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1. IlepeyeHb MJIAHUPYEMBIX Pe3yJbTATOB 00Y4YeHHS 1O IUCHUIINHE

B pesynbrare uzyueHus npodeccruoHalIbHOTO MOJIYJS CTYACHT JIOJDKEH OCBOUTH

OCHOBHOM BUa JCATCIBbHOCTH ((O[Zl"aHHL’»agI/ISI 1 KOHTPOJIb TCKYEGP'I ACATCIBbHOCTHU COTPYJIHUKOB
CJIy)K6BI 6[20HI/I[20BaHI/I$I U 1OpoJaax» H COOTBCTCTBYIOIIUC CMY 06H_II/IC KOMIICTCHIUNU H

poQeCCHOHAIbHBIC KOMITETCHIINH

1.1.1. TlepedeHp 0OMUX KOMITETEHITHIA

Kon HawnmMmeHoBaHMe 00X KOMIIETEHIAN

OK-1 Br16upaTh criocoObl perienus 3a1a4 npopeccuoHaNbHOM 1eATeIbHOCTH,

IMPUMCEHHUTEIIBHO K pa3JIMYHBIM KOHTCKCTAaM.

OK-2 OcCymIecTBISITh OUCK, AHAJIU3 ¥ HHTEPIIPETAIINI0 MHPOPMAIIMH, HEOOXOIUMOM JIJIst

BBITIOJIHCHUA 3aJa4 HpO(beCCHOHaHBHOﬁ JACATCIIBHOCTH.

OK-3 [InanupoBaTh U peaqn3oBbIBaTh COOCTBEHHOE MPOGECCHOHATBHOE U JINYHOCTHOE

Pa3BUTHC.

OK-4 PaboTaTh B KOUIEKTHBE M KOMaH/ e, 2((HEKTUBHO B3aMMOICHCTBOBATH C KOJIJIETaMH,

PYKOBOACTBOM, KIIMCHTAMU.

OK-5 OcCyIIEeCTBISATh YCTHYIO U TUCBbMEHHYI0 KOMMYHHUKAIUIO HA TOCYJapCTBEHHOM

SA3BIKC C YUCTOM oco0eHHOCTEH CONUAJIBHOI'O U KYJIBTYPHOT'O KOHTCKCTA.

OK-7 CopeilicTBOBaTh COXPaHEHHUIO OKPYXKAIOIIEH Cpeibl, peCypcocOepeKeHHIO,

3¢)(I)€KTI/IBHO JICIICTBOBATh B I-IpCBBI:ILIEII\/'IHI:IX CUTyalusiIX.

OK-9 | Ucnonb3oBaTh HH(POPMALIMOHHBIE TEXHOIOTUU B TPO(ECCHOHANBHOM e TeIbHOCTH.

OK-10 | ITomb3oBaThest mpoecCHOHAIBHON JOKYMEHTAIIMEH Ha TOCYIapCTBEHHOM U

HHOCTPAHHBIX A3BIKAaX.

1.1.2. Tlepedens npodeccnoHaIbHBIX KOMIIETCHIINN

KOI[ HaumeHoBaHue BUJOB JI€ATSIHLHOCTH U HpO(l)eCCI/IOHaJ'IBHBIX KOMHCTGHHI/Iﬁ

BJI-4 Opranu3anus 1 KOHTPOJIb TeKYIIEH AeSTEIPHOCTH PAOOTHUKOB CITYKOBI

OpOHUPOBAHUS U POJIAK.

[1K-4.1 [InanupoBaTh MOTPEOHOCTH CITY>KObI OPOHMPOBAHHUS U MPOJAXK B MaT€pPHUATbHBIX

pecypcax U mepcoHaie.

[1IK-4.2 Opranu3oBbIBaTh J€ATEIBHOCTh PAOOTHUKOB CIIyKObI OPOHUPOBAHMSI U ITPOJAXK

B COOTBE€TCTBHHU C TCKYIIVMMHU IIJIaHAMHU U CTaHAapTaMU I'OCTUHUIIBL.

[1K-4. 3 KoHTponupoBaTh TEKYIIYIO AESITEIBHOCTh PAOOTHUKOB CITYKOBI OpOHUPOBAHUS




TOCTEMN.

U MIPOJIAX IS O IepKaHMsI TpeOyeMOoro ypoBHsI KauecTBa 00CITyKUBaHUS

1.1.3. B pesynbTaTte 0cBOEHHS MPOHECCHOHATBHOIO MOJIYJIS CTYIEHT JJOJKEH:

HNmets npaKTquCKI/ﬂﬁ—
OTIBIT

IJIaHWUPOBAHWH, OpraHru3allvi, CTUMYJIMPOBAHUN U KOHTPOJIC
JeSTeIbHOCTH PAOOTHUKOB CITY>KObI OPOHUPOBAHUS U MPOJIAK;
pa3paboTKe MPaKTUYECKUX PEKOMEHIAINI TT0 (OPMUPOBAHUIO
CIpoca M CTUMYJIMPOBAHUIO COBITA TOCTHHHYHOTO MPOIYKTA JIJIst
PA3JIUYHBIX HEJICBBIX CCTMCHTOB;,

BBISABIICHUHN KOHKypeHTOCHOCOGHOCTI/I TFOCTUHUYHOTI'O ITPOAYKTA,
ornpeneneHuu 3hHEeKTUBHOCTH MEPOIIPUATHH 110 CTUMYITHPOBAHUIO

cObITa TOCTUHUYHOTO MIPOJYKTA.

yMETh —

OCYIIECTBIISATh MOHUTOPUHT PBHIHKA TOCTUHHYHBIX YCITYT;
BBIJICJIATH IEJICBOM CETMEHT KITMCHTCKOM 0a3bl;

coOupaTh U aHATU3UPOBATH HH(HOPMAITUIO O TTOTPEOHOCTSIX 1IETIEBOT]
PBIHKA;

OPHEHTUPOBATHCS B HOMEHKJIATYPE OCHOBHBIX M JIOTIOJIHUTEIBHBIX
YCIIYT TOCTUHUIIBI,

pa3pabaThiBaTh MEPOTIPUSATHS IO TIOBBIIICHHUIO JIOSUTBHOCTH TOCTEH;
BBIABIIATH KOHKypeHTOCHOCO6HOCTB TFOCTUHUYHOTIO MPOAYKTA U
pa3pabaTbIBaTh MEPOTIPUSATHS IO €€ IMOBBIIICHHUIO;

IJIAaHUPOBATH U IPOTHO3UPOBATH ITPOAAXKHU;

MPOBOANTH 00YUYECHHE TIEPCOHANA CITYKObI OPOHUPOBAHUSI U TIPOJIANK

npuemMaM 3 (HEKTUBHBIX MPOJAK.

3HaTh —_—

CTPYKTYpPY M MECTO CITy>KObI OpPOHHPOBAHUS U MPOJAXK B CHCTEME
YIPaBJICHUS] TOCTUHUIICH U B3aUMOCBSI3H C IPYTHMHU
MOJIPa3ICIICHUSIMHI TOCTHHHIIBI,

CHOCOOBI YIIPaBIICHUS JOXOJAMH TOCTHHUIIBL;

0COOEHHOCTH CITpOca U MPEIOKEHHSI B TOCTHHUYHOM JIeJIe;
0COOEHHOCTH PabOTHI C Pa3TUYHBIMUA KATETOPUSMHU TOCTEH;

MCTOJBbI YIIPABJICHUSA MMPOAa)KaMU C YUCTOM CETMCHTALINH,

CIIOCOOBI TMOSNMIUMOHHUPOBAHUS TOCTHUHHUIIBI M BBIACIICHUA €€




KOHKYPEHTHBIX IIPEUMYILIECTB;
— 0COOEHHOCTH MPOJaKk HOMEPHOTO (POH/IA U TOTIOIHUTENBHBIX YCIYT

TOCTHHUIIBL;

— KaHaJIbl ¥ TEXHOJIOTMH MPOJaX TOCTUHUYHOTO IPOAYKTA;

— 1IeHOOOpa3oBaHUE,

—  BUAbBI TapU(HBIX MIIAHOB U TapU(PHYIO MOIUTUKY TOCTHHULIBI;
—  TPUHIMIBI CO3AAHUSA CUCTEMBI «JIOSTIBHOCTH» pabOTHI C TOCTIMHU
—  METO/Ibl MAKCUMU3AIIUH JOXOJI0B TOCTHUHUIIBI;

— Kputepuu 3¢ (HEeKTUBHOCTH pabOThI IEpCOHAIa TOCTUHHULIBI 110

poaaxxam,

— BHJIbI OTYETHOCTHU I10 ITPOJAaKaM.

2. OuneHo4HbIe cpecTBA N0 JMCHUIIIUHE
2.1. Tekymmii KOHTPOJIb.
B xozxe peanuzanmu npodeccuonaabHoro moayns [IM 04 «OpraHuzanus ¥ _KOHTPOIb

TGKyu!GfI JACATCIBbHOCTH COTPYJIAHWKOB CJIy)K6I>I 6[20HI/I[20BaHI/I$I U 1PpOoAAK» MCIIOJIB3YIOTCA

CICOYIOMUE METOABI TEKYIIECTO KOHTPOJIA YCIIEBAEMOCTH 06y11a}01u1/1xcs[ .

Tema (paznen) dopMmbl (METOIBI)
TEKYIIEero KOHTPOJIS
yCIIEBa€MOCTH

Paznen 1. Opranu3zanus 1 TeXHOJIOTHsI pabOThI CITyKOBI Tecmol

Ilpakxmuueckue
OpOHHPOBAHUS U MPOJAK
3a0anus

Pa3nen 2. TexHOIOTHS B3aUMOJICUCTBUS COTPYTHUKOB C Cumyayuonnvle

5 3a0a4u (keticwl)
KJIMEHTAMU ITIpA OPOHUPOBAHUH M IPOJIAXKAX.
pH DpOTHP p Cobecedosanue

Pa3nen 3. CrangapTel KauecTBa 00CITy)KMBaHUS TOCTEH B TpoIiecce

OpOHUPOBAHUS U POJAK

2.1.1. Tectbl
TecToBbIE 3a1aHUA (IPUMEPHBIE).



Bapuanr 1.
1. Preliminary confirmation is:
a) a document including the conditions for making an advance payment;
b) a document including the conditions for making an entry about additional services ordered by
the client;
c) all answers are correct.
2. Guaranteed booking from a material point of view is beneficial:
a) for the client;
b) for a hotel;
c) for everyone.
3. Imprinter is:
a) equipment for paying customers with credit cards;
b) equipment for paying customers for parking;
c) equipment for paying clients for additional services.
4. Concierge is:
a) cash register operator;
b) accommodation service manager;
c) a manager who provides individual services to clients;
d) manager of a hotel.
5. Reservation confirmation is:
a) information for the client that his wishes are satisfied;
b) information that the reservation service manager transmits to the accounting department;
c¢) information from the tour operator that he has booked the room.
6. The application for reservation of a place must include the following mandatory
information:
a) number and categories of rooms; length of stay at the hotel; names of visitors; form of
payment;
b) room categories; length of stay at the hotel; names of visitors;
c¢) room categories; length of stay at the hotel; names of visitors; form of payment.
7. Which of the following services are considered additional services in accommodation
facilities:
a) wake-up service;
b) currency exchange service;
¢) delivery of correspondence to the client’s number.

8. A single checkout time at 12 o'clock on the current day in hotels is used:



a) for the correct calculation of hotel guests for their stay;
b) to issue payment receipts to guests at a strictly established time;
c) all hotel cash registers submit reports to the accounting department at this time.
9. The rate provided to hotel guests for accommodation for several hours during the day, not
including overnight accommodation, is called:
a) daily rate;
b) personal tariff;
¢) daily rate.
10. The tariff provided to hotel guests, which includes the cost of breakfast and dinner (or
lunch), is called:
a) half board rate;
b) “full board” rate;

c) all-inclusive rate.

Koarou

Bompoc | 1 2 3 4 5 6 7 8 9 10
OTBET c c a b a a b a a a
Bapmuanr 2.

1. A structural unit that carries out the procedure for reserving rooms through telephone calls,
through commercial representatives of hotels, by mail, telex, fax, e-mail:
a. reception service
b. concierge service
c. engineering and technical service
d. reservation service
2. Hotel occupancy factor is:
a. percentage of actually occupied hotel rooms to the total number of hotel rooms
b. ratio of total number of guests to number of rooms sold
c. ratio of the number of occupied rooms to the number of eight-hour maid shifts
d. ratio of the difference between the number of guests and the number of rooms sold to the
number of rooms sold
3. The price for a room or place in a hotel does NOT depend on:
a. number of days of stay at the hotel
b. low demand for hotels
c. weather conditions

d. % room occupancy



4. Functions of the reservation department:
a. maintaining the required sanitary condition of the rooms
b. dry cleaning services
c. makes advance reservations for hotel beds and rooms
d. control of technical equipment
5. If, with a guaranteed reservation, the required deposit amount is not paid by the appointed
date, then the reservation department employee:
a. transfers the reservation to the non-guaranteed category
b. cancels reservation
c. doing nothing
d. add a client to the “black list”
6. A guaranteed reservation is canceled if the consumer is late:
a. at 12 o'clock
b. at 18 o'clock
c. for 24 hours
d. for 36 hours
7. Double booking is:
a. confirmation of the future provision of hotel accommodations to two clients at the same time
on the same date
b. reservation for one last name for two rooms at once on the same date
c. reservation for one last name, two rooms for different dates
d. reservation for one surname for two rooms of different categories
8. The abbreviation accepted in the hotel business RB (Room booked) means:
a. number of rooms canceled at the last minute
b. number of rooms booked
c. number of rooms booked but idle due to no-show guests
9. A document evidencing the conclusion of an agreement between the client and the hotel:
a. settlement permit
b. questionnaire
c. notification of the arrival of a foreign citizen
d. application for reservation of seats
10. The booking process includes the following steps:
a. meeting, greeting the guest, registering him, checking into the room
b. receiving an application, determining room availability, registering a pre-order, confirming a

reservation, fulfilling an order, compiling reservation reports



c. receiving an application, fulfilling an order

d. Receiving a reservation request by fax or phone, completing the order

Kuarou
BOIIPOC 1 2 3 4 5 6 7 8 9 10
OTBET d a c c a c a b a b
Bapuanr 3.

1.Functions of the reservation department:
a) control of technical equipment;
b) pre-ordering places and rooms in a hotel;
¢) providing tourists with physical education and health services;
d) dry cleaning services.

2. Hotel reservations, registration and accommodation of tourists, processing of payments
upon departure of the guest, provision of various reference information are the responsibilities
of:

a) commercial service;
b) reception, registration and accommodation services;
c¢) administrative and management service;
d) security service.
3.Who handles the room reservations?
a) reservation department managers;
b) managers of the reservation department or reception service;
C) reception service managers;
d) managers of administrative and economic services.
4.Reservation is...
a) pre-ordering places and rooms in a hotel;
b) reception, registration and accommodation of guests;
¢) provision of food and accommodation services;
d) provision of additional services.

5. Together with which service does the reservation department plan the hotel’s activities?

a) room service;

b) marketing service;

¢) reception and accommodation service;
d) food service.

6.What does the client send to the hotel?

10



a) letter of application;
b) letter of application;
c) just a letter.
7. A payment document confirming payment by the tour operator for the entire duration of the
guest’s stay and some additional services provided during the stay is called...
a) deposit;
b) voucher;
¢) deposit.
d) collateral.
8.For what type of reservation are penalties imposed on the guest if he does not check into the
room before a certain date?
a) non-guaranteed reservation;
b) overbooking;
c) guaranteed reservation;
d) double booking.
9.A group application is considered to be one that will accommodate...
a) at least five numbers;
b) more than five numbers;
¢) ten numbers;
d) more than ten numbers.
10. Restore the correct order of serving guests:
a) accommodation in a room,;
b) booking a room category;
c) guest registration upon arrival;
d) payment for the room and additional services;
d) check-out of the guest.
11.Special notice that the guest will be provided with hotel accommodation is:
a) application;
b) email;
c) a letter with the application confirmation number;
d) traveler's check;
d) voucher.
12. Under what agreement does the company guarantee full payment of the allocated quota of
places:

a) agency agreement;

11



b) current booking agreement;
c) agreement on firm purchase of places with full payment;
d) agreement on a quota of places with a guarantee of filling.
13.An application for hotel reservations must include the following mandatory information:
a) length of stay at the hotel, names of guests, form of payment;
b) categories of rooms, length of stay at the hotel, names of guests;
¢) number and categories of rooms, length of stay at the hotel, names of guests, form of payment;
d) categories of rooms, length of stay at the hotel, names of guests, form of payment.
14. Double booking means:
a) confirmation of the future provision of hotel accommodations to two clients at the same time
on the same date;
b) booking two rooms at once for the same last name on the same date;
c) reservation for the same surname for two rooms on different dates;
d) reservation for one surname for two rooms of different categories;
15.CRS systems are systems:
a) management of the commercial department and banquet service;
b) customer relationship service;
c) central reservation;
d) management of additional services.

Kirou

BONIPOC 1 2 3 4 5 6 7 8 9 10 11 |12 |13 |14 |15

b b b a b b b c d abed | ¢ c ¢ a ¢

2.1.2. Ilpaktuyeckue 3a1anusi. CuTyalMoHHbIE 3a1a4H (KelChbl).

Tema: TexHoJiorusi padoTsl ¢ 3asiBKAMU
Bapuant Nel IlepeBennre, KpaTKO OTBETHTE HA BONPOC:

1. What information does the reservation request contain?

2. Making a decision that a hotel can provide a room to a guest is (what) ...stage of working
with applications?

3. Based on the date of arrival, applications are divided into...?

4. Applications submitted by telephone or fax. The Internet and the Central Bank are united
by the characteristic....?

5. Restore the algorithm chain for working with reservation requests: acceptance of the

request — .......... — entering data into the automated control system, assigning an application

12



number — ............ — booking confirmation — ........... — confirmation of fax receipt —
............ — recording changes in applications — ............ = ............
Bapuant Ne2 I[lepeBeanrte, KpaTKko 0TBeThbTE HA BOIPOC:

1. For what reasons are changes made to booking requests?

2. Determining a specific room for a guest is (what)... stage when working with applications?

3. Applications for cash and non-cash are united by the characteristic ..?

4. Restore the chain of the algorithm for working with requests for bookings using non-cash
payments: contact with a hotel specialist — .............. e — send an invoice for the
hotel — entering data into the journal and automated control system — ......... ....

Bapuant Ne3 IlepeBennre, KpaTKo 0TBEeThTE HA BONPOC:

1. For what reasons can a hotel refuse to accommodate a guest? Why can a guest be moved
from one room to another?

2. Making a decision that a hotel can provide a room to a guest is (what) ...stage of working
with applications?

3. Based on the method of transmission, applications are divided into....?

4. Individual and group applications are united by the characteristic....?

5. Restore the algorithm chain for working with reservation requests: acceptance of the

request — .......... — entering data into the automated control system, assigning an application
number — .............. — booking confirmation — ........... .. — confirmation of fax receipt —
.............. — recording changes in applications — ........... = ............

Bapuant Ne4

1. List the types of payment for the reservation.

2. The application has been accepted for consideration - this is (what)...stage of working with
applications?

3. Based on the form of payment, applications are divided into...?

4. Current, prospective for the current month and prospective for subsequent months
applications are united by the characteristic....?

5. Restore the algorithm chain for working with requests for bookings using non-cash
payments: contact a hotel specialist — ........... — — send an invoice for the hotel —

enter data into the journal and automated control system — ..........

Curtyanuonnbie 3axaqyu Nel (keiicbl)
IMepeBennTe, MOATOTOBbTE MUCHMEHHBIN OTBET
1. The hotel owner received an oral request from a travel agency to book hotel services. What

conditions must be met for the request to be considered accepted?
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2. A group of tourists consisting of 13 people was supposed to stay in a hotel according to the
concluded contract for 15 days. After seven days, prices for hotel services changed. In this case,
should the hotel owner adhere to the prices stipulated in the contract? After what period of time
from the date of their change can new prices apply? Give a reasoned answer.

3. The hotel owner decided not to accept credit cards as payment for services provided. Is the
hotel owner right if the contract stipulates that payment for services booked by the travel agent is
made by the client?

4. The travel agent canceled the order for the provision of hotel services within the time limits
provided for in the contract. Within how long after cancellation must the amount received by the
hotel owner as an advance payment be returned to the travel agent? Indicate the payment
procedure to the travel agent if payments are not made within the established time frame.

5. The client left the hotel four days earlier than the deadline established in the contract. Who
should compensate for the actual losses incurred by the hotel owner when the client's early
departure was not the fault of the hotel owner?

6. What should a hotel owner do if a client stays at the hotel for a longer time than agreed in
the hotel contract?

7. Payment for the services provided at the hotel was made directly by the client. Within 30
days of the client's departure, the hotel owner paid the travel agent's commission. How is
payment made to a travel agent if payments are not made on time?

8. If the hotel owner is unable to fulfill his obligations under the International Hotel
Convention, he is obliged to compensate the actual damage caused to the travel agent. In
exceptional cases, if it has been provided that the travel agent has been notified three weeks in
advance, the hotel owner may accommodate clients in the nearest similar hotel or a higher class
hotel.

Is the travel agent entitled to compensation in this case? Who pays the difference in the price
of hotel services?

9. There was a fire in the hotel. For this reason, the hotel owner was unable to fulfill his
obligations. Is the hotel owner exempt from liability in this case? What measures should he take
to limit the damage that may be caused to the travel agent by such failure to perform?

10. In October, a travel agent informed the owner of a hotel for tourists in St. Petersburg 10
days before the date of arrival of a group of tourists that the order for the provision of hotel
services to a tourist from Murmansk was cancelled. Is compensation required in this case? What
amounts of compensation are provided? What are the minimum cancellation periods for hotels

catering to groups of tourists during peak season?

14



CuryanuoHnHble 3aga4m Ne2
IlepeBeanTe, MOATOTOBHTE MUCHMEHHBII OTBET

3amaua 1. The process of providing hotel services lies in a wide range; from fully automated
to completely personalized. Determine in the specified range the place where the main efforts
will be made to solve problems of the quality of hotel services. The problem requires an
analytical solution. Key words: hospitality, human factor, quality management system.

3agaua 2. Customers of Hotel A (86 rooms) often complained about the lack of courtesy
from the employees. As a solution to the problem, the administration chose a strategy to reduce
contacts between guests and service staff (increased automation of the guest service cycle).
Analyze the situation, evaluate the decision made by the administration, offer your options for
getting out of this situation.

3apaua 3. At the Sovetskaya Hotel (St. Petersburg), staff surveys are used to solve many
production problems. The company's management believes that this approach allows saving up
to 1 million rubles. annually. Explain how staff surveys help regulate hotel work processes?
What was the reason for saving money?

3anaua 4. At the hotel, the guest is given a marketing questionnaire before departure, inviting
him to express his opinion about the hotel. For completing the questionnaire, the guest receives a
symbolic discount of $1-2. Explain the purpose of such a questionnaire, suggest other methods
of motivating the guest to fill out the questionnaire. Develop your own version of a guest
questionnaire that allows you to evaluate the quality of the services provided by the hotel.

3agaua 5. In one of the 4-star Spanish hotels, the pricing policy is based on forecasting
demand. Prices are differentiated for four seasons:

- low (September 20-June 10);

-medium (June 12-July 1 and August 31-September 19);

- high (July 2-August 4 and August 21-30);

- maximum (August 5-20).

During what periods can a hotel guest freely choose the scope of the package of services
provided, and when is he accommodated only on half board and board programs? Determine the
cost of a hotel room in the maximum season, if the base (minimum) price is $100, the increase in
rates for accommodation when moving from season to season is 12%, food services are 20% of
the base room price. Offer the hotel a discount program based on parameters such as target
segment, weekend price, and discounts for children. groups, corporate clients, seasonal
discounts. How can you determine the effectiveness of the proposed discounts?

3anaua 6. A large enterprise is planning to build a 3* hotel with a total area of 1200 sq. m. m.

Determine the design cost of construction if it is known that there are 35 square meters per room.

15



m of total area, of which 20 sq. m. - room area. Costs are determined at the rate of $40 thousand
per unit of room stock. Calculate the area required for organizing a conference room (35% of the
hotel’s housing stock).

3agmaua 7. In international practice, special terms are used to determine the status of a
number. For example:

- free: the number is occupied, but the guest does not pay for its use;

- delayed: the guest extends the stay by at least 1 day;

- skipper: the guest left the hotel without paying for the stay.

Offer other room status options necessary for operational accounting of the state of the hotel
rooms.

3agauya 8. Modern transit suburban hotel: 350 rooms. 2 restaurants, several bars, a cafe, a
banquet hall (150 sq. m.), room service, an indoor swimming pool with a fitness center, a fully
automated reception desk, a games room (table tennis, video game billiards)). Present the
organizational structure of the hotel, show the functional relationships between its services.

3apaua 9. Based on a typical hotel model with 3,540 rooms, we will take as a basis a cleaning
rate of 18 rooms per shift. The hotel's occupancy rate is currently 80%. A housekeeping team
consists of four employees and a head maid, with each team assigned an assistant to clean
common areas and perform other tasks. The hotel laundry operates daily shifts of 5 people on a
5-day work schedule, with a 40-hour work week. Determine the minimum number of staff
required to maintain cleanliness and order in the hotel and smooth operation of the laundry. It
should be noted that personnel changes are periodically required (vacation, sick leave, etc.).

3agaua 10. The economy A-class hotel has an area of 8000 sq. m. m., number of rooms - 110
units, average area of each - 18 sq. m. The potential average annual income from a room is $20
thousand. Determine the amount of income lost by the hotel from the sale of room stock for the
year of operation, if in international practice the design area of the room stock of such a hotel is
up to 80% of the total area.

3apaua 11. When designing a business hotel with 300 rooms, you need to determine:

- area of conference rooms (40% of the total number of guests, with a norm of 4-5 sq. m. per
guest);

- area of the lobby bar (25% of the number of guests and the norm is 3 sq. m. for each bar
seat).

3agaua 12. Determine the correct sequence of stages in the development of the global hotel
industry:

- the emergence of caravanserais

- the emergence of an extensive network of inns and taverns
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- the rise of hotels at monasteries
- construction of hotels exclusively to serve tourists
- emergence of hotel corporations and syndicates
- formation of the International Union of Hotel Owners
- construction of motels for traveling motorists
- transformation of the hotel base into the service and entertainment industry
- segmentation of the hotel market
- construction of super-hotels and fancy hotels, new management concepts in the hotel
business.
3agaua 13. Select all possible classification features from the description of the room below.
Hotel "Zapadnaya" (3*) was built in July 2002 in Pereslavl-Zalessky - the ancient
Russian city of the Golden Ring of Russia. The hotel is located in the city center in a park area
on the banks of the Trubezh River. From the windows of all rooms there is an amazing view - a
picturesque river against the backdrop of the city ramparts, above which the dome of the
Transfiguration Cathedral rises.
The hotel has 11 spacious rooms (single and double). All rooms are equipped with
TVs, air conditioners, telephones, hair dryers, orthopedic mattresses, and beautiful furniture.
Free guarded parking and breakfast are a gift from the hotel. Guests have access to the Internet,
fax, copying services, and guide services. There is a bar. 24-hour security. Heat and hot water are
provided by our own boiler room. The hotel is open all year round.
Our clients are business people who prefer comfort, a high level of service, safety and
reliability. Here you can not only relax, but also hold a conference, seminar.
3agaua 14. The HR department of the Moscow Marriot Hotel has developed original training
programs for reception and restaurant staff: “The Art of Communication”, “Know Yourself”,
“Who is Who”. “Know Yourself” training promotes the development of effective

communication skills, the formation of contact, and patience.

2.1.3. Bompocsl s codeceqoBanus
CobecenoBanneNel TexHONIOTHsI OPOHUPOBAHUS TOCTUHUYHBIX YCITYT
1. IlepeBenure. IIpuBenure npumepsl
What types of discounts can we think of?
e Timed — for a given period of time or on certain days.
e  Group — when the booking includes, for example, 3 rooms.
e Loyalty — based on the guest’s attachment to your property. We often use it in loyalty

systems. This discount makes a big difference if your hotel has many returning guests.
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e Seasonal.

e  Occasional — depends on the event, e.g. the Jewish festival in Cracow.

e Depending on the length of stay — e.g. over 3 days.

e Depending on the number of purchased services or when purchasing a specific service.

e Situational — often given to the client when he is dissatisfied with something. It could also
be a free lunch or drink.

2. Ilepesenure. [IpuBenure npumepsl.
What are the reasons for the room change?

Guest requests: If the guest is unhappy with the room given to him, they request to change it.
Reasons for that could be things like not liking the location of the guest room, not enjoying the
view, not wanting the room number, and hearing more noise because the room is closer to the
restaurant and club. Apart from this, there are cases where a guest room change depending on
other factors.

Maintenance and Repairs: If the air conditioner, fan, bathroom tap, TV or something else in
the room is not working correctly or is broken, if they cannot be repaired or replaced quickly,
then a room change has to be done.

Upgrades: This opportunity can be seen more when the guest stays in the hotel for a few days.
Here, guests have bought a standard room, but they want to go to a higher room category, so
there are times when they request to change the room.

Room reserved: In some cases, the guest is expected to stay at the hotel for a long time on the
scheduled check-out date. In such a case, if the guest’s current room is allocated to another guest,
the guest will have to be given another room. Therefore, there are times when a room change has
to be done.

Joiners: A room change can also happen due to adding an extra person. For example, when a
guest is in a single room, if one of his or her friends comes and wants to stay in the hotel with
him/her, the room has to be changed from a single room to a double or twin room. In those cases,
a room change has to be done.

CobecenoBanmne Ne2 TexHoI0rus MPOAAXK H NMPOABHKEHNS TOCTHHUYHOTO MPOIYKTA

1. IlepeBenure. Ilepeckakute cyTh NPUBEICHHOTO TOHSTHSL.

What problems is practical marketing aimed at solving?

Practical marketing is focused on benefits rather than product features. Product features are all
about you, your company, and your product. Product benefits — what your product does to solve
a problem or improve user experience — concern every company’s most important market

metrics: customer experience and satisfaction.
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From a customer perspective, features are the mechanism for delivering benefits, but it’s the
benefits that matter most. While your competition is focused on cool new features, customer
benefits make your brand and product stand out. Customers will flock to a brand that provides
the solutions they need, but they could not care less about feature lists. It’s the benefits your
product features create that fulfill customer needs and wants, and not every feature addresses the
needs and wants of every customer.

When you focus on product features, you focus on your company and your product, putting
the burden on your customer to recognize or extrapolate end-user benefits. But focusing on
benefits puts them front and center in your customer’s mind.

2. IlepeBenure. [lepeckaxkure cyTh NPUBEIEHHOTO TIOHSTHS.

What is the Tourism Industry?

So, what is the tourism industry? First, it is important to define what the ‘tourism industry*
means. Essentially, it refers to all activity related to the short-term movement of people to
locations away from where they usually reside. It is one of the world’s largest industries, and the
economies of many nations are driven, to a large extent, by their tourist trade.

It is also a wide-ranging industry, which includes the hotel industry, the transport industry, and
several additional industries or sectors. It is vital to understand that the tourist industry is linked
to movement to different locations, based on leisure, business, and some additional travel
motivators.

With that being said, according to the most common definitions, the tourism industry does not
cover activities related to travel where the person intends to stay in their destination for longer
than one year. As an example, this means that expatriates and long-term international students
are not technically classed as tourists.

Co0ecenoBanue Ne3.

1. IlepeBenure. Ilepeckaxkute CyTh TPUBEICHHOTO TOHSATHS.

How to handle VIP and VVIP guest arrival at hotel check-in procedure.

Every customer in the hospitality sector ought to be treated like a VIP guest and the hotel staff
must be aware of how to treat VIP guest in hotel, since they are the lifeblood of the business.
Although excellent customer service is crucial for every organization, the hotel sector is unique

in that the product itself is the service being provided to customers.
In order to ensure repeat business, it is critical that customers feel appreciated and get

individualized attention. While it is important that all visitors get first-rate service, there are

some clients for whom the hotel must spare no effort in order to exceed their expectations.
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Guests that fall into this category have a history with the hotel or a firm (maybe via a loyalty
program) and/or invest significantly in the business.

Who exactly is a Very Important Person (VIP) Guest?

A VIP guest visitor is an extremely significant individual who is given extra perks and
attention. These are the customers that have stayed at the hotel several times via the loyalty
program and consistently provide the most revenue for the business. Different hotels will have
different criteria for what makes a VIP guest in hotel, but here are a few things that most of them
have in common. These are the types of VIP guest you may encounter:

e Key Personnel in Organizations

e Director General

e VIPs invited by travel agents

e Happy newlyweds

e [Editors Producers Managers of Corporate Events

e Visitor referrals from General Manager

Who exactly qualifies as a VVIP Guest?

A very, very, important person (VVIP) is a visitor who receives exceptional service and
special perks. This sort of visitor is prestigious, influential, and well-respected. The specifics of
the VVIP guest are as follows:

e Executive Committee

e Famous People

e Owners

e Chairman

e Managing Director

e CEO

e Influencer Sportsperson

e Committed followers

e Contextual Political Factors

e Chief Executives of Various Nations

e [eaders in the Government

2. Ilepesenurte. [lepeckaxxure CyTh MPUBEACHHOTO MOHATHS.
Landscaping and floristry of hotel interiors.

An oasis
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One of the things that you need to do in your hotel’s backyard is to create an oasis of lush
shrubbery and wildlife. Now, a lot of people fail to understand the very concept of oasis and
fully grasp that it’s not about the water or the shrubbery, it’s about the beauty being concealed
from the prying eye.

An impeccable lawn

Due to the fact that boutique hotels tend to be somewhat smaller in size, in order to preserve
this compactness and make them appear larger (and more impressive), you’ll have to resort to
optical illusions. One of the things you can do in order to achieve this is to play a bit with the
field of vision and this starts with the lawn. Much can be done with the shape of the lawn, the
size and the position of objects scattered across it, and the way in which these elements mutually
interact.

Flowerbeds
It’s not that hard to imagine how important fresh flowers are to a hotel. What better way to
further explore this idea than to plant your own flowerbeds? Some hotels take this even one step
further and encourage their guests to take the tour and decide what they want to see in their
room’s central vase the next morning. This may not seem like that much, however, this allows
you to further customize, even personalize, the experience of your visitors. In the hotel industry,
customization nowadays usually takes place in the digital environment. This traditional, analog

approach to personalisation can be a surprise and especially effective.

2.2. IIpomeskyTOUHAs aTTEeCTALMSA
2.2.1 Pa3Ho ypoBHeBbIe 321a4H K IK3aMeHY.
3anaua Nel IlepeBeaure, oTBeTHTE HA BONIPOCHI.

After completing his college studies, a young food and beverage manager came to take a job
on a college campus in Ohio. Soon after, campus food service employees went on strike. The
management began to train students with no experience and fill all the vacant jobs with them.
The town had been lobbying for some time to be able to use the Rotary Club premises for its
business dinners, but when the issue was finally resolved the strike was unstoppable.

Recognizing the significance of the situation, the new food and beverage manager introduced
a special dish to the menu - beef stroganoff, which had to be prepared from a special part of beef
- tenderloin. The new manager learned this recipe during his studies. The famed chef
demonstrated the preparation of this dish in a food class seminar, after which the students told
the professor teaching the course that the beef stroganoff was excellent. True, then this young
manager did not appreciate the chef’s gift and noted that anyone could cook a delicious beef

stroganoff from such an excellent piece of meat.
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The sauce was excellent, the salads were well prepared, and the manager looked forward to
the Rotary Club becoming a casual restaurant. Along with this, he discovered that most guests
leave a considerable amount of beef stroganoff on their plates. Suddenly the manager
remembered that in his haste to prepare the dish, he had used stewed pieces of meat instead of
excellent beef tenderloin. As a result, the University City lost a significant group of customers
due to poor food preparation and imperfect quality control. This group of customers could
generate a profit of $7,000 per year for the restaurant, or $35,000 over a 5-year period. So the
mistake in choosing meat turned out to be an extremely expensive mistake, once again proving
the importance of quality.

Questions:

1. What way out of this situation can be offered to the management of the University campus?

2. Think about what product strategy could be developed for the Rotary Club now and for the
future?

3. What new Rotary Club products could be developed and brought to market?
3anauva 2.

The Ritz-Carlton hotel is aimed at very wealthy guests and can offer them luxurious
apartments equipped with the latest technology. But the services provided by the hotel seem
insufficient to individual guests. Some people want computers with Internet access and satellite
communications installed in their apartments. Others, no less wealthy, choose rooms without
frills and less expensive service.

Questions:

1. Describe the product strategies of this hotel. Think about what exactly might be on the 4
product levels (main product, reinforcement product, etc.) of this hotel.

2. Practice confirms that more than a third of ideas for new tourism products come from
consumers. Does this go against the marketing philosophy that says, “Find a need and fill it?”
Why "yes" or why "no"?

3. You are an employee of a company engaged in social and cultural services. Where and how
would you look for new product ideas for your company?
3amauaNe3
It is known that the activities of a travel agency are related to:

a) the domestic tourism market;

b) the inbound tourism market.

What main goals should a company set for itself in order for the business to be successful:
- improvement of customer service;

- stimulation of sales of vouchers;
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- effectiveness of advertising themes;
- maintaining regular customers (target consumer segment);
- increase in profit share;
- development of new tourism services;
- increase in advertising costs;
- improvement of pricing policy.
3agauyaNed
Each of the five managers of a travel company is a supporter of one marketing concept.
Determine which one if their proposals for improving the company’s performance are as follows:
Andrey: “Constantly offer new routes.”
Boris: “Reduce costs and reduce travel prices.”
Pavel: “Organize vegetarian meals for those who wish.”
Yuri: “Conduct a survey among clients about the quality of service.”
Mikhail: “Widely advertise existing routes.”
3agayaNeS
Draw up a questionnaire and conduct marketing research on the supply and demand of hotel
services among such a segment of consumers as married couples (random sampling, survey, at
least 20 people). Based on the research results, offer a comprehensive set of services for this
segment.
Determine partners for its formation, sales partners and forms of interaction with them.
Develop a plan to promote your hotel product.
3agaua Ne6
Draw up a questionnaire and conduct marketing research on the supply and demand of hotel
services among such a segment of consumers as pensioners (random sampling, survey, at least
20 people). Based on the research results, offer a comprehensive set of services for this segment.
Determine partners for its formation, sales partners and forms of interaction with them.
Develop a plan to promote your hotel product
3agaua Ne7
Draw up a questionnaire and conduct marketing research on the supply and demand for hotel
services among such a segment of consumers as businessmen (random sampling, survey, at least
20 people). Based on the research results, offer a comprehensive set of services for this segment.
Determine partners for its formation, sales partners and forms of interaction with them.
Develop a plan to promote your hotel product.

3amaua Ne8
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Draw up a questionnaire and conduct marketing research on the supply and demand for hotel
services among such a segment of consumers as students (random sampling, survey, at least 20
people). Based on the research results, offer a comprehensive set of services for this segment.

Determine partners for its formation, sales partners and forms of interaction with them.

Develop a plan to promote your hotel product.
3agauya Ne9

Draw up a questionnaire and conduct marketing research on the supply and demand for hotel
services among such a segment of consumers as pensioners (random sampling, survey, at least
20 people). Based on the research results, offer a comprehensive set of services for this segment.

Determine partners for its formation, sales partners and forms of interaction with them.

Develop a plan to promote your hotel product.
3agaua Ne 10
Draw up a questionnaire and conduct marketing research on the supply and demand for hotel
services among such a segment of consumers as families with children under 6 years of age
(random sampling, survey, at least 20 people). Based on the research results, offer a
comprehensive set of services for this segment.

Determine partners for its formation, sales partners and forms of interaction with them.

Develop a plan to promote your hotel product.

2.2.2 Bonpocsl k nuddepenniupoBanaomy 3auery. [loaroroBbTe nucbLMeHHbIN UM YCTHBIN
OTBET.

1. The role of the reservation and sales service in the guest service production cycle.

2. Reservation and sales services: goals, main functions, personnel composition.

3. Sales channels for the hotel product. Indicators for assessing hotel performance.

4. Organization of the workplace for reservation and sales employees.

5. Speech standards for booking and sales. Organization and conduct of the negotiation
process.

6. Rules for conducting telephone conversations when booking.

7. Rules of conduct in conflict situations with consumers. Creation of goodwill (goodwill).

8. Psychological models of consumer motivations. Types of purchasing motivations and
decisions.

9. Technological cycle of guest service. Reservation. Reservation definition and metrics.

10. Types and forms of documentation in the activities of the reservation and sales service.

11. Types of booking: guaranteed, non-guaranteed and double.

12. Methods of booking hotel rooms. Individual, group, collective booking and their features.
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13. Placing orders for room reservations. Algorithm for consideration of applications.

14. Confirmation of applications for guaranteed and non-guaranteed reservations. Types of
cancellations.

15. Cancellation for guaranteed and non-guaranteed reservations.

16. Types of payment for booking.

17. Familiarization with on-line booking technology.

18. Customer segmentation. Formation and maintenance of a database. Identification of target
customer groups.

19. Loyalty programs. Hotel packages.

20.The concept of customer-oriented hotel. Client events.

21. Work with corporate clients, selling conference services.

22. Types of contracts (agreements) for booking.

23. Scheme of work of reservation and sales service specialists with travel companies.

24. Main means of marketing communications: advertising, personal selling, public relations,
sales promotion.

25. Sales at exhibitions and fairs, advertising campaigns.

26. Booking reports.

27. Indicators (kipiai) of the activity of a hotel enterprise.

28. Pricing, calculation of prices for services. Methods for calculating the price of hotel
services.

29.Factors influencing the formation of prices in a hotel.

30. Drawing up a planned calculation of the average price of accommodation in one hotel
room.

31.Price and tariff revenue management, forecasting.

32. The concept of tariff, tariff options.

3.0nucanmne cucTeMbl OLICHUBAHUSA, IIKAJIA OLlEHUBAHU S
3.1 Iloxa3aTe iy U KPUTEPHUHU OLIEHNBAHUA VISl TEKYIIEr0 KOHTPOJISI

Onpoc — 5TO OCHOBHOM BHJI YCTHOW TMPOBEPKH, MOXET HCHOJIb30BAaThCA Kak
GpoHTaNbHBIA (Ha BONPOCHI TPEMOAABATENI IO CPABHUTEIHLHO HEOONBIIOMY O0BEMY
MaTepuaga KpaTKhe OTBEThl (KaK MPaBHJIO, C MECTA) JAlOT MHOTHE OOYydYaromwecs), Tak |
WH/IMBUYaJIbHBIN (TPOBEpKAa 3HAHWH OTIENBHBIX OOydarormmxcs). KoOMOMHUPOBAaHHBIN OMPOC
- OJIHOBPEMEHHBII BBI3OB MJII OTBETA Cpa3y HECKOIBKUX OOYYAIOIIUXCS, U3 KOTOPBIX OJIUH

OTBCYACT YCTHO, OJUH-/IBa TI'OTOBATCA K OTBCTY, BBIIOJHAA HAa OOCKC PA3JIMYHBLIC 3allMCH, a
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OCTAJIbHBIC BBITTOJHAKOT 3a OTACIIBHBIMUA CTOJIAMU HHAWBUAYaJIbHBIC IIMCBMCHHBIC Ui
MPAKTUYCCKHEC 3alaHUA ITPETIoaaBaTCIIsd.

IIpumMmepHas nikanga OIEHKH YCTHOTO Ompoca:

Kputepuu onieHuBaHus:

Oyenxu «omauyHoy» 3acIy’KUBAaeT CTYIEHT, €CIM OH CBOOOJHO W MPAaBWJIBHO OTBETHJ Ha
MOCTABJICHHBIN BOIMPOC, 3HAET OCHOBHBIE TEPMHUHBI U OIPEACICHHUS IO TEME, OTBEYaeT
Ha JIOTIOJTHUTEIBHBIE BOIIPOCHI;

Oyenxu «xopowioy» 3acily>KUBaeT CTYACHT, €CIH OH CBOOOJHO U TMPaBWJIHLHO OTBETHJ Ha
MOCTaBJIEHHBII  BOMPOC, 3HAET OCHOBHBIE TEPMUHBI M  OMNPEACICHHS 1O TEME,
3aTPyHSETCS OTBETUTH HA JIOTIOJHUTEIbHBIE BOIIPOCHI;

Oyenku «y0oeremeopumenbHoy 3aCiyKUBAeT CTYIEHT, €CIM OH IpPaBWJIbHO OTBETHUJ Ha
MOCTABIICHHBIM BOMPOC, HO MPH ITOM IUJIOXO OPUEHTUPYETCS B OCHOBHBIX TEPMHHAX
Y OTPEJIETICHUSAX IO TEME, HE MOXET OTBETUTh Ha JOMOJIHUTENIbHBIE BOIIPOCHI;

Oyenka «Hey0061emeopumenbHoy CTaBUTCA CTYAEHTY, KOTOPBIH HEMpPaBWJIBHO OTBETHJI Ha
BOIIPOC WJIM COBCEM HE J1aJl OTBETA.

Kpurepuu oneHku:

OTBeT OlLIEHUBAETCS] OTMETKOMN «5», €CIH:

- paboTa BBIMIOJIHEHA MTOITHOCTHIO;

- B JIOTHUECKHUX PACCYKICHUSIX ¥ 000OCHOBAHUH PEIICHUS HET MPOOEIIOB 1 OIMHMO0K;

- B pEHICHHMH HET JEKCUKO-TPAMMATUYECKUX OIIHUOOK (BO3MOXKHBI HEKOTOpHIE
HETOYHOCTHU, OMHUCKH, KOTOpasi HE SBISIETCS CIEACTBUEM HE3HAHUS WM HEMOHUMAaHUS
yaeOHOoro Marepuaina). CTyJeHT uMeeT TiTy0oKoe 3HaHUE Martepuania, yMEHUE
CBOOOJIHO BBITIOJNIHATH 33JIaHUs, TTOHUMAIONIMN B3aUMOCBSI3b OCHOBHBIX TTOHSTHM
TEMBI;

OtmeTKa «4» CTaBUTCA B CIACAYIOUIUX CIydasx:

- paboTa BBITIOJIHEHA YCIIEUTHO U TOJHOCTBIO, HO CTY/ICHT JOMYCTUJ HE3HAUYUTEIbHBIE
OommMOKHW:  yKa3aJdl  HETOYHOCTh  (DAKTOB,  JIEKCHMKO-TpAaMMAaTHYECKHE  OIINOKH,
CTHJIMCTUYECKUE OLTHOKY;

- IOMYIIIEHBI OJTHA OMIMOKA, WM €CTh JIBa — TPU HEJ0UYETa B OTBETaX, POPMYITHUPOBKAX
(eciu 3TH BUBI pabOT HE ABIISIIUCH CIIELIUATIbHBIM O0BEKTOM MPOBEPKH).

OtMeTKa «3» cTaBHUTCS, €CIIH:

- JIONyIIeHO He Oosiee MATH OMMOOK WM Oojee ABYX — TpeX HEAOYETOB B OTBETaX,
dbopMynupoBkax (ecmu OSTH BHABI pPabOT HE SBJSUIMCH CIENHATBHBIM  OOBEKTOM
IIPOBEPKH), HO oOyuarouuiics oOiagaeT o00s3aTelbHBIMU YMEHUSIMH IO TPOBEPSIEMOM

TEMEe. OCHOBHOTO Marepuaia B o0ObeMe, HEOOXOIUMOM IS NaJbHEUIIEro HU3y4deHUs
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JucuUIIuHbL. CHpaBisoUIMKACs ¢ BBIMOJHEHUEM 3aJaHU; JOMYCTUBIINN MOTPEIIHOCTH B
OTBETE, HO O0JIagaroMui  HEOOXOIUMBIMHU 3HAHUSIMH T uX
YCTpaHEHHUSI TOJ  PYKOBOJACTBOM IperojaBaTes.

OtMeTKa «2)» CTaBHUTCS, €CIIH:

- JIOMYIIIEHBI CYIIECTBEHHBIC OIMMOKH, MOKA3aBIIKe, YTO OOyvaronuiicss He obmamaer
00s13aTeTbHBIMU YMEHUSIMU T10 TAHHOU T€ME B MOJHOM Mepe.

[IpenomaBaTennh MOXET MOBBICHTh OTMETKY 3a OPUTHHAJIBHBIA OTBET HAa BOIPOC WIIU
OpUTHHAIIbHOE  pelIeHHe  3aJaud, KOTOpble  CBHUJIETEILCTBYIOT O  BBICOKOM
MaTeMaTHYeCKOM Pa3BUTHH OOYYAIOIIErocs; 3a pelieHHe Ooyiee CII0KHOW 3aJauu WU
OTBET Ha 0OJiee CIOXHBIM BOIPOC, TPEUIOKCHHBIE O0yYaIOMEMYyCsl JTOTOIHUTEIIBEHO

[IOCJI€ BBIITOJHEHUS UM KaKUX-JIHOO APyrux 33}1&HI/II71.

H[!I/IMG[!Haﬂ IKaJia OIICHKH KOHT[!OHBHOﬁ [Za6OTbIZ

OtrMmerka | Kputepun oneHKH BBINOJHEHHOI0 3a1aHUS

5 HaﬁneH HpaBI/IJ'IBHI)II\/II X0 p€UICHUs, BCC €0 marv BbIIIOJIHCHBI BEPHO U IMOJIYUYCH
IIPaBUJIbHBII OTBET.

A [IpuBeneHo BepHOE pelIeHHe, HO JOMYILIEHAa BBIYUCIUTENbHAs OIIMOKA WIN
OIUCKA, TIPH 3TOM MOXKET ObITh I0JIyuYeH HEBEPHBII OTBET

; Pemenne Ha4aTo JIOTMYECKM BEPHO, HO JOINYIIEHA OMMOKa, OO pelleHHe He
JOBEJIEHO 10 KOHIIA, IPYU ’TOM OTBET HEBEPHBIN WM OTCYTCTBYET.

2 HesepHoe pelieHne, HEBEpHBIN OTBET WM OTCYTCTBUE PELLICHUS.

K[)I/ITC[!I/II/I OIIEHUBAHUA TECTOBBIX [236OT

OrmeTka Kpurepumn ouenuBanus, B %
5 [IpaBunbHOE BhITIONHEHUE Oosee 85% 3amanuit

4 71-85% BBLIIIOJTHEHHBIX 3aJaHUH

3 51-70% BBITIOTHEHHBIX 3a/IaHUM

2 [IpaBunsHOE BhINONHEHUE MeHee 51% 3ananuit

3.2 Iloka3aTe/in 1 KpUTEPHUHU OLleHUBAHUS VIS IPOMEKYTOYHOT0 KOHTPOJIS

[TpomerxyTouHas aTTecTanus NpoBOIUTCS B BUue (P PepeHIIMPOBAHHOTO 3a4eTa — 3a4eT ¢
oueHkoi (3a0). Ob6mas TpyJ0EMKOCTb AUCHUILIUHBI COAEPKHUT 1, 27 3aUeTHYIO eIUHUILY.

[TpomesxyTouHas aTTecTalus MPOBOAUTCS MMCbMEHHO U YCTHO. B (hopMe nmucbMeHHOTO OTBETa
OHA COJIEP>KUT 4 pa3BEpHYTHIE JIEKCUKO-TPaMMaTHYECKHUE ITPAKTUUECKHE 3a/1a4H 110 U3yUYEHHBIM

temaMm. B ¢opme ycTHOTO onpoca — 4 TeopeTHyecKre BOIpoca.
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KQI/ITGQI/II/I OIICHMWBAHWA

«3aureHno» /

«He 3auTeHo»

KpnTepIm OICHKH MUCbMEHHOT0/ YCTHOI'0 OTBE€TA

«3aureHoy»

CryneHT noKa3pIBacT MOJIHBIE UIIU I0CTATOYHbIE 3HAHUS
OCHOBHOTO y4eOHO-IIPOrpaMMHOI0 MaTepuaia B 00beme,
HEOOXO0IUMOM IS JaTbHEHIIEH yueOnl u
npo¢eCCUOHANIBHON AEATENbHOCTH; CIIPABIISIETCS C
BBIIIOJTHEHUEM 3a1aHUM, IPEyCMOTPEHHBIX TPOrPaMMOH,
[IOHMMAET B3aMMOCBSA3b OCHOBHBIX MOHATHM JAUCLMILIMHBI
B UX 3HAUEHUU JJISi CAMOBOCIUTAHUS, UICHTU(PHUKALIUY,
aKTUBHOI'O y4yacTHs B PO(ECCHOHATILHOM 00Y4YEHUH.
3HAKOM C OCHOBHOU JINTEPaTYpOH, PEKOMEHI0BaHHOU

IIPOrpaMMoON.

«He 3auteno»

CrTyneHT oKa3bIBaeT CyIIECTBEHHBIE

po0Oesbl B 3HAHUM OCHOBHOT'O y4€0OHO-IIPOrPaMMHOTO
MaTepHasa; He CIIPABIIAETCS C BBITOJIHEHUEM 3aJaHUM,
NPEIyCMOTPEHHBIX IPOrpaMMON; cl1ab0 3HAKOM WIIU He
3HAKOM C OCHOBHOU JIUTEPATYPOU, PEKOMEHIOBAaHHOMN
IIPOrPaMMOii; TOIYCTHII CEPhE3HBIE MOTPEIIHOCTH B
otBerax. Hyxaercss B IOBTOPEHNN OCHOBHBIX Pa3/eiIOB

Kypca ol pyKOBOACTBOM IIPCIIOAaBaATCIIA.
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