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Beenenue

DnexkTpoHHBIA ydeOHO-MeTomuyeckuii komruieke (OYMK) mo mgucrumnimHe
«Monyab 4. [lepeBoa: nMCbMEHHBIH MepeBOI» MPEAHA3HAYEH B KAYECTBE MOCOOUS
cTtyaeHTaMm creruaibHocTu 1-23 01 02 «JIuHrBUCcTHYECKOE 00€eCTIEeYeHUE MEXKKYIIhb-
TypHBIX KOMMYHHMKalMil (MO HampaBieHUsIM)» HWHCTUTyTa COBPEMEHHBIX 3HAHUU
umenu A. M. llupokoBa mnst 3¢pPexkTUBHOrO OCBOEHUSI AAHHOW MUCUMILTUHBL. OH
MPEJICTABIsICT COOOM COBOKYIMHOCTh YYEOHO-METOMMYECKOW W HOPMATHUBHOW JOKY-
MEHTAIlUU, CPEJCTB OOyUYEHUS U KOHTPOJISI, @ TaKKEe MPOUYUX 00pa3oBaTENbHBIX pe-
CYpCOB, HEOOXOAUMBIX JIJIsl TTIOJTHOLIEHHOTO 00YyUYeHHS.

Henb y4eOHOH AUCHUNIMHBI — (JOPMHUPOBAHUE Y CTYJEHTOB HABBIKOB IHCH-
MEHHOI'0 IMEpPeBOJa JUIsl YCIIEIIHOTO OCYUIECTBICHHUS SI3bIKOBOTO MOCPEIHUYECTBA B
aKTaX MEXKYJbTYPHOH KOMMYHHKAIMM B cdepe TypuzMa, OpraHu3aluu SKCKypCH-
OHHBIX TYPOB U PEKJIAMBI.

3agaum yueOHOM QUCHUIIMHBI:

— A3Y4YEHHUE OCHOB JIMHITBUCTUKHU TEKCTA;

— O3HAKOMJICHHE C MIPUHLUINAMU JIOTUKO-CMBICIIOBOM U JIMHTBOKYJIBTYPHOU Op-
TaHU3alMU TEKCTA;

— BBIPabOTKAa YMEHUI M HABBIKOB MUCHMEHHOTO MEPEBOJAa PA3IMYHBIX THUIIOB
TEKCTa B paMKax JaHHOU MpeaMeTHOU 001acTu;

— OBJIQJICHUE CTPATErUsIMU MEPEBOJYECKUX ACHUCTBUUA IPU OCYIIECTBICHUU
IIACbMEHHOTO IEPEBOJA;

— O3HAKOMJICHHE C OCHOBHBIMM TEHJICHIIUSIMU OPOPMIICHHS TEKCTa MEPEeBOIa B
COOTBETCTBHM C HOPMaMH U y3yCOM, TUIIOJIOTHEN TEKCTOB HA IEPEBOISIIIEM A3BIKE;

— pa3BUTHE HABBIKOB COCTABIICHUSI TEMATUUYECKHUX IJI0OCCAPUEB.

B pe3ynbrare uzyueHus: TUCHUILIUHBI CTYACHT JOJLKEH:

Ymems:

— OCYIIECTBJIATh NPEANEPEBOAUECKNN U TEPEBOTUECKHIN aHATU3 TEKCTA;

— KQYE€CTBEHHO OCYILECTBIISITh MUCHBMEHHBIM MEPEBOJI Pa3JIWYHBIX THUIIOB
TEKCTa B paMKax JaHHOW MpeAMETHON 00JaCcTH ¢ aHTJIMHUCKOTO SA3bIKa Ha PYyCCKUM

U HA00O0pOoT;



— BBIICIISATH IParMaTU4YECKy0 HAIIPaBJIECHHOCTh TEKCTA;

— TI0JIB30BAThCSl MEKbSI3bIKOBBIMU U BHYTPUSI3bIKOBBIMU TpaHCPOPMAIIUIMH;

— ONEPUPOBATh SI3BIKOBBIMU KIIMILIE, WX DKBUBAJEHTAMH M aHAJIOraMU, YMETb
IIPOU3BOJIUTH A/ICKBATHBIE 3aMEHBI [IPU NIEPEBO/IE;

— BbIOMpATh CTpaTErnuy MEepeBOJia B COOTBETCTBUU C HEOOXOIUMOU CTENEHBIO
a/IanTaluy TEKCTa, YTOOBI OH OBLI TOHAT IMPEANOIAaraeMbIM aJIpecaToMm;

— JIeNaTh BBIOOP M3 MHOXKECTBA BO3ZMOXKHBIX MEPEBOTUECKHUX PEIICHHT;

— N0JIb30BAThCS JICKCUKOTPa(PUUECKUMU UCTOUYHUKAMU;

— COCTAaBJIAITh TEMATHYECKHUE ITI0OCCAPUN;

— PEeIaKTUPOBATH TEKCT MEPEBOJIA C YYETOM HOPM €ro 0(OpMIICHUS.

3namo:

— O COOTHOIICHUM SI3bIKa OpPUTHHANIA W TIEpPeBOJia OQPHUIIUATHHO-IEIOBOTO
(GYHKIMOHAIBHOTO CTHIIS,, UX CXOJCTBE U PACXOXKJEHUU HA YPOBHE SI3BIKOBBIX CHC-
TEM, S3bIKOBBIX U PEUEBBIX HOPM;

— 00 OCHOBHBIX JMHTBHUCTHYECKUX, CTPYKTYPHBIX XapaKTEPUCTHKAX MEPEBO-
JUMOTO TEKCTa

— 0 BHEIIHUX pecypcax, KOTOPbIE BO3MOXHO HCIIOIb30BaTh B MPOLIECCE MMHUCh-
MEHHOI'0 MEPEBO/IA;

— cnenuuKy IepeBOTICCKON AEITEIBHOCTH B chepe Typru3Ma;

— OCHOBHBIE€ MOJICIIN TIEPEBO/Ia U TPEOOBAHUS, IPEABSIBIISIEMBIC K IEPEBOAUUKY
B c(hepe npodeccuoHanbHOM ACATEILHOCTH;

Bnaoemo:

— HaBBIKAMH MHUCBMEHHOT0 NepeBoja B chepe npodeccuoHaIbHOW KOMMYHH-
Kalluu;

— MEXJIYHapOJHON TYPUCTCKOW TEPMHUHOJIOTUEN, TEMATUUYECKON JIEKCUKOU
Y KJIMIIIE, N3y4YaeMbIMHU B paMKaX IaHHOTO Kypca.

Jucnnmuinaa «Moayns 4. IlepeBoa: MUCbMEHHBIN IIEPEBOI» TECHO CBSI3aHA CO
cieayromumMu aucuuiimHaMmu: « Teopust nepeBoaa», «lIpakTukym mo KyjiabType pe-
4yeBOro ooueHus», « CTpaHoBe/ieHre 1-ro HHOCTPaHHOTO si3bIKay, «IIpodeccronans-

HOe oOmieHune», «/lenoBoe obmeHne B MEXXKYJIbTYPHOM aCIEKTe.
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Tpeb6oBaHusl K KOMIIETEHIIUAM CHEIHAIUCTA:

— YMeTb paboTaTh CAMOCTOSITEIHHO;

— BJIQ/IETh MEXIUCUUIIIMHAPHBIM MOIX0JOM MPHU PEIICHUH MPOOIIEM;

— MMETh HAaBbIKM, CBSI3aHHBIE C MCIOJIb30BAHUEM TEXHUYECKUX YCTPOICTB,
yhnpaBiieHueM UHpopMaluen u paboToil ¢ KOMIIBIOTEPOM;

— OBJIAJIETh HAaBbIKAMU YCTHOM U MUCbMEHHON KOMMYHUKAIINY;

— OBITH CITOCOOHBIM K KPUTHUKE i CAMOKPUTHKE;

— YMeTb paboTaTh B KOMaH/IE;

— 00y1aaTh CUCTEMOM 3HAHUI O COLMAIbHON NEUCTBUTEILHOCTH U O CeO€;

— OBITh CITOCOOHBIM K KPUTUYECKOMY MBIIIJICHUIO;

— peasn30BbIBATh TPEOYEMbIN POJIEBOM penepTyap B paMKax Mpodeccuu.

— 00nagaTh CIOCOOHOCTHIO YOCKIATh;

— yMETh aJIeKBaTHO MHTEPIPETUPOBATh KOMMYHUKATUBHOE IOBEICHUE MPE-
CTaBUTEJIE UHOU KYJIbTYPHI;

— OCYILECTBIIATh BCE BUbI YCTHOTO U NMMMCbMEHHOIO IEPEBOJA C MHOCTPAHHOIO
sI3bIKa HAa POAHOM U C POAHOIO HAa HHOCTPAHHBIM;

— aHAJIIM3UPOBATh BO3HUKAIOLIUE IIEPEBOTUECKHUE TPYIHOCTH;

— HaxXOJWTh ONTUMAJIbHbIE MYTH IMPEOAOJEHUS MEKbIA3bIKOBBIX M MEKKYJIb-
TYpPHBIX 0apbEPOB B Pa3JIMYHBIX CUTYyAIUSAX IEPEBOJA;

— CaMOCTOSITEJIbHO paboTaTh C COBPEMEHHBIMH MCTOYHHUKAMU TOTYUYEHUS WH-
(dopMalMK U MOJIB30BATHCS COBPEMEHHBIMU TEXHOJIOTMSIMU B MIPOLIECCE OCYIIECTBIIE-
HUS IEPEBOJIA;

— pa3pabarbiBaTh CTPATErMU U TAKTUKHU BEJEHUS IIEPEroBOPOB, padOTHI B YCIIO-
BUSIX MEXbSI3BIKOBOW M MEKKYJIHTYPHOU KOMMYHUKAIIWU;

— peanu30BbIBaTh Ha MPAKTHUKE COBPEMEHHBIE MOJXO0/bl K OpraHU3aluu Tpy/a
NIEPEBOUMKA;

— OCYIIECTBJIATh MH(POPMALMOHHO-aHAIMTUYECKYIO JESITEIbHOCTh, 00eCIeUHt-
BarOIIYI0 3(PPEKTUBHOCTh MEXbBI3BIKOBON U MEXKYJIbTYPHOH KOMMYHUKAIIMHA B OJI-
HOM U3 cep: a) BHEIIHEIKOHOMUYECKUX CBSI3€H, 0) BHEIIHETIOJUTUYECKUX OTHOIIIE-

HUi, T') “HOOPMALIMOHHOTO 0OCITYKUBAaHUSA, ) MEXIYHAPOAHOTO TYPU3MA;



— paboTaTh CO CHEIMAIBHON JTUTEPATYPOH, aHATTU3UPOBATh U OIICHUBATH COO-
paHHyto uHpopmanuio, GopMupoBaTh MH(DOPMAIMOHHO-aHATUTHYECKUE 0a3bl JaH-
HBIX;

— FOTOBHTH JOKIIAJbI, MAaTEpUaIbl K MPE3CHTAIMSAM U TOJIB30BaThCs TII00AITb-
HBIMU PECYpPCAMU;

— IPOBOJIUTH AHAJIU3 COJIEPHKAHUS U OCYIIECTBISATH UHTEPIPETALUIO TEKCTOB
Pa3IMYHOM HANPABJICHHOCTH;

— BbIpa0aThIBaTh U MPUHUMATh MPOGECCUOHANIBHBIC PELICHUSI, KOPPEKTUPOBATH
COOCTBEHHYIO IESTENHHOCTh M JIEATEIHLHOCTh JAPYTHMX YYAaCTHHUKOB IPOIecca MEXK-
KYJbTYPHOU KOMMYHHUKALIHUH.

Ha uzydyenue nucuuruiniel Ha 3-M Kypce JHEBHOU opMbl 0O0yUYEeHUST OTBOIUT-
cs 112 aynuropHsix yacoB (60 dyacoB B 5 ceMectpe u 52 yaca B 6 cemectpe) u 128
4acoB Ha CAMOCTOSITEIbHYIO padoTy.

dopma KOHTPOJIA — 3a4€T B 5-M CEMECTPE U DK3aMEH B 6-M CEMECTpE.



1. IPAKTUYECKWH PA3JIEJI
1.1. Copepkanue y4eOHOro MaTepuasia

Tema 1. TekeT KaKk 00beKT NOHMMAHHUS

TpaauimoHHble MOAXOABl K MOHMMAHUIO TEKCTA. YHHUBEPCAIbHBIC CTPATCTHH
MOHUMAHHMS TEKCTa B MPOIECCE MEePEeBOJia; CTPATErusl MOCTPOCHUSI CTPYKTYPhI JOMHU-
HAHTHOT'O CMBICJIA MCXOJITHOTO TEKCTa, CTPATErus MOJAMEHBI aBTOPCKOTO CMBICIA COO-
CTBEHHBIMHM €I'0 BapHaHTAMH M CTpATETHsl BBIJICICHUS dMOIIMOHAIBHON JOMUHAHTHI,

aZICKBaTHOM UCXOTHOMY TEKCTY.

Tema 2. KomnapaTuBHbIN aHAJIM3 UCXOAHBIX TEKCTOB

U TEKCTOB NepeBoaa

[TonsiThe  KOMIIApaTMBHOrO  aHaimuM3a  Tekcta. OmnucaHwe  JIEKCHKO-
bpazeoqoruuecKoil CUCTEMbI, TPAMMATHYECKOTO CTPOSI U YKAHPOBO-CTUIUCTUUYECKUX
0COOCHHOCTEHW MCXOJIHOTO TEKCTa M TeKCTa mepeBojaa. [loHsTHe mapamienn3Ma CHH-

TaKCU4YeCKOU opranuzanuu. CUHTaKCUYECKOE BapbUPOBAHHUE.

Tema 3. IIpeanepeBoayeckuii aHAJIN3 TEKCTA
[TonsiTue, uenu, 3aja4y ¥ HAIPaBIEHUS MIPEANIEPEBOIUECKOrO aHAIN3A TEKCTA.
Ananu3 u cOOp BHEUIHMX CBEJICHHUI O TEKCTE, COCTaB M IUIOTHOCTh MH(pOpMAaIuH,

KOMMYHUKATUBHOE 33/IaHK€, PEYEBOM JKaHp, GYHKIMOHAIbHBIA CTUJIb.

Tema 4. [lepeBoguecKknii aHAJIU3 TEKCTA

JlekcuKo-CUHTaKCUYeCKHUE OCOOCHHOCTH, BHYTPHUTEKCTOBBIC CBS3M, OOIIas
CBSI3HOCTH U IIEJIOCTHOCTh TEKCTa W WX 0OCCTICUMBAIONINE SI3BIKOBBIE CpecTBA. AHa-
U3 UHQPOPMAITMOHHON CTPYKTYpbl MHTEpHpETUpyeMoro Tekcta. KynbTypHbI KOM-

ITIOHCHT U €ro 3HAYUMOCTD. I[OMI/IHaHTBI N MHBApHaHT IICPCBOAA. KOHB@HL[I/IOHELHB—



HOCTh TEKCTa-OpUrMHaNa W NepeBoja (HaJlu4yue KIMILIE, IITaMIIOB M JAPYTHX YCTOM-
YMBBIX COYETAHU).

BbI00Dp S3BIKOBBIX CPENICTB (JEKCUUECKUX, TPAMMATUYECKUX, CTUITUCTUYECKHUX ).

Tema 5. CmbIc/I0Basi OpraHu3anus TeKCTa

[ToHsiTEe CMBICTIOBOM OpraHu3alyMu TeKcTa. UleHeHue TeKcTa Ha 4acTu C I0-
CIIEIYIONUM PACCMOTPEHHEM WX B3aUMOJCHCTBUA, IEKOIUPOBaHHE WHGOPMAIIIH,
3aJI0)KEHHOW B CTPYKTYpE€ TEKCTa, C LI€JIbI0 W3BJICUCHUSI COOTBETCTBYIOIIETO CMBICIA.

OO0BEMHO-IIParMaTHYECKOE WICHEHUE TEKCTA.

Tema 6. PeMmaTnueckoe aejieHNe B TEKCTE
[ToHsiTHE «aKTyalbHOE WIECHECHHE» MPEMJIOKEHUA. [[eneHne Ha TeMy U peMy.
OOBEKTUBHBIN U CYOBEKTUBHBIN MOPSJIOK CIIOB IMPU aKTyaJIbHOM YJICHCHHH TIPEJIJIO-

KCHU.

Tema 7. DyHKIIMH NOPAAKA CJI0B

Oynkuuu nopsijaka cioB B U u I15. I'pammarnyeckas GyHKuUs (BbIpakeHue
OIPEJENICHHbIX CHHTAKCUYECKUX OTHOLICHUH: CyObEKTHO-OOBEKTHBIX OTHOLICHUH,
CyOBEKTHO-IIPEIMKATHBIX OTHOLIEHUH, aTpUOYTUBHBIX OTHOIIEHUH U T. 1.), KOMMYHHU-
KaTUBHO-CUHTAaKcH4eckasi (PyHKIMA (MOKa3aTeNlb aKTyalbHOTO UYICHEHHS BBICKA3bIBa-
HUSI), KOHCTPYKTUBHO-CUHTAaKCHUecKasi (QyHKIMS (poJib MOpsKa CJIOB B OpraHM3alliu
CUHTAaKCUYECKOI'0 IIOCTPOCHHUS; MOPSAOK CIIOB - IOKA3aTejlb CUHTAKCUYECKOW CBSA3U U

CHUHTaKCU4YEeCKON (DYHKIIMU), CMBICTIOBAst (DYHKITHSI, CTHIIUCTHYECKUE (DYHKITUH.

Tema 8. TekcTOBBIE KOHHEKTOPBI
[lonsiTe «TEKCTOBBIA KOHHEKTOp». Buabl M (QyHKIMKM KOHHEKTOPOB, HX

TIEPEBOI.



Tema 9. ®yHKIMOHAIbHBIE CHHTAKCHYECKHE COOTBETCTBHUSA

B TEKCTe OPUTMHAJIA M B TEKCTe NepeBoaa

KpaiiHocTn npakTudeckoil paboThl nepeBoaunka (OyKBajibHOE KOMHUPOBAHUE,
BOJIbHBIN niepeBo). DakTopsl, 00ycIaBIMBaOIINEe HEOOXOAUMOCTh IPUMEHEHUS TeX
WIA MHBIX IEpeBOJYECKUX TpaHchopMauuil. Bo3MOXKHOCTh WM HEBO3MOXKHOCTb
OpUMEHEHUs TOM Wi MHON (OPMBI 1Jid BeIpakeHus cogepxanus. [lonarus: «cucte-
May, «HOpMa» M «y3yc». ODKBUBAJEHTHOCTh mepeBoja. [lapamnenusM cuHTakcuye-

ckoi opranu3any. CHHTaAKCHYECKOE BapbUPOBAHHUE.

Tema 10. MexKbs3bIKOBbIC M BHYTPHA3BIKOBbIC TPAHC(OpMALIUHT
[TonsiTuss «Mexba3bIKOBbIe» U «BHyTpus3bIKOBBIE» TpaHchopmauu. Buabl

o00HbBIX TpaHchopmaruid. [enn ux ucronap3oBaHus. 44

Tema 11. CTpaTterun nepeBog4ecKuXx JeiicTBUIl IPH MepeBojie TEKCTA

IToHsTHE «cTparerus NepeBOAUECKUX ACUCTBUIN». «MakpocTparerus» — CIo-
COOBI perieHus LEeJIOro psija MepeBOYECKUX MpoodsieM (MpearnepeBoIuecKuil aHaIus3
OpUTrHHaNa, COOCTBEHHO TMEPEBOJ M MOCTIEpeBOUYEeCKasi 00padoTka TekcTa). « Muk-
pocTpaTterus» — MyTH peleHus oaHoi mpoodiemsl. [Iponeaypa onenku u BpIOOpa Ba-
puanTtoB. «Ctparerus peayKiuuu» (0TKa3 OT BOCIPOU3BEACHUSI OTMIEIbHBIX JIEMEH-

TOB OpUTHHAJIA), YIPOILEHHAs Mepeaaya.

Tema 12. MHOKeCTBEHHOCTh BO3MOKHBIX MEPEeBOAYECKUX peleHu

B 3ABHCHMOCTH OT IPArMaTHYeCKOH YCTAHOBKH

[Tonsarue mparmatudyeckor yctraHoBKU. OOBEKTUBHOE U CYOBEKTUBHOE UJICHE-
HUE TEKCTa. 3aBUCUMOCTh BBIOOpA MEPEBOAUYECKUX PEIICHUN OT MparMaTUYeCKO yc-

TAHOBKH.



Tema 13. Ilouck u co3HATEJbHBIN 0TOOP SA3BIKOBBIX CPEICTB € y4eTOM

CTPYKTYPHBIX M CEMAHTHYECKHX 0COOCHHOCTEH

U HOPM MOCTPOEHHSI TEKCTA

CTpyKTypHBIE U CEMaHTUYECKHE OCOOCHHOCTH M HOPMBI TIOCTPOCHUS PYCCKOTO
U aHTJIMMCKOTO TeKCTOB. EquHcTBO (hOopMBI M conmeprkanus TekcTa. CTUITMCTUYECKHE
¢urypsl. [lonstue crunsa Tekcra. OYHKITMOHAIBHBIE CTHIIA PYCCKOTO si3biKa. CTHIH-
CTUYECKas OKpacka CJIOB. OKCHPECCUBHbIE CTWIH. Vcronb30BaHUE SA3BIKOBBIX
cpeAcTB B GYHKIIMOHAIBHBIX CTWISX. JIuTepaTypHass HOpMa. YCTHasl U MUChbMEHHAasI

(OpPMBI PyCCKOTO JTUTEPATYPHOTO S3BIKA.

Tema 14. OBiaeHUe CHHOHUMHUYECKMMU pecypcaMu

Oco0eHHOCTH peueBON CTPYKTYPHI TEKCTOB HAa COMOCTABIISIEMBIX SI3bIKaX. BhI-
pakKeHUe OJHOW U TOW K€ MBICIIU I0-Pa3HOMY, UCIIOJIb3YsI CHHOHUMUYECKUE CPEICT-
Ba sA3bIKa. [lonsaTue cunonnMma. Ilpupona neKCHIeCKuX CHHOHMMHUYECKUX OTHOLICHUN
U MPENEIOB CHHOHUMMH, CYLIHOCTHAsA CBSI3b CHHOHMMUU C IPOLIECCOM MOJEINPOBa-
HUS NepeBoja. TeopeTUYeCcKre OCHOBBI Pa3BUTUS CHHOHHUMHUYECKONM KOMIIETEHLIUH B

po¢eCCHOHATILHOMN MOATOTOBKE MTEPEBOTINKOB.

Tema 15. [Ipeogosienue OyKBaIu3mMoB
[Tonsitue «OykBanmu3my. «BHemHue» OykBanu3mbl Ciydail TOMyCcTUMOCTH OY-
KBJIBHOT'O MepeBojia. YKopeHuBIuecs OykBaiu3Mmbl (Kaiabku). Hekotopsie pacrpo-

cTpaH€HHbIe OyKBaau3Mbl. CriocoObl IPEeO00JIeHNs OyKBAIM3MOB.

Tema 16. Ilepenaua nparMaTu4ecKOM HANIPABJICHHOCTH MCXOIHOI0 TEKCTA
[Tonsarue «IIparmaTudeckas HampaBIeHHOCTh TeKcTay. Conepkanue U opopM-
JeHne BbICKa3bIiBaHUsA. COOTHOLICHUE MEXAY MparMaTuKoW OpUTMHaja U MepeBoja.
HawuBpicmiasi mepeBOIUMOCTh B MPArMaTHYECKOM CMBICTE, (PaKkTUdIecKas HEBO3MOXK-
HOCTh BOCITPOM3BEICHUS IIparMaTHKH OpUruHajga B mepeBojie. JloOGaBiieHus mosic-

HSIOIIMX 2JIEMEHTOB, OIYyIIEHUsI, UMeHa cOOCTBeHHbIe. CyOBEKTUBHOE B MIEPEBOJIC.
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Tema 17. Jlekcnuecknii 1 rpaMMaTHYeCKH KOMMEHTapuii
Ornpenenenue NOHATHS JEKCUYECKOTO U IpaMMaTUYeCcKOoro koMMmeHrapus. Lle-

JIX 1 3a/la4u €0 UCII0JIb30BaHMUA B IICPCBOAC.

Tema 18. IIpaBuiia opopMireHus1 TekcTa nepesoaa

OObwmenpunsaThie MpaBuia 0GOpMIICHHS IEPEBOA.

Tema 19. PeqakTupoBanue nepesoaa

IlonATHE perakTUPOBaHUs NIEPEBOAA.

Omnpenenenre U UCIPABIEHUE CMBICIOBBIX OLIMOOK, MCKAKEHUN U HETOYHO-
CTEH, yJyd4llleHHE CTWJIsl, IPUBEJCHUE BHEIIHEr0 BUAA U (POpMATUPOBAHUS B COOT-
BETCTBUE C OPUTHHAJIOM.

Obecrnieuenne eauHOOOpa3usl UM COOIIIOIEHUS IEUCTBYIOIIMX IPAaBUI 0(hOpM-
JI€HUS IOJIOOHBIX JOKYMEHTOB.

Jlekcuyeckne W CTWIMCTUYECKHE IIPEANOYTEHUS M HIOAHCHl. DBbIunT-

Ka TEKCTa Ha MPEIMET CIy4alHbIX POITYCKOB U HETOYHOCTEM.
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1.2. Onucanue NPaKTUYECKUX 3aAHATHH

IIpumepHbIii U1aH

1. PaboTa Hax TeMaTUYECKOM JIEKCUKOM.

2. IlpennepeBoauecKkuii aHanm3a TEKCTA.

3. Pabora ¢ nekcukorpad@uuecKMMU U HHBIMU CHPABOYHBIMU HMCTOYHHUKAMH,
HaIlpaBJICHHAs HA pa3pelIeHre MePEeBOIYECKUX MPOOIEM.

4. ITucbMeHHBIN TIepeBOJ TEKCTA C AHTJIMUCKOTO SI3bIKAa Ha PYCCKHUIA.

5. OOcy>kaeHre NepeBoI0B, BBISIBICHUE OIIMOOK U PEJAKTUPOBAHKE NIEPEBO/IOB.

6. IIuceMeHHbIN TIEpeBO TeKcTa (IPEIIOKEHUI) C PYCCKOro s3blKa Ha aHr-

JIAUCKUM.

IIpakTHyeckue 3aaHusA

1. BeInoJIHUTE NPEATEKCTOBBIE 3a1aHUSI.

2. [IpoBeaute npeanepeBOIYECKUN aHAIA3 TEKCTAa B COOTBETCTBUU C PEKOMEH-
JTanusaMu, coaepkamumucs B pasznaene 11.2 nocodus U. C. AnekceeBoit «Brenenue B
nepeBoioBesieHue», c. 324 — 330 (cM. B CIUCKE OCHOBHOM JIUTEPATYPHI).

3. Onpenenure KOHKPETHBIE JEKCUKOTpadUYeCKUe U WHbBIE CIPABOYHBIE HC-
TOYHHUKH, OOpallieHue K KOTOPHIM HEOOXOAMMO JUIsl YCHEIIHOrO MepeBoaa JaHHOTO
TEKCTa.

4. IToaroToBbTE CBOM BapUaHT MUCHbMEHHOIO MEPEBO/A TEKCTA C aHTJUHUCKOTO
sI3bIKa HA PYCCKUM.

5. O0cyauTe ¢ mpenoaaBaTeIeM U APYTUMU CTYJIEHTaMU MOJy4YeHHbIC BapUaH-
Thl niepeBoja. Ilpu HEOOXOAMMOCTH YCTpaHUTE BBIABJICHHBIE B XO0/€ OOCYXICHHUS
OLIMOKHU U HEeyJauyHble EPEBOIUYECKHUE PEUICHUS, IPOBEIUTE OKOHYATEIBbHOE PEllaK-
TUPOBAHUE TEKCTA.

6. [ToaroToBhTE CBOM BapHUaHT MUCHMEHHOTO MEepeBoia TEKCTa (MPEI0KEHUH)

C PYCCKOIO fI3bIKAa HA aHTJIUUCKHM.
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IIpumepHBIN CIHUCOK TEKCTOB JJIA NepeBoaa

Cum. ITPUJIOKEHHUE

1.3. MeToguuyeckue peKOMEHIALMHU M0 MPOBEACHUIO
NMPAKTHYECKUX 3aHATHH

JInst TOro 4yToOBl OCYIIECTBUTH MUCHMEHHBIN MEPEBOJI TEKCTA, CTYICHTY He-
JOCTATOYHO MPOCTO MPOYECTh TEKCT U MOHATH €ro, €My Ba)KHO MPOYECTh €ro IMo-
NEePEBOTYECKU, T. €. YBUACTh B TEKCTE TPYAHOCTH MEPEBOJA U UCIOIB30BATh TE WU
WHBIE TIPUEMBI NIEpEeBOAA U UX paspewieHus. Kpome Toro, CTyA€HT HOJKEH YyUECTh
JIeTaIu TEKCTa U, HAKOHEN, OTPA3UTh CTWIMCTUKY OPUTMHAJIA, pelliasi JEKCUYECKUe 1
rpaMMaTHYECKHUE TPOOICMBI.

JI71s1 Hero Mo3HaBaeMbI 0OBEKT — ATO MPEXKIE BCErO CMBICIOBOE COACPIKAHUE,
a TaKke BCE CTPYKTYPHO-KOMITO3UIIMOHHBIE OCOOCHHOCTH TEKCTa ¢ YU4ETOM JKCTpa-
JUHTBUCTHYECKOM MH(popmaiuu. Cio/la BXOJUT U COLIMAIbHO-UCTOPUYECKast, U CTpa-
HOBeAuecKas, u ouorpaduueckas nHbopmanus. B mpoiecce nmepeBoaa CTyIEHT 10-
EH YMETh HE TOJbKO aHAIIM3UPOBATH TEKCT U €r0 YaCTU U ONEPUPOBAThH OTJICIbHbI-
MU €MHUIIAMHU TIEPEBOJa, HO B TO € BpPeMs ONTUMAIbHO MHTEPIPETUPOBATH HH-
dbopmaruto.

[IpakTrueckue 3aHATUS NPOBOAATCS B yueOHBIX rpynmnax (He 6osee 13 ueno-
BEK) C UCITOJIb30BAaHUEM TaKuX (hOpM 00yUeHHUS KakK:

— BBITIOJTHEHHUE MPENEPEBOTUECKOTO aHATN3A;

— ONpeieJICHUE EPEBOAUECKON CTpATErUu;

— QHAJIMTUYECKUN BapUaTUBHBIA MOUCK MEXbSI3BIKOBBIX COOTBETCTBUM U 00-
CY>XJICHHUE €0 Pe3yJbTaTOB;

— CErMEHTAIMS TEKCTa Ha €AMHULIBI IEPEBOA;

— OCYIIIECTBJICHUE BAPUATUBHOIO MOUCKA MEPEBOTUYECKUX COOTBETCTBUM;

— WJeHTUPUKAIMS TEPMUHOB U MIOJI00P TEPMHUHOJIOTMYECKUX IKBUBAIICHTOB,;

— UCIIOJIb30BaHUE CI0BAPEN U JOTOJHUTEIIBHON JINTEPATY B,

— BBINIOJTHEHNE MUCbMEHHBIX NIEPEBOJOB, UX aHAIU3 U PEJAKTUPOBAHUE;

— PENaKTUPOBAHUE UY>KUX IEPEBOJIOB, ONPEACIICHUE MPUYUH NEPEBOAUECKUX
OIK1OOK, UX UCTIPABJICHUE;

— o0ecrieyeHue afieKBaTHOTO rpapuuecKoro opopMIeHus TEKCTA.
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2. PA3JIEJI KOHTPOJISI 3SHAHUM

KoHTponb 3HaHUM, HABBIKOB U YMEHUN CTYJEHTOB OCYIIECTBISECTCS B YCTHOU U
nMCbMEHHOU (hopme.

Texyuuii KOHTPOJIb: OCEUIAEMOCTh 3aHATUM, aKTHUBHAasI paboTa Ha MpaKkTU4e-
CKHUX 3aHATHUSX, BBIIOJIHEHUE IPEATEKCTOBBIX 3aJaHUM, IMCbMEHHBIX IIEPEBOIOB.

IIpomMexXyTOUHBI KOHTPOJIb: HANMCAHUE JIEKCUKO-IPAMMATUYECKUX TECTOB,

IMMCBbMCHHBIX NTUKTAHTOB.

2.1. IlepeyeHb BONPOCOB MO TEMAM NMPAKTHYECKUX 3aHATHH

U BAPpUAHTDbI TECTOB

OO6pa3zel 1EeKCUYECKOro TecTa
1. Insert the missing words in the definition of tourism by the World Tourism
Organization:

Tourism comprises the activities of persons travelling to and ... in places outside
their usual... for... than one consecutive year for leisure, ... and other purposes.
2. Match the words below with their definitions:

1 domestic tourism a) People leaving their country to take holidays
2 inbound tourism b) People taking holidays in their own country
3 outbound tourism c¢) People entering the country from abroad to take holidays

3. Put the words into appropriate space:
1. winter sports 2. self-catering 3. special interest 4. safari 5. cruise 6. weekend break
7. adventure 8. package tour 9. homestay

a) relaxing... holiday with old-fashioned hospitality on a family farm

b) a month ... holiday lost in the Amazon rain forest

c) a fortnight’s ... holiday for the family in a rented Swiss chale

d) ten-day ... to Thailand, including flights, deluxe hotels and visits to Sukhothai na-
tional park

e) a two-week ... in the Baltic Sea aboard the luxury liner
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f) a(n) ... holiday skiing on the slopes of Pyrenees

g) a(n) ... holiday 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 Tsavo game park

1) a(n) ... holiday, excavating Aztec temples or learning English in London

4. Match the terms with the definitions:

1. Conventional tourism a) a type of tourism which involves visits of travel agents to
travel destinations so that they get to know their facilities well

2. Incentive tourism b) a type of tourism which involves tours and visits for dis-
abled people

3. Sports tourism ¢) a type of tourism which involves journeys for  people
who share the same hobby

4. Leisure tourism d) a type of tourism which involves holidays awarded to

staff members as a bonus and to encourage them to work better

5. Familiarization tourism e) a type of tourism which involves holidays for relaxation
and entertainment purposes

6. Third-age tourism f) a type of tourism which involves taking part in meetings,
conferences and seminars

7. Fourth- age tourism  g) a type of tourism which involves tours and visits for el-
derly and retired people

8. Special-interest tourism h) a type of tourism which involves tours with a lot of
physical training, exercising and keeping fit

5. Complete the sentences:

1. The person travelling is...

2. When tourists travel between two or more countries it’s...

3. When they travel within the same country it’s...

4. A place to have a rest is...

5. Restaurants provide...

6. Which is correct?

1. It is hard to work in the hotel, especially in the ...holiday season.
a) top b) upper c)peak d) low

2. She is responsible ... rooms.

a) at b) for c)in d) within
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3. Language differences can lead ...tensions and emotional withdrawal.
a) by b) for c) in d) to

4. The WTO lobbies ...measures that would be harmful to tourism.

a) for b) against c)in d) to

5. He ... aroom at the Granada hotel in London.

a) ordered b) hired c)booked d) engaged

7. Translate into English:

1. MexayHapoaHbli TypU3M CTAJI 3AMETHBIM COBPEMEHHBIM HAIIPABICHUEM.

2. Bcemupnas typuctudeckas opranuzanus (UNWTO) ony6nukoBana gaHHBIE TU-
HAMUKHU TYPUCTUYECKHUX MOE3/I0K 3a 0/l C TOYKU 3PEHUS TYPUCTUUECKUX MPUOBITUH.

3. TypusM MOXeT ObITh KaK BHYTPEHHHM, KOTJa TYpUCT MyTEIIECTBYET B Mpeaenax
OJIHOM CTpaHBbl, TAaK U BHELIHUM, KOI'Jla OH BBIE3KACT 3a IIPEEIIbl CBOCH CTPAHbI

4. Typu3M MOXKET MPUHECTHU MECTHOMY OOIIIECTBY KaK BBITOJIbI, TAK U MPOOJIEMBI.

5. Jlo mayama XIX Beka OCHOBHBIMHM MOTHBaMHU IyTEIICCTBUM OBLIA TOPTOBJIS, Ma-
JIOMHHYECTBO, JIeueHre, 00pa3oBaHuUe.

Dictation — translation

1. The word hospitality derives from the Latin "hospes", which originally meant a
'stranger’

2. JItoay myTemecTBOBAIU C He3aNaAMAMHbBIX 8DEMEH

3. Travel has a similar definition to tourism, but implies a more purposeful journey
4. MexayHapoAHbIA TYpU3M cnocoOCmeEyem 63auMOnOHUMAHUIO

5 Tourism — a heterogeneous industry and consists of many components

6. EBpona Bcerga Obljia MU OCTAETCSl CETOJHSI CAaMBIM TOIMYJISIPHBIM MYPUCUYECKUM
HanpaeneHuem

7. The organization gathers statistics data on a host of tourism-related topics
8. MexayHapOoAHbIN TYpU3M pacuiupsem Kpyeo30p
9. Many tourists and local people experience communication breakdown

10. Typusm MOXET npugooums K KOHGDAUKMY KYAbmyp
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Dictation- translation

BricTphiii pocT 6J1ar0COCTOSTHUS, TPOTPECC HAYKU U TEXHOJIOTHIA, 3aMETHOE CO-
BPEMEHHOE HAaIPaBJIEHUE, KAYECTBO TYPUCTUUYECKUX YCIIYT, KyJIbTypa NPUHUMAIOIIEH
CTOPOHBI, TICUXOJIOTHYECKAsi TOTPEOHOCTh B MYyTEIIECTBUAX, CJIOKHBIN mporiecc (hop-
MHPOBaHUsI MOTHBAILIUU, JIPEBHUE PEIUMKBHUM, METOJ JIUYHOI'O O3HAKOMIIEHUS C PEK-
JAMHUPYEMBIMUA MECTaMU OTAbIXA, MPEPHIBATH MOHOTOHHOCTH W3HU, MyTEHIECTBO-
BaTh B OJJMHOYKY WU C JAPY3bsIMHU, IPOBOJUTH PEKIAMHYIO KaMITaHWO, (HOPMHUPOBATH

ITOJIOKUTCIIBHOC O6H.I€CTBCHHO€ MHCHHC

2.2, MeToanuyeckue PEKOMCHIAIIUA 110 OPraHu3anumn

CAaMOCTOSITEJIbHOI PadOThI CTYJACHTOB

CamocrosiTenbHas paboTa omnpeaensercs Kak WHIWBHUIyalbHAs WU KOJUICK-
THUBHasl ydyeOHasl NESITENIbHOCTh, OCYIIECTBIIsIeMas 0€3 HEMOCPEICTBEHHOIO y4acTus
neJarora, HO Mo €ro 3aJIaHUsIM U 0] €T0 KOHTPOJIEM.

CamocTosiTenbHas paboTa CTY/IEHTOB SIBJISIETCS OJIHOM M3 OCHOBHBIX (hopm ay-
JTUTOPHOU U BHEAYIUTOPHOU pabOThI MPU peaTnu3aiiy y4eOHbIX TUIaHOB U MIPOTPAMM.

JI1s1 opranu3zaiium caMoCTOSITEIbHON pabOThl HEOOXOIUMBI CIETYIOIINE YCIOBUSI:

— TOTOBHOCTh CTYJIEHTOB K CAMOCTOATEIIBHOMY TPYAY;

— HaJIMYME U JTIOCTYMHOCTh HEOOXOUMOI0 Y4EOHO-METOAMUYECKOTO U CIIPaBOY-
HOTO MaTepuana;

— KOHCYJIbTAIIMOHHAS TIOMOIIIb.

@DopMBI CaMOCTOSITENHHOU PAOOTHI CTYJECHTOB OINPEACIAIOTCS MPHU pa3padoTKe
pabouux MporpaMM Yy4eOHBIX IUCLIMIUIMH COJACpPKAHUEM Y4eOHOW AMCIUILUIMHBI,
YUUTBIBasI CTEIIEHb OATOTOBICHHOCTH CTYAEHTOB.

Bunamu 3amanuii 1151 BHeay TMTOPHOM CaMOCTOSITEIILHOM pabOTHI SBIISTFOTCS

JIJ1s1 OBIIaAeHUS 3HAHUSIMU

— yTeHHe TeKcTa (yueOHUKa, TOMOJHUTEIBHON JIUTEpaTyphl), COCTABIICHUE TIJIaHa
TEKCTa, aHAJIN3 TEKCTa, BBHIITUCKU M3 TEKCTa, paboTa CO CIOBapsSMU U CIPABOUYHUKAMH,
O3HAKOMJICHHE C HOPMATUBHBIMU JOKYMEHTaMH, y4eOHO-HCCIIe0BaTeIbCKas padoTa,

WCIIOJIb30BAaHUE KOMITBIOTEPHOM TEXHUKU U VIHTEepHETa 1 JIp.
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JIns 3aKperieHns U CUCTEMATU3aly 3HAHUM

— MOBTOpHAs paboTa HaJl yueOHbIM MarepuaioM (ydueOHHUKa, JOMOJTHUTEIHHON
JUTEPATypPbl), COCTABICHUE IJIaHa, TAOJIUIL JJIs CUCTEeMaTH3aluyd y4eOHOro Marepua-
Ja, TIOMCK OTBETOB HAa KOHTPOJIbHBIE BOIPOCHI, aHAIUTUYECKas 00pabOTKa TEeKCTa
(aHHOTHUpOBaHUE, pElEH3UpPOBaHUE, pedepupoBaHUe, KOHCIEKT-aHAIW3 U Jp.), CO-
cTaBieHue oubnuorpaduu;

— BBITIOJIHUHUE CPABHUTEIBHOTO aHAJIM3a UCXOJHBIX TEKCTOB M TEKCTOB MEpe-
BOJA;

— BBINOJIHEHHE aHaIn3a U cOOp BHEUTHUX CBEJEHUI O TEKCTE, ONpeAeTIeHHE CO-
CTaBa U TUVIOTHOCTH MHGOPMALIMK, KOMMYHUKATUBHOM 1I€JIM U CTUJISI TEKCTOB;

— OIpelesieHue IpaMMaTHYECKUX M JIEKCMYECKHUX OCOOEHOCTEeH mepeBoja,
000CHOBaHUE CTPATErUU NMEPEBOJA U BHIOOP SI3bIKOBBIX CPECTB.

Lenvio u 3a0auamu caMOCTOATENLHON PabOThI CTY/IEHTOB SBJISIETCS] OBJIAJICHUE
GbyHIaMEHTAILHBIMU 3HAHUSMU, MPO(HEeCCHOHATHHBIMA YMEHUSMH W HaBBIKAMU JICSI-
TEJIBHOCTH IO NMPOQUIIIO, ONBITOM TBOPYECKOM, MCCIIEOBATEILCKON N1E€ATEIbHOCTH,
pa3BUTHE CIIOCOOHOCTH K CaMOCTOSITEIbHOMY MOJYYEHUIO 3HAHUM, OCBOCHUIO KOM-
MYHHUKAaTUBHBIX KOMIETEHIIUHN IO YI4EOHON JUCITUTUINHE;

— OBJIQJICHUE YHHMBEPCAJIbHBIMU CTPATErHsIMU MMOHMMAHUS TEKCTA B MPOLECCE
IIEpEBOJIA;

— (popMUpOBaHUE MPAKTUUECKUX HABBIKOB M YMEHUH MO OCYIIECTBICHHUIO aHA-
JIM3a UCXOJHBIX TEKCTOB M TEKCTOB IEPEBOJA, BBIICICHHUS AMOLMOHAJIBHON JTOMU-
HAaHTBbI, aICKBATHON HCXOJAHOMY TEKCTY;

— pa3BUTHE HABBIKOB BEPOATHOCTHOTO IPOTHO3UPOBAHUS IpPU IEPEBOJIE, HA-
BBIKOB CaMOCTOSTENIbHON padOThI € JIEKCUKOTPA(PUUECKUMU U UHBIMHU CIIPABOYHBIMU
UCTOYHUKAMH, BIAQJCHUS KOMIBIOTEPHON WH(GOPMAIIMOHHO-CIIPABOYHON 0a30ii,
KJaccudukaluen cioBapei, CucTeMoi 3eKTpoHHbBIX cioBapeit LINGVO;

— CaMOCTOATENIbHOE OIPEEIICHHE BHYTPUTEKCTOBBIX U BHETEKCTOBBIX CBSI3EH;

— COBEPILIECHCTBOBAHHWE HABBIKOB IIPU MEPEBOJIE C HMCIOJIb30BAHUEM JIEKCHKO-
rpaMMaTHYE€CKUX U CUHTAKCUYECKUX TpaHCHOopMalUil U CaMOCTOSITENIbHBINA MEPEBO]

TCKCTOB PAa3JIMYHbIX CTHUJICH C y‘-IéTOM SA3BIKOBBIX WM PCUYCBBIX HOPM.
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CamocrosTenbHasi paboTa MOXKET OCYIIECTBISATHCS UHAUBUIYAIbHO WU TPYII-
aMu CTYZICHTOB B 3aBUCUMOCTH OT L€, 00beMa, KOHKPETHOM TEeMAaTUKU CaMOCTOsI-
TEJIbHON PaboThl, yPOBHS CIOKHOCTH, CTETICHU Pa3BUTHUSI YMEHUM CTYJIEHTOB.

KoHTpoinb pe3ynbTaToB BHEAYIUTOPHON CaMOCTOSTEIHLHON pabOThl CTY/IEHTOB
MOJKET OCYUIECTBIISATHCS B MpEJEIax BpeMEHH, OTBEICHHOTO Ha 00s3aTelIbHbIe yueo-
HbIE 3aHATHUS N0 JUCHUIUIMHE U BHEAYJUTOPHYIO CAaMOCTOSITEIbHYIO padoTy CTyACH-
TOB TI0 aucHuIIIuHE. Mcnonb3yercs ycTHas U cmernanHasi (GopMbl KOHTPOJIS.

ITo nucuunnuue «llepeBox: IIuCbMEHHBIN NEPEBOA» MPAKTUKYIOTCA CIIEAYIO-
mre BUABI U (POPMBI CAMOCTOSTEILHON paOOThI CTYACHTOB:

— [IOJArOTOBKA K IPAKTUYECKUM 3aHSITUSM;

— MOJICOTOBKA K 3a4€TY U IK3aMEHY;

— WHIVBUyaJIbHBIC UCCIIEIOBATEIbCKUE 3aJaHus (MIOJrOTOBKA KPATKUX CO00-
IICHUM, JOKIaJ0B, pedepaToB U Ap.);

— IOJATOTOBKA K YYaCTHUIO B HAYYHO-IPAKTUYECKUX KOHPEPEHIIUIX.

2.3. [IpuMepHbIii MepevYeHb BOMPOCOB K 3a4eTy
1. Tekcr kak 0OBEKT MOHUMAaHUS. TpauIIMOHHBIC TIOJIXO0/IbI K TIOHUMAaHUIO TEKCTa
2.IToHsiTHE KOMIIAPATUBHOTO aHAIU3a TEKCTa
3. IlonsTue, nenu, 3aJa4u NpeANepeEBOAUECKOIO aHAIN3a TEKCTA
4. Ilondarue, uenu, 3aa4u MEPEBOJYECKOTO aHAIN3A TEKCTA
5. IloHsiTHE CMBICTIOBOW OPraHU3alMU TEKCTA
6. Tema-pemMaTH4ECKOE JEJIEHUE B TEKCTE
7. OyHKIMU MTOPSIKA CIIOB
8. TexcTroBble KOHHEKTOPHI. BUbl, PYHKIINU U MIepeBO]; KOHHEKTOPOB
9. DkBHUBaneHTHOCTH nepeBoaa. [loustus: "cucrema", "Hopma" u "y3yc"
10. MexXbsI3bIKOBBIE 1 BHYTPHUS3BIKOBBIE TpaHC(HOPMAIIIH
11. Ctparerun nepeBoAUYECKUX ACHCTBHI NPU MEPEBOJIE TEKCTA
12. Ilonsitne cuHOHMMA. CBSI3b CUHOHUMUU C IIPOLIECCOM MOJICJIMPOBAHUS I1€-
pesoaa

13. Tlonsatue «OykBanu3m». CrnocoObl Mpeo10JIeHus OYKBATM3MOB MPHU MIEPEBOJIC
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14. Ilepenaya mparMmaTU4ECKOW HAIIPABIEHHOCTH UCXOAHOTO TEKCTA

15. PegakTupoBanue neperoja

Oo0pa3zen KapTOUKM JJIM 3a496Ta

[. OTBeTbTE HA BOIPOCHI:

No

1 ITepeBoa — 3T10... (IMOTHOE OMpEIe-
JICHHE)

2 Dtanel npoiecca nepeBojia

3 [IpennepeBoqUECKUd aHATU3 TEK-
CTa BKJIFOYAET. ..

4 NuBapuaHT nepeBoaa —

5 DKBUBaJIEHTHOCTH MepeBojia 000-
3HAYaeT. ..

5 BompocoB x 1 6amn = 5 6aninos

I1. ITepeBeuTe peAyIoKEeHNsI U OOBICHUTE NIEPEBOTUECKHUE TPaHCHOPMAIUU:

A

PA

Tpanchopmanuu

tures

Global tourism fosters an un-
derstanding of different cul-

the tourism pie

Many countries are eager to
get their hands on a chunk of

obey my manager

He told me I should always

hotel

He was at the ceremony in the

walls

There were pictures on all the

S npennoxxeHuit X 1 =5 0anmioB (IepeBO C AaHTJIMMCKOTO S3bIKAa Ha PYCCKUIA)
Uroro 10 6amnon
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2.4. [IpumepHbIil IepeYeHb BONMPOCOB K IK3aMeHY
DK3aMeH BKJIIOYAET:
1. ITuceMeHHBIN epeBO TEKCTA YKa3aHHOW TEMATUKH C HHOCTPAHHOTO SA3bIKa
Ha poaHoi s3bIK. O0BeM TekcTa — 1500—1800 rmeyaTHbIX 3HAKOB, BPEMS BBITIOJIHEHUS
— 60 MUHYT.
2. IIucbMeHHBINM NEpEBOJ TEKCTAa YKAa3aHHOW TEMAaTHKH C POJHOIO s3bIKa Ha
uHocTpaHHbIi. O0beM TekcTa — 1500—1800 neyaTHbIX 3HAKOB, BPEMsI BBIIIOJIHEHUS —

60 MUHYT.

le/lMeprIe TEKCTHI IJIl MIUCbMEHHOTO MMEPEBOAA K IK3aMEHY

TEXT 1

Tourism Industry — a heterogeneous industry and consists of many compo-
nents. Intangible, perishable and international service industry is getting right busi-
ness_curve backed by information technology nowadays. Technology is a major trend
in hospitality changes.

Technology can be a valuable tool in resort management and hospitality busi-
ness management. Technological advances make it easier for management to track
the needs of customers, provide prompt, efficient service, take reservations, monitor
employee work habits, and reach new customers. If a customer has stayed at your fa-
cility before, they will expect you to have some knowledge of what they desire from
their stay. Even if it is their first time at your facility, they will expect a streamlined
check-in process, and a personalized welcome in their room. Something as simple as
their TV screen saying “welcome (guest’s name)” instead of “welcome, valued cus-
tomer” can make a big difference. By adapting to the latest technological trends, hos-
pitality professionals can keep up with the early innovators, and gain a considerable
advantage over those who fail to adapt.

The best example of information technology application in tourism is Auto-
mated reservation system for Railways & Airlines.

Travelers can now log on to the Internet easily reach for travel information,

book a simple ticket or hotel room through their personal computer at home. There
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are thousands of new destinations, tour products and discounted airfares for travelers
to choose from. At the same time, passengers do not have to worry about carrying or
losing tickets.

Online tourism is at a platform that enables direct booking, easy payment for
end-user, business-to-business trading for product providers, travel agents and re-
sellers. All those web sites and portals launched by government as well as private or-
ganizations would offer a wide range of tourism products and services like airlines,
hotels, restaurants, camp-sites, tours, activity centers, concerts, festivities, shopping
and many more with choicest of assortments of services.

Reservation or shopping of facilities for train, airlines, cruise, hotels, resorts,
motels, rental cars and adventures can be done on line. Through a mobile, tourist can
be guided through cultural heritage through multi - language voice, text or images.
Even it is possible for a tourist to find details on fees, opening days and timings for
nearby places. Interactive Digital Television (IDTV), Mobile technologies and Inter-
net are carving new faces in customer services for tourism industry. That's great for

adventure tourist.

TEXT 2

According to this irritation index, tourist destinations will pass successively
through stages, namely euphoria, apathy, irritation and antagonism, then eventually to
the final stage. The number of tourists could be a determining factor in leading the
sentiment of the local society to the final level. It is because an ever-increasing num-
ber of tourists will finally outweigh the capacity that local people can accommodate
and consequently brings pressure to the host society. For example, local people may
tolerate a few tourists who behave as if they are in their home country, e.g. dress
code, but if the number of tourists exceeds certain level, it may be considered as an
annoyance by the host society.

Language and religion are often the major barriers between the hosts and the
visitors. Tourists are usually less interested in communicating with local residents

when there is a language barrier which nevertheless hinders effective mutual under-
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standing. Apart from language barrier, visitors may not be aware of their ignorance
and arrogance towards the local tradition and religion. Disrespectful behaviour can be
considered offensive or even unacceptable to the host community. In fact, it is culture
that usually enables and disables communication between residents and tourists.

One of the arguments in favour of tourism is that uncontrolled urbanization,
modernization and industrialization cause great damages to the natural environment.
Tourism can be seen as an alternative economic activity which provides the necessary
motive and money for preserving the archaeological treasures and ancient monu-
ments, and conserving the natural resources for the continued enjoyment of both tour-
ists and local residents.

Wildlife and forest reserves have been set up and scenic lands have been pre-
served partly due to their ability to attract tourists. For example, some east African
countries such as Kenya and Tanzania have established large natural parks and game
reserves for wildlife as they know that wildlife is the most important tourist attraction
in East Africa. Without the economic return provided by tourism, these areas might
be converted to agriculture, mining or other forms of industrial development which
cause great harm to the natural habitats.

It is often the environment itself that attracts tourists to a destination. An ex-
ample is the beautiful mountain scenery of Switzerland. The natural environment
rarely escapes damage when a large number of tourists is found. The quality of water
and air, the amount and species of vegetation and wildlife are inevitably changed in

one way or another.

HpnMeprle TEKCTHI IJIsI MUCbMEHHOT0 MEPEBOAA K IK3aMEHY

TEKCT 1

HIOI[I/I HavdaJIn IMYyTCHICCTBOBATL JdBHBIM-IAaBHO. Campie ICPBBIC ITYTCIICCT-
BCHHHMKH OBLIIH HCCIICOAOBATCIIIMU, KOTOPBIC OTIIPABJIAJIMCE B IIYTH HA ITOUCKH oorar-
CTBa, CJIaBbl HWJIN IICFO—HI/I6YI[L eme. Ux MyTCIICCTBUA OBLIM OYCHb OIIaCHBIMH, HO

JIOOX BCC IMMPOAOJIZKAIN UATHU K HCU3BCIAAaHHBIM 3CMILAIM.
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Ceiiuac 9TO HE TakK OIMAacHO, Aa W OoJyee yao0HO. Typusm crtam 04eHb BBITO/I-
HbIM OM3HECOM, ITOTOMY 4YTO JIFOJU I'OTOBBI IUIATUTh JEHBIU 32 XOPOLIYH) BO3MOXK-
HOCTb BEJIMKOJIENNHO ITPOBECTH BPEMS, M3y4das HOBBIE CTPaHbI, OCMATPUBAs J1OCTO-
IPUMEYATEIBbHOCTH, OTJbIXas U MOJydas MpPU 3TOM ynoBosibCcTBUE. CHayaga OCHOB-
HbIMH MOTHBAaMH IyTELIECTBUI ObLIM TOPIoOBis, NAJIOMHUYECTBO, JIeYeHHUE, 00pa3o-
BaHME. BaXHENIIYIO POJIb B Pa3BUTHM TypHU3Ma ChITPAIM PEBOIIOLMOHHBIE U3MEHE-
HUS B TPAHCIIOPTE.

[Tocne Bropoit MUpOBOIi BOMHBI MaCCOBBIN TYpU3M CTAaHOBHUTCS OTPEOHOCTHIO
U1 OOJIBIIIMHCTBA HACETICHHSI MHIyCTPUAIBHO Pa3BUTHIX CTpaH. DopMHUpYyETCs HHITY-
CTPHS OTABIXA U PA3BJIICUCHUN CO CBOMMU METOJAaMU OPraHU3ALUU U YIIPABICHUS.

B 3amapHOEBpONENCKUX CTpaHax B 3TOT NMEPUOJ AKTUBHO CO3/IAFOTCS TYPHUCT-
ckue GupMbl, TOCTUHULIBI, IPEATIPUATHUS ISl aTTPAKLIMOHOB U pa3BJICUEHUN.

OTtnpix B EBpone Bceraa ObUT M OCTAETCsl CErOJHS CaMbIM MOMYJISIPHBIM TYpH-
CTUYECKUM HaIpaBlIeHUEM. BO3MOKHOCTH Il Ka4E€CTBEHHOTO U UHTEPECHOTO OT/IbI-
Xa 371€Ch HEUCCAKAEMbl: MOPCKHUE KypOPTBI, BEIMYECTBEHHAs TOPHAsl IPUPOAA, IPEB-
HSI UICTOPHUS U TPAJIWLIMK, YHUKAJIbHAS KyJIbTYypa U ApXUTEKTYpa CTApUHHBIX TOPOJOB
— TaKoe pa3HOOOpa3ue He MOXKET HE BIIEUATIIATh.

Wtanusa — BonmeOHas CKa3ka, cTpaHa — My3€H 1OJ OTKPBITBIM HEOOM. 65%
BCEMHUPHOIO KYJBTYPHO-UCTOPUYECKOTO HACIEINs HAXOIWTHhCS MMEHHO TaM. Kaxk-
Iblid To]1 B MTanuio cTpeMsarcs MonacTe MUJUIMOHBI TYPUCTOB cO Bcero mupa. Coue-
TaHWE UHTEPECHEUIINX SKCKYPCHOHHBIX MPOrpaAMM C INBKHBIM OTIBIXOM, MpeKpac-
Hasl UTAJIbSHCKAs KyXHs, MOJHBIE Mara3uHsl CACNAIN 3Ty CTpaHy nomyJssipHou. K yc-
Jyram TypUCTOB 3KCKYPCHUOHHBIE TYPbl C MPOPECCUOHANBHBIMU THIAMHU U OTAEIBHO

TUJIbI HA KXl TOPOJI U MY3€H.

TEKCT 2

MexayHapOaHbIi TYpU3M U FOCTENPUAMCTBO Pa3BUBAIUCH HE OJJHOBPEMEHHO U
He cpa3y. [lepBble 3aBeeHUS TYPUCTCKOW HAIIPABIEHHOCTH MOSIBUIUCH €I11€ BO BpEMEHA
AntryHocTu. OIHAaKO 3TO ObUIM 3aBEJICHUS OMACHbIE U HempuBIieKaTeabHbIe. [loHsTHe

TrOCTCIPHUHUMCTBA KE IMOSABUIIOCH 3HAYUTCIIBHO ITO37KC, KOIr'Ja JIFOJU OCO3HAIN HE00Xo-
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TUMOCTh Pa3BUTHUSl TypH3Ma Kak NPUOBUIBHOM, 3aXBaThIBAIOLIEH M HEW30EKHOHN nes-
TeJIbHOCTU. ['ocTenpuumMcTBO e — Gojiee TOHKOe U OoJiee TouHoe noHsATHe. OHO O3Ha-
YaeT yJOBJIETBOPEHHE NOTPEOHOCTEH, JTF0OE3HBIHN MpUeM, paayLIne.

B HacTtosiniee Bpemsi roCTENIPUUMCTBO — 3TO 1ieJiasi MHAYCTpusi, KoTopas o0ia-
JAl0T LIUPOKOW HHPPACTPYKTYpOH, Tae paboTaoT mnpodeccuoHandbl CBOEro Jena.
l'ocTenpuuMCTBO MOAPa3yMeBaET MCIIOJIb30BAHNE MAJIEUIIEN AETANIHU B IOJIb3Y IPHU-
HUMarome cToponsl. Hebonbiioi Oyker B HOMEpe NSl JKEHIIWHBI, TOPT IJIs UMe-
HUHHUKA, KOH(]eTa peOeHKY — BCE 3TO HE3HAUUTENIbHbIE JJI OTels (PUHAHCOBBIE 3a-
TpaThl, OJTHAKO, OTPOMHBIE JUIsl TYPUCTA 3MOLUOHAIbHBIE IPUOOPETEHUS.

Briciieil nenbio Je10BOM aKTUBHOCTH B c(epe rocTenpumMcTBa SIBISIETCS,
IPEXKAE BCEro, YAOBIETBOPEHUE HYXkJ KIMEHTA, U TOJBKO IOTOM — YBEJIWYEHHUE J10-
X00B npeanpusatud. Hacrosmuye n1oxXoasl SBISIOTCSA pPe3yJIbTaTOM XOPOILIEH OpraHu-
3alM¥ TOCTUHUYHOIO OM3Heca.

WNHaycTpus rocTenpuuMcTBa BKIIOYAET B c€0s pa3iuuHble cepbl AESTEIbHO-
CTH JIIOJIEH — Typu3M, OTIIbIX, Pa3BJICUCHUS, TOCTUHUYHBIA U PECTOPAHHBIA OU3HEC,
OOLIECTBEHHOE MUTAaHUE, IKCKYPCUOHHYIO AESTEIbHOCTh, OPraHU3alM0 BHICTABOK U
IPOBEJCHHUE PA3IMYHbIX HAYYHBIX KOHPEPEHLIUH.

Takum 00pa3oM, UHIYCTpPHUS TOCTEIPUUMCTBA — 3TO KOMIUIEKCHas cepa aes-

TCJIIBHOCTHU pa6OTHI/IKOB, YAOBJICTBOPAIOMINX JIF0OBIE 3aIIPOCHI U KCIIaHUA TYPUCTOB.
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3. BCTIOMOTI'ATEJIbHBIH PA3JIEJI

3.1. YueOHO-MeTOAMYECKAS KAPTA Y4eOHOM TUCHHUILIHMHBI

KoanuectBo AyJUTOPHBIX
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1 2 3 4 5 6 7 8
1 TekeT Kak 00bEKT MOHH- 4 ) Ompoc
MaHus (4 4.)
2 KomnaparuBHbIii aHAIN3 Ompoc,
HCXOJHBIX TEKCTOB H IpaKTU4C-
TekcToB nepesoaa (10 4.) 10 8 CKHE
3a7aHusl,
epeBos]

[TonaTre KoMIapaTUBHOTO

aHanu3a Tekcra. Onncanue

JIEKCHKO-

¢dpazeonoruueckoit

CHCTEMBI, 4 4

IrpaMMaTHYECKOTO CTPOS U

YKaHPOBO-CTUITUCTUICCKUX

0COOCHHOCTEH UCXOIHOTO

TEKCTa U TeKCTa IMepeBoaa

ComnocraBiicHHE

AHTJIUICKOTO U PYyCCKOTO 4 2

MPEIIOKEHUN

[TonsaTne napasmienusma

CHHTaKCHY€CKOMH

OpraHM3alluH. 2 2

CuHTaKCU4YeCcKoe

BapbUPOBAHUE
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IIpeanepeBoaueckmii Ormpoc,
aHajm3 Tekcra (10 u.) IpaKTHye-
10 CKHE 3a]1a-
HUS, TIepe-
BOJI
Ilonsarue, menm, 3a7a9u 1
HaIpaBJICHUs IPEANepeBO- 4
JUECKOT0 aHaIM3a TEKCTA.
AHanmn3 u cO0p BHEITHUX
CBEJCHUM O TEKCTE. COCTaB 4
Y TUIOTHOCTH UH(MOpMAIUU
KommyHukaTuBHOE 3a1a-
HUE, peueBoi kaHp, PyHK- 2
UOHAJIbHBIA CTUIIb.
IlepeBogueckuii anamn3 Ormpoc,
TekcTa (10 4.) IpaKTHye-
10 CKHE 3a]1a-
HUS, Tiepe-
BOJI
JIekcuKo-CHMHTaKCHYECKHE
0COOEHHOCTH, BHYTPUTEK-
CTOBBIE CBSI3U, 00II[ast 4
CBSI3HOCTH U IIEJTOCTHOCTh
TEKCTA.
AHanu3 nHPOPMAITMOHHOM
CTPYKTYpbI HHTEPIIPETH-
pyemoro tekcra. KyiabTyp- 4
HBIM KOMIOHEHT M €ro 3Ha-
YUMOCTb.
JIOMUHAHTBI 1 UHBAPHAHT
nepeBoaa. Beibop si3biko- 2
BBIX CPEJICTB
CMbIc/I0Basi OpraHusa- Ompoc,
nuda Tekcra (104.) MpaKTHuye-
10 CKUe 3a1a-
HUs, TIepe-
BOJ
ITonsgaTHe cMBICIIOBO
OpraHU3alMM TEKCTA. 4

UneHeHnue TEKCTa Ha YacTH
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O06beMHO-IparMaTHYECKOe
YJIEHEHUE TeKcTa (TOBeCT-

6 4
BOBaHUE, COOOIIEHHUE, OIH-
CaHHE U paccykJeHue)
6 Tema-pemaTudeckoe Ompoc,
JejieHue B Tekcre (6 4.) MpaKTHuye-
6 4 CKHE 3a/a-
HUs, TIepe-
BOJI
IlonsATHE «aKTyanbHOE
YJICHEHHEY MPEITIOKEHUS. 2 2
[enenue Ha TeMy U pemy
OOBEKTUBHBIN U
CYOBEKTHUBHBIIN MOPSIIO0K 4 )
CJIOB MPHU aKTyaJTbHOM
YJIEHEHUU TPEIJIOKEHUS
7 DYHKIUM TOPSIAKA CJIOB Ormpoc,
4 4.) IpaKTHye-
4 2 CKue 3a/a-
HUs, Tepe-
BOJI
8 | TexcroBbBIC KOHHEKTOPbI Omnpoc,
(6 4.) npakTuye-
6 2 CKue 3aja-
HUS, TIepe-
BOJI
[ToHsiTHE «TEKCTOBBIN KOH- ) 1
HEKTOPY.
Bunb u pyHKINN KOHHEK- 4 1
TOpPOB, UX TEPEBOJ.
IHoaroroBka k 3a4éTy 10
HUTOI'O: 48
60
9 DOYyHKUUOHAJIbHbIE CHH- Ormpoc,
TaKCHYeCKHe COOTBETCT- paKTHye-
BUA B TEKCTE OPUIHHAJIA 6 6 CKue 3a/a-
U B TeKCcTe nepenoaa (6 HUs, Tepe-
q.) BO/JI
Kpaitnoctn npakTuyeckoi
paboThI IepeBOTUNKA ) )

(OykxBasibHOE KOTIMPOBAHUE,
BOJILHBIH MTEPEBON).
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[TousTus: "cucrema",
"HopMa" u "y3yc". JkBuU-

BaJICHTHOCTh MIEPEBO/IA. 4
10 [ MexbsA3bIKOBbIEC M BHYT- Ompoc, 06-
PpHS3BIKOBBIE TPaHCOP- CyXJICHHUE,
MalHul 4 MpaKkTHiec
KM€ 3a7a-
HUs, Tiepe-
BOJ

[TonsTusa «Mexbs3bIKO-

BbIe» U «BHYTpHUSI3BIKO- 2

BbIe» TpaHC(hOpMaIHH. .

Bunsr Tpancdopmanuii. )

[{enu ux UCTIOIB30BAHMUSL.

11 | CTpaTerum nepeBoye- Omnpoc, 06-
CKHUX JeHCTBUI NIPH Ie- CYyXJICHUE,
peBoae Tekcra (4 4.) MpaKTUyec

4 KM€ 3a7a-
HUs, Tiepe-
BOJ

12 | MHOXeCTBEHHOCTh BO3- Ormpoc,
MOKHBIX MePeBOTYECKUX MpaKkThye-
pelieHnii B 3aBUCUMOCTH 4 CKHeE 3a/a-
OT MParMaTH4yecKoii yc- HUs, Tiepe-
TAHOBKH (4 4.) BO/JI

13 | Ilonck M co3HATEJIBHBII Ompoc,
0TOOp A3BIKOBBIX CPEACTB MpaKkTUyec
€ Y4€TOM CTPYKTYPHBIX U 4 KHe 3aja-
CeMAHTHYEeCKUX HUs, Tiepe-
0CO0EHHOCTEH U HOPM BOJI
nocrpoeHus rekcra (4 4.)

CTpyKTypHBIC U CEMaHTHU-

YeCKHue 0COOCHHOCTH U

HOPMBI TTIOCTPOEHUS PYC- )
CKOI'0 U aHTJIMICKOTO TEK-

ctoB. EnunHcTBO OopMBI U
COJIEpXKaHUs TEKCTA.

[TonsiTue cTuiia Tekera.
JluteparypHas HOpMA. 2

14 | OBi1ageHHe CHHOHUMHYE- Ormpoc,
CKUMH pecypcamu (8 4.) 8 MPAKTUYEC

KHeE 3a]a-
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HUs, IIepe-
BOJI

OcobeHHoCTH pedeBoit

CTPYKTYpPBI TEKCTOB Ha CO- 2
MOCTaBJISIEMBIX S3bIKAX.

[Tonsatue cunonuma. Ilpu-

poJia TeKCUYeCKUX CUHO- b
HUMHWYECKHX OTHOLIEHHUI

CBs3b CHHOHMMUH C MPO-

LIECCOM MOJEIUPOBaHUSA 2
nepeBoja.

TeopeTrueckre OCHOBBI

Pa3BHUTHS CHHOHHUMHYEC-

CKOM KOMIETEeHIIUU B TIPO- 2
(dbeccroHaIbHOM MOATOTOB-

K€ MEePEBOTYUKOB.

15 | IIpeonoJieHue OyKBaJIn3- Ormpoc,

MOB (4 4.) IIPAKTHYEC
4 KHe 3aj1a-
HUS, Tepe-
BOJI
16 | Ilepemaua mparmaTruye- Omnpoc,
CKOM HANPaBJIEHHOCTH MpaKTHYeC
HCXOJHOT0 TekcTa (6 4.) 6 KHe 3aj1a-
HUS, TIepe-
BOJI

[Tonsarue «IIparmaTuue-

CKasi HaIPaBJICHHOCTb TEK- 2

cTa»

COOTHOILIEHHE MEXKTY

MparMaTUKON OpUTrHHaNIa U 2

nepeBoja

JlobGaBneHUs OSICHSTOIITNX

3JIEMEHTOB, OMYIIEHUS, )

MMEHa COOCTBEHHBIE.

CyOBeKTHBHOE B MIEPEBOJIE.

17 | Jlekcuyecknii u rpamma- Ormpoc,
THYeCKHIl KOMMEHTapui IpaKTuye-
4 4.) 4 CKHe€ 3aj/1a-

HUs, Tepe-
BOJI
OrnpeneneHne MOHATUS 2
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JICKCHUYCCKOI'0 1 rpaMMma-
TUYCCKOI'0O KOMMCHTAapUA

Hcnonb3oBanus nexcuue-
CKOr'0 ¥ TPaMMaTHY€CKOTO
KOMMEHTAapHs B IEPEBO/IE

18

IIpaBuia opopmiaenus
TekcTa nepeoaa (2 4.)

Omnpoc,
NpaKkTH4ecC
K€ 3aja-
HUSL, TIEpe-
BOJ

19

PenaktupoBanue nepe-
Boja (6 4.)

IIpaxTruec
KHE 3a]1a-
HHA, IIepe-
BOJI

[TonsTHe pegakTUpOBaHUS
nepeBoja.

Omnpenenenue U ucIpanie-
HHE CMBICIIOBBIX OIIMOOK,
UCKaXCHUI 1 HETOYHO-
CTEM, YIy4YIICHUE CTUJIA,
MIPUBEICHNE BHEIIHETO BH-
na 1 hopMaTupOBaHUS

ColnroneHue mpaBuil
o opMIICHHS TOKYMEHTOB.

JIekcuueckue U CTUINCTHU-
YECKHE MPEANOUYTEHUS U
HIOAHCHI. BeranT-

Ka TeKCTa Ha MpPeIMET CIIy-
YalHBIX MIPOIYCKOB U He-
TOYHOCTEHN

IHoaroroBka K 3K3aMeHy

36

HUTOI'O:

52

80

BCEI'O:

112

128
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1. ABepOyx, K. f. Jlekcuueckune u (ppa3eoJOrHueckre acmeKkTsl nepeBoja /
K. 4. ABepOyx, O. M. Kapnosa — M. : UL «Akagemusy», 2009. — 315 c.

2. bpanpec, M. II. IlpeanepeBoaueckuii ananuz tekcra/ M. II. Bpanpec,
B. W. IIpoBopotos. — M. : HBU Tezaypyc, 2003. — 250 c.

3. Amutpuena, JI. ®. Anurnuiickuii a3bik. Kypc nepeBona. Kuura nns crynues-
toB / JI. ®. Imutpuena, C. E. Kynuesuy, E. A. Maptunkeuu. — M. : PoctoB H//] :
UKL «MapT», 2008. — 435 c.

4. Jlateimes, JI. K. TlepeBoa: Teopusi, mpakThKa U METOAMKA MPENoiaBaHus /
JI. K. Jlatbimes, A. JI. CemenoB. — M. : M3narenbckuit neHtp «Axagemus», 2003. —
435 c.

5. Iletposa, O. B. BBenenue B Teoputo u npaktuky nepesoga / O. B. Ilerposa.
— M. : ACT: Bocrok — 3anaju, 2006. — 380 c.

6. The-recent-trends-in-tourism: www.ukessays.com/essays/tourism

7. Your South Pacific Beach Retreat: www.NewZealand.com

8. Compare Travel Insurance Rates From Top Providers. Buy Online & Save:
www.InsureMyTrip.com

9. Cruise Today. www.Carnival.com/Caribbean

10. Norwegian Cruise Line®: www.NCL.com

11. The Cove Atlantis. http://Atlantis.com/TheCove Millennium Hotel Luxury

12. Great Hotels in Great Locations. http://Millenniumhotels.co.uk/Luxury

13.Vacation Better With Inspirato. http://Inspirato.com/LuxuryH

14. Personell-hotels-ru.html www.city-of-hotels.ru/

15. www.careerprospects.org/briefs/A-D/Caterers.shtml

16. http://tourlib.net/books_tourism

17.www.academia.edu

18. www.amazon.com

19. www.businesstravel.about.com

20. www.heritagedestination.com

21. www.holidaycityflash.com
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22. www.unusualhotelsoftheworld.com

23. www.unwto.org

24. Longman Dictionary of Contemporary English (The Up-to-date Learning
Dictionary), Bath, 1985. GEO, 2010.
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3.4. BapuaHThI OLlCHKH MMCbMEHHOTI'0 MEPEBO/Ia TEKCTA

Bannbl | KoMMyHUKaTUBHbIE U NepeBoAYecKUue AsblkoBbIe cpeacTBa
3agaum
10 Peanu3oBaHbl BCE KOMMYHUKATHUBHbIC CBs3HBIN TEKCT, aJICKBAaTHOE

3anaun. CoBepIleHbI BCE HEOOXOUMBIE
nepeBoueckue Tpanchopmaruu. [lepe-
BOJI «3BYYHUT» €CTECTBEHHO. [1e-
PEBOYECKHUE HABBIKU MPOSIBJICHBI B 10C-
TaTOYHOU MEPE.

Tekcr mepeBoia MpakTUUECKH HE TPeOy-
€T pEeIaKTOPCKOM MPaBKH.

IPUMEHEHHUE JICKCUKO-
IrpaMMaTUYECKHUX CPE/ICTB.
SI3BIKOBBIC OIIMOKHK HECYIIIECT-
BEHHBI. AJICKBaTHO TIEPEIaHbl
GYHKIIMOHATBHO-CTUITH-
CTUYECKHE OCOOCHHOCTH TEK-
cra. [IpaBunbHO nepegaxa
CTPYKTYpa IpeIJIOKESHUS C
TOYKH 3pEHUST JUHAMUYECKOTO
cuHTakcuca (Tema-pema). Co-
YETaeMOCTh CIIOB, XapaKTepHas
JUTSI TIEPEBOIAIIIETO SI3bIKA
(ITA), ne napymaercs. 3naye-
HUS CJIOB B KOHTEKCTE TIpa-
BUJILHO TIOHSTHI U JIJIST HUX Ha-
JIEHBI yJa4uHbI€ Y9KBUBAJICHTHI.

KomMyHHKaTUBHBIE 3a/1a4l peaIn30Ba-
Hbl. He Bce nepeBoiueckue TpaHc-
dbopmanuu coBepieHbl paBUibHO. [1e-
PEBOIUECKUE HABBIKU IIPOSIBIEHBI B JOC-
TATOYHOM MEpE.

TekcT nepeBoia MPakTUUECKH HE TPeOy-
€T PeJaKTOPCKOM MpPaBKH.

CBS3HBIN TEKCT. SI3BIKOBBIC
OIIMOKHY HECYIIECTBEHHBI.
AnekBaTHO mepeanbl (PyHK-
IMOHAILHO-CTUINCTHYECKHE
ocobeHHocTH TekcTa. [Ipa-
BHJIBHO TIepeJlaHa CTPYKTypa
MIPEITIOKEHUS C TOYKU 3PEHUS
JTMHAMHAYECKOTO CHHTaKCHCa
(Tema-pema). CoueTaeMoCThb
CJIOB, XapaKkTepHas s epe-
Bojistero sizbika (I15), He Ha-
pymiaeTcsi. 3HaueHus CJIOB B
KOHTEKCTE MPaBUJIBHO ITOHSTHI
U JUIsl HUX HalJICHBI y1auHbIe
SKBHBAJIEHTEI.
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KomMyHHKaTHUBHBIE 33/1a41 B LIETIOM
peanu3oBanbl, [lorpenHocT B Leaom
HE HAPYILIAKT BOCIPUATHE IIEPEBOAA.
Her nepeBonuecknx nckaxenuu. [lepe-
BOJIYECKNE HABBIKU MPOSBJIEHBI B JI0CTA-
TOYHOU MEDE.

TekcT nepeBoia MPaKTUYECKH HE TPeOy-
€T PEIaKTOPCKOM IIPaBKH.

JloCTaTO4YHO CBSI3HBIM TEKCT, B
OTJEIIbHBIX CIIy4yasX Hempa-
BHJIBHO BBIOpAHBI COOTBETCT-
BUSI, €CTh HAPYIICHUS 3aKOHOB
COYETAEMOCTH CJIOB, HECOOT-
BETCTBUS TEMa-PEMATHUYECKOU
OpraHu3alyy NPeIJIOKEHUN B
NT u nepesone. PyHKLIKO-
HAJIbHO-CTUJIMCTUYECKHUE OCO-
OCHHOCTH TEKCTa B OCHOBHOM
MepeaaHbl.

[TorpemHocTH B LIEJIOM HE HAPYLIAIOT
BOCIpUATHE NEpeBoa. Peann3oBaHbl HE
BCE KOMMYHUKATHUBHBIEC 3a7[a4U WUJIN
4aCTh U3 HUX PEAIM30BAaHA HEAJICK-
BATHO, CMBICH TeKcTa Ha [ nepenan He
IOJIHOCTBIO. [IepeBoiuecKkre HaBbIKU HE
IIPOSIBJIEHBI B JOCTaTOYHOU MEPE.

80% TekcTa nepeBeeHO MPaBUIIBHO.

HcxoaHbIM TEKCT CTYIEHTOM
IIOHAT, HO BOCIIPUATHE MOXKET
OBITh 3aTPYAHEHO U3-3a HEMpa-
BUJIBHO BBIOPAHHOIO JIEKCHYE-
CKOI'0 COOTBETCTBUSA UJIA TEMA-
pPEMAaTUYECKON OpraHnu3alun
npennoxennit B UT u nepeso-
Ie.

OYyHKIMOHAIBHO-
CTUJIMCTUYECKHE OCOOECHHOCTH
TEKCTa B OCHOBHOM II€pPE/IaHBbI.

KoMMyHUMKaTUBHBIE 3a/1a41 peaanu3oBa-
HBI, HO HE BCE NIEPEBOJYECKHAE TPAHC-
(dbopmanu coBepuieHsl mpaBuibHO. [1e-
PEBOIUECKUE HABBIKU HE IIPOSIBIIEHBI B
JIOCTaTOYHOU MEDPE.

70% TekcTa epeBeAeHO NPABUIIBHO.

HcxoaHbii TEKCT CTYIEHTOM
oHAT. CBSI3HOCTh TEKCTA HE
HapyluIe€Ha, HO HEMPaBUJIbLHO
NepeiaeTcsl CTPyKTypa npea-
JoxeHu. ImeroTcs 1eKCUKo-
rpaMMaTH4YeCcKue OIIMOKH, Ha-
pywenus coyeraemoctu B 1141.
Hapymatorcst pyHKIIMOHAIBHO-
CTHJIMCTHYECKHE OCOOCHHOCTH
TEKCTA.

Peanu3oBaHbl HE BCe KOMMYHUKATUBHbBIC
3aJla4d UM 4acTh U3 HUX PEain30BaHa
HEaJeKBaTHO, CMbIC] TekcTa Ha I151 me-
pelaH He NONHOCThIO. [lepeBoaueckue

B nepeBoje ecTh rpam-

MaTUYECKHUE WJIH JIEKCUYECKHE
OIIMOKH, MCKAKAIOIINE CMBICT
MIPEIIOKESHHM, HO MX KOJTUJe-
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HaBBIKH1 HGyCTOfI‘HdBBI.

60% TekcTa nepeBeaeHO NPABUIIBHO.

CTBO HE BeNHKO (He Ooiee 3).
CBSI3HOCTB TEKCTa HApYIIICHA.
He xoppekTHO nepenaHsbl
byHKIMOHATBHO-CTH-
JUCTUYECKUE OCOOEHHOCTH TEK-

cTa.

4 PeanuzoBanbl HEe Bce KOMMYHUKAaTHBHBIE | B epeBosie ecth rpyObie rpam-
3a/1a4v WIM 4acTh U3 HUX pPeaIn30BaHa |MaTUYECKUE WIH JIEKCHUECKUE
HeaJeKBaTHO, CMBICT TekcTa Ha 14 mme- |ommOKH, HCKa)Karolme CMBICI
penaHn He nonHOoCThIO. [lepeBoueckue  [nmpemoxeHnii. CTpyKTypHBIA U
HaBBIKA HEYCTONYMBBI. JIEKCUYECKUW THana3oHbl 3a-

METHO OIPaHHYEHBI, CBI3HOCTh
50% TekcTa nepeBeAeHO NPABUIIBHO.
TeKCTa HapyueHa. OTCyTCTBYET
NOMbBITKA MepeaaTh GyHKIHO-
HaJIbHO-CTUIMCTUYECKHUE OCO-
OEHHOCTH TEKCTa.
3,2,1 |KommyHuKaTHBHBIE 3a7]a4i peann3oBa- |MICXOAHBIN TEKCT CTYICHTOM HE

HbI HCAACKBATHO.

TekcT IMPOU3BOAUT BIICHATIICHHUEC HECC-
TECCTBCHHOI'O AJIA MCPCBOAAIICTO A3BIKA.

[lepeBoauecKre HABBIKM TPAKTUYECKU
OTCYTCTBYIOT. PelakTopckas npaBka He
IPECTaBISIETCA BOZMOXKHOM, 11€71€C000-
pa3Hee MepeBeCTH TEKCT 3aHOBO.

MOHSIT WJIU €CTh IPyObIe Tpam-
MaTHYECKHUE WIIH JIEKCUUECKHE
OIIHNOKH, NCKAXKAIOIIHE CMBICII
npeaioxeHuil. CTpyKTypHBIA U
JICKCUYSCKHUM JMana3oHkbl 3a-
METHO OTPaHUYEHbI, CBSI3HOCTh
TEKCTa HapyllIeHa.
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4. TIPUJIOKEHHUE

Marepunan [Ipunoxenus paccuuTaH Ha NMPHUMEHEHUE KOMIUIEKCHOTO IIEPEBO-
QYECKOr0 aHajau3a, B PE3yJIbTaTe KOTOPOIO OIPEHENAIOTCS KaK MEXbA3bIKOBBIC
CJIO)KHOCTH, TaK U MYTH UX NPEOJOJEHUS C NOMOIIBI M3YYEHHBIX B JAHHOM KypcCe
IIEPEBONUYECKUX MPUEMOB. B KaXX0M TEKCTE, BKIOUYEHHOM B lIpuinokenue, MOXKHO
HalTH NpaKTUYECKU BCE BUJbI €MHULL, MOAJIEKALMX IPEOOPAa30BAaHUIO IPU I1EPEBO-
ne. B HeKoTopbIX TeKCTax HEOOXOAUMO OOpAaTHUTh BHUMAHUE HA HKEJIATEIbHOCTh Ie-
PEBOIYECKOTO KOMMEHTApHsI, YTO MOXKET MOTpedoBaTh pabOThl HE TOJBKO CO CJIOBa-
pPSMH, HO U C UCTOPUKO-KYJbTYPHBIMU CIIPABOYHUKAMU WJIM WHBIMHU HCTOYHHUKAMU
TemaTHueckoi mHpopmanuu. Pabota Hajg MepeBOJOM JaHHBIX TEKCTOB MOXET MPO-
BOJUTBHCA KaK CaMOCTOSITEIIBHO C IOCIENYIOIIEH IMPOBEPKOM Ha 3aHATUAX, TaK U C
NOMOIIBIO TPENnoaBaTeis B CBS3U C OTPAOOTKOWM T€X WJIM MHBIX BUIOB MEPEBOIYE-

CKHX IPUEMOB.

4.1. TexkcTsl ISl TUCBMEHHOIO NEpeBoAa

C AaHIVIMMCKOIO A3bIKAa HA PYCCKUH

Texts for Translation from English into Russian

Text 1. What is Tourism

1. Translate the verbs and give their derivatives: travel, define, intend, exclude,
include, celebrate, demonstrate, designate, adopt.

2. Give their synonyms.

3. Give Russian equivalents to the following adjectives: frequent, regular, tempo-
rary, usual, particular.

4. Give their synonyms and antonyms.

5. Give Russian equivalents to the underlined international words. many tourists

and local people
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6. Translate into Russian: recreational purposes, leisure purposes, leisure activity, a
consecutive year, usual environment, regular trips, a purposeful journey, temporary
movement, the source and host countries, cultural values.

7. Translate the text in writing paying attention to the style of translation.
Tourism is travel for recreational, leisure, or business purposes. The World Tourism
Organization defines tourists as people "traveling to and staying in places outside
their usual environment for not more than one consecutive year for leisure, business
and other purposes". The term “usual environment” is intended to exclude trips with-
in the area of usual residence and frequent and regular trips between the domicile and
the workplace and other community trips of a routine character.

The terms tourism and travel are sometimes used interchangeably. In this context,
travel has a similar definition to tourism, but implies a more purposeful journey.
Travel comprises all journeys from one place to another. It includes all journeys
made by people who enter a country for leisure, to work, reside, study or who just
pass through a country without stopping. Tourism means the temporary short-term
movement of people to destinations outside the places where they normally live and
work, as well as their activities during their stay at these destinations. (All tourism
should have some travel, but not all travel is tourism.)

Tourism has become a popular global leisure activity. Tourism can be domestic or
international. Today tourism is a major source of income for many countries. It af-
fects the economy of both the source and host countries. In some cases it is of vital

importance.

Since 1980, the United Nations World Tourism Organization has celebrated World
Tourism Day on September 27. This date was chosen as on that day the Statutes of
the UNWTO were adopted. The adoption of these Statutes is considered a milestone
in global tourism. The purpose of this day is to raise awareness on the role of tourism

within the international community and to demonstrate how it affects social, cultural,

political and economic values worldwide.

a popular global leisure activity

40



Translate quickly: yacTsie u perynspHbie MOE3IKH OT MECTa MPOKUBAHUS 0 pado-
Thbl, BDEMEHHOE KPaTKOCPOYHOE IMEPEABUKEHUE JIFOAEH, NOMyJIsipHas BO BCEM MUDE
NEeSITENbHOCTh B CBOOOJHOE OT pabOThI BpeMsi, Bexa B MUPOBOM TYpPU3ME, IOHUMAHHE
POJIU TypH3Ma B MEXTyHAPOIHOM COOOLIECTBE.

IIpoananu3upyiite npuemJieMble U HeNPUeMJieMble MePeBOAYECKUE PellleHus .

Text 2. United Nations World Tourism Organization

1. Translate the verbs and give their synonyms: maintain, encourage, regard, ad-
vocate, ensure, gather, distribute, promote.

2. Give Russian equivalents: economic development, international understanding,
economic factors, trading factors, unhindered movement, economic revival, tourism-
related topics, harmful measures.

3. Give Russian equivalents to the underlined international words.

4. Translate the text in writing paying attention to the style of translation.

The United Nations World Tourism Organization (UNWTO) is concerned with
tourism on a global level. Its headquarters are in Madrid, Spain, and it maintains re-
gional offices around the world.

The organization was established in 1975. The WTO acts as a clearinghouse
for information on international and domestic travel. It encourages nations to regard
tourism as a way to promote economic development and international understanding.
It also advocates tourism as a way to ensure peace and protect human rights. The or-
ganization gathers and distributes statistics data on a host of tourism-related topics,
including new technology, employment, and training.

In addition, it makes available information concerning travel facilities, special
events, and legal protection available to those who travel. It studies the economic and
trading factors that influence the flow of tourists.

Basically, the UNWTO has 5 principal responsibilities: to promote the free and
unhindered movement of tourists within individual countries and among all countries
of the world, the role of tourism in world trade, the economic development of all

countries and revival of declining areas of the globe through tourism, the social and

41



cultural functions of tourism within nations, the interests of tourists and tourism in
general. In addition, the WTO lobbies against measures that it believes would be
harmful to tourism.

Make a back translation of the last paragraph.

Text 3. The Origins of Modern Tourism

1. Translate the verbs and give their derivatives: reach, break, improve, invent,

acquaint, develop, require.

2. Give their synonyms.

3. Translate into Russian the following adjectives: different, necessary, basic, im-

portant, immense, distant, great, rapid.

4. Give their synonyms and antonyms.

5. Give Russian equivalents to the underlined international words.

6. Give Russian equivalents: extreme cases, distant lands, political reasons, seaside

resorts, a rapid growth, technological changes, holiday tourism activities, basic agri-

culture.

7. Translate the text in writing paying attention to the style of translation.
Humans have been travelling from time immemorial for a variety of reasons. In

an age when there was no infrastructure and no means of transport, even for long-

distance journeys, people used to travel on foot or on animal backs. Sometimes, these
journeys were extremely long and tiring and it took a person, weeks or even months
together to reach the destination. A person who went on a long-distance journey re-
turned home after years. Till then, his family had either no or very little knowledge
regarding his whereabouts and well-being. In some extreme cases, a person would
never return. In spite of all these barriers and difficulties, people traveled; not always
because they needed to, but many times, also because they loved to. And why not?
Travelling not only takes us to distant lands and acquaints us with different people,
but it also tends to break the monotony of our lives.

During the Roman Empire period (from about 27 BC to AD 476), travel devel-

oped for military, trade and political reasons, as well as for communication of mes-
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sages from the central government to its distant territories. Travel was also necessary
for the artisans and architects “imported” to design and construct the great palaces
and tombs. In ancient Greece, people traveled to Olympic Games. Both the partici-
pants and spectators required accommodations and food services. Wealthy Romans,
in ancient times, traveled to seaside resorts in Greece and Egypt for sightseeing pur-
pose.

During the Middle Age (from about AD 500 to 1400), there was a growth of

travel for religious reasons. It had become an organized phenomenon for pilgrims to

visit their “holy land”, such as Muslims to Mecca, and Christians to Jerusalem and
Rome.

In the 16th century, the growth in England’s trade and commerce led to the rise
of a new type of tourists - those traveled to broaden their own experience and
knowledge.

In the 17th century, the sons and daughters of the British aristocracy traveled
throughout Europe (such as Italy, Germany and France) for periods of time, usually 2
or 3 years, to improve their knowledge. This was known as the Grand Tour, which

became a necessary part of the training of future administrators and political leaders.

The Industrial Revolution (from about AD 1750 to 1850) in Europe created the
base for mass tourism. This period turned most people away from basic agriculture
into the town / factory and urban way of life. As a result, there was a rapid growth of
the wealth and education level of the middle class, as well as an increase of leisure
time and a demand for holiday tourism activities. The rich and fashionable Europeans
began to visit the spa towns (such as Bath in England and Baden - Baden in Germa-
ny) and seaside resorts in England (such as Scarborough, Margate and Brighton).

In the 19th and 20th centuries, the social and technological changes have had
an immense impact on tourism. Great advances in science and technology made pos-

sible the invention of rapid, safe and relatively cheap forms of transport: the railways

were invented in the 19th century and the passenger aircraft in the 20th century.
Translate quickly: nyremecTBoBaTh C He3alaMsITHBIX BPEMEH, NPEPHIBATH

MOHOTOHHOCTD XKM3HH , CO3JaBaTb OCHOBY JIs1 pa3BUTHUA MAaCCOBOI'0 Typru3Ma, NMCTb
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OrPOMHOE BIIMSHHE HA Pa3BUTUE TypU3Ma, OBICTPBIA POCT OJAaroCOCTOSIHUS, IPOrpece
HaYKH U TEXHOJIOTHH.

HpOﬂHaHH3prﬁTe NPpUEMJIEMBIC U HENIPUEMJIEMbBIC NTIEPEBOAICCKHUE PCIIICHUSI.

Text 4. Increase in Demand for Tourism

1. Translate the verbs and give their derivatives: move, explain, exist, allocate,
develop, access, sustain, flourish.

2. Give their synonyms.

3. Give Russian equivalents to the following adjectives: dramatic, major, signifi-
cant, difficult, affordable, general.

4. Give their synonyms and antonyms.

5. Give Russian equivalents to the underlined international words.

6. Translate into Russian the attributive word-combinations: the biggest virtue,
mass transportation, public and private stakeholders, general improvement, accessible
airports, significant contribution, short break, sophisticated tastes, disposable income,
leisure-oriented tourists.

7. Find geographical names and transcribe them. Give their Russian equivalents.
8. Translate the text in writing paying attention to the style of translation.

“I travel not to go anywhere, but to go. I travel for travel's sake. The great af-
fair is to move.”- Robert Louis Stevenson. The ability to move around from one place
to the other is the biggest virtue one can ever have.

A number of major factors can explain this dramatic increase in demand for
tourism: (1) the process of globalization; (2) the development of mass transportation
and motorization (and the parallel decrease in cost of transportation due to improve-
ments in technology); (3) the rhythm of increase of world GDP as well as the increase
of income to be allocated to travels; (4) the introduction of new ICT applications in
the work of public and private stakeholders in the tourism sector; (5) the general im-
provement of security and rights for tourists.

The developments in technology and transport infrastructure, such as jumbo

jets, low-cost airlines and more accessible airports have made many types of tourism
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more affordable. There have also been changes in lifestyle, for example some retire-
ment-age people sustain year round tourism. This is facilitated by internet sales of
tourist services.

Tourism is one of the most flourishing industries in the world, making a signif-
icant contribution to the world's GDP. Every year, millions of people from across the
globe travel miles and miles away from their homes, in order to see the distant lands
and experience their culture. The tourism industry exists in some form or the other in
every part of the world, and tourists are seen traveling to some of the seemingly most
inaccessible places. The tourism infrastructure has also developed to a great extent
over the years, thus, making it possible to reach and explore the difficult parts of the
world.

There has been a discernible upmarket trend in tourism over the last few dec-
ades, especially in Europe where international travel for short breaks is common-
place. Tourists have higher levels of disposable income and greater leisure time. They
are also better educated and have more sophisticated tastes.

Many leisure-oriented tourists travel to the tropics, both in the summer and
winter. Places of such nature often visited are: Bali in Indonesia, Colombia, Brazil,
Cuba, Ecuador, Grenada, the Dominican Republic, Malaysia, Mexico, the various
Polynesian tropical islands, Queensland in Australia, Thailand, Saint-Tropez and
Cannes in France, Florida, Hawaii and Puerto Rico, in the United States, , Barbados,
Trinidad and Tobago, Jamaica ,St. Martin's Island in Bangladesh, Saint Kitts and Ne-
vis, The Bahamas, Antigua and Barbuda, Caicos Islands and Bermuda.

Europe is ahead of other continents in development of travel industry with
nearly 49 % market share. America is on second with 26 % and Asia with 17 %
crowd reached at third position.

Translate quickly: cHr)XeHHUE CTOMMOCTH TPAHCIIOPTHBIX YCIYT, YBEIUYECHUE
mupoBoro BBII, yBenmnuenne noXom0B OT TYpPHUCTHYECKOTO CEKTOpA, MEXKAYHAPO.-
HBIM TypHU3M CTall 3aMETHBIM COBPEMEHHBIM HAIpaBJICHUEM, B MOCJIEIHHUE JECATUIIC-
TUS KPAaTKOBPEMEHHBIC MYTEIIESCTBUS CTAIM OOIICTIPHHITHIMUA, TYPUCTHI ceidac 00-

jee 00pa3oBaHHBIC M HCKYIIEHHBIE C 00J1€€ BRICOKIMH JT0XOIaMHU.
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IIpoanaau3upyiiTe npuemiieMble U HellpueMJieMble IepeBoIYecKre peleHus.

Text 5. Domestic Tourism

1.Translate the verbs and give their derivatives: involve, entertain, accommodate,
arrange, motivate, protect, represent, concentrate, inspire.

2. Give their synonyms and antonyms.

3. Give Russian equivalents to the following adjectives: prominent, possible, wide,
main, frequent, different, modest, strong, stable.

4. Give their synonyms and antonyms.

5. Give Russian equivalents to the underlined international words.

6. Translate into Russian: resident visitors, consumer-protection rights, sedentary
manner, nomadic manner, distant destinations, price-quality ratio.

7. Translate the text in writing paying attention to the style of translation.

A domestic holiday or staycation (in British English) is a holiday (vacation)
spent in the same country.

Also called internal tourism domestic tourism involves staying in your own
country but visiting a different city in which you do not live in. It may be due to mo-
tivation by the natural urge for new experiences, adventure, education and entertain-
ment. It may also be inspired by social, cultural and business interests. Domestic
tourism refers to tourism of resident visitors who are within the economic territory of
their country. The arrangements for such tourism are made by domestic tour operator
who arranges for transport, sightseeing, accommodation and entertainment.

In contrast to international tourists, domestic tourists know the destination, its
language, its customs, its laws, its climate, its cultural context. This has at least two
consequences:

As a general rule, domestic tourists are more demanding, especially when it
comes to the quality of products, and also with regard to their consumer-protection

rights.
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Out of the four main motivations of tourists (discovery, encountering others,
experiencing something unique, resting) the last two are certainly more prominent
among domestic tourists.

They seek a very wide diversity of types of destinations and tourism activities,
in other words, the range of product offerings should be as broad as possible.

At the same time, domestic tourism is practiced more in a sedentary (staying in
the same place) than a nomadic manner, the latter being more suited for more distant
destinations.

Domestic destinations are nearer.

Visits are more frequent and there are more repeat stays, notably with family
and especially in the rural region of provenance of many urban residents.

As the destination is nearer, the cost of trips is lower.

Domestic travelers seek the best price-quality ratio, or often the lowest possible
price, in all segments of the tourism value chain: accommodation, food services, tour-
ism activities, shopping, etc.

Certain social categories are much more highly represented in domestic tour-
ism than in international tourism: families, children and teenagers, seniors, disabled
persons, households with modest but stable incomes.

This social diversity gives rise to a large diversity in the demand, in terms of
accommodation and tourism products as well as activities and destinations.

DT is less geographically concentrated and is relatively better distributed
throughout the national territory, with a strong presence in the region of provenance
of families.

Translate quickly: ectecTBeHHOE K€laHWE HOBBIX NMPUKJIIOUYECHHM, ITEpEKUBaA-
HUUW U pa3BICYCHUI, BHYTPEHHUI TypHUCT HauOoJee TpedoBaTelieH K Ka4eCTBY TypH-
CTHYECKHUX YCIYT, YacThle W TOBTOPHBIC NIPEOBIBAHMS TOPOKAaH B CEIHCKOW MECTHO-
CTH, COIIMaJIbHOE pa3HooOpa3ue MOpOKIaeT pasHooOpa3ue crpoca, BHYTPEHHHUH Ty-
pu3M Haubosiee paBHOMEPHO paclpeiesi€H MO CTpaHe.

Hpoanannsnpyifne NMPpUEMJIEMBIC U HENIPUEMJIIEMbBIC NTIEPEBOAICCKHUE PCIIICHUSI.
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Text 6. International Tourism

1. Translate the verbs and give their derivatives: understand, justify, communi-
cate, promote, improve, attract.

2. Give their synonyms and antonyms.

3. Give Russian equivalents to the following adjectives: mutual, harmful, attaina-
ble, special, attractive.

4. Give their synonyms and antonyms.

5. Give Russian equivalents to the underlined international words.

6. Translate into Russian: cultural conflicts, host culture, local people, special cus-
toms, mutual understanding, communication breakdown, total world employment,
new tourist destinations, far-flung corners.

7. Translate the text in writing paying attention to the style of translation.

International tourism which becomes increasingly popular is considered both
vitally important for a better mutual understanding between nations and harmful in
that it creates cultural conflicts.

On the one hand, it is justified that global tourism promotes and encourages a
better understanding between people from different cultures. As a saying goes, travel
broadens the mind, tourists to a country can learn much about the host culture, and
local people. Unlike cultural knowledge attained from books, experience in the real
contexts is much more vivid and all-sided. More importantly, a visit strengthens the
two-way communication between visitors and local people, which broadens the mind
of not only travelers but also the host. As a result, a better mutual understanding be-
tween them is attainable.

Responding to the tourism advocates, some people argue that international
tourism, on the other hand, leads to conflicts. As a matter of fact, tourism is some-
times simply considered a means of entertainment, not a form of education. Thus,
tourists may pack their luggage without an intention of opening their mind, but for
relaxation only. In fact, many tourists and local people are not ready for cultural

communication because they lack certain knowledge such as special customs in other
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cultures, languages, etc. Therefore, they are likely to misunderstand each other and
experience communication breakdown which may lead to cultural conflicts.
Moreover, a short visit to other countries is not enough for a better mutual un-

derstanding. On the contrary, it is more likely that culture shock occurs. Global tour-

ism fosters an understanding of different cultures. This helps to promote peace among
nations and peoples. It can also improve the economy of poor countries which in turn
raises the living standards of their people.

The tourism industry provides 8% of total world employment. Rising affluence
in many countries is one major contributing factor for this development.

Also, people are tired of seeing the same old places and this has led to the pro-

motion of new tourist destinations in far-flung corners of the globe. Eager to get their
hands on a chunk of the tourism pie, many countries are going all out to promote
themselves and attract tourists. Travel and tour operators now offer attractive and
economical packages.
Translate quickly: MmexayHapoIHbIN TYypU3M CTajl 3HAYUTEIBHO MOMYJISIPHBIM, MEX-
JTYHAPOAHBIA TYPU3M CIIOCOOCTBYET B3aMMOIIOHMMAHHUIO W PaCHIMPSET KPyTro3op,
KPaTKOCPOYHOE MPEOBIBAHNE HEJOCTATOYHO ISl M3YUYEHUSI MECTHOU KYJIbTYpPHI, TY-
pU3M TPHUBOIUT K KOHQIMKTaM KyJbTyp, TYPUCTHUECKHE areHTCTBA MPEIararoT
IPUBJICKATEIHHBIC U YKOHOMUYHBIC TYPITaKETHI.

IIpoananu3zupyiiTe npuemJieMble U HellprueMJeMble NepeBOAYeCKNEe pelIeHus.

Text 7. Globalization and the Tourism Industry

1. Translate the verbs: rank, involve, encourage, facilitate, affect, enhance, provide.
2. Translate the derivatives paying attention to suffixes: economic, expression,
development, transportation, information, bookings, marketing, dramatically, signifi-
cantly, globally.

3. Give Russian equivalents to the following adjectives: worldwide, visible, cost-
effective, accessible.

4. Give Russian equivalents to the underlined international words.
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5. Translate into Russian: top five export industries, the world’s largest multina-
tional economic activities, hospitality and tourism industry, visible expression,
worldwide suppliers, multicultural nature, cultural environments, car bookings,
online reservation services, electronic funds transfer, travel intermediaries, technolo-
gy- and Internet-driven customer demand.

6. Define the style of translation.

7. Translate the text in writing paying attention to the style of translation.

Tourism is one of the world’s largest multinational economic activities; it ranks
among the top five export industries for 83% of countries. Tourism involves the
greatest flows of goods, services, and people on the surface of the earth, and it is,
therefore, the most visible expression of globalization.

Globalization makes the world seem smaller and encourages people's mobility
on a global scale.

Globalization has opened new opportunities for developments in tourism. It has
facilitated growth in tourism through developments in electronic technology, com-
munication and transportation.

It has affected worldwide suppliers and computerized information and reserva-
tion systems, which have become more flexible and cost-effective; decreased costs of
air travel; and offered easier access to destinations.

Globalization has enhanced the diversity experienced in the hospitality and
tourism industry because of its multicultural nature. Tourism involves the movement
of people from their usual surroundings to places of interest either within the country
or across international borders for leisure, business, fun or adventure. Hospitality, on
the other hand, involves providing services such as travel, accommodation and enter-
tainment to meet the needs of tourists. Hospitality and tourism aims at optimizing the
experience of tourists in cultural environments that differ from those of their home
countries or regions.

The rapid spread of information technology has improved the efficiency of the
industry’s operations as well as the quality of services provided to consumers. It has

also generated increased demand for new travel services, such as computerized hotel
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and car bookings, online reservation services, teleconferencing, video brochures,
smart cards, and electronic funds transfer.

The increasing use of the Internet in destination marketing, direct sales, and
bookings has given rise to electronic tourism markets.

The Internet has made travel products globally accessible at much lower costs.
As a result, customer demand has become more technology- and Internet-driven. The
impact of technology and the Internet has dramatically affected all operations of the
travel industry and significantly reduced the need for travel intermediaries.
Translate quickly: Typusm sBISIETCS MHOTOHAIMOHAIBHOW 3KOHOMWYECKOW Jes-
TEIBHOCTHIO, TIEPEIBUKCHHE JIIOJICH C IENBbI0 OTIbIXa, CIPOC Ha HOBBIC TYpHCTUYE-
CKHE yCIIyTH, CIIPOC Ha 0oJiee MMPOKOE MUCIOJIb30BaHUE BCEMUPHOW KOMITBIOTEPHOM
CETH, Ka4yeCTBO MPEIOCTaBISEMbIX MOTPEOUTENO YCIyT, 3HAUYUTEIHHO BIUSATH Ha
JeSITeIbHOCTh TYPUHYCTPHH.

IIpoanaam3upyiiTe npuemJieMble U HelpueMJieMble IepeBoIYecKre peleHus.

Text 8. Tourism Industry & IT

1.Translate the verbs and give their derivatives: personalize, adapt, reserve, differ,

track, provide.

2. Give Russian equivalents to the following adjectives: heterogeneous , intangible,

perishable, valuable, promt, efficient, enjoyable.

3. Give their synonyms.

4. Give Russian equivalents to the underlined international words.

5. Translate into Russian: heterogeneous industry, intangible and perishable service

industry, right business curve, hotel and resort management, hospitality business

management, service providers, employee work habits, tour packages, automated res-

ervation system, efficient service, enjoyable experience.

6. Define the style of translation.

7. Translate the text in writing paying attention to the style of translation.
Tourism Industry - a heterogeneous industry and consists of many components.

Intangible, perishable and international service industry is getting right business
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curve backed by information technology now days. Technology is a major trend in
hospitality changes.

Technology can be a valuable tool in resort management and hospitality busi-
ness management. Technological advances make it easier for management to track
the needs of customers, provide prompt, efficient service, take reservations, monitor
employee work habits, and reach new customers. If a customer has stayed at your fa-
cility before, they will expect you to have some knowledge of what they desire from
their stay. Even if it is their first time at your facility, they will expect a streamlined
check-in process, and a personalized welcome in their room. Something as simple as
their TV screen saying “welcome (guest’s name)” instead of “welcome, valued cus-
tomer” can make a big difference. By adapting to the latest technological trends, hos-

pitality professionals can keep up with the early innovators, and gain a considerable

advantage over those who fail to adapt.

The best example of information technology application in tourism is Auto-
mated reservation system for Railways & Airlines.

Tourist - a key consumer needs details on destinations, facilities, availabilities,
prices, geography and climate information.

Travel agents look information and details about tourist (consumer) trends in
the market, service providers, destinations, facilities, prices, tour packages and direct
contact with other branches.

Service providers need to know details of consumers, travel agents, competi-
tors and agencies.

Tourism offices search for trends in industry, size and nature of tourism flows,
policies and plans for development. In the end, modern technology, properly used,
makes hospitality a more enjoyable experience for both consumers and hotel and re-
sort management.

Translate quickly: yaoBieTBopsaTs TpeOOBaHHS KIMEHTOB, OKa3bIBaTh KBaJIU-
bupoBaHHBIE YCIYTH, OTCICKHUBATh U KOHTPOIUPOBATH pabOTy COTPYIHUKOB, XO-
pOIIIO HAaJAXCHHBIA TIPOIECC PETHUCTPAIMH, TPUCIIOCA0IMBATLCS K COBPEMEHHBIM

TEXHOJIOTHUSM, BHUMATEIIbHO U3y4YaTh TCHACHIINH B cepe Typu3Ma.
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IIpoanaau3upyiiTe npuemiieMble U HellpueMJieMble IepeBoIYecKre peleHus.

Text 9. Socio-cultural Impacts of Travel and Tourism

1.Translate the verbs and give their derivatives: interact, react, withdraw, sur-
round, occur.

2, Form antonyms with the help of negative prefixes: expected, desirable, person-
al, experienced, emotional, restricted, equal, symmetrical, wealthy, perceivable.

3. Give Russian equivalents to the word combinations:

far-reaching consequences, grave / serious consequences, inevitable consequences,
unforeseen consequences, to take / accept / bear / face / suffer the consequences.

4. Translate into Russian: socio-cultural impacts, principal consequence, culture
shock, environmental bubble, protective environment, package tourists, package hol-
iday, charter package holiday, alien culture.

5. Define the style of translation.

6. Translate the text in writing paying attention to the style of translation.

Socio-cultural impacts are the third principal consequence, along with econom-
ic and environmental ones, of large scale visitor arrivals at tourism destinations.
There are three sources of socio-cultural impacts at such places. These are tourists,
hosts, and their (i.e. tourist/host) interactions.

A basic factor in this relationship is that hosts gain economically (or usually in-
tend to) from their contact with visitors, but they may experience some unexpected
and sometimes undesirable socio-cultural consequences. At the same time, the visitor
is a stranger and therefore may be vulnerable to being cheated by the local people or
even robbed.

Tourists can have a variety of reactions to their travel experience. Some visi-
tors will be very aware that they are away from home, and as a result feel released
from their normal inhibitions against some forms of anti-social personal behaviour.

Other tourists may experience culture shock. This is the emotional reaction of
travelers when they go to places which are markedly different from what they are

used to - especially if there are language differences also. This can lead to tensions,
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emotional withdrawal, and sometimes actual positive dislike by visitors of some of
the places they visit.

At the same time, other visitors - especially those who are very experienced
travelers - may feel quite at home in their new surroundings. This is especially so if
there are few language, cultural or currency differences; or if these particular tourists
have visited the place before, and for long enough to feel at ease there.

The degree of impact may be affected by the traveler's reason for visiting. For
example, a business visitor will have a very different contact and effect on the place
he or she visits than a leisure tourist will have during a charter package holiday.

These differences in levels of impact occur because most of the time the busi-
ness person spends on his or her trip is likely to be restricted to the commercial sec-
tor. In contrast, many package tourists may spend much of their holiday within their
'environmental bubble' i.e. the protective environment that the hotel or resort pro-
vides. This offers them both a protection from the alien culture at the destination, and
also a temporary home there for these visitors to hide in. However, other more expe-
rienced travelers may do quite the opposite, instead using their hotel as not much
more than a place to sleep in.

Their contacts with host communities are predominantly brief and spontaneous,
asymmetrical (i.e. unequal and regarded differently by both host and visitors.)

The majority of these host/visitor contacts are commercial. Tourists are often
perceived to be both wealthy and coming from different backgrounds to their hosts.
Consequently, the hosts may be tempted to over-charge.

Translate quickly: ucnbITBIBaTH KYyJBTYPHBIM IIOK, MPUBOAUTH K SMOIMO-
HAJTPHOMY CPBIBY, YyBCTBOBATh ce0s1 CBOOOJHO, BPEMEHHBIN JOM, YTOOBI CKPBITHCS,
OTpaHUYCHHBbIC KOHTAaKTHl C MECTHBIM HACEJICHHEM, O0€CIeurBaTh 3alIUIIEHHYIO
cpeny.

IIpoanasm3upyiiTe npuemJieMble U HelpueMJieMble NepeBoIYecKre peleHus.

Text 10. Socio-cultural Costs of Travel and Tourism
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1. Translate the verbs and give their derivatives: disturb, entertain, create, resent,
inject, encourage, appreciate, interpret.
2. Give synonyms to the noun’ host’ and explain the difference.
3. Explain the meaning: 'junk art'
4. Give Russian equivalents to the underlined international words.
5. Give Russian equivalents to the following adjectives: acceptable, genuine, suffi-
cient, memorable.
6. Translate into Russian the attributive word-combinations: host country,
transport facilities, heritage protection, interpretation and management improve-
ments, stability level, amenities and services provision, host culture's alteration, host
community's culture, the tourists' idea.
7. Translate the text in writing paying attention to the style of translation.

A host culture's alteration and/or debasement, or a loss of cultural pride and
identity, as it tries to make itself more acceptable to its visitors.

An unacceptable rate and scale of cultural conflict and change, particularly

over the altering roles and positions in society of women and young people.

The adoption by local youth of new and foreign behaviours, dress, language,
and music fashions etc - which may be disturbing to some of the host community's
older generation.

The loss of the original level of social stability. The commercialisation of the

local culture to entertain visitors, instead of displaying it authentically because the
tourists may consider this to be dull.

A decline in traditional arts and crafts as folk art becomes 'airport' or 'junk art'
(i.e. those low quality mass-produced versions of traditional arts and crafts which are
often for sale at airports or hotel shops). Some of this art may be so non-authentic that
it has actually been manufactured overseas, rather than being made by local crafts-
men according to genuine traditional styles and designs. Yet it may often match the
tourists' idea of what would be an acceptable and memorable purchase (regardless of

whether it is historically or culturally correct).
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Tourists who are rich (or appear to be so) visiting poor areas, and so creating
envy and resentment, and a frequent lack among visitors of sufficient cross-cultural
knowledge and understanding of their host country or community's culture, including
its values, lifestyle, social rules, festivals, and language etc. Consequently, tourists
may say or do things which cause unintended offence to local people - though it is
quite possible for some aspects of the local culture to, in turn, be displeasing to some
visitors also (e.g. bull-fighting in Spain). Despite some problems, there are some ben-
efits of travel and tourism. These are:

A) social, i.e. the increased knowledge of the host culture by visitors; and
awareness of its history, festivals, music, arts, cuisine or cooking styles, religion and
language etc. This can lead to renewed cultural pride among the host community, im-
proved reputation and visibility of the host community to outsiders, and increased so-
cial contacts, produced by the arrival of outsiders, which can inject new ideas and
values into the host community.

B) to the host culture which survives because of tourists' interest in seeing tra-
ditional entertainments, arts, crafts and music performances.

C) the enriching role of visitors, which frequently leads to the provision of fa-
cilities, amenities and services which would not otherwise be available to the host
community (e.g. transport facilities), may encourage the teaching of the local lan-
guage to foreigners (and their learning of it), often boosts heritage protection, espe-
cially of ancient buildings, leading to increased appreciation of their architectural
value and improvements in their interpretation and management and can encourage
cultural interchange and international understanding.

Translate quickly: xo3siuH noMa, KyJbTypa NPUHUMAIOIIEH CTOPOHBI, 3HAHUE
UCTOPHUU CTPaHBI, CIIOCOOCTBOBATH N3YYCHUIO MECTHOTO SI3bIKA, COJICHCTBOBATH KYJIb-
TypHOMY B3aMMOOOMEHY, BO3POKIEHHOE TYBCTBO TOPIOCTH 33 CBOIO KYJIBTYPY.

IIpoanaam3upyiiTe npuemJieMble U HellpueMJieMble IepeBoIYecKre peleHus.
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Text 11. Tourism and Cultural Heritage

1. Translate the verbs and give their derivatives: encompass, embrace, trigger,
transmit, create.

2. Give Russian equivalents: indigenous identities, collective recreation, cultural
manifestations.

3. Use the appropriate way of translation: The Great Wall, Taj Mahal, Borobudur
Temple, Zhouko,

Where are these attractions located?

UNESCO — 310 a06peBuarypa uim akpoHUM?

3. Choose the style of translation and translate the text in writing.

It is a broad concept that “includes the natural as well as the cultural environ-
ment. It encompasses landscapes, historic places, sites and built environments, as
well as biodiversity, collections, past and continuing cultural practices, knowledge
and living experiences. It records and expresses the long processes of historic devel-
opment, forming the essence of diverse national, regional, indigenous and local iden-
tities and is an integral part of modern life. Tangible cultural heritage includes all
forms of physical construction such as architectures like temples and imperial tombs,
heritage sites etc. Examples are ranging from The Great Wall in China, Taj Mahal in
India and Borobudur Temple Compounds in Indonesia to Peking Man Site at Zhouko.
Intangible cultural heritage “might be defined as embracing all forms of traditional
and popular activities, i.e. collective works originating in a given community and
based on tradition. These creations are transmitted orally or by gesture, and are modi-
fied over a period of time through a process of collective recreation. They include
folklore, customs, languages, music, dance, rituals, festivities, traditional medicine
and pharmacopoeia, the culinary arts and all kinds of special skills related with the
material aspects of culture, such as tools and the habitat.” - United Nations Educa-
tional, Scientific and Cultural Organization (UNESCO).

Cultural tourism covers all types of cultural attractions, ranging from concrete

attractions such as museums and monuments, cultural performances to other cultural
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manifestations, such as the consumption of the way of life of certain cultures. Herit-
age tourism is anything from historical buildings to art works and beautiful scenery.

Paradoxically, cultural tourism is increasingly being recognized as an influen-
tial tourism activity which exerts considerably positive impacts on the cultural
awareness of the locals. The genuine admiration of local culture by tourists helps
trigger in the host country an increased appreciation of its own cultural heritage and
adds another dimension to the search for national identity. Tourism may in a sense
serve as a mechanism through which to prevent the disappearance of certain artistic
and cultural features. Tourists’ appreciation of local art, crafts, folklore, history, reli-
gion or language may create a desire among the local residents to renew their cultural
pride. Along the process, tourists can help the residents appreciate their own cultural
heritage and look for their national identity.

Make a back translation of the 1-st paragraph.

Text 12. Tourism and Environment
1.Translate and give synonyms and antonyms to the adjectives: adverse, inevita-
ble, compatible, accessible, acceptable, excessive.
2. Give Russian equivalents: natural environment, natural resources, natural habi-
tats, archaeological treasures, forest reserves, game reserves, scenic lands, scenic
views, adverse effect, economic return.
3. Translate the text in writing. Make all lexical and grammatical transfor-
mations.

One of the arguments in favour of tourism is that uncontrolled urbanization,
modernization and industrialization cause great damages to the natural environment.

Tourism can be seen as an alternative economic development which provides
the necessary motive and money for preserving the archaeological treasures and an-
cient monuments, and conserving the natural resources for the continued enjoyment
of both tourists and local residents.

Wildlife and forest reserves have been set up and scenic lands have been pre-

served partly due to their ability to attract tourists. For example, some east African
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countries such as Kenya and Tanzania have established large natural parks and game
reserves for wildlife as they know that wildlife is the most important tourist attraction
in East Africa. Without the economic return provided by tourism, these areas might
well be converted to agriculture, mining or other forms of industrial development
which cause great harm to the natural habitats.

It is often the environment itself that attracts tourists to a destination. An ex-
ample is the beautiful mountain scenery of Switzerland. Any tourist destination hop-
ing to attract tourists will try to improve its image by planting flowers, developing
well-designed tourist facilities such as attractively landscaped hotels.

Tourism also provides incentive for “cleaning up” the overall environment.
This can be done through control of air, water, and noise pollution, littering and other
environmental problems.

The natural environment rarely escapes damage when a large number of tour-
ists is found. The quality of water and air, the amount and species of vegetation and
wildlife are inevitably changed in one way or another.

Water pollution in rivers, lakes, and the sea may result from recreational and
tourist transportation. For example, oil spills from cruise boats in resort harbours, un-
treated sewage from kitchens and bathrooms of island resorts may cause adverse ef-
fect on the aquatic ecosystem and reduce the enjoyment of the tourists swimming
there.

Air pollution from tourism development may result from excessive use of ve-
hicles (cars, buses, and motorcycles) by and for tourists at major tourist attraction ar-
eas that are accessible only or mainly by road.

Noise may be generated by a concentration of tourists, vehicles, aircraft and
motor boats. Sometimes certain types of tourist attractions such as amusement parks,
car or motorcycle races may generate noise that is unacceptable and irritating.

Visual pollution may result from several sources: poorly designed buildings,
e.g. hotels that are not compatible with local architectural style or environment, use
of large and ugly advertising signs, overhead utility (electricity and telephone) lines

and poles, buildings obstructing scenic views,
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Littering is a common problem in tourist areas. It is due to a large number of
people using one area and the kind of activity they engage, like picnicking.

Overuse or misuse of environmentally fragile archaeological and historic sites
may cause damage to these features through excessive wear, increased humidity, vi-

bration, vandalism, graffiti writing.

Text 13. Challenges for the Tourism and Hospitality Industry
1. Translate the verbs and give their synonyms: utilize, ignore, threaten, require,
flourish.
2. Give Russian equivalents to the underlined international words.
3. Translate into Russian: competitive advantage, company’s profitability, compa-
ny’s competitiveness, culturally diverse workforce, peoples’ cultural orientation, cul-
tural human resources management, different cultural backgrounds, a culturally di-
verse pool.
4. Translate the text in writing paying attention to the style of translation.

A truly multinational organization is one that is able to utilize cultural diversity
as its competitive advantage. Cultural diversity derives from human resources of dif-
ferent backgrounds, with different values and expectations.

The challenge is to respond to the demographic trends in the workforce, under-

stand the cultural background of human diversity, and effectively utilize it to drive
the company’s profitability and competitiveness. Unfortunately, not many companies
think about cultural differences as a source of competitive advantage. They utilize di-
versity mostly by integrating women and people of different ages into the workforce.
Cultural diversity and the skills of multicultural and multiethnic groups are often ig-
nored. Cultural diversity cannot be ignored. Tourism and hospitality companies that
operate in an international environment need to learn about their culturally diverse
workforce and how to manage it. The effective management of culturally different
people is of critical importance for the success of the tourism industry. Tourism man-
agers must pay more attention to cultural human resources management. Cultural di-

versity and differences in peoples’ cultural orientation impact people’s attitudes to
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innovation and learning, acceptance of failure, functioning in teams, communication
style, acceptance and use of technology , work and leisure ethics.

The tourism and hospitality industries have to adapt to the multicultural envi-
ronment of its workforce; otherwise the relationships between customers and em-
ployees may be threatened. Culturally different markets will be the future of the tour-
ism and hospitality industry. Most of the tourists will be international tourists from
different cultural backgrounds who are not always fluent in English. In particular,
there will be an increasing number of travelers from Eastern Europe and Asia. Since
these travelers represent a culturally diverse pool of potential customers, a cultural
approach to marketing and providing services will be required. Cultural competence
will be the key term for the future success of the tourism industry. If the industry is to
flourish in the future, the managers of tourism’s multinational companies need to be
flexible and adapt to the growing number of people from culturally diverse groups.

Translate quickly: xoHKypeHTHOE MpenMyIIECTBO, PPEKTUBHO HCIIOIB30-
BaTh YEJIOBEUECKOE pazHooOpa3ue, MaHepa OOIICHHs, HEOOXOIUM KYJIbTYPHBIM MOJ-
XOJl K MApKETUHTY, MPOIBETATh B OyAyIIEM, MPUCITOCOOUTHCS K MHOTOKYJIBTYPHOMY
OKPY>KEHHUIO.

IIpoananu3upyiite npuemJieMble U HeNPUeMJIeMble MePeBOAYeCKHE PellleHus .

Text 14. Roles of Government in the Development of Travel and Tourism
1. Translate the verbs. Give their synonyms and derivatives: devise, estimate, im-
pose, distribute, supervise.
2. Give Russian equivalents: potential demand, quality standards, currency re-
strictions, promotional work.
3. Translate the text in writing paying attention to the style of translation.
Governments devise policies and plans for development. These include the
generation of guidelines and objectives for the growth and management of tourism,
both in short and long term, and devising of strategies to achieve their objectives.
The planning of tourism requires research. This is to access the level of de-

mand or potential demand to the region, as well as to estimate the resources required
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to cater for that demand, and how these are best distributed. Planning implies the
provision of training through hotel, catering and tourism schools. The planning and
facilitating function of the government may be delegated to the National Tourism Of-
fice of that country.

The government plays an important part in controlling and supervising tourism.
This is necessary to prevent undesirable growth, to maintain quality standards, to help
match supply and demand and to protect tourists against industrial malpractice of
failure.

Refusal or granting of planning permission is an obvious example of the exer-
cise of control over tourism development.

Government sometimes exercise control over tourism flows for economic rea-
sons. Government may protect their balance of payments by imposing currency re-
strictions or banning the export of local currency in an attempt to reduce the number
of local tourists traveling abroad.

Supervision and control is also exercised over the various sectors of the tour-
ism industry. The need to ensure passenger safety has led not to licensing of airlines
and other forms of public transport, but also of tour operators and travel agencies.

Perhaps the most common form of government supervision of the tourism in-
dustry in all countries is in the hotel industry, where compulsory registration and
grading is imposed in many countries.

Some governments own parks, airlines and airports, galleries, museums, histor-
ic sites, streets and highways railways, buses, harbors and ferries, subways, hotels,
resorts, swimming pools, golf course, and even liquor stores, so as to facilitate the
development of the tourism industry.

Government produces and distributes maps, charts, and tourism literature; op-
erate information centers; advertise, organize sales promotion and public relations ac-
tivities directed at home and overseas markets.

Government attempts to increase tourism growth by effective marketing, con-
centrating their publicity on less popular attraction or geographical regions and doing

more promotional work.
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Translate quickly: BBoAHTh HOBBIE OrpaHUYEHHMs], BbIpAOATHIBATH OCHOBHBIE
HAIIPaBJICHUS U ONPEIENATh LIENH, PEJOTBPAILATh HEXKEJATEIbHbIM POCT TypU3Ma,
OPUBOJIUTH B COOTBETCTBUE CIPOC U MPEJI0KEHUE, BBOJUTH 00s3aTEIIbHYIO PEruCT-
paLnIo, OCYLIECTBIIATh KOHTPOJIb TYPUCTUYECKUX ITOTOKOB.

IIpoananu3upyiite npuemJieMble U HelPUeMJieMble MePeBOAYeCKHe PellleHus .

Text 15. Travel Motivations.

1. Explain the difference: historic, historical.

2. Translate the verbs and give their synonyms: participate, motivate, attract.

3. Translate into Russian: historic relics, historic sites, historic attractions, physical
fitness, visual appeal.

4. Find the sentences with the pronoun ‘one’, identify its functions and translate.
5. Transcribe the geographical names: India, China, Belgium, Saudi Arabia, Israel,
Egypt, Greece, Jerusalem, Stonehenge, Parthenon

6. Translate the text in writing paying attention to the style of translation.

“I travel not to go anywhere, but to go. I travel for travel's sake. The great af-
fair is to move.”- Robert Louis Stevenson. The ability to move around from one place
to the other is the biggest virtue one can ever have.

A travel motivation is the psychological need of a person to participate in trav-
el activities, and this kind of need will directly promote the travel motivation; if you
have a motivation, a travel action will result. However, in real life, the process from
the formation of a travel motivation to the occurrence of an actual travel action is a
complex one.

During this process, when people have a need to travel, they must also have
corresponding individual factors and external environmental conditions, such as
physical fitness, financial status, weather and transport, etc. Otherwise, this kind of
need can only remain a wish, and no travel motivation or action will arise. Travel mo-
tivations are a form of individual psychological activity, and are inevitably influenced
by various aspects such as individual interests, hobbies, profession, attitude to life,

understanding of the surrounding environment and level of education. People have
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always been interested in their past, so historic monuments, buildings, and places
have become important tourist attractions. Historic attractions include historic relics,
sites, history museums and buildings. All of these have special significance in rela-
tion to historical events or people.

Everyone has their own idea of the world's top travel destinations. Maybe it's
somewhere that's special just to you, like where you when for your honeymoon, or
somewhere you've always dreamed of going. Some destinations, however, belong on
anyone's list of top travel destinations, for their beauty, their beaches, and/or their his-
tory. Tourists may be attracted by the age of ancient relics of their own cultural ori-
gins. For example, Americans visit Europe in order to see the cities and buildings
where their ancestors lived. Likewise, Hong Kong and overseas Chinese travel to the
mainland of China to look for their roots and to experience the culture of their own
country.

Tourists of different cultural backgrounds may enjoy visiting historic sites
purely for the appreciation of the beauty of the art and architecture, e.g. Taj Mahal in
India, Stonehenge in England, the Great Wall of China, the Parthenon, Athens,
Greece, the pyramids of Egypt, Historic center of Florence, British Museum in Unit-
ed Kingdom, the Louvre in Paris .

Visitors may be attracted to buildings and places for their historical/cultural
meaning rather than their visual appeal, e.g. Waterloo Battlefield in Belgium, Mecca
in Saudi Arabia and the holy city of Jerusalem in Israel.

Tourists are interested in how other people live, work and play. They are at-
tracted by the local/native dances, ceremonies and work skills.

Translate quickly: ncuxonoruueckass HoTpeOHOCTh B MyTEHIECTBUAX, CIOKHBIN
nporiecc GOPMHUPOBAHKSI MOTHBAIIUH, TYPUCTHI Pa3HOTO KYJILTYPHOTO YPOBHS, CTaTh
BKHOW TypUCTUYIECKON MPHUBIIEKATEIHHOCTHIO, UMETh 0CO00E 3HAUYEHHE OTHOCHTEIILHO
HCTOPUIECKUX COOBITHI, PUTATATEILHBIC IS TYPUCTOB JIPECBHUE PEITUKBUU.

IIpoananu3zupyiiTe npuemJieMble U HelprueMJeMble NepeBOAYECKEe PelleHusl
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Text 16. Social Factors that Influence Travel

1. Translate the verbs and give their synonyms: involve, enrich, heal, mend, reju-
venate.

2. Give Russian equivalents to the following attributive word-combinations:
tourist attractions, road transport facilities, transport development, travel behavior,
imitative travel behavior, travel experiences, travel awards, environment changes, ca-
tering and service standards, hospitality expectations.

3. Translate the adverbs: especially, relatively, voluntarily, extremely, wisely, con-
structively, subsequently.

4. Explain the difference: specially, especially.

5. Give the opposites: complexity, include, profitable, distant.

6. Translate the text in writing paying attention to the style of translation.

It is only when the economy of a country or region is developed that it will
have enough resources to improve and construct travel facilities, develop tourist at-
tractions and promote transport development. Road transport facilities, accommoda-
tion, catering, and service standards at a destination are important factors in the tour-
1sts’ choice of destination, and also affect their formation of travel motivations to a
large degree, especially for tourists with relatively high hospitality expectations.

Group or social pressure can also influence people’s travel motivations. For
example, travel activities organized by enterprises, or travel awards, etc. encourage
people to form their own travel motivations involuntarily, and travel activities subse-
quently take place.

Social surroundings can also influence people’s travel motivations. Col-
leagues’, friends’ and relatives’ travel behaviour and travel experiences can always
influence others, or lead to the formation of a comparative psychology, making peo-
ple form identical travel motivations, and leading to the formation of a kind of imita-
tive travel behaviour. Along with the diversification and complexity of people’s liv-
ing needs in modern society, travel motivations are becoming more varied and diver-
sified. Different tourists go travelling based on their own differing motivations, and

each travel activity allows them to acquire different experiences and knowledge.
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Travel is a complex social action, and tourists use travel to satisfy their own various
needs.

At the same time, under the influence of external environmental conditions,
motivations always change as the environment changes. Therefore, the same tourist’s
motivations for going on different trips will differ from each other. At the same time,
a lot of travel motivations do not just involve one motivation, but may include vari-
ous kinds of motivations.

"The world i1s a book and those who do not travel read only one page." ~ Au-
gustine of Hippolt.

Some people feel traveling is a sheer waste of time, energy and money. Some
also find traveling an extremely boring activity. Nevertheless, a good majority of
people across the world prefer traveling, rather than staying inside the confined spac-
es of their homes. They love to explore new places, meet new people, and see things
that they would not find in their homelands. It is this very popular attitude that has
made tourism, one of the most profitable, commercial sectors in the world.

People travel for various reasons. Some travel for work, others for fun, and
some for finding mental peace. Though every person may have his/her own reason to
g0 on a journey, it is essential to note that traveling, in itself, has some inherent ad-
vantages. For one, for some days getting away from everyday routine is a pleasant
change. It not only refreshes one's body, but also mind and soul. Traveling to a dis-
tant place and doing exciting things can rejuvenate a person, who then returns home,
ready to take on new and more difficult challenges in life and work. It makes a person
forget his worries, problems, frustrations, and fears, albeit for some time. It gives him
a chance to think wisely and constructively. Traveling also helps to heal; it can mend
a broken heart.

Translate quickly: npuo6petaTs ONBIT ¥ 3HaHUS, BIUIATH HA MOTHUBAIUIO TIe-
peEMEITeHUH, yIOBIETBOPSITh MOTPEOHOCTH B MYTEIIECTBUH, ITyCTasl TpaTa BPEMECHH U
cui1, cOexaTh OT OOBIZICHHOTO YKIIa/ia )KU3HHU, IPUHUMATh HOBBIE BBI30BBI )KH3HU, OC-
TaBaThCs B 3aMKHYTOM IIPOCTPAHCTBE, UMETh HEOTHEMIIEMOE TIPEUMYIIECTBO.

IIpoanaamn3upyiiTe npuemJieMble U HelpueMJieMble IepeBoIYecKre peleHus.
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Text 17. Common Travel Motivations

1. Translate the attributive word-combinations: hot springs recuperation areas,
theme based travel activities, family-based tour groups activities,

2. Use the semantic style of translation with the elements of over-literal rendering.
3. Make all lexical and grammatical transformations.

Common travel motivations could be summarized into the following types: 1.
Relaxation, health. People who have stressful or monotonous daily lives or work par-
ticipate in travel activities such as relaxing travel and recuperation holidays in order
to relax and loosen up, as well as keeping healthy and finding entertainment. For ex-
ample, natural scenery, historical monuments, parks, the seaside, hot springs recuper-
ation areas, etc., are all tourist choices for this type of travel motivation. 2. Explora-
tion, risk-taking. Travellers who are curious, knowledgeable and adventurous, such as
Himalayas climbing parties and North Pole explorers. 3. Spirit and the appreciation
of beauty. For travellers with this kind of motivation, their travel activities are mainly
directed at distinctive, beautiful things and phenomena in the natural world, as well as
to visiting museums, exhibition halls and famous tourist attractions, and participating
in various types of theme based travel activities, etc. 4. Social interaction. People all
go travelling to meet friends and relatives, to find their roots and search for their an-
cestors, and to get to know new friends, etc. Travelers in this category require that the
personal relationships they maintain in the course of their travels be friendly, cordial
and warm-hearted, and want to be cared for. 5. Religious faith. People who have a re-
ligious faith go travelling to participate in religious activities and take part in reli-
gious studies, and those who travel driven by religious faith motivations do so mainly
to satisfy their own spiritual needs. Religious travel is divided into two categories:
pilgrimages, and missionary work. 6. Business affairs and official matters. People go
travelling for various types of business and official activities, such as special trips to
buy goods or diversions to a certain place to go travelling; business trips to a certain
place to take part in academic observation, communicate, etc.; and travel activities

participated in by groups, government delegations and business associations, etc., that
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go to a certain place for discussions, etc. 7. Family responsibilities. Because they are
busy at work, people will normally neglect to take care of and look after their family
members and friends. For these people, they go travelling to satisfy a responsibility or
obligation to their parents, wife or children, or to relax and have fun with friends.
Therefore, every summer, the number of family-based tour groups will increase

greatly.

Text 18. Why Should We Travel?

1. Translate the verbs and give their synonyms: attain, gain, enrich, discover, oc-
cupy, renew, restore, mingle, enrich.

2. Translate into Russian: isolated places, lifelong memories, a tiny place, strong
one-to-one and family bonds.

3. Give Russian equivalents: it's bound to rain today, you are bound to have disa-
greements, a question is bound to arise.

4. Explain the meaning of the expressions: to live life to the fullest, to add spice to
life.

5. Translate the text in writing paying attention to the style of translation.

For many people, traveling is a way to attain knowledge, and perhaps, to find
answers to their questions. For this, many people prefer to go to faraway and isolated
places. For believers, it is a search for God and to gain higher knowledge; for others,
it is a search for inner peace. They might or might not find what they are looking for,
but such an experience certainly enriches their lives.

"Travel makes one modest. You see what a tiny place you occupy in the
world." ~ Gustave Flaubert

With people, their culture, thoughts and ideas also travel. When they go from
one place to the other, they are bound to meet people and share their thoughts and ex-
periences with them. This is where exchange of ideas takes place, and it definitely
broadens a person's outlook. It makes him/her think in a different way, from a differ-
ent perspective. When we speak of cultural influences and exchange, food is one of

the important factors. The food habits of people say a lot of things about them. It is
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very interesting to discover new and unknown ways and values; they really add spice
to life.

Traveling also creates lifelong memories. Whether a person travels solo or with
family and friends, the experience definitely gives him/her nice and exciting stories,
which he/she can share with people back home. A good long holiday with loved ones
enables him/her to spend some quality time with them, which in turn, helps to renew
and restore relationships and creates very strong one-to-one and family bonds. In fact,
traveling away from home and spending time with near and dear one(s) can give the
relationship an entirely new perspective and possibly, people may start understanding
each other in a better way.

Above all, traveling and getting away from our homes enables us to spend
some time with our own selves. It makes us more sensitive and more tolerant towards
others. It makes it easier for us to meet and mingle with different kinds of people, and
also teaches us to live life to the fullest.

Translate quickly: oTnpaBnsATbCcs B OTHanN€HHbIE U YEIUHEHHBIE MECTA, Je-
JUTHCS. MHEHUSMU U OTIBITOM, IIPUCTPACTHS B €7I¢ TOBOPAT O MHOTOM, OT ITyTEIIECT-
BUSI OCTAIOTCS BOCIIOMHHAHUS Ha BCIO KU3Hb, 3HAKOMHUTHLCS M OOIIATHCS C JTFOJBMH,
KPEMHUTh CEMEHHBIC Y3blI, TyTCIIECTBOBATh B OJMHOYKY HITU C IPY3bSIMH.

IIpoanaau3upyiiTe npuemJieMble U HelpueMJieMble IepeBoIYecKe peleHus.

Text 19. Tourists Flows

1. Translate the verbs and give their synonyms: represent, escape, stimulate, at-
tract.

2. Give Russian equivalents to the underlined international words.

3. Translate into Russian: spatial interaction, traveler-generating region, push fac-
tors, climatic conditions, holiday destination, intangible desires, socio-psychological
constructs, different costs of living, lower living cost.

4. Translate the text in writing paying attention to the style of translation.
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Tourist flows - a form of spatial interaction between two areas with the destina-
tion area containing a surplus of a commodity such as tourist attractions and the gen-
erating area having a deficit, or demand for that commodity.

Traveler-generating region represents the generating market for tourism and in
a sense provides the “push” to stimulate and motivate travel. Push factors are consid-
ered to be those socio-psychological constructs of the tourists and their environments
that predispose the individual to travel and help explain the desire to travel. Most of
the push factors are intangible desires of the individual travelers. Some of the psycho-
logical motivations are: rest and relaxation, escape, adventure, social interaction, sat-
1sfying needs, prestige, health and fitness.

Tourist flow will be strong if one place can provide the attractions (e.g. beach-
es, landscapes or historic resources) that the other place lacks.

There is a general trend of travel towards places of better (i.e. warmer, sunnier
or drier) climatic conditions. In order to enjoy their holiday, tourists must be physi-
cally comfortable with the climatic conditions of the holiday destination. First, they
must be comfortable irrespective of their activity, be it passive (e.g. sunbathing) or
very active (e.g. surfing, horse riding, snow skiing, etc.). Secondly, climate of the
holiday destination must be attractive. People tend to be more relaxed and cheerful
when it is sunny and clear than when the sky is overcast and gloomy.

Other things being equal, travel is more likely to occur between places with
stronger political (e.g. friendly relationships between countries, shared political sys-
tem), cultural (e.g. common language and religion) or business ties.

If 2 places have significantly different costs of living, tourist flow will be en-
couraged from the more expensive place to the place with lower living cost. Positive
attitude of the host community towards tourism may increase tourist flow.

IIpoananu3upyiiTe npuemyieMbie M HempueMJieMble NepeBoI4eCKHe pelleHMsl.

Text 20. Popular Destinations
1. Translate the verbs: explore, foster, embolden, venture, come down, catch on.

2. Give Russian equivalent: nothing venture, nothing have.
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3. Give Russian equivalents: economic advanced countries, poor countries, less de-
veloped countries, less explored parts of the world, a particular destination, off-
season tourism.

4. Translate the text paying attention to the style of translation.

For several decades, Western Europe has been a popular destination for inter-
national tourists. However, as tourists have got used to visiting Western Europe, they
become curious about the less explored parts of the world such as Eastern Europe, the
Asia-Pacific area and the less developed parts of the world including Africa. In gen-
eral, there appears to be a slow shift of tourist arrivals from the economic advanced
countries to the less developed ones. Airfares have also come down significantly. The
concept of off-season tourism has also caught on.

Long periods of political stability also emboldened people to venture out and
explore the world. Television, movies and other kinds of media fostered curiosity
about other parts of the world by showing attractive images of such places. Many
tourists are interested in experiencing a culture which differs from their own. There-
fore, the culture of a host population is an important factor of attracting tourists to a
particular destination.

Global tourism fosters an understanding of different cultures. This helps to
promote peace among nations and peoples. It can also improve the economy of poor
countries which in turn raises the living standards of their people.

Make a back translation.

Text 21. Major tourist destinations in the EU

1. Explain the meaning: sustainable tourism, biodiversity.

2. Translate the verbs: contribute to, create for, range from, be known for, pack in-
to, sprinkle with, straddle.

3. Translate the adjectives and give their synonyms: charming, impressive,
mighty, extensive, glorious, fascinating, spectacular.

4. Give Russian equivalents: the world’s top ten destinations, employment growth,

economic growth, peripheral areas, reliable statistics, sustainable development policy

71



areas, industrial/ rural decline, turbulent history, hugely influential history and cul-
ture, an extensive coastline, travelers' itineraries.

5. Transcribe the geographical names. Estonia, Latvia, Lithuania, Belgium, Aus-
tria, Germany, Hungary, Liechtenstein, Poland, Slovakia, Slovenia, Switzerland, Ice-
land, Sweden

6. Translate the texts in writing paying attention to the style of translation.

The EU is a major tourist destination among the world’s top ten destinations
for holidaymakers, according to UNWTO data. Tourism has the potential to contrib-
ute towards employment and economic growth, as well as to the development in ru-
ral, peripheral or less-developed areas. These characteristics drive the demand for re-
liable and harmonized statistics within this field, as well as within the wider context
of regional policy and sustainable development policy areas.

Tourism can play a significant role in the development of European regions.
Infrastructure created for tourism purposes contributes to local development, while
jobs that are created or maintained can help counteract industrial or rural decline.
Sustainable tourism involves the preservation and enhancement of cultural and natu-
ral heritage, ranging from the arts to local gastronomy or the preservation of biodi-
versity.

Europe consists of a diverse set of countries that each have their own identity
and culture.

The Balkans have a rich, though often turbulent, history with wonderful nature,
charming multicultural towns, impressive monasteries and citadels dotting the
hillsides, mighty mountains sprinkled with a liberal dose of beautiful forests and
pleasant lakes.

Three fascinating Baltic states (Estonia, Latvia, Lithuania) have glorious
beaches along an extensive coastline, mediaeval old towns, and beautiful natural
scenery.

The Netherlands is known for its clogs, cheese, tulips and windmills, and for its
liberal attitudes and painters. Belgium is a multilingual country with beautiful historic

cities, bordering Luxembourg at the rolling hills of the Ardennes.

72



Britain is a diverse patchwork of native and immigrant cultures, possessing a
fascinating history and dynamic modern culture, both of which remain hugely influ-
ential in the wider world. Ireland has rolling landscapes and characteristic customs,
traditions and folklore.

Straddling east and west, Central Europe (Austria, Czech Republic, Germany,
Hungary, Liechtenstein, Poland, Slovakia, Slovenia, Switzerland) is the region where
Germanic culture meets Slavic culture. It is home to innumerable historic towns,
fairy-tale castles, beer, forests, unspoiled farmland, and plenty of mountain ranges,
including the mighty Alps and Carpathians.

The world's most popular tourist destination and geographically one of the
most diverse countries of Europe is France. Some of its tourist attractions include
Paris, the French Riviera, the Atlantic beaches, the winter sports resorts of the Alps,
the castles of the Loire Valley, Brittany and Normandy, and the rural landscape of the
Provence. The country is also known for its gastronomy (particularly wines and
cheeses), history, culture and fashion.

Rome, Florence, Venice and Pisa are on many travellers' itineraries, but these
are just a few of Italy's destinations. Italy has more history and culture packed into it
than many other countries combined.

Nordic countries (Denmark, Norway, Finland, Iceland, Sweden) have spectacu-
lar scenery of mountains,lakes, glaciers, geysers, waterfalls and volcanoes.

Make a back translation.

Text 22. Tourist Attractions

1. Translate the verbs and give their synonyms: provide, pull, entice, categorize.

2. Translate the adjectives and give their synonyms: fascinating, important, effi-
cient, impressive.

3. Translate into Russian: beaches, bays, lagoons, islands, reefs, waterfalls, volca-
noes, hot springs, geysers, caves.

4. Give Russian equivalents: tourist resources, tourist facilities, attractions areas,

natural attractions, man-made attractions, various wildlife attractions, archeological
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sites, industrial sites, tourist generating areas, tourist receiving areas, special geologi-
cal formations, special natural phenomena.
5. Translate the text in writing paying attention to the style of translation.

People travel for pleasure, looking for tourist resources, facilities and events
that provide them with entertainment and interest. Any resources, facilities or events
that attract tourists to a particular place are called attractions areas.

An attraction is a destination that pulls or entices a person to it. In general,
tourist attractions can be categorized into two types: natural attractions and man-
made attractions.

Natural attractions: landscape, seaside, parks, mountains, flora, fauna, coasts,
islands.

Cultural attractions: historical sites, archeological sites, architecture, cuisine,
monuments, industrial sites, museums, concerts, theatre.

Popular attractions will grow into important tourist destinations. Services and
facilities such as hotels, restaurants and shops would gather around the attractions for
serving the tourists. Most of the world’s famous destinations are developed from the-
se major attractions.

From a geographical point of view, a tourist destination can be a resort, a city,
an area within a country, the whole country or a larger area of the globe. Therefore,
the development and maintenance of efficient transport is important in stimulating
tourist flows between tourist generating areas and tourist receiving areas.

Natural features and scenery are fascinating attractions for tourists. Mountains and
hills attract tourists for their fascinating natural features and the clear and fresh air;

Coastlines with beaches, bays, lagoons, islands and reefs attract tourists for
their beautiful scenery of sun, sand and sea; and activities such as surfing, swimming,
diving, fishing, etc. River systems with lakes and waterfalls attract tourists for their
beautiful scenery and activities such as swimming, canoeing, fishing, etc. Special
natural phenomena such as volcanoes, hot springs, geysers are important attractions.
Special geological formations such as karst (limestone) landscape with caves and

stalactites and stalagmites are impressive enough to be major attractions on their own.
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There are various wildlife attractions including animals in national parks, forests and
game parks/safari parks. In safari parks, tourists remain in their cars and drive
through, watching animals in their natural environment. They hunt animals with cam-
eras instead of guns.

Hunting of wildlife can be important to the tourism industry. In Kenya and oth-
er countries of South Africa, wildlife safaris are becoming more popular. Some rich
people are willing to pay high prices for shooting big game. Some countries in Africa
and some Eastern European countries such as Poland and Hungary offer expensive
hunting trips to western tourists.

Make a back translation.

Text 23. Travel products

1. Translate the verbs and give their synonyms: differentiate, influence, retain,
represent, regulate, consume, utilize.

2. Give Russian equivalents: service quality, quality standards, tourism consumers,
tourism providers, consumer behavior.

3. Translate the text in writing. Make all necessary lexical-grammatical trans-
formations.

Travel products include air passenger transport, rail transport, ferry transport,
accommodation services, catering services, meeting and tourist attraction activities,
etc. Travel products are a kind of service, and tourism consumers differentiate be-
tween travel products provided by different providers on the basis of their own feel-
ings about service quality when making their purchasing decisions. Therefore, tour-
ism providers must pay attention to consumers’ views on tourism services and im-
prove clients’ level of satisfaction.

Travel products are intangible. They are produced and consumed at the same
time. They can be differentiated from each other. Travel products are non-storable,
and mutually complementary. The ownership rights in them are non-transferable.
Each characteristic will influence consumer behaviour. Tourists can never see, hear,

taste or touch travel products before they buy them. This is because what they pur-
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chase are the experiences travel gives them, including taking the plane, staying in ho-
tels, visiting museums, enjoying drama performances, taking tourist boat trips, seeing
famous mountains and great rivers, having fun, and relaxing in clubs, etc.

After enjoying such services, tourists can only retain these experiences in their
memory, and have no way of acquiring physical ownership. Even where travel prod-
ucts require the use of tangible purchases to complete the service process, such as for
food and beverages, they do not in any sense represent the ultimate goal of tourists
who buy travel products. Tourists hope to achieve intangible goals such as happiness,
excitement, relaxation, etc., through their travel experiences.

When organizations in the tourism industry provide services to tourists, this is
the exact moment that tourists consume such services, and the two cannot be separat-
ed in terms of time. For example, when an airplane is in flight, the passengers are
consuming flight services at the same time; when a hotel sells a hotel room to a guest
for the night, the guest utilizes the hotel’s room service at the same time.

The elements that make up travel products and their quality standards are diffi-
cult to control in a unified manner. This is because the core of travel products is to
serve people, even when a tourism enterprise can clearly regulate behavioural stand-
ards. Service situation, the work experiences, personal characteristics and work atti-
tudes of staff will all be different. Because of this, services provided by different ser-

vice staff in the same environment can never be completely the same.

Text 24. Advertising

1. Give the derivatives of the verb: advertise

2. Give Russian equivalents to the following attributive word-combinations:

marketing communications, tourist enterprises, tourism services company, large-scale

marketing, tourism revenue growth.

3. Give Russian equivalents to the underlined international words.

4. Translate the text in writing using the functional method of translation.
Advertising, like any other form of marketing communications, played an im-

portant role in implementing the strategy of tourist firm. It has a socio-cultural and
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psychological impact on society. Advertising gives the consumer the knowledge, ex-
perience, increase satisfaction of the purchase. Through advertising tourist enterprises
adopt new markets. As a means of competition advertising helps to improve the qual-
ity of tourist service.

Advertising can increase sales. Large-scale marketing of tourism services com-
pany provides tourism revenue growth.

Depending on the object of advertising you can talk about the commercial and
prestigious advertising. The main task of commercial advertising is the formation of
stimulating demand for tourist products, informing consumers about the merits of the
product. The prestigious advertising is focused on the possibilities of the enterprise in
the area.

Communication in tourism is defined as specific advertisements.

It is not personally identifiable. The communication signal is sent to the pro-
spective client through an intermediary (media, brochures, catalogs, posters, etc.).

As the world practice, tourism is one of the largest advertisers. Experience of for-
eign tourist companies shows that about 5-6% of revenues generated from their activities
are spent on advertising. Creating advertising is creating an image of the tourist product.
As in other consumer goods and services, the fashion for hiking trips and tours are con-
stantly changing. It is therefore necessary to study the needs of the target audience and
attract the attention of potential consumers. In this connection, mention must be made of
such an important element in tourism advertising, as a slogan.

Make a back translation.

Text 25. International Tourism Advertising

1. Explain the difference: to advertise, advertising, advertisement.

2. Translate the verbs and give their synonyms: convey, subject, boost, distribute.
3. Give Russian equivalents to the underlined international words.

4. Give Russian equivalents to the following attributive word-combinations:

tourism-related marketing, private and public entity, government-owned private sec-
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tor enterprises, target audience, product quality, internationally encouraged industry,
general public's expenditures, hotel chains, cruise agencies.
5. Translate the adverbs: simply, directly, particularly, consistently, explicitly, in-
creasingly.
6. Translate the text in writing using the semantic method of translation.
International Tourism Advertising is tourism-related marketing on the part of a
private or public entity directed towards audiences abroad, and might target potential
travelers and non-travelers alike. Wholly private firms such as travel agencies, hotel
chains, cruise agencies, non-governmental organizations (NGOs) often run their own
advertising campaigns to market their existence, mission, or services and/or goods
offered to the consumer, and these advertisements seldom carry intentional political
messages. On the other hand, advertising distributed by governments themselves,
such as through tourism ministries or government-owned private sector enterprises, 1s
sometimes intended to convey more than simply the value of the product, service, or
experience; governments can use tourism ads as a channel for communicating direct-
ly to the public of other countries because tourism is a common and internationally
encouraged industry and the advertising of it is subject to minimal content regulation.
As the global travel market continues to expand with yearly increasing flights
among international destinations, advertising efforts in this market are also increas-
ing. Advertising campaigns to promote travel to destinations abroad are particularly
prevalent in western countries where the general public's expenditures on tourism
tend to be consistently high, even in light of the economic recession. Many advertis-
ers share the intended goal of increasing their own revenue by popularizing their ser-
vice (e.g., airline or hotel chain) or destination to boost receipts from travelers; how-
ever, some travel campaigns have additional purposes, such as promoting good public
sentiments or improving existing ones towards them among the target audience.
Sometimes, states may use the branding of a product or service, itself, as a means of
conveying a specific message without explicitly stating the message. A great degree
of ads promoting foreign countries are produced and distributed by the tourism minis-

tries of those countries, so these ads often serve as vehicles for political statements .
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Advertising in the tourism industry can be somewhat different to advertising in
other industries. For example, in relation to a holiday the customer is being sold an
intangible product they can't see or touch before they buy. Often customers will pay
for products before experiencing them.

The battle for the tourism dollar is increasingly competitive. The modern tour-
ist is adventurous and seeks an experience with a high degree of participation. Given
these factors, and the wide choice of tourism product available, customers have high
expectations of product quality and value for money.

Creative ad campaigns like ‘Incredible India’ and ‘Truly Malaysia’ have also
done their bit to boost global tourism.

Translate quickly: mapkeTtuHr B cdepe Typusma, MPOBOIUTH PEKIAMHYIO
KaMIIaHUI0, (hOPMUPOBATH MOJOKHUTEIbHOE OOIIECTBEHHOE MHEHHE, ObITh OCOOEHHO
pacipocTpaHEHHBIM B 3alagHBIX CTPaHAX , SKOHOMHYECKHUU CIajl, HEOBEIIEeCTBIEH-
HBINA IPOAYKT, N300peTaTh HOBBIE CIIOCOOBI MIPOIBUKECHHSL.

IIpoananu3zupyiiTe npuemiieMble U HellprueMJeMble NepeBOAYeCKNe pelIeHus.

Text 26. Travel Publications

1. Give Russian equivalents: travel publication, travel information, travel maga-
zines, magazine publishers, travel-related industry, travel intermediaries, seasonal
updates.

2. Translate the text in writing using the semantic method of translation.

Travel publication is one of the booming travel-related industries nowadays.
Tourists can obtain a wide range of travel information from various forms of publica-
tions.

To help readers get better prepared for travelling to an overseas country or des-
tination, such guide books often contain basic information about the country or desti-
nation such as climate, geography, history, culture, religion and economy. Readers
are also briefed on the formalities and operational aspects of travelling such as visas,
customs, accommodation, transportation, tourist offices, postal services, and even

laundry service.
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Travel magazines show a similar variety of information and they can bring ma-
jor up-dated information to readers. Many large operators and companies in the tour-
ism industry and the consumer goods industry make use of these magazines to adver-
tise their products and services. The advantage goes both to tourists, who can get in
touch with the latest products and services and plan their trips accordingly, and to the
operators, who can promote their seasonal products and services to the prospective
consumers.

Hotels and airlines are among the major contributors of advertisement out of
which the magazine publishers can make profit. Travel magazines also have their
unique function of providing articles catering for specific travel needs and interests,
as well as giving seasonal updates on different aspects of travel.

Electronic publication is a rapidly growing industry. It provides a real-time
visual and audio base of information to computer users. Airlines, National Tourist
Offices (NTOs), major hotel groups and some well-established travel intermediaries
have already established their Internet websites to promote their products and ser-
vices. They have also built up a two-way communication with their prospective cus-
tomers. Tourists can obtain updated travel information from the Internet at a click of
the mouse.

Moreover, all NTOs publish reading materials for tourists, including leaflets,
brochures, magazines and CDs. Airline companies would also provide informative
and interesting magazines for the passengers. Large hotel group publishes magazines,

leaflets and brochures of nearby restaurants and attractions.

Text 27. Tourist Promotion
1. Translate the verbs: promote, report, manipulate.
2. Give Russian equivalents: public relations, tourist-connected public relations, the
print media, the broadcast media, the word of mouth, familiarization tour.
3. Translate the text paying attention to the style of translation.
There are two kinds of promotion- publicity and advertising. Publicity might be

well termed free advertising. It consists of stories placed in newspapers and maga-
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zines 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 fa-
cilities and amenities that are available.

Another kind of tourist-connected public relations comes under the heading of
familiarization. People in the industry, especially involved in sales-travel agents- are
frequently provided with free trips to tourist destinations. Most of the advertising is
directed toward the largest tourist-generating regions. Media, the plural of medium, is
the term that is used for the different means of spreading information in the form of
news and advertising. The print media (newspapers and magazines) and the broadcast
media (radio and television) are usually included in the term.

Perhaps the most effective kind of tourist promotion is the one that cannot be
manipulated by the industry. This is the word of mouth, what one person says to an-
other about his or her vacation. 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 of people. “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.

Translate quickly: npoaBueHne TYpUCTUUECKUX YCIIYT, CPEACTBA PEKIIAMBbI B
Typu3Me, pekiiaMa MoCcpeACTBOM MyOJIMKAIUN B MPECCE, METO JTUYHOTO O3HAKOMIIE-
HUS C PEKJIAMUPYEMBIMH MECTaMH OTJbIXa, OOIIECTBEHHBIE CBS3U B TypH3Me, Tepe-
nava nHQOpMAIUY TIPHU JIMYHOM OOIICHUH (« U3 YCT B YCTa»).

IIpoananu3upyiite npuemJieMble U HelPpUeMJieMble MePeBOAYeCKHE PellleHus .

Text 28. Slogan is an Important Element in Tourism Advertising
Translate the verbs and give their synonyms: highlight, merge, embody.

Give Russian equivalents: capacious phrase, advertising appeal, commonplace
phrases, consumer properties, reliable travel.

1.Translate the text in writing paying attention to the style of translation.
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Slogan is a short, but capacious phrase that attracts attention and is a kind of
motto of the company or the main idea that characterizes a particular service. Here
are examples of the most successful slogans used in tourist magazine advertising:
"Where quality is the tradition," "Your imagination - our embodiment", "Do not die
without seeing Paris," "A rest - not work!" The advantage of such headlines is that
even without the ability to use a lot of places on the strip or colorful pictures, they
can draw attention and highlight the advertising appeal of a mass of commonplace
phrases such as "Sunny Bulgaria" or "Let yourself the charm of Guadeloupe”. In ad-
dition, people read titles and slogans five times more than the main text.

If we consider the suggestions of many tourist destinations, you can find them
more monotonous: excursions include a stereotype of the objects shown, which leads
to lower demand. Thus, the image promoted through advertising goods, such as a
cruise, should reflect its consumer properties, to inspire confidence in the quality and
reliable travel. In this case, it is desirable that the announcement was seen interested
in a good organization of the tour party - a specific tourist company, which guaran-
tees compliance with commercial real state of affairs.

On the other hand, advertising must comply with all standards established by
the legislation. For example, in advertising exotic tours must be prescribed by all the
specific features of such a trip. Advertising should warn consumers about the fact that
there are certain limitations that are not all accessible and useful. Enterprises of tour-
1sm, which would exist on the market, have an informal task to sell "hospitality". This
complicates the problem of selling its services to potential customers and at the same
time increases the role of advertising, Public Relations and other forms of communi-
cation system.

To create an effective tourism advertising it is necessary to take into account
the specifics of the industry and merge into a single complex of several aspects of
such advertising. This kind of artistic form, embodies a particular tour or a service
and transferred by attracting such elements as a beautiful picture (in press) or com-
mercials (on television), and successfully submitted a complete and accurate infor-

mation, designed to attract specific target audience.
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Text 29. Country and City Tours

1. Explain in English: escort, savor, lodge, sophisticate.

2. Give Russian equivalents: travel programs, a themed travel program, escorted
multi-country motor-coach tours, single country escorted tours, hosted tours, pre-
arranged tours, self-drive tours, independent city stays, a leisurely pace, scenic routes.
3. Translate the text in writing paying attention to the style of translation.

Let I.T.S. Tours & Travel help you fulfill your dreams of adventure, excite-
ment and exploration of the new horizons around the world. Since its establishment
in 1975, the experts at [.T.S. Tours & Travel have arranged travel programs for thou-
sands of people just like you, who have been seeking fun, education and travel pro-
grams to unusual destinations at reasonable “Supersaver” prices, but at the same time
providing unsurpassed value for their travel money.

Choose from escorted multi-country motor-coach tours, single country escorted
tours, hosted tours, completely independent programs, hotels, musical and theater
performances, cultural events, festivals, religious tours, city sightseeing, rail tours,
among others.

From hundreds of destinations around the world, Europe is our forte. From the
glamour and sophistication of Paris to pastoral Switzerland and Germany’s charming
Romantic Road, discover Europe with a vast array of enchanting destinations, which
await your adventurous spirit.

Our European offerings include escorted tours that take you to major cities and
points of interest, as well as independent city stays that give you the flexibility to stay
as long as you like. Independent coach tours include lodging at first-class hotels in
several cities and the opportunity to explore on your own.

How about if we arrange a themed travel program such as, for example, “In the
footsteps of Mozart”, which would take music lovers to Prague, Vienna and Salzburg,

and would include exciting performances..
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If you wish to slowly savor each destination, choose city stays in top European
cities, such as Paris, Geneva, Rome, Amsterdam, Moscow, Vienna, Berlin, Prague
and more.

For those who prefer a leisurely pace with gourmet food and exciting visits to
small towns, we recommend our European river cruises and barges, where you can
savor the pleasures of the magnificent scenery passing by as you sip your martini or a
soft drink on the deck. Combine this with guided tours along the way and the luxury
of unpacking only once and having your hotel move with you, there is nothing more
relaxing than this!

Well, of course there are those among us who can’t leave their wheels behind..
So we recommend self-drive tours along some of the most scenic routes, staying at
charming hotels and inns, and enjoying the best hospitality of the locals along the
way. We have pre-arranged tours with a sign-posted map to guide you and pre-
booked hotels along the way, or we can arrange a totally custom itinerary just to your
specifications. We are the experts in doing just that!

And finally, just drop us a line and let us know what you want and we will do

our best to arrange this just for you!

Text 30. What is Hospitality?
1. Give synonyms to hospitality.
2. Explain in English what the word means: etymology.
3. Give Russian equivalents: provide with, derive from, stay at, refer to, date back
to, deal with, be hospitable to.
4. Translate the text in writing paying attention to the style of translation.
Hospitality is also known as the act of generously providing care and kindness
to whoever is in need.
For an in depth understanding of the term of hospitality, the starting point is the
etymology of the word itself. The word hospitality derives from the Latin "hospes",

which is formed from "hostis", which originally meant a 'stranger'.
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Hospitality is the relationship between a guest and a host. Todays, it refers to the
reception of people when they’re visiting friends and family or while they’re staying
at a hotel or eating in a restaurant. This includes the reception and entertainment of
guests, visitors, or strangers.

Hospitality frequently refers to the hospitality industry jobs for hotels, restau-
rants, casinos, catering, resorts, clubs and any other service position that deals with
tourists.

The modern concept of hospitality dates back to Classical Rome. People invit-
ed guests and family members into their homes, shared meals with them and cele-
brated with them. Religion also played a role since some religions required people be
hospitable to the homeless and provide them with a meal or a bed.

The commercial aspect of hospitality, like what’s found in restaurants, bars and
hotels, also originated during classical Rome.

Today, just as in ancient Rome, hospitality is a part of the tourism industry and
is a major part of the services provided in restaurants, hotels and by airlines. The goal
i1s to make the customer feel welcome, comfortable and satisfied. Hospitality and
tourism aims at optimizing the experience of tourists in cultural environments that
differ from those of their home countries or regions.

The tourism and hospitality industries have to adapt to the multicultural envi-
ronment of its workforce; otherwise the relationships between customers and em-
ployees may be threatened. Since travelers represent a culturally diverse pool of po-
tential customers, a cultural approach to marketing and providing services will be re-
quired. Cultural competence will be the key term for the future success of the tourism

industry.
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4.2. TekcTsl ISl TUCBMEHHOI0 NEepeBoia

C PYCCKOI0 A3bIKA HA AHTJIMHACKUM

Texts for Translation from Russian into English

Text 1.

JKenanue myTemecTBOBaTh, CTPEMIICHUE K MEPEMEHE MECT CUMTAETCS BPOXK-
JICHHBIM CBOWCTBOM desioBeka. llenmn myTtemecTBUsI MOTYT OBITH CaMbIMU Pa3HOO0-
pPa3HBIMU — JI€JIOBBIMH, TTO3HABATEILHBIMM, PAJAM MOUCKA MPUKITIOUCHUN, TOTYUYECHUS
CUJIBHBIX ONIYIICHUW, U1l OTABIXA, JJISl OTBICYEHUS] OT MOHOTOHHOCTH TOBCEIHEB-
HOM >KM3HH.

TypucTtckas moe3jika UMEET B CBOEH OCHOBE MOTHUBALIMIO, KOTOpAs SIBJISIETCS
OJIHUM M3 BOKHEUIIMX (PAKTOPOB MPUHSATHS PEUICHUS O MyTEIIECTBUU U BHIOOpA TY-
PHCTCKOTO MPOAYKTA U €T0 COCTaBHBIX 3JIEMEHTOB. MOTHBAIMS BEIOOPA TYPUCTCKOTO
nyTemecTBUs (BpeMsi, MPOJAOJKUTEIbHOCTh, HAMPABIICHUE, BUJ, 3aTPaThl, XapaKTep
NESATEeNIbHOCTH) — Ba)KHEUIAass XapaKTEPUCTHKA, BIUSIONIAsA HA MMOBEJICHUYECKUE UHU-
IIMAaTUBBI TYPHUCTA MPHU TJIAHUPOBAHUM UM OT/AbIXa, BEIOOpE, MPHUOOPETEHUH U COBEP-

HIEHUU Typa.

Text 2.

TypuUCTCKME MOTHBBI — Ba)KHEUIIIME COCTABHBIC 3JIEMEHTBI CUCTEMbI TYPHCT-
CKOM JesTeabHOCTH. MOTHUBBI YeOBEKa B ONMPENENIEHHON cTeneHn (OpMUPYIOT €ro
MOBE/ICHUE B KAUECTBE MOKYyMNaTesl U MOTPEeOUTENsI TOBAPOB U yCIYT, OCOOCHHO B TY-
pusMme. [loHMMaHne MOTHMBOB MOTEHUHUAIBHOTO TYPUCTa UMEET OTPOMHOE 3HAYEHHUE
pY IUIAHUPOBaHUH, GOPMHUPOBAHUU M OPraHU3AIMM TpOIEcca peaau3aluu TyPHUCT-
CKOr'0O MPOAYKTA. ITO AAET BO3MOKHOCTh MPOU3BOAUTH U MPELIAraTh HA PHIHOK TOT
TYPUCTCKHUI MPOAYKT, KOTOPHI B HAMOOJBIIEH CTETIEHH COOTBETCTBYET MOTpeOu-

TCJIIBCKHUM OXHIOAHUSAM.
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Typuctckre MOTHUBBI Kak ONPEEISIOMUNA KOMIOHEHT CIPOCAa JOJIKHBI OBITh
IIOJIO’KEHBI B OCHOBY JEATEIbHOCTU TYPUCTCKON (UPMBI C pacueToM, YTO MPOU3BO-

JUMBIN TYPUCTCKUN MPOIYKT CMOKET 00ecreurBaTh TYPUCTCKUI cripoc.

Text 3.

[{enn myTewmiecTBUS SIBIAIOTCS OCHOBOM MEPBOHAYAIBHOTO OTIIMYMUS TYyPHUCT-
CKMX MOTUBOB. Cpenu uenei myTellecTBUS MOXHO BBIICIUTH CIEAYIOUIUE: OTHbIX,
JIOCYT, Pa3BJICUYEHHUS, CIIOPT, JICUEHUE, TAJJOMHUYECTBO; AEIOBBIE LIEJIU, TOCTEBBIE 1IE-
mu. JIroau myTemecTBYIOT, YTOOBI CHSTh CTPECC, CMEHUTh OOCTaHOBKY M KIIMMAaTHYe-
CKHE€ YCJIOBHSI, CPABHUTh 4UYy>KOM 00pa3 »U3HHU CO CBOMM, YBHJIETh JOCTOIpUMEYa-
TEJIbHOCTHU U SIBJIICHUSI TPUPOJbI, KPACUBBIE BUbI U MEN3aKU, HALIMOHAJIBHBIE MApKH,
IIO3HAKOMUTBHCS C JOCTONPUMEYATEIBHOCTSIMUA PETUOHA, NOCTUXKEHUSIMUA KYJIbTYPHI,
HAayKH U TEXHHUKU (My3€H, rajiepeu, KyJbTOBBIE COOPYKEHUS, ApXUTEKTYypHbIC aH-
cam0JIi), TOCETUTh KapHABaJIbI, ()eCTUBAIIN, HAITMOHAIbHBIE TIPA3THUKA

[TomoXuTENbHBIA KOMIUIEKC TYPUCTCKHUX BIEYATICHUW CHOCOOEH OKa3bIBaTh

BJIUSHHUEC HA BBI60p TYPHUCTOM JAHHOI'O MECTA OTAbIXa B TCUCHUC MHOI'MX JICT.

Text 4.

BTO Belzenser BHEWIHHE (PAKTOPbI, KOTOPbIE AlOT HAIMPABIECHUE Pa3BUTHIO
TypusMa U GOPMHUPYIOT HAMIPABJIEHHOCTh TYPUCTCKUX MOTOKOB:

1) nemorpacduueckue 1 couuanbHble U3MEeHEeHHs. Bee Oomnbliee uncio nroaei
MPEANOYUTAIOT BBIACIATH BPEMsSI U IEHbI'M HA Ty TEIIECTBHE.

2) SKOHOMHYECKHE U (UHAHCOBBIE H3MEHEHHsS. DKOHOMHUYECKHE KPHU3HUCHI,
Benbliky Bupyca rpunna HIN1 u SARS — COVID 19 cka3anucek Ha pa3BUTHU Ty-
pU3Ma BO MHOTUX CTpaHax. DTO 0COOEHHO OTPa3UJIOCh HA TYPUCTCKOM MHIyCTPUU B
CTpaHax C TEIJIbIM KJIMMAaTOM, KOTOPbIE ObUIM OPUEHTHPOBAHBI Ha YJIOBJIETBOPEHUE
NOTPeOHOCTEM TYypUCTOB, UMEBILINX, HO HE HCIIOJIH30BABIINX BO3MOXKHOCTU OTIIpa-
BUTHCA B ITyTELIECTBUE;

3) cocTosiHME TPAaHCIOPTHOW MH(PPACTPYKTYPHI U CPEICTB UHPOPMALMOHHOTO

oOecrieuenusi. lcnonp3oBaHue 0oJiee COBEPIICHHBIX BHUJIOB TPAaHCIOPTA, CPEICTB
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nH(OPMAITMOHHOTO O0OecCIeueHus, a Takke o(GopmIIeHHE TypOB 4Yepe3 KOMITBIOTED
YIPOCTAT OPTaHU3AIMIO TTOE3/I0K U JIOCTABKY TYPUCTOB K MECTY TYPUCTCKOTO Ha3Ha-

YCHU.

Text 5.

MexayHapOIHBIN TYPU3M - 3TO MOE3IAKH JIUI C TYPUCTUYECKOU LIEIIBIO 3a Ipe-
JIeIbl CTPaHbl MOCTOSIHHOTO MpOXKBaHUs. [Ipyr 3TOM BBE3IHOU M BBIE3JHOU TYpPHU3M
OTJIMYAIOTCS HANPABICHUSIMU TYPUCTHUECKOrO MOTOKa DOpMHUpYS TYpUCTHUYECKHUE
MapIpyThl, GUPMBI MPEOAOTIEBAIOT MHOTO TpyaHOCTeH C OJHOW CTOPOHBI, ITO CBSI-
3aHO C CYIIECTBOBaHUEM OOJBIIOrO KOJIMYECTBa (POpMaIbHOCTEH, B YaCTHOCTH 00-
MEHa HAIIMOHAJbHBIX BAIIOT, TAMOXKEHHBIX, MOJIUTUYECKUX U YIKOHOMHYECKUX OTpa-
HUYCHUMU.

Typuctuueckue (popMaabHOCTH, CBS3aHHBIE C MEPECEYCHUEM TOCYIapCTBEH-
HBIX TPAHUI, SIBJISIFOTCS HEOTHEMJIEMOW YAaCThIO MEXIYHAPOJHOrO TypHU3Ma, €r0

IJIAaBHOW OCOOEHHOCTBIO.

Text 6.

DKCKYypCHOHHBIE Typbl 110 EBporne moyib3yroTcsi CIpOCOM MPAKTUYECKU B JIIO-
0oe Bpems roja. B mepByro ouepenb, KOHEYHO, 3TO aBTOOYCHBIC Typhl mo EBporme
(ObIBalOT KaKk HOYHBIE TEpee3/bl, TaK U HEOOJbINNE THEBHBIC WIH BEUYEepHUE). ITO
ONTUMAJILHO JJIs T€X, KTO HE JIIOOUT CaMOCTOATEIbHO 3aHUMATHCSI BLIOOPOM OTEJIEH,
U3YYCHUEM MapIIpyTOB, a BIIOJIHE MOXET TOJIOKHUTHCS Ha TIpeiokeHus Typdupm. B
nporpamMmax Typ@upM O4eHb MHOTO 3KCKYPCHi, MOCEHUIEHUI A0CTONpUMEYaTeIbHO-
CTeH, MaMSITHUKOB apXUTEKTYpPbl, My3€€B U HUHTEPECHBIX BHICTABOK. Typbl BHIXOIHOTO
JTHSI W ITTUTENbHBIC TIOE3/IKM — 3TO BCETJIa HOBBIE YMOIMU M OTIWYHBIA CIIOCOO OT-
BJICUBCS] OT MPUBBIYHOIO pacnucanus. [ TaBHOE MPEUMYIIECTBO aBTOOYCHBIX dKCKYP-
CHOHHBIX TYpOB — HEBBICOKAas CTOMMOCTb U IOCEIIEHHE HECKOJBKUX TOPOJIOB M
CTpaH. AKTHBHO IMyTEMIECTBYIOT TYPHCTHI JIFOOOTO BO3pacTa — OT Maja JI0 BEJMKa,
TypGUPMBI CTaparOTCsl YUYUTHIBATH MHTEPECH U TMOXKEJIaHUs CBOMX KJIUMEHTOB. Bo3-

MOKHOCTb COYCTAThb S3KCKYPCHUH C OTABIXOM HWJIM PAa3BJICUCHUAMU, AKTUBHBIMU BHUAA-
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MU CIIOPTa UIU KyJIbTYPHBIMU MEPOTPHUATUSIMU JIENAET SKCKYPCUOHHBIE aBTOOYCHBIE

Typbl o EBporne v Mupy NomyJsipHbIMUA U aKTyaJIbHbIMHU!

Text 7.

Typucr sBasieTcs noTpedUTENEM TYPUCTHUYECKOTO MPOAYKTA, KOTOPBIA Tpe-
CTaBJIIET COOOM COBOKYMHOCTh TYPUCTUUECKUX YCIYT, padOT U TOBAPOB, COCTOSIIIHI
MUHHMYM M3 JABYX WJIH 00Jiee €IMHUYHBIX UM MHOKECTBCHHBIX TYPHCTCKHUX YCIYT.
Typuctudeckue yCiyru — yCJIyru CyObeKTOB TYPUCTUUECKOU JEATeIbHOCTH OTHOCH-
TEIHHO pa3MENICHUS, MUTAaHUs, TPAHCIIOPTHOTO, HHPOPMAIMOHHO-PEKIAMHOTO 00-
CIIY>KUBAHUS, a TAKXKE YCIYTH YUPEKISHUN KyIbTypbl, CIIOPTa, ObITa, pa3BICUECHUN U
T.J., HAIIpaBJIEHHbIE HA YJIOBJIETBOPEHUE NMOTpeOHOCcTel TypucToB. Ho nsis Toro, 4ro-
OBl yaoBIeTBOpHUTH TyprcTa Ha 100% Hy»XHO MOIapuTh eMy He3aObIBacMbIC BIICUaT-
JICHUS W TIPUATHBIE BOCIIOMHUHAHHS OT Typa. ATTPaKIMU — CUCTEMa Pa3BJICUCHUN U
MEPOTIPUSATUN, HAMPABIECHHBIX HA TO, YTOOBI C(HOPMUPOBATH TMOJOKHUTEIHHOE BIIC-
YaTJCHHUE Yy TYPUCTA OT Typa. ATTPAKIIUM — 3TO TO, JJIsl UETO YEJIOBEK IMOKHIA€T CBOM
JIOM U OTHPABISETCS B TYPUCTHUECKYIO MOe3/Ky. OHU SIBISIOTCS Ba)KHBIM JJIEMEH-

TOM IIOJTHOLICHHOI'O OTAbIXA.

Text 8.

Cucrema pa3BieYeHUN UIPaeT PELIAIIYI0 POJib B ycHemHocTu Typa. O yem
OyZleT BCIIOMUHATh YEJIOBEK, MOCJIE TOTO, KaK BEPHETCS ¢ TYPUCTUUYECKOrO IyTelle-
ctBua? O ToM, Kakue 3aMeuaTebHbIC YCIOBHUS ObUTA BO BpeMs MEPEBO3KH? A, MO-
KET, OyIyT C yBJICUEHUEM OOCYX IaTh CO CBOMMHU JIPY3bsIMHU JETaJId 3aBTpaKa, KOTO-
pBIil UM MPHUIIIOCH MONPOOOBATH BO BpeMs myTtemiecTBusa? ManosepositHo. Ecnu ka-
YECTBEHHAS IMEPEBO3KA, MUTAHUE U PA3MELIEHUE — ITO JIUIIb NPEANOCHUIKA IS OT-
IIbIXa, TO TOTPEOJICHHE JOCTOIPUMEYATEIbHOCTEN U €CTh caM OT/AbIX. TypHUCTHI, KaK
MPaBWJIO, BCIIOMUHAIOT MPUSATHBIC BIICYATIICHUS, MOJYYEHHBIE BO BpEMs pa3Biicue-
Hui. OHU C yAOBOJILCTBUEM OYAYT JIETUTHCS YyBCTBAMH, IEPEKUTHIMUA BO BPEMSI TIO-
€3/IKH, PACCKa3bIBaTh O MOTPYKEHUU B TPOIUUECKOE MOPE, MOCEUIEHUN PEAKOr0 MY-

3C5 WK JOCTOIMPHUMCHYATCIIbHOCTH apXUTCKTYPHI.
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Text 9.

HapepHoe, HEBO3MOXKHO COCTaBUTh YHUBEPCAJIbHBIN NEpPEUYeHb Pa3BICUCHUM,
KOTOPBIA OyJIeT MACAIbHBIM ISl KaXJA0ro TypucTa. ONTHMaNbHBIN MOA00p pa3Bie-
YeHUW MOKET ObITh HAWJICH JIMIIb MPU y4eTe TakuxX (aKTOPOB KaK HAIIMOHAIBHOCTH
TYpUCTa, €r0 TPATUIIUU U 00bIYau, 00pa3 KU3HU U APYTHE. DKCKYPCUH, IPOTYJIKH IO
MECTHOCTH, MOCEIIEHUE MY3€eB, KapTUHHBIX rajiepeil, MaMsTHUKOB KYJbTYpbl, CO-
3epliaHue MPUPOAHBIX SIBJICHUN WM KUBOIMUCHBIX JIAHAIA(TOB, yUyacTHE B pa3Blie-
KaTeJIbHbIX COPEBHOBAHUSX WJIM UTPaxX, MOCEIICHUS KOHIEPTOB, CIIOPTUBHBIX MEPO-
NPUSATUMA, Mara3uHoOB, TUCKOTEK, UTPOBBIX YUPESKACHUN U JPYTUX Pa3BJICKATEIbHBIX
00BEKTOB - BOT HEMOJIHBIA MEPEUEHb OCTONMPUMEUATEILHOCTENH, KOTOPhIC Mpeiia-

TarTCs TYPUCTUYECKUMH OPraHU3aTOPaMH TyPUCTAM.

Text 10.

CrpemMuTenbHOE pa3BUTHE TYPUCTCKHUX MOTOKOB - OJHA U3 XAPAaKTEPHBIX 4ePT
Hamero BpemMeHu. HoBble TEHAEHIIMU B Typu3Me OOYCIOBJIEHBI PSAAOM (PaKTOpOB
SKOHOMMYECKOTO U COLMAJIBHOIO NOPS/IKA, a TAKKE U3MEHEHUSAMU B IICUXOJIOTHUU CO-
BPEMEHHOI'0 YEJIOBEKA, POCTE TEXHUYECKUX BO3MOKHOCTEW TPAHCIIOPTA, YBEIIMUECHUU
CBOOOJHOTO BPEMEHHU.

BceoOmieit TeHaeHnre B HanpaBiIeHUH TYPUCTCKUX MTOTOKOB SIBIISIETCS TO, YTO
OCHOBHBIE MEKIYHAPOIAHBIE TYPUCTCKHE MMOTOKH 3apOXKIAIOTCS B PA3BUTHIX CTPaHaX.
[ToToku yctpemisitorcs B ocHOBHOM B EBpony n CeBepHyto AMEpPHKY.

Azust, Abpuka u bimoxkauit u Cpeguauii BocTok moka urparot MeHee 3aMETHYHO
pOJIb, XOTS B MOCJIETHEE BPEMS 3T PErHMOHBI CTAHOBSTCS Bce 0OoJiee MPUBJIEKATEIb-
HbIM HaIlpaBJIICHUEM, MPUHHUMAS 3HAYUTEIBHOE YUCIO TypuUCTOB. OHU MOCTENEHHO
HapaIMBAIOT TEMIIbl POCTa, U MX JOJS B MEXIYHApOJIHOM TYPUCTCKOM OOMEHE, B

ICJIOM, YBCIIMYNBACTCA.
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Text 11.

B nHoBoMm rony Bam HaBepHsika OyZeT MHTEPECHO OomKpbulmb ISl ce0sl Kakue-
HUOY b HOBble Hanpasienus 051 nymewecmeus. Ceituac Bce 00Jiblle U 00JIbIIIE BXO-
JST B MOMYJIIPHOCTD 9K30MuyecKue mecma, KOTopble TOJbKO HAUMHAIOT NPUHUMAND
Mypucmos.

Jlodorenckue octposa, Hopserus

I'pynna ocmposos B cesepnort Hoperuu, apxunenae Jloporen mpenmaraer
PblOANKY, newutl mypuzm, CNycK Ha NJI0Max u o4apo8anue HCU3HUu Heboabulol oepes-
Hu. V3-3a ero pacnoiioxKeHusl, 3T0 TaKXKe genuKoaentoe mecmo, 4To0bl yBunerb Ce-

6EpPHOE CUAHUE.

Text 12.

IOxwub1ii Cyppurao, @uinnmnuHsl
Pacnonoxennas Ha 10)KHOM ocTpoBe Mwunnanao, obmacts FOxunoro Cyppurao us-
BECTHA MPEXKJE BCErO0 CBOUM 3AX8AmMbl8aoOwumM 6000nadom TUHYH, KOTOPBIA Ha3bl-
BaIOT «HUArapCKUM BOAOMAI0M DWIHIIHH.
Jlom060k, MHmoHe3us

VY JlomOoKka ecTb Bcs kpacota baiu, HO 6e3 02poMHbIX U WYMHBIX MOAN MYPU-
CMO8 Ha Kaxcoom wuiacy. IT0 PEKPACHOE MECTO JJIs MMyTELIECTBUS U 071 NOOBOOHO20

niaearusl.

Text 13.

Tenepude.Mcnanus, Kanapckue octpoBa

Campriii Oombiolt 3 KaHapcKuxX OCTPOBOB npediacaem BaM HOMPACAOUUE
NISICU U YOUuBUmMebHble neusadcy. Bac mopasuT MocTosIHHO POBHAS MOT0/a, B MEPy
’Kapkas ¥ POBHO HACTOJIBKO, HACKOJIBKO HAJ0 COJIHEUHas. Bam moo0sTcs Oerbie
TIOMHKH, 630uparowuecs: Ha CKIOHbL 20p, OYUHASL NPUOPENCHAS. PACTMUMETbHOCTb.

Omeeodas mecmmoll KyXHu, BBl HEIPEMEHHO cKaxkeTe cede: « S emé BepHych croaal»
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Text 14.

Kapubckue octpora. Kactpu (Canta-JIroumst). I'ocynapctBo Canra-JIroums
pacnonodiceno B Kapubckom Mope Ha OJJTHOUMEHHOM OCTPOBE. ITOT 20pucmulii 0Cm-
PO8 10 CUX TIOp TPOJOIIKAET 0CMaAsamvcsi He mpoHymuim epemerem. CaM OCTpOB,
Kak 1 ero cronuily Kactpu, AenaioT NOnyJpHBIMU JUIsl TYPUCTOB U300UIUe IK3OMU-
YyecKux pacmeHuti, TPOMMMUYECKUX CaJ0B, bocamas ayHa HA0800HO20 U NOOBOOHO2O
Mmupa. 31ech eCTh BO3MOXKHOCTh HE TOJBKO ISl 8EIUKONENHO20 NISINCHO20 OMObIXA,
HO U aKmueHo20 epems npenpogodicoenus (pbldanka, BuHaceppuHr, naisunr). Ka-
puOCKue ocTpoBa 00JIAJAI0T YHUKALLHBIM CBOUCMBOM YAUBISATH BCEX, KTO UX BUJIUT.
lleiizasxcu, cnOBHO HAaMCaHHBIE HAa XOJICTE, nopadcarom 6000padceHue HE MEHBIIE,

yeM (eliepBepK pa3HOLBETHBIX PBIOOK 6 npospaurwvlx 6odax Kapubdckoro dacceiina.

Text 15.

IOro-BocTounas A3zus.

A3us Bcerjma npusiekaia mypucmo8 CBOUMHU TaliHaAMHW M HEOOBIKHOBEHHOM
npuposion. benocredcnvle nasoicu, obacuearowee connye, ronyooe Hebo, TEMIbIEe BO-
JIbI MOPEH, SK30THUECKHE TUIOABI M SIPKHE TPOIMYECKHE IBETHI- BCE ITO HeusseoaH-
Has A3us. DTH SIIUTETHI OAXOAAT K JItoOoi crpane FOro-Bocrounoit A3uu, HO BMe-
CTE C TeM KaxKJas U3 HUX ceoeoOpasua. CHUHTAITyp-CTpaHa C 3armaIHbIM JIUIIOM B BOC-
TOYHBIM cepiiieM, BeeTHaM- nemporymas 9enoBeKoM npupooa, Kambomka- senuue-
cmeeHHvle Xpambl U ABOPILI, TaunaHj- cTpaHa YyJIBIOOK M 9K30TUYECKUX IIBETOB,
Manaitzus- cmpana konmpacmos. 11o3BonbTe cede Hacradumspcs OETBIMU TIECUAHbI-
MU TUISKAMU W, KOHEYHO, OTKpONTE JJis ce0sl KyJIbTypy W TPAJAMIIMU ITHX Heus3se-

OAHHBIX CMPAH.

Text 16.

Kpabu (Taunanm)

Kpabu — 310 OelOCHEKHBIE KOPALIO8ble NAANCU OCIPOBOS U 300MUCmble NJis-
JHcU nobepedicvs. IT0 KpUCmanbHo npo3paunas éooa NHAMWCKOrO OKeaHa, 8eyHO3eé-

Hble CKdajvl, MHOFOKpaCO‘-IHHﬁ MUp Kopaiioesvlx puqboe, 3apociu 6blICOKUX KOKOCO8blX
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nanbM, YAUBUTEIIFHO CBEXKHUIM OKEaHCKUI OpW3, THTAHTCKUE Yeperaxy, MAJUTHOHBI pa3-

HOLIBETHBIX MOPCKUX pBI6, BeJlUKOJIenHbvle Kapmursvl Mponu4ecKkoco NJAdiCA.

Text 17.

Kemuyxunbl UHAMNACKOTO OKeaHa.

Ceitmiensl, MaBpukuii, Manarackap. Pait Ha 3emne! llanswee mponuueckoe
CoHYe, benble necuanvle NIAdHCU, KPUCMAIbHO Yucmule Oupro3o6sie 600bi IHIHMIICKO-
ro OKeaHa, OuKue u HeusseoaHHble 0OCMposa TMPUBIICKAIOT TYPUCTOB CBOUM 04apo8a-
HUem U 3a2a0oyHocmovio. MHOTHE TAMHCTBEHHBIC PUQBI XPAHIT APECBHUE COKPOBUIIA
3aTOHYBIIMX KopalOiseil. DTO HE TOJBKO TPOIUYECKHE OCTPOBA, HO U YymKoe eocme-

npuuUMcCmeo MeCmHoco Hacelerusl u NOBbIUIEHHBLI YPOBEHb cepsuca.

Text 18.

OTtnpix B EBpomne Bcerna ObUT M OCTAE€TCSA CETOAHS CAMbIM NONYAAPHLIM MYPU-
cmuyeckum Hanpasiernuem. BO3AMOXHOCTH JIsi KAYECTBEHHOTO U MHTEPECHOTO OT/IbI-
Xa 371eCh HEUCCSIKAEMBL: MOPCKUE KYPOPMbl, BeIULeCN8EHHAS. 20PHASL NPUPOOad, Opes-
HASL UCMOPUS U MPAOUYUU, VHUKATNbHASL KYIbIMYPA U ApXumeKkmypa CTapUHHBIX TOPO-
JIOB — TaKO€ pazHooOpa3ue He MOKET HE BIEYATIISTh.

Wrtanus — BommeOHast cKa3ka, CTpaHa- My3€l Mo OTKPBITHIM HeOoM. 65% 6ce-
MUPHO2O KYJIbMYPHO-UCTOPUYLECKO20 HACAeOUs HaXOMUThCS UMEHHO TaMm. Kaxmpii
roJl B ITaimio CTpeMHUTHCS TIOMMACTh MIJLTMOHBI TYPUCTOB CO Bcero Mupa. Coueranue
WHTEPECHEUININX HSKCKYPCUOHHBIX MPOTPAMM C IUIDKHBIM OTABIXOM, IMpEKpacHas
UTANbSHCKAs KyXHsI, MOJIHbIE Mara3uHbl CIeNaiu 3Ty cTpaHy nomyispHou. K ycmy-
raM TYpUCTOB IKCKYPCHOHHBIC TYPBI C IPO(HeCCHOHATBHBIMY THIAMU U OTICIBHO TH-

JIbl HA KOKIBIA TOPO U MY3€H.

Text 19.
TpancnoprrHas cetb B MujiaHe pa3BUTa IMPEBOCXOJIHO - 3TO U METPO, U aBTOOY-

Cbl, 1 TAKCH, 1 TpaMBaHU. Bce 310 ACIaCT NMCPCABUKCHUC JICTKUM U YI[O6HBIM.
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3abpoHUpOBaTH OTENh B MHIaHe HE COCTABUT TPY/a, TaK KaK TOCTUHUIL B TO-
pOJie MHOKECTBO. DTO MOTYT ObITh M HEJIOpPOTHME MOTENM Kak, Harpumep, Hotel La
Vignetta, Tak u anuTHOE Xuibe, Bpojie Armani Hotel Milano.

Cobop Jlyomo — 3T0 eparduosroe comuueckoe coopydicerue BOCXUIIAECT BCEX,
KOMY JIOBEJIOCh €r0 yBUIETh. He 3psi OH cuMTaeTcs CHMBOJIOM TOPOJia U MEPBBIM 8
cnucke mypucmudeckux oovexkmos. CTpouscs coOOp Ha MPOTSKEHUH HECKOJIbKUX
croneruil (¢ XIV no XIX Beka) u3 kangoauiickoro mpamopa. Cam OH BMeIIaeT 1o-
panka 4000 denoBek, a BUJ C €r0 KPBIIIM MPOCTO noTpsicaromuii. Ero rinaBHas penu-
KBUS - CBSIIIEHHBIN I'BO3]lb, KOTOPBIM, COTJIACHO MpeJaHuto, Obul mpukoBaH Crnacu-

TeJb K KPECTYy.

Text 20.

JIunbsiHO — ropoJ B MTanuu, KOTOpbI MHOTHE CUMTAIOT «IUISDKEM EBpomb».
KynanbHblil ce30H JuuThes ¢ Mast o ceHTsI0pb. ['opoa 0coOeHHO Xopol it cemMeit-
HOTO OTJAbIXa, MOJOAEXKHU U JUIs roduteneit cnopra. K yciayram TypucToB otenu ot 2
10 5 3BE€31. B JIMHBAHO €CThb 8C€ 07151 nepBOKIACCH020 OMObIXA: IXThl U KaTepa, BUH/I-
cepuHr U BepxoBas €3/1a, CIOPTUBHBIE IUIOIAJKA U TEHHUCHBIE KOPTHL. B ropoxe
HaXOJIUThCS JleceHOapuuiil [lapk Xemuneyss, B KOTOpOM coOpaHbl Oojiee 4 ThICSY
CTapUHHBIX pacTeHuil. MecTHbIi akBanapk Aqua Splash 3anumaer mmomans 40 000
KB. M. ['ocTH KypopTa MOTyT OTBEaTh CaMbl€ U3bICKAHHblE 011004 HAYUOHAILHOU
kyxuu. OTapix B JIMHBAHO — genukonennoe npukiouenue, KoTopoe Bam HaBepHsiKa

3axX04CTCA COBCPUINTL BHOBb 1 BHOBbB.
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