3HOTEL BRANDING
UNIT MENU
Grammar: making predictions
Vocabulary: brands
Professional skills: creating a business plan
Case study: the winners – invest in a hotel




English for International Tourism Upper Intermediate Teacher’s Book



Aims and objectives
In this lesson students will:
•	learn the difference between brands and products
•	read about boutique hotels
•	discuss ideas for a themed boutique hotel 
Speaking
International brands
Exercise 1, page 24
Ask students what they understand by a brand (a particular product or range of products made by a company with a particular name). Ask for suggestions of famous brands in their own country, which might include those in the exercise. They then work in pairs to add to each list before whole class feedback. 
Extra Activity
The brands in Exercise 1 are multinationals today; ask if students know their country of origin. Some may surprise them! 

Answers
1	Danone: France, Kellogg’s: USA, Pepsi 
	Cola: USA 
2	Gap: USA, Armani: Italy, Rolex: UK
3	Rolls-Royce: UK, Nissan: Japan, Peugeot: 	France
4	Apple: USA, Samsung: Korea, Siemens: 	Germany

Exercise 2, page 24
Check that students understand the meaning of the words in the box. They then work in pairs to discuss the brands in Exercise 1 using as many of the words as they can. In a larger class, you could ask each pair to discuss one of the sets of brands and report back to the class. Ask if students used a different set of words to describe each of the brands in their set. For example, does 
Pepsi Cola have a different brand image from Kellogg’s? Ask how students have formed their opinions: do they use the products of any of the brands or have they seen them advertised?
Students’ own answers. 
Listening
Branding in the hospitality industry
Exercise 3, page 24
Tell students that they are going to listen to 
part of a seminar on the topic of brands. Play 
the recording for them to answer the questions individually before whole class feedback. 
Pre-teach any difficult vocabulary, e.g. good (as 
a noun), concept.
A product is a fabricated article or a good that benefits the user in some way. A brand is an identity which adds value and makes a product or service different from the competition.
McDonald’s is a good example as it embodies a concept involving family, fast service, value-for-money and consistently reliable quality.

Exercise 4, page 24
Play the recording again. Students complete the definitions individually before whole class feedback. Point out that some of the gaps require more than one word. When they have finished, ask them to name one or two products for some of the brands in Exercise 1. Again, you could divide the class into groups and give each group one of the sets of brands.
1 fabricated article    2 good    3 benefits the user
4 identity    5 adds value    6 different from the 
competition    7 concept    8 fast service    9 value 
for money    10 reliable quality


Audio script Track 3.1, Exercises 3 and 4, page 118
OK, everybody. Well, that was very interesting. Most of you seem to have identified the essential difference: basically, a product is a fabricated article or a good that benefits the 
user in some way. It could even be a food item, like a hamburger. And one hamburger is much the same as another hamburger. Whereas a brand is an identity which adds value and makes a product or service different from the competition. My name is Martina McDonald and I have nothing to do with hamburgers but the name McDonald’s is a good example of a brand: it has an image, not just in the sense of a visual image – the Golden Arches logo – but as a concept involving family, fast service, value for money and consistently reliable quality. And the McDonald’s concept is recognized globally, from Barcelona to Beijing. Are we all clear about that?
Exercise 5, page 24
Tell students that they are now going to listen 
to the second part of the seminar. Play the recording for them to answer the questions individually before whole class feedback. 
Pre-teach any difficult vocabulary, e.g. potential.
1	It can tailor what it offers to the expectations, budget and travel needs of its guests.
2	They build up a brand image so that people know what to expect and create brand loyalty to encourage repeat business.
3	brand awareness, brand image, brand loyalty
Audio script Track 3.2, Exercise 5, 
page 118
A	What about branding in the hotel industry?
B	Well, if the hotel room is the same size and the bed as big or comfortable, there’s no way of telling one hotel from another except price. But competing on price isn’t a good strategy in the hospitality industry, so hotels have to distinguish themselves from their competitors and tailor what they offer to the expectations, budget and travel needs of their guests. Through advertising and marketing they need to create brand awareness so that potential guests easily recognize the name of the hotel. They have to build up a brand image so that people can easily identify with them 
and know exactly what to expect when they 
arrive. They also try to create brand loyalty so guests will keep coming back, not because the hotel is cheaper – it may be more expensive – but because they remain faithful to that organization, they trust it to deliver the same level of service each time. 
Reading
Boutique hotels
Exercise 6, page 25
Brainstorm names of famous hotel chains and write up a list on the board. Then ask students to work in pairs to suggest brand values for each of the names on the board. 
Students’ own answers. Famous international hotel brands could include Hilton, Holiday Inn, Ibis, Marriott, Sheraton. All hotels in the chain will be recognizable by their use of colour, furnishings, facilities offered, etc. so that staying in one hotel in the chain will be a similar experience to another.

Exercise 7, page 25
Extra Activity
If your students are thinking of taking the LCCI Level 2 Certificate in Spoken English for Tourism, remind them that they must be familiar with specialized language, e.g. describing types of accommodation. To check that students understand the term boutique hotel, ask them to look at the two photos on page 25 and work in pairs to describe them to each other. What do the photos and the term boutique hotel suggest about this type of hotel? Who might it appeal to?

Tell students that they are going to read about a type of hotel known as a boutique hotel. Before they read, ask what they understand by a boutique (a small shop that sells fashionable, expensive clothes or gifts). Pre-teach any difficult vocabulary, e.g. entrepreneur, aesthetically pleasing, sophisticated, chic, inaugurated, autonomous, genre. Also point out the idiomatic expression think outside the box (use your imagination to have new ideas in place of conventional ones). Give students a few moments to read the blog post. They then work 
in pairs to answer the questions before whole class feedback.


1	They lacked warmth and personality.
2	stylish, sophisticated, elegant, intimate, unique (also innovative, aesthetically pleasing, warm, distinctive)
3	Major brands and independent owners work together to provide a unique environment for guests in lifestyle hotels.

Exercise 8, page 25
Students read the blog post again and complete the gaps with words from the text. Each word is a form of the word in capitals at the end of the sentence. 
1 uninspiring    2 intimate    3 attentive
4 aesthetically    5 innovative    6 stylish

Exercise 9, page 25
Tell students that they are going to discuss ideas for a themed boutique hotel in their own town or city. Ask them what type of themed hotel was mentioned in the blog post (library hotel, with topic-based rooms furnished with books and art on the different topics). Put students in pairs from the same country if possible, to discuss their ideas. If you do not have pairs of students from the same place, ask two or three students to volunteer their town or city and brainstorm ideas onto the board. Students then choose one of the cities to discuss. When they have finished, each pair should nominate someone to present their ideas to the class.
Students’ own answers.

RESEARCH
Go through the task with the class. Students could refer back to the hotel chains they discussed in Exercise 6 and choose one to research. They then present their findings to the class at the next lesson.

Extra Activity
Refer students to Part C of the EFIT Upper Intermediate level DVD material for extra listening and vocabulary exercises relating to an eco-friendly hotel resort. 
Although students are encouraged to view the complete programme on the DVD, there is also an option so that they can watch in smaller segments, as is denoted by the worksheet timings.
Alternatively, the DVD-related worksheet can be undertaken as self-study. 
At the end of the worksheet, there is an optional task, which can be completed in groups in class or set as homework.

Homework suggestions
•	Students choose a few of the brands from Exercise 1 and research their websites to find out how the brands describe themselves.
•	Students do an internet search for hotel types and create a list of ten different types of hotel. They then choose three contrasting types of hotel to present to the class (e.g. capsule hotel, resort hotel, motel), using the same set of elements as in Exercise 9 and present their findings to the class at the next lesson. 

Hotels of the future
Aims and objectives
In this lesson students will:
•	discuss ideas about future developments in the hotel industry
•	revise expressions for making predictions 
•	read about the way guest requirements are changing 
Listening
The hotel of the future
Exercise 1, page 26
Remind students that in the first lesson they discussed chain hotels popular in the late 20th century and boutique hotels, which have become popular in recent years. Now they are going to think about what hotels might be like in the future. Ask students to read the list of ideas for future hotels and put them in their own order of preference. Check that they understand 
zero-gravity, orbital, pod, holographic, virtual, caricature. They then work in pairs to compare ideas. You could ask students which one was their favourite idea.
Students’ own answers.

Exercise 2, page 26
Tell students that they are going to hear five people talking about future developments in hotels. They match each speaker with one of 
the topics (a–e). Pre-teach any difficult vocabulary, e.g. revolutionary, configuration, sensor. When they have finished, ask students 
to consider which of the developments might actually happen.
a Speaker 3    b Speaker 5    c Speaker 4
d Speaker 2    e Speaker 1
Audio script Track 3.3, Exercises 2 and 3, page 118
1	I enjoy travelling but checking into a hotel isn’t always the most pleasant experience. Many of the rooms are as small as a shoebox, lacking in character and totally depressing. But in the very near future chances are that the design of a typical hotel room will be very different. Scientists at a research centre in Germany have built a revolutionary hotel room to show the hotel industry how they can use 
new technology to make rooms more inspiring. First of all, the configuration will change: unlike the rectangular shoebox, there will be no straight lines – everything will be round. Why? Because research has shown that curves and rounded surfaces are best at putting people 
at ease.
2	In all probability, there’ll be a voice-activated computer on the wall through which you can find out what time breakfast is, find out about the hotel’s services, watch a video on demand or even ask it to gently rock your bed as you fall asleep. 
3	I think that for the next generation of guests it’s highly likely that they’ll be able to choose the décor of the room from a whole rainbow of colours just by pressing a button. So, you don’t have to lie on your back in bed and look at something white if you prefer a shade of red, blue, green or whatever colour you choose.
4	The next time you stay in a hotel and have to get up in the middle of the night, you may not need to switch on the light because the light may well come on for you. They’ll be equipped with sensors that detect your presence and turn the lights on automatically. Press a button and you’ll get a scented aroma. And that’s not all! There’s bound to be a jacuzzi and there could even be a television for you to watch as you lie back and soak.
5	What about this? Flick a switch and the view outside turns into a gigantic video screen. Flick it back and look at the flowers in the garden. The only problem is that once you’ve checked into the hotel, you probably won’t want to check out!
Grammar
Making predictions
Exercise 3, page 26
Ask students to read the information in the Grammar box before they complete the exercise. Point out that English has many ways to refer to the future because there is no future tense and so English speakers talk about future events in terms of how likely they are. Ask students to predict the words that complete the gaps in the sentences before playing the recording again for them to check. After whole class feedback, ask which of the speakers are most sure their ideas will happen, based on the way they express their ideas (Speakers 2, 3 and 5). Then refer them to the Grammar reference on page 112.


1 chances are    2 In all probability    3 highly 
likely    4 may not    5 may well    6 bound to be
7 could even be    8 probably won’t
Reading
Tomorrow’s guest
Extra Activity
Before doing Exercise 4, you could ask students to work in pairs to discuss how they think hotel guests of the future might be different from those of today. Write the following ideas on the board for them to consider:
•	age
•	income
•	family life
•	reasons for travelling (refer students back 
	to Unit 1 on page 9)
When they have finished, they should report back to the class.

Exercise 4, page 27
Tell students that they are going to read the findings of a survey about future developments in the hotel industry and how they are going to cater for tomorrow’s guests. They should tick the topics mentioned in the text. Check that students understand grey market and pre-teach any difficult vocabulary in the text, e.g. encompass, adjacent, minimalist, amenities, diverse, multigenerational. Students then work individually to find the topics mentioned before checking answers in pairs. In feedback, ask students to identify the words in the text that match each of the topics mentioned.
The text mentions:
1	business collaboration (association of hotel brands with other brands)
2	check-in and departure)
3	hotel décor (décor and furnishings)
4	the grey market (older generation)
7	social networks (secure social media)

Exercise 5, page 27
Refer students back to the language in the Grammar box on page 26 before they read the text again and underline the expressions for making predictions. They should then add any new ones they find under the correct category in the Grammar box. 
is likely to, will, might, could, may well, likely, will definitely, will certainly, is unlikely that
Additional expressions: implies that, are sure to

Exercise 6, page 27
Students read the survey results again and, referring to the expressions for making predictions they noted in Exercise 5, work in pairs to discuss the question. They should find two answers: which of the predictions is most important in terms of the development of the hotel industry regardless of how expensive or difficult it might be to implement, and which has the most immediate implications, i.e. is likely to be implemented in the near future. They may decide that their answers are the same for both parts of the question.
Students’ own answers. They are likely to base their answers on the percentage of respondents in the survey who expressed the same ideas; 92 percent wanted personalization of the hotel stay and 57 percent said that multigenerational holidays would become more popular.

RESEARCH
Go through the task with the class. Students type all three words into the same search field; this will bring up a list of companies specializing in hotel design. Alternatively, you could divide students into groups of three for each group member to research one of the words given and select items that are connected with the tourism industry, or brainstorm a longer list onto the board and have one word per student. However they do it, students should end up with some ideas about future trends in hotel design to present to the class.

Homework suggestions
•	Refer students back to Exercise 1 and ask them to write a sentence about each idea in terms of how likely it is to happen, using the expressions in the Grammar box.
•	Students write their own ideas, following the pattern of the speakers in Exercise 2, and come to class prepared to have a discussion with a partner about their ideas.

Photocopiable notes 3.1 (page 137)
Word formations (Matching activity, page 138)

professional skills
creating a business plan
Aims and objectives
In this lesson students will:
•	focus on the professional skill of creating a business plan
•	study the elements of a business plan 
•	listen to two people planning to open a bed and breakfast
Speaking
Starting a business
Exercise 1, page 28
Ask if any students have experience of starting their own business or know someone who has. What problems did they have and how did they deal with them? If they have no personal experience, ask them to consider what they would have to do if they were starting up a business. Then go through the items in the box and ask students which two refer to people (accountant, financial advisor). Check that students understand all the terms and refer them to a dictionary such as the Longman Dictionary of Contemporary English to check any terms they are unsure of. They then work in pairs to discuss their significance in a business, e.g. An accountant specializes in the financial affairs of the company, prepares accounts, deals with tax and ensures that the financial records are correct.
Students’ own answers.

Exercise 2, page 28
Refer students to the Professional skills box on creating a business plan. Tell them that the seven sections form the structure of a business plan and their task is to match the headings with the sections. Pre-teach any difficult vocabulary, e.g. condenses, niche, honeymooning, and check that they are familiar with a CV (curriculum vitae, called a résumé in American English). Students then work individually to complete the section headings and check answers in pairs before whole class feedback.
1 b    2 d    3 a    4 e    5 g    6 f    7 c
Exercise 3, page 29
Tell students that they are now going to explore the business plan in more detail by reading extracts from a particular business plan. The first part of the task is to match the correct heading from Exercise 2 with sections A and B of the business plan. Ask students to read the two texts quickly and match the headings together as a whole class. Then students read the two texts and complete the remaining gaps (1–8) with the words in the box above each extract. Pre-teach any difficult vocabulary, e.g. substantial, potential, and check that students understand the words in the boxes. Students then work in pairs to complete the task before whole class feedback. 
A Financial forecasts    B SWOT analysis

1 earmark    2 investment    3 balance sheet
4 break even    5 data    6 value    7 calibre
8 advantage
Listening
Financing a Bed and Breakfast
Exercise 4, page 29
Tell students that one of the most important elements of preparing a business plan is preparing the financial forecasts, part of which are the anticipated start-up expenses, i.e. the cost of getting the business up and running. Students are going to listen to two people who do not have a business background and are consulting a financial advisor about the likely start-up costs for a bed and breakfast business they intend to open. 
Focus students’ attention on the table. Check that they understand all the items and pre-teach any difficult vocabulary from the recording, e.g. renovation, depreciation, take into consideration. Play the recording for students to fill in gaps 1–7, which are all figures (those in the first column are costs in dollars, while those in the second are 
the number of years the amount of money will last). Check answers, then ask students to work in pairs to do the calculations to complete 
gaps A–D, which represent the projected 
annual (yearly) costs and monthly overhead, 
i.e. the money they will have to spend each month to meet the annual cost and keep the business afloat.
1 $22,000    2 $4,500    3 5 years    4 $2,000
5 $1,200    6 1 year    7 $34,100

A $2,200    B $400    C $1,200    D $100
Extra Activity
If your students are thinking of taking the LCCI Level 2 Certificate in Spoken English for Tourism, remind them that they must be familiar with specialized language, e.g. calculations and costs. After whole class feedback, you could ask students to calculate what the total monthly overhead will be.

Answer
$300.33
Audio script Track 3.4, Exercise 4, 
page 119
S = Sally, A = Financial Advisor, 
M = Michael
S	My parents died recently and we’ve inherited a large house. We both have some savings, so we thought we would like to open a bed and breakfast. In fact, this is something we’ve been planning to do for some time.
M	We’ve brought this table for you to look at with an idea of our start-up costs. We’ve done our homework and had some estimates from various people. The property does need some renovation – rewiring the electricity, plumbing, painting, that kind of thing – so we’ve contacted builders, gardeners and so on and we expect that will be a one-off fixed cost of $22,200.
A	Yes, and I see you’ve very sensibly broken that down into an annual and monthly cost so you can see what your long-term overheads are.
S	And then we’ve estimated the price of bedding – mattresses, sheets, blankets, that kind of thing – and that’s $4,500. In all likelihood, that will have to be renewed after five years.
M	We’ve decided to buy the best for the kitchen equipment and we’ve also had to include smoke detectors to comply with the health and safety legislation.
A	I’m surprised at the cost of the road signs and front entrance sign! Do they really cost $2,000?
M	Well, that’s what we were quoted. Maybe we could look at that again.
A	And then there are the legal fees – the costs of permits and licences. That’s an initial fixed cost of $1,200.
S	Yes. And $2,400 for advertising and promotion for the first year of operation.

A	OK, so the grand total is $34,100. Of course, there are things like depreciation which you need to take into consideration 
but your accountant will be able to explain that to you.
Exercise 5, page 29
Tell students that now that they have worked out what the monthly overheads will be, Michael and Sally have to decide what to charge guests at their bed and breakfast. In a later part of the same conversation with their financial advisor, they learn how to calculate what they should charge guests in order to break even, i.e. cover their costs. Their financial advisor presents them with two sets of calculations to show a worst-case scenario and a better-case scenario. Explain these terms if necessary and pre-teach any other difficult vocabulary, e.g. rate of occupancy, return on investment, bed night, competitive. Students work in pairs to complete the gaps before whole class feedback.
1 $34,100    2 $25,900    3 300    4 $200
5 $34,100    6 $25,900    7 1,000    8 $60
Audio script Track 3.5, Exercise 5, 
page 119 
S = Sally, A = Financial Advisor, 
M = Michael
S	What we’re not sure about is how to calculate the room rate.
A	How many rooms do you plan to have?
S	Four.
A	OK. Well, it depends on your rate of occupancy – how many bed nights you can sell. Let’s take the worst-case scenario. You have start-up costs for the first year of $34,100; and let’s say, for the sake of argument, that you want a return on your investment of $25,900 in the first year. That makes a total target sale of bed nights of $60,000 but you only manage to sell 300 bed nights. So you would have to charge $60,000 divided by 300, which is $200. Obviously, that might be too much but it depends on the quality of the accommodation and the competition. Let’s take a better scenario, where you sold 1,000 bed nights – that’s an occupancy rate of about 60 percent; then you would charge $60,000 divided by 1,000, which equals $60, which makes you very competitive. 
M 	That sounds very reasonable.

Homework suggestion
Students work out an alternative set of figures to those in Exercise 5. Half the class work with a higher desired ROI (return on investment) of $35,900 and the other with a lower ROI of $15,900. They should decide their own worst-case and better-case scenarios and present them to the class. By altering the figures, students will see the impact of raising or lowering the ROI and the degree of risk they are willing to take by charging their guests a higher or lower room rate.
Photocopiable notes 3.2 (page 137)
Business plan pairs (Matching activity, 
page 139)


CAse study
invest in a hotel
CASE STUDY MENU
Refer students to the lesson’s aims and objectives. Focus their attention on the photos on pages 30 and 31 and invite suggestions about what kind of hotels they show.
Reading
Exercise 1, page 30
Tell students that they are going to read a newspaper article about three students who have had some good news. Pre-teach any difficult vocabulary, e.g. pitch, budding, and check that they understand the idiomatic expression over the moon. Students work individually to read the article and answer the questions, checking answers in pairs before whole class feedback.
1	The three students have won $3 million in a business competition.
2	They plan to open up a hotel or guest house.

Exercise 2, page 30
Tell students that Teresa, Dave and Sarah have done some research and short-listed three properties that might make a good investment. They now have to decide which has the greatest potential. Students work in groups of three to read one text each and summarize it to the other two in their group. They then answer the questions. Pre-teach any difficult vocabulary, 
e.g. compelled, toll-free, prestigious, abundant. In class feedback, ask students to support their answers by quoting from the three texts.
1	Waterfront Hotel (the only accommodation in the region)
2	Black Hills (many of the guests are regular customers)
3	Black Hills (equipped with an air purification system designed to reduce allergies and kill 99 percent of all known germs)
4	Boutique Hotel (Asking price: Negotiable ... We will accept any reasonable offer.)
5	Waterfront Hotel (plenty of room for adding other amenities)
6	Black Hills (ideal location for ... business retreats)
7	Black Hills (owner-occupied tax status)
Speaking
Exercise 3, page 31
Before students go on to discuss which property is likely to appeal to the three entrepreneurs, ask which property appeals to them personally. They should discuss their ideas in pairs. Choose two or three students to report back to the class and support their preference.
Students’ own answers.
Listening
Exercise 4, page 31
Tell students that Teresa, Dave and Sarah are now meeting to discuss the three properties in greater detail and are calculating the likely revenue from each. Play the recording and ask 
if they reach agreement (no, each person prefers a different hotel). Play the recording again for students to complete the table with figures 
and percentages. 
1 30    2 100    3 70    4 150,000    5 75    6 35
7 125    8 115,000    9 95    10 155    11 265,000
Audio script Track 3.6, Exercise 4, 
page 119
D = Dave, T = Teresa, S = Sarah
D	Teresa, which property do you think is the best bet?
T	Well, I like the place in South Dakota. 
D	But it’s a franchise.
T	I know it’s a franchise, which means that we don’t own it, the hotel chain does, but we benefit from the brand name and get help with training, advertising and promotion. We’ve never owned or run a property before and we need professional advice. 
S	OK, but isn’t it better to own the motel? Then we could always sell it if it doesn’t 
work out.
T	Maybe. Anyway, I’ve been doing some sums: if we have 90 percent occupancy for the high season and charge $100 a night, and 30 percent occupancy off-season at, say, $70 a night, that makes a turnover of $360,000 plus $46,000.
D	So total sales would be $406,000.
T	Yes, give or take a few thousand. And I’ve calculated that the total cost for food and beverage, telephone, advertising, insurance and everything else would give us a profit of about $150,000 a year. 


S	OK, but it does say there’s some need for refurbishment. That would be an extra cost, wouldn’t it?
T	Sure, but the bank loan would cover that, wouldn’t it? What do you think, Dave?
D	You’ve forgotten the upfront fee and the royalty we’d have to pay. And I’m not convinced your figures are right – it sounds very complicated. But anyway, we don’t have to decide anything yet. 
T	OK, so what takes your fancy?
D	Personally, I prefer Estonia. It’s a much more interesting place than South Dakota and I’ve been told that it’s the only hotel on the island, so it’s got no competition. We’d be guaranteed reservations.
T	That depends if anyone goes there. After all, it’s on an island. How would people get there? Is there a regular ferry service? We don’t know.
D	I’d much prefer to live there than in the United States and it’s got great potential. It’s cheaper, so we wouldn’t need to borrow so much from the bank to expand. 
T	OK, but we don’t know the operating costs.
D	Well, I emailed the owners and the average daily rate seems to be about $150 a night – $175 in high season and $125 in low season. They say there’s an occupancy rate of 75 percent peak season and 35 percent low season. And on a turnover of $420,000 they manage to make a pre-tax profit of $115,000.
T	Sarah, I suppose you prefer the place in Mallorca?
S	Actually, I do. I think we could get a very good price if we bargained hard. And I really like the idea of only working eight months a year!
D	Why only eight months?
S	Apparently, until recently it was fully booked during that period and they just shut it down low season.
T	Yes, but how many guests would we get if the market’s now gone into decline? And don’t forget we’d have to live somewhere. That’s a cost too.
S	We could live in the hotel rent-free! OK, I rang up the owners. Apparently, they’re selling for health reasons and they say that with an average daily rate of $155 and an occupancy of 95 percent for the season, they managed to turn over $265,000 last year. So the place brought in a profit of around $90,000–100,000 net. That’s still pretty good.
D	OK. So what I suggest is that we discuss the pros and cons in more detail and that each of us goes away and writes a short business plan. Then we can perhaps come to some sort of decision.
TASK
Exercise 5, page 31
Explain that the three friends are going to have to ask for a bank loan as their $3 million does not cover the asking price for any of the hotels (except possibly the Boutique Hotel if they are successful in their bargaining). In order to apply for a loan, they will have to prepare a business plan. Put students in pairs and ask them to decide which hotel they prefer. Refer them to the Professional skills box on page 28 and ask them to write the plan using the headings in the box and the information in the Case study. They can invent any additional information they wish. 
When students have finished, they should present their information to the class as if they were presenting it to the bank. The students listening to each presentation can say, as representatives of the bank, whether they will award the loan or not, giving reasons for their decision.
Possible outcome
The choice of hotel depends to some extent on personal preference. All three have strengths 
and weaknesses.

Waterfront Hotel, Estonia
Strengths
•	excellent location
•	possibility of expansion
•	well-decorated
•	no real competition
Weaknesses
•	possibly difficult access (by ferry?)
•	lowest peak season occupancy rate
•	lower profit than Black Hills

Black Hills, South Dakota
Strengths
•	well situated
•	diverse clientele
•	healthy environment
•	owner-occupation tax status
•	marketing support from the franchisor
•	highest profit


Weaknesses
•	relatively high price
•	lack of independence
•	small property with no possibility for expansion
•	needs refurbishment
•	high up-front franchise fee and a six percent fixed royalty 

Boutique hotel, Mallorca
Strengths
•	price negotiable in a falling market
•	owners have a valid reason to sell
•	pleasant location near Palma
•	well decorated
•	good turnover for short season
Weaknesses
•	market is falling and may fall further
•	hotel will not earn money when closed but will still require maintenance
•	owners will have to pay rent elsewhere if they do not wish to stay there during winter

UNIT 3: KEY WORDS
Highlight the key words box and elicit definitions for a selection of the words. Check on parts of speech, syllable stress and pronunciation as needed. Suggest that students use the 
DVD-ROM Mini-dictionary for further self-study.
Homework suggestions
•	Students write a sentence of their own using each of the key words given at the end of 
the lesson.
•	Students research a property in their own country that could be a fourth contender for the entrepreneurs in the case study and write a description similar to those in Exercise 2. 
(125–150 words)
•	Students prepare a set of figures for the property they have researched, similar to those in Exercise 4. They should decide how many bed nights will be in high season and low season, what the occupancy rate and room rate will be and what turnover this will give them. They should be prepared to present their hotel to the class and argue the case for 
	investing in it. 
	These tasks will be quite time-consuming; students could work in groups of three or four if possible to research their property and produce a set of figures. Each group could then present to another group in class.
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