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1 Hessp, nuiannpyemMble pe3yabTaThl 00y4eHHs 110 AUCHHUIINHE (MOLYJII0)

Lenpto ocBoeHus y4eOHOM NUCUUIUIMHBI SBJISETCS (OPMUPOBAHHWE Yy CTYACHTOB
KOMILJIEKCa 0a30BBIX TEOPETHUECKUX 3HAHUN B OOJIACTH YNPABICHHS MPEANPUATHEM UHIYCTPUU
Typu3Ma U NPUOOpETEeHHE MPAKTUYECKUX HABBIKOB, HEOOXOMUMBIX [JIsl BBEIEHHUs Ou3HEca B
COBPEMEHHBIX YCJIOBUAX, C COBEPLICHCTBOBAHUE YCTHOM M MHCbMEHHOM pe4YM Ha aHIVIMHCKOM

SA3BIKE.

B npouiecce nocTHKEeHNS LENH peIatoTes CIe1yoLIIe 3a1a4u:

— (opmupoBaHUS y CTYAEHTOB 3HAHMM B O00JIACTU OpraHU3aldd M YyIPaBICHUS
IPEIIPUATHEM UHIYCTPUM TYpU3Ma Ha HHOCTPAHHOM SI3BIKE;

— OBJIaJICHUA CTYIEHTOM YMEHUH MCIOJIb30BaHUSI COBPEMEHHBIX METOJMK YIPaBJICHUS B
pamKax JeATeIbHOCTH NPEANPUATUI UHIYCTPUH TYpU3Ma;

— (¢GopMUpOBaHUS Yy CTYICHTOB MPAKTUYECKUX HABBIKOB pPa3pabOTKU KOHIICMIIHA
NPEANPUATHIA HHAYCTPUH TYpU3Ma, BKIIIOUYAs POU3BOJICTBEHHYIO M COBITOBYIO AEATEIBHOCTD HA

HHOCTPAHHOM A3bIKC.

[TnaaupyeMbIMu pe3ylbTaTaMu 00YYEHHUS IO TUCIUIUIHHE (MOIYIIIO), SIBISIFOTCS] 3HAHUS,
yMeHHUsl, HaBbIKU. [lepeueHp MIaHupyeMbIX Pe3ysbTaTOB OOyUeHUS MO JUCHUILUIMHE (MOIYIIO),
COOTHECEHHBIX C IUIAHUPYEMBIMH pe3yJibTaTaMH OCBOCHHSI 0Opa30BaTEIbHON IPOTrpamMMBblI,

MpecTaBiIeH B Tabuie 1.

Tabmuna 1 — Komnerennun, hopMupyeMbie B pe3ylibTaTe W3Y49EeHUS TUCIUILTHHBI (MOTYJIs )

PesynbraTel 00yueHNs 10 AUCIUIUINHE
Kox u Konn
Hazpanue (opmynpoBKa
OIIOII BO, opmyposka HHIUKATOpa Koxn
COKpaIlICHHOC KOMIIETEHITUU NOCTHKCHHUA pe3yiib DopMyIUpOBKa pe3ysbTaTa
KOMIIETEeHIINN
TaTa
43.03.02 IIKB-2 : [IKB-2.2x : P/l 3HaHUE | 3HAHWE KPUTEPHEB YIPABICHHUS
«Typuzm» Cmocoben OcyiecTBisieT TYPUCTCKOH 1€ATENbHOCTBIO Ha
(b-TY) OPraHu30BaTh yIpaBJcHUE MEXIYHAPOIHOM U PErMOHAIIBHOM
IIpo1ECC TYPUCTCKOH YPOBHSIX;
IUIAHUPOBAHMA U | NESATEIBHOCTBIO P/1 YMeHue | ucrnonb30BaTh COBPEMEHHBIE
yTIpaBJICHUS Ha HIpOTpaMMHBIE TIPOTYKTHI IS
TYPUCTCKOH MEXYHapOIHOM yIpaBJIeHUs TypUCTCKOI
JESITEeNbHOCTBIO, | M PErHOHAIBHOM JEATEILHOCTRIO Ha
B TOM 4HCIIE B YPOBHSX, B TOM MEXIYHapOJHOM U PETHOHAIBHOM
MEXJTyHapOJHOM | 4HCIE ¢ YPOBHSIX
aCIIeKTe HCIIOJIB30BaHNEM | PJ]1 HaBbik | BBIOMpATh MHCTPYMEHTHI
COBPEMEHHBIX YIpaBJIEHUS] TYPUCTCKOM
HNpOorpaMMHBIX JIEATEIILHOCTBIO HA
IIPOAYKTOB MEXAYHAapOIHOM U PErHOHATBLHOM
YPOBHSIX B COOTBETCTBUU C
PBIHOYHBIMU HHAUKATOPAMU

B nmponecce OCBOCHUA OUCHUINIMHBI PEIOAOTCA 3aJadd BOCIIMTAHUA TapMOHUYHO
paSBHTOﬁ, HanHOTHQHOIZ n conuaJibHO OTBETCTBEHHOM JHYHOCTH Ha OCHOBE TPAAUIIUOHHBIX
pOCCHfICKHX AYXOBHO-HPAaBCTBCHHBIX U KYJIBTYPHO-UCTOPUUCCKHUX IIeHHOCTeI\/'I, MMpEaACTaBJICHHLBIC

B Ta0nure 1.2.

Tabmuma 1.2 — [{eneBbie OpuEeHTHPHI BOCITUTAHUS

BocnurareabHble 3a1a41

®DopMUpOBaHUE IEHHOCTEI

IleseBble OpHEHTHPBI

(I)OpMI/IPOBaHI/le rpamancxoifl MO3UIUU U TATPUOTU3MA




Bocnuranue yBakenus kK Koncturyuu u Oco3Hanue ceds YICHOM
N [IpaBa u cBOOOMBI YeIIOBEKA
3akoHaM Poccuiickoit @enepaiuu obuecTBa

®opMHrpoBaHHe TyXOBHO-HPABCTBEHHBIX IEHHOCTEH

®DopMupoBaHUE OTBETCTBEHHOTO

Co3ugarensHbIA TPy AKTHBHAS KU3HEHHAS TTO3UIINS
OTHOIICHHS K TPYAY

@®opMHpOBaHHe HAYYHOT0 MHPOBO33PEHUS U KYJbTYPbI MbIIILJIEHHUSA

Pa3BuTHe TBOpUECKUX CIOCOOHOCTEN U

CO3PIL[aTeJ'II:HLIﬁ PYQ eraTI/IBHOG MBIIIJICHUEC
YMEHUs pellaTh HECTAHAAPTHBIC 3aJa4n

(I)OpMI/II)OBaHI/Ie KOMMYHHUKATUBHBIX HABBIKOB U KYJIbTYPbI OﬁllleHI/Iﬂ

Bocnuranmne KynbTypsl AHAI0Ta 1 J1o6poskenaTebHOCTh |
. Enuncteo HaponoB Poccun
YBa)kKeHUS K MHEHHIO IPYTUX JIFOACH OTKPBITOCTH

2 Mecto gucuuniaunbl (MoayJsi) B crpykrype OIIOIT

JlucuuniauHa BXOJUT B YacTh IUIaHA, POPMUPYEMYIO YYaCTHHKAMH OOpa30BaTENIbHBIX
OTHOILIEHHUH.

Oco0eHHOCTD HN3YUCHUA TEOpUHU U OCBOCHUS IIPAKTHKU TMPOABIACTCA B HCIOJb30BAHUU
COBPCMCHHBIX TEXHOJIOTHI n HHOCTpPAaHHOT' O sA3bIKa.

CoBeplICHCTBOBAHNE 3HAHWW, YMEHHMW, BIAQJCHUH B O0JACTH MEHEKMEHTa, YCTHOW U
IIMCbMEHHOW peYd Ha aHMIMKHCKOM SI3bIKE HAIPaBJIIEHO Ha KOMIUIEKCHOE pa3BUTHE
KOMMYHHMKaTUBHOW,  HMH(OpPMallMOHHOM, COLIMOKYJIBTYPHOH,  TpOoecCHOHAIbHOW  H
OOIIEKYIbTYPHONH KOMIIETEHTHOCTHU CTY/I€HTOB.

3. O0beM AUCHUNJIMHBI (MOAYJIs1)

OO0pveM aucHUIUIMHBL (MOJYJsl) B 3a4eTHBIX EAMHUIAX C YKa3aHHEM KOJHYecTBa
aKaJeMHYECKHX YacoB, BBIJIEJICHHBIX Ha KOHTAaKTHYIO paboTy ¢ oOydarommmucs (1o BHJaM
y4eOHBIX 3aHATHI) M HAa CAMOCTOSITENbHYIO pabOTy, MPUBE/IEH B Ta0IuUIE 2.

Tabnuia 2 — O0miast TPy 10€MKOCTh JUCITUTITUHBI

Tpyno- O0BbeM KOHTAaKTHOH paboThI (4ac)
€MKOCTb
Cemectp
Haspanne Ddopma Yacts (0DO) Breayii- Ddopma
OI1OIT o0yue- WIH Kype AynuropHas YA CPC aTTec-
VI TOpHast
BO HUS (3P0, (.E) Beero Taluu
0300) o
nex. | mpak. | iad. IMA | KCP
430302 1 640 | BIB 6 3 55 | o | s | o | 1| o | s3 3
Typusm




4 CTpyKTypa U co/iepKaHue IMCUMILTUHBI (MO1YJIs1)

4.1 Ctpykrypa nucuuniunsl (Moay.as) misi O®O

TemaTnueckuil 1miaH, OTpa)arLUil coaep)KaHUue AUCLUILIMHBI (MIepeueHb pa3fesioB U
TEM), CTPYKTYPHUPOBAHHOE IO BU/IaM YUEOHBIX 3aHATHI C YKa3aHUEM UX 00bEMOB B COOTBETCTBHH
¢ y4eOHBIM IJIaHOM, NpHBeJieH B Tabaule 3.1

Tabmuua 3.1 — Pa3aens! qUCUUTUTMHBL (MOTYJIs), BUIBI Y4€OHON EesITeIbHOCTH U (POPMBI
Tekyero KouTpods st OO

Kon pe- Ko1-Bo 4acoB, OTBeJEHHOE Ha
dopma
Ne HazBanue Tembl 3yJIbTaTa
Jlex [pakr JIa6 CPC TEKYLIEro KOHTPOJIS
00yJeHHs
Pl Ketic-3amaua;
1 | the tourism product ’ 0 13 0 13 ['pymmoBo# MPOEKT;
PA1, P11
Pedepar
Pl Keiic-3anaua;
2 | tourist markets Pl P’I[l 0 13 0 13 I'pynmoBoii mpoexT;
i Pedepar
PIII Ketic-3agaua;
3 | economic impacts of tourism ’ 0 14 0 13 ['pymIoBo# MPOEKT;
PA1, P11
Pedepar
sociocultural and o Kelic-3anaua;
4 | environmental impacts of ’ 0 14 0 14 I'pynmoBoii MpoexT;
. PA1, P11
tourism Pedepar
HTtoro no Tabauue 0 54 0 53

4.2 Conep:xaHue pa3aejioB U TeM JUCHUIVIMHBI (Moay.as) njass ODO

Tema 1 the tourism product.

Conepxanme TeMbl: Tourist attractions: Natural sites; Natural events; Cultural sites;
Attraction attributes. The tourism industry: Travel agencies; Transportation; Accommodation;
Tour operators; Merchandise; Industry structure.

cDOprI U MCTOJbI IIPOBCIACHUSA 3aHATHI 110 TEMEC, MPUMCHACMBIC 06pa30BaTeJ'ILHLIe
TCXHOJIOTHU: MPAKTHYCCKUC 3aHATUA: TPYIIIIOBLIC U MHAWBUAYAJIbHBIC 3a1aHU .

BI/I,Z[BI CaMOCTOSITEIILHOU NOATOTOBKU CTYACHTOB IIO TEME: BBINIOJIHCHUC Sa)laHI/Iﬁ 10
TEKYILEMY KOHTPOJIIO, IIOATOTOBKA K OIIPOCY.

Tema 2 tourist markets.

Copepxanne Temsbl: tourist market trends. The democratisation of travel. the destination
selection process. tourist market segmentation. Geographic segmentation. Sociodemographic
segmentation. Psychographic segmentation. Behavioural segmentation.

@®opMbl M METOJbI IPOBEJCHUS 3aHITUH 1O TeMe, NMpUMEHseMble 00pa3oBaTeIbHbIC
TCXHOJIOTHUHU: ITPAKTHYCCKUC 3aHATUA: TPYIIIIOBBIC U UHAWBUAYAJIbHBIC 3aIaHU.

BI/I)II)I CaMOCTOSITEIILHOU IMOATOTOBKMU CTYACHTOB IIO TEME: BBLINIOJIHCHUC Sa)IaHI/Iﬁ 10
TCKYIIEMY KOHTPOJIIO, TIOATOTOBKA K OIIPOCY.

Tema 3 economic impacts of tourism.

Conepxxanne Tembl: economic benefits: Direct revenue; Indirect revenue; Economic
integration and diversification; Employment (direct and indirect); Regional development.
Economic costs: Direct financial costs; Indirect financial costs. Competition with other sectors.

(DOpMLI U MCTOJbI IMPOBCIACHUA 3aHSATUN 1O TCME, IMPUMCHSACMBIC O6pa3OBaTeJ'IBHBIe
TEXHOJIOTHUU: MPAKTHYCCKUEC 3aHATUA: TPYIIIIOBLIC U MHAWBUAYAJIbHBIC 3aIaHU .

BI/I,Z[BI CaMOCTOSITEIILHOU NOATOTOBKU CTYACHTOB IIO TCMEC: BBINNOJHCHUC 3a,uaHm71 10
TEKYLIEMY KOHTPOJIIO, IIOArOTOBKA K OIIPOCY.



Tema 4 sociocultural and environmental impacts of tourism.

Conepkanre Tembl: sociocultural benefits: Promotion of cross-cultural understanding;
Incentive to preserve culture and heritage; Promoting social wellbeing and stability. Sociocultural
costs: The demonstration effect revisited; The relationship between tourism and crime; Factors
contributing to the increased likelihood of sociocultural costs; Resident reactions. environmental
benefits. environmental costs. Management implications of sociocultural and environmental
impacts.

(DopMBI H MCTOHBbI IIPOBCACHUIA 3aHATHI IO TEME, IPUMCHACMBIC O6pa3OBaTeJ'IBHBIe
TCXHOJIOTHUHU: MMPAKTHYCCKUC 3aHATUA: TPYIIIIOBLIC U MHAUBUAYAJIbHBIC 3a1aHUA.

BI/II[BI CaMOCTOSITEIbHOM IIOATOTOBKKU CTYACHTOB IIO TEME: BBLIIIOJIHCHUC SaﬂaHI/Iﬁ 110
TEKYILIEMY KOHTPOJIIO, IIOATOTOBKA K OIIPOCY.

5 Meroauyeckne YyKazaHusl sl OOYYAIOIIMXCH MO M3YYEHHI0 M PpPealu3aluu
AMCUUIIMHBI (MOIYJIs1)

5.1 Meroanueckue peKOMeHAAUMH OOYYAWIIUMCH M0 M3YYEHHUI0 [UCUMIUIMHBI H 10
00ecIeYeHN 0 CaMOCTOSITeJIbHOM padoThI

YcnenHoe 0CBOCHHE AUCIUILIMHBI TIPEIIOaraeT akTHBHYIO paboTy CTYJIEHTOB Ha BCEX
3aHATHSAX ayTUTOPHON (OPMBI C BBITIOJHCHUEM AaTTECTAIIMOHHBIX MEPONPUATHI, a TaKKe
3¢ (HEKTHUBHYIO CAMOCTOSTEIIEHYIO padoTy.

B mporecce wm3ydeHUs AUCHUIUIAHBI CTYACHTY HEOOXOJAMMO OPHEHTHPOBATHCS Ha
CaMOCTOSITCIILHYI0 TPOPabOTKYy OCBaWBaeMOT0 MaTepuaia, IOATOTOBKY K MPaKTHICCKUM
3aHSATHSIM.

Jns mpoBeneHUWsl 3aHATUH HCIONB3YIOTCS Y4eOHO-HArsAIHbIe TOocoOus B Qopme
Mpe3eHTAMOHHBIX MaTepuainoB, TeKCTbl ['OCToB, yuebHble mOcoOus U Jp., 0OecreynBaronme
TEMATUYCCKUC NILUTIOCTPALMKU, COOTBCTCTBYIOIIUC TCMaM JUCHUIIIINHBI.

5.2 OcobennocTn opranu3anuu OOy4YeHHUs] JJI JHI € OrPAHMYEHHBLIMH BO3MOKHOCTAMM
310pPOBbSl U HHBAJU0B

[Tpu HEOOXOAMMOCTH 00YHAIOIITUMCS U3 YHUCIIA JIUI] C OTPAHMYEHHBIMU BO3MOXKHOCTSIMU
3JI0POBbBSI U MHBAITUIOB (I10 3asIBIICHHIO 00YYAIOIIEroCs) MPEIOCTABIISACTCS yueOHast
uH(popMalrs B JOCTYNHBIX (pOpMax C y4ETOM MX UHAUBUAYAIbHBIX NCUXO(PU3UUECKUX
0COOEHHOCTEH:

- JUIS JTUI] C HapYIICHUSIMU 3pEHUs: B IeyaTHOH (hopMe yBeIMUeHHBIM IIPU(PTOM; B hopme
AJIIEKTPOHHOTO  JOKYMEHTa;  WHIUBUAYyalbHblE  KOHCYJIbTAlUM  C  IPUBJICUYECHUEM
TU(IIOCYPIOTIEPEBOAUNKA; MHANBUAYAJIbHBIE 3alaHNs, KOHCYJIbTALUU U JP.

- JUIs JIUL C HApYLLIEHUSIMU CJIyXa: B leyaTHOU ¢opMe; B (hopMe 3JIEKTPOHHOIO JOKYMEHTA;
WHIVBUAYAJIbHbIE KOHCYJIbTALIMM C TIPUBJICUEHUEM CYpPAONEPEBOJYMKA; WHAMBHUAYAJIbHBIC
3a/laHusl, KOHCYJIbTALUU U JIp.

- JUTs1 TUI] C HApYLIEHUSIMHU OTIOPHO-/IBUTAaTENILHOTO alllapaTa: B eyaTHo# ¢popme; B hopme
AIIEKTPOHHOIO JOKYMEHTA; MH/IMBUyaJbHbIE 3aJJaHUs, KOHCYJIbTAllUU U JIp.

6 ®oH OLEHOYHBIX CPEICTB JIfl MPOBEJIeHUS TEeKYLIEero KOHTPOJIsl U MPOMeXKYTOYHOM
arrecTalMy O0YYAKOIIMXCH 10 AMCHUIIMHE (MOYJII0)

B coorBerctBun ¢ TpeboBanusMu PI'OC BO s arrectauuu oOydarommxcs Ha
COOTBETCTBUE MX IMEPCOHAIbHBIX JOCTH)KEHUN IUIAHUPYEMBIM pe3ylbTaTaM OOYy4eHUs 110
JUCLHUIUIMHE (MOAYIIO) CO37aHbl (POH/IBI OLIEHOUHBIX CPEACTB. THIIOBBIE KOHTPOJIBHBIC 33 JaHUS,



METOJMYECKUE MaTepuaibl, OMNPENCIAIOIINE IPOLEAYphl OLEHUBAaHUS 3HAHWM, YMEHUH U
HABBIKOB, a TAKXKe KPUTEPUH U ITOKA3aTeNU, HEOOXOAUMbIE /ISl OLIEHKH 3HaHUH, yMEHUH, HAaBBIKOB
U XapakTepu3ylolme JTanbl (HOPMUPOBAHHMS KOMIETEHIMA B MpoIecce OCBOCHUS
o0pa3oBaTeNbHOI MporpamMmsl, npezacTasieHsl B [Ipunoxenun 1.

7 Y4eO6HO-MeTOAMUYECKOEe M HHPOPMALMOHHOE 0o0ecnieuyeHue TUCIHUILINHBI (MOYJIs1)

7.1 Ocnoenas numepamypa

1. TI'magunmua, B. A., DkoHOMHKA Typu3Ma : y4eOHO-TIpakTHuYecKoe mocooue / B. A.
I'magunmua. — Mocksa : Pycaitae, 2024. — 186 c. — ISBN 978-5-466-06493-3. — URL:
https://book.ru/book/953645 (nata obpamenus: 26.10.2025). — TeKcT : 37I€KTPOHHBII.

2. Kosanbuyk, A. 1., Oprannzanusi npeanpuHIMAaTEIbCKON 1eATEIbHOCTH B HHAYCTPHH
rocrenpuuMcTBa : yueoHoe nocooue / A. I1. Kopanpuyk. — Mocksa : Pycaiinc, 2024. — 162 c.
— ISBN 978-5-466-04606-9. — URL: https://book.ru/book/951991 (mara oOpamiecHus:
26.10.2025). — TeKcT : 3JeKTPOHHBIIA.

3. Mumnssp-benopyueBa, A. II. English for Students in Tourism Management :
AHIIIHNACKHN S3BIK JUISI CTYACHTOB, U3YYAIOIIUX TYPUCTHUECKUI Ou3Hec : yueOHoe mocobue / A.
I[1. Munssip-benopyueBa, M. E. ITokposckas. — Mocksa : DOPYM : UTHOPA-M, 2019. — 304
c. — (Bricmiee o6pa3oBanme: bakanaBpuar). - ISBN 978-5-00091-045-0. - TekcT : 3J€KTpOHHBIH.
- URL: https://znanium.com/catalog/product/1891815 (mata odpamierus: 15.11.2023).

7.2  Jlonoanumenvnasa tumepamypa

1. Awntonoma, A. H., IHOCTpaHHBIN SI3BIK JIEIIOBOTO W MPO(ECCUOHATHLHOTO OOMICHUS.
(Hospitality and Tourism Management in English) : monorpadus / A. H. Antonosa, M. B.
3apyanas, E. B. 3yokoBa. — Mockga : Pycaiinc, 2024. — 88 c. — ISBN 978-5-466-08513-6. —
URL: https://book.ru/book/957078 (nata o6pamenusi: 26.10.2025). — TeKCT : 3MEKTPOHHBIH.

2. Kocomnanos, A. b., TexHomoruu npogax B HHIYCTPUU TYpHU3Ma U TOCTEIIPUAMCTBA :
yuebHuk / A. b. KoconanoB. — Mocksa : KnoPyc, 2023. — 326 c. — ISBN 978-5-406-10723-2.
— URL: https://book.ru/book/947197 (nata o6pamenus: 26.10.2025). — TekcT : 2JI€KTPOHHBIH.

3. Hukomammua E. A. Amnrmumiickuii B cdepe TypusmMa U TOCTMHHYHOIO Jeja:
WHTETPUPOBAHHBIN IMOAX0J K OOYyYEHHIO AaHTIHICKOMY S3BIKYy CTYIEHTOB T'yMaHHUTapHOTO
npoduns (English for Touri : VYueOGHo-MeTomuyeckue mnocobusi [DIeKTpOHHBIN pecype] :
Pszanckuii rocynapctBennbli yauepcuteT umeHu C. A. Ecennna , 2020 - 84 - Pexxum mocrymna:
https://e.lanbook.com/book/177009

4. CemenoBa, B. B., Ynpasnenue nepconanoM. OCHOBHbIE TEXHOJIOTMH YNPABICHUS :
yuebHoe nocobue / B. B. Cemenona, FO. B. JIscaukosa, B. B. Mazyp. — Mocksa : Pycaiinc, 2024.
— 144 ¢. — ISBN 978-5-466-05320-3. — URL.: https://book.ru/book/952870 (nara obparieHus:
26.10.2025). — TekcT : 3JeKTPOHHBIIA.

7.3 Pecypcor ungpopmayuonno-menekommynukayuonnoi cemu ""Humepnem',
6KI0uas npogeccuonanvuvlie 06a3bl OAHHBIX U UHPOPMAUUOHHO-CRPAGOUHDIE
cucmemul (npu HeodxX00UMOCmMuU):

1. DnexTpoHHO-OMGMMOTEYHas cuctema "BOOK.ru"

2. DrnextpoHHO-OMOMMoTeyHas cucreMa "ZNANIUM.COM"

3. DnektpoHo-OmbmuoTeuHas cucreMa "Jlanp" - Pesxxum moctyna: https://e.lanbook.com/

4. Open Academic Journals Index (OAIJI). [IpodeccnonanpHas 6aza gaHHBIX - Pexum
noctyna: http://oaji.net/

5. Ilpesunentckas Oubnuoreka wuMm. b.H.Enpnumna (0a3a naHHBIX —pa3iMyuHBIX
npodeccuoHambHbIX 00nacTeil) - Pexxum noctyna: https://www.prlib.ru/



6. Hudopmannonno-crpaBounas cucrema "Koncymbrant Ilmoc" - Pexum noctyna:
http://www.consultant.ru/

8 MarepuajbHo-TeXHHYECKOE oO0ecrevyeHHe IUCHUIIMHBI (MOAYJsl)) U IepeYeHb
HH(OPMANMOHHBIX TEXHOJIOTHIi, UCNOJIb3yeMbIX MPH OCYIIECTBJEHHH 00pPa30BaTEJbLHOIO
npoiuecca no AMCUMILVInHe (MO1YJ/II0), BKJIOYAsl MepevyeHb MPOrpaMMHOro odecrevdeHust

OcHoBHOE 000py/IOBaHUE:

e Monutop o6mauneii 23" LG23CAV42K/meme  Genius  Optical  Wheel
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1 Ilepedennb (popMHEpyeMbIX KOMIIETEH M

Kon u popmynupoBka KoMHeTeHIN

Hazpanue OIIOII BO, Kox n popmynupoBka HHIAKATOPA JOCTIDKCHHS
COKpAILCHHOE u KOMIIETCHIINH

43.03.02 «Typusm» | ITIKB-2 : Ciocoben opranuzosats 1 | ITKB-2.2k : OcyIiecTBiseT yrpaBieHHE TYPUCT

(B-TY) poliecc MIaHUPOBAHMS U YIIPABICH | CKOM JIESITENEHOCTBIO Ha MEKIYHAPOIHOM U per

TC

nui TprICTCKOﬁ JACATCIBbHOCTBIO, B T
OM YHCJIC B MCKAYHAPOJAHOM aCIICK

HWOHAJIbHOM YPOBHAX, B TOM YHUCJIE C UCIIOJIB30Ba
HUEM COBPEMECHHBIX IPOrpaMMHBIX TPOJYKTOB

Komnerenmus cuntaercst chopMUPOBAHHOM Ha JTaHHOM 3Tarie B cliy4yae, €CJIH MOJTy4YeHHBIE
pe3yabTaTtel OOydYeHHMs [0 JUCLUIUIMHE OLICHEHbl IOJOXHUTEIbHO (JUama3oH KpUTEpUEB
OLICHUBAHMSI PE3YJITATOB O0YUCHHUS «3aUTEHOY, «YIOBIECTBOPUTEIHHOY, «XOPOIIO», KOTITHYHOY).
B ciydae oTcyTcTBUS MOJIOKUTEIBHOM OLIEHKM KOMIIETEHIMsS Ha JAaHHOM 3Tale CUUTAETCs

Hec(OPMUPOBAHHOM.

2 [loka3aTe/iu OLleHUBAHUS NJIAHUPYEMBbIX Pe3yJIbTATOB 00y4YeHHUs

Komnerenuus IIKB-2 «CniocoGeH oprann3oBaTh Mpolecc MIaHUPOBAHUS U YITPABICHHS
TYPUCTCKOM EATENBHOCTBIO, B TOM YHCJIE B MEKIYHAPOIHOM aCIEKTE»

Tabmuna 2.1 — Kpurepun orieHKA WHAUKATOPOB JTOCTHKEHUS KOMITCTCHITUN
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Tabnuia 3amosHgeTcs B COOTBETCTBHUU C pazaenoMm 1 PaGodeil mporpamMmbl TUCHUTUIHHBI

(Momyst).

3 IlepeyeHb OLIECHOYHBIX CPEACTB

Tabnuua 3 — IlepedyeHb OLIEHOYHBIX CPEJCTB MO0 TUCHMILIMHE (MOIYIIIO)



KonTtponupyemsle miaHupyeMble pe3

yIbTaTHl 00yUYeHUS

Kontponupyemsie TeMsl 1

HaumeHoBaHHE OLIECHOYHOTO CPEJICTBA U TIP
encrasienue ero B @OC

HUCIUIIIINHBI

Texkymuil KOHTPOJIb

[IpomexxyTouHas aT

TecTalus
Ounas popma 0OydeHUS
P/l 3HaHUe : 3HAHUE KPUTEPH .
€B YIIPaBJIEHUs TYPUCTCK I'pynmnosoii npoekt | Ompoc
OU eI TENbHOCTRIO HA M€
KILYHAPOJIHOM I peruoHa I'pynnosont npoexr | Tect
JIBHOM yPOBHSIX;
Ketic-3amaua Omnpoc
1.1. the tourism product
Kelic-3amaua Tect
Pedepar Omnpoc
Pedepar Tect
I'pynnosoii npoext | Ompoc
I'pynnosoii npoext | Tect
Keiic-3amaua Ompoc
1.2. tourist markets
Keiic-3amaua Tect
Pedepar Omnpoc
Pedepar Tect
I'pymmoBoit mpoext | Ompoc
I'pynnosoii npoexr | Tect
o Keiic-3agaua Ompoc
1.3. economic impacts of
tourism
Keiic-3agaua Tect
Pedepar Ompoc
Pedepar Tect
I'pynnosoit mpoext | Ompoc
1.4. sociocultural and envi
I'pynnosoit mpoext | Tect

ronmental impacts of tour
ism

Keiic-3agaua

Ompoc




Keiic-3anaua Tect
Pedepar Omnpoc
Pedepar Tect
PI1 VYMeHue : uCIIoIb30BaTh C .
OBPEMEHHBIE POrPaMMH I'pynmnosoii npoekt | Ompoc
b€ TIPOIYKTHI ISl YIIPABI
€HHS TYPUCTCKOH JesITeNb Tpymmosoii mpoext | Tect
HOCTBIO Ha MEXKTyHAPOIH
OM U PETHOHAIEHOM YPOB
HAX Ketic-3amaua Omnpoc
1.1. the tourism product
Keiic-3anaua Tect
Pedepar Omnpoc
Pedepar Tect
I'pynnosoii npoext | Ompoc
I'pynnosoii npoext | Tect
Keiic-3amaua Ompoc
1.2. tourist markets
Keiic-3amaua Tect
Pedepar Omnpoc
Pedepar Tect
I'pymmoBoit mpoext | Ompoc
I'pynnosoii npoexr | Tect
o Keiic-3agaua Ompoc
1.3. economic impacts of
tourism
Keiic-3agaua Tect
Pedepar Ompoc
Pedepar Tect
I'pynnosoit mpoext | Ompoc
1.4. sociocultural and envi
I'pynnosoit mpoext | Tect

ronmental impacts of tour
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Keiic-3anaua Tect
Pedepar Omnpoc
Pedepar Tect
PI1 Hagrik : BEIOMpaTh HHCTP .
YMEHTBI yIIPaBIEHUS TYp I'pynmnosoii npoekt | Ompoc
HUCTCKOH JEITENILHOCTRIO
Ha MEXKIyHapOXHOM 1 per I'pynnosont npoexr | Tect
HOHAIIbHOM YPOBHSIX B CO
OTBETCTBHUH C PHIHOUHBIM
U MHAWKATOpaMH Ketic-3amaua Omnpoc
1.1. the tourism product
Kelic-3amaua Tect
Pedepar Omnpoc
Pedepar Tect
I'pynnosoii npoext | Ompoc
I'pynnosoii npoext | Tect
Keiic-3amaua Ompoc
1.2. tourist markets
Keiic-3amaua Tect
Pedepar Omnpoc
Pedepar Tect
I'pymmoBoit mpoext | Ompoc
I'pynnosoii npoexr | Tect
o Keiic-3agaua Ompoc
1.3. economic impacts of
tourism
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1.4. sociocultural and envi
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Keiic-3agaua Tect

Pedepar Omnpoc

Pedepar Tect

4 Onucanue npoueaypbl OHCHUBaAHUA

KauectBo copmupoBaHHOCTH KOMIETEHIMM Ha JaHHOM JTale OICHUBAETCS 110
pe3yibTaTaM TeKYIIMX U MPOMEXKYTOUHBIX aTTECTAIMI MPHU MOMOIIM KOJIWYECTBEHHON OIICHKH,
BBIPOKEHHOW B Oaymiax. MakcumaibHas cymMma 0ayuioB IO JUCHMIUIMHE (Momynro) paBHa 100

Oayam.

OrneHOYHOE CpE€ACTBO

Bun yaebuoit pesenmsrocTy Ompoc Tect Ketic-3amaua | Pedepar 1;5 ;THOBOH P | Yroro
Jlexkun

TIpakTr4ecKkue 3aHsThs 10 10 10 10 10 50
CaMocTosTeIbHAs paboTa 10 10 10 30
IIpomexyrounas arrectarus | 10 10 20
HUtoro 20 20 20 20 20 100

CYMMa 6aJ'IJ'IOB, Ha6paHHBIX CTYACHTOM II0 BCEM BHaM y‘IC6HOI>i ACATCIIbHOCTU B paMKax
JAUCHUIIIMHBI, ICPEBOAUTCA B OLICHKY B COOTBCTCTBHHU C TaﬁHHHeﬁ.

Cymma 6ato
s OmeHka 1o mpoMex
YTOYHOH aTTecTaIu XapakTepuCcTHKa KadyecTBa ChOPMUPOBAHHOCTH KOMITETEHINT
O TUCITUILTA "
HE
CTyzeHT IeMOHCTpHUpPYET CHOPMHUPOBAHHOCTD JUCIMILTHHAPHBIX KOMIICTEHIINH, 00Ha
PY)XKHBaeT BCECTOPOHHEE, CHCTEMAaTHYECKOE U IITy0OKOe 3HaHHe y4eOHOro MaTepraa
o191 10 100 «3a4TEeHOY / , YCBOWJI OCHOBHYIO JINTEPATYPY M 3HAKOM C JOMOJHHUTEIBHOHN JIUTEPATYPOid, pEKOME
«OTJINYHOY HJ/IOBaHHOU IPOTPaMMOii, yMeeT CBOOOIHO BBIMOJIHATE NPAKTUYECKHE 3aJaHusl, P
YCMOTpEHHBIE TPOrpaMMOi, CBOOOIHO ONIEpHPYeT NPHOOPETEHHBIMH 3HAHUSAMH, YME
HUSMH, IPUMEHSIET UX B CUTYAIHSIX MOBBIIICHHON CIIOKHOCTH.
CTyzeHT IeMOHCTpUpPYeT CHOPMHUPOBAHHOCTS JUCIUTLIMHAPHBIX KOMIIETEHITHN: OCHO
ot 76 110 90 «3a4TeHO» / BHBIC 3HaHUS, YMEHUSI OCBOCHBI, HO JIOITyCKAIOTCSl HE3HAUUTEIbHBIC OIIHOKH, HETOUH
«XOPOIIO» 0CTH, 3aTPYAHECHUS TP aHATUTHYECKUX OTIEpaNusX, HepeHoce 3HAHUiH U yMEHUH Ha H
OBbI€, HECTAH/IAPTHBIE CUTYAIHH.
CryzieHT AeMOHCTPHpYeT CPOPMHUPOBAHHOCTD TUCIUIUIMHAPHBIX KOMIIETEHIIHUI: B X0
«3a4TeHo» / JIe KOHTPOJIBHBIX MEPOIIPHATHI JOMYCKAIOTCS 3HAYNTENIBHbBIE OIIMOKH, TPOSIBISETCS O
ot 61 o 75 «YIOBIIETBOPUTENb | TCYTCTBUE OT/EJIbHBIX 3HAHUH, YMEHHM, HABBIKOB 110 HEKOTOPBIM TUCIMITIIMHAPHBIM K
HO» OMIIETEHIUSAM, CTYACHT HUCIIBITHIBACT 3HAUNTENbHbIC 3aTPYIHEHUS IPH OIIEPUPOBAHH
Y 3HAHMSIMH M YMEHHSIMH IPH X IIEPEHOCE Ha HOBBIE CHTYAIIHH.
«HE 3a4TeHO» /
VY crynenTa He c(OPMHPOBAHEI AUCIUILIMHAPHBIE KOMIIETEHIINH, TIPOSBIISIETCS] HEJOC
ot 41 1o 60 «HEY/IOBJIETBOPUTE % o
TaTOYHOCTh 3HAHUH, YMEHHI, HABBIKOB.
JILHO»
«HE 3a4TeHO» /
JlucuuniHapHbIe KOMIIETEHIIMY He copMHUpoBaHsl. [IposBisercs mojaHoe WK Ipak
ot 0 mo 40 «HEYJOBJIETBOPHTE o o
HEHOY THUYECKH MTOJTHOE OTCYTCTBYE 3HAHHH, YMEHUI1, HABBIKOB.

S IlpumMepHbIe OLICHOYHBIE CPeACTBA

5.1 3apanus A pelieHus Keiic-3aga4n

1)

‘Heritage’ is traditionally seen as involving ‘old’ buildings and other historic sites which
are interpreted by experts who provide visitors with a one-way educational experience. A ‘heritage




tourist’, accordingly, was anyone visiting a designated heritage site, regardless of their motive. In
recent years, this traditional approach has been challenged by a new perspective which regards
heritage as subjective, negotiable and contestable. Visitors may have very different opinions as to
what constitutes ‘heritage’, and it is up to the interpreter to co-create ‘storyscapes’ that satisfy the
diverse and complex motivations which visitors bring to heritage sites.

The standard dry lecture of the past, therefore, is being replaced by audience-focused and
emotion-filled storytelling . As part of this new perspective, it ispossible to go beyond centuries-
old buildings

and think about contemporary heritage, or ‘heritage of the recent past’. In the United States,
for example, the first McDonald’s restaurant, opened outside of Chicago in 1955, is now regarded
as a very important heritage site. This concept of contemporary heritage is especially important
for the many tourism cities that emerged in the pleasure periphery during the mid-twentieth century
to meet the recreational demands of the post—World War Il consumer society. Such places often
lack the traditional historical sites that were emphasised in the past, but still contain sites and
artefacts from the latter half of the twentieth century that reflect their development as major sites
of tourism activity.

The Australian beach resort of the Gold Coast and the US gambling haven of Las Vegas
are two prominent tourism cities where we might expect to find evidence of post-1945 or
contemporary tourism heritage. Weaver has identified four distinct types based on these two case
studies, and also considered the extent to which this heritage has been commercialised as heritage
tourism:

1 In situ representations consist of on-site plaques, statues or other objects that
commemorate a tourism facility or phenomenon of recent historical importance. An example is a
bronze relief in front of the Mirage Resort in Las Vegas depicting the entertainers Siegfried and
Roy, who were legendary in the 1990s and early 2000s for their many thousands of performances
with white tigers at that casino. Another example is the surf lifesaver statue that was erected at a
prominent seaside location on the Gold Coast. The number of visitors who interact with such sites
is unknown, but another type of in situ representation, the commemorative festival, clearly
illustrates the importance of contemporary tourism heritage as a heritage tourism attraction. Cooly
Rocks On (formerly Wintersun), an annual festival in the Gold Coast suburb of Coolangatta,
celebrates the nostalgia of 1950s and 1960s tourism with period entertainment and cars. In 2012,
it attracted more than 80 000 visitors and injected $18 million into the Gold Coast economy
(Houghton 2012).

2 Ex situ original artefacts refer to the removal of artefacts from their original locations
and their relocation in off-site (i.e. ex situ) museums. A former Las Vegas example was the
Liberace Museum, which honoured the long-time iconic pianist Liberace. Because he was popular
from the 1950s to the 1970s, attendance at the Museum declined from 250 000 a year to only 50
000 in the year prior to its closure in 2010.

Younger visitors were not as aware of or as interested in this performer. The Bone Yard (a
collection of old casino neon signs) and Mob Museum (commemorating the role of organised
crime in the tourism industry) are two other recently opened Las Vegas examples. The Gold Coast
does not have as many examples, but a facility called Surf World was opened in 2008 to honour
Australia’s surfing heritage.

3 In situ original nodes are buildings and other structures still in their original locations.
They include the Kinkabool apartments in Surfers Paradise, which opened in 1959 as one of the
Gold Coast’s first high-rise tourist resorts. In recognition of its importance in reflecting the
development of Australia’s modern consumer society, it was declared a heritage site under the
Queensland Heritage Register of 2009. No attempt has been made so far to develop the Kinkabool
building as a tourist attraction. In contrast, the Las Vegas welcome sign, also erected in 1959,
attracts more than 500 000 visitors a year.

4 In situ corridors and areas are relatively large areas where tourism has always been the
dominant activity. There are no current examples on the Gold Coast, but Las Vegas is represented



by Fremont Street, the original downtown ‘glitter gulch’ of casinos from the early 1900s, as well
as the famous Strip, which was designated in 2000 as an All-American Road under the National
Scenic Byway Program. It is estimated that 20 million or more people visit the Strip each year —
many attracted by the atmosphere of the Strip itself rather than any of its individual casinos or
shops.

The evidence from the Gold Coast and Las Vegas shows that each does have a rich
contemporary tourism heritage. However, only some of this heritage has been exploited as heritage
tourism, and neither city has an integrated strategy for developing it as such. Despite the challenge
of getting developers and planners to recognise contemporary tourism as a legitimate form of
heritage, there are good reasons to pursue this. First, many tourism cities are suffering from product
‘maturity’ and require new products and other rejuvenation.

Second, such attractions are part of the authentic culture of tourism cities, contributing to
their unique sense of place. Third, as illustrated by the story of organised crime in Las Vegas, this
heritage is interesting and entertaining. Fourth, huge tourist markets already exist in both cities,
some of which could be diverted to such attractions. Finally, there are still many individuals
resident in both cities who have personal experiences with this heritage and whose input would
reduce the historical distortion that often occurs when attempting to interpret older historical sites.
Efforts should be made, therefore, to integrate contemporary tourist heritage into the product of
the world’s many tourism cities.

QUeSTIONS

1 Identify an example of contemporary tourism heritage. Prepare a 1000-word product
development plan in which you argue for its development as heritage tourism, taking into account
why and how you think it could be a commercially viable attraction. Take into account:

(a) why it is interesting to visitors

(b) what it would cost to develop

(c) which market segments it would attract

(d) what promotion and marketing would be used

(e) how it would fit into the overall tourism product and strategy of the destination.

2 It is argued that the land on which in situ original nodes sit is too valuable to preserve
those nodes, and that these properties are therefore likely to be redeveloped. Accepting that this is
likely, prepare a 1000-word report in which you consider how new technology could be used to
maintain these nodes as ‘virtual attractions’ after they have been lost.

2)

Australian tourism enterprises are focusing increasingly on Chinese outbound tourism
because of its seemingly limitless growth potential. Targeted management and marketing
strategies, however, need to correctly ‘read’ this market (or markets) so that satisfied visitors
initiate a virtuous cycle of word-of-mouth recommendations and repeat visitation intentions. Such
a cycle would reduce the costly need to recruit first-time visitors. Assuming that the Chinese have
already been identified by a destination’s strategic plan as a desirable target segment, the ability
to attract a desired share of this rapidly emerging market depends on exploiting a strategic ‘window
of opportunity’ during which the market is properly identified, understood and cultivated. This is
achieved by identifying and monitoring:

* evolving push factors that motivate the Chinese to travel internationally

* pull factors of the destination and the capacity of destination stakeholders to isolate and
enhance those pull factors that appeal most effectively to these motivations

« the image of the destination already held

« external factors (e.g. financial, geopolitical, transportation, environmental) that might
positively or negatively affect the resultant flow of Chinese outbound tourists to the destination

 visitor satisfaction (Prideaux et al. 2012). In assessing the resultant destination
opportunities and the relevant market research, it is critical to emphasise that there are multiple
Chinese markets. For example, Chinese visitors can be situated along a continuum from high



volume/low yield (e.g. package tourists) to low volume/high yield (e.g. free and independent
travellers (FITS)).

At a relatively superficial level, a survey of higher yield Chinese tourists in the northern
Queensland city of Cairns found that the Great Barrier Reef and other wildlife fulfilled motivations
to experience Australia’s iconic natural environment, and produced high levels of satisfaction.
Hence, an effective push—pull relationship is evident here that may help to explain an expected
increase in Cairn’s inbound Chinese visitation from 70 000 in 2010 to more than 244 000 in 2015
if direct air services to China are opened (Prideaux et al. 2012). At a more psychographic level, a
large survey of Chinese tour group participants from throughout Australia found very high
‘sensation seeking’ motivations based on a search for adventure, excitement, new experiences,
meeting new people and exploring the local culture. However, ‘security consciousness’ was also
widespread, and evident in concerns about personal safety (Chow & Murphy 2011). Weiler and
Yu (2006) similarly identified a desire for more contact with locals (88 per cent) and a more
flexible itinerary (93 per cent) among Chinese visitors to Victoria, but less interest in having a
more challenging or adventurous holiday experience (49%). Younger visitors, however, had a
much higher desire for adventure. Within a wider context of attitudes, constraints and influences,
Sparks and Pan (2009) found that Shanghai residents who were enquiring at travel agencies about
overseas travel were influenced more by social norms and influences than personal attitudes; that
is, they were more likely to intend to visit a place if friends, family, co-workers or travel agents
thought it was a good idea to do so, rather than if they personally wanted to visit. Females were
more susceptible to this social effect. Images about Australia were shaped primarily by television
programs, while friends, the internet and magazines were also influential.

Television played a particular role in shaping an image of Australia as inspiring, providing
opportunities for self-enhancement, being a place where one can interact with locals, and providing
shopping opportunities. As with the Victoria study, younger respondents (and especially those who
were single) were more adventurous in their motivations and desired greater autonomy and
flexibility.

Important external barriers included exchange rates, distance and lack of fluency in
English.

Qualitative research techniques are often especially useful for gaining insight into the
complex arena of human attitudes and behaviour, and focus groups of Chinese visitors to Australia
(including tourists from Hong Kong and Taiwan) revealed the extent to which dining out is
regarded as a peak experience rather than just a mundane regular necessity (Chang, Kivela & Mak
2011). Participants explained that authentic Australian dining experiences were highly valued, and
that a mediocre or unpleasant taste was not a problem as long as they could boast to friends and
family that they had tasted crocodile or kangaroo. This represented for them the accrual of cultural
capital. It was also very important to experience a diversity of food, and to receive a very high
level of service that conformed to perceptions of Australia as a highly developed country.
Simultaneously, they expected a good service attitude from attending staff, and did not mind the
communication gap as long as a ‘cultural broker’ was present to explain (i.e. add value to) the
various dishes. However, Chinese visitors — even adventurous and experienced travellers — still
assessed exotic Australian foods according to Chinese standards of flavour and cooking method.

Zero-commission tours are a characteristic aspect of Chinese outbound tourism that can
have negative effects on the tourists as well as destination stakeholders. These occur when inbound
tour operators in a destination such as the Gold Coast charge no commissions to their Chinese
outbound tourist operator 186 tourism management counterparts, but in exchange receive their
high volume business on monopolistic or similarly advantageous terms. To make a profit, the
inbound operators take their clients to particular shops where aggressive sales tactics are used to
sell often overpriced and low quality goods. Clients might also be charged entry fees to beaches
and other free public spaces, or be forced to pay ‘tips’ to their tour guides. Such tours have been
associated with perceived coercion and bullying, deception (for example, saying that the strict
controlling of tourist actions is required because the streets are unsafe), poor quality, and



ineffective complaint handling. This can result in damage to the destination brand in countries
such as Thailand where such practices are common, and poor impressions of Chinese inbound
operators on the part of other local companies who receive no benefits from the participating
Chinese tourists (Zhang, Yan & Li 2009). Some Chinese tourist segments — such as first-time
outbound travellers on a limited budget — may tolerate zero-commission tours because of their
attractive low cost, but reputational damage to the destination may dissuade high-yield segments,
who demand quality and flexibility.

QUESTIONS

1 What conclusions about the validity of Plog’s psychographic model to the Chinese
outbound market can be reached based on the results from the empirical studies described in this
case? Explain your reasons for reaching these conclusions.

2 (a) Design a memorable and satisfying one-week itinerary to an Australian destination
(e.g. Gold Coast, Outback, northern Queensland, Tasmania, etc.) for the Chinese FIT market,
based on the characteristics of this market identified in the case study.

(b) Identify the main constituent experiences of this itinerary and explain why they are
likely to be memorable.

3)

The decline of traditional primary and secondary sector industries in Tasmania brings into
sharp focus the potential role of tourism as the future mainstay of the state’s economy. In 2010
alone, major closures in the manufacturing sector included a shipbuilder (116 jobs lost), paper
mills (over 400 jobs lost, leaving only one mill remaining), a vegetable processing plant (leading
to a loss of 200 jobs) and a carpet manufacturer (accounting for 150 job losses) (Parliament of
Tasmania 2011).

Tasmania is already more dependent than any other Australian state on tourism, which in
the year ending September 2010 directly accounted for just under 5 per cent of gross state product,
and 8.5 per cent if indirect effects are included. This translated into 6.1 per cent and 11 per cent of
all state employment respectively, as well as revenues of $1.53 billion from approximately one
million visitors (Parliament of Tasmania 2011).

Characteristics of Tasmania that have helped to accelerate the demise of the traditional
economy may help in turn to shape its status as a competitive nature-based tourist destination.
These include an enormous area of temperate rainforest wilderness, most of which is designated
as a World Heritage Area that covers 1.4 million hectares, or one-fifth of the state. Altogether,
about 40 per cent of Tasmania is publicly protected land in which resource extraction is strictly
regulated or prohibited altogether. This level of land protection is amongst the highest in the world.
Iconic attractions that are very appealing to the ecotourist, adventure tourist and backpacker
include Cradle Mountain, the Freycinet Peninsula and Cataract Gorge. The isolation imposed by
being an island is another contributing factor to the demise of manufacturing and has also been
cited as an impediment to tourism development (Parliament of Tasmania 2011).

However, if appropriately marketed, insularity can also be presented as a competitive
advantage that confers authenticity, uniqueness, pristine air and water, exoticness, and a sense of
getting away from the rat-race.

A significant pre-1830 European settlement heritage and abundant high-quality fresh food
augment the nature-based core of the Tasmanian tourism product and enhance the potential for
high-quality and high-yield visitor experiences that are differentiated from other Australian states.
Yet, visitation levels have been stagnant in recent years. In addition to the issue of accessibility,
one major external impediment has been the persistently high Australian dollar, which has
attracted fewer international visitors to Australia while diverting many domestic tourists to
relatively cheap international destinations such as Bali and Thailand. Internal problems include a
low level of internet use for marketing and booking, variable quality of service provision, and
inconsistent and restricted operating hours. All three of these problems are associated with the
prevalence of small businesses throughout the state.



Of the 2000 private enterprises that comprise the state tourism industry, 85 per cent employ
five or fewer people, and more than 70 per cent have an annual turnover of less than $250 000.
High industry wages and payroll taxes discourage businesses from hiring more permanent
employees (Parliament of Tasmania 2011).

There is particular interest in attracting international tourists, who accounted for about 14
per cent of all visitors in the year ending December 2011 (around 150 000 per year) but 18 per
cent of expenditures ($254 million). Notably, expenditures per visitor-night are well below
domestic levels ($89 versus $205), but the longer stay translates into marginally larger total
expenditures ($1696 versus $1649) (Tourism Tasmania 2012). Europe and New Zealand are both
regarded as high-yield markets that would be attracted by the nature-based tourism product of
Tasmania, but there is also interest in China and other East- Asian countries because of their
remarkable growth and potential (Parliament of Tasmania 2011). The unique attributes of
Tasmania appear to favour a product development strategy based on the principles of slow tourism
and its emphasis on a long stay, and authentic and unique experiences focused on immersion into
the local natural environment and lifestyle. In this context, the pattern of small business ownership
could be an asset that more closely connects visitors to local residents and the Tasmanian way of
life.

The transition of Tasmania from the primary/secondary mix of forestry and manufacturing
to the emphasis on tourism and other tertiary activities, however, has not been conflict-free or a
foregone conclusion. Since the mid-1970s, major battles have been fought in Tasmania and
elsewhere in Australia between industrial interests wanting access to forests for woodchip
production and environmentalists wanting to preserve old-growth and other native forests for their
ecological and aesthetic value. It is perhaps too simplistic to characterise this as a fundamental
conflict between anthropocentric and biocentric ways of thinking, since environmentalists also
consider the recreational and other benefits of natural habitat for humans, while industry
appreciates the need to consider the integrity of the environment in the interests of their own long-
term survival. Moreover, tourism and the forestry industry have a history of mutual reinforcement,
with the latter earning substantial revenue from operating commercial attractions such as Air Walk,
a treetop walkway. In turn, recreationalists rely on roads and bridges maintained by the industry
for access to trekking paths and other recreational settings.

A mutually acceptable approach to the issue of resource access is evident in the Tasmanian
Forests Intergovernmental Agreement signed in late 2012 which emphasised the need to develop
a strong and sustainable forestry industry while protecting native forests. The agreement called for
another 500 000 hectares of native forest (about one-half of the state’s old-growth forest) to be
permanently protected and for the industry to move production to tree plantations. Immediate
financial and other relief was provided for forestry workers and their families to help with their
readjustment, while $120 million of mainly federal money would be allocated over 15 years to
fund appropriate regional development projects that improve productivity and income-earning
capacity in the state economy (Australian Government 2011). Through such spatial differentiation,
it is hoped that Tasmania can sustain both a dominant nature-based tourism sector as well as a
robust forestry sector.

QUESTIONS

1 Write a 1000-word report in which you describe:

(a) the economic advantages of targeting New Zealand as a major potential inbound market

(b) the economic disadvantages of such an approach.

2 Prepare a two-week Tasmanian itinerary, designed for an adventurous two-income
German couple in their mid-30s, that will:

(a) be highly satisfying to these visitors in terms of the experiences and services provided

(b) maximise the state multiplier effect for Tasmania.

4)

Many major coastal and river destinations regard cruise ship visits as a lucrative and
desirable component of their product mix, and compete aggressively for their business. Cruising



is undoubtedly a rapidly-growing industry, experiencing 7.4 percent annual growth in passengers
worldwide over the period 1990-2008 (Brida & Zapata 2010), and involving over 20 million
passengers in 2012 (Florida-Caribbean Cruise Association 2013). Onshore expenditures by
passengers and crew are a major attraction for destinations, with research in the Adriatic Sea ports
of Croatia showing that such expenditures amount to 32—84 euros per person per port (Marusic’,
Horak & Tomljenovic” 2009). Cruisers who are satisfied with a port’s safety and value for money
are also more likely to say that they will return in future as a stayover and will recommend the port
to others (Brida et al. 2012). The trend toward megaships has only increased their popularity
with destinations, since the largest ships are capable of accommodating almost 8000 potential
visitors (including passengers and crew members).

Critics of the cruise industry counterargue that the larger ships in particular are essentially
floating enclave destinations in which operators strive to extract as high a percentage of passenger
expenditures as possible to achieve profitability. They do 280 tourism management this by offering
a huge array of onboard spending opportunities beyond the basic package price — including
casinos, alcoholic drinks, additional-cost restaurants, and numerous retail shops. ‘Cruise-only’
days at sea are especially lucrative because they ensure a captive audience for additional onboard
expenditures. Such internal revenue capture, which employs sophisticated techniques of
subliminal persuasion and enticement, extends to the ports-of-call through the provision of onshore
excursion packages, stops at islands owned or leased by the cruise lines, and preferential
commission arrangements with selected port-of-call shops and services. Such onshore capture
allows the cruise ship tourist bubble to divert even more revenues from local businesses not
connected with the cruise line (Weaver, A. 2005).

Critics emphasise that cruise ships incur numerous social and environmental costs beyond
local resentment over these expenditure capture strategies. For passengers and crew, the bubble
effect can incubate outbreaks of contagious diseases such as the Norwalk virus (Weaver, A. 2005).
Cruise ship employment is associated with low wages, extremely long work days, employment
insecurity, isolation from family, and tensions within a culturally diverse workforce.

Accordingly, some activists have described cruise ships as floating sweatshops, though this
underbelly is largely invisible to passengers (Klein 2006). The implementation of better employee
conditions and rights is hindered by the practice of registering ships under flags-of-convenience
such as Liberia, and by the length of time spent on high seas (i.e. the area outside of a country’s
territorial waters) where national labour laws do not apply. For port-of-call residents, the crowding,
congestion and disruption that occur when one or more large cruise ships disembark their
passengers can lead to frustration and anger. Evidence from Croatia, however, indicates
widespread willingness to tolerate such inconveniences because of the perceived economic
benefits that the passengers provide (Marus$ic’, Horak & Tomljenovic” 2009).

The cruise industry has also long maintained a bad environmental reputation. During the
1990s, major cruise lines were levied numerous fines for dumping garbage and oil into the sea,
damaging coral reefs with anchors, and other infractions — many of them publicised in the media.
Even where no ill intent is evident, megaships face major logistical challenges in responsibly
managing the wastes produced by the equivalent of a small town. Almost 4 million litres of
greywater from sinks and showers are produced during a typical 7-day cruise and this can be
legally dumped almost anywhere in the sea. Blackwater (i.e. sewage) — 400 000 litres of which
will typically be produced during the same cruise (Ocean Conservancy 2002) — is subject to
greater restriction, but can still be dumped in the high seas, where it is assumed to be quickly
diluted. Air pollution can be a problem for ports-of-call when docked ships continue to run their
own engines instead of plugging into shoreside electrical grids (Sweeting & Wayne 2006), while
a less obvious impact is increased mortality among migrating birds attracted to the glowing night
lights of cruise ships (Bocetti 2011).

The environmental performance of the industry appears to be improving through the
increased adoption of formal green initiatives. Royal Caribbean, for example, has an ‘Above and
Beyond Compliance’ (ABC) policy that includes adoption of ISO international environmental



management systems and the assignment to every ship of an environmental officer to oversee the
onboard environmental program, train crew, manage liquid and hazardous wastes, and oversee
workplace safety (RCI 2012). A parallel ‘Save Our Seas’ program encourages onboard recycling.
Nevertheless, the environmental organization Friends of the Earth in their 2012 report card gave a
failing grade to 4 of 15 cruise lines on their sewage treatment practices and to 10 of 15 for their
lack of progress on air pollution (FOE 2012). One major purpose of the reporting is to give
consumers information about choosing a ‘green’ cruise line and ship, although the actual influence
this has on consumers is unclear.

While attention has been focused on megaships in the 3S pleasure periphery, luxury
expedition cruises have also come under scrutiny. Such ships usually carry around 100 high-yield
passengers to remote locations such as the Canadian Arctic (Maher 2012) and the Top End of
Australia, focusing on exploration, adventure and education (Scherrer, Smith & Dowling 2011).
However, their presence in, for example, a small traditional Inuit village of 100 people on Baffin
Island, can still have major unintended social and environmental ramifications. Much depends on
the tour guides’ knowledge of local conditions and their ability to communicate appropriate
behavioural messages to excursionists. The following field journal excerpt is a good example of
observed good practice during an expedition cruise:

Visit to rock art site: extensive pre-activity briefing advising of length and difficulty of site
access and cultural site context and importance. Active group management on approach with
designated group leader and end person.

Interpretation of natural features on way to site. On-site briefing providing minimal impact
tips and reasons for such an approach. A person touching the rock art was immediately made aware
of their transgression and all clients were reminded of appropriate behaviour. Transgressing client
apologises and group later observed to self-correct in similar instances (Scherrer et al. 2011: 1221).

QUESTIONS

1 Using the respective company websites, write a 1000-word report in which you:

(a) compare and contrast the content of the environmental and social policies and practices
of Royal Caribbean and Carnival, the world’s two largest cruise companies

(b) compare and contrast the extent to which these policies and practices are communicated
to potential and actual cruise passengers

(c) designate the company that you believe demonstrates the most responsible behaviour,
and explain the reasons for your selection.

2 Using a travel website where users generate reviews (e.g. TripAdvisor), write a report in
which you:

(a) analyse the text of these commentaries to identify any comments about environmental
or social impacts related to the commentators’ cruise experiences

(b) discuss what your results say about the environmental and social awareness of cruise
ship passengers

Kpamxue memoouueckue yxkazanus

3a,Z[aHI/Ie MO3BOJIACT TMPOBECPUTb YMCHHA MNPUMCHCHHA TCOPCTUUYCCKUX 3HaHUM Ha
IMPAKTHKE. HpI/I BBIITOJIHCHHUHU 3aaHUA CIICAYCT OIMMUPATHBCA HAa OCHOBHYIO U OONOJHHUTCIBHYIO
auTeparypy (CIHUCOK JIMTepaTyphl MpeJIcTaBleH B pabouell mporpaMmme JUCIUILIHHBI).

IlIxana oyenku
Ornenka | bamisr Omnncanne
CryzeHT Ipu 3amuTe paboThl IEMOHCTPUPYET CPOPMHUPOBAHHOCTD JUCIUIUTHHAPHBIX KOMIICTSHIIUH H
a ypoBHE, 0003HAYEHHOM TEMOW KOHTPOJIBHOTO 3a/aHKsl; OOHAPYKHUBAET BCECTOPOHHEE, CHCTEMATHYEC
KO€ U rTy0OKOe 3HaHKe MaTepHaa, CIOIb30Bal COBPEMEHHYIO OCHOBHYIO, JIOMOJHUTEIBHYIO JIUTEpa

5 20 Typy U Apyrue nH(popMaIroHHbIe HCTOYHUKH B JOCTAaTOYHOM 00beMe, CBOOOHO BIIa/ieeT MPOeCCHOH
ILHOH TEPMHHOJIOTHEN B 00JIACTH TPEICTaBICHHbIX HCCIEAOBAHMI; OTIMYHO OTBEYAET Ha BCE IIOCTAB
JICHHBIE BOIIPOCBL.
CryzeHT mpu 3amuTe paboThl B IIEIOM JEMOHCTPUPYET CPOPMHUPOBAHHOCTh JUCIUILTHHAPHBIX KOMIIE
4 15 TEHLIUH Ha YpOBHE, 0003HAUCHHOM TeMOH KOHTPOJIBHOTO 33JaHUS;00HapyKUBAET CUCTEMaTHIECKOE U T

IyOOKO€ 3HaHHe MaTepHaa, UCI0Nb30Ball COBDEMEHHYIO OCHOBHYIO, JIOTOTHUTENBHYIO TUTEPATYPY U
Japyrue nHQOpMaIMOHHbIE HCTOYHUKH B JOCTATOYHOM 00BbEME, XOPOIIIO Bla/ieeT MPpodheccCuoHaIbHOM T




€pMHHOJIOTHEN B 0071aCTH MPEACTABICHHBIX UCCIIEI0BAaHNI; XOPOIIO OTBEUAET Ha BCE TIOCTaBJIEHHbIE B
OTIPOCHI.

CryzeHT mpu 3amuTe paboThl JEMOHCTPUPYET YAOBIETBOPUTEIbHBII yPOBEHD JUCIUIUTHHAPHBIX KOMIT
eTeHINi{, 0003HAUYCHHBIX TEeMOW KOHTPOJILHOTO ; OOHapYy)KHUBAET ONPEACIICHHOE 3HAHWE MaTepHana, U
3 6 CIIOJIb30BaJl OCHOBHYIO, JIOMOIHHUTENIBHYIO JINTEPATypy U Apyrie HHPOPMAIMOHHBIE HCTOYHHUKH B HEO
CTaTOYHOM 00BeMe, ciabo BiaseeT NpodeccHoHaIbHON TEPMUHOIOTHEH B 001aCTH IPEACTABICHHBIX U
CCJIC/IOBAHUI]; HETBEP/I0 OTBEYAET HA BCE IOCTABJICHHBIE BOIIPOCHL.

CryzeHT mpu 3amuTe paboThl JEMOHCTPUPYET YAOBIETBOPUTEIbHBIN yPOBEHb JUCIUIUTHHAPHBIX KOMIT
eTeHLi, 0003HaUeHHBIX TEMOW KOHTPOJILHOTO 3aJ[aHUsI; HE MCIOIb30Ball JONOIHUTENbHYIO TUTEpaT
ypY U Apyrue nHGOpMaIMOHHbBIC HCTOUHUKH; c1a00 BIaaeeT NpohecCHOHAIBHON TEPMUHOJIOTUEH B 00
JIACTH IIPEJICTaBJICHHBIX MCCIICAOBAHNUI; IIII0X0 OTBEYAET HA BCE IIOCTABJICHHBIE BONPOCHL.

CryzeHT mpu 3amuTe paboTHl JEMOHCTPUPYET HEYJOBICTBOPUTEIILHBIN YPOBEHb TUCIHIUINHAPHBIX KO
1 0 MITeTeHIN, 0003HAYEHHBIX TEMOI KOHTPOJIBHOTO ; IUIOXO BiIaJeeT NpodhecCHOHANFHOH TEPMHUHOIOTHE
1 B 06J1aCTH TIPECTABICHHBIX HCCIIEI0BAHNN; HE OTBEUAET Ha BCE MOCTABICHHBIE BOMPOCHL.

5.2 IlpumepHBbIe TeMBbI 1JIsI OIIpOca

1 How has the image of mountains changed since the early 1800s? What have been the
implications of these changes for the evolution of alpine tourism?

2 What is the effect of climate on 3S and urban tourism respectively?

3 Why are linear attractions often more difficult to manage than those which are compact?

4 (a) What is meant by ‘functional adaptation’ with respect to tourist attractions?

(b) What are some examples of functional adaptation?

5 How do cultural sites differ from cultural events in terms of their management
implications?

6 How can the manager of an attraction deal with the attribute of ‘context’ which is difficult
to control because it involves the external environment?

7 How can events such as the Gympie Music Muster capitalise on and reinforce local
cultural, economic and social capital?

8 What are the implications of low-cost airlines for the competitiveness of traditional full-
service airlines?

9 (a) What effect does horizontal and vertical integration have on the structure of tourism
systems?

(b) How is this effect influenced by globalisation?

10 For managers and marketers, what are the advantages and disadvantages, respectively,
of treating the tourist market as a single entity or as a collection of markets of one?

11 (a) To what extent do you believe that tourists in a given destination are obligated to
behave in a manner that does not offend conservative local residents? Why?

(b) To what extent should local residents be willing to compromise their own norms to
satisfy tourists? Why?

12 What strengths and weaknesses are associated with ‘country of residence’ and ‘region
of residence’ as criteria for identifying tourist market segments?

13 Should airlines have the right to discriminate against obese people in their pricing and
seating policies? Explain your reasoning.

14 How can the loyalty matrix be operationalised to assist in the management andmarketing
of destinations?

15 (a) What non-traditional family segments are becoming more widespread, and hence
call into question the dominance of the traditional family lifecycle as a segmentation variable for
the tourist market?

(b) What different kinds of restraints might characterise these different non-traditional
segments?

16 (a) What criteria should a destination use in deciding whether to target specific racial,
religious or ethnic groups?

(b) What are the risks in targeting specific racial, religious or ethnic markets?

17 What difficulties are associated with the operationalisation of psychographic
segmentation criteria?



18 (a) What is the difference between trip purpose and trip motivation?

(b) What are the strengths and weaknesses of each as segmentation criteria?

19 (a) How can the 16 specific motivations be combined into three or four more general
categories?

(b) What is the relative importance of each of these broader categories?

20 (a) Under what circumstances is a destination likely to have (i) a low income multiplier
effect and (ii) a high income multiplier effect?

(b) How can destinations with a low income multiplier effect increase this statistic?

21 (a) What factors would limit the implementation of a growth pole strategy in Australia
and New Zealand?

(b) How else could tourism development be induced in peripheral areas of Australia and
New Zealand?

22 Are governments in emerging economies such as Thailand and Indonesia justified in
favouring the formal tourism sector over its informal sector counterpart? Explain your reasons.

23 In countries such as Australia and New Zealand, which kinds of destination should
seriously consider slow tourism as a strategic tourism priority? Why?

24 (a) What seasonal patterns are evident for the three target segments of Australian
inbound tourism?

(b) What factors might account for the differences within and between segments?

25 (a) What is the typical employment structure of the tourism industry?

(b) What are the positive and negative impacts of this structure?

(c) How could this structure be made more positive from the perspective of the host
community?

26 To what extent should universities accommodate tourism and hospitality students who
are working part-time during their study semesters?

27 (a) How does the tourist bubble effect contribute to a low multiplier effect?

(b) How practical is it to modify the tourist bubble so that a higher multiplier effect results?

28 Is it naive to believe that tourism functions as a force for world peace? Explain your
reasons.

29 (a) Is commodification always a negative impact of tourism for destinations? Why?

(b) What strategies can a destination adopt to minimise its negative effects while
maximising its benefits?

30 (a) How can the demonstration effect indicate both the weakness and strength of the
individual or society in which it is occurring?

(b) How could destination managers mobilise the demonstration effect so that it has
positive effects on the society and culture of the destination?

31 Is an allocentric tourist more likely to be the victim of crime in a destination than a
psychocentric tourist? Explain your reasons.

32 (a) Why is the issue of tourist dispersal versus concentration referred to as a management
paradox?

(b) What can destination managers do about this paradox?

33 What are the difficulties of using ‘authenticity’ as an indicator of tourism’s sociocultural
impacts within a destination?

34 Why do resident attitudes toward tourism development tend to be very diverse and
complex?

35 (a) Why has climate change emerged as such a high profile public issue?

(b) How much should the developers and managers of a tourism facility be required to take
responsibility for the generation of emissions that help to induce climate change?

36 (a) How is ecological footprinting related to the environmental impact sequence?

(b) What are the strengths and weaknesses of ecological footprinting?

37 Is killing sharks the best response to situations where they pose a threat to tourists?
Why?



Kpamkue memoouuecxue ykazanus

Omnpoc MPOBOAMTCS TOCJE MPOCTYIITUBAHUS JICKIIMH, TTO3BOJIIOT MPOBEPUTH 3HAHMS
CTylleHTa 1o aucuuiuinHe. [Ipu moucke OTBETOB Ha BONPOCHI PEKOMEHIOBaHa OCHOBHAs M
JIOTIOJIHUTEIbHASL JIUTEpaTyphl (CIHCOK JUTEPAaTyphl MpEACTaBieH B pabodeil mporpamme
JTACITUTLIINHEI).

LIxana oyenku
OrneHka Bamnel OnncaHue
CryneHT oOHapyKu IIyOoKoe 3HaHHe yuyeOHOro MaTepuaa Mo NpeaaoKeHHOH TeMaTHKe, UCTT
0JIb30BaJ1 OCHOBHYIO U JOMOJHUTENBHYIO JIUTEPATyPy, PEKOMEH/I0BaHHYIO IIPOrPaMMOi, IPOBE
11 aHAITM3 MH)OPMAIMOHHBIX HCTOYHHUKOB ceTH MHTepHeT, cBOOOIHO BiaaeeT nHpOpMarye, i
erKO ONepHpyeT NPUOOPETECHHBIMU 3HAHHUSIMU U YMCHHSMH.
CryaeHT 0OHapyXUIT XOPOILKE 3HAHHS Y4eOHOr0 MaTepHraia o MpeUI0KCHHOM TeMaTHKe, UCIT
0JIb30BaJ1 OCHOBHYIO U JONOJHUTENIBHYIO JIUTEPATyPy, PEKOMEH/IOBAaHHYIO IIPOrPaMMOM, B LieJ
OM BJIaJiceT NpodecCHOHANBHOI HH(pOpMaLUel , OnepupyeT NPUOOPETEHHBIMYI 3HAHUSAMHU U YM
CHHUSMH.
CTyJIeHT B 1IEJIOM BIaJIeeT 3HAHUSAMHU y4eOHOTO MaTepHalia 110 IPE/JIOKEHHON TeMaTHKE, HCIIO
JIb30BaJl OCHOBHYIO U HE HCIIOJIb30Ball JOMOIHUTEIBHYIO IUTEPATyPyY, PEKOMEHIOBAaHHYIO IPOT
paMMoO#i, HeIOCTaTOYHO BiajieeT HHpopMalmel, cnabo onepupyer mpuoOPETeHHBIME 3HAHUSIM
U 1 YMCHHSMH.
CTyneHT 0OHapy W1 yJOBICTBOPHUTEIBHbIC 3HAHUAMH YU4eOHOTO MaTepHaa Mo MPeUI0KeHHOH
TeMaTHKe, UCII0JIb30BaJl OCHOBHYIO U HE HCIIOJIb30Ball JOIMOIHUTENBHYIO JIUTEPATypy, HE IPOB
eJ1 aHAJIM3 MH(OPMAIMOHHBIX HCTOYHHUKOB ceTH VIHTEpHeT, He BllajeeT Bcel nHMOpMalme, mi
0X0 OIEPHPYET MPUOOPETCHHBIMH 3HAHHUSAMH U YMECHHSMU.
CTyaeHT 0OHapyKUI ciabblie 3HAHUSMH YIeOHOTO MaTepHaa 1o MPeI0KEHHON TeMaTHKe, HC
TI0JT630BaJI OCHOBHYIO M HE HCIIOJIB30BAJl JIONOJHHUTEIBHYIO JINTEPaTypy, He IPOBEN aHaIN3 UH
(OpMaIMOHHBIX HCTOYHUKOB ceTH MHTepHeT He BiajeeT HHGOpPMaLUe He OmepupyeT IpHoo
PETCHHBIMU 3HAHUSAMM M YMCHUSIMH IIPH COOECETOBAHHUH.

5 20

5.3 Ilepeuens TeM pedepaToB

Sustainable Tourism

Impact of Technology on Travel

Cultural Tourism and Heritage Preservation
Dark Tourism: Ethics and Motivations
Community-Based Tourism for Socioeconomic Development
Wildlife Tourism and Conservation
Gastronomic Tourism: Culinary Experiences
Adventure Tourism: Risk and Reward

Medical Tourism: Trends and Implications
Religious Tourism and Pilgrimages

Film Tourism: Influence on Destination Choice
Cruise Tourism: Environmental Impact

Rural Tourism: Exploring Off-the-Beaten-Path
Urban Tourism and City Planning

Educational Tourism: Learning Journeys
Wellness Tourism: Mind and Body Retreats
Space Tourism: Future Frontiers

Luxury Tourism and Experiential Travel
Sports Tourism: Events and Impact

Volunteer Tourism: Traveling for a Cause
Accessible Tourism: Inclusive Travel

Niche Tourism: Unusual Destinations

The Psychology of Tourist Behavior
Destination Marketing and Branding
Over-tourism: Challenges and Solutions
Impacts of Climate Change on Tourism

Cruise Tourism: Cultural Interactions

Heritage Tourism Management



Tourism and Globalization
Kpamxue memoouueckue ykazanust
O06mwem pedepara 12-15 crp. Pabora Bemonnsercs Ha nuctax ¢popmar A4, mpudrt Times

New Roman, pasmep mpudra Nel2. OdopmiieHne MOHKHO COOTBETCTBOBATH TPEOOBAHUSIM
crangapra CK-CTO-TP-04-1.005-2015 «TpeboBanus Kk 0pOpMIICHUIO TEKCTOBOW YaCTH BBI

LIxana oyenku

OneHka Banssr OnucaHue

5 20 ITpobnema packpbiTa MOTHOCTBIO. IIpoBenieH aHau3 IPOOIEMBI C IPUBICUCHUEM AOTIOITHUTENb
HOU JiuTepatypsl. BeiBoabl 000CHOBaHBI

4 16 ITpoGnema packpsita. [IpoBeneH aHaam3 npobaeMsl 6e3 IPUBIEIECHHS JOOIHUTEIBHOM JINTEpa
Typbl. He Bce BBIBOJIBI cenaHbl /MM 000CHOBAHEI

3 12 ITpobema packpbiTa HE MOJHOCTHIO. BBIBOIBI HE ClIeNIaHbl M/WIIH BBIBOIBI HE 000CHOBAHbI

2 8 PaboTta npencTaBisieT MONHOCTHIO MIEPENUCAaHHBIA HCXOAHBIA TeKCT 0e3 Kakux OBl TO HU OBIIO K
OMMeHTapueB. BeIBO/IbI He clieIaHbl M/ BHIBOJbI HE 00O0CHOBAHBI

1 4 ITpo6nema He packpbITa. OTCYTCTBYIOT BBIBOJIBI

5.4 KoHTPOJIbHBIN TeCT

A set (complex) of interconnected structures and tourism resources aimed at creating

general conditions for the implementation of tourism and serving (providing) tourism activities.

1)tourism system

2)tourist destination

3)tourism infrastructure

4) tourist area

When assessing the transport infrastructure of a destination, the indicators are
1) length of roads

2)room utilization rate

3) the number of passengers transported by various modes of transport

4) one-time capacity of accommodation facilities

5) road status

6) the cost of tour packages sold to the population

The country is the leader in terms of “international tourism income”

1)France

2)Japan

3) USA

4) China

Factors hindering the development of international tourism in Russia (several correct

answers)

1) undeveloped tourist infrastructure

2) discrepancy between the price and quality of the tourist product

3)developed transport infrastructure

4)high level of service

5) application of new marketing strategies

6)highly qualified personnel

In the economics of international tourism, passive tourism is called the departure of tourists

from the country and the export of currency

Answer: true or false
In this situation, China will be characterized by tourist exports, and Japan will be

characterized by tourist imports

1) from China to Japan - departure of tourists and export of currency, and from Japan to

China - export of tourist goods and impressions

2) China exports tourism products to incoming tourists from Japan, and the Japanese export

tourism products and experiences from China

3) to Japan - the entry of tourists from China, and to China - the export of tourist souvenirs



The predominance of which reflects the contribution of tourism in Russia’s balance of
payments

1)tourist exports prevail over tourist imports

2)tourist exports are equal to tourist imports

3)tourist imports are greater than tourist exports

4) the balance for this item is positive

The main international organization regulating air transport activities is

1IATA

2)IHA

3) PCT

4)WTO

The legal date of creation of the World Tourism Organization is

(specify year)

WTO participants are

1) countries are leaders in the field of tourism

2) all countries of the world

3) more than 150 countries

According to the WTO, security in tourism is

1) personal integrity of tourists

2) safety of tourism industry workers

3) safety of tourists’ property

4)protection of the integrity of tourists, employees of tourism enterprises, host states and
local populations

IATA members are

1) countries - leaders

2) countries, as well as enterprises - leaders in international tourism

3) tour operators

Air transport service depends on

1) prices

2)flight duration

3) class of service

4) type of flight

Transfer is

1) travel of tourists from one country to another through intermediate countries

2)providing a vehicle to meet/see off tourists or tourist groups

3) individual travel by car

4)providing a bus to meet tourists at the airport

What elements does the concept of a cruise vacation include?

1)transportation of tourists

2)transportation and time on shore

3)transportation and food

4) transportation, food, entertainment and time ashore

Charter air transportation is:

1) one way air trip

2) transportation for shop tourists

3) transportation “out of schedule”

4)regular transportation

Which country in the world does not have a railway network?

1) Afghanistan

2) Libya

3) Seychelles

4)all of the above



A property complex (building, part of a building, equipment and other property) intended
for the provision of hotel services -

1) hotel

2) a set of hotel enterprises

3) any establishments (except hotels) that provide places to stay overnight

4) specialized establishments

Which accommodation facilities are considered individual in Russia?

1) boarding house

2)furnished rooms

3) cottage for rent

4) clubs with accommodation

National hotel classification is based on the system

1) crowns

2) stars

3) digits

4) system

Which of the following does not define the concept of a hotel according to the WTO?

1) a certain number of rooms

2) mandatory provision of food services

3) unified leadership

The ratio of the number of hotel rooms sold to the total number of available rooms is

1) room stock indicator

2) one-time capacity indicator

3)hotel occupancy rate

4) indicator of the amount of beds

This type of public catering establishments is not established by GOST

1)snack

2) pizzeria

3) cafe

4) dining room

Procurement shops of public catering enterprises perform the following function

1)heat treatment

2) production of semi-finished products

3) decoration of dishes

4) sales of culinary products

Preparation of culinary products for a banquet, carried out on the customer’s premises and
under his control, is

1)buffet

2) catering

3)dispensing plant

4)social nutrition

Continental breakfast includes (multiple correct answers)

1) hot drinks

2) jam, butter, honey

3) scrambled eggs and bacon

4) meat dishes

5) porridge

6) vegetable dishes

7) sliced cheese and sausages

8) bread, toast

Enterprises intended for the production of culinary products, flour, confectionery and
bakery products, their sale and (or) organization of consumption are classified as



1.food industry

2.trade

3.catering

4. services

The main goal of the restaurant business

1.organization of rational nutrition of the population

2. making a profit

3.meeting the population’s need for a varied diet

4.satisfying the need for tasty, varied and healthy food and obtaining

5.profit

The complex of qualitative characteristics of restaurant services, including food services,
consumption and consumer services, is combined into the concept

1.restaurant business

2.restaurant service

3.restaurant market

4.catering

The food services market is

1.sphere of business activity

2.economic environment for business formation

3.system of relations of its subjects

4. a set of food establishments of various types

The system of relations in the restaurant business, in which one company transfers to
another the right to use its trademark and technologies under certain conditions, is called

1.catering

2.franchising

3.outsourcing

4.cleaning

A form of catering in which customer service occurs not in the hall of the enterprise, but
on the road is called

1.franchising

2.outsourcing

3.cleaning

4.catering

The function of the restaurant business in creating a culture of consumption, nurturing good
taste, consumer habits and preferences, preserving the best traditions of feasting refers to

1.economic

2.consumer

3.social

4.managerial

The type of food establishment with the characteristic features of service, the range of
products sold and the range of services provided by the consumer determines it

1.type

2nd class

3.specialization

4.independence

The set of distinctive features of an enterprise of a certain type, characterizing the quality
of the services provided, the level and conditions of service determine it

1.type

2nd class

3.specialization

4. network affiliation

The fundamental factor when determining the type of food establishment is



1. range of culinary products sold and complexity of production

2.technical equipment of the enterprise

3forms and methods of service

4.level of personnel qualifications

Kpamkue memoouuecxue ykazanus

TectoBBIC BOITPOCHI ITIO3BOJIAIOT IIPOBEPUTH 3HAHUA CTYACHTA I10 JUCIHUIIIINHE. HpI/I IIOUCKE
OTBCTOB Ha BOIPOCBI PCKOMCHJAOBAHA OCHOBHAsdA MW JOMNOJJHUTCIIbHAA JIUTCpATypa (CHI/ICOK
JUTEPATYpPHI MPEACTABICH B pab0oYeil mporpaMMe JTUCIUILIAHEI).

IIxana oyenku

SaHeH Banmsr Onucanue

5 20 13 00IIEro Yrciia BOIPOCOB TECTUPYEMOTO MOTYJIs IPABIIIBHEIE OTBETHI JaHb! Ha 96-100% BompocoB
4 16 13 00IIEro Yuciia BOMPOCOB TECTUPYEMOT0 MOLYIIs 1aHO 75-95% mpaBUIBHBIX OTBETOB

3 12 13 00IIEro Yuciia BOMPOCOB TECTUPYEMOro Moayist faHo 50-74% mpaBUIBHBIX OTBETOB

2 8 13 00IIero 4rciia BONPOCOB TECTHPYEMOTro MOyl JaHo MeHee 50 % IpaBHIIGHBIX OTBETOB

1 4 13 00IIEro 4nciia BONPOCOB TECTHPYEMOTo Moyl faHo MeHee 20 % IpaBHIGHBIX OTBETOB

5.5 3apanue A9 BBINOJHEHUS NMPOEKTA

1

Assume that you are the manager of a local theme park and that you have obtained funding
to identify your market through the use of a questionnaire.

Because these funds are very limited, you must keep your questionnaire to only two pages,
which allows you to obtain no more than 15 customer characteristics.

(a) List the 15 characteristics of your market base that you believe to be most important to
the successful management of your attraction.

(b) Indicate why you selected these particular characteristics.

(c) Design the questionnaire.

(d) Prepare an accompanying 500-word report that explains your choices as well as the
metrics you use to measure each of these characteristics.

2 (a) Design a 300-word travel brochure for a destination of your choice that attempts to
attract as many visitors as possible by appealing to all levels of Maslow’s hierarchy .

(b) Explain how the brochure evokes this hierarchy

2)

You are the manager of a regional theme park and have been asked by the owners to devise
a strategy for offsetting the resources and wastes generated by your facility.

(a) List the variables that would you include in an ecological footprint calculator designed
for this purpose.

(b) Describe how data for each variable would be quantified and measured

Kpamxue memoouueckue yxkazanus

Brimonnenune MMPOCKTa MPCAINOJaract IMPOBEPKY KAYCCTBA OCBOCHUA TCOPCTHYCCKOIO
MaTepuaia, yMEHHUS U HaBBIKM €ro INpPUMEHEHMs. 3aJaHue IpeaycMaTpuBaeT pa3paboTKy
IPOEKTOB OAHKETHBIX MEPONPUATHH, TPOBOJUMBIX OAHKETHOW CIIy>KOOH pecTopaHa rOCTUHUIIBI
10 MPEIOKEHHON TEM

Llkana oyenxu

Ouenka | bamibl Onucanue
CryzeHT npu 3anmre paboThl IEMOHCTPUPYET CHOPMUPOBAHHOCTD TUCLMIUTMHAPHBIX KOMITETEHIIN Ha
YPOBHE, 0003HaYEHHOM TEMOM MIPOCKTA, 06Hapy>1<HBaeT BCECTOPOHHEE, CUCTEMATHICCKOC U FJ'Iy60K06 3
5 20 HaHHe MaTepHalla, UCIOIb30Bal COBPEMEHHYIO OCHOBHYIO, JIOMOIHUTEILHYIO JIUTEPATypy U APYTrue UH

(hopManMoOHHbEIE HCTOYHHUKH B JIOCTATOYHOM 00BbEME, OTIMIHO OTBEYACT HA BCE MTOCTABIEHHBIE BOTIPOC
BL

CryzieHT npH 3anmre paboThl B LEJIOM AEMOHCTPUPYET CHOPMHUPOBAHHOCTD AUCUUIUTHHAPHBIX KOMITET
4 15 SHIMI1 Ha YpOBHE, 0003HAYEHHOM TEMOIi IPOEKTa; OOHAPYKMUBAET CHCTEMATHUECKOE U ITyOOKOe 3HAHU
€ MaTepuaa, UCI0JIb30BaJl COBPEMEHHYIO OCHOBHYIO, JIONOJHUTEIBHYIO JIUTEPATYpyY U Apyrue nHHopM
AIMOHHbIE HCTOYHHUKH B IOCTATOYHOM 00BEME, XOPOIIIO OTBEYAET HA BCE MOCTABJICHHBIE BOIIPOCHL.

3 10 CryzeHT npu 3ammre paboThl IeMOHCTPHUPYET yOBICTBOPUTEIBHBIN YPOBEHB TUCIUIUIMHAPHBIX KOMIT
€TeHINi{, 0003HAaYECHHBIX TEMOH IPOEKTa; 0OHAPYKMUBAET OIIPE/ICICHHOE 3HAHNE MaTepHaa, CIIOIb30B




aJl OCHOBHYIO, JOTIOJHUTEIBHYIO JINTEPATyPy U Apyrue nHGOPMAIMOHHBIC HCTOYHUKK B HEJOCTATOUYHO
M 00BbeMe, c1a00 OTBEYaeT Ha BCE MOCTABJICHHBIE BOIIPOCHI.

CTyzieHT npH 3a1mTe paboThl IEMOHCTPUPYET yIOBIETBOPUTENbHBIN YPOBEHb TUCIMILIMHAPHBIX KOMIT
eTeHINi, 0003HAUYCHHBIX TEMOH IPOEKTa; He HCII0JIH30Ball JOIIOJIHUTEIbHYIO JINTEPATypy U Apyrue HH
(opManMoOHHbIE HCTOYHHKH; IUIOX0 OTBEYAET HA BCE MOCTABICHHBIE BOITPOCHL

CryzeHT npu 3ammre paboThl IeMOHCTPHPYET HEYAOBICTBOPUTEIBHBIH YPOBEHb AUCIUILIHHAPHEIX KO
MITETeHINH, 0003HAYEHHBIX TEMOI POEKTA; IJI0XO BiaJeeT MPo(eccCHoHaTbHON TepMUHOIOTHEH B 00T
acTH MpeJICTAaBICHHBIX HCCIEOBaHNUI; HE OTBEYAET Ha BCE MMOCTABIECHHbIE BOIIPOCHL.
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