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ITPEANCJIOBUE

VY4yeOHUK «AHMIUMUCKMIA SI3BIK: TYpU3M M cepBuUC (151 OakaiaB-
pOB)» — BTO COBpPeMEHHOE yueOHOe IMocobue, oTpaxkarollee KOMMY-
HUKATUBHbIE TEHICHIIMM B TMpernojaBaHUU WHOCTPAHHBIX SI3BIKOB.
Y4YeOHMK paccyrTaH Ha CTYICHTOB BBICIINX YUeOHBIX 3aBeICHUI, Bia-
JEIOIIMX aHIJIMACKUM SI3bIKOM Ha cpelHeM ypoBHe. OH mpeaHa3HayeH
IUTST OOYYeHUSI aHTJIMCKOMY S3BIKY yUallliXxcs o HampaieHuto «Ty-
pU3M», a TaKXKe CTYAEHTOB, CIEeLIMATN3UPYIOILIMXCSI B CTPAaHOBEIEHUH,
peKpeallMOHHOM reorpacduu, reorpauy MUPOBOTO XO3SMCTBA, COLIU-
aJIbHO-3KOHOMUYeCcKoM reorpaguu Poccuu u 3apy6ekHbIX CTpaH, reo-
rpaduu KyJabTypbl, PETUOHOBEAECHUHU U IPYTUX CMEXHBIX AUCLUATUIMHAX.
JaHHBIN y4eOHUK TakKe MOXET ObITh UCIIOJIb30BaH U 0oJiee IIMPOKUM
KPYT'OM JIMII, JKeJIaloIIMX U3y4aTh aHIJIMICKUI SI3bIK HA OCHOBE TTO3Ha-
BaTeJbHbIX MaTepUalioB O TYPUCTUUYECKOM OU3Hece, UCTOPUU TYypU3-
Ma, MyTeLIeCTBUSIX, TPAAULIMOHHBIX U HOBBIX BUIAX TypU3Ma, a TakxKe
o mpupozae 3eMiIH, KyJIbTYPHBIX 1 TTPUPOTHBIX JOCTOIIPUMEUYaTeIbHO-
CTSX pa3JIMYHBIX PETMOHOB MUpA.

B cootBercTBUM C TpeboBaHUsIMU [ocymapcTBeHHOro oOpa3oBa-
TeJbHOro craHaapra Poccuiickoit Peaepauuu no npodeccuoHaabHOR
TTOATOTOBKE CTYAEHTOB BBICIIIMX YUYE€OHBIX 3aBENECHUI MO AUCIIUTUIMHE
«HOCTpaHHBIN SI3bIK» YUEOHUK «AHTIIUIACKUI SI3BIK: TYPU3M U CEPBUC
(m1s1 6akajaaBpoOB)» HalleJIEH Ha pa3BUTHE M COBEPIIEHCTBOBaHME Y y4a-
LIMUXCST TIPAKTUYECKUX KOMIETEHIIMI B OCHOBHBIX BUIAX peYeBOii aesi-
TEJIbHOCTU: YTEHUU, TOBOPEHUH, ayIMPOBaHUHU, MUCbME B cepe Mpo-
(heccroHaIbLHOTO ¥ MOBCEAHEBHOIO OOIIEHMSI.

Y4eOHUMK CTaBUT CBOEH 1I€JIbI0O HAYUYUTh CTYAEHTOB OBICTPO U3BJIE-
KaTb WHGOPMAIIAIO TIPY YTEHWH, U3JIaraTh coAepsKaHMe MO-aHTIMIACKI
MPOCTO U TIOHSITHO, JeaTh COOOIIEHUS U OOCYXIaTh TEMbI, CBSI3aHHBIC
C TYpPU3MOM, UCITOJIb3YS CaMble YITOTPEOUTEIbHBIC SI3bIKOBBIE CPEACTRA,
OCHOBHO CJIOBapHbIii (POHI aHTJIMIACKOTO sI3bIKa U 6a30BYI0 TEPMUHO-
JIOTHIO.

B noHsiTMIiHOM TIaHEe YYEOHMK MMEET YETKYIO CTPYKTYpY, O0YCIIOB-
JICHHYIO JIOTUKOM OAHHOM IIpeIMETHOM o00JacTy. YYeOHUK COCTOUT
u3 28 ypokos (Units), crpymnpoBaHHBIX B 6 pa3aesios: «O0IIye MOHATHS
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TypusMar, « AHIyCTpus TypusMar», « MeHeIKMEeHT B Typu3Me», «cropust
TypusMar, «BosnelictBue Typusma», « IHHOBAaLIMY B TYPU3ME».

VY4eOHbIT MaTepuan aHIJIMHACKUX TEKCTOB M YIIPaXKHEHUI IIpe.-
CTaBJISIET NUCHUIUIMHY «Typu3M» KakK €IUMHYI0 CUCTEMY, OCBelllasi BCe
OCHOBHbIE€ ACTIEKThI TYPUCTUYECKOW UHIYCTPUU 1 CepBUCA. YPOKHU IO-
BTOPSIIOT MOCJIEA0BATEIBHOCTb TOCTPOCHUST MaTepUaia B COOTBETCTBY-
IOIIMX CUCTEMATUYECKUX KypcaX M BMECTE MPEACTABJISIOT, 110 CYIIECTBY,
TYpU3M «B MUHMaTIOpe». KOHEUHO, yueOHUK M0 MHOCTPAHHOMY SI3bIKY
HEe MOXeT MpeTeHAOoBaTh Ha McuUeprbIBallee U3JIOXKEHUE TpeaMera
BO Bcelt ero nmosjHote. OgHaKko MpeajiaraeMblii cUcTeMaTuuecKuii oToop
TEKCTOBOIO MaTrepuajia odecrieurMBaeT 3HAKOMCTBO C OCHOBHBIMM T1O-
HATUSIMM 1 0a30BOM TEPMUHOJIOTMEN IIpeaAMeTa Ha aHTJIMICKOM SI3bIKE.
ITpu 3TOM MHTEpeCcHbIE U MH(POPMATUBHbBIE YUeOHbIE TEKCTHI M YIIpaX-
HEHUS, CBSI3aHHbIE OOILE TEeMaTUKOW W MpEeNCTaBJI€HHbIE B JOTUYE-
CKOW IMOCJIEA0BATEIBbHOCTU, CIIOCOOCTBYIOT 3aKPEIUICHUIO Y yYallluXCs
3HAHWI U pacIIUpSIOT UX Kpyro3op. B yuyeOHBIX TeKcTax comepsKaTcs
MHOT'ME NEeNCTBUTEIbHO HEOOXOMMMBIE CBEASHMSI O pa3HBIX acleKTax
COBPEMEHHON TypUCTUYECKOI NesITeIbHOCTH. MBI HE MbITaeMCsl 3aMe-
HUTH CBOUM Y4€OHBIM ITOCOOMEM YIeOHHMK M0 TUCHUIUINHE « Typu3M»,
Mbl IOHUMAEM, YTO TIPU BCEW CBOE BaxKHOCTU mpenmMet «HocTpaH-
HbIU S3bIK» HE SBJISIETCS OCHOBHBIM, a JIUIb CIY>XXUT CPEACTBOM Hau-
0oJiee MOJHOTrO OBJAJAEHUS CIIEUATIBHOCTBIO.

TekcToBolt MaTepuan yyeOHMKA B OCHOBHOM ayTeHTWYHBIN, HC-
TOYHMKOM TEKCTOB TMTOCTYXXUJIN MOCOOUSI MO TYpU3MY, peKpealluOHHON
reorpaduu U CTpaHOBEACHUIO Ha AHIIMMCKOM SI3bIKE U IPYTUe OPUTH-
HaJbHbIe UCTOYHUKU. [Tpu 0TOGOpe TEeKCTOB yUUThIBaJach UX MH(OpPMAa-
TUBHOCTb, [TO3HABaTe/bHasl LIEHHOCTb U aKTyaJIbHOCTb TEMaTUKU.

B naHe S3bIKOBOI OpraHM3alluM TEKCThI BbIAEpXKaHbl B CTUJE
JOCTaTOYHO MPOCTOTO, CTUIAMCTUUYECKH HEUTPATbHOTO M3JIOXKEHUS
CpelHei CTeMeHU CIO0XHOCTU, ONTUMAJbHOTO IJ aKTUBHOTO OB-
JJaieHUsl U TIPaKTUYECKOTO MCII0JIb30BaHUSI CTyAEHTAMU B UX COO-
CTBEHHOU peuyu Ha MHOCTPAHHOM SI3bIKe. 3allOMUMHAHUE U yCBOe-
HUE TaKux oOpa3lioB peuyu YYUT CTYACHTOB BbIpaxkaTb CBOU MBICIU
Ha aHTJMIKCKOM sI3bIKe MaKCUMaJbHO MPOCTO U YETKO U TEM CaMbIM
JOCTUTaTh TOHUMAaHUS, YTO U SIBJSIETCS B KOHEYHOM CueTe LeJIblo
00y4yeHUs UHOCTPAHHBIM SI3bIKaM IJIsl MPO(ecCUOHaNbHOTO U TO-
BCEeIHEBHOro obOuieHus. B cTunuctuueckoMm mjaaHe oTbop TEKCTOB
MPOBOAMJICS B COOTBETCTBUU CO CTPOTUMMU MPUHLIMTIAMU COBPEMEH -
HOW JIMHTBUCTUKHU, TEOPUU (DYHKIIMOHAIBHBIX CTUJIE U MPAKTUKHU
MpenoaaBaHusI UHOCTPAHHBIX SI3bIKOB.



JlekcnuecKo-rpaMMaTUUECKUE, TIEpeBOIYECKIEe 1 KOMMYHUKATUB-
Hble yIIpaXXHEHUS U 3aJaHMsI, BKIIOYEHHBIE B KaXIbIil YPOK, obecrie-
YHBAIOT BMECTE aKTUBHYIO I€SITEILHOCTD B 00JIACTU pEYEBOI TTPAKTUKM.
Ocob6oe BHUMaHME yaeIseTcsl TaKUM BUaaM paboT, KaK yMeHME ObICTPO
MU3BJIeKaTh MH(POPMALIMIO U3 MMPOYUTAHHOIO U HABBIKU YCTHOM (MOHO-
JIOTMYECKON U AUAJIOTMYECKOi1) peun: yMeHue caeaTh J0KJIal, Coo0Iie-
HUe, BbICKa3aTb MHEHUE, 3aJaTh BOIPOCHI U OTBETUTh Ha HUX, a TaKXKe
MOUCKY HOBOM MH(MOpMalMKU Ha 3aJaHHbIE TEMbI U YMEHUIO 3Ty UHDOP-
MAaIIMIO YETKO M3JI0XUTh Ha aHIJIMICKOM SI3bIKE. YUESOHUK MOXHO MC-
MOJI30BaTh HA 3aHATUSX C YUAIIUMUCS C Pa3IMYHBIM YPOBHEM 3HAHWI
AHTJIMIICKOTO SI3bIKAa ¥ B KOMIUIEKCE C IPYTUMU Y4eOHBIMU TOCOOUSIMMU.

B TexkcToBBIX MaTepuasax coxpaHeHa opdorpacdus opuruHaua-
MEePBOMCTOYHMKA (OpUTAHCKAsI WJIM aMEePUKaHCKas), YTOObI yJaliuecs
3HAKOMWJINCh C OCHOBHBIMU BapUaHTaMU HAITUCAHMSI.

B xaxnom ypoke ecTb pyOpUKM, HallpaBJeHHbIe HAa pa3BUTUE OC-
HOBHBIX HABBIKOB peUYeBOl ACSITEIbHOCTU U KOHTPOJIb YCBOCHMUS SI3bI-
KOBOTo MaTepuaa.

HMMeeTcd TeKCT, KOTOPBI HEOOXOIUMO ITPOYMTATh W TIOHSITh OCHOB-
HOe cofepkaHue. 3aTeM PEeKOMEHIyeTCsl pa3o0paTh TEKCT, UCTIONb3ys
MMOMEIIEHHBIM MOCe TeKCTa CIOBApUK TEPMUHOB IO TypU3My, CHAO-
KEHHBIM KpaTKUMM AeDUHULMUSMUA Ha aHIJIUICKOM s3biKe. Paborta
HaJ OCHOBHBIM TE€KCTOM HallpaBjieHa Ha pa3BUTHE HAaBHIKOB ITOHMMa-
HUS IPU YTeHUM (U3BJeYeHUsT MHPOpMaIK), 3alIOMUHAHNE U YCTHOE
BocrnpousBeaeHue. ComepxkaHue 0a30BOro TeKCTa pPacKpbIBaeT CYThb
TEMbl, 3asIBJICHHOI B 3arojIoBKe, — 3TO CBSI3HOE MPOU3BEACHUE Peul,
YETKO CTPYKTYPUPOBAHHOE 1 3aKOHUYEHHOE B CMBICJIOBOM OTHOILIEHUM.
OCHOBHOI1 TEKCT MOXHO MCIIOJIb30BaTh HE TOJILKO IJISI Pa3HOLEIECBO-
ro YTeHUs U TiepecKasa Mo-aHIJIUIMCKI, HO U KaK OPUEHTUD IJisl CAaMO-
CTOSITEJTBHOTO TIOMCKA CTyIeHTaMM MaTepUaJioB IO COOTBETCTBYIOIIECH
TeMe B MUHTepHeTe U B Apyrux ucrouHukax. Kparkue ToakoBaHUS Ty-
PUCTUYECKUX TEPMUHOB, BCTPEUAIOIINXCS B TEKCTE, IOMOTalOT YCBOUTD
MaTepuall U B I3bIKOBOM, M B COAEPXKATeJbHOM IJIaHe, a TAaKXKe MPU He-
00xonuMocCTH niepedpazupoBaTh BeicKa3biBaHUs. (B Tex ciyuasix, korna
TEPMMH YK€ OTMpeessics B CIOBapUKE B MPEAbIIYIIUX YpoKax, 1rdpa
rocJjie TepMUHA YKa3bIBAET HA HOMEP YpOoKa, B KOTOPOM MPUBOAUTCS Jie-
(pMHULIMS 3TOrO TEPMMHA. )

TekcThl COMPOBOXIAIOTCS BOIIpOCaMU. Bompockl oTpaxkaloT KITIo-
YeBble MOMEHTBI TEKCTA; MPEAIoJiaracTcsi, YT0, OTBETUB HAa HUX, y4a-
IIUiicS CMOXET BKpaTlle IepecKas3aTh coaepkaHue. EcTh HeKoTophie
BOIIPOCHI TMCKYCCUOHHOTIO IlJIaHa, MX CJIeNyeT BOCIIPUMHMMATh KaK Ma-
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TepuaJj IJIsi TPEHUPOBKY TOBOPEHUSI, YMEHMsSI pearupoBaTh Ha BOIIPOC
M OTBEYaThb HAa HETO IO BO3MOXKHOCTH PacIpOCTPAaHEHHO M apryMeH-
TUPOBAHHO, MPUBJIEKas 1151 OTBETa CBOM (hOHOBBIE 3HAHUS 110 JAHHOI
npobiaeme.

Jlexcuko-rpaMMaTUYeCKOE YIIpaXKHeHWE HallpaBJIeHO Ha 3aKperLie-
HUeE OOIIEel JICKCUKU SI3blKa, 00IIeHAayYHOM JIEKCUKU M OCHOBHOM Tep-
MUHoJIoruU. B HeM ocoboe BHUMaHUeE yAeasieTcsl yCBOEHUIO CJIOB B CO-
cTaBe HauOoJsiee YMOTpeOUTEIbHBIX, CTAaHAAPTHBIX CJIOBOCOYETAHUIA,
KOTOpBIE BCTPETUIMCH B OCHOBHOM TeKcTe. OHO IOMOTaeT BOCIIPUSITHAIO
YYIAIIMMUCS JIEKCUYECKHNX SIMHNI] B KOHTEKCTE 1 OCBOCHMIO JIEKCUKO-
rpaMMaTUYECKUX SIBIICHUI «B ACUCTBUI».

VipaxHeHne Ha MEPEBOJ C PYCCKOro SI3blKa Ha aHIJIMNCKMIA CO-
ctouT u3 10—15 ¢pas, nmo conep:kaHUIO CBI3aHHBIX C TYPUCTUYECKOMN
TemaTukoit. [TepeBoa moMoraer 3aKpernuTh HOBYIO JIEKCUKY U TEPMUHO-
JIOTHIO, a TaKXKe YYUT IepedpasupoBaTh 1 CBOOOIHO OOIIATHCS C TEK-
CTOBBIM MaTepuajoM. B KoHlie yueOHVKA MpUBeIeHbI OTBETHI (KJIIOUM)
K TIepeBoy.

[IpumeuarenbHo, 9TO (hpas3bl IJIS IEepeBOAa CBS3aHBI 10 CMBICTY,
MIpPEACTaBIIsIsd CO00M HEOOIbIIME TEKCThl MHTEPECHOIO COMEpKAHMS,
OTHOcsIIMecs K gucuuiuinie «Typusm». B Hux uyuTaTeab HaimeT oo-
MOJIHUTEIbHYIO MH(GOPMALIMIO O Pa3IMYHbIX BUAAX Typu3Ma (IIPUKIIIO-
YEHYECKUI, CeJIbCKUIA, CBaleOHbII, COOBITUMHBIN U Ap.), IepCIEeKTUBAX
WX pa3BUTUS B OyOyIIEM, OTAEIbHBIX JOCTONPUMEYATEIbHOCTSIX U O0b-
ekTax BcemupHoro kyabTypHoro u npupogaHoro Hacienusi KOHECKO
(Baiikan, yra Ctpyse, OctpoB BpaHrens u ap.).

B 3aBUCMMOCTH OT 3aga4y OOy4YeHUsI U YPOBHSI 3HAHUI y4alllUXCsl
MOXHO pEKOMEHIOBaTh MUCHMEHHBIN, OO YCTHBINA mepeBon. Ilpu-
YeM CJIeyeT ITOMHMTb, YTO OTBETHI, IIOMEIIEHHBIE B KOHIlE y4eOHM-
Ka, — HE eIMHCTBEHHBI BapyaHT MEPEBOIa, U YTO, 110 BO3MOXKHOCTH,
IpU MepeBole cieayeT nu3deratb OYKBaJIbHOTO KOMMPOBAHUS PYCCKUX
KOHCTPYKIIWiA, a KUCIIOJb30BaTh CUHTAKCUYECKHE MOJIEIN aHIIMICKOro
sI3bIKA.

Kpome 3TOoro MoXHO BapbMpOBaTh pa3Hble TAKTUKU MEepeBOAA:
JIN0O nenaTh MOAPOOHbIN MepeBo, MO0 BOJIbHBINM MepeBOI, UCITOIb3YS
TOJIbKO OCHOBHYIO JIEKCUKY U CaMylo 0a30BYIO0 I'paMMaTUKYy IS Tepe-
JJaul CMBIC]IA PYCCKUX (Ppa3 Ha aHIJIMIICKOM SI3BIKe Ooyiee CBOOOMTHO
U KpaTKo.

B 3amanuu, HarpaBJIeHHOM Ha pa3BUTHE HABHIKOB YCTHOM peun (To-
BOpPEHMUSsI), IIPUBOIUTCS TEKCT, T10 COACPXKAHUIO CBI3aHHBINM C OCHOBHOI
TeMOM ypoKa, ee JOMOJIHSIONINI U pa3BUBAIOIINIA. YUaliemMycs cleayeT
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MPOYUTATh, IOHSTh U YMETH MepeaTh Ha aHTJIMHACKOM SI3bIKE OCHOBHOM
CMBbICJI TAaHHOTO TEKCTA.

B 3akmioueHue chopmyaupoBaHbl TeMbl ISl TIOMCKa CTyAeHTaMU
JIOTIOJTHUTENbHOW UH(bOopMalMu B MIHTepHETe U ApYrMX MCTOYHMKAX
U TIOATOTOBKM YCTHOTO COOOIIEHUS WM JOKJIaAa C Mpe3eHTalMel, 4To
pa3BUBaeT HABbIKWM YCTHOM IMyOJWYHON peuyu U BedeHUs OUCKYCCUM.
ITpenonaBaTeb MOXET OpraHM30BaTh B KJacce CTYAEHUYECKYI0 MUHU-
KOH(pepeHLIMI0 1 00OMEeH MHEHUSIMU I10 MPEAJIOKEHHON IpobaeMaTu-
Ke — «Typuszm».

B kaxiom ypoke NpuBeaeHbl CCbUIKM Ha MHTepHeT-pecypchl, KO-
TOPBIMU PEKOMEHIYETCS TOJIb30BaThCS IS MOJyYeHUsT MHDopMaluu
10 COOTBETCTBYIOLIEH TeMe MPU CO3NaHUU UHAWBUAYATbHOMN VI TPYII-
MOBOI TMpe3eHTallMM, YTO Pa3BUBAET Yy CTYAEHTOB HaBbIK aKTMBHOTO
MPUMEHEHUS aHTJIUMUCKOTO SI3bIKA.

Hnst ymobcTBa pabOTBI ¢ TEPMUHOJIOTHEH B TIPUJIOXEHUU ITOME-
1eH ajihaBUTHBIN CITMCOK TYPUCTUUYECKHX TEPMUHOB, BCTPEYAIOIINXCS
B TeKCTax yueOHUKa, C yKa3aHWEeM HOMepa ypoKa, B KOTOPOM 3TOT Tep-
MUH TIOMEIIIeH B MOCJAEeTEKCTOBOM CJIOBapuKe U CHAOXEH IMOSICHEHUEM
Ha aHTJIMIACKOM SI3bIKeE.

YuebHble MaTepualibl JAHHOTO MOCOOMST UMEIOT OTYETIMBYIO TEMa-
TUUYECKYIO HaNpaBJIeHHOCTbD, SI3bIKOBasi OpraHu3aiusi TEKCTOB obecIie-
YHBAET YETKOE U SICHOE M3JIOXKEeHMe MbICJel U (aKToB, OKa3bIBaeTCs
ONTUMAJIBLHOU 1T OOYYeHUSI TeX, Ubel LIEbI0 SIBJISIETCS OBJAAeHUE
MPaKTUUYECKUMM HaBbIKAMU aHIJIMIACKOTO sI3bIKa B TpO(ecCUOHATbHOM
cepe U B MOBCEAHEBHOM OOLIeHUU. TakuM 00pa3zoM, cobjrogaercs
BaXXHEHWIIMI METOIOJOTMYECKUIA MPUHLIUIT HEPa3pbIBHOM CBS3M S3bIKa
Y MBIIUICHUS, TO3BOJISIIOIIUIA JOCTUYD 3P (PEKTUBHOIO 00YYSHUST UHO-
CTpaHHOMY sI3bIKY. CTUTUCTUYECKU HEUTpaJIbHbIE, PETYJISIPHO BOCTIPO-
WU3BOJIMMBIE CJI0BA, CJIOBOCOUYETAHMS U BhIpaKE€HUs, KOTOPbIE yyallluii-
Csl C TIOMOILIbIO CBOEro MperoaaBaresisi MoYepIHeT U3 MPUBEACHHBIX
TEKCTOB, MOXHO aKTMUBHO U YBEPEHHO MCIIOJb30BaTh MPU OOIIEHUU
Ha aHTJIUNCKOM SI3BIKE.

Asmopbi



INTRODUCTION
TO TOURISM






UNIT 1. TOURISM AND TOURISTS

1. Reading and learning

Scan the text and formulate the main ideas. Then read the text carefully
and memorize it.

Tourism has been one of the fastest growing industries in recent years.
Indeed, the growth rate of tourism has generally exceeded the growth rate
for the worldwide economy. Tourism is a social, cultural, and econom-
ic phenomenon which involves the movement of people to countries or
places outside their usual environment for personal or professional pur-
poses. These people are called visitors (which may be either tourists or
excursionists).

The first attempt to define tourism was made by the League of Na-
tions in 1937. It recommended to adopt the definition of a ‘tourist’ as one
who travels for a period of at least twenty-four hours in a country other
than that in which he usually resides. It included persons traveling for
pleasure, domestic reasons or health, persons traveling on business, and
persons visiting a country on a cruise vessel (even if for less than twenty-
four hours).

Later, in 1963, the United Nations Conference on International Trav-
el and Tourism agreed to use the term ‘visitor’ to describe ‘any person
visiting a country other than that in which he has his usual place of resi-
dence, for any reason other than following an occupation remunerated
from within the country visited’.

The principal weakness in these definitions is that they failed to take
into account domestic tourists. Finally, the following definition devised
by the World Tourism Organization was approved by the United Nations
Statistical Commission in 1993: “Tourism comprises the activities of per-
sons traveling to and staying in places outside their usual environment
for not more than one consecutive year for leisure, business or other pur-
poses.”

Here ‘usual environment’ is intended to exclude trips within the areas
of usual residence, frequent and usual trips between home and a workplace
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and other community trips of a routine character. However, with the growth
of second-home owners, who in some cases spend considerable periods of
time away from their main homes, and time-share owners, it could be ar-
gued that a tourist is no longer necessarily ‘outside the home environment’.

Many people travel entirely for the purpose of recreation or pleasure;
they are people on holiday. Other people travel to visit friends or relatives.
Still others travel in order to educate themselves in accordance with the
idea that travel is broadening. Tourist statistics also include people who
are traveling on business. People traveling on business use the same trans-
portation, accommodation, and catering facilities as the holiday tourists.
Another kind of business travel is the incentive trip.

Not included in the area of tourism are people who travel in order to
take up a job there; this excludes migrants from tourism. Students who
travel to another region or country where they are enrolled in a regular
school are also not usually included in tourist statistics.

The statistics on tourist expenditures are not easy to obtain. Some of
the figures are relatively accurate, such as the amount of money spent on
long-distance travel, hotel accommodations, and catering services within
the hotels. Tourism benefits not only airlines, hotels, restaurants, and taxi
drivers, but also many commercial establishments and even the manu-
facturers of such varied items as sunglasses, cameras, and sports clothing.

The tourist industry consists of many different kinds of enterprises
that offer different services to the traveler. Transportation, accommoda-
tions, catering, tour operators, travel agents, and governments play an es-
sential role in tourism. The tourism sector is the cluster of production
units in different industries that provide consumption goods and services
demanded by visitors. Such industries are called tourism industries be-
cause visitor acquisition represents such a significant share of their supply
that, in the absence of visitors, their production would cease to exist.

The WTO distinguishes the following categories of tourism: (1) do-
mestic tourism involving residents of a country visiting within that coun-
try; (2) inbound tourism, involving non-residents of a country, visiting
this country, for example, Japanese tourists coming to England; (3) out-
bound tourism, involving residents of a country visiting other countries,
e.g. a resident of Italy, visiting Belgium.

The three basic classifications can be further combined to derive the
following categories of tourism: internal tourism, which comprises do-
mestic tourism and inbound tourism; national tourism, which compris-
es domestic tourism and outbound tourism; and international tourism,
which comprises inbound and outbound tourism.
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2. Terminology

Catering = catering service = catering facilities means providing food and
beverages for the public and places where a traveler or another mem-
ber of the public can find food and drink, in other words, the restau-
rants and bars.

Environment of an individual is defined as the geographical area where
a person lives.

Excursionist = same-day visitor is a visitor (domestic, inbound or out-
bound) classified as a same-day visitor (or excursionist) if his trip
does not include an overnight stay.

Incentive travel = incentive trip = incentive tour is a trip offered by an or-
ganization, usually a business firm, to reward successful effort or to
stimulate employees to make a greater effort.

Leisure is the time when you are not working and you can relax doing things
that you enjoy; often used in the expression “tourism and leisure”.
Place of usual residence is the geographical location where a person usu-

ally lives.

Second home = vacation home = holiday home is a dwelling that is owned
by an individual but which is not their main residence and is normally
used for leisure and tourism purposes.

Timeshare is holiday accommodation owned by several people, who can
use it for a specified period of the year.

Tourism industries = tourism activities are the activities that typically pro-
duce tourism characteristic products and services.

Tourism product = tourist product = travel product is a designed itinerary
and corresponding set of services guaranteed by the tour operator for
the tourist traveling to his destination.

Tourist = overnight visitor is a visitor who stays at least one night in a col-
lective or private accommodation in the country visited.

Tourist destination = tourism destination is a place or area to which tourists
travel which has a combination of different tourism components (at-
tractions, accommodation, transport, resources, and the infrastruc-
ture) in a geographical location promoted by a tourism organization.

Tourist expenditure = tourist spending is the amount of money a tourist
spends during a visit.

Traveler is someone who moves between different geographic locations,
for any purpose and any duration.

Trip = tourism trip refers to the travel by a person from the time of departure
from the usual residence until the return: it thus refers to a round trip.
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Visiting friends or relatives (VFR) is a form of tourism that involves the
visitor staying in the home of a friend or relative.

Visitor = overnight guest = overnight visitor is a person who stays at least one
night in a collective or private accommodation in the country visited.

3. Lexical exercise

Use the appropriate special terms and the following word-combina-
tions: usual environment, to define tourism, to adopt a definition, to travel
Jor (leisure, business etc), usual place of residence, to take into account, to
spend time away from home, to be on holiday, to go on holiday, to travel on
business, to take up a job, it could be argued ..., to enroll in school, to offer
services to retell the text “Tourism and Tourists” and answer the following
discussion questions:

1. Why is tourism such an important activity in the 21st century?
How can tourism be defined?

Why do people travel?

What can be a tourist destination?

Why is it difficult to distinguish business travel from recreational
travel?

What figures on tourist expenditures are relatively accurate?
‘What figures on tourist expenditures present problems in analysis?
‘What kinds of businesses benefit from tourism?

What kinds of businesses contribute to tourism?

How does the WTO classify the categories of tourism?
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4. Translation

O3EPO BAMKAJI

1. Ozepo baiikan sBiseTcs 00beKTOM BeceMupHOro mpupomsHoro Ha-
caenusi OHECKO.

Baiikan, camoe apeBHee U caMoe IIyOOKOBOJHOE 03epO IIIAHETHI,
pacIIoIoKEH Ha roro-soctoke CuOMpH 1 3aHUMAaeT TTolanb 3,15 MiTH ra.

2. OTo KpyHmHEeNInii TpUpOAHBIN pe3epByap MpecHoit Boabl. Bomo-
eM XpaHuT npuMepHo 20% BceX MUPOBBIX 3aI1aCOB IMPECHOM BOMIBI.

3. B o3epe, Onarogapsi ApeBHEMY BO3pacTy U M3OJSALUU, CHOPMU-
poBajlach HeOObIYHAasl Gorareiflnasi MPecHOBOAHAS SKOCUCTEMa, UMe-
Io11[as1 UCKJTIOUUTEIbHOE 3HaUeHUe JJ1s1 TOHMMAaHUS 9BOJIOLIMU XU3HU
Ha 3eMIIe.
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4. HemmocpencTBeHHO K mobepexbio baiikana mpuMbikaior 12 oco-
00 OxpaHsieMbIX TPUPOIHBIX TEPPUTOPUIL, B TOM UMCIie 3 3alOBeIHNKA,
2 HAIMOHAJIBHBIX MapKa, 6 3aKa3HMKOB, B KOTOPBIX HaXOmSTCS Golree
400 maMsITHUKOB MPUPOIIBI.

5. 3mech pacmojioxkeH co3naHHbIi B 1916 romy mepssiii B Poccun bap-
TY3UHCKHWI rocyaapCTBEeHHbIN MTPUPOIHbBIN OMOChepHbBIi 3aTTOBEIHYK.

6. B BaiikanbckoM perroHe mmeeTcs rmopsiaka 1200 mcTopndeckux,
apXeoJ0TUYECKUX U KYJIbTYPHbIX MaMATHUKOB, 1000 13 KOTOpBIX Haxo-
JSITCS TIOJI, 3alUTON rocyaapcTBa. MHOTME U3 HUX CUMTAIOTCS CBSIIEH-
HbIMU.

7. B paitoHe balikana nmpenmnosaraeTcs pa3BUBaTh CIEAYIOIIE BUIbI
Typu3Ma: JieueOHO-0310POBUTEIbHBIN, 3KOJOTUYECKUI, TOPHOJIbIK-
HbIN, 3KCKYPCUOHHBIN, KPYU3HBIN, 3THOTpapUIeCKUil U PEIMTUO3HBIA.

8. Hanbonee mepcrneKTMBHBIMU HaIpaBICHUSIMU Pa3BUTUSI DKOTY-
pU3Ma CYUTAIOTCSI BOJJOHTEPCKHUE IMPOrpaMMBbl, 00YCTPOIICTBO SKOJIOTH -
YECKUX TPOIT U 3KOJOTUYECKUI MOHUTOPUHT.

9. IloBclomy OyayT oOOpyIOBaHBI CHELMAJIBbHBIE CTOSTHKM M KEM-
MUHTYU, OPTaHU30BaH TMPOKAT TYPUCTUYECKOTO CHApPSIKEHUS, a TakxkKe
OyIyT PEKOHCTPYMPOBAHbI IOMa OTAbIXa U TypOa3bl.

10. B BaiikaabcKOM pervoHe HeOoOXOOMMO OCHOBHOE€ BHUMaHUE
yIESITh Pa3BUTUIO OPraHM30BAaHHOIO TypuU3Ma U caejaTh OTIBIX Kpy-
[JIOTOAUYHBIM.

12. C 2T0i1 1Iebl0 aKTUBHO pa3BUBAaETCA TypUCTHUYecKas MHGpa-
CTPYKTYpa U CO3[AI0TC TyPUCTCKO-PEKPEALIMOHHBIE 30HBI.

13. 3oHa «baiikanbckasi raBaHb» JOJXKHA CTaTh LICHTPOM MEXIyHa-
POIHOTO Typru3Ma Ha BOCTOKE Poccuu M MpUBIeYb POCCUMCKUX U UHO-
CTPaHHBIX TYPUCTOB.

14. YXe JneicTByeT TpeXAHEBHBIA MOMYJIbHBIM TYpPUCTUYECKUI
MapIlpyT, BKJIIOYAIOIIMI 3HAKOMCTBO C KYJIbTYPOii CTApOoOOpsILIEB, Te-
11IM€ WJIX KOHHbIE MTPOTYJIKU, CIIJIaB HA MOTOPHOM JIONKE.

5. Speaking

Render the content of the text in English.
TRAVEL GEOGRAPHY:
GEOGRAPHICAL COMPONENTS OF TOURISM

In addition to the basic components, there are certain elements or in-
gredients which are also crucial to tourism. They are geographical compo-
nents and include pleasing weather, scenic attractions, accessibility etc.
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There are certain geographical features of the world that attract travel-
ers. It is important to know which types of climate are most suitable for
different types of tourist activity, what sort of coast and landscapes tourists
find attractive, where in the world these features are located and what is
the world distribution of climatic, landscape, coastal, wildlife, historical
and cultural resources for tourism. It is also important to know how the
world’s tourist resources are used and what impact tourism has on them.

For holidaying, good weather is a particularly important ingredient,
since it makes a holiday a pleasant or an unpleasant experience. Millions
of tourists from countries with extreme climates visit beaches in search of
fine weather and sunshine. Sunshine and sea breeze at the beaches have
attracted millions since a very long time. In fact, the development of spas
and resorts along the sea coasts in many countries were a result of the
travelers’ urge to enjoy good weather and sunshine. Destinations with at-
tractive winter climates, winter warmth and sunshine are also important
centres of tourist attraction. Many areas have become important winter
holiday resorts attracting a large number of tourists.

The landscape consisting of mountains, lakes, waterfalls, glaciers,
forests, deserts etc are strong forces attracting people to visit them.
Breathtaking mountain scenery and the coastal stretches exert a strong
fascination for the tourists. The magnificent mountain ranges provide an
atmosphere of peace and tranquility.

The tourist attractions which are located near to the tourists generat-
ing markets and are linked by a network of efficient roads or can be eas-
ily reached by air receive the maximum number of tourists. The distance
factor also plays an important role in determining a tourist’s choice of
a destination. Longer distances cost much in the way of expenses on travel
as compared to short distances.

Travel geography is based on physical geography and concentrates on
those aspects of geography that facilitate travel and make it more inter-
esting. Knowledge of the continents, countries and oceans of the world
is a requisite for travel and tourism professionals. Travel geography also
encompasses cultural geography which studies what people are like, their
ethnic and social codes, and what they expect from and dislike about for-
eign visitors.

Travel geography is about the geographical distribution of tourism
throughout the world. It seeks to describe and explain the spatial patterns
of tourist activity and development on regional, national, international
and world scales. It is about the location of tourist resources and the fac-
tors (e.g. economic and political etc) that influence when, how and where
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they are used for tourism. It is about the people who are tourists, where
and why they travel and the effect they have on the places they visit.

The simplest spatial model of the tourist system consists of three spa-
tial elements: 1) the tourist’s home area (the tourist generating region); 2)
the places people travel to (the destination regions); 3) the routes people
follow between the generating and destination regions. Travel geography
is concerned with the study of all three elements of the system, at all scales
from the study of domestic tourism within a city or region, to the world of
international travel.

Find material and give a talk on:

a) How you use your knowledge of geography when you travel.

b) Tourist destinations where geography plays a crucial role in deter-
mining the attraction of a place.

http://www2.unwto.org

www.world-tourism.org

http://www.wttc.org

www.tourismconcern.org.uk/
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UNIT 2. TOURISM ORGANIZATIONS

1. Reading and learning

Scan the text and formulate the main ideas. Then read the text carefully
and memorize it.

There are many different agencies involved in tourism — regional and
local, private and national, they can take a number of forms, but typically
three can be identified: sectoral organizations, based on the interests of
a particular sector of industry; destination organizations, concerned with
a specific tourist destination, whether resort or region; tourism organiza-
tions, based on a concern with tourism activity as a whole.

Sectoral organizations are those which reflect sectoral interests.
There is a wide range of sectors making up the tourism industry, such as
accommodation, transportation, recreation, attractions, tourism ser-
vices, food services, and others. Sectoral trade bodies may be national
or international in scope. One of the most influential among interna-
tional bodies is the International Air Transport Association (IATA),
which is global in scale, while the International Federation of Tour
Operators draws its members from European national tour operating
bodies. Examples of British national bodies include the Association of
British Travel Agents, which represents both tour operators and travel
agents. The American Society of Travel Agents fulfils a similar role in
the USA.

A destination organization draws its membership from public or private
sector tourism bodies sharing a common interest in the development or
marketing a specific tourism destination. That destination may be a re-
sort, a state or region, a country or even an area of the globe. Membership
of such bodies is open to firms or public sector organizations rather than
individuals. These bodies generally share two common objectives: (1) to
help cooperation and coordination between the various bodies that pro-
vide, or are responsible for, the facilities making up the tourism product;
(2) to promote the destination to the travel trade and to tourists.
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Examples of such organizations range from such globally important
regional marketing bodies as the Pacific Area Travel Association and the
European Travel Commission, to local marketing consortia made up of
groups of hotels or tourist attractions within a particular region or resort.
A marketing consortium currently comprising public sector tourism in-
terests in Germany, Austria, Hungary, the Czech Republic, Slovakia and
Poland was formed in 1999 as the Central European Countries Travel As-
sociation in order to market more effectively this large European region.
At the other end of the scale, the Devon Association of Tourist Attrac-
tions, and the Association of Bath and District Leisure Enterprises are
all typical examples in Britain of limited-area groupings within a single
country.

Tourism organizations have as their aim the compilation of national or
international statistics on tourism, or research into the tourism phenom-
enon. The World Tourism Organization (WTO) is the most significant
global body concerned with the collection of statistical information on
international tourism. This organization represents tourism bodies from
most countries in the world, and the publication of its data enables com-
parisons of the flow and growth of tourism on a global scale.

Nowadays there are a growing number of partnerships between tour-
ism organizations and local industry. For example, in Western Australia
the growth in wine tourism has lead to the formation of public and private
sector partnerships, and tourism industry associations have been created
(Wine Tourism Council, Wine Industry Association). Similarly, in Scot-
land’s first National Park (Loch Lomond and Trossachs) similar bodies
have emerged (National Park Community Partnership) to promote spe-
cific destinations or products (i.e. adventure tourism). These partnerships
not only market the local products but also seek to raise the number of
visitors to the area and to increase visitor spending. These lobby groups
receive grants from public sector and raise additional finance from mem-
bership subscriptions.

Many countries with a strongly developed tourism industry establish
professional bodies composed of individual members drawn from several
sectors of the industry. The purpose of these bodies is to promote the
tourism industry generally, while simultaneously encouraging the spread
of knowledge and understanding of the industry among members. In
Britain, there are two professional bodies devoted to the tourism industry
generally: the Institute of Travel and Tourism and the Tourism Society.
The latter attracts its membership from the public sector, tourist attrac-
tions and tourism consultants and educationalists.
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2. Terminology

Adventure tourism = adventure holiday refers to trips or holidays with a major
sporting or activity content varying from extremely dangerous activities,
such as mountaineering, to relatively safe ones, like hot air ballooning.

Chain of distribution is a series of organizations which make a product or
service available to customers.

Consortium is a group of companies or people with similar interests or
aims who have agreed to work together.

Destination marketing is the process by which destinations are promoted.

Membership is the state of being a member of a group, an organization etc.

Membership subscription is an amount of money paid regularly to be
a member of an organization.

Open membership means available for anyone to join an organization.

Public sector comprises a diverse range of government-related and funded
bodies.

Tourism body = body is a professional or trade association of firms or or-
ganizations who work or act together in the sector of tourism.

Tourism official is a person with an important position in a tourism or-
ganization.

Trade is a particular type of business or profession.

Wine tourism = enotourism includes the tasting, consumption or purchase
of wine. It can consist of visits to wineries, vineyard walks, or taking
part in the harvest.

3. Lexical exercise

Use the appropriate special terms and the following word-combina-
tions: a wide range of..., to draw members from..., to share common objec-
tives or interests, to foster cooperation and coordination, to be made up of, to
comprise, collection of statistics, research infto..., to market local products, to
provide regular reports, to increase visitor spending, to raise finance, fo estab-
lish professional bodies, to promote a destination to retell the text “Tourism
Organizations” and answer the following discussion questions:

1. What kinds of associations are there in the tourism industry?

2. Why are national or international sectoral trade bodies set up?

3. What role do destination organizations play?

4. Why do partnerships between tourism bodies and local industry
form?

5. What professional tourism bodies are established in Russia?

20



4. Translation

IMEHTEHCKAA BU3A

1. lllenreHcKass BHM3a 3HAYUTETBHO YIIPOCTWIA ITyTEIIECTBHE
mo ctpa”HaMm llleHTeHCKOro corjameHus M yMEHBIIWIa KOJIMYeCTBO
CBSI3aHHBIX C MMOE3AKOU OI0pOKPATUYECKUX MTPOOJIEM.

2. IlyremrecTBysl ¢ IIEHTE€HCKOW BU30i, MOXHO TOCETUTH JIIOOYIO
ctpany llleHreHCKOIT 30HBI, YTO TTO3BOJISIET M30€KaTh XJIOMOT M PacXo-
JIOB, CBSI3aHHBIX C TTOJIyYeHUEM OTAEIbHOM BU3bI TSI KaXKIOW CTPaHBI.

3. 9T0 0COOEHHO YIOOHO IJISI TeX, KTO XOYET ITOCETUTh HECKOJIBKO
ctpaH EBpOITBI 3a OHY TTOS3IKY.

4. IllenreHckas Bu3a sSIBJISIETCS «TOCTEBOI BU30¥» U BBIIACTCS TPaxK-
JaHaM TeX CTpaH, KOTOPhIM HeoOxonrma Bu3a Iijisl Bbesna B EBporny.

5. Lenbto myTelecTBUs MOXET ObITh OTABIX, TYPU3M WU OU3HEC.

6. llleHrerckast BM3a IMO3BOJISIET €€ BIIAAEbIy CBOOOMHO ITyTeIle-
CTBOBATh B TIpenesax cTpaH, Bxoasux B IlleHreHcKyo 30HY, M HaXo-
JIUThCS B HUX 10 90 mHel B TedyeHue 6-MeCIIHOro mepruoa.

7. Bce ctpanbl IlleHreHckoil 30HBI pacriojioxeHbl B EBporie,
HO He CJIeAyeT IyTaTh 3Ty 30HY ¢ EBponeiickuM coro3oM.

8. EBporneiickuii coto3 u IllenreHckast 30Ha — 3TO IBa pa3HBIX CO-
IallleHUST MEeXAY eBPONEeNCKUMU CTpaHaAMU.

9. B o6ueli cioxHoctu 25 cTpaH, BKItoyas Bce cTpaHbl EC (3a uc-
kmoueHrneM Upnanauy u BenukoopuraHun) U TpU CTpaHbl, HE BXOS-
mue B EC (Mcnannusi, HopBerust u IlIBeituapust), nonnucanu IleH-
TeHCKOE COTJIaIlIcHHUE.

10. Tem He MeHee TOJbKO 15 cTpaH BBeaM OOLIMIA IMOTPAHUYHBIN
KOHTPOJIb U BU3OBBIN PEXUM.

OO6amateny MEeHTeHCKON BU3bl HE MOTYT XKUTh IMOCTOSTHHO WJIM pa-
6otath B EBpomnie. O6agaTeny MeHTeHCKON BU3BI MMEIOT IIPABO ITyTe-
IIECTBOBATH IO CTpaHaM — ujeHaM LlleHreHcKoro coramieHus TOJIbKO
KaK BpEMEHHbBIEC TOCETUTEIH.

5. Speaking

Render the content of the text in English.

THE WORLD TOURISM ORGANIZATION

In 1946 the First International Congress of National Tourism Bodies,
decided to create a new international non-governmental organization —
the International Union of Official Travel Organizations. In September
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1970, the Special General Assembly adopted the Statutes of the World
Tourism Organization (WTO). Since 1980, World Tourism Day has been
celebrated annually on September 27th. In 2003 the Assembly approved
the transformation of WTO into a United Nations specialized body and
the acronym “UNWTO” was established to distinguish it from the World
Trade Organization. In 2005 the General Assembly approved the adop-
tion of the initials UNWTO in English and FKOHBTO in Russian.

Headquartered in Madrid, Spain, the UNWTO is the United Nations
specialized agency. The UNWTO works in six main areas — improving
tourism competitiveness, promoting sustainable tourism development,
advancing tourism’s contribution to poverty reduction, fostering knowl-
edge, education and capacity building — to achieve responsible, sustain-
able and universally accessible tourism.

The UNWTO’s membership includes 156 Member States, six ter-
ritories, two Permanent Observers, one Special Observer, six Associate
Members and over 400 Affiliate Members representing local tourism
boards, tour group operators, the private sector, educational institutions,
tourism associations and local tourism authorities. Members are expected
to pay dues to help fund the administration of the UNWTO. Any coun-
try that is a member of the United Nations can apply to join the World
Tourism Organization. However, members can be suspended from the
organization if their tourism policies conflict with the UNWTQ’s objec-
tives. Some countries have voluntarily withdrawn from the organization
over the years. The official languages are English, French, Spanish, Rus-
sian, and Arabic.

The bodies of the World Tourism Organization are: the General As-
sembly, the Executive Council, regional commissions, the Secretariat,
and specialized committees. The General Assembly is the principal gath-
ering of the World Tourism Organization. Every four years it elects a Sec-
retary-General. The General Assembly is composed of Full Members and
Associate Members. Affiliate Members and representatives of other inter-
national organizations participate as observers.

The Executive Council is UNWTQO’s governing board, responsible
for ensuring that the Organization carries out its work and adheres to
its budget. It is composed of Members elected by the General Assem-
bly in a ratio of one for every five Full Members. As the host country of
UNWTO s Headquarters, Spain has a permanent seat on the Executive
Council. For easier administration the UNWTO divides the world into six
regional commissions — Africa, the Americas, East Asia and the Pacific,
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Europe, the Middle East and South Asia. The commissions are com-
posed of all the Full Members and Associate Members from that region.

The Secretariat is led by the Secretary-General, who supervises about
110 full-time staff at UNWTQO’s Madrid Headquarters, and is organized
into programmes covering issues such as sustainability, education, tour-
ism trends and marketing, sustainable development, statistics, destination
management, ethics and crisis management. The Secretariat also includes
a regional support office for Asia-Pacific in Nara, Japan, financed by the
Japanese Government.

Specialized committees advise on management and programme con-
tent. These include: the Programme and Budget Committee, the Com-
mittee on Statistics and the Tourism Satellite Account, the Committee on
Tourism and Competitiveness, the Committee on Tourism and Sustain-
ability, the Committee for the Review of Applications for Affiliate Mem-
bership and the World Committee on Tourism Ethics. The Global Code
of Ethics for Tourists gives numerous recommendations to travelers. Trav-
elers should thoroughly plan their trips and learn to speak some words
of the local language. To ensure personal health and security, travelers
should know how to receive assistance in case of an emergency. Travelers
must observe local laws and respect human rights.

The World Tourism Organization researches and publishes many
documents such as the World Tourism Barometer. The organization
ranks countries by the number of visitors they receive annually, as well
as travelers’ method of transportation, nationality, length of stay, and
money spent. The UNWTO also predicts future tourism trends (Tourism
2020 Vision), issues travel warnings, prevents the spread of diseases, helps
countries market their destinations, encourages countries to simplify visa
application processes and reduce travel taxes, helps reduce congestion at
the world’s most visited sites, helps destinations rebuild their image after
crises like natural disasters.

A cornerstone of the World Tourism Organization is the improve-
ment of the economic and social living conditions of the world’s people,
especially residents of developing countries. Jobs in industries involv-
ing tourism alleviate global poverty and can be particularly beneficial
to women and young adults. Revenue gained from tourism enables gov-
ernment to reduce debt and invest in social services. Another point of
interest for the UNWTO is the sustainability of the environment. The
UNWTO works with airlines and hotels to improve energy and water
efficiency.

23



Find material and give a talk on:
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a) National and local tourism bodies of Russia.
b) A tourism body of any country.
www.world-tourism.org

http://www.iata.org
http://www.etc-corporate.org/
http://www.tourismconcern.org.uk/
http://www2.unwto.org



UNIT 3. TOURISM EMPLOYMENT, SKILLS
AND EDUCATION

1. Reading and learning

Scan the text and formulate the main ideas. Then read the text carefully
and memorize it.

Direct employment in tourism includes the variety of jobs done by
people providing travel, transport, accommodation, catering, leisure, and
business facilities for visitors to their countries or regions. Despite this
range of jobs, there are certain special characteristics of tourism employ-
ment which are common to them all. The combination of characteristics
found in tourism employment is unique to this particular industry.

Work around the clock. Tourists need to be looked after 24 hours
a day, seven days a week. They may arrive at their destination at 3 a.m., on
a night flight, and need to be met by airport staff and holiday reps. As soon
as the last tourist leaves the nightclub, hotel kitchens are coming to life as
preparations are made for breakfast. Hotel desks are staffed throughout
the night and the night-duty hotel manager is always at hand. Most road-
side catering establishments never close. For this reason, shift work is an
important feature of tourism employment.

Seasonal work. The working population in tourism tends to grow in
number during the high season and shrink back during the low season
as tourist facilities close down and pay off staff. The proportion of sea-
sonal to all-year-round employment is greatest in countries which depend
largely on sunshine to attract visitors. In some Mediterranean countries
such as Greece, for example, the vast majority of tourism-related employ-
ment is seasonal, lasting only for the months between May and October.
Even in Britain, many thousands of jobs in tourism last for only four or
five months of the year.

Work with people from other places. Working in tourism means coming
into regular contact with large numbers of people from outside the region or
outside the country to which the tourism staff belong. Tourist guides, tourist
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information centre staff, waiters, historic property managers are all examples
of people whose job brings them into frequent contact with visitors. As well as
bringing tourism workers into contact with people from other places, tourism
employment can also introduce them to lifestyles and standards of living that
are different from their own (the majority of those working in hotels begin
their careers there without ever having stayed in a hotel as a guest themselves).

Work in an atmosphere of enjoyment. One important characteristic
which distinguishes work in tourism from work in other ‘people’ careers
such as the police, social work, or even the undertaking business is that
the customer in tourism has an expectation of enjoyment, fun and pleas-
ure. Even business tourists expect to relax and enjoy themselves outside
the hours that they are working. Naturally, this enjoyment is only made
possible by the hard work of those employed to receive, feed, entertain,
inform, and clean up for the tourists themselves.

Processing hundreds of passengers onto a jet aircraft can be a hard
and stressful task for the airport staff and answering the same question
for the hundredth time at the end of a long and difficult day can test the
patience of any museum attendant. But the pleasure-seeking tourist ex-
pects at all times to be dealt with by staff that help to create the general
atmosphere of enjoyment.

In the same way that the industry has special characteristics which
distinguish it from other industries, people working in tourism need to
demonstrate special skills and attitudes, the combination of which is
unique to tourism.

Occupational skills are the basic skills which enable people working in
tourism to do their jobs competently. Chefs must be able to cook, airport
staff must be able to check someone onto a flight, and a tourist guide must
know how to show a group of visitors around a historic house. Occupa-
tional skills differ from job to job, but there are certain skills and attitudes
expected by tourists from all staff with whom they come into contact.

Customer relations skills. Visitors expect the tourism staff who serve
them to be cheerful, polite and helpful at all times. Without a doubt, there
are people working in tourism who genuinely enjoy meeting the public
and responding to their needs, particularly in countries with a tradition of
courtesy and hospitality towards visitors, or in destinations which receive
few visitors and where tourists are still something of a novelty. For most,
however, the ability to remain cheerful and co-operative to thousands of
individual tourists every year is something to be learned and something
which they regard as part of their professional attitude to the job, rather
than something which comes in a spontaneous and natural manner.
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It is desirable for all staff to behave in a welcoming and pleasant man-
ner to tourists, particularly if they are the first members of staff with whom
the visitors come into contact, such as hotel receptionists or staff selling
tickets at entry points to tourist attraction.

Information skills. Tourists need information on a variety of top-
ics from travel directions to explanations of unfamiliar items on menus,
where places are and what there is to see and do locally, and information
on the history and traditions of the places they are visiting. Tourists tend
to regard all those working in the industry as the source of answers to their
questions, whether the person is a hotel doorman, a gardener working at
a historic house, a waitress, the ticket collector on a train, or the manager
of a holiday park. For this reason, the ability to understand what is being
asked and to provide information and answers is regarded as an important
communication skill for tourism staff everywhere. Most people working
with tourists come to build up a range of knowledge about the place where
they work and the surrounding area. In France the accumulation of such
useful background information is considered so important that students
studying tourism at college there, attend lectures on the culture, tradi-
tions and history of their own country as part of their course.

Foreign language skills. For staff working in countries wishing to attract
overseas tourists, foreign language skills are greatly valued. The English lan-
guage is especially important for communication between staff and visitors:
a Norwegian tourist ordering a beer at a bar in Turkey will do so in English,
the language which he and the bar staff are most likely to have in common.
However, even in some developed destinations in Europe, the first foreign
language spoken by the resident staff is not English but German. German
tourists were responsible for discovering many new European destinations
in the Mediterranean during the 1960s and 1970s and the residents of those
places first learned the German language to make communication easier.
There are still Greeks who speak both their own language and German,
but not English, and there are resorts in places such as Majorca where the
residents speak Spanish and German, or Spanish and French, but little or
no English. Nevertheless, the importance of English as a common language
of communication in tourism is impossible to overestimate.

2. Terminology

Accommodation = accommodation facilities refers to places for people to
stay such as a house, flat, or hotel room etc.
All-year-round employment refers to work available during all the year.
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Business tourist = business traveler is a person traveling for commercial
or professional purposes rather than leisure, e.g. to attend meetings,
conferences and exhibitions, and to sell products or services.

High season = prime season = peak season is a part of the year when many
tourists visit a place and travel costs are therefore higher (opposite to
low season).

Historic house is a building which is interesting and impressive because of
special architectural and historic values.

Holiday park = holiday village = holiday camp is a place for families to stay
on holiday, with small separate houses and organized activities usu-
ally near the sea, a river or a lake.

Holiday representative = holiday rep = resort representative = tour opera-
tor’s representative = travel agency representative = local representative is
someone who acts on behalf of a tourist company controlling the quality
of tourist service and organizing activities on a static or coach tour.

Hospitality — friendly and generous behaviour towards visitors and guests,
intended to make them feel welcome.

Hotel front desk = hotel reception counter = reception desk is the desk
inside the entrance of a hotel where guests go when they arrive.

Hotel night manager is responsible for all aspects of a hotel that go on
overnight, e.g. late check-ins, intoxicated guests and loud parties,
wake-up calls. A night manager supervises those who work night shift.

Leisure facilities are buildings, equipment or services provided to relax or
enjoy people.

Low season = off-season = off-peak is the time of year when a place or
business is least busy, for example because there are not many tourists
(the busiest period of the year is high season).

Overseas tourist = overseas visitor = overseas holidaymaker = overseas
traveler = international traveler iS a person who travels to a foreign
country.

Roadside catering establishment refers to a place located by the roadside
where a traveler can find food and drink (restaurant, café etc).

Seasonal employment = seasonal work is a job available only during a par-
ticular time of year.

Shift work is a pattern of work in which you sometimes work during the
day and sometimes during the night.

Tourism staff = tourism workers are the people working in different spheres
of tourism sector.

Tourist guide = tour guide = guide is someone whose job is to show tourists
around a place and explain its history, architecture etc.
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Tourist information centre = TIC = visitor centre is an office or a reception
area that gives visitors tourist information about a geographical area,
museums or other places of interest.

Travel facilities = tourist facilities are buildings for accommodation, trans-
port, equipment or services that are provided for travel.

3. Lexical exercise

Use the appropriate special terms and the following word-combina-
tions: the range of jobs, the range of knowledge, to have especial/common
characteristics, a unique combination of..., to be at hand, for this reason,
important feature, all-year-round employment, to come into contact with, to
bring into contact, to distinguish from, to expect to enjoy, to make possible,
hard work, to need special skills, without a doubt, information on a variety of
topics, to provide information/answers, to build up knowledge, useful back-
ground information, to attend lectures on culture, to have common language,
tfo have some language in common, to discover new destinations to retell the
text “Tourism Employment, Skills and Education” and answer the following
discussion questions:

What kinds of jobs are there in tourism?

What are special characteristics of tourism employment?

What does it mean work around the clock in tourism?

Why is shift work an important feature of tourism employment?

What are the typical expectations of the customers in tourism?

What basic skills and attitudes should people working in tourism

demonstrate?

7. What information do visitors usually need in the places they are
visiting?

8. What languages are commonly used for the communication be-

tween staff and visitors in different countries of the world?

ISAIAE I

4. Translation

IF'EOAE3NYECKAA NYTA CTPYBE

1. «dyra CtpyBe» — 3TO Lieb TPUAHTY/ISILIMOHHBIX IIYHKTOB, IIPO-
TsHyBIIasics Ha 2820 KM IO TeppUTOPUM AECITH €BPOMNEUCKUX CTpaH
oT Xammepdecra B Hopseruu 1o YepHoro Mops.

2. OTU OIOpHbIe TOYKU HAOMIOAEHUI ObLIM 3aJ0XEeHbI B MEePUOI,
1816—1855 rr. actpoHomoM @Ppunpuxom ['eoprom Bumbsrensmom Ctpy-
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Be (oH xxe — Bacunuii SIkoBneBuu CTpyBe), KOTOPBI IIPOM3BEN TAKUM
00pa3oM MepBOE JOCTOBEPHOE M3MEpeHUe OOJIbIIOro CerMeHTa AYru
36MHOT0 MEpUIMaHa.

3. OT0 MO3BOJIMJIO TOYHO YCTAHOBUTH pa3Mep U (popMy Halllei ria-
HETBI, YTO CTAJIO BAXKHBIM 11arOM B Pa3BUTHUM HayK O 3eMJI€ U TONOrpa-
(buyeckoro KapTUPOBaHUSI.

4. DT0 OBbUT UCKITIOYUTENbHBIN MPUMEpP COTPYAHUYECTBA B HAyYHOM
cepe Mex Iy y4eHbIMU Pa3HbIX CTpaH U MEXIY MPaBSIIUMU MOHApXaMHU.

5. I[lepBoHauanbHO «Iyra» coctosuia U3 258 reone3anyeckmx «Tpe-
YTOJILHUKOB» (TIOJIMTOHOB) ¢ 265 OCHOBHBIMM TPUAHTYJISIIMOHHBIMU
MyHKTaMM.

6. B 00beKT BCeMUPHOTO HACIEAUS BOLLIN 34 TaAKMUX MyHKTa (Hau-
0oJiee XOpOIO YIEeBIIe K HACTOSIIEMy BpEMEHM), KOTOpble Map-
KHAPOBAaHbl HA MECTHOCTU CaMbIM Pa3HbIM 00pa3oM: BbIIOJIOJEHHBIMU
B CKaJlax yIJIyOJEHUSMU, XEJEe3HBIMU KpecTaMy, MMpaMUIaMU U3 KaM-
Hel WK crieliuajbHO YCTAHOBJIEHHBIMU O0EIMCKaMU UM MOHYMEHTA-
MU B TIaMSITh O F€0JIe3NYECKOM ITYHKTE U O IyTe.

7. Eme npubausutenbHo ¢ 500 I. 10 H.3. ObLJIO M3BECTHO, YTO 3eMJIs
He ruiocKasi, a uMeeT chepruueckyro hopMmy.

8. B 111 Beke mo Halleil 3pbl TEXHUKA CheMKHU 1 TEOPUSI OIpeaeie-
HUS pa3Mepa 3emin ObLIM pa3padoTaHbl I'peuyecKUM reorpacdom Dpa-
TocherHoMm. Ho camu n3amepeHus He ObUIM JOCTATOYHO TOUHBIMU.

9. B XVII Beke ObLI0 cO3IaHO 0Oojiee TOUHOE U3MEPUTEIbHOE 000-
pyIdoBaHUeE, a TaKXKe HOBbII METO/I, UCTIOJIb3YIOIIUI TPUAHTYISLIUIO.

10. BTOT MeToAd 3aKiloyalicsl B MOCTPOCHUU Teole3UYecKol CeTu
JJ1s1 Tonorparuyeckoii CheMKHU B BUJIE TPEYTOJIbHUKOB, B KOTOPBIX M3-
MepSIIMCh YIJIbl U CTOPOHBI. JIJIMHA CTOPOH TpeyrojbHUKa J0XOauja
1o 100 kM.

11. Heo6xoaumMoCTh TOUHOI'O KapTorpadupoBaHUs 0COOEHHO OCTPO
omyiiaigack B Poccun nmocie mo6easl Han HamoneoHnom, 1 Toraa uapb
Anexcanap I mpurmacun actpoHoMa Bunerensma CTpyBe u obecrieunn
€ro BCEMU HEOOXOAMMBIMU pecypcaMiu ISl CO3JaHUsl HOBOM IJIMHHOM
reoIe3UYECKOM TyTH.

12. CtpyBe, KOTOpblii paboTan B yHuBepcurere Jlepnta (4To B CO-
BpeMEHHOI DCTOHUM), P, YTO IyTra, KOTOPYIO OH CO3/1aCT, IPOMIAET
BIIOJIb MEPUIMAHA, TIPOXOASILEro Yepe3 00cepBaTOPUI0 YHUBEPCUTETA.

13. HoBasl niivHHas reoje3umyeckasl nyra, Mosxe MojydyrBiias Ha-
3BaHue [dyru CtpyBe, OblIa IIOCTpOEHA, OHA MPOTSIHYJAch Ha 2820 KM
ot Kpaiinero Cesepa 10 6epero UepHoro mops. Tenepb oHa BKJIloUeHa
B CITMCOK 00beKTOB BceMupHoro Hacieaus FOHECKO.
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14. DTOT 0OBEKT COCTOUT U3 34 OPUTMHAILHBIX TPUAHTYJISILIMOHHBIX
MyHKTOB, yCTaHOBJIEHHbIX CTpyBe M €ro KoJiJleraMu: YeThIpe MyHKTa
B Hopseruu, getsipe — B llIBenun, mects — B OUHISHINNA, OTUH —
B Poccun, Tpu — B Dcronuu, gsa — B JlarBum, Tpu — B JIuTBE, NATH —
B benopyccuu, onrH — B MoJioBe 1 yeTbipe — Ha YKpauHe.

5. Speaking

Render the content of the text in English.

TOURISM HIGHER EDUCATION

The term ‘tourism’ refers to the phenomena and relationships arising
from the travel and stay of people away from their normal home environ-
ments for a variety of purposes. Tourism industry, or the ‘leisure’ sector, is
one of the largest and fastest growing sectors of the global economy. Pro-
grammes with tourism in the title provide a vocational training relevant
for potential employment in different components of tourism industry.

Most programmes have broadened from their vocational origins to em-
brace wider issues relating to the nature, impacts and meanings of tour-
ism, aimed at an understanding of what is now a major world phenomenon.
However, most programmes still lay emphasis on career and vocational
objectives. Over the past 15 years the number of programmes concerned
with tourism has proliferated. They have a wide range of titles. The most
common are ‘Tourism Management’, ‘Tourism’, ‘Leisure and Tourism
Management’ and ‘Tourism Studies’ but also included are other titles re-
flecting the focus of particular programmes such as ‘Travel Agency Man-
agement’, ‘Sports Tourism’, ‘Rural Tourism’, ‘Sustainable Tourism’.

The study of tourism overlaps with other subjects. This is reflected
in the trend for tourism programmes to incorporate ideas and concepts
drawn from, for example, geography, social anthropology, sociology and
cultural studies.

Degrees in tourism typically involve the following:

® a consideration of the concepts and characteristics of tourism as
an area of academic and applied study;

* an examination of the nature and characteristics of tourists;

® a study of the products, structure, operations and interactions
within the tourism industry;

e the analysis of tourism in the communities and environments that
it affects.
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While most degree programmes include some consideration of all the
above areas of study, different programmes have different emphases. Typ-
ical subject areas might include: accommodation for tourists, destination
planning and development, geography of tourism, impacts of tourism,
international tourism, operation of the tourism industry, passenger trans-
portation, research methods, technology in travel and tourism, tourism
and the environment, tourism economics, tourism marketing, tourism
policy, tourism management, sustainable tourism.

The depth of knowledge, the proficiency of skills and the balance of
specific knowledge and skills may differ with the particular programme.
Each institution is free to decide on the content, nature and organiza-
tion of the degree programme and its constituent courses or modules. The
specific skills depend upon the aims and objectives of the programme.

Although there is a core of recognized course titles, Tourism is still
a developing area of study with a great deal of innovation and diversity.
The current scope of the coverage with respect to Tourism includes: Tour-
ism Studies; Tourism Management; Ecotourism; European Tourism; In-
ternational Tourism; Rural/Countryside Tourism; Sports Tourism; Sus-
tainable Tourism; Tourism Planning; Adventure Tourism Management;
European Tourism Management; International Tourism Management;
Rural Tourism Management; Tourism Business Management; Visitor
Attractions Management; Tourism Operations Management; Travel and
Tourism Management; Travel Management; European Travel Manage-
ment; International Travel; Travel Agency Management.

Find material and give a talk on:

a) Geographical information which is important to give to visitors in the
tourist destination of Russia (or abroad) you have chosen to describe.
b) Geographical information relevant for people working in tourism and
which must be included in the professional courses to be taught to them.
http://www.qaa.ac.uk/Publications/InformationAndGuidance/Docu-
ments/HLSTO08.pdf
http://www.travelindustrycareers.org/
http://www.travelindustrycareers.org/why-travel-and-tourism
http://www.kent.ac.uk/careers/sitestourism.htm
http://www.prospects.ac.uk/options_travel tourism.htm
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UNIT 4. TRAVEL MARKET SEGMENTS

1. Reading and learning

Scan the text and formulate the main ideas. Then read the text carefully
and memorize it.

There are some important questions marketers in the tourism busi-
ness need to answer: Who are the customers? With whom do they travel?
What types of tourism products do they buy? What are the needs they aim
to satisfy? Where do they buy tourism products? When do they buy them
(last minute, in advance)? How much are they prepared to pay? How do
they decide which tourism products to buy? Their age, gender, marital
status, educational background, amount of disposable income and other
factors affect what they buy.

The travel market is composed of many submarkets known as market
segments, i.e. groups of consumers with similar characteristics. The pro-
cess of segmenting markets assumes that the group of consumers identi-
fied as a market segment has similar purchasing habits. It allows the needs
and wants of each of these segments to be better understood and products
to be customized and targeted to consumers.

Thousands of market segments exist within the travel industry, and
there is no standard classification system for all of them. Instead, seg-
ments are classified according to characteristics that are meaningful to
a particular organization or business within the industry. For instance,
a hotel is likely to classify market segments differently than would an air-
line. Airlines may segment customers into those receiving first-class and
business class services versus economy class service; hotels may segment
guests as individual versus group; resorts may segment guests as off-sea-
son versus prime season guests; and restaurants may segment customers
by meal periods (breakfast, lunch, dinner).

The UNWTO has selected the most important and dynamic market
segments. Among them are: Cultural Tourism, Urban Tourism, Rural
Tourism, Nature-Based Tourism, Adventure Tourism, Weddings and
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Honeymoon Tourism, Winter Sports Tourism, Cruises, Meetings and
Conference Tourism.

Several methods are commonly used in the travel industry to segment
travel markets. Customers can be segmented by demographic character-
istics (age, gender), travel habits, purpose of travel, preferences etc. In
some cases, seemingly unlike segments may exhibit similar travel pref-
erences and habits. For example, young career persons without children
sometimes have similar travel preferences and habits to those of older,
well-established persons with substantially higher incomes.

Travelers are frequently divided into two segments. The first one is
made up of independent travelers, who usually are referred to as foreign
independent travelers or domestic independent travelers. These travelers
may purchase tours, but their main distinction is that they travel on their
own and not as part of a group. The second segment consists of group
travelers, referred to as GIT (group inclusive tour), or IT (inclusive tour
travelers). The independent segment consists of many types of individu-
als, ranging from adventurous backpackers to wealthy golf players. So
each group may be further segmented, e.g. by the purpose of travel. It is
important to distinguish between pleasure and business travelers. These
may be subclassified accordingly as or vacationers and VFR, convention
and incentive travelers.

Frequent travelers are key customers and usually comprise the most
important market segment for any firm in the travel industry. Airlines,
hotels, and car rental firms have initiated frequent traveler programs that
allow companies to identify key customers. Frequent travelers are mostly
males, are younger as a group than the general population, and are rela-
tively affluent.

The UNWTO identifies six main target segments according to the
stage in the family life cycle: Youth, Singles, Dinks (Double Income No
Kids), Families, Empty Nesters, and Seniors. For example, ‘Dinks’ are
between 25 and 35 years of age, reasonably affluent. They are cash-rich
but time-poor and so a holiday represents an important opportunity to es-
cape from everyday reality for a while and recharge batteries. Short break
destination, weekend breaks and last minute booking are a key character-
istic for them.

‘Empty Nesters’ are couples whose children have left home. Between
45 and 55 of age, well educated, with high disposable income, they have
time and money to spend on rediscovering old interests, trying new things
and enjoying soft adventure. They are likely to take holidays outside the
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main summer holiday period and show a significant interest in wellness,
quality products, comfort and luxury.

‘Seniors’ are aged 70+ and often in reasonably good health. Many are
still looking for new experiences, although this is likely to involve more
gentle activities like walking in gardens. They have a certain interest in
visiting places they used to visit when they were younger, as well as interest
in visiting iconic attractions so they have ‘done it’. However, their tastes
are increasingly sophisticated and personal comfort is a primary travel
concern.

Today companies use new technologies to categorize, manage and
communicate with their networked clientele on a highly individual basis.
Knowing the customer is the key to success.

2. Terminology

Affluent adj = cash-rich adj means having a large amount of money, land,
and other valuable things.

Backpacker is a traveler, who travels around an area on foot or public
transport, often carrying a backpack.

Business class refers to air class in between tourist class (economy class)
and first class designed to cater for the business traveler.

Business traveler 4

Clientele refers to the customers of a company, hotel, restaurant etc con-
sidered as a group.

Convention is a meeting of a business or professional group for the pur-
pose of exchanging information, electing officers, and discussing
problems.

Customize means to make or adjust a product or a service to suit the needs
of a particular customer.

Disposable income refers to money that an individual is free to spend after
paying taxes.

Economy class = tourist class is the least expensive class for air travel.

First-class is usually the best service provided on transport services, often
second best after deluxe category.

Frequent traveler is one who travels regularly with an airline or other mode
of transport.

Frequent traveler program is a loyalty scheme through which travel-
ers receive points for each travel and are rewarded with gifts or
free journeys as an incentive. The aim is to develop loyalty towards
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a company. Typically, airline customers enrolled in the program
accumulate frequent-flyer miles (kilometres, points, segments)
corresponding to the distance flown on that airline or its part-
ners. Miles are also awarded for using co-branded credit and debit
cards. Acquired miles can be exchanged for air travel or for in-
creased benefits, such as travel class upgrades, airport lounge ac-
cess or priority bookings.

Group inclusive tour (GIT) is a prepaid travel for a group of travelers, in-
cluding transportation, accommodation, and other services. Special
air fares are usually provided to the group.

High season = prime season 3

Iconic attraction = flagship attraction is very famous and well known.

Incentive travel refers to the use of travel as a reward or motivation for
meeting or exceeding goals.

Independent traveler can be defined as a traveler who organizes his or her
own trips, without buying package holidays or being a member of
a group.

Marketing is the process of planning, designing, pricing, promoting and
distributing a company’s products or services in order to satisfy cus-
tomer needs, so as to make a profit. (“Marketing is just sales with
higher education”.)

Off-season = low season 3

Shoulder period is the time of year between a peak tourism season and an
off-season.

Soft adventure = soft tourism = soft adventure tourism is a kind of ad-
venture tourism associated with those tourists who prefer adven-
ture traveling which does not involve the element of danger, e.g.
bird watching. For this kind of adventure little or no experience is
required. These tourists are highly motivated in terms of making
new discoveries and aim to find pleasure by avoiding their routine
urban life.

Target market = target segment = key customers is a group of customers
towards which a company has decided to aim its marketing efforts and
ultimately its products or services.

Vacationer = holidaymaker is a person who is visiting a place on holidays
or vacation.

VFR 1

Weekend break is a short holiday at weekend.

Wellness is the state of being healthy, i.e. how healthy you are, and how
well and happy you feel.
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3. Lexical exercise

Use the appropriate special terms and the following word-combinations:
tourist buying behavior, to be composed of..., segmenting markets, products
targeted to consumers, to be classified according to..., to be segmented by...,
to exhibit preferences, to be made up of, to travel on one’s own, segmentation
by, spending potential of tourists, to enjoy high income, consumption of tour-
ism, family life cycle, key customer, to identify target segments, to escape from
everyday reality, to take a holiday, quality products, new experiences, gentle
activities, a primary travel concern, short break destination, networked clien-
tele to retell the text “Tourism Market Segments” and answer the following
discussion questions:

1. What kind of questions do marketers have to answer?
Why do marketers segment travel market?

How do marketers classify market segments?

How does family life cycle affect consumption of tourism?
What market segments does UNWTO identify?

kv

4. Translation

CEJIbCKUU TYPU3M

1. CeabCKHUM TYpU3MOM Ha3bIBaeTCs BUJ TypU3Ma, B KOTOPOM KJTIO-
YeBbIM KOMIIOHEHTOM TYPIPOYKTA SIBJISIETCS CEJIbCKas KyJIbTypa.

2. OTAMYUTENbHON YepTOi TYPUCTUUECKUX MPOIYKTOB B CEJILCKOM
TypU3Me SBJISIETCS XKeJlaHue 00eCTieYnTh TTOCETUTENSIM MEPCOHATbHBIN
KOHTAaKT C IIPUPOIONA U CEJIbCKON MECTHOCTBIO M, HACKOJBKO 3TO BO3-
MOXHO, TO3BOJINTh Y4acTBOBaTb B CEJbCKOXO3SMCTBEHHBIX paboTax,
TpaAuLIUSX U 00pa3e XXKM3HU MECTHOTO HACEJIEHUS.

3. CenbCKMiA TYpU3M BKJIIOYAET arpOTypU3M, KOTOPBIH SIBJISIETCS OT-
JIBIXOM Ha depme. ArpoTyprsM Mo3BOJISIET epMepaM pa3HOOOpa3UTh
CBOIO JESATEIbHOCTb, OJHOBPEMEHHO YBEJIWYMBAasi CTOMMOCTb CBOMX
MPOAYKTOB.

4. ITo ouigHKaM, TEMIIbI pOCTa CEJILCKOro TyprM3Ma Ha JBa MpolieHTa
BbIILIE TEMIIOB POCTa BCE MHAYCTPUM TypU3Ma B LICJIOM.

5. Jlons X039 CTB, Mpeajaralolnx pa3MelieHue 1isl TYpUCTOB, SIB-
JISIETCSI OTHOCUTEbHO BbicOKO# B I'epmanum, Hunepnannax, Utanuu
1 Bo @panumu. CTpaHbl ¢ cCaMbIM BHICOKMM TIPOIICHTHBIM ITOKa3aTe-
Jnem — ABctpus, [IBenus u Belinapus.
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6. Ucnnanust u Upmanoust — IBe CTpaHbI, KOTOPBIE TIPYUTOXKMIIN 3HA -
YUTEJIbHbIe YCWIMS UISl TIPOABUXKEHUSI CBOETO CEJIbCKOTO TYypUCTUYE-
cKoro TponykTta. B Mcrmanuu pasamuyHble OpraHM3ali peKIaMUpyIOT
TIPYBJIEKATEIbHOCTD TE€X CEJIbCKMX PAfOHOB, KOTOPbIE OOBIYHO HE SIBJISI-
I0TCS MECTaAMHM MacCOBOTO OTABIXa TYPHCTOB.

7. ITppeMoM TypuCTOB Ha (pepMax 4acTo 3aHUMAIOTCS CYIIpyKeCcKue
Mapbl, KOTOpble OpoCcuiv paboTy B TOPOJIE U OCYILECTBIISIIOT CBOIO MEUTY
0 ceJbCKOH Xu3HU. OHM YacTo MpeiJiaraloT KpaTKue Kypchl MECTHOM
KyJMHApUU WIU peMecia U Nal0T COBETbI O TOM, KaKhe MEPOIPUSITHUS
MOKHO TIOCETUTD ITO COCEICTBY.

8. YuacTHUKaMu CEIbCKOro Typu3Ma, Kak MpaBujio, SBISIOTCS ce-
MbH C ICTHbMH B BO3pacTe OT ISATU IO OOWHHAAIATH JeT U Maphl B BO3-
pacte ot 50 mo 65 ser. [1epBBIX YacTO MPUBIIEKAET ITEPCIIEKTUBA O3~
KOro OOIIEHUS ¢ KMBOTHBIMM Ha depMe, B TO BpeMs KaK MoceaHue
NpUAAOT 0O0JIbIIIOe 3HAYEHWE MECTHBIM LIEHHOCTSIM M MECTHOM KYJib-
TYPHOI MAEHTUYHOCTHU.

9. B Gnuxkaiiiiem OyayiieM oXuUIaeTCsl 3HAUMTENbHbINM POCT Tpe-
JIOXKEeHUI B cepe CeNbCKOro Typu3Ma, HauMHask OT OOHOBJIEHHBIX CTa-
puHHBIX pepM B CeBepHoil u FOxHoit EBporne, 10 mpuOpekHbIX BUILT
B HEOCBOEHHBIX MECTaX Ha MOPCKOM MOOEPEXbe.

10. TypnpoayKT celbCKOro Typu3Ma JOJKeH ObITh OpUEHTUPOBaH
Ha KpaTKOCPOYHOE MpeObIBaHUE TYPUCTOB, T.€. TMOO HA JUIMHHbBIC BbI-
XOJIHbI€, 10O HA OTIbIX B TEUEHUE MAKCUMYM OJHOW HENEsH.

5. Speaking

Render the content of the text in English.

SCUBA DIVING TARGET SEGMENT

Scuba Diving Tourism refers to persons traveling to destinations with
the main purpose of their trip being scuba diving. The attraction of the
destination is almost exclusively related to its dive qualities rather than
any other factor, such as the quality of accommodation or land-based at-
tractions. Underwater tourism is not limited to scuba diving: other water
contact activities include surfing, underwater walking, and rides on tour-
ist submarines.

The scuba diving target segment is one of the fastest growing segments
in the tourism industry. It is estimated that there are over 10 million cer-
tified divers worldwide. Over one-third of these are European, with the
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other main scuba diving markets being the United States and Australia.
There is strong growth in the Asian markets.

The main target consumers are Singles and Dinks. There are sever-
al distinct characteristics of this market. Most divers have a fairly large
disposable income, tend to be young and single, and are aged between
the late 20s and early 40s, and are drawn from the professional and self-
employed classes. The average wage of a diver is considerably higher than
the average wage of other international travelers. One-in-three divers take
foreign diving holidays while the most passionate diving enthusiasts take
multiple diving holidays every year or take a specialist diving holiday on
their own plus a second holiday with the family. Sub-market segments can
be identified as follows:

e cheap and cheerful — mainly young, often organized low-cost
dive holidays;

e dive fanatics to short-haul destinations — sole purpose of travel is
diving, usually travel in groups with friends;

e dive fanatics to long-haul destinations — well-off, keen to dive
during a beach resort long-haul holiday or sole purpose is to dive;

e sideliner divers — make one or a few dives on a general family
beach resort holiday.

The main European markets are Italy, Germany, France and the
United Kingdom. The Italian dive market is mainly presented by the side-
liners, with as much emphasis on the resort facilities as on the underwater
attractions. The Maldives and the Egyptian Red Sea resorts are the most
favored destinations.

The UK market comprises principally dive fanatics, but with signifi-
cant representation also of cheap and cheerful and sideliners. The Red Sea
is the leading destination with principal access achieved through charter
flights to Hurghada and various scheduled service operations.

For German divers the Maldives is the leading destination followed
by the Red Sea. This may indicate that there are fewer dive fanatics and
more sideliners in the German than the British diving market. German
expenditure on scuba dive holidays is considerably higher than that of the
British. The bulk of this extra spending by Germans is on higher-grade
accommodation whereas the dive fanatics prefer to stay at less expensive
accommodation concentrating most of their budget on underwater ac-
tivities.

Although there are almost twice as many French divers as in Germa-
ny, the level of overseas diving holidays taken by the French is consider-
ably lower with most French divers practicing their sport in domestic wa-
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ters. The principal overseas destinations are the Red Sea resorts of Egypt,
followed by the Maldives. One quarter of the market is constantly seeking
out new destinations to explore underwater — the dive fanatic segment.

Although the majority of divers are men, there is a strong growth in
the number of women taking up the sport. The singles market is tipped for
strong growth, especially for individual women travelers. As diving must
always be undertaken with a partner, singles get to meet other people,
which is a strong attraction of such a holiday. Whilst the singles market
is expected to experience strong growth, there is evidence that another
growth market segment for diving is couples: marriage and pre-family.

Divers are becoming more adventurous and are looking further afield
for bigger and better thrills. Around one quarter of the active traveling
scuba market is constantly seeking new dive locations, and consequently,
destinations which are seeking to develop their tourism industry often
look to the dive market as a segment to develop. The added attraction is
that as long as the diving is good, high quality accommodation and infra-
structure are not important.

Whilst travel agent understanding of the scuba diving segment is in-
creasing, many agents still require further training. Many travel agents are
reluctant of selling diving holidays because they are still largely ignorant
since most of them have never submerged underwater. Further educa-
tionals are required for travel agents to increase their understanding of the
segment.

Find material and give a talk on:

a) One of the travel market segments.

b) Market segments which have maximum development potential in
Russia.

www.tourism.australia.com/markets/market-segments.aspx

www.tourism.vic.gov.au/marketing-campaigns/domestic-market-
ing/product-marketing-activities.html

http://www.ruraltourism.co.nz/

http://www.scubadiving.com/travel
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