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OO6opoTHast cropoHa TUTYJIbHOTO Jucta PTI/]

1. PaGowas mporpamma TmiepecMOTpeHa Ha 3acefanud Jlemapramenra/kadeapsl/oTaeeHus (pPeaan3yomero
JUMCIUIUIMHY) U YTBEp)KIeHa Ha 3acenanuu JlenapramenTta/Kadeapsl/oTaeeHus (BbITYCKAIOIIEr0 CTPYKTYPHOTO

TTOJIPa3ICIICHU ), IPOTOKOI OT « » 202 r. Ne

2.Paboyas mporpaMMa TepecMOTpeHa Ha 3acemaHuu JlemaprameHTa/kadenpbl/oTaeneHus —(pealu3yromero
JUMCIUIUIMHY) U YTBEp)KIeHa Ha 3acenanuu JlenaprameHTta/Kadeapsl/oTaeeHus (BbITYCKAIOIIEr0 CTPYKTYPHOTO

TTOJIPa3ICIICHU ), IPOTOKOI OT « » 202 r. Ne

3.Paboyas mporpamMma TiepecMOTpeHa Ha 3acegaHuM JlemapramenTa/kadeapsl/oTneneHns (peayu3yromero
TUCIWIUIMHY) W YTBepKIeHa Ha 3acemaHuu [lemapTameHTa/Kadenpbl/oTAeIcHNs (BBITYCKAIOIIETO CTPYKTYPHOTO

TTOJIPa3ICIICHU ), IPOTOKOI OT « » 202 r. Ne

4.Pabouasi mporpaMMa TIepecMOTpeHa Ha 3acemaHuu JlemaprameHTa/kadenpbl/oTaeneHus —(pearu3yromero
JUCIUIUIMHY) U YTBEp)KIeHa Ha 3acenanuu JlemaprameHTta/Kadeapsl/oTaeeHus (BbITYCKAIOIIEr0 CTPYKTYPHOTO

TTOJIPa3ICIICHU ), IPOTOKOI OT « » 202 r. Ne

5.Paboyas mporpamMma TepecMOTpeHa Ha 3acegaHuM JlemapramenTa/kadeapsl/oTneneHus (peayu3yIoIIero
JTUCIWIUIMHY) W YTBepKIleHa Ha 3acemaHuu [lemapTameHTa/Kadenpbl/OTAeIcHAs (BBITYCKAIOIIETO CTPYKTYPHOTO

TTOJIPa3ICIICHU ), IPOTOKOI OT « » 202 r. Ne




AHHOTAIMS JUCHUIIIMHBI
Hotel Sales and Revenue Management (YnpaJ/jieHue IPOAAKaMU M
A0X0IaMH B FTOCTHHMIIE)

OO01mast TpyA0€MKOCTh TUCLUIUIMHBI cOCcTaBisgeT 1 3auérHyro enuuuiy / 36
aKaJeMUYECKHUX 4acoB. SBisieTcs (paKyJIbTaTUBHOW NUCLUMUILIMHOMN, n3ydyaeTcs Ha 1
Kypce€ M 3aBEepIIAeTCs 3a4€TOM. Y4eOHBIM IJIaHOM MPETyCMOTPEHO IPOBEICHUE
JEKIMOHHBIX 3aHATUA 9 YacoB, MPAaKTHUYECKHX 3aHATUH 9 YacoB, a TaKke
BBIJICJICHBI YaChl HA CAMOCTOATENIbHYIO PaboTy cTyAeHTa - 18 yacos.

S3BIK peanM3anum: aHTJIIMACKAN

Henb: HanpaBieHa Ha yJIy4llIeHUE TOHUMAaHUSI CTYJIEHTaAMU MAPKETHHI OBBIX
KOHLEMLIHWM, MPUHLIUIIOB YNPABIEHUs 10X0JaMH, MpoOIeM MpPOAaX TOCTUHUYHON
MPOIYKLHH, & TAKKE MIPAKTUK OMEPALMIOHHOIO MEHEIKMEHTA.

3agauu:

. [IpoieMOHCTPUPOBATh KPUTHYECKYI0 OCBEJOMIIEHHOCTh O IMpoJaxax u
YIOPABJICHUH 10XOJaMU OTeJIel U UX MPEUMYIIECTBaX JIJIsl OpraHu3allly;

o OOCyIuTh CTpaTErM4eCcKUe phluard yrpaBieHHUs MPOAAKaMH U JOXOAaMHU
oTeJeH, a TaKXkKe TO, KaK UMU MOKHO MaHUIYJIUPOBATh AJI YBEIUUYECHHS 10X0/I0B;
. OueHuTh M omucaTh yIpaBi€HUE JOXOAAMH OTENsl ¢ TOYKU 3PEHUS €ro
COCTaBHBIX YaCTEH U KPUTHUECKUX COOOpaKeHUII;

o [IpensiokuTh CcHocoObl YBENIMYEHUS MNPOAaX M BHEIPEHUS CUCTEM
YOpaBJIECHUS AOXOJaMH B MOJAPA3JEIEHUSAX U APYIMX COBMECTHBIX OTIENaX WIIU
OTpaciifax, HalpUMEp, PECTOpaHax, Cia, rojib-Kiryodax u T..I.

JUIsi yCHEemHOro M3y4eHUsl NUCLUIUIMHBI Y O0YYarolUXCs JOJKHBI OBITh
c(OpMHUPOBAHbl  CJIEAYIOIIUE TPEABAPUTEIbHbBIE KOMIETEHIMU: MPUMEHSET
COBPEMEHHbIE KOMMYHHUKATUBHBIE TEXHOJOITMU IPH YCTAHOBJIEHUH KOHTAKTOB, B
OOLIEHUH, COCTAaBJISET B COOTBETCTBHUM C HOPMAaMHU PYCCKOTO S3bIKa JIEJIOBYIO
JOKYMEHTAIMI0  pa3HbIX JKaHPOB, THUIIOBYIO  JIEJIOBYIO  JOKYMEHTAIUIO,
aKaJeMHUYeCKHe WIM MPO(EeCcCHOHANIbHBIE TEKCThl HAa MHOCTpaHHOM si3blke (YK-
4.1), nmnpencTaBisieT PE3yJAbTAThl  UCCIEIOBATEIILCKOM  W/WIM  MPOCKTHOU

ACATCIbHOCTU Ha pPa3JIMYHbIX HY6J'II/I‘-IHBIX MCPOIIPpUATUAX, OPraHU3yCT HUX



00CyX/IeHHE Ha PyCCKOM W/WUJIM MHOCTPAHHOM SI3bIKE, YHaCTBYET B aKaJeMUYECKHUX
n  NpodeCCUOHAIBHBIX JTUCKYCCHUSIX (VK-4.2), ananmu3upyeT BaKHeEUIINe
UJCOJIOTUYECKHE M LEHHOCTHBIE CHCTEMbI, C(HOPMHUpPOBABIIMECS B XOJE
HUCTOPUYECKOTO  PA3BUTHUSA (YK-5.1), BBICTPAWBAET  COLMAJIBHOE W
npodeCCUOHAIBHOE B3aUMOJCHCTBHE C YUYETOM OCOOCHHOCTEH N1eTOBOM M 0OIIIei
KyJbTYpbl TpPEACTaBUTENIEH JIPYyruX HTHOCOB M KOH(peccHid, pa3InyHbIX
COLIMAJIBHBIX TPYyNN, 00ECIEeYnBAET CO3/1aHUE HENUCKPUMUHALMOHHOW Cpeabl IS
YYACTHUKOB MEKKYJbTYPHOIO B3aMMOJEUCTBHS MPH JUYHOM OOUIEHUH U NpHU
BBINIOJIHEHUH NpodeccuoHanbHbIX 3a1a4 (YK-5.2), onpeznenser oOpa3zoBaTenbHbIe
MOTPEOHOCTH W CIOCOOBI  COBEPIICHCTBOBAHMS  COOCTBEHHOM (B T.4.
Npo(eCcCUOHANIbHOM) JESITEIbHOCTH Ha OCHOBE OIIEHKH CBOMX PECYpCOB U
MpeaesoB (JUYHOCTHBIE, CUTyaTUBHbIE, BDEMEHHBIE) AJI YCIEIIHOTIO BBIMOIHEHUS
MOPYYEHHBIX WM CaMOCTOATENbHO copMmyiaupoBaHHbiX 3amau  (YK-6.1),
BBICTPAMBAET U pean3yeT T'MOKYI0 NMpPO(PEeCcCHOHANbHYIO TPAEKTOPHUIO C Y4ETOM
BO3MOKHOCTEH pa3BUTHUS NPO(ECCHOHATBHBIX KOMIETEHIMH U COLUAIbHBIX
HABBIKOB (B T.4. C UCIOJIb30BAHUEM MHCTPYMEHTOB HENPEPHIBHOIO 00pa30BaHMS),
HAKOIJIEHHOTO  ONbITa MNPO(PECCUOHATIBHOM  JIEATENbHOCTH, H3MEHSIOINUXCS
TpeOOBaHMIl pbIHKA TpyAa U cTpareruu auyHoro passutus (YK-6.2), popmupyer
TEXHOJIOTHYECKYI0 KOHLeNnuo Typuctkod opranuzauuu (OIIK-1.1), opranusyer
BHEJIPEHUE TEXHOJIOTMYECKUX HOBAlUMW B JEATEIbHOCTh OpraHu3auuidl cdepsl
typusma (OIIK-1.2), ucnonb3yeT COBpEMEHHOE MNpOrpaMMHOE OOECIeUeHUE Hu
uudposeie TexHonoruu B cpepe typusma (OIIK-1.3) mnosnydeHHbIE B pe3ysbTare
u3yyeHuss aucuMiuiuH «MHaycTpuss Typu3Ma M TOCTEIPUUMMCTBA: TEOpHUsS U
npaktuka», «Business Communication (buznec kommyHukarus)» oOydaronuics
JOJDKEH OBITh TOTOB K H3YYEHHUIO TaKUX AUCHUIUIMH, Kak «YIpaBieHYecKas
PKOHOMHUKA B TYpU3MeE», «YTMPABICHHE TOCTEBBIM CEPBUCOMY» (POPMUPYIOMIMX
KOMIIETEHLIMH pa3pabaThIBaeT CUCTEMbl MEHEI)KMEHTA KauyeCTBa B COOTBETCTBUU C
HallMOHAIbHBIMU U MEXIYHAPOJAHBIMUA CTaHAApPTAMHM KadyecTBa B OpraHU3alUsX
chepor Typuzma (OIIK-3.1), BHempsieT cUCTeMbl MEHEI)KMEHTa KadecTBa B

nesTenbHoCcTh opranuzauuil chepel Typuszma (OIIK-3.2), koHTpoaupyeT KauecTBO



OKa3aHMs yCIyT B cpepe Typu3Ma B COOTBETCTBUU C TPeOOBAHUSIMH HOPMATHUBHO-
MIPaBOBBIX AKTOB, NPO(PECCHOHANBHBIX CTAaHAAPTOB, a TAKXKE C Y4ETOM MHEHUS
noTpeduteneil m napyrux 3aumHTepecoBaHHbIX cTopoH (OIIK-3.3), nmpenenser
OCHOBHbIE (PAaKTOPBI BHEIIHEH M BHYTPEHHEH Cpebl, OKa3bIBAIOIINE BIMSIHHE Ha
COCTOSIHUE M MEpPCNEeKTUBBI pa3BUTHUA opranuzauuii cdepsr typusma (OIIK-5.1),
00OCHOBBIBAET M OCYILECTBIIIET OCHOBHBIE HAIpaBieHUsl padoOT Mo pa3paboTke U
BHEJIPEHUIO YKOHOMHYECKOM cTparerun opranusauuid cgepsl Typusma (OIIK-5.2),
OLICHMBAET SKOHOMUYECKYI0 A(()EKTUBHOCTh YIPABICHUYECKUX PEHICHUN 10
pa3paboTKe M BHEAPEHHIO SKOHOMMYECKOW CTpaTeruu OpraHusauui cdepsl
typusma (OIIK-5.3).

[Inanupyemble pe3ynbTaTbl OOyYEHHs] MO AUCIUIUIMHE, COOTHECEHHBIE C
IUIAHUPYEMBIMU ~ pe3yjbTaTaMUd  OCBOEHHUS  00pa30oBaTEIbHOM  MPOrpamMMBbl,
XapakTepu3yroT (OPMHUPOBAHUE CIHEAYIOIIUX KOMIETEHUUH, HWHAUKATOPOB

JOCTHKCHUS KOMIIETCHIINH:

Kox u HaumenoBanue Kox n HammeHoBaHue HaumenoBanune
YHHUBEPCATbHOU WHUKATOPA TOCTHKEHUS MOKa3aTes OICHUBAHUS
KOMIICTCHITHH KOMIICTCHITHH (pe3ynbrara oOydeHus
(pe3yJsibTaT OCBOCHUS) 110 JAUCIUIUIMHE)

[TK-1 Cniocoben [IK-1.1. ITpoBoaut 3Haert:

OCYIIECTBIISATh CTpaTEernueCKuil aHAIHU3 MIEPBBIC JBA KITFOYECBBIX

IUTAHUPOBAHUE, OILICHKY Pe3yJbTaTOB ara MapKeTHHTOBOTO

OpTraHM3AINI0 ¥ KOHTPOJIh NEeSTEIbHOCTH MIPEANPUSTHI ITaHA: IPOBEJICHUE

JeSATEIbHOCTH cdepbl Typu3Ma, BBISBIISCT MapKETUHTOBOTO ayAHNTa

MpEeAnpUATHI ceps (bakTopsl ycrexa 1 BBIOOp MPUOBUIEHBIX

Typu3Ma, pa3padaThiBaTh I[EICBBIX PHIHKOB.

KOHLICTIIMIO TYPUCTCKOTO Ymeer:

TIPETPHUSITHSI OTIPEICTTUTh
MIPEUMYIIECTBA
pa3paboTku
JOITOCPOYHBIX

MapKETUHTOBBIX TUTAHOB U
OIHIITUTE COCTaB U
(YHKIIUU MapKETHUHTOBOMN

KOMaH/Ibl
I1K-1.2 OcymecTBisier 3Haer:
YIPaBJIEHUE IE€ATEIbHOCTHIO 0053aHHOCTH U
NpeanpusTHA chepbl Typu3Ma OTBETCTBEHHOCTb

JIOJDKHOCTEH, 0OBIYHO
3aHMMAEMBIX B OTJCIIC
MapKETHHTa U TIPOJIaXK
OTEIICH.
YmMmeer:




OOBSICHUTD, KaK
MOJIyYar0T KOMIICHCAITUIO
MIPO/IABIIbI, U OMHUIIUTE
JOTIOJTHUTEIbHBIE
MIPOTAXKH.

I1K-1.3 O6ecnieunBaer
CTPATErNYECKU KOHTPOJIb
JESTEIbHOCTH MPEANIPUATHI
cdepsl Typu3mMa

3Haer:

pOJIb pyKOBO/-CTBA B
MapKETHHIE U TIPOJIaXKax.
YmMmeer:

OTJIMYUTH MapKeTI/IHI‘ oT
MIpOJaX U YMEET OIHCATh
KOMILJIEKC MapKETHUHTa

I1K-1.4 OcyiecTBisier

3¢ (heKTHBHOE B3aMMOJICHCTBHEC
C COOCTBEHHHKAMH U
napTHepaMu 1o OU3HeCy A
JOCTHKEHHUS LENEN
CTPATETHYECKOT0 yIPaBICHUS
IpeanpusTHiA chepbl Typu3Ma

3Haer:

BaAXXHOCTH MapKeTI/IHFa n
MIPOJIAXK IS
TOCTUHUYHBIX KOMHaHI/II;'I
Y OTNUIINTE MPOOIeMy
MapKETUHTa U TPOIaXK
FOCTHHUYHOI'0 OM3HEca.

YmMmeer:

OHpeI[GJII/ITL TCHACHII U,
BJIIMAOIINC HA MapKeTI/IHF
U IPOJAXKU B UHIYCTPHUU
FOCTerI/II/IMCTBa.

Jlist hopMHpOBaHUS BBINICYKAa3aHHBIX KOMIICTCHITMN B paMKaX JTUCIIATLTAHBI
«Hotel Sales and Revenue Management (YmnpapieHue npojiakaMu U J0X0JaMHu B
TOCTUHHUIIC)» TPUMEHSIOTCS CIEAYIOIHNE AUCTAHIIMOHHBIE 00pa3oBaTEIbHBIC

TEXHOJIOTMHM U METObI / aKTUBHOTO: JIeJIOBasl Urpa, paboTa B MaJbIX Ipynmnax.



I. leau 1 3a7a4u OCBOCHHUS TUCHMIIIIMHBI:

'

The purpose of the discipline: is aimed at improving students
understanding of marketing concepts, principles of revenue management, problems
of sales of hotel products, as well as operational management practices.

Tasks:

1. Demonstrate critical awareness of hotel sales and revenue management
and their benefits to the organization,;

2. Discuss strategic levers for managing hotel sales and revenue, and how
they can be manipulated to increase revenue;

3. To evaluate and describe the revenue management of the hotel from the
point of view of its component parts and critical considerations;

4. Suggest ways to increase sales and implement revenue management
systems in divisions and other joint departments or industries, such as restaurants,
spas, Golf clubs, etc.

The place of discipline in the structure It is a discipline part of the elective
course.

Professional competencies of students, indicators of their achievements and
learning outcomes in the discipline «Hotel Sales and Revenue Management

(YmpaBnenue npogaxxaMu U JOXOJaMHU B TOCTUHHUIIE)»

Type of tasks

Code and name of

Code and name of the

The name of the evaluation

professional ) indicator
competence competence achievement (the result of training in the
P : indicator - O° frating
(result of mastering) discipline)

PC-1 Capable of
planning, organizing
and controlling the
activities of tourism
enterprises,
developing the
concept of a tourist
enterprise

PC-1.1 Conducts strategic
analysis and evaluation of the
performance of tourism
enterprises, identifies success
factors

Knows:

the first two key steps of a
marketing plan: conducting a
marketing audit and selecting
profitable target markets.
Can:

identify the benefits of
developing long-term
marketing plans and describe
the composition and functions
of the marketing team

PC- 1.2 Manages the activities of
tourism enterprises

Knows:

duties and responsibilities of
positions usually held in the
marketing and sales
department of hotels.

Can:

explain how sellers receive
compensation, and describe
additional sales.

PC-1.3 Provides strategic
control of the activities of
tourism enterprises

Knows:

the role of management in
marketing and sales.

Can:




distinguish marketing from
sales and can describe the
marketing mix

PC-1.4 Carries out effective
interaction with owners and
business partners to achieve
the goals of strategic
management of tourism
enterprises

Knows:

the importance of marketing
and sales for hotel companies
and describe the problem of
marketing and sales of the
hotel business.

Can:

identify trends affecting
marketing and sales in the
hospitality industry.

II. Tpyn0oéMKOCTh IMCHUILIMHBI U BUAbI Y4€OHBIX 3AHATHH 110

AUCHHUIIJINHE

The total labor intensity of the discipline is 1 credits (36 academic hours)

Form of study — full-time

Discipline structure:

S Number of hours by type of training
¢ sessions and student's work
o m Forms of
No Name of the? discipline e Contr intermediate
section : Lec | Lab |Prac|OK* stud ol** | certification ***
. y
r
Topic 1 Competencies for
Understanding the 5 3 3
Hospitality Industry test
1 Topic 2 Market
Segmentation and the 3 3
Hospitality Industry
Topic 3 Positioning in Line 3 3
with Consumer Preferences
Total 9 9

III. CTPYKTYPA U COJAEP)KAHUE TEOPETUYECKON YACTU KYPCA

Part I. Understanding the Hospitality Industry

Topic 1. Competencies for Understanding the Hospitality Industry

Identify the major sectors of the hospitality industry

Key Concepts: Interaction and interdependency of: Travel; Lodging;
Restaurants; Clubs; Gaming; Attractions; Entertainment; Recreation.
Competency 2: Describe the rise of brands within the hospitality industry.




Key Concepts: Image marketing; Brand-product association; Consumer
expectations; Brands within brands

Competency 3:  Identify the many different audiences marketing must
address, and explain how marketing activities in the hospitality industry address
the needs of many different types of buyers.

Key Concepts: Sale of product and service; Consumer market; Sale of
firm’s image; Investor market; Marketing to the total audience; Image and
awareness advertising; Annual report as a marketing tool; Franchise marketing

Competency 4:  Explain why a consumer’s perspective of the hospitality
industry changes in relation to the purpose for venturing away from home.

Key Concepts: Needs of the business traveler; Brand preferences to satisfy
needs; Needs of the vacation traveler; Cost-driven preferences.

Topic 2. Market Segmentation and the Hospitality Industry

Competency 1: Describe the value of geographic segmentation for marketing
in the hospitality industry.

Key Concepts: Regions, feeder cities, zones, districts; Metropolitan
statistical areas; City pairs; Zip codes; Designated Market Areas; Areas of
Dominant Influence

Competency 2: Explain how feeder cities and city pairs may help focus a
company’s marketing efforts.

Key Concepts: Feeder cities; City pairs

Competency 3: Distinguish destination cities from destination markets.

Key Concepts: Destination cities—unique attractions unto themselves that
create demand for travel (Las Vegas, Acapulco); Destination markets—create
demand for travel with unique attractions and centers of business and commerce

Competency 4: Describe the value of demographic customer profiles for
marketing in the hospitality industry.

Key Concepts: Specific customer needs; Customer income levels

Competency 5: Explain how the knowledge gained from benefit and need
segmentation can bring hospitality marketers and operations managers into close
working relationships.

Key Concepts: Flexibility to effectively serve diverse customer needs;
Family vacationers vs. the business traveler vs. the vacationer without children;
Business traveler vs. pleasure traveler

Competency 7: Explain how combining different market segmentation
techniques provides valuable research tools for marketing in today’s hospitality
industry.

Key Concepts: Heavy user; Geodemographics; Price segmentation; Value

Topic 3. Positioning in Line with Consumer Preferences



Competency 1: Distinguish end users from intermediaries in the travel and
hospitality market.

Key Concepts: End users—business travelers, pleasure travelers; Travel
intermediaries—meeting planners, traffic departments,
administrators/administrative assistants, travel management companies, travel
agents, airlines, travel clubs, credit card companies, online travel intermediaries

Competency 2: Describe characteristics of business travel market segments.

Key Concepts: Meeting, conference, or convention attendees; Travelers with
unrestricted expense accounts; Price-conscious business travelers

Competency 3: Describe characteristics of pleasure travel market segments.

Key Concepts: Travelers without children; Family travelers

Competency 4: Identify travel intermediaries for business and pleasure travel
market segments.

Key Concepts:

Meeting planners, traffic departments, administrators/administrative
assistants, travel management companies, travel agents, airlines, travel clubs, credit
card companies, online intermediaries

Competency 5: Describe user characteristics of consumer segments in the
food service market.

Key Concepts: Desired dining experience; Price sensitivity; Convenience
and location.

IV. CTPYKTYPA U COJAEP KAHUE NPAKTUYECKON YACTU KYPCA

INPAKTUYECKHUE 3AHATHUSA

IHPAKTHYECKOE 3AHATHUE 1. Understanding the Hospitality
Industry

Class Activities

Consider inviting a guest speaker to this class session. An appropriate
speaker would be the marketing director or manager of a local hotel or restaurant.
Help the speaker prepare by providing him or her with a copy of the competencies
for this chapter. Have the speaker discuss:

e Overview of hospitality marketing

Specific marketing strategies

The importance of brands

e The diverse types of markets that must be addressed and the manner in
which effective hospitality marketing speaks to these markets

Individual/Group Activities



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

1. Describe how your needs as a consumer change as your purpose of
travel changes.

2. Explain what you look for in a hospitality industry product or services
and who best meets those needs.

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.

IHPAKTUYECKOE 3AHSTHE 2. Market Segmentation and the
Hospitality Industry

Class Activities

Consider inviting a guest speaker to this class session. An appropriate
speaker would be a marketing research analyst conversant in the methodology of
market segmentation. Help the speaker prepare by providing him or her with a
copy of the competencies for this chapter. Have the speaker discuss:

e Information gathering

Categorization and segmentation

e Database management

e Techniques for analyzing the data from a marketing perspective

Individual/Group Work

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

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

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

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

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

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



e Develop a psychographic profile of yourself and one of your parents
(using activities, interests, opinions, and so on), and compare the two.

IHPAKTHYECKOE 3AHATHE 3. Positioning in Line with Consumer
Preferences

Class Activities

Ask a travel agent from a local travel agency to discuss:

e The needs and travel preferences of business traveler market segments

e The needs and travel preferences of pleasure traveler market segments

e A travel agency’s relationship with other travel intermediaries

V. KOHTPOJIb JOCTUKEHUS HEJEN KYPCA

Ne KonTposupyemsie Kon n PesyabTathl Ouenovnble cpeacTBa *
n/n pazaennl / TeMbl HAMMEHOBAaHHE 0o0y4eHHs Texymmii Mpomexy-
JUCUMILINHBI HHIUKATOpPA KOHTPOJIb R
AOCTHKEHHS aTTecTAINS
1 Part I Understanding TIK-1.1 3HaeT TIP-1 T1P-2
the Hospitality Industry yMeer
IK-12 3HAET I1P-1 I1P-2
YMEET
K13 3HAET I1P-1 I1P-2
yYMeEET
K14 3HAET I1P-1 I1P-2
yYMeEEeT

VI. YUEBHO-METOWYECKOE OBECIIEYEHHUE
CAMOCTOSTEJBbHOM PABOTHI OBYUAIOIIUXCS
CamocTtosiTenbHass paboTa ompeaessieTcss Kak WHAWBHUIyaJdbHas WU

KOJUIEKTUBHAs y4eOHasl NeATENbHOCTh, OCYIIECTBIsIEMasl 0€3 HENOCPEICTBEHHOIO
PYKOBOJACTBA Ielarora, HO IO €ro 3aJaHusM H IOA €ro KOHTPOJIEM.
CamocrosiTenbHass padoTa — 3TO MO3HABAaTeNbHAs ydyeOHas AEATEIbHOCTb, KOIIa
ITOCJEA0BATENBLHOCTD MBIIUICHUS! CTYJIEHTA, €r0 YMCTBEHHBIX M IPAKTUYECKHUX
onepanyi U JEUCTBUN 3aBUCUT U ONPEACIISAETCS CAMUM CTYIECHTOM.
CamocrosiTenbHass ~ paboTa  CTYJEHTOB  CIOCOOCTBYET  pa3BUTHIO
CaMOCTOSITEJIbBHOCTH, OTBETCTBEHHOCTM M  OPraHU30BAHHOCTH, TBOPYECKOIO

MOJX0Ja K PELICHUI0 MpoOiIeM Yy4eOHOro M Npo(eCCHOHANIBHOIO YpPOBHS, YTO B



UTOT€ TPHUBOJMUT K PAa3BUTHI0 HABBIKA CAMOCTOSTENBHOTO IUIAHUPOBAHUA U
peanu3anuu AesTeIbHOCTH.

[leapr0o camMoOCTOSATENBHOM pabOTBl CTYACHTOB SIBISIETCS  OBJAJACHHE
HEOOXOAMMBIMH KOMIETEHIUSIMU IO CBOEMY HAINPABIEHUIO MOJATOTOBKH, OMBITOM
TBOPUYECKOU U UCCIIEA0BATEILCKON ACATEIBHOCTH.

®opMbI CaMOCTOATEIBHON pabOTHI CTYIEHTOB:

- paboTa ¢ OCHOBHOW U JOINOJHUTENIbHOM juTepatypoi, WHTepHer
pecypcamu;

- CaMOCTOATEJIBHOE  O3HAKOMJIEHME C  JIEKIIMOHHBIM  MAaTEpHAJIOM,
MIPEACTABICHHBIM Ha 3JIEKTPOHHBIX HOCHUTENSAX, B OMOIMOTEKE 00pa30BaTEIbHOIO
YUPEKICHHUS;

- IOJITOTOBKA pe(epaTUBHBIX 0030pOB UCTOYHUKOB MNEPUOANUECKON NeUaTH,
OTOPHBIX KOHCIIEKTOB, 3apaHEE ONPEAEIEHHBIX MPENOIaBaTENEM;

- MOMCK HMH(OpMalUUU MO TEME, C MOCIEIYIOUUM €€ MPEJCTAaBICHUEM B
ayIUTOpHH B popMe TOKIaAa, IPE3CHTALINIT;

- IOATOTOBKA K BBIMOJHEHUIO ayAUTOPHBIX KOHTPOJBHBIX padoT;

- BBIIIOJIHEHHUE IOMAITHUX KOHTPOJIBHBIX padoT;

- BBIIIOJIHEHUE TECTOBBIX 3aJaHUM, PEIICHUE 3a/1a4;

- COCTABJIEHUE KPOCCBOPIOB, CXEM;

- IOATOTOBKA COOOIIEHUH K BBICTYIUIEHUIO HA CEMUHAPE, KOHPEPEHIINH;

- 3aII0JIHEHUE paboyel TeTpaau;

- HalMCaHMe 3¢ce, KypcoBOM paboThI;

- IOJATOTOBKA K JICJIOBBIM U POJIEBBIM UIPAM;

- COCTaBIICHUE PE3IOME;

- IOJArOTOBKA K 3a4€TaM U dK3aMEHaM;

- Jpyrue BHJABl JEATEIBHOCTH, OpPraHU3yEMbIE U OCYILECTBISEMbIC
00pa30BaTeIbHBIM YUPEKIECHUEM U OpTaHAMU CTYIEHYECKOr0 CaMOYIIPABIICHHUS.

VII. CHUCOK JIMUTEPATYPBI U
UH®OPMALIMOHHO-METOJNYECKOE OBECITEUEHUE
JTUCLHUATIIAHBI



OcHoBHas TUTEpPaTypa

1. l'omoa A.I'. VYmnpapnenue mnpoaaxkamu: [DIEKTpOHHBIM pecypc| /
ATI. TomoBa - M.: JlamkoB wu K, 2017. Pexum pocryna:
http://znanium.com/catalog/product/414918

2. Hxo606ep M., Jlankactep /I. [lpogaxxu u  ympaBieHUe

npoaaxamu [DnekTponubiid pecypc] / H. Hxo606ep, d.Jlankactep - M..FOHUTU-
JHAHA, 2015. Pexxum nocryna: http://znanium.com/catalog/product/872281
3. Kazakop C.II. Cymsocte u  cneuuduxa  QopMupoBaHuUs

WHHOBAIIMOHHOTO  MapKeTHHra B cdepe TOCTeNpUHMCTBA M  TypU3Ma
[DnexTponnsiit pecypc] / C.II. Kazakos - M.: UHOPA-M, 2016: Pexum nocrymna:
http://znanium.com/catalog/product/561287

4. CaBuyk B.IL VYnpasienue NPUOBLIBIO u
OroxeTrpoBanue [nexkTpoHHbI pecypc] / B.I1.CaBuyk - M.:.BMMHOM. JI3, 2015.
Pexxum nocryna: http://znanium.com/catalog/product/476715

5. Cycnoga, 10. 1O. [Ipubsuib npeanpusTus [DNEKTPOHHBIN pecypc] : /
0. 10. Cycnora, H. H. Tepemenko. — Kpacnosipck: Cub. denep. yn-t, 2014.

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

JlonmotHuTEILHAS JIUTEPATYpPa

1. Chuck Kim Gee. International Hotels Development and Management
[American Hotel & Lodging Educational Institute, 2012] Pexum noctyna:
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] Pexum  gocryna:
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 noctyna:
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 noctyna:
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 noctyna:
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 nocryna:

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




7. Michael N. Chibili. Modern Hotel Operation Management [Noordhoff
Uitgevers bv Groningen/Houten, The Netherlands, 2016] Pexum nocrtyna:
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 nocryna:
https://www.ahlei.org/resources/instructor-resources/

9. Philip Kotler. Marketing for Hospitality and Tourism, Global Edition
[Pearson Higher Ed USA, 2016] Pexum 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 noctymna: https://www.ahlei.org/resources/instructor-resources/

11.Rocco M. Angelo, Andrew Vladimir. Hospitality Today: An Introduction
[American Hotel & Lodging Educational Institute, 2011] Pexum noctyna:
https://www.ahlei.org/resources/instructor-resources/

12.Ronald A. Nykiel. Marketing in the hospitality industry. [American Hotel

& Lodging Educational Institute, 2015] Pexxum J0CTyma:
https://www.ahlei.org/resources/instructor-resources/

VIII. METOAUYECKHUE YKA3AHUS 1O OCBOEHUIO JUCHUIIJINHbI
VYcnemHoe OCBOEHHWE JUCHUIUIMHBI MPEANoJiaraeT akTUBHYIO paboTy

CTYJICHTOB Ha BCEX 3aHATUSAX AayJIUTOPHOW (OpPMBI: JIEKIUAX M NPAKTUKAX,
BBINIOJIHEHHUE aTTECTALIMOHHBIX MEPOIpUsATUi. B mpolecce n3ydyeHus JUCIUIUIMHBI
CTYJIEHTy HEO0OXOJAMMO OpUEHTUPOBATbCI Ha MPOPadOTKY JEKIHOHHOTO
MaTrepuana, MNoAroTOBKY K MPAKTUYECKUM 3aHSTHUSIM, BBIIIOJHEHUE KOHTPOIbHBIX U
TBOPYECKHUX padoT.

OcBoenne nucuumiauHel « Hotel Sales and Revenue Management
(YnopaBneHnue mnpojakaMd M J0XOJaMH B TOCTHHHUIE)»  Mpearnoiaraer
PEUTUHTOBYIO CHUCTEMY OLIEHKM 3HAaHUM CTYJEHTOB M MpPEAyCMaTpUBAET CO
CTOPOHBI TpENojaBaTeisl TEKYIIUHA KOHTPOJIb 33 IIOCEIIEHUEM CTYyJEHTaMu
JIEKIUM, TIOATOTOBKOM W  BBIIIOJHEHUMEM BCEX IPAKTUYECKUX  3aJIaHUU,
BBINIOJIHEHUEM BCEX BHJIOB CAMOCTOSITEIbHOM PaOOTHI.

[IpomexxyTounoit arrecrauueid no aucuuruinie «Hotel Sales and Revenue
Management (YmpaBiaeHue npojaaxaMd M JOXOJaMH B TOCTUHULE)» SBISETCA

OK3aMCH.



CTYI[GHT CUUTACTCAd AaTTCCTOBAHHBIM 110 JUCHHUIINIMHEC TIIPpU YCJIOBHHU

BBINIOJIHEHHSI BCEX BHJIOB TEKYLIErO0 KOHTPOJS M CaMOCTOATENbHOM paloThl,

MPEeAYyCMOTPEHHBIX YUYEOHOU MpOrpaMMoii.

[lkana oueHuBaHusl cPOPMUPOBAHHOCTH 00OPA30BATEIBHBIX PE3YJIbTATOB I10

JTUCLUIUINHE TpesicTaBieHa B poue oneHouHbix cpencts (DOC).

IX. MATEPUAJIBHO-TEXHUYECKOE OBECIIEYHEHHE

JUCHUITJINHBI
Y4eOHbIE 3aHATHS 10 JAWCIWIUIMHE TMPOBOIATCS B  IMOMEHICHUSX,
OCHAILIEHHBIX COOTBETCTBYIOIIAM o0opy0BaHUEM u IPOrPaMMHBIM
o0ecreyeHueM.

HCpC‘ICHB MAaTCPUAIBHO-TCXHUYCCKOTO MW IIPOTPpaMMHOIO oOecrieueHus

JTUCHUTUIUHBI IPUBEJICH B TAOJIHIIE.

MaTepI/laJILHO-TEX}[I/I'{eCKOC H NIporpaMmmMHoe o0ecrneuyeHue JAUCHHUILIMHBI

HaumeHoBaHue crieliiaabHBIX
MMOMEIIEHUIN U TOMEIICHUI
JUTSL CAMOCTOSITEIIbHON pa0OThI

OCHAIIIEHHOCTD
CHEIUAJIBHBIX MOMEIIEHHI
M TIOMEIICHUMN
JUISL CAMOCTOSITEIIbHON pa0OThI

IepeveHs TUIIEH3NOHHOTO
MPOrpaMMHOT0 00ecTieueHUsl.
PeKkBHU3HTHI TIOATBEPIKAAIOIIETO
JIOKYMEHTa

Aynuropus G434

JleknmoHHast ay AUTOPHUS C
MYJIbTUMEMAHBIM
000pyTOBaHHEM

Microsoft office 365, Microsoft teams,

google chrome

X. ®OHIAbI OHEHOYHBIX CPEACTB
@OHIBI OLIEHOYHBIX CPEACTB IIPEACTABIICHBI B IPUIIOKEHUU.




