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I. Pabouasi nporpaMMa nepecMoTpeHa Ha 3acelaHNH Kageapbl:

IIpoToKoII OT « » 20 1. Ne

3aBenyromuii kadeapoit

(moamuce) (N.0. damunus)

I1. PaGouasi nporpaMmma nepecMoTpeHa Ha 3acefaHuu Kadeapsl.

[IpoTokom oT « » 20 r. Ne

3aBeayromuit kadeapoit

(moamuce) (U.0. damunus)

I11. Paboyasi nporpamMma nepecMOTpeHa Ha 3acelaHNH Kadeapbl:

[IpoTokom oT « » 20 r. Ne

3aBenyronuii kKageapoit

(moamuce) (1.0. ®amunus)

IV. PaGouas nporpaMmma nepecMoTpeHa Ha 3aceJaHuU Kadeapbl:

[IpoTokom oT « » 20 r. Ne

3aBenyromnmii kKageapoit

(moamuck) (1.0. ®amunus)



1. L[CJ'H/I H 3aJa4 OCBOCHUA JUCLHUIIIINHBI:

[lenb: ycBOEHUE CTyIEHTAaMHU TEOPETHUECKUX 3HAaHUM, (POPMHUPOBAHUE YMEHHIA,
KOTOpbIE TO3BOJSIT HAa OCHOBE KOHCTPYHMPOBAHHS TMPEINOJIaraeMoil peaxkiuu
noTpeOuTENsl MpPU B3aUMOJEUCTBHUM C TYPUCTCKOM YCIyro co3JaaBath psij
BO3MOXKHBIX PEHIEHU I  COBEPIICHCTBOBAHUS

KOMMYHHKAIIUHU  MCKIY

IMOCTABIHIMKOM H ITOJIY4YATCICM YCIIYT'H.

3amauu:
e PACKpBHITh OCHOBHBIC HAIPABICHUS W TPEHIBI

WHIYCTPUU TYpHU3Ma,
CBS3aHHBIE C TOCTEBBIM CEPBUCOM,;

e AaHANIM3 CYIIECTBYIOIIMX B3aMMOJCHUCTBUM MEXKIY AaKTOpaMu TYpPHUCTKON
WUHIYCTPUH, IIPOEKTUPYS UX BO3MOXKHBIE HHTEPAKIIUH,

e H3ydYeHHE Ha0Opa TEXHMK, Ojarogaps KOTOPbIM BO3MOXKHO Ipe/cKa3aTh,
KAKUE€ BIEYATJICHUS M KAaKOW OMNBIT MOJYYUT MOTPEOUTENb NpU BBIOOpE H
UCIIOJIb30BaHUN TYPUCTCKOU YCIIYTH;

e H3yyeHUE OTanoB (POPMUPOBAHUS TOCTEBOTO CEpPBUCA U MEXAHU3MOB

YIPaBJIEHUS UM;

e aHAJIU3 MHUPOBOW MPAKTUKU UCIIOJIb30BAHUS CEPBUC-IU3aKHA.

O6H_I€Hp0(1)CCCI/IOHaJ'IBHBIC KOMIICTCHIIHMH BBIITYCKHUKOB U MHAUKATOPHBI X
JOCTUXCHUSI.

HaumenoBanue KaTreropum Koa u HauMeHOBaHMe

Kox v naumenoBanue

(rpynmnsi) . HHAMKATOPA JOCTHKECHUSA
o0menpodgeccnoHaAIbHOMI .
o0menpogeccHOHAIBHBIX ob0menpodeccuoHaTbHOMN
. KOMIIeTeHIIUH
KOMIIeTeHIH KOMIIETCHIIUH
OIIK-1 Cnocoben OI1K-1.1 ®opmupyet
TexHonorus GopMHIpOBaTh TEXHOJIOTUYECKYIO KOHIEIIUIO

TEXHOJIOTMYECKYHO KOHIEIIINIO
TYPUCTCKON OpraHu3allnH,
OpraHU30BBIBATH BHEAPECHHE
TEXHOJIOTUYECKUX HOBAIUN U
MPOrpaMMHOT0 0OecrieueHus B
cepe Typuzma

TYPUCTCKON OTaHU3AIUU
OIIK1.2 opranusyet BHeJpeHHUE
TEXHOJIOTUYECKUX HOBAIUM U B
cdepe TypuzMa

OIIK-1.3 opranusyer BHEIpEHHE
MPOrpaMMHOr0 oOecrieueHus B
chepe Typuzma




IIK-5 cnoco6en npumensts  |[IIK-5.1lananusupyer
TexHonorus npodeccnoHanbHbIC 3HAHUST  [MPOGECCHOHATBHYIO
TEXHOJIOTUYECKOI0 MU UHGOpPMaIMIO, MPUMEHsSI 3HaHUs
METOAMYECKOTO XapaKTepa, B TEXHOJIOTHIECKOTO u
TOM YHMCJIe, UHHOBAIIMOHHBIE  [METOJUYECKOTO XapaKTepa;
11 aHAJIM3a U OLICHKH MK-5.2 OILICHUBAET)
npodecCuoHAITbHON podeCcCHOHATIbHYIO
uH(pOpMAIU MHGPOPMAIINIO, UCIIONb3YSl 3HAHHS
TEXHOJOTUYHECKOTO u
METOAMYECKOTO XapaKTepa;
I1K-5.3 MIPUMEHSATE
WHHOBAIIMOHHBIC 3HAHUS I JJIS
aHaJIM3a u OLICHKHY|
npodeccnoanIbHON HHDOPMAIIHH.

|. CTPYKTYPA U COAEP)KAHUE TEOPETUYECKOM YACTH KYPCA

JIEKIIMOHHBIE 3AHATUSA
(18 YACO)
Tema 1. [TonsaTHe «cepBUC», HEOOXOAMMOCTh CepBUC-IM3alTHA (24.)
[lonsaTne cepBuca, JBa THIA CepBHCa (CEPCBUC KaK HEOCA3aEMbIA MPOIYKT U
CEpBUC KaK TPOIIECC), CEPBUCHBIC OMEpaliy, CEPBHUCHOE OOCITYKMBaHUE. Service
supply chain. CepBuc kak naTpeakTHBHBIH mporecc.Teopus cepsuca-Unified Service

Theory. HeobxomumMocTh cepBUC-Au3aiiHa.

Tema 2. Ouenka o:xuaanuii rocrsi. Bopjieuenue rocreii B mpouecc onpe/ejeHus
IEeHHOCTel CepBUCHOTO 00CTy:KuBaHus (4 4.)

[Tomoms OT rocTeld B BoICTpauBaHUM cepBuca. CTparerusi BBOBICUEHUS TOCTEH
B TIPOIIECC OMpEACTCHUsT IIEHHOCTeH CepBUCHOrO oOcmyxuBaHus. OOIwe Iemm.
JIosUITBHOCTB, YCTOMUYMBOCTE. ONpe/IelICHUE 3JIEMEHTOB CEPBHUCA, BBDKHBIX JJISI TOCTS.
PNC nuarpamma B Tipe3eHTaIlUM [IEHHHOCTEH, aHain3 JaHHBIX. OnpeneneHue posm

noTpeOuTeIs (MOCTABIIMK, paboTOAaTeIh, KOHKYPCHT U T1).

Tema 3. CepBucHas cTparerusi M KyJIbTypa B rocTenipuuMcTBe (4 yaca)



[IpenocraBnenus cepBuca, OTBEYAIOMIETO OXHUIAAHUSM roctsa. OpueHTarus
cTparernuy Ha 3X KJIIOUEBBIX KHUTa YJOBJIETBOPEHMs OXuAaHUs rocts. Pazpaborka
CEPBUCHOW CTpaTEIrvuu.

Omnpenenenue W BbICTapaBUBAaHHWE CEPBUCHOM KynbTypbl. Kynbrypa
oKpyxeHre. COHOBHBIE AJIEMEHTbI KYJbTYphl (TpaJuLMHU, Bepa, JOBEPHUE, LIEHHOCTH,
HOpMbI). KomMmyHMKanust B cepBUCHOW KyJbType. [IpUHIMITBI CEpBUCHON KYJbTYpBI
TOCTENPUHUMCTBA: HEOOXOIMMOCTH JIHJIENA, HEOOXOIUMOCTh KYJIbTYphl. BO3MOXXHOCTB

HN3MCHCHI KYJIBTYPBI OpraHu3alin.

Tema 4. CepBrCOOPHEHTHPOBAHHBIE COTPYAHMKH B rocTenpuumMcTBe (2 yac.)
Ilouck ¥u HaeM CEpBUCHOOPUEHTUPOBAHHBIX COTPYAHMKOB. BkitoueHue
COTPYIHHMKOB B IIpOLIECC ILUIAaHWpOBaHUs. TekydecTs KanpoB. OmnpeneneHue Tydimx
COTPYAHUKOB C TOUYKH 3pEHUsI OPTraHU3ALIMHU U IIPEIOCTABACHHS CEPBUCA.
OOyueHue COTpyAHMKOB M MoTHBalMsA. Pa3paboTka mporpammbsl 0OydeHHE.

PasButue nepconana. Itrka u ouznec. CJI0)KHOCTH O0yUEHUSI TTEPCOHAIA.

Tema 5. CepBuc- qu3aiin, MEHeUKMEHT W KOMMYHHKAIus (2 4.)

VYuer ynpaBieHYeCKUX OCOOEHHOCTEH B 3aBUCMOCTH OTPETHOHA U KYJIBTYPBL.
[InaHupoBaHue, opraHu3alys U KOHTPOJIb CEPBHCHOIO NPOLECCAa U €ro JIOCTaBKU
KOHEYHOMY MOTPEOUTEITIO.

VYOpaBieHUYECKHE TPUHIMIIBI B TOCTENPUUMMCTBE: NPUHLMII  OXXHUIAHWUS,
CEpPBHUCHBIE [IECHHOCTH.

Nudopmanmss 1 cepBUCHBIA TPOIYKT, MH(OpMAIMsT U CEPBUCHBIN Ipolecc,

UH(OPAMITUS U TIPOIIECC JOCTABKH.

Tema 6. IIpoBenenue ayaura cepBUCHOro nmpouecca (2 4.)

TexHomorust U MeTonbl OICHKM KadecTBa cepBuca. OIeHKa cepBuCa IOCTe
npenoctaBneHuss ycmyrd. l[logroroBka Kk cepBucHOMY ayauTy. llpoBemenwue
CepBUCEHOr0 aynuTa mo mmaram ( l-olieHKa mporiecca, 2- OINpeAeieHHe IEHHBIX

CCPBUCHBIX 3JICMCHTOB, 3- OIIPCACIICHUC HpO6J'ICMHBIX CCPBUCHBIX 3JICMCHTOB )



PaGota ¢ oOpatHOil cBs3pi0 moTpeOuTeneil. PaspaboTka crcTembl 0OpaTHOI
CBSI3U OT NoTpeduTened u coTpyaHuKoB. KaHanbl oOpaTHOil cBszu. COOp M aHAM3

uHGOpMAaITUH.

Tema 7. KoppexkTupymomue aeilcTBusi, yjJyullleHHE CepBHCA, BHeJIpeHHe
WHHOBanmi (2 4.)

VirydieHusi 10 HampaBlICHWSM: CTpaTerus, mepcoHai, cuctema. OrieHKa
Oyaymmx Bo3MokHOcTel. Pabora ¢ mpobiemamu, 0003HAUEHHBIMU TOTPEOUTEIIEM
yciyrd. Peopranmszanusi cepBUCHOM cucTeMbl. CHCTeMa BHEIPEHHSI CEPBUCHBIX

VHHOBAIIUH.

Il. CTPYKTYPA U COJEP)KAHUE NPAKTUYECKOM YACTH KYPCA
U CAMOCTOSTEJBbHOM PABOTHI
IIpakTnueckne padoTbl

(18 uac.)

IIpakTnueckoe 3ansaTue Ne 1. [lonsiTue «cepBHC», HEOOXOAMMOCTH CEPBHC-
au3aitHa (24.)
1. Consider the formula presented:
service product + service environment + service delivery system = guest
experience

a. Although all parts are important, do you think these three types of
organizations—a hotel, a restaurant, and an airline—would tend to
place a different em- phasis on the three parts in providing the total
guest experience?

b. If product + environment + delivery system = 100%, how would the
hotel, res- taurant, and airline divide up their emphasis? Or, how
would these organization types rank the three parts of the guest
experience in order of emphasis?

2. Imagine that a Rolex watch, a RadioShack watch, an Eagle Mirado #2



pencil, and a Cross fountain pen are sitting on a table in front of you. Which
item is highest in quality, and which is lowest in quality?

3. These standard rooms are available in your locality: the Ritz-Carlton Hotel
(%450 per night), a Holiday Inn ($150), a No-Tell Motel ($59.95), and a
YMCA or YWCA. Which room is highest in quality, and which is lowest in
quality?

4. Consider the examples in questions 2 and 3 in terms of value. Under what
circum- stances can quality be high and value low? Value high and quality
low?

5. A guest experience is a service, and that services are largely intangible.
Think of a somewhat expensive guest experience you have had. What tangi-
bles did the organization use to make you feel that your intangible
experience was worth the money you paid?

6. Reflect on a recent, enjoyable guest experience and on a disappointing guest
experience. A. What were the significant events, the moments of truth,
during each experience? B. How did they contribute to your enjoyment or
disappointment? C. How do they relate to managing the guest experience
in hospitality organizations?

7. There are some general statements about how people form their expecta-
tions for guest experiences.

a. How do those statements match up with the way you personally form
your expectations for a new upcoming experience?

b. If you are going for a repeat experience, would your expectations be
based totally on previous experiences?

c. If you were a hospitality manager, what level and type of expectations
would you want to create in your guests, and how would you try to
create them?

d. How would you take into account the fact that some guests are new,
some are repeaters, and you may not know which are which?

8. You are probably familiar with the expression “too much of a good thing.”

7



In the hospitality setting, that would describe over-delivering the service
guests have come to receive. A. How much service is too much service?
Have you ever experienced excessive service? B. How does a hospitality
manager ensure that guest expectations are met or exceeded without going
overboard?

9. How is service quality related to guest satisfaction?

10. Pemenne 3amad ( KeHc-CTaau, TECTHI).

IIpakTuyeckoe 3ansaTre Ne 2. OueHka o:kugaHuii rocrsi. BoBieueHue rocreii B
npouecc onpeaeJeHusi HEHHOCTE CepBUCHOTO 00cayKuBanus (4 4.)

1. .You are about to start your own restaurant and need to articulate a strategic
plan. Think of five key decisions you need to make, and tell how you will
make them.

2. List a few necessary core competencies for successfully operating a fast-

food restau- rant versus a fine-dining restaurant versus a casual-dining

restaurant.
A. Why are these competencies core?
B. Why do they differ from one type of restaurant to another?

3. How does knowing key drivers help a manager meet guest expectations in a
guest experience?

4. Think about kids in junior high school today; they will be part of
tomorrow’s work- force and customer base. What management and guest-
service changes will hospitality organizations have to make if they want to
succeed with these future employees and customers?

5. Think of a hospitality organization that you are familiar with.

A. What seem to be the key drivers of the guests in its target
market?

B. How do these key drivers influence how the organization
operates?

C. How should they influence how that organization operates?

8



6. Think of a product, service, or brand to which you are loyal. Why are you
loyal to that product, service, or brand? What did the organization do to
acquire your loyalty, and what has it done to maintain it? Based on the
reasons for your loyalty, what one piece of advice would you give to future
hospitality managers?

7. How do you define service? What are the components of good and bad
service? Which components of bad service are due to not getting something
that you expected or wanted but don’t get? Getting something that you don’t

expect or want?

IIpakTuyeckoe 3ansaTue Ne 3. CepBucHas crTparerusi ¥ KYJbTypa B
rocrenpuumMcrse (4 yaca)

1. Why is it important to check the delivery system first before checking to see
whether employees are to blame for service failures?

2. Recall two types of hospitality organizations with which you are familiar.

A. What people and nonpeople parts of each organization’s service
delivery system can you see? Not see?

B. What steps does each organization take to ensure that you cannot
see certain parts of the delivery system, and why does it take
those steps?

C. Are any parts of these two organizations’ service delivery
systems (e.g., the frontline server) more important than other
parts? Or are all equally important because a service delivery
system is only as strong as its weakest link?

3. If you opened a new restaurant, would you bother to blueprint your service
delivery system? Why or why not?

8. If you did a blueprint, would you show it to your employees and discuss it with
them, which would take time and cost money, or simply teach them their jobs on a
need-to-know basis? Or would you leave it up to them whether they stud- ied the
blueprint or not?

9. The chapter referred to a service blueprint for a frontline bank employee that



covered thirty-six 11-by-18 pages. How long would your restaurant blueprint be?

Compare the relative usefulness of your blueprint with the bank-employee

blueprint.
4. You have been asked to manage a local music festival.
A How would a PERT/CPM chart help you do this?
B. What would its essential elements, the individual circles in the
chart, be?
C. What would your PERT/CPM chart look like? Sketch it out,

indicating the critical path.

10. Describe several situations in which hospitality managers could use cross-
functional project and matrix teams to improve the quality and/or value of the
guest experience.

11. Providing a wow service and preventing service problems are two sides of the
same coin. Discuss.

12. Pemienue 3ama4 (TeCThI, KEUC-CTA/IH)

IMpakTuyeckoe 3ansaTne Ne 4. CepBHCOOPHEHTHPOBAHHbIE COTPYIHMKH B
rocrenpuumMcTae (2 yac.)
1. Virtually all organizations give their employees some training.

1. “Training frontline employees is more important to hospitality
organizations than to manufacturing organizations, because hospitality
employees are dealing with people, not widgets.” Do you agree or
disagree? Discuss.

2. How can organizations try to find out if the training they provided
was effec- tive? Can they ever be sure?

2. How should a training program for fine dining and casual dining waitstaff be
different?

3. Match several of ttraining types to employee types and job types. For
example, which techniques described in the chapter might be most effective
with restaurant servers? Ride operators at a theme park? Agents at an

information booth on a cruise ship?

10



1. How do you like to be trained or instructed? Which method or
methods work best for you, and why?
2. If the class shares responses to that last question, how do you account
for the differences among students?
C. How does all that relate to managing the guest experience in hospitality
organizations?

5. What does it mean to develop employees anyway? Why is it particularly
important to develop employees in hospitality organizations?

6. Some types of hospitality organizations typically experience (and accept) a
high rate of entry-level employee turnover. Do you think these organizations
should develop their entry-level employees to reduce turnover? Or would
they simply be spending money to develop employees who will be moving
on anyway, possibly to competitors?

7. Pemrenue 3aymay ( Keic-CTau, TECTHI).

IIpakTnueckoe 3aHsitue Ne 5. CepBuc- au3aiiH, MeHeIKMEHT ) |
KOMMYHHUKALMA (2 4.)

1. Name some ways or situations in which guest involvement in the co-

production of a restaurant experience can be useful to the organization.

A. Name some ways in which it can be useful to the restaurant guest.

B. What KSAs should restaurant guests have to be successful co-producers?
C. “Train them if they need it; motivate them if they need it; and keep it
simple, undemanding.” Would that formula promote successful guest co-
production?

2. Name some ways or situations in which guest involvement in the co-
production of a restaurant experience would not be useful or might be
harmful to the organization.

A. When might co-production in a restaurant not be useful to guests? When

might it be harmful?

11



B. What can the organization do to discourage co-production in those
situations?

Suggest some ways in which a restaurant, a hotel, a theme park, a tour bus,
and a travel agent might achieve a higher level of guest co-production that
would benefit both the organization and the guest. Was it more difficult to
apply the co-production idea to some of those hospitality or hospitality-
related organizations than to others? If so, why?

Under what circumstances do you think the organization is justified in firing
a guest? Think of a hospitality situation in which you would almost but not
quite fire a guest. See whether your classmates agree with you or whether
they would fire the guest.

Some hospitality authors suggest that guests should be managed as if they
were quasi- employees.

A. Who do you suppose these authors think should do this managing?
B. Whoever these managers are, should they be selected differently for their
jobs

because of the type of “management responsibilities” their jobs will entail?
C. Should they be trained differently?

Penrenue 3amad (TecThl, KEHC-CTAIN)

IMpakTuyeckoe 3ansitue Ne 6. [IpoBenenune ayqura cepBUCHOr0 nmpouecca (2 4.)

1.

Is it critically important for hospitality organizations to measure how satisfied
guests are with service quality and value? Or is it sometimes sufficient for
organizations sim- ply to offer the best service they can and hope for the best?
Regarding the strengths and weaknesses of different methods for measuring
service quality:

What are the strengths and weaknesses of managerial observation?

What are the strengths and weaknesses of guest comment cards?

Why is the comment card technique used so frequently in spite of its weaknesses?

What provisions would you expect to find in a typical service guarantee for a

12



restaurant?

What are the advantages and disadvantages to restaurants of offering such a
guarantee?

How might the service guarantees of a quick-serve restaurant and a fine-dining
restaurant differ?

Why would a hotel be more apt to use a guarantee than a restaurant, or a res-
taurant than a hotel? Do the restaurants with which you are familiar have

guarantees?

10. What are the advantages and disadvantages to hospitality organizations of mystery

shoppers? In which types of hospitality organizations do you think mystery

shoppers would be most and least effective?

11.To what extent should managers use a cost/benefit analysis when trying to

determine which techniques to use to measure the guest’s perception of the guest

experience’s quality and value?

IIpakTuyeckoe 3ansitue Ne /. Koppexkrupywumue aelcTBHs, YJy4dlleHUe

cepBHca, BHeJIpeHHe HHHOBaNMii (2 4.)

1.

Recall a service failure during a guest experience of your own.

Describe the failure and your reaction to it.

Describe the organization’s response to the failure. Did your reaction to the failure
seem to affect the organizational response?

As a result of what happened, how do you feel about this organization now?

If you were not completely satisfied, what could the organization have done to
satisfy you and perhaps cause you to be even more loyal to the organization than
before?

If you ran a hospitality organization, how would you plan to recover from failure?

Would you give employees a list of common failures and their corresponding
acceptable recovery strategies, or would you empower employees to use what-
ever recovery strategies they saw fit? Or both?

Would you try to quick-fix problems immediately or look for longer-term solu-

tions that might prevent future problems?

13



7. What would be the characteristics of your service-recovery plan?

8. One hospitality leader instructs employees to keep offering successively more
significant remedies to failure until the guest smiles, then stop. Discuss this
strategy.

9. Many service failures occurring during guest experiences at a hotel or at a
restaurant can be predicted and fixed. Name two problems that a hotel and a
restaurant probably cannot fix. What should the managers do if those failures
occur?

10. A guest in your organization starts an argument with another guest who has tried
to cut into a waiting line.  A. Is this a service failure? If so, who or what failed?
What should you as a man- ager do? B. If, rather than starting an argument, the
first guest punches the second guest, what should you as a manager do?

11.Do you believe that a complaint is “a gift” from the complaining customer to the
or- ganization? If you have complained to organizations, has the reaction
suggested that they believe you are presenting them with a gift?

12. According to this chapter, some experts suggest that apologizing for failures of
which the guest may not even be aware might be a good idea. Do you agree?

6. Pemenue 3agayu (TeCThI, KEMC-CTaIN)

I1l. YHEBHO-METOAUYECKOE OBECIIEYEHUE
CAMOCTOSTEJBHON PABOThI OBYYAIOIIUXCSI

Y4ebHo-MeToANnUeCcKOe 00ECTICUeHHE CaMOCTOSTEILHOM paboThI
oOyuaronuxcs mo auciuiuinae «Guest Service Management (Yrpasinenue
TOCTEBBIM CEPBHCOM )» BKITIOYAET B CEOsI:

— IUIaH-Tpa(UK BHITIOJHEHUS CAMOCTOSTEIHHOM PAOOTHI MO JUCITUTIIMHE, B
TOM YHCJIC TPUMEPHBIE HOPMBI BPEMEHH Ha BBIMOJTHEHUE TI0 KXKIOMY 3aaHUIO;

— XapaKTEepUCTHKA 3aJIaHUM JJIsI CAMOCTOSITEILHON PabOThl 00YUYaIOIINXCS U
METOMYECKHE PEKOMEH IAIUU 10 MX BBITIOJIHCHHUIO;

— TpeOoBaHUSI K  MPEJICTaBIECHUIO W O(QOPMIEHHIO  pe3yJbTaTOB

CaMOCTOSITEJIbHOM pa6OTBI;
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— KpUTEPHUHU OIICHKH BBIIIOJIHEHUSI CAMOCTOSITENIbHON pabOTHI.

H.]IaH-rpa(])mc BBINIOJIHEHUSI CAMOCTOSITEIbHOM paﬁon o IMCIMUIIJINHE

Bux IIpumepHbIe
Ne Hata / cpoku N HOPMBEI
CaMoOCTOSITeIbHOM ®opma KOHTPOJIS
n/n BbINOJTHEHH S BpeMeHHU Ha
padoThI
BBINIOJIHEHH e
1 Henens N3yuenue
A i N [IpesenTanus noknana,
TEOPETUUECKON
1. 18 OTBETHI Ha BOIIPCHI
2 Henens uH(popMaluuy, sanay
IIO/ITOTOBKA JTOKJIAJI0B
3 Henens Uzyuenue
A Y1 . [Ipe3enTanus
TEOPETUUECKON
2. 18 JIOKJIAZIOB U pelIeHue
4 nenens uH(pOpMalInH, pelIeHe .
Keiic-cTanu
3a/1a4
IloaroroBska k
B teuenue .
3. IIPAKTUYECKUM 36 YcTHBIN onpoc, TeCT
cemecTpa
3SHATHIM
O Hezens AHanu3 ¥ pelenue
6 Henens CUTYallMOHHBIX 33144, 3amuTa npe3eHTanu,
4 7 Henens MOATOTOBKA K 3a4eTy, 36 TECTUPOBaHUE,
' 8 Henens BBICTYIIJICHHE C [TpoBepka pemieHus
O Henens MIpEe3eHTALUSIMH 10 3aaq
BBIOpAaHHBIM CTpaHaM
NTOI'O 72

PexomeHaanuu mo caMmoCTOATEIbHOM padoTe CTYACHTOB
Oco0oe 3HaueHue I OCBOEHUS TEOPETHUYECKOro Marepuaia | s
npuoOpeTeHus: U (HOPMUPOBAHMS YMEHHM M HABBIKOB HMMEET CaMOCTOSITEIbHAs
paboTa CTYJICHTOB.
CamocrositenibHass pabora crymeHToB 1o aucuuiumHe «Guest  Service
Management (YmpaBieHue TOCTEBBIM CEPBUCOM)» MPEAyCMATPUBACT H3YUYEHHE
PEKOMEHyeMO OCHOBHOM U JOTOJHUTEJIBHOM JUTEpaTyphl, MOATOTOBYK

JOKJIQZIOB, PELUICHWE CUTYTHUBHBIX 3aJa4, I[IOJATNOTOBKA IMPE3CHTAlUU 110
BIICUTAJICHUSM BBIOPAHHOW CTpaHbl, M MOATOTOBKA K MPOMEKYTOYHOU aTTECTAIIUN
— 3a4erTy .

Jns camMonpoBEpPKM YCBOEHHUsI TEOPETHUECKOIO MaTephasia U cJade 3adeTa

CTyACHTaM HpcajiararoTCs BOIIPOCHI AJIsA CAMOKOHTPOJIA.

Pexomenmanuu mo padore ¢ Jureparypou
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[Ipu camocTosTENbHON PabOTEe C PEKOMEHIYEMOW JIUTEPAaTypoill CTyJIeHTam
HEO0OXOMMO TIPUACPKUBATHCS OMPEACIICHHON TTOCIEI0BATEIIBHOCTH:

— Npu  BBHIOOPE JIUTEPATYpHOTO HCTOYHHMKA TEOPETHUUYECKOro MmaTepuasa
Jy4lle BCEro MCXOAUTh M3 OCHOBHBIX MOHITHH M3y4aeMoW TeMbl Kypca, YTOObI
TOYHO 3HATh, YTO KOHKPETHO UCKATh B TOM WUJIM UHOM U3aHUU;

— 175t 60s1ee rIyOOKOTO YCBOCHHUS M MMOHUMAaHUsI MaTepHalia CielyeT YhTaTh
HE TOJBKO HMEIOIIHUECS B TEKCTE OINPEICIICHHUs] U TMOHSATUSA, HO U KOHKPETHBIE
MIPUMEPHI;

— 4TOOBl TONYYUTHh OoJiee OOBEMHBIE U CHUCTEMHBIC MPEJCTABICHUS I10
paccMaTpuBaeMoll TeMe HEOOXOAMMO MPOCMOTPETh HECKOJIBKO JIUTEpPaTypPHBIX
HMCTOYHUKOB (BO3MOKHO aJIbTEPHATHUBHBIX);

— HE CJEeAYyeT KOHCIEKTUPOBATh BECh TEKCT M0 PACCMATPUBAEMOM TEME, TAK
KaK TakoW IMOAXOJ HE JaeT BO3MOXKHOCTHM OCO3HATh MaTrepHuay, HeoOXOIUMO
BBIJICJIUTh U 3aKOHCIIEKTUPOBATh TOJIBKO OCHOBHBIE MOJIOKEHUS, OMpEACICHUs U

IMOHATHA, ITO3BOJIAIOMINEC BEICTPOUTD JIOTHKY OTBCTA HA U3YYACMBIC BOIIPOCHI.

MeToanyeckue yKa3aHusl K PelICHUIO Keic-3a1auM

Kenc-3amaya — 3TO ONMCaHHWE PEAIbHBIX 3KOHOMUYECKHUX, COLMAIBHBIX M
ousHec-cutyanuii. OOyvaroniecs: JOJKHBI UCCIE0BaTh CUTYAIUIO, pa300paThes
B CyTH NpoOJjeM, NMPEAIOKUTh BOZMOXKHBIE PELICHUSI U BbIOpaTh Jydllee U3 HUX.
Kelicbl OCHOBBIBAIOTCSI Ha peaJbHOM (AKTUYECKOM MaTepualie WIH Ke
NpUOJIMKEHBI K peabHON CUTYallUU.

Kenc-3amaun npenHasHayeHbl I UCIOJIb30BAaHUs CTYyJAEHTAMU KOHKPETHBIX
OPUEMOB W KOHLIENIMA TpPU UX BBIIOJHEHUU [JII TOTO, YTOOBI MOJYYHTh
JIOCTaTOYHBIM YPOBEHb 3HAHUN U YMEHUU [T IIPUHSATUS PELICHUN B aHAJOTUYHBIX
CUTyalusix Ha Oyaymed mnpodecCHOHAIbHON JAeATeTbHOCTH, TEM CaMbIM
YMEHBIIAsT Pa3pblB  MEXKAY TEOPETUUECKUMH 3HAHUAMM U NPAKTUYECKUMU
YMEHHUSIMU.

CTy#eHT [OJKeH yMeTh MpaBUJIbHO HMHTEPIPETUPOBATH CHUTYyaLUIO, T.€.

IIpaBUJIbHO OMNPCACIIATL — KaKHue q)aKTOpBI SBIIIIOTCA HanmOojee Ba)XKHLIMU B
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JAHHOM CUTYaIlUU U KaKoe perieHrne He0OX0IUMO TPUHSITh.

IHopsiaoxk cpavyu Keuc-3a1a4M U ee OLlCHUBaHUe

Keiic-3amaua BBITIONHAETCS CTYJACHTAMH B CPOKH, YCTaHABIMBAaCMbIC
npernojiaBareyieM M0 peaiu3yeMOod ITUCHUIUIMHE, M CAaeTcs MpernojaBaTeio,
BENlyIIEMY JUCIUIUIMHY.

[Ipu omeHke pemeHus KeWc-3aadd YYUTBIBACTCS CTEMEHb HW3YYCHHOCTH
po0IeMBbI, COIEpKAHUE U apTyMEHTUPOBAHHOCTH OTBETA.

[To pe3ynmpTaTaM MPOBEPKHU KEHC-3a7a4 ¥ MX 3aIUTHI CTYICHTY BBICTaBIISETCS
OTIPEJICTICHHOE KOJMYECTBO OaJIOB, KOTOPOE YYHMTHIBACTCS TMPHU OOIIEH OICHKE
MIPOMEKYTOUHOM aTTeCTAIIUH.

Kpurepuu oueHKH Keiic-3a1a4u

- 100-86 OamioB BBICTABIAETCS CTYIEHTY, €CIU CTYJIEHT BBIPa3Uil CBOE
MHEHHE TI0 CQOpPMYJIUPOBAHHON mMpodiieMe, apryMEHTHUPOBAI €ro, TOYHO
OTIPE/IETUB €€ COepKaHNE U COCTABIISAIONINE;

— 85-76 GamioB - paboTa XapaKTEpU3yeTCs] CMBICIOBOM IIEIBHOCTHIO,
CBSI3HOCTBIO U TIOCJIEIOBATEILHOCTHIO W3JIOKEHUS; TOMYIICHO 2-3 OMIMOKH TpHU
OOBSICHEHUH CMBbICIa WU cojJiepkaHus TmpoOsembl. DakTUUECKUX OIIMOOK,
CBSI3aHHBIX C TOHUMAaHUEM MPOOJIEMBI, HET;

— 75-61 Gamn - CTyJAEHT NPOBOJIUT JOCTATOUYHO CAaMOCTOSITEIbHBIN aHaAINU3
OCHOBHBIX JTallOB M CMBICIIOBBIX COCTABJISIOIINX MPOOJIEMBI; TOHUMAET 0a30BbIC
OCHOBBI U TEOPETUYECKOE 000CHOBaHUE BbIOpaHHOU TeMbl. [lomyiieHo He Oosee 5
OIIMOOK B CMBICIIC UJTH COJICP KaHHUH TTPOOJICMEI;

— 60 u menee OamioB — ecnu paboTa MPEACTaBISET COOOM TMOTHOCTHIO
MepenCaHHbIi MCXOJHBIM TEKCT, 0€3 KakuxX Obl TO HH OBLJIO KOMMEHTapHEB,

aHanu3a. He packpbiTa CTpyKTypa U TE€OpETHUECKasi COCTABIISIONIAS TEMbI

MeToanuyeckue peKoMeHAaluu JAJIs1 MOATOTOBKHU A0KJIAAa, CO00menust/
npe3eHTaAnuu
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Jloknam moipkeH OBITh HAMWCaH KaXIbIM CTYJEHTOM CaMOCTOSITEIBHO.
CTyaeHT MOJDKEH HMCIOJB30BaTh TOJNBKO T€ JIMTEPATYPHBIE UCTOYHUKH (HAydHBIC
cTaThbu, MOHOrpaduu, mocodus u T.1.), KOTOPbIE UMEIOT MPSIMOE OTHOIICHHE K
u30panHoii uM TeMme. He momyckaroTcsi OTCTpaHEHHBIE pAcCyXACHHUS, HE
CBSI3aHHBIE C aHAIU3UpyeMou mpodiieMoi. OriaBieHue JAOHKHO YETKO OTpakaTh
OCHOBHOE COjIep>KaHre padOThl U 00ECIIEYNBATh MMOCIEI0BATEILHOCTh U3JI0KECHHUS.
CtyaeHTy He0OOXOAMMO CTPOTO NPHUICP)KUBATHCS JIOTUKH M3JI0KCHUS — HAYNHATH C
ONpEeeNeHUs] U aHaiu3a T[OHATUN, TMEeperTH K TOCTAaHOBKE MPOOJIEMBI,
MpOaHAIN3UPOBATh MYTU €€ PEIICHUS U CAENaTh COOTBETCTBYIOIIME BBIBOBI.
PaboTta momkHa OBITH JOCTATOYHO KPAaTKOM, HO PACKPBIBAIOLIEH BCE BOMPOCHI
COJIEp KaHUs U TEMY.

[To cBoell cTpyKType MOKJIaA AOJKEH UMETh TUTYJIbHBIM JUCT, OTJIaBJICHUE,
BBeleHUE (rA€ CTYIeHT (OpMyIupyeT MpoOjeMy, MOJUISKAIIYI0 aHaIu3y |
UCCJIEIOBAHNUIO), OCHOBHOM TeKCcT (TJie MOCHEAO0BAaTEeIbHO  PAaCKPBIBACTCS
n30paHHas Tema), 3aKiatoueHue (rae CTyACHT (OpMYIUPYET BBIBOJIbI, ClETaHHbIE
Ha OCHOBE OCHOBHOTO T€KCTa PabOThI), CIIHMCOK UCIOJIb30BAHHBIX UCTOYHUKOB (10-
15 naumeHoBanuii). B criMcok MCMOMB30BaHHBIX UCTOYHHUKOB BHOCSITCSI HE TOJIBKO
HMCTOYHUKH, Ha KOTOPHIE CTYACHT CChUIAE€TCS MPHU MOJATOTOBKE pedepara, HO H
WHBIE, KOTOPBIC OBLIM U3YYEHBI UM IIPHU TIOJITOTOBKE pedepara.

JIi  MOATrOTOBKM — YCTHBIX  COOOUIEHWH WM  TPE3CHTAUMHA  KeNaTelbHbI
WLTIOCTpaTHBHBIE ((POTO- U BUIEO-) MaTepUalibl, CTATUCTUUECKUE JUarpaMMbl |
TaOJHUIIBL.

OOuwe TpeOOBaHUS K MPE3EHTAIUH:

- TIpe3eHTALMS HE JOJDKHA ObITh MeHbIIe 10 clainoB;

- TIEPBBIM Clal— 3TO TUTYJIBHBIN Clail, HA KOTOPOM OO0SI3aTENbHO JOKHBI OBITh
MPEJICTABIICHBI; HA3BAHUE MPOEKTA; (haMIUITHSI, UMsI, OTIECTBO aBTOPA.

Jlns  odopmiieHHST  Mpe3eHTAlMK  00s3aTeIbHBIM — TPEOOBAHHUEM  SIBJISICTCS
UCIIOJIb30BaHNE (PUPMEHHOT'O CTUJISl YHUBEPCUTETA.

OdopmiieHne noKIaga OCYIIECTBISETCS B COOTBETCTBHH C TpeOoBaHUAMH K

O(I)OpMJ'ICHI/IIO MU CBbMCHHBIX pa60T, BBINIOJIHACMBIX CTYACHTAMH W CIYyIIATCIIAMHU
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AB®Y (2011 r.) wim Mertoauueckumu ykazanuamu [1IOM  JIBOY 1o
BBITIOJITHCHUIO W O(GOPMIICHUIO BBITYCKHBIX KBaJTU(UKAIMOHHBIX W KYPCOBBIX
pabot (coct. B.B. Jluxauesa, A.b. Koconamnos, I'.M. CsicoeBa, E.I1. Bonongapckas,
E.C. ®umenko. — BnaguBocrok: M3natensckuii oM JlansHeBocT. deaepan. yH-Ta,
2014.—-43 c.).

[Ipu oreHke AOKIIaga YYUTHIBAIOTCS COOTBETCTBUE COJEP>KaHMSI BHIOpAHHOM
TEeMe, YETKOCTh CTPYKTYpPHbI paOOThI, yMEHHE pabOTaTh ¢ HAYYHOU JUTEPATYPON U
HOPMATUBHBIMM U TEXHUYECKHUMH JTOKYMEHTaMH, JIOTUUECKH MBICIUTH, BIAJETh
po(ecCUOHATIEHON TEPMHUHOJIOTUEN, TPAMOTHOCTH O(hOPMIICHHS.

[To pe3ynbTaram MPOBEPKH JOKJIAJA U €Tr0 3alUTHI CTYACHTY BBICTABIISIETCS
OTIPEJICTICHHOE KOJMYECTBO OaJsIOB, KOTOPOE YUHUTHIBACTCS MPHU OOIIEH OIICHKE
MIPOMEKYTOUHON aTTEeCTALNH.

KpuTtepumn onieHKku (yCTHOTIO I0KJIa1a, COOOIIEHNSI, B TOM YHCJIe
BbINOJIHEHHBIX B (D)OpMe Mpe3eHTALNI)

100-86 6amioB BBICTABISICTCS CTYACHTY, €CIIM CTYJCHT BBIPA3WJI CBOE MHEHHE TI0
copMyImpoBaHHOM TIPOOIIEME, apIyMEHTUPOBAT €r0, TOYHO OIPEJIEIUB €€ COACpKAHIE
u cocrapitonme. CTyIeHT 3HaeT U BIAAEET HABBIKOM  CaMOCTOSTESTHHOM
MCCIIEIOBATEIbCKON Pa0OThI TI0 TEME HCCIISIOBAHMUS;, METOJaMH U MPUEMaMH aHAIU3a
TEOPETUUECKUX W/WIM TPAKTHYECKUX AacleKTOB H3ydaeMoi obsactu. DakThdecKkux
OIIMOOK, CBS3aHHBIX C MOHMMaHWEM IMPOOJIeMBbI, HET, Tpaduyecku padota odopmiieHa
TPaBUJIHHO

85-76 - 6amioB - paboTa XapakTepU3yeTCsi CMBICIIOBOM 1ETbHOCTBIO, CBSI3HOCTBIO U
TMOCJICIOBATENILHOCTBIO M3JIOXKEHHUST; JIOMYILEHO He Oosiee 1 OmmMOKHU Mpu OOBSICHEHUH
CMBICTIa WM COACpKaHusl MpoOiembl. JIjisi aprymeHTary TPUBOJSTCS Pa3IMUIHbIC
JAHHBIE ~ OTEYECTBEHHBIX M  3apyOeKHBIX  aBTOpoB.  [IpogaeMOHCTpUPOBAHbI
WCCIICIOBATEIbCKIE yMEHMS W HaBbIKM. (DaKTHYECKMX OIMMMOOK, CBS3aHHBIX C
TIOHMMaHWEeM MPo0IIeMbl, HeT. JlonyIieHb! ofjHa-ABe OMMOKH B 0POpMIICHUH pabOThI

75-61 6ay1 — CTYJIGHT MPOBOJIUT JOCTATOYHO CAMOCTOSITEIIbHBIN aHAJIN3 OCHOBHBIX
ATarioOB M CMBICTIOBBIX COCTABJSIFOIMX TPOOJIEMBI; TTOHMMAeT Oa30BbIe OCHOBBI H

TCOPETUICCKOC 00OCHOBaHHE BBI6paHHOﬁ TCMBI. HpI/IBJIe‘IeHbI OCHOBHBIC UCTOYHHMKH I10
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paccmarpuBaeMoii Teme. [lomymieno He Oosee 2 OMMOOK B CMBICIE WM COEP)KAHUU
npo0OJIeMbI, 0popMITCHHUH pabOTHI

60 u MeHee OayuIOB - ecm pabOTa MPEACTABIACT COOOW TepPeCKa3aHHbBIA WM
TIOJTHOCTBIO TIEPETNMCAHHBI UCXOIHBIA TEKCT 0e3 COOCTBEHHBIX KOMMEHTAPHEB, aHAJIN3A.
He packpbITa CTPYKTypa W TEOPETHYECKas COCTABIIIOIIAS TeMbL. JOMYIICHO TP MU
Oormee Tpex OMMOOK B CMBICIIOBOM COJCPYKAHWM PACKphIBAGMOW IPOOJIEMBI, B

otopmiieHIH pabOTHI.

Bonpocsl 1j1s1 CaMOKOHTPOJIS

Bonpocs! 111 CaMOKOHTPOJISI IIPpEeIHA3HAYEHBI UISI CAMOIIPOBEPKU CTYIEHTOM
YCBOCHUS TEOPETHUYECKOTO MaTepualia, MOATOTOBKH K BBIIOJIHEHHIO W 3aINUTE
7abopaTopHBIX paboT U caade sk3ameHa. st ynoOcTBa MOJIb30BaHUSI BOIIPOCHI
JUISL CAaMOKOHTPOJISI pa3OUTHI MO pasfieflaM U TeMaM TEOPETHYECKOM YacTH Kypca
JUCHUIUIMHBL U cHOPMYJIHMPOBAHBI bl (POpME TEPMHUHOB, HEOOXOIUMBIX K
00s13aTeNbEIbBHOMY ITOHUMAHHIO
Tema 1. [lonsiTHE «CEPBUC», HEOOXOAMMOCTDH CEPBUC-TU3aMHA (24.)

1. Hospitality.
service quality
service value
guest experience
moment of truth
service product
service setting

service environment

© 0o N o a kWD

servicescape

10. service delivery

11. expectations

12. service delivery system
13. service package

14, critical incident
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15. quality
16. benchmark organization

17. value

Tema 2. Ounenka oxxugaHuil roctsi. BoBiieueHHe rocTeidi B mpoluecc
onpejeJieHUusi IEHHOCTEH cCepBUCHOTO 00cay:KUBaHuA (4 1.)

brand image

brand plan

action plan

environmental assessment

qualitative forecasting tools

quantitative forecasting tools

intenal audit

vision statement

© o N o 0 K~ w D

core compitense

10. mission statement
11.design day

12.yield manaegement
13. revenue management

14.Focus grups

Tema 3. CepBucHasi crpaTrerusi ¥ KyJbTypa B rocTennpuuMcrBe (4 yaca)

1. Oraganizational culture
2. Value

3. Norms

4. Rituals

5. Symbols

6. Believes
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Tema 4. CepBuCOOPHEHTHPOBAHHBbIE COTPYAHUKH B rOCTENIPUUMCTBE (2 4ac.)

1. Recruitment

2. Service natural

3. Human resourses planning
4. Job analysis

5. Emotional labour

6. Emotional relationship

7. Hiring from within

8. Sucession plans

9. Different types of interviews
10.External training
11.Internal training
12.Coaching

13.Audiovisual training

Tema 5. CepBuc- 1u3aiiH, MEHEeXKMEHT W KOMMYHHKAIMS (2 4.)

1. precess strategies

2. management by working around
3. guest focus group

4. job performance standarts

5. service guarantee

Tema 6. [IpoBeeHue ayaura cepBUCHOIO nmpouecca (2 4.)
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1. service guarantee

2. servise quality

3. techniques and methods for assessing service quality
4. meashures of servce quality

5. servise standards

6. Pemenue 3agay (TeCThl, KeMC-CTaIN)

7. Types of Service failures

Tema 7. Koppexrupymwouiue aeiicTBusi, YJy4YlleHHE CEPBHUCA, BHeJAPeHHE
WHHOBaUMI (2 4.)

1. Servise failure

2. Causes of service failure

3. Recovery strategy
4. Service innovations
5

. Customer expectations

IV. KOHTPOJIb JOCTUXKEHUWS IIEJIEM KYPCA

Koutpoanpy OueHovHbIe cpeaCTBA
e-Mble
Ne ATEIEI Kox u HaumenoBanne .
n/n pasi HHAUKATOPA JOCTHKEHUSA TEKY MM TIPOMEZKYTOHAS
JUCIMILIMH KOHTPOJIb aTrecTranus
bl
IK-1.1
(q)) [IpakTnue
OPMHpPYET
pMHpPY CKO€E CutyanmonHas 3agaya
TEXHOJIOTHYECK .
CXHOIOTMHACCKYIO | 3apaTme (xeiic 1,2)
OIIK- 1.1 | xormenmuto
. Curyamo | BeicTyruienue ¢
TYPHUCTCKOI .
HHBIC JOKJIaJOM/TIpe3eHTaIuei
OraHM3aIIN
1. Tema 1-7 1 3a1a4n
OIIK1.2 IIpakTuue
OpraHu3yeT CKOE CuTtyanmonHas 3ajgaya
OIIK- 1.2 | BHeapeHue 3aHATHE (xeiic 3,5)
TEXHOJOTHUECKUX Curyanmo | YctHOe coOeceoBaHne
HOBalMH U B chepe | HHbIE
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Typu3Ma 3a1a4u
OIIK-1.3 [IpakTuue
OpTraHu3yeT CKOE
OIK - 1.3 | BHCApeHHe 3aHSTHE CuryaunonHas 3agaya
IIPOrPaMMHOT0 Curyaumo | (ketic 4,8)
obecrnieueHus B HHbIE
cdepe Typuzma 331291
InK-5.1 [Ipaktrue | CuTyanroHHas 3a7ada
aHaJIU3UPYET CKOe (ketic 1,7,3)
npodeccuoHanpHy | 3aHITHE Brictymnenue ¢
10 uHbpopmanmio, | Curyaro | ITOKJIa0M/Ipe3eHTauen
I[IK -5.1 | mpumeHsii 3HaHUS | HHbIC
TEXHOJIOTHYECKOTO | 3a/1a4u
U METOJIUYECKOTO
XapakTepa;
IIK-5.2 onenuBaer
npodeccuonansny | [Ipaktuye
Tena 1-7 10 uHbDOpMaNHIO, | CKOE CHT’yaHHOHHaﬂ 3aaya
K -5.2 UCIIONb3Ysl 3HAHUS | 3aHSATUE (xetic 3,6,8)
TexHojormaHeckor | Curyanmo | Beicryruienue c
0 ¥ METOJUYECKOTO | HHBIC JOKJIaJOM/TIpe3eHTauein
XapakTepa; 3aa9u
IIK-5.3
[IpakTrue
MIPUMEHSITE cKoe
WHHOBAIIMOHHBIC CuryannoHHas 3a7ada
[IK -5.3 3HAHUA 019 O 3aHATHE (xetic 1,8,9)
Curyanumo N
aHaJIN3a U OIICHKHU YcTHOe cobecenoBanme
npodeccuoanIbHO HHPIC
3a1auu

1 uHpopManuu

V. CHUCOK YYEBHOM JIUTEPATYPbI U TH®OPMAIMOHHO-
METOINYECKOE OBECIIEYEHHUE JUCHUIIJINHBI

OcHoBHas JuTEpaTypa

(31eKMpOHHbLE U neYyamHbvle U30AHUS)

1. IlepBoKJIacCHBII cepBHC KAK KOHKYPEHTHOE IMPEeuMYIecTBO /

[oyn /1., EBcturueesa U., - 8-e uza., non. u nepepad - M.: AnbnHa

[Ta6., 2016. - 342 c.: 70x100 1/16 (Ilepennér) ISBN 978-5-9614-
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5692-9 - Pexxum nmoctyma:
http://znanium.com/catalog/product/610283

JlonoiHUTEILHAA JTUTEPATYypa
(newammuvle u 1eKMpPOHHbBLE U3OAHUSL)
['ocTuHUYHBIN cepBUC U TypusM: YuedHoe nocooue / [I.I'. BpamiHos.
- M.: Amppa-M: UHDPA-M, 2011. - 224 c.: 60x90 1/16. -
(ITPO®UnB). (meperer) ISBN 978-5-98281-234-6 - Pexum
nocryma: http://znanium.com/catalog/product/223577

T'octunnunblii cepBuc: YueOnuk / H.I'. Mosxaesa, ['.B. Pribauek. -
M.: Anbda-M: HUL] UTHOPA-M, 2013. - 240 c.: ui.; 60x90 1/16 + (
Horm. Mat. znanium.com). - (ITPO®Uns). - Pexxum nocryna:

http://znanium.com/catalog/product/415579

Pecropannsiii cepBuc. Restaurantservice: Yue6noe nocooue / Cocr.
H.IT. Anekceesa, B.W. IIporypenko. - M.: @munra: MIICH, 2011. -
328 c.: mi. (e-book) ISBN 978-5-9765-0972-6 - Pexxum nocryma:
http://znanium.com/catalog/product/320765

Cepsuc Plus, 2013, No 4-M.:PT'YTuC,2013.-100 c.[2nexkTpoHHBII
pecypc] - Pexum JIOCTyTa:

http://znanium.com/catalog/product/449719

CepBuc B Poccum u 3a pyGexom, 2014, Volume 8, issue 1-
M.:PI'YTuC,2014.-210 c.[DnexTpoHHbIi pecypc] - Pexxum gocryna:
http://znanium.com/catalog/product/466503

CepBuc B Poccum u 3a pyOexom, 2014, Volume 8, Issue 2-
M.:PI'YTuC,2014.-121 c.[DnexTpoHHblid pecypc] - Pexxum gocryna:
http://znanium.com/catalog/product/466557
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http://znanium.com/catalog/product/466557

7. CepBuc B Poccum um 3a pybOexom, 2014, Volume 8, Issue 3-
M.:PI'YTuC,2014.-142 c.[DnekTpoHHbIii pecypc] - Pexxum nocryna:
http://znanium.com/catalog/product/475275

8. CepBuc  Plus, 2014, Tom 8. Ne2-M.:PI'VTuC,2014.-108

C.[DneKTpOoHHBIN pecypc] - Pexum JOCTyIa:
http://znanium.com/catalog/product/472765

Ilepeyenb pecypcoB HH(POPMANMOHHO-TEJICKOMMYHHUKAUOHHOMU CeTH

«HTepHET»

1. bubmoreka ['OCToB M HOPMATHUBHBIX JOKYMEHTOB. Pexum 1octyna:

http://libgost.ru/

2. EBpaswmiickuii skoHOMUYecKnid coro3: [IpaBoBoit mopran. Pexum mocryma:

http://www.eurasiancommission.org/

3. [lyOnmkaruu, cTaTbl M METOAMYECKHE MaTepuaibl 1O MEHEIKMEHTY.
http://www.profy.ru

4, CoopHUK pecypcoB 1o PKOHOMUKE u MEHEDKMCHTY.
http://www.econline.hl.ru

5. @enepasibHBI MOPTAJT MO HAYYHOM M WHHOBAIMOHHOW JESTEIBHOCTH.
http://www.sci-innov.ru/

6. Business Monitor. www.businessmonitor.co.uk

7. Business Software Alliance. www.bsa.org

8. Datastream International. www.datastream.com

9. Globalization and Management Practices ( links and library resources (print
and electronic) for Seattle University multidisciplinary course in the globalization

of business). www.seattleu.edu/-parker/homepage.html#natural

10. International organization for Standardization (ISO). www.iso.ch/
11. Small busibess Technology and Customes support Service

https://smallbusiness.chron.com/customer-service/

12. Educational site www.stydy.com

13. World Travel Awards https://www.worldtravelawards.com
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Ilepeyenb HHPOPMALMOHHBIX TEXHOJIOIHH

U MIPOrPaMMHOI0 o0ecreyeHmst

1. CnpaBouyHo-nipaBoBas cuctema «Koncymprantllmoc». Pexum nocrtyma:

http://www.consultant.ru/

2. CpaBouHo-TipaBoBas cuctema «['apant». Pexxum goctyna: www.garant.ru

3. Ilporpammuoe obecnieuenue: Microsoft Word, Microsoft Excel, Microsoft

PowerPoint.

VI.METOANYECKHUE YKA3AHUSA 1O OCBOEHUIO JTUCHUIIJIMHBI

Peanmzamus  mucrmmuiaael - «Guest  Service  Management  (Ynpanenue
TOCTEBBIM CEPBUCOM)»IIPEAYCMATPUBAET CIEAYIOIIME BHAbI y4eOHOW paboOThI:
paKTHUKCKash paboTa, cCaMOCTOsATENbHAS paboTa CTYIEHTOB, TEKYIIIH KOHTPOIb U
IPOMEKYTOUHYIO aTTECTAIHUIO.

OcBoenne kypca auciumuinabl «Guest Service Management (YnpasieHue
TOCTEBBIM CEPBUCOM)»IIPEANONAraeT PEHTHHTOBYIO CHUCTEMY OILIGHKH 3HaHUH
CTYACHTOB U IIPEyCMAaTPUBAET CO CTOPOHBI MIpenoaaBaTesis TeKyIUi KOHTPOIb 3a
MOCEIIEHUEM CTYACHTaMH ayAWTOPHBIX 3aHSATHH, MOATOTOBKOW M BBITOJHEHUEM
BCEX BUJIOB CAMOCTOSATEIBLHON U MPAKTUYECKOU paboThI.

[TpomexyTouHo#i arTectaien o nucuuiuinHe «Guest Service Management
(YrpaBieHHne TOCTEBBIM CEPBHUCOM )», KOTOPBI MPOBOIUTCS B BUI€ TECTUPOBAHUSI.

B Teuenue yueOHOro cemecTpa o0ydaromumMcs HyKHO:

e OCBOUTH TeopeTudeckuii Marepuan (20 6amioB);

e YCHENIHO BBIMTOJHUTH AYAUTOPHBIE U KOHTPOJIbHBIE 3a1anus (50 6amioB);

e CBOCBPEMEHHO M YCHEIIHO BBIIOJHUTH BCE BHUIBl CAMOCTOSITEJIBHOM
paboTsi (30 GanoB).

CTyIeHT CYMTaeTCsi aTTecTOBaHHBIM 1o jguciuruinHe «Guest Service
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Management (YnpaBiieHHe rOCTEBBIM CEPBHCOM )» IIPH YCIOBUH BBINIOJHEHUS BCEX
BUJIOB TEKYLIErO0 KOHTPOJS W CaMOCTOATENIBbHOM paldOThl, MPELYyCMOTPEHHBIX
y4eOHOM MporpamMMoii.

Kpurepuu momyuenust oneHku mo aucruruinHe «Guest Service Management
(YnpaBieHue rocTeBbIM CEPBUCOM)» JJISl aTTECTALMU HA dK3aMEHE CIIeAyIIHE:

Menee 61- HEyAOBIETBOPUTETHLHO

61-75 yaoBIETBOPUTEIHHO

76-85 xoportio

86-100 otnuyHO

[lepecuer OamioB MO TEKYyIIEMY KOHTPOJIIO M CaMOCTOSITEIbHOM padboTe

MIPOU3BOJIUTCS IO (popMyJIe:
m

0; k;
Po) = ) |omae X 5.
l

i=1

rae: W= )it ki' s Texymero peuTuHra;

W= YT, ki 1ns uTOroBoro peiTHHra;

P(n) — pediThHT cTyneHTa;

M — o01Iiee KOJTMIECTBO KOHTPOIBHBIX MEPOTIPHSTHIA;

N — KOJIMYECTBO MPOBEICHHBIX KOHTPOIBHBIX MEPOIIPHSITHIA;

0; — GaJu1, MOJMYYEHHBIH CTYJCHTOM Ha i-OM KOHTPOJIbHOM MEPOTPHSTHH;

0/"** — MakCUMaJIbHO BO3MOXHBIN 0ajl CTyJCHTA MO i-My KOHTPOJBLHOMY
MEPOTIPHUSTHIO;

k; — BecoBoli k03(pPHULUEHT I-TO KOHTPOIBHOTO MEPOIPHUSTHUS;

ki* — BecoBoit KO3(DGHUIUEHT i-rO KOHTPOJIBHOTO MEPOIPHSATHS, €CIH OHO

ABJIACTCSI OCHOBHBIM, NJIN O, €CJIM OHO ABJBICTCA JOITOJIHUTCIBHBIM.

PeKOMeHI[aIII’II/I 0o IVIAHUPOBAHHUIO U OPraHU3aAllUUd BPCMECHU,
OTBCACHHOI'0O HA N3YYCHHUE TUCHHUILJIMHDBI
OnTuManbHBIM BApUAHTOM IUIAHUPOBAHWA MW OpraHu3alvd CTyACHTOM
BpPCMCHHU, H€O6XO,Z[I/IMOFO A1 M3YUYCHUA AWCUHUILIMHBI, ABJISCTCSA PAaBHOMCPHOC
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pacripenieyieHue y4eOHOM Harpy3k, T.€. CHCTEMAaTHYECKOE€ O3HAKOMJICHHE C
TEOPETUYECKUM MaTEpHUaJIOM BO BPEMsI CAMOCTOSITEILHON pabOThl U 3aKpeIyieHUE
MOJIYYCHHBIX 3HAHWM MPU TMOATOTOBKE M BBIMOJHEHUU MPAKTUYECKUX PabOT U
3aJaHUM.

[ToAroTOBKY K MPAaKTHMUYECKUM 3aHSATUSM HEOOXOJUMO MPOBOAUTH 3apaHee,
4yTOOBl OBLIa BO3MOXHOCTH IPOKOHCYJIBTUPOBATHCS C MPENnojaaBaTesieM [0
BO3HHUKAIOIIMM BompocamM. B ciaydae mnpomycka 3aHATHS, HEOOXOIUMO
MPEIOCTABUTh MUCHbMEHHYIO pa3pabOTKy MPOMYIIEHHON MPAKTUYECKOU paboThI.

CamocTosiTeNbHYI0 paboOTy cCleAyeT BBINOJIHATh COMJIaCHO Tpaduxky Hu

TpeOOBAHMSIM, MPEIOKEHHBIM MPENOAABATEIEM.

AJITOPUTM M3YUYEeHUSs TUCHUTIIIMHBI

W3ydyeHne Kypca ODKHO BECTUCh CHUCTEMATHYECKH W COMPOBOKIAATHCS
COCTaBJICHHEM MOAPOOHOTO KOHCTIEKTa. B KOHCTIEKT peKOMEHIyeTCsl BKIIOYaTh BCE
BUJIbI YU€OHOI paboThl: CaMOCTOSTENbHYIO MPOPa0OTKY PEKOMEHIYEMOM OCHOBHOM
U JIOTIOJHUTEIHFHOW JHUTEpaTyphl, PEIICHUE CUTYAIIMOHHBIX 33/1ad U KPOCCBOPIIOB,
OTBETHI Ha BOMPOCHI JIJIsI CAMOKOHTPOJISI M IPYTUE 3aJaHusl, IPEAYCMOTPEHHBIC IS
CaMOCTOSITENIbHOM pabOThI CTYIEHTOB.

OCHOBHBIM  MPOMEXYTOYHBIM TOKa3aTeJeM YCIENIHOCTH CTYACHTa B
Mpolecce M3YYCHHUS TUCHUIUIUHBI SIBIETCS €ro TOTOBHOCTh K BBHITIOJIHEHUIO
MPaKTUYECKUX padoT.

B ciiydae BO3HUKHOBEHUS TPYJHOCTEH CTYJEHT JOJIKEH U MOXKET 0OpaTUTHCSA
3a KOHCYJbTAIIUEH K BEIyIIEeMY MPEIO0/1aBaTelo.

KpurepueM TOTOBHOCTH K TpPaKTHYECKUM paboTaM SBISETCS yMCHHUE
CTyJ€eHTa OTBETUTh HAa BCE KOHTPOJIbHBIC BOIMPOCHl, PEKOMEHOBAHHBIC
npernoaaBaTesieM.

3HaHUA, TIOJYyYCHHBIE CTYJICHTAaMH B TIPOIECCE HW3YUYCHUS IUCITUTUIMHEI,
JOJDKHBI 3aKPEIUISTHCS HE TIOBTOPEHUEM, a MPUMEHEHHEM MaTepuaia. ITOW 1elu
npu u3ydeHun AuciuIinabl «Guest Service Management (YnpasieHue rocTeBbIM

CEPBHUCOM )»CIIyKaT aKTUBHbIE (OPMBI M METOAbl OOYYEHHs, TaKue KaKk METO[
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CUTYallMOHHOTO AaHalIu3a, KOTOPBIA JaeT BO3MOXHOCTb CTYJIEHTY OCBOWTH
npodecCHOHAIbHBIE KOMITCTEHIIUH W TPOSIBUTh WX B YCIOBHSX, UMUTHPYIOIIHX
po(eCcCUOHANIbHYIO JEATEIbHOCTD.

Oco0oe 3HaueHWe [UIsi OCBOCHHMSI TEOPETHYECKOro MaTepuana u i
npuoOpeTeHuss U (HOPMUPOBAHMS YMEHHM M HABBIKOB HMMEET CaMOCTOSITENIbHAs
pabota cryaeHToB. CamocTosTenbHas padoTa CTYJIEHTOB MO TaHHOW JAMCIUILIMHE
MPEyCMATPUBAET H3YUYCHUE PEKOMEHAYEMOW OCHOBHOM U JIOMOJHUTEIBLHOU
JUTEpPaTypbl, pEIICHHUE KEHCOB, MOATOTOBKY K BBIIOJIHEHUIO U  3aIIUATE
MPAKTUYECKUX PabOT U MPOMEKYTOUHOU aTTECTAI[UU — 3a4UETy.

JIns caMmonpoBEpKU YCBOEHHSI TEOPETUUECKOTO0 MaTepualia, U MOJATOTOBKE K

9K3aMCHY CTYACHTAaM IIPpCIararoTCAa BOIIPOCHI JJII CAMOKOHTPOJIA.

PexomMeHJal[UuM M0 UCNOIb30BAHNIO METO/I0B AKTUBHOI0 00y4YeHHUsI

Jns  moBblieHuss  3(P(HEKTUBHOCTH  00pa30BaTeIbHOrO  Mpolecca U
dbopMHpOBaHUS AKTUBHOW JIMYHOCTH CTYJIEHTa BAXKHYIO pOJIb WIPacT TaKo
IPUHIUATT O0y4YeHHs] KaK MO3HaBaTelIbHAasi aKTUBHOCTH CTYyJEHTOB. Llenbio Takoro
OOy4eHHs SBJISICTCS HE TOJBKO OCBOCHHME 3HAHWM, YMEHHM, HABBIKOB, HO H
dbopMHpOBaHUE OCHOBOIOJIATAIONIMX KAueCTB JIMYHOCTH, YTO OOYCIIaBIMBACT
HEOOXOMMOCTh HCTOJB30BaHUSI METOJOB AKTHBHOTO OOyudeHHUs, 0e3 KOTOpBIX
HEBO3MOXHO (DOPMHUPOBAHUE CIICITUAIMCTA, CIOCOOHOTO pemiaTh MpodecCuOHATLHBIC
3aJ]a4i B COBPEMEHHBIX PHIHOYHBIX YCIOBHSIX.

Jlnst pa3BuTusi Tpo(eCCHOHANBHBIX HABBIKOB M JIMYHOCTH CTYyJIEHTAa B
KayecTBE METOJIOB aKTHBHOI'O OOYYEHHs I1eJ1IeCO00pa3HO HCIOJIb30BATh METO/bI
CUTYallMOHHOTO OOy4YeHHMs, MPEACTABISIONME CcO0OM OmucaHue JIeJI0BOM
CUTYalliH, KOTOpasi peajibHO BO3HHUKAJIA WJIM BOZHUKAET B MPOLIECCE ACATEIbHOCTH.

Peanuzanus Takoro Ttuma oOydeHuss mo aucnuiuimHe «Guest Service
Management (YmpaBiieHME TOCTEBBIM CEPBHCOM)» OCYIIECTBISIETCS uepes
WCIIOJIb30BAHUE CUTYAIIMOHHBIX 3aJlaHUN, B YACTHOCTU CHUTYAIlMOHHBIX 3ajad,
KOTOpPbIE MOXHO OINpPEACIUTh KaK METOAbl WMHTAIMHA TPUHITHS PEIICHUN B

PA3JIMYHBIX CUTYallHAX IIYTEM IIPOUT'PBIBAHUA BAPUAHTOB I10 3aJaHHBIM YCJIIOBHUAM.
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CutyallMOHHBIE 33Ja4¥ TPEAHA3HAYEHBI JJIS MCIOJb30BaHUS CTYJEHTAMHU
KOHKPETHBIX TMPUEMOB W KOHIIEHIMHA TPU WX BBIOJIHEHUU JJIsi TOTO, YTOOBI
MOJYYUTh JOCTATOYHBIA YPOBEHb 3HAHWI W YMEHWH [JI NPUHATUSA PELICHUN B
AHAJIOTUYHBIX CUTyalMSX Ha MPEANPHUITUAX, TEM CaMbIM YMEHbIIAs pPa3pbIB
MEXy TEOPETUUECKUMH 3HAHUSMU U MPAKTUYECKUMU YMECHUSIMH.

Pemienne cuTyallMOHHBIX 3aJa4 CTyJEHTaM MpeJjaraercss B paMKax
MPaKTUYECKUX 3aHATUN B 3aBEPIICHUH U3YYECHHS ONpPEIEICHHON yueOHOM TEeMBbI, a
TEOPETUYECKUE 3HAHUSA JOJDKHBI CTaTh OCHOBOW ISl PEHICHMS 3THX 3aaad. U3
3TOr0 CJIEAYET, UYTO CTYAECHT JOJDKEH BIIAJIETh JOCTATOYHBIM YPOBHEM 3HAHUS
TEOPETUYECKOI0 Marepuaiga, yMETb padoTaTh C JEMCTBYIOIIEW HOPMATUBHOU
JIOKYMEHTAIUEH.

CTyneHT [OJKEH yMETh MPaBWIBHO HWHTEPIPETUPOBATh CUTYAlHIO, T.C.
MPAaBWIBHO ONPENENATh — Kakue (aKTOphl SIBISIOTCS HaumOoJiee BaKHBIMU B
JJAHHOW CUTyallUM M KaKo€ peIleHHEe HEOOXOAMMO NPHUHSATH B COOTBETCTBUU C
JIEUCTBYIONIEH HOPMATUBHOM U TEXHUYECKON JOKYMEHTAILIUEH.

Takum 00pa3om, pelieHHe CHUTYAllMOHHBIX 3aJlad MPU3BAHO BhIpAOATHIBAThH
CJIEYIOIINE YMEHHS U HABBIKHU Y CTYJICHTOB:

— paboTarh C yBEIMYMBAIOUIUMCSA W TOCTOSHHO OOHOBIISIIOIIMMCS TTOTOKOM
uHdopmaluu B 00JacCTH Typu3Ma W OIEHKH KayecTBa YCJIYT, CBSI3aHHOTO C
W3MEHSIOLIENCS PPIHOYHOW CUTYallued U MPUMEHEHUEM 3aKOHOJATENbHOU 0a3bl;

— BBICKA3bIBaTh M OTCTAMBATH CBOI) TOUKY 3pPECHUS UYETKOW, YBEPEHHOU U
IPaMOTHOU PEYbIO;

— BbIpaOaThiBaTh  COOCTBEHHOE€ MHEHHE HAa  OCHOBE  OCMBICIICHHS
TEOPETUYECKUX 3HAHUM U MPOBEAECHUS IKCIIEPUMEHTAIbHBIX UCCIICAOBAHUIM;

— CaMOCTOSITEJIbHO PUHUMATh PELICHHS.

TexHonmorus BBIIOJHEHHUS CUTYallMOHHBIX 3aJad BKJIOYaeT B  ce0s
OpraHU3allMI0 CaMOCTOATEIIBHOW pPabOThl 00YYaAIOIMIMXCS C KOHCYJIbTAIlMOHHOM
MOAJEPKKON mnpenoaasarens. Ha srame o3HakOMIIeHMST € 3aAadyed CTYICHT
CaMOCTOSITEJIbHO OLICHMBAET CUTYAIMIO, H3J0)KEHHYKDO B TEKCTE, HCCIEIYET

TCOpCTI/I‘{CCKI/Iﬁ MaTrepuajl, YyCTaHaBJIMBACT KIIOYCBLIC (I)aKTOpLI n IIpOBOOUT
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aHanu3 MpoOJieM, H3JO0KEHHBIX B YCJIOBUHU 3aJa4d. 3aT€M COCTaBIISCT IUIaH
JEUCTBUM W OLEHUMBAET BO3MOXKHOCTM €ro peanusauud. [lo oOkoH4YaHUH
CaMOCTOSITEJILHOTO aHajin3a CTYACHT JOJDKEH OTBETUTh Ha BOIPOCHI, BHIIIOJIHUTH

3aJaHusa 1 COCTaBUTDh MMCHbMEHHBIN OTYET I10 JaHHOMY 3aJIaHHIO.

Pexomenaanuu nmo padore ¢ aureparypoi

[Ipu camocTosATENbHOM PaboTe C PEKOMEHIyeMOM JIUTEpaTypo CTyJIeHTaMm
HEO0OXOMMO TIPUACPKUBATHCS OMPEACIICHHON TTOCIE0BATEIIPHOCTH:

— IpW  BBIOOpE JUTEPATYpHOIO HCTOYHUKA TEOPETHYECKOIO0 Marepuasa
Jy4Ille BCEro MCXOJUTh M3 OCHOBHBIX IMOHSATUM M3y4aeMOH TEeMBbl Kypca, U4TOOBI
TOYHO 3HATh, YTO KOHKPETHO UCKATh B TOM WUJIM UHOM U3JaHUU;

— g 6osiee riayOOKOro YCBOCHHUS M TTOHMMaHMs MaTepHaia CleyeT YhTaTh
HE TOJIBKO UMEIOIIMECS B TEKCTE OIPEICIICHUS Y MIOHATHS, HO U KOHKPETHBIE IPUMEPHI;

— 4TO0BI MOJNYy4YUTh O0Jiee OObEMHBIE U CHUCTEMHBIEC MPEICTABJICHUS IIO
paccMaTpuBaeMOM TeMe HEO0O0XOJIMMO MPOCMOTPETh HECKOIBKO JIUTEPATyPHBIX
HMCTOYHUKOB (BO3MOYKHO aJIbTEPHATHBHBIX);

— HE CJeAyeT KOHCIEKTUPOBATh BECh TEKCT MO pacCMAaTpUBAEMOM TEeMeE, TaK
KaK TakOW TMOJXOJ HE JaeT BO3MOXKHOCTH OCO3HATh MaTepuai; HeoOXO0IuMO
BBIJICJIUTh U 3aKOHCIEKTUPOBATH TOJIbKO OCHOBHBIE TOJIOKEHHUS, ONPEICIICHUS U

IMOHATHA, IO3BOJIAIOIINME BEICTPOUTD JJOT'MKY OTBCTA HAa N3Yy4aCMbIC BOIIPOCHI.

PexomeHnaanum 1o nNoaAroToBKe K 3a4eTry

[TonroroBka K 3a4eTy M €ro pe3yJbTaTUBHOCTb Takke TPeOyeT y CTYAECHTOB
YMEHHsI ONTHUMAJIbHO OPraHU30BBIBATH CBOE BpeMs. MpeanbHO, ecim CTyIneHT
O3HAKOMMJICS ¢ OCHOBHBIMU IOJIOKEHUAMH, ONIPEACIICHUSAMHU U MIOHATUSAMHU Kypca B
MPOIIECCE AYAUTOPHOTO HW3Y4YEHMS IUCLHUIUIMHBI, TOTAA IOATOTOBKAa K 3a4eTy
MO3BOJIUT CUCTEMATU3UPOBATh U3YUYEHHBI MaTepuai U riy0xe ero yCBOUTb.

[ToaroroBky K 3ayeTry JIydllle HAYMHATh C PACIpEIETICHUs MPEII0KEHHBIX
KOHTPOJIBHBIX BOIIPOCOB IO pa3zienaM U TeMaM Kypca. 3aTeM HEOOXOUMO BBICHUTH

HAJIMYME TEOPETUUECKIX MICTOYHMKOB (KOHCTIEKTA, YUCOHHKOB, yIeOHBIX TIOCOOMIA).
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HpI/I HN3Yy4YCHUN MaTcprajia CJICAYyCT BbBIACIITL OCHOBHBLIC IIOJIOKCHUS,

ONpCACICHUA W IIOHATHUA, MOXHO HMX KOHCIICKTHUPOBATh. BBII[CJ'ICHI/Ie OITIOPHBIX

MOJI0KCHU I JacT  BO3MOXHOCTDH

CUCTCMATU3UPOBATL  IIPCACTABJICHUA 110

AUCHUIIIIMHE 1, COOTBETCTBCHHO, PC3YJIbTATUBHCC ITOATOTOBUTHCA K 9K3aMCHY.

VIl. MATEPUAJILHO-TEXHUYECKOE OBECHEYEHHNE
JTUCHUATIIMHBI
I[JUI OCYHICCTBJICHUA O6pa3OBaTeJILHOFO mponecca 1m0 AUCHUILIMHE «Guest

Service Management (YmpaBiieHHE TOCTEBBIM CEPBHUCOM )» HEOOXOUMBI:

— y4yeOHast ayJIuTOpusi C MYJbTUMEIUMHBIM IPOCKTOPOM U DSKPAHOM C

BO3MOKHOCTBIO BBIXOJa B HUHTCPHCT

— TIOMENICHUS JJIi CAMOCTOSITENIbHOW PadOThl CTYACHTOB (UMTAIbHBIC 3alIb

6I/I6JII/IOT€KH, KOMIIBIOTCPHBIC KHaCCBI), OCHAIlICHHBIC KOMHBIOTGpHOﬁ TEXHUKOM C

BO3MOXHOCTBIO ITIOJKJIIIOUCHHUA K CCTH «I/IHTepHGT» n obOecrieyeHUuEM A0CTYyIla B

AIEKTPOHHYIO0 HH(POPMAIMOHHO- 00Pa30BaTEIBHYIO CPEY.

ViIl. ®OHAbI OHEHOYHbBIX CPEACTB

ITactiopT poHIa OLIEHOYHBIX CPEACTB

Kon u popmynuposka
KOMIIeTeHIIUH

Nuaukaropsl popMupoBaHus KOMIIETEHINH

OIIK-1 Coocoben

OIIK-1.1 ®opMupyeT TEXHOIOTHYECKYIO

dbopMupoBath OIlK-1.1 KOHLEMNIHIO TYPUCTCKON OraHU3aluu
TEXHOJOTHYECKYIO KOHLEIILIUIO
TYyPHCTCKOW OpraHU3aluH, OIIK1.2 opranu3yeT BHEIPEHHE TEXHOIOTNIECKHX
OpraHU30BbIBaTh BHEJIPECHUE OIIK- 1.2 | HOBalMii U B chepe Typuzma
TEXHOJOTHYECKNUX HOBALIMHI U
MPOrPaMMHOT0 00CCIICYCHHS B OIIK-1.3 opranusyer BHEJPEHHE MPOTPAMMHOIO
cdepe Typuzma OIK -1.3 | obecreuenns B chepe Typusma

MK-5.1 aHAJIU3HPYET podhecCHOHATBHYIO
HK-5 criocoben npuMenATS nH}opMaLuUio, TPUMEHSST 3HAHUS TEXHOJIOTMYECKOTO
npodeccuoHaNbHbIC 3HAHUS 1K 5.1 U METOIMYECKOTO XapaKTepa;

TECXHOJIOTHYCCKOI'0 MJIU
MCTOANYCCKOI'O XapaKTepa, B
TOM 4YHUCJIC, MTHHOBAIIUOHHBIC AJIA
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aHaJIM3a M OIICHKH
npohecCHOHATBLHOM
uHpopmanuu

IK -5.2

K-5.2
nHpOpMAaLHIO,
TEXHOJIOTHYHECKOTO M METOANYIECKOTO XapaKTepa;

OLCHUBACT

npogecCHOHANBEHYIO
UCIIONB3YS

IIK -5.3 IS

IK-5.3
aHanMza W
nHpOpPMaLUH

IIPUMCHATE HWHHOBAIIMOHHBIC 3HAHUA JJIA
OLICHKH

npodeccruoanIbHON

q)Ole)I OIICHUBAHUSA KOMIIeTeH]_[I/Iﬁ B X0/J1¢ 0CBOCHUA NTUCIUIIJINHBI

Kourpoanpy OueHo4yHbIE CpeCcTBA
Ne e-MbIe Konx u HaumeHoBaHme .
n/n pasaeinl HHAUKATOPA JOCTUKEHUSI TEKyIHH NPOMEKYTOTHA
AUCHHUIIVIMH KOHTPOJIb aTrTecranus
bl
OlIK-1.1 [MpakTuue
Popmmpyer CKOE CuTtyanoHHas 3a/1a4a
OIK-1.1 | xommommo | 20me | (xefic 1.2)
. Curyaimo | Beictynnenue ¢
TYPUCTCKOH HHbIE JOKJIaJOM/TIpe3eHTaluei
OraHHu3aluu saaum
OIIK1.2
[IpakTrue
OpraHu3yeT cKoe c
BHE/IpEHHE UTyallMOHHas 3aJa4a
3. | Temal-7 OIIK- 1.2 TGXHEJ‘IOFI/I‘-IGCKI/IX SAHATHE (Keﬁ}(]: 3,5)
. Curyanno ’
HOBaLUi U B cdepe HHbIC YcTHOe cobeceroBanue
TypusMa 3a7a4n
OIIK-1.3 [IpakTuue
OpraHu3yer CKOE
OIIK - 1.3 | BHeapenne 3aHATHE CutyanonHas 3a1a4a
IIPOrPaMMHOT0 Curyamo | (keiic 4,8)
obecrieueHus B HHBIC
cdepe Typuzma 3aauu
IMK-5.1 [Ipaktnue | CuTyannoHHas 3a7a4da
aHaU3UpyeT CKOE (xeiic 1,7,3)
npodeccuoHanpHy | 3aHATHE BricTymnnenue ¢
10 uHpopmanuio, | Curyarmo | JIOKJIaJoM/TIpe3eHTalen
4. | Tema 1-7 [IK -5.1 | npumeHsis 3HAHUS | HHbIE
TEXHOJIOTUYECKOTO | 3a/1a4u
U METOIUYECKOTO
XapakTepa;

34

S3HaHUsA




IIK-5.2 ouenuBaer

i nadopmauu

npodeccuonanbHy | [IpakTiue
10 uHpopmanuio, | cKoe CuryaunonHas 3agaya
K -5.2 UCIIONIB3Ysl 3HAHUS | 3aHSTUE (ketic 3,6,8)
' TexHojornuHeckor | Curyaumo | Beictymienue ¢
0 M METOJIMYECKOTO | HHbIE JIOKJIaI0M/TIpe3eHTanuei
XapakTepa; 3aauu
IIK-5.3
IIpakTrue
MIPUMEHSITE cKOE
MHHOBAIIMOHHBIE CuryaunonHas 3agaua
3aHATHE o
IK -5.3 3HAHUS IS JUIst (ketic 1,8,9)
Curyanuo
AHANN3A M OUCHKA | YcTHOe cobeceoBanme
poheccuoaHIbHO
3aauu

IlIkaJia oueHUBaHNusI YPOBHA CHOPMHUPOBAHHOCTH KOMIIETEHIIU I

Koa u
HNHgukaTopbl JOCTHKEHUS
¢popmynupoBka Kpurepumn IMoka3zarenu
KOMIIeTEeHI[UN
KOMIIeTCHIIH U
OIIK-1 .
Hannuue 3anuii u
Crniocoben OIlK-1.1 YMEHHUH
dbopmupoBaTth dopmupyer Jocratounbix At | ChopmupoBaHHas
TeXHONOTHYECKY | OIK- | T€XHOTOTHYECKY q)OpMI/IpOBaHI/ISIV TexHonornyeckas
0 KOHOCIIIUIO TCXHOJIOI'MYCCKOHU KOHOCHIUA TYPUCKOU
10 KOHLICTIIIHIO 1.1 N
. TYPHUCTCKOU KOHICTIIWHN OopraHuganuu
TYPUCTCKOH OraHU3AIMH TYPHCTCKOM
OpraHu3aIui, OpraHuasIuu
OpraHU30BBIBAThH
BHEJIpEHUE
TEXHOJOTHYECKH OIIK1.2
- OpraHu3yer YMeHHe Oprann3oBaHHOE
X HOBallMK 1 BHEIpEHUC OpraHU30BaTh Blfe .
[IpOrpaMMHOTO OIIK- TEXHOJIOTHUECKHE AP
TEXHOJIOTHYECKHU . TEXHOJIOTHYECKUX
o0ecIieueHns B 1.2 . HOBAIH U B -
X HOBAIMi U B chepe Typr3Ma HOBaIUii U B chepe
cepe Typusma chepe Typuzma peTyP Typu3Ma
OIIK-1.3 Ymenu .
3aBepLICCHHBIN TIPOLECC
OpraHu3yeT OpraHu30BaTh
BHEJIPEHUS TTPOTPaAaMHOTO
OIIK - | BHenpeHue BHEIPEHUE
obecrnieuenus B chepe
1.3 IIPOrPaMMHOT0 IIPOrPaMHOTO
Typu3Ma
oOecrnievyeHus B oOecrnieyHus B
cdepe Typuzma cdepe TypuzMa
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I1K-5.1

aHATU3UPYET

npoeCCHOHAIBH

IIZ) ¢ Brnaneer
y 3HAHUSAMH, [IpencraBineHHbIf
uHpopmManuro, .
HEOOXOIUMBIMHU apryMEHTHPOBAHHBIN
TIPUMCHSIS
IIK -5.1 I TUIST aHalM3a | aHaIu3

HK-5 cniocoben npodeccuoHanbH | IpodecHOHATbLHOI

TEXHOJOTHYECKOT | .
MPUMEHSATD R o | O uHbopmauu uHpopmaruu
npoQeccHoHalb METONYECKOTO
HBIE 3HAHUS XapakTepa;
TEXHOJIOTHYECKO

I1K-5.2

Coocoben
TO niin OLICHUBAET
IIPOBECTH OLICHKY

METOIUYECKOTO npodeCCHOHAIIbH

Vi npohecCHOHANIBH 3aBepIiieHHast OLIEHKa
XapakrTepa, B . .

p pa, I/IH(i)OpMaI_II/IIO, ou I/IH(bOpMaIII/H/I, HpO(i)eCCI/IOHaJ'ILHOI/I
TOM YHCIIE, K 5.2 HCTTONB3Yst HCTIONb3YS 3HAHHS nH(OpPMAIINU, UCTIONH3YS
NHHOBAIIMOHHBIC e 3HAHUA TEXHOJOTUYHECKO SHaHM

TEXHOJIOTUYHECKOTO |

TEXHOJIOTHYHECK

A1 aHau3a u oro " rou METOINYECKOTO

METOIUYECKOTO

OLCHKH METOIUYECKOTO ADAKTEDA: XapakTepa

HpO(i)CCCI/IOHaJH) Xapakrepa; p pa,

HOH .

undOpMAIIH I1K-5.3 Bnageer

TIPUMEHST MHHOBAIlMOHHBIMU [Ipencrasmnser
MHHOBAI[MOHHEIE 3aHHUSAMH, 3aBEpIIICHHBIN
K -5.3 3HAHMUSA IS HEOOXOTUMBIMHU apryMEeHTHPOBAHHBIN
' aHanu3a u JUTSL aHaJnu3a u aHaIu3
OILIEHKH OLIEHKH npodeccuoHanbHOM
mpoeCCHOaHIIbH | TPOodeCcCHOaHIbH uHpopmauu
oii uHpopmanuu | oi nHpopmanuu
IIpuMepsI 3aJaHNH TEKYLIEro M MPOMEKYTOYHOT0 KOHTPOJIA
OueHoYHbIE CPeCTBA ISl IPOMEKYTOYHON aTTeCTAluU
Bompocs! a1 cobecenoBanms
no qucuminae «Guest Service Management
(YnpasyieHHe TOCTEBBIM CEPBHCOM)»
1. Action plan

2. Audiovisual training
3. Believes

4. Benchmark organization
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5. Brand image

6. Brand plan

7. Causes of service failure

8. Coaching

9. Core compitense

10.Critical incident

11. Customer expectations
12.Design day

13.Different types of interviews
14.Emotional labour
15.Emotional relationship

16. Environmental assessment
17.expectations

18.External training

19.Focus grups

20.guest experience

21.guest focus group

22 .Hiring from within
23.Hospitality.

24.Human resourses planning
25.intenal audit

26.Internal training

27.Job analysis

28.job performance standarts
29.management by working around
30.meashures of servce quality
31.mission statement
32.moment of truth
33.0raganizational culture

34.precess strategies



35. qualitative forecasting tools
36.quality

37.quantitative forecasting tools
38.Recovery strategy
39.Recruitment

40. revenue management
41.Rituals

42.service delivery
43.service delivery system

44 service environment
45.service guarantee

46. Service innovations
47.Service natural

48.service package
49.service product
50.service quality

51.service setting

52.service value
53.servicescape

54. Servise failure

55.servise quality

56.servise standards
57.Sucession plans
58.Symbols

59.techniques and methods for assessing service quality
60.Types of Service failures
61.Value

62. vision statement

63.yield manaegement
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Kpurepuu ouneHku:

— 100-85 OamnoB — eciau OTBET IOKa3bIBAeT IMPOYHBbIC 3HAHUS OCHOBHBIX
MIPOIIECCOB M3ydyaeMOM MPEAMETHOW 00JacTH, OTIMYAETCS TIyOUHON M MOTHOTOM
PACKPBITHSI TEMBI; BJIaJICHUE TEPMHUHOJIOTUICCKAM almapaToM; YMEHHE OOBSICHATh
CYIIIHOCTb, SIBJICHUH, MPOIECCOB, COOBITUM, JeiaTh BBIBOABI M 000OIICHHS, TaBaTh
apTyMCHTHUPOBAHHBIC OTBETHI, MPUBOAUTH IIPUMEPHI; CBOOOJHOE BIAJCHUE
MOHOJIOTUYECKOW pEeUbl0, JIOTUYHOCTh W TOCJENOBATEILHOCTh OTBETA; YMEHUE
IPUBOJUTH PUMEPHI COBPEMEHHBIX MTPOOJIEM U3ydaeMoi 001acTu;

— 85-76 0GamnoB — OTBET, OOHAPYKUBAIOIIMKM MPOYHBIE 3HAHUS OCHOBHBIX
MIPOIIECCOB M3y4aeMOM MPEeAMETHOM 00JacTH, OTIMYAETCs TIyOMHOM M MOJHOTOM
PACKpBITUS TEMBbI; BJIAJIECHUE TEPMUHOJIOTUUECKUM arlapaToM; yMeHUEe OOBICHATh
CYILIHOCTb, SIBJICHUH, MPOIECCOB, COOBITHM, AEaTh BHIBOJBI U 0000IIECHHUS, 1aBaTh
apryMEHTUPOBAHHBIE OTBETHI, MPHUBOJUTH MPUMEPHI, CBOOOJHOE BJIAJCHHE
MOHOJIOTUYECKON PEYbl0, JIOTUYHOCTh M IMOCIEAOBATEIbHOCTh OTBeTa. OAHAKO
JIOITyCKAeTCs OJIHA — JIBE€ HETOUHOCTHU B OTBETE;

— 75-61 Gann — oOIleHUBAETCS OTBET, CBUJIETEJILCTBYIOUIUNA B OCHOBHOM O
3HAHUW  TIPOIICCCOB  HM3y4yaeMOW MPEIAMETHOM  00JacTH,  OTJIWYAIOIIHICS
HEJIOCTAaTOYHOW TIyOWHOW M TOJHOTOM PACKPBITHS TEMbI; 3HAHHEM OCHOBHBIX
BOIIPOCOB Teopuu; ciabo cPOpMUPOBAHHBIMH HABBIKAMHM aHalu3a SIBJICHUH,
MPOIIECCOB, HEIOCTATOYHBIM YMEHUEM JlaBaTh apryMEHTHUPOBAHHBIE OTBETHl W
MPUBOJUTHh TPUMEPHI; HEJOCTATOYHO CBOOOJHBIM BIJIAJICHUEM MOHOJIOTHYECKOM
pEeYbI0, JOTUYHOCTBIO M MOCIEA0BATEIbHOCThIO OTBETa. [[omycKaeTcsi HECKOIBKO
OIIMOOK B COJEPKAHUU OTBETA; HEYMECHHE TIPUBECTH MIPUMEDP PA3BUTHUS CUTYAIlUH,
MIPOBECTH CBSI3b C IPYTUMU aCIIEKTaMH U3y4yaeMoi 00JIacTH;

— 60-50 OamioB — oOTBeT, OOHApPYXUBAIOIIUNA HE3HAHWE IPOILIECCOB
U3y4aeMoil TpeIMETHOM O00JIaCTH, OTIMYAIOUIMICS HErTyOOKUM paCKpPbITUEM
TE€MbI; HE3HAHUEM OCHOBHBIX BOMPOCOB TEOPUHU, HEC(HOPMUPOBAHHBIMU HaBBIKAMHU
aHaJn3a ABJICHUM, MPOILIECCOB; HEYMEHUEM J1aBaTh aApryMEHTHPOBAHHBIE OTBETHI,

ci1a0bIM BJIaJCHUEM MOHOJIOTHYECKOMN pE€Ybl0, OTCYTCTBHUEM JIOTUYHOCTH H
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IIOCJIACA0BAaTCIIbHOCTH. I[OHYCKEIIOTCH CCPbC3HBIC OIIMOKN B COJACPIKaHUU OTBCTA,

HE3HAHHE COBPEMEHHOM MPOoOIeMaTUKN U3y4aeMou 001acTH.

OueHoYHbIE CPeCTBA ISl TEKYIUel aTTecTalluu
TemaTuka 10KJIa10B/NIPe3eHTANMIA

JIJis OATOTOBKYU Mpe3eHTAINH/I0KIala CTYICHTY PEKOMEHIyeTCS U3yUuTh U

IMPE3CHTOBATh JY4YIINC IIPAKTUKKU BBICTPAHWBAHHUSA T'OCTCBOI'O CCPBHCA OHHOﬁ nu3

CIICKYIOIIUX MEXKIYHAPOAHBIX KOMMIAaHWN (WJIM 1O COOCTBEHHOMY BBIOOpY

https://www.worldtravelawards.com/winners/2017/world)

© 00 N oo O B~ W N P
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. Burj Al Arab Jumeirah, United Arab Emirates

. Ciragan Palace Kempinski Istanbul, Turkey

. Coco Reef Resort & Spa, Tobago

. Conrad Maldives Rangali Island

. Fairmont Mount Kenya Safari Club, Kenya

. Four Seasons Hotel Chicago, Illinois, USA

. Hard Rock Hotel Panama Megapolis

. Hard Rock Hotel Riviera Maya

. Hilton Bentley Miami/South Beach, Florida, USA

. Jumeirah Al Qasr, Dubai

. Jumeirah at Etihad Towers, Abu Dhabi, United Arab Emirates
. Jumeirah Himalayas Hotel, Shanghai, China

. JW Marriott Hotel Lima, Peru

. La Mamounia, Marrakech, Morocco

. LUX* South Ari Atoll, Maldives

. Mandarin Oriental, Hong Kong

. Palazzo Versace, Gold Coast, Australia

. Pullman Sydney Hyde Park, Australia

. Rosewood Mansion on Turtle Creek, Texas, USA

. Royal Mansour, Morocco
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https://www.worldtravelawards.com/profile-292-burj-al-arab-jumeirah
https://www.worldtravelawards.com/profile-292-burj-al-arab-jumeirah
https://www.worldtravelawards.com/profile-406-ciragan-palace-kempinski-istanbul
https://www.worldtravelawards.com/profile-420-coco-reef-resort-spa
https://www.worldtravelawards.com/profile-949-conrad-maldives-rangali-island
https://www.worldtravelawards.com/profile-31965-fairmont-mount-kenya-safari-club
https://www.worldtravelawards.com/profile-690-four-seasons-hotel-chicago
https://www.worldtravelawards.com/profile-35425-hard-rock-hotel-panama-megapolis
https://www.worldtravelawards.com/profile-33771-hard-rock-hotel-riviera-maya
https://www.worldtravelawards.com/profile-31197-hilton-bentley-miamisouth-beach
https://www.worldtravelawards.com/profile-28401-jumeirah-al-qasr-at-madinat-jumeirah
https://www.worldtravelawards.com/profile-30887-jumeirah-at-etihad-towers
https://www.worldtravelawards.com/profile-31688-jumeirah-himalayas-hotel
https://www.worldtravelawards.com/profile-1390-jw-marriott-hotel-lima
https://www.worldtravelawards.com/profile-1470-la-mamounia
https://www.worldtravelawards.com/profile-32244-lux-south-ari-atoll
https://www.worldtravelawards.com/profile-1676-mandarin-oriental-hong-kong
https://www.worldtravelawards.com/profile-1917-palazzo-versace
https://www.worldtravelawards.com/profile-33733-pullman-sydney-hyde-park
https://www.worldtravelawards.com/profile-2687-rosewood-mansion-on-turtle-creek
https://www.worldtravelawards.com/profile-31699-royal-mansour-marrakech

21. Sofitel Buenos Aires, Argentina

22. Swissotel Lima, Peru

23.Swissotel Quito, Ecuador

24.The Ritz-Carlton, Riyadh, Saudi Arabia
25.Zephyr Palace, Costa Rica

Kpurtepuu oueHkHu (YCTHOTO JOKJIaa, COOOIEHHs, B TOM YHCJIe
BbINOJIHEHHBIX B ()OpMe Npe3eHTALNI)

100-86 GamtoB BBICTABISICTCS CTYACHTY, €CIIM CTYJCHT BBIPA3HII CBOE MHEHHE TI0
copMyIpoBaHHOM TPOOIIEME, ApIyMEHTUPOBA €r0, TOYHO OIPEIEIUB €€ COAEpKAHUEe
u cocraponme. CTyIeHT 3HaeT U BIAJICET HABBIKOM  CaMOCTOSITEIHLHOM
HCCIIEIOBATEIECKOM Pa0OTHI TI0 TEME HCCIICOBAHUS, METOAAMH M TIPHEMaMH aHAJIH3a
TEOPETUUECKUX W/WIM TPAKTHYECKUX AacleKTOB H3y4daeMoil obsactu. DakThdecKux
OIIMOOK, CBS3aHHBIX C MOHMMAaHWEM IPOOJIEeMBbI, HET, Tpaduyecku padota odopmiieHa
TPaBUJIHHO

85-76 - 6anoB - paboTa XapaKTepU3yeTCsi CMBICIIOBOM LIETBHOCTHIO, CBSI3HOCTHIO U
TMOCJIECIOBATENIFHOCTBIO M3JIOXKEHUST; JIOMYILEHO He Oosiee 1 OMmMOKHU Mpu OObSICHEHUH
CMBICTIa WM COAEpKaHusl MpoOsiembl. st aprymMeHTaru TpUBOJSTCS Pa3iIMUYHbIC
JAHHBIC ~ OTCUYECTBCHHBIX WM 3apyOSKHBIX  aBTOpPOB.  [IpomeMOHCTpHpOBAHEI
WCCIICIOBATEIbCKIE yMEHHWS W HaBbIKM. (DaKTHYECKMX OIMMOOK, CBSA3aHHBIX C
MOHMMaHWeM MPo0sIeMbl, HeT. JlomyIieHb! ofjHa-ABe OIMOKH B 0OpMIICHUH pabOThI

75-61 6ay1 — CTYJIGHT MPOBOJIUT JOCTATOYHO CAMOCTOSITEIIbHBIN aHAJIN3 OCHOBHBIX
ATAriOB M CMBICTIOBBIX COCTABJSIFOIIMX TMPOOJIEMBI; TOHMMAeT 0a30BbIe OCHOBBI H
TEOPETHYECKOE OOOCHOBAHME BHIOPAHHOU TeMbI. IIprBiiedeHbl OCHOBHBIC MCTOYHHUKH TTO
paccmatprBaeMoi Teme. JlomyieHo He Oosiee 2 OIMMOOK B CMBICIIC WM COJCPYKAHUH
nipo0OIieMbl, opopmIteHUH pabOThI

60 u meHee OamioB - eciu paboTa TMpEACTaBIsIET COOOM MepecKa3aHHbIA WU
TIOJTHOCTBIO TIEPEMTMCAHHBINA UCXOTHBIN TEKCT 0€3 COOCTBEHHBIX KOMMEHTApHEB, AHAIM3A.

He packpbITa CTPyKTypa W TEOpETHYecKash COCTABILSIIOMIAS TeMbL. JOMyIeHo Tpy W
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https://www.worldtravelawards.com/profile-5304-sofitel-buenos-aires
https://www.worldtravelawards.com/profile-2474-swissotel-lima
https://www.worldtravelawards.com/profile-2475-swissotel-quito
https://www.worldtravelawards.com/profile-30972-the-ritz-carlton-riyadh
https://www.worldtravelawards.com/profile-31054-zephyr-palace

Oonee Tpex OMMOOK B CMBICIOBOM CONEP)KaHMM PAcKpbIBaeMO MpoOJieMbl, B

oopmiieHIH pabOTHI.

OueHouyHbIEe CpeACTBA JIsl TEKYIIEH aTTecTAlNU

IIpuMepbI CUTYaUMOHHBIX 32/1a4 1O JUCHMILIUHE

«Guest Service Management (YmpaBieHHE TOCTEBBEIM CEPBHUCOM )»

(Keiic-cTaan)
Keiic 3aganme 1 Eastern States Air Environment

Gloria Rooney assumed the presidency of Eastern States Air in the early
2000s, after proving her ability as execu- tive vice president with two other major
airlines. Like most other surviving airlines, Eastern States Air weath- ered rough
times during the mid-2000s. But as the year 2011 neared, Rooney was running an
airline that was do- ing well. Naturally, Rooney couldn’t be satisfied with simply
staying the course; she wanted to do better. And she thought she knew how.

Rooney saw that service in the airline industry had been in a state of steady
decline for several years. More and more passengers were flying than ever before,
but their level of satisfaction had gone down. Crowded air- ports, flight delays,
overbooking, the occasional disastrous accident, and other factors had combined to
raise industry complaints to all-time-high levels just when passenger flight miles
were also at an all-time high.

In that atmosphere, Rooney finally had an opportunity to put into practice
one of her most deeply held beliefs about running an airline: “It’s not what you do;
it’s how you do it.” She told her staff time after time: “The ‘what’ is the easy part.
What we do is take passengers from here to there. The way we can distinguish
ourselves favorably from our competitors is in the ‘how.””

Eastern States Air became known as “the airline that put the Frills back into
Flying.” A small lounge was added to all planes that could accommodate one. For

people not wanting to leave their seats, two complimen- tary drinks per passenger
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per flight, delivered to the seat, became the standard. An internationally known
chef was hired to supervise a food-service system that produced meals as close to
the gourmet level as was possible given the state of technology. Just before
passengers exited each Eastern States flight, they were surveyed to see how
satisfied they had been with the basics of the flight and with the frills that Eastern
States had put back into flying. Early results of Rooney’s campaign showed that
passenger satisfaction levels were off the chart at the top. In one astonishing
month, the airline received no complaints about anything. Rooney was overjoyed.
“They said zero defects was an impossible standard in airline service. We proved
them wrong.” The passengers who raved about Eastern States Air and flew the
airline as often as they could, sometimes simply for sheer pleasure, understood that
there is no free lunch. Eastern States had to raise its fares considerably to provide
outstanding service, but some people paid the higher prices happily.

Unfortunately, the number of passengers flying East- ern States Air took a
disastrous drop. The ones who stayed loved the airline. They became unpaid
spokespeo- ple for Eastern States Air, but there were not enough of them. Rooney
realized that she had been somewhat deceived by the excellent survey results. She
had been surveying only those who stayed, not those who left.

Surveying a broader cross-section of passengers, former passengers, and
passengers of other airlines led Rooney to change her strategy. “When you get
right down to it,” she said, “this is really a very simple business. Steamships used
to be a mode of transportation; now they provide luxury cruises that end up where
they started. But in our business, what people want is to get from here to there as
inexpen- sively as possible. In the current market, cheap airfares are what people
expect, and that’s what we need to give them. But we won’t forget the loyal
customers who have stayed with us. If we do this right, we can appeal to both
groups.”

To implement the new strategy, Eastern States Air cut back on the number
of seats in first class but increased their size, along with first-class appointments

and level of service, to retain the airline guests who had been satisfied to have the
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frills put back into flying and were willing to pay for them. Throughout the rest of
the plane, however, economy became the watchword. More seats were stuffed into
each plane, the number of flight attendants was reduced, and “meals” consisted of
dry finger food, mainly pretzels. They not only added a fee for luggage, they even
charged for carry ons.

Eastern States began to make a financial comeback, but the number of
complaints skyrocketed to record le- vels. The following comments were typical:

“You are putting all your service into the front of the plane. What about
those of us stuck in the back?”

“I’ve seen the animals in cattle cars treated better than this.”

“I used to be able to get by a window or on the aisle; now I always seem to
get stuck in the middle seat. Why is that?”

“I see that your industry is enjoying record profits. How about using some of
that dough to give us a better ride?”

“Im a little over six feet tall, and I have to twist my legs to fit in that
cramped space you give me.”

“Seats too narrow, too close together. Flight attendant handed me pretzels
just as we were landing.”

“I’ve had better seats and better service on the cross- town bus.”

“How can you charge me to stick my own bag under my own feet?”

Some of these disappointed and angry passengers took out their resentment
on the flight crews. Morale among the pilots and flight attendants began to drop.
Rooney was baffled and disappointed. “You can’t win in this busi- ness. You give
people what they want, and the complaints go through the roof.” She was quite
concerned about the next board of directors meeting and what the board would
have to say about her management of the airline.

3. What is the service product of the airline industry?

4 What were Rooney’s mistakes?

5. How could they have been avoided?
6

What now?
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Keiic-3aganme 2 Profit? Growth? Survival? Service? Customers?
Environment?

Six hospitality management students were having a dis- cussion at the
Student Center about the primary goal of hospitality organizations.

Jim said emphatically, “Large hospitality corporations are in business to
make as much money as they can. No matter if it’s food, lodging, or gaming, profit
maximiza- tion is their primary goal, and everything else is second- ary.
Businesses exist to make a profit.”

Will agreed, up to a point: “If the hospitality organi- zation is a public
corporation, profits are a necessity, but the primary goal of any business is to grow.
No business wants to stay small and unimportant. Company officials and
stockholders want growth, for the feeling of progress and accomplishment it brings
and for the profits that will eventually accompany growth.”

Jane said, “There’s something to what you both say. Any company needs
profits, and any company would like to grow. But survival is the primary goal,
because without it you can’t have profit or growth.”

Sally said, “Any hospitality organization’s goal had better be to give good
guest service. If the organization achieves that goal, all the rest will fall into place.
If they don’t, they have no chance anyway.”

Spiro said, “My dad owns a restaurant, and he agrees with my professor who
said that the main goal of any business is to get and keep customers. No customers,
no nothing. I agree with my dad.”

Betty said, “No matter what you learned in class, you are all kidding
yourselves. Primary goals are just for looks anyway. No matter how specific an
organization’s goals, no matter how carefully it plans, no matter how hard it works
to meet those goals, the environment within which the organization markets its
product or service will deter- mine the organization’s destiny. Organizations react

to environmental forces, regardless of goals. To succeed, a business organization
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doesn’t need to establish goals; it needs to be lucky enough to be in the right place
at the right time and take advantage of the opportunities pre- sented to it.”

1. With whose position would the company’s stock- holders most likely
agree?

2. What do you think the CEO would say? The employ- ees? The guests?

3. Where do you stand on the issue? (Or do you have an even different

view?)

Keiic-3aganune 3 Economy Airlines

Minor Hamblin had a humanistic dream: to found a company in which every
employee would be an owner/ manager, a company in which people really would
work together. Hamblin started the revolutionary low-fare, no- frills Economy
Airlines. Within a few years, Economy was the fifth-largest U.S. passenger carrier.
The company had no unions. New employees had to buy and hold 100 shares of
Economy common stock, offered at a 70 per- cent discount. Profit sharing
regularly added substantial amounts to their paychecks. Hamblin believed that par-
ticipatory management was the style that best suited con- temporary employees.
One university professor wrote that Economy Airlines was “the most
comprehensive and self-conscious effort to fit a business to the capabilities and
attitudes of today’s workforce. Economy Airlines is doing everything right.”

Economy had a flat structure with only three manage- ment levels. In terms
of the organization chart, pilots and flight attendants were on the same level and
had the same clout. The company had no secretaries; managers did their own
typing and answered their own phones.

The company rapidly expanded its routes and sche- dules. Unfortunately,
traffic growth failed to keep up with expansion. Other airlines adopted the low-
fare, no- frills approach and even attacked Economy directly in their advertising
campaigns. Economy’s stock plunged from over 100 to 8. One employee observed,
“When stock prices were high, profit sharing and stock owner- ship were great.

Now they aren’t so great.” The Air Line Pilots Association began a drive to
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unionize Econ- omy’s pilots. New government regulations made Minor Hamblin
wonder if he could even keep Economy’s flying certificate.

Hamblin had a renewed realization that a company can’t always control its
own destiny. “That professor said I was doing everything right. Now I’'m in danger
of going belly-up.” He wondered if he should convert Economy over to a more
traditional structure, with more management layers, a clearly defined chain of com-
mand, and specialized employee tasks. Or perhaps he should sell out.

1. What caused Economy’s problems?
2. Do you see any way that Economy could have avoided those problems?

3. What steps should Economy Airlines take now?

Keiic-3apanue 4 The Diamondback Plaza Hotel

Dwight Robinson owns The Diamondback Plaza, a large hotel in a popular
vacation area. Robinson tries to main- tain a reputation of casual elegance for his
hotel and is known among local hoteliers for his dignified advertising and for
sticking to the “rack rate.” He feels that to do otherwise is not fair to guests paying
full price. Robinson is happy about all aspects of his hotel operation except his
average nightly occupancy rate of 68 percent. The average for his geographic area
IS 78 percent.

In an attempt to improve his results, Robinson has hired a consultant who,
after studying the situation, has presented the following recommendation:

Mr. Robinson, your rooms are not yielding the in- come that they might
because you establish one price for your rooms and then sit back hoping people
will stay with you. In today’s market that strategy won’t work; you have to manage
your situation to improve your yield per room.

You need to use all available means to lure travelers into your hotel. When
you see at a certain time in the evening that your hotel is not going to be full, you
have to cut prices until you sell out. You may not be able to sell every room every

night, but don’t be satisfied until your occupancy rate is over 95 percent. Follow
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this prin- ciple: Don’t go to sleep yourself until you get people to sleep in all your
rooms.

Your debt relative to your property value is low; you don’t have high interest
charges to cover. So you can of- fer lower room prices than your competitors and
still make a profit.

Put a big flashing sign outside your hotel. If people aren’t checking in and
you foresee vacancies, start that sign flashing at $59.95. If you can’t fill up at that
figure, drop it to $39.95 or even $29.95. Anything is better than nothing.

First thing every morning, check the previous night’s records. If the
Diamondback wasn’t sold out, ask your night manager why! She’ll soon get the
message.

Sure, your average daily room rate will drop, but so what? That’s just a
prestige number to brag about when you get together with other local hotel owners.
By man- aging the yield on each unit, you’ll maximize your prof- its, and isn’t that
why you’re in business?

Should Dwight Robinson take the consultant’s advice?

Keiic-3ananue 5 Safety at the Downtown Hotel

It is 2012. Faramarz has recently purchased the Downtown Hotel, a 125-unit
facility in downtown Central City, a large city in the northeast. The Downtown
Hotel was originally a Holiday Inn, built in 1990 and owned by the parent com-
pany, InterContinental Hotels Group, rather than a franchi- see. The hotel was later
rebranded as a Holiday Inn Express Since its launch in 1991, Holiday Inn Express
had grown from 0 to 500 properties by 1996, and had locations through- out the
United States, Europe, the Middle East, Africa, and the Asia Pacific. When the
Central City Holiday Inn was built, it was located near the bustling central business
district but in a neighborhood that was typical of the older northeast working-class

ethnic neighborhoods. Although most Holi- day Inn hotels built in or near central
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business districts at that time were many stories tall, a zoning peculiarity on this
site restricted the building to two levels.

Around 2000, as part of restructuring at InterConti- nental Hotels Group, the
property in Central City was sold. By this time, the neighborhood in which the
hotel was located had become more dangerous, the inner-city central district was
less desirable to businesses, and the hotel building had begun to look dated.
Faramarz knew these facts but bought the property anyway; the price was right,
and he anticipated that he could revitalize it. The building was still structurally
sound and located next to an interstate highway. It still had a 50 percent occupancy
rate, although the rate had been gradually falling over the past few years. Faramarz
attributed the falling occupancy rate to poor management and facility deterioration;
he thought he could do better.

Faramarz spent considerable money refurbishing the property. When he was
finished, the rooms were nicely decorated, the amenities appropriate for the
intended market segment, and the exterior pleasant to look at.

The design of the hotel was typical of early 1990s con- struction: two levels
of rooms facing the street with exte- rior entrances to rooms on both levels, the
guests on the second level entering their rooms from an open balcony facing the
street. Guests parked their cars in front of the rooms in an unfenced lot. The
original bushes and trees that were planted years ago were now fully mature and, in
combination with the two-level building structure, gave the property a shaded
country feel.

Now that he had enhanced the attractiveness of his building and its rooms,
Faramarz wanted to develop a strat- egy to improve the Downtown Hotel’s
occupancy rate. His basic information source was guest comment cards and
mystery shoppers. The common theme of their feedback was that while they
appreciated the modernization and the country feel of the place, they felt rather
unsafe here. Many guests said that they did not intend to return to the hotel on
future visits to Central City. Faramarz could see that he had a problem but didn’t

know quite how to solve it.
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Based on your own common sense tells you (and any interviews you might
obtain with hotel personnel), develop a strategy for mak- ing Faramarz’s guests
feel safer at the Downtown Hotel.

After profitable careers in the stock brokerage industry, Fred and Song Yi
attended Chef Elmo’s School of Culi- nary Arts. When they graduated, they
fulfilled their dream of many years: They opened their own fine- dining restaurant,
The Silver Slipper.

They found a building in what they concluded was an excellent location. It
had originally been a Denny’s Res- taurant. The next owner, Bella Starr, had
converted the family restaurant into a steakhouse, the Tombstone Res- taurant and
Saloon. She left most of the Denny’s decor intact but superimposed on the interior
the rough tim- bers and boards that Americans have come to expect in their
western steakhouses.

Buying the Tombstone Restaurant and Saloon used up a large chunk of Fred
and Song Yi’s available capital. They decided that since their focus was to be
excellent food, they would invest the rest of their funds in an up- grade of the
kitchen. They patterned their kitchen after the model fine-dining kitchens at Chef
Elmo’s School. The couple realized that the dining area needed refurb- ishing and
upgrading, but they couldn’t do everything at once. They decided to struggle along
with the vinyl up- holstery, plastic furnishings, and rough-hewn timbers and boards
until their superb meals had generated some profits. After all, guests came to a
fine-dining restaurant for fine dining, not for the decor. They knew that some of
Europe’s finest restaurants, with the highest prices, were simple and basic almost
to the point of bareness. They had graduated at the top of their culinary class,

had served apprenticeships at excellent restaurants, and knew they could
provide tastier culinary creations than any other chefs in town.

The big night came; Fred and Song Yi were open for business! Their
reputations as trained chefs had preceded them, and many guests arrived in

response to the excite- ment created by the new fine-dining opportunity. Fred and
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Song Yi received many compliments on the excel- lence of the food. But more
than a few guest comment cards also referred to how expensive the meals were.

Although comments on the food continued to be highly favorable, the
crowds of diners began to dwindle as the initial excitement wore off. Within a few
weeks, though the small numbers of diners still willing to pay premium prices
continued to rave about the food, Fred and Song Yi saw that they had to do
something or they weren’t going to make it. Song Yi even had to begin sell- ing
mutual funds on the side.

Fred wrote a letter to Chef EImo, asking him for ad- vice. Chef EImo offered
to “help out in the kitchen” for a weekend, after which he would give his frank
opinion as to how Fred and Song Yi should proceed.

What do you think Chef EImo will tell Fred and Song Yi is wrong with their

new business endeavor? What ad- vice do you think he will give them?

Keiic-3aganmne 6 Doug’s Fried Chicken

Within four years of assuming the presidency, Judy Hart brought the market
share of Doug’s Fried Chicken from 2 percent to 20 percent. She was a risk-taking,
innovative entrepreneur. She increased the chain from 400 outlets to 1743 and
rapidly expanded into 27 countries. “I’ve got to be involved in a continual go-go
growth cycle. Because of my successful track record, the franchisees and the board
go along with any programs I propose,” Hart believed. Hart was flamboyant and
sensational. She shifted the annual franchisee convention from Des Moines, lowa,
to New York. She moved headquarters from a converted post office into a new
$5.8 million building.

Then, one Friday afternoon, Doug’s board of direc- tors dismissed Hart from
the presidency. “Judy,” said Chairman Doug Jones, “for a while we liked your
‘full- steam-ahead’ attitude. But you can’t seem to slow down. You’re trying to
change too many things too fast.”

The board elevated John Davis, vice president for fi- nance, to the position

of president. Davis was a conser- vative, accommodating executive who watched
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budgets closely and believed in rigorously controlled expansion. He emphasized
fiscal responsibility. Davis set up a cen- tralized purchasing system (which Judy
Hart had always opposed). Board Chairman Doug Jones was pleased; he
considered Davis to be “in tune with the mood of the board and the franchisees at
this point in time.”

Judy Hart was unemployed over the weekend. Then she was enthusiastically
hired by Berger’s Burgers, a company that had achieved financial stability only in
the last couple of years. Now they were in a strong cash po- sition. “Judy,” said
Horace Berger, chairman of the board, “we think we’re ready to take off. We want
to triple the number of Berger’s Burgers outlets within three years. Can you do it?”

“Can do, Mr. Berger,” said Judy happily. “But first we’ve got to refurbish
this tacky headquarters building and change the site of the annual convention. |
envision a truly spectacular party for the franchisees in Las Vegas....”

1. How do you explain Judy Hart’s unceremonious dumping from Doug’s
and her warm welcome at Berger’s?

2. Did Doug’s make the right decision? Did Berger?

Keiic-3aganue 7 Cruising Travel Agency

Ho-Chien Lee is a manager at a travel agency that spe- cializes in cruises.
Among his other administrative duties at Cruising Travel Agency, he hires and
trains entry-level employees.

The typical agency job applicant is fresh out of col- lege, excited about the
future of travel, and confident that some of the world’s problems can be relieved if
hard-working people have a chance to relax on a cruise. Most applicants
understand that travel-agency jobs are at the entry level. In return for these ideals
and this ambi- tion, the agency offers minimal training, little chance for
advancement, considerable job security, low pay, and long working hours at night
and on weekends.

For several years, job applicants have been plentiful. In recent months, the

number of applications has dwindled.
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Lee recently expressed his concern to Mary Ammer- man, sitting at the next
desk. “Where are we going to get fresh new employees? How can we keep the
good people we have at the lower levels? I can’t for the life of me see why so
many stay on at Cruising Travel. Of course, the best ones go somewhere else for
more money and faster promotions. But I’'m surprised that any of them at all stay. I
wonder what they get out of it. And how can we help them to get more out of their
jobs?”

Mary Ammerman said she didn’t know. As a matter of fact, she thought to
herself, she wasn’t getting all that much out of her own job.

1. How would you describe the staffing situation at Cruising Travel
Agency?

2. Do you think hospitality-related organizations like this agency make a

mistake in hiring college gradu- ates at the entry level?

Keiic-3aganne 8 Regal Five-Star Hotel

During her first year as personnel manager of the Regal Five- Star Hotel,
Margarita Gonzalez became increasingly aware of a possible morale problem
among the housekeeping staff. Employee absenteeism and tardiness were rising.
Coffee breaks were being extended beyond the allowed fifteen min- utes.
According to the grapevine, employees were not happy with working conditions or
with the workload.

Although Gonzalez was aware that turnover had been rising, she was
surprised to receive data indicating that it had exceeded 50 percent among the
housekeeping staff over the past year. She reviewed the year’s resignations. They
accounted for 95 percent of the turnover. The other 5 percent were workers who
had been terminated as unsatisfactory. Approximately 25 percent of the resig-
nations were women, whose stated reasons for resigning were “husband being
transferred to another city” and “leaving to devote more time to home and family.”
Gonzalez viewed these resignations as beyond the hotel’s control and ignored

them. The remaining resignations occurred for four reasons, in the following
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frequency of occurrence: (1) left to get salary increase, (2) left to get greater
opportunity for advancement, (3) left to get dif- ferent type of work, (4) personal
reasons.

Margarita Gonzalez reviewed the criteria for hiring housekeepers, from
desirable to undesirable in the ho- tel’s view: under 25; single or newly married
without children; husband in armed forces or for other reasons temporarily in the
area; divorced with children; early twenties to early thirties; family fully
established; hus- band permanently employed in the area; children fully grown.
The hiring policy was obviously designed to ap- peal to women who seriously
needed an income but who did not need a high income.

1. How should Gonzalez change the Regal Five-Star Hotel hiring

policies, if at all?

Keiic-3aganne 9 Choosing a Manager

The director of management development for the Long Stay Suites was
required to recommend someone for a high-level management position in the
company. Careful screening of all present employees narrowed the selection to two
men: John Jarvis and Satya Patel. After lengthy interviews, the following
information was accumulated.

John Jarvis had a tenure of three years with the com- pany. He was very
seldom absent from work and had obtained a college degree in hospitality
administration by taking evening courses. His superiors rated his manage- ment
potential as promising. The one complaint voiced against him was that he appeared
impatient and overly am- bitious. During his interview with the director of
manage- ment development, Jarvis indicated that promotions had not come along
fast enough for him and that unless he received this promotion he would seek
employment with another major hospitality organization. He hinted that he had

received offers.
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Satya Patel was several years older than Jarvis. He had been with the
company since graduation from a nearby university six years previously. He was
rated by his super- iors as a steady, dependable employee, apparently very

intelligent, but he had been given little opportunity to display his talent.
Three years ago, he had turned down a more responsible position at one of the
organization’s branches in another city. He said he didn’t want to relo- cate, and
the job required some traveling. Since that time he had not been given another
opportunity to move up- ward in the organization.

In considering the recommendation he would make, the director of
managerial development recalled a com- ment Patel had made during his
interview: “I’m confi- dent that you will recognize the importance of seniority
when you make your final recommendation.”

1. Weigh the pros and cons of promoting Jarvis or Patel.

2. Which one would you recommend for the position, and why?

3. ldeally, what additional information would you like to have before

making a recommendation?

MeToauyeckue nMosiCHeEHUsI

B ocHoBe Meroma  KeMcC-3aJaHUKM  JISKUT  ONMCAHUE  KOHKPETHOU
npoheCCUOHAIBHON AESTEILHOCTH WJIM AMOIIMOHATBLHO-TIOBEICHUECKUX aCTIEKTOB
B3aUMOJACUCTBUA JIoJeh. [Ipm WM3ydeHMHM KOHKPETHOW CUTyallMh, U aHaJIU3e
KOHKPETHOTO NpUMEpa MAruCTPaHT JOJDKEH BXUTBCSA B KOHKPETHBIC
00CTOATENIbCTBA, MOHITH CUTYAIINIO, OLICHUTh OOCTAHOBKY, ONPEACIUTh, €CTh JIU B
Hel nmpobiieMa U B 4eM ee cyTh. ONpeAesuTh CBOIO POjlb B PEIICHUH MTPOOJIEMBI U
BBIPA0OTATh 11EJ€CO00PaA3HYI0 JIMHUIO MOBEACHUS.

MeTton keiic-3agaHuii pa30oUBaeTCs Ha ATAIbI:

* IloaroroBuTeIbHBIN ATaIl;

* O3HaKOMUTEILHBIN ATall;

* AHaIUTUYECKUU ATaIl;

* Uroroseiii HTarr.
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Ha nmnepBoMm »tame mnpenogaBaTtenb KOHKPETU3UPYET UEIU, IOMOTaeT
MarucTpaHTy pa3padoTaTh COOTBETCTBYIONIYI0 «KOHKPETHYIO CHTYaIlUIO» U
cueHapuit 3anarus. llpu pa3paboTke BaXXHO YYHUTBIBATH Psii 00s3aTENbHBIX
TpeOOBaHMIA:

* IIpuMep IOMKEH JIOTUYHO MPOJIOJKATh COJECPHKAHUE TEOPETHUECKOTO Kypca
U COOTBETCTBOBAThH OyAyIIUM MPO(PECCHOHATBHBIM NOTPEOHOCTSIM MaruCTpaHTa;

. CloXHOCTh ONMUCAaHHOW CUTyallud [IOJDKHA YYUTHIBAaTh YPOBEHb
BO3MOYKHOCTEH MaructpaHTa, T.€. C OJJHOM CTOPOHBI, OBITH MO CUJIaM, a C JAPYTOH,
BBI3BIBATH KEJAHUE C HEW CIPABUTHCA U UCIIBITATh YYBCTBO YCIIEXa;

« CojaepxaHue JOJHKHO OTpakaTh pealibHble MPOGECcCUOHANbHBIE CUTYaAllUH, a
HE BbIJIlyMaHHbIE COOBITHS U (haKThI.

Ha BTOpoM »3Tame nOpOUCXOIUT BOBJICUECHHE OOYyYArONIMXCS B KUBOE
oOcyxJeHue peainbHOM  mpodeccuoHanbHOM  cutTyauuu. [IpenomaBaTenb
0003HaYaeT KOHTEKCT MpeAcTosled paboThl, oOpamasch K KOMIETEHTHOCTH
MarucTpaHTOB B  OMNpEAEICHHOW o0O0jJacTH. 3HAKOMUT MAarucCTpaHTOB C
COAEPKAHUEM KOHKPETHOM CHUTyallMd, UHAMBUAYAIBHO WX B rpynne. B srou
METOJAMKE OOJBIIyI0 POJIb HWrpaeT Trpynmna, T.K. TOBBIIIACTCS pa3BUTHE
MO3HABATENILHON CIOCOOHOCTU BO BpEMsl OOCYXKIEHUS HACH U TpeaaraeMbIx
pPELICHUM, YTO SBIAETCA IUIOJAOM COBMECTHBIX ycuiud. [lo 3toi mnpuuune,
O3HAKOMJICHUE C ONWCAHUEM KOHKPETHOW CHUTyallMd BBIMOJHSIECTCS B MAJIOW
rpynme.

AHan3 B rpynmnoBoil paboTe HauYMHAETCS MOCJIe 3HAKOMCTBA MaruCTPAHTOB C
MPEeIOCTAaBIEHHBIMU (haKTaMHM, U MPEAJIAratoTCs CASAYIOINE PEKOMEHAUH:

* BBISIBIICHUE MTPU3HAKOB MPOOJICMBI;

. MOCTaHOBKa TMpoOJieMbl TpeOyeT SICHOCTH, YETKOCTH, KpPAaTKOCTH
(bOopMyITHPOBKHY;

* pas3mUYHbIC CITOCOOBI ICUCTBUS;

* AJIbTEPHATHBBI U UX 0OOCHOBAHUE;

* aHAJW3 NOJIOKUTEIBHBIX U OTPULIATENBHBIX PEIICHUN;

* NNEpBOHAYAJIbHBIC LOCIN KU PCAJIBbHOCTDL €€ BOIIJIOIICHU .
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Pe3ynbTaTBHOCTh  MCMONB3YEMOTO METOJa yBEIMYMBaeTcs Omaromaps
aHAJIMTUYECKOW paboTe MarucTpaHTOB, KOTJIa OHM MOTYT Y3HAaTb M CPaBHUTH
HECKOJIbKO BapUMAHTOB pEIICHUsS OJHOU mpobsieMbl. Takoil mpumep momoraer
pPaCHIMPEHNUIO MHIUBUYAIBHOIO OIbITA aHAJIW3a M PELICHUs MPOOJIeMbl KaXKIbIM
MarvCTPaHTOM.

Tak kak aHaiIM3 KOHKPETHOM CHUTyallud — TpymmoBas paboTa, TO peUIeHUE
npoOJieMbl MPOUCXOAUT B (GOpME OTKPBITHIX AUCKYycCHil. BakHbIM MOMEHTOM
ABJISIETCSA PA3BUTHE MTO3HABATEIBLHOM JIEATEIIBHOCTH U MPUHATUE YYKUX BAPUAHTOB
penieHus npoosieMbl 0e3 MPeaB3sTOCTH. JTO MO3BOJIIET MaruCTPaHTaM pPa3BUBAThH
YMEHUE AHAM3UPOBATH PEANbHBIE CUTYyallM U BbIpa0AThIBaTh CaAMOCTOSITEIbHBIC
pElIeHUs], YTO HEOOXOJUMO KaKJOMY CIIELIMAJIUCTy, OCOOEHHO B COBpPEMEHHOMU

PBIHOYHON SKOHOMMUKE.

Kpurepuu onenkm:

- 100-86 0amnoB BBICTABIAETCS CTYIACHTY, ©CIU CTYICHT BBIPA3HWJl CBOE
MHEHHE TI0 C(QOpPMYIUPOBAHHON mMpoOJieMe, apryMEHTHPOBAI €ro, TOYHO
OTIPEJICITNB €€ COJICPIKAHKNE W COCTABIISIOIINC;

— 85-76 OGamioB - paboTa XapakTEpU3yeTCs] CMBICIOBOM IIEIBHOCTHIO,
CBS3HOCTBIO U TOCIEAOBATEIILHOCTHIO U3JIOKEHHUS; JOMYIIEHO 2-3 OMIMOKH TMpHU
OOBSICHEHUH CMBbICIa WU cojJiepkaHus Tmpobsembl. DakTUueCKUX OIIUOOK,
CBSI3aHHBIX C TOHUMAaHUEM MPOOJIEMBI, HET;

— 75-61 Gamn - CTyIEHT MPOBOAMUT JOCTATOYHO CAMOCTOSITEIHHBIM aHAJH3
OCHOBHBIX 3TallOB M CMBICIIOBBIX COCTABJIIOIINX MPOOJIEMBI; TTOHUMAECT 0a30BbIC
OCHOBBI U TEOPETUYECKOE 000CHOBAaHUE BbIOpaHHOU TeMbl. [lomyiieHo He Oosee 5
OIIMOOK B CMBICJIEC UJTU COJIEP KaHUH MPOOJIEMBI;

— 60 u MeHee OayIoB — eciM paboTa MPEACTaBIseT CO0O0M MOJHOCTHIO
MepenCaHHbI MCXOJHBIM TEKCT, 0€3 KakuxX Obl TO HHM OBIJIO KOMMEHTapHEB,

aHanu3a. He packpeiTa CTpyKTypa U TEOPETUUYECKAS] COCTABIISIONIAS TEMBI.

IIpumMepbl NpakTHYECKHUX 32124 1O KypCy
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«Guest Service Management (YnpaBjeHHe rocTeBbIM CEPBHCOM)»
Tema: 1 IlonsTue «CEePBUCY, H806XOI[I/IMOCTB cepBuc-nmaﬁHa
Excellent sources for study are your own organization, if you are presently
working, and the organizations in which your friends may be working. Ideally,
your information will come from hospitality organizations but if your personal
situation does not permit that, study some other type of service organization. If you
are really at a loss, consider the “service” provided by the instructors of your
classes. For some of the requested first- hand information, however, you may have
to visit the organization and talk with its peo- ple. If so, be a good guest!
For the following three exercises, and all the others in this book, you will
write your responses or prepare to discuss them in class, as your instructor directs.
1. Pick two service organizations, in the same service field, you have
patronized recently or can visit conveniently. Compare them in terms of the
service quality and value you received.
2.Think about the last business establishment of any kind you visited. What were
the tangibles of its service product? What were the intangibles?
3.Divide up into groups. On the basis of the group’s collective experience, discuss
what is good service. Mention some organizations that deliver good service.
Compare notes with other groups.
Tema 2. Ounenka oxkuganuii roctsi. BoBjieyeHme TrocTeii B mpoiece

onpeeeHUsl IEHHOCTEH CEPBUCHOTO 00CTYKUBAHUS

1. There are four qualitative techniques that can be used for forecasting:
brainstorming, the Delphi technique, focus groups, and scenario building.
Divide up into groups and, as your instructor directs, come up with a
forecasting problem that a local hospitality organization might face and try
to arrive at a conclu- sion about it by using one or more of the techniques.
Different groups might use dif- ferent techniques for the same problem to

see If they come up with the same conclusion or problem solution.
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2. Find a hospitality organization that uses forecasting techniques. How does
the organization use them to predict its staffing and product supply needs, or
for other purposes? How does the organization gather data? Does it use
prediction models and statistical techniques, or is forecasting done mainly
by the seat of someone’s pants?

3. An organization should focus on its core competencies, not spread itself into
areas in which it may not be competent. Some competency pairings are
generally accepted, like bar and grill. Others might reflect an organizational
inten- tion to operate in unrelated areas, like college and fish camp or
blacksmith and nail care. Look for unusual competency pairings in business
names you come across and report them back to the class.

4. Go on the Web or across your community and see what the companies you
find claim as their mission. What is your estimation of how well this mission

helps define strate- gic decisions they make?

Tema 3. CepBucHasi crpaTerusi ¥ KyJbTypa B FOCTEIIPUUMCTBE

1. Divide into groups. Come up with a list of what factors or aspects make up
an organi- zational culture. Which characteristics are the most important?

2. Find a hospitality organization that has a strong, clearly defined service
culture. You may work for one yourself or have friends who do. How does
the organization create and sustain that culture? What training methods,
incentives for managers and employ- ees, and communications techniques
are used to create and define the culture? If you know of an organization that
has a weak, muddled, unfocused culture, talk about that organization, too.

Tema 4. CepBrCOOPUEHTHPOBAHHBbIE COTPYIHMKH B FOCTENPUUMCTBE

1. Find a hospitality organization that will tell you about its employee selection

processes and procedures. How does the organization determine which
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recruits are likely to succeed as hospitality employees? What selection
methods do they use? How well are the organiza- tion’s predictors of
employee success working?

. Interview three friends who have held jobs. Find out which of the chapter’s
training methods were used to train them. To what extent were any of your
friends “devel- oped” as well?

. Divide into groups. For the group members who have held jobs, make a list
of the dif- ferent training methods that their organizations used. How are
they similar to or dif- ferent from the methods described in the text?

. The next few times you visit a service provider, take particular notice of
your servers. Although you did not see the training they received, do they
seem to be conforming to some training and doing the job as it was designed
to be done? If not, where are they going wrong, and why?

. Interview four employees at a restaurant or hotel to discuss their training.

Report your findings to the class.

Tema 5 CepBuc- q1u3aiiH, MEHEeXKMEHT U KOMMYHUKALUS

1. Find a hospitality situation in which the guest is required to co-produce the
service ex- perience. Try to find something more challenging than a salad
bar or receptacle labeled “Trash.” Describe and evaluate how the
organization prepares its employees and its guests for successful guest
participation. How effective is the co-production strategy? What incentives
are offered to guests to encourage their participation? In what ways is this
guest participation beneficial for the guest, the organization, or both?

. Interview a manager or supervisor within a hospitality organization to find
out what the organization will and will not let guests do regarding co-
producing the guest expe- rience. Try to get some examples of guests co-
producing excessively—trying to do more for themselves than the
organization wants them to—and find out how the man- ager, supervisor, or

server handled those situations. Report your findings to the class.
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3. Interview a teacher who seems to believe in classroom “co-production,”

even if not un- der that term, and find out why the teacher does so and how
the teacher got that way. Bring back your findings for discussion in groups.
Discuss the extent to which you are required or invited to co-produce your

own education, and how you feel about it.

Tema 6. [IpoBeieHue ayauTa cepBUCHOIO Mpolecca

8.Collect guest comment cards or examine Web-based surveys from several

hospitality organizations and compare the factors about which organizations
solicit comments. What conclusions can you draw? If possible, interview the
managers whose organiza- tions make the cards or Web-surveys available to

guests and ask how the managers use the results.

9.Imagine that you are a mystery shopper for a hotel. Write up a list of the

10.

11.

Tema

activities in which you would engage, starting with deciding how long you
will stay to do a thor- ough evaluation (twenty-four hours? forty-eight
hours?). Develop service standards, such as for calling in to make a
reservation. (What will your “number of rings” stan- dard be? three rings?
four rings?, and so forth.) What evaluation system will you use for the
different hotel areas? Pass/fail? An excellent-through-poor scale?

Go mystery shopping. If appropriate, use some of the activities from your
hotel evalu- ation list created for question 2. Or do a quick evaluation or
service audit using “the three Ts”— Task, Treatment, Tangibles. Write up a
brief description of what you found and observed on your shopping trip and
send it to the manager of the service location.

Either in groups or individually, use Hart’s criteria for a good service
guarantee as presented in this chapter and create a guarantee for a real or

imaginary hospitality organization.

/. KoppekTupywiuiue AeidcTBUs, yJy4llleHHEe CEPBHCA, BHeJIpPeHHUe

MHHOBAaIIUH
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12.

13.

14,

15.

16.

Have you experienced a recent service failure? If so, write a letter to the
establish- ment’s manager complaining about the dissatisfying or failed
service experience you have had. (Do not make up a false complaint!!! )
Describe how the organization responds to your complaint. How does the
organization’s recovery effort correspond to the sug- gestions for recovery
offered in the chapter?

Write a letter to a local hospitality manager complimenting a service
experience you have had recently. Send a copy to the company president.
Report back on the results. It is okay to mention names in this letter.

Be on the lookout for a service failure that others are experiencing. Observe
and re- port how the organization recovers from the failure. Evaluate the
recovery strategy based on the material presented in the chapter.

Divide into groups. For those who have been employees, describe service
failures in which you have been involved. Have you been trained in how to
recover from these fail- ures? What recovery steps did you take? Pick the
best service recovery and compare with the best of other groups. What
lessons can be learned from these successful recoveries?

Have a classroom discussion on the topic “Who is more responsible for most
service errors: servers or managers?” (Remember that managers plan and
implement delivery systems.) Go out to some local restaurants or other
hospitality organizations and ask some servers and some managers this
question, “What service failures do guests most frequently experience in
your place of business, and who is more responsible for most of them:

servers or managers?” and report back your results.

MeToau4yecKue nosiCHeHU A

B

OCHOBE  METOJla  KEHC-3aJlaHUM  JIEKUT  OINKMCAHUE  KOHKPETHOMN

HpO(I)eCCHOHaHBHOfI ACATCIBbHOCTH HJIN 3MOIIMOHAJIBHO-IIOBCACHYCCKHUX ACIICKTOB

B3aUMOJICUCTBUS JroAck. [lpr u3ydeHHM KOHKPETHOM CHUTyallMd, W aHAJIU3€E
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KOHKPETHOTO NpPUMEpPA MAruCTPaHT JOJDKEH BXUTHCS B KOHKPETHBIC
00CTOATENHCTBA, OHATH CUTYAIUIO, OIICHUTh OOCTAHOBKY, OMPEIEIUTh, €CTh JIU B
Hel npobiieMa U B 4eM ee cyThb. OnpesesiuTh CBOIO poJib B PEIIEHUH POOIEMBbI U
BBIPA0OTATh 1IEJECO00PA3HYIO JIMHUIO MOBEACHUS.

Mertop keiic-3aannii pa30ouBaeTCs Ha ATArlbl:

* [loAroToBUTENBHBIN JTAIL;

* O3HAKOMUTEIIHLHBIN JTAIT,

* AHaIUTUYECKHI 3Tal;

* HWToroseii 3Tar.

Ha mnepBom »Jrane mnpenomaBaTenb KOHKPETU3MPYET LEIU, ITOMOTAaeT
MarucTpaHty pa3padoTaTh COOTBETCTBYIOUIYI0 «KOHKPETHYIO CHUTYaIlUIO» WU
cueHapuii 3ansTtus. [lpu pa3zpaboTke Ba)XXHO YYHUTBHIBATH pPsii 00sI3aTEIbHBIX
TpeOOBAHMIA:

* [Ipumep IOKEH JOTUYHO MPOJOJLKATh COAEPHKAHUE TEOPETUUECKOTO Kypca
Y COOTBETCTBOBATh OyAyHIIUM MPO(PECCHOHATBHBIM NOTPEOHOCTSIM MaruCTpaHTa;

. Cl0KHOCTP ONMCAaHHOW CUTyallUd [IOJDKHA YYUTHIBAaTh YPOBEHb
BO3MOYKHOCTE MarucTpaHTa, T.€. C OJHOM CTOPOHBI, OBITH MO CUJIaM, a C APYTOH,
BBI3bIBATH KEJIAHUE C HEW CIPABUTHCA U UCIIBITATh YYBCTBO YCIIEXA;

» CogmepkaHue JOHKHO OTpakaTh peasibHbIe MPOGeCcCHOHANbHBIC CUTYAIUH, a
HE BbIJTyMaHHbIEC COOBITHS U (haKTHI.

Ha BTOopoM »9Tame mpOUCXOIUT BOBJICUCHHE OOYYAIONIMXCS B HKHUBOE
oOcyxaeHue  peaibHOM  mpodeccuoHanbHOW  cuTyanuu. l[IpemonaBatenb
0003Ha4YaeT KOHTEKCT MpeAcTosIieil padoThkl, oOpamasch K KOMIIETEHTHOCTH
MarucTpaHTOB B  OMNpEJCICHHOW o0O0jJacTH. 3HAKOMUT MAarucCTPaHTOB C
COACPKAHUEM KOHKPETHOM CUTyallMU, UHAUBUAYAIBHO WM B rpynne. B asron
METOAMKE OOJNBIIYI0O POJb WrpaeT TpyIma, T.K. TOBBIIIACTCS pa3BUTHE
MO3HABATENILHON CIOCOOHOCTH BO BpEeMsl OOCYXKIEHUS HWACH W TpenaracMbIx
pELIEHUN, 4YTO SBJIETCS IUIOAOM COBMECTHBIX ycuiui. Ilo 3ToM mnpuumHe,
O3HAKOMJICHUE C ONMCAHUEM KOHKPETHOW CHUTyallMW BBINOJHIETCS B MAaJON

rpynne.
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AHanu3 B TPYINIOBOM paboTe HAYMHAETCS MOCJIE 3HAKOMCTBA MAarkuCTPaHTOB C
IPEIOCTaBICHHBIMU (DAKTaMH, U TIPEJUIAraloTCs CIECAYIOIMNE PEKOMEHIAINH:

* BBISIBIICHUE MTPU3HAKOB MPOOJIEMBI;

. IIOCTAaHOBKAa MpoOieMbl TpeOyeT SCHOCTH, YETKOCTH, KpPaTKOCTU
(bOpMYIIMPOBKY;

* pa3nu4HbIe CIIOCOOBI IEUCTBUS;

* aJbTEPHATHBBI U UX OOOCHOBAHUE;

* AHAJIN3 MOJIOKUTEIIBHBIX U OTPULIATENBHBIX PEIICHUN;

* MEPBOHAYAIBHBIC LIEJIM U PEATBHOCTD €€ BOILUIOLIEHUS.

Pe3ynpTaTUBHOCT  MCIIOJIB3YEMOTO  METOJa yBEJIMYMBAaeTCs  Onaromaps
aHAJIMTUYECKOW paboTe MarucTpaHTOB, KOIJla OHM MOTYT Y3HAaTb U CPaBHUTH
HECKOJIbKO BapUMaHTOB pEIICHUsS OAHOW mpoOsieMbl. Takoil mpumep mnomoraer
paCIIMPEHUI0 MHAMBUAYAIBHOIO ONBITA aHAIM3a U PEILEHUsl MPOOIEeMbl KaXKIbIM
MarvuCTPaHTOM.

Tak Kak aHaauM3 KOHKPETHOM CUTyallud — TpYyMmoBasi paboTa, TO pEIICHHE
npoOsieMbl MPOUCXOAUT B (OpME OTKPBITBIX AUCKycCU. BakHbIM MoOMeHTOM
ABJISIETCS PA3BUTHE NTO3HABATEIBHOM JIEATEIIBHOCTH U MPUHATHE YY)KUX BaPUAHTOB
pelieHus: npooseMbl 6€3 NPeaB3ITOCTH. JTO MO3BOJISIET MarMCTpaHTaM pa3BUBAThH
YMEHHE aHaAJIM3UPOBaTh peajbHble CUTyallMd M BbIpa0daThIBaTh CAMOCTOSITENIbHBIC
pElIeHUs, YTO HEOOXOAMMO KaXKJIOMY CIELHAINUCTY, OCOOCHHO B COBPEMEHHOM

PBIHOYHOM SKOHOMUKE.

Kpurepuu ouenkmu:

- 100-86 0amioB BBICTABIAETCS CTYIEHTY, €CIIM CTYIEHT BBIPA3UJ CBOE
MHEHHE 10 chopMmynupoBaHHONW TpobdiIeMe, apryMEHTHpPOBANI €ro, TOYHO
OTIPE/IETUB €€ COepkKaHNe U COCTABIISAIOIINE;

— 85-76 OGamioB - paboTa XapaKTEpU3yeTCS CMBICIOBOM IIEIBHOCTHIO,
CBSA3HOCTBIO U MOCIEAOBATEIILHOCTHIO U3JI0KEHMS; JOMYUIEHO 2-3 OUIMOKH IMpHU
OOBSICHEHHMH CMBbICIa WU COJEpKaHus MpoOieMbl. DakTHUYECKHX OIIHUOOK,

CBsA3aHHBIX C IOHMMAaHUEM HpOGHCMBI, HET,
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— 75-61 Gamn - CTyIEeHT MPOBOAMWT JOCTATOYHO CAMOCTOSTEIBHBIM aHAJIH3
OCHOBHBIX JTallOB ¥ CMBICIIOBBIX COCTABJIAIOIINX MPOOJIEMBI; TTOHUMAeT 0a30BbIC
OCHOBBI M TEOpETHYECKOe 000CHOBaHKE BhIOpaHHOW TeMbl. JlomyieHo He Oomee 5
OIUOOK B CMBICIIC I COJIEP KaHUU TIPOOIIEMB,

— 60 m MeHee OamioB — ecnu paboTa MPEACTaBISET COOOM IMOTHOCTHIO
NIEPETMCAaHHBIA HMCXOJIHBIM TEKCT, 0€3 KakuxX Obl TO HU OBUIO KOMMEHTApHEB,

a”Hainuza. He PaCKpbITa CTPYKTYpPA U TCOPCTUICCKAA COCTABJIAOIIAA TCMEI.

MeToanuyecKue peKoMeHIaluu, ONpeaessiionue nNpouexypbl OllecHUBAHUSA

pe3yabTaToB OCBOCHHUA TUCHUIIJIMHDBI

Texymas arrectanmsi CTyJeHTOB. Tekymas arrectaiusl CTYJIEHTOB I10
mucrmuiae «Guest Service Management (YmpaBiieHHE TOCTEBBIM CEPBHCOM)»
MPOBOJIUTCS] B COOTBETCTBUU C JIOKAJIbHBIMUA HOpMATUBHBIMU akTaMu [IBDY u sipnsiercs
00s13aTebHOM.

Tekymas arrecranms 1o jguciuiuimae «Guest  Service Management
(YrpaBiieHHEe TOCTEBBIM CEPBHUCOM)» TMPOBOAUTCS B (opMe KOHTPOJIHHBIX
MEPOTIPUATHNA TI0 OIICHUBAHUIO (PaKTHUECKUX PE3yJIbTaTOB OOYYCHHS CTYJACHTOB U
OCYIIECTBIISIETCS] BEYIIIUM IPEIO0/1aBaTEIIEM.

OObeKTaMu OIICHUBAHUS BHICTYTAIOT:

— yyeOHasg JucHMIUIMHA (TOCEIIaeMOCTh BCEX BHUAOB 3aHITUH  TIO
aTTECTYeMOH JTUCIUIUIMHE, AaKTUBHOCTh Ha 3aHATUAX, CBOCBPEMEHHOCTH
BBITIOJIHCHUS PA3JIMYHBIX BUJIOB 33JIaHUN );

— CTEICHb YCBOCHUS TEOPETUYSCKUX 3HAHHIA;

— YpPOBEHBb OBJIAJCHUS TMPAKTHUYCCKUMU YMEHHUSIMH W HaBBIKAMH TI0 BCEM
BUJaM y4eOHOI paboThI;

— pe3yJabTaThl CAMOCTOSITEIBHOM paboThl, B TOM 4YHCIE€ — (PUHAIBHOTO
POEKTA.

IIpome:xkyTouHasi arrecTaums CTYAeHTOB. [IpomexyTouHas arrecTarus

cTyAeHTOB o auciuiuinae «Guest Service Management (YmpasieHue rocTeBbIM
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CEPBHUCOM )» MTPOBOJUTCS B COOTBETCTBUU C JIOKATHLHBIMU HOPMATUBHBIMU aKTaMH
JIBOY u sBisgercs o0sg3aTeIbHOM.

[To mucrumumae «Guest Service Management (YnpaBieHHE TOCTEBBIM
CEPBHUCOM )» TIPEIYCMOTPEH SK3aMEH B BHJIC TECTUPOBAHMUS .

KpaTkasi XapakTepHCTHKAa NpoOUeAypbl NPUMEHEHHS] HMCHOJIb3yeMOro
OIIECHOYHOT0 cpeAcTBa. B pesymbrare ToOceHICHHWs] MPAKTUYCCKUX 3aHATHUH,
MOJTOTOBKE BO BpPEMs CaMOCTOSTEILHOW paboThI, pa3dopa Keic-3amad, CTYIEHT
MIOCIIEZIOBATEIbHO OCBAaMBAET MAaTE€pPHAIbl JUCIUIUIMHBI W H3y4aeT OTBETHI Ha

BOIIPOCHI K U”TOI'OBOMY TECCTHPOBAHHUIO.

KpnTepnn BBICTABJICHHUA OLNCHKHA CTYACHTY Ha JK3aMCHE

o IMCIOMIIJIMHE «yl'lpaBJIeH‘leCKaH IKOHOMHUKA»

banisl Ouenka
(pedTHHTOBOI IK3aMeHa TpedoBanus Kk chOpMHUPOBAHHBIM KOMIETEHIHAM
OIICHKH) (cranmapTHas)

OueHka «3a4TEHO» BBICTABISIETCS CTYICHTY, €CIM OH
UMeeT 3HaHMs Ha YpPOBHE WJIM BBIIIE  OCHOBHOIO
Marepuasa, HO HE YCBOWJI €ro JeTajel, JOIyCcKaeT
61-100 «3a4TEHO» HETOYHOCTH, HEJOCTATOYHO MPaBUIIbHBIE (POPMYIHUPOBKH,
HapymIeHWsl  JIOTHYECKOW  TIOCIIEOBAaTENFHOCTH B
U3JIOKEHUH TPOTpaMMHOrO0  MaTepuasla, HCIBIThIBAET
3aTpyAHEHUS MPH BHITIOJHEHUH MPAKTHYECKUX PadoT.

Ouenka «HEYJIOBIIETBOPUTEIBLHO» BBICTABJISACTCS
CTYAICHTY, KOTOpPbIH HE 3HAET 3HAYUTEIBHOM YacTH
IIPOrPAMMHOI0 MaTepuaja, JOMYCKaeT CYIIECTBEHHbIE
OImMMOKH, HEYBEPEHHO, C OOJBIIMMU 3aTPyIHEHUSIMHU
BBITIONHSET MpakThueckue padoTel. Kak mpaBuio, orneHka
«HEYIOBJIETBOPUTEIBHO» CTABUTCS CTYAEHTaM, KOTOpPBIE
HE MOTYT MPOJOIKHUTH OO0y4deHHe 0e3 JOMOTHUTEIhHBIX
3aHATHI IO COOTBETCTBYIOIIECH TUCIUTLINHE.

60-0 «HE3AYTEHO)
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