA
MOYAaTKOBOT'O PIBHS /10 YNPABIIHCHKOTO, HAMPUKIIA/: KOHCYJIBTAHT 3 MPOAAKY MOXKE
3poOUTH Kap’e€py MEHeIKepa TypareHilii; aJMiHICTpaTop 3 MpUHOMY TOCTe Mae
IIAHCU CTaTh MeHemkepoMm rortenmto. 4. TypuctuyHa ramy3p MPOINOHYE YHUCENbHI
Kap’€pHI MOXJIMBOCTI, ajie TIePEHIKOI00 I BUOOPY poOOTH B Typu3Mi MOXKe OyTH
NOCTIMHA 3alHATICTh Y HEMNOMYJSIpHI FOAWHU. S. PoOOTONABII TypUCTHYHOI ramysi
IIYKalOTh IEPCOHA, SIKUW BOJIOJI€ TEXHIYHUMHU HABUYKAMH Ta MA€ MEBH1 OCOOUCTICHI
akocTi. 6. Cayx00BIll y TypUCTUYHIN Tady3l MOBHHHI MaTH KOMYHIKaTHBHI BMiHHS,
(daxoBl 3HAHHsS 3 OOCIYrOBYBaHHS CIOXKHMBAadYiB, rapHl OpraHizallliiHi HaBUYKH. /.
[Ipuemna, oxaiiHa 30BHILIHICTh, €HTY31a3M, Oa)KaHHS CIILJIKYBAaTHUCS, BBIWIMBICTh —
SAKOCT1, AKI HEOOXITHI NIl pOOITHUKIB y BCIH 1HAyCTpii Typusmy. 8. HaiGinmbim
BOXJIMBI HAaBUYKH POOOTH B TYypuU3Mi — II€ 3JIaTHICTh CIIUIKYBaTHCS, 30KpeMa
iHO3eMHOI0O MoOBor0. 9. HaBuuku pobotu 3 1udpamu Ta iHGoOpMaLiiHUMU
TEXHOJIOT1sIMU HEOOXiaH1 /s (iHaHCOBOI cTOpoHU pobOoTu B Typmusmi. 10. bararo
Jr0Ae BBaXKalOTh poOOTY B TYpU3MI INIAaMypPHOIO, ajie BOHA € JYXE BHUMOIJIUBOLO,
0COOJIMBO Yepe3 HecollialbH1 TOJMHHU Mpalll 1 4acTi HOYIBII1 HE BJOMA.

Assignment 3. Study the following list of comments from people working in the
industry who were asked, “What are the most important personal qualities, skills
and knowledge requirements for your job?”

1. “I must understand how to motivate people and this means finding exactly the right
approach for each individual. The most important skills are the ability to communicate
(sometimes in foreign languages), teach others and inspire confidence. | have to be
physically fit as the job is very demanding.”

2. “I need business acumen and flair to develop new ideas and increase use of the
facility. It is important to be able to handle people, both employees and customers.
Good communication skills are important with staff and customers. Numeracy and
information technology skills are needed in order to cope with the financial and
management information aspects of the job. Finally, there is a high level of
responsibility as | am accountable for the day-to-day running of the facility and for the
health and safety of visitors and staff.”

3. “I have to be confident and outgoing whilst at work. It is important to get on well
with people and deal tactfully and diplomatically with dissatisfied customers. | am very
much in the public eye, so smart appearance and good social skills are vital. Also
Important are organizational ability, business skills, competence in financial matters
and knowledge of a range of related practical skills such as cookery, food and beverage
service and housekeeping. At peak times the work is hectic and the ability to work
under pressure is vital.” 4. “Good customer service, communication and IT skills are
essential for my job. I deal with customers face to face and | need to suggest the most
appropriate products to meet their needs. It is very useful if | have specific knowledge
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about a destination or resort. Attention to detail is very important when making a
booking.” 5. “Good customer service and communication skills are essential, combined
with bags of enthusiasm. Many people regard the job as glamorous, but in reality its
very demanding because of the unsocial hours and frequent stopovers away from
home.” 6. “Many people think the work i1s glamorous, but it is frequently very
demanding with long unsocial hours. The main requirement is the ability to
communicate well with all types of people and deal effectively with customer
complaints. It is very important to have a confident, outgoing personality and to get on
with customers. Languages are also very useful.”

The comments on knowledge and skills came from:

- a hotel manager

- a holiday resort representative

- a travel sales consultant

- a tour guide
- a skiing instructor

- an air cabin crew member.

Assignment 4. Read and analyse the text.

The travel and tourism industry is regarded as a people industry and there are a vast
number of jobs that involve dealing with customers in person, such as waiters, resort
representatives and air cabin crew to name but a few. There are many more jobs at a
basic or operative level than there are in management. The travel and tourism industry
offers good promotion prospects and many people progress from basic jobs to
supervisory and higher management positions.

Operative Level: Travel agency sales consultant Waiter / waitress Hotel
receptionist Holiday resort representative (rep)

Supervisory Level: Senior sales consultant Head waiter / waitress Front of house
manager Senior resort representative

Management Level: Travel agency manager Restaurant manager Hotel manager
Resort manager

For some people, promotion from operative to supervisory and management levels
can be relatively quick, although competition for jobs at all levels is often intense. For
example, thousands of people apply to airline companies every year for cabin crew
positions, but only a small proportion is accepted. Another feature of work in the travel
and tourism industry is the potential for changing career paths. For example, if you
work for an employer who owns a range of facilities, such as hotels, pubs, restaurants
and leisure facilities, it may be possible to move from one to another. Even if this is
not the case, there are numerous opportunities to diversify into different areas. Finally,
many jobs in the industry involve working unsocial hours, such as holiday periods,
evenings and weekends. This may be a significant barrier for some people entering the
industry as they may not be available to work unsocial hours on a regular basis.
Personal and technical skills. The personal and technical skills and qualities required
by employers vary from job to job. However, many of the personal skills required by
employers are common right across the industry.
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The list below gives an indication of the personal skills most commonly sought
after by travel and tourism employers:
- good communication skills
- good customer service skills
- common sense
- good listener
- literacy and numeracy skills
- outgoing personality
- sense of humour
- enthusiasm
- flexibility
- stamina and good health
- organizational skills
- ability to work well in a team
- sSmart appearance
- ability to think quickly
- willingness to work unsocial hours
- politeness.
Assignment 5. At the planning stage you should provide answers to the seven basic
questions: why? to whom? what? where? when? how long? how? Say what is
meant by these questions matching the questions on the left with the information
you need to answer them on the right.
why? a) What the audience knows about the subject, their
to whom? status, age, culture, specific interest — the information
what?  you present should be tailored to their need,;
where?  b) the aims of your report, those evident and those hidden
when?  c) the subject matter of the report;
how long? d) the place where the report will be delivered (a large
how? conference-hall, a small meetimg room, with the help of a
microphone or without it, etc);
e) the time ( the first report, the last one, after or before
the break, in the evening, etc).
f) the length of the report is determined by many factors,
but generally try to make your talk reasonably short;
g) the format, or the form of the report including the use of demonstration
materials and handouts.
Assignment 6. Each student has to choose from a variety of topics. He has to speak
for between 2 and 3 minutes.
Assignment 7. Each group has to give a presentation about a topic of their
choosing and think of at least 5 interesting questions/surveys/activities that groups
could discuss or do for about 20 minutes after their presentation. This often works
best if the presentation is based on 2-3 articles that the students have to send you
in advance.
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TOURISM PHRASES AND EXPRESSIONS

A-la carte - MeHIO, B IKOMY BKa3aHa IliHa KO)KHOro Ojrofa. HalmomupeHimmi TII
MEHIO y PEeCTOpaHi TOTEeNI0, /Ie TYPUCT CaMOCTIIHO BUOMpae OJro/a 13 JaHOTO MEHIO.
Back of the House - ciyx0a cepBicy rorento, po3raiioBaHa Tak, o0 He OyTH Ha
BUTTY.

Bed Occupancy - pamnioHaJbHE BIIHOIICHHS KIJIBKOCTI CHAJBLHUX MICIhb TOTEIIO JI0
KUTBKOCTI 3asIBJICHUX JI0 IPOJAXKY (CEpeHE 3aBaHTAKCHHS).

Blanket Reservation - mianyBaHHs I€BHOTO YKciia KiMHAT (OJI0KY) ISl TYPUCTHYHHAX
TpyIL.

Brunch - mpuiiom Tki micns cHiaHKy, ajie 10 o0imy, i 3amiHioe obuaBa. Tepmin
YTBOPUBCS HUISIXOM 37UTTS ciiB breakfast 1 lunch. IloBHouiHHMI 0014 JU1s1 TYpUCTIB,
SIK1 JIFOOJISATH JOBIO IMOCHATH.

Cabana - cnopyna Ha ki abo Ouist 6aceliHy, THITy OyHralo, o CTOITh OKPEMO BiJl
OCHOBHOTO OyniBm Ta iHOM1 oOJlaiHaHa K CIaJIbHSI.
Complimentary Ticket - O€3KOIITOBHUIA IPOI3I.
Commercially Important Persons (saowciusa xomepyitina nepcona) - TOKYIENb
CHEIIaTbHOTO IOKYMEHTA, 1110 J1a€ TIPaBO HOMY 3aiiMaTH MPUBLICHOBAHE CTAHOBUIIE
CTOCOBHO 1HIIUX MACAXKUPIB.

Continental breakfast - nerkuit cHigaHok: 4Jaii, kaBa, Cik, OyJIO4uKa, Maclio, JKEM.
Yacro Ha3WBAIOTh (dhpaHIy3bKUM CHIJTAHKOM (kaBat+kpyacan).
De luxe - po3KiIIHUI THIT TOTENO 3 HOMEpPaMH IOKPAIICHOrO IUIAaHYBaHHS Ta
nigBUIeHoi  KoMdopTHocTi  (MpuMBaTHa  BaHHA 1  TOBHHUM  CEPBIC).
Duty-free Goods - ToBapu, 1m0 He OOKIANAIOTHCS MHUTHHAM  IOJIATKOM.
Double-up - opranizarisi cicreMu HOABIHHOTO 3aceneHHs (KOJIH HE3HAHOMUX JTIOCH,
TYPHUCTIB 3acelsiloTh OJMH HOMEp, B aJMIHICTpallii Ha CHeIlaJbHOMY CTEH/1
30epiraloThcss 2 KapTKu (4Yeka) B KHIICHBIN TiJi HOMEpPOM IIi€l KIMHATH).
Endorsement - moBHOBaXeHHSI, SIKi TOJSTAIOTh Y MOKJIHMBOCTI 3aMiHUTH a0o
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nepepeecTpyBaTd  KBUTOK  JUISL  TOJOPOXKYIOUOIO0  HAa  IHINMA  JIiTaK.
English breakfast - moBuuii cHiaHOK, IKUK MICTHTH OMJIET (200 SE€YHIO) 3 HIUHKOIO

(ikomHM COCHCKH) Ta TOCTH.
Executive floor - ogun abo ngekinbka MoBepxiB B roTedl 3 MiABHINEHHM piBHEM
00CITyrOBYBaHHS i JIOJJATKOBUMH OCIyraMu VIS TYPHUCTIB.

Family Room - cimeiinuii HOMep. Po3mipu HOMepa OuIbII BiJ CTaHIApTHOTO.
Full House (nosnuii 6younox) - TypucTHUHUN TEpMiH O3HAYA€E TTOBHE 3aBAHTAKEHHS
roremnto Ha 100% (Bci HOMepH npojaaHi).

Free Port - nopt, Ae TypuCTH MOXYTh NPUI0ATH TOBAPU Ta pedl O€3 CIIaTH MUTHUX
300piB.

Front Desk - crilfika agMmiHicTpaTOpa TOTENIO, J€ TOCTI peecTpyroThes. Tyt
MEHE/DKePH BUPIIIYIOTh BCi THUTaHHSI TYPHCTIB IOAO TIOCENEHHS Yy TOTEII.
Grandmaster - oguH K4, SKHWA BIIKPUBA€ BCi TOCThOBI KIMHATH y TOTEN, SKi
3aKPHUTI 3 30BHI.

Guest History (card) - 3anuc moBHOI mporpaMu rnepedyBaHHs TYPHCTa, [0 BKIHOYAE
3aHSTTS KIMHATH, OIUIaTy, 0co0JIMB1 MOTpedu, KpeauT. (Takuii 3anuc 3a1HCHIOETHCS Ha
KapTKaxX, y BEIMKUX TOTENAX JaHi PO MOJAOPOKYIOUOTO 3aHOCATHCS B KOMII'TOTEP).
Housekeeper's Report - nuct i3 3anucaMu, 10 3HaAXOAUTHCS Mg GpoHTOICOM, B
SKOMY B1100pakeH1 peasbHi BIJIOMOCTI ITPO CTaH KIMHAT TOTENIO (MpuOKpaHHs, 3aMiHa
OLTU3HU, PEMOHT).

Hotel Garni - rorens 3 00MeKEHUM CIIEKTPOM TOCIIYT, 4acTo 0e3 pecropany (i HaBiTh
0e3 CHITaHKY ISl TYPUCTA).

Inclusive Terms- Ttapud Ha po3MilieHHS 1 XapyyBaHHS (TpHpa3oBe).
Junior Suite - HOMep 3 MiABHIIEHUM KOM(OPTOM jis BiaMoO4YuHKY. YacTo Belnka
KiMHAaTa MOKPAIEHOTO MJIaHYBaHHS 3 BiATOPOKEHUM CIIATbHUM MICIIEM, SKE Y JICHb
MO>KHA TIEPETBOPUTH y BITAIBHIO.

Luggage Pass- kapra, mo jgae mpaBo TypHCTy Ha BHHIC Oaraxy 3 TOTEIIO.
Master Key - oauH K04, KM 3aMiHIOE BCl KJIIOYl BIJ yCIX KIMHAT TOTEIIO Ha
MoBepCi. Tax camo HA3MBAETHCSA MOBEPXOBHIA KJTIOY.
Mystery Tour - npuTyJIoK B ropax i TypUCTIB (BUKOPUCTOBYETHCS B TIPCHKOMY
Typu3Mi).

Most Important Person - 0COOJIMBO BaXXJIMBA nepcoHa.
No-Show Employees - mepcoHan rotento, SKUH TPAIIOE 32 PO3MOPSIIAKOM, SIKHI
nependavae MpoBeACHHS poOIT y HOMEPI CTPOTO Y Yac BIICYTHOCTI MOIOPOKYIOUOTO
y HbOMY.

Out Of Order - kiMHaTa roTea0 HE TOTOBA JI0 3aCEJICHHS TYPUCTAMH 3 TPUYHHU

MTOJIOMKH, HECTPaBHOCTI o0JiaTHaHHS i€l KIMHATH.
Party Ticket - TpYyIOBUI KBHTOK TSI MI0JTOPOXKYIOUHX.
Prix Fixe - TypucTy NpornoHy€eThCss MEHIO 3 KOMIICKCHUM HaOOPOM 3a IICBHOIO I[IHOO,
4acTo oe3 MOJTUBOCTI BUOODY.

Rack Rate- mnoBuuii Tapud BaprocTi HOMepa y ToTenmi (0€3 3HHMIKOK).
Referral - cucrema OpoHIOBaHHS Yy TOTENBHIM MPAKTHUIN, KOJX B HOMEPI T'OTEIIO
3aJTUIIAETBCS MIOCh 3 OCOOMCTOrO0 MaiHa TypHCTa JO HWOTr0 HACTYITHOTO MPHi3dy.
Residentail Hotel - rotens, sikuii 1oBruii yac BUHaiiMaBCs TOCTSMH, TyPUCTaMHU, SKi
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MOXKYTh ueu rOTEJNb 3poouTH CBOEIO BJIACHICTIO.

Rest House - HEBEJIMKU roTellb, THUITY IPUBATHOTO CEKTOpY.
Revalidation Sticker - odimiiina Hamuc Ha JIHLOTHOMY KYIIOHI O3HA4a€ HOBE
OpOHIOBaHHS, SIKE ITOBUHHE OoyTH 3po0JIeHE.

Room Board - indopmariist npo roreiab y HoMepi (YMOBH, CEpBIC, MOMJIHMBOCTI).
Safe - Deposit Boxes - inauBigyaibHa CEKIlisl B CXOBHIII, ¢ TYPUCT MOXe 30epiratu

I[IHHOCTI, TOTIBKOBI rpori Ha yac MPOKUBAHHS y TOTE.
Service Charge (yina 3a nocnyeu) - 3a3Buuaii Big 10 10 20 BiACOTKIB T0AA€THCA 10
PaxyHKyY TUISt oIiaTu npari CILy KOU cepBicy TOTEJIO.

SKipper - rictb roTento, TYpHUCT, SKUH BHIXaB TaWKOM, 3QJIMIIMBIIU HEOIUIAYCHUN
YeK.

Stand by (ouikysanns) - Typuct, y sKOro HeMae IiATBEPIKEHOI OPOHI, ajie KMl ueKae
B a€poNoOpTy MOXKJIMBOCTI BHJIBOTY, SKIIO MOCAT0YHI MICLS B JITaKy 3'SBIATHCA Y
MPOJIaXKi B OCTAHHIO XBUJIMHY. barato aBiakoMIiaHii mpoNOHYIOTh Ty>K€ HU3bKI IIHH
JUTSL TAKKX TACaKUPIB, TOJOPOKYIOUUX.

Tourist Class - Takox Ha3UBaIOTh EKOHOMIYHHI KJIAC. Y HOMEPI TAKOTO KJIacy TypUCT
HE Ma€ 0COOMCTOI BaHHH.

Transient Hotel - rotesns a1 TpaH3UTHUX MOJOPOKYIOUNX, SKi 3yMUHSAIOTHCS B FOTENI
Ha KOPOTKMM TE€pMiH MO AOpO31 B 1HIIMH rotesb (MOCTiMHE MiCle BIAMOYUHKY).
Very Important Passenger, VIP (oyace sasicnusuii nacasxcup) - moauHa, TYPHUCT,
SKOMY HaJ[al0Th OCOOJIMBY yBary Ta cepsic.
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CURRENCIES OF THE WORLD

country Currency subcurrency
Afghanistan afghani 100 puls
Algeria dinar 100 centimes
Andorra euro 100 cents
Argentina peso 100 centavos
Australia dollar 100 cents
Austria euro 100 cents
Bahamas dollar 100 cents
Bahrain dinar 1,000 fils
Barbados dollar 100 cents
Belgium euro 100 cents
Belize dollar 100 cents
Benin franc 100 centimes
Bolivia boliviano 100 centavos
Brazil real 100 centavos
Brunei dollar 100 cents or sen
Bulgaria lev 100 stotinkKi
Cameroon franc 100 centimes
Canada dollar 100 cents
Cayman Islands dollar 100 cents
Central African Rep. franc 100 centimes
Chad franc 100 centimes
Chile peso 100 centavos
China yuan 10 fen
Czechoslovakia koruna 100 halers
Denmark krone 100 ore
Djibouti franc 100 centimes
Dominican Rep. peso 100 centavos
Ecuador dollar 100 cents
Egypt pound 100 piastres
El Salvador colon 100 centavos
Ethiopia birr 100 cents
Fiji dollar 100 cents
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Finland euro 100 cents
France euro 100 cents
Gabon franc 100 centimes
Gambia dalasi 100 bututs
Germany euro 100 cents
Ghana cedi 100 pesewas
Greece euro 100 cents
Guatemala quetzal 100 centavos
Guinea franc 100 centimes
Guyana dollar 100 cents
Haiti gourde 100 centimes
Honduras lempira 100 centavos
Hong Kong dollar 100 cents
Hungary forint 100 filler
Iceland Krona 100 aurar
India rupee 100 paise
Indonesia rupiah 100 sen

Irag dinar 1,000 fils
Ireland euro 100 cents
Israel shekel 100 agorot
Italy euro 100 cents
Ivory Coast franc 100 centimes
Jamaica dollar 100 cents
Japan yen 100 cen
Jordan dinar 1,000 fils
Kenya shilling 100 cents
Kuwait dinar 1,000 fils
Lebanon pound 100 piastres
Luxembourg euro 100 cents
Maldives rufiyaa 100 laari
Malta euro 100 cents
Mauritania ouguiya 5 khoums
Mauritius rupee 100 cents
Mexico peso 100 centavos
Mongolia tugrik 100 mongo
Montenegro euro 100 cents
Morocco dirham 100 centimes
Nepal rupee 100 paisa
Netherlands euro 100 cents
New Zealand dollar 100 cents
Nicaragua cordoba 100 centavos
Niger franc 100 centimes
Norway krone 100 ore
Oman riyal-omani 1,000 baiza
Pakistan rupee 100 paisa
Papua New Guinea Kina 100 toea
Paraguay guarani 100 centimos
Peru inti 100 centimes
Philippines peso 100 centavos
Poland zloty 100 groszy
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Portugal euro 100 cents
Qatar riyal 100 dirhams
Romania leu 100 bani
Russia ruble 100 kopeks
Rwanda franc 100 centimes
Saudi Arabia riyal 100 halalas
Senegal franc 100 centimes
Serbia dinar 100 paras
Singapore dollar 100 cents
Slovenia euro 100 cents
Solomon Islands dollar 100 cents
Somalia shilling 100 cents
South Africa rand 100 cents
South Korea won 100 chon
Spain euro 100 cents

Sri Lanka rupee 100 cents
Suriname guilder 100 cents
Sweden krona 100 ore
Switzerland franc 100 centimes
Syria pound 100 piastres
Taiwan dollar 100 cents
Tanzania shilling 100 cents
Thailand baht 100 satang
Togo franc 100 centimes
Trinidad & Tobago dollar 100 cents
Tunisia dinar 1,000 millimes
Turkey lira 100 kurus
Uganda shilling 100 cents
Ukraine hryvnia 100 kopiyka
United Arab Emir. dirham 1,000 fils
United Kingdom pound 100 pence
United States dollar 100 cents
Uruguay peso 100 centesimos
Venezuela bolivar 100 centimos
Vietnam dong 100 xu
Western Samoa tala 100 sene
Zambia kwacha 100 ngwee
Zimbabwe dollar 100 cents
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IMPORTANT CONCEPTS AND TERMS IN TOURISM

= No show - HesiBka nmaccakupa Ha petic (a00 rocTs B roreiii) 0e3 momnepeKeHb.
O4eBUAHO BBEECHHA MITPa(pHUX CAHKIINA - HAPUKIAA, aHHYJISALISI 3BOPOTHOTO
KBUTKA Y BUTAJKy HESBKMA Ha PEHC 70 MICI BIAMYCTKH a00 aHHYJISIIS BCIiX
MOJAJIBIINX aBlalllfHUX areHTIB y pa3l HeSIBKU Ha MEPIINil CErMEHT nepeliera 3
nepecagkoro. SIKIo TOCTh HE BHUSBHBCS B TOTENI B JIEHb 3ai3gy 0Oe3
MOTIEPEIKEHb, YK€ YacTO aHHYJIOEThCS HOMEp OpPOHIOBAHHS Ta OIIaTa He
MOBEPTAETHCS.

=  CromnoBep - StOpPOVer - nepecajka B TPAH3UTHOMY ITyHKT1 TPHUBAJICTIO OlJIbIIIE
24 roguHN.

« Lost & Found/Lost Property (6ropo 3HaxiqoK) - CTifika B acpomnopTy, KyIu
CJI1JT 3BE€PHYTHCS, SKIIIO Balll 0arax He MpUOYB B MICIE MPU3HAUCHHS, a TAKOXK
SKIIO BU BTPATWIM 1IOCh B aeponopTy. SKIino Bu 3a0yiu M0Ch Ha 0OpPTY JiTaka,
HEOOXITHO 3BEPTATHUCS B aBIaKOMIAHIO.

CrpaxyBaHHSs

= CTpaxoBa cyMmMa - CyMa IIOKpUTTS MEIWYHMX BHTpPAT y pas3i HACTaHHS
CTPaxoBOr0 BUMAJKY /I OJHOro Typucra. CTpaxoBa cyma 3a3BAYal 3AJI€KUTh
BiJl KpaiHU 1 BKa3aHa Ha OJaHKY CTpaXxoBKU. MeauyHa CTpaxoBKa BXOJIHTH B
MOBHUM MaKeT Typy, A0JAaTKOBA OIUIaTa HE MOTPiOHO.

= CTpPaxoBa MpeMisi - BHECOK 3a YKJIaJACHHS JTOAaTKOBOT CTPaXOBKH, HATIPHUKIIA:
CTPaxOBKH BiJ HEBWIHOTY, VIP-cTpaxoBku. Po3mip BHECKYy 3ale€XWUTh Bij
BEJIMYMHH CTPAXOBOi CYMHU.

*  CTPaxoBKa BiJl HEBWJIbOTY - CTPaXyBaHHS BUTPAT, MTOB'I3aHUX 31 CKACYBAHHIM
noi3aku 3a kopAoH. CTpaxoBi BUMAAKK 1 HEOOX1HI TSI BIAIIKOIyBaHHS BUTPAT
JIOKyMEHTH TiepepaxoBaHi B pozaim "CrpaxyBaHHs" MO KOXHIM KpaiHi. 3a
JeSTKUM KpaiHaMm, 0COOHMBO KpaiHaM €BpOCOIO3y, CTpaxoBKa BiJl HEBIIIbOTY €
000B'sI3K0BOIO (IIPH TOKYIIi MOBHOTO MAKETy) i CKACYBaHHIO He Mijusrae. i
BapTICTh HE BKIIFOUEHA Y BAPTICTh MAKETY 1 OMJIAYYETHCS OKPEMO.

» Oe3yMOBHa (paHmm3a - BCTaHOBJIEHA CyMmMa MiHIMaJIbHUX BUTpaT, fKa

BHUPAXOBYETHCA 3 CTPAXOBOr0 BIJIIKOYBAaHHS Yy BCIX BUIAKAX.
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yMOBHa ¢paHIIM3a - KO PO3Mip 30UTKY (IOHECEHUX BUTPAT) HE IIEPEBUIIY€E
JlaHy CyMy, CTpaxoBe BIJIIIKOAYBaHHS HE BUILIAYy€eThCS. SIKIIO po3Mip 30UTKY
OlnbIle 1I€i CyMH, TO CTPAaXOBE BIJIIKOAYBAHHS BHUIUIAYYETHCS B IMOBHOMY
o0cs31, 6e3 BipaxyBaHb (K Y BUIMAJIKY 3 0€3yMOBHOIO (DpaHIITN3010).

Y roreJti

yek-HuH - Check-in - 3aceneHHs B rotenb. Y Oubinocti rorenis e 14.00-15.00.
Mo>kJIMBO OUIBIIT paHHE 3aCENCHHS, SIKIIO TOTENb HE MOBHICTIO 3alI0BHEHUI, 1 B
HbOMY € MIJITOTOBJIEHI HOMEPH.

yek-ayT - check-out - BWi3x / BUIKCKA 3 TOTEIIO, PO3PAaXYHKOBHU Hac. Y
roressx Typeuunnn ta €runty - 12.00. [lo nporo gyacy HeoOXiTHO 3BIIbHUTH
HOMeEp, OIUIATUTU J0JaTKOBI nociayru. Yacto aito nporpamu "Bcee BriatoueHO"
3aKiHYyeTbesl Takok o 12.00 B aens BiA'i3ay. IIpogoBxeHHs nepeOyBaHHS B
roTesi MOKJIMBO 3a IOAATKOBY TUIATy. Y TOTENSIX 1HIIUX KpaiH po3paxyHKOBHIMA
gac moxe Oyru 1 10.00, 1 11.00, 1 muime 12.00. Pexomenayemo mnepen
MO13/1K0I0 03HaoMuTHcs 3 [laM'aTkor0 TyprcTa o oOpaHiii KpaiHi, e HaBEJICHO
iH(pOpMAaIIito PO Yac 3aCeNIeHHs 1 4acy BHUI3Y.

peceniH (pecerniieH, pererniiH, pererniiis) - reception - criika aaMiHicTpaTopa
B roreni. KpiM odopMieHHs BCElIEHHSI-BUCEIEHHS, HAa PECEINIIH MOXJIUBO
TaK0X 3aMOBUTHU €KCKYpCiI0, CTOJIMK B PECTOpaHi, MOCIYTH Cla-IEeHTpPY, HAHI,
CKOpHCTATHUCS ceidoMm 1 T.1I.

anrpeiin - upgrade - HajgaHHS TOCTIO HOMEpa KAaTeropieo BUIE, HIK
3a0pOHBOBAHUMN CIOYATKY (HANPUKIAJ, alrpei]l CTaHAAPTHOTO HOMeEpa [0
deluxe). Takox wmoke OyTu amrpein Mics B JiTaKy / TOI3/1, anrpein
TpaHcdepy 3 TPYIOBOTo A0 1HIUBIAyaIbHOTO, alrpei] maHciony i T.4. bararo
roTeNIiB HAJAI0Th anrpein OE3KOIITOBHO JJIsi BCiX ab0 MESIKUX KaTeropiu
rocTel (HampHKIaa, MOJIOAST), CIUCOK TaKWX TOTENIB MOXHA TIOJUBHUTHCS B
po3aini "Tlogapynku". Takoxx MOXKIMBUHN anrpei;; HOMepU a00 MaHCIOHY MICIs
IPUI3ly B FTOTEIb 32 HEBEJIMKY JOIUIATY - SIK MPABUJIIO, 11e OyBa€ BUTIIHILIE, HIK
CTHOYaTKy OpOHIOBATH HOMEP BUIIOi KaTeropii.

standard room - craHmapTHHI HOMEp B TOTEINI, [0 CKIAAAEThCS 13 CIaIbHI i
CYMIIIIEHOT'O CaHBY3JIa.

suite (cBiT) - HOMep, IO CKIIATAETHCS 3 IEKUILKOX KIMHAT.

BWJLIIa, OyHraso, maJe - villa, bungalow, chalet - Buau koremxkis.

naTuo - patio - BHyTpIlIHIKi JBOPUK B iCITAHO-MaBPUTAHCHKIH apXiTEKTYPH.

sea View (4acTo He MepeBOJUTCS) - BUJ Ha MOPE.

twin bed — nBa onuHakoBuUX Nikka, B HOMepi Standard au family. MoxyTs OyTH
3pyIieHi abo po3aiIeH] TyMOOUYKOIO.

french bed - nBocnanbhue mikko ("¢paniy3cbka"), 3rigHO €BPOINEHCHKUM
crangapraM 140-160 cm B mmpuHy.

king-size bed - tproxcnanshe Jixkko (180-200 cMm B mmpuny). IO Tixkko 160-
180 cM B mMpuHy HA3UBAETHCS queen Size.

oatep - butler - nBopernbkuii (B orensx i Homepax kareropii VIP).
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room service (3a3Buyaii He ePeKIaIa€ThCs) - TOCTaBKa B HOMeEp. STk mpaBuiio,
MIPOBONUTHCSA 32 JOJATKOBY IJIaTy.

turn down service - miaroToBka Jixka JI0 CHy (JI0JaTKOBa ITOCITyra B HOMEpax
kateropii VIP).

baby cot, crib (3a3Buuaii He MepeKkIama€ThCs) - AUTAYE JIDKKO B HOMED, 3a
3aITMTOM, 1HOJII IIJIATHO.

extra bed - nurside mixkko B HOMep, 3a 3aIIMTOM, 1HOZI IUIATHO.
iHIMBiAyaJbLHNH KOHIMUIOHEP - peXuUM 1 Yac POOOTH BCTAHOBIIOETHCS
TypUCTOM 3a Oa)KaHHSIM, 3a3BUYall 3a JIOMOMOrOK MyJbTa AMCTAHIIHHOIO
KepyBaHHSI.

HEeHTPAJbHUI KOHIAUIIOHEP - YIPABISETHCS LEHTPATI30BaHO, Yac POOOTH
BCTAHOBJIFOETHCSI aIMIHICTPAIlIE€I0 TOTEIO B 3aJIEKHOCTI B1JI IOTOJIA, TIOPH POKY
i 1.0. Sk TpaBUIO, TYPUCT MOXKE BKIIOYATH-BUMKHYTH IICHTPATbHHMA
KOHJIUITIOHEP, @ TAKOXX BCTAHOBUTH TOTPIOHY TeMIlepaTypy 3a JIOTMOMOTOIO
MyJbTa YIPaBIIHHA Ha CTIHI, aje 1HOJI 3yCTPIYalOThCs KOHCTPYKIIi 0e3
MO>KJIMBOCTI 1HJIMB11yaJbHOI HACTPOMKH.

a Jsg KapT - a la carte - nogaTkoBuii pectopan (a00 pecTopaHu) B TOTEII 31
CIEIali30BaHOI0 KYXHEI - HaNpUKIaJ, ITajgiicekkuii a la carte pecropan,
TypellbKa, MEKCUKaHChbKUH, OapOekto, puOHuii 1 T.4. Ha BigMiHY BiJ] TOJIOBHOTO
pecTopaHy, 3a3BWuYall BIIKpUTHUN TIIBPKA Ha Bedepl 1 HE KOXKEH JICHb.
[IIBenchbKOTO CTONMY B TaKWX pecTopaHax Hemae, BHOIp CTpaB HANAETHCS TIO
MeHIo (a la carte B mepekiasi 3 ¢paHiry3pkoi Ta € "1mo meHw"). s rocreit 3
naHcioHoM Al 4YacTo € MOXJIHMBICTh OE3KOITOBHOTO BiABiMyBaHHA -2
pecTopaHniB a la carte B THXICHB, 3a IMOMEPETHIM 3aITHCOM.

JTUTSIYE MEHIO B PeCTOPAaHi - KyTOUOK IIBEJICHKOTO CTOY JUIs AiTeit 2-12 pokiB
3 OUThII AIETUYHUMU CTPAaBaMU: BapEHUMH, a HE CMa)X€HUMHU, 0€3 J10/JaBaHHS
TOCTPUX MPUTIPAB, COYCIiB 1 T.7. YacTo CTid 3 TUTSYUM MEHIO POOUTHCS OLIBII
HU3BKHUM, 00 JIITH MOTJIM caMl HakJIajgaTh co0i 1Ky. ACOPTUMEHT JUTSIYOTO
MEHIO 3a3BUYail MEHIIIe, Hi’K IIBEACHKOTO CTONY JUIA JOPOCiuX. JIUTsde MeHto
HE TpU3HA4YeHEe JUIs TPYAHUX MITeH 1 He mepembadae HASIBHOCTI JUTSYOTO
XapuyyBaHHSI.

baby corner B pecrtopani - cnemiaJbHO BiJIBEJIEHUM CTUT B TOJIOBHOMY
pecTopani ik HoTped HEMOBJIAT, /1€ MOKHA MIJITPITU TUISIIIEYKY 3 MOJIOYHOIO
CyMinmto abo JUTsA4Ye XapuyBaHHS, 3p0OOUTH MIOpe B OJIeHAEpl 1 T.11. Y NESIKUX
roTeJIsIX, OPIEHTOBAHUX Ha BIJMOYMHOK 3 IIThMH, B baby corner 6yBa€e JOCTYITHO
O0aHKOBE AUTSAYE XapuyBaHHS 1 Kamii. JleTajbHIIIe Mpo MOXKIMBOCTI TOTENIB
PI3HMX KpaiH JJIs1 MaJIOKIB BiJ 8 MICSLIB 0 3 POKIB MOKHA JI3HATHUCS B PO3ALII
«B1AIIOYNHOK 3 JITEMMY.

Garni (3a3Buuaii hotel garni ado garni hotel) - rorenb, B sSKOMy BiJCYTHS
pecTopaH Ta IHIN MIJNPUEMCTBA XapyyBaHHS. Sk mpaBuiIoO, TOCTAM
MPOIOHYETHCS TITHKM HIWIIr, a CHIJIAHOK He mnependadeHuii. MoxyTs OyTH
PI3HUX KaTeropiu, ax 110 4 *; K mpaBuIIo, IIHK B HUX HUXKYE, HDK Y 3BUYAHUX
rorensix. [llupoko mpexacrasneni B €Bpomi, 0COOMMBO HA TIPCHKOJIMKHUX
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KypopTax. Big ¢panimy3skoro cioBa garni (OyIMHOK 3 MeOJIbOBAaHUMHU
KIMHATaMH).

Pex-peiir - rack rate - "miau 3 nojaxu" - oQiliiHi MiHA HA PO3MIIIICHHS B TOTEI,
0e3 3HKOK (CEe30HHUX, KOPIIOPATUBHUX 1 T.11.). 3a3BUYail BUBIIIICH] HA PEIETIIIIi.
Sk mpaBuII0, 3HAYHO BIJAPI3HSIOTHCA Bl KOHTPAKTHUX I[IH Typomneparopa.
Rent-a-car - mpokar aBTomoO6imiB. 3ycTpiuaerbcsi Takoxk rent-a-bike
(mpokart BeJiocuneaiB) i ix.

Irpu, po3Baru, ciopt

aHiManisi - animation - po3BakajbHi IPOrpaMH B TOTEIISAX, SIKI IPOBOASATHCS
npodeciiHuMu '"'MacoBUKaMHU-BUTIBHUKaMU'". 3a3BUYail L€ irpd HA CBIKOMY
MOBITP1, CIIOPTUBHI 3aX0/I1, )KaPTIBJIMBI 3MaraHHs, ypOKH TAHIIIB 1 1H. AHIMAITIs
OyBae JeHHa Ta BeuipHs, Jopocia 1 guTsva. [IpoBoauThCs Ha IEKIIBKOX MOBaX,
y BEJIMKUX FOTENSIX € aHIMallisl pOCIHChKOI0 MOBOIO.

0ouua (iHoai 60uue) - boccia - rpa, mo 3apoauinacs e B CrapomaBsiii I'perrii.
B cydacHuit yac B Hei rparoTh Bij 2 10 6 TpaBIiB, SIKI AUISTHCS HA 2 KOMaHIH.
VY KOXHOT - CBil KOJip M'a4iB. buinii HA3UMBA€THCS METOK 1 YKIIAJIA€ThCS Y
camMoro kpawoo mojis. ['paBenp Oyap-KMM JOCTYIIHUM HOMY CIOCOOOM
HAMaraeThCsl KHHYTH BOKKHUI HIKIPSHY KYJIIO TaK, 100 BiH OJIMKYE JIIT 10 METH.
I Tak no ocranuworo kujka. Ilicis pOTO MiAPaxoOBYIOThCA OYKU. Burpae ta
KOMaH/1a, sika O1jIbIlIe 3rpyIy€e CBOIX METAIbHUX 3HAPAIb O1I METH.

CKBoOII - Squash - 6iu3bkuii poany TeHICYy, TIIBKHU 3aMICTh CITKH - TJIyXa CTiHa.
JIBa rpaBiii 1o yep3i BiAOMBAIOTh paKeTKaMH M'sd B CTIHY, HAMaralouuch, oo
CYTIEpHUK HE MIT TTapUPyBaTH yaap.

CHYKep - SNOOKEr - pi3HOBUJ TpH HA OLTBSIPI (Tak caMo sIK IyJI 1 "mipamina").
kBaapouukya - quad bike - HeBenukHii YOTHPHKOIICHUH MOTOLIMKII
MIJBUIIEHOT MPOXITHOCTI 1 CTIMKOCTI. BUKOpUCTOBYETBHCS UIsl CHOPTY 1
BignounHky. [Hmn Ha3zeu: ATV (All Terrain Vehicle, Tpancnoptauii 3aci0 mis
311 110 6€3J0P1KIKI0), MOTOBCIOIUX1]T, M1H1-BCIOJIMX1]I.

"panan" - banana - karaHHs Ha BEIMKUN HaJyBHOMY 4YOBHI y (hopMi OaHaHa,
NpUB'SI3aHOIO 10 KaTepa. YUYaCHUKU KaTaHHS CiAaroTh Ha "OaHaH" BEpXOM.
ramoyprep - hamburger - karaHHS Ha BEJIUKOMY HaIyBHOMY KOJIECi,
MPUB'SI3aHOMY 0 KaTepa.

CHOPKJIMHT (CHOpPKeJUTiHT) - SNorkeling - migBoiHe MIaBaHHS 3 aKBaJIAHTOM.
YynoBum MicuieM i CHOPKJIMHTA € MamnbiBy, /16 MPAKTUIHO KOXKEH OCTPIB
Mae cBiit jomarHii pud B 10-20 meTpax Bij Oepera.

aaBHHT - diving - 3aHypeHHs 3 aKBaJTaHToM. "MeEKKoI0" 1aliBepiB BBAKAETHCS
€runet: YepBoHe MOpe psCHIE KOpaJlaMt 1 PIAKICHUMH BUJIAMH pUO.

pagTuHr - rafting - criaB mo piukax, BHJ AKTHBHOTO BiJMOYUHKY 1
eKcTpeMaIbHUN BUJ criopTy. Hes3Bakarouw Ha Te, MO0 TEPMIH IMOXOIUTH BiJl
aHri. raft - T, paTHHIOM YacTO HAa3UBAETHCSA CIUIAB Ha Oalapkax, KaHoe,
KaTamapaHax, HaJ[lyBHMX T'YMOBUX YOBHaXx 1 iH.

Kasik - kayak - te came, 1110 i 6aiiapka: By3bKa Jierka i MaHEBpEHa CIIOPTHUBHA
YOBEH, 3aKpUTa 3BEPXY, 3 JIBOJOMATEBE (IBOCTOPOHHIM) BecioM. CHOpTHUBHI
Kasikd BMIIAIOTh 10 4 BECIAPIB, a KasKW JJIs BIAMOYMHKY Ta TypU3MY - SIK
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MpaBWiIO, OJHOTO ab0 JBOX, PIAKO TphoX. YacTo KasgKkoM Ha3UBAETHCA
OJIHOMICHa ITiJIbHA YOBEH, a 0aif1apKoro - ABOMICHA, 30ipHa, Ha KapKaci 3 iepeBa
1 MeTany, OOTATHyTa BOJOHEIPOHUKHUM MaTepiajioM.

KaHoe - CANO0E - BY3bKUH 1 JIETKUH CTIOPTUBHUHN YOBEH; BiJ] KasiKa BiIP13HIETHCS
TUM, III0 HE 3aKPHUTI 3BEPXY, 1 IPpeOJs 3AIHCHIOETHCS BECIOM IMONEPEMIHHO 3
JIBOTO 1 IPaBOTO OOPTY.

aKkBaaepodika - aqua aerobics, aquagym - BUKOHaHHS Pi3HUX BIIPaB y BOJI
1] My3UKY 3 €JIEMEHTaMH TUTaBaHHS, TIMHACTUKH, PO3TSHKKH 1 CUIIOBUX BIIPAB.
Tak stk Bojia B 700 pa3iB MIUIbHIIIE TOBITPS, HABAHTAXKEHHS HA M'S3U BUXOJIUTh
BUIIE, HIK MPU 3BUYAKHIN aepoOilli; KpiM TOro, TeMieparypa BoAu B OaceliHi
HIDKYE, 110 J03BOJISE€ CHATIOBATH OUIbINE Kajgopik. AKkBaaepoOiKa CTUMYIIIOE
[UAPKYJIALI0 KPOBI 1 JIM(H, 3MIIHIOE TUXabHY CHUCTEMY, aKTHBI3y€ OOMIH
PECYOBHH.

Talickuid 6okc (Taii-00) - BUJI HAIllIOHAJLHOTO OOMOBOro MHUCTENTBA TainaHmy,
10 BKJIIOYA€E SHEPT1iHI yaapu Horamu 1 pykamu. Exementu taii-60 eheKTHBHO
BUKOPUCTOBYIOTbCS B (DITHECI, JO3BOJISIOUM CHAIOBATH Kajopli 1 TPeHyBaTH
M'SI3M HIT, PYK, TPYJIeH, TIIICYOBOTO MOSICa, CTETOH.

minatec - pilates - rimaacruka, pospo6uena a-pom H.Ilinarecom. Bxiouae
€JIEMEHTH MOTHM, CXigHUX OOWOBMX MHUCTENUTB, MEAMUTAIlli, PO3TIKKY,
yIOpaBXKXHEHIsT Ha THYYKICTh, piBHOBary i iH. Ha BiamiHy BiJ TpaaumiitHuX
METOJMK aepoOiku Ta (iTHECy, BIPABU B MUIATEC BHUKOHYIOTHCS MOBIJIHHO,
30CepeKeHO, 0€3 HAIMpyTH, 31 CIOKIMHUM PIBHUM AuxaHHsIM. HaBaHTa)keHHs
CIpsIMOBaHa B MEPILY YEPTy Ha MIMOOKO pO3TaIIOBaH1, HEBEJMKI, CJIa0Ki Tpynu
M'si31B. Iliarec miaxoauTh ISl MOYATKIBIIB, IS JIIOJICH 3 HaJAMIPHOIO Baroro,
JUISL TUX, XTO TIEPEHIC TPaBMH OMOPHO-PYXOBOTO arnapary.

JLJ1st 310pOB 'l

oaabHeoTepanisi (cma-tepamisi) - balneotherapy - Ttepamis 3a g0moMororo
BOJIW: Tapsul, XOJIO/IHI, TPs3hOB1 00 MiHEpaJIbHI BAHHU, BAHHU 3 apOMaTUYHUMU
MacjamH 1 TpaBaMH, AYIIl, JKaKys3l, p13H1 BUAH TApoOMacaxy JUlsl perakcauli,
CTUMYJIAIII, CXyJIHEHHS, JIIKyBaHHS Ta 1H. TepmiH "OambHeorepamisa' Bce
YaCTIIIe 3aCTOCOBYEThCS HE TUIBKM JJIS BaHH, a ¥ JJIA 1HIIMX BHUJIB Tepamii
BOJIOI0, HATPUKIIAJT, TPUHUHATTS BCEPEANHY HA MiHEPAIBHUX JHKEperiax.
Tajacorepamiss - thalassotherapy - migBux OanbHeoTeparii, Tepamis 3
BUKOPHUCTAaHHSIM MOPCBHKOI BOJIH 1 BOJIOpOCTeH (Bij rperbkoro thalassos - Mope).
[le MoxyTh OyTM BaHHU 3 MOPCHKOIO BOAOK0 a00 MyJIOM, OOrOpTaHHS 3
MOPCBKUMU BOJOpOCTsiMU (algae), iHrasii napaMu MOPChKOI BOJIM 1 1H.
CITA-uenTp - SPA-center (Bctpewaercs spa, SpA, Spa) -  MeauKo-
KOCMETOJIOTTYHHUH IICHTP, B SKOMY TIPOBOJUTHLCS OanbHeoTeparis (IpoueaypH 3
BUKOPUCTAaHHSAM BOJAM), a TAKOX IHIII KOCMETHYHI 1 JIIKyBaJbHI MPOLEIYpPH
(mormsy 3a MKiporw 00JMYYs 1 Tia, Macak, ACHIJIALISA, MAaCKH, OOTOpTaHHS Ta
iH.). Big Ha3zBu Oenbrilicbkoro Micra-kypopty Cra, mpociaBlIeHOrO CBOIMHU
rapsudiMyd  MiHEpalbHUMH JDKepenamu. SPA MokHa po3mudpyBatH, SK
CKOpOYEHHS B maTUHCHKUX ¢pa3 "Salus Per Aquam" a6o "Sanitas Per Aquam"
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- "3m0poB's yepe3 Boay'. Y 0araTbOoX TOTEISAX € CBOi CIA-ICHTPH, SKi
MIPOIIOHYIOTh MTUPOKHUI CIIEKTP MOCYT.

muany (miaTmy, mmarcy) - shiatsu - SmoHCBEKHMI METO] Macaky, HATUCHCHHS
MMaJbIsIMU 200 TOJIOHEI0 Ha EBHI IUISHKHU TLIA.

abdianra - abhyanga - TakoX Ha3MBa€ThCs AIOPBEIWYHUNA Maca)<: METO[
Macaxky, 3aCHOBaHMM Ha Tpaaulisax "ArwpBean" - TaBHbOIHIINCHKOI TpaKTaTy
PO MIATPUMKY 370POB'S, PO3POOIEHOT0 OLIbINEe 5 TUCAY POKIB TOMY. Macax
"ablaHra" TPOBOJIUTHCA 3a3BUYANl JIBOMa Maca)KUCTaMH, 3 BUKOPHUCTAHHSIM
MEBHUX Macell 1 TPaB, 1 CIYXKUTb JJISl MIATPUMKHA TapMOHII MIXK TIIOM 1 TyXOM
JIFOTAHU.

TalicbKkuii Macax - thai massage - tpagumiiinuii macax Taimangy. Taiicbkor0
HasuBaeThcsi nuat phaen boran. OcoOJUBICTH IILOTO METOAY B TOMY, IO
MacaXMCT aKTUBHO BHKOPHUCTOBYE HE TUIBKH CBOI PYKH, alle TaKOX
MepeILIIYYs, KT, CTYITHI - HAIIPUKJIAJI, XOJUTh 110 CIIMHI TaIli€HTa.

Jdi¢runr - lifting - kocMeTnyHa, MacaskHa ab0 XipypridHa mporeaypa miaTsKKA
IIKipy (B OCHOBHOMY Ha 00J1M441), JJ1sl T030aBJIEHHS BijJ 3MOPIIIOK, OOBUCAHHS.
nitiHr - peeling - mporenypa BiUTyIyBaHHS BiAMEpPIUX KIITHH 3 TOBEPXHI
mkipu. PoOuTh miKipy Triaakoro, piBHOWO 1 Onuckydor. Jlns mumiHry
BUKOPHUCTOBYIOTHCS TBEP/Il YACTUHKU (ITICKY, COJI1, MIKAapaJIyy TOpixXiB 1 1H.), A
TakoXK mpemnaparu 3 (pykroBuMu kuciotamu. Jlimpoapenax - mporenypa
Kopekii Girypu 1 JiKyBaHHS LEIONITY, aKTUBI3ye OOMIH PEUYOBUH B KUPOBHUX
KIiTHHAX mKipu. JliMmpoapeHax 103BOJIs€ 3HITH BTOMY, CIPUSIE PO3CIA0ICHHIO
M's131B, MIJBHUILEHHIO €JIACTHYHOCTI HIKIPH, MOJIMUIEHHS KOJbOpY 00JMyus,
YCYHEHHS HaOpsKIB 1 pO3TIQKEHHIO 3MOPIIOK. TepameBT BIUIMBaE Ha
aiMpaTHYHy CUCTEMY IMOBUIBHUMHU 1 PETyJISIPHUMH PyXaMH IO BChOMY TiTY.
KpyroBi pyxu uepryrorbes 3 muOOKuM THCKoM. [Iporeaypa BUKIIMKAE BIATIK
HAJ[JTUIITKOBOI PIIMHM 1 TOKCHHIB MO JIM(paTHIHUX CyIHHAX.

xamMmaMm (xamaM) - hamam - TyperbKa jga3usa. THIIoBHil XaMMaM CKIIaJa€ThCs
3 TPOX MPUMIIIEHb - TEIJIOK KIMHATH, 3 SKO1 TICTh NMOYMHAE BiJBITyBaHHS
JIa3H1, raps4oi (mapHoi) 1 X0JI0JHOT.

AB - aMepuKaHCHKUI CHIJTAHOK.

AC - npoxuBaHHs 0€3 XapuyBaHHS.

Al, All Inc (All-inclusive resort) - xapayBaHHS 10 CUCTEMI 8ce BKIIOUEHO.
Cucrema 6ce 6k1oueHo: CHITaHOK, 00111, IiBEYipOK, Beueps Ta Harmoi
POTATOM JIHSL.

B - xononuuii 0yder.

BB (bed breakfast) - cHimaHok mo npuHIMIY MBeAChKUH cTi1. CKi1a MEHIO
BIJIPI3HSETHCS B 3AJICKHOCTI BiJl KpaiHM, aJie 3aBXK 1 BMIIIIYE SK XOJOIHI TaK i
rapsidi 6Jroza.

BF - cHigaHOK: MIBEACHKUH CTIJI.

BG (bungalo) - okpemuii HEeBETUKHUIT OHOIIOBEPXOBHH OYIMHOK 3 BEPAH/IOIO.
BO (bed only) - nposkuBanust 6e3 xapuyBaHHS.

BTT - xapuyBaHHA: CHIZaHOK + JIIKyBaHHS.

BV (beach view) - Homep 3 BUIOM Ha TUISK.
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CH - nogaTkoBe miclie Il JUTHHUA Y HOMEP1 TOTEITIO.

CHD (child) - qutuna, mamtok 10 12 pokis.

CHD1+1 - 1 gopocna monuna + 1 nuTuHa

CHD1+2 - 1 nopocna moauna + 2 TUTHHA

CHD2+1 - 2 nopocnux nmoauau + 1 nutuHa

CHD2+2 - 2 nopocinux moauHu + 2 TUTHHA

CHD3+1 - 3 gopocnux moauam + 1 nuruHa

CHDA4+1 - 4 nopocnux nmoauau + 1 nutuHa

CV (city view) - crangapTHUH HOMEp 3 BUJIOM Ha MicTO a00 MaHOPaMoOIo Ha
OKOJIUIIIO TOTEINIO.

CVB - cragmapTHUil HOMEp 3 BHJIOM Ha MiCTO 200 IMaHOPaMOIO Ha OKOJIMIT
TOTEIIO 3 OATKOHOM.

DBL (double) - cranmapTHH# 1BOMICHUI HOMED y TOTEJi 3 OJTHUM BEIHUKUM
JKKOM.

DBL + EXB - nBoMicHU HOMEp + J10J]aTKOBA JIIKKO.

DBL + CHD - gBomicHuii HOMep y roTeni 3 OJIHIEI0 TUTHHOIO.

DBL + 2 CHD - nBoMicHHIT HOMEp y TOTEJIi 3 IBOMA JITHMH.

DLX - Homep nokpaiieHoi KoM(pOpTHOCTI.

DLXGYV - HoMep nokpailieHoi KoOM(POPTHOCTI 3 BUAOM Ha caJl, HapKOBY 30HY.
DLXLYV - Homep nokpaiieHoi KoM(pOpPTHOCTI 3 BUAOM Ha JIaryHy.

DLXSV - Homep nokpariieHoi KoMm(GpOpPTHOCTI 3 BHIOM Ha MOpE.

DUPLEX - nBonoBepxoBuii HOMEp B I'OJIOBHOMY KOPITYCl 3 BITAJIbHEIO Ha
MIEPIIIOMY TTOBEPCI Ta CMAJbHEIO Ha JPYTrOMYy TTOBEPCi.

DV (dune view) - HOMep roTeito 3 BHJIOM Ha MilaHi TIOHH.

EB - aurmiicpKuii CHIZaHOK.

EXB (extra bed) - momarkoBe J>KKO y IBOMICHOMY HOMEDI.

FB (full board) - moBHMit maHcioH: CHiTaHOK, 0011, IMiIBEYipOK, BEUEPI.
FBT - xapuyBanHs y caHatopii: moBHu# nanciod. O310poBya nporpama,
JIKyBaJIbHUM KypC.

GOLFV - Homep 3 miBUIIIEHUM KOM(OPTOM 3 BUJIOM Ha TMOJIE AJIs TOIbQY.
GV (garden view) - ctangapTHUI HOMEp y TOTeJIi 3 BUIOM Ha cal, MapK.
GVB - craniapTHH HOMEP y TOTEJ1 3 BUJOM Ha Cajl UM MapK Ta OAJTKOHOM.
HB (half board) - HemmoBHuit maHcioH: cHigaHOK, Beueps. O0i1 3aBK/Iu 3a
JTOTATKOBY TIJIATY.

HB+ - po3mmpennii HemoBHUM MaHCIOH (BKJIFOYEH1 HAMO1 Ha Beyepro abo B
0011).

HBB - rapsiumii 6yder.

HBT - xapuyBanHs + nikyBaHHs. [lomupeHnit KOMIUIEKC MOCIYT Y
JIKYBaJIbHUX TOTENSX, CAHATOPISIX, TAHCIOHATAaX.

HV (holiday village) - kommiekcHHI TOTENb 3 BETUKOI TEPUTOPIEIO 3i
CIIOPTUBHHUMH Ta PI3HOMAHITHUMH PO3BOKAILHUMH Maiianunkamu. ['orenb
Ma€ BUTJIS]T MEPEK1 HEBEITUKHUX OYAMHOYKIB THUITy OYHTaso.

INF (infant) - marok 10 2 pokis.

JS - Homep 3 migBUIIIECHUM KOM(OPTOM Ta HEBEITUKOIO BiTAIHHEIO.
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LUX (luxe) - amapTamMeHTH JIIOKC KJacy.

LV (land view) - HOMep 3 maHOPaMHUM BHJIOM Ha MICIICBICTb.

MB (main building) - HoMep B roJloBHOMY KOpITyCi, Oy TiBIIi.

MV (mountain view) - HoMep TOTeIT0 3 BUOM Ha TOPH.

OBT - xapuyBaHHS 3T1HO MPOrpamMu Ta Kypc JIKyBaHHS y CaHATOPii, TaHCIOHI
Ta roTe 3 BIAMOBIIHO JiKyBaJbHOI 0a3010.

OV (ocean view) - HOMep y TOTEI 3 BHJIOM Ha OKEaH.

PA - cTaHIapTHHI HOMEp rOTENIO 3 BUXOJIOM JI0 Oaceiny.

PP - xapuyBaHHs 32 IpOrpamolo.

PV (pool view) - crannapTHHI HOMEp TOTEIIIO 3 BUJIOM Ha OaceiiH.

PVB - Homep rotento 3 Busiom Ha 6aceiid 3 6amKoHOM.

RO - mpoxxuBaHHs 6€3 XapuyBaHHS.

R.O.H. (run of the house) - po3mirmieHHs TyprcTa B TOTEINI O€3 OMEePETHHOIO
YTOYHEHHS TUITy HOMEpa Ta BUY 13 BIKHA.

RV (river view) - ctangapTHHI HOMEp TOTEIIIO 3 BHJIOM Ha PIuKy.

RVB - crannapTHuii HOMEp roTelto 3 BUAOM Ha PIUKY 3 OAIKOHOM.

SGL (single) - crangapTHHIT OJHOMECTHBIA HOMED 3 OJHUM JIIKKOM.

SGL + CHD (2-6) ( single + children) - 1 nopocnuii + majrok Big 2-6 pokiB.
SNGL (single) - crangapTHHI OAHOMICHUH HOMED.

SNL + CHL - ogHOMiCHUI HOMEp Yy TOTEN 3 OAHIEI0 TUTHUHOIO.

SNL + 2 CHL - onHOMiCcHHMIT HOMEp Yy TOTEJ 3 TBOMA JITHMHU.

SSV - HoMep roTento 3 01YHUM BUIOM Ha MODE.

STD (standard) - crangapTHUi HOMEp y TOTEII.

STDB - cranmapTHuii HoMep 3 OATKOHOM.

SUPPV - HOMep ToTelto 3 MOKpAaIIeHUM BUIOM Ha 0aceiiH.

SUPSV - HOoMep roTento 3 MOKpalieHuM BUJIOM Ha MOpE.

SUT (suite) - Homep y ToTem 3 miIBHICHUM KOM(OPTOM, HaifJacTiIIe BeJIruKa
KIMHATa, SIKa Ma€ 30HY JJIS1 BIIMIOYNHKY.

SV (sea view) - HOMep TOTeI0 3 BUAOM Ha MOPE.

TWIN (twin) - tBoMicHUI HOMED 3 ABOMA OKPEMHMH JTIKKAMHU.

TRIPL, TRPL (triple) - TpumicHui# HOMEp y TOTETi.

TPL - crangapTHul TpUMICHUN HOMEP y TOTEJ TPbOMa OKPEMHUMHU JT1KKAMHU.
VGL - HoMep B OKpeMmiil BUILT, sika Ma€e OJMH a00 JeKiJIbKa HOMEpIB.
VILLA - Bina, okpemuii OyauHoK VIP piBHS, SIK MPaBUIIO Ma€ €KCKITFO3UBHE
PO3MIIICHHS, O1TIBITY TUIONTY, CBIM cajl, OaceiH.

VYV (valley view) - Homep ToTe0 3 BUAOM Ha JOJIHHY.

QDR, QDPL (quadripple) - cranmapTHuit YoTHpUMICHUI HOMED y roTei 4
OKPEMHUMH JIDKKaMU a00 2 TBOCTATbHUMH JIDKKaAMHU.

5 PAX, 6 PAX - 6araToMicHI HOMEpH: IT'ATH, llIeCTUMICHI HOMepH (1 T.1.)

1 BDRM - anaprameHTH 3 OJTHOIO CHAIBHELO.

2 BDRM - anmapraMeHTH 3 IBOMa CITAJIbHSIMH.
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TOURISM GLOSSARY

Accommodation capacity: The measure of accommodation stock at a defined
destination. May be given by various different measures: e.g. number of
establishments; number of main units within an establishment (e.g. rooms,
caravan stances); capacity in terms of residents (e.g. bedspaces).

Accounting period: Normally one year, the period for which accounts are
drawn up

Accreditation: A procedure to establish if a tourism business meets certain
standards of management and operation.

add-on: any component of a package tour that is not included in the package
price

Advanced ecotourism: A level of accreditation consisting of all core criteria as
well as some of the advanced certification criteria.

adventure tour: a tour designed around an adventurous activity such as rafting
or hiking

Adventure tourism: A form of tourism in natural areas that incorporates an
element of risk, higher levels of physical exertion, and the need for specialised
skills.

affinity group: a group sharing a common interest, usually from an
organization. See also pre-formed group.

after-departure charge: expenses such as telephone charges that do not appear
on a guest’s account at check out.

agent: one who acts or has the power to act as the representative of another.
Most frequently in travel anyone other than a principal, such as a retail travel
agent, receiving agent, ticket agent, local operator or wholesaler (usage
uncommon in No. America)

air sea: a cruise/travel program which includes both air/sea arrangements. Often
combined with local hotel arrangements for pre/post stays

airline classes of service: variety of terms used to express a particular type of
aircraft cabin service. Classes vary with types of compartments, seating comfort,
and amenities, with variation between domestic and international flights, and
denoted by a fare code on the ticket.

airline fare: price charged for an airline ticket. Some of the categories are as
follows: advance purchase excursion (APEX): heavily discounted excursion fare
available on many international routes. Reservations and payment will be
required well in advance of departure, with varying penalizes for cancellation;

excursion: individual fares that require a round-trip within time limits,
72



discounted from coach fare, limited availability; group: discounts from regular
fares for groups; and regular or normal: any unrestricted fare.

airline reporting conference (ARC): a consortium of airline companies, who
by agreement, provide a method of approving authorized agency locations for
the sale of transportation and cost-effective procedures for processing records
and funds to carriers. Not all airlines are ARC companies.

All-inclusive: A form of package holiday where the majority of services offered
at the destination are included in the price paid prior to departure (e.g.
refreshments, excursions, amenities, gratuities, etc).

Alternative tourism: In essence, tourism activities or development that are
viewed as non-traditional. It is often defined in opposition to large-scale mass
tourism to represent small-scale sustainable tourism developments. AT is also
presented as an 'ideal type', that is, an improved model of tourism development
that redresses the ills of traditional, mass tourism

American plan: type of rate that includes the price of the hotel room, breakfast,
lunch and dinner. AP is the common abbreviation. See also room rates.
association executive: A full-time professional administrator who is employed
by an association and is responsible for planning and promoting annual
conventions and association meetings.

attraction: a place, event, building or area which tourists want to visit
attraction: a natural or man-made facility, location, or activity which offers
items of specific interest to tourists.

Auditing: A process to measure and verify the practices of a business.

average room rate: the total guest room revenue for a given period divided by
the number of rooms occupied for the same period. Since it can be related to
investment, this statistic is frequently used as a measure of economic feasibility.
Backpacker: A visitor, for the purpose of a holiday or special event, who stays
in a backpackers lodge/hostel.

bed and breakfast: (B & B) overnight accommodations usually in a private
home or boarding house, with a full American-style or continental breakfast
included in the rate, often without private bath facilities

booking form: a document which tour purchasers must complete which gives
the operator full particulars about who is buying the tour. It states exactly what
Is being purchased, ( including options) and must be signed as acknowledgment
that the liability clause has been read and understood.

bulk fare: fare available only to tour organizers or operators who purchase a
specified block of seats from a carrier at a low, non-commissionable price and
then have the responsibility of selling the seats, including a commission in their
marked-up price.

business plan: an action plan that entrepreneurs draw up for the purpose of
starting a business; a guide to running one's business

Business Travel or Business Events: Travel for commercial rather than leisure
purposes. Business travel is sometimes used as a cover-all to include what are
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sometimes referred to as the “MICE” markets — meetings, incentives,
conferences and exhibitions

Business travel: Travel for a purpose and to a destination determined by a
business, and where all costs are met by that business.

Capacity management: A process that seeks to ensure that their organisations
operate at optimum capacity whilst maintaining customer satisfaction levels.
carrier: transportation company such as an airline, motorcoach, cruise line, or
railroad which carries passengers and/or cargo carrying capacity: the amount of
tourism a destination can handle.

Carrying capacity: The amount of visitor activity that a site or destination can
sustain.

Carrying-capacity analysis: Originally a term applied in ecology referring to
the maximum number of animals of a given species that a particular habitat could
support. In the context of tourism, it refers to the maximum number of tourists a
destination can support.

cash flow: money available to meet the company’s daily operating expenses, as
opposed to equity, accounts receivable, or other credits not immediately
accessible

Certified Tour Professional: CTP: a designation conferred upon tour
professionals who have completed a prescribed course of academic study,
professional service, tour employment and evaluation requirements. It is
administered by the National Tour Association.

Certified Travel Counselor: CTC: a designation attesting to professional
competence as a travel agent. It is conferred upon travel professional with five
or more years of industry experience who complete a two year, graduate-level
travel management program administered by the Institute of Certified Travel
Agents.

Chain of distribution: The means by which products (package holidays in this
instance) are distributed from producers (principals) to consumers (tourists),
often via wholesalers and retailers (tour operators and travel agents).

charter operations: (1) term referring the transportation of pre-formed groups
which have the exclusive use of the vehicle. (2) An operator authorized to
arrange transportation, however, is not limited to dealing with pre-formed
groups, but can itself form the tour group.

Charter: A legal contract between an owner and an organisation for the hire of
a means of transport for a particular purpose. An individual traveller will use an
intermediary to arrange to be carried on the transport. Often applied to a flight
which is the result of a charter.

charter: to hire the exclusive use of any aircraft, motorcoach, or other vehicle
circle trip: a journey with stopovers that returns to the point of departure

city guide: a person who has a speciality of guiding in the city only

closeout: finalization of a tour, cruise, or similar group travel project after which
time no further clients are accepted. Any unsold air or hotel space is released,
and final payments are sent to all suppliers.
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Coach Tour: A guided bus tour for a group of holiday makers that follows a
scheduled itinerary. Visitors purchase all arrangements from the Inbound Tour
Operator prior to arrival in NZ.

Code of conduct: Guidelines advising a tourism stakeholder, including tourists,
on how to behave in an environmentally responsible manner.

Code of Ethics / Conduct / Practice: Recommended practices based on a
system of self regulation intended to promote environmentally and/or socio-
culturally sustainable behaviour.

commercial rate: a special rate agreed upon by a company and a hotel. Usually
the hotel agrees to supply rooms of a specified quality or better at a flat rate to
corporate clients.

commercial recreation system: recreational products, services, and facilities
created and operated by privately owned businesses or corporations as opposed
to public facilities

commission: the percentage of a selling price paid to a retailer by a supplier. In
the travel industry, travel agents receive commissions for selling tour packages
or other services.

common carrier: a privately owned carrier which offers transportation for a fee
complimentary room: a guest room for which no charge is made.
Complimentary rooms with a tour group are usually occupied by the tour
manager or driver.

Computer reservation systems (CRS): Computerised Reservation Systems
used for inventory management by airlines, hotels and other facilities. CRSs can
allow direct access through terminals for intermediaries to check availability,
make reservations and print tickets.

concessionaire : a firm which, under contract rights, operates for another party
(in many cases, a government agency) food and beverage services, lodging
facilities, and other services on-site at an attraction

concierge: a hotel employee who handles restaurant and tour reservations, travel
arrangements, and other details for hotel guests

conditions: the section or clause of a transportation/tour contract which
specifies what is not included and which may spell out the circumstances under
which the contract many be invalidated

conductor, and (in Europe) courier: Tour manager/guide - both terms have
roughly the same meaning and are used interchangeably. A person with this title
Is usually at a professional, well trained level.

confidential tariff: a schedule of wholesale rates distributed in confidence to
travel wholesalers and agents. Better known as a net rate.

configuration: the interior arrangement of a vehicle, particularly an airplane.
The same airplane, for example, may be configured for 190 coach-class
passengers, or it may hold 12 first-class passengers and 170 coach passengers,
Configuration is also used in conjunction with how the plane is arranged such as
three seats on each side or in larger planes two seats on each side with four
middle seats.
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confirmed reservation: an oral or written agreement by a supplier that he has
received and will honor a reservation. Oral confirmations have no legal weight.
Even written or telegraphed confirmations have specified or implied limitations.
e.g.. a hotel not honoring a reservation after 6 pm., unless late arrival has been
guaranteed in some manner.

Conservation: Can be broadly interpreted as action taken to protect and
preserve the natural world from harmful features of tourism, including pollution
and overexploitation of resources.

Conservation: The protection and maintenance of nature while allowing for its
ecologically sustainable use.

booking form: a document which tour purchasers must complete which gives
the operator full particulars about who is buying the tour. It states exactly what
Is being purchased, ( including options) and must be signed as acknowledgment
that the liability clause has been read and understood.

bulk fare: fare available only to tour organizers or operators who purchase a
specified block of seats from a carrier at a low, non-commissionable price and
then have the responsibility of selling the seats, including a commission in their
marked-up price.

Bureaucracy: An organisation typified by formal processes, standardisation,
hierarchic procedures, and written communication

business plan: an action plan that entrepreneurs draw up for the purpose of
starting a business; a guide to running one's business

Business Travel or Business Events: Travel for commercial rather than leisure
purposes. Business travel is sometimes used as a cover-all to include what are
sometimes referred to as the “MICE” markets — meetings, incentives,
conferences and exhibitions

Business travel: Travel for a purpose and to a destination determined by a
business, and where all costs are met by that business.

Business Travel: Travel of 1: 365 days duration for the purpose of attending a
convention or training, conducting official/government or private business.
cafeteria: a food-service operation of a limited menu, in which customers carry
their own trays to seating

Capacity management: A process that seeks to ensure that their organisations
operate at optimum capacity whilst maintaining customer satisfaction levels.
Capital expenditure: The cost of long-term assets; such as computer
equipment, vehicles and premises. Importantly these are bought to use over
several years and not to resell.

carrier: transportation company such as an airline, motorcoach, cruise line, or
railroad which carries passengers and/or cargo carrying capacity: the amount of
tourism a destination can handle.

Carrying capacity: The amount of visitor activity that a site or destination can
sustain.

Carrying-capacity analysis: Originally a term applied in ecology referring to
the maximum number of animals of a given species that a particular habitat could
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support. In the context of tourism, it refers to the maximum number of tourists a
destination can support.

cash flow: monies available to meet the company’s daily operating expenses, as
opposed to equity, accounts receivable, or other credits not immediately
accessible

Certified Tour Professional: CTP: a designation conferred upon tour
professionals who have completed a prescribed course of academic study,
professional service, tour employment and evaluation requirements. It is
administered by the National Tour Association.

Certified Travel Counselor: CTC: a designation attesting to professional
competence as a travel agent. It is conferred upon travel professional with five
or more years of industry experience who complete a two year, graduate-level
travel management program administered by the Institute of Certified Travel
Agents.

Chain of distribution: The means by which products (package holidays in this
instance) are distributed from producers (principals) to consumers (tourists),
often via wholesalers and retailers (tour operators and travel agents).

charter operations: (1) term referring the transportation of pre-formed groups
which have the exclusive use of the vehicle. (2) An operator authorized to
arrange transportation, however, is not limited to dealing with pre-formed
groups, but can itself form the tour group.

Charter: A legal contract between an owner and an organisation for the hire of
a means of transport for a particular purpose. An individual traveller will use an
intermediary to arrange to be carried on the transport. Often applied to a flight
which is the result of a charter.

charter: to hire the exclusive use of any aircraft, motorcoach, or other vehicle
circle trip: a journey with stopovers that returns to the point of departure

city guide: a person who has a speciality of guiding in the city only

closeout: finalization of a tour, cruise, or similar group travel project after which
time no further clients are accepted. Any unsold air or hotel space is released,
and final payments are sent to all suppliers.

Coach Tour: A guided bus tour for a group of holiday makers that follows a
scheduled itinerary. Visitors purchase all arrangements from the Inbound Tour
Operator prior to arrival in NZ.

Code of conduct: Guidelines advising a tourism stakeholder, including tourists,
on how to behave in an environmentally responsible manner.

Code of Ethics / Conduct / Practice: Recommended practices based on a
system of self regulation intended to promote environmentally and/or socio-
culturally sustainable behaviour.

commercial rate: a special rate agreed upon by a company and a hotel. Usually
the hotel agrees to supply rooms of a specified quality or better at a flat rate to
corporate clients.
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commercial recreation system: recreational products, services, and facilities
created and operated by privately owned businesses or corporations as opposed
to public facilities

commission: the percentage of a selling price paid to a retailer by a supplier. In
the travel industry, travel agents receive commissions for selling tour packages
or other services.

common carrier: a privately owned carrier which offers transportation for a fee
complimentary room: a guest room for which no charge is made.
Complimentary rooms with a tour group are usually occupied by the tour
manager or driver.

Computer reservation systems (CRS): Computerised Reservation Systems
used for inventory management by airlines, hotels and other facilities. CRSs can
allow direct access through terminals for intermediaries to check availability,
make reservations and print tickets.

concessionaire : a firm which, under contract rights, operates for another party
(in many cases, a government agency) food and beverage services, lodging
facilities, and other services on-site at an attraction

concierge: a hotel employee who handles restaurant and tour reservations, travel
arrangements, and other details for hotel guests

conditions: the section or clause of a transportation/tour contract which
specifies what is not included and which may spell out the circumstances under
which the contract many be invalidated

conductor, and (in Europe) courier: Tour manager/guide - both terms have
roughly the same meaning and are used interchangeably. A person with this title
is usually at a professional, well trained level.

confidential tariff: a schedule of wholesale rates distributed in confidence to
travel wholesalers and agents. Better known as a net rate.

configuration: the interior arrangement of a vehicle, particularly an airplane.
The same airplane, for example, may be configured for 190 coach-class
passengers, or it may hold 12 first-class passengers and 170 coach passengers,
Configuration is also used in conjunction with how the plane is arranged such as
three seats on each side or in larger planes two seats on each side with four
middle seats.

confirmed reservation: an oral or written agreement by a supplier that he has
received and will honor a reservation. Oral confirmations have no legal weight.
Even written or telegraphed confirmations have specified or implied limitations.
e.g.: a hotel not honoring a reservation after 6 pm., unless late arrival has been
guaranteed in some manner.

Conservation: Can be broadly interpreted as action taken to protect and
preserve the natural world from harmful features of tourism, including pollution
and overexploitation of resources.

Conservation: The protection and maintenance of nature while allowing for its
ecologically sustainable use.

78



roup tour: a pre-arranged, pre-paid travel program for a group usually including
all components. Also see packaged tour.

guaranteed tour: a tour guaranteed to operate

guest account: an itemized record of a guest’s charges and credits

guide: (1) a person qualified to conduct tours of specific localities or attractions
(many reliable guides are licensed), (2) an airline, bus, railroad, or ship manual
of schedules and fares, usually printed seasonally

guided tour: a local sightseeing trip conducted by a guide

head tax: fee charged for arriving and departing passengers in some foreign
countries

heritage: a very broad expression that describes anything that has a link with
some past event or person (e.g. cultural heritage refers to past customs and
traditions with the unspoken implication that these are worthwhile or creditable)
heritage site: a place that capitalises on its connection with heritage

Heritage: Things of value that are inherited which people want to keep. Heritage
can be natural, cultural, tangible, intangible, personal or collective. Natural
heritage is often conserved in places such as reserves and national parks. Cultural
heritage practices are often conserved through ongoing traditions and practices.
Heritage: Today's perception of a pattern of events in the past.

High conservation value: Recognition of the great significance of a natural or
cultural site.

high season: the period of the year when occupancy/usage of a hotel or attraction
is normally the highest. High usage invariably means higher prices for rooms or
admission. Also referred to as on-season or peak season.

History: A pattern of events in the past.

host: (1) a representative of the group (organizer) that may arrange optional
excursions and answer questions but does not have escort authority (2) liaison
to the tour operator or tour manager, or (3) a representative who provides only
information or greeting services or who assists at the destination with ground
arrangements without actually accompanying the tour.

HRM: Human Resource Management, concerned with the strategic
management of human resources to achieve a competitive advantage.

hub and spoke tours: tours which utilize a central destination with side trips of
varying length to nearby destinations

human-made attraction: an attraction created by people

Immigration: the process by which a government official verifies a person’s
passport, visa or origin of citizenship

Impacts: Effects, which may be either positive or negative, felt as a result of
tourism-associated activity. Tourists have at least three kinds of impacts on a
destination: economic, sociocultural and environmental. Tourism also has
effects on tourists, in terms of possible attitude and behaviour changes.
Impromptu Travel: No arrangements booked in country of destination prior to
travel. (Another name for FIT travel).
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inbound tour operator: company specializing in domestic tours for foreign
visitors in the strictest sense. Can also be used interchangeably with receptive
operator.

inbound tour: group of travelers whose trip originated in another city or country
Incentive or incentive commission: See override.

incentive tour: (1) a trip offered as a prize, particularly to stimulate the
productivity of employees or sales agents, or (2) the business of operating such
travel programs

incidentals: charges incurred by participants of a tour, but are not included in
the tour price

inclusive tour: tour in which all specific elements — transportation, airfare,
hotels, transfers, and other costs — are offered for a flat rate. An inclusive tour
does not necessarily cover all costs such as personal items and telephone.
independent contractor: a person contractually retained by another to perform
certain specific tasks The other person has no control over the independent
contractor other than as provided in the contract. In the context of group travel,
a tour manager is often retained by the tour operator, or tour brochure
designer/writer might be hired in this capacity.

independent tour: an unescorted tour sold through agents to individuals. For
one price, the client guaranteed air travel, hotel room, attraction admissions and
(typically) a car rental.

Indigenous species: A species that occurs at a place within its historically
known natural range, and forms part of the natural biological diversity of a place.
indirect air carrier: generally synonymous with charter tour operator. A tour
operator, travel agent, or other promoter who (under federal regulations)
contracts for charter space from a carrier for resale to the public. In theory,
indirect air carriers act as independent, risk-taking entrepreneurs, promoting
their own product

info-mediaries: Organisations which provide websites/electronic guides as an
information resource, sharing other resources such as web links to organisations
that sell tourism/travel. The infomediary may be an organisation or company in
its own right, or may form part of an individual company's or organisation's
customer service

Information systems: Systems that use information technology to capture,
transmit, store, retrieve, manipulate, or display information.

Infrastructure: Construction needed to support economic development.
Innovative best practice: A practice that is considered to be of the highest
quality, excellence, or standing — a leader in the field.

Intangibility: The characteristic of not being touchable: a good is tangible
whereas a service is intangible

Intermediary: An organisation within the chain of distribution whose function
Is to facilitate the supply of a given product from producers to consumers. In the
travel industry examples are travel agencies and tourism information offices.
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intermediate carrier: a carrier that transports a passenger or piece of baggage
as part of an inter-line movement, but on which neither the point of origin or
destination is located

intermodal tour: tour using several forms of transportation such as airplanes,
motorcoaches, cruise ships, and trains to create a diversified and efficient tour
package

Interpretation: An educational process that is intended to stimulate and
facilitate people's understanding of place, so that empathy towards,
conservation, heritage, culture and landscape is developed.

Interpretation: Revealing the significance and meanings of natural and cultural
phenomena to visitors, usually with the intent of providing a satisfying learning
experience and encouraging more sustainable behaviour.

Introduced species: A translocated or alien species found at a place outside its
historically known natural range, as a result of the intentional or accidental
dispersal by human activities. Includes genetically modified organisms.

IT Number: a registration number that is assigned to a tour package

itinerary: the travel schedule provided by a travel agent or tour operator for the
client. A proposed or preliminary itinerary may be rather vague or very specific.
A final itinerary spells out all details, including flight numbers, departure times,
and similar data, as well as describing planned activities.

land operator: a company that provides local services, see also
ground/receptive operator

lead time: advance time between initiating a tour and its departure date
Leadership: Influencing and directing the performance of group members
towards the achievement of organisational goals

leg: portion on a journey between two scheduled stops

Leisure travel: Travel undertaken for pleasure and unrelated to paid work time.
Length of stay: No of nights spent in one destination. Most tourist boards seek
to find ways of increasing visitors’ length of stay

letter of agreement: a letter from the buyer to the supplier accepting the terms
of the proposal. This may also be the supplier s initial proposal that has been
initialed by the buyer

Lifecycle: The particular pattern through which a destination evolves.

Limits of acceptable change: Environmental indicators that can monitor
changes over time as a consequence of tourism.

load factor: average number of seats occupied, e.g. motorcoach or air

local: belonging to a particular place or region

low season: that time of the year at any given destination when tourist traffic,
and often rates, are at their lowest. Also referred to as off-peak or off-season.
macro business: a large, formal business that employs many people

manifest: final official listing of all passengers and/or cargo aboard a
transportation vehicle or vessel

Market orientated pricing: A method of pricing that benchmarks prices against
competitors when deciding on price.
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market segment: the concept of dividing a market in parts

Market segmentation: Market segmentation is a marketing approach that
encompasses the identification of different groups of customers with different
needs or responses to marketing activity. The market segmentation process also
considers which of these segments to target.

markup: (1) difference between the cost and the selling price of a given product;
(2) difference between the net rate charged by a tour operator, hotel, or other
supplier and the retail selling price of the service.

Mass tourism: Traditional, large scale tourism commonly, but loosely used to
refer to popular forms of leisure tourism pioneered in southern Europe, the
Caribbean, and North America in the 1960s and 1970s.

master account: the guest account for a particular group or function that will be
paid by the sponsoring organization

master bill: all items contracted by the operator and supplier that will be paid by
the operator

MAVERICS: Characterisation of tourists of the future as multi-holidaying,
autonomous, variegated, energised, restless, irresponsible, constrained and
segmented.

Mediation: An attempt to settle a dispute using a neutral third party

meet and greet: pre-purchased service for meeting and greeting a client/group
upon arrival in a city, usually at the airport, pier, or rail station. Service may
include assisting the client/group with entrance formalities, collecting baggage,
and obtaining transportation to the hotel

micro business: a small, often informal, business that employs very few people
Minimal impact practices: Deliberate human behaviour that reduces the
negative impact of people or objects on the environment to a minimum.
minimum charge: the amount that each customer must pay no matter what is
consumed. For example: a two-drink minimum in a club

minimum land package: the minimum tour expressed in terms of cost and
ingredients that must be purchased to qualify for an airline inclusive tour, or
contract bulk inclusive tour fare. Such packages usually include a certain number
of nights lodging, other specified ingredients such as sightseeing tours and/or
entertainment and/or car rental.

Mode of travel: The type of transport used to make a journey between an origin
and a destination, and can include walking and cycling as well as all forms of
mechanical transport.

Monitoring: The ongoing review and assessment of the natural or cultural
integrity of a place in order to detect changes in its condition with reference to a
baseline condition.

Motivation: Internal and external forces and influences that drive an individual
to achieving certain goals.

motorcoach tour operator: a company that creates tours in which group
members are transported via motorcoach on a planned itinerary of stops
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motorcoach: a large, comfortable, well-powered bus that can transport groups
and their luggage over long distances

mystery tour: a tour to an unpublished destination -- passengers get a surprise!
Natural area: Areas that exist in or are formed by nature which are not artificial,
and can include cultural aspects.

natural attraction: a tourist attraction that has not been made or created by
people

natural disaster: a destructive force (e.g. earthquake, flood, volcanic eruption)
Nature Tourism (Nature-based tourism): Ecologically sustainable tourism with
a primary focus on experiencing natural areas.

Negligence: Failing to exercise what is legally considered to be reasonable care.
net wholesale rate: a rate usually slightly lower than the wholesale rate,
applicable to groups when components are specifically mentioned in a tour
brochure. The rate is marked up by wholesale sellers to cover tour costs.

no show: guest with confirmed reservations who does not arrive and has not
canceled

No-frills: A low-cost scheduled travel package based on minimising operator
service and costs, which are passed to the consumer as a low price.

Non-profit: Non-profit organisations are those which are driven by non-
financial organisational objectives, i.e. other than for profit or shareholder
return.

occupancy: the percentage of available rooms occupied for a given period. It is
computed by dividing the number of rooms occupied for a period by the number
of rooms available for the same period.

off-peak: a period in which a hotel or attraction is not in its busiest season
Off-site management: Provision of pre-visit (or otherwise off-site) educational
and interpretive materials to raise awareness of management issues and
encourage minimal impact behaviour.

on-demand public transportation: transportation services, such as taxicabs
that do not have regular schedules

On-site assessment: A site-visit by a quality systems member to verify material
submitted during the accreditation application.

On-site management: Management of visitor impacts and behaviour on-site
through the use of signs, formed tracks or board-walks, barriers and the physical
presence of management staff.

open jaw: an arrangement, route, or fare, authorized in a tariff, granting the
traveling public the privilege of purchasing round-trip transportation from the
point of origin to one destination, at which another form of transportation is used
to reach a second destination, where a passenger resumes the initial form of
transportation to return to the point of origin. Used for airline travel mainly
Operations management: "The ongoing activities of designing, reviewing and
using the operating system, to achieve service outputs as determined by the
organization for customers” (Wright, 1999).
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operations: performing the practical work of operating a tour or travel program.
Operations usually involves the in-house control and handling of all phases of
the tour, with both suppliers and clients.

option date: the date agreed upon when a tentative agreement is to become a
definite commitment by the buyer

option: tour feature extension or side trip offered at extra cost

Organisation: A deliberate arrangement of people to achieve a particular
purpose

outbound operator: a company which takes groups from a given city or country
to another city or county

outbound tour: any tour that takes groups outside a given city or country,
opposite of inbound

outfitter: a business that provides services or equipment at a recreational facility
overbook: accepting reservations for more space than is available

override: acommission over and above the normal base commission percentage
pacing: The scheduling of activities within an itinerary to make for a realistic
operation and give a certain balance of travel time, sightseeing, events and free
time

package tour: a combination of several travel components provided by different
suppliers, which are sold to the consumer as a single product at a single price
package: (1) pre-arranged combination of elements such as air, hotel,
sightseeing, and social events put together and sold at an all-inclusive package
price; (2) to package, meaning to combine elements as above into an all-
inclusive package product

packager: an individual or organization that coordinates and promotes the
package tours and establishes operating guidelines for the tour

passport: government document permitting a citizen to leave and re-enter the
country

pax: industry abbreviation for passengers

peak fare, rate, or season: highest level of charges assessed during a year
Perishability: The characteristic of being perishable. In tourism the term is used
to describe, for example, a particular hotel room on a specific night or a
particular seat on a specific flight: they cannot be 'stored' and sold later, so they
are perishable.

Personal disposable income: The amount an individual has left over for
personal expenditure on goods and services, after payment of personal direct
taxes, national insurance and pension contributions.

Person-trip: A Person-trip for non-residents begins each time a non-resident
traveller enters Canada. The person-trip concludes when the traveller leaves
Canada. For residents, each time a person departs from Canada a person-trip
begins. It ends when the traveller returns to Canada.

Physical evidence: The tangible evidence of a service, including everything
which can be seen, touched, smelt and heard.
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Pollution: Harmful effects on the environment as a by-product of tourism
activity. Types include: air; noise; water; and aesthetic.

port of entry: point at which persons enter a country where customs and
Immigration services exist

Positioning: The process of ensuring potential customers have a desired
perception of a product or service, relative to the competition.

pre- and post-trip tours: optional extension packages before or after a meeting,
tour or convention

pre-formed group: a tour group in existence prior to the tour, the members of
which share a common destination and purpose

Price elasticity of demand: A measure of the variability that can be expected
in sales when prices are changed. Unity elasticity would see equal increase in
sales to in reaction to a decrease in price. Inelastic demand would not change
when prices went down or up.

Price elasticity of demand: A relationship between the changes in prices
charged for a good or service (here taken as hotel rooms) and the change in the
amount demanded.

pricing: decision-making process of ascertaining what price to charge for a
given tour, once total costs are known. Pricing involves determining the markup,
studying the competition, and evaluating the tour value for the price to be
charged; function performed by the operations manager.

primary market: a country in which the US Travel & Tourism Admin
(USTTA) maintains an office

Process control: A systematic use of tools to identify significant variations in
operational performance and output quality, determine root causes, make
corrections and verify results (Evans and Lindsay, 1999:345).

Process design: Involves specifying all practices needed, flowcharting,
rationalisation and error prevention (Rao et. al., 1996:540-541).

Process improvement: A proactive task of management aimed at continual
monitoring of a process and its outcome and developing ways to enhance its
future performance (James, 1996:359).

Process management: Planning and administering the activities necessary to
achieve a high level of performance in a process and identifying opportunities
for improving quality, operational performance and ultimately customer
satisfaction.

Profit: The excess of revenue over expenses, if expenses exceed revenues in a
given period the organisation will make a loss.

proof of citizenship: a document, necessary for obtaining a passport, that
establishes one s nationality

Protected area: Any area of land and/or sea dedicated to the conservation,
protection and maintenance of biodiversity and natural and cultural resources,
which is managed through legal or other means.
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protected: guarantee by a supplier or wholesaler to pay commissions, plus all
refunds to clients, on pre-paid, confirmed bookings regardless of subsequent
cancellation of a tour or cruise.

rack rate: regular published rate of a hotel or other travel service

Rack Rate: Retail price of accommodation, airfares, activities/attractions.
Regulation: Control through formalised processes.

release: (1) signed form giving the tour operator permission to use a person s
name, picture or statement in an advertisement; (2) to give up space, as in
returning unsold airline reservations

Renewable energy: Energy sources that are practically inexhaustible. For
example solar, hydro and wind energy.

Requirements: Stated, generally implied (as a custom or common practice for
the organisation, its customers and other interested parties) or obligatory needs
resort: a hotel, motel or condominium complex located in an area associated
with recreation and leisure, such as the mountains or the seashore. Normally
offer facilities for sports and recreational activities.

responsibility clause: that section of a brochure that spells out the conditions
under which a tour is sold. The clause should name the party responsible for the
tour financially.

Responsible tourism: Type of tourism which is practised by tourists who make
responsible choices when choosing their holidays. These choices reflect
reponsible attitudes to the limiting of the extent of the sociological and
environmental impacts their holiday may cause.

Restoration: Returning existing habitats to a known past state, or to an
approximation of the natural condition, through repairing degradation, removing
introduced species, and revegetating using native locally occurring species.
retailer: (1) travel agents or (2) one who sells directly to the consumer
Revenue expenditure: The cost of resources consumed or used up in the
process of generating revenue, generally referred to as expenses.

Revenue management: Revenue management is a management approach to
optimising revenue, often based on managing revenues around capacity and
timing (yield management), for different market segments or from different
sources of funding.

room rates: day rate: usually one-half the regular rate for a room during the day
up to 5 pm; flat rate: a specific room rate for a group agreed upon by the
hotel/group in advance; group rate: rate based on an agreed upon minimum
number of rooms used, also called flat rate; net group rate: a wholesale rate for
group business (usually a minimum of 10 and 15 people) to which an operator
may add a markup if desired; net wholesale rate: a rate usually lower than the
group rate, applicable to groups or individuals when a hotel is specifically
mentioned in a tour folder; published rate: a full rate available to or advertised
to the public, The rate can change, depending upon the season. Also known as
rack rate.

room service: food or beverages served in a guest’s room
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rooming list: the list of names or passengers on a tour or other group travel
program, submitted to a hotel/motel. The names are not alphabetized as on a
flight manifest, but rather room by room indicating who is rooming with whom.
Twin-bedded rooms, singles and triples are usually listed in separate categories.
run-of-the-house rate: flat rate for which a hotel or motel agrees to offer any
of its available rooms to a group. Final assignment of the rooms is the discretion
of the hotel.

Sales: Revenue from ordinary activities: not necessarily cash.

Seasonality: A phenomenon created by either tourism supply or demand (or
both) changing according to the time of the year.

sector: a part or branch of the whole industry that provides particular goods
and/or services

series operator: a travel agent, wholesaler, tour operator, or broker who blocks
space in advance for a series of movements over a given period of time, not
necessarily on a back-to-back basis

service: work done for the benefit of another

service charge: (1) a specified percentage of a hotel’s daily rate (usually 10%
or 15 %) charged to the guest, who in return is relieved of the responsibility for
tipping; (2) a fee charged to a client by a travel agent in addition to the
commissions paid to him or her by the principals

service delivery: the manner in which customer needs are met

Service encounter: The moments of interface between customer and supplier
Service marketing mix: The addition of People, Physical Evidence and Process
to the four areas of activity more usually associated with marketing products,:
Price, Place, Promotion and Product.

service provider: a person or company that supplies a particular service
service: non-physical, intangible attributes that management controls, including
friendliness, efficiency, attitude, professionalism, and responsiveness.
Servicescape: The location in which the service encounter takes place

shore excursion: a land tour, usually available at ports of call and sold by cruise
lines or tour operators to cruise passengers

short haul: 1-3 hour flight

shoulder season: period when there is neither a high nor low demand for a
destination, usually falling in the spring or fall months for most areas

single supplement: an extra charge assessed to a tour purchased for single
accommodations

site destination selection company: company that investigates and suggests
potential meeting sites to suit corporate or association needs

Skills gaps: Employers perceive existing employees have lower skill levels than
needed to achieve business objectives, or where new, apparently trained and
qualified for specific occupations, entrants still lack requisite skills.

Skills shortages: Lack of adequately skilled individuals in the labour market
due to low unemployment, sufficiently skilled people in the labour market but
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not easily geographically accessible or insufficient appropriately-skilled
individuals.

Small business: A small business is one which has a small number of
employees, profit and/or revenue. Often these are owner-managed, with few
specialist managers. Some definitions of small businesses distinguish between
businesses with under 10 employees, which are micro-businesses, and those with
10-49 employees, which are classified as small businesses.

SME(s): Small and Medium Enterprises

Social: Relating to human society and interaction between its members.
souvenir: a product purchased by a tourist as a reminder of a holiday

special event tour: a tour designed around a particular event, e.g.: Mardi Gras
special interest tour: a tour designed to appeal to clients with a curiosity or
concern about a specific subject. Most special interest tours provide an expert
tour leader and usually visit places and/or events only relevant to that interest.
special market: a foreign country with high potential for US inbound travel
which does not have an office of the US Travel and Tourism Administration
(USTTA).

Stakeholder: Any person, group or organisation with an interest in, or who may
be affected by, the activities of another organisation.

state travel office: an official government agency or privately run, non-profit
organization responsible for travel development and promotion of a state or
province

step-on guide: an independent guide who comes aboard a motorcoach to give
an informed overview of the city or attraction to be toured

Strategic information systems: Systems designed to support the strategic
management decision processes and implementation.

Strategy pyramid: A visual way of representing the different levels of the
strategy conceptualisation and implementation process. The most general
assumptions are shown at the apex and the practical, implementation actions are
at the base.

subcontractor: a local operator who provides services for a wholesaler
supplier: the actual producer of a unit of travel merchandise or service such as
a hotel or restaurant

Suppliers: Individuals, companies or other organisations which provide goods
or services to a recognisable customer or consumer.

surety bond: insurance to guarantee that an insure will carry out the specific
work he or she was hired to do

sustainable: something which can be kept in the same or a better condition for
the future

Sustainable development: Development carried out in such a way as to meet
the needs of the present without compromising the ability of future generations
to meet their needs.
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Sustainable tourism: Tourism that can be sustained over the long term because
it results in a net benefit for the social, economic, natural and cultural
environments of the area in which it takes place.

Sustainable tourism: Tourism that is economically, socioculturally and
environmentally sustainable. With sustainable tourism, sociocultural and
environmental impacts are neither permanent nor irreversible.

tariff: (1) fare or rate from a supplier; (2) class or type of a fare or rate; (3)
published list of fares or rates from a supplier; (4) official publication compiling
rates or fares and conditions of service

themed tour: a tour designed around a specific theme such as fall foliage, also
a special interest tour

tour basing fare: a reduced-rate excursion fare available only to those who buy
pre-paid tours or packages. Tour basing fares include inclusive tours, group
inclusive tours, incentive tours, contract bulk inclusive tours, and group round-
trip inclusive tours.

tour broker: a person or company which organizes and markets tours

tour catalog: a publication by tour wholesalers listing their tour offerings

tour conductor: see tour manager/director

tour consultant: individual within an agency selling and advising clients
regarding a tour. The consultant is sometimes a salesperson with particular
expertise in escorted tour sales.

tour departure: the date of the start by any individual or group of a tour
program, also used in referral to the entire operation of that single tour

tour escort: the tour company staff member or independent contractor who
conducts the tour. Often called the tour manager or tour director. It is technically
a person that only escorts the group and does not have charge of the commentary
portion.

tour leader: usually a group leader, also see escort

tour manager: a person employed as the escort for a group of tourists, usually
for the duration of the entire trip, perhaps supplemented by local guides. The
terms tour director, leader, escort,

tour manual: (1) a summary of facts about a company s rules, regulations, and
official procedures; (2) a compendium of facts about a destination, including its
attractions, accommodations, geography, and special events, used by destination
marketing organizations to attract tour operators and visitors and their area
tour menu: a menu that limits group clients to two or three choices at a special
price

tour operator: a person or company which creates and/or markets inclusive
tours and subcontracts with suppliers to create a package. Most tour operators
sell through travel agents and/or directly to clients.

tour option: any component of a package tour that is not included in the package
price, but may be purchased as an added feature to extend the length of the
package or enhance the trip.
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tour order: a coupon given to the purchaser of a tour package, identifying the
tour, the seller, and the fact that the tour is pre-paid. It is used as a form of proof
of payment and receives vouchers for meals, porterage, transfers, entrance fees,
and other expenses. Also see tour vouchers.

tour organizer: person who locates and creates groups for preformed tours. The
tour organizer is often compensated only with a free trip

tour vouchers: documents issued by tour operators to be exchanged for tour
components, also called coupons

tour: any pre-arranged journey to one or more destinations

tourism: the all-embracing term for the movement of people to destinations
away from their place of residence for any reason other than following an
occupation, remunerated from within the country visited, for a period of 24 hours
or more

Tourism Commodity: Tourism Commodity is one for which a significant part
of its total demand in Canada comes from visitors.

Tourism Demand: Tourism Demand is defined as the spending of Canadian
and non-resident visitors on domestically produced commodities. It is the sum
of tourism domestic demand and tourism exports.

Tourism Domestic Demand: Tourism Domestic Demand is the spending in
Canada by Canadian visitors on domestically produced commodities.

Tourism Employment: Tourism Employment is a measure of employment in
tourism and non-tourism industries. It is based on an estimate of jobs rather than
“hours of work™. Thus, someone who works 10 hours a week counts for as much,
by this measure, as someone who works 50 hours a week.

Tourism Exports: Tourism Exports is spending by foreign visitors on
Canadian-produced goods and services. It includes spending that may take place
outside of Canada, for instance, the purchase of an airline ticket from a Canadian
international carrier, to travel to Canada.

Tourism flows: The major movements of tourists from specific home areas to
destinations.

tourism geography: the knowledge of countries, regions, major cities,
gateways, famous icons, monuments, building structures, and geographical
features such as rivers, seas, mountains, deserts and time zones

Tourism income multiplier (TIM): Exaggerated effect of a change in tourism
expenditure on an area's income.

tourism industry: a group of businesses that provide services and facilities for
consumption by tourists

Tourism Industry: Tourism Industry is an industry that would cease to exist or
would continue to exist only at significantly reduced levels of activity in the
absence of tourism.

tourism infrastructure: roads, railway lines, harbours, airport runways, water,
electricity, other power supplies, sewerage disposal systems and other utilities
to serve not only the local residents but also the tourist influx (suitable
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accommodation, restaurants and passenger transport terminals form the
superstructure of the region)

tourism product: different things to the various members of the tourism
industry. To the hotel it is "guest- nights'. To the airline it is the “seats flown' and
the "passenger miles'. To the museum, art gallery or archaeological site, the
product is measured in terms of the number of visitors. For the tourist the product
Is the complete experience resulting from the package tour or travel facility
purchased, from the time they leave home until their return.

Tourism satellite account: System of accounting at national or regional level
which reveals the total direct impact of tourism on the economy.

Tourism System: A framework that identifies tourism as being made up of a
number of components, often taken to include the tourist, the tourist generating
region, the transit route region, the tourist destination and the tourism industry
(Leiper, 1990)

tourism: the business of providing and marketing services and facilities for
leisure travelers. Thus, the concept of tourism is of direct concern to
governments, carriers, and the lodging, restaurant, and entertainment industries,
and of indirect concern to virtually every industry and business in the world.
Tourism: The definition of tourism used in the national tourism indicators (NTI)
Is that adopted by the World Tourism Organization and the United Nations
Statistical Commission: “the activities of persons travelling to and staying in
places outside their usual environment for not more than one consecutive year
for leisure, business and other purposes.”

tourist: one who travels for a period of 24 hours or more in a place other than
that in which he or she usually resides, whose purpose could be classified as
leisure (whether for recreation, health, sport, holiday, study or religion),
business, family, mission or meeting

Tourist attractions: Tourist attractions are defined as being destinations for
visitors' excursions which are routinely accessible to visitors during opening
hours. Visitors can include local residents, day-trippers or people who are
travelling for business or leisure purposes. Formal definitions exclude shops,
sports stadia, theatres and cinemas, as these meet a wider purpose, although in
practice tourists may consider the excluded categories to be tourist attractions.
tourist card: akind of visa issued to tourists prior to entering a country (required
in addition to a passport or other proof of citizenship).

tourist facility: a feature created for utilisation by tourists

tourist route: a route developed to attract tourists to an area to view or
experience something unique to that area (e.g. wine route, whale route, heritage
route, battlefield route)

tourist trend: a general tendency to visit a country, region or destination or to
pursue a specific tourist activity

Tourist: Anyone who spends at least one night away from home, no matter what
the purpose.
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tracking: a cause of action or method of monitoring, such as tracking the
number of tours that come into a specific destination

transfer: local transportation, sometimes including porterage, as from one
carrier terminal to another, from terminal to a hotel, or from a hotel to an
attraction

transit visa: visa allowing the holder to stop over in a country to make a travel
connection or brief visit

transit: process of changing planes without going through security and/or
customs

travel agent/agency: a person or firm qualified to arrange for all travel
components

trip director: an escort for an incentive company. Larger companies reserve this
title for the person who directs all personnel and activities for a trip.

upgrade: to move to a better accommodation or class of service

value season: a time of year when prices are lower than peak, also called low or
off-season

Variability: Because the production and the consumption of a tourism
experience are inseparable and because differing circumstances and people will
affect each experience, those experiences are prone to variance and create a
challenge for tourism managers to achieve consistency of standards.

variable cost: a cost that changes according to how many people take a tour,
such as motorcoach expenses

Virtual organisation: Organisation in which major processes are outsourced to
partners.

visa waiver: a program to eliminate the visa requirement for selected countries
visa: stamp of approval recorded in a passport to enter a country for a specific
purpose

Visitors: A broader category than 'tourist’, includes tourists and same-day
visitors.

Visitors: Visitors are persons who undertake tourism as defined above. They are
referred to as either tourists (those who stay overnight or longer in the place
visited), or same-day visitors.

volume incentive: see override

waitlist: list of clients awaiting transportation or accommodations at times when
they are not available, confirmed as a result of subsequent cancellations
wholesaler: a company that usually creates and markets inclusive tours and FITs
for sale through travel agents. Although the term is used often as a synonym for
tour operator there are several distinctions: (1) presumably sells nothing at retail
while a tour operator often does both; (2) does not always create his/her own
products, while a tour operator always does; (3) is less inclined than a tour
operator to perform local services.

Working Capital: Operational assets and liabilities needed for everyday
operation, e.g. cash or bank overdraft, stock and trade creditors, known as net
current assets/liabilities.
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- World Heritage Area: Land of cultural and/or natural significance inscribed on
the World Heritage List.

. world heritage site: a site designated by UNESCO as being of special historical,
cultural or natural importance

« Zoning: Different eco-systems may be zoned in terms of their robustness to
pressures from tourism in an attempt to mitigate environmental damage.
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IIpodeciiiHo-opicHTOBaHUII MPAKTUKYM
iHO3eMHOI0 MOBOIO
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JUIsl 31100yBaviB CTYIICHS BUILOT OCBITH MaricTpa
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OCBITHBO-TIpO(eciitHOi mporpamu « Typru3MO3HABCTBO 1 TOCTUHHICTHY

Penensent O.B. FO0ina
Bignosinansuuii 3a Bunyck A. C. /[ubuuncoka
Kopexrop JI.I'. Komnauieyo
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