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Om asmopa

Kuura “Your Way to Tourism” ssnsierca y4e6HbIM nocobuem
A avd, NpodecCHOHANBHO 3aHHMAIOMMXCA TYPH3MOM, a Taloke
JUIA CTYEHTOB CIEUHANBHBIX Y4YEOHBIX 3aBEACHMH, BNANCIOIMX
aHrNMACKMM A3RIKOM Ha ypoBHe Intermediate (cpeanmit) m xe-
NAIONIMX PAaCIIMPHTh CIOBapHBIA 3amac Mo TeMaM, CBA3aHHBIM C
pazHYHBIMY chepamu pabOTH B HHAYCTPHH TYPH3Ma.

Ilocobue cocTaBneHO HA OCHOBE OPHIHHANBLHBIX HCTOYHHKOB
M MarepuanoB 3apy0exHOH NpecCH, YTO AaeT BO3MOXHOCTh He
TOJIBKO COBEPILCHCTBOBATh HABLIKH BIANEHHA AHTTHHCKHUM $3bI-
KOM, HO ¥ Y3HaTh MHOIO NOJNE3HOH WHPOPMAUHH O TEHACHLUUAX
Pa3BHTHA HHAYCTPHH TYPH3Ma B MHDE. —

CTpyKTYypa KHHIH NpEeAnoNaracT OBNaicHHE BCEMH OCHOBHBI-
MH BHIAMM pe4YeBOH AEATENbHOCTH: rOBOPEHHA, MOHHMAaHHA Ha
CITyX, YTCHHA H NHChMA.

Marepuan kaxnoro pasaena (Unit) HanpaBiieH Ha NO3TanHoOe
(Step) u3y1eHHe TEMB H BKITIOYACT:

— OCHOBHO#i TeXCT, ¢ uHdpopManueit no Teme u 6a3z0BOH nek-
CHKO#i paszena; aHanor (WiH HHTEPBbIO), KOTOPhI HILTIOCTPHpPYET
Kakoit-mnbo acnekT naHHOH TeMH M Jaer 0Opasisl pa3srOBOpHOMH
HAHOMATHKH;

— YNpaXXHEHHA Ha 3aKpEIUICHHE JIEKCHYECKOTO H IPaMMaTH-
4ECKOro MaTepHaa, Ha pacnIMpeHHe CIIOBapHOIo 3anaca;

—- ROMONHHUTENbHBIE TEKCTH Ha OTPaGOTKYy HaBBIKOB YTEHHA,
COAEpKaIME HHTEPECHLIH CTPaHOBEXYECKH MaTEPHAN [0 TYPH3MY;

— PONEBRIE HIPH H APYTHE BHABI TBOPYECKHX YIPaXHEHHH
U1 pa3BHTHA HaBBHIKOB YCTHOH peyH.



UNIT |

THE TOURIST INDUSTRY

STEP 1
Study the vocabulary list

. to exceed, v

2. rapid, adj

w

10.

11
12.
13.

14.

. to distinguish, v

. purpose, n
. entirely, adv
. recreation, n

. reason, n

to reason, v

. convention, n

accommodation, n

catering
the catering trade

to cater for, v

facilities, n

MPEBBIILATH; IEPEXOANTH FPaHHIbI;
NPEBOCXORHTH

OLICTpBIH, CTPEMHTENILHBIA

PasnHiHTh, MPOBOAHTH PATHWHE,
pailnHyaTh, OTMEYaTh, XapaKTCpHU30BaTH

ucab
LCIIHKOM, TNOTHOCTHIO
BOCCTAHOBJICHHE CHJI, pa3BIICYCHHEC, OTANX

npHYMHa, TOBOJ, OCHOBaHHKE, coobpaxeHHe,
MOTHB, I0BO/], 3pTYMEHT, OIpaBJaHHe

PacCyX1aTh, 06CyXAaThb, yTOBapHBaTD,
apryMEHTHpPOBaTb, JOKa3bBaTh

CBE3a, KOHBEHLHA
NOMEMEHHE, XKWIbE; CTOJI H HOWIET, TPHIOT;
ybexHme

0011ECTBCHHOE MM TAHHE

pecTopaHHoOC Aeto

NOCTaBAATH MPOBH3IHIO, CTAPATHCA
AOCTABJIATH YAOBOJILCTBHE, YTOXKIATH

obopynoBaHue; NPHCNIOCOONEHNA;



Tourism as we know it today began with the building of the railroads in
the XIXth Century. In fact, the words tourism and tourist themselves were
not used for the first time until about 1800. The first tour in the modem sense
was put together by Thomas Cook in England, in 1841, and the firm of
Thomas Cook and Sons has remained one of the prominent names in the
tourist industry.

Task 1. Find in the text answers to these questions:

1. Why is tourism the fastest growing industry?

2. What is the difference between a “tourist” and an “excursionist”?
3. What are the most common reasons for travelling?
4

. Why do tourist statistics include those people who are travelling on
business?

5. What is the difference between the terms “accommodations” and
*“catering facilities™?

6. What has the development of tourism as a mass industry depended on?
Why?

7. When did the words “tourism” and “tourists” appear?
8. What is the name of the best known company in the tourist industry?

Task 2. Say what you've learned from the text about:

a) tourism and its importance to people;

b) the reasons why people travel so widely;
c) accommodations and catering facilities;
d) the way tourism started.

STEP 4

Listen to the tape and

read an interview with Dr. Alberto Garcia,
who works for the World Tourism Organisation (WTO)

He is talking about how the WTQ defines the words “traveller”, “tourist”
and “visitor” when producing statistics on international travel.

10
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THE INTERVIEW TRENDS IN TOURISM

I. — Interviewer Dr. G. — Dr. Garcia

L

Dr. Alberto Garica works for the World Tourism Organisation in
Madrid and has come into the studio to talk to us about developments
in the modemn tourist industry.

Dr. Garcia, how can we actually determine what a tourist is?

Dr. G.Good question. We have now, in fact, adopted a kind of common

language — a set of definitions if you like — so that when various
countries collect statistics on tourism they are all measuring the
same thing. And so the WTO now classifies all travellers under
various headings.

The most important of these for statistical purposes is that of visitors.
But obviously, for tourism purposes, we don’t count people such
as temporary immigrants, border workers, nomads and other groups
like diplomats, members of the armed forces and people like that.

And then visitors are broken down into two separate groups:
tourists who are overnight visitors — that is, people who stay for
at least one night in some form of accommodation in the country
they are visiting and same-day visitors who do not stay the night.
For example, passengers on a cruise stopping over in a port or
people simply on a day trip.

How long can tourists stay in a country without ceasing to be a tourist
and becoming a resident?

Dr. G.Not more than a year. And the reason for the visit must be different

L

from the kind of activity he or she is usually employed in. So the
purpose of the visit has to be for leisure or recreation, for business
and professional reasons, VF}/

VFR?

Dr. G. Yes, that is: Visiting friends and relatives. Or perhaps people are

travelling for health reasons to a spa or somewhere like that or
going on a pilgrimage to places like Mecca, or Lourdes in the South
of France.

OK, so we know what tourists and visitors are, but we still haven’t



Dr. G. Well, I can give you the official definition — it’s the activities of

L

persons travelling to, and staying in, places outside their normal
environment for not more than one consecutive year for purposes
such as leisure or business. And this definition can be further
subdivided so that we can distinguish between the types of tourism.

There’s domestic tourism, that’s where the residents of a country
travel within their national borders. And there is inbound tourism,
that’s when people who live in another country come to visit the
country where you live. And finally outbound tourism which
involves the residents of a particular country going abroad for one
of the reasons which I mentioned earlier.

Right, so we have domestic, inbound and outbound...

Note the following words from the dialogue: -

to adopt a common  rOBOPHTH Ha Ai3biKe, TOHATHOM BCEM
language

2. to measure H3MEDPATD; OLEHHBATD; ONPEICIATL

3. temporary BPEMEHHBIC NEpeceieHLbl; HMMHIPaHTh
immigrants

4. border workers pabouHe B NPHrpaHHYHBIX 30HAX

5. nomads KOYEeBHHKH, 6poaaru

6. to stop over OCTaHOBHMTBLCA B ITYTH; CACNaTh OCTAaHOBKY

7. a stop-over, n OCTAaHOBKa B ITyTH (C IIPaBOM HCIONB30BAHHA

[« -]

10.
1.

12

Toro xe 6unera) unu Gwier, AoMycKaoWHH
OCTAHOBKY B ITyTH; TPaH3UTHHH Guner

. cruise MODCKO€ ITyTeuleCTBHE, KPYH3
. to cease MepecTaBaTh, NPEKPaWiaTLCA
leisure Hocyt, cBoboaHoe BpeMa
leisure, adj csofoannIk
leisure time cpoboaxoe Bpems
. aspa,n KYPOPT C MHHEpanbHLIMH BONAMH; MHHE-



13. environment, n OKpYXEHHE; OKpYXaioilias 06cTaHOBKa;
oXpyXalomas cpeja

14. consecutive, adj N0CAEeAOBATENBHDIH; NOAPAN

15. not more than one He aonblle, YeM rof (noapsan)
consecutive year

16. inbound, adj NpHOBIBAIOIHA; H3-32 FPAHHIIE

17. outbound, adj OTRPaBAREMbIH 33 MPaHHLY; yEIKAIOMUH

3a rpasuuy

Task 1. Read the dialogue again and fill in the gaps in the
chart and in the definitions. You will need more than
one word in some gaps.

r Travellers I
[lncludcd in tourism statistics ] rNot included in tourism statistics J
[ Visitors J 1. Temporary immigrants
l 1 2.
[ A | ﬁ?o ] 3. Nomads
| L 4.
Main purpose of visit 5. Members of the armed forces
1. Leisure and recreation
2.
3.
4.
5.
6. Others

THE WORLD TOURISM ORGANISATION’S CLASSIFICATION OF TOURISM

Tourism comprises the activities of persons travelling to and (a):
in places outside their (b): for not more than (c):
consecutive (d): for (e): ., (D) and other purposes.
(®): involves residents of a given country travelling only within
their own country.

(h): involves non-residents travelling in the given country.



Task 2. Read the statements and say whether they are true or
false.

1. When various countries collect statistics on tourism they are all
measuring different things.

2. All travellers are classified under various headings.
3. Visitors are people who cross the borders for various reasons.
4. Passengers on a cruise stopping over in a port are same-day visitors.

5. Travellers cease to be tourists if their purpose is not leisure or
recreation,

6. Domestic tourism means the same as internal tourism.

7. Inbound tourism involves the residents of a particular country going
abroad.

8. Outbound tourism means that people who live in another country
come to visit the country where you live.

Task 3. Sum up the Interview with Dr. Garica.

STEP S
Vocabulary Practice

Some words are very similar in meaning, and it is impotant to know exactly
when, where and how you can use them.

There are many ways of describing how we go from one place to another.

Task 1. Study the definitions and then complete the sentences.
1. journey, n an act of travelling from one place to another, especially
to a place that is far away
to make a journey
bus /car/ train journey
a 12 hour journey — that takes 12 hours



2. trip, n the act of travelling to a place and coming back, especially
when you stay in the place for a short time

boat / car / plane / trip
business / school / skiing trip
goon a trip

3. flight, n a journey in a plane
a 30 minute flight —» that takes 30 minutes
a 12 hour flight — that takes 12 hours
4. voyage,n along journey in a boat or a ship
5. crossing, n  a short journey in a boat or ship which goes from one

side of a sea, lake, or other area of water to the other side
the ferry crossing

6. drive, n a journey in a car
go for a drive — drive somewhere, just for enjoyment
7. ride, n a short journey in a vehicle such as a car, or on a bicycle
or a horse
bike /car/ horse ride
go for a ride — ride somewhere just for enjoyment
8. tour, n a planned journey during which a politician, entertainer,

ot sports team visits several places, usually within a fixed
period of time

1. If you are visiting Madrid, why not go on a day to Toledo?

2. The was delayed because of air traffic congestion over Heathrow.

3. The on the ferry was very rough.

4. The train from Madras to Bangalore was uncomfortable.

5. The Titanic sank on its maiden ______

6. Why not hire a car and go for a in the country?

7. There’s a volleyball team on and they want hotel accommodation.

8. The museum is a shortbus ______ from the tourist information office.
15




Task 2. Study the words in the box below. If you don’t know
their meanings, look them up in your dictionary.
Match the people in the box to these sentences.

1) holidaymaker 4) tripper 7) commuter
2) migrant $5) nomad 8) passenger
3) globetrotter 6) itinerant 9) hiker

1. I travel daily on this route to work.
2. I travel from place to place looking for grass for my cattle.

3.1 travel to a nearby attraction for a short period, usually a day, for
pleasure.

4.1 travel widely around the world but not necessarily for pleasure,
sometimes for my work.

5. I am travelling in this vehicle but I am not driving it.

6.1 wravel by walking across country. It is not my normal means of
transport and I usually do it for pleasure.

7. 1 travel from place to place because I do not have a permanent home.
8. I am travelling for my vacation.
9. I am travelling because 1 wish to make another country my home.

STEP 6
Grammar Practice

Task 1. The Past Simple or the Present Perfect?
Read the texts below and fill in the gaps with correct
tense forms: SimplePast or Present Perfect.

TEXT A. THE SPANISH TOURIST INDUSTRY

Tourism to Spain goes back to the 1930s, but package tourism really
(take off) — in Spain during the late 1950s and 1960s.

The postwar economic and population growth plus the increase in leisure
time and disposable income in Northern Europe (coincide) — with Spain’s
16



policy to welcome tourism, offering a reliable climate, beaches, a different
culture and low prices.

The favourable exchange rate and competitive cost of living (be) —
additional incentives.

Mass tourism (begin) — towards the end of the 1970s but the familiarity
with Spain and falling standards (lead) — to a poor image of the country
as a holiday destination.

As a result, Spain (face) — competition in the late 1980/s from other
Mediterranean and long-haul destinations. At that time competitive airfares
across the Atlantic to Florida and the low cost of living in America
(mean) — that many people (prefer) — to go to the States rather than
holiday in the Iberian peninsula.

Even so, in 1993 Spain (welcome) — over 57 million visitors.

The Spanish tourism industry (make) — many mistakes in the early years
with the building of high rise hotels and poor town planning. However,
the situation is changing.

Over the last few years the govenment (restrict) — building and is providing
grants for organisations and training in the tourist sector. In addition, it
(implement) — an investment programme to modernize public service
facilities and infrastructure and to protect the environment. And with the help
of soft loans which the government (make) — available for refurbishments,
many hoteliers (improve) — the standard of accommodation provided in
order to meet the new stricter guidelines.

Task 2. Say what you have learned from the text about the
development of the Spanish tourist industry.

Task 3. Complete this text using the correct
forms of the verbs in brackets.

TEXT B.

During the 1960s in Britain some resorts (a) (lose) their way and
the will to develop. Some, like Brighton and Bournemouth, (b)
(change) direction and (c) (go) for conference business and
English language students. Thousands of small hotels and boarding houses
(d) (become) retirement homes.

17



However, although at that time the boom in cheap holidays at Mediterranean

resorts (e) (threaten) the future of British seaside resorts, since
then they (f) (adapt) to the new demands for shorter holidays and
for off-peak holidays.

Brighton (g) (invest) in a marina, a conference centre, and a number

of new hotels.

The history of modern mass tourism (h) (begin) relatively slowly
in the 1960s but (i) (accelerate) with the advent of the wide-bodied
jets in 1970, and the substantial growth only (j) (halt) in 1973
with major recession. Until then the market (k) (develop) in a fairly
unsophisticated way and was highly seasonal.

Then (1) (come) a second setback in 1981, but tourism (m)
(remain) remarkably resilient and expansion (n) (follow) the
pause. The new segments emerged, when seasonality (0) (be) first
challenged, and value for money (p) (be) increasingly demanded.

Change will accelerate, marketers will need to identify change, producers
and developers will need to respond to it.

But standards (q) (improve), competition (1)
and the expectations of the traveller are much higher.

(intensify)

Task 4. Explain the meaning of the following phrases:

a) the boom in cheap holidays;
b) a marina;
c) with the advent of the wide-bodied jets;
d) major recession;
¢) the market was highly seasonal;
f) remain remarkably resilient;
g) new segments (on the market) emerged;
h) seasonality was challenged;
i) value for money;
j) to intensify competition;
k) off-peak holidays.
18



Task 5. Answer the questions.

1. Why did the tourist industry of Britain face a setback in the 1960s?

2. How did the British seaside resorts try to survive in the tough
competition?

3. What influenced faster development of mass tourism in the 1970s?

4. Why did tourism remain resilient to major recession?

5. Why are the expectations of the traveller higher nowadays?

Task 6. Sum up the information in the text.

STEP 7
Developing Reading Skills

Task 1. Read and translate the text “Basic Definitions
in Tourism".

The World Tourism Organisation distinguishes between three basic forms

of tourism:

— domestic tourism, involving residents of the given country travelling
only within the country;

— inbound tourism, involving non-residents travelling in another country;

— outbound tourism, involving residents travelling in another country.

International tourism consists of inbound and outbound tourism.

Tourism expenditure can be defined as “the total consumption expenditure

made by a visitor or on behalf of a visitor for and during his/her trip and
stay at destination.”
International tourism expenditure is defined as expenditure of outbound
visitors in other countries including their payments to foreign carriers for
international transport.
Basic definitions of tourism were established at the United Nations
(Conference on Tourism and International Travel, Rome 1963) and by the
United Nations Commission on Statistics (April, 1968).

19



CLASSIFICATION OF INTERNATIONAL VISITORS

TRAVELLERS Border workers
LEISURE L Temporary
RECREATION Included in tourism Not included in immgrants Ll
AND HOLIDAYS T statistics tounsm statistics
I
VISITIN — .
ERIENDS AND VISITORS imrmigrants ™
RELATIVES
——— Nomads ¥
BUSINESS SAME-DAY TOURISTS
AND VISITORS (overmight visitors) -
PROFESSIONAL || T
Main purpose Non-aationals passcngers
HEALTH of visit (foreigners)
TREATMENT || Refugees ™
Cruise Crrw-membu?
passengers ¥ non-residents !
RELIGION/ | | Mnnhcfmoﬁ{:
PILGRIMAGES P Nationals armed forees
residing abvoad
Representation
(L)
OTHERS || Dy visiors | | of consulaes
L Diplomats ™
Notes: 1. Foreign air or ship crews docked or in layover and who use the

Source:

22

accommodation establishments of the country visited.

. Persons who arrive in a country abroad cruise ships (as defined by the

Intemnational Maritime Organisation (IMO, 1965) and who spend the
night abroad ship even when disembarking for one of more day visits.

. Crews who are not residents of the country visited and who stay in the

country for the day.

. Visitors who arrive and leave the same day for: leisure, recreation and

holidays; visiting friends and relatives; business and professional purposes;
health treatment; religion/pilgrimages; and other tourism purposes, including
transit day visitors en route or from their destination countries.

. As defined by the United Nations in the Recommendations on Statistics

of International Migration, 1980.

. Who do not leave the transit area of the airport or the port, including

transfer between airports and ports.

. As defined by the United Nations High Commissioner for Refugees, 1967.
. When they travel from their country of origin to the duty station and

vice versa (including household servants and dependents accompanying
or joining them).
WTO.



THE EXCURSIONIST OR SAME-DAY VISITOR

The excursionist is a foreign visitor whose stay does not exceed 24 hours.

The economic impact of the international excursionist is very important
to small isolated countries which receive cruise-ship passengers.

In fact, visitors spending the night on board ship are classified as same-day
visitors and not tourists. The excursionist therefore does not spend the
night in the country he is visiting.

It is difficult, however, to determine the tourism definition of a short trip.
Generally, a journey is considered to be a trip when a minimum distance has
been covered or when there has been a change of administrative district.

Commuting (daily journeys between home and work) and shopping trips
are excluded from the excursionist category.

The business excursionist is generally an official representative or an agent
travelling for his company. If his journey is not considered to be commuting
to work he is registered in international tourism statistics. However, some
countries now apply special restrictions when it comes to classifying the
business excursionist.

They are either excluded from the intemational tourist classification or
recorded in a category apart, even if they stay overnight in the country.

Excursionist tourism is particularly important for small insular countries like
the Caribbean islands. A large proportion of their market is tourists arriving
on cruise ships, who visit during the day but are actually accommodated
on board.

TRAVEL MOTIVATION

Travel motivation in international tourism can be divided into three main
categories: price, climate and personal motives.

PRICE

Cost is a major motivating factor in international tourism. The low prices
for tourism products in certain countries explain their success in attracting
tourists from countries that have a higher general price level.

23



' TUDY THE INFORMATION IN THE BOX OF VISITORS INCLUDED
\ND EXCLUDED IN TOURISM STATISTICS:

Visitors included Visitors excluded
in tourism statistics in tourism statistics

(a) People travelling for pleasure, for family (a) People arriving in a country for work
reasons, for health etc. (including with or without a contract (including
nationals who live permanently abroad: scrvice personnel and people

accompanying them);

(b) people travelling to attend meetings or  (b) people who emigrate;
for assignments (sports, scientific,
management). Employees of large
organisations on assignmenl abroad for
less than one year are also included;

(c) people travelling for business (c) people who live or work on an
(cmployecs of commerciat or industrial intemational border including thosc who
firms who are travelling 1o install five in one country and work in another;

machinery or cquipment abroad etc.);

(d) students and young people al boarding  (d) diplomats, embassy staff. members
schools or colleges and those who travel of armed forccs stationed abroad
or work temporarily during their (including their service personnel
holidays, and people accompanying them);

(e) visitors from cruise ships even if their (c) refugees:

stay is less than 24 hours. They can be
registered in a separate group which
does not take into account their place
of residence;

(f) transit passengers who cross the country (f) nomads;
in more or less than 24 hours;

(g) foreign airline and ship crews on (g) transit passengers who do not lcave the
stopover in a country; transit area in the airport or at the port.

{h) mwsicians or artists on tour. Source: WTO.



The survey carried out by American Express shows that of European
countries, Spain, Greece and Portugal are relatively inexpensive, compared
to France and lItaly. This, and the favourable climate in these countries,
explains their success as mass-market destinations.

The USA and Thailand are popular long-haul destinations for Europeans
and they are very competitive. The cost of travel to these destinations has
fallen with the introduction of charter flights.

The differential in tourism prices between countries is a result of their
different salary levels.

Tourism is labour-intensive and salaries make up a large proportion of
product costs. It follows that tourists from high-wage countries are attracted
to the low tourism prices in low-wage countries. Price differential is an
important factor in the motivation of Northern European tourists to visit
Southern European destinations and the motivation of North American
tourists to visit Mexico and Latin America.

CLIMATE

Climate is another determining motive for international tourism. Southern
European countries with their guarantee of sunshine, also benefit from
this factor.

PERSONAL MOTIVES

Personal motives include:

a) leisure and holidays — the main motivation for travel outside work-time
and periods of professional activity: the motivation factors are rest,
the lure of exotic surroundings, cultural discovery, visiting friends
and relatives, sports, etc,;

b) Business travel — trips taken within the framework of professional
activities: this category includes commercial travellers, airline crews on
short or extended stopovers, government and international organisation
officials on assignments and equipment installation engineers staying
less than one year and employed by companies outside the country
of installation;

25



c) Congresses and other meetings — trips undertaken to attend a congress
or other types of meetings (seminars, conferences, etc.) for non-profit
motives;

d) Health — trips for medical reasons either to receive medical care or
for health improvement by preventive medicine (fitness training, salt
water cures, etc.) This category also include all therapeutic treatments
and visits to thermal resorts;

) Study — visits abroad to attend courses or to undergo training in a study
centre for one or more academic years;

f) Religion — pilgrimages and trips to holy shrines.

INTERNATIONAL TOURISM TRENDS

Economic flows generated by intemnational tourism have become essential
factors of economic growth and international economic relations for a great
many countries. With currently more than half a billion international tourist
arrivals, the tourism sector has experienced rapid growth.

Yet, it is apparent that is not the case in all the world’s regions. Indeed,
the primary feature of world tourism trends is the unequitable distribution
of international travel flows to the different regions of the world.

Travel flows are concentrated towards a few regions and are mainly between
countries within the same region.,

Although demand for travel to developing countries is growing, the Third
World only attracts one-third of the world’s international visitors.
Furthermore, the already considerable differences in travel flows between
world regions are growing.

Europe is the largest receptor region and attracts 59.3 per cent of the
world’s tourists. Three-quarters of the international visits in the region
are by European inhabitants.

Europe therefore owes its dominant position to the concentration of travel
flows to certain destinations in the region.

Demand for world tourism is undergoing considerable quantitative and
qualitative changes which are directly influencing the world tourism
market.

(adapted from “International Tourism™)
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Task 1. Write a brief summary of the text.

Task 2. Using the classifications and definitions from
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the text, discuss the trends in tourism in Russia
along the following lines:
. What forms of tourism are best developed in Russia?

. Is domestic tourism popular in Russia? If yes, how can you prove it?
If no, why not?

. What are the main purposes of travelling in Russia?

. What categories of foreign visitors are most frequent in Russia?
. Are there many commuters in Russia? Why (not)?

. What do you know about excursionist tourism in Russia?

. What are the major travel motivations for Russian people?

. Where do Russian people prefer to spend their holidays? Why?

. What other personal motives for travelling make Russian people move
around?

What can you say about rates of development of Russian tourism?
. What are the latest trends in Russian tourism?

Task 3. Speak about modern trends in Russian tourism.

STEP 8
Developing Speaking Skills

Task 1. Look at the grid below. Then draw a grid like this one

and fill in the detalis of the best holiday you have ever
had. Then interview some other members of the class.

Who had the most exciting holiday?
Who had the best value for money?
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Name Me Jane David

Duration 2 weeks 2 weeks 3 weeks

Destination Spain Scotland Kenya

Type of holiday Touring Self-catering Familiarisation trip

How organised By myself By travef agency Government

Means of transport  |Car Car + boat Plane, car

Activities Sightseeing walking, [Sailing, eating, Sightseeing Safani
eating walking, sightseeing

Value for money Terrible! Great! Excellent!

Task 2. Make up dialogues (in pairs) about your travel
experiences.

STEP 9
Test yourself

Task 1. What is the English for:

a) OTABbIX, BOCCTAHOB/ICHHE CH,;
b) ceoboaHoe Bpems;
c) obecnieyeHre NHTAHHEM H XHIBEM,
d) TpancnopTHLIe cpencTBa;
€) BBLE3AHOH TYPH3M; BHIC3THOH TypH3M;
f) akckypcanT;
£) MECTO NOCTOAHHOI'0 NNPOXHBAHNAA;
h) npodeccHonanbHbIA Che3N;
1) B Ue/IAX CTATHCTHYECKOIO MOJCYETA;
J) ocranoBxa B myTH;
k) KypopT ¢ MHHEPATLHRIMH BORAMH;
1) moan, seaynme koyeso# o6pa3 k3,
m) MOpPCKOE IYTEIUECTBHE;
n) eXxeaHEBHbiC NOC3AKH Ha paboTy u 06paTHo;
0) BHYTPEHHHi TYPHIM,

P) CTPaHHHK.
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Task 2. Give definitions for the following words:

a) excursion;

b) tourist destination;

¢) accommodations;

d) a voyage;

e) intenal tourism,

f) catering facilities;

g) overnight visitors;

h) same-day visitors;

1) crossing;

j) tour;

k) tourism expenditure;

1) commuting.

Task 3. Say it in English:

1.

HnaycTpus TypHiMa oycHb GLICTpO pa3sBHBAETCA BO BCEM MHpE.
PazsuTHe Typu3Ma B pa3HbIX PErHOHaxX 3aBHCHT OT MHOMMX (axTopoB.

2. Ha priHKe TypHIMa CYILECTBYET XKeCTKaA KOHKYPEHIINS.

. Jioqu nyrewecTBYIOT NO pa3sHBIM TIPHYHHAM, [I03TOMY KJIacCHOH-

KalHA B TYpH3ME OYEHb YCIIOKHEHA.

. MoTHBawks noe3nok ofycnoBneHa MHOTMMH MPHYUHAMH, NPHYEM

CTOHMOCTh MYTCIIECTBHA HUPacT OYEHh BAXKHYIO poib, OCOOCHHO
B CTpPaHaX ¢ HU3KHMHM JOXOZaMH HACEJICHHA.

. Jioan, KoTOpLIE BEIHYXAEHH! TyTEWIECTBOBATH B HE/IAX NOMCKA pa-

60T, HE ABIAIOTCA TYPHCTAMH.

6. Jronm, KOTOpKIE YacTO €3AAT B KOMAaHIHPOBKH, CTAPAIOTCA COYETaTh

TIPHATHOE C NOME3HBIM, H TMOJIB3YIOTCA TEMH XKE CPCACTBAMH nepe-
ABHXCHHA, MCCTAMH MPOXHBAHNA H [THTAHMA, YTO H 0OLIKHOBEHHBIC

TYPHCTHL.

. Pa3BHTHE TYPH3Ma BO MHOTOM 33aBHCHT OT 06111ero 3KOHOMHIECKOTO

Pa3BHTHA CTPaHBL.



UNIT Il

REGULATION, RESEARCH
AND DEVELOPMENT IN TOURISM

STEP 1
Study the vocabulary list
1. to perform, v JENaTh, BLINONHATE; TPOBOAHTD
2. research, n HCCJIENOBaHHE; HCCIEAOBaTeNbCKas paboTa
3. to involve, v BORJICKATh; 3ATPAarHBaTh
to involve in BKJIIO4aTh B ceba; noapalymMenats; fpeano-
J1araTh; BhI3LIBATD, [IOBIEYD
4. to occur, v CITY4aThCs, MPOHCXOAHTDb, BCTPEYATHCH;

NIONaAaThCa
5. to be engaged in smth.  3aHHMaTbCA YeM-1.

to engage, v 3aHHMaTh, NPHRJICKATD; BOBNECKATD
6. to promote, v cnocobcTBOBaTh; COACHCTBOBATD PA3BHTHIO,
PACTIPOCTPAHCHHIO, NIOAACPHBATS; MOOLPATH
7. “red tape” 61opoxpaTHyeckHe MPOLERYPH
8. requirement, n TpeGoBanune; HeOOXOJHMOE yCNIOBHE
9. entry formalities HODPMEI H NIpaBHJIa BBE3/1a B CTPany, ¢pop-
MaTLHOCTH [P BbE3AE
10. to discourage, v PacXonaXxHBaTh, OTOMBATDH OXOTY; OTTOBA-
PHBaTb; OTCOBETOBATh
ant. to encourage TIOOLIPATH, NOANEPHKHBATH; NOTBOPCTBO-
BaTh; CTHMYJTHPOBATb
11. to restrict, v OTPaHHYMBATD; 3AKIIOYATD B MPEAC/In
e.g. restricted hotel  rocTHHHUA QIA OrPaHHYEHHOTO KPYTa HL
12. afee BCTYIIHTENbLHBIN / WieHCKHH B3HOC, IU1aTa

3a yyenHe, roHOpap, BO3HarpakIcHHe



13. to ensure, v obecneuuBaTh, rApaHTHPOBaTh

14. to maintain, v NOAAEPXHBATH; COXP2HATD; COACPKATh
(B KCPaBHOCTH, B YHCTOTE)

15. expenditure, n Tpara, pacxoll; notpebieHue

16. impact, n BNMsAHME; BO3ACHCTBHE

17. to undertake, v npeanpuMHKMaTts; 6path Ha ceba onpene-
JieHHble 0053aHHOCTH

18. personnel, n NEPCOHAT; THYHBIA COCTAB; KAAPH

19. to attempt, v NIITaThCA, Npo6OBaTL

20. environment, n OKDYKEHHE; OKpYXalolllas cpela; OKpy-

karonas o6CcTaHoBKa

environmental,adj  oTHocaumiica k 60prbe C 3arpAIHEHHEM
OKpYKalomweH cpeAnl
21. to be in favour of OBITh 3a..; CTOATS 33 YTO-J1.; OWTH CTOPOH-
HHMKOM Y€ro-.

STEP 2
Read and translate into Russian

Research and analysis: In tourism, research generally means collecting
data — units of information — that can be put into statistical form, and
the analysis means interpreting trends or deriving other meaning from the
statistical figures.
Visa is a travel document that gives permission for a foreigner to enter, or
in some cases to leave, another country. It is usually stamped in a traveller’s
passport.
Infrastructure means the facilities such as airports, roads, water, sewers,
electricity, and so on that are necessary before development of an area
can take place.
Social tourism is recreational travel that is paid for wholly or in part by
a government, a trade union or a similar organisation.
Even in countries where the tourist industry has less economic importance,
there is a tourist bureau with official status.
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A license is a document giving permission to carry on a particular kind [1
of activity.

Travel statistics, as important as they are to the tourist industry, should be h
considered as estimates rather than accurate figures.

STEP 3
Read and translate

TEXT. REGULATION, RESEARCH AND DEVELOPMENT
IN TOURISM

The roles of government are vital to tourism. First, governments generally
set the policy of their country, state, or locality towards tourism. They also
regulate the different components of the industry on a day-to-day basts.

Second, they perform the research and analysis that result in statistics
on the tourist industry. Third, they are often involved in the development
of tourism in their areas. This is especially true in the developing countries,
but it occurs in industrialized areas as well. Fourth, governments are actively
engaged in promoting a flow of tourism. In many countries, tourism is so
important that its interests are represented at the ministerial level of
government. Spain, for example, has a Ministry of Tourism and Information.

One of the ways in which countries or regions can promote tourism is by
relaxing the kind of regulation that usually comes under the heading of “red
tape.” Travel is made easier when there are no visa requirements and when
the entry formalities are simple.

National policy can also discourage tourism. In some cases, this may work
to prevent the country’s nationals from travelling outward.

Any country can discourage incoming tourism simply by not providing
accommodations and catering services or by restricting the length of time
a traveller can stay in that country.

Some countries have set visa and entrance requirements that severely
restrict entry.

Governments at all levels are also involved in day-to-day regulation
of the tourist facilities, including various kinds of licensing.

A license is a document giving permission to carry on a particular kind
of activity after meeting prescribed standards and paying a fee.
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Catering establishments must be inspected periodicaily in most localities
to ensure that they maintain standards of cleanliness.

An interesting kind of regulation is the official system, used in France
and other countries, for rating accommodations establishments according
to objective standards.

Research involves travel statistics, tourist expenditures, the purpose of the
trip or the tourist’s reactions to his vacation. Much of the purpose of research
simply involves a classification count — business, pleasure, visiting friends
or relatives, health and so on.

Deeper research tries to find out why tourists visited a particular resort
and what their reactions were.

Still another kind of research in tourism involves trying to determine the
social impact of tourism on an area. This has become an important factor
before undertaking tourist development, in part because of the negative
effect that tourism has had on many places in the Caribbean.

Most governments now try to regulate the location and density of new
developments, thereby spreading the economic benefits more widely.

Where government investment in tourism is not direct, there must be an
indirect investment in the form of building or improving the infrastructure.
The infrastructure consists of those things that are necessary before
development can take place — roads, sewers, electricity, telephone service,
airports and water supply.

The facilities that are based on the infrastructure are often called the
superstructure,

Another way in which governments encourage tourism is through training
programs for service personnel.

Before a government undertakes tourist development, it usually attempts
to determine the market potential — the number or per centage of travellers
it can hope to attract.

This is followed by studies of the social impact and very often of the
environmental impact — what tourism will do to the natural surroundings.
The research is followed by the actual planning and development that include
improvement of the infrastructure, financial arrangements, and construction
of the superstructure,

The tendency at the present time is strongly in favour of careful research
and planning instead of unrestricted growth and expansion.
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Task 1. Find in the text answers to these questions:

1. Why are the roles of government vital for tourism?

2. How can tourism be promoted?

3. In what ways can travel be made easier?

4. How can national policy discourage tourism?

5. What is a license? Why is it important?

6. Why must catering establishments be inspected regularly?

7. What does research in tourism involve?

8. What is the purpose of deeper research?

9. Why is the social impact of tourism on an area important?
10. In what way can development of tourism affect the environment?
11. What is the role of infrastructure for development of tourism?
12. What is the superstructure?
13. How else can government encourage tourism?
14. What is the market potential?
15. What steps should be taken before starting tourist development?

16. What is the tendency in tourist development at the present time?

Task 2. Say what you've learned from the text about:

a) the roles of government for tourism development;

b) the ways of promoting tourism;

¢) the ways of discouraging tourism;

d) licensing in tourism;

e) different lines of research in tourism;

f) the importance of infrastructure and superstructure in tourism;

g) the current tendency in tourism development.
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STEP 4
Listen to the tape and
read an interview with Signor Pacini

of the Sicilian Tourist Board who is talking about tourism in Sicily and
how the regional government is trying to improve the industry there

I — the Interviewer S. P. — Signor Pacini

L
S. P

S. P

Where do most of your tourists come from?

Well, a high per centage are ltalians, and then other Europeans in
the main. And now we are getting a steady stream of tourists from
the States, and from Japan.

And what do they do when they come?

The Italians mostly want to be able to enjoy the sun and the sea.
Though of course, there are many other reasons why Sicily is so
popular both with ltalians and foreigners.

Such as?

There’s the fact that we have here examples of almost every periods
of Mediterranean culture, from the Greek period right through to
the present day, which puts Sicily firmly on the map of the cultural
and archaeological itineraries. Then there’s the geography and
geology, the terrain and the flowers and wild life.

What, in particular?

Well, for example, there’s Etna with its still active volcano
surrounded of course by its own national park. But we have such
a diversity of geological formations and also of climatic changes
that each area is entirely different. It’s an amazingly beautiful and
varied landscape for the ecotourist.

... and so they come for a wide variety of reasons. But are their
demands the same as, say, they were five years ago?

To a certain degree, yes. They want to enjoy our cultural heritage,
to enjoy our cuisine, to appreciate the countryside, to spend some
time on our glorious beaches, though they are now far more activity
conscious and more interested in visiting areas that are not established
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“tourism resorts”. But they also want better services. In particular
they demand, and quite rightly so, better accommodation. And we
feel that all this is very important.

We are now part of a European Community project to took at ways
of developing and promoting sustainable tourism in the south of Italy.
In this project we will be developing criteria to rate hotels uniformly,
looking at the transport infrastructure, considering the main tourism
cultural itineraries, and looking at the protected areas so we can
produce strategies to develop their potential, to promote them
internationally and to maintain our regional, cultural way of life.
We need tourism. It is our chief employer — but it must be
sustainable.

Note the following words from the interview:

1. itinerary, n MaplupyT, MyThb; NYTEBOAKHTEND

2. the terrain MECTHOCTD; 0COOEHHOCTH TEPPHTOPHH

3. wild life / wildlife XuBas npupoaa (siec, none, MyCTuIHA, OKCaH
H HX o6HTarenu); 3anoBCAHHK

4. a diversity pa3noobpa3sne, MHOroo6palne; pasHopoa-
HOCTB

5. varied (ot vary) PaIHYHbIH; MHOTOCTOPOHHHA

6. to a certain degree B ONPEACICHHOM CTENCHH

7. cultural heritage HacneaMe; KyIbTYPHOE HACJICAHE

8. ecotourist green tourist; an ecofriendly tourist takes
care of environment

9. to be activity CO3HATENIBHO CTPEMHUTBCA K KaKOH-JI. Aex-

conscious TENBHOCTH; IEATENILHO HACTPOEHHLIH
10. sustainable tourism = TypH3M, He Pa3pyIIAIOHI OKPYKAIOIIYIO
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Task 1. Read the interview again and answer the questions:

1. Why do tourists come to Sicily?

. Are they attracted only by the climate?

. What else attracts people to those places?

. Why is it a popular itinerary for ecotourists?
. How are tourists’ requirements changing?

A W AW

. What is your understanding of the words “they are now far more
activity conscious”?

7. What do modern tourists demand?

8. What is the idea of a European Community project to promote
sustainable tourism?

9. Why do the Italians need tourism?
10. What kind of tourism do they need?

Task 2. Sum up the interview with Signor Pacini.

STEP S
Vocabulary Practice

BRITISH AND AMERICAN USAGE

Note the difference:

BRITISH AMERICAN
a fortnight two weeks
abill a check

a lift an elevator
asingle a one-way ticket
a toilet a restroom
atap a faucet
autumn fall

ground floor first floor

a return a round trip

a cupboard a closet
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Task 1. In the following sentences, find the American word
or expression and give the British equivalent.
1. There was a long line of people waiting at check-in.
2. He took a one-way ticket from Paris to Madrid.
3. It’s usually cheaper to travel in the fall rather than the summer.
4. Take the elevator to the roof-top restaurant.
5. The faucet in my bathroom leaks.
6. The guest asked for his check. ]
7. The price of a round trip is $395, sir.
8. There was only one closet in the room.
9. Excuse me, could you please tell me the way to the restroom?

Task 2. Compound nouns.
Put the words in the box into the appropriate spaces.

1) winter sports 4) safari 7) adventure
2) self-catering 5) cruise 8) package tour
3) special interest 6) weekend break 9) homestay

a) a relaxing holiday with old-fashioned hospitality on a family
farm;
b) a month’s holiday lost in the Amazon rain forest;

c) a fortnight’s holiday for the family in a rented Swiss chalet;
d) a ten-day to Thailand, including flights, deluxe hotels and
visits to the Sukhothai national park and the pagodas at Ayutthaya;

e) a two-week in the Baltic Sea aboard the luxury liner Argenta;
f) a(n) holiday skiing on the slopes of the Pyrenees;
g) a(n) in Amsterdam to visit the Rijksmuseum and be back in
time for work on Monday;
h) a stay in Mombasa combined with a(n) in the famous Tsavo
game park;
1) a(n) holiday, excavating Aztec temples or learning English

in London.
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Task 3. Join the phrases In the two sections A and B to make
complete holiday descriptions.

A B

a) a city break in Moscow 1) to study the geology, flora and fauna

b) a three-week expeditionto  2) in a caravan park in sunny Biarritz
Greenland 3) at one of the Centre Parks holiday

c) a five-day stay in a purpose- villages in Britain, France or Holland
built chalet 4) with two nights at the Metropol hotel

d) two weeks on an ocean liner and tickets for the Bolshoi

¢) a month’s holiday in 5) including a three-day stopover in Tahiti
a mobile home 6) with free accommodation in a condo

f) a bed-and-breakfast stay in Orlando

g) a trip to Disney World 7) in a comfortable guest house near the

Black Forest

HOW WOULD YOU DESCRIBE THE HOLIDAY
IN THE PREVIOUS EXERCISE?

Choose from the list In the box below and explain your choice.

frightening relaxing for the family
exhausting cultural once-in-a-lifetime
entertaining romantic adventurous

Task 4. Answer the question:

What is the opposite of a long-haul destination?

Give an example of each of the following for Russla:

a) along-haul destination;
b) a special interest holiday;
¢) acity break;

d) atheme Park;

¢) adomestic resort.



Task 5. Use the missing words to complete the definitions:

1. A flight from London to Australia is a flight.

2.A is a holiday where the tour-operator arranges both
the flight and the accommodation.

3. Two weeks at a residential art school is a holiday.
4. A holiday aboard a luxury liner is a .

5. A two- or three-day holiday which is not taken during the week is
a

6. A holiday visiting a game park is a
7. A holiday on a farm, staying as a guest of the owners, is a

The missing words: package tour; weekend break; cruise, safari, homestay,
long-haul; special interest.

STEP 6
Grammar Practice

THE DEFINITE ARTICLE: 10 RULES

Rule 1: We use “the” before the names of museums: the Uffizi; the Prado;
the Louvre; the Victoria and Albert.

Rule 2: We use “the” before rivers and oceans: the Nile, the Thames,
the Atlantic.

Rule 3: We use “the” before island groups: the Seychelles, the West Indies,
the Philippines.

Rule4: We use “the” before deserts and mountain ranges: the Sahara,
the Alps, the Rockies; the Himalayas.

Rule 5: We use “the” with kingdoms, states and republics: the United
Kingdom; the USA; the Czech Republic.

Rule 6: We do not use “the” before towns and cities, countries and
continents: Switzerland; Europe; Moscow; France.

Rule 7;: We do not use “the” before the names of people: Prince Charles;
Margaret Thatcher; Princess Diana.
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Rule 8: We do not use “the” before lakes and mountains: Lake Ontario,
Everest, Loch Ness.

Rule 9: We do not use “the” before the names of some tourist attractions:
Madame Tussaud’s; St. Basil’s Cathedral; Lenin's Mausoleum.

Rule 10: We often use “the” when two nouns are linked by “of” (unless
the first is a proper name, e. g. Lawrence of Arabia): the temples
of Bangkok; the Tower of London; the beaches of Goa; the
Mayan ruins of Yucatan.

Task 1. The definite article has been deleted from the text.
Put it back whenever necessary.

THE FIRST PARAGRAPH HAS BEEN DONE FOR YOU

Seventy per cent of Britons believe visiting London is more dangerous
than going abroad, while in Scotland this rises to 80%. These findings
come despite a number of tourist killings in Florida, Egypt and elsewhere
in Africa, according to Lunn Poly, the travel firm which polled a random
sample* of 1,030 adults about their holiday intentions.

Trips to Florida from Britain fell by 20 per cent last summer and nearly
half of people who were polled said they would not go there next year.

That is bad news for Disney World in Orlando, top American attraction
for British tourists, and bookings are also down to Disneyland near Paris.

British fear of London is not shared by nine million foreigners who visited
capital last year — London’s attractions, such as changing of Guard being
main reason why Britain was world’s sixth tourist destination. At least
25 per cent of British families are expected to holiday abroad next year, and
a record nine million are forecast to book a foreign package holiday.

It looks as if biggest beneficiary will be cheapest country, Spain, where
bookings are up by 50 per cent — not least because peseta has fallen faster
than pound.

*sample — people who were interviewed
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OTHER USES OF “THE”

a) We use “the” in superlative expressions:
The biggest influences on tourism have been politics and technology.

b) When the identity of the thing referred to is clear from the context.
I'll meet you in the lobby, (It is obvious which lobby).

c) When the identity is made clear by a following clause:
The price (that you gave) was unreasonable.

d) When a noun or adjective is used to create a category:
The Russians want as many tourists as possible.
The dollar is wanted everywhere.

€) When the noun referred to has been previously mentioned:

She bought a map and a guidebook but ook the map back. It wasn't
detailed enough.

OTHER OMISSIONS OF “THE”

a) before nationalities, when referring to an individual:
She'’s British but her husband is Greek.
b) When referring to an ability to speak a language:

He's very gifted at languages. He can speak French, German, Spanish
and Arabic.

c) Before nouns used in a general sense:
Ask here for information.

Tourism earns foreign currency.

Task 2. Put in definite articles where they are needed.

HOSTED VILLA HOTELS

Today’s business people travel extensively as part of their job and stay
in expensive hotels. When they go away they want same comfort as they
are used to at home such as en-suite bathrooms, but in a more simple,
informal setting.

42



Sea Club Hotel in Majorca is a hotel that caters for this type of client.

It is registered with Tourist Board as a one-star hotel — that is equivalent
to a youth hostel. Its low rating is because there are no TVs or telephones
in rooms, but this is probably most expensive one-star hotel in Spain. All
rooms have en-suite bathrooms and are built around a luxury swimming pool.
Guests can laze around all day, or take a car to explore island. Then in
evening Sea Club comes into its own, with dinner served at one long
table — so everyone mixes and gets to know each other. This is what
makes Sea Club so unique; business people spend their lives travelling
but don't get to meet locals, yet at Sea Club there are always local people
who come in to dine and meet guests.

(from “Leisure and Tourism™)

Task 3. Put in definite articles where they are needed.

110-YEAR-OLD TOURIST

Britain’s oldest man made his first visit to London at age of 110.

Mr. John Evans had never found time or money to make trip from his home
in Swansea. But when British Rail offered him an all-expenses-paid birthday
treat to capital, he just could not refuse.

He arrived in style at Paddington Station, smartly turned out in his best
suit, favourite panama hat and a red rose in his buttonhole.

“It’s very exciting, there’s no doubt about it,” he said. He had never been
far from home before, except for one trip to Aberdeen.

“But I've been on seas to that faraway land called lifracombe 21 miles from
home,” he joked.

Mr. Evans, who spent 60 years working as a miner in South Wales, almost
made journey to London once before, at tumn of century.

“There was a trip to White City but it was ten shillings return from
Swansea — too much I thought. All my money went to family then,” he said.
During next two days Mr. Evans will be taken on a whistle-stop tour of
London to see sights. Top of his list is a visit to Houses of Parliament
organized by his MP.

The only arrangement he does not care for is wheelchair provided to ferry
him about if he gets tired.
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“I don’t like chair business — people will think I am getting old,” he said.

His ingredients for a long and healthy life have been well publicized —
no alcohol, no tobacco and no cursing.

Before setting off from Swansea with his 76-year-old son, Amwel, he
quipped, “I'm glad to see they’ve given me a return ticket.”

Task 4. Check the use of definite articles. Sum up the stories.

Task 5. Give your views on the information you learned from
the stories. p

STEP 7
Developing reading skills

Task 1. Read the article from ‘The Guardian’ and complete
the gaps.
a) The number of visitors to Britain last year
b) The proportion of repeat visitors:
¢) The number of Japanese visitors:
d) Last year’s per centage increase in the number of North American
visitors:
e) The per centage growth in visitors from the Far East:
f) The number of North American visitors:

WHEN THE HEAT IS ON

It's the season of heat and dust, when the British are at the seaside or
abroad, leaving their cuitural heritage to tourists. The ancient monuments,
palaces and historic streets resemble a new Babylon, ringing with European,
Asian and American dialects. Last year, Britain attracted nearly 21 million
visitors. The trend is steadily upward, but the picture is not unequivocally good.
Tourism is the world’s biggest growth industry, and Britain is facing ever
fiercer compztiiion for tourists’ spending money. “We have been a popular
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place to come to for many years,” said Isobel Coy, of the British Tourist
Authority. “Now practically every country in the world is after the tounist
dollar, whether it has a small coral reef or Florence. There is serious
competition out there. Britain has to concentrate on doing well and there
is a lot of room for improvement. Two-thirds of our visitors are repeat
visitors, which is good, but we must make sure we’re offering people
what they want — high standards, value for money, and a warm welcome —
so they continue to come.”

They come for different things. The Americans and Antipodeans (Australians
and New Zealanders) are interested in common roots and architecture that
is centuries older than theirs.

The Russians apparently like Blackpool, the Dutch and Germans have
discovered the beaches of East Anglia, the Japanese are heading for Wales,
the Scandinavians for the shops in the North-east, and the ltalians to the
Scottish Highlands.

The North Americans come in great numbers — 3,5 million last year, an
increase of 4 per cent on the previous year.

The biggest increase, of 30 per cent, is in visitors from Eastern Europe.

But the big growth market for tourism, and the one all the competing
resorts and destinations are aiming at, is the Far East, showing a growth
of 15 per cent a year.

The Japanese have been coming, and continue to come, to Britain in
considerable numbers — 559,000 last year — but it is such nationalities
as the Koreans, the Taiwanese, the Malaysians and the Thais who hold
the future in their wallets.

Task 2. Read the text again and answer he questions:

a) What attracts tourists to Great Britain?

b) Why must Britain fight to maintain its tourism growth?

¢) How can Britain attract more tourists? What needs to be done?
d) What are the main reasons for visiting Great Britain?

¢) Why do people of different nationalities prefer different places?
f) Which is Britain’s biggest potential growth market? Why?

Task 3. Sum up the article.



Task 4. Read a passage and point out the key factors
of tourism development in Great Britain.

OVERSEAS MARKETS

Overseas visits to Britain are increasing, as is the amount of money visitors
spend once they are here.

Britain is now winning back the market share of world tourism which it lost
during the 1980s and 1990s. Tourism is our fastest growing industry and
the UK now accounts for around 5 per cent of world tourism receipts.

The British Tourist Authority (BTA) is the statutory body responsible for
promoting Britain as a tourist destination worldwide.

BTA works in partnership with the Scottish, English, Wales and regional
tounst boards, and is a government — sponsored agency funded by the
Department of National Heritage.

BTA'’s main responsibilities are:

— to promote tourism to Britain from overseas;

— to advise the government on tourism matters affecting Britain as a whole;
— encouraging the provision and improvement of tourist amenities in Britain.

In addition to its ‘head office’ in London, the BTA has a network of over
40 offices overseas which handle enquiries on Britain from members of the
public, travel trade and media.

External influences on international travel to Britain.

Socio-economic factors, demographic trends, the travel patterns of different
nationalities, and political factors all have a decisive influence on international
travel to Britain.

Economic forecasts can help to determine target markets.

Decisive economic factors include employment and unemployment levels,
interest rates, consumer confidence and levels of disposable income.
Discretionary or disposable income (the sum left once essential living costs
and other fixed costs such as mortgage repayments have been paid) is a key
determinant of tourism demand.
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The cost of travel is a further determinant. The worldwide trend towards
deregulation of air travel should lead to reductions in air fares as competition
between airlines intensifies.

There is also increased competition on the Channel routes, between the ferry
companies and the Channel Tunnel.

Accommodation and entertainment costs (such as shopping, eating out
and entry to attractions) are equally important in determining Britain's
competitiveness, as are exchange rates.

Other social factors which affect intemational travel trends are age, standard
of living and holiday entitlemen.

Factors accounting for Britain’s popularity as a tourist
destination.

Research undertaken by the BTA has shown that visitors to Britain are
attracted by several aspects:

a) Heritage, countryside and attractions >
— historic cities
— cathedrals and churches
— castles
— stately homes and their gardens

— archaelogical sites of major historical importance such as
Stonehenge and Hadrian’s Wall

— industrial heritage

— museums and galleries

— literary heritage

— tradition and pageantry

— the beauty and diversity of Britain’s countryside and coasts
b) Entertainment and the arts >

— the range and quality of Britain’s artistic life (in London around
30 per cent of all theatre tickets are bought by overseas visitors)
— the visual arts — many of our galleries enjoy an excellent reputation
in overseas markets;
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— sporting events — including Wimbledon tennis, British Open golf,
Five Nations rugby, the FA Cup Final and major horse races.
¢) Accommodation >

— Britain offers a wide spectrum of accommodation ranging from
small Ba Bs (bed and breakfast) to luxuriously appointed self-
catering cottages and apartments.

— Ba Bs and the opportunity they offer to stay in the home of a British
family are especially popular with overseas visitors.

d) Shopping >

— Britain is renowned for its shopping in terms of quality, variety
and value for money

— Markets remain a strong favourite with many visitors.
(from “Successful Tourism Marketing™)

Task 5. Write a brief summary of the text.

Task 6. Using the information from the text discuss
development of tourism In Russia along
the following lines:

1. What govemment body in Russia is responsible for promoting Russia
as a tourist destination?

2. What factors influence the development of international tourism in
Russia?

3. What are the main attractions of Russia for foreign travellers?
4. What nationalities are Russia’s most frequent visitors? Why?

S. What is Russia’s biggest potential growth market for tourism? Why
do you think so?

6. What needs to be done to persuade more people to visit Russia?

Task 7. Speak about prospects for tourism development
In Russia.
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STEP 8

Developing speaking skills

Task 1. Find the statistics for tourist travel in the current year
and discuss it with your colleagues.
Use the questions below.

1. What countries head the list of the most popular tourist destination?

2. What makes them so attractive for tourists?

3. What countries are at the bottom of the list? Why?

4. Where is Russia on the list?

5. Are you satisfied with its position in the world of tourism?

Give your reasons.

1. What do you know about tourism development in Spain?

2. What factors make Spain an attractive tourist destination?

3. What factors enabled Poland to enter the top ten most popular tourist

destinations?

Task 2. Work in two teams: Team A and Team B.

Team A is going to give a short talk on tourism development in Ireland.

Team B is going to talk about tourism development in Egypt.

Team A

Team B

Read the Ireland fact file.
Discuss tourism in Ireland.
Decide what you will tell Team B.

Make notes and plan your talk.

When you are ready, give your talk.

Read the Egypt fact file.

Discuss tourism in Egypt.

Decide what you will tell Team A.
Make notes and plan your talk

When you are ready, give your talk
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reland fact file + (the map of Ireland)

History

Recent developments

The present situation

Jeginning of tourism un-known

845: horse-drawn coach service
perating round lreland (4,000
rles/day)

9™ century: all visitors from Britain
895: 1" package tour from America
920: 1® official tourism office

941-45: food scarcity in the UK
o US soldiers visit Ireland to eat
etler

ost 194S: plentiful food supply
1 Ireland — Bnitish visitors

Real expansion over last
30 years

Govemment help
Promotion of special
interest holidays:
golfing, hiking, fishing

Special purpose English
language holidays

Become 3" largest export
carner employs 91,000
appeals (0 younger generation
& independent travellers
appeals to Irish Americans

in search of roots

Special attraction: the cultural
holiday (Dublin, Blamey,
Kilkenny)

Visitors: 55% « Britain

28,8% ¢« Europe average stay:
holiday 11.1 days

VFR 104 days

2ypt fact file + (the map of Egypt)
History Recent developments The present situation

‘ourist attraction since “the dawn |1963/64: ministry of Visitors:
{ time” Tourism set up

43% from the Arab world;
798: Napoleon’s Egyptian 1960s: Imin. tourists
ampaign — new interest in a year 57% from Europe and North
gyplian culture . Amenca

gradual increase in number,

869: Ist Thomas Cook tour of carriers and hotels; ~ |average stay:
fovember 3,6 min arivals in 1992 |8% — 9% days

B69: opening of Suez Canal;

950s: 1our operators and
oleliers in place

1992-94: adverse
publicity — fall in
amivals

attractions: classical tour
(Pyramids, Lusor and Aswan)

Nile cruises package charters
(Hurghada on Ihe Red Sea)

ask 3. Prepare a report on tourism development in Russia.
Use the map to show the most popular tourist
destinations in Russia. Be ready to answer questions
of your groupmates.



STEP 9
Test Yourself

Task 1. What is the English for:

a) MpaBH/1a BbE3AA B CTPaHy;

b) npoBoAMTL HCCNENOBaHHE TYPHCTHHECKOTO PbIHKa;

C) OrpaHHYMBaTh TYPHCTHYECKHE NOTOKH;

d) 3aHMMaTLCR NOBCEIHEBHBIM PETYJIHPOBAHHEM TYPHCTHYECKOTO GH3HECa;

€) NoAAEPXKHBaTh YPOBEHb OBCAYKHBAHHA B COOTBETCTBHH C MEXIY-
HapOAHBIMH CTaHJapTaMH,

f) cnocobcTBoBaTH pa3BHTHIO TYpHIMA;
£) ONpeAeIHTh COLMANBHOE BO3JCHCTBHE TYPH3Ma Ha PETHOH,
h) axoHOMHYeCKHe BHIrOAN;
i) 3KoNorHYeckoe BIHAHHE TYPH3Ma Ha OKPYXalollyio CPeny;
J) ynyymenne HHOpacTpyKTypH;
k) npsmMoc HHBECTHPOBaHHE B Pa3BHTHE TYPH3Ma;
1) onpenenuTs NOTEHLHAN PHIHKA;
m) HEOrpaHHYEHHOE Pa3BHTHE TYPH3MA,
n) OTpHLATENbLHBIE NOCIEACTBHA LI OKPYXKAIOIEH Cpean;

0) TypH3M, CrocoOCTBYIOUMA NOIIEPXAHHIO ECTECTBEHHOro Gananca
OKpYXalolleH Cpean;

P) MapuwpyT;
q) XxHBas MPHPOAA.

Task 2. Give definitions for the following words:

a) ecotourist;
b) sustainable tourism;
c) infrastructure;
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d) research and analysis;

e) visa;

f) social tourism;

g) a license;

h) personnel.

Task 3. Say it in English:

L

HeobxoaumMo npoBOAHTL HUCCNCAOBAHHE H aHATH3 TYPHCTHYECKOI
HHIYCTPHH JUIA TOro, 4To6ul Gonee 3P¢HeKTHBHO perysnHpoBatsh ee
pasBHTHE.

. CHatne orpauuqeuuﬁ Ha BBHE3A B CTPAHY HIJIH ocnabnenue npasui

Bbe3/1a CNOCOOCTBYET PA3BHTHIO TYpH3Ma.

. IonuTHka rocyaapcTsa B 06NnacTH TypH3Ma HMIpaeT CYLECTBEHHYIO

POJTh B Pa3BHTHA HEOOXOMHMOH HHPACTPYKTYPbL.

. ]'[pamrre.nsc‘rna 33aHHMAIOTCA Ha CaMBLIX pPa3HbLIX YPOBHAX MOBCCAHEB-

HBEIM peryNIHpoOBaHKEeM HHIYCTPHH TypH3Ma.

. JluueHIHpoBaHKE ABMACTCH HEOTHEMNEMOMN YaCThIO TAKOTO Perylnu-

POBaHMs.

6. IeATeIBHOCTL BCEX KOMTIaHWH H TIpeanpHsTHid, paboTaloumx B o6nactm

TYPH3IMa, NOHKHA KOHTPOJIHPOBAaTHCA rOCYAapCTBOM.

. npleblC H ONOCPEAOBAHHBIC HHBCCTHIIHH B pa3BHTHC TyPH3Ma NO/DKHBI

pacnpefieNiATLCA TakuM 06pa3oM, YTOOBl IKOHOMHYECKHE BHITOIBI
pacnpee/UHCh PABHOMEPHO MO BCEM PCrHOHAM.

. Typuam pomkeH 6sITb 3konOrHYecks 6e3onacHbiM, ero BNHAHHE Ha

OKDYXaIOILYi0 CPeay 00f3aTeNbHO AOMKHO YIHTBIBATLCA MPH COCTaB-
JICHHH NEPCIIEKTHBHAIX fUIAHOB.



UNIT {ll

ENVIRONMENTAL TOURISM
STEP 1
Study the vocabulary list
1. encouragement,n o6oapenne; NOAAEPKKA; MOOLIPEHHE
2. trash, n amep. otbpoch, xu1am, mycop (Am E)
3. litter, n 6pum. Mycop; cop; 6ecriopsanok (Br E)
4. to cartin IIPUBE3ITH Ha TENEKKe
syn. to carry
5. campaign, n KaMnaHKA: HAPHMEP, NOJXTHYECKas, peKilaM-
Has KaMMaHHA
6. to pick up cobupats; nonbupars
7. to go easy on He MPHHOCHTH BPCAA; HE ROCTAR/IATH XNONOT
smth.
to go easy on the He 3acopATH OKpPYXAIOWYIO CpeRy
environment
8. to preserve, v COXpaHATh; obeperaTs; OXpauaTs
9. to conserve, v coXpausTh; cbeperars
10. to strive, v CTapaThCA; MIPHIATaTL YCHIIUA
11. to avoid, v H3berath; YKIOHATBCA; CTOPOHHTBCA
12. to sustain, v NOAAEPXKHUBATH; NOAKPEILUIATL (MH3Hb, NOPAIOK,
paBHOBECHE)
13. endangered BRIMHpalOUINE OHONMOrHYECKHM BHAB; BHE XH-
species BO#i MPHPOJLI B ONACHOCTH BLIMHPAHHA
14. approach, n npHOnHXEHHE, NOAXOH; MOACTYT

to approach, v

mpHOnHXaThCa, NOAXOAHTH
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15.

16.

18.

19.

20.

21.

22.

23.

24.

25.
26.
27.

28.

schedule, n

to schedule, v
to stagger, v
staggered hours

. choking, adj

to choke, v
to boom, v

to top the list
to be filled to
capacity

to mitigate, v

a vehicle, n

to ferry, v

ferry,n

to pollute, v
pollution, n
payoff, n

to reduce, v
to find out

to get by

pacnucaHue; rpadHk; ruaH
HaMeuaTh; [IaHHPOBATh

Ppery;MpoBats 4ackl paboThI; BpEMA OTITYCKOB HT. IL
pasHble Yachl Hauana paboTs! (1A pasrpyIkH

TOPOACKOro TPAHCIIOPTA B Yachl TTHK)
YAYIAHBbIH
OYWHTh

6bicTpo pacTH (0 LieHe; O cnpoce); PEKTAMHPO-
B4Th; CO3aBaTh LIYMHXY

ObITh BO IllaBe CMHCKA; HMETh Haubonbuiee 3Ha-
YeHHE

6LITL NOIHOCTBIO 3aNOHEHHBIM; 33CENEHHBIM
(0 rocTHHHLC)

CMATYHTD; YMEHBLIHTL (OTPHLIATENLHOE BAHAHHE),
obneryuts (60sb)

TIEPEBO30YHOE CPEACTBO (aBTOMOGIIb, BaroH,
TPaHCIIOPTHOE CPEACTBO; NOBO3IKA)

IepEeBO3UTD (Ha MOJIKE, MapoOME); nepee3kaTh
(Ha soake, MapoMe, peryNApHas fnepenpasa);
NEPETOHATD (CaMOMETH); AOCTARJIATH [HO BO3AYXY

NEpeBo3; Nepenpana; NapoM, peryapHas aBHa-
TPaKCNOpTHas cyx6a

3arpA3HATH; OCKBEPHATD

3arpA3HEHHE OKpYXatoWcH cpeabl

BBINUIATA; KOMIICHCALUA

YMEHbILATh; CHHXATh

y3HaTb (OMY4HTb HH(POPMALIHIO, [IPUIIONKHB

K 3TOMY Ofpe/ieeHHBIC YCHITHS)

YCTPaHBaThCA; OOXOAHTHLCA MANBIM:

30. They can get by with the same laundry. —
OHH MOryT fonbliie 060THCH OMHHM KOMILICK-
TOM MOCTENBHOTO Genba.



29.

30.

31
32.

33
34,

3s.

36.

37.
38.

overloaded
waste systems

ski slopes
ski runs

hiking trails
stray, v

to avoid straying
a path, v

to enable, v

to survive, v

a survivor, n
survival, n
damage, n

to damage, v
irreversible, adj
lush, adj

STEP 2
Study the glossary to the text “The Environmental
Tourist” and note the differences in British and
American usage. Give Russian equivalents

AMERICAN

autos

trash
garbage

(on) vacation
blissful

NeperpyXeHHbIE CHCTEMbI BLIBO3a MYCOpa H
OTX0A0B

JIBDKHbIE CKJIOHAL
JIBDKHA; JIBDKHBIH ITYTh

TYPHCTHYECKHE, NIEINEX0AHbBIE TPONB

COMTBCA C MYTH; OTIIOHHTBCA OT MapuUIpyTa
H36eraTh OTKIIOHEHHA OT HAMEYEHHOIO MapILpyTa
nyTb; A0POXKa; MapwpyT

21aBaTh BO3MOXHOCTb WJIH NPaBO Ha YTO-). CAe-
natb; ofseryaTe; cnocoGCcTBOBATL YEMY-1.

OCTATbCA B XKHUBLIX; YUEICTh, NPOAOJJKATS CYy-
HIECTBOBATDh, NCPEXKHTDL, BLIHCCTH; BRIJICPXATh

OCTaBIUMHACS B XHBbIX; YUENCBIIHIH
BBLIKHBaHHE

BpeA, yuep6; nospexacHHe
NOBPEXAaTh, TOPTHTL; HAHOCHTH ylIEpO
HeoOpaTHMblii

COYHBIH; OyHHLINA, MWIRLIH (O paCTHTENBHOCTH)

BRITISH
cars

rubbish
litter

(on) holiday

RUSSIAN

wonderful ]
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AMERICAN

to boom
box loads of
to cart

ethic

ferry

fleet
ecotourists
choking
fragile
flicking off

conserve

endangered species

get by

g0 easy on
hiking trails
irreversible
items
laundry
leisure

lush

mitigate the environmental

assault
on the house

overloaded

payoff

promote active preservation of

purchase
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BRITISH

to profit most

a lot of

to carry

principle

transport

group *

green tourists

polluting

delicate

turning off

sustain, protect

animals or plants at risk
manage

not be severe with
walking paths
impossible to correct
products, goods

sheets and towels to be washed
free time

healthy and very green

reduce the environmental
damage

free ( of charge)
with too much to do
reward; benefit

encourage people to do
something positive for

buy



AMERICAN BRITISH RUSSIAN

room and board room and meals

scheduling planning

ski runs pistes

slash destroy

staggering of spreading out; visiting at
different times

straying from go away from

strive to try to

sustain keep alive

tops the list is the biggest problem

wrapping packaging

STEP 3

Read and translate

TEXT 1. THE ENVIRONMENTAL TOURIST

How to be an ecofriendly tourist in the Alps

Guests at the Waldhaus Am See in St. Moritz bring more than baggage to
the 36-room hotel. With manager Claudio Bernasconi’s encouragement,
each week in summer they cart in box loads of trash they’ve found in the
Swiss mountains.

The visitor who brings in the most litter gets room and board for a week
on the house. The record is 19 kilograms, mostly cans, collected by two
Swiss women on vacation last August.

”

“They said they worked so hard they were going to need another holiday,
Bernasconi laughs.

The hotel’s two-year-old campaign is meant to encourage visttors to protect
the Alpine environment. But Bernasconi and tourist officials throughout
the Alps know that responsible, or “soft” tourism requires more than picking
up litter.
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Successful ecotourists, they say, must start with careful planning — finding
leisure activities and transportation that go easy on the environment and
searching out resorts that promote active preservation of the Alps.

Once the traveller has arrived, moreover, he or she must strive to conserve
energy, avoid endangered species and purchase local products, generally
produced by mountain farmers who sustain the fragile tandscape of the Alps.

One approach to soft tourism is scheduling a trip between seasons.

Staggering of holiday schedules helps reduce the choking, noisy traffic that
tops the list of environmental concems in most Alpine regions. Alpine resorts
generally boom during the height of winter, when hotels are filled to 100
per cent of capacity.

Another important way to mitigate the environmental assault from autos
is to take public transportation whenever possible.

In some areas, like Zermatt, Switzerland, local transport is an attraction in
itself. In Zermatt, a mountain community 1,620 meters high, cars are
forbidden. In their place, a fleet of five electric buses carries skiers to lifts
(the fare about $1.40).

Hotels ferry luggage on some 380 smaller electric vehicles. The payoff for
the environment is low pollution and energy demand, and blissful quiet.

The environmental ethic should continue inside the hotel.

Responsible tourists should reduce their own demand for energy whenever
possible by flicking off unnecessary lights, by turning down heat, and by
finding out how often the hotel changes sheets and towels, and letting the
concierge know if they can get by with the same laundry for a longer
period of time.

Tourists who visit local shops can try to buy items with minimal wrapping
that will add less trash to overloaded waste systems. They can also purchase
locally made products when possible. Goods made nearby require less energy
to transport, and their sale supports the Alpine economy.

Finally, ecotourists should take their environmental ethic onto the ski slopes
and hiking trails of the Alps.

It is important to avoid straying from marked paths or ski runs unless a local
guide is present. Snow protects plants and animals through the winter and
skis can slash the blanket that enables them to survive.
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The future of the alpine ecosystem depends on the behavior of the millions
of tourists each year who enjoy the beauty and grandeur of the Alps.

Damage done by the unthinking tourist can be irreversible, and in some
parts of the Alps, trash thrown to the side of the trail will be preserved for
decades in a deep freeze.

But if everyone cooperates, the payoff will be rewarding vacations in the
lush alpine environment for generations to come.

Task 1. Find in the text answers to these questions:

1. How did one Swiss hotel help protect the environment?

2. What does “soft” tourism require?

3. What should successful ecotourist start with?

4. How do responsible tourists sustain the fragile landscape of the Alps?
5. What is another approach to soft tourism?

6. Why is staggering of holiday schedules so vital in most Alpine regions?

7. Are there any other ways to mitigate the environmental assault from
cars?

8. How should the environmental ethic continue inside the hotel?
9. What shopping principles should ecotourists follow?

10. How can ecotourists protect the environment on the ski slopes and
hiking trails of the Alps?

11. What does the future of the alpine ecosystem depend on?
12. Why is damage done to the nature irreversible?

13. What is the payoff for everyone who takes care of the environment?

Task 2. Say what you've learned from the text about:

a) at Jeast ten ways of being a good “ecotourist”;
b} “soft” tourism (or Green Tourism) principles;

¢) the roles of local community in protecting the future environment of
the Alpine ecosystem.
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Task 3. Study the information chart and discuss
the environmental issues concerning
the Alps’ ecosystem.

Black Alps? Green Alps?

— 100 million people visit the Alps each year; |— All EC couniries have signed an
— they spend $52 billion in the region but none]  38reement 1o protect the Alps;

of the money is used to protect the Alps; |— the Swiss want a law which ‘makes the
— the 41,000 ski lifts harm the environment. | © Polluter pay’;

Forests and rivers are damaged by salt  {— Swiss tourist offices now give visitors a
and sewage (human waste) booklet on how to be good ‘ecotourists’;
— the environment is polluted by gases from|— Clarins, the French cosmetic firm, has
private cars; created a butterfly sanctuary in the Alps.
— the destruction of the forests leads to (There is already one for alpine birds).
avalanches and land-slides (falling land | — Suchard chocolates are paying for alpine
and rocks) tree re-plantation;
— A German survey found that 58 per cent |— “Green” charities are training local
of tourists noticed damage to the Alps people in traditional alpine jobs, from
(such as dead trees and erosion) carpentry to building mountain chalets.

1. The Alps are Europe’s largest ecosystem, shared by 12 million
people.
What laws are needed to protect them?

What harm are tourists doing to them?
What guidelines could be used to treat them better?

2. Who should pay to protect the Alps?
the EC?
national governments?
local people?
visitors?
the polluters?

3. Give reasons for your answer.

Are tourists starting to think about environmental tourism in Russia?
How and where? If not, why not?
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STEP 4
Listen to the tape and read the interview with
Michael Leech “Protecting the environment”

Michael Leech is Managing Director of a company called Overland
Encounter, which organizes adventure holidays to remote destinations.
He is very concerned to protect the sites he visits and talks about the way
he thinks the environment can be protected.

I — the Interviewer M. L. — Michael Leech

L

I know you’re very concerned about environmental issues at Overland
Encounter, but, in practical terms, what can a tour operator do to
make sure that tourists don’t destroy the beauty of the thing they
came to see?

Well, I think you have to get involved in what we call “Low impact
tourism.” You can’t deprive people of their interest in wanting to
travel. But what you can do is to set up patterns of behavior which
will introduce them to a country in a responsible way.

That means, for example, making sure that, on an adventure holiday,
no detergents are used in springs or streams and that no rubbish is
left behind after camps. It means, if you’re visiting a protected area
like the Antarctic, that people must respect the rules and not damage
fragile plants or go too near the penguins. It means providing
travellers with a pack with instructions on how to behave and what
to do to best preserve the cultures and places visited.

Do you think that many people will in fact not listen and will just
ignore whatever guidelines you give them?

Perhaps, but the key factor in minimizing damage through tourism
is to keep groups to a manageable size and then you can control
how they behave. Thirty on a safari is an absolute maximum.

Are operators now putting things back into the environment instead
of just taking from it?

Very much so. There are schemes to protect wildlife habitats in
Kenya and Tanzania, to save the rhino, veterinary programmes and
so on. People now go on holiday to restore ancient monuments or
clean up beaches.
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Things have changed and the model of Mediterranean tourism of
high-rise concrete, sun, sea, sand and sex is not the one most
people now want.

And another thing, in some places the environment is tourism and
national parks have been created by it. Without tourism, the animals
would have gone.

I think the environment is strengthened by sensitive tourism — look
at the preservation of the gorillas, for example.

And you never know, tourism might save the tropical rainforest in
a place like Madagascar. I think most countries go through several
phases in their tourism development and hopefully, in the best
scenario, the local people not only share the income and foreign

exchange generated by tourism but also use the amenities.

Note the following words and expressions from the interview:

|

. environmental issues

. encounter, n

3. low impact tourism

. an adventure
holiday

. to set up patterns
of behaviour

. to keep groups to
a manageable size

. to restore, v

8. a scheme, n
9. wildlife habitats

10.
11.
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tropical rainforests
to share, v

BOTIPOCKI, CBA3aHHBIE C OXPaHOH OKpYXato-
meil cpennt

BCTpeya

safe tourism; responsible tourisms; sensi-
tive tourism

OTALIX C 3NIeMCHTaMH NPHIJTIOYCHHA,
(namp. Cacdaps)

YCTaHaBIHBaTh ONpeAcACHHBIC HOpMbI /
MOJIENH [TOBEACHHS

KO/THYECTBO MOAEH B rPynnax XOMKHO
ObTh ynparnseMsiM

BOCCTaHaB/THBAaTh; PECTaBPHPOBAThH
IU1aH, NPOEKT; NMPOrpaMma

MECTa pacnpoCTPaHEHHR ()KHBOTHOTO, pac-
TEHUN)

TPOMHYECKHE NOXKICBLIC JIeCa

YYacTBOBATDH B pacnpeeicHuH; OnTDb naii-
IMKOM; TIONL30BATLCA BMECTE; AC/IHTh



12. amenities, pl

e. g. the amenities
of the famous resort

BCE, YTO CocobCTRYET XOpoleMy HacTpoe-

HHIO, OTAKIXY M T. I

GnaronpHATHLIE YCIOBHA U1 OTABIXA HA

3HaMEHHTOM KypopTe
amenities of home life npesiecTH ceMefHOMH KH3HA

Task 1. Read the interview again and answer the questions:

[. Michael mentions patterns of behaviour which an operator can
encourage among tourists. What are they?

2. What, according to Michael, is a “key factor™?

3. In what way is tourism now putting things back into the environment?

4. What steps should be taken to make sure that no damage is done to

the environment?

Task 2. Sum up the interview with Michael Leech.

Task 3. Think and answer:

1. What guidelines would you give to tourists travelling to Russia?

2. How important are environmental issues for Russian tourists?

STEP 5

Vocabulary Practice — Reporting verbs

These verbs are often used to report what someone has said.

Do you know them all?

acknowledge concede
accept confirm
agree deny
announce explain
claim imply

insist
maintain
observe
point out
promise

remark
reply
reveal
state
suggest
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They can be followed by a clause beginning with “that.”

For example: The protest movement claimed that the environment would
suffer but the chairman of the planning committee guaranteed that it would
be protected.

These verbs can be followed directly by “to.”
Accept, agree, claim, promise, threaten.

The hotel has agreed to reduce noise levels after midnight.
The protest movement has threatened to blow up the planned development.

Some reporting verbs are followed by a person, then “to.”

These include: advise, instruct, order, remind, urge, ask, invite, persuade,
tell, warn.

They persuaded the operator to drop the project.
She warned thern not to go ahead.

Task 1. Fill In the gaps with suitable verbs from the box.

Often more than one answer is possible.

1) claimed 5) observed 9) imply 13) conceded
2) promised 6) stated 10) denied 14) accepted
3) insisted 7) maintained 11) replied

4) pointed out  8) acknowledged 12) suggest

In a strongly-worded article Vanessa Gardner, editor of “Tourism Alert’
(a) that “Green Tourism” is just another marketing gimmick to
lure even more tourists to new destinations and make even more bucks
for the operators.

She (b) that tourism brings foreign income to developing countries
but (c) that all the local population get out of tourism is the privilege
of making our beds and shining our shoes.

And she (d) that the marketing people are wrong to (e) that
a holiday can only be GREEN if it takes place in an undiscovered part of
the world and costs the earth.
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She (f) that you only need twenty rich foreigners descending on
an Amazonian village to create more environmental and cultural damage than
10,000 ordinary holiday makers enjoying themselves in a resort where
there is no fragile ecosystem or culture left to ruin,

But in another article Anthony Gay of Outreach Adventures plc. disagreed.
He (g) that Green Tourism was just a fashion and (h) that
operators did care about the future. And to prove it he (i) to donate
$100 per person to the Worldwide Fund for Nature.

How many businessmen would do that?
Note: Green Tourism: tourism which takes into account the policies for preserving the

environment.

Task 2. Use the reporting verbs to complete these sentences.
Use each verb once only.

1. The guest to Jeave uniess he was given a non-smoking room.

2. The concierge they visit the new nature reserve.

3. The receptionist the guests when they come down to breakfast
on their last morning that they need to check out before 11 a. m.

4. The manager his staff to switch all unnecessary lights off.

5. “I’s dangerous to walk too close to the cliff,” she the party.
6. The maid having taken the necklace from Mrs. Brown’s room.
7. The local rep the hotel guests to a farewell party.

8. The government that there are sufficient tourist jobs in the area.

Task 3. Choose suitabie reporting verbs to complete the story
but do not use ‘say’ or ‘tell’. Make sure you put
the verbs into the appropriate tense.

In an anicle published in “The Times” it was (a) that out of the
120 million glossy brochures which are printed every year 38 million are
thrown away. It (b) that the reason why these brochures cannot be
recycled is because of the inks that are used in the printing process.
However the chairman of Green Flag International, a non-profit-making
conservation organization, is (c) tour operators to become green
and to save paper.
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He (d) that saving trees will also save the operators money. He
also tries to (e) hoteliers to conserve scarce reasources by saving
water and electricity. He (f) that they no longer change towels
daily and (g) their guests to switch off lights when leaving rooms.

He (h) the campaign is an attempt to stop other countries suffering
uncontrolled development on the scale seen in Spain in the 1970s.
Although he (i) that his campaign has been a success in Malta he
) that he is often fighting public disinterest.

“Until the general public (k) * «Green Tourism» and closes holidays
where the tour operator shows he is concerned with protecting the
environment, few tour operators will change their policies,” he (1)

STEP 6
Grammar Practice — Conditionals

In conditional sentences the sequence of tenses is not absolutely fixed and
depends on what you want to say.

Task 1. Which of the following conditional sentences:

a) describe a usual state of affairs?

b) talk about the past?

c) make an offer?

d) make a recommendation?

€) make a polite request?

f) describe situations which are unlikely or impossible?

1. If you buy a travel pass, you pay less.

2. If you go to the Natural History Museum, you'll be able to see the
special exhibition on dinosaurs.

3. If I were you, I'd avoid the crowded areas.

4. If you had a car, you'd be able to visit the safari park.

5. If you'd been here last week, you'd have seen the camival.

6. If [ had known you wanted a theatre ticket, I'd have got one for you.
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7. If you have enough time, you might want to visit the old castle.

8. If you’re looking for something really exciting, you should go to the
Museum of Horror and torture.

9. Should you have any problems, please let me know.
10. If you’d like me to phone them, I'll do it for you now.
11. If you'll just fill in this registration form, I'll make the booking for you.

12. If you want a cheaper place to stay, you'd be better off at the
Dolphin Hotel.

13. If you hadn’t made the booking in advance, you'd be without a bed
for the night.

14. If they hadn’t created the proper infrastructure beforehand, they
wouldn’t be hosting the next Olympics.

15. I'd be grateful if you could fill in this questionnaire before you go.

Other ways of making a conditional:

Unless you’ve other plans, you could visit the Museum of Science and
Technology.

You shouldn’t get lost providing/provided (that) you take a map
Anyone is allowed into the casino on condition that they are over 18.

Task 2. Complete the sentences with suitable words or
phrases from the box below:

L. If you by bus, it’ll only take you a few minutes.

2. In the event of an accident, the alarm

3. If the lift doors refuse to open, please the button.

4. Students are allowed into the museum at reduced rates provided that
they .

5. Children are permitted in the bar on that they do not disturb
the other guests.

6. Cheques are not accepted
guarantee card.

they are accompanied by a cheque

7. If you become separated from the tour, please
the coach pick-up point.

your way to
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8. If you have completed the registration form, I the key.

9. You can go to the Savoy for dinner as long as nat
jeans.

a) will give f) press

b) go g) you are not wearing

c) make h) unl::ss

d) have a valid students’ card i) condition

e) will sound

Task 3. Make up conditional sentences expressing
improbability.
1. If / you / become/ managing director of Forte hotels / what do?
2.1f /1/ lose a guest on an excursion / 1 / ring / the hotel.
3. If / you / have / a car / drive across Europe.
4. They / earn / more money / if / work / long hours/.
S. The guide / tell / day-trippers about the funfair if / know / where if / be.

Task 4. Fill in the gaps the way you think appropriate.

1. If you modern art, you
2. The Old Town Hall if it a tourist attraction.
3. If you need any more advice,

4. If you — just come this way, you where it is on the map.

5. If1 you, I travelling in the rush hour.
6.1 told them that you comi;lg if 1 beforehand.
7. You won’t be able to hire a car you’ve got a valid driving
licence.
8. There shouldn’t be any difficulty getting to Goteborg that
the ferries run to schedule.
9. If you now, you there before the match starts but
I doubt if you time.
10.1 you stay for more than a week, you better off

getting a cheap rail pass.
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Task 5. Answer the questions and give your reasons.

If you were the mayor of your town / city what would you do to make the
place more attractive to tourists?

If it did become more attractive, how would you control the extra influx
of people?

STEP 7
Develop your reading skills

Task 1. Read the story and do the tasks after the text.

DOES TOURISM RUIN EVERYTHING THAT IT TOUCHES?

At the entrance to one of the ruined temples of Petra in Jordan, there is an
inscription chiselled into the soft red rock. It looks as if it has been there
for centuries. It could have been carved by one of King Herod’s soldiers,
when they were imprisoned in the town in 40 BC. But closer inspection
reveals that it is not so ancient after all. It reads:

Shane and Wendy from Sydney were here. April 16" 1996.

The ruins of Petra were discovered in 1810 by a Swiss explorer, and a recent
report has just concluded that ‘they are in grave danger of being destroyed
by the instoppable march of tourism’. More than 4,000 tourists a day tramp
through Petra’s rocky tombs. They wear away the ‘soft red sandstone to
powder and (occasionally!) scratch their names into the rock.

It is not just Petra that is under threat of destruction. More than 600 million
tourists a year now travel the globe, and vast numbers of them want to
visit the world’s most treasured sites: the Parthenon, the Taj Mahal,
Stonehenge, the national parks of Kenya. The tourist industry will soon
be the largest industry in the world, and it has barely reached its S0
birthday. Many places that once were remote are now part of package
tours. Will nothing put a stop to the growth of tourism?
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A BRIEF HISTORY OF TOURISM
The Romans probably started it with their holiday villas in the Bay of Naples.

In the 19" century, the education of the rich and privileged few was not
complete without a Grand Tour of Europe’s cultural sites.

Things started to change for ordinary people in 1845 when Thomas Cook,
of Leicester, England, organized the first package tour.

By 1939, an estimated one million people were travelling abroad for holidays
each year.

It is in the last three decades of the 20" century that tourism has really taken
off. Tourism has been industrialized: landscapes, cultures, cuisines, and
religions are consumer goods displayed in travel brochures.

TOURISM TODAY

The effects of tourism since the 1960s have been incredible. To take just
a few examples:

The Mediterranean shores have a resident population of 130 million,
but this swells to 230 million each summer because of the tourists. This is
nothing. The United Nations projects that visitors to the region could number
760 million by the year 2025. In Spain, France, Italy, and most of Greece,
there is no undeveloped coastline left, and the Mediterranean is the dirtiest
sea in the whole world.

In the Alps, the cable cars have climbed ever higher. More and more peaks
have been conquered. It is now an old Swiss joke that the government will
have to build new mountains because they have wired up all the old ones.
There are 15,000 cable car systems and 40,000 kilometres of ski-runs.

American national parks have been operating permit systems for years.
But even this is not enough for the most popular sites. By 1981, there was
an eight-year waiting list to go rafting down the Grand Canyon’s Colorado
River, so now there is a lottery once a year to select the lucky travellers.

In Notre Dame in Paris, 108 visitors enter each minute during opening
hours. Thirty-five buses, having put down their passengers, wait outside, their
fumes eating away at the stonework of the cathedral.
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Poor Venice with its unique, exquisite beauty. On one hot, historic day in
1987, the crowds were so great that the city had to be closed to all visitors.

In Barbados and Hawaii, each tourist uses ten times as much water and
electricity as a local inhabitant. Whilst feeling that this is unfair, the locals
acknowledge the importance of tourism to their economy overall.

The prehistoric cave paintings at Lascaux in France were being slowly
ruined by the breath and bacteria from 200,000 visitors a year. The caves
have now been closed to the public and a replica has been built. This is much
praised for its likeness to the original.

THE FUTURE OF TOURISM

Will there be more replicas like in Lascaux? There already are. Heritage
theme parks (mini-Disneylands!) are springing up everywhere. Many of
the great cities of Europe, such as Prague, Rome, and Warsaw, are finding
that their historic centers are fast becoming theme parks — tourist ghettos,
filled with clicking cameras and whirring camcorders, abandoned by all local
residents except for the souvenir sellers.

Until recently, we all believed that travel broadened the mind, but now
many believe the exact opposite:

‘Modern travel narrows the mind’.
Note: BC — before Christ (10 Hawei 3pwi);

AD — Anno Domini (Hawei ypm);
10 chisel an inscription — BmCeKaTh HAANMMKCH (Ha MPAMOPE, HA KaMHue).

Task 2. Work in pairs. Read the text quickly and discuss
these questions.
1. What do you understand by the title of the article?
2. Which of the places affected by tourism are mentioned?
3. What is said about them?

4. Is the writer optimistic or pessimistic about the future of tourism?
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Task 3. Check your comprehension. Are the following
statements true (v') or false (x)? Correct the false
ones with the right information and discuss your
answers with a partner.

1. An ancient inscription has been discovered at the entrance of a ruined
temple in Petra.

2. Nearly 1.5 million tourists a year visit Petra.

3. The stone in Petra is so soft that the tourists’ feet are destroying it.
4. Tourism has been the world’s largest industry since the 1960s.

5. It is now possible to go everywhere in the world on a package holiday.

6. In the 19" century, Thomas Cook organized tours of Europe's cultural
sites for rich people.

7. The number of foreign tourists has been growing gradually since 1939.

8. There will be a huge increase in the numbers of tourists to the
Mediterranean.

9. The Swiss are considering ways of creating new mountains for skiers.

10. Nowadays, you can only go rafting down the Colorado River if you
win a lottery.

11. The caves of Lascaux are going to be closed to the public and a replica
is going to be built in Disneyland.

12. Local people are moving away from many historic city centers.

Task 4. What do the following numbers refer to?

40BC 230 million
1810 eight-year
600 million 108

1845 1987

1939 ten times



Task 5. Try to guess the meaning of the following words from

the text.
tramp swells
treasured clicking
replica whirring

Task 6. Find a word in the text that has the same or similar
meaning to the following:

shows (v) unbelievable (adj)

reached a decision (v) defeated and controlled (v)

serious (adj) choose (v)

hardly (adv) extremely beautiful or delicate (ad))
distant and far away (ad)) admit, accept (v)

having special rights left (past participle)

and advantages (adj)

STEP 8
Develop your speaking skills

Task 1. Think and answer:

1. How vital is problem of ecotourism in Russia?

2. What tourist attractions and destinations in Russia have suffered from
the development of tourism?

3. What is the attitude of wide public in Russia to ecological dangers?

4. What are the most effective ways of environmental protection needed
to protect the environment in Russian tourist areas?

5. What else should be done to make tourism in Russia both attractive
and ecologically safe?

Task 2. Prepare a report on environmental issues concerning
the ecosystem in different parts of Russia.
Make recommendations to travel agents, working in those parts, regarding
their environmental approach to responsible tourism.
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Task 3. Role Play.
You are going to hold a public meeting and debate the pros and cons
of a major tourism development in an area of outstanding natural
beauty.

1. First read the newspaper article and summarize the main points.

2. Choose the role you want and follow the suggestions on the role.

3. You can add your own ideas to the suggestions.

One of you is going to be the chairperson.

Your role is to make the meeting go smoothly and let everyone have
their say. Discussions can get heated and you may have to remind
participants to remain polite, not interrupt, not monopolize the discussions
and so on.

Here is some useful language:

Opening a meeting: Right, shall we get started?
The first thing we have to discuss / decide is. ..
Inviting comments: I'd like to give the floor to...

Mr. Johnson, is there anything you would like
to say?
Does anyone have any further comments?
Would you like to come in here?

Directing the proceedings: We seem to be losing sights of the main issues.
With respect, [ don’t think that is entirely relevant.

Could we stick to the subject under discussion,
please?

Perhaps, we could come back to that later.
I’'ll come to you in a minute.
Closing the meeting: Are there any further points anyone wishes to
make?
To sum up, ..
Are we all agreed on this?

Shall we take a vote? All those in favour? All
those against? 1 declare this meeting closed.
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The issue for discussion.
Ambitious plans to spend £ 100 million on a disused mine to turn it into
a tourist complex are causing a fierce dispute among locals.

The tourist development is planned to center around a “Quarrytorium,”
with a guided visit down the mine, and a residential complex waterfalls,
lasers and holograms and an adventure playground.

The disused mine is less than a mile from a village, where local people live.

Recently a company called LeisureLand has come up with a project which,
besides the Quarrytorium, also includes hotels, conference facilities, shops
and restaurants, and a sports center. Most controversially, there are also
plans for thirty ‘holiday farmsteads’, each consisting of about twenty
farm-type cottages.

However, since the proposals were published in the local paper, people have
started objecting. A protest group has been formed, headed by Gwynneth
Jones, whose house overlooks the mine.

Although careful to give credit to the town council for buying and trying
to develop the area, the protest group feels that the scheme would overwhelm
the village and be alien to the natural beauty of the region.

The matter is now being debated at an extraordinary council meeting in the
town hall at which a decision must be reached.

Representatives of all viewpoints of the local community have been invited.

SUGGESTIONS FOR THE ROLES

G. Jones — leader of the local protest movement.

Views on the propesed tourist development:
— tourism creates mainly temporary, seasonal employment;
— the few permanent jobs unlikely to go to locals;
— community will not benefit overall;

— will create land speculation, causing house prices to rise and forcing
more young people to leave the area.
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SUGGESTION: DEVELOP THE AREA INTO A HIGH-TECH BUSINESS PARK

Advantages:
— permits the area to be levelled and landscaped;
— area would blend in with the surrounding countryside;
— creates wealth in the area;
— creates a permanent and stable workforce in the region;

— avoids the inevitable congestion and disruption caused by excessive
tourism;

— sustains local culture and language.
B. Hall — Chair of National Park Society
Views on the proposed tourist development:
— people come for natural beauty and tranquility;
— area would be spoilt by heavily congested roads, day trippers, litter;

— local infrastructure could not cope with the coachloads from
Manchester and Liverpool;

— too great a burden on local hospitals and the police.

SUGGESTION: IF PEOPLE WANT THE SORT OF TOURIST ATTRACTION
BEING PROPOSED THEY SHOULD GO TO THE SEASIDE
M. Hamilton — Vice-chairman of LeisureLand
Views on the area:
— of the area; tourism potential;
— work in shops and cafes is seasonal;

— in summer the Snowdon mountain railway, which runs from the
village, takes over 150,000 people to the summit, and has to tumn
many away;

— during the winter the village is dead;
— area losing valuable human resources;
— more people coming into the area;

— if there is nothing for the extra number of tourists to do, they will
wander round the National Park, causing unnecessary damage.
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Leisure Land will:
— establish a year-roud tourist attraction;
— create 300—500 temporary construction jobs;
— create 1,000 permanent full-time jobs for local population;
— create controlled entertainment for the day trippers;
— save the National Park from damage.
B. Evans — Town councillor
Views on the proposed tourist development:
— ridiculous to turn down an opportunity to create 1,000 jobs;
— without jobs, the language and culture of Wales will be lost;

— no additional financial burden to the community — grants can be
obtained from the Welsh Tourist Board, the Sports Council and
the EU.

SUGGESTIONS:

— Arfon Borough Council owns the land — can insist that the new
600 new houses are not sold outright or as timeshare apartments,
but rented strictly on a weekly or weekend basis;

— the council can make sure that the Welsh language and culture
are promoted, e.g. hold festivals of Celtic music and Welsh arts
and crafts festivals.

M. Jones — Owner of small gift shop and restaurant.

Views on the proposed tourist development:
— welcome influx of tourists;
— valuable business opportunity;
— unemployment in the area;

— Greens are in a small minority — should not be allowed to influence
such an important decision;

— wildlife has never been in danger;

— derelict mine is an eyesore.



B. Morgan — Local teacher.
Views on the proposed tourism development:

— would result in cars coming at the rate of one every four seconds
on a summer holiday weekend;

— would create havoc on the roads;
— Welsh language and culture would be severely affected by the

number of holidaymakers from England — already difficult to
keep the ancient language and culture of Wales alive;

— this new housing estate will be used by people from the North
of England as second homes; '

— they will be a separate community giving nothing to the area;
— the 600 houses will be empty for most of the year. f

Divide into two groups: those who are against the project and those
who are in favour; debate the issue and vote on it.

Task 4. Discussion. Think and answer.

1.
2.
3.

il

8

How and where do you usually spend your holidays?
Have you ever had a “green” holiday? Would you like to?

Do you think it would be more or less interesting than your typical
holidays?

. Have you ever been on an educational or activities holiday?
. What were the good or bad points?
. Where would your ideal holiday be in the English-speaking world?

Australia? The United States? Ireland? Great Britain? Why?

. Have you ever visited a country that you prefer to your own?
8.
9.

10.

Would you like to live there?
How would your lifestyle differ from your present one? Why?

Norway’s 1994 Winter Olympic Games were the first “Green Games.”
There was no big building programme and visitors were forced to
use public transport. What would be the public reaction if this happened
in Russia?

What is your personal attitude to “green” issues?



STEP 9
Test Yourself

Task 1. What is the English for:

a) 6epexHo obpamaTbea ¢ MPUPONOH;

b) s3xonoruyecku Gesonackslit TypHaM (3 BapHaHTa),

C) OTBETCTBEHHBIH NOAXOA K Npobneme 3arpA3HEHMA CPEabI;
d) yMCHBIIHTE BpeaHOE BARSHHIE 3aBTOMOOHIIEH Ha OKpYKAIOMIy10 CPeny;
€) noAepxHBaTh Gananc B NpHpoOAE;

f) cobHpaThL Mycop K OTXOnbI;

g) HH3KM# YpOBEHD 3arpA3HEHHS,

h) 06X0ANTHCA MHHHMANBHBIMH 3aTPAaTaAMH 3HEPTHH,

i) HAHOCHTb HeMoNpaBHMKIH yuiep6;

J) perynupoBarts BpeMs TYPHCTHYECKHX 33C3/10B;

k) axonoruyeckuit «yaap» no npHpoze;

1) 3a cueT rOCTHHHLK;

M) MOOLUPATHL MONBITKH NMOCETHTENEH 3aLINTHTL OKPYXKAIOILYIO Cpeay
OT 3arpA3HeHu;

n) 61aronpHATHHIE YCNOBHS A OTABIXA;

0) COXpPaHHTh CKYAHbIE PECYPChl IPHPOABL;

P) BAMAHHE TYPH3IMa Ha *KH3Hb MECTHOTO HaceNEHHS;
q) MepBI 110 OrPaHHYEHHIO HATUIbIBA TYPHCTOB;

l') €03aBaTh KOITHH CYLUECTBYIOUIHX AOCT onpnMeane.anomii.

Task 2. Give definitions for the following words:

a) sustainable tourism / soft tourism;
b) an ecotourist;

¢) the environmental assault;
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d) low pollution;

e) the payoff for the environment;
f) endangered species;

g) staggered hours.

Task 3. Say it in English:

C pa3suTHeM TypH3Ma nmpobiieMa 3arpA3IHEHHs OKPYXaloILeH cpeisl cTana
0cobcHHO aKkTyanbHOH. TypH3IM CTan OTpacisi0 ¢ HaCTONBKO BLICOKHMH
TeMNamK pa3sBHTHA, yTo B OmuxaiiweM Oyayiiem 66nbluas yacTe Hace-
JIeHHs 3eMHoro wapa 6yaer BoBieweHa B ITOT BUI JeATENbHOCTH. Henb3s
OrpaHMuHTh NMIOACH B MX XEaHHM MyTEWeCTBOBaTh, a 3TO CO3UAET HE
TONBKO HOBhle paboyMe MECTa AIA MECTHBIX XHTENIeH, HO H Maccy
JKojorH4eckux npobnem. JIroaH, XOTophie CTaNK Ha3bIBATLCA «IKOTYPHC-
TaAMH» WIH «3€EHLIMHY» TYPHCTaMH, XOPOLIO OCO3HAIOT IKONOTHYECKYIO
OMacHOCTh MaccoBOTO TypH3Ma. OHH OTBETCTBEHHO OTHOCATCH K OKpY-
KalolleH cpele H HeNalOT BCE, YTO B MX CHiax, yTo6bl ybepeyr Mecta
TYPH3Ma OT 3KOJIOTHYECKOTO «yaapa». IIpaBiia UX NOBEACHHA BO BpeMs
TYPHMCTHYECKOI0 OTBIXa YPE3BHYAHHO NMPOCTHI.

Ouu cobHpaloT H YHHYTOXAIOT MYCOpP H OTXOJBI B MECTax CKOIUICHHS
MOJieH, CTapaloTCA CBECTH AO MHHHMYMA HMCIOJIL30BaHHC aBTOMALIWH,
KOTOpbIE€ 3arpA3HAIOT BO3AYX, HAXOAAT TakHe BHIAB OTABIXa H nepe-
JOBHXCHHA, KOTOPbIE HE BPEAT OKpYXalolleil cpele.

3abora 06 3konorun AoMkHa OBITL 4acThi0 paboOTH TYpareHCTs H Typ-
oneparopos. Heobxoaumo TimarenbHoe nuanupoBaHHE TYPOB € YUETOM
HarweiBa nocetureneil. O4EHb 4acTO NIOAH MPOCTO HE 3aMyMBIBAIOTCA
0 narybHOM BITMAHHH HX IPeObBaHAA Ha NPHPORY ¥ 00pa3s *H3IHH MECTHOTO
HaceneHHA.

Ho ecnu Bce OyayT meficTBOBaTh 3804HO, TO Harpano#i CTAHET OTABIX
B TIOUCTHHE YHCTOH H 3A0pOBOit 0O6cTanoBKe.



UNIT IV

TOURIST PROMOTION

STEP 1
Study the Vocabulary list

1. to retain, v COXPaHATh, NOANEPKHBATH

2. fringe benefits JIBrOTHI, TPEAOCTABIACMBIC 110 MECTy paboThl
NOMHMO 3apaboTHOI IIaTi: Hanp., OIIa4eHHbIC
OTITYCKa; CITyXeOHBI# aBTOMOOHIL H T. 1.

3. to cause, v 6LITe NPUYHHOMNR; BEI3LIBATH

4. to overcome, v TpeosoNeTh

S. bias, n YKJIOH; IPHCTPACTHe; NMPEAB3ATOCTD
30. seasonal bias ce30HHME TEHICHUHH; CE30HHOCTD
6. to extend, v TIPOCTHPATHCA; TAHYTBCA, PaCIIPOCTPAHATD
(BmusAHKE)
7. to spread, v PacipoCTpaHATh; CNOCOOCTBOBATH PAa3BUTHIO
8. retail, adj PO3HMYHBIA; PO3HHYHAL POJAXKA

9. to advertise, v peKIaMHpOBaTh; NOMEILATh OOBABIICHHE

10. advertising, n pexnama (kaKk BUI AEATENBHOCTH)

11. advertisement, n peknama (KaK MPOQYKT PEKIaMhl); peKNaMHOE
obbaBneHne

2. afeature, n Gonbluag raseTHan CTaTha; CEHCALHOHHBIH Ma-
TepHan (8 CTaThe, COOOLIEHHH NO PaiHO HIH
TENIEBHAEHHIO)

13. facilities, p! 000pyIOBaHHE, COOPYXKEHHS; CPEACTBA, BO3-

MOXHOCTH, OG1aroupHATHBIC YCJIOBHA IS OCY-
DICCTRICHHA KAKOH-J1. NeATELHOCTH

14. amenities, p! BCE, YTO cnocobCTBYET XOpoLeMy HaCTPOEHHIO,
OTABIXY
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15.

familiarization,n ocBanBaHHe, O3HAKOMJECHHE

16. to generate, v MOPOXAATh; Bbi3bIBATh, NPOH3IBOAHTD, FEHEPH-
poBarb

17. income, n aoxon

18. brochure, n 6poutopa

19. word of mouth  «M3 ycT B ycTa»; nepenaya HHPOPMaLHH NpH
JIMYHOM ODLIeHNH

20. to influence, v BITHATD, OKa3LIBaTh BO3XCHCTBHE

STEP 2

Read and translate into Russian
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Promotion is paid advertising and public relations efforts that in case
of tourism encourage recreational travel either generally or on specific
carriers and to specific places.

. Fringe benefits are other benefits than pay raises. The most important

fringe benefit in relation to tourism is the paid vacation.

. In current usage, the term “media” refers to the means of spreading

information through the print media, like newspapers and magazines,
and the broadcast media, like radio and television.

. Brochure is a pamphiet usually put out for promotional purposes.

. In advertising, a throwaway usually means a one-page advertisement

that can be widely distributed by mail or by hand.

. Direct mailing is a form of promotion that involves mailing brochures

or throwaways to a selected list of people.

. The mailing list often includes card holders, previous customers,

members of clubs or organizations, and so on.

. Destination advertising stresses a resort area or some other tourist

destination.

. Institutional advertising is intended to keep the name of a corporation —

such as an airline — in the public eye rather than to give much
information about specific services.



STEP 3
Read and translate

TEXT 1. TOURIST PROMOTION

There have been three aims of most tourist promotion in the last few years.

The first has been to retain the established market of people for whom travel
is a normal form of recreation.

The second purpose of tourist promotion has been o increase the size of the
market. In order for tourism to grow, it is necessary to attract people who
would not have travelled much until the last few years.

It is significant for tourism that trade unions now fight for fringe benefits
for workers such as longer paid holidays and shorter work weeks. A three-day
weekend would almost certainly cause an increase at least in domestic
tounism.

The third goal of tourist promotion has been fo overcome what might best
be called its seasonal bias.

In many countries, summer is the traditional vacation season. In France,
for instance, the summer vacation has extended even to the shutting down
of many stores and small businesses. Hundreds of thousands of Frenchmen
leave Paris in August for the south of France or for destinations outside
the country. Winter vacations have been heavily promoted to spread tourism
more evenly throughout the year. There has been a big increase in facilities
for winter sports.

Ski resorts have sprung up which attract not only the wealthy to resorts
in Switzerland, but also the office or factory workers who want to get out
on the ski slopes for a winter weekend.

Many different organizations are involved in tourist promotion. They include
tourist bureaus, the transportation companies, tour operators, retail travel
agents and individual hotels or hotel chains.

Through their tourist offices, governments do a great deal of travel
promotion, both in the form of advertising and publicity.



There are two major kinds of promotion — publicity and advertising.

Publicity might well be termed free advertising. It consists of stories placed
in newspapers and magazines about travel, accommodations, restaurants,
and other parts of the whole tourist industry. Many newspapers and
magazines carry such stories regularly as features. Professional travel
writers journey from resort area to resort area to report on the facilities
and amenities that are available.

Another kind of tourist-connected public relations comes under the heading
of familiarization. People in the industry, especially those involved in
sales — travel agents — are frequently provided with free trips to tourist
destinations. They will be able to answer questions from their own
experience.

Tourist advertising is a large business in itself. Most of the advertising is
directed toward the large tourist-generating regions.

Media, the plural of medium, is a term that is used for the different means
of spreading information in the form of news and advertising. Newspapers
and magazines — the print media, and radio and television — the broadcast
media — are usually included in the term.

Television reaches the largest market, one that generally cuts across different
social and income groups. TV time is also very expensive, so it is used
principally by transportation companies and government tourist agencies.

Radio serves a more limited audience since it cannot transmit the beautiful
pictures and colours of television. But it is unique because it can reach
people driving their cars.

Another form of advertising is the brochure. Tour operators distribute
brochures in large numbers to travel agents in the market area they are
trying to reach. In addition, many of them are sent out by direct mailing
to selected lists of customers by tour operators and travel agents.

Perhaps the most effective kind of tourist promotion is the one that cannot
be manipulated by the industry.

This is word of mouth, what one person says to another about his or her
vacation. And this is indeed a major topic of conversation among people
who travel.
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Like news stories, the results of “word of mouth” can be good or bad.
A recommendation of a resort or hotel by one family to another can
significantly influence the choice people are likely to make. On the other
hand, a bad report spread around by dissatisfied tourists may sharply cut
tourism.

Among other things, “word of mouth” guarantees that the tourist industry
will provide more or less what it promises. One might say that it is
a powerful force in keeping the industry honest.

Task 1. Find in the text answers to these questions.

1. What has been the first aim of most tourist promotion in the last few
years? What has been the second purpose of tourist promotion?

2. In what way is the effort by unions to obtain more fringe benefits for
workers significant to the tourist industry?

3. What has been the third aim of recent tourist promotion?
4. What has been done to spread tourism more evenly during the year?
5. What kinds of organizations are involved in tourist promotion?
6. What are some types of publicity in tourist promotion?
7. How do professional travel writers provide publicity for tourism?
8. What is another kind of tourist-connected public relations?
9. What does this involve?

10. Where is tourist advertising directed?

11. What kind of market does television reach?

12. Why does radio serve a more limited audience?

13. How are brochures distributed?

4. What is an effective form of tourist promotion that cannot be controlled
by the industry?

15. What does word of mouth guarantee concerning the tourist industry?

Task 2. Say what you’ve learned from the text about:

a) the major aims of most tourist promotion;

b) the major kinds of promotion;

c) various means of tourist promotion, their advantages and disadvantages;
d) the effect of word of mouth for tourist promotion.



STEP 4

Listen to the tape and read an interview with
George Webber who works for a large tour
operator. He is talking about “familiarization trips”

I — the Interviewer G. W. — George Webber

L

1

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?

. 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 any more?

G. W. Well, I 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.

Organisations 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 1o make sure they go away with a good knowiedge 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.
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You said earlier that fam trips were an opportunity for people to meet
each other, but isn’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. Clearty we cannot send every employee in every

agency on a familiarization trip. The important thing is to reward
customer loyalty. 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 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.

Right. So it’s a question of how popular a travel agency is?

. 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 1o evolve, so we can’t just use the same hotels or the same
travel agencies year after year.

So who pays for fam trips?

. Well, as I 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.

Right. Will you be sending people out soon?

. 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.

Right. Well, thanks very much.
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Note the following words and expressions from the interview:

1. relevant HMEIOWMH K YeMY-JI. OTHOWCHHME:
OTHOCALUMHACA K Aeny

2. to construct a trip OpraHH30BaTh MOEC3AKY

3. to secure, v JOCTaBaTh; NONy4ars; 06MBaTbCA;
JOCTHrars (LIesu)

4. 30. in the hope of securing B Hagex/e NONYYHTb JONONHHTE b

extra business HbIA 6M3HEC
5. a return for money ZOXOJX OT BJIOYKEHHbIX JEHET
6. value for money BBITO/IHO MOTPATHTH ACHLIH; NONY-

YUTb CNIOJIHA
7. a questionnaire BOTMPOCHHK, aHKETAa

8. 30. to fill in a questionnaire 3anonuUTE aHKETY

9. to reward, v HarpaauTh; BO3A2BaTh JOKHOC
10. to evolve, v Pa3BHBaTbCA; Pa3BEPTHIBATHCS; IBO-
JIIOLHOHKPOBATH
11. to charge, v B3MMAaTD OIUIATY; Ha3HAYaTh LiEHy

Task 1. Read the interview again and answer the questions:

1. What is a familiarization trip?

2. How is it different today from the past?

3. Which travel agencies get invited on most fam trips?

4. Which other agencies might get invited on “new-product” trips?
5. Who pays for fam trips?

6. When wiil George be sending people on them?

Task 2. Summarize the interview with George Webber.
Discuss what questions you would put on a fam trip
questionnaire to make sure that travel agency
employees used their time well. Make a list.



STEP S5
Vocabulary Practice
Task 1. There are three headings: “advertising”; “public

relations”; “promotions”. Put the words in the box
under the three headings:

advertising public relations promotions
stickers trade fairs competitions
lobbying sponsorship leaflets
receptions exhibitions billboards
commercials press releases publicity
special offers promotional videos discounts
posters talks and presentations

brochures

Task 2. Brochure language.

The brochure is probably one of the most important documents used in the
tourist promotion. Brochures use very descriptive language to make holiday
destinations sound attractive.

Read this description of Salou in Spain and pay particular
attention to the underlined words.

Salou has all the ingredients for a perfect seaside holiday. Its major attraction
is a long, wide beach of soft, gently-shelving sands, backed by a fine,
tree-lined promenade.

East of the beach you will find uncrowded streets alongside a picturesque
coastline with pretty wooded areas and several smaller bays.

West of Salou is the attractive fishing village of Cambrils. With its
marvellous beach, idyllic harbour and many magnificent seafood restaurants
it is a resort in its own right. But wherever you stay in the Salou area
you'll have access to a whole host of pleasures: superb bathing, every
kind of watersport and, by night, plenty of excitement in countless bars
and discos. Another impressive attraction is the truly amazing Aquapark
and La Pineda, a short ride from Salou itself.




Task 3. Translate the underlined words into Russian.
Use a dictionary to help you. Retell the text.

Task 4. Describe the nouns in the box by a set of adjectives
below. Use a dictionary to help you.

beach village hills mountains
hotels views city atmosphere
a) rolling d) relaxed g) ruined
gentle carefree medieval
undulating welcoming bustling
b) low-rise e) spectacular h) secluded
spacious soaring safe
well-appointed majestic uncrowded
¢) quaint f) unspoilt
old-world striking
charming panoramic

Task 5. a) Read this advertisement for Dublin, the capital
of Ireland, and fill in the gaps using the words

in the box:
1) dramatic 7) interesting  13) quaint 19) amusing
2) unique 8) picturesque  14) friendly 20) intimate
3) old-world 9) impressive  15) bustling 21) elegant
4) busy 10) stern 16) fresh 22) fair
5) best-kept 11) distinct 17) vivid 23) noble
6) lively 12) real 18) animated 24) resident

Tucked away to the west of mainland Europe, Dublin is probably one of
ihe world’s (a) secrets. Being less easily accessible than other
capital cities in Europe has proved to be a (b) advantage, as it has
aliowed Dublin to keep its (c) village atmosphere. Dublin is a city
of contrasts and contradictiGis.
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Medieval and Georgian architecture provide a (d) backdrop to the
(e) and lively streets filled with entertainers of all kinds. The aroma
of (f) coffee mixes with the distinct smell of hops from the nearby
Guiness brewery, drawing the visitors indoors. Street-side cafes and pubs
are always buzzing with (g) conversations and visitors may soon
find themselves involved in topics as diverse as sport, politics and
literature, or the old favourite — the weather.

In 1988 Dublin celebrated its 1,000™ birthday and was designated European
City of Culture in 1991. Many visitor attractions throughout the city show
its fascinating history.

There are a variety of museums, art galleries and visitor attractions for
every taste and age-group. Take a walk along one of the many Heritage
trails or follow the City’s Rock’n’Stroll trail which tells a myriad of
(h) facts about the many famous musicians who have come from
this (i) city.

If the hustle and bustle of the city prove too much you can always take
a trip along Dublin’s (j) coastline or explore the nearby Dublin
mountains. Pay a visit to Malahide Castle and you may be lucky enough
1o see briefly Puck, the (k) ghost.

The choice of entertainment does not lessen as darkness falls and the
visitor is faced with the dilemma of choosing whether to visit one of the
many theatres, go to a concert at the National Concert Hall, walk through
the lively pedestrianised area of Temle Bar or take time over a (1)

meal in an (m) restaurant.

b) Replace the underlined words in the advertisement with
the words in the box. You may need a dictionary.

1) attend 6) have emanated 11) pay tribute to
2) catch a glimpse of ~ 7) engrossed 12) proven

3) descends 8) linger 13) relates

4) diminish 9) mingles 14) retain

5) strol! 10) to suit

¢) Read the text again and retel! it using as many descriptive
adjective as you can.
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STEP 6
Grammar Practice. First and second conditionals

Read through the following sentences and answer
the questions:

a) If there are any seats available, I'll book you a ticket for the 21*.
b) If there were any seats available, I would book you a ticket for the 21%.

In which sentence is the speaker talking about a real possibility?
In which sentence is the speaker talking about an imaginary situation?

We use the first conditional to talk about future events and their results

when the future event is likely to happen.
For example: If 1 have to stay late this evening, I will give you a ring.

We use the second conditional to talk about the results of imaginary

present situations or unlikely future events.

For example: If | had a yacht, I would spend the summer in the West Indies.

Task 1. Complete the sentences using either the first
conditional or the second conditional.

1. If the economy
much easier to sell holidays.

2. If 1 (have) more money I
South of France, but unfortunately I have to stay here.

3. Nobody (mind) if the plane (be) a few minutes late.

(not/be) in such a bad state, it _____ (be)

(spend) the summer in the

4. I am expecting the tickets any time now:; I (phone) you if they

(come) tomorrow.
5. If1 (be) you, 1

(complain) to the tour operator.

6. It's a shame we haven’t got anything to spend on promotion. If we
(have) a littie spare cash, we (be able) to advertise and

get a lot of customers.

7. It’s a pity 1 don’t speak Turkish. If (do), 1 (apply) for
that job in Istanbul.
8. If you (have) any problems, our local representative

(do) her best to help you and can be contacted at any time.
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Task 2. Read the following questions, and write a suitable
reply. Choose the first conditional to talk about the
suggestion you support, and the second conditional
talk about the suggestion you do not support.

Example: We're opening a new chain of hotels for business travellers all
over Europe.

Do you think we should promote them by giving out leaflets in the street
or by setting up an Internet web site?

Answer:

I think a web site would be better — if we set one up we will be able to
reach customers all over the world, but if we just handed out leaflets we
wouldn’t get the right sort of customers.

Now you do it.

1. We have a lot of late availability flights to sell. Do you think we should
put an advertisement in the paper or get some posters put up in the
underground? )

2. We're trying to get some publicity for our 18-30 adventure holidays.
Do you think we should sponsor a sports event or take out
advertisements in a theatre programme?

3. We're opening a new branch in West Street. Do you think we should
organize a TV campaign or get some leaflets printed to hand out
in the street?

Superlatives and ranking

Task 3. Use the following constructions to make the groups
of words below into sentences.

the

one of the oldest tourist attraction(s)
The cathedral is [ the second | most popular |in the state.

the third

etc.
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Example: Christ Church / large / college / Oxford.
Christ Church is the largest college in Oxford.

1. St. Petersburg / beautiful / city / Russia.

2. Thomas Cook / one of / famous / trave!l agencies / world.
3. Chichen ltza / one of / ancient / site / Central America.
4. Birmingham / no. 2 / big / city / England.

5. Kanchenjunga / no. 3 / high / mountain / world.

6. Dhaulagiri / no. 7/ high / peak. / Nepal.

Task 4. Using your own ideas, say what you know about
the following places and people.

The Taj Mahal

The Grand Canyon

The Eiffel Tower

The Empire State Building /used to be/

Bill Gates

STEP7
Develop your reading skills

Task 1. Read a passage from the book by Susan Briggs
“Successful Tourism Marketing” and answer the
questions.

PROMOTIONAL TOOLS

Most promotional activities work through the “AIDA principle,” which
stands for Attention, Interest, Desire and Action.

To be effective your brochure will need to:
— grab attention;

— appeal to the readers’ self-interest;

— arouse the desire to buy;

— urge the reader to take action.
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For brochure producers this means that the promotional message will depend
on several key factors:

1. the target market.

2. Channel of distribution — for example, different messages may be
necessary for tour operators, members of the public and tourist
information centers.

3. The type of response you need to evoke — these usually divide into
rational and emotional appeals.

4. Promotional method — for example, you need a stronger and shorter
message for radio advertisements than you do for a direct sales
campaign when a salesperson can explain in more detail.

5. You should always be aware of the reasons why people buy specific
products. Sometimes people appear to be buying for reasons different
to their real motivations. By understanding the reasons people buy
you are more likely to appeal to them.

These are some of the key reasons why we buy particular products:

— Price: It may be that something appears to offer value for money.
Sometimes we buy more expensive products because we believe they
will be better than cheaper ones or we like the image they convey.

— Health: Holidays are seen as healthy activities, offering the chance to
relax. We buy some products because we think they are good for us.

— Social: This may be a chance to be together with friends or family, or
simply a desire not to get left out. Some products are purchased because
it becomes normal to have them, rather than for rational reasons.

— Status: Some products offer a chance to impress. Others are bought
because they make a statement about the purchaser or make the purchaser
feel good about themselves.

BROCHURES

Brochures demonstrate the benefits which an organization has to offer.
Many tourism products are not tangible. By describing them in print,
brochures become the only “evidence” of the product so it is important
that the feel and quality of the experience are conveyed by the brochure.
Destinations and tours are particularly difficult to promote without print
material which explains what is on offer.
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Why do you need a brochure — what is it for?

For example, it could be to:

— inform people about your facilities;

— encourage them to make a booking;

— encourage them to stay longer in your area or hotel.

In many cases it will be for a combination of purposes — ensure you jot
these down as part of your brochure brief.

Consider also where the brochure will be used. Pre- and post-arrival print
fulfill differing needs!

Who will be your main target markets?

When writing and designing brochures you will be more successful if you
paint a picture of a key reader in your mind.

It is easier to write better copy by imagining you are speaking to one typical
reader. Ask yourself:

— What are their ages?

—— What are their interests?

— Where do they come from?

— Are they likely to be direct consumers or intermediaries such as travel
agents or tour operators?

— Are they potential new clients or existing clients?

— Do you need to persuade them to switch from another product or just
that yours is a good one?

MAKING YOUR BROCHURE WORK

Reimnember the AIDA principle and think about each of the four stages

and how they relate to brochures.

1. Attention.

— Catch the reader’s attention and get them to pick up the brochure.

— Make the reader open the first page.

— Make the reader keep reading the brochure until all the information
i 2bsGived.
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2. Interest.

—- The brochure must look interesting to the reader.

— The brochure must be interesting to the reader to keep their attention.
— The brochure should be easy to read and understand.

3. Desire.

-— You will need to make sure the reader distinguishes your product from
others.

— The brochure should demonstrate why your product is good.

— The brochure should persuade the reader to agree that it is the only
one for them,

4. Action.
It should be easy to take action and easy to make a booking or buy.

Copywriting

Of all aspects of brochure production, copywriting can be the most
difficult, and yet it is often given little thought.

Vast sums of money are spent on upgrading the quality of print and design.
They are both important but what about the words you use?

Most organizations could make a major improvement to their brochures
without spending a penny — just by thinking more carefully about the
copy. By following a few simple rules you can vastly improve most print
material.

What do people want to read? You will be able to write more persuasive
and direct copy if you picture one typical reader in your mind. This will
help you write as if you were speaking to them. What are they wearing?
What sort of words and ideas will they react to?

Jot down some of the words you think that reader might like to read.

For example parents will warm to words like ‘fun’, ‘educational’ and ‘safe’.

Busy couples looking for a weekend away are more likely to react to
‘romantic’ and ‘relaxing’.

Try to identify one key message which you want your brochure to give.
For example, it might convey an overal) feeling of quality, or portray

a sense of serenity and relaxation, or stress value for money.
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Make a note of the benefits you want to sell. Think why your typical
reader might buy your product or expecrience. We are all motivated by
different things, depending on our social background and personal needs.

you!
YOU WILL GRAB YOUR READERS’ ATTENTION
BY ADDRESSING THEM DIRECTLY

The word “YOU?” instantly grabs attention. Readers identify with it and
instinctively assume it means them.

Many brochures describe ‘our facilities’ which isolates the reader and focuses
on features instead of benefits.

Sentences should be turned round to make them more appealing.

For example: All our bedrooms are individually designed and have en-suite
facilities.

Should become:

You’ll be able to relax in one of our individually designed bed-rooms with
a private bathroom.

The second sentence is immediately more appealing. Using questions also
helps to involve and persuade the reader, particularly if the answer is almost
certainly ‘Yes’.

For example: Wouldn't you just love to escape the pressures of everyday
life and relax in the countryside? Hotel Snooze offers the
perfect get-away break.

The benefits of what you have to offer are the real reason why people will
buy. If your prospective guest were to read: “You'll feel relaxed and
refreshed, enjoying the fresh air and tranquility at Hotel Snooze,” they would
be even more likely to make a booking. But remember, you must write
something which sounds credible and appeals to your target audience.

SOME COPYWRITING HINTS

— Headlines are useful for attracting attention. Responses will be more
positive if you: make a promise (which you can fulfill); offer the solution
to a problem; describe a good strong benefit.
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— Link headlines to the first sentence of your body copy so readers are
enticed to read further.

— It is worth starting with something newsworthy or different, a surprising
fact rather than a standard introduction.

— Use specifics, not generalizations: “adventure playground, muddling
maze and glorious gardens”™ works better than “something for everyone.”

— Short everyday words, short sentences and short paragraphs are easier
to read. Short sentences have impact.

— Demonstrate the benefits of what you have to offer in the main copy.

— Do not exaggerate — we have all become used to words like ‘amazing’,
‘incredible’ and ‘fantastic offer’. Your copy will be more credible if you
give real examples, and show what you mean by good use of illustrations.

— Use trigger words. We have become accustomed to seeing many of these
but for some reason we still react to them. Useful trigger words include:
free, new, guarantee, opportunity, service, save, love and extra.

— People like stories. Anecdotes and intrigue are more likely to attract
than bland descriptions.

Note the following words from the text:

1. to appeal, v 30. MIPHBNIEKATB, IPHTATUBATH, HPABHTHCA

2. to jot down KpaTKo 3anucath; Gerno HabpocaTs

3. acopy, n 30. TEKCT peKlaMbl; MaTepHan [UIA NeYaTH; py-
KOMHCh

4. a copywriter,n  asTOp PEKIaMHOIO TEKCTa
5. copyright, n aBTOPCKOE NPaBo

6. to persuade, v CKJIOHHTb; YTOBOPHTH; YGEAHTS
(B HEOOXOHMOCTH YTO-JI. CACJIATH)

7. persuasive,adj  yGeaurenbubid

8. trigger words crioBa-«nobyaHTenH»



Questions on the text.

1. What is the AIDA principle?
2. How does it work for brochures?
3. Why is it essential to understand the motives for buying?
4. What are the key reasons for buying?
5. Why are brochures an important promotional tool?
6. What should be considered when writing a brochure?
7. Why is it a good idea to imagir;e your key reader?
8. What questions shouid help you in doing so?
9. What are the ways of making your brochure work?
10. Why is copywriting the most difficult part of brochure production?
11. What are the main rules for copywriting?
12. What language should be used? Why?
13. Why is it important to address your readers directly?
14. Why is it necessary to give credible information?
15. What are the most helpful copywriting hints?

Task 2. Sum up what you've learned from the text about
major rules and principles of using brochures
as a promotional tool.

Task 3. Think and answer:

1. What do you think is the most effective way of promoting tourism?
2. What other promotional tools do you know?

3. What are the advantages and disadvantages of printed materials?

4. Have you ever tried to write copy? Was it difficult?

5. Can you think of a brochure that impressed you?

6. Why did it impress you?

7. What did it zdvertise?

Task 4. Write a copy using the tips from the text.
Choose any tourist destination that appeals to you.
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STEP 8
Speaking

Task 1. Here are some different ways of promoting a tourism
product or service. What are the advantages and
disadvantages of each? Are any of them particularly
suitable for certain products and services?

a) advertisement in magazine or newspaper;
b) leaflet given out in the street:

c) leaflet available in travel shops;

d) advertisement in theatre programme;

€) neon sign in city center;

f) advertisement on billboard by roadside;
g) poster at railway station or airport;

h) television advertisement;

i) cinema advertisement;

j) press release;

k) sponsorship of a sporting event;

1) sales promotion, e. g. early booking discount;
m) personal selling, face-to-face or tele-sales;
n) direct mailing / mailshots;

0) web site on the Internet;

p) point-of-sale promotion (leaflet, poster);

g) commission to selling agent.

Task 2. Which type of promotional activity do you think
would be best for the following? Give your reasons.

— cheap last-minute flights;

~— new caravan and camping site;

— inclusive packages to see the next Olympic Games;
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— travel insurance;
— new cut-price transatlantic air service;
— trekking holidays in Nepal;

— new children’s theme park.

Task 3. What would you say in these situations?
Discuss in groups and role-play one
or more of these situations.

1. A customer is looking at a winter sports brochure.
2. A young couple come in and start arguing about where to go.

3. A young family tell you how much they would like to spend on a two-
week holiday. The kind of holiday they want is twice as expensive
but they do not know this yet.

4. You are speaking on the phone to an important regular customer.
Everyone else is busy. Suddenly someone comes in and starts
complaining very loudly about the holiday they have just been on.

5. A customer asks you a detailed question about a particular resort
which you are unable to answer.

Task 4. Planning a promotional campaign. Divide into groups.
You are going to plan a campaign to promote tourism
in the region where you are studying.

These are your main aims:

— to promote the region in general as a destination for potential tourists;

— to promote a particular annual event, such as a festival, a sporting
tournament, or an anniversary of a local building or institution.

You will need to research and plan your campaign very carefully.

Follow the guidelines below,

1. Define exactly what it is that your region offers to tourists and visitors.
Decide which annual event you are going to promote in particular
(you can invent one if necessary).
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2. Identify your target market and describe likely market segments. Who
are your potential customers? What are their common characteristics?

3. Set detailed objectives for the campaign. Are you trying to attract
new customers, maintain existing ones, raise awareness in general?
What areas are you particularly aiming to increase?

4. Identify the best way to reach your target markets. Which promotional
activities and methods are you going to use?

5. Identify the resources you will need to carry out your campaign.
6. Set a schedule for the next twelve months for both:
a) the general campaign to promote your region, and

b) the promotion of the annual event you have chosen.

Prepare your opinions and plans in the form of a report that
can be shown to the rest of the class.

STEP 9
Test Yourself

Task 1. What Is the English for:

a) NpoABHXKEHHE TYPHCTHHECKHX YCIYT;
b) cpencrsa pewiamul B TypH3IMeE;

C) CE30HHRBIE TEHAEHIIHK; CE30HHOCTD B TYDH3ME;
d) pexnama nocpencTBOM IMyGaHKALHIH B npecce;

€) peK1aMa TYpPHCTHYECKHX MECT;

f) pexnama opraHusaumii, 3aHATHX B cdepe TypHIMa,
£) CIHCKH JULA MOYTOBOH PacChifIkH;
h) nonacTs Ha uenesoi prHOK (0 pexname);

i) peKsIaMa nocpeACTBOM YCTHOM nepenayn HHGopMaLHy;

J) METOR IMYHONO «O3HAKOMIICHHSD) C PEKNIAMHMPYEMBIMH MECTAMH OT/IHIXA;

k) obmecTBenHue CBA3H B cdhepe TypHIMa;
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1) pacripeaennTs TYpHCTHYECKHE TIOTOKH PaBHOMEPRO NO BCEMY TOAY,;
M) «THKOBLIH» CE30H B TypH3ME;

N) 3aNONHHTH AHKETY;

0) «CONYTCTBYIOUIHEN JIbrOThI {CBA3AHHbIE CO CITYXXEOHBIM NMONOKEHHEM);
P) TEKCT peKiIaMBl;

q) noGyaHTeNBHBIC COBA,

) NOTEHUHANLHBIE KIIHERTHI.

Task 2. Give definitions for the following words:

a) a throwaway;

b) direct mailing;

c) seasonal bias;

d) a “fam” trip; \
€) amenities;

f) word of mouth;

g) “new-product” trips;
h) trigger words;

i) fringe benefits;

Jj) target audience;

k) promotional tools.

Task 3. Complete the following text with correct articles a, an,
the, or no article (—).

What's best advert you’ve ever seen?

I remember I was reading newspaper in Holiday Inn near Heathrow airport.
I had just returned to United Kingdom from marketing trip to New York.
I'd been staying in Ritz.

... newspaper, I think it was Financial Times, had article promoting new
tourist destinations. I thought it would be interesting to look at what
adverts are popular in different cuitures. Would advert that was popular in
United States also be popular in Africa or Asia? Or in your country?

What do you think?
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Task 4. Complete the text with the words in the box:

1) adding 4) differentiating 7) opening
2) capturing S) giving
3) gaining 6) helping

Advertising does not work in the same way as a sales pitch. Very little
advertising tries to persuade anyone to buy immediately. Advertising has
to motivate customers to take further action, such as making a telephone
call or visiting the shops.

Creative advertising offers many benefits and helps businesses to meet
their objectives by:
a) the attention of the audience.

b)

their imagination.

c) their minds to your sales messages.

d) your products and services from all others.

e) them a reason to choose you.

) value to your products and services.

g) the audience to remember your products / services.

Task 5. Find a text of Russian advertisement promoting
a tourist destination in Russia and translate
it into English.



UNIT V

TOURIST ATTRACTIONS
AND ENTERTAINMENT

STEP 1
Study the vocabulary list

1.

106

to entertain, v

entertaining, adj

entertainment, n

. to occur, v

syn. to happen

. income, n

income tax

. access, n

accessible, adj

. scenery, n

. gamble, v

gamble, n

. scuba diving

scuba — coxp. or
self-contained
underyater
breathing

NPpHHHUMATh, yrouartsb TOCTEH, PAa3BJICKaTh,
3aHHUMaTh

3aHMMaTeJbHBIH, pa3BiieKaTeNbHbLH; 3a0aB-
HhIH

Pa3BJICYEHHS, YBECEJICHHUA; 3CTPAIHBIA KOR-
LEPT; ycm. NOCTENPHUMCTBO, YTOLICHHE

CIIy4aThCsl, IPOHCXOAHTH
BCTPEYaThCH, NONAJaThHCA
aoxozn, 3apabotok
MOAOXOOHBIR HAaIOr
ROCTYT; NOAXOX
JOCTYTIHBIH; JTOCTHXKHMBIA
neuzax

HIPaTh B a3apTHHIC HIPH
23apTHAs MIpa; aBaHTIOPA
MOJBOIHOE [UIaBaHHE

AbIXaHHE MOJ] BOJOH C MOMONIbLIO aKBa/IaHra



10.
11
12.

13.

14,

1S.

16.
17.

18.

19.
20.

. handicraft, n

handicraft, adj

handicraft
industry

handicraftsman, n

. float, v

floating, adj
to devise, v
to hire, v

to amuse, v
amusement, n

amusement park
a thrill ride

gourmet, ¢p.
gourmet restaurant

package, n

merchandise, n

to afford, v
I can’t afford it.

I cannot afford
the time.

familiar, adj
familiarity, n

boredom, n

survey, n

pemecno, pyyHas paboTa; HCKycCTBO pemec-
NIEHHHKA

peMECIICHHBIA; KYCTapHbIH

PEMECNICHHOC NPOHU3IBOACTBO

PEMCCIICHHHK
N1aBaTh; ACPKATHCA HA MOBEPXHOCTH BOAKI
IU1aBatoH i ; TUIaByuHit

3ayMbIBaTh; NPHAYyMbIBaTh; H300peTaTh
HaHHMaTh, O6paTh Ha paboty

3a6asnATh, pa3BacKaTh

pa3BiicHeHye, yBeceneHue; 3abapa, Becenke;
BPEMANPENPOBOXKACHUE

MNapkK ¢ aTTpakyHOHaMH

aTTPakUHMOH CO CNEUHATBHBIMH IPdeKTaMH
VIS KaTaHHA

rypMaH
pecTopaH AN rypMaHoB

30. Typ, KOMIINEKCHOE obcyXHuBaHHE Beedl
TYPHCTHYECKOH TIOE3AKH

TOBapbl, TOBap

no3BOJIHTh cebe; ObLITh B COCTOAHUH
3To MHE HE MO KapMaHy.
MpHe wekoraa.

XOPOLIO 3IHAKOMBI; MPUBBIYHLIH; OOBIYHEIH
06BLIEHHOCTD; MPHUBLIYHOCTD

CKyKa
30. onpoc; o6cnenosaune; 0630p

107



STEP 2
Read and translate into Russian

1. Tourist attraction is anything that may cause a tourist to visit an area.
It may be a beach, a mountain, a historical landmark and so forth.

2. Entertainment includes activities that amuse people, such as going to
theatres, night clubs, art exhibitions and so on.

3. Free port is a port where people can buy some types of merchandise
without paying customs duties on their purchases.

4. Souvenir shop is a place where people can buy objects that will help
them to remember their trip because ‘souvenir’ is the French word
for “to remember”.

5. Handicraft is the art or skill of making articles by hand, often pottery
or fabrics.

6. Amusement Park is an area that offers different kinds of amusements
or entertainments, such as thrill rides, magic shows.

7. Theme Park is a special kind of amusement park that has a unifying
concept. Disneyland in California uses the Disney cartoon characters,
like Mickey Mouse and Donald Duck as its theme.

8. Sightseeing excursion is a trip of less than a day’s duration for the
purpose of looking at local attractions.

9. There are also sightseeing tours with overnight stops.

STEP 3
Read and translate

TEXT 1. TOURIST ATTRACTIONS AND ENTERTAINMENT

Major tourist attractions include large cities like London, Moscow, Paris,
New York; seashore areas in warm climates like the Caribbean and the
Mediterranean; and ski resorts like those in Switzerland.

Actualiy, any place can become a tourist destination as long as it is different
from the place where the traveller usually lives. Paris may not be a tourist
attraction to a Parisian, but for a New Yorker it may have many charms.
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People travel for various reasons, and there are numerous attractions that
appeal to a wide variety of tastes.

In addition to being major business centers, the large cities offer attractions
and entertainment for all kinds of people.

Cultural events occur frequently, including theatrical and opera
performances, concerts, ballet, ast exhibitions, to name a few.

There is also a wide selection of restaurants and a great variety of night
life in urban centers. Shopping is an attraction for many visitors, whether
in the great depariment stores of New York and Tokyo or in the boutiques
of Paris and London.

The big cities also offer a unique atmosphere and history. One of the
advantages of the big cities is their ability to absorb large numbers of tourists.
These cities have an existing infrastructure that is, capable of caring for
the needs of millions of people; and many of the attractions that tourists
visit have been developed primarily for the benefit of the inhabitants.
Therefore, tourism is an economic plus for many big cities because
it increases income from existing facilities, both public and private.

The large cities of course do not have a monopoly on architectural or
historical monuments. Smaller towns and rural areas throughout the world
have attractions of this kind that tourists visit.

One excellent example is Machu Picchi, the lost city of the Incas in Peru,
which is a remote and difficult to reach area.

The ruins of Machu Picchu, a tourist attraction that has become accessible
because of modern means of transportation, are visited by more and more
tourists every year.

Natural scenery is also an attraction for tourists. Millions of people have
visited wild areas in Africa, Middle East, Nepal and other places where
they can see the wonders of nature.

Holiday resorts usually attract tourists because of their sunny beaches, their
snow-covered ski-slopes, or their golf courses. In addition, they frequently
offer other kinds of entertainment to their guests. At the ski resorts, it is often
an atmosphere of informality, at a cosmopolitan resort like Miami Beach,
it may be night clubs and stage shows. In San Juan, in addition to legal
gambling, there are historical sites in the old city or tropical rain forests
only a few miles away. Many of the resorts give instruction in scuba
diving combined with visits to coral reefs. And of course most of them
have a variety of stores and souvenir shops.
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Shopping has been made a tourist magnet by government policy in some
countries. Handicrafts appeal to touring shoppers in many places, where
the souvenir shop that sells this kind of merchandise is as much a feature
of most tourist areas as the hotel. Most people who visit these countries
take home at least one sample of the local handicraft.

A cruise ship is a floating hotel, one which the passengers cannot leave
outside a port. Most cruises therefore try to keep up a party atmosphere
throughout the voyage, with games, dancing, costume parties, gambling
and whatever other activities can be devised within a rather limited space.
Entertainers are often hired for the entire trip, and they are often hit-name
performers.

Throughout history, markets have given performers a chance to entertain.
Many people have gone to trade fairs as much for amusement as for buying
and selling. Dating from the crystal Palace in London in 1812, many
countries exhibit their products at big world’s fairs in the midst of a sort
of carnival atmosphere. Another modern development is the amusement
park, a carnival with a variety of games, thrill rides, magic shows, and
other kinds of entertainment.

A recent development is the theme park, an amusement park that
is designed around a unifying concept. The two huge Disney enterprises,
Disneyland in California and Disney world in Florida, are the most
successful examples of this kind of created tourist attraction. From
a commercial point of view, they have the enormous advantage as they
are designed to appeal to entire family groups rather than to any particular
age level.

Many tourists don’t want to be identified as tourists. These independent
travellers try to visit the attractions they want to see on their own rather
than a member of a tour group.

The majority of tourists, however, travel in groups, with their entertainment
and sightseeing included in the package. Many tour groups are formed
around some kind of special purpose, such as eating a series of meals
at the leading gourmet restaurants in France.

The tours that are put together for resort holidays rather than special groups
often offer some entertainment or sightseeing in the package.

The sightseeing business is another part of the tourist industry that has
grown rapidly in recent years. It includes selecting the sights that would
arpeal io iounsts and then providing transportation, meals, opportunities
for shopping.
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Some of the tours are part of the total travel service that is offered by such
companies as Thomas Cook and American Express. A good deal of the
excursion business, however, involves local enterprises whose services are
sold through representatives in the tourist hotels or travel agents in the area.
A large number of sightseeing trips are part-day or one-day excursions to
local points of interest. A guide has a prepared talk during which he gives
information about the sights that will be visited, but he must also be able
to answer questions and to deal with the human problems that may arise.
If the tour occupies a full day, meals are prearranged at a hotel or restaurant.
A few tourists do not want to travel in groups. Instead, they prefer the
comfort of a guide to show them around and make arrangements for them.
For a price, these services are available in many tourist centers. This might
be described as a personalized tour for those who can afford it. As with
group excursions or tours, arrangements can ordinarily be made through
the visitor’s hotel or by a local travel agent.

Familiarity and boredom are the enemies of tourism. Surveys show that
people who spend two weeks at a resort are generally more satisfied with
their holiday than those who remain three weeks or more. This means that
the entire range of amusement and entertainment available is an important
factor in keeping the customers satisfied. The more variety is offered to
tourists, the more pleased they are likely to be.

Task 1. Find in the text answers to these questions.

1. What kind of places can become tourist attractions? Why?

2. What are some of the attractions and kinds of entertainment that
make large cities major tourist destinations? Give examples.

3. Why do large cities have the ability to absorb large numbers of tourists?
4. Why is tourism an economic plus for many big cities?

5. What are some of the other places besides the big cities that offer
historical or architectural interest? Give examples.

6. Why does natural scenery attract tourists? Where can they find it?

7. Do tourists go only to easy and comfortable places to see natural
wonders? Why not?

8. What are the principal attractions of holiday resorts?

9. What other kinds of entertainment do they offer to their guests?
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10. Why is shopping an important attraction for tourists?

11

12.

13.
14,

15.
16.
17.
18

19.

20
21
22
23

24

25

. What kind of merchandise is featured in many souvenir shops?

Why do most cruise ships try to keep up a party atmosphere throughout
the voyage?

What forms of entertainment do they offer?

In what way can trade fairs and markets become tourist attractions?
When did it start?

What is the amusement park? What is its modern development?
What economic advantage do the theme parks have?
How can independent travellers arrange their tour?

What kinds of entertainment or sightseeing might be included
in packaged tours?

What activities are included in the sightseeing business? A

. What companies are known worldwide as leading travelling agencies?
. What does the sightseeing business deal with?

. What would usually be included in a sightseeing excursion?

. How are sightseeing trips arranged? What are examples of more
ambitious sightseeing trips?

. Can an individual tourist employ a guide to show him around and
make arrangements for him? How could a tourist do this?

. Why is it important to offer as much variety as possible to tourists?

Task 2. Say what you've learned from the text about:

a) major tourist attractions;

b) different entertainments offered to tourists in big cities;

c) other places that appeal to travellers;

d) holiday resorts and their scope of attractions;

¢) other types of attractions for tourists and their economic advantages;

f) the sightseeing business and excursions;

g) way of arranging tours for independent travellers.
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STEP 4
Listen to the tape and
read an interview with Bill Morrison,

the Senior Publicity Officer for the Irish Tourist Board, who is talking
about how they market Ireland to the British and German markets

L. — the Interviewer B. M. — Bill Morrison

B. M. The British, you see, regard Ireland almost as their backyard, but
on the other hand as a foreign country. For them we are neither an
international nor a domestic destination.

Geographically, we are very close so it’s only a short hop to get here.
And, as a result, the British often come for weekend breaks or even
for the day. We also share a common language, and culture and
history. People know the system, they feel confident, so if they come
for longer periods of time, they are more likely to choose self-catering
holidays or take a self-drive trip. For the most part they are
independent travellers. Many come so they can enjoy or follow
their favourite hobby. Angling and golfing holidays are very popular,
with the number of golfing holidays growing. You know we have
some of the finest greens in Europe and they are relatively cheap
compared to other places. Cycling is also growing in popularity.
It’s now considered a very healthy occupation, and of course it’s
become very upmarket.

Then again, Ireland is becoming a popular destination for the office
outing. Previously companies would take a day trip to the seaside
now they take a weekend break, more and more often to Ireland.

L And the Germans?

B. M. They have a very different impression of Ireland. It’s a misty,
romantic isle on the edge of the world. They come to find a way of
life that they believe no longer exists in Germany: the quiet, peaceful
village life of 100 years ago or more.

So they come mainly to the West Coast, to the unspoilt landscape.
They want to see the way of life, to meet the people. They’ll come
on coach tours, but unlike the British, who’ll take a tour only to
appreciate the scenery, they’ll come on a study tour, an archaelogical
tour, an Irish music tour, so that they can learn about the life, the
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history, while they see the countryside. Even though there are many
direct flights from Germany, they tend to come for an average of ten
days — transport costs being the major reason. Like the British,
they come for outdoor pursuits: walking, cycling and cruising.
Cruising on inland water-ways is very popular. And above all, they
enjoy discovering the small villages, the village life around the pub
with Irish music.

And are they independent travellers or do they come with a group?

. The German travel trade is far more structured than the British.

You’lt find that even those who come singly, as a family group,
have prepaid and prearranged almost everything at home in the
travel agents before they left. Many are on — let’s call it a tailored
holiday package.

And so how do you market Ireland?

. Both in Britain and Germany we target the top end of the market.

The majority of Germans who come are English speakers. This tends
to mean that they belong to the professional classes: A, B and C
categories. So all our media publicity is aimed at them. We advertise
in those journals and specialist magazines that they are likely to read.
We promote Irish holidays at those travel fairs where we feel there
is an interest, where we want to develop that interest. So we’ll have
a stand at the Munich CBR, that’s the caravan and boat consumer
market, the Hamburg holiday fair, Cologne’s Coach Operators’ Fair
and Dusseldorf’s Boat Show for instance, but we won't be represented
at the Equestrian fair in Hamburg in April, though we will be at the
Badminton Horse Trials as there is a British market for horse-riding
holidays at the major golfing tournaments.

We also go to the angling and game fairs as well as attending the
major trade fairs such as the World Travel Market fair in London
in November. This year there’ll be seven travel programme series
on British television, and we'll be featured in every one. But we
are promoting Ireland to the top sector of the holiday market — to
the As and Bs — so again we advertise in the specialist journals,
the glossy upmarket magazines, the quality papers. But not all our
publicity is paid publicity, for instance the television programmes.
We also receive publicity when journalists include Irish holidays
in their travel sections. So every year we help journalists to travel
around Ireland. This year we’'ll assist 300 British journalists and
about 80 to 90 German journalists.



So what aspects of Ireland do you stress in your advertising?

. Both in Germany and England we emphasize those aspects that appeal
to the public. To the Germans we market out romantic castles, the
misty green landscape, the fairy-tale image. To both we stress the
personal side of Ireland, village life, the slow relaxed pace of life,
the human interest. We also promote the fashionability of Ireland:
the fact that Ireland is a favourite hideaway retreat for film stars;
that Ireland is a heaithy place to come — fresh air, the simple life,
healthy activities. The British are also interested in the Irish film
industry. They’re also attracted to the golf, to the food — good, fresh
ingredients simply cooked, to the good living...

Note the words and expressions from the interview:

1. it’s only a short hop
to get here

2. self-catering
holidays

3. angling, n
to angle, v
angler, n

4. upmarket, arrr.
ant. downmarket

5. to target the top end
of the market

6. office outing

7. a tailored holiday
package

8. the glossy upmarket
magazines

9. the fairy-tale image
10. hideaway retreat

30. coBCeM PAAOM; Pykoi mofath

OTABIX C MHTAHHEM 32 CBOH CYeET,
T. €. «caMoobecneyeHHe»

puibHan nouis

YIHTb peify; «3aKHIBIBATE YAOUKY»
puibonos

ROPOTo#t; IS COCTOATECIBHBIX MOACH
JEWEBbIHA; M0 HU3KHM UEHaM

HaleJIHBaThCA Ha BOraThiX, COCTOATENBHRX
TYpHCTOB

COBMECTHBIN OTABIX COCTYKHBUEB
B BHIXOJHbIE

TYPHCTHYECKas NOC3AKa, CrUNaHHpOBaHHasA
1o HHAHWBHAYAJIbHOMY 3aKa3y

[ISHUEBLIE JOPOTHE XYPHAIH

CKa304HHIH 00pa3

YKPOMHOE MECTO, FI¢ MOXHO CKPLITHCH;
ybexue; npucrannine
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Task 1. Read the interview again and complete the grid.

Questions British | Germans

How do visitors regard Ireland?

What type of holidays do they come for?

Are the majority independent travellers or package holidaymakers?

What type of client does the Tourist Board target?

How and where do they publicise and market Ireland?

What aspects of Irish life do they stress in the macketing?

Task 2. Using the notes above, write a short report describing
the ways Ireland is being promoted and its attractions
for different kinds of tourists.

STEP 5 h
Listening and Grammar Practice

Describing itineraries.

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

Task 1. Listen to Helen Lee describing a familiarization trip
to China, then read the text and answer the questions.

Helen Lee: Good moming everyone. My name’s Helen Lee and I'm going
to describe the jtinerary to you and tell you a little bit about what you’ll
be seeing. It’s a fifteen-day tour which covers the main tourist spots and
also goes down to Hong Kong as well, so it gives you a good introduction
to China if you’ve never been there before.

Easter’s quite a good time to go; the weather's getting a bit warmer then
in the north of China. It'll be quite pleasant in the south... but really the
best times to go are May to June and then in the autumn, but obviously
they're the times when there are going to be more people around. But we
start our tours going just before Easter.

You’ll be flying London to Beijing to start with and staying for three
nights and doing the most famous places like the Forbidden City where
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the Emperors used to live, the Summer Palace up in the west of the city,
the Temple of Heaven, and just time to stroll around, have a look at the
streets, go shopping and so on.

You'll have the experience of two guides with you, a national guide
who’ll stay with you all the way through the tour and a local Chinese
guide — both trained, English-speaking guides so you'll have the benefit of
their knowledge.

And then from Beijing we go by coach to a smaller city in the north
called Chengde which is — or rather was — the summer resort of the
Emperors and there’s a pretty park there and we visit three temples. One
of them is very reminiscent of the Potola Palace in Lhasa. And on the
way there we stop at a certain part of the Wall called Jinshanling and have
a picnic on the Wall — it’s slightly quieter than the other places on the Wall
which tend to be packed with tourists, so this is nicer.

And then from Chengde we go back to Beijing and then connect with a flight
to Xian which is the beginning of the Silk Road and famous for the
Terracotta Warriors that everybody’s heard about and we lunch at the
Warriors and go on to the Banpo Neolithic Village, the Huaquing Hot
Springs and other sightseeing spots. Then we go down to Shanghai for
one night, and a couple of hours on a train to Suzhou which is known
as the Venice of the East because it’s a canal city and it’s where a third
of the silk is actually produced in China, so it’s quite an interesting place.
And it’s famous for its gardens so we go there too to see the gardens. And
there’ll be a visit to a silk factory as well.

And then go back to Shanghai, another night there, and the following day go
down to Guilin which is a very well-known city — more in the countryside
than other places you’ll be visiting ... for its river, the Lijang River, and
its magnificent limestone formations along the river bank. So there’ll be
a river trip all the way down to the small town of Yangshuo where there’s
an interesting market which sells wild animals, flowers and plants and herbal
medicines, and then back up to Guilin afterwards.

There’s also an optional excursion you can take in the evening to see
cormorant fishermen at work — they have rafts and they have their own
private cormorant and the birds dive down and bring the fish up to the
surface and it’s quite fascinating to see that,
OK, are there any questions so far?
Travel agent: Yes, when do we get to go to Hong Kong?
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Helen Lee: Well, we’re flying there the following day — it only takes
an hour. Your guide will actually leave you in Guilin, and in Hong Kong
you’re basically left to do your own thing — there’s no sightseeing
included. You’ll be staying at the Metropole Hotel which belongs to our
group and you can book onto tours there. And then the final day, we fly
back Cathay Pacific. So, by the end of the tour, hopefully you’ll have
learnt a lot about China.

Which of these places are mentioned as part of the tour?

— the Forbidden City — the Terracota Warriors

~— the Summer Palace — the Banpo Village

—— the Jingshan Park — Shanghai River Tour by night
— the Temple of Heaven — the Yangshuo Orchid Garden

— the Potola Palace

Referring to the future.

During her talk Helen Lee used a number of verb forms when referring
to the future itinerary.

Task 3. Match each of the verb forms (on the left)
with a description (a—d) on the right.

1. ¥'m going to describe a) She is referring to a schedule which
the itinerary to you. is programmed in advance and
possibly difficult to change.

2. You'll be visiting most of the  b) She is talking about an event that will

famous places. be completed at a given future time.
3. From Beijing we go by coach  ¢) She is announcing her intention
to a smaller city in the North. to do something.
4. The guide will take you d) She is describing arrangements that
on a sightseeing tour. have been made.
5. We are flying there
the following day.

6. By the end of the tour hopefully
you'll have learnt a lot about
China.
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It is sometimes possible to use more than one future form although there
might be a slight change in emphasis.

What is important to remember is that “will” is not the only way of referring
to the future.

Task 3. Choose an appropriate form of the verb in each
sentence.

1. Could you ring the airport and ask what time the first flight to Brussels
shall leave / leaves?

2. We'd better hurry up — it looks as if it’s going to rain / will be raining.

3. The Antarctic will certainly become / will certainly be becoming
an important tourist destination.

4. You haven't got a car. I'll give / I'm giving you a lift if you like.

5. It’s not surprising he won’t do / is not to do any work for you — you
don’t pay him!

6. Don’t panic! I'l] have finished /"1l be finishing the report by Wednesday
afternoon.

7. 1 won’'t have / am not having time to see you / I'll have finished / I'll
be finishing the report on Wednesday afternoon.

8. Ricardo says he doesn’t attend / won’t be attending the meeting —
he thinks it will be / is to be a waste of time.

9. The Prince of Wales is to open / will have been opening the new theme
park of April 1%
10. We will have / are having an office party on Friday after work for Janet.
She will work / will have been working for us for twenty years.

11. I'm fed up with working here. I'm going to try / will try to get a better
job somewhere else.

12. On the second night of the programme everyone will be going / will
have been going to a cabaret show.

GRAMMAR NOTES
a) The Present Simple can be used for a programme or regular schedule
which is unlikely to change.
b) The Present Continuous can be used to refer to arrangements.
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c) “will” can be used to make a deduction, or to make a factual prediction.
d) “will” or “II” can also be used to make spontaneous offers.

e) “won’t,” as well as predicting that something will not happen, can
also be used to indicate a refusal, or lack of willingness.

f) “going to” can be used to predict future events based on a present
evaluation of circumstances.

g) “going to” is also used for a personal decision or intention.

h) “is / are to” refers to events which are of an official nature and which
have been scheduled in advance.

i) The Future Continuous / will be + verb-ing / can be used for:
arrangements;
events which will be in progress at a particular moment in the future;

J) the Future Perfect / will have + Past Participle / can be used for
an event that will be completed at a given future time.

k) The Future Perfect Continuous / will have been + verb-ing / can be
used to focus on the continuous nature of an event up to a moment in
the future.

Task 4. Complete this conversation between Dominic and

Lesley, two travel consultants, who are talking about
Lesley’s plans for Christmas. It is 15" December.

Put the verbs in brackets into the correct tenses and make any other
necessary alterations.

FEED

Mo

What (a) you (do) for Christmas?

I'm really lucky, I' ve been chosen to go on a trip to Jamaica!

Lucky you! How long (b) you (be) away?

Ten days in all. I (c) (leave) on 19" December and (d)
(arrive) home in time for the New Year.

What kinds of things (e) you (do) while you are there?
I (f) (tour) the island. I (g) (stay) in three resorts:

Montego Bay, Ocho Rios and Port Antonio.

Has your itinerary been planned for you or (h) .you (be able)
to decide what you (i) (do) when you (j) (get) there?
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L. A bit of both, I suppose. My plane (k)

(leave) from Heathrow
on 19" December for Montego Bay where 1 (1) (stay) in the
Richmond Hill Hotel. While 1 (m) (be) there I (n) (have to)
complete the questionnaire on what there is to do in the resort, the
quality of services, the cost of snacks and drinks for the agency. But

I (o) definitely (go) to Chukka Cove while I (p)

(be) there to see the polo.
D. (1)) you (be) in time to watch the Jam-Am yacht race?
L No, unfortunately it (r) (finish) before I (s) (arrive).
D. That’s a shame. But ] wish I (t) (o).

Task 4. Check the tense forms and read the dialogue again.

Sum up the information about Lesley’s plans for Christmas.

STEP 6
Vocabulary Practice

SYNONYMS: BRITISH AND AMERICAN ENGLISH
Words for the parts of a theatre are different in British and American English.

Task 1. Join the pairs and decide which word in each pair

is American English and which is British English.

American British

check room intermission
foyer cinema
interval orchestra seats
movie theater upper circle
stalls cloakroom
first balcony lobby
hatcheck girl mezzanine

dress circle cloakroom attendant
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PRICES

Task 2. Study the words in the box and then write them along
a line below, going from the cheapest to the most

expensive.
a bit pricey economical exorbitant
at rock-bottom prices dear free of charge
reasonable costly prohibitive
cheap expensive
Answer the questions:

1. Where would you consider it economical / reasonable / exorbitant /
to go for a holiday?

2. What kind of tourist activities in your area are free of charge?
3. What are the disadvantages of holidays at rock-bottom prices?

4. Which of the holidays in the travel agent’s window would appeal
to you?

5. What would you consider to be the holiday of a lifetime?

COMPOUND NOUNS

In English we can use nouns as adjectives. For example:
water sports adventure holiday caravan park
The first word is an adjective and answers the question: What kind of?
The relationship between the two nouns can be of many kinds, Including:
Place — mountain slopes; city center;
Time — summer holiday; weekend break;
Function -— golf course; swimming pool;
Material — paper bag; iron bridge.
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Sometimes three or more words are combined:
Tourist Information Centre;

business travel expenditure;

air traffic control;

winter sports holiday premium.

Apostrophe ‘s or s’ can be used in expressions of time with numbers:
an hour’s drive from the airport;

two days’ journey;

a month’s holiday in Hungary;

five minutes’ walk.

But in expressions beginning with ‘a’, ‘the’, or a possessive and followed
by a number, the first noun is singular.

For example:

The tour includes a two-day expedition to the caves.
The three-day train journey was boring.

His thirty-mile hike over the mountains left him exhausted.

Task 3. Match the nouns:

theme city

hotel book

boat sports

incentive resort

guide travel

water trip

capital accommodation
health park

Use the compound nouns in your sentences.
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Task 4. Rewrite the sentences without changing the meaning.

Model: It takes five minutes to walk from the hotel to the beach.
It’s a five-minute walk from the hotel to the beach.

A specialist lecturer accompanies each cruise which lasts
seventeen days.

A specialist Jecturer accompanies each seventeen-day cruise.

I. It takes two hours to drive to the airport.
2. The journey to the center of London takes forty-five minutes.

3. The excursion includes a meal with three courses at a gourmet
restaurant,

4. You can visit the vineyard, which extends over two hundred hectares.
5. We stayed in a hotel with three stars.

6. From Santiago to San Francisco there’s a freeway with four lanes.
7. A guide accompanies all tours scheduled for five days.

8. They have produced a film, which lasts twenty minutes, on the natural
wonder of the lake Baikal.

9. Their expedition, which took six months, nearly met with disaster.

STEP 7
Develop year reading skills

Read an article adapted from the American magazine
“Newsweek” and discuss the key points. Use a dictionary.

HOW DISNEY DOES IT

A dazzling new theme park, saluting the movie biz, fulfills Walt’s wildest
dream

Come behind the scenes at Walt Disney World near Orlando, where,
at various locales, a Minnie head is getting a last-minute application of eye
liner and *“mouse-cara” — and Michael Eisner, the chairman and CEO of
the whole company, is checking out a part of the park that will be hidden
from public view until the opening day.
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“You know what would look great over there?” says the surprisingly tall
(for those who’ve seen him introduce the Disney Sunday-night TV show),
still boyishly affable 47-year-old executive. As he speaks, he is pointing
to a space on the back lot of the Disney-MGM Studios Theme Park,
a dazzling-135-acre high-tech playground that will combine rides, shows
and exhibits — all “themed”, as the Disney folks say, to the world of movies
and TV — with a tour of an actual film-production facility.

“...an aircraft carrier!” Eisner says.

“You mean,” says a clipboard-carrying aide, conscious that his superior
earned $40 million last year, largely because Eisner seems, like no
entertainment executive since Walt Disney himself, to have located the
pulse of the American public — “you mean, next to the [replica of a]
subway car?”

“Sure, why not?” Eisner says. “Call some naval bases and see if you can
get an aircraft carrier and put it right there.”

“Sixty miles from the nearest ocean?”
“Yeah, it’ll be fun to look at, don’t you think?”

Others may deal in weightier matters than this always energetic, family-
oniented fellow who worked his way up through the programming
department at ABC Television, and then moved over to Paramount Pictures,
where he was the driving force behind such smashes as “Terms of
Endearment” and “Saturday Night Fever.” But no one in America has
a neater job than Michael Eisner. Besides making the movies he wants for
Walt Disney Studios and its somewhat more mature subdivision, Touchstone
Pictures, he gets to pass judgment on the latest designs for Mickey Mouse
watches and lord it over the company’s theme parks. These include
Disneyland, the southern California original, and Disney World — which
may have started out to be the East Coast version of the above, but has
become, something much more: a kind of warp zone of warmth and
family values, similar to the Thanks-giving-dinner table, where people
congregate to assure themselves that the world’s a fine place after all.

Tropical sun: Tourists patronize the 28,000-acre plot of central Florida
bogland (all but 5,000 acres of which remains in its alligator-and-
armadillo-infested natural state) with a passion that cannot be analyzed
in terms of warm weather, Mickey Mouse-worship or humnankind’s intrinsic
need to play. Now 25 million people pour through annually and leave
behind close to $2 billion.
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Each year, in defiance of all logic, the lines get longer — and the
“satisfaction rate™ of the customers (as measured by exit polls) gets higher
than ever before. People love Disney World so much they voluntarily
change their money into “Disney Dollars,” which are good only on the
grounds and offer no advantages except the dubious thrill of owning
expensive counterfeit currency. It's a good thing, too. For many more
visitors are on the way, lured by the promise of mind-boggling new things
to see and do. Indeed, Disney World, which is already the world’s leading
consumer of fireworks ($30,000 worth a night), is about to experience the
biggest boom in its history.

Fun machines: Forget the mouse ears, Disney heads, and consider wearing
a hard hat. At Eisner’s urging, more than $1 billion worth of fun machines,
multimedia pavilions, fairy-tale hotels and ersatz volcanoes are rising
rapidly at a part that was, for goodness sake, already impossible to explore
fully in the course of one human-size vacation. By the time this spasm
of construction subsides, Disney World will have grown by 25 per cent,
and the standard three-day admission pass ($78 for adults; $63 for kids)
will have been replaced by a four-day version — that still will leave folks
feeling that they aren’t seeing things as fast as Disney is throwing them up.
Which is fine with Eisner. The sense that Disney World is overwhelming,
too rich to consume — this is the effect that he strives for. “Subtlety,”
says Eisner, “is not one of our goals. We are in the business of exceeding
people’s very high expectations.”

Thus has it always been. When Walt himself purchased the land for Disney
World in the early ‘60s (for the more-than-reasonable price of abaut $200
an acre), he was frustrated by the lack of space at Disneyland, then already
filled to overflowing. He envisioned a part that stretched out from Cinderella
Castle toward the Orlando city limits and fairly bristled with fun stuff.
It was the dream of a hardscrabble Midwestermn farmboy. Now, under Eisner,
a well-to-do lawyer’s son who grew up in New York City, it’s finally
coming true.

Tour wars: Disney isn’t the first company to offer this kind of attraction.
Universal Studios has operated a tour of its California production facility
since 1964 — and announced that it will open a similar enterprise, about
three miles from Disney World.

Eisner resents any implication, however, that Disney isn’t the leader
in this field. He has a lot more on his mind than just movies. Soon he’ll
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be cutting a ribbon for an attraction meant to entice Disney’s toughest
audience: teenagers. Typhoon Lagoon will be an elaborate, epic novel of
a water slide with eight different flumes, a snorkeling area and a surf-
making machine capable of sending out waves of up to seven feet. For
those who still have energy to burn after the mechanical tide ebbs, Disney
will be opening Pleasure Island, a cluster of “themed” night-clubs for
teens and adults. For those who, like most visitors, can barely drag
themselves back to their rented Cutlass Cieras each evening, the property
will include the elegant (and handy) Swan and Dolphin hotels, both the
work of postmodemnist architect Michael Graves, who will crown each
creation with a striking representation of its namesake.

The rush to see all the new stuff, and revisit old favorites such as the Magic
Kingdom’s Haunted Mansion and Big Thunder Mountain, is already under
way. Each day, several hundred headset-wearing “cast members” (as Disney
World’s 26,000 employees are called) sit in long rows and take reservations
for “on property” hotels, ranging from the (also new) Caribbean Beach,
where rooms start at $69, to the $205-a-night Grand Floridian. The vast
majority of callers are repeat customers planning to travel a great distance,
and their voices suggest a giddy anticipation of that moming when they
pull into a space marked Goofy 23 or Minnie 4 and then wait (ah, that
first line, like that first scent of salt water on those seaside vacations of
yore) for the parking-lot tram.

Some say it’s all for the kids, the roughly $500-per-person they’re spending
to see Disney World in style for a week, the perhaps $800 more for hotels
and air fare. And yet adults outnumber children 4 to 1 at what has become,
as Niagara weeps, the world’s leading honeymoon destination.

Big squid: Why? Disney has taken a lush tropical wildemess, paved it over
and added flying elephants (Dumbo: average waiting time 20 minutes) and
submarine-size squid (*“20,000 Leagues Under the Sea™: usually a 30-minute
wait). Booze and tobacco are hard to come by on the property, and night
life is virtually nonexistent, at least until Pleasure Island is completed.
“I'd like to say that our show is entirely responsible for our success,” says
Tom Elrod, Disney World's senior vice president for marketing. But he
can’t; it’s not that simple. Over the years research has shown that the
formal “attractions™ such as Space Mountain, Pirates of the Caribbean and
Journey Into Imagination, beloved as they are for their lavish high-techness
and ability to induce fleeting nausea, consistently rank a distant third in the
hearts of the customers.
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What folks like even more, they say, is the friendliness of the employees
and — this is invariably the first thing cited — the cleanliness with which
Disney World constantly shines.

Disney World is a zone of almost perfect efficiency and order. In a place
of queues curling and winding and switchbacking into Tomorrowland, line
jumping becomes the crime that dares not speak its name. Anything worse
is not even imaginable.

Line management: Egad, your high-school principal was right: courtesy
is contagious. Not that the management believes it can sit back and let
harmony happen. “There’s a real art to line management,” says Dick Nunis,
head of Walt Disney Attractions. For example, in order to make the
experience less psychologically wearing, the waiting times posted by each
attraction are generously overestimated, so that one comes away
mysteriously grateful for having hung around 20 minutes for a 58-second
twirl in the Alice in Wonderland teacups. (“I used the same trick when
I was trying to sell sitcoms to the networks,” says Eisner. *I showed them
a 23-minute ‘Happy Days’ pilot and told them it was a halfhour. They
thought it was the fastest-paced show they’d ever seen.”)

The lines, moreover, are always moving, even if what looks like the end
is actually the start of a second set of switchbacks leading to — oh,
no! — a pre-ride waiting area. Those little tricks of the theme-park trade
mean a lot. Even during the peak periods of Christmas and Easter week —
when the parking fields sometimes close at midmoming, causing
Winnebagos to sadly turn away like bull elephants rejected by their
mates — there are few complaints.

Nor is there much negative press coverage. This is partly due, no doubt,
to Disney World’s policy of engendering good will by providing free passes
to almost any reporter, photographer or TV technician who phones or
writes ahead and asks. For some special events, the freebies are laid on
even more lavishly. To help publicize the opening of the Disney-MGM
Studios, several thousand media members are being offered free plane
tickets and hotel rooms.

“Exploiting the Disney mystique,” it’s called. When an accident occurs
on one of the rides or in a restaurant, or if someone gets mowed down by one
of the clean-cut zeaiois constantly vacuuming up invisible litter on Main
Street USA, Disney representatives have been known to rush to the scene
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with offers of free tickets and air fare home in exchange for an on-the-spot
settlement. Only a few of the injured elect to file suits.

Disney died in 1966, two years before construction on his World started.
He lives on, though, partly through Disney University, a training center
where cast members take courses designed, says director Valerie Oberle,
“t0 help people do the hard work of helping other people have fun.”
Employees, most of whom come from outside the area (Disney, the largest
nongovernment employer in Florida, exhausted the local manpower supply
long ago), take three days of motivational courses at the start of their
careers, and refresher courses later. At least once during his or her career,
every Disney World management employee must spend a day prancing
around the property in an 80- to 100-pound character costume. Because it
looks on its employees as playing showbiz “roles.” Disney doesn’t hesitate
to tell them that they are too overweight, too short, or in some other way
not in sync with the theme of a particular atraction. (Those who don’t
make the grade because of physical characteristics are offered behind-
the-scenes jobs.) And a grooming code, even for those deep within the
wool and wire of Pluto or Scrooge McDuck, is strictly enforced. Men cannot
sport facial hair: women can’t wear heavy eye makeup or dangling earrings.
[t’s no secret where the money is coming from for Disney World’s growth
and expansion. But Eisner isn’t just more successful than Walt ever was.
He is, by consensus, more Waltr than Walt. “He's a genuine idea man,”
says Roy Disney — but, he might have added, one so unprima donna-ish
that Eisner often roams the streets of Disney World at dawn, picking up the
occasional gum wrapper and chatting with the cast members who work, as
costume cleaners or cooks, in the labyrinth of tunnels below the Magic
Kingdom. His “secret goal in life” is to someday phase out hamburgers at
Disney World and replace them with healthier turkey burgers. About the
only thing that upsets him visibly is hearing someone use the term
“Mickey Mouse” to mean small-time or chintzy.

Eisner says, “We’re basically hardworking family people.” The Disney
top executives certainly fit that description. Eisner often takes his wife of
21 years, Jane, and their three sons, Breck, Eric and Anders, on business
trips — and constantly alludes to them in interviews, speeches and even
in the Disney annual report, where he recently discussed company eamings
in the span since “Breck started high school.”
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Eisner knows so much about amusement parks, he says, “because it’s
basically the same business [as making movies]. An attraction in one of our
parks is like a film story. And I know a good story always has a begining,
middle and end.”

At Disney World, the plot seems to have barely begun to unfold. At times
it’s difficult to fathom its direction. “Occasionally I take my kids on canoe
trips, down in the south end of the property, where there are still alligators
around every turn,” says Eisner. “And I say, «Let’s figure out a way to
get people down here so they can see things in this natural state».”
Meanwhile, things couldn’t be more civilized on a 433-acre plot, where
Disney is building the two Michael Graves hotels. Where are Walt’s heirs
taking the Disney dream? Since the park is, basically, a reflection of our
desires, perhaps we should all watch carefully as it continues to take
shape. Is it headed toward turkey burgers and unspoiled scenery — or fast

food and the fake thrills of Catastrophe Canyon? ,

Task 1. Answer the questions on the text:

1. Who is Michael Eisner and what has he done for further development
of Disney World?

. Why did he start this project?

. Why is Disney World so popular with customers?
. What are the major attractions for tourists?

. What is the main goal of the management?

. How do they cater for different age groups?

B - UV T - VI

. What factors promote success of this tourist destination?
8. In what way do Disney traditions continue?
9. How are employees trained?

10. What does Eisner know about amusement parks?

Task 2. Find in the text the most impressive part and retell it
(for each student it might be a different one).
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Task 3. Think and answer:

1. What do you think of the idea to combine a theme park with film-
making industry?

. Why does it appeal to so many tourists?
. What features of the theme park do you find most entertaining?

. What attractions would you like to visit? Why?

wn A W N

. Are there any features that do not seem very good to you? What
are they?

6. Why is the park considered good business?

7. What are the perspectives for the park? Give your reasons.

STEP 8
Develop your speaking skills

Task 1. Planning a theme park.

Epcot at Walt Disney World® in Florida is a theme park which consists of
two parts: Future World, which explores the role of communications,
transport, agriculture, and energy and also looks at the world of imagination,
and World Showcase, which examines the world about us, recreating the
sights and smells of such far apart places as Britain and Beijing.

In the World Showcase there are exhibitions on the following countries:

Canada ltaly Norway

China Japan United Kingdom
France Mexico USA

Germany Morocco

If you were designing your own World Showcase Theme Park what
exhibits would you build for each of the countries?

Discuss it in groups. You can add other countries if you want. To help
you, here are some of the UK exhibits at the World Showcase:
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red telephone boxes warm beer in a traditional pub
half-timbered houses a tea shop in a country cottage

How could be Russia represented at the Show?

Task 2. Disneyland® Paris.

a) Discuss the following questions.
1. Have you ever been to a theme park or amusement park?
2. What kind of attractions and “ri&es" did you find there?
3. What was your favourite?
4. What are: a ghost train? a big wheel?
a roller coaster? a white-knuckle ride?

a haunted house?

b) Like most theme parks, Disneylando Paris is divided into several
different “lands” with a mainly American theme.

— Main Street USA — Discoveryland — Frontierland
— Adventureland — Fantasyland

What would you expect to find in each of these lands?
Which one contains attractions concerned with the following:

a) distant lands, a jungle, and a mysterious island;

b) fairy tales and magic castles;

c) shops and restaurants from America at the turn of the century;
d) space and technology;

e) cowboys and Indians.

What do you think happens in each of the following rides and attractions
and which land would you find them in?

Space Mountain Phantom Manor

Pirates of the Caribbean Indiana Jones and the Temple of Peril
Snow White Star Tours

Big Thunder Mountain Sleeping Beauty’s Castle
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Task 3. Read the text “Disneyland® Theme Park,” Paris and
check your answers to the questions in Task 2.

DISNEYLAND THEME PARK
PARIS
MAIN STREET, U.S.A.

Pass through the gates of the theme Park and enter another world with
your first steps on Main Street, U.S.A. Antique automobiles and horse-
drawn streetcars move up and down this busy street — and don’t miss the
spectacular daily parade!

The magic starts as soon as you enter Main Street, U.S.A., every detail
of the speciality shops and restaurants reflecting the charm of small-town
America at the turn of the century. There’s at least one fabulous parade
every day of the year, with special themes and characters. Stream trains
depart Main Street Station for a trip around the Part whilst at the far end
of the Street is the Central Plaza, wh