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Oo6opoTHas cTopoHa THTYJILHOTO Jucta PITY /]

I. PaGouasi mporpaMma nepecMOTpeHa Ha 3acelaHUH Kadeaphl:

IIpoTokomn oT « » 20 1. Ne

3aBenyrontwii kKadeapoi

(moamucse) (1.0. dammnus)

Il. Padouasi mporpaMma nmepecMoTpeHa Ha 3aceJaHHH Kadeapsl:

[IpoTokoi oT « » 20 1. Ne

3aBenyrontwii kKadeapoi

(moamch) (1.0. damumus)

I11. Pagouyas mporpaMma nepecMoTpeHa Ha 3aceJaHnu Kadeapsl:

IIpotokomn oT « » 20 1. Ne

3aBeayrouuii kadenpoi

(moamuce) (1.0. ®amumms)

V. PaGouass mporpaMMa mepecMoOTpeHa Ha 3aceIaHUH Kaeapsbl:

IIpotokomn oT « » 20 1. Ne

3aBenyrontuii kKadeapoi

(oamuch) (1.0. damumus)



1. Llenn n 3apa4n OCBOCHUS AUCLUILUINHBIL:

[{enb: HampaBiieHa HA yIy4YLICHHE TOHUMAHUS CTYAEHTAMH MAapKETUHIOBBIX
KOHLEMIHH, MPUHIUIIOB YIPAaBIECHUS T0XO0AaMHU, MPOOIEM MPOJaX TOCTUHUYHON
IIPOAYKIIMH, & TAKKE IPAKTUK ONEPALIMOHHOTO MEHEKMEHTA.

3apaum:

1. [Ipo1eMOHCTPUPOBATh KPUTUYECKYIO OCBEJOMIICHHOCTH O IPOJAKAX
Y YIPABJIEHUN JOXOJAMH OTEJIEH U UX NIPEUMYIIECTBAX JUIsl OpraHU3aLUN;

2. OOcyauTh CTpaTerMyecKue pblyaru yOpaBJICHUS MPOAAKaAMU U
JIOXOJJaMH OTEJIEH, a TAKKE TO, KAK UMH MOKHO MAHUITYJINPOBATH JJIsSI YBEIUYCHUS
JIOXOZOB;

3. OueHuTh 1 onucaTh YIpaBiIeHUE JOXOIaMH OTENS C TOYKH 3PEHHUS €T0
COCTABHBIX YacTe U KPUTHUUECKHUX COOOPaKEeHHUIA;

4. [TpennoxuTh crnocoObl YBEIMUYEHHUS MPOJAX W BHEIPEHHUS] CUCTEM
YIpPaBJIEHUs J0XOAaMU B IOAPA3LACICHUAX U IPYTHMX COBMECTHBIX OTHAENAX HIIU

OTpaciisfax, HallpUMeEp, PECTOpaHaxX, CIa, rojb(-KiIydax u T.1.

HpO(l)CCCI/IOHaHBHBIe KOMIICTCHIOWHW BBIITYCKHUKOB MW HWHAWKATOPbI HX

JOCTHUKCHUA:
3agaua O0BeKTBI Kox n HauMeHoBaHue Koa n HauMeHoBaHue OcHnoBanmue (IIC,
npogeccuoHaNbHON | 00J1aCTh| NPOQecCHOHANBLHOH  |MHIAMKATOPA JOCTHKEHHMSI| AaHAJIU3 MHBIX
JAesITeJIbHOCTH 3HAHUA KOMIIeTeHIIUH npodeccuoHaNbHOI TpeOoOBaHUiA,

KOMIIeTeHI[UH NpeabsSBIsAeMBbIX K
BBIIYCKHMKAaM)

Tun 3aaa4 npodecCUOHATBHON AeSITeNEHOCTH .

MK-1.1
MK-1 MK-1.2
MnK-1.3

I. CTPYKTYPA U COJAEPKAHUE TEOPETUYECKOMN YACTHU KYPCA

Teoperudeckas yactp He npexycMmoTpeHa B mucnuruinae «Hotel Sales and

Revenue Management (Ynpasienue npojakaMu ¥ JOXOJaMH B TOCTHHHUIIE))»



Il. CTPYKTYPA U COJEP)KAHHUE NPAKTUYECKOM YACTH KYPCA
3ansTue 1. [lonnMaHue HHAYCTPUH rocTrenpuuMcTBa (3 yac.)
Pabora B Ki1acce
[TonymaliTe 0 MpUIJIANICHUU MPUTIAINIEHHOTO JOKJIaJ4hKa Ha 3TOT YPOK.
[logxongmum opaTtopoM OyJeT IUPEKTOp MO MAPKETUHTY WIM MEHEIKep
MECTHOTO OTeJis Ui pectopaHa. [lomorute opaTopy moaroToBUTHCS, MPEIOCTABUB

€My KOITHIO KOMITETEHITUH 1Tt 3TOH T1aBbl. [IycTh opatop oOCyuT:

1. 0O0630p MapKeTHHTa B TOCTUHUYHOM OHM3HECe

2. KoHKpeTHbIE MapKETUHTOBBIE CTPATETUH

3. BaxxHocTh OpeH10B

4, PaznuuHble TUIBI PHIHKOB, KOTOPBIE JOJKHBI OBITH PACCMOTPEHBI, U

croco0, KOTOPhIM 3(P(EKTUBHBIN MApKETUHI FOCTENPUUMCTBA TOBOPUT C 3THUMH

PBIHKaAMH

NuauBuayajabHas/rpynnoBasi padora

Hwxe mnpuBeneHbl HEKOTOPBIC IOMOJIHHUTENIbHBIC 3a7aHusi, KOTOPHIE BbI
MOXETe JaTh BAIlIUM CTYJICHTAM:

1. OnummTe, KaKk Balld MOTPEOHOCTH KaK MOTPEOUTENs] MEHSIOTCS IO
Mepe U3MEHEHHUSI BaIlleH 11eJTH My TeIIeCTBHS.

2. OOBsICHUTE, YTO BBl HIIETE B MPOAYKTE WIHM YCIyrax HHIYCTPHUH
TOCTEIIPUUMCTBA U KTO JIYUIII€ BCETO OTBEYAET TUM MOTPEOHOCTSIM.

3. Bl pazpabotanmu mpenmouteHus: OpeHpa, Oyab TO aBHAKOMIIAHUS,
TOCTHHUIIA / MOTEJb WU KOMIaHUs 00IIeCTBEHHOTo nuTanusa? Bel nosmuct?

4, Kakas koMmmaHusi TOCTEIPUUMCTBA JIE€NIACT JYYIIyl0 paboTy s
YAOBJIETBOPEHUSI BalIUX MOTpeOHOCTEH? OnuimuTe 3TU NOTPeOHOCTH M TO, Kak
OHH YOBJICTBOPSIOTCS (MU TIOUYEMY HEKOTOPBIE U3 HUX HE BBITIOJIHSIIOTCS).

d. [lepeuncniure mNpeaNOYTUTETBHBIE OpPEHIIBI TOCTETIPUUMCTBA U

YKaXHUTE, KaKk 3TU OpeH/1bl UACHTU(PUIUPYIOT C BaIIUMH MOTPEOHOCTSIMHU.



3anaTne 2. CerMeHTauHMsi PbIHKAa W HMHAYCTPUs TocTempuuMmcTBa (3
qyac.)

PaboTa B KJj1acce

[TogymaiiTe 0 TpWTIANICHUH MPUTIANICHHOTO IOKJIaadhKa Ha 3TOT YPOK.
[Togxonsmum opaTtopoM OyJeT aHaJUTUK MapPKETUHTOBBIX HCCJIEIOBAHUM,
3HAKOMBIH C METOJOJIOTHEH cerMeHTanuu pblHKa. [loMorute opartopy
MOATOTOBHUTHCS, TMIPEIOCTABUB €My KOIHIO KOMIIETEHIIMN JJIst 3TOM TrinaBel. [lycTh
opaTop oOCYIUT:

1. Coop undopmanuu

2 Kareropuzarus u cerMeHTarms
3. VYpaienue 6a3zamMu JaHHBIX
4

MCTOI[OB aHaJIn3a JaHHbIX C TOUYKHU 3PCHUS MApPKCTUHI'A

NuauBuayaapHas/rpynnoBas padora

1. Huxe npuBeaeHbl HEKOTOpPHIE AOMOJIHUTENbHBIE 3aJaHus, KOTOpbIE
BBl MOJKETE JJaTh BALLIUM CTYJECHTaM:

2.  OmpenmenutTe CErMEHTHI pBIHKA, B KOTOpPbIE BBl TIOMAJacTe Kak
noTpedUTeNb B UHyCTPUHU TOCTEIPUUMCTBA.

3. Omnpenenute Tpu TroOpoja Ha3HAYEHUs, KOTOpbIE BO3HUKIN 3a
nocnenane S0 JeT, U YKaXUTe, MOYeMy OHU SIBJISIFOTCA TOPOIaMU HA3HAUYCHUS.

4. HazoBuTte Tpu Habopa TOpOACKUX Map HAa OCHOBE MEXIYTOpOIHETO
TPaHCIOPTHOTO MOTOKA.

5.  Onwummre neMorpaduyueckue XapaKTepUCTUKH O0JIACTH IMOYTOBOIO
WHJIEKCA, B KOTOPO BBl IPOXKUBAECTE.

6. OOcyauTe mnpeuMyIIecTBa, KOTOpPbIE BbI HIIETE, M MOTPEOHOCTH,
KOTOpBIE BbI JOJDKHBI ObUIHM yIOBJIETBOPUTH B OOBEKTE OOIIECTBEHHOTO MHUTAHUS.
CpaBHHTE UX C TEM, YTO HUILYT BAIIHA POJUTEIH.

7. Pa3paboTaiiTe ncuxorpaduueckuil npopuib ceds U OJHOTO U3 CBOUX

pOI[HTCJ'ICfI (I/ICHOJILB}’}I ACATCIIbHOCTb, MHTCPCChI, MHCHUS U T. I[.) " CPAaBHUTC UX.



3ansaTue 3. Ilo3UIIHOHMPOBAHHE B COOTBETCTBHU C MPeANOYTEHUSIMU
noTpedoureneii (3 yac.)

Pabora B KJ1acce

[Topocute TypareHTa OT MECTHOTO TYPHUCTHYECKOIO areHTCTBA, YTOOBI
00CYIUTD:

1. [ToTpeOHOCTH H TPEANMOYTCHHUS JICJIOBBIX ITyTCHICCTBCHHUKOB B

CCrMCHTAaX PbIHKA

2. [ToTpeOHOCTH U MPEANOYTEHHS B KOMAaHAUPOBKY CErMEHTOB PhIHKA
3. OTHOLIEHHs ~ TypareHTCTBa C  JAPYTUMH  TYpPUCTUYECKUMH
NOCPETHUKaMU

11, YYEBHO-METOAUYECKOE OBECIIEYEHHUE
CAMOCTOSATEJBHOMN PABOTBI OBYUAIOIIUXCSI

Ilnan-rpaduk BbINOJHEHUS CAMOCTOSATEIbLHON PadOThI MO0 TUCHUILIHHE

Ne Hara / cpoku Bua camocrosiTesqbHOM Tpumepurie
HOPMBI BpeMeHHI ®DopmMa KOHTPOJISA
n/n BbINIOJTHEHUSI padoTsbl
HA BBINOJHEHHE
VYnpaxaenue 1 Uzydenne  Tteopermueckon | 6 IIposepka JOCTYITHOCTH
JacTH TEMBI, TIOMCK JIeKIWiA, (ailioB, 3aJaHul U
HHpOpMALUN 0 WX 3alluTa, MPOXOKICHUE
robanu3anuu, Typu3Me | TecTa, aKTUBHOE y4acTHE B
1. TOCTUHUYHOM CeKTope, 00CYXXJIEHUH BOIIPOCOB TIO
MOJITOTOBKA K 3aIuTe TeMaM 3aHATHN U 3aJaHUM,
3aJIaHUM, MOATOTOBKA OTYETHI
¢daitoB,  MOArOTOBKAa K
00CYXJICHUIO TOKIIAJO0B
VYnpaxuenus 2, 3, 4,5 | Uzyuenne Tteopernyeckoil | 6 IIposepxka JOCTYIHOCTH
YacTU TEMbI, MOJATOTOBKA K JeKIWiA, (ailyioB, 3aJaHul U
TECTUPOBAHUIO, TOJArOTOBKA X 3allyTa, MPOXOXKICHHUE
2. K OOCYXIEHHIO TPYIHIOBBIX TeCTa, aKTUBHOE y4yacTHE B
JIOKJIaJI0B, TOATOTOBKA K 00CYX/ICHUH BOIIPOCOB IIO
BBITIOJTHEHUIO 33 1aHUI TeMaM 3aHATHI U 3aJaHUM,
OTYETHI
Ynpaxuenus 6, 7 Wzyyenune  Tteoperudeckoi | 6 IIpoBepxka JOCTYITHOCTH
YacTU TEMbI, MOJATOTOBKA K JeKIuH, GailioB, 3a1aHUN 1
TECTUPOBAHUIO, MOATOTOBKA WX 3all{Ta, MPOXOXKICHHE
3. K OOCYXXIIEHUIO TPYIITOBBIX TecTa, aKTUBHOE y4acTHE B
JIOKJIAJOB, TOATOTOBKA K 00CYXXJIEHUH BOIIPOCOB TIO
BBITIOJTHEHUIO 3aJIaHUI TeMaM 3aHATHH U 3aJaHUM,
OTYETHI
UTOI'O 18

PexoMeHganum 1o caMmocToOsITeIbHOM padoTe CTYAEHTOB




Ocoboe 3Ha4YeHHe U1 Pa3BUTHS TEOPETUUYECKOTO MaTepualia, a TaKKe IS
npuobpereHuss u (HOPMUPOBAHMS HABBHIKOB HMMEET CaMOCTOsITeNbHas paboTta
CTY/ICHTOB.

CamocrositenpbHas paborta cryaeHtoB mo auciuruimHe "Hotel Sales and
Revenue Management" mpeaycMaTpuBaeT U3yueHUE PEKOMEHAYEMONH OCHOBHOM M
JOTIOTHUTENILHOM ~ JTUTepaTyphl, HamucaHue pedeparoB, MOITOTOBKY K
BBITTOJIHEHUIO U 3aIIUTE JTA0OPATOPHBIX PA0OT U MPOMEKYTOUHYIO aTTECTAIHIO —
IK3aMeH.

JI7st caMOCTOSITETTbHOM AKCIEPTU3bI YCBOCHHS TEOPETHUECKOTO Marepuala,
MOATOTOBKHU K BBITIOJIHEHUIO U 3alllUTE Ja0OpaTOpHOIl pabOoThl U CIaud dK3aMeHa

CTyACHTaM IIpCAjIararoTCs BOIIPOCHI IJII CAMOKOHTPOJLA.

PexoMenaanuu mo padore ¢ JurepaTrypou

[Ipu camocrtosaTenbHOM paboTe ¢ PEKOMEHAYEMOU JIUTEPaTypoul CTYIIEHTHI
JIOJKHBI CIIE0BATH OMPEAEICHHOMN MOCIIEI0BATEIIbHOCTH:

] mpu BBIOOpE JNHUTEPATypHOTO HCTOYHMKA TEOPETHYECKOTO MaTepualia
Jy4IIie BCEro UCXOJIUTh W3 OCHOBHBIX MOHSATHUN TEMBI Kypca, YTOObI TOYHO 3HATh,
YTO UCKATh B TOW WJIM MHOU ITyOTMKAIINH;

] st 6omnee TTyOOKOT0 MOHUMAaHUS M YCBOSHUS MaTepuasa clielyeT YATaTh
HE TOJIbKO OIpPEIEICHUS U TOHSTHUS, UMEIOUIMECS B TEKCTE, HO U KOHKDPETHbBIC
MIPUMEPHI;

] n7st TOro, 4TOOBI MONYUYUTh 00Jiee IUPOKOE U CUCTEMHOE TTOHUMaHUE 10
TeME Bbl XOTHUTE MPOCMOTPETh  HECKOJBKO  JUTEpaTypbl  (BO3MOXKHO,
aIbTEPHATUBY);

[J HEeT HeoOXOIUMOCTH OOPHUCOBBIBATH BECh TEKCT IO paccMarpyuBaeMoi
TeMe, TaK KaK TaKOW TMOJXOJ HE TMO3BOJIAET MOHATh MaTepuall; HEOOXOIUMO
BBIJICJIUTh U OOPUCOBATh TOJILKO OCHOBHBIC TTOJIOKEHHUS, ONIPECICHUS U TOHSITHS,

KOTOPBIC ITO3BOJIAIOT BRICTPOUTD JIOTUKY OTBETA HA UCCIICAYCMBIC BOIIPOCHI.

Bonpocel 111 caMOKOHTPOJISA



BOHpOCbI A1 CaMOKOHTPOJII  TPCAHA3HAYCHBI  JIA CaMOCTOSITEJIbHOM
IPOBCPKHU CTYACHTOM YCBOCHHA TCOPCTUYCCKOIO MaATCpHajid, IIOATOTOBKHU K
BBIIIOJIHCHUIO MW 3alllMThI HpaKTHqGCKOﬁ pa6OTBI N 3K3aMcCHaA. I[J'Ii[ y,Z[O6CTBa
HCIIOJIB30BaHUsS BOIIPOCHI JIA CAMOKOHTPOJIA ACIATCA Ha pasaciibl U TEMbI

TEOPETUUYECKON YacTH Kypca.

Paznes |. [lonuManne HHAYCTPUHM TOCTENPUUMCTBA

Tema 1. KomnereHumu AJ151 IOHUMAHUS UHAYCTPUH FOCTENPUMMCTBA

1. OnummTe, Kak Balld MOTPEOHOCTH KaK MOTPEOUTENs] MEHSIOTCS 10
Mepe M3MEHEHUS Balllei 1IeTTN My TEIIeCTBUS.

2. OOBbsicCHUTE, YTO BBl MIIETE B NPOAYKTE WM YCIyrax HHIYCTPUH
TOCTENPUHUMCTBA U KTO JTyUIIIe BCETO OTBEYAET ITHUM MOTPEOHOCTSIM.

3. Bbl pazpabGotanu mpenmouyteHus: OpeHpa, OyIb TO aBUAKOMIIAHUS,
TOCTUHMIIA / MOTEJIb WM KOMIIAaHUS OOIIECTBEHHOTO UTaHusA? Bol nosmct?

4, Kakass xomMmaHWsi TOCTEIPUUMCTBA JENaeT Jydllylo paboTy mams
YIOBJETBOPEHUs BallMX MoTpeOHOocTel? Onuimmre 3TH NOTPEOHOCTH U TO, Kak
OHU yJIOBJIETBOPSIOTCS (MM TIOYEMY HEKOTOPBIC U3 HUX HE BBITIOIHSIIOTCS).

S. [lepeuncnure mnpeanovTUTENbHBIE OpEHIbl TOCTENPUUMCTBA U

YKaXXUTE, KaKk 3TU OpeH Ibl UACHTU(DHUIIUPYIOT C BAIlIMMH MOTPEOHOCTIMH.

Tema 2. CermeHTAIMS PHIHKA U HHAYCTPHS rOCTENNPUUMCTBA

1. Onpenenure CErMeHTbl pPBIHKA, B KOTOpPbIE BbI MOMAJaeTe Kak
NOTpeOUTENb B UHAYCTPUHU TOCTEIPUUMCTBA.

2. Onpenenure Tpu TropoAa Ha3HAYEHMs, KOTOPHIE BO3HHUKIM 3a
nociennue 50 JeT, U yKaxuTe, IoOYEMY OHHU SIBIISIIOTCA TOPOJIAMH Ha3HAYECHMUS.

3. HazoBuTte Tpu Habopa TOpPOACKUX Map HAa OCHOBE MEXIYTOPOIHETrO
TPaHCIIOPTHOTO MOTOKA.

4, Onummre aemorpaguueckue XapaKTepUCTUKH OO0JacTH MOYTOBOTO
WHJIEKCA, B KOTOPO BBl IPOKUBAECTE.

5. OOcyanTe NpEeuMyIIecTBa, KOTOPhIE BbI HINETE, M MOTPEOHOCTH,



KOTOPBIE BbI JIOJDKHBI OBLTN yIOBIETBOPUTH B OOBEKTE OOIIECTBEHHOTO MUTAHUSI.
CpaBHHTE WX C TEM, YTO WIIYT BAIIA POJIUTEIIH.
6. Pazpaboraiite ncuxorpaduueckuii mpoduiab ceds U 0OJHOTO U3 CBOUX

poauTenei (MCHoJib3ysl AeSITEIbHOCTb, MHTEPEChl, MHCHHUS U T. 1I.) U CPABHUTE UX.

Tema 3. Ilo3MUMOHMpPOBAHHE B COOTBETCTBHU € MpPeaNOYTEHUAMHU
norpeouTesei
1.  Ornuyarh KOHEUYHBIX IOJIb30BATENEHd OT IOCPEAHUKOB Ha pPBIHKE

IIyTEMIECTBUM U TOCTEIIPUMCTBA.

2. OxapakTepu3ynTe XapaKTEPUCTHUKA CETMEHTOB pPBbIHKA JIEJIOBBIX
IIOE3/10K.

3. Onummre  XapakKTEPUCTHUKA CETMEHTOB  PBIHKA  MPOTYJIOYHBIX
Iy TELIECTBUM.

4. OnpeneneHue TYPUCTUYECKUX IMOCPEAHUKOB Uil  JE€JOBBIX U

pa3BIICKaTEIBHBIX CETMEHTOB PBhIHKA MY TEIIECTBU.
S. Onummre MNOTPEOUTENIbCKUE XapaKTEPUCTUKU TOTPEOUTEIHCKUX

CECTMCHTOB B HHHIGBOﬁ IMPOMBIINIJIICHHOCTH.

Pa3nean |1. Kanajabl pacnpocTpaneHus

Tema 1. KomnereHumu AJ1s1 KaHAJIOB pacnpeaejieHust

1.0numure MOKyNnKy Balled mocienHed MOe3KH, B TOM 4YHCIEe, CKOJIBbKO
KAaHAJIOB PacHpOCTPAHEHHUS Bbl UCIIOIb30BAJIH.

2.Bribepute kpynHyto GUpMy MHIYCTPUU TOCTEIPUUMCTBA U C MOMOIIBIO
CBOUX T'OJIOBBIX OTUETOB U JAPYroil MH(POPMALUU ONPEIEIUTE BCE BEPTUKAIIBHBIE,
TrOpU3OHTaJbHBIE, OOpaTHbIE  W/UIM  MEpPeJOBblE  ACMEKTbl  UHAYCTPUU
TOCTENPUHUMCTBA, B KOTOPBIX Y4acTBYeT pUpMma.

3.IlocetnTe TYpUCTHUYECKOE AareHTCTBO WJIM KOPIOPATHUBHBIN  OTAEN
MyTEIIeCTBUN U TPOCMOTPUTE €r0 aBTOMATU3UPOBAHHYIO CUCTEMY ITyTEIIECTBUH,
UACHTU(DULIKPYS TPOIYKTHI WA YCIYTU U BO3MOKHOCTH.

4 Viccnenyiite OHNARH-TYPUCTUYECKHE YCIIYTH HA CBOEM KOMIIBIOTEPE.



Tema 2. IloTpeOuTe I 1 MAPKETHHI B NEPCIIEKTHBE

1. BrompkeTHBIN IIpoLiece 0TAeIa MAPKETUHTA U IIPOJAXK.

2.Kak orenb OpUEHTUPOBAH Ha NPUOBLIbHBIE TOTPEOUTEIBCKUE CETMEHTHI.

3. Kak B otene popmMupyroTcsi MApKETUHTOBBIE CTPATETUN

4 Kak oraen MapKkeTMHra M MpoJaX M OTEIb B3aUMOJCHCTBYIOT C

TYPUCTUYECKUMU ITOCPETHUKAMM.

Tema 3. Ilpumenenue KiroueBbix MapkeTHHroBbIX MeT0m0/10THIA:
Mapxkerunrosbie UcciienoBanus

1.CBsDKHTECH ¢ MECTHBIM OTJCJIOM MAapKETHHTA U MPOJAK OTENISI U y3HAMTE,
KaKu€ METOJbl M HWHCTPYMEHTBI OHH HWCIIOJNB3YIOT JJIsi HCCIEIOBAaHHUS CBOUX
PBIHKOB Y KOHKYPEHIIUHU.

2.CocTaBbTE CIIUCOK BCEX OCHOBHBIX (PAaKTOPOB BHEIIHEH CPEIbl, BIUSIONIAX
Ha OTeJIb WJIM PECTOPAH B BallleM paiioHe pblHKaA. Pemure, OyaeT i1 kakon-nudo u3
(dbakTOpoB TpemsaraTh HOBYK) MAapKETHHTOBYIO CTPATeTUIO JUIS OTENS WU
pecTopaHa.

3.IlpoBenute (Gdokyc-Tpynmy cpeaud OJHOKIACCHUKOB TI0 BBIOpaAaHHOMY
TYPUCTAYECKOMY MIPOJYKTY WJIA YCIIYTE.

4 BpiOepute NpoayKT WU YCIYTy MyTEHIECTBUS, C KOTOPBIMU Bbl 3HAKOMBI,
Y HAWJUTE UX B CETKE MApPKETUHIOBOU cTparerun. COCTOSIHUE COCTOSIHUE PhIHKA U
KOHKYPEHTOCIIOCOOHOCTh ~ Balllero  MpoAykKTa uiau  yciayru. [lpuaymaiite

MAapKETUHTOBBIE CTPATETUH JUJISL YIIYUIIEHUS dTON MTO3ULINH.

Paznea Ill. Ilpumenenne KiarwueBbix MapkerunroBosix MeTomosiormii:
Ipoaaxu

Tema 1. KoMmnereHnuu 1mo NpuMeHEHUIO KJIOYEBHIX MAPKETHHIOBbIX
METO/10JIOTHIi: TIPOAAKH

1.00psacHUTE, KakK OpraHu3oBaTh OQUC TPOAAXK, YTOOBI MaKCHUMaIbHO

UCIONB30BaTh BpeMsi Bcex mponaBloB. OOcCyauTe, UYTO CEKpeTapb WU



aJIMUHUCTPATUBHBIA MOMOIIHUK MOET CIellaTb B CBOOOJHOE BpEMsl, UYTOOBI
IIOMOYb BaM B MPOJaXKaX.

2.Pa3pabotka cueHapust [ Tele(OHHBIX MPOJAX YCUIMM, KOTOpbIE
IPUBOJAT K ONPEAEICHHOMY OpOHUPOBAHHUIO.

3.Ilocetutre MecTHBIM oTenb WM oduc mpoaax Kypopra. IIpocmorpute
KOHTPOJIBHBIE ~CIIMCKH, TMPEACTABICHHBbIE B JSTOW TJaBe, U ONPEICIHUTE,
OpraHU30BaH JH OTIEI MPOIaK HEABUKUMOCTH.

4. CozpnaiiTe mUCbMO NMPSAMOI MOYTHI, KOTOPOE MPOJAET.

S.Ilocetnure MecTHBI O(QUC TPOJAX OTENsi U MPOCMOTPUTE BCE

CI)yHKI_[I/IOHaJIBHBIG ACIICKTBI, KOTOPLIC OBLIH ABTOMATU3UPOBAHBLI.

Tema 2. Ilpumenenue KiroueBbix MapkeTuHrosbix Merogosoruii:
Oo6cay:xxuBanmne KiineHnron

1.0Onumure, kak Bbl OyneTe paclo3HaBaTh MOTEHUMAIBHYIO Mpodiemy,
MPEXJIe YEM OHA CTAHET PealIbHOM B c(pepe rocTenpuuMCTBA.

2. [lepeuncirTe TOUKU BCTPEUU B TUITMYHOM OTEJE.

3.Co3paiiTe CIUCOK JMYHBIX aTpHOyTOB, KOTOpPHIE BBl OyJeTe MCKAaTh MPHU
HaliMe COTpYAHMKA CITY>KObI MOAJIEPKKH KIIMEHTOB.

4 Tlomymaiite o mpobOiieMe, KOTOPYIO KIHMEHT MOXET HWMETh B OTele, |

pa3paboTaiiTe penieHue, ya0BISTBOPSIOIISe KINEHTA.

Tema 3. Ilpumenenue KiroueBbix MapkeTuHrosbix MeToaosoruii:
Pexkiama

1. Beibeputre  Tekymyro  pexiamy — cpepbl  TOCTEIPUUMCTBA U
pOoaHATM3UPYHITE ee, UCTIONb3YsI KPUTEPHH, ITPEICTABICHHBIC B TIaBe.

2. Coznaiite peknamy cdepbl TOCTEPUUMCTBA, HCIOIB3YS KPUTEPUH,
IpEJICTaBICHHBIC B IJ1aBe.

3. Pa3paboTaiiTe cBOI COOCTBEHHBIN peKIaMHBIM KOHTPOJBHBIN CIUCOK
WIA PYKOBOJICTBO U HUCIIOJIb3YHTE €ro AJsi KPUTUKU PEKJIAMHBIX YCHIIMH MECTHOTO

TOCTHHUYHOTO OHM3HEca.



V. KOHTPOJb JOCTUKEHUS LEJEN KYPCA

Ne KonTpouupyembie Kox u HaumeHoBaHMe OueHoYyHbIE CPpeACTBA
n/n pa3nesibl / TeMbl HHIUKATOPA A0CTHKEHUS ”
TEeKyIIH KOHTPOJIb MPOMEKYTOUHAS
AMCHUIIJINHBI
aTTecTanus
Paspen | [Tonumanue MK-1.1 3Haet (Ypok 1); Tect
UHAYCTPUH Pa6ora Ha ypoke (Ypox 1)
TOCTEMPUIMCTBA UnamBuayaisasie |
I'pynnoBsble 3a1aHus
Ymeer (Ypok 2); Tecr
K12 Pabota Ha ypoke (Ypox 2)
WHauBumyanbHbie /
I'pynnossle 3ananus
(Ypok 3) Tect
K-1.3 Pabota Ha ypoxe (Ypox 3)
WHauBunyansHeie /

I'pynmossle 3aganust

V. CIUCOK YUYEBHOH JIUTEPATYPbI U UH®OPMAIIMOHHO-
METOINYECKOE OBECIIEYEHHUE JUCHUIIVINHBI

OcHoBHas auTEparypa

(31eKMpOHHblE U neYyamHble U30AHUS)

1. lonmoBa A.I'. VYmpasnenue mpojaxkamu. [DieKTpoHHBIH pecypc] /
ATI. TomoBa - M.: JamkoB wu K, 2017. Pexum gocrymna:
http://znanium.com/catalog/product/414918

2. Hxo66ep J., Jlamkactep . [Iponaxku wu  ympaBiieHHE
npoaaxamu [DnekTponubiid pecypc] / H. Hxo606ep, H.Jlankactep - M..IOHUTU-
JAHA, 2015. Pexxum nocryna: http://znanium.com/catalog/product/872281

3. Kazakop C.II. Cymuocts u  cnemuduka  (GopMupoBaHUs
WHHOBAllMOHHOTO  MapKeTHMHra B cdepe TrocTenpuuMcTBA M TypuU3Ma
[DnexTponnsiii pecypc] / C.II. Kazakos - M.: UH®OPA-M, 2016: Pexum nocrymna:
http://znanium.com/catalog/product/561287

4, CaBuyk B.IL Ynpasnenue MPUOBLIBIO 151
oromkerupoBanue [AnexktpoHHsiid pecype] / B.I1.CaBuyk - M.:BMHOM. JI3, 2015.
Pexxum moctyna: http://znanium.com/catalog/product/476715



http://znanium.com/catalog/product/414918
http://znanium.com/catalog/product/872281
http://znanium.com/catalog/product/561287
http://znanium.com/catalog/product/476715

S. Cycnona, 0. O. I[Ipubsuns npenmnpustus [DIeKTpOHHBIN pecypce] : /
1O. 1O. CycnoBa, H. H. Tepemenko. — Kpacnosipck: Cu6. denep. ya-t, 2014.

Pexxum moctyna: http://znanium.com/catalog/product/505759

JlonoiHUTE IbHAS JIUTEpaTypa

(newammuule u 371eKMpPOHHBIE UZOAHUSL)

1. Chuck Kim Gee. International Hotels Development and Management
[American Hotel & Lodging Educational Institute, 2012] Pexxum poctyna:
https://www.ahlei.org/resources/instructor-resources/

2. David K. Hayes, Jack D. Ninemeier, Allisha A. Miller. Hotel Operations

Management [Pearson  Higher Ed USA, 2016] Pexwum  gocryma:

https://www.ahlei.org/resources/instructor-resources/

3. Debra F. Cannon. Training and Development for the Hospitality Industry
[American Hotel & Lodging Educational Institute, 2003] Pexum nocrtymna:

https://www.ahlei.org/resources/instructor-resources/

4. James R. Abbey, Ph.D. Convention Sales and Services, Ninth Edition
[American Hotel & Lodging Educational Institute, 2016] Pexum nocrtymna:
https://www.ahlei.org/resources/instructor-resources/

5. James R. Abbey, Ph.D. Hospitality Sales and Marketing, Sixth Edition
[American Hotel & Lodging Educational Institute, 2016] Pexum poctyna:

https://www.ahlei.org/resources/instructor-resources/

6. Karen Lieberman, Bruce Nissen. Ethics in the Hospitality and Tourism
Industry [American Hotel & Lodging Educational Institute, 2005] Pexxum moctyna:
https://www.ahlei.org/resources/instructor-resources/

7. Michael N. Chibili. Modern Hotel Operation Management [Noordhoff

Uitgevers bv Groningen/Houten, The Netherlands, 2016] Pexum goctyma:

https://www.ahlei.org/resources/instructor-resources/



http://znanium.com/catalog/product/505759
https://www.ahlei.org/resources/instructor-resources/
https://www.ahlei.org/resources/instructor-resources/
https://www.ahlei.org/resources/instructor-resources/
https://www.ahlei.org/resources/instructor-resources/
https://www.ahlei.org/resources/instructor-resources/
https://www.ahlei.org/resources/instructor-resources/
https://www.ahlei.org/resources/instructor-resources/

8. Michael L. Kasavana, Ph.D. Managing Front Office Operations, Tenth
Edition [American Hotel & Lodging Educational Institute, 2017] Pexxum nocryma:

https://www.ahlei.org/resources/instructor-resources/

9. Philip Kotler. Marketing for Hospitality and Tourism, Global Edition
[Pearson Higher Ed USA, 2016] Pexxum JOCTYTIA:

https://www.ahlei.org/resources/instructor-resources/

10. Robert H. Woods, Misty M. Johanson, Mochael P. Sciarini. Managing
hospitality human resources [American Hotel & Lodging Educational Institute,

2012] Pexxum noctyma: https://www.ahlei.org/resources/instructor-resources/

11.Rocco M. Angelo, Andrew Vladimir. Hospitality Today: An Introduction
[American Hotel & Lodging Educational Institute, 2011] Pexxum poctyna:

https://www.ahlei.org/resources/instructor-resources/

12.Ronald A. Nykiel. Marketing in the hospitality industry. [American Hotel
& Lodging Educational Institute, 2015] Pexum JI0CTyTIA:

https://www.ahlei.org/resources/instructor-resources/

VI.METOANYECKHUE YKA3AHUS IO OCBOEHUIO JTUCHUIIJIMHBI

Peanuszanus yueOnou aucnuminasl "Hotel Sales and Revenue Management”
MPEAYCMOTPEHBI CIEAYIONINE BUABI y4eOHON pabOTHI: JIEKIUHU, J1TaOOpaTOPHBIE
paboThl, caMoCTOsTeNlbHas paboTa CTYAEHTOB, TEKYUIEro KOHTPOJIS U
IIPOMEKYTOYHOMN aTTECTALNH.

Paseutne mumcrmmuimael “Hotel Sales and Revenue Management ™
IpeIyCMaTpUBAET PEUTHHTOBYI0 CHCTEMY OIICHKHM 3HAaHWH CTYJIEHTOB U
o0ecrieunBaeT JUIsl yYUTENs TEeKYIIUH KOHTPOJIb 3a MOCEIIAEMOCTBIO CTy/IEHTaMHU
JICKIUH, TIOJTOTOBKA U BBIMIOJHEHHUE BCEX J1a00paTOPHBIX paboT ¢ 00s3aTeIbHBIM
NPEIOCTaBIEHUEM OT4YeTa O paboTe, peanu3aliil BCEX BHUJIOB CaMOCTOSTEIbHOU
paboTHI.

[Tpomexxyrounas artectanus mo auciumuinHe "Hotel Sales and Revenue

Management" 3To 3x3aMeH, KOTOPbIi MPOBOIUTCS B (hOpME TECTUPOBAHMSL.


https://www.ahlei.org/resources/instructor-resources/
https://www.ahlei.org/resources/instructor-resources/
https://www.ahlei.org/resources/instructor-resources/
https://www.ahlei.org/resources/instructor-resources/
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®  H3y4YeHHUE TeopeTuyeckoro marepuaina (20 0amio);

®  YCHENIHOE BHIIOJHEHUE MPAaKTUYECKHUX 3a1anuii (50 6amios);

®  CBOCBPEMEHHO M YCIEHIHO BBIMOJHATH BCE BHUABI CAMOCTOSITEIHHOM
pabots (30 GanoB).

CtyneHT cuuWTaeTcs arrecToBaHHBIM To aucnuruimHe "Hotel Sales and
Revenue Management" c ywyeTrom BceX BHIOB IOCTOSIHHOTO MOHHMTOPHHIA H
CaMOCTOATENbHON pabOThl, IPETYCMOTPEHHBIX YUCOHBIM IIJIAHOM.

Kputepun onieHKu 1no AUCIUILIMHE " TOBAaphl HAPOJAHOTO MOTPEOICHUS " 1st
aTTeCTalluM Ha 3K3aMeHe cieayromue: 86-100 6ammoB — "oTauyno", 76-85 Gamios
— "xopomo", 61-75 OamnoB — "ymomierBoputenbHO", 60 W MeHee OalIOB —

"HEYIOBJIETBOPUTEIBHO" .

PexomMeHIaluM 110 IVIAHUPOBAHUIO M OPraHU3ALMU BPEMEHHU,
OTBEIEHHOI'0 HA U3yYeHHUe INCUUININHbI

OnTuMalbHBIM BapUaHTOM IUIAHUPOBAHUS M OPraHU3AlMM CTYIEHYECKOTO
BPEMEHH, HEOOXOAUMOIO JUIsl M3YyYEHUs IUCLUIUIMHBI, SIBISETCS paBHOMEPHOE
pactpenenenue pabodeil Harpy3kd, T. €. CHCTEMaTHYEeCKOE O3HAKOMIICHHE C
TEOPETUUYECKUM MaTepuajoM Ha JIEKIMSX U 3aKpelyieHuEe 3HaHUM, MOJIyYEeHHBIX
Opyd TMOATOTOBKE M  BBINOJHEHUU J1A0OpATOpPHBIX pabOT MW 3aJaHUM,
PETyCMOTPEHHBIX JJII CAMOCTOSITEIbHON paOOThI CTYIEHTOB.

[TogrotoBka K  JabopaTOpHBIM  paboTaM  JOJKHA  MPOBOJUTHCS
3a0JarOBPEMEHHO, 4YTOOBl HMMETh BO3MOXKHOCTh IPOKOHCYJIBTHPOBATHCA €
npernojaBaTesieM IO BO3HHMKAIOUIMM BompocaM. B ciydae mpomycka 3aHATHR
HEOOXOJMMO  MPEAOCTaBUTh  MUCBMEHHYIO  Pa3pabOTKy  MPOIYIICHHON
1abopaTopHOM PabOTHI.

CamocTosTenbHass paboTa JODKHA TPOBOJUTHCS B COOTBETCTBHM C

rpadukoM U TpeOOBaHUSMU, MTPEATIOKEHHBIMU MTPENOIaBATEIIEM.

AJIFOpI/ITM H3YYCHUA TUCHHUIIIIUHBI
I/I3yquI/Ie Kypca HOJDKHO BCECTHCh CHUCTCMATHYCCKH M COIIPOBOKIATHCA

noapoOHbIM pe3tome. KOHCHIEeKT pekoMeHayeTcsi BKIIYaTh BCE BUIbI y4eOHOU



paboOThI: JIEKIIMH, CAMOCTOSITEIbHOE H3YyYEHUE PEKOMEHIYEMOW OCHOBHOU H
JOTIOTHUTEIPHOU JIUTEPATYPhl, OTUETHI IO JIAOOPATOPHBIM paboTaM, pelIeHUe
CUTYallMOHHBIX 33/1a4 U KPOCCBOPAOB, OTBETHI HA BONPOCHI JIJII CAMOKOHTPOJIS U
JIpYTHUE 3aaHus, TIPearacMbie sl CAMOCTOSTEILHOW paOOTHI CTYICHTOB.

OCHOBHBIM TIPOMEKYTOUHBIM IIOKA3aTEIEM YCIECIIHOCTH CTYAEHTa B
MPOIIECCE M3YYEHUs IUCHUILUIMHBI SIBISIETCS €r0 TOTOBHOCTh K BBINOJHEHUIO
1abopaTopHO# pabOTHI.

[Ipu mnoaroroBke Kk J1abopaTopHbIM paboTaM, B TEPBYIO OYEpE/b,
HEOOXOJIMMO O3HAKOMUTHCA C IUIAHOM YypOKa, H3YYUTh COOTBETCTBYIOIIYIO
JUTEpaTypy, HOPMATUBHO-TEXHUYECKYIO JOKyMeHTaruio. [lo kaxmaomy Bompocy
JabopaTopHOil paOOThl CTYACHT JOJDKEH OINPEACIUTh U H3YYUTh KIIOUEBbHIC
MOHATUSI U TOHATHS. B ciyuae 3aTpyJHEHHM CTYJEHT MOXET OOpaTUThCS 3a
KOHCYJIbTallM€N K BEAYLIUM IPETOJaBaTENIEM.

Kpurepuii rotoBHoctd K JabopaTOpHON pabOTHI SBISETCS CHOCOOHOCTH
CTyJICHTa OTBETUTh Ha BCE KOHTPOJBHBIE BOMPOCH], PEKOMEHIOBAHHBIC
MpenoagaBaTesieM.

3HaHUA, TMOJYyYEHHBIE CTYJICHTaMU B TPOIECCE H3YUCHUS TUCHUIUIUHBI,
JIOJKHBI 3aKPEIUISITHCS. HE TOBTOPEHUEM, a UCIO0JIb30BAHHEM MaTepurala. JTa Lelb
npu m3ydennn muctmminabl "Hotel Sales and Revenue Management” ssistiroTcs
aKTUBHBIMU ()OpMaMHU U METOJaMHU OOyYEHUS, TAKUMH KaK METOJ[ CUTYallMOHHOTO
aHanM3a, KOTOPBIA TIO3BOJISIET CTYACHTY OBJIQJeTh MpodhecCHOHATBLHBIMU
KOMIETEHIIUSIMHU U TIPOSIBUTh WX B YCIOBUSAX, UMUTUPYIOITUX MPOGHECCHOHATBLHYIO
NESATEeIIbHOCTb.

Ocoboe 3HaueHHe I Pa3BUTUS TEOPETUUYECKOTO Marepuaia, a TakKe s
npuoOpeTeHus: M (QOPMUPOBAHUS HABBIKOB HMEET CaMOCTOATeNbHas padora
ctyneHToB. CamMocTosiTeNibHasi paboTa CTYACHTOB IO JaHHOW JUCITUIUIMHE
MPEIIOaraeT M3y4YEeHHE PEKOMEHAYEMOW OCHOBHOW U JOHOJHUTEIBHOU
JUTEpaTyphbl, MOATOTOBKAa K BBIMOJHEHUIO M 3allUTE JIa0OpPaTOPHBIX paboOT u
MPOMEKYTOUYHOM aTTECTAIMU — SK3aMEH.

I[J'IH CaMOCTOSITEJIbHOM 9KCIICPTU3bI YCBOCHHA TCOPCTHYCCKOIO MaTcpHalla,



MOATOTOBKHY K BBITIOJTHEHHUIO M 3aluTe J1ab0paTOpHOM pabOThl U Cllayu HK3aMEHa

CTyACHTaM HpcajiararoTcsa BOIIPOCHI AJIsI CAMOKOHTPOJIA.

PexoMenaanuu nmo padore ¢ JuTepaTrypou

[Ipu camocTosATensHON paboTe C PEKOMEHIYEMOU JIUTEPATypOl CTYIEHTHI
JOJKHBI CIIE0BATh ONPEAEICHHON MOCIEI0BATENbHOCTH

o npu BbIOOpE JIUTEPATYpPHOTO HMCTOYHHMKA TEOPETHUECKOTOo MaTepualia
Jy4IlIe BCEro UCXOJIUTh W3 OCHOBHBIX MOHSATUN TEMBI Kypca, YTOObI TOYHO 3HATh,
YTO UCKATh B TOM WJIM MHOM U3/IaHUH,

e s Oojee TIIyOOKOrO MOHMMAaHUS U YCBOGHHUS MaTepualia Cieayer
YUTaTh HE TOJBKO ONPEACIICHUS M TOHATHUS, MUMEIOIIMECS B TEKCTE, a TaKKe
KOHKPETHBIE IPUMEPHI;

® I TOro, 4ToObl MOJIYYUTH OOJIEE MMPOKOE U CUCTEMHOE MTOHMMaHUE
0 TEME BBl XOTUTE TMPOCMOTPETh HECKOJbKO JIUTEpaTyphl (BO3MOXKHO,
aIbTEpHATUBY);

®  HET HEOOXOJUMOCTH OOpPHCOBBIBATH BECh TEKCT IO paccMaTprUBaeMOM
TeMe, TaK KaK TaKoW MOJXOJ HE IMO3BOJISET TMOHAThH MaTepHas; HEOOXOIMMO
BBIJICJIUTh U OOPUCOBATh TOJIBKO OCHOBHBIC TTOJIOKEHHUSI, ONIPEACICHUS U TOHSITHS,

KOTOPLIC ITO3BOJIAIOT BEICTPOUTD JIOTHKY OTBCTA Ha UCCICAYCMBIC BOIIPOCHI.

PexoMeH1anuu no moaAroToBKe K 3K3aMeHy

[Ipu camoctosaTensHON paboOTe C PEKOMEHIYEMOU JIMTEpaTypOl CTYIIEHTHI
JOJKHBI CIIEN0BATH OMPEAEIEHHON MOCIIEI0BATEIIBHOCTH

o MpU BHIOOpE JUTEPATypPHOTO MCTOYHUKA TEOPETHUECKOTO MaTepualia
JydIIie BCEro UCXOJIUTh W3 OCHOBHBIX MOHSATHUN TEMBI Kypca, YTOObI TOYHO 3HATH,
YTO UCKATh B TOM WJIM UHOM U3/IaHUH;

e s Oonee TIIyOOKOTO TOHMUMAaHUS M YCBOCHHS MaTepuaia Cleayer
YUATATh HE TOJIKO ONPEAECICHHUS W TMOHATHS, MUMEIIIMECS B TEKCTE, a TaKKe
KOHKPETHBIE IPUMEPHI;

b I TOTO, YTOOBI IMOJIYYHUTH Oonee IMHAPOKOC U CUCTCMHOC ITIOHHUMAHHUC



0 TEME BBl XOTUTE€ MPOCMOTPETh HECKOJBKO JIMTEPATyphl (BO3MOXKHO,
aIIbTEPHATUBY);

e  HET HEOOXOAMMOCTH OOpPUCOBBIBATH BECh TEKCT IO paccMaTpUBAaEMOM
TE€ME, TaK KaK TakoW MOJAXOJ HE IO03BOJSIET MOHATh MaTepHall; HEOOXOIUMO
BBIJICJIUTh U OOPHCOBATH TOJIBKO OCHOBHBIE TOJIOKEHHMSI, OIPEIETICHUS U MTOHATHS,

KOTOPLBIC ITO3BOJIAIOT BBICTPOUTD JIOTHKY OTBCTA HA UCCICAYCMBIC BOIIPOCHI.

VIl. MATEPHUAJIbBHO-TEXHUYECKOE OBECIIEYEHUE
JUCHUIIJIINHBI

Jlns ocyiiecTBieHus: yaeOHoro mpoiiecca mo auciuruimae "Hotel Sales and
Revenue Management" reo6xoaumo:

Hauamo m3ydyenust mucuumrumnel "Hotel Sales and Revenue Management”,
CTYJCHTHI JIOJKHBI:

O3HaKOMHTBCA C MPOrpaMMOM, M3YYUTh CIUCOK PEKOMEHIYEMOMN
JUTEPATYPHI; MPOrpaMMy Kypca HYKHO OyJeT BO3BpalllaTh IMOCTOSHHO, TaK Kak
YCBOCHHE KaXIOW TEMbI OTACIBHO, JUIS TOTO, YTOOBI IMOHSTH, JOCTATOYHO JIH
U3YYCHBI BCE BOITPOCHI;

[Tpu moaroroBke Kk 3aHsTusMm mo guciuiummae "Hotel Sales and Revenue
Management", cieayeT pyKOBOJCTBOBATHCS HOPMAaMH BPEMEHH ISl BHIMTOJTHCHHUS
3amanuii. Hampumep, mpu MOArOTOBKE K YPOKY JUIsl U3Y4YEHHS pedepara OTHOM
JICKIIMKM YYeOHUKH, KaK IPAaBUIIO, TAFOTCSA OT 2 4acOB JO 3 4acoB, a IS M3y4YCHUS
NIEPBOMCTOYHUKOB TEKCTa ¢ KPaTKMM H3JI0KeHHeM 1,5-2 daca, mpu MOJATOTOBKE

TOJIBKO TIJTAHA OKOJIO 2 4acoB.

Vill. ®OHAbI OHEHOYHBIX CPEJICTB

IIkaJia oueHuBaHus YPOBHA ¢OPMHUPOBAHHOCTH KOMIIETEHIUM

Kon n
(opmynupoBka
KOMIEeTeHINN

Jransl GOPpMUPOBAHNSA

Kpurepun Iloxa3zarenn
KOMIIETeHIIUH




I1K-1 Cnocoben
(dbopMynHpoOBaTH
KOHIICIIIIUIO
TYPUCTCKOTO
NpEINpHATHS,
pa3pabaTbIBaTh
3¢ hexTHBHYIO
CTpaTeruio u
(hopmMupoBathb
AKTHBHYIO
MOJIUTHKY OLIEHKH
PHCKOB
TYPUCTCKOTO
NpeaIpHATHSL

Onumure, Kak
TIOHSITHE Omnpenenure HEKOTOPBIC
MIPUOBUTFHOCTH KIIFOUEBBIE  MOTHBAI[OHHBIC
OOBsCHHUTE, TOYEMy | CerMEHTa (baxTops TYPUCTHYECKHIX
TOCTHHHYHBIE MIPUMEHSETCS K | HOCPEIHUKOB, KOTOPBIE MOTYT
KOMITaHHH! MapKeTHHTY MIOMOYb chopMupoBath
HYXJAr0TCs B | TOCTUHUYHBIX MapKETHHTOBbIE yennus
THOKHMX MPOXYKTOB W YCIYT. | TOCTHHUYHOH KOMIIAaHHWH, |
MapKETHHTOBBIX (p. 45) ONpeNeNuTe  HUHCTPYMEHTHI,
3HaeT crpaterusx. (p. 43) OCHOBHBIE KOTOpbIE KOMIIAHHMS MOJXKET
(TIOpPOroBBI | OCHOBHEBIE TIPUHIUIIBL: UCIIONIb30BaTh JUIS BBIXOJA Ha
Il ypOBEHb) | MPHUHILUIGL Omnpenenenue PBIHOK. (cTp. 46-48)
Ilocnencraus CETMEHTOB  DBIHKA, | OCHOBHBIC IPUHIIMITBL:
W3MEHEHHUH KOTOpBIE B HacTosmlee | JleHe)XHbIe MOTUBATOPHI
beictpoe u rHOkoe | Bpemsi He sBIsIFOTCS | HenmeHexXHbIE MOTHBATOPEI
pearupoBaHue Ha | LEIEeBBIMU WHCTpyMEHTSI:
BO3HHKAIOIINE Anamm3  noxomoB u | MHTepHer, JJIEKTPOHHBIE
po0IIeMbI MIPUOBIIA C TIOMOIIBIO | BBIBECKH, COTOBBIC TeIe(OHEI
MapKeTHHTa mo | u IIK, Omorm, comnmansHBIC
KOHKPETHBIM ceru, Twitter
CerMeHTaM
Ilepeuncnure u
KpaTko OTUILIUTE
aMepHUKaHCKHe u | Onummre KaHaJbl
MEXTyHapOHbIE pacnpocTpaHeHUs B
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noe3aku. (cTp. 37-39) | kommepueckue
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MPUHIUIIBL:

OCHOBHBIC MTPUHIUIIBI:

O6caenoBaHus OCHOBHBIE enb
Paccriika TIPUHLIUIBL: KomngecTBeHHOC
BOIIPOCHUKOB SWOT-ananu3 HCCIIeIOBaHHE
TemaTtnueckue WNunexc JlarHbIe
TPYIIIIEI YIOBJIETBOPEHHOCTH Yucia
KJIMEHTOB CocraBieHre IPOTHO30B
Aynutel Bocnpusatus | [IporHoss
KJIUEHTOB KauecTBeHHOE HCClIeTOBaHKE
Amnanu3 npoGenos [TotpeduTtenbckoe
Jlanubie JIpYTUX | OTHOLICHHE, TOBEICHUE U T. 1.
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HCCJIeI0BaHUM
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[IponykT unm ycayra
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DKOJOTHYCCKHIN
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Ji poBepku GopMupoBaHus KoMneTeHuui (20 MuH)
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KOMIIETeHIIUH
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[IK-1 Cnocoben hopmynupoBatb
KOHLETIIIHIO TyPUCTCKOTO
NPEANPUsTHS, pa3padaThIBaTh
3G GEKTHBHYIO CTPATETHIO U
(GbOpMHUPOBATH AKTHBHYIO MOJHUTHKY
OLIEHKH PHUCKOB TYPUCTCKOTO
NpeANpUATHS

Worksheet 1.

- Short
- Specific
- Simple

- Structured

- Pitch

- Inflection

- Enthusiasm

- Tone of voice

- Understandability

Writing Telemarketing Scripts/Role-Playing Calls

Divide the class into groups of three to five members each. Assign each group
the task of writing a telemarketing
script. Inform the groups that the script will be used to gather information
from prospects and pave the way for a
follow-up call by a sales executive.
The script should contain an opening and closing statement as well as
questions that will obtain useful information
for a follow-up call. Suggest that the information on prospect and qualifying
calls presented on pages 190-192 of the
textbook will help the groups prepare effective questions. Distribute copies of

After the groups complete the activity, have them exchange scripts and
critique them according to the following
characteristics of effective telemarketing scripts:

Allow each group to revise its script according to the feedback received. Ask
a representative from each group to
use the group’s script as you role-play a prospect. Ask the class to evaluate
the telemarketer’s performance
according to the following telephone communication skills:




3a‘leTHO-3K3aMeHaHI/IOHHBIe MaTepHuaJbl
OIIeHO‘leIe cpeacrea aAJist HpOMe)I(yTO‘IHOﬁ arrecranmuun
TecTOBBIE 3a1aHUSA

1. Which of the following statements about the hospitality industry and
technology is false?

a. Today’s technology is changing the way hospitality firms do business.

b. More and more guestrooms are featuring high-tech gadgets and facilities
such as fax machines and Internet connections.

c. The use of “smart cards™ is decreasing in the hotel industry.

d. Today’s technology has had a positive impact on the way hotels manage
their sales and marketing efforts.

2. Which of the following statements about the hospitality industry and
globalization is false?

a. It is expected that thousands of hotels will be built in the Asia-Pacific
region within the next few years.

b. Foreign hotel chains have established a greater presence in the United
States.

c. The first hotels built outside the United States by U.S. hotel chains were
usually upscale properties located in capital cities.

d. Globalization has not affected the food service industry very much.

3. Stacy is a very personable food server who is always friendly with the
restaurant’s guests. Alex, on the other hand, is merely civil to guests most of
the time. This illustrates the of hospitality products and services.

a. intangibility

b. inconsistency

c. perishability

d. incompatibility

4. Salespeople do not sell guestrooms or banquet rooms; they sell the use
of these rooms. This refers to the of hospitality products and

services.



a. intangibility

b. inconsistency
c. inseparability
d. inaccessibility

5. In small to medium-size properties, which of the following positions is

generally responsible for advertising and public relations activities?

a. the general manager

b. the sales manager

c. the front office manager

d. the food and beverage director

6. Peak business periods, off-seasons, and shoulder periods are most

relevant to the component of the hospitality marketing mix.

a. product-service

b. place-distribution

C. promotion-communication
d. price-rate

7. Advertising and direct mail campaigns best fit into which of the

following components of the hospitality marketing mix?

a. product-service

b. place-distribution

C. promotion-communication
d. price-rate

8. Mick is responsible for evaluating the brand identity of a chain and

recommending ways to increase the value of the brand. For which of the

following components of a hospitality marketing mix is Mick responsible?

a. product-service mix
b. place-distribution mix
C. promotion-communication mix

d. price-rate mix



9. Which of the following statements about the relationship between
marketing and sales is true?

a. Sales and marketing have no relationship to each other; they are
completely separate activities.

b. The scope of marketing activities is more long-term than that of sales
activities.

c. Marketing has more direct customer contact than sales.

d. Sales focuses more on creating the appropriate mix of business than does
marketing.

10. The director of sales produces a report that details the number of
room nights sold for each market segment by salesperson. This report is a
critical part of which of the following steps in the marketing planning cycle?

a. positioning the sales force

b. evaluating the marketing plan

c. implementing marketing objectives

d. validating the percentage-of-sales marketing budget

11. The principal advantage of zero-based budgeting is that:

a. every expenditure is questioned.

b. every revenue source is questioned.

c. all revenue-center accounts are “zeroed out” at the end of every month.

d. no revenue-center account is allowed to reach zero during the fiscal year.

12. “Increase room nights from the senior-citizen market during June
while maintaining an average room rate of $59.” What is wrong with this
marketing objective?

a. It is not quantity-specific.

b. It is not time-specific.

c. It is not market share—specific.

d. There is nothing wrong with this marketing objective.

13. Which of the following statements about determining marketing

objectives is true?



a. Objectives should be stated in general terms to ensure that the entire staff
clearly understands them.

b. All markets with potential sales should be targeted equally by written
objectives for each revenue center.

c. Objectives for each market segment and revenue center should be
measurable.

d. Occupancy and other forecasts should be based on prior years’
performance.

14. Which of the following tools would managers use to determine the
current guest base and assess the decline or growth of business from market
segments?

a. revenue grid and occupancy chart

b. market share and fair share calculations

c. competition analysis and situation analysis

d. REVPAR and positioning analysis

15. Given the data above, which of the following properties has the

highest fair share?

Number Availabl Occupa Room
of Rooms e Rooms ncy Nights Sold
Percentage

Hotel 1 150 54,750 78% 42,705
Hotel 2 200 73,000 70% 51,100
Hotel 3 250 91,250 74% 67,525
Hotel 4 300 109,500 60% 65,700
Total 900 328,500 227,030
a. Hotel 1
b. Hotel 2
c. Hotel 3

d. Hotel 4




16. Given the data above, which of the following properties has the

highest market share?

Number Availabl Occupa Room
of Rooms e Rooms ncy Nights Sold
Percentage

Hotel 1 150 54,750 78% 42,705
Hotel 2 200 73,000 70% 51,100
Hotel 3 250 91,250 74% 67,525
Hotel 4 300 109,500 60% 65,700
Total 900 328,500 227,030
a. Hotel 1
b. Hotel 2
c. Hotel 3
d. Hotel 4

17. All of the following are ways to determine how a property’s

performance compares with competitors except:

a. determining market share.
b. determining fair share.

c. comparing RevPAR.

d. segmenting target markets.

18. Which of the following steps in the cycle of marketing planning

involves property, competition, and marketplace analysis?

a. designing action plans

b. positioning the hotel

c. conducting a marketing audit
d. selecting target markets

19. A marketing plan should be developed for at least a

period.

a. six-month




b. three-year

c. ten-year

d. twenty-year

20. In which of the following types of personal sales calls does the
salesperson typically make a strong sales pitch, overcome a decision-maker’s
objections, and ask for the sale?

a. acold call

b. a public relations call

c. a presentation call

d. a service call

21. Group sales at the Kingsward Hotel have steadily fallen over the
past several months. One of the first actions Harry takes as the new director
of sales is to shore up the current customer base. He has each account
manager call on current clients to promote goodwill and to assure them that
the hotel wants to meet their future needs. Which of the following best
identifies the type of personal sales calls that Harry wants his staff to make?

a. cold calls

b. appointment calls

c. presentation calls

d. public relations calls

22. Sharon, the new director of sales at the Westgate Hotel, assigned
each of her three account managers ten personal sales calls a week. The
objective was to introduce prospective clients to the products and services of
the hotel. Before making the calls, account managers were to gather as much
information as possible about their prospects’ needs. Which of the following
best describes the type of personal sales calls that Sharon wants her staff to
make?

a. cold calls

b. presentation calls

c. public relations calls



d. service calls

23. A salesperson would typically use all of the following sources when
prospecting for individual and group business in relation to family social
functions except:

a. retail store managers.

b. chamber of commerce listings.

c. church officials.

d. newspaper stories.

24. Which of the following types of territorial space is the most
appropriate for salespeople to use when beginning a sales presentation to an
individual decision-maker?

a. public space

b. social space

c. personal space

d. intimate space

25. The nonthreatening area that is the greatest distance from a client is
called space.

a. public

b. personal

C. intimate

d. social

26. Which of the following statements about a presentation sales call is
false?

a. During a presentation sales call, a “major close” is a question or statement
that asks for the sale.

b. During a presentation sales call, a salesperson should handle all of the
client’s objections immediately.

c. Questions about the specific needs of the client should precede the actual

sales presentation.



d. A follow-up letter is necessary even when a presentation sales call does
not result in a sale.

27. A client who says, “All of our board members are happy with the
hotel we currently use” is stating a objection.

a. price or rate

b. product or service

c. lack of interest or urgency

d. features/benefit

28. Which of the following places the five steps of a personal sales call in
the correct order?

a. opening the sales call, the presentation, getting client involvement,
overcoming objections, closing and following up

b. opening the sales call, overcoming objections, getting client involvement,
the presentation, closing and following up

c. opening the sales call, getting client involvement, the presentation,
overcoming objections, closing and following up

d. opening the sales call, overcoming objections, the presentation, getting
client involvement, closing and following up.

29 A salesperson would likely spend the least amount of time with:

a. new accounts with high potential.

b. present accounts with medium potential that are providing an acceptable
level of business.

C. new accounts with medium potential.

d. present accounts with high potential but lower than expected profitability.

30. Benita, the reservations manager at the Greentree Hotel, is having a
training session with Theresa, a new reservationist. Benita tells Theresa that
it’s important to have a “verbal smile” when answering the telephone for the
hotel. Theresa says she doesn’t know how to do that. Which of the following is
the best advice Benita can give Theresa for achieving a verbal smile when she

speaks on the telephone?



a. “Be sure to speak clearly.”

b. “Simply smile while you speak.”

c. “Just be friendly.”

d. “You can project a verbal smile by speaking slowly and never interrupting
the caller.”

31. Which of the following types of outgoing sales calls is made in order
to find out if an individual or company warrants an in-person sales call?

a. a qualifying call

b. a service call

c. a promotional call

d. a public relations call

32. The first step in a telephone appointment call is to:

a. set the appointment.

b. present the sales pitch.

c. reach the decision-maker.

d. overcome objections.

33. Which of the following statements about telephone sales calls is
false?

a. The “pause close” is very effective in telephone selling.

b. A good way to build rapport with a client during the opening of a
telephone appointment call is to use a third-party endorsement.

c. Qualifying calls are used to find out if an individual or company warrants
an in-person sales call.

d. If a decision-maker cannot be reached during a telephone appointment
call, the salesperson should always leave a message.

34. “Shall T book your tour group for Friday night or Saturday
morning?” is an example of:

a. assuming a sale.

b. a forced-choice question.

c. closing on a stipulation.



d. a fact-finding question.

35. Don is the catering sales manager at the Bluestone Hotel. He has
made calls all week to couples who have recently announced their
engagements in the local newspaper. He made these calls to tell these couples
about the hotel’s new wedding reception package. These calls are classified as

calls.

a. qualifying

b. service

c. promotional

d. public relations

36. Which of the following types of outgoing sales calls is made just to
keep in touch with clients?

a. a service call

b. a qualifying call

c. a promotional call

d. an appointment call

37. Vivian is the manager of the Downhome Restaurant. She got a
complimentary letter from a recent customer who tried the restaurant for the
first time and liked it. She called the customer to thank him for taking the
time to write and to invite him to return to the restaurant soon. This is an
example of a call.

a. promotional

b. service

C. prospect

d. public relations

38. An inquiry call is an example of a(n) call.

a. prospect

b. incoming

c. public relations

d. outgoing



39. For which of the following purposes are telephone sales blitzes used?

a. to gather information

b. to follow up on clients who have recently booked a function at the
property

c. to generate goodwill toward the property among the general public

d. to maintain existing business relationships

40. At an executive committee meeting, the food and beverage director
noted the low percentage of hotel guests dining at the restaurant during their
stay. The general manager suggested that the committee develop a training
program for all front-of-the-house employees on how to present the benefits of
the hotel’s restaurant to guests. What the general manager is suggesting is an
example of:

a. internal sales.

b. external sales.

c. internal marketing.

d. external marketing.

41. Salespeople at the Convention Center Hotel can negotiate terms and
conditions with clients without constantly seeking approval from the director
of sales. This illustrates the concept of:

a. upgrading.

b. internal marketing.

c. employee empowerment.

d. external marketing.

42. Monica, a room attendant at the Glitz Hotel, responded to a guest’s
request for extra towels and pillows. At the end of her shift, she recorded the
guest’s request on a form used to update guest profiles. On the next visit to the
property, the guest found extra towels and pillows already in the room. This is
an example of:

a. relationship selling.

b. internal marketing.



C. upgrading.

d. suggestive selling.

43. Which of the following upgrading techniques would likely be most
effective for a salesperson who was attempting to sell high-priced rooms?

a. rate-category-alternatives method

b. bottom-up method

c. cross-selling method

d. top-down method

44. Thad, a bartender at the 5th Street Hotel, makes it a practice of
recommending the house specialty drink to guests at the bar waiting for a
table in the dining room. He always uses descriptive phrases, such as: “Would
you care to try our ‘Tropical Delight’ while you’re waiting? It’s a delicious
mixture of fruit juices and vodka, served ice cold in a frosted glass with a fruit
garnish.” Thad is practicing:

a. suggestive selling.

b. internal marketing.

c. cross-selling.

d. upgrading.

45. Tent cards on tables in the hotel restaurant that advertise a sale in
one of the hotel’s stores is an example of:

a. upgrading.

b. cross-selling.

c. internal marketing.

d. relationship selling.

46. Front desk agents at the Business Center Hotel are trained to tell
early-morning check-ins about the one-hour valet service at the property.
This is an example of:

a. relationship selling.

b. upgrading.

c. cross-selling.



d. cross-training

47. Which of the following hotel areas has the best opportunity to sell
next-morning room service breakfast specials when guests request wake-up
calls?

a. reservations

b. front desk

c. food and beverage

d. uniformed service

48. The use of a video magazine in a hotel’s lobby to showcase the
property’s facilities and services is an example of:

a. empowerment.

b. internal merchandising.

c. targeting guests.

d. upgrading.

49. Discount coupons for rooms and two-for-one specials in the
restaurant are examples of:

a. cross-selling.

b. upgrading.

c. special services.

d. in-house promotions.

50. Over which of the following types of advertising do sales personnel
have the most control in terms of directing it to target markets?

a. direct mail advertising

b. outdoor advertising

c. display advertising

d. transit advertising

51. The Bringum Inn’s sales managers miscalculated when they created
the Inn’s advertising plan. They need to bring in an extra 100 room nights in
the next two weeks to meet their budget. In which of the following media

should they advertise if they want to develop a new ad and place it quickly?



a. television

b. newspapers

C. print directories
d. magazines

52. Which of the following statements about the differences between

magazine and newspaper advertising is true?

a. A newspaper has a longer reading life than a magazine.

b. Magazines do not have the multipage spreads that newspapers do.
c. Most magazines are national in scope.

d. Most magazines are designed to appeal to all audiences.

53. Grace wants all her restaurant’s advertisements to have a similar

look. About which of the following advertising characteristics is she
concerned?

a. consistency

b. reach

c. frequency

d. timing

54. Cooperative advertising:

a. 1s also called “due bill advertising.”

b. enables advertisers to share costs.

c. involves the exchange of room nights or meals for advertising space or
time.

d. is for similar businesses only.

55. Which of the following best describes the role that competitors’

advertising should play in determining a hospitality firm’s advertising

budget?

a. Competitors’ advertising should play no role in determining a hospitality

firm’s advertising budget.

b. A firm should spend the same amount as its competitors on advertising.

c. A firm should spend twice what its competitors spend on advertising.



d. A firm should keep track of competitors’ advertising activity and set its
advertising budget to help it receive a fair market share.

56. “CPM” is an acronym used in the advertising field that stands for:

a. cost per million potential customers reached.

b. cost-potential marketing.

c. cost per thousand potential customers reached.

d. cost-profit margin.

57. A hotel’s public relations efforts are:

a. solely the responsibility of the general manager.

b. not part of a line-level employee’s job.

c. impossible for an outside public relations company to handle.

d. none of the above

58. The gratuitous mention of your company in the media is termed:

a. public relations.

b. publicity.

c. reciprocal advertising.

d. sponsorship.

59. A hotel should schedule a news conference:

a. whenever the general manager feels like it.

b. when it’s important that the facts of a situation be presented to all of the
media at once.

c. in the morning, never in the afternoon.

d. whenever a media report is slanted or contains misleading or incorrect

information

KpnTeme BBICTABJICHHUSA OLICHKHU CTYACHTY HA JK3aMCHE
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Tpe6oBanns k chopMHUPOBAHHBIM KOMIIETCHIIUAM
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86-100

«3auTeHO»/
COTIINYHO»

OueHKa «OTIMYHO» BBICTABIISIETCS CTYAEHTY, €CIM OH TIJIyOOKO H
MPOYHO  YCBOWJI  MPOTPaMMHBIH  MaTepual, HCUEpPIIBIBAOLIE,
MIOCJIEI0BATENIFHO, YE€TKO M JIOTHYECKU CTPOHHO €T0 M3J1araeT, yMeeT
TECHO YBSI3bIBaThb TEOPHIO C MPAKTUKOW, CBOOOJHO CHPABISETCS C
3aJadaMi, BONPOCAMH M JPYTMMH BHAAMH NPHUMEHCHHS 3HAHMH,
MIPUYEM HE 3aTPYAHSETCS ¢ OTBETOM MPH BHIOM3MEHEHHHU 3aJaHUi,
UCTIONB3YyeT B OTBETE MaTephal MOHOTPAa(UUECKON JIUTEPaTypHl,
NPaBWIBHO  OOOCHOBBIBACT  MNPUHATOE  pEIIeHHE,  BiaaeeT
pPa3sHOCTOPOHHMMH  HAaBBIKAMH WM [pUEMaMH  BBITNIOJHEHUS
MIPAKTUYECKUX 3a/a4.

85-76

«3aYTCHO»/ «XOpPOLIO»

Onenka «XOpPOMLIO» BBICTABJIACTCA CTYACHTY, €CJIM OH TBEPAO 3HACT
Marepuaj, rpaMOTHO MW IO CYHICCTBY H3JIaract €ro, HE AOIyCKas
CYHICCTBCHHBIX HETOYHOCTEH B OTBETEC Ha BOIIpOC, MPaBUIIBHO
TNPUMCHSACT TCOPETUYCCKHUC IMOJIOKCHUA NPHU PCHICHUU MNPAKTHYCCKHUX
BOIPOCOB W 3aJ4a4, BJIAIACCT H606X0,I[I/IMBIMI/I HaBbIKaMH W MPpUCEMaMU
HX BBIIIOJIHCHHUA.

75-61

«3a4TeHO»/
«yIOBJIETBOPHUTEIHLHO
»

O1eHKa «yIOBIICTBOPUTEIBHO» BBICTABISCTCA CTYIEHTY, €CIH OH
HMeeT 3HaHWS TOJbKO OCHOBHOTO MaTepualla, HO HE YCBOMJI €ro
JeTanel, JOMycKaeT HETOYHOCTH, HEJAOCTAaTOYHO IPaBUIIbHBIE
(GhOpMYJIMPOBKH, HApYyIICHHUS JOTMYCCKOH TOCIIEAOBATCILHOCTH B
U3IIO)KEHUU TPOTPAMMHOTO MaTepuaia, HCIBITHIBACT 3aTPYyTHEHH
MIPH OTBETAaX Ha JOMOJHUTENLHBIE BOIIPOCHL.

60-0

«HE 3a4TEHOY/
«HEYIOBJIECTBOPUTEJIb
HO»

O1eHKa «HEYIOBICTBOPUTEIHHO» BBICTABISIETCS] CTYNIEHTY, KOTOPBIH
HE 3HaeT 3HAYMTEIHHOH YacTH IMPOTrpaMMHOIO MaTepHaja, JOMyCKaeT
CYIIECTBEHHbIE OIIMOKH, HEYBEPEHHO, C OOJBIINMH 3aTPYIHEHUSMH
BBIIIOJIHAET  TpakThdeckue pabortsl. Kak  mpaBmio,  omeHka
«HEYIOBIICTBOPUTEIBHO» CTAaBUTCS CTYAEHTaM, KOTOpPBIE HE MOTYT
MPOJOIDKUTE ~ OOydeHWe ©0e3  JOMOJNHWTENBHBIX  3aHATHH MO
COOTBETCTBYIOIIEH MUCIUIINHE.

CuryanMoHHbIE 321241

Class Activities

Individual/Group Work

no qucuumune «Hotel Sales and Revenue Managementy»

The following are some optional assignments you may want to give to your

students:
1.

travel changes.

2.

and who best meets those needs.

Describe how your needs as a consumer change as your purpose of

Explain what you look for in a hospitality industry product or services




3. Have you developed a brand preference, whether for an airline,
hotel/motel company, or food service company? Are you a loyalist?

4. Which hospitality company is doing the best job of meeting your
needs? Describe those needs and how they are being fulfilled (or why some of
them are not).

5. List your preferred hospitality brands and state how these brands

identify with your needs.

Class Activities

Individual/Group Work

The following are some optional assignments you may want to give to your
students:

1. Define the market segments you fall into as a consumer in the
hospitality industry.

2. Identify three destination cities that have emerged over the past 50
years, and state why they are destination cities.

3. Name three sets of city pairs, based on the intercity traffic flow.

4. Describe the demographic characteristics of the zip code area in which
you reside.

5. Discuss the benefits you seek and the needs you must have satisfied in
a food service facility. Compare them with what your parents seek.

6. Develop a psychographic profile of yourself and one of your parents

(using activities, interests, opinions, and so on), and compare the two.

Class Activities

Individual/Group Work

The following are some optional assignments you may want to give to your
students:

1. Describe the purchase of your last trip, including how many channels

of distribution you used.



2. Select a major hospitality industry firm, and, through its annual
reports and other information, determine all of the vertical, horizontal, backward,
and/or forward aspects of the hospitality industry in which the firm is involved.

3. Visit a travel agency or corporate travel department and view its
automated travel system, identifying product or service displays and capabilities.

4. Investigate online travel services on your own computer.

Class Activities

Individual/Group Work

The following are some optional assignments you may want to give to your
students.

1. Contact a local hotel marketing and sales department and find out
what techniques and tools they use in researching their markets and competition.

2. Make a list of all the major external environmental factors affecting a
hotel or restaurant in your market area. Decide whether any of the factors would
suggest a new marketing strategy for the hotel or restaurant.

3. Conduct a focus group session among your classmates on a selected
travel product or service.

4. Select a travel product or service you are familiar with and locate it on
a Marketing Strategy Grid. State the condition of the market and the competitive
position of your product or service. Come up with marketing strategies to improve

this position.

Class Activities

Individual/Group Work

The following are some optional assignments you may want to give to your
students.

1. Explain how you would organize a sales office to make maximum use
of the time of all salespersons. Discuss what the receptionist or administrative

assistant could do in his or her spare time to help your sales effort.



2. Develop a script for a telephone sales effort that results in a definite
booking.

3. Visit a local hotel or resort sales office. Review the checklists
presented in the chapter and determine if the property’s sales department is
organized.

4. Create a direct mail letter that sells.

5. Visit a local hotel’s sales office and review all of the functional

aspects that have been automated.

Class Activities

Individual/Group Work

The following are some optional assignments you may want to give to your
students.

1. Describe how you would go about recognizing a potential problem
before it becomes real in a hospitality setting.

2. List the points of encounter in a typical hotel.

3. Create a list of personal attributes you would look for while hiring a
customer service employee.

4.  Think of a problem a customer might have at a hotel and devise a

solution that is satisfactory to the customer.

Kpurepuu ouenku:

v' 100-85 6GaIoB - €Ciid OTBET IOKA3bIBAET NPOYHLIE 3HAHMS OCHOBHBIX
MPOIIECCOB U3y4aeMOU MpeAMETHON 00JacTH, OTIMYAETCsl TITyOUHOW M TOJTHOTOM
PACKPBITHS TEMBbI; BJIaJICHUE TEPMHUHOJIOTUYECKUM aIlapaToM; yMEHUE OOBSICHATh
CYIIIHOCTb, SIBJICHUH, MPOIECCOB, COOBITHM, JAeIaTh BBIBOJBI U 0000IICHMS, 1aBaTh
apryMEHTHUPOBAHHBIE OTBETHI, MPUBOAUTH IPUMEPHI; CBOOOJHOE BIAJCHUE
MOHOJIOTUYECKON pEeYbl0, JIOTMYHOCTh W TOCJEA0BATEIbHOCTh OTBETA; YMEHUE

MPUBOJAUTH MPUMEPHI COBPEMEHHBIX MTPOOJIEM U3ydaeMoi 001acTu.



v' 85-76 - OamwioB - OTBET, OOHAPYKUBAIOIIMM TPOYHBIE 3HAHHS
OCHOBHBIX TPOIECCOB U3YYaeMOU MpPeaIMETHON 00JacTH, OTINYAETCS TIyOWHON U
MOJTHOTOM PACKPBITHUSI TEMBI; BJIAICHUE TEPMUHOJIOTUUYECKUM aImnaparoM; YMEHUE
OOBSCHATHh CYIIHOCTh, SIBICHHH, IIPOIECCOB, COOBITHH, JeiaTh BHIBOABI W
000011IeHUsI, JaBaTb ApPryMEHTHPOBAHHBIE OTBETHI, MPUBOJUTH MPUMEPHI;
CBOOOTHOE BJIAJICHUE MOHOJIOTUYECKOU peyublo, JIOTUYHOCTD U
NOCJIEIOBATENBHOCTh OTBeTa. OJHAKO AOIMYCKAETCS OJHA - JIBE HETOYHOCTH B
OTBETE.

v 75-61 - Gami - OIICHMBAETCS OTBET, CBUACTEILCTBYIOIIUA B OCHOBHOM
O 3HAHUU TMPOLECCOB H3ydyaeMoW TMpeAMETHOM OO0JacTH, OTIUYAIOIIHICS
HEJIOCTAaTOYHOU TIyOWHOW M TOJHOTOM PACKPBITHS TEMbI; 3HAHHEM OCHOBHBIX
BOIIPOCOB Teopuu; cjiabo cHOpMUPOBAHHBIMU HABBIKAMU aHalW3a SIBJICHUH,
MPOIIECCOB, HEIOCTATOYHBIM YMEHUEM JlaBaTh apryMEHTUPOBAHHBIE OTBETHI U
MPUBOJUTHh TPUMEPHI; HEJOCTATOYHO CBOOOJHBIM BIIAJICHUEM MOHOJOTHYECKOU
peublO, JIOTUYHOCTBIO M MOCJIEI0BATENLHOCTRIO OTBETa. JlOMyCcKaeTcsi HECKOJIbKO
OIIMOOK B COMEPKAHUU OTBETA; HEYMEHHE TIPUBECTH MIPUMEDP PA3BUTHSI CUTYAIIHH,
MPOBECTHU CBS3b C IPYTUMU aCIIEKTaMU U3y4aeMou 00JacTHu.

v’ 60-50 GamioB - OTBET, OOHAPYKUBAIONIMI HE3HAHUE MPOLIECCOB
U3y4aeMoil TpPEeIMETHONW 00JIaCTH, OTIMYAIOIIMICS HErTyOOKHM paCKpPhITHEM
TE€MbI; HE3HAHUEM OCHOBHBIX BOMPOCOB TEOPHHU, HECHOPMUPOBAHHBIMU HABBIKAMU
aHaju3a SIBJICHUMW, MPOILIECCOB; HEYMEHHEM JaBaTh apryMEHTUPOBAHHbBIE OTBETHI,
cnaObIM BJIAJICHUEM MOHOJIOTMYECKOW peublo, OTCYTCTBUEM JIOTMYHOCTH U
NoCJIeI0BaTENbHOCTU. JlOMYyCKAIOTCSl CEepbhe3HbIEe OLIMOKM B COAEPXKAHUU OTBETA;

HE3HAHHE COBPEMEHHOM MPOOIIEMAaTHKN U3y9aeMOi 00JIacTH.

MeToanveckue peKOMEHIAlMU, ONpeessole NPoueaypPbl OLeHUBAHMS

pPE3yabTaToB OCBOCHHUA TUCHHUILJINHBI

Texkymas arrecranmsi CTyAeHTOB. Tekymias aTrTecTalus CTYACHTOB IO

mucimminae  "Hotel  Sales and Revenue Management” mnpoBoautcs B



COOTBETCTBHM C JIOKaJbHBIMM HOpMaTuBHbIMU aktamu JB®DY wu sBisgercs
00s13aTEIBHOMN. .

Texymas arrecranus no aucnumiuHe “Hotel Sales and Revenue
Management” mnpoBoautcs B QopMe KOHTPOJBHBIX MEPONPUSATHI (TECTHI,
MPAKTUYECKUE 3a/laHMsI) MO0 OLICHUBAHUIO (DAKTUYECKUX PE3yJbTATOB OOYy4YEHUS
CTYJIEHTOB M OCYIIECTBIISIETCS BEAYILIUM IPETIOJaBATEIEM.

OOBeKTaMu OTIICHUBAHUS BBICTYMAIOT:

[] y4yeOHasi AMCHUIUIMHA (AaKTUBHOCTh HAa 3aHATHUSIX, CBOEBPEMEHHOCTD
BBITIOJTHEHHUS PA3JIMUHBIX BUJIOB 3aJaHUM, MOCEHUIAEMOCTh BCEX BUJIOB 3aHSATUN IO
aTTECTyEeMOM JUCHUILINHE);

[] cTemeHb YCBOGHMSI TEOPETUUYECKUX 3HAHUM (AaKTUBHOCTH B XOJI€
OOCYXJEeHUI MaTepuasioB JIEKIMM, aKTUBHOE ydYacTHE€ B JHCKYCCHUSX C
apryMeHTaMHu W3 JIOMOJIHUTENbHBIX HUCTOYHUKOB, BHUMATEIBHOCTh, CIIOCOOHOCTh
3a/laBaTh BCTPEUHBIE BOMPOCHI B paMKaX JUCKYCCHUU WU OOCYXICHUS,
3aMHTEPECOBAHHOCTh U3y4aeMbIMU MaTepUAJIaMH );

[J ypOBEHb OBIIaJICHHS] MPAKTUYECKMMU YMEHHMSIMU M HaBBbIKAMH IO BCEM
BUJIaM y4eOHOW paboThl (OompenensieTcss Mo pe3yibTaTaM KOHTPOJIBHBIX PadoT,
MPAKTUYECKUX 3aHSATUN, OTBETOB HA TECTHI);

[] pe3ynpTaThl CaMOCTOATENBHON PaOOTHl (3aJaHMsI U KPUTEPUH OIICHKHU
pa3merensl B [Ipunoxenun 1).

IIpomexxkyTouHnasi arrectanus cryaeHTOB. [IpoMexyTouHasi arrecTauus
cryaentos no nucruminae "Hotel Sales and Revenue Management" npoBoautcs B
COOTBETCTBUM C JIOKAJbHBIMA HOpMaTUBHbIMU akTamu JBDY wu saBusercs
00s13aTEIHHOMN.

[To mucummmmae "Hotel Sales and Revenue Management" mpemocraBiiser
HK3aMEH B BUJI€ TECTHPOBAHUSI.

Kparkas xapakrepucTMka npoueaypbl NPUMEHEHUS] HCIOJb3yeMOro
OIIEHOYHOI0 cpeacTBa. B pe3ynbpTaTe mnocemeHus JEKIUi, J1a0opaTOpHBIX
3aHSTUNA, CEMUHAPOB U KPYIJIBIX CTOJIOB CTYJEHT IOCIEJ0BATEIbHO OCBAUBAET

MaTrepuajibl AUCHOUINIMHBI KW  HM3Yy4a€T OTBETbI Ha BOIIPOCEI K  3a4CTy,



npenacraBieHHble B CTpyKkTypHOM 3nemerte @OC V.1, B xone npomexyTouHOn
aTTeCTAllMM CTYJEHT TOTOBUT WHIWBHyaJIbHOE TBOPYECKOE 3a4E€THOE 3aJaHHE
(MHOIUBUYaJbHOE TBOPYECKOE 3a4YETHOE 3a/JaHHUE Pa3MEIICHO B CTPYKTYpHOM
anemente @OC 1V.2). Kpurepun oneHKH CTyAE€HTa Ha 3a4e€Te MPEJICTABICHBI B
ctpykrypHoMm anemernte @OC IV.3. Kputepun oreHKH TEeKyIlIed aTTeCTaluu —
KOHTPOJIbHAs MPOBEPKa 3HAHUM (IMCKYCCHUH, JI€JIOBasl UTrpa, MPOEKT, Kehc-3aaaua

JOKJa/1bl) IPECTaBIEHbI B CTPYKTYpHOM 3nemenTe @OC V.

KpuTepml BBICTABJICHHUA OLHCHKHA CTYACHTY Ha 9 K3aMCHE

no nucuumuinae «Hotel Sales and Revenue Managementy

banabl
(perTuHTOBOI
OIICHKH)

Onenka ’K3aMeHa

Tpe6oBanust kK chopMHPOBAHHBIM KOMIIETEHIHSAM
(crannmapTHas)

OreHKa «OTIUYHO» BBICTABISIETCA CTYAEHTY, €CIM OH TIIyOOKO H
MPOYHO  yCBOMJ  INPOTpaMMHBIM  MaTepuan,  HCUYEepIBIBAIOIIE,
MIOCNIEI0BATENILHO, YETKO U JIOTHYECKU CTPOHHO €ro M3/araeT, yMeeT
TECHO YBS3BIBaTh TEOPHUIO C MNPAKTUKOH, CBOOOJHO CIpaBISETCS C
3aJayaMy, BOIpOCAaMHM M APYTUMM BUAAMH IPUMEHEHHs 3HaAHMH,
IIpUYEM HE 3aTPYIHSETCA C OTBETOM IPU BUIOM3MEHEHUM 3aJaHHM,
«3auTeHo»/ UCTIONB3YeT B OTBETE Marepual MOHOTPa(UUECcKOH JIMTEepaTypsbl,
COTITUYHOY NPaBWIBHO  OOOCHOBBIBACT  MNPUHATOE  pEIICHHE, BIIaieeT
Pa3HOCTOPOHHMMH  HaBbIKAMM M NpUEMAaMH  BBIIOJIHEHHUS
MIPAKTUYECKHX 3a/a4.

86-100

OneHKa «XOpOILIO» BBICTABISAETCS CTyAEHTY, €CIM OH TBEPJO 3HAET
MaTepHuaj, TPaMOTHO M IO CYHIECTBY M3JaraeT €ro, He JOIlyCKas
CYLLECTBEHHBIX HETOYHOCTEH B OTBETE HAa BONPOC, IIPABUIILHO
IIPUMEHSET TEOPETUYECKUE IOJIOKEHUS IPU PELICHUH IPAKTUYECKUX
BONIPOCOB U 3ajiay, BilajeeT HeOOXOANMBIMU HaBBIKAMU M NPHEMaMHU
UX BBIIIOJIHEHUS.

85-76 «3a4TEH0Y»/ «XOPOIIOY

Onenka «YAOBJICTBOPUTCIIBHO» BBICTABJIACTCA CTYACHTY, €CJIM OH
HUMCEET 3HaHUA TOJIBKO OCHOBHOI'O MaTre€puajla, HO HE YCBOWI €ro
,HCTaJIeﬁ, JAOIMYyCKAaeT HCETOYHOCTH, HEAOCTATOYHO  IHpaBUJIbHBIC
q)OpMyJ'IPIpOBKI/I, HapyHieHus JIOTHYECKOI nocJICJ0BAaTCIIbHOCTH B
H3JIOKCHUU TPOrpaMMHOI0 Mare€puaia, HCIBITBIBACT 3aTPYAHCHUA
IIpyu OTBETAX Ha JOMOJHUTECIBHBIC BOITPOCHI.

«3a4TeHO»/
75-61 «YIOBJIETBOPUTEIHHO
»




60-0

«HE 3a4TEHO0»/
«HEYIOBIICTBOPUTEIH
HO»

OrneHKka «HEYNOBIETBOPUTEIBHO» BBICTABIAETCS CTYIACHTY, KOTOPBII
HE 3HACT 3HAYUTENBHON YacTH MPOrPaMMHOTO MaTepHaia, JOMyCKaeT
CYIIECTBEHHbIE OIIMOKH, HEYBEPEHHO, C OONBIIMMH 3aTPyIHEHUSIMA
BBINOJHAET  TpakThdeckue paborsl. Kak  mpaBmio, omeHka
«HEYHOBIICTBOPUTEIBHO» CTABUTCSA CTYAEHTaM, KOTOpBIE HE MOTYT
MPOJODKUTE ~ OOydeHWe ©0€3  JOMONHWTENBHBIX  3aHATHH MO
COOTBETCTBYIOIIEH AUCIUITINHE.




