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PREFACE

“Tour Operating” is a part of the practical “English for Specific Purposes”
course intended for university students of Tourist Industry who are striving for
developing their language skills to B2 level. It is also designed for tourism industry
professionals who need English for their job and wish to increase their professional
competence via English and develop their speaking skills in tourism business.

“Tour Operating” fully corresponds to the requirements of the syllabus for
university students of the 4" year of study at National University of Physical
Education and Sports of Ukraine.

In terms of the content “Tour Operating™ is a self-contained course covering
basic concepts of tourist companies activities.

In terms of the language teaching, the course aims at developing the skills of
reading, writing and speaking as well as consolidating the students’ grammar, lexical
and phonetic competences. This is achieved through a wide range of authentic texts
with a complex of exercises, stimulating and challenging activities. Proper attention
is devoted to translating and interpreting skills which make up an essential part of
the work of those working in business travel field.

The choice of materials for reading and translating is focused on the
developing strategies for understanding and adapting these skills to different
motivating speech situations and, moreover, real-life situations.

Communicative type of the tasks gives the learners an ample opportunity for
personal expression in the form of pair work, group discussions, surveys and
projects.

The course consists of Classroom and Self-Study Activities, Word List, 2
Appendices and Reference List.

Classroom Activities Section contains 2 Units with the strict logical structure:

- Lead-in (which is aimed at brainstorming to encourage students for
discussion of the introduced topic);

- Reading and Speaking (the target of which is to develop students’ skills
for skimming reading and improving speaking skills);

- Vocabulary Practice (which helps students remember topical vocabulary
through doing a variety of exercises for matching, multiple choice, solving puzzles
and crosswords, etc.);

- Language Development (the purpose of which is to master scanning
reading skills and with a help of a wide range of exercises to develop students’
professional vocabulary, including translation from English into Ukrainian and from
Ukrainian into English);



- Writing (due to practical tasks that reinforce the teaching points in the unit
this part helps develop students’ professional writing skills);

- Speaking Skills (this part is aimed at practicing speaking skills through
training separate statements from the substitution tables, translating topical
vocabulary given in Ukrainian in the dialogues, reading in pairs, making similar
dialogues by analogy);

- Talking Points (with tasks involving problem-solving activities, role-
plays, surveys and projects, information-sharing activities that encourage real
communication).

The focus in Self-Study Activities Section is on making each unit more
informative and applicable for students’ self-study at home. Self-Study Activities
Section also contains 2 Units which thematically correspond to those in the
Classroom Activities Section. They include various practical tasks from simple to
more advanced which help students deepen their professional language competence
and creative thinking ability. On the whole, this section sums up the learning process
of each theme and may be followed by individual presentations in the classroom.

Some illustrations, puzzles and crosswords in the course diversify the
suggested activities and make the learning process more attractive and productive.



CLASS-ROOM ACTIVITIES
UNIT 1

TRAVEL AGENCIES

LEAD-IN
1. Who is the travel agent?
2. How do holiday-makers choose a travel agency?
3. Have you ever used the services provided by a travel agent? If yes, how
did you find them?

READING

Text 1
Exercise 1. Look through the active vocabulary before reading the text and
try to memorize it.
Active Vocabulary

ads (short for advertisement) pekiIama

comprehensive information BUYEpITHA iH(pOpMAITis

folder MIPOCIIEKT, IKUN PO3KIIATAETHCSI
ready-made tour package TOTOBHH, CTAHIAPTHUH TypIIaKeT
tailor-made tour package 1HIMBITyaIbHAN TypHIaKeT
tourist’s guide yTIBHUK

travelogue KaTaJjor MoJ0pOoKei

Holiday-Making

Normally people plan their holidays in advance. Holiday-making people, as a
rule, prefer to stick to the same travel agency they have already used before and got
their money’s worth. On the one hand, they trust the travel agency they’ve got to
know earlier, on the other, they expect to purchase a tour package at a reduced price
as regular customers.

Suppose you are not an experienced holiday-maker. You are at a loss which
travel agency to choose out of a large amount of agencies offering similar services.

You want an enjoyable holiday at some reasonable price, or at least you don’t
want to be trapped.

Here are some hints for you. Out of the travel agencies offering similar
destinations and tours pick out 4 or 5. Their names should be familiar to you: their
ads regularly appear in travelogues and in mass media. Compare the prices: they
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should be neither too high, nor too low. All the ad information should be clear to
you: nothing should seem odd.

Call the travel agencies you have picked out, and if you lack some information
or advice, don’t hesitate to ask questions. Responding to the callers’ queries is a part
of travel agents’ duty. If you are still not disappointed, make an appointment with
the travel clerk at the agency office.

Efficient travel clerks will always help you to make a decision about where to
go, what to see or where to stay in each area you plan to visit. Travel agents are sure
to have the most comprehensive information at hand about the destinations they
offer. There are usually lots of travellogues, brochures, folders, tourist’s guides and
maps available for customers.

You may either choose and obtain a ready-made tour package, or ask for a
tailor-made tour package. Most of travel companies are able to arrange tailor-made
tours according to their customers’ requests.

Purchasing a tour, you should pay in cash or by credit card. You will get a
voucher for the services you have paid for, air tickets and other travel documents.
Travel agents may offer you to pay for your travel insurance. Bear in mind that in
high season the prices are up to 25 per cent higher than in low season, party tours
are cheaper than individual ones; children get discounts or even travel free.

Exercise 2. According to the text choose the correct item.
1. As a rule, holiday-makers prefer to.................. the same travel agency they
have already used before.
A. to kick
B. to stick to
C. to knock at
D. to tick off
2. How should an inexperienced holiday-maker choose out travel agency of a large
amount of them?
A. He should choose 4 or 5 agencies the names of which are familiar to him
and compare ad information.
B. He should pick out 4 or 5 agencies the names of which are familiar to him
and compare the prices.
C. He should ask questions.
D. He should read all the ad information.
3. If you have picked out the travel agency but lack some information or advice,
you shouldn’t............
A hesitate to travel.
B.hesitate to pay for the travel.



C.be in a hurry to make an appointment with the travel agent.
D.hesitate to ask questions.
4. What information are travel agents sure to have at hand?
A.comprehensive
B.all exclusive
C.the most comprehensive
D.all inclusive
5. When you paid for your tour, you will get......
A.the full package of services.
B.the number of facilities.
C.identification documents.
D.a voucher, tickets and other travel documents.

Exercise 3. A. Arrange the words in the proper order to have questions. The

first one has been done for you.

B. Find in the text answers to these questions. Work with your partner.

e.g. — a, people, how, holiday-making, agency, choose, travel? (special question)
How do holiday-making people choose a travel agency?

1. Why, an, holiday-maker, you, a, loss, when, not, are, are, at, you, experienced?
(special question).

2. There, some, holiday-maker, aren’t, are, hints, for, an, there, experienced?
(tag question).

3. Will, always, with, what, clerks, efficient, help, travel, you? (special
question).

4. What, able, most, companies, are, travel, arrange, to, of? (special question).

5. For, offer, to, what, many, do, agents, you, travel, pay? (special question).

6. Are, higher, the, when, prices? (special question).



Exercise 4. Explain the parts in italics and reproduce the situations in which
the sentences occur in the text.
1. Holiday-making people prefer to stick to the same travel agency they have
already used before and got their money’s worth.
2. Travel agents are sure to have the most comprehensive information at hand
about the destinations they offer.
3. Most of travel companies are to arrange tailor-made tours according to their
customers’ requests.

Exercise 5. This is the summary of the text above. Fill in prepositions or adverbs
where necessary:

(1) Normally people plan their holidays ...... advance. (2) Youare ......
a loss which travel agency to choose ....... a large amount ...... agencies
offering similar services. (3) You want an enjoyable holiday ....... some
reasonable price. (4) Here are some hints ..... you. (5) Their names should be
familiar ....... you: their ads regularly appear ....... traveloguesand .........
mass media. (6) If you are still not disappointed, make an appointment ..... the
travel clerk .... the agency office. (7) Purchasing a tour you should pay .......
cashor ...... credit card. (8) Bear ..... mindthat ..... high season the prices
are ..... ... 25percenthigherthan ..... low season.

Exercise 6. Look at the booking form below. With a partner read the dialogue
how a travel agent is dealing with a telephone enquiry and complete the form.

Booking reference........... ! Destination...... Madrid......

Flights From From To Date Time

Outward Hearthrow ..Barajas.... 13 April ... 2

Homeward ... 3 Heathrow ... L °

Name of hotel ...El..Prado...

Hotel code ...E25....HO9

Type of accommodation ® single [ double [ triple [
twin O private bathroom  []

No. of nights  ..........cooeiiinnn, !

Party members  .................. 8




Name(s) Title...... Mr...... Initials.......... ®  Surname............ 10
Address ..37...Briskol...Drive.....Swansea................
Postcode .

Telephone number.......................

(S=Sandra; C=Caller)
-Good morning, Sandra speaking.
: - Hello, is that Seaford travel?
-Yes, how can | help you?
: - I’d like to book a city break in Madrid please, as advertised in your brochure.
It’s on page 57.
-Right. When would you like to travel?
- - April 13" for three nights.
-April 13", Fine. For three nights you say.
: - That’s right. Leaving from Heathrow. We’re staying in London on the 12",
-OK, I’ll check availability. Sorry to keep you waiting. The computer’s just going
to be a few seconds. OK, here we are. That’s a direct flight with Iberia. What
time would you like to leave?
: - Early morning if possible.
- Fine, there’s a flight that leaves at 8.05.
. - Yes, that sounds OK. How long does the flight last?
-1t takes 2 hours 20 minutes. With-check in an hour beforehand. And then back
on the 16™. There’s a flight at 16.45 or 17.50.
: - The later one, please.
-OK. Is it just yourself that’s traveling?
s- Yes, itis.
-Could I just take some details? Can you tell me your name, please?
- Yes, it’s Jones, Gareth Jones.
-J-O-N-E-S?
: - That’s right.
-And your address, Mr Jones?
: - 37 Bristol Drive, Swansea, SE4 7PG
-And your telephone number, please?
- 07702 623479.
-07702 623479. And which hotel have you chosen?
: - The El Prado seems to be very good. Is it with a continental breakfast?
-Yes, that’s right. It’s a lovely hotel. I’'m sure you’ll like it. And is it a single
room?
C:- Yes.

OOy
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S: -Right. OK. So that’s three nights from 13 April for Mr G Jones, staying at the El
Prado, departure Heathrow, return from Barajas airport on the 16". The price is
£325 in all. Do you have a pen and paper?

C: - Hangon. OK.

S: -I’'m just going to give you your booking reference number. It’s BT 5473. I’ll
prepare everything for you and put it in the post this evening. And how would
you like to pay?

Exercise 7. Intonation in questions.

Note: The same question can be pronounced with a different intonation. Mind
that if your voice is flat and has little expression in it, you may sound bored and
uninterested. This often provokes a negative response in the listener. So, when you
want to ask a question beginning with a verb raise your pitch on the last stressed
word. This helps to make you sound more politely and interested.

Read these questions aloud with rising and falling tones to realize the
difference.

a. Can I help you at all?

b. Would you mind spelling that for me?

c. Can you tell me your number at work?

d. Sorry, could you repeat that for me?

e. Could you please give me your passport number?
f. Do you have any idea how long it takes?

g. Could you tell me what that price includes?

h. Can | get back in touch with you later?

I. Can you tell me when you wish to return?

j. Do you mind if I ask you how old you are?

Exercise 8. Intonation in tag questions

Note: Tag questions can be said in two ways. The intonation either rises (1) or falls
(]). If we use falling intonation (as in a) we are looking for confirmation or
agreement. If our voice rises (as in b) then we don’t know the answer and we want
to know.

! T
a She isn’t going, is she? b She isn’t going, is she?
You haven’t paid yet, have you? You haven’t paid yet, have you?

Practice reading the questions below as real questions and as requests for
confirmation.

a. You went for two weeks last year, didn’t you?
11



b. The 10.35 flight is fully booked, isn’t it?
c. You’re returning alone, aren’t you?

d. Your husband isn’t going with you, is he?
e. There is guided tour, isn’t there?

Exercise 9. Complete this conversation using the following prompts. With a
partner read the dialogue.
A. Prompts:

do you? looking tell me what

prefer does it would you like?

Is it? you tell me you'd like to go

IS we can find which airport the flight leaves from.

A — Agent B — Tourist

A
B

> T > > vy W > W

> @

Good morning. (@) ....... some help or are you just (b) ........ ?

Good morning. Well, | was considering taking a short skiing trip. You don’t
happen to have any bargain packages, (¢) ...... ?

Ah well. As it so happens, yes. But could you first give me some idea of
where and when (d) ....... ?

Anytime between now and mid-March really, but the sooner the better.
Would (e) ....... ski in Europe or America?

I was thinking of Switzerland or Austria but it’s more a question of cost and
good skiing. Could you suggest where (f) ....... good intermediate to
advanced ski runs?

Mm, well ...... We have a seven-night self-catering deal to Verbier in
Switzerland and that’s £259, and one to Alpach in Austria for £169. Both
leave this Saturday. That’s not too short notice, (g) ........ ?

No, that’s fine. Um, my partner prefers Switzerland so I guess I’ll take that
one. Er, could (h) ........ airport (i) ....... ?

Yes, Gatwick.

And the plane comes back to Gatwick, (j) ........ ?

That’s right.

Fine.

Right, well, let me take a few particulars. Could you (k) ........ name (1)
Yes, Bogdan Kaminowski.

Um....... yes...... , er, would you mind spelling that for me?

12



VOCABULARY PRACTICE

Exercise 10. Talking on the Phone.
A.Study carefully the expressions that you may find useful when making a
phone call:

May I speak to/with... I'm sorry, there’s no reply.

I’'m returning your call. Can | take a message?

Sorry, could you repeat that? Shall 1 get him/her to call you back?

I'm afraid he/she’s not in at the Mr. N will get back to you.

moment. Hold on a moment, please.

I'm afraid she’s not answering her [’ll just put you on hold.

phone I'm sorry, you’ve got the wrong
number.

Sorry to keep you waiting.
B.Perform several short dialogues using these expressions.

e.g.

Agent Funtours, can | help you?
Customer: Could | speak to Mr. N, please
Agent: No, I'm sorry, he is in a meeting at the moment. Can | take a

message for him?
Customer: No, thanks. I'’ll get back to him later.

Exercise 11. Look at the following ways of using the word “time” and complete
the sentences below.

1. Thetrainsrun ..... deadontime ...... , just like clockwork.

2. Itwasarushbutwearrivedjust ...................... - a few minutes later and
we’d have missed the flight.

3. My watch was very fastsowe arrived ...................... for the departure.
4. The flight leaves at 10.45andthe ................ooooiiiniain. is 13.25.

5. It’sthe ..o, of year to go. The weather’s neither too hot
nor too cold.

6. We had to wait in line for 30 minutes because only a few visitors were allowed

13



" at any one time / at any
given time (= at any
particular moment)

r.ight / wrong time
to do something

¥ in _ood time (= with plenty Y ’ te yourtlme
- of time to spare) d (= do not rush)

TIME

P run out of time (.= not . e G e dead on time
y  have any time left) i (= exactly at the right time)-

R

; et N S BRI . )
» estimated time of P estimated time of
arrival (ETA) - departure (ETD)

a time zone

Exercise 12 Complete the sentences with words below.

zones take one estimated good ran dead
1. Los Angeles and London are in different time ......... Z0Nnes .........
2. The .......oooinal. time of arrival is 11.35.
K your time, we’re in no hurry.
4. Theflightarrived ........................ on time, not a minute’s delay.
5. Make sureyou leavein ....................... time to get to the airport before
check-in closes.
6. There are about 5, 000 visitorsatany ......................... time.
7. We out of time and weren’t able to complete the
project.

Exercise 13. Asking questions.

Note: In formal situations it is politer to ask questions indirectly, especially at the
beginning of a conversation. For example, when asking a customer for information,
it can be better to use an indirect form such as “could you tell me when you were
born?” rather than “When were you born?”

Direct questions Indirect questions
How far is it? Can you tell me how far it is?
How much does it cost? Could you tell me how much it costs?

14



How long does the journey take? Do you know how long the journey
takes?
A. Which of these is correct? How would you reply?
1. Would you mind spelling that for me?
2. Do you mind if I sit here?
3. Would you mind to spell that for me?
4. Do you mind if I’m sitting here?
B.What do you notice about the way indirect questions are formed?
In direct questions, “how”, “what”, “which”, “where”, “why”, and “who” are
interrogative pronouns.
They can introduce simple questions, e.g. Who is that man? What do you do?
Or they can introduce an interrogative clause, e.g. Can you please tell me
who that man is?
In indirect questions these words are relative pronouns. The clause they
introduce has the same word order as an affirmative or negative sentence.
The question: “Could you tell me” is followed by statement: “How I get to the
station?”
C. Study the way these tag questions are made.
1. A visa is compulsory, isn’t it?
. You’re not leaving until next month, are you?
. They haven’t confirmed the booking yet, have they?
. You won’t forget to fax me details, will you?
. Tanya, pass me brochure, will you?
. Let’s have a look at the schedule, shall we?
. You had a single room last year, didn’t you?

~N O OB WD

What are the rules for the information of tag questions?

Tag questions contain an auxiliary followed by a subject pronoun:
A visa is compulsory, isn’t it?

If the statement is in the affirmative the tag is usually in the negative:
You want a room with a bath, don’t you?

If the statement is in the negative the tag is in the affirmative:
You won’t forget to fax me the details, will you?

The tag uses the same auxiliary as the main statement. If there is no auxiliary
or a form of the verb “to be” in the statement, we use a form of do or a form of “be”
in the tag:

You had a single room last year, didn’t you?

15



The exceptions are: “Let’s” and “shall we”.

Here “shall” is used in the affirmative with “let’s”. It is a suggestion and the tag is
used to check that the listeners agrees:

Let’s look at the schedule, shall we?

Pass me the brochure, will you? — is not a question, but a request or order.

The use of “will you” make the instruction sound less aggressive.

When “nobody” or “nothing” is used in the main clause, the question tag is in
the affirmative: Nobody had booked in yet, have they?
Nothing is missing from the room, is it?

Tag questions have two main purposes: the first is to require the listener to
provide confirmation; the second is to request clarification. Tag questions can be
used to express surprise or interest.

In this case both the main verb and the question tag are in the affirmative.

D.Sometimes a question doesn’t really function as a question.
e.9.: Why don’t you try a holiday in Scandinavia?
Let’s have a look at the schedule, shall we?
How would you categorize the following?
1. Shall I look after the paperwork for you?
2. Would you like me to make the visa arrangements?
3. Would you care for a cup of coffee?

Exercise 14. The words in following questions have been jumbled. Put them in
the right order to have a correct question.
e.g.: Spell you could me for Linares
Could you spell Linares for me?

details if the you | mind to check?

sharing mind twin you a would bedroom?

me you as can what tell fax your number?

for | necessary shall the make arrangements you?

you in mind filling would this me form for?

want many you how could you me to tell with go people?
you like would to me hold put you on?

you won’t sharing be twin a bedded room you will? (2)
requirements your entry draw the I may attention to?
10 again on they are aren’t strike the traffic controllers air?
11. you me is where can tell the station?

12. to Florida you do any know are there cheap if flights?
16
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13.
14.
15.
16.
17.
18.

please this form you in fill could?

ask mind do some you if | you questions?

a clerk you would mind is free until waiting?

you me the brochures are show where winter-sun can?
when leaves the train next to know would I like.

tell me you spend to could much how you wish?

Exercise 15. Make these questions politer as in the example.

e.g.

0 NOoO OB WD -

How old are you?
Would you mind telling me your age?

. When do you want to go?

. How many people are there in the group?
. How are you paying?

. Repeat that!

must check the detalils.

. Spell that for me.
. Give me a deposit.
. Fill this form in.

Exercise 16. In this exercise the travel consultant is checking some information,
but she makes a lot of mistakes! Write the questions she asks. The first has been
done for you as an example.

TC:

C:

TC:

C:

TC:

C:

TC:

C:

TC:

C:

TC:

C:

Your name is Mr George Brown, isn’t it?
No, it’s Mr Huw Brown.

................................... (English?)

No, I’'m Welsh.

SO, e (Welsh passport?)

No, I’ve got a British passport.

And youraddress ..................... (44 Stoneybrook Drive, Cardiff?)
No, not exactly. It’s 444 Sunny Brook Drive, Cardiff.
And........o, (a twin room with bath?)

No, we would like a double room with a shower.
..................... (for three nights?)
No, we’ll be staying for four nights.

Exercise 17. Complete this conversation between a client (C) and a travel
consultant (T). Read the dialogue with a partner.

C
T

I’d like to spend a few days in Rome.
Can you when ?
17



Next month, sometime after the 15,

Fine. And could how long ?

It depends on the price but preferably for four nights.

Well, we have some very good offers at the moment. Will a

lone?

No, with my partner.

Well, if you take this three-night package to the Flora Hotel it’s only £345

per person, for two people sharing a double-room with shower. Let
the brochure.

- 0O0-0

= O

Exercise 18. Put the words in the sentences into the correct order and act out
the dialogue:
A - Good morning. Help you like some would or you are looking just?

B - Yes, please, if had you any wondering | brochures Italy for was holiday?

A - Certainly, where going you considering were? A seaside or culture do
holiday prefer you?

B - Well, a little of both really. Where can suggest you be somewhere possible
it would to short excursions to take places of interest?

A - With pleasure. Any preference you to the do as area in have Italy?

B - Well, we some had near heard that there good beaches Rome are.

A - Yes. Well, two we Rome have excellent in which hotels ....

LANGUAGE DEVELOPMENT

Text 2
Exercise 19. A. Look through the active vocabulary before reading the text and
try to memorize it. Then read the text below, find and underline these word
combinations in the text.
Active Vocabulary
in comparison with y MOPIBHSHHI 3
storage 30epiraHHs, HAKOTIMYYBAHHS
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to come in off the streets IPUITH IPOCTO 3 BYJIHII

retail po3apio

wholesale T'YpT, OIT

to offer the customer one-stop mnpomoHyBaTH KIIE€HTY BCi BUIN MOCIYT,
convenience B OJIHOMY MICIIl, III0 € AYX€E 3pYIHHM
inducement CTHMYJI, MOTHB

legs of the trip CJIEMEHTH TI0JIOPOXKi

to operate on chain basis JISITH IO CXeMi Mepe (JIaHITIora)

to branch out OpraHi3oByBatu (iiaiu

the emphasis HaroJsoc, emdasa

to offer the best bargain IIPOIIOHYBATH HAMKpaIy MOKyIKYy

B. Choose the most suitable headings from the list (A-K) for each part (1-11) of
the text. There is one extra heading which you don’t need to use. There is an
example at the beginning (0).

A. Difference between Agency B. Airline Fares
and Operator

C. One-stop Convenience D. Two Types of Travel Agencies
E. Setting up a Travel Agency F. Recent Trend

G. The Origin of Travel Agency H. Commissions

I. Location J. Agent’s Services

K. Promotion of Agency

0. C Setting up a Travel Agency
The travel agency business offers many attractions to people with experience
in the tourist industry. Unlike most other retail businesses, there is no need for the
storage and display of large quantities of merchandise. This means that the initial
cost of setting up an agency is low in comparison with other retail businesses.
Retail travel services are similar to clothing stores, and agency offices are
often found in the same shopping areas as expensive stores.

A good location is an important factor in the success of an agency, and so
office space may be expensive. Another factor in success involves establishing a
steady clientele. The best customer for a travel agent may be a corporation whose
executives make a large number of business trips every year.

For customers who come in off the streets, so to speak, satisfying their travel
needs is the best way to assure repeated business.
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The retail travel agent sells all kinds of tourist products — transportation,
accommodations, sightseeing and the like to the general public. The term “retail”
distinguishes him from the tour operator or packager, who can be considered the
manufacturer or wholesaler of the tourist industry.

A typical travel agency has a rack of colourful brochures that illustrate the
delights offered by a wide variety of tours. The cost of this kind of promotion is paid
for almost entirely by the tour packagers. They prepare, print and distribute the
brochures, and they also absorb the national, or even sometimes international,
advertising costs. The retail agencies may do some local advertising, although even
in this case costs may be shared with tour packagers or transportation companies.

4.

Nowadays, the growth of the airlines has led to a corresponding growth in the
number of retail travel agents.

The agent offers the customer one-stop convenience. The traveller can make
all the arrangements for this trip without having to go to separate places for his
airplane seat, his hotel reservation, his rental car, and whatever else he may want for
his trip. The airlines offer inducements to travel agents to handle reservations for
them.

In return for the customers who are brought in by the agencies, the airlines
give special care and attention to the agents. They may set aside seats on some
popular flights just for the agencies. They also give assistance to the travel agents in
working out fares.

Airline fares have become very complex in recent years, with a great variety
of special categories — high season and low season fares, for example, or 21-day
excursions, family plans and many others besides the customary price difference
between first-class and economy.

The problem becomes even more complicated when the trip has several legs
— different segments of the trip on different flights, often on different airlines. The
routing of a particular trip also frequently makes a difference in the total fare.
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Computerization has caused great changes in the travel agency business and
will continue to cause additional changes in the future. Many travel agencies are
equipped with computer terminals that permit access to the information stored in the
computer. This makes possible the immediate confirmation of reservations of airline
seats, hotel rooms, or rental cars.

A recent trend that has developed among travel agents is to operate on a chain
basis, that is, with several outlets. Some of the large travel companies have operated
in this way for many years. Now the smaller agencies are also branching out. Some
of them have opened offices in different parts of the same city or its suburbs, while
others have opened offices throughout an entire region.

There is some difference in emphasis in the kind of business handled by travel
agents in the major tourist markets and those in the major tourist destinations.

In the market areas, the emphasis is on selling travel services and tours to
people who are going to some other place. The agencies in the tourist destinations,
on the other hand, often put a great deal of emphasis on services the traveler will
need while he remains in that area. These services including local sightseeing tours,
arrangements for independent travel, currency exchange, tickets for local
entertainment, and so on. Since the agencies in some tourist areas deal with many
foreigners, language skills are often more important than in the market areas. It
should be noted that many places are both tourist and market areas that offer the
entire range of travel services.

Any retail business involves a great deal of contact with the public, with all
pleasures and pains that such contact may bring. This is doubly true for travel agents,
since they are selling services and not goods. Many of their customers expect them
to advise them on where they should spend their vacations, on hotels, restaurants,
health problems in all parts of the world.

The successful sale of services depends on pleasing the customer. The agent
can serve the customer by keeping up with changing fares so that he can offer his
customers the best bargains or by helping them to work out complicated fares. The
agent must also keep up with changing government regulations for international
travel — visa and health regulations, customs information, airport taxes — so that he
can give the traveler accurate and reliable information. The agent must even be alert
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for possible political problems in the tourist destination countries. One of the
primary necessities for recreation travelers is personal safety.

10.

The retail agent is normally paid by means of commissions — percentages of
sales made through the agency. The commissions vary from country to country and
from time to time. There are of course many rewards other than the financial ones
for the travel agent. One of them for some people simply involves dealing with the
public and serving their needs. Another involves the opportunity to do a great deal
of traveling themselves.

Exercise 20. Fill in the correct word from the list below. Use the words only
once:
delights, pains, routing, establish, regulations, initial, arrangement, immediate

1. cost of setting up an agency

P 1 JO a steady clientele

3. toillustrate the............... of the tour in colourful brochures

4. tomakeallthe................. for the trip

5. the.........ooeill. of a particular trip

6. the.................... confirmation of reservations for airline seats, hotel rooms
or rental cars

7. to keep up with changing government.................. for international travel

8. the pleasures and................... of the contact with public

Exercise 21. Fill in the correct preposition, then choose any five items and make
sentences.

1. large quantities ................... merchandise

2. i, comparison ............. other retail businesses

3. todistinguishoneterm .................. another

4, tosharecosts ................. tour packagers or transportation companies
5. tooperate ................. a chain basis

6. toopen offices ............... an entire region

T i the other hand

8. agreatdeal ................ contact ............ the public

B owh e
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Exercise 22. Find the synonyms in the text to the following words:
- reqular clientele
- chance customers
- adisplay of colourful brochures
- to offer bonuses to travel agents
- ordinary price difference
- to often make a difference in the total fare
- the whole region

Exercise 23. Find the opposites in the text to the following words:
- retail
- to forbide the access to the information stored in the computer

- the final cost
- very simple airline fares
- to purchase services not goods
- the sale of services depends on annoying the customer

Exercise 24. Find the equivalents to the following Ukrainian word
combinations.
- JIIOJIM 3 IOCBIJIOM pOOOTH y TYPUCTHYHIN cepi

- Ha BIIMIHY BiJ{ IHITUX IIPUEMCTB, 110 TOPTYIOTh B p0O3/pi0

- (Qakrtop, KUl cupusie yCuixy Typ areHuii

- 1TOMY noJI10He

- BIJPI3HATH OJWH TEPMIH BiJl IHIIIOTO

- BUCBITJIIOBATH MPUHAIU BIIIIOYUHKY

- OpEHJIOBaHUI aBTOMOO1JIb

- Oyab-1110 1HIIIE
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- CKJIaJHa I1J1aTa 3a aBia epejibOTU

- 3BWYaiiHa PI3HMIA Y IiH1

- CErMeHTH (BIIpPi3KH) MOJOPOXKI

- po3poOJIeHHsI MapUIPyTy MEBHOI MOi31KU

- CHPUYMHUTH (BUKJIMKATH) TOAATKOBI 3MIHH Y MallOyTHHOMY

- JIISTH TI0 CUCTEMI MEPEX 3 JACKUIbKoMa (iliaiaMu

- TI0 BCbOMY PallOHY

- 3 1HIIOro OOKy

- HaBHU4YKH BUKOPUCTAHHA 1HO3EMHHUX MOB

- MOTPIOHO BIA3HAYMTH, IO

- BJBIYl IPABAUBO

- TPOMOHYBATH KJIIEHTAM Kpallly OKYIKY

- YPCryJrOBaHHA CIIPaB 3 Bi3aMH Ta MCINYHHUM CTPAXyBaHHAM

- MUTHMHUIIA

- ocobOucra Oe3mneka

- BIJICOTKH BIJ] ITPOJIaXK

Exercise 25. Answer the questions to the text.
1. How does retail travel business differ from other kinds of businesses?
2. What factors are important for the success of a travel agency?
3. What kind of services does a travel agency offer?
4. In what way is a travel agent different from a tour operator?
5

. What kind of promotion do travel agents offer?
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6. What makes travel agencies very attractive to customers?

7. How are the relations between travel agents and airlines built up?

8. Why are airline fares so complicated?

9. In what way have computers changed travel agency business?

10.What other recent trends does the text mention?

11.How does travel business differ in the market areas and in the tourist
destinations?

12.What does any retail business involve?

13.What do customers expect from travel agents?

14.What is one of the primary necessities for recreation travelers?

15.What rewards do travel agents get for their job?

Exercise 26. Sum up what you’ve learned about:
- Important factors for success in travel business;
- the difference between travel agents and tour operators;
- advertising policy of travel agencies;
- the relations between travel agents and airline companies;
- the recent trends in travel agency business;
- the emphasis on selling travel services in the market areas and in the tourist
destinations;
- the ways to make travel agency business successful;
- the rewards for travel agents.

Exercise 27. A. customers often book their holidays over the telephone. Travel
agents should be able to hold the conversation and to fill out the booking form.
Look at the booking form for holidays in Ukraine and say whether these
statements are true or false.
JOIN UP
PLEASE USE BLOCK CAPITALS
BOOKING REFERENCE UKR 352.JP
TOUR NUMBER
DEPARTURE DATE
DEPARTURE AIRPORT
TOTAL HOLIDAY PRICE

Mr/Mrs/ | First name | Surname Address Tel. No. Nationality
Ms / Miss
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INSURANCE PAYMENT
Insurance is compulsory on our holidays. Deposit of £100 per fare-paying passenger or
We assume you require our Insurance | full payment when travel is within 8 weeks.
UNLESS you have made alternative | Insurance premium

arrangements for greater or comparable cover. | per person £
visa per person £
deposit per person £

If payment is made by credit card, the credit
card charge form must be completed.

TOTAL
VISA SERVICE
A visa is compulsory. The visa charge will | I warrant that | am authorized to make this
automatically be added to the invoice. Please | booking. | have read and agree to abide by the
fill in the standard application form. booking conditions and other information set

out in the brochure relevant to my holiday.

SIGNATURE:

1. The customer has to purchase a Join Up travel insurance policy.

2. Clients don’t need a visa.

3. If you make a reservation for four people ten weeks before departure, you
have to make a deposit of £400.

4. Deposits cannot be made by credit card.

5. Full payment is due two months before departure.

B. Now read about Mr Maughan who is making a holiday booking over the

telephone. Note the details of the travelers, their trip and payments. After you

have read, calculate the sum of money the caller will write on the cheque.
(TA=Travel agent; N=Natasha; Mr=Mr Maughan)

TA: - Good morning, Join Up Travel Agent, can | help you?

Mr: - Hello, er yes, can | speak to Natasha, please?

TA: - Er, yes, who’s calling?

Mr: - I spoke to her last week about a holiday in the Ukraine and I’d like to make

a booking.

TA: - OK, could you hold on please? I’ll put you through to her desk.

Mr: - Thank you....

N:-  Hello.

Mr: - Is that Natasha?
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Speaking.

Um, | visited your agency last week and we talked about the tours you
organize in the Ukraine. You said I should get in touch with you if I’d made
up my mind.

Oh yes, | remember. Have you decided where you’d like to go?

Yes, I’d like to make a booking if that’s OK.

Fine. I’1l just get a booking form. hold the line.... Right. Could you tell me
which tour you’ve decided on?

The one-sorry, I haven’t got the reference with me — the ten-day one to Kyiv
via Odessa. We fly from Gatwick.

OK, I look up the reference number later. Can you tell me what date you
want to leave on?

The thirteenth of July.

Fine. So would you mind giving me your name, please?

It’s for me and my wife — Mr and Mrs Maughan.

How is that spelt?

M-A-U-G-H-A-N.

And please could I have your first names?

Linda and Kevin.

Is that Linda with an | or a Y?

And it’s L-1-N-D-A.

Thank you, and I’ll need your home address.

Certainly. That’s 41, Swynford Hill, Temple Fortune, London NW11 7PN.
41, I’'m sorry, could you please spell Swynford for me?

Of course, S-W-Y-N-F-O-R-D. Then Hill, Temple Fortune. London NW11
7PN.

And the telephone number?

0181 392 4535.

And do you have a number at work?

Yes, 0171 274 0083, extension 32,

Thanks. And are you both British?

| am, my wife has an Irish passport.

Right, now do you mind if I just check the details? It’s Mr Kevin Maughan
spelt M-A-U-G-H-A-N and Mrs Linda Maughan of 41 Swynford Hill,
Temple Fortune, London NW11 7BN.

Sorry, could you repeat that?

Mr Kevin M...

No, the last bit of the postcode. Did you say P or B?

B. B for Bravo.
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Mr: - No, it’s P for...for er...Peter.

N: -  Sorry, thanks. So it’s London NW11 7PN. Telephone number 0181 392 4535
and at work 0171 274 0083, extension 32. Departure date 13" July. Now,
there’s the insurance which is...er...is compulsory on this kind of tour.
Would you like to make your own arrangements or would you rather take
out the standard insurance policy?

Mr: - Oh...I guess the standard one. It saves a lot of trouble.

N:- Yes. OK well the insurance premium is — wait a minute I'll look in the
brochure...um (reads to herself). It’s for ten days, isn’t it? “Up to eight days,
£19. Nine to twelve days £22 per person”. Right, so that’s £22 per person.
And...um...you’ll need a visa as well.

Mr: - OK, um...do you know how much that costs?

N:-  Yes, that will be an additional £17 per person. Shall I look after that or would

you prefer to get it yourself?

Mr: - No, no, you do it! I haven’t got time!

N: - Right, so I’ll need you to fill in an application form and I’1l also need three
passport size photos and a copy of the inside cover of your passport, so if
you bring those in the next time you drop in I’ll send everything off with the
confirmation.

Mr: - OK.

N: -  And I’ll also need your deposit which is £100 a head.

Mr: - Right, well I’ll drop by at the beginning of next week and make you out a
cheque than.

N: -  Good, thank you for calling. Goodbye.

WRITING

Exercise 28. Read the extract from a travel agency training manual. Then copy
and complete the flow chart.

HOLIDAY BOOKING PROCEDURE

Once the client has signed the booking form, you must collect the appropriate
deposit payment. If the client pays in cash or by cheque, you should issue a receipt
according to office procedure and then forward this payment to the tour operator
concerned.

However, if the client pays with a credit card, you should make sure he or she
has completed and signed the credit card section on the booking form. You may find
also that from time to time the operator may want the client to sign a Standard Sales

\Voucher instead.
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1 Ask the client to sign the

2 Collect the

2a If the client

a

by cheque, you

pays in cash or | 2b
card, he/she should

b

3
insurance

Deal with

3a
chosen,

If the TO’s insurance is

own insurance,

4 Send off booking form to TO
for confirmation

4a
imminent then,

If the expiry date

is
you should receive

5 Make a note of when the client
should

6 When confirmation is received
a
b

Of course, it is important for the client to take out insurance. If the tour
operator’s insurance is chosen, make sure the booking form is correctly completed

and then add the premium to the deposit.

Should the client decide on an alternative insurance at all (not to be advised),
make sure this is properly noted on the booking form. Remember that if you sell our
own group’s travel insurance, you can earn up to 45 per cent commission.
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3b If the client takes out his/her

4b Make a note of the date when




Once the booking form has been signed, it should be sent to the tour operator
immediately. If the option expiry date is coming up soon, it is best to telephone and
make arrangements to extend the option so as to avoid any risk of the booking
arriving too late. When the tour operator receives the booking form, all the details
such as flight reservations or hotel rooms will be confirmed.

It is a good idea to note the date by which you should get the confirmation or
the invoice back — usually two to three weeks after the booking. It is also a good idea
to make a note of the date by which the client must make full payment (usually about
six to ten weeks before departure). When confirmation is received you should check
the details to make sure they are the same as those in your file and on the photocopy
of the booking form. Finally, the confirmation should be sent to your client,
highlighting the latest date for payment.

(adapted from American Express Training Manual).

Exercise 29. This is another extract that also comes from the travel agency
training manual and completes the description of the holiday booking
procedure. Fill in the gaps with the given words:
settle, option, come, due, issue, file, expiry, liability,
departure, confirm
PAYMENT OF BALANCE

ABOUT EIGHT WEEKS before the client is due to travel, full payment for
the holiday must be collected. Make sure YOU check each booking form to see
exactly when paymentis (a) ............ and make a note on your (b) ............ :
If the client cancels after the (¢) ............. date for final payment, hefty
cancellation charges apply. You must safeguard yourself against (d) ...............
for these charges by ensuring you are holding full payment before the date that
cancellation charges () ............... into force.

As far as tour operators are concerned, late bookings are bookings made after
the date when full payment was expected. So usually a late booking is one made less
than eight weeks before (f) ............. .

Since cancellation charges would apply immediately in this case, it is essential
that you should collect full payment at the time of booking. If the client is unable to

pay at once, take outa(n) (g) ............... on the holiday and (h) ............. it
when they return to pay by an agreed date, at which time the client must (i)
............. in full.

When payment has been finalized you are then ready to (j) ............... the

travel documents.
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Exercise 30. Write a checklist of points(at least 10) for newly-trained staff to
remember when making a booking.

1.

©ooNOOE W

[HEN
o

Exercise 31. Translate the following sentences from Ukrainian into English.
1.
2.

Typ areHiiii € HeB1J’ €MHOIO YaCTUHOIO TYPUCTUYHOTO O13HECY.

[le € T1i «po3apiOHI TOUKW», JI€ KIIEHTH MOXYTh OTpPHUMaTH BCl BUIU
TYPUCTUYHUX TOCTYT B OJTHOMY MICIIl.

s 3py4HICTh 1 BU3HAUAE TOMYJISIPHICTH I[LOTO BUIY O13HECY.

Jlns ycmimHoi poOOTH Typ areHuli BaXKJIMBUMHM € Takl (pakTopH, K ii MicLe
pO3TallyBaHHs, HASABHICTh IOCTIMHOI KIIEHTYPH 1 TMpPaBWIbHI METOIU
pPEKJIaMHOT KOMIIaHi1.

[Ile omHUM BaXXKJIMBUM JIAHIIOTOM B POOOTI Typ areHIii € ix B3aeMOIis 3
TPAaHCIIOPTHUMHU KOMITaHIsIMU, OCOOJIMBO aBi1aliHISIMHU.

3a ocTaHHI POKM B POOOTI Typ areHIiid Majau MiClle 3HAa4YHI 3MIHHU, SKI
BUKJIMKAH1 BUKOPUCTAHHSAM KOMIT FOTEPIB Y IIbOMY Oi3HECI.

AJie JI'0IM BCE K TaKH BIJIAIOTH IepeBary ToMy, mobd o0roBoputu npoodaeMu
CBOT'O BIJMIOYMHKY 3 IOCBITUEHUM TYp areéHTOM.

SPEAKING SKILLS

Exercise 32. Taking a booking. A customer is ringing a travel agent to book a
flight. Number the dialogue in the correct order. Then act it out with your
partner.

J.—Jane A.- Alan

- J. That’s right. How can I help you, sir?

- J. Good morning. This is Star Travel. Jane speaking.

-J. Goodbye.

-J. Certainly. I’ll just give you the booking reference number. It’s LF 2254G.
-J. It leaves at 6.30 and arrives at 8.00. Would that suit you?
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-J. I’m not sure. I’ll check availability for you. Do you have a preference for
any particular airline?

- J. Do you want to confirm it?

-J. OK. Now, let me see...... there’s availability on the 18" on an early
morning flight with Lufthansa.

- A. Yes, that would be fine.

- A. I’d prefer British Airways or Lufthansa.

- A. Yes, please, and could you charge it tour account?

- A. How early?

- A. Hello, this is Alan March from GKC. We have an account with you.

- A. Id like to book a flight to Munich on the 18" of November. Do you think
there will be any seats left?

- A. Lf 2254 G. OK, thanks very much. Goodbye.

Exercise 33. Complete the dialogue without any prompts and then act it out
with your partner.

Paulette:
Alexander:
Paulette:
Alexander:
Paulette:
Alexander:
Paulette:

Alexander:
Paulette:

Alexander:

Good morning, can | help you?

Ah, yes please. My girlfriend and | would like to go on a safari.
(@) e where you’d like to go?

Well, we’d heard that the game parks in Kenya were particularly
impressive.

Yes, of course. Several companies run packages to Kenya. (b)
............................... to go?

We heard that September was a good time to go. That’s right, (c)
Yes, but the temperature is pretty constant throughout the year.
(d) accommodation .....................
in mind?

We would rather go on a camping safari than stay in hotels.

Let me show you this one in the brochure. As you can see, you
travel around in covered land rovers. The holidays are for seven
or fourteen nights. Which (e) ......................... ?

It’s all a question of price really.

Exercise 34. Making a Holiday Booking by Telephone.
A.Work with a partner. Before you begin, list the sort of information you
will need in order to fill in a holiday booking form. Study the additional
information which may help you in acting out the dialogue.
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Student 1 makes a booking. Student 2 takes a booking.

You want to go on holiday to Cefalu You will receive a phone call from a
in Sicily. Ring up to make a client interested in a tour of Celafu
booking and check the details. in Sicily. Reply to his/her enquiries
- Cefalu, Sicily Dates? and take down their details. Charge
- Things to see and do? the full amount of the holiday to
- Accommaodation? his/her credit card.

- Insurance?

- Cost?

Information for Student 1.

H Portuguese/English
Cred It Card Translations
4773 0978
] 6337 2451 29 Fitzroy Square
Expiry Date: London
03/2005 WC 5CD

M. FIGUEREIDO Tel: 0171 923 5000

Information for Student 2.

Departures: June, July 14

Cefalu: situated on the northern coast, 1 hr from Palermo. Picturesque Arab-
Norman town dating from 5™ century BC.

A Norman cathedral in the town square contains some of the finest mosaics
in Italy. The town sits under the rock of Cefalu on which the Temple of Diana was
built.

All Sicily’s classical and medieval sites are within driving distance. There is
also a sandy beach near the town centre.

Programme: included in the price are scheduled Alitalia flights from London
LHR, transfers and accommodation at the ***Kalura Hotel (half board). The hotel
is situated in a quiet bay 20 mins from the centre. All rooms are decorated in
Mediterranean style and have private bathrooms. Typical Sicilian cuisine. Activities
include creative writing, painting, photography, a Sicilian folk night, trips to
Palermo and Agrigento and a country lunch including wine and a picnic with a walk
up Cefalu Rock.

Price: £ 579 for 1 week. £180 for a second week. Insurance £19.

B.Play out a new situation. Change your roles, now Student 1 takes the
booking and Student 2 makes it.
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Student 1. Student 2.

You will receive a phone call from You want to go on a holiday called
a client interested in tour called “Venice and the Verona Opera” in
“Venice and the Verona Opera”. June or July. You have two weeks’
Reply to his/her enquiries and take holiday. Ring up to make a booking
down the details. Charge the full and check the details.
amount of the holiday to his/her - Venice & the Verona Opera
credit card. Dates?

- Things to see and do?

- Accommodation?

- Cost?

- Insurance?

Information for Student 1.
Venice and the Verona Opera

Departures:
15 July 25 August: 7 days

Programme:
Perfomances of La Boheme, Norma, Nabucco, Aido and Otello to choose from
(tickets for two perfomances in the second sector of the Arena in Verona).
Plus a full tour of Venice and the Venetian villas of the Brenta river and a stay
in Venice.

Price: from £795. Insurance £18.

Includes flight from LGW, three nights’ HB accommodation in Verona at the
Hotel Borghetti in en-suite rooms. Three nights’ bed and breakfast in Venice at the
Grand Hotel Principe on the Grand Canal. Waterbuses to St. Mark’s Square depart
from the main station just a few metres away. All transfers between the hotels and
the airports, plus the services of local hosts and guides.

Information for Student 2.
J. WILKES
computer consultant
2 Kingston Avenue
Manchester
M20 8SB
Tel: 0161 434 3591
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Credit Card

6289 0150 6885 8372

Expiry date: J. WILKES
06 / 2006

TALKING POINTS

Exercise 35. Think these questions over and speak on the travel agency business
and people employed in it.
1. Why is travel agency business attractive to very many people?
2. Are there many people in this business? Why? Or why not?
3. What qualities are needed for those who want to work as a travel agent?
4. Is travel agent business in Ukraine similar to that in other countries? Give
examples.
. Is this business well developed in Ukraine?
. Does it have good prospects for further development? Give your reasons.
. Would you like to be a travel agent? Why (not)?

~N O O1

Exercise 36. You are a manager of a big travel agency and one of your duties is
to hold training sessions for employees. The theme of today’s session is how to
take a holiday booking. Use your written checklist of points and speak on what
and how it should be done.
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UNIT 2

TOUR OPERATORS
LEAD-IN
- What sort of holidays did your grandparents go on?
- What changes have taken place in the travel industry in recent years?
READING

Text1l
Exercise 1. Look through the active vocabulary before reading the text and try
to memorize it.
Active Vocabulary

to investigate the new markets JOCIIKYBATH, BUBYATH HOBI PUHKH
principal KEepiBHUK, (mym) mapTHEP

flight manifest CIMCOK ITaca)XMpiB Ha JTITaK

bulk purchase OITOBA TIOKYITKA

deals BEJIMKa KiJTbKiCTh

to accept booking NPUIAMATH 3aMOBJICHHSI

to send invoices to customers HAJICUJIATH KITIEHTaM PaxyHOK

TRAVEL AGENTS AND TOUR OPERATORS

There are a lot of differences between travel agents and tour operators, but
basically, a tour operator buys the separate elements of transport, accommodation,
and other tourist services, and combines them into a package. A travel agent sells
this product and other services to the public, and provides a convenient location,
such as a shop or an office, for the purchase of travel.

A tour operator decides what tours and holidays to organize — it may be
inclusive tours or independent holidays. He investigates new markets to find out
what people actually want. Then, he puts together a tour, he has to negotiate with
the various airline companies and hotels and other principals in order to get good
bulk purchase deals. He’ll probably charter an aircraft and later on he’ll need to
recruit and train the staff to be resort representatives, guides, and so on. When he
has sorted everything out and signed contracts with the principals, he concentrates
more on promotion — designing and printing a brochure, and planning and
advertising campaign. Then the tour operator begins dealing more directly with the
travel agent in accepting bookings. He has to continue to work with the principals —
sending room lists, flight manifests, etc.
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So a tour operator doesn’t usually have many direct contacts with the
customer. The travel agent is in direct contact with the client, advising on resorts,
carriers, and travel facilities in general, helping to plan itineraries for customers, etc.

Then, when he is actually selling holidays, inclusive tours, air tickets, and so
on, he’ll be involved in recording and confirming reservations, sending invoices to
customers, and issuing tickets and vouchers. He is also involved in arranging car
hire or selling insurance, ordering stocks of brochures form rack display, and plenty
of other things.

Exercise 2. According to the text choose the correct item.
1. There are a lot of differences between travel agents and tour operators, but
basically the latter....
A. sells separate elements and services.
B. purchases elements of tourist services and combines them into a
package.
C. buys separate elements of transport and accommodation.
D. combines separate elements into a package.
2.Whom does a travel agent sell tourist product to?
A. to the principals.
B. to the relatives.
C. to the travel operator.
D. to the public.
3. What does the tour operator have to negotiate with airline companies, hotels
and other principals for?
A. In order to have a good bargain.
B. In order to get discounts.
C. To recruit and train the staff.
D. To obtain good bulk purchase deals.
4. After signing contracts with principals, the tour operator...
A. deals with the travel agent.
B. gets down to promotion.
C. Sends room lists.
D. Recruit the staff.
5.What ancillary services is the tour operator involved in?
A. in sending invoices to customers.
B. inissuing tickets and vouchers.
C. inarranging car hire.
D. in recording confirming reservations.
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Exercise 3. A. Look at the different functions in the left-hand column and match
the underlined words with the definitions in the right-hand column.

Functions Definitions
a) sell air tickets and other tickets 1)  hire for a special purpose
b) design a brochure 2) agreement to pay money as
c) give advice on resorts, carriers, and compensation for loss or accident
travel facilities 3) person or company, such as a hotel or
d) order stocks of brochures for rack an airline, which is represented by an agent
display 4) take someone on as an employee
e) negotiate with principals for bulk | 5) equipment (in a shop) to hold things
purchase of airline seats, hotel rooms, etc. such as brochures
f) record and confirm reservations, send | 6) legal agreements between two
invoices to customers companies
g) issue tickets and vouchers 7)  paper or ticket which is given instead of
h) charter aircraft money
i) send flight manifest to airline 8) buying large amounts of goods or
J) send rooming list to hotels services in order to get a lower price
k) provide travel insurance 9) tour including travel, accommodation,
I) sign contracts with hotels, airlines, etc. and meals (like a package)
m) plan itineraries for customers 10) relating to a business or company
n) arrange corporate travel 11) planned method of work
0) investigate and research new markets 12) company which transports passengers
p) advertising and promotion strategy (such as an airline)
plan 13) list of passengers on a ship or plane
q) recruit and train, e.g. resort| 14) listof guestsina hotel, with their room
representatives and guides number
r) arrange car hire 15) lists of places to be visited on a journey
s) organize inclusive tours 16) publicity booklet giving details of
t) sell inclusive tours holidays, etc.

B. Decide which function is performed by a travel agent and which is performed
by a tour operator.

Exercise 4. Tour operators, airlines and national tourist boards often run
“educationals” (also called “familiarization trips” (FAM trips) for people in the
travel trade who are in a position to promote a particular destination.

A. Read about George Webber, who works for a large tour operator, talking
about “familiarization trips”. Make notes from the text to answer the
questions.

1. What is a familiarization trip?

2. How is it different today from the past?
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3. Which travel agencies get invited on most of George’s fam trips?

4. Which other agencies might get invited on ‘new-product’ trips?

5. Who pays for fam trips?

6. When will George be sending people on them?

(I=Interviewer; G=George)
- George, you've been working for one of Europe's largest tour operators for
the past twenty years. Can you tell us what familiarization trips are?

G: - Well, the familiarization trip or 'fam trip', as it is commonly known, means

different things to different people. Basically, for us, it is an opportunity for the
people who sell our holidays to get to know our hotels and resorts better. We,
as a tour operator, get together with an airline, the relevant national tourist
office, and one or more of our hotels to construct a trip for the employees of
the travel agencies that we're dealing with. They will be staying in our hotels,
which, we hope, they will then recommend to their customers. Now, in the
past, this was really often seen as a chance for, basically, a cheap holiday. You
stayed in a nice hotel, met a few people and had a good time. Not much work
was done. It was considered a kind of freebie.

- But not anymore?
: - Well, | think those days have long gone. In the current economic climate,

everyone is looking for value for money. No one's got money to throw around.
Organizations invest in fam trips in the hope of securing extra business. In the
past, we simply saw familiarization trips as a kind of reward. These days, that's
still important but we emphasize much more the learning or the 'educational’
side. Of course, we want people to have fun, but we need to see a return for
our money. We want to make sure they go away with a good knowledge of our
resorts and hotels. Any agency employee who comes on one of our fam trips is
given a questionnaire to fill in while they are staying in the hotel, and we always
ask for a report to be written afterwards. In that sense they're educational.

- Yousaid earlier that fam trips were an opportunity for people to meet each

other, butisn't it true that it's always the same kind of company that gets invited
on fam trips - by that I mean the big ones?

- Well, yes and no. Clearly we cannot send every employee in every agency

on a familiarization trip. The important thing is to reward customer loyalty.
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So then we'll ask a good agency to send along a member of staff who has
probably never stayed in one of our hotels before to come and see exactly what
our hotels have to offer. Naturally, popular agencies sell more of our holidays,
so more of their employees will go on our fam trips.

I:- Right. So it's a question of how popular a travel agency is?

G: - Yes, but then there are the new-product educational trips. They may be quite
different. Maybe our new hotels will appeal to travel agents that we don't do
much, or even any, business with. When we have new hotels we wish to promote,
we have to calculate which agencies to approach. Then we do deals with smaller
agencies. All businesses need to evolve, so we can’t just use the same hotels or
the same travel agencies year after year.

I:-  So who pays for fam trips?

G.- Well, as | said: tour operators, transportation companies, such as airlines,
but also coach companies and ferry operators and the hotels themselves. We
actually charge the agencies something for sending people along. That way
agencies themselves become more concerned about getting value for money.
We don't charge much, mind, or we wouldn't get anyone who was interested.

I:-  Right. Will you be sending people out soon?

G.- Not right now, but we'll be sending people out in May, nearer the high
season. Then by June we'll have arranged some more trips for the end of the
summer, when we're not so busy. We also try to make sure that we send people
who are in more or less the same positions in their firms. We don't usually have
junior staff and senior management together, for example. They might feel a
bit uncomfortable.

I:- Right. Well, thanks very much.

VOCABULARY PRACTICE

Exercise 5. Package Holidays.

Tour operators buy separate elements of tourist services and combine them into
a package. Such package holidays are sold to travel agents or sometimes
directly to the public.

Complete the diagram with these words and phrases.

cruise hotel visa charter flight adventure guesthouse

scheduled flight transfer  foreign exchange equipment hire  mini-break

insurance lodge honeymoon lift pass villa winter sports
luxury coach inn all-inclusive

40



) -
f;ccommodation

: : “f*trypes of holiday ' e |
=

O D

e 7 PACKAGE HOLIDAY

W@vmw» .
?‘ _‘éaﬂ .
Transportation

"~ Ancillary ‘
services S >

e charter flight

Exercise 6. An agent for Scandinavian Seaways is welcoming a group on a
familiarization tour. Complete her speech using the following verbs in the
Future Continuous. The first one has been done for you.

arrive goon sail stay
board have set off stop
come leave spend use

‘Good evening, ladies and gentlemen, and on behalf of Scandinavian
Seaways, | would like to welcome you to our familiarization trip aboard the MS
Prince of Scandinavia.

I’d just like to run through our itinerary for the next few days. We 'will be

setting off in a few minutes, and tonight we? across the North
Sea towards Denmark. If the weather holds, we? in Esbjerg
tomorrow afternoon at 13.45. The coach will take us to the Hotel Pejsegarden in
Braedrup, where we 4 . This is the hotel that we
5 for all our future tours as well. There will be plenty of time
to settle in, and in the evening we ¢ a special dinner

in the hotel’s famous restaurant. At midnight there will be champagne and firework
display, followed by dancing in the disco.

We - the next morning in the hotel, and in the
afternoon we s a tour of the Silkeborg Lake
District. We ¢ back in time for afternoon coffee, and
you’ll be free for the rest of the evening. The next day the coach
10 at 10.00, and we u on the way for
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lunch, before going on to Hamburg, where we 12 the MS
Hamburg for the 16.30 sailing back to Harwich.’

Exercise 7. Tourism employees who have been on a FAM tour are asked to write
a report afterwards. It is the so-called educational report. It is written for
members of the travel agencies staff.
A. Read the text about educational reports and fill in the necessary words
from the box.
customer, return, trip, polite, educational, brochure, destination,
questions, familiar, complete, feedback

An ... report is designed to help you become more ............. with
a new country, destination or resort. This forms an important part of our ............
service. The aim is that the report will help you in the future when recommending
this .............. to your customers. Obviously, we cannot all visit every destination
in the world, soon your .............. , you should share this new information with
your colleagues.

There are three stages to the educational trip. Before you go you should
........... the questionnaire using the Tour Operator’s ............ During your stay
you should complete the Educational Booklet, which contains ............. about
the resort itself, travel arrangements and the hotel. After the trip, you should discuss
your ........... with your manager and how you are going to train other members
of staff duringthe ................ session.

Once you have returned from your educational trip itisonly ............. to
write and thank your hosts.

B.Read the text again and answer these questions.

1. What are the aims of the educational report?
What do you have to do before you leave?
What should you do while you are away?
What does an educational report include?
What should you do when you get back?

a s wn

Exercise 8. ‘Organizations invest in fam trips in the hope of securing extra
business.’

in the hope of is a common prepositional phrase (preposition in + noun the
hope + preposition of).

Put each prepositional phrase from the following list in its correct space

in the sentences which follow.
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a. in the process of g. with a view to

b. on behalf of h. in accordance with

c. under the guidance of I. In response to

d. in addition to J. in view of

e. in terms of k. with the reference to

f. in the event of l. in payment for

1. our telephone conversation, I am writing to confirm our
order.

2. the hotel, I would like to wish you a Happy New Year. (The
Manager.)

3. All our sports activities are organized a fully qualified
instructor.

4, rain, the party will be held in the conservatory.

5. your instructions, we have rearranged the meeting for later in
the schedule.

6. language skills, a resort representative must have good

interpersonal skills.
7. The company has recently purchased some adjoining land
expanding its leisure facilities in the future.

8. you recent enquiry, [ am pleased to inform you....

Q. the current economic situation, we can expect fewer visitors
this year.

10. The hotel has had some bad reviews but sales, it has been
very popular.

11. Weare negotiating a new contract with our tour operator.
12. I enclose a cheque our accommaodation.

Exercise 9. Package holidays

O NOoO Ol WDN B

A.Which word is the odd one out?

. Charter scheduled long-haul upgrade

. guesthouse  chalet motor home lodge

. full board surcharge half board bed and breakfast
. airline coach operator  ferry company  travel agency

. backpacking  wedding trekking guiding

. villa visa foreign exchange insurance

. safari currency honeymoon weekend break

. single return round trip all-inclusive
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B.Which category do the remaining words in each group belong to?

types of holiday, ancillary services, transportation, accommodation

LANGUAGE DEVELOPMENT

Text 2

Exercise 10. A. Look through the active vocabulary before reading the text and
try to memorize it. Then read the text below, find and underline these word
combinations in the text.

Active Vocabulary

a wholesaler

on one’s own

to gain acceptance
in part

to expand
stranded

spouse
to distinguish between smth
frills

without frills

tours with no frills variety
principal attraction

fatigue

to secure

inducement

MPOJIaBEIlh ONITOM
CaMOCTIMHO, HE3aJIC)KHO
OTPUMATH CXBAJICHHS
YaCTKOBO
PO3IIHMPIOBATHCH, 3POCTATH

BUKUHYTHM Ha Oeper 0e3 3acoliB, y

BaKKOMY CTaHOBHIIII
YOJIOBIK/ApYKHHA
PO3PI3HATH MIK YUMOCH
000pKH, pro1i

(mym) 6e3 npukpac, 3BUYaHHAN
MPOCTi Typu 0€3 HaaMIpHOCTEH
rOJIOBHA aTPaKITis
BTOMA
OXOPOHSITH,

3a0be3reuyBaTH, CTpaxyBaTH, JiCTaBaTH,

OTPpUMYBATHU
MOTHB, CTUMY!JI, IpUMaHKa

rapaHTyBaTH,

B. Read the text. Choose the most suitable headings from the list (A-L) for
each part (1-10) of the text. There is one extra heading which you don’t need
to use. There is an example at the beginning (0).

A.
C.

@ m

Thomas Cook Tour Operator
Advantages of Independent
Traveller

Holiday Package

. Tour Operators and their Product
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D. Expansion

F. Packaged Tour
H. Other Tour Operator Products



I. Result of Tour Operator J. Tour Guide

Expansion

Guided Tour L. Advantages of Packaged Tour
. Disadvantages of Independent Traveller

<A

0. D. Tour Operators and Their Product
Tour operators can be considered the wholesalers of the industry. Their
product, which is a service, is the packaged tour.

Packaged tours offer transportation, hotel accommodations and transfer to and
from the airport. The tourist pays a lower price for this package than -if he were
trying to make all the arrangements on his own.

In addition to the basic features, the tour package may also offer meals,
entertainment, sightseeing, a rental car and many other extras.

The first tour in the modern sense was put together by Thomas Cook in 1841.
Cook was soon offering tours all over the world, and the idea gained acceptance very
quickly not only in England but also in other European countries and in the United
States.

The firm of Thomas Cook and Sons has remained a major force in the travel
industry, despite the number of changes in ownership. The great increase in tourism
that took place in the 1960s, especially in Europe, was in part the result of the
emergence of a number of firms whose chief business was packaging and operating
tours.

The typical package that the European tour operators put together consisted
of the least expensive two-week holiday tour. It was primarily intended for northern
Europeans who wanted a Mediterranean vacation. As the competition among the
operators brought prices down, many people who had never travelled before were
encouraged to try a trip abroad. Both tourism in general and the tour operating
companies themselves expanded very quickly.

4.
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The rapid expansion, however, has also resulted in many changes in
management and methods of operation for the firms in the business. A sounder
financial base became necessary, since tour groups were sometimes left stranded
because tour operators did not have sufficient cash to pay the price of the aircraft
charter.

Tours are also arranged for employees and their spouses by corporations. The
corporations typically offer these vacation trips as a reward for superior sales effort or
as an incentive to improve performance. This type of tour is not open to the general
public, but it is welcomed by the airlines and by hotel operators in the established
resorts that frequently attract business of this kind.

It is possible to distinguish between two general types of tours. One is the
holiday package that has a resort hotel as its destination. While local sightseeing or
entertainment may be included in the package, the tours are generally of the "no frills"
variety — in other words, without expensive extras. The major attractions usually
include sun, sea and activities such as golf or tennis that are offered by the resort
itself. Local colour is not important — many holiday-makers are hardly aware of
what country their hotel is in.

The second is the guided tour that features sightseeing or some other special
attraction. These tours are accompanied by a guide who is in charge of travel
arrangement and activities. The activity offered by the tour is its principal attraction.
The tour may combine travel with education. Most of these tours include several
different destinations and a good deal of local travel within one region. Thus, they
require careful arrangement and coordination of accommodations, local
transportation, luggage handling, and all the other details that accompany any kind
of travel.

The person who leads such tours is the tour guide. He is multilingual, he
relates well to other people, and he deals with the variety of problems that arise not
only in making travel arrangements, but also in carrying them out.
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He deals with the problems of lost luggage and unsatisfactory hotel
accommodations, with rainy days and fatigue, with sudden illness, and with
interpersonal problems that arise among the members of the group.

There are many advantages in the packaged tours, the most obvious being the
price. When airplane tickets and hotel rooms are reserved in blocks by the tour
operators, considerable savings are passed on to the customers. Many people would
never travel at all without the price inducements offered by packaged tours.

A second advantage is the opportunity for tourist to make all his travel
arrangements in one place at one time.

10.

The independent traveller — one who does not travel as a member of a
group — often has to go to considerable trouble to put the different pieces of his
trip together. Airline seats may not be available when he wants them, or he may
not be able to secure the hotel accommodations that he wants.

Even when a travel agent makes the arrangements, these difficulties still exist.
The tour offers convenience as one of its inducements. A third advantage can be
summed up in the term “accessibility”. Tours make it possible for people to visit
many remote areas that would otherwise be too difficult for them to try to see on
their own. Tour operators have made countless places throughout the world
accessible to the general public.

Exercise 11. Fill in the correct word from the list below. Use the words only
once:
prices, arrangement, interpersonal, industry, local, blocks, modern, sufficient
1. the wholesalers of the
the first tour inthe .... sense was put together
to bring .... down
to have .... cash to pay the price of the aircraft charter
to be in charge of travel ..... and activities
a good deal of .... travel within one region
to deal with .... problems that arise among the members of the group
to reserve airplane tickets and hotel rooms in

N OEWN

Exercise 12. Fill in the correct preposition, then choose any five items and make
sentences.

1. transfer .... and .... theairport
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2. addition .... the basic features

3. theresult .... theemergence ..... anumber ..... firms
4. consist ..... the least expensive tour

5. the competition .... the tour operators

6. toresult .... many changes

7. todistinguish .... two general types ... tours

8. to see many remote areas ... their own

ok~ E

Exercise 13. Find the synonyms in the text to the following words:
- the main features
- in spite of the number of changes
- wife/husband
- to treat other people well
- to fulfil travel arrangements
- to hardly know about what country the hotel is

Exercise 14. Find the opposites in the text to the following words:
- the great decrease in tourism
- a few places throughout the world accessible to the general public
- the slow expansion

- apenalty for superior sales effort

- the disadvantage of a packaged tour

- small savings are passed on to the customers

Exercise 15. Find the equivalents to the following Ukrainian word
combinations.
- OMNTOBI IPOAABII TYPUCTUYHOI IHTYCTPIl

IUTATUTH MEHIIY I[1HY 3a Typ HaKeT

Ha JI0JIATOK JI0 OCHOBHMX PHUC TYp MaKETy

1718 OTpruMaJjia CXBaJCHHS
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- BUHUKHEHHS L1JI0T0 psiay Gpipm

- JIBOTWXKHEBUU TYp JJI BIATIOUMHKY

- KOHKYPEHIII MIX Typ OnepaTopaMmu

- MAaTH JOCTAaTHHO TOTIBKH, MO0 OIUIATUTH YapTEPHUH pEiic

- 3a0XO0YEHHS, 11100 MOKPAITUTH POOOTY CBOIX MPAIIBHUKIB

- BHW3HA4YCHI KypOpTH, Kl YACTO MPHUBAOIIOIOTEH O13HEC KITIEHTIB

- PO3pI3HATHU JBA FOJOBHUX BUAH TYpPIB

- 6YTI/I BKIFTOUCHHM Y ITIAKCT

OCBITJIIOBATU (pEKJIaMyBaTH) OIJIsi BU3HAYHUX MICIb YW 1HII OCOOJIMBI
aTpakiii

- OCHOBHa (T0JIOBHA) aTpaKIis

- JIIFOJJMHA, sIKa TOBOPUTH OaraTbMa MOBaMH

- MarTu CIpaBy 3 pi3HUMHU MPoOJIEMaMHU WICHIB TPYIH

- HaKWOUIBII OYEBHJIHA MTEpeBara

- yJaJHaTH BC1 JIOMOBJIEHOCTI IIO/I0 MOJOPOXK1 B OJJHOMY MICIII 32 OJIUH pa3

- He3aJeKHUN MaHAPIBHUK

- TPOIMOHYBATH 3PYUHICTb SIK OJJUH 31 CBOIX CTUMYJIIB

Exercise 16. Answer the questions to the text.
1. Why are tour operators considered wholesalers of the tourist industry?
2. What do packaged tours offer?
3. When was the first packaged tour put together?
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How did the emergence of a great number of tourist firms influence tourism in
general?

What was the result of the competition among the tour operators?

What did the rapid expansion of tourism lead to?

What types of tours does the text mention?

What is the difference between a holiday package and a guided tour?

What qualities does a tour guide need? Why?

What are the advantages of packaged tour?

Exercise 17. Write the questions to the following answers.

1.

2.

The product of tour operators is the packaged tour.

The tourist pays a lower price for the packaged tour.

In addition to the basic features the tour package may also offer meals,
entertainment, sightseeing, a rental car and many other extras.

The idea of packaged tours offered by Thomas Cook gained acceptance very
quickly not only in England but also in other European countries and in the
US.

The typical package of the European tour operators consisted of the least
expensive two-week holiday tour.

Many people who had never traveled before were encouraged to try a trip
abroad because the competition among tour operators brought prices down.

No, they don’t. The corporations typically offer vacation trips as a reward for
superior sales effort not only for their employees but also for their spouses.
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There are two general types of tours: the holiday package and the guided tour.

Exercise 18. Work with the partner. Agree or disagree with the following
statements. Give your grounds. Use the phrases.

For agreement For disagreement
- That’s right. - That’s not quite right.
- | fully agree with you. - I'm afraid you are mistaken.
- Certainly youre right. - Idon’t think you are right.
- Exactly I think so. - Oh, no, quite on the contrary.

- | entirely support your opinion. - It says in the text that....

1. Packaged tours offer transportation, hotel accommodations and transfer to and
from the airport.

2. In addition to the basic features the packaged tour may also include only some
extras.

3. The great increase in tourism took place in 1841 when Thomas Cook put
together the first tour in the modern sense.

4. As the competition among tour operators brought prices down, many people
who had never traveled before were encouraged to try a trip abroad.

5. Three general types of tours are distinguished: the holiday package, guided
tour and incentive tour.

6. There are many advantages in the packaged tours, the most obvious being the
price.

7. Another advantage is the opportunity for tourist to make all his travel
arrangements beforehand.

8. The independent traveler has to go to considerable trouble to put the different
prices of his trip together.

Exercise 19. Explain the meaning of the following terms.

tour operator tour guide
packaged tour guided tour
transfer incentive trip
independent traveler accessibility
wholesaler rapid expansion
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Exercise 20. Diane MacLennan runs UK Hosts, a company which specializes in
selecting hotels in London for incentive tours from the USA. An incentive tour
is a reward or an encouragement for people who have done good work for their
company. The companies she deals with are usually very rich. With a partner
read the interview with Diane about her work and complete the sentences using
the information from the text.

a. Diane depends upon her to help her recommend
appropriate hotels for her clients.

b. Diane’s clients usually make an of the hotels she has
recommended.

c. lItis for her to visit fourteen hotels in one day.

d. For her groups, the three most important areas in a hotel are the :
the , and the :

e. Hotels keep Diane up-to-date by and by

f. Trade magazines are useful for information about

g. To meet the people in the industry she goes to

h. Diane inspects the hotels she recommends.

(I=Interviewer; D=Diane)

I. - Diane, can you tell me about your work and how you go about selecting a
hotel for your clients?

D: - Well, I work exclusively with incentive tours. More precisely, | work as a
Ground Handling Agent for incentive tours from the US. As I'm based here in
London, | often don't know the clients intimately. So | rely on my incentive
agent in the US to inform me of exactly what sort of group they are and what
sort of things they like doing, etc. Then I'll make preliminary inspections of
various hotels, as part of the job of a ground handler is selecting a hotel. The
next thing is to make recommendations to my client on the basis of these
inspections. Nine times out often, my clients will also want to inspect the
hotels themselves, so one or two of my clients will come over on an inspection
visit and they'll make the final choice themselves.

I:- Really?

D:- Yes, and we'll see as many hotels in one day as we can. A few days ago, |
took some clients to visit seven hotels in one day, which is quite normal, but a
few weeks ago, we inspected fourteen hotels all in one day.

I:- Goodness! What, in general, are they looking for?

D: - Obviously, details depend on the group in question. The incentive groups I

deal with will generally spend a lot of time socializing. Consequently, the
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communal areas such as the bar must be large, attractive, and atmospheric. The
reception area will be the first thing they see, so the company will want it to be
Impressive. Because there's lots of socializing, not just within the group but
also with clients based in Europe, there must be sufficient rooms for private
functions. And, of course, they've got to be big enough. Generally, that means
we deal with luxury hotels. We don't always, because a de luxe hotel won't
necessarily suit the requirements of the particular group we're dealing with.
But, by and large, the more stars a hotel has, the bigger and better the facilities.

1:- So how do you keep up to date with new facilities, special offers, or even new
hotels?

D: - I'm on the mailing list of all the main hotels in the London area so I'm kept
updated by mailshot, and | know the people in the sales divisions of most of the
hotels we deal with. If they have a special offer coming up, they'll telephone and
let me know. To keep myself informed, there's the TTG -that's the Travel
Trade Gazette - which is vital reading for anyone in my line of work. If there’s
any new hotel development, or even new hotels being built, then it will be
included in there. I also make a point of going to trade fairs, such as the one in
Earls Court in November called the WTM. People from all over the world
attend, and | make appointments to meet people in the hotel business.

I:- Have you ever recommended a hotel you haven't inspected?

D: - Never. For example, yesterday | went into London just to see one room in a
large city-centre hotel. | was offered forty-four of a particular type of room for
a client. This hotel has fourteen different types and | wasn't sure it was the right
type. Just to be sure, | went to check, and I'm glad I did. It wasn't! You see,
every time | recommend a room, my reputation is on the line. | can't afford to
make mistakes.

WRITING

Exercise 21. Fill in the blanks in the following extracts with these abbreviations.

Inc. p.m. p.p. p.p.p.n. P.S. R.S.V.P.  supp.
VAT

The Manager of the Wilson Conference Centre requests the pleasure of the company of
Mr. John Smythe
for dinner at the Banqueting Hall,

Wilson Conference Centre at 6.00 ! on Sunday 18 July.
2 (regrets only) Black tie
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Anyway, | must rush now and catch the post. ‘PHANTOM OF THE OPERA’
LOt_S of love, Tickets £20.00 each
Deirdre
3 Hope the interview went we| | | * >
TO RQUAY I look forward to hearing from you.
PALACE Yours sincerely,
HOTEL
_ Janet Edwards
Prices from £45 6_ : 8 Lawrence Rider
Prices based on 2 adults sharing. Manager

Single person 7 : £21.00

Exercise 22. The Front Office manager is welcoming a group from Germany.
Find the hidden word by writing in the missing words from the dialogue. The
first one has been done for you.

1L E A D E R

10

11

12
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MANAGER: Good afternoon. You must be Mrs Kleist from Sonnenreise.
MRS KLEIST: Yes, that's right. I'm the tour 1
MANAGER: How was your flight?

MRS KLEIST: Not bad, thank you. There was a bit of a 2 at Frankfurt
Airport, so that's why we're a little late.

MANAGER: Oh dear! Well, you'll be pleased
to hear that the rooms are ready for everyone in your s Shall we fill
in the check 4 sheet?

MRS KLEIST: Yes. That'd be fine.

MANAGER: I've got the registration s here,
thirty-eight in all. Could you ask your party to fill them in - all we need is
6 names and passport numbers.

MRS KLEIST: Right. Now, there's been a slight change. One of the people on the
7 missed the flight in Frankfurt - Mr Heine. | think he might be
coming later, but | haven't had time to find out yet.

MANAGER: That's OK. We'll keep the room until you find out what's

happening.
MRS KLEIST: I've got the s list here for you. It's got everyone's name
on it.
MANAGER: Thanks. I'll leave a note for o telling them you're one
guest short.

MRS KLEIST: And I've got the voucher here too. Here you are.
MANAGER: Thank you very much. Right, that'll be all for the moment. If you'd

like to get the registration cards 1o in, we'll tell everyone what
1 they'll be staying in. By the way, the bar's open if anyone would like
ai while they're waiting.

MRS KLEIST: Thank you.

Exercise 23. Translate the following sentences from Ukrainian into English.

1. Typ-onepatopu — 11e ¢ipMH, AKi 3aiiMarOThCs OpPraHi3aIi€l TYpiB, SKi
BKJIIOYAIOTh B ceO€ TPAHCIOPT, MPOKHBAHHS, XapuyyBaHHs, MPOTpPaMH
po3Bar Ta BIAMOYUHOK TYPHUCTIB.

2. Typ-onepaTopu — 1€ ONTOBI MPOJABI[I TYPUCTUYHOTO Oi3HECY, a Typ-
areHTH JIUIIE MPOAAIOTh MOCTYTH, YKIAIeHI Typ-OmnepaTopoM.

3. Po3BuTOK Typ-0i3HECY MPU3BIB JO TOTO, IO TYyp-ONEpaTOpPH BUMYIIECHI
OyJIM yIOCKOHATIOBATH METOJIM YPaBIIiHHS 1 BEJICHHS CIPaB.

4. Typ-omepaTopu MalOTh CHOpaBy 3 IIUPOKUM Jlama30HOM TMOTped
BIMTOYMBAIOYMX 1 HAAIOTh 0arato OKpEeMHuX MOCIYT.
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5. [lepeBaru «maker-TypiB» CTajld OUEBUJHUMH 3 MOMEHTY X BUHUKHEHHS.
Typusm cTaB MacoBUM came TOMY, 110 MOAI0H1 TYpH 103BOJISLIA TypUCTaM
3eKOHOMHUTH. «llakeT-Typu» 3poOMIM BiIMOYMHOK JOCTYIHHUM JUIS
IMIMPOKOTO 3arajly HaCEeJICHHS.

6. dyxe 3pydHO 3aMOBIISITH MOI3JKY 3 yciMa 3pYYHOCTSIMH B OJTHOMY MICIIi 1
3a OAuMH pa3. BiamouuBarodi NOBIpsAIOTH Typ-dipmMaM BIaJHATH BCI
JTOMOBJICHOCTI IIOJI0 MTOJOPOKEH 1 BIAMOYUHKY.

7. Tomy Typ QipMu MalOTh BEIUKY BIIMOBIJAIbHICTH MIOA0 3a0e3meueHHs
CBOIM KIJIIEHTaM 3/I0POBOT0, O€3MEYHOTO Ta MPUEMHOTO BiANIOUYHUHKY.

SPEAKING SKILLS

Exercise 24. Preliminary Negotiations. Read the following situations using your
own ideas respond to the client.

1) You are on the phone with a client whose hotels you use for your tours. He
has just suggested meeting next Wednesday, but you would prefer to meet on
Friday at 11.00.

Client: What about meeting next week — say Wednesday at 2.30?

You:

2) Your client asks if there is anything in particular you want to talk about You
want to discuss how many rooms you will need for next season. You also want a
price reduction, but don't want to go into details now.

Client: Is there anything in particular that you’d like to bring up?

You:

3) Your client wants to discuss the complaints you had last year. You think this is a
good idea, and suggest bringing along some of the letters you have received
from dissatisfied customers.

Client: Perhaps we could look at any complaints you had last year and see if there
are any problems we can sort out.

You:
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4) Your client suggests that he may have to raise prices; this is absolutely
unacceptable. Say you understand his point, but might consider booking more
rooms instead.

Client: Now, as | am sure you know, the changes in the exchange rate mean that
there will have to be a modest increase in our charges, or we'll end up losing
money.

You:

5) Your client asks if there is anything else to discuss; your directors have. Insisted
that you talk about the high cancellation charges, which they felt were
unreasonable.

Client: Is there anything else that you’d like on the agenda?

You:

6) You have decided to bring the phone call to a close. Finish by confirming the
time of your meeting.

Client: I'll make sure that the meeting room is free, and I'll bring along the
documents | mentioned.
You:

Exercise 25. It takes a lot of careful planning, negotiating, administration, and
marketing to put together a new tour programme. You are going to put together
a summer holidays brochure featuring twenty to thirty hotels in different
Mediterranean countries.

Using the tour-planning diary below, decide:
— in what order it will be best to do each stage listed below.
— what exactly will be involved in each stage.
—why it will make sense to do them in that order.

a) estimate the exact selling prices based on exchange rates

b) negotiate with airlines and hotels

c) decide on destinations, hotels and capacity, duration of tours, and
departure dates

d) finalize the reservations system

e) sign contracts with hotels and airlines
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f) send first tours to resorts

g) distribute promotional material to agencies including brochures
h) start production of brochure

1) make an in-depth comparison of potential destinations

J) send final tour prices to printer

k) identify a likely selection of countries, resorts, and hotels

) start advertising

TOUR - PLANNING DIARY

JIF M A (M |J J A |S O |N D
YEAR
1 1 2
YEAR
2 3 4 3) 6 7 8 9 10
YEAR
3 11 12

Exercise 26. Donald Carter, the Front Office Manager of the Fir Tree Hotel,
and a new trainee Assistant Manager, Peter Makeland, are waiting in the Group
Check-in Lounge for a group to arrive. In pairs read what they are talking about
and complete the group check-in list below:

The Fir Tree Hotel
C Groupname____Endo Group Passport list collected
H Tour leader’s name and room no. Yes/no
E
Voucher collected
C Checked in | Yes/no
K by
- Food & Beverage bleep answered by
I
N Group rooms allocated by
Additional remarks
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T COXXTO

_Reception

Manager

Rooms:

Single 27

Twin 10

Triples 2

Suites - Supervisor’s signature
Total 39

Rooming list to

Hw-r

(P=Peter; D=Donald; Mrs=Mrs Endo)

P:- OK, so what time did they say they would be here, Donald?

D: -Well, they should be here at any moment.

P: - Fine. Shall I complete the group check-in list when they get here?

D: - That's a good idea, and I'll give you some help if you need it. Good, here they
are. Good morning! Welcome to the Fir Tree Hotel.

MRS: - Good morning. My name is Megumi Endo. I'm the Tour Leader of the
Endo Tour Group. Very nice to meet you.

D: - Good morning, Mrs Endo. | trust you had a pleasant flight. My name is
Donald Carter, and I'm the Front Office Manager. I'll be checking you in. And
this is Peter Makeland, my assistant. | have here your registration cards. Could
you please ask your group to fill in both their names and passport numbers on
the cards?

MRS: - Yes of course, thank you. Now we might have a small problem. Three of
our group are friends, and they'd be happier if they shared a room. If they had
told me earlier, 1 would have faxed you. | hope that's not inconvenient.

D: - No, not at all. So that's three fewer singles and one more triple, so that's two
fewer rooms in total. That won't be a problem. Do you have the names?... Good,
thank you. I'll get an updated rooming list printed, give it to the Head Porter
and then he'll be able to make sure all the luggage is taken to the right rooms.
They all have their names on their luggage?

MRS: - Yes.

D: - Good, that's fine. The Head Porter will take care of that.

MRS: - Can | give you my passport list?

D: - Thank you.
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MRS: - But I'm afraid I've left my voucher in my luggage. Can I give it to you
later?

D: -Yes, of course. That won't be a problem. Now, I'm afraid we have a small
problem. Because you are such a large group and it is so early in the morning,
not all the rooms are quite ready. So, I've just bleeped the Food and Beverage
Manager and she will be coming down in a minute to see to your food and
drinks requirements while you are here.

P:- OK, and the rooms. That's three fewer singles and one more triple. Twenty-
four, ten, three and thirty-seven?

D: - That's right, so the total is two fewer. Under 'additional remarks', make a note
to tell Reception of the changes. Put something like 'tell Reception two fewer
rooms required’, then you can tick it off when we've done that. You've made a
note about the voucher, haven't you? [yes.] Good.

P: - Fine, and Patricia Clarke - is that Clarke with an ‘e’ at the end?

D: -Yes, that's right. If you give me the sheet, I'll just check it and sign it.

P: - There you are.

D: - OK. ... Fine. Now, let's go and join them in the breakfast lounge.

MRS: - Fine, thank you.

D: -Well, in fact, here she is. Mrs Endo, may I introduce you to Patricia Clarke,
our Food and Beverage Manager, [hello, hello.] Patricia will take you through
to the breakfast lounge and discuss your meal requirements. Thank you,
Patricia.

MRS: - Fine. Thank you.

D:- OK, Peter. Have you got everything?

P:- Not quite. What room did we allocate the tour leader?

D: - Three-oh-four. And that's Megumi with an "i" at the end.

Exercise 27. Richard Tobias of the British Incoming Tour Operators
Association (BITOA) was asked to describe recent changes in incoming tour
operations (tours of foreign visitors to the country, in this case, the UK).

A. Before you read, look at the sentences below. Tell your partner whether the
things mentioned have or have not happened in your country recently.
If you do not know, guess or try to find out!
a)d There has been a trading-up of accommodation from three-star hotels to four-
star (tourists are staying in a higher standard of hotel).
b)OO There are more five-star hotels.
c) O Hotels will negotiate more on prices.
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d)O Standards of service are lower.
e) 0 There are more complaints about accommodation.
f) O There are more second-time visitors (people who have been to the
country before).
g) O Heritage tours (tours which look at the traditions and cultural achievements
of a country) are becoming more popular.

B. Now read the dialogue and tick (V) the sentences if these changes have
happened in the UK, and put a cross (X) if they have not.
(I=Interviewer; R=Richard Tobias)

I:- I'd like to start by asking, have members of the BITOA noticed any changes
over the last few years in what tourists are looking for?

R: -Well, yes, there's been one very discernible change in recent years. By that |
mean, and I'm only talking about in-bound tourists here, there's been a general
trading-down of accommodation at the middle to top end of the market.
Nowadays, a lot of tourists who were staying in four-star hotels a few years
ago will now be looking at three-star.

I: - Oh, why's that?

R: -There's one very good reason for it and that's the general world recession. So
visitors are seeking value for money. Obviously, one very good way of cutting
costs is to look at your major items of expenditure, such as your
accommodation. The question is, of course, 'Will it continue?' Well, who
knows. The paradox is that over the last few years, there have been more five-
star hotels built than ever before. So perhaps they have suffered most.

I: - So what have hotels done about that?

R: - They've had to improve their cost effectiveness, on the one hand, but at the
same time, they have found perhaps that greater efficiency is not enough, and
they've had to discount the price of their rooms as well. Most hotels in the
present climate are willing to negotiate on price much more than they were in
the past.

I: - Right, thanks. Inclusive tours, of course, provide an important source of
income for hotels. Is there any truth in the accusation that there has been a
lowering in standards of service because tour operators have recently been
driving such a hard bargain?

R: - None whatsoever. Tour operators, of course, want to operate to comfortable
profit margins, but there's no evidence that this leads to a lowering of
standards in hotels - quite the opposite. As a matter of fact, we receive a very
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low percentage of complaints, in terms of hotels. That's because, generally
speaking, we, the British, provide a good service and very good value.

I - Are tourists more, or less satisfied with the accommodation they are provided
with?

R: - It has always been the case that visitors of some nationalities have slightly
different expectations from what hotels in this country are able to provide.
Americans, for example, are used to very large hotel rooms by British
standards. However, most of them know what to expect when they come here.
The problem with people from some countries is that they don't complain until
they get home! But, no, it's not an increasing tendency. We find the vast
majority of our visitors are more than satisfied with the accommodation they
receive.

I: - Have they noticed any other changes?

R: - There is a growing awareness of the whole range of opportunities on offer in
a country like Britain. People these days know there is more to Britain than
the Tower of London. There is a larger base of second-time visitors who are
already familiar with the traditional tourist locations and they're looking for
something different.

I:- Buthaven't second-time visitors got a tendency to want to organize their own
itineraries?

R:- Oh, yes. But that's partly why tour operators these days offer so much more.
Not so many years ago, the standard itinerary offered not much more than a
visit to the major sights of London, a pub lunch, some more sightseeing, a
restaurant followed by the theatre. Of course, there were always some special-
interest groups but they were in the minority. These days there is much greater
interest in tours such as the British Heritage Tours, which might involve
guests visiting buildings of historic interest in more remote parts of the
country. There are also British Industrial Heritage Tours. We even have
special British Gourmet Tours where guests get to savour real traditional
English food!

I: - Well, that's certainly different. How has this affected hotels?

R: - Naturally, some hotels in less visited areas have benefited. Also, York, for
example, which has always attracted a certain amount of tourism through the
Minster, now finds its hotels are getting busier because of the growth of
interest in British Heritage Tours.

I: - How does the future look?

R: -1t's looking good. The high season is just about over, but we are already
looking forward to the next.
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Exercise 28. Look at the rooming list sent to the guide escorting the Koala
Tours "Sydney Opera’ group and discuss the following questions with your
partner.

a.
b.
C.
d.
e

Where is the group staying?

How many rooms are required altogether?

How many groups of three or more are there? What size are they?
Who has the concert tickets?

Who probably has difficulty with stairs?

TALKING POINTS

Exercise 29. Sum up what you have learned about the tour operator’s job.
Choose one of the Ukrainian tour operator and using it as an example dwell
on the peculiarities of its job according to the plan:

location of the tourist operator;

its structure, the number of staff;

its market place;

the destinations;

the ways of promoting its tourist product.
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SELF-STUDY SECTION

UNIT 1
Text 1
ARRANGING A CONFERENCE
Exercise 1. Write the Active Vocabulary into your vocabularies and try to
memorize it before reading the text. Read the text below, find and underline
these word combinations in the text.
Active Vocabulary

to find a venue 3HaWTH Miclle IS IMPOBCACHHS
KOHpepeHIIii

to achieve smth JTOCSITHYTH YOTOCh

to last TPUBATH

sales launch MOYaTOK  PO3MPOAaXi;  BHITYCK
HOBOTO MPOIYKTY

adequate car parking facilities BiJIMTOBITHI 3aCO0M JIJIS TApKyBaHHS

peripheral nepudepiiHul, TPyropsaHANA

peripherals (mym) netani, 0cOOJIMBOCTI

refreshments OCBDXKAIOi HAIOi, 3aKyCKH

to anticipate nepeadavyaT, O4iKyBaTh

to lay out the room opopMuTH KiMHATy, PO3MICTUTH
Me0i

to stretch one’s legs PO3IMKHYTH HOTH, TIOPYXaTHCh

a gala dinner ypo4HCTa BeUeps

finger buffet [IBEICHKUI CTIII

A Travel Agent describes the peculiarities of his/her job.

Once you’ve been asked to find a venue and organize a conference, there are
certain key points you will need to know and decisions that will have to be taken
before you can actually make the booking.

The first, most important point, is the number of delegates attending. It is a
big conference — say for fifty or 100 people — or a small board meeting for just six,
because it makes a big difference to the size of room and all the arrangements. So
number one is number of delegates.

The next thing to decide is what you actually want to achieve with your
conference; is it a training sessions or are you having a sales launch? You may get
all your sales people together and show them a new product. This is very different
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from a training session. So you obviously want to know what you want to achieve
at the end of the day.

Then you must decide how long your conference is to last, how many days
you anticipate you’re going to need and what time of year you want to hold it. The
type of activities and functions can be dependent on the weather, for instance if you
intend to hold an evening garden party.

Another point is where the conference is going to take place. Before you can
decide on this, you must know where the people that you are expecting to attend will
be coming from. Will it need to be reasonably central — near to an airport, near to
good railway connections, or easy to get to by road? Are there adequate car parking
facilities?

And, of course, you need to know who is actually paying for the conference.
Are the delegates paying for themselves or is the company paying? Usually the
company pays for the main part of the conference and the delegates pay for their
drinks and telephone calls and other peripherals.

Once you’ve decided on all that and you’ve found your venue, you’ll have to
think about the things that you’ll require while you are there: things like conference
room size, how you’re going to want the room laid out. If it’s very informal, you
won’t need a very big room, but if you need everybody with desks, you’ll need a
larger room. If you have a very large meeting in the ballroom, you may need people
sitting in rows like in a lecture theatre. You’ll also have to decide whether you need
syndicate rooms — that’s small rooms for fifteen to twenty people, and if you’re
going to use syndicate rooms, how many rooms you’ll need. You then come onto
your conference equipment. If someone is giving a presentation, will they need
overhead projectors, flip charts, slide projectors?

You also need to know what refreshments your delegates will require. If
you’ve got your delegates sitting in a conference all morning, by the time they got
to lunch time they’re going to be very thirsty, so you need to break in the middle for
a cup of coffee and a chance to stretch their legs. So do you want that served in the
conference room or out of it? And at what time?

You need to find out the dining requirements — will they privately dine or is it
okay for them to sit at small tables in the main dining room? Perhaps, you want a
gala dinner on the last evening to make it more of an occasion.

Then you can get down to the menu arrangements — what are they actually
going to eat? This is very much determined by how much time they’ve got for lunch.
At lunch time delegates often only have forty-five minutes to an hour, and so they’ll
want a fast buffet service where they can have as much or as little as they want. In
the evening they are more relaxed, so they can spend a couple of hours over the meal

and can have a more formal one.
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Another thing you can do is, if the delegates need to work through lunch, you
can have a finger buffet brought in.

Another thing to consider is accommodation and how many of the delegates
will be staying. If you’ve got a conference of twenty, perhaps only ten require
accommodation. Perhaps, some of these guests are very important people, so you’ll
want to put them into better rooms than the ordinary delegates. So you must work
out a rooming list. And finally, if this is a residential conference, are the delegates
going to have any leisure time? For instance, they’re here for two days. On the first
afternoon there’s a free period — they haven’t got any work to do in the conference.
The delegates might want some activities organized. Perhaps they want to go out
and see the local sights, perhaps they want an organized sporting activity. If the
delegates are here for a long time they might want to go to a local pub. Will they
want a disco or a casino set up, or will they want a party?

So when you have all this information you can go about booking.......

Exercise 2. Translate and transcribe the following words:

achieve row
obviously syndicate
launch projector
adequate thirsty
venue dine
peripheral casino

Exercise 3. Complete Travel Agent’s checklist.

1. Number of
2. Type of conference - board meeting
- sales
- training
3. of stay
4, of year
5. Transport requirements - air connections
- rail connections
- road connections: facilities
6.
7. The conference room layout
style
- with
rooms

1. Refreshments in/outside
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2. - requirements
- private dining

- public restaurant
- buffet service
- formal dinner

10. Accommaodation - VIPs
11. - sightseeing

- sports

- pub visit

- disco/casino

Exercise 4. Write Ukrainian equivalents to the following words and word
combinations:

certain key points

sales people

to be dependent on the weather

to intend to do smth

and other peripherals

a lecture theatre

syndicate rooms-

O N OE WM

to find out the dining requirements

Exercise 5. Fill in the correct preposition and make sentences of your own
1. the number .......... delegates
2. to get sales people ............

3 instance

4.tobreak ............. the middle ........... acup ......... coffee
5.toget .......... ......... the menu arrangements

6.towork ............ lunch

7.towork .............. a rooming list

8.todothework .............. the conference

1.

2.

3.
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Exercise 6. Find in the text the synonyms to the following words:

delegates visiting conference
how long the conference is to take

place

to expect
to pay for refreshments, calls and

other trifles
to deliver a finger buffet

Exercise 7. Answer the questions to the text.

1. What is the first and most important point in arranging the conference?

2. How can the social events after the conference be dependent on weather?
3. Why is the location of conference hotel so important?

4. Who is actually paying for the conference?

5. Why is it required to arrange coffee breaks?

6. What is determined by how much time the delegates have got for lunch?
7. Are accommodations the same for all the conference participants?

8. Why is it necessary for the conference organizer to provide delegates’ and

non — delegates’ leisure time?

Exercise 8. Write questions to the answers.

1.

It depends on the motive of the meeting, that is what you actually want to achieve
with this conference?

2.

Yes, it is. The location of conference hotel is rather important.

3.

The conference room layout depends on the size of the conference and on the
conference and on the type of the meeting whether it is a presentation, or informal
meeting.

4.
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The dining requirements include the guests’ requirements to private dining, public
restaurant, gala dinner and the menu arrangements.
5.

The task of the conference organizer is to provide a finger buffet brought in when
the delegates need to work through lunch.
6.

It is necessary for the conference organizer to work out a rooming list because not
all delegates may require accommodation or the delegates’ status is not the same.

Exercise 9. Find in the text English equivalents to the following:
- 3HAWTH Miclle MPOBEAEHHS KOH(pepeHli

- T€BHI KJIFOYOBI1 ITyHKTH

- KUIBKICTb JIeJIeTaTiB-y4aCHUKIB KOH(EpEeHIii

- HEBeIMKa 3yCTpiy, HapaJa KepiBHUIITBA

- BUPIIIUTH, YOTO BU AIMCHO XOUYeTe JOCATTH

- pO3M0YaTH MPOJIaKk HOBOTO TOBAapy, MPOAYKTY

- BUPIIIUTH, SIK JOBTO TpUBATUME KOHDEPEHITis

- 3aIJIaTUTH 32 MPOBEACHHS KOH(pEepeHIli

- CHUJITH Y psiAax K y JeKUINHIN ayauTopii

- TepeuTH 10 00roBopeHHs KOH(epeHI-001a HaHHS

- JyXe XOTITU MUTH

- BigipBaTucs BiJ poOOTH JJIsl TOTO, 1100 BUMKUTH YAIICUKy KaBU

- MPUCTYIIUTH 10 O6FOBOpCHH$I MCHIO

- 1€ OfHA piY, AKY MOTPIOHO OOAYyMATH — KHUTIIO
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PO3pPOOUTH CITUCOK TOCTEN MO KIMHATax

OpraHi3oBaHa CIIOPTHUBHA AiSIBHICTD

Exercise 10. Translate the sentences using the topical vocabulary from the text.

1.

[cHYIOTH TIEBH1 KJIIOYOBI1 ITyHKTH, K1 OpraHizatop KoHEepeHIiii TOBUHEH 3HATH,
nepII HiXK poOUTH OPOHIOBAHHS HOMEPIB JIJIsl YYaCHUKIB KOH(EpEHIIiil.
[Tepruii 1 HAMTOIOBHIMIMN MYHKT — 1€ BU3HAYATH KUIBKICTh YYACHHKIB 1 HE —
JieyieraTiB, JrOJel, K1 CYNPOBOKYIOTH JeieratiB Ha KoHdepeHiio. Bin
KUJIBKOCT1 YYaCHHUKIB 3aJI€KUTh Oarato JOMOBIIEHOCTEH 11010 PO3MIPIB CECITHUX
KIMHAT, iX KUIBKOCTI, TPUBAJIOCTI KOH(PEPEHIIIi.

Koopaunatop 3 oprasizaiiii koHpepeHIii TOBUHEH TaKOXX BU3HAUUTH MICIE 1l
MPOBENICHHS, PO3TalllyBaHHS BIIHOCHO LEHTPY MICTA, HAABHICTh MOCIYT IO
MapKyBaHHIO 1 T.]I.

3aBgaHHs KOOpAMHATOpPAa — MPAaBWIBHO MiaiOpaTH KOH(EepeHll — KIMHaTH,
BpaxyBaTH iX CTWJIb, MICTKICTh, pO3TalllyBaHHS MeOiB, BUOIp HEOOX1AHOTO
KoH(pepeHl, — oOmanHanHs. KoopauHatopy ciiag moadaTd 1 MpoO 3aKyCKU
IIPOXOJIOKYI0U1 Haroi. BiH NOBUHEH OpraHi3yBaTH HEBEIUKI IEPEPBU ISl TOTO,
00 YYaCHUKHM MOTJIM BIJIpBaTUCS BiJ poOOTH 1100 BUMHMTH YallleyKy KaBH 1
po3iMHyTHCS. HeoOXimHO mpoayMmaTu 1 NMUTaHHS, JI€ CIiJ MoJaBaTU KaBy B
KOH(epeHIr — 3aj11 4u B KaB SIpHi Ta Y3TOJAUTH Yac Ha KaBy — OperK.

BaxxnuBi nutaHHsS — 116 0OrOBOPEHHS MEHIO, TPHUBAJIOCTI 001iB, uu 11e Oyje
IIBEJICBKUN CTLI, 9M oilliifHa Tparesa.

3BHUYAITHO KOOPJMHATOP HE MOBMHEH 3a0yTH 1 MPO JO3BLUIS YYaCHUKIB Ta iX
cynpoBoKyrounx. Cnif opraHi3yBaTh BUIbHHMI Yac, BPaXxOBYIOUM OakaHHS
ydacHUKIB. Ile MOXyTb OyTH CHOPTHUBHI BUAM AISIBHOCTI, OTJISI BU3HAYHUX
MICIIb, TOX1]T B MICIIEBHUH 1a0, Ka3WHO YU TUCKOKITYO, UM Pi3HI BUIU BEUIPOK.
Konu Bci muTaHHS BUpINIEHO, KOOPJAMHATOP MOXKE OpPOHIOBATH MPOBEICHHS
KoH(pepeHiii.

Exercise 11. Using Travel Agent’s checklist, speak on the tasks the conference
organizer should carry out to ensure the success of any conference.

Exercise 12. Render the text in writing. Refer to the Plan of Rendering in
Appendix 2.
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Additional Text
Tourist Fair

Allan:  One of the things | have to do is to look after a stand at exhibitions and
fairs and I’m responsible for seeing that everything is coordinated properly
and goes to plan.

Bennie: And what does that involve?

Allan:  Well, first of all, we spend four to five days discussing all the
requirements and also how much money we can spend and once a decision
has been made on what we need and the budget, then I start to draw up a plan
of action and set myself a time scale for doing things. Generally, | would say
it takes about 12 to 13 weeks to get everything organized from start to finish.
So | draw up a little chart of all the tasks that need to be done and put them
into some sorts of sequence. Then | make enquires with all the people who
will be involved and try to work out how long each stage will take. So, for
example, | know that they need 90 days’ advance notice to book the stand.

Bennie: 90 days?

Allan:  That’s right. But in fact I don’t need to book the stand straight away.
The first thing I do is talk to the copywriter of the catalogue we produce and
brief her on what should go into it. Then it will normally take her 20 days to
write all the text and produce the copy.

Bennie: | see.

Allan: At this stage | also brief the art department and the design team will do
specimen layouts. As soon as they have the final copy, they produce final lay
outs. I set them a deadline of 25 days. On the whole they’re very good, they
keep to the time scale but I monitor progress and deal with any problems that
might crop up.

Bennie: What sort of problems?

Allan:  Well, normally everything goes smoothly but there could be a software
problem or possibly someone having to be transferred to another assignment
or someone off sick.

Bennie: Uh-huh.

Allan:  If they are running behind schedule, I gently remind them that we need
to respect the dates. When the layouts are ready, the artwork is commissioned,
and at the same time, we do any necessary photography. | try to persuade
colleagues to pose for photographs because an agency is expensive. And it’s
round about now that | get people to start work on designing the stand, because
that can take three weeks. Then | get my secretary to make any corrections to
the catalogue proofs and she does that within the next ten days. While she’s

doing this | order any equipment that we will need for the stand because the
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supplier will need 30 days’ advance notice for it to be delivered. At the same
time the disks are sent to the printer’s and the printing is done over the next
28 days, and if all goes well, comes back in time for us to ship everything off
If the trade fair is being held abroad. And if everything has gone to plan, this
coincides with the delivery of the equipment I’ve ordered and it goes off
together with the catalogues.

Bennie: That sounds very complicated but you seem to be extremely efficient.

Allan:  Well, I don’t like leaving things to the last minute — you can’t afford to
because if you did, nothing would be done on time and the whole thing would
be chaos, wouldn’t 1t?
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Text 2
TRAVEL AGENTS TRY NOT TO MISS INTERNET BOAT.

Exercise 1. Write the Active Vocabulary into your vocabularies and try to
memorize it before reading the text. Read the text below, find and underline
these word combinations in the text.

Active Vocabulary

an outing oi3Ka

online booking 3aMOBJICHHSI TYPITOI3IKU Yepes
IHTEpHET

set-top boxes KOMIIT IOTE€pHA MPUCTABKa JI0
TeneBi3opa

middlemen MTOCEPETHUKHI

to be vulnerable to.... OyTH BpasJIMBHUM Iepe]] KUMOCH/B1J
4Oroch

to make smb/smth redundant 3pOOHTH IIOCH/KOTOCH 3aiBUM,
HEMOTPIOHUM; CKOPOTHUTH Yepe3
HEMOTPi1OHICTh

to hedge 3aXWINATH BiJl pU3UKY, 00epiraT Bix
KOT'OCh

to spur an explosion of MIPHU3BECTH JIO BEIIMYC3HOTO CKavKa

telephone sales NPOJIaX 1O TeaeoHy

tailor-made holiday TYyp, 3pOOJICHUI TIO iHIUBIyaTbHOMY
3aMOBJICHHIO

ONLINE BOOKINGS POSE THREAT TO TRADITIONAL HIGH STREET
OUTLETS

Agent for change: Thomas Cook, the first package holiday organizer, and some

early state-of-the-art promotions.

In1841 Thomas Cook, pioneer of package holiday, organized an outing by
train from Leicester to Loughborough for supporters of temperance in Victorian
England. He advertised the trip, dispatched invitations and sold the tickets.

Today Tomas Cook, the UK-based, German-owned travel agency that bears
his name, faces a technological revolution that threatens to sweep it and many other
agents away. Wider use of the internet through interactive television is expected to
lead to rapid growth of online bookings. This, at least theoretically, could eliminate
the role of the travel agent altogether.
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“Users can bypass the travel agent and book direct from suppliers,” says
Barrie Barnes of Philips Electronics, manufacturing set-top boxes, allowing access
to the internet via television. Unlike banking and insurance services, direct sales of
holidays have been slow to take off. But, although few family holidays are booked
over the phone or through the internet, agents acknowledge this is likely to change
swiftly once interactive television is fully developed.

Customers will be able to see film footage of destinations, ask questions and
make bookings using remote controls. Data monitor, the management consultancy,
forecasts that the value of travel booked online in the UK will increase to more than
£ 1bn within five years. New technology, once established, could quickly drive a
fifth of travel agents out of business, according to the Geneva-based International
Labour Organization.

Like all middlemen, travel agents are vulnerable to being squeezed out once
direct contact is established between suppliers — such as airlines and hotels — and the
customer.

Airlines in particular are looking to cut distribution costs. In the US, they have
moved to reduce the commission they pay to travel agents — a trend that is spreading
to Europe. But agents say they will not become helpless victims of the
transformation. The internet will change the way they do business, they admit, but
it will not make them redundant.

They cannot, however, rely on holidaymakers continuing to go to their shops
to book holidays. Thomas Cook says that customers are demanding more convenient
ways of booking. Like other agents, it is hedging its bets by selling holidays in its
shops and by telephone. It also sells holidays and flights on the Internet the first
agent to do so.

Providing a variety of distribution channels is expensive in the short term but
agents say they cannot afford to do otherwise.

However, they believe that the technological revolution will be in telephone
sales rather than Internet sales, and that online technology will rarely be used for
booking anything more complicated than an airline or train ticket.

“The vast majority of customers [only] want to search [on the Internet],” says
Mark McCafferty, managing director of Thomas Cook travel. “And as soon as you
are searching, there is potential for the travel agent to provide added-value services”.

Airtours, the UK’s second largest package holiday group, agrees. The Internet
will be used by holidaymakers as an electronic brochure and is likely to replace
holiday brochures altogether. But when it comes to booking a holiday, customers
will still want to walk directly to an agent, it argues.
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The Internet will spur an explosion of telephone sales says Going Places, the
travel agency arm of Airtours. It has recently doubled its telesales division in
preparation for the change.

Thomson, the UK’s largest package holiday company, has aggressive
expansion plans for Portland, its direct sales arm, which is the largest direct sales
holiday operation with 2 per cent of the market. Thomas Cook says its direct sales
have come out of nowhere to account for 10 per cent of its sales in three years.

In Reynolds, chief executive of the Association of British Travel Agents,
believes new technology could put a premium on specialized advice and tailor-made
holidays, enabling agents to charge for these services.

Charging for advice would not necessarily push up the overall cost to the
holidaymaker as long as airlines used the savings made from reducing distribution
costs to cut airfares.

“The way holidays are sold will change more in the next five years than in the
past 157, says Richard Carrick, marketing director of Airtours. “The industry is in a
state of enormous flux.”

(from “Financial Times”, June, 2016)

Exercise 2. Translate and transcribe the following words:

threat although
pioneer forecast
technological explosion
theoretically enormous
bypass necessarily

Exercise 3. Write Ukrainian equivalents to the following:
to pose threat to smb
supporters of temperance
to lead to rapid growth of online bookings
to eliminate the role of the travel agent
film footage of destinations
distribution costs

it is likely to replace holiday brochures
a premium on specialized advice
. In a state of enormous flux

10.to charge for the services

©ooN Ok wWwDRE

Exercise 4. Fill in the correct preposition and make sentences of your own.

1. to pose threat ........ traditional high street outlets
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2. toface ............... a technological revolution

3. aCCeSS .......cuvn.n.. the internet ................ television

4. to book holidays ................. the phoneor ............. the internet
5. avariety .............. distribution channels

6. toaccount ........... 10 percent ............. the sales

6.

7.

8.

9.

10.

Exercise 5. Find in the text the synonyms to the following words:
- atrip
- an intermediary
- to reduce the role of the travel agent
- to grow the value of travel booked

online

- to make smb/smth useless
- to look for on the Internet

Exercise 6. Answer the questions to the text.
1. How did Thomas Cook, one of the biggest travel agencies today, start?
What kind of revolution does it face? Why?
What are the forecasts for the growth of online bookings?
Why are travel agents vulnerable to these changes?
How are travel agents responding to such a situation?
What is their view of the technological revolution?
What economic measures are they planning to introduce to cope with the
situation?

No ok wN

Exercise 7. Write questions to the answers.
1.
Thomas Cook organized an outing by train from Leicester to Loughborough
in 1841.
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Today Thomas Cook company is the UK-based but German-owned travel
agency.

Theoretically, the rapid growth of online bookings may eliminate the role of
the travel agent.

Yes, it can. Interactive television can swiftly change holiday bookings.

Travel agents believe that technological revolution will be in telephone sales
rather than internet sales.

The internet will be used by holidaymakers as an electronic brochure.

When it comes to booking, customers will still want to talk directly to a
travel agent.

The way holidays are sold will change more in the next 5 years more than in
the past 15 because the industry is in a state of enormous flux.

Exercise 8. Find English equivalents to the following:

cydyacHa pekjama (pocyBaHHS) MPOAYKTY

MOTPOKYE 3HUILTUTHU YCIX Typ areHTiB

IOHANMEHIIIE TEOPETUYHO

JIO3BOJISITH IOCTYTI JIO IHTEPHETY uepe3 TeaeOaueHHs

Ha BIIMIHY BiJl TOCJIYT OAHKIB Ta CTPAXOBUX KOMMaHIN

1no6aunTH (HUTEM PO MiCIIe MPU3HAYCHHS

IPOrHO3U 100 30LIBIIEHHS BAPTOCTI MOIOPOKEH, 3aMOBJIEHUX «OH-JTAlH»

MMOKJIAIATUCS Ha BIAIIOYUBAIOYHX

HE MOXKYTh JJO3BOJIUTH COO1 JisITH 1HAKIIIE
77



B3arajii 3aMiHUTH OPOIITYPH MPO BIATOUYUHOK

IMPU3BCCTH OO0 BCIUYC3HOI'O CKaYKa IIpOoJax I10 TGJIC(bOHy

Opatu miaty 3a HoCIyru

3HIDKYBATH IIHUA HA aBia KBUTKH

Exercise 9. Translate the sentences using the topical vocabulary from the text.

1.

Tomac Kyk y 1841 poui He nuiie BOepiue opraHizyBaB MOi3AKY MOTATOM IS
rpynu JIOJCH, ajie peKiiaMyBaB 110 MOI3[KYy, pPO3ICIaB 3alpoIleHHS 1
npojaBaB KBUTKH.

Crporonni komnanis «Tomac Kyk» Ta 1HII1 TypHUCTHYHI areHuli 31ITKHYJIUCS 3
TEXHOJIOTIYHOIO PEBOJIIOIIELO.

[Ilupoke BUKOPUCTAHHS IHTEPHETY, IHTEPAKTHUBHOIO TeIEOAUEHHS MOXKeE
IPU3BECTH J0 LIBUIKOTO 3pOCTaHHS 3aMOBJIEHb «OH-JIaliH». Lle TeopeTnuHo
MO’K€ 3MEHIIIUTH POJIb Typ areHTa, TOMY 1[0 KOPUCTYBadi MOXYTh OMUHYTH
Typ areHTa 1 3aMOBJISITH BCl MOCIYTM y MOCTAa4aJIbHUKIB. AJie, Haclpas/l,
KOJIM MOBa WJe TPO 3aMOBJIICHHS BIANOYMHKY, KIIEHTH XOUYYTh BCE JK TaKH
CIIKYBAaTUCA 3 TYp ar€HTOM 0€3M0CepeTHbO.

Typ areHTH — MocepeHUKN MK MOCTadyalbHUKAMH, TOOTO aBiaJliHISIMHU Ta
rOTeJISIMH, 1 KITiEHTaMU. ABiaJliHIT TOYaid 3HIKYBATH KOMICIHHI, SIK1 TIJIATATh
Typ areHram, ajie 1ie¢ He 03Havae, 110 Typ areHTHu — 0e3MopaiHi KEepTBU TaKOl
tenaeHiii, ssika nomupeHa B CIIIA 1 crae momynsipHoto B €Bpormi. Bonu
IIYKAOTh IHIIUX 3PYYHUX LUISAX1B AJI yTPUMaHHS KII€HTIB.

Typ areHTH CHoJiBarOThCA, U0 TEXHOJIOTIYHA PEBOJIIOLIS Oyae MaTH Micue
CKOpillle y Mpojaaxkax Mo TeinedoHy, a HE MO I1HTepHeTy. I[HTepHer, B
OCHOBHOMY, BHUKOPHUCTOBYIOTh SIK €JEKTPOHHY OpoIlrypy, MO0 Ji3HATHCS
O1yIBIIIe TIPO MiCIISI PU3HAYCHHS, a00 JIJIsl KYMIBJIl aBia — Ta 3/1] KBUTKIB.
Odiky€eThCs, IO CMOCIO, SIKUM Typ areHTH MPOIat0Th BIMIOYMHOK 3MIHUTHCS
B HACTYIIHI 5 pOKIB OuIbIE, HIXK 32 OCTaHHI 15, TOMy 110 1 1HAYCTpis
MOCTIAHO y MIBUIAKOMY PYCI.

Exercise 10. Think over the questions and discuss them in class.

1.
2.
3.

In what way is modern technology influencing tourist business in Ukraine?
Are online bookings developing fast in this country? Why (not)?

What is your attitude to modern technologies?
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4. How do you view the future prospects for tourist business in Ukraine?

What is the best way to use computers in travel agencies?

6. What are the advantages and disadvantages of modern technologies in
tourist business?

7. What new developments would you like to be introduced in tourism?

o1

Exercise 11. Summarize all the information and write down the list of new
trends in travel agency business.

Exercise 12. Render the text in writing. Refer to the Plan of Rendering in
Appendix 2.
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Text 3
SELLING TECHNIQUES
Exercise 1. Write the Active Vocabulary into your vocabularies and try to
memorize it before reading the text. Read the text below, find and underline
these word combinations in the text.
Active Vocabulary

rapport (¢pp.)3B'a30K, B3a€MOBIIHOCHHH,
B3a€EMOPO3YMiHHS

commitment 000B’s130K (MOpaIbHU)

In an appropriate manner K CIIi

subsequent TOW, 1110 € PE3yJIbTATOM Y0T0Ch

to volunteer information JT00POBIILHO MOAUTATHCS 1H(POPMAIIIEFO

to elicit JOOMBATHUCS BIAIIOBII, BUSBIISTH

to make a sensible suggestion 3pOOUTH PO3YMHY MPOIIO3UIIIIO0, JaTh
PO3yMHY Topay

to govern the choice BHU3HAYUTH BUOIp

to feel that they are getting value for YCBiIOMIIIOBAaTH, IO Il BapTo

money BUTPAYCHUX TPOIICH

suitability BIJIIOBIIHICTh BHMOTI'aM, CTaHJIapTaM;

MPUIATHICTb, MAXOAIIA IKICTh

A sales executive is talking at a training session for travel agents on selling
techniques.

All sales are made through the sales conversation. Now this is different from
an ordinary conversation because it has an objective, an aim, which is to sell the
product, and so must follow a set pattern which always includes the same four
elements in this order. These are rapport, questioning, presentation and
commitment.

Rapport is the relationship which is built up with the customers. They must
feel at ease in the sales environment and confident that the enquiry will be dealt with
properly and in an appropriate manner. Of course, rapport must be maintained
throughout your dealings with the customers, right through the sale and into any
subsequent dealings. However, it must be established before questioning can take
place.

Why do we need to question the client?

We need to establish the client’s needs. We cannot sell a holiday if we do not
know what type of holiday they want. Sometimes clients will volunteer this

information themselves, especially when they have already made their choice, have
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chosen the product they wish to purchase. But in a real sale your first task is to find
out exactly what they are looking for and the best way to do this is to question
effectively.

Before we go on to presentation, let us consider what good or effective
questioning skills are.

There are two types of questions: open and closed questions. The closed
question is the one that invites a “no” or “yes” response. An open question is one
that cannot be answered with “no” or “yes”. For instance: “Do you want a single
room?” is a closed question, whereas “What kind of room would you like?” is an
open question,

There are times when you will need to use closed questions, especially when
you are checking information, but at the beginning you will find open questions
much more effective. It forces the respondent to give more information, to explain
more fully what they require. In this way you are able to elicit what they really want
to buy. An open question always begins with one of the seven “W” words, so called
because they all contain the letter “W”’: when, where, who, how, which, what and
why.

So what do you need to know in order to be able to sell your product? Well,
you need to be able to establish what their material and human needs are.

You’ll discover the material needs by asking such question as “who will be
traveling?” “How long for?” “When do you want to go?”

Human needs are catered for with “what” questions:

“What sort of holiday do you want?”’

“What are your hobbies?”

Human needs as well as material needs must be part of your investigation
before you suggest a holiday.

Otherwise you will not have the whole picture and will not be able to make a
sensible suggestion.

You must also establish the client’s priorities. Everyone considers one part
of their travel requirement to be the most important. These fall into four main types.
People and their requirements, if it’s a family traveling, perhaps they require
interconnecting rooms. Then there’s place, the destination may be of paramount
importance. Thirdly, there’s the price. For some clients this governs their choice of
destination and date. And lastly there’s the period. Most people are restricted in some
way in the dates when they can travel.

Concerning price: of course it is often difficult to talk about money. But
everyone tries to keep within a budget and wants to feel that they are getting value
for money. It’s unwise to guess from a person’s appearance their financial standing.

So what should you ask? Questions such as “what type of accommodation are you
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looking for?”” and “What price range do you have in mind?” you will not need to ask
the question “why” unless you feel that it is necessary to persuade the client to
change their views as to the suitability of a resort or holiday.

Exercise 2. Transcribe and translate the following words:

- rapport - technique
- throughout - otherwise
- subsequent - priority
- volunteer - financial
- respondent - persuade

Exercise 3. Write Ukrainian equivalents to the following:
1. selling techniques

ordinary social conversation

to follow a set pattern

to feel at ease

to maintain rapport throughout the dealings with

customers

to purchase the product

closed questions

8. to be of paramount importance
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Exercise 4. Fill in the correct preposition and make sentences of your own.

1. to feel ease ... the sales environment

2. todeal ... properlyand ... anappropriate manner
3. tofind ... exactly what customers are looking

4. to begin ... one of the seven “W”

5. some way

6. tokeep ... abudget

7. to have smth ... mind

8. theviews ... ... the suitability of a resort or holiday
1.

2.

3.

4,

5.

Exercise 5. Find in the text the synonyms to the following words:
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- to buy a product

- to follow a fixed example

- it makes the respondent to give more
information

- to classify into 4 types
- prime importance

Exercise 6. Find in the text the opposites to the following words:
- an open question
- at the end of the conversation
- to make a senseless suggestion
- to be unlimited in the dates of travel
- to keep out of the budget
- it is wise to do smth

Exercise 7. The summary of the text contains gaps. Fill them in, using the
prompts if necessary.
sell, relationship, closed, material (2), objective, what (2), people, four,
guestioning, two, W, commitment, priorities, period, holiday, dates, open, human
(2), needs, price, destination

The sales conversation is different from an ordinary conversation because it

has an (a) which is to (b) the product. There are (c)
stages or elements in a sales conversation, which are: rapport,
questioning, presentation and (d) :

Rapport is the (e) which is built up between the sales assistant
and the client. It needs to be established before () can take place.
We question the client in order to find the type of (g) he or she
requires. There are (h) types of questions which are (i)
and (j) questions.

An open question begins with a (k) word. With these kinds
of questions you can learn what the (I) and (m) needs
of your client are. You will discover the (n) needs by asking
questions such as “Who will be traveling?” “When do you want to travel?” (0)
needs are catered for with (p) questions such as “(q)
are your interests?” When you have discovered your client’s needs
you must then established his or her (r) ; these fall into four main
bands. The first is the (s) and deals with their special (t)
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The second is the (u) or (V) .Thirdly, there’s the question
of (w) and fourthly is the (x) or (y)
when they can travel.

Exercise 8. Answer the questions on the text.
1. How are all sales at travel agencies made?

2. Why is the sales conversation different from an ordinary social one?

3. What set pattern should the travel agency follow when selling the product?

4. What is the rapport?

5. Why is it necessary to give questions to the customers?

6. What is the difference between an “open” and a “closed” question?

7. What makes you able to make a sensible suggestion?

8. Can the travel agent guess from a person’s appearance his financial
standing?

Exercise 9. Write questions to the answers.

1.

Selling techniques include 4 elements in the following order: rapport, questioning,
presentation and commitment.

2.

Rapport must be maintained throughout the dealings with the customers and before
the questioning.

3.

When the clients have already made their choice in travel, they can volunteer this
information themselves to the travel agent.

4,

Yes, itis. It is more effective to use closed questions when the travel agent is
checking information.

5.

Open questions force the respondents to give more information which helps the
travel agent to elicit the desires of customers.

6.

The price can govern the choice of destination and date for some clients.

7.

Every customer wants to feel that he is getting value for money.

8.

I fully agree with the proverb “appearance can be deceitful”.

Exercise 10. Find English equivalents to the following:
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- MaTy METy IIPOJATH NMPOILYKT

- BKJIIOYATH 4 €JICMCHTH B TaKOMY IIOPAAKY

- YCTaHOBUTH B3a€EMOBITHOCHHU 3 KIIEHTAMH

- BCCTHU OIIMTYBAHHA SK CJ'IiI[

- 0a)xaTu KyInuTH NPOIYKT

- TepeBIpATH 1HPOPMAITiO

- BUKOPHUCTOBYBATH “BiIKpHTI”/“3aKpUTi” 3amuTaHHS

- BMIlIyBaTH B co01 OykBy “W”

- BUMOTH IIOA0 MTOJOPOKEU

- CYMIDXHI KIMHATH JIJIs1 CIMEWHHUX TIOJI0POKEN

- OyTu OOMEXEHUM J1aTaMu

- 3AJUIIUTUCS B MEXax OIOIKETY

- (piHAaHCOBE CTAHOBHIIIEC KITIEHTIB

- I[IHOBI paMKH

- TEpPEeKOHATH KJIIEHTA 3MIHUTH CBIM MO HA IOCh

Exercise 11. Translate the sentences using the topical vocabulary from the text.
1. Po3moBa mpu mpojiaxi BiAPI3HSAETHCS BiJl 3BUYAITHOT pO3MOBH, TOMY 1110 BOHA
Ma€ CBOIO METY: MPOAaTH NPOAYKT.
2. IcuytoTh 4 eranu Takoi pO3MOBHM 1 B Takii MOCTIJOBHOCTI: YCTaHOBJIEHHS
B3a€EMOBIJHOCUH 3 KIIIEHTOM, OIUTYBaHHSA, MpE3eHTalll Ta MOpaibHUI
000B’SI30K.
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3. YcTaHOBIEHHS B3a€MOBIAHOCHH — 1€ MOOY/0Ba BIAHOCHUH MK MPOJABIEM 1
KITIEHTOM. IX CIiJ YCTaHOBUTH 10 TOTrO, SK Typ areHT HOYHE 3a/aBaTH
3aruTaHHs.

4, Typ areHT 3ajae pi3HI 3aMUTaHHA, 100 3’ACYBaTH, KWW BHJ BIANOYUHKY
Oaxkae KiIieHT. Po3pi3HAIOTH 2 BUU 3aNTUTaHb: “BIAKPUTI” Ta “3aKpHTI’.

5. BigkpuTi 3anuTaHHs MOYMHAIOTHCS 31 cioBa 3 jiteporo “W”. 3aBmsxu mum
3alUTaHHSAM TYyp areHT Ji3HA€ThCS, 110 X04e KIIEHT, Ta Mpo Horo notpedu Ta
BUMOTU 1, KOJMM Typ areHT 3’sCyBaB Bce, IIO0 HEOOXiJHO, BIH TMOBHHEH
BU3HAYWUTU TPIOPUTETH KJi€HTAa. BoHu miaposnuisioTbes Ha 4 rpynu. Ilo-
nepiie, ocoonuBl moTpedu. Ilo-gpyre, 1me Miclie NMpU3HAYCHHS Ta MicCIe
po3ramryBaHHs. llo-Tpere, 11e muTaHHA Tpo wiHy. [, HapemTi, me mara
MOJOPOXKI.

Exercise 12. Render the text in writing. Refer to the Plan of Rendering in
Appendix 2.

Additional Text

Training Session Talk for Travel Agent Trainee

Before beginning the presentation stage you should always check the
information and summarize the facts. Then present the holiday you wish to sell.
Remember that when presenting the product, the particular holiday, that the client is
not buying the holiday but what it can do for them. For instance, the client who buys
a two-week holiday in a hotel in Ibiza is not buying the hotel bedroom so they can
admire the wallpaper but because it is near the beach, it has the facilities they needed
to help them relax for two weeks.

So match the client’s needs with the holiday on offer, and concentrate on the
features, the facilities which the client requires. You may choose to show the client
a hotel which has a whole host of facilities but do not draw their attention to all of
them. It will only confuse. Instead, concentrate on those that will appeal to the client,
those that you know they want or would like. In order to make the product sound
attractive and appealing, ideally suited to their needs, be selective.

If you include unnecessary information they may feel that this holiday is not
suitable for them after all.

So present the features in the brochure as benefits. A feature of a hotel is that
it is only 200 metres from the beach.

While a benefit to the client is the fact that they can get to the beach easily as
it is only 200 metres away. By personalizing the product in this way you create a
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desire in the client to buy the product. It is not sufficient just to read out the facilities
that a client requires out of the brochure.

However, it should be referred to. But do not read it out the client; rather talk
about the benefits to them as you point to photos of the hotel, the price charts, the
temperature grids. Use it as an aid.

Then once the client shows signs of commitment, of desiring to buy, you
should stop selling and close the sale. Remember that once the client agrees to the
sale they are showing commitment.
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Unit 2
Text1l
HOTEL CONTRACTING
Exercise 1. Write the Active Vocabulary into your vocabularies and try to
memorize it before reading the text. Read the text below, find and underline
these word combinations in the text.
Active Vocabulary

crucial activity BaKJIMBA JISUIBHICTh

to feature destination in a brochure BHCBIT/IIOBAaTH  (OMHMCYBaTH)  MICIE
MIPU3HAYCHHS B OpoIIypi

to bluff obMmaHIoBaTH, OedyBatu

to brief JETANBHO MOSICHIOBATH, IHCTPYKTYBaTH

a hike in rates pict 1iH

to barter OOMIHIOBATH, IIPOMIHSITH

room allocation BHU3HAYCHHS KIMHATH

an upgrade I1JIBUIIICHHS PO3IIHOK Ta SKOCTI KIMHAT

a bargaining tool 3HAPSIIS TOPTYBAHHS

a shortfall in capacity HEBUKOHAHHS 3aBAaHTAXCHOCTI TOTEITI0

Hotel contracting is one of the most crucial activities of any holiday
company's business — it is also one of the most demanding with an endless
round of resorts and hotels and the inevitable negotiations of next season's rates.

"We need hoteliers as much as they need us," said Cadogan Travel's tour
operations general manager Gary David, who has made thirty-four visits to nine
destinations featured in the winter brochure. "But they play games; there's a lot of
bluffing going on." He claims this year to have toured 170 hotel and self-catering
properties, viewed 500 bedrooms and visited sixty-five handling agents. This is in
addition to briefing couriers, inspecting hotel noticeboards to make sure material is
well displayed (it often isn't), visiting the tourist offices for each destination and
dealing with forty airlines that serve the resorts.

"There are all sorts of politics,” said Mr. David. "It is a question of attitude
as well because some hoteliers like bigger operators while others do not."

At Gibraltar's Rock Hotel, the manager agreed to contributions for advertising
and brochures, whereas in Tangier , the Rif Hotel manager refused to move from
his 20 per cent hike in rates. However, bartering for room rates is only one aspect
Gary David's work. Others cover increases in room allocations, upgrades, added
extras such as wine, fruit or flowers, afternoon tea, improved child reductions, long-
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stay deals and contributions towards advertising, which are all used to improve the
overall deal.

Another way of getting a better deal from hoteliers is to introduce a new
section to the brochure which promotes a top hotel in each resort, and use this as a
bargaining tool, or give out awards to tempt them to give better discounts.

"In Gibraltar I've had to drop two hotels because of poor standards so I've
got a shortfall in capacity. I've got now to push for increased room allocation,
but I'm dealing with hoteliers who don't need me because most cater for business
traffic.”

(adapted from "Travel Trade Gazette™)

Exercise 2. Translate and transcribe the following words:

crucial brochure
inevitable hotelier
feature bargain
courier advertising

Exercise 3. Write Ukrainian equivalents to the following:
1. hotel contracting

endless round of resorts

to claim

to tour hotels

a question of attitude

to cover increases

long-stay deals

to use smth as a bargaining tool
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Exercise 4. Fill in the correct preposition and make sentences of your own.
the most demanding... an endless round of resorts and hotels

=

2. ... addition... briefing couriers

3. toagree... contributions... advertising

4. to introduce a new section... the brochure
5. togive... awards

6. to push... increased room allocation

W e
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Exercise 5. Find in the text the synonyms to the following words:
- important activities
- to describe in brochure
- to watch bedrooms
- improved child discounts
- the whole deal
- to get a shortage in capacity

Exercise 6. Choose the correct word:

1. Hotel contracting is one of the most ...... activities of any holiday company’s
business.
a) thrilling b) advertising ¢) crucial d) urgent
2. Tour operators need hoteliers ..... they need them.
a) as many as b) as good as C) as more as d) as much as
3. Some hoteliers agree to contributions for advertising and brochures ....... Others
refuse to move from their hike in rates.
a) whereas b) unlike c) like d) just as

4. In its brochures tour operator promotes a top hotel in each resort in hope of getting
better... from hoteliers.
a) awards b) discounts ¢) bonuses d) contributions
5. Tour operator has to drop some hotels because of poor standards and so it has got
a shortfall in .....
a) capability b) contributions c) allocation d) capacity

Exercise 7. Answer the questions to the text.
1. Who is Cary David?
2. What does his job involve?
3. What kind of problems does he have to handle? Why?
4. What is one of the way for tour operator to get better discounts from
hoteliers?
5. In his opinion, how cooperative are the hoteliers he has been working with?

Exercise 8. Find English equivalents to the following:
- BCICHHA Hepel“OBOpiB 3 TOTCIIMHAU

- HaMOIbII BUMOTJIMBHUI
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HECKIHYEHHA KIJIbKICTh KYpOPTiB

OMKCYBATH MiCII€ PU3HAYECHHS Y Opolrypax

oOMaHtoBatH, 61edyBaTi

areHTU-KOOPAUHATOPH

BUBYATH 1H(OpPMAIIiiTHI CTEHIU TOTEIIB

BHUCTaBJISITU HA MOKa3 (IEMOHCTPYBATH) MaTepialid

pi3HA MOJITHKA

MOTOJAUTHCS Ha IJIATy 3a peKiIamy Ta Opourypu

BIJIMOBUTHCS BiJl TOTO, 1100 301IbMIKATH po3LiHKHA Ha 20%

00roBOpIOBATH PO3LIHKM HA KIMHATH

30UIBIIICHHS Y KIJTBKOCT1 BU3HAYEHUX KIMHAT

MOKpAIyBaTU 3HMKKH IS TITEH

TPUBAJi AUTOBI CTOCYHKHU

peKJIaMyBaTH HalKpalui ToTelb Ha KO)KHOMY KypOpTi

SHapAAdA TOPTryYBaHHA

CIIOKYIIIATH JJIsl TOTO, 1100 JaJii Kparill 3HIKKU

BUKPECIUTH TOTEN 31 CIIUCKY Yepe3 NMOoraHi yMOBHU

HE103aBAHTAKEHICTh T'OTENIB

HamaraTucs otpumaru (phrasal verb)
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- TypOyBaTucs, 10aTH MpPO KII€HTIB

Exercise 10. Translate the sentences using the topical vocabulary from the text.

1.

Benennst meperoBopiB 3 TOTEISIMU — OAWH 13 HAHOLIBII BaKJTUBUX aCTIEKTIB
TISUTBHOCTI Typ-omeparopiB. Typ-omepaTopamM HEOOXITHI TOTENbEPU Tak
camo, SIK 1 TOTeIbEPAM Typ-OIepaToOpH.

[IpeacTaBHuKH Typ omepaTopa BiJBIIYIOTh TOTEJI Ta 3aCO0M PO3MIIICHHS
0e3 o0CIIyroByBaHHSI Ta XapyyBaHHS, OTJISJAIOTh CHAlbHI, MPAIOIOTh 3
areHTaMHu-KoopJauHatopaMyd. BoHM BuBYalTh i1H(OpMaIIiiiHl CTeHIU
roTeNiB, MO0 MEePECBIMUUTUCS, IO HEOOXIJIHI MaTepiajii BHUCTABJICHI Ha
noka3. BoHu BIABIAYIOTh TYpUCTHYHI O(ICH y KOXKHOMY MICL1 IPU3HAYECHHS
1 CIIIBIPAIIOIOTH 3 aBlaJIIHISIMU, 1K1 00CIIYTOBYIOTh LI€H KypOpT.

['otenpepu MPOBOAATH Pi3HY MOMITUKY LIOAO Typ ornepaTopis. B minomy, 1e
MUTaHHS CTaBJIEHHS FOTENbEPIB JO TOTO YM IHILIOTO Typ oneparopa. Jleski
rOTENbEPH BIJIAIOTH NIEPEBAry BEJIMKUM 1 BIIOMUM TYyp orepaTopam, Aesiki
Hi. J[esKi roTenpepu MOTOHKYIOTHCS TUIATUTH 3a pekiiaMmy 1 OpolrypH, B
SKUX OIMCaHl iX roreml. IHII BIAMOBIISIOTHCSA Bl TOTO, IIOO 30LIBIIMTH
PO3LIHKM Ha KIMHATH Ta IUIATUTH 3a CBOIO pEKIamy.

OpuH 3 acekTiB poOOTH TYp ONIEPATOPIB — 0OTOBOPIOBATH LIIHM HA KIMHATH.
[Himn  oOOB’s3kM  —  30UIBLIYBAaTH  KUIBKICTh BHU3HAYEHHUX  KIMHAT,
MOKPAIICHHS SIKOCTI, MOKPAILyBaTH 3HWXKKHU JUIsl JITE€H, MIATPUMYBAHHS
JIOBrOTpHUBAINX O13HEC CTOCYHKIB, OTPUMAaHHS TJIATH 3a PEKJIaMy TOTEIIB.
OnuH 13 crmocobiB [t Typ ONEpaTopiB OTPUMATH TapHY 3HIDKKY BiJl
rOTENBEPIB — 116 BBECTH HOBY PYOPHKY y CBOIX Opolllypax, sika peKiiaMye
HaWKpanuil roTelb Ha IbOMY KypopTi. Taka O€3KOIITOBHA pekiIama
BUKOPHUCTOBYETHCS Typ OTEpaTOpaMU SIK 3HAPSAMS TOPTYBaHHS.

[aKONIM Typ omepaTopaM MPUXOAUTHCS BUKPECIIOBATH 31 CBOIX CIHCKIB
JiesIK1 TOTeJIl yepe3 nmoradi yMoBH. Lle mpu3BoIUTh 10 HE03aBaHTAXKEHOCTI
roTeNiB 1 Typ omeparopaM NOTPIOHO HaMaratucs OTpPUMAaTH OUIbIITY
KUIbKICTh BU3HAYEHUX KIMHAT. AJie TYT iICHY€ npoOjema: JesiKi TOTeNIbepPH
HE XOUYyTh MpAIOBaTH 31 3BUYAWHUMH TYp OIEpaTopamMu, BOHU OijbIie
n0ar0Th Mpo Oi3HEC KIIIEHTIB.

Exercise 12. Render the text in writing. Refer to the Plan of Rendering in
Appendix 2.
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Text 2
LOCAL RESORT REPRESENTATIVES
Exercise 1. Write the Active Vocabulary into your vocabularies and try to
memorize it before reading the text. Read the text below, find and underline
these word combinations in the text.

Active Vocabulary
to escort clients CYIIPOBOIKYBATH KJTi€HTIB
to assist smb JOTIOMaraT KOMYyCh
a favourable first impression TepILIC IPUEMHE BPayKCHHS
to assume niepeadavyaTu
insincere HELIUPHIA
clues KJTIOY, TTiIKa3Ka
to treat clients in the same way CTaBUTHCS JI0 KITIEHTIB OJHAKOBO
a freelancer TIO3AIITATHUI TPAIIIBHUK
to project the company image CTBOPIOBATH IMIJIK KOMITaHil
the range of possibilities IIAPOKUIA BHOIP MOXKITMBOCTEH
career ladder Kap’€pHUH picT

Utopia Holidays Are Looking for Representatives in Your Region
THE REPS' DUTIES WILL INCLUDE:

. meeting clients at the airport and escorting them to their hotels;
. holding welcome parties for each group on the day after their arrival;
. organizing and escorting coach excursions to local places of interest;

. answering clients' questions and dealing with their problems;

. assisting clients who cannot speak the local language;

. escorting clients from their hotels to the airport at the end of their holiday;
. being on call 24 hours a day to deal with emergencies.

If you give clients the impression that you enjoy your work and enjoy dealing
with them — it will make it much easier for clients to feel comfortable with you. And
it will make it easier for you to establish a good relationship with them. If you look
bored or uninterested, your clients may start feeling the same. If you smile, other
people will smile back!

If you give people a favourable first impression of yourself, you'll find them
much easier to deal with. A welcoming smile and a friendly greeting put people at their
ease, even if they have had a bad journey, or if they are feeling tired, worried or cross.

REMEMBER: YOU NEVER GET A SECOND CHANCE TO MAKE A
FIRST IMPRESSION!
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Just because a person comes from a particular country, don't assume they'll
behave like a "typical™ person from that country — whatever you imagine that to be!
Treat each person as an individual.

Unless you know a foreign client really well, don't treat them too informally
as they might think you're being over-familiar or even insincere. Different
nationalities have different customs when it comes to formality and informality.

You can make people feel welcome and help them to feel at home by using
their names instead of addressing them impersonally as Sir or Madam. Look for clues
on credit cards, forms, luggage labels, etc., make sure they know your name too, and
show them that you remember their names when you meet them again.

A sincere smile shows people that you want to be friendly. Good eye contact
shows that you're interested in them. Try to treat every client in the same way that
you'd like to be treated yourself — or even better!

TOUR GUIDES

The person who accompanies a group of holiday makers on a packaged tour is
variously known as tour guide, leader, manager, director or (US only) escort.

The tour leader may be an employee of the tour operator, a freelancer or (less
usually) someone who is operating (i.e. designing, marketing and leading) his or her
own tour.

Company employees are expected to project the company image. Officially
the job of tour guide consists of representing the company, meeting and/or
accompanying a group (usually on a coach), providing commentary,
reconfirming accommodation and activity arrangements (which should have been
put in place by the employing tour operator), helping with luggage, sorting out
problems and generally creating an enjoyable atmosphere for the clients. This is
quite a tall order, but first it is necessary to understand the range of possibilities in
the world of tour leading and guiding.

The rewards are those which attract most people into the tourism business in
the first place: the chance to travel, a desire to work with people and the chance to
take responsibility. Many prominent members of tourist industry started out as guides
or reps as their first step on the career ladder.

Exercise 2. Transcribe and translate the following words:

arrival label
emergency accompanying
favourable range

typical career
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Insincere atmosphere

Exercise 3. Write Ukrainian equivalents to the following words:

1. coach excursions

to be on call 24 hours a day

to establish a good relationship with smb

to feel worried and cross

to be over-familiar

to look for clues on credit cards

good eye contact

to operate the tour

©ooNOOOE WN

to create an enjoyable atmosphere

10 many prominent members

Exercise 4. Fill in the correct preposition and make sentences of your own.

1.todeal ... emergencies

2.1o give people a favourable first impression ... yourself
3.to treat each person ... an individual
4.tosort .... problems

5. to attract most people .... the tourism business
6. ..... thefirstplace

7.tostart ... ... guidesor reps

8. the first step ... the career ladder

1.

2.

3.

4,

5.

Exercise 5. Find in the text the synonyms of the following words:

to go with clients together (2 syn.)

to help clients

to presume

to have different traditions
career development

genuine smile

a wish to work with people

many outstanding members
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Exercise 6. Choose the correct word:

1. One of the rep’s duties is to assist clients who cannot speak....

a) this mother tongue  Db) his native language c¢) the international language
d) the local language

2. If the local rep smiles, other people will smile...

a) backwards b) forward c) back d) towards
3. Local resort representative should establish... to show people that he is
interested in them.
a) good eye contact b) good relationships  c¢) good behaviour

d) good impression
4. Company employees are expected to.... the company image.

a) destroy b) project c) improve d) profile
5. Many prominent members of tourist industry... as guides or reps as their first
step on the career ladder.

a) emerged b) completed c) started out d) appeared

Exercise 7. Answer the questions to the text.
1. What are the duties of a local rep?
. What qualities are required for a job of a rep?
. What makes it a difficult job?
. How else are tour guides called?
. Who may be the tour guide?
. What does a job of a tour guide involve?
. What rewards are offered to those who are attracted into tourism business?
. What did many prominent members of tourist industry do at the beginning
of their careers?
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Exercise 8. Write questions to the answers.
1.

After the local rep meets clients at the airport and escorts them to their hotels,
he holds welcome parties for each group on the day after their arrival.
2.

At the end of their journey the local rep escorts clients from their hotels to the
airport.
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Giving clients the impression that local rep enjoys his work and enjoys dealing
with them will make it much easier for clients to feel at their ease.

Using people’s names instead of addressing them impersonally as Sir or
Madam helps people to feel at home.

A tour guide is a person who accompanies a group of holiday makers on a
packaged tour.

The rewards that attract people into the tourism business are: the chance to
travel, a desire to work with people and the chance to take responsibility.

Exercise 9. Find English equivalents to the following:

CYNPOBOJI)KYBATHU KIIIEHTIB 3 a€POIOPTY 0 TOTEIIO

MaTH CIpaBy 3 HemepeadauyeHUMU CUTYalisIMU

CIIPABUTH IPUEMHE BPAXKEHHS HA KOTOCh

MOYyBaTUCS TaK CaMO HYIHO 1 He3aI[IKaBJICHO

MOCMIXaTUCh Y BIATIOBIIb

MOBOJIUTHU ce0€ SIK «TUOBUIY MPEJCTABHUK CBOEI KpAiHU

KOJIM MOBa iie ipo (popMaibHICTh i HEPOPMATLHICTh

IIYKaTH MiAKa3KU (KJIF0Y1) Ha KPEIUTHUX KapTKax 4d SpjuKax Ha Oaraxy

CTBOPIOBATH, IPOBOJUTH MApKETUHTOBI TOCIII>)KEHHS 1 KEPYBAaTU TYpPOM

CKIagaTucCHd 3

HaJlaBaTH KOMEHTapi
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- CTBOPIOBATH MPUEMHY aTMocdepy s KIIEHTIB

- PO3YMITH LI PsIT MOKIIMBOCTEH Yy CBITI 1 KEpyBaHHS Ta IMIPOBEJCHHS TYPiB

- TIPUBAOIIOBATH JIIOJIEH y Typ Oi3HEC

- TIOYMHATH CBOIO Kap’€py sSIK MPEICTAaBHUK TYp OIlepaTopa YM rif

- Ha MepIIMX CXOJUHKaX Kap €PHOTO POCTY

Exercise 10. Translate the sentences using the topical vocabulary from the text.

1.

OOOB’s13kM  MICHEBOIO MpEACTaBHUKA TypoIlepaTopa BKJIKOYAIOTh Oarato
acnekTiB. [lepm 3a Bce, 1€ 3yCTpid KIIIEHTIB B aepoOIOpTy Ta iX CYHpPOBIJ 10
rOTEeJI0, MPOBEJACHHS BITAIBHUX BEYIPOK, OpraHizailisi aBTOOYCHHUX E€KCKYpCii,
JIOTIOMOTa KJIIEHTaM, Ta 00OB’SI30K OYTH y MeXax TOCSKHOCTI 24 TOJUHU Ha
100y Ha BUTIAJ0K HeMepe10aueHX CUTyaIliu.

Jly’ke BaKJIMBO JIJIs IPEACTAaBHUKA CIIPABUTH MIPUEMHE BPaKCHHS HA KITIEHTIB 3
camoro noyatky. Lle momomoske cTBOpUTH J00p1 CTOCYHKM 3 HuUMHU. OTXKe,
nocmixairecs, 1 1HII J1oAU OyAyTh MOCMIXaTUCS BaM Yy BiAmnoBiab. [pyxHs
MOCMIIIKA JIOMIOMOKE JIFOJISIM MOYYBATUCSI HEBUMYIIEHO, HABITh MICIS BaXKKOL
MOJ0POXKI.

baxxano 3amam’sitaTh iMEHa KIIEHTIB 3aMiCThb TOro, 100 BXXKHMBaTH o(irfiiiHe
3BEpTaHHS «MaH» 4u «maHi». [IpeacTraBHUK MOBUHEH OYTH yBaKHUM 1 IIyKaTH
IMeHa Ha OeMKrKax, OarakKHUX SIPIUKAX, 1 KOJIA KIIEHTH TPUDKKAIOTh BIAPYTE,
MIPEICTaBHUK MMOBUHEH MTOKAa3aTH, IO BiH 3allaM ATaB iX iMCHA.

TypuctTuuHull i1 — 1€ e oAHa ocola, sika MpeAcTaBisie Typoreparopa. e —
JIOJIMHA, SIKa CYMPOBOKYE TPYITY BiIMOYMBAIOYNX BIIPOJIOBK IMAKETHOTO TYPY.
[i wacTo HAa3MBAIOTH 10 Pi3HOMY: Tij, Jifep, AUPeKTOp i eckopT (mume y CIIIA).
Po6Gota Typ-Tiga BKiItOYaE 3yCcTpiu TPYMH BiANOYMBAIOYNX, CYPOBIJ TPYIH HA
aBTOOYC1, HamaHHs 1H(OpMaIlii, MATBEPHKEHHS MICI[b PO3MIIIICHHS, JOITOMOTA 3
OaraxkeM, BUpIIICHHS Oyb-SKHX MPOOJIEM KIIIEHTIB Ta CTBOPEHHS MPHEMHOI
atMocdepu JJIsl KITIEHTIB.

Haroposu, siki mpuBa0IOI0Th JII0/IEH B TYPUCTUUHMM O13HEC, Taki: 11e OakaHHs
MOJIOPOXKYBaTH, Oa)kaHHS TMpamoBaTH 3 JIIOABMH Ta IIAHC OpaTu
BIJIMOBIIATILHICT, Ha ceOe. bararo BimomMux Ioneid, sKi MPaIoTh B Typ-
IHAyCTpli, TMOYMHAIA CBOIO Kap’€py 3 TMEpIIUX CXOAWHOK SK TIAM YU

NpeACTaBHUKH.
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Exercise 12. Render the text in writing. Refer to the Plan of Rendering in
Appendix 2.

Additional Text

ART OF SUCCESSFUL NEGOTIATION

When tour operators are putting together a tour, they have to hold detailed
discussions and sign contracts with a number of 'principals' such as hotels,
carriers (airlines), and coach companies. Here are some advice how a business
negotiation is different from everyday conversation.

Preparation
Being prepared is the most important thing. If you haven't had time to
prepare properly, then cancel the meeting — you'll be wasting your time.

1) Make sure you know the arrangements — the time and the place.

2) Set enough time for the meeting.

3) Have a clear set of objectives: what do you really want to achieve? List your
main and secondary objectives.

4) Take what you need — documents, materials, people.

5) Dress appropriately, but it's also important that you feel comfortable and
confident.

6) If you're hosting the negotiation, then think about the arrangement of the
room and the layout of the furniture.

Language and Behaviour
Your behaviour should be polite and respectful. In international
negotiations you may also find you're talking to someone whose first language isn't
the same as yours.
1) Allow time for social conversation — and have a few topics of conversation
up your sleeve.
2) Don't use threatening body language or gestures (unless you want to
threaten!).
3) Be polite and civil, even when you're being tough.
4) Make sure you understand what the other person is saying. Ask for
clarification if necessary.
5) Be sure the other person understands you. Offer repetition or clarification.
6) Don't patronize the other persons if they don't understand your language
easily. Don't treat them as if they are deaf or stupid just because their first
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language is not yours.

7) Show respect for different cultures and find out about them before your
meeting — it may help you get what you want.
8) If the language difference is really great, then employ an interpreter.

Achieving your objectives
If you have done all of the above, then you're nearly there. But you've still got
to keep alert during the meeting.

1) Prepare a strategy — a 'game plan' — of how you want the meeting to go, but
be ready to adapt. Flexibility is vital.

2) Make concessions if it helps to achieve your main objectives. The concessions
can be real or apparent.

3) Avoid an atmosphere of conflict.

4) Listen to the other speakers. Don't interrupt — let them finish their
points.

5) Respond to the points they make with respect.

6) Avoid saying '‘No.’

Follow-up
A successful negotiation can be destroyed if you don't spend time
confirming what has been agreed.

1) Keep notes of the main points as the meeting progresses.

2) Make sure all parties agree on what has been agreed before you leave the
meeting.

3) Follow up the meeting a few days later with a letter or a contract listing
the terms on which you agreed.
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WORD LIST

UNIT 1
add the premium to the deposit
ads
at any one time/at any given time
avoid any risk
best bargain
branch out
cancel the trip
collect the deposit payment
come in off the streets
come into force
comprehensive information
dead on time
distinguish on term from another
emphasis

estimated time of arrival/departure

(ETA/ETD)
expiry date
finalize the payment
folder

have a nice/good/bad time

hefty cancellation charges
highlight the latest date for payment
in comparison with

Iin good time

in time

inducement

initial costs

invoice

issue a receipt

issue the travel documents

keep up with changing government
regulations

large quantities of merchandise
legs of the trip

make full payment

offer one-stop convenience

on time

operate on chain basis
pleasures and pains of the contact
rack of colourful brochures
ready-made tour package
retail

run out of time

safeguard oneself

settle in full

share costs

standard sales voucher
storage

tailor-made package

take your time

the right/wrong time

time zone

travel insurance
travelogue

wholesale
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UNIT 2

accept booking inducement

be in charge of investigate new markets

be vital reading junior staff

bring prices down keep up to new date with new facilities
bulk purchase kind of a reward

canvass holiday-makers for the opinions  know clients intimately

on their holidays local rep

charge agencies for smth lowering in standards of service
competition among tour operators make appointments

construct a trip make in-depth comparison

cut costs make preliminary inspections
deal with problems make the final choice

deals negotiate with airlines and hotels
discernable change on mailing list

distinguish between smth On one’s own

distribute promotional material pax

drive hard bargain preliminary results

educational report principal

estimate exact selling prices principal attraction

evolve business profit margins

expand recruit and train the staff
expenditure reputation is on the line
familiarization (FAM) trip reserve smth in blocks
familiarization tours/trips result in many changes

fatigue reward customer loyalty

ferry operators rock display

fill in a questionnaire rooming list

finalize the reservation system savour traditional English food
flight manifest second-time visitors

gain acceptance secure

general trading-down accommodation  see a return for money

general world recession seek value for money

go/send on a fam trip select hotels

ground handler send invoices to customers
group in question senior management

heritage tours socialize

identify likely selection of countries spouse
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Improve cost effectiveness

in addition to

in modern sense

in one’s line of work

in part

in the current economic climate
incentive tours/trips

stranded

suit requirements

tours with ‘no frills’ variety
travel insurance

value for money

voucher

wholesaler
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APPENDIX 1

Irregular Verbs

Infinitive Past Simple Participle Past
A
arise arose arisen
awake awakened / awoke awakened / awoken
B
be was, were been
beat beat beaten / beat
become became become
begin began begun
bend bent bent
bet bet / betted bet / betted
bite bit bitten
blow blew blown
break broke broken
bring brought brought
build built built
burst burst burst
buy bought bought
C
catch caught caught
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http://www.onelook.com/?loc=pub&w=arise
http://www.onelook.com/?loc=pub&w=awake
http://www.onelook.com/?loc=pub&w=be
http://www.onelook.com/?loc=pub&w=beat
http://www.onelook.com/?loc=pub&w=become
http://www.onelook.com/?loc=pub&w=begin
http://www.onelook.com/?loc=pub&w=bend
http://www.onelook.com/?loc=pub&w=bet
http://www.onelook.com/?loc=pub&w=bite
http://www.onelook.com/?loc=pub&w=blow
http://www.onelook.com/?loc=pub&w=break
http://www.onelook.com/?loc=pub&w=bring
http://www.onelook.com/?loc=pub&w=build
http://www.onelook.com/?loc=pub&w=burst
http://www.onelook.com/?loc=pub&w=buy
http://www.onelook.com/?loc=pub&w=catch

choose chose chosen
come came come
cost cost cost
cut cut cut

D

deal dealt dealt
dig dug dug
dive (scuba diving) dived / dove dived
do did done
draw drew drawn
dream dreamed / dreamt dreamed / dreamt
drink drank drunk
drive drove driven
E

eat ate eaten
=

fall fell fallen
feed fed fed
feel felt felt
fight fought fought
find found found
fly flew flown
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http://www.onelook.com/?loc=pub&w=choose
http://www.onelook.com/?loc=pub&w=come
http://www.onelook.com/?loc=pub&w=cost
http://www.onelook.com/?loc=pub&w=cut
http://www.onelook.com/?loc=pub&w=deal
http://www.onelook.com/?loc=pub&w=dig
http://www.onelook.com/?loc=pub&w=dive
http://www.onelook.com/?loc=pub&w=do
http://www.onelook.com/?loc=pub&w=draw
http://www.onelook.com/?loc=pub&w=dream
http://www.onelook.com/?loc=pub&w=drink
http://www.onelook.com/?loc=pub&w=drive
http://www.onelook.com/?loc=pub&w=eat
http://www.onelook.com/?loc=pub&w=fall
http://www.onelook.com/?loc=pub&w=feed
http://www.onelook.com/?loc=pub&w=feel
http://www.onelook.com/?loc=pub&w=fight
http://www.onelook.com/?loc=pub&w=find
http://www.onelook.com/?loc=pub&w=fly

forbid forbade forbidden
forget forgot forgotten / forgot
forgive forgave forgiven
freeze froze frozen
G
get got gotten / got
ive gave given
go went gone
row grew grown
H
hang hung hung
have had had
hear heard heard
hide hid hidden
hit hit hit
hold held held
hurt hurt hurt
|
input input / inputted input / inputted
interweave interwove / interwoven /
interweaved interweaved
J
jerry-build jerry-built jerry-built
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http://www.onelook.com/?loc=pub&w=forbid
http://www.onelook.com/?loc=pub&w=forget
http://www.onelook.com/?loc=pub&w=forgive
http://www.onelook.com/?loc=pub&w=freeze
http://www.onelook.com/?loc=pub&w=get
http://www.onelook.com/?loc=pub&w=give
http://www.onelook.com/?loc=pub&w=go
http://www.onelook.com/?loc=pub&w=grow
http://www.onelook.com/?loc=pub&w=hang
http://www.onelook.com/?loc=pub&w=have
http://www.onelook.com/?loc=pub&w=hear
http://www.onelook.com/?loc=pub&w=hide
http://www.onelook.com/?loc=pub&w=hit
http://www.onelook.com/?loc=pub&w=hold
http://www.onelook.com/?loc=pub&w=hurt
http://www.onelook.com/?loc=pub&w=input
http://www.onelook.com/?loc=pub&w=interweave
http://www.onelook.com/?loc=pub&w=jerry-build

keep kept kept
know knew known

L

lay laid laid

lead led led

learn learned / learnt learned / learnt
leave left left

lend lent lent

let let let

lie lay lain

lie (not tell truth) lied lied
REGULAR

light lit / lighted lit / lighted
lose lost lost

M

make made made
mean meant meant
meet met met
mistake mistook mistaken
@)

offset offset offset

=)
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http://www.onelook.com/?loc=pub&w=keep
http://www.onelook.com/?loc=pub&w=know
http://www.onelook.com/?loc=pub&w=lay
http://www.onelook.com/?loc=pub&w=lead
http://www.onelook.com/?loc=pub&w=learn
http://www.onelook.com/?loc=pub&w=leave
http://www.onelook.com/?loc=pub&w=lend
http://www.onelook.com/?loc=pub&w=let
http://www.onelook.com/?loc=pub&w=lie
http://www.onelook.com/?loc=pub&w=lie
http://www.onelook.com/?loc=pub&w=light
http://www.onelook.com/?loc=pub&w=lose
http://www.onelook.com/?loc=pub&w=make
http://www.onelook.com/?loc=pub&w=mean
http://www.onelook.com/?loc=pub&w=meet
http://www.onelook.com/?loc=pub&w=mistake
http://www.onelook.com/?loc=pub&w=offset

pay paid paid

prove proved proven / proved

put put put

Q

quit quit / quitted quit / quitted

R

read [ri:d] read (sounds like read (sounds like
"red") "red")

ride rode ridden

rin rang rung

rise rose risen

run ran run

S

saw sawed sawed / sawn

say said said

see saw seen

seek sought sought

sell sold sold

send sent sent

set set set

sew sewed sewn / sewed

shake shook shaken

shave shaved shaved / shaven
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http://www.onelook.com/?loc=pub&w=pay
http://www.onelook.com/?loc=pub&w=prove
http://www.onelook.com/?loc=pub&w=put
http://www.onelook.com/?loc=pub&w=quit
http://www.onelook.com/?loc=pub&w=read
http://www.onelook.com/?loc=pub&w=ride
http://www.onelook.com/?loc=pub&w=ring
http://www.onelook.com/?loc=pub&w=rise
http://www.onelook.com/?loc=pub&w=run
http://www.onelook.com/?loc=pub&w=saw
http://www.onelook.com/?loc=pub&w=say
http://www.onelook.com/?loc=pub&w=see
http://www.onelook.com/?loc=pub&w=seek
http://www.onelook.com/?loc=pub&w=sell
http://www.onelook.com/?loc=pub&w=send
http://www.onelook.com/?loc=pub&w=set
http://www.onelook.com/?loc=pub&w=sew
http://www.onelook.com/?loc=pub&w=shake
http://www.onelook.com/?loc=pub&w=shave

shined / shone

shined / shone

shoot shot shot
show showed shown / showed
shrink shrank / shrunk shrunk
shut shut shut
sing sang sung
sink sank / sunk sunk
sit sat sat
sleep slept slept
smell smelled / smelt smelled / smelt
speak spoke spoken
spend spent spent
split split split
spread spread spread
spring sprang / sprung sprung
stand stood stood
steal stole stolen
stick stuck stuck
sting stung stung
strike struck stricken
swear swore sworn
swee swept swept
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http://www.onelook.com/?loc=pub&w=shine
http://www.onelook.com/?loc=pub&w=shoot
http://www.onelook.com/?loc=pub&w=show
http://www.onelook.com/?loc=pub&w=shrink
http://www.onelook.com/?loc=pub&w=shut
http://www.onelook.com/?loc=pub&w=sing
http://www.onelook.com/?loc=pub&w=sink
http://www.onelook.com/?loc=pub&w=sit
http://www.onelook.com/?loc=pub&w=sleep
http://www.onelook.com/?loc=pub&w=smell
http://www.onelook.com/?loc=pub&w=speak
http://www.onelook.com/?loc=pub&w=spend
http://www.onelook.com/?loc=pub&w=split
http://www.onelook.com/?loc=pub&w=spread
http://www.onelook.com/?loc=pub&w=spring
http://www.onelook.com/?loc=pub&w=stand 
http://www.onelook.com/?loc=pub&w=steal
http://www.onelook.com/?loc=pub&w=stick
http://www.onelook.com/?loc=pub&w=sting
http://www.onelook.com/?loc=pub&w=strike
http://www.onelook.com/?loc=pub&w=swear
http://www.onelook.com/?loc=pub&w=sweep

swim swam swum

T

take took taken
teach taught taught

tear tore torn

tell told told

think thought thought
throw threw thrown

U

understand understood understood
w

wake woke / waked woken / waked
wear wore worn

win won won

write wrote written
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http://www.onelook.com/?loc=pub&w=swim
http://www.onelook.com/?loc=pub&w=take
http://www.onelook.com/?loc=pub&w=teach
http://www.onelook.com/?loc=pub&w=tear
http://www.onelook.com/?loc=pub&w=tell
http://www.onelook.com/?loc=pub&w=think
http://www.onelook.com/?loc=pub&w=throw
http://www.onelook.com/?loc=pub&w=understand
http://www.onelook.com/?loc=pub&w=wake
http://www.onelook.com/?loc=pub&w=wear
http://www.onelook.com/?loc=pub&w=win
http://www.onelook.com/?loc=pub&w=write

APPENDIX 2

Plan for Rendering a Text

The plan for Some expressions to be used while rendering the
rendering the article article
1. The title of the article | The article is entitled ...
headlined ...

2. The author of the
article, where and
when the article was
published

The author of the article ...
The article is written by ...
It is (was) published in ...

3. The key words

The key words of the article are ... (5-7 words).
They help a reader to foresee the developments of the
article.
They help to understand what the text is about.

the main idea of the article.

4. The main idea of the
article

The key problem of the article is ...
The main idea of the article is ...
The purpose of the article is ... to give the reader some
information on ...
to explain...
to show/demonstrate that

to reveal ...
to underline that ...
to expose ...

The article is devoted to ...

The article deals with ...

The article | dwells upon ...
touches upon ...

5. The contents of the
article. Some facts,
names, figures

a) The author / journalist writes

states

stresses

thinks

points out

condemns

sets out his ideas on ...

reveals / exposes the
drawbacks  (shortcomings,
lacks) of ...,
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focuses  (concentrates) the
reader’s attention on

The article describes (depicts) ...
b) According to the text ..., ...

Further, the author reports (says) that ...

The article goes on to say ...
¢) In conclusion, ...
To sumup, ...
The author comes to the conclusion that ...

6. Your opinion of the
article

I am not an expert in this field but ...
| found the article interesting
important
dull
of great importance,
of great value
too hard to understand.
As far as I can judge ...
There’s no denying the fact that ...
In my opinion, ...
To my mind, ...
From my point of view, the problem raised in the article
1S ...
I’m not really (quite) sure that ...
Frankly speaking ...
To tell the truth ...
I must admit ...
I’m of the opinion that ...
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