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Teacher Resource 3.1
Activity: Who, What, When, Where, Why, How?
Cut along the lines to create one piece of information for each student. There might be more strips of information than there are students; in that case, use Teacher Resource 3.2, Answer Key: Who, What, When, Where, Why, How?, to help distribute sets of information that belong together.  
Who I am:
I am married with two small children, ages 1 and 5 years, and my spouse and children are traveling with me.
What I like to eat:
I would like my family to eat at healthy restaurants that offer children’s menus. It would also be nice to stay in a bed and breakfast that serves healthy meals in the morning.
When I will travel:
It is important to travel when my 5-year-old child, who is in kindergarten, is out of school.
Where I will stay:
I would like to stay in a bed and breakfast because my family would be more comfortable in smaller, quieter accommodations than in a hotel. The bed and breakfast needs to have a crib for my younger child.
Why I am going:
I am traveling in order to take a vacation with my family. Going to a city that has a theme park with rides for small children would be fun.
How I will get there:
I would like to take the shortest trip possible, considering that I have two young children. A short flight or short bus trip would be okay.
Who I am:
I just got married and want to take a vacation for my honeymoon. We got married at the last minute and don’t have a honeymoon planned, but we want to go somewhere to celebrate.
What I like to eat:
My spouse and I are vegetarians. We would like to find restaurants that offer vegetarian meals as well as quality wine so we can celebrate getting married!
When I will travel:
My spouse and I are ready to travel immediately; we decided to get married at the last minute and haven’t planned a honeymoon, but we want to go somewhere to celebrate.
Where I will stay:
I would like to stay in a romantic setting, maybe in a bed and breakfast or theme hotel that caters to newlyweds.
Why I am going:
I am celebrating getting married and want to go on a honeymoon with my spouse.
How I will get there:
It would be romantic to take a train ride through the mountains to celebrate our wedding.
Who I am:
I am a college freshman who wants to take a trip with four of my closest friends for spring break!
What I like to eat:
I’m not picky about food, but I do need something affordable since I am a college student. Fast food or less expensive diners are fine.
When I will travel:
I would like to travel during spring break, which is the last week of March.
Where I will stay:
I would like to rent a vacation home big enough for five students…but it can’t be too expensive because we are on a tight budget.
Why I am going:
I want to celebrate spring break with my four college friends!
How I will get there:
I would like to rent a van large enough for five people. However, I am an 18-year-old college student and I don’t know if car rental agencies will rent to me. If not, we can take the bus.
Who I am:
I am a 66-year-old who wants to travel with my spouse and small dog.
What I like to eat:
My spouse and I eat all different types of food, but we would like to go to restaurants that offer menus and discounts for seniors.
When I will travel:
My spouse and I are older and prefer traveling during the off-season when it’s not so busy.
Where I will stay:
I have a AAA membership and prefer to stay at hotels that offer discounts for members and seniors. However, we do have a small dog, so the hotel has to allow dogs.
Why I am going:
My spouse and I want to celebrate our 40th wedding anniversary.
How I will get there:
Since we are older, my spouse and I prefer to avoid long bus or car rides. An airplane flight would be preferable.
Who I am:
I am an architect who travels often to clients’ sites.
What I like to eat:
I like to watch my weight since I spend most of my day working in an office. I prefer to eat at restaurants that offer healthy diet menus.
When I will travel:
I have to meet a client this weekend to show him plans for his new house.
Where I will stay:
I prefer to stay in hotels that cater to businesspeople. The hotel needs to have a kitchenette, wireless Internet, and a fitness room or a swimming pool. It should also have a shuttle service from the airport.
Why I am going:
I am going for business reasons; I have to meet with a client.
How I will get there:
I have a lot of frequent flyer miles from my business trips and prefer to use them to fly first class.
Who I am:
I am an employee of the Get Fit! company, and I am attending a business convention with 29 other employees from my company.
What I like to eat:
Because I work at a fitness company, I always try to eat healthy food. It’s the same for the rest of the employees at my company.
When I will travel:
The fitness convention is the last weekend in May. All 30 employees from my company would like to arrive on Thursday so we have one day to ourselves before the convention.
Where I will stay:
I need to book 30 rooms in a hotel that has a fitness center, a weight room, and a swimming pool. 
Why I am going:
I am going with my company, Get Fit!, for a fitness convention.
How I will get there:
I would like to reserve a bus large enough to hold 30 people.
Teacher Resource 3.2
Answer Key: Who, What, When, Where, Why, How? 
Use these answers to check that students formed the correct groups for the Who, What, When, Where, Why, How? activity. The goal is for students with Who cards to remain seated while students with corresponding What, When, Where, Why, and How cards find them. Students can share their strips with each other to determine whether they belong together. 
Young Family Group
Who I am: I am married with two small children, ages 1 and 5 years, and my spouse and children are traveling with me.
What I like to eat: I would like my family to eat at healthy restaurants that offer children’s menus. It would also be nice to stay in a bed and breakfast that serves healthy meals in the morning.
When I will travel: It is important to travel when my 5-year-old child, who is in kindergarten, is out of school.
Where I will stay: I would like to stay in a bed and breakfast because my family would be more comfortable in smaller, quieter accommodations than in a hotel. The bed and breakfast needs to have a crib for my younger child.
Why I am going: I am traveling in order to take a vacation with my family. Going to a city that has a theme park with rides for small children would be fun.
How I will get there: I would like to take the shortest trip possible, considering that I have two young children. A short flight or short bus trip would be okay.
Honeymooning Couple Group
[bookmark: OLE_LINK1]Who I am: I just got married and want to take a vacation for my honeymoon. We got married at the last minute and don’t have a honeymoon planned, but we want to go somewhere to celebrate.
What I like to eat: My spouse and I are vegetarians. We would like to find restaurants that offer vegetarian meals as well as quality wine so we can celebrate getting married!
When I will travel: My spouse and I are ready to travel immediately; we decided to get married at the last minute and haven’t planned a honeymoon, but we want to go somewhere to celebrate
Where I will stay: I would like to stay in a romantic setting, maybe in a bed and breakfast or theme hotel that caters to newlyweds.
Why I am going: I am celebrating getting married and want to go on a honeymoon with my spouse.
How I will get there: It would be romantic to take a train ride through the mountains to celebrate our wedding.
College Students Group
Who I am: I am a college freshman who wants to take a trip with four of my closest friends for spring break!
What I like to eat: I’m not picky about food, but I do need something affordable since I am a college student. Fast food or less expensive diners are fine.
When I will travel: I would like to travel during spring break, which is the last week of March.
Where I will stay: I would like to rent a vacation home big enough for five students…but it can’t be too expensive because we are on a tight budget. 
Why I am going: I want to celebrate spring break with my four college friends!
How I will get there: I would like to rent a van large enough for five people. However, I am an 18-year-old college student and I don’t know if car rental agencies will rent to me. If not, we can take the bus. 
Senior Couple Group
Who I am: I am a 66-year-old who wants to travel with my spouse and small dog.
What I like to eat: My spouse and I eat all different types of food, but we would like to go to restaurants that offer menus and discounts for seniors.
When I will travel: My spouse and I are older and prefer traveling during the off-season when it’s not so busy.
Where I will stay: I have a AAA membership and prefer to stay at hotels that offer discounts for members and seniors. However, we do have a small dog, so the hotel has to allow dogs.
Why I am going: My spouse and I want to celebrate our 40th wedding anniversary.
How I will get there: Since we are older, my spouse and I prefer to avoid long bus or car rides. An airplane flight would be preferable.
Businessperson Group
Who I am: I am an architect who travels often to my clients’ sites.
What I like to eat: I like to watch my weight since I spend most of my day working in an office. I prefer to eat at restaurants that offer healthy diet menus.
When I will travel: I have to meet a client this weekend to show him plans for his new house.
Where I will stay: I prefer to stay in hotels that cater to businesspeople. The hotel needs to have a kitchenette, wireless Internet, and a fitness room or a swimming pool. It should also have a shuttle service from the airport. 
Why I am going: I am going for business reasons; I have to meet with a client.
How I will get there: I have a lot of frequent flyer miles from my business trips and prefer to use them to fly first class.
Business Convention Group
Who I am: I am an employee of the Get Fit! company, and I am attending a business convention with 29 other employees from my company.
What I like to eat: Because I work at a fitness company, I always try to eat healthy food. It’s the same for the rest of the employees at my company. 
When I will travel: The fitness convention is the last weekend in May. All 30 employees from my company would like to arrive on Thursday so we have one day to ourselves before the convention. 
Where I will stay: I need to book 30 rooms in a hotel that has a fitness center, a weight room, and a swimming pool. The hotel should be located near the convention center.
Why I am going: I am going with my company, Get Fit!, for a fitness convention.
How I will get there: I would like to reserve a bus large enough to hold 30 people. 


Teacher Resource 3.3
Presentation 1 Notes: Theories of Consumer Motivation
Before you show this presentation, use the text accompanying each slide to develop presentation notes. Writing the notes yourself enables you to approach the subject matter in a way that is comfortable to you and engaging for your students. Make this presentation as interactive as possible by stopping frequently to ask questions and encourage class discussion.  
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Today we are going to learn more about consumer motivation. The main topics we will cover are:
· The importance of understanding consumer motivation
· The difference between a consumer’s needs and wants
· Maslow’s hierarchy of needs, Pearce’s leisure ladder, and Plog’s model of consumer motivation
· How these models help the hospitality and tourism industry understand its customers

	Presentation notes  
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Knowing why people choose particular places to go on vacation and what motivates them to go in the first place is extremely useful if you are trying to attract visitors and provide services for them. 
How a hotel or resort attracts business depends on its customers. For example, Sandals resorts focus their marketing to attract newlywed couples seeking privacy and romance. You often see advertisements that showcase the tranquil location and candlelit dinners. Another focus is to attract a family wanting a change of scenery and family-friendly entertainment. For example Beaches resorts advertise fun day-excursions and a children’s menu.  Business travelers are often the focus of city center hotels that highlight their Wi-Fi, technology, and business center amenities when they advertise. 

	Presentation notes 
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Consumer motivation is what drives the hospitality and tourism industry to create specialized services and products. The more companies can meet the needs and wants of customers, the more likely they are to win their business. For example, Disney World has figured out what matters to families, one of their most important customers. Disney World offers vacation packages that include lodging, food, tickets, and other services for one price. This package caters to families who want a vacation that is convenient and (relatively) cost-effective. 
A hospitality and tourism company can get very specific about who it is targeting. In the case of Disney World, one corporation can provide services to three different types of consumers—all at the same price! 
1. Young families would enjoy the Magic Kingdom with all the Disney characters.
2. A family with teens would enjoy the computer-generated activities and Epcot.
3. A retired couple would be well served playing golf and getting pampered at the spa.

	Presentation notes  
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Researchers from a variety of professions have studied consumer motivation, including psychologists, sociologists, and marketing professionals. This research has led to theories about tourist motivation, which can be useful in pinpointing who is most likely to travel to certain locales and stay in particular lodgings. 
 
 

	Presentation notes 
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The three most widely used theories to explain consumer motivation were developed by Abraham Maslow, Philip Pearce, and Stanley Plog. Maslow (who died in 1970) was an American psychologist who studied and wrote about mental health and human potential. Pearce and Plog are both professors and researchers in travel and tourism. Their theories are used not only by the hospitality and tourism industry to analyze customers’ travel choices but also by scientists, businesses, and educators to explain how people behave in a variety of situations.
These three theories focus on analyzing a customer’s needs and wants, which are at the heart of customer motivation. It is the consumer’s needs and wants that create motivation, which in turn leads them to make a choice. The more a business understands the specifics of a customer’s needs and wants, the more accurately it can predict the choices that the customer will make and plan accordingly.  

	Presentation notes 
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What are the differences between a consumer’s needs and wants? 
Needs are basic things that are essential for us to survive. They include food, water, sleep, shelter, and safety. Wants are not necessary for survival but add pleasure, comfort, fun, or interest to our lives. These could include riding in a hot air balloon, skiing, or staying at a luxury resort. 
For example, a woman is on a business trip. She has been traveling all day and she is hungry. She needs food. There are several restaurants at the airport, and all of them can meet her need. But the woman also has wants. Maybe she wants a healthy meal, or she wants tacos or Chinese food. For her to be satisfied, a restaurant must meet her needs and her wants.
In the same way, a man staying at a hotel needs his room to be clean and safe to prevent sickness and protect his possessions. Beyond that, he may also want the room to have wireless access, good lighting, a nice view, and attractive furnishings. 
	

	Presentation notes
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Abraham Maslow believed that people have different types of needs, ranging from basic to complex and abstract. Maslow’s hierarchy of needs is usually depicted as a pyramid with the following levels:
· Physiological level: Need for food, water, sleep, and so forth
· Safety level: Need for safety and physical security, in terms of self, family, home, and job 
· Social level: Need for love and belonging, in terms of family, intimacy, and friendship
· Ego level: Need for esteem, self-respect, respect from others, and a sense of accomplishment 
· Self-Actualization level: Need to develop one’s morality, creativity, acceptance of self and others, and spirituality 

	Presentation notes
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Our needs change depending on our age and circumstances. For example, a newborn baby is mostly concerned with such physiological needs as getting enough food and sleep, while a retired businessman might be more concerned with giving back to his community and helping others (self-actualization needs). Maslow also believed that people can satisfy needs at various levels simultaneously. For example, a doctor who earns a good salary satisfies physiological and safety needs by providing for her family while also fulfilling her ego needs by helping patients, earning the respect of colleagues, and feeling a sense of accomplishment.
Travel can often be a way for people to satisfy their social, ego, and self-actualization needs. By staying at a luxury resort, a couple may fulfill their ego needs by feeling a sense of glamour and prestige, which in turn raises their self-esteem and self-confidence. By going on a trip to help an overseas orphanage, build houses for the homeless, or bring medical supplies to the sick, a college student might satisfy her self-actualization needs. 

	Presentation notes 
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Philip Pearce used Maslow’s hierarchy of needs to devise a theory about the motives that result from the combination of a person’s needs and wants. Pearce illustrated these motivations in a leisure ladder. 
In this ladder, motives at the bottom must be satisfied before motives at the top can be addressed. The leisure ladder can be ascended only one step at a time rather than simultaneously, as in Maslow’s pyramid. For instance, if the primary motive of a traveler is to bond with her husband on a weekend trip, she must first feel relaxed, safe, and mentally engaged in order to concentrate on their relationship. 
Pearce believed that people’s motives change as they become older and more experienced. Over time, they move up the ladder to reach the top steps. The traveler who wanted to ski down a treacherous mountain in her 20s was at the stimulation step of the ladder. However, in her 50s she may be at the fulfillment stage, when she experiences contentment strolling through the beautiful gardens of a resort or taking tai chi or meditation classes at a retreat.
Think about where you wanted to go on vacation 5 years ago. Where would you want to go now? Where would your parents want to go? What has changed?  
	

	Presentation notes
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Stanley Plog developed a theory of travelers’ personalities, which he believed guided their motivations. He created a continuum of personality types ranging from conservative to adventurous.
At one end of the continuum are innovator tourists. They are curious, adventurous, and confident about trying new things. They like to go to new places, even to remote, less-traveled areas. They are spontaneous and enjoy physically active vacations. 
At the other end are traditionalist tourists. They seek out the familiar, avoid novelty and adventure, and like structure and routine. They prefer to speak their home language on their trips and eat familiar food. Traditionalists often prefer package tours and well-known tourist spots. Obviously, most people fall somewhere between these two extremes. 

	Presentation notes
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A stereotype is an oversimplified idea about a person that is not accurate. It might be based on the person’s age, gender, ethnicity, or other information.
You are probably most familiar with stereotypes about teenagers. If you dress like the guy in the top photo, what might people assume about you? The way people look doesn’t tell you what their wants or needs are. If you are a travel agent choosing a tour for a client, you would be unwise to base your suggestions on stereotypes. Instead, you would want to use your knowledge of consumer motivation to discover a specific traveler’s needs and wants. 
The models of Maslow, Pearce, and Plog help with understanding general trends and give travel professionals useful ways to think about why people travel. They provide a place to start—but they don’t replace learning about what works for the individual traveler.

	Presentation notes


Teacher Resource 3.4
Descriptions: Good Customer Service 
Cut the following descriptions into strips and put them in a bowl or a container for students to draw from. Students will work in groups of four or five; each group will take one slip of paper. You may wish to make a copy of this list if you have a large class or if you prefer to have smaller groups in order to provide duplicates of each strip to put in the bowl.
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

You are part of the management team at a fancy restaurant. You are conducting performance evaluations of your staff. If a staff member does a good job, he gets a raise. You notice one waiter who is doing a terrific job! He is one of the best waiters you’ve ever had at your restaurant. What is he doing that is so effective?  

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

You are the management team at a rental car agency that specializes in fast service for businesspeople. You are conducting performance evaluations of your staff. If a staff member does a good job, she gets a raise. You notice one of your desk clerks is doing a great job! She is one of the best clerks you’ve ever had at your agency. What is she doing that is so effective?  

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

You run a company that offers specialized tours of your local community. You are conducting performance evaluations of your staff. If a staff member does a good job, she gets a raise. You observe one of your guides who conducts tours for senior citizens. This person is doing an outstanding job! As you write your report, you must remember what this individual was doing that made such an impression on you. What is she doing that is so effective?

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

You are part of the management team for an international airline. You are conducting performance evaluations of your staff. Raises are based on performance. You must record actions that you see that would justify a raise. On a flight from Los Angeles to Tokyo, you notice that one flight attendant is doing a terrific job! He is one of the best flight attendants you’ve ever seen! What is he doing that is so effective?

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

You are part of the management team at a Major League Baseball stadium. You are conducting performance evaluations of your staff. Raises are based on performance. You must record actions that you see that would justify the raise. You observe a person selling concessions at a game, and she is doing a great job—possibly the best you’ve ever seen at this job. What is she doing that is so effective?

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

You are part of the management team at a hotel that caters to families with small children. You are conducting performance evaluations of your staff and must justify the raises you will be giving by stating the behaviors you see that are proof of doing a good job. You are observing the front desk when you notice that one front desk person is doing an outstanding job! He is one of the best you’ve ever seen at this job. What is he doing that is so effective?

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 






You are part of the management team at an amusement park. You are conducting performance evaluations of your staff. If a staff member does a good job, she gets a raise. You are required to list those behaviors you see that show positive customer service. You are observing the park entrance when you notice that one person who sells tickets and handles admission to the park is doing a great job! What do you see that would justify this person’s raise?

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 
Teacher Resource 3.5
Presentation 2 Notes: Customer Service Responsibilities
	[image: C:\Users\Mika\Documents\Pearson\2016\February\24\PrinciplesHT_Lesson3_Presentation_2_ROOT_022316\Slide1.JPG]
This presentation will explain:
· Different types of customer service jobs
· What responsibilities are involved in good customer service
· How excellent customer service enhances a business
· Common vocabulary used to discuss customer service

	Presentation notes
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Many people think of waitstaff at a restaurant when they hear the term customer service. It’s true that waitstaff are responsible for just about every aspect of the diners’ experience, from taking them to their table to bringing the bill at the end of the meal. It’s also true that bad customer service in a restaurant leads to bad tips, bad reviews, and the loss of customers, fast.
But what is a customer, anyway? It’s someone who buys goods or services from a store or a business. A patient is a customer because he or she is paying for health care services. Architects’ customers are the clients they design buildings for. A florist is the flower grower’s customer, and people who buy flowers from the shop are the florist’s customers. In other words, most of us are customers as well as the providers of customer service in our work. 
And that means that no matter what your job, being good at customer service will be essential. If a surgeon is cold to his patients and yells at his nurses, word will get around and he’ll have a hard time attracting and keeping good help…which in turn will drive patients away. A florist who works hard to please his customers is going to do better than the florist down the street, who doesn’t smile or make eye contact as he hands over the roses. An architect who listens carefully to his client’s dreams and designs a house that makes those dreams a reality is providing superb customer service.  

	Presentation notes
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This woman’s job title may be a customer service representative. Or she may work for a sales agency, reservations agency, or as part of a technical or product-support team. 
Part of her job probably includes troubleshooting, or problem solving. Employees who provide customer service must think on their feet; they must be ready to find solutions to their customers’ complaints without losing their composure. This means practicing proactive listening, or listening attentively and following up with questions that help the service provider understand the situation and show the customers they care.
It is often harder to deal with customers over the phone or the Internet because employees can’t use body language, like a smile or a nod. What they say can be misinterpreted. However, most customers respond well to employees who are attentive, courteous, and respectful. Customer service representatives are an important part of businesses. They make sure customers are satisfied with their purchases and that they feel good about doing business with the company again. Many businesses ask customers to complete a short survey after their phone call or email correspondence in order to gain feedback about their experience.

	Presentation notes
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Front desk agents in hotels greet guests, check their reservations, give the guests their keys, and give guests basic information, like what floor the gym or restaurant is on. They help people check out and settle their bills, solve problems, and try to anticipate the needs of each guest who comes to the front desk. In addition to these duties, a concierge knows the city he or she works in very well and helps hotel guests purchase tickets to concerts and shows, makes restaurant reservations, and provides directions to local attractions like museums and parks. 
One of the most important responsibilities of front desk or bell staff is greeting guests every time they enter the lobby. As they greet customers, employees should be attentive, courteous, and friendly. These are called soft skills and they are extremely important in all customer service jobs. 
When customers leave, they are often asked to fill out a feedback card about their experience at the hotel. One of the main questions has to do with how the guest was treated by every member of the team, from the first person he or she encountered to the cleaning staff seen in the hallway. Everyone in a customer service-focused role needs to be willing to assist a guest in every way; this is truly good customer service.
 

	Presentation notes
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Travel agents plan trips, make reservations, arrange for transportation, and suggest fun things to do while traveling. In the past, travel agents met with customers in person; now it is more likely to be a phone conversation or in an online interaction. They practice proactive listening, which means that they ask a lot of clarifying questions to make sure they completely understand their customers’ needs. For example, they might summarize what the customer has asked for by asking, “You want to reserve a room for two people. Would you prefer one or two beds?”
If travel agents provide good customer service and create enjoyable experiences, customers will return again and again. Return customers, often called repeat customers, are the sign of a successful business. Many hotels and restaurants offer these customers loyalty and reward programs. Satisfied customers usually tell their friends about the great service they received, which results in more business for agents. This is called word-of-mouth advertising and is one of the best ways to build successful businesses. 

	Presentation notes
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Flight attendants greet customers, help them find their seats and store their luggage, serve food and beverages, and ensure the passengers’ comfort. They also provide information about connecting flights and other airport details. They must communicate effectively and courteously with passengers, even if passengers are rude or impatient. One of a flight attendant’s most important customer service duties is to ensure passenger safety, in part by knowing how to execute emergency procedures. Flight attendants also answer questions, take care of security responsibilities, and help passengers enter and exit the plane.   
Pilots’ responsibilities differ because they have less direct contact with passengers. Pilots are responsible for providing passengers with flight details such as how long the trip will take, if the plane will encounter turbulence, and how fast or how high the plane is traveling. These details, announced over the intercom, are useful and interesting to passengers. Pilots sometimes greet passengers when they are entering the plane, and they almost always say goodbye and thank you as the passengers exit.
If pilots and flight attendants provide quality customer service, passengers are more likely to choose that airline for their next trip as well. Many airlines also offer their frequent fliers loyalty or reward programs.
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On a cruise, customers receive many of the same services they receive at hotels and restaurants: they eat, sleep, and are entertained on the ships. Typical customer service jobs on a cruise ship include waitstaff, receptionists, hosts, tour directors, massage therapists, fitness directors, and counselors in the kids’club. Before the cruise, customers also interact with travel agents, ticketing agents, and even reservation agents who work for the cruise line. 
Employees on a cruise work as a team to make sure customers are satisfied with their experience. They live and travel with customers during the entire cruise, which can last anywhere from a few days to a few months. That means the staff on a cruise ship must be on their best behavior at all times, day and night, and maintain a professional and courteous demeanor throughout the cruise. They often get a week or two of vacation time between cruises to rest, relax, and prepare to take care of customers during the next trip.
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Tour guides must provide excellent customer service. They lead the trip, which includes informing customers about sights, providing them with historical information, answering customer questions, and resolving any problems that come up. Tour guides are often solely responsible for a group of customers for an extended period of time. That means that they lead the tour, which can last hours, by themselves. Because of this, tour guides must be confident, friendly, and attentive to the needs of all of their customers. 
If you took a tour and the guide didn’t know anything about the place you visited, ignored you when you asked a question, and didn’t care if the bus was uncomfortable or your wallet got stolen, would you take that tour again? Of course not! Aside from providing interesting information, tour guides are responsible for their customers’ safety and satisfaction. This includes making sure everyone stays together, remains seated (or follows other safety rules), and experiences the tour in comfort. Customers who are unhappy report directly to the guide, letting him know about their displeasure. The guide then has to troubleshoot on the spot and offer solutions to resolve the issues. For the most part, a good tour guide has many satisfied customers who express their gratitude by tipping the guide and by thanking him for the tour. 
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There are very few jobs that don’t have a customer service component to them. Customer service means taking care of and meeting the needs of a customer. Almost every type of business in the world deals with customers on some level—and is expected to meet their needs in order to turn them into repeat customers. Repeat customers mean more business and possibly more word-of-mouth advertising. A major reason customers come back is that they receive quality customer service from employees who are attentive, courteous, and have friendly, positive attitudes.
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Teacher Resource 3.6
Assessment Criteria: My Own Weekend Getaway 
Student Name:_______________________________________________________________
Date:_______________________________________________________________________
Using the following criteria, assess whether the student met each one.
	
	Met
	Partially Met
	Didn’t Meet

	The assignment shows evidence of fully understanding the consumer models from Maslow, Pearce, and Plog.
	□
	□
	□

	The answers effectively apply knowledge of the three models to personal needs and wants in a specific situation. 
	□
	□
	□

	The assignment shows evidence of understanding key terms in customer service.
	□
	□
	□

	The completed assignment is neat and legible.
	□
	□
	□



Additional Comments:
_____________________________________________________________________________
_____________________________________________________________________________
_____________________________________________________________________________
_____________________________________________________________________________
Teacher Resource 3.8
Guide: Teaching Reflection
This guide provides ideas for improving students’ ability to reflect on their learning. It includes specific suggestions for helping students reflect on meeting the learning objectives of a lesson. Students participating in NAFTrack Certification will benefit from practicing reflective writing, since they will respond to reflection prompts as part of the NAFTrack Certification process.
All thinking requires some type of reflection in order for learning to take place. Reflection is a cluster of skills that involves observing, questioning, and putting ideas and experiences together to give a fresh meaning to them all. The reflection activities throughout this course bring students a sense of ownership of what they have learned and a better understanding of themselves and their abilities. 
Build your students’ reflection skills by starting with easier reflection questions that lead to more complex ones. The list below, based on Bloom’s Taxonomy, helps students break down what they need to think about so that they gain confidence and strengthen their metacognition. Because each question takes the previous answer a step further, students can come up with answers to each question and eventually wind up with everything they need to work with to craft an answer for the highest-level reflection questions.
	Learning Levels (From Lower to Higher Order)
	Examples of Reflection Questions

	Remembering (retrieving, recognizing, recalling)
	What can I remember? What did I do?

	Understanding (constructing meaning)
	What do I think it means? What conclusions did I come to? What are my takeaways? What did I get out of it?

	Applying (extending learning to a new setting)
	How could I use this [knowledge, experience] again? In what new way could this be valuable?

	Analyzing (breaking material apart, seeing how the parts fit together and what the overall purpose is)
	What are the different parts of this [experiment, assignment, project, experience]? As a whole, what is the purpose/main idea? 

	Evaluating
	What has this [project, assignment, experience, experiment] taught me about myself—my strengths, my challenges? What am I proud of? What could I do better next time? What are my contributions? I used to think…but now I think….

	Creating
	Is there another, better way to put the pieces of this [project, assignment, experience, experiment] together? What could I [create, write, plan] next? 

	Another source of ideas for teaching reflection: http://www.visiblethinkingpz.org/



Follow these tips to guide students in responding to reflection questions on learning objectives:
Read the reflection question aloud to the class and have students rephrase the question using their own words.
Explain that they should use the reflection question to describe what they have learned during the lesson as it relates to the learning objective. 
Review the meaning of the learning objective before students get started on their reflections. 
Refer to the examples below, which represent good responses to these types of reflection questions.
Example
Below is an example learning objective with example student reflection prompts and responses. Although students only encounter the actual NAFTrack Certification prompts once they are on the NAFTrack Certification assessment platform, examples like these give students a sense of the type of reflection they will be asked to engage in. You can copy and paste these examples into a Word document for students to review and discuss as a class. You can add more prompts for students to answer, or customize this content to best suit your students and your goals for them.
Learning objective
Evaluate how travel and tourism has changed in the last 100 years
Prompts and responses
Think of the assignments that you completed during this lesson. Choose one to use as your work sample as you answer the questions below.
Explain how completing this work sample helped you to meet this learning objective. Describe the ideas and skills that you used. 
For my Then and Now assignment, I compared lodging from a century ago to lodging today. It helped me to meet this learning objective because I evaluated change over time in this sector of hospitality and tourism. This assignment involved thinking about many ideas that show how change has occurred. The idea of comfort, for example: lodging today is much more comfortable than it used to be. Other ideas are convenience and privacy. Today hotel rooms have their own bathrooms. But in 1914 there might be only one bathroom for 15 hotel bedrooms. Or, there might just be an outhouse and no indoor bathroom at all. Skills I used to complete this assignment include researching and analyzing. I used these skills in order to learn about changes and evaluate them. 
Describe what you could improve about your work sample. 
My hotel room pictures for today weren’t always a good match for the pictures from a century ago. It would have been easier to see how much change has happened if the matches were better. I also think my summary was more like a description with lots of details than a summary. It was hard to stick to the main points. 
Promoting Reflection in the Classroom
You can also use the following sample questions to promote a culture of reflection in your classroom—during class and small-group oral reflections, during PowerPoint presentations, and when students are having a discussion and you want to draw them out more.
Can you discuss that more?
Why do you think that happens?
What evidence do you have to support that?
Do you see a connection between this and _________?
Does this remind you of anything else?
How else could you approach that?
How could you do that?
Teacher Resource 3.9
Key Vocabulary: The Psychology of the Traveler and Customer Service
	Term
	Definition

	AAA (American Automobile Association)
	An organization that provides a variety of travel resources for members, including flight, dining, and hotel discounts; booking assistance; traveler’s insurance; maps; and vacation suggestions. 

	attentiveness
	Being alert and caring about customers and their needs.

	attitude
	The way you present yourself; your state of mind.

	bed and breakfast
	A lodging option in which guests stay in private homes converted to host overnight travelers. Breakfast is included as part of the lodging package.

	business convention
	A gathering of businesspeople who come together to share products, services, ideas, and information with each other and with consumers. 

	complaint
	An expression of dissatisfaction or unhappiness.

	composure
	Maintaining a calm, professional attitude.

	consumer
	A person who purchases products and services.

	consumer choice
	The decision to spend money at a specific business based upon the quality and/or convenience of its products and services.

	consumer motivation
	The reason for action, based on the person’s needs and desires.

	consumer needs
	Items or conditions necessary for survival, including food, water, shelter, and safety.

	consumer wants
	Items or conditions desired but not necessary for survival; often the driving force behind travel decisions. 

	courteous
	Being respectful and considerate of others.

	customer service
	The assistance provided to customers by employees.

	destination
	The geographical location that serves as the endpoint or point of interest in a trip; can be a public site or a private business (such as Disneyland). 

	feedback
	The response customers provide after receiving service.

	frequent flyer miles
	Points awarded by airlines to passengers, usually based on how many miles the passenger has flown or earned through credit card spending. Designed to promote customer loyalty, frequent flyer miles can be redeemed for rewards such as free airplane tickets, hotel rooms, and other products and services. 

	greeting
	Welcoming customers and demonstrating your readiness to assist them.

	Maslow’s hierarchy of needs
	A theory of consumer motivation developed by Abraham Maslow that places human needs in five levels, from most basic to most complex. The basic needs form the base of a pyramid and the most complex are the apex of the pyramid.

	Pearce’s leisure ladder
	A theory of consumer motivation developed by Philip Pearce that categorizes levels of motivation as steps in a ladder; the most pressing motives, at the bottom of the ladder, must be met before the next level of motives can be addressed.

	Plog’s model
	A theory of traveler personality developed by Stanley Plog that categorizes different kinds of travelers along a continuum. The most traditional type is at one end and the most adventurous is at the other. Most people fall somewhere in the middle.

	proactive listening
	Listening carefully and responding with clarifying questions.

	repeat customers
	Customers who return to the business again and again; often a sign of a successful business.

	travel agent
	A person trained to advise and assist travelers in making travel arrangements. A travel agent may help the traveler choose destinations; make flight, hotel, dining, and entertainment reservations; and coordinate appropriate passenger documentation (passports, immunizations, currency exchanges). 

	troubleshooting
	Thinking of solutions; problem solving.

	turbulence
	Pockets of air that cause a plane to bounce and sway.

	word of mouth
	The advertising generated by customers sharing their experiences—whether good or bad—with others. A very powerful way to attract—or chase away—new customers.
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Phone skills are crucial to good customer service
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Flight attendants have many customer service duties
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