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Preface by Cedefop 

For some time now, tourism has been the world's leading industry in terms ol gross 
domestic product and one oí ils leading industries in terms ol job creation. It is an 
extremelv dynamic industry, which has recently begun to draw on lhe potential oflered 
by the new information and communication technologies. 

The new global development strategies and changes in production units, represented in 
particular by small enterprises, are both playing a part in tourism's ongoing success. 
Further expansion in terms of both the production of wealth and the creation ol new 
jobs is therefore to be expected. 

Expansion has also been brought about by the increased demand lor tourism products 
horn markets that were relatively inactive in the past, such as northern F.urope and the 
Middle Fast. Demand is also tending to be differentiated in relation to the nature and 
specific features of the tourism product: the production system is having to reorganise its 
structure and production patterns to satisfy an increasingly complex demand shaped by 
consumers' specific requirements. 

Managing the tourism demand and the resulting supply makes it necessary to call upon 
specialist techniques and technologies that are also being used to a varying extent in 
other production sectors, and to find new technical and occupational skills that are often 
hybrids of traditional tourism skills and skills from other sen ice sector branches 
(banking, insurance, etc.). 

This would seem to show that the new jobs being created are most likely to involve non-
traditional medium-to-high level occupational profiles with a mix ol skills specific to 
tourism and skills from other service-sector branches. These hybrid occupational 
profiles, various kinds of which are to be found in almost all economic sectors, are a 
direct result of ongoing efforts to match vocational qualifications to the new 
requirements arising from the constant change that is becoming a reality for almost all 
goods and service production systems. 

Taking these considerations as a starting point, Cedefop commissioned this study to 
analyse innovations in tourism occupations and the ways in which tourism is interacting 
with other branches of the service sector in order to identify the main trends in new skill 
requirements and in new occupational profiles. A further aim of the study was to assess 



whether the organisational and occupational changes taking place in tourism are being 
matched by the provision of appropriate and high-quality training. 

'['his study has been prepared on behalf of Cedefop by the following team: 
• Lázaro Gonzalez, who coordinated the Spanish survey; 
• Stefano Poeta, who coordinated the Italian sun'ey; 
• Jean-Jacques Paul and Jean Danrey, who coordinated the French survey; 
• Mario Gatti, Maria Grazia Mereu, Claudio Tagliaferro, who were responsible for 

scientific coordination of the surveys and for drafting the synthesis report. 

.. v.. 

Mara Brugia Stavros Stavrou 
Project Coordinator Deputy Director 





Introduction 

The importance oí the tourism industry throughout the world in terms of both GDP and 
job creation provided a starting point for this study, conducted in parallel in Italy. France 
and Spain. The industry's ability to overhaul its global strategy and its complex 
production system may well be pointing to continuing expansion and major innovations 
in its professional and occupational structures. Increasingly sophisticated marketing and 
franchising techniques and the latest information technologies are being used to manage 
tourist demand and the resulting supply. This is creating a need for technical and 
vocational skills and is leading in many cases to mergers and hybrid forms of traditional 
tourism industry specialisations and specialisations characteristic of other service sector 
branches. Our assumption was therefore that the industry's new occupations could in 
particular require non-traditional qualifications with an intermediate to high level of 
occupational competences based on a mix of skills specific to tourism and skills used in 
other sectors. 

1 

Changes oxer lhe last 20 years have given rise to what the World Tourism Organisation 
has called the New laa of Tourism whose main feature is its highly segmented demand 
and its growing integralion with other economic activities. New types of consumers have 
appeared and the new technologies have been introduced on a massive scale. The 
introduction of new management and production styles has gone hand in hand with a 
new awareness of the environment. Tilts has entailed changes in hotel organisation, 
giving rise to a dynamic scenario in which occupational skills are undergoing far-
reaching change as a result of a set of factors both within and outside the hotel industry. 
The trend towards integration with other sectors is onlv one of these factors. 

The national surveys started from the assumption that changes in occupational skills in 
the hotel sub-sector were chiefly due to the growing interaction between this sector and 
other sectors. We therefore assumed initially that the new occupational skills required by-
hotels might well be taking the form oía kind of transfer of the knowledge and skills of 
other sectors; this seemed to be borne out bv the existence of a range of horizontal skills 
running through the main functions of an increasingly global economy and becoming 
increasingly necessary for any activity. The initial findings of the surveys only partly bore 
out this assumption with the result that their scope was broadened to cover other 
developments playing a part in changes in occupations in the industry. 



Research method: 

2 Three tvpes oí case were studied in each country following interviews with experts. The 
research teams agreed a common working procedure and used an identical set ol 
surveying instruments. Three comparable kinds ol hotel in the countries covered by the 
survey were selected as case studies: 
• business hotels, generally locateti in large cities, whose customers are predominantly 

business travellers; 
• holiday hotels, located chiefly in seaside or mountain resorts; 
• spa hotels, offering health and fitness facilities. 

All three studies included the following stat es: 

ta) Development of survey criteria and instruments (questionnaire for industry experts 
to flesh out the reference scenarios; questionnaire for interviews with hotel and 
human resource managers to survey the opinions of business managers; 
questionnaire for interviews with representatives ol new or emerging occupational 
protiles to provide a concrete definition ol the occupational piotile). 

ib) Interviews with industry experts to obtain initial information on those factors 
playing the largest part in changes in the hotel industry and on their consequences 
on business organisation and the occupational skills being used in these businesses 

(c) Case studies, the key element of the field survey. The case studies took the form of 
interviews with hotel managers, human resource managers and persons employed 
in those occupations identified as new or entailing new skills. Hotel and human 
resource managers were asked about business strategies in the short term, changes 
anticipated in products and or services and the impact of change and innovations 
on the occupational skills of hotel staff. The interviews with representatives of the 
occupational profiles selected covered the new tvpes of tasks and competences 
-on to which tasks and competences from other sectors may have been grafted-
becoming necessary for their work. They were also asked about the route that they 
had taken to gain access to the occupation and the type of training needed for the 
occupation and about continuing training needs. The findings of the case studies 
were processed as occupational profile descriptions. 



The initial findings of the exploratory stage and the case studies highlighted the complex 
nature of the changes taking place in all occupations in the hotel industry. In this 
context, hybrid skills, albeit with many nuances, were to be found throughout a wide 
range of occupations and not only those located in interface positions between the hotel 
industry and neighbouring sectors. This initial finding helped to re-focus the survey by 
modifying the initial assumption that only profiles interfacing between tourism and other 
sectors would be surveyed and by broadening the survey to cover a wide range of 
professions that can, in taxonomie terms, be classified into three groups: 

(a) completely new profiles to be found solely in tourism (e.g. events manager, catering 
manager, etc.); 

(b) new profiles for the hotel industry, imported from other sectors (e.g. quality 
coordinator, marketing expert, etc.): 

(c) existing profiles whose skills are changing or being overhauled (e.g. hotel manager, 
receptionist, etc.). 



3 
Changes in the 
hotel industry 
and the impact on 
occupations 

The enormous importance of tourism and therefore of the hotel industry in their national 

economies fully justified the choice of France. Italy and Spain as survey countries. 

Tourism accounts for"3 "oof GDP in France. 6% in Italy and 11.1 % in Spain. Tourism 

is therefore one of the main economic sectors of these three countries and a prime 

mover of the country's development since tourism also plays a part in developing 

traditional activities such as agriculture, industry, commerce and crafts. A particular 

aspect of tourism is its ability to pass on added value to other branches and to help to 

redistribute income by acting as a lever for local economies. 

Changes in the composition of the tourism market in Italy have for some time been 

accompanied by restructuring which shows no sign as vet ol coming to an end and is 

generating a hospitality supply similar to that ol other European countries. 

In 1999. Italy had 33 802 hotels. There have been two main trends since the cix\ of the 

1980s: a slow but constant decline in the number of hotels offset, however, by increased 

size and a significant change in the composition of the overall Italian hotel supply. 

Numbers of one- or two-star hotels have fallen drastically and. while this reduction has 

been offset by the entry into the market of three- and four-star hotels, there are still lew 

hotels with five or more stars. 

These changes have been brought about by the need to remain competitive ami have to 

be matched by a business culture that is sophisticated enough to ensure survival in a 

market where change is increasingly likely. 

The size and management styles of Italian hotels have therefore undergone far-reaching 

change leading to larger and more dynamic businesses. In 1999. the Italian hotel 

industry provided jobs for 403 926 people. ,301 023 oí whom were employees and 102 

903 self-employed. 

In 1998. tourism accounted for 7.3 % oí GDP in France, providing jobs for 015 658 

people, including 184 486 in the hotel industry. At the beginning of 1999, hotels had an 

average of 31 rooms showing that small hotels continue to predominate. The majority of 

French hotels have two stars, with three-star hotels accounting for 20 % and four-star 

hotels for 7.5 %. 



From the point of view of developments over the last 20 years, there has been a slight 

increase in the number of hotels and a concentration of the industry whereas in Italy, 

small hotels have continued to lose ground. This reduction has been offset by a 

doubling of' numbers of higher category hotels (2-3 stars): although numbers of 4-5-star 

hotels have increased, they have done so at a much slower pace. 

In 1996, Spain was ranked fifth in the world for overnight stavs and third for hotel 

capacity. According to the Spanish Hotel Federation, the hotel industry employs 176 8~9 

people, accounting for 1.3 % of the employed population. Spanish hotels have resisted 

penetration by foreign hotel chains of which there are still few. accounting for 19.55 % of 

the total supply, and tend to be concentrated in high-quality hotels (4-5 stars). This lack 

of penetration by the multinationals is due to the large network of small and medium-

sized businesses which have managed to sunive periods of economic recession. 

Although there has been little foreign penetration. Spanish hotels, like French and Italian 

hotels, have had to lind ways of coping with the globalisation of the tourism industry 

and are moving towards business concentration strategies. 

A number ol changes bringing about far-reaching qualitative innovations in hotel 

management methods and in the occupational skills of hotel staff have for some years 

been taking place throughout the world in the tourism industry and its hotel sector, and 

France. Spain and Italy are no exception. The new paradigms of these changes are: 

• competitiveness and globalisation: 

• consumer expectations; 

• quality: 

• introduction of new technologies. 

The variables 

of change 

Table 1 shows, on the basis of the findings of the national surveys, to what extent these 

paradigms of change are felt to be relevant and to play a key part in the formulation of 

development strategies for the tourism economy of the three countries. 

Variables 

Competitiveness and globalisation 

Consumer expectations 

Quality 

New technologies 

F I S I 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

Table 1 

Variable of 

change in tourism 



3.1.1 

Competitiveness 

and globalisation 

Tourism industry development is shaped by a tendency towards change that is ongoing 

and requires constant revision and critical analysis of the options available to businesses 

to open up new activities or, more simply, to survive in an increasingly complex market. 

The traditional marketing 'divisions' that highlighted target customer types have been 

superseded by a new culture ol tourism among consumers leading to different patterns 

of consumption linked to the times and places at which people purchase tourism 

products. 

lounsm is booming and it seems highly likely that this trend will continue in future 

years. 

Table 2 shows the main strategies that operators in the three countries covered by the 

survev consider necessary to compete in a global market. 

Table 2 

Competitive 

strategies to cope 

with increasingly 

global markets 

Strategy 

Hotel product and sen ice innovation 

Service integration 

Business concentration 

Expansion of national chains in other countries 

Networking 

Improved awareness of the environment 

F I S 

» 

» 

» 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

The entry of major foreign operators, whether tour operators or hotel chains, ¡nto 

national tourism markets has stepped up international competition m both Italy and 

France. Their large size and the fact that they straddle the markets of origin and 

destination of major tourist flows are helping these enterprises to shape tourist 

movements, to guide people towards pre-selected destinations and to keep these flows 

within their own production circuits through branding policies and strategies of vertical 

and horizontal integration. 

The major network of small and medium-sized hotels in Spain has made it possible, 

however, to hold out against penetration by foreign chains which account lor only 20 "n 

orso of the overall supply. Spanish hotels are. however, having to finti ways of coping 

with the growing globalisation of tourism businesses. Different strategies are being used: 

expansion of Spanish hotel chains in other countries (263 hotels in 1998), innovations in 

hotel products and services and diagonal integration of hotel serv ices, travel agencies, 

producers of hotel technology, small tourism businesses, etc.. into the same group. 
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Concentration is also taking place in the tourism industry in France where integrated or 
voluntary chains are being formed. Integrated chains try to provide each hotel with its 
own particular ambience, while using the same formula from one place to another, 
while voluntary chains are more formal brand-based groupings. This strategy has to be 
fairly large-scale if it is to be profitable. Successful hotel chains require a minimum of 
thirty or so hotels. France has also seen a marked decline in small hotels which are 
increasingly using franchising techniques to band together to form large groups. The 
Accor group is one of the main international groups in the sector and offers a good 
illustration of the diverse range of activities that groups can include. Its business interests 
include both business and holiday tourism facilities as well as other economic activities 
such as travel agency services, car hire, casinos, catering and on-board train semces. 

The need to monitor demand flows at a distance and to offer customers semces 
differing from those of competitors has paved the way for consortia and policies of 
vertical, horizontal and diagonal integration of production in Italy as well. 

Competition restricted to local markets is gradually being replaced by competition 
between resorts, paving the way for a culture of local alliances between operators 
working as consortia or other kinds of groupings. 

In terms of' its aims and purposes, integration between businesses from different sectors 
or within the tourism sector is ven' similar to networking. 

Major changes are taking place in product consumption patterns in the tourism market. 
Previous consumption models are gradually becoming less widespread and are being 
supplemented by new models that have helped to create demand targets that can be 
satisfied only by specialist types of production. Consumers are increasingly well 
informed and demanding as regards the quality of sen ices and are able to identify- and 
assess the 'value' of the products that they consume. 

3.1.2 

Consumer 
expectations 

One factor of change that emerged from the Italian study is that holidays are increasingly 
fragmented and piecemeal. People are tending to take shorter and more frequent 
holidays that are not therefore seasonal rather than to go on extended summer holidays. 
Patterns of this type are undoubtedly the result of general changes in community life 
and. in particular, in the tourism products that are now available. The much wider range 
ol ready-made holiday packages of varying lengths currently being marketed and 
purchased as products is well suited to this far-reaching social and structural change. 

The Italian study shows, as regards tourism among senior citizens, that the ongoing 
ageing ol' the population is helping to develop products and destinations targeted 
specifically on this group: culture, environment, leisure, fitness, health, etc. 

13 



Other findings highlight other variations in tourist product consumption patterns. The 
Italian study reports that advance booking, particularly in the long term, is tending to be 
replaced by last-minute booking. The potential savings that people can make by finding 
discounted last-minute departures go a long way towards explaining why tourists are 
tending to put off decisions about holidays. The Italian study suggests that this practice 
has a great deal to do with greater price awareness among tourist-consumers who now 
consider holidays as only one of many types of consumer expenditure. 

The majority of Spanish tourism is seasonal, especially in holiday resorts of the sol y 
playa (sun and sea) type, with the result that the hotel supply far outstrips demand 
during most of the year. This situation is forcing hotels in areas with high concentrations 
of summer tourist flows to design new products targeting different customer segments: 
voung people, senior citizens, conference tourism, cultural tourism, eco-tourism, etc. 

Quality 

3.1.3 The findings of the three national research reports show that the quality variable is 
affecting the tourism supply in the three countries suneyed in a similar way. In all three 
cases, the quality of tourist services is closely linked to the ability to comprehend 
consumers' expectations and value systems. Like all services, the services offered by 
hotels have much about them that is intangible and linked to the accurate perception 
and satisfaction of customers' expectations. The type ol accommodation for which 
people look depends on the type of travel that they have planned. This means that the 
basic strategy that hoteliers have to pursue is one of improving the quality of the sen ices 
that they otter. The trend is to oiler customers a range ol sen ices that go bevond simple 
hotel and restaurant semces: cultural, arts and sports activities. Satisfying customer 
expectations makes it necessary to be able to rely on motivated staff with high-level 
social skills who are able to comprehend what people want. 

3.1.4 This variable is also having a similar impact on the hotel industry' in all three countrie.1 

Introduction 
of new According to the three studies, and especially the Italian study, the basic assumption, as 

technologies regards the impact of technological innovation in the tourism and hotel sector, is that 
human resources, perceived as production factors, are absolutely central to tourist 
output, while technology is a factor that, while helping to rationalise organisation and 
improve services, is secondary to human resources. Although technology, in particular in 
hotels, has a front-line visibility (pay TV, Internet sites), it is a factor that, while 
important, is secondary to the main purpose of the business. Information technology 
and more generally the computerisation of the tourism industry as a whole are making it 
possible to introduce management policies shaped by methods of drawing up cost and 
income flows. Budget analysis helps hotels to locus on activities that provide the best 

l i 



compromise between production costs and potential financial returns. This compromise 
needs to be found right from the management of bookings where larger enterprises are 
making increasing use ol IT aids and techniques of yield management (optimising 
production capacity). 

The introduction ol technological innovations is important as they can help to make 
businesses more competitive by improving productivity and quality. In hotels, 
innovations are improving safety and saving energy: fireproof materials, alternative 
energy sources, personal air-conditioning adjustment devices, environment-friendly 
materials, etc. In the reception, new information technologies are making it possible to 
access global booking systems, to connect to other departments, to use automated and 
centralised invoicing systems and to check on hotel occupancy. 

The dynamics of change highlighted by the national reports seem to be pointing to the 
need for a cultural shift among the industry's workers at all levels of the hierarchy. An in-
house production system, where production needs are coordinated with and geared to 
customers' requirements, requires considerable thought and a new awareness of the 
importance of the quality of the human resources involved in the cycle. Bearing in mind 
that production is gradually becoming more and more complex, there is also a need for 
greater decision-making autonomy even at the lower operational levels. If they work 
independently, tourism workers have to be made fully aware of their role as producers 
in contact with customers and acquire the skills needed to interpret different situations 
correctly and to make the most appropriate production choices. 

The impact 
of change on 
organisations 
and occupational 
skills 

The \K\\\ lor greater customer awareness is shaping organisational change, and business 3-2.1 
organisations have to be seen as a way of optimising the quality perceived by the user of Organisational 
the serv ice. Tourism businesses have to be organised in very flexible ways, especially as change 
regards front-office staff who are required personally to manage contacts with 
customers. 

Customer satisfaction is increasingly a structural feature of production to which 
organisations must find specific answers, while respecting the management requirements 
represented by the various budget levels. Cost control, essential at a time when 
businesses are trying to provide increasingly customised services, requires much more 
careful financial management by everyone responsible for production so as to safeguard 
required profitability levels, especially as it may often be part and parcel of a competitive 
strategy. Changes in organisational and operating methods are nevertheless the result of 
a cultural change in production methods in hotel and tourism businesses. All workers 
are aware of some aspects and elements of organisational change that have been in 
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existence for some time. For instance, the merger of lobby and front office areas and the 
growing links between room service and bars and cafes, anel in some case's restaurants. 
Booking services play an absolutely essential role in optimising production capacity and 
now have a role somewhere between marketing and operational management, using 
strategies to optimise the use o\' production capacity. The most interesting aspect that is 
emerging from changes in the tourism industry is the need constantly to supply new 
high-qualitv services in order to open up new markets and development possibilities. 
These strategies are generally accompanied by the emergence ol new occupational 
profiles or. more often, by changes to the content of existing profiles. 

The Spanish report also notes the changes brought about by the new central position of 
the customer, where everything is geared to tourists and their requirements and 
expectations. As a result of the changes described, the organisation ol hotels and the 
occupational skills that they employ are also changing. The first change noted by the 
Spanish report lies in the fact that business organisations must take a flexible approach 
to the production and distribution of tourist services, booking systems and hotel 
product consumption patterns. Flexibility is helping to introduce a range ol 
improvements into organisations. Customer information systems are improving, 
technological aids are helping to speed up procedures and the importance of the 
human factor is growing. 

The French report, as regards the changes described, points to a change in commercial 
policies being brought about by the tendency of the demand to dominate the supply. 
Every hotel thus has to locate its own market and develop an appropriate commercial 
policy. This situation is promoting the creation of voluntary chains that independent 
hotels are joining. The trend in France is to offer customers a range of services that go 
well beyond simple hotel or catering services: cultural, arts and sports activities. This 
development is leading, especially in high-quality hotels, to the provision of sports 
facilities (swimming pools, gyms, etc.). A growing concern among hoteliers is also to 
keep their hotels as full as possible. To achieve this, hoteliers are trying to diversify 
attractions by type of customer: business customers for whom, especially in three-star 
hotels and above, meeting rooms are being built, and holiday customers lor whom 
cultural and/or sporting events are being organised. 

The growth of a more structured catering and hotel industry, although slow in market 
terms, is undoubtedly having an impact on the methods by which work in enterprise is 
organised: independent enterprises are not run according to the same rationalisation 
criteria as enterprises belonging to a chain. Although the status of the business has to be 
taken into account, it is not the only factor. The size of the enterprise is another factor 
that has an impact on the way in which work is organised: multi-skilling is undoubtedly 
more widespread in small hotels than in larger hotels. The nature and range of products 
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offered to customers and the new technology uses that these may entail are key factors 

in defining the methods by which work is allocated and in analysing changes in these 

methods. 

Technological innovations, changes in work organisation and changes in customer 

expectations are slowly but surely changing the structure and content of hotel 

occupations. Rather than changes in content and trades, it would be better to talk about 

the changes in the role of occupational profiles that are being brought about by greater 

individual autonomy and the introduction of 'micro-management' or diffuse 

management. 

3.2.2 

Innovations 

in occupational 

skills 

To bear this out. the French study compared the occupations listed in the 1993 ROME 

( Repertoire Opérationnel des Métiers et des Emplois - Operational Directory of Trades 

and Occupations) with the typical profiles described by Cereq in 19~8. noting that there 

had been lew changes in occupational content during that period. The changes that had 

taken place in France were in the area of competences: 

• in IT for occupations in the reception area; 

• in commercial management in the area of welcome service: 

• in the rationalisation of floor work organisation and management. 

Within this extension of competences, most importance was attached, forali 

occupations, to relational competences. 

The most widespread innovation in the tourism sector, according to the findings of the 

Italian study, was in internal organisation. 

In Italian hotel businesses, which tend to be small and medium-sized businesses, 

workers have always been trained in a wide range of tasks. The gradual increase in die 

complexity of production has had to be matched by more autonomous decision-making 

even at the lower operational levels. To enable 'fine tuning', workers must be made fully 

aware of their role as producers in contact with customers and must possess those 

competences needed correctly to interpret various situations and make the most 

appropriate production choices. This new approach to business organisation, again 

according to the Italian study, is also leading to major changes in the role of business 

managers. As the control function moves down to the production line, business 

managers are able to assess individual performance on the basis of the results of 

production work and not on the way in which this work is performed. Managers are 

therefore freer to focus on strategies and on controlling factors outside the enterprise, 

while providing encouragement for and developing human resources within the 

enterprise. 

Used by the 

Agence Nationale Pour l'Emploi 

(National Employment Agency). 

Π 



Hotel front-office roles tend to be more innovative because increasingly horizontal 
competences are required for occupations in this area. While occupational specialisation 
is still essential to be able to perform the primary tasks lor which the organisational 
structure provides, the new need to monitor a stage of the production cycle from 
beginning to end also requires knowledge of other working situations. 

The Spanish study highlights the new skills required from workers in the hotel industry. 
These are chiefly horizontal skills, which are also cited in the Italian and French studies, 
and include: 
• interpersonal communication; 
• understanding of different cultures; 
• flexibility: 
• adaptability; 
• teamwork; 
• problem solving. 

Knowledge is also required in the following areas: 
• management of software packages; 
• service quality management: 
• awareness of environmental issues; 
• awareness of marketing issues; 
• knowledge and management of entrepreneurial organisations. 

The new requirements of the hotel labour demand have helped to change the profiles 
working in the sector and have in some cases led to new occupations imported from 
other sectors or specific to the hotel sector. Traditional profiles such as that of the hotel 
manager are undergoing far-reaching change and entailing new competences and tasks. 

All the national surveys stress that in an 'industry of persons' such as tourism, human 
qualities, wide-ranging cultural knowledge and traditional social skills such as knowing 
how to welcome and to be welcomed count for a lot alongside competences in the use 
of new technologies and in handling situations that may differ depending on the 
expectations of customers whose standards are becoming increasingly global. Finding 
ways of managing these new occupational skills is becoming a strategic objective for 
hotels. 



As a sector, tourism is both horizontal and vertical as tourist demand also has an impact 
on other production sectors. The tourism industry essentially includes hotels, restaurants 
and calés, transport and tourism intermediation services. Other economic sectors also 
produce services for tourism. There is growing integration in the hotel sub-sector with 
other production activities that are traditionally associated with it such as travel agencies, 
holdings in airline companies or the production of technology for hotels as well as with 
sectors that do not have such direct links with tourism such as insurance, travel articles 
and health and beauty services. 

3.2.3 
Integration of the 
hotel sub-sector 
with other 
economic sectors 
and repercussions 
on hotel work 

Various experiments with integration are taking place in Spain both between different 
hotel businesses and between these businesses and other sectors or allied services such 
as booking centres, air transport, etc. This type of integration is concentrated in the main 
hotel chains that are tending to operate as large enterprise groups able to pursue 
synergies between different production lines. Another development that is promoting 
closer links between the hotel sector and other sectors, as highlighted in the Spanish 
study, are loyalty programmes. These programmes have been in use since the end of the 
1970s, although it is only since 1996 that they have really taken off with the appearance 
of multi-sponsor programmes that pursue three main objectives: keeping the hotel's 
customers, encouraging purchases in the hotel and acquiring new customers by making 
use of the databases of other businesses associated with the programme. The current 
formula includes associations of hotels or hotel chains, airlines and car hire companies. 
Clients of these programmes receive cards that entitle them to discounts when they use 
the services of associated businesses. 

'Fliese formulas are also being used in the other countries covered by the survey. As 
regards, however, the integration of the hotel sector with other sectors, the Italian survey 
pinpoints two types of factor that are promoting this integration: the need to contain 
product production and distribution costs and the need for more careful quality control 
throughout the production cycle. In the Italian hospitality industry, integration has taken 
place between intermediation services, transport and hospitality, through the acquisition 
or creation of cooperation networks by major enterprises that are intended to provide 
consumers with a constant level of quality from the time at which they buy a package 
holiday from a retailer in the distribution network. 

The French study cites the Accor group as an example of this integration: this group, as 
well as offering hotel services, offers travel agency, car hire, casino, catering and on­
board train services. 
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All three studies note that the supply of new integrated services generates new 
occupations, although these may not necessarily be in hotels. Small and medium-sized 
hotels in particular are also tending to outsource a range of services. The services most 
likely to be outsourced include security, computer assistance, building and technical 
equipment maintenance, public relations, marketing and image, fitness sen'ices and bar 
and restaurant sen'ices. 
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Description 
of lhe new-
occupational profiles 
and competences 

4 

The case-study sample was selected in a similar way in the three countries surveyed. 
According to our initial assumption, cases were to be selected among three types of 
hotel: business hotels, generally in large cities and with a predominance of guests 
travelling for business reasons, holiday hotels located chiefly in seaside or mountain 
resorts and spa. fitness and health hotels. 

The exploratory stage of the survey conducted among industry experts provided a 
diverse selection of cases in the three countries. Case studies were prepared for four 
hotels in Italy: a hotel belonging to a major chain, a spa hotel, a hotel in a commercial 
centre and a hotel in a holiday resort. The Spanish case studies included two city hotels 
(one with business customers and one with holiday customers), a hotel in a coastal 
resort and a spa hotel. The French case studies included a hotel belonging to a major 
chain, a hotel specialising in tourism for the elderly, a luxury hotel and a hotel belonging 
to an independent group. From the point of view of size, the focus was on medium-
sized hotels in Spain, on medium-to-large hotels in Italy and on large hotels in France. 

Leaving aside national differences in the industry, the wide range of occupational 
profiles highlighted by the three surveys can also be explained by the different sizes of 
the businesses surveyed in the three countries. 

The findings of the case studies were processed as descriptive sheets, grouping 
occupations into the three classes previously identified: 
• new profiles for the hotel industry imported from other sectors: 
• new profiles working solely in the hotel industry; 
• existing profiles whose competences are changing being overhauled. 

The occupational profiles selected are described from the point of view of the new kinds 
of tasks and competences that are required to perform work. To supplement this 
information, details are also given of the route followed to gain access to the occupation, 
the type of training needed for such access and any continuing training needs. 

The occupational sheets are grouped by type and by country and are introduced by a 
summary table in which they are located by operational area and classed as employee-
level, supervisory and managerial. 



New profiles for 
the hotel 
industry 

imported from 
other sectors 

As shown in Table 3. occupational profiles imported from other sectors into the hotel 
industry are concentrated in the operational area o\' management. 'Lhe Italian and 
Spanish surveys identified the largest number of occupational profiles of this type, while 
the French survey, although identifying various occupational skills imported from other 
sectors, describes only the profile ol the management controller. 

Table 3 

New profiles 
for the hotel industry 
imported from other 

sectors 

Keys: 
Employees 

Supervisors 
Managers 

Operational area 1 France 1 Itay ¡ Spain 

Reception 

Floor senices 

Catering 

Administration 

Management 

Special senices 

External senices 

Management 
controller 

Budget analysis 
and management 
accounting 
expert 

Quality manager 

Yield 
management 
manager, 
revenue manager 

Expert in 
environmental 
impact and 
planning of 
tourist development 

Natural and 
holistic health 
tourism technician 

Human 
resources manager 

Technical senices 
manager 

Computer senices 
manager 



'Lhe French study reports that the managements of large groups contain many 
management profiles connected with market and turnover forecasting, development of 
yield management methods and improvement of management accounting. Most workers 
have initial education in management generally acquired from business colleges or 
university management faculties. At a time, however, when booking systems are making 
increasing use of the new information and communication technologies and are 
therefore interacting directly with customers, the strategic importance of some 
optimisation techniques such as yield management may start to decline. 

4.1.1 

Description of the 
occupational 
profiles surveyed in 
France 

Operational area Management 

Occupational profile Management controller 

Definition 
The management controller is a new occupational profile in larger hotels. The main task 
of the management controller is to analyse hotel charges and customer types in order to 
optimise turnover. 

Activities 
Management controllers draw up cost analyses of all the hotel's activities 
(accommodation, restaurant menus for banquets or individual meals, events). They also 
estimate optimum charges for different customer types (business, families, etc.) and 
draw up benchmarking indicators to find out how the business is doing in comparison 
with its competitors. 

Changes in competences 
To earn' out their tasks, management controllers must: 
• be familiar with basic accounting techniques: 
• use software packages for hotel management, management accounting and the 

preparation of daily turnover updates; 
• be familiar with the whole range of computer packages: 
• be aware of the importance of communication and human relations in order to 

maintain an ongoing dialogue with both the different departments and commercial 
divisions of the hotel and with colleagues in competitor hotels. 

Training schemes 
Basic training in accounting (level Buret de Technicien Supérieur (advanced vocational 
training certificate for technicians), business college, qualification in 
management accounting). 
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Prior experience in the hotel industry in the areas of invoicing and management ol 
suppliers' accounts mav be useful for management controllers since it mav help to olisci 
any lack of specific hotel industry knowledge. 

If thev are to work efficiently, management controllers should, during their working 
lives, attend training schemes on hotel management and optimisation and on 
management supervision in general. 

Controllers should also regularly attenti training in the use of new software packages, 
especially hotel management software. 

4.1.2 

Description 
of the profdes 

surveyed in Italv 

The Italian survey reported that profiles at the top of the hierarchy ol hospitality 
businesses have changed substantially. Profiles from other economic sectors, such as 
quality managers and yield management managers, arc increasingly to be found. 
especially in the operational area of management. Occupations that are new lor the 
hotel industry but consolidated in other sectors were surveyed in the area ol hotels' 
special senices: experts in environmental impact and tourist development planning and 
natural and holistic health tourism technicians. New occupational profiles such as budget 
analysis and management accounting experts have also been imported into hotel 
administration. 

Operational area Management 

Occupational profile Quality manager I 

Definition 
The task of quality managers is to supervise the quality of customer senices. Thev draw 
up the quality standards felt to be necessary for each department of the hotel in terms of 
both methods of setting up the senice and identifying how stall in contact with em\ 
users should behave. 

Activities 
To draw- up reference quality standards for business services, quality managers must: 
• analyse the consumer behaviour of'customers; 
• analyse how the senices requested by customers are produced: 
• decide, with the assistance of department heads, which organisational practices are 

most likely to satisfy customers' requirements; 
• check that these organisational practices are in keeping with the hotel's mission; 
• check that the organisational practices set up to deal with customers are consistent and 

economically viable; 
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• pass on the quality standards approved by the hotel management to the various 
departments in which they are to be applied: 

• ensure that department heads explain these standards correctly to employees; 
• be responsible for the in-house training of personnel. 

Quality managers must also check whether services are being provided correctly and 
decide on any corrective measures. 

Changes in competences 
To perform their work, quality managers need to have expertise in fields ranging from 
the psychology and sociology of tourism to customer hospitality and entertainment 
methods and techniques, sales and product presentation techniques and hospitality and 
catering business organisation. Quality managers' expertise should also include the 
following 'horizontal' skills: 
• computerised data collection and processing methods: 

communication and management of interpersonal relationships: 
organisational analysis; 
foreign languages. 

Training schemes 
A good basic education of university or. as a minimum, upper secondary level, 
supplemented by special courses on quality theory and techniques, is needed to enter 
this occupation. Knowledge of English and another language is essential. Personal 
awareness, empathy and the ability to handle contacts with the public are useful skills. 
Analysis of changes in tourist product consumption patterns, as well as refresher 
training, is also essential throughout working life. 

Operational area Management 

Occupational profile Yield management manager, revenue manager I 

Définition 
This is an occupational profile to be found in large hotel chains and in large 
independent hotels. Some of its tasks are carried out by the welcome-reception 
occupational area in small and medium-sized hotels. Yield management managers are 
responsible for deciding what prices the hotel will charge by analysing current tourism 
market developments. The main task of yield management managers is to optimise the 
hotel's yield using price as a lever to maximise hotel occupancy. A further task of this 
piotile is to maintain the pricing system and. for this purpose, to analyse factors causing 
a demand for hotel senices at particular times. 
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Activities 
Yield management managers are responsible for deciding on a hotel's pricing polity in 
order to optimise production capacity on a daily basis. They therefore manage the 
hotel's production capacity by supervising and guiding the optimisation system lor each 
production unit. 

Changes in competences 
To work efficiently, yield management managers must possess a wide range of technical 
and specialist skills. They must in particular be able to: 
• identify problems arising from the management of the production capacity o\ 

hospitality enterprises; 
• identify the tvpes of business in which yield management can or cannot be used; 
• identify, measure, survey and assess whether target segments are in keeping with 

market trends; 
• identify, assess and calculate updates of prices and discounts; 
• identify the most significant control parameters for assessing the results of a yield 

management system in hospitality enterprises; 
• organise the supply as a function of the demand; 
• assess whether 'overbooking' is necessary and what policies the hotel will operate in 

this area; 
• organise supply data in a computer system geared to yield management: 
• set linear optimisation problems: 
• implement basic forecasting procedures in a yield management system. 

Yield management managers should also have acquired skills in computing, languages 
and marketing. 

Training schemes 
Candidates for the post of yield management manager should possess a degree. 
preferably in economics, statistics or mathematics, supplemented by training courses on 
specific aspects of tourism and the management of tourism businesses. 

Operational area Administration 

Occupational profile Budget analysis and management I 
accounting expert 

Definition 
Budget analysis and management accounting experts are people who design and ensure 
the systematic use of accounting surveys in a business to support decision-making by 
the management of the business. Their main task is to analyse the market in which the 
business is trading and its organisation and then to define a system of accounting 
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records in keeping with the situation of the business and the competitive environment in 
which it is operating. 

Activities 
The activities of this occupational profile include: 
• analysing business organisation and the activities of the business from an economic 

point of view: 
• designing and systematically implementing industrial accounting: 
• defining typical relationships between the various items involved in order to facilitate 

data control and interpretation: 
• providing information for decision-making: 
• drawing up cost and income analysis indices: 
• supenising the in-house accounting system. 

Changes in competences 
Budget and management accounting experts have to possess a range of technical and 
specialist skills including: 
• structure and content of the balance sheet and profit and loss account: 
• capital asset valuation criteria: 
• controls, audits and signing off of trading accounts: 
• consolidated accounts: 
• accounting survey methods for drawing up an industrial accounting system: 
• business planning and forecasting; 
• cost and income analysis techniques: 
• company budgets and variance analyses; 
• techniques for revaluing budget data; 
• index and flow analyses. 

This occupational profile also requires expertise in computing for data collection and 
processing, organisational abilities, marketing and market research skills and a 
knowledge of the operating methods by which hospitality and catering businesses 
produce their output. 

Training schemes 
Candidates for this post require a business management diploma or a degree in 
economies supplemented by a vocational training course on the production and 
economic features of hospitality and catering businesses. 

Operational area External senices 

Occupational profile Natural and holistic health tourism I 
technician 



Definition 
This occupational profile is to be found in the area ol marketing and is responsible lor 
adapting the products available from businesses specialising in health treatments to the 
needs of customers who are also tourists. The job therefore involves marketing, planning, 
events organisation and exploiting structural resources, especially health treatment 
resources such as spas, health centres, beauty centres and convalescent facilities. 

Activities 
Natural and holistic health tourism technicians study ami analyse market trends, pinpoint 
and propose the adoption of targeted marketing policies tor the specific market segment 
and ensure that the best possible use is made of the structural resources available in the 
particular context. Thev are also responsible for designing, planning, coordinating and 
organising tourist leisure activities. 

Changes in competences 
The technical and specialist knowledge essential tor natural and holistic health tourism 
technicians includes: 
• distribution channels lor natural tourism products; 
• management and organisation of hospitality businesses; 
• merchandising techniques, presentation ami sale of products: 
• natural medicine (oriental treatments, voga); 
• relaxation and gymnastic techniques (Shiatsu, tai chi. etc.); 
• homeopathy: 
• dietetics; 
• beauty treatments. 

Effective interaction with both end users and the business divisions with which it works 
to develop new products and events are also requirements for this occupational profile. 
Organisational skills are also needed for the management, including the economic ami 
financial management, of special activities in ways that are commercially viable. 

Training schemes 
Candidates for this occupation should possess upper secondary education, preferably in 
the tourism streams of technical and vocational education. Specialist courses should be 
attended to supplement this basic education. Natural and holistic health tourism 
technicians also need to keep abreast of the various practical aspects of the occupation 
by attending refresher training. 

Operational area Special services 

Occupational profile Expert in environmental impact I 
and planning of tourist development 
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Definition 
Experts in environmental impact and planning of tourist development are usually 
professional practitioners working for engineering companies and consultancies or local 
authorities, and are involved in assessing whether or not new tourism and hospitality 
facilities are advisable in relation to environmental and regional features. 

Activities 
In carrying out their work, experts in environmental impact and planning of tourist 
development collect and interpret the information and data needed to understand and 
analyse an area from the point of view of tourism. They draw up plans and development 
guidelines and help to assess and ascertain whether there are satisfactory environmental, 
technical, socio-economic and financial foundations for new tourist developments. They 
also help to assess what impact new tourist developments will have on the ecology and 
environment of a location. Applied computing systems for management simulation, 
diagnostics and feasibility analysis of new tourist developments are part and parcel of 
the work of this occupational profile. 

Changes in competences 
This practitioner must have technical and specialist skills in the following areas: 
• town planning and environmental law; 
• pricing principles and techniques; 
• regional tourism management: 

• environmental impact assessment techniques; 
• ecology; 

• organisation of hotel businesses: 
• regulations supporting tourism businesses. 

The profile also requires horizontal skills in areas such as tourism economics, principles 
ol administration and accounting and budgeting techniques. 

Training schemes 
The entry conditions for this job are a degree in economics and a postgraduate 
qualification. Following recruitment, this education is supplemented by a specialist 
course. Continuing training takes place through advanced training workshops. 
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4.1.3 like the other two national surveys, the Spanish survey found profiles imported 
Descriotion n o m o t n e r s e c t o r s m l ° hotels, such as the computer services manager, the human 

of the occupational resources manager, the hospitality services manager and the commercial director. 
profiles surveved The Spanish case studies locateti three concrete occupational profiles: 

in Spain computer sen ices manager, technical services manager and human resources manager. 

Operational area Management 

Occupational profile Computer services manager E 

Definition 
Computer senices managers are responsible for installing, maintaining and updating a 
hotel's computer network and software programmes. This practitioner is not usually a 
hotel staff member but is employed by a specialist computer servîtes company. 

Activities 
The computer senices manager has the following main tasks: 
• designing a network and computer programmes that are in keeping with the hotel's 

requirements; 
• developing software or choosing the most appropriate existing software; 
• installing hardware and the corresponding software: 
• maintaining and administering the network and programmes; 
• helping users to solve any problems with the use of computer systems: PCs. printers, 

access to booking centres, etc.; 
• training hotel staff effectively to use the IT resources installed; 
• developing and updating the hotel's web page: 
• proposing updates of the hotel's LI' resources to take account of technological 

advances and the hotel's requirements. 

Changes in competences 
To carry out their tasks efficiently, computer services managers must possess the 
following skills: 
• excellent knowledge ofinformation and communication technologies; 
• overall vision of networking and of the hotel's information and communication 

requirements to which the network needs to provide an answer·. 
• ability- to think in abstract terms; 
• decision-making initiative and forward-thinking abilities; 
• constant interest in learning and improving skills in hotel organisation and new IT 

products and senices that may be of use to the organisation; 
• customer awareness; 
• relational skills; 
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• teamvvorking skills; 
• sense of responsibility and ability to evaluate the impact that their work has on the 

operation and quality of hotel services. 

1'raining schemes 

The minimum qualification for this job is a specialisation in data processing or 
telecommunications with a minimum education equivalent to higher level vocational 
education or a university diploma. Previous experience in similar posts may be useful for 
recruitment to the job. Computer services managers must be constantly up-to-date with 
new computer systems and hardware for the hotel industry and with international 
standards on the quality and security of senices. There is also a need for refresher 
training to improve knowledge of the characteristics of and potential changes in hotel 
organisation. 

Operational area Management 

Occupational profile Technical services manager E 

Definition 

The task of this occupational profile is to coordinate preventive and corrective 
maintenance of the buildings, basic equipment, fittings and machinen- of a hotel. 

Technical senices managers work either as employees of companies specialising in 
hotel maintenance senices offering a 24-hour sen/ice or as members of the permanent 
staff of the hotel. 

Activities 
The tasks ami responsibilities of this profile include: 
• organising internal and external renovation and or improvement works 

on the building: flooring: roofs: windows; facades: terraces: emergency exits: 
swimming pool: etc.; 

• supenising and ensuring the correct operation of water and heating plant, 
air conditioning, transport (elevators and lifts), electrical plant. 
security (alarms, fire prevention, evacuation systems, 
alternative energy sources, etc.); 

• ensuring that equipment and fittings are correctly maintained: rooms, laundry, 
restaurant, kitchen, etc.; 

• supenising the ambience of the hotel: internal temperature, degree of humidity, 
noise, lighting and ventilation; 

• drawing up inventories of machinen', plant, fittings, etc.: 
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• organising employees and supervising the performance of outsourced contracts to 
ensure that the hotel receives technical services and that emergencies and 
malfunctions are resolved throughout the day and night. 

Changes in competences 
The tasks of technical services managers require the following skills, competences anil 
abilities: 

sound technical expertise in machinery and plant maintenance; 
organisational abilities: 
leadership qualities; 

• teamworking abilities; 
• ability to anticipate the results of human behaviour; 
• initiative and decision-making skills; 
• constant interest in and ability to learn about new equipment, plant and quality 

standards relating to the hotel's physical environment; 
• sense of responsibility and ability to assess the impact of their work on the safety of 

staffanti guests and the correct operation ol hotel senices. 

Training schemes 
Training of a higher technician type or a degree in engineering is required for entry into 
the occupation. Knowledge of English and experience ol technical maintenance semces 
are also required for recruitment. Vocational refresher training on new hotel installations, 
plant and materials, on legislation on health and safety in hotels, and training in human 
resource management and service subcontracting issues, are essential for career 
advancement. 

Operational area Management 

Occupational profile Human resources manager E 

Definition 
This occupational profile formulates and manages company policy on the following 
aspects of human resources: recruitment: selection; remuneration: motivation; promotion 
and departure from the business. Not all hotels have such an occupational profile and in 
some the actual tasks of the human resources manager are carried out by the hotel 
manager, assisted by the administrative staff for aspects of law and pay and by external 
consultants for questions linked to training. I luman resources managers are more 
widespread in hotel chains where they draw up guidelines for all member hotels. 
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Activities 
'Lhe responsibilities and areas of activity of the human resources manager include: 
• planning and proposing requirements for both permanent and seasonal staff and for 

staff to cover peak periods; 
• recruiting staff, through both internal promotion and selection of outside candidates: 
• inducting new employees; 
• analysing the training needs of staff and organising programmes to satisfy these needs: 
• thawing up the occupational profiles of the various jobs in the hotel: 
• proposing pay policies, social benefits, promotions, incentives and assessments: 
• managing and supenising contractual matters: types of contract, absences, leave, etc.: 
• proposing and coordinating internal communication within the business: 
• proposing what bonuses and sanctions the management should implement on the 

basis of periodic assessments: 
• representing the business in collective bargaining procedures. 

Changes in competences 
Human resources managers need the following skills, competences and abilities: 
• good basic education and excellent knowledge of the hotel business: 
• leadership skills; 
• excellent social skills: ability to listen, teamworking. tact and sensitivity, ability to 

speak and write fluently and to keep calm and objective in situations of conflict, 
flexibility, etc.; 

• organisational skills; 
• creativity and initiative and ability to make decisions: 
• maturity and self-esteem; 
• gootl sense of responsibility and ability to assess the social impact of their own 

actions. 

Training schemes 
Potential candidates for this occupation need a university qualification covering labour, 
economic and psychological subjects. Experience in similar positions or at least in group 
coordination is required. For this occupational profile, continuing training is important in 
the following areas: 
• business training in the hotel sector; 
• human resource policy and management methods: skills analysis, selection, training, 

motivation, etc.: 
• refresher training on labour law; 
• languages; 
• improved cultural knowledge: psychology: sociology: economics: history. 
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The national survevs found new occupational profiles operating exclusively 
New profiles in tourism and in particular in the hotel industry, 'fable ι shows that most 

solelv of the profiles identified as new by the national surveys are in the operational area 
ill tourism of special serv ices. 

Table -t 

Completely 
new profiles in the 

hotel industry 

Key: 
Employees 
Supervisors 

Management 

Operational area 

Reception 

Floor sen'ices 

Catering 

Administration 

Management 

Special services 

External senices 

France 

Events 
manager 

Resort adviser 

Italy 

Catering business 
development expert 

Food and wine 
tourism consultant 

Cultural 
tourism promoter 

Spain 

Accommodation 
manager 

Quality 
coordinator 

Entertainment 
manager 

4.2.1 The French case studies highlighted two new occupational profiles working solelv in the 
Description of tourism industry: the events manager anil the resort adv iser. 

the occupational 
profiles surveyed Operational area Special services 

in France Occupational profile Events manager F 

Definition 
The events manager is responsible for organising and supenising events, especially 
sporting events. 

Activities 
The work of events managers includes the following activities: 
• welcoming participants to the various events and explaining their content; 
• finding out about participants' practical skills and physical abilities; 
• organising a schedule of events in keeping with participants' tastes and levels of 

ability: 
• teaching the basic notions of various activities. 
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Events managers are genuine stall managers responsible for recruiting workers, 
instructing them about the hotel's facilities and the profiles of customers and organising, 
jointly with events leaders, a schedule of activities. Events managers, together with 
human resources managers, recruit specialist outside personnel or. with hotel managers, 
mav draw up contracts with outside concerns for particular activities. 

They must also be able to anticipate trends, by monitoring changing tastes and 
expectations on the part of customers, the senices offered by competing facilities and 
the possibilities offered by the environment. 

Changes in competences 
Events managers need to be technically skilled in the content of the events that they are 
offering. If they run sports activities, they must possess the statutory qualifications or 
certificates. 

In carrying out their work, events managers must be able to get on with other people, 
manage human relations and must have some knowledge of teaching methods and an 
open attitude to customers. They must also know at least two foreign languages. 

Events managers must have appropriate knowledge of sports legislation and labour law. 
Knowledge of computers enables them to use schedule planning systems. 

Training schemes 
Candidates for the post of events manager need the relevant sports certificates and 
should have attended suitable vocational courses on the main aspects of the occupation. 
Periods of work experience are useful from the point of view of on-the-job training. 
Events managers should also attenti personnel management courses as their job is 
similar to that of a deputy director. 

Operational area Special services 

Occupational profile Resort adviser F 

Definition 
Resort advisers offer hotel guests information and advice on the hotel's various activities. 

Activities 
Resort advisers use the arrivals list to identify guests, especially those who have not been 
to the resort before. They contact these guests to arrange a meeting at which they can 
present the various activities organised for guests. These activities may include sports 
and other entertainment (for instance casinos). They also provide general information on 
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the operation of the hotel complex. Resort advisers work closely with events managers. 

Changes in competences 
To carry out their work efficiently, resort advisers must have acute customer awareness 
and a number of psychological qualities enabling them to guide customers towards the 
activities most suited to them. They must be able to listen and be very approachable. 
Thev need to have enough skills to master the new information anil communication 
technologies, and in particular to use the hotel's intranet system. They also need to be 
able to speak at least one foreign language. 

Training schemes 
Upper secondary education is needed for this post. Resort advisers also require specialist 
training in the activities that they offeror run. Posts of this kind are generally occupied 
by people who have already had previous experience oí dealing with customers in a 
particular area of the hotel. For this occupational profile, in-house training in the 
presentation of the range of activities offered by the hotel complex, including both 
events and health treatments, is essential. Training in the computer packages thai they 
are required to use is also necessary. 

4.2.2 

Description 
of the occupational 

profiles surveyed 
in Italy 

The Italian survey notes that increasing business concentration is bringing about new 
occupational profiles whose work involves managing the relationships between the 
members of these networks and developing and implementing group improvement 
policies. The study cites the profile of the human resources manager, the operational 
manager, the members' manager, etc. The case studies m particular highlight 
occupational profiles working in special senices in tourism and the hotel industry: the 
cultural tourism promoter and the food and wine tourism consultant. The profile of a 
catering business development expert is also emerging in the catering area. 

Operational area 

Occupational profile 

Special services 

Cultural tourism promoter I 

Definition 
Cultural tourism promoters work with considerable autonomy in various areas of work. 
They are either staff members or expert consultants on issues connected with lhe 
protection, upgrading and awareness of the cultural heritage with particular reference to 
design, promotion and marketing, or professional practitioners offering consultancy for 
travel agencies, hotels or holiday villages. 

36 



Activities 
Cultural tourism promoters create, structure and promote concrete opportunities to enjoy 
the heritage ol art, history and museums in the reference area, helping to create a 
systematic and coordinateti link between supply and demand in order to make the most 
of such resources. For this purpose, their work involves stepping up the awareness of 
the local tourism system by promoting synergies and cooperation between the public 
tourism departments of local authorities, cultural foundations and owners of historic 
buildings, villas, castles and private collections. The work of the cultural tourism 
promoter chiefly involves collecting data and maintaining a list of events and 
opportunities in order to design packages of senices and tourist excursions that tourists 
can purchase from travel agencies, tour operators, tourism promotion agencies, etc. 

Changes in competences 
To carry out their tasks, cultural tourism promoters must possess a range of technical 
and specialist skills, including: 
• marketing of national and local tourism: 
• marketing of cultural senices and products (strategies, objectives, segmentation, 

positioning, price, etc.); 
• business communication; 
• legislation on cultural heritage: 
• applied computing: 
• advertising techniques and public relations: 
• media communication techniques; 
• tourist package design techniques. 

These technical ami specialist skills need to be accompanied by horizontal skills. 
Cultural tourism promoters must be able to work in a context that lacks fixed reference 
points and need to be particularly creative and have a genuine interest in cultural issues. 
Organisational and managerial skills are useful in managing the economic and financial 
aspects of the design of commercially viable packages of cultural activities. 
Communication skills are very necessary as this occupational profile requires constant 
interpersonal interaction with a whole range of people (authorities, entrepreneurs, 
artists, etc.). in some eases in English. 

Training schemes 
The job generally requires higher education followed by specialist courses. At the outset, 
targeted training with work experience periods at prestigious cultural centres in Italy and 
abroad may be useful. During their working life, cultural tourism promoters should 
attend training schemes on specific issues (for instance multimedia packages, promotion 
techniques, cooperation with authorities and networking, sponsorship techniques). 



Operational area Special services 

Occupational profile Food and wine tourism consultant 1 

Definition 
Food and wine tourism consultants work in an area that is particularly rich in values and 
significance (countryside, hills, mountains, protected zones, parks) at travel agencies, 
hotel consortia, agricultural and rural development centres and similar institutions. 

Activities 
Food and wine tourism consultants collect data and information on high-quality food 
products in the area in which thev work (wine, honey, particular cereals, meat products) 
in order to make the most ol these products by including them in tourist itineraries ami 
excursions. The holidays and excursions offered may not just be designed for actual 
tourist market segments but.also for schools to promote a genuine awareness of an area 
and the cultural values that underpin the typical products for which it is renowned. 

Changes in competences 
Candidates for this occupation require technical and specialist skills in: 
• goods typology and aspects of nutritional science; 
• sectoral legislation; 
• basics of culinary techniques and traditions; 
• organic and natural foodstuffs; 
• basics of oenology: 
• design techniques for tourist itineraries and routes. 

Training schemes 
Candidates for this occupation require upper secondary education supplemented by 
training courses including periods of work experience in production companies and 
research and development project management. During their working lives, these 
consultants should attend ongoing refresher training and meetings with colleagues from 
other regions and other countries. 

Operational area Catering 

Occupational profile Catering business development expert I 

Definition 
This profile tends to be self-employed or to work for associations of traders, local 
government departments or business development centres and is responsible for 
planning and coordinating all the stages needed to set up a catering business. 
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Activities 
Catering business development experts use business management methods to draw up a 
production model, identifying the profiles of customers likely to be interested in the 
catering idea. For this purpose, they analyse which locations are optimum in terms of the 
local, planning and social parameters that have been identified. They identify and define 
what tvpes of products and meals should be offered. They help with logos and the 
marketing strategies needed to support the idea. 

Changes in competences 
To carry out the tasks of this occupational profile, the following technical and specialist 
skills are needed: 
• organisation ol catering businesses: 
• cost analysis and accounting; 
• methods and procedures for standardising recipes; 
• meal pricing techniques; 
• applied technology: 
• applied computing; 
• goods typology of foodstuffs; 
• menu formulation techniques; 
• sales techniques: 
• analysis of investment feasibility. 

Training schemes 
This job requires a degree, preferably in economics or a similar subject, supplemented 
by a highly specialist course with periods of work experience abroad. During their 
working life, these experts should attend training schemes on issues such as finance, 
management of human resources and budgeting. 

While the Spanish study highlighted a range of new profiles such as the dietician in the 
catering area, the commercial officer for hotel products and the catering manager, a 
further three profiles emerged from the case studies: the quality coordinator, the 
entertainment manager and the accommodation manager. 

Operational area 

Occupational profile 

Management 

Quality coordinator 

4.2.3 

Description of 
the occupational 
profiles surveyed 
in Spain 

Definition 
Quality coordinators are responsible for ensuring, in the day-to-day operation of the 
hotel, that high-quality senices are being provided and that guests and hotel staffare 
being satisfied. This profile is either a hotel employee or works as a consultant for a 
company specialising in hotel senices. 
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Activities 
The main tasks of the quality coordinator include: 
• analysing questionnaires filled out by hotel guests and interviewing guests to obtain 

information on their level of satisfaction; 
• gathering information on and analysing various types of problem, discussing them 

with department heads and drawing up plans to prevent them if they are regular 
occurrences; 

• analysing the level of satisfaction of hotel staff: working environment, working 
conditions, attitudes towards customers, level of initiative when faceti with difficult 
situations or problems, complaints; 

• weekly meetings with department heads to assess the level of quality of services and 
draw up proposals for improvement; 

• proposing bonuses or recognition for workers making substantial efforts to improve 
quality: 

• working with outside quality audits; 
• organising staff training on quality issues. 

Changes in competences 
The technical skills needed to be a good quality coordinator are as follows: 
• good knowledge of hotel businesses; 
• good training in quality issues: in-house and outside customer satisfaction, assessment 

methods, etc.; 
• knowledge of at least one foreign language. 

This technical expertise needs to be accompanied by excellent social skills: the ability to 
listen and work in a team, communication skills and tact and objectivity. In performing 
their work, quality coordinators may well come up against a great deal of resistance that 
can only be overcome by imposing their hierarchical authority on the various hotel 
departments. They therefore need leadership skills. The profile of the quality coordinator 
is supplemented by organisational abilities, creativity, spirit of initiative, self-esteem, 
ability to obsene and analyse and an interest in other cultures and other ways of 
thinking. 

40 



'Training schemes 
University-level education, preferably in tourism, hotel management and/or human 
resource management is the basic qualification for this occupation. Previous experience 
in the hotel industry is useful for initial recruitment. During working life, this 
occupational profile needs continually to improve its multicultural skills and keep 
abreast of changes in quality methods and the hotel business. 

Operational area Special senices 

Occupational profile Entertainment manager E 

This occupational profile is employed chiefly in holiday hotels where, until recently, 
there was little entertainment taking the form of recreational activities intended to stop 
holidaymakers from feeling 'bored' and at the same time encouraging consumption 
within the hotel. This new concept of entertainment started to develop some years ago 
as part of the concept of hotel quality. The aim of this new type of entertainment is to 
stimulate communication between groups of hotel guests and to help them to feel at 
home in the environment that they are visiting. Entertainment therefore helps to provide 
a high-quality holiday during which people do not just relax but are able to discover 
new experiences, people and cultures. Work of this type requires a new kind of 
practitioner able to organise all kinds of activities: sports, games, social and cultural 
activities, children's activities and adventure activities. 

Activities 
'Lhe task of the entertainment manager is to coordinate, promote and run the hotel's 
entertainment activities making sure that they are geared to guests' tastes. The 
responsibilities and tasks of the entertainment manager are to: 
• identify the kind of entertainment for which there is a demand: 

draw up a schedule of events geared to the tastes of each type of guest: by age group. 
affinities or interests. This schedule has to be flexible and must be rapidly adaptable if 
there is no demand for the proposed events; 
arrange for the necessary human and technical resources and equipment, proposing 
and organising freelance workers and contracts: 
draw up an events budget and ensure that it is adhered to: 
organise the work of the overall team in tenns of shifts, hours and supervision; 
supervise and monitor the work of each events officer: 
coordinate the practical application of the schedule of events with other departments. 

• 

Changes in competences 
The entertainment manager has to possess the following vocational skills: 
• wide-ranging cultural and multicultural knowledge: 
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• high-level training in entertainment; 
• knowledge of foreign languages. 

The fundamentals for this occupation are skills in communication, congeniality, 
creativity and ability to anticipate other people's reactions, handle conflicts and innovate. 
Organisational skills, leadership abilities and teamwork supplement the profile ol the 
entertainment manager. 

Training schemes 
The work of this occupational profile requires a verv wide-ranging education starting 
from a university qualification supplemented by specific training in entertainment. Prior 
experience as an events officer or organiser ol activities lor groups of tourists is useful. 
During working life, the main continuing training requirements are in the areas ol 
entertainment techniques, techniques of motivation and participation, ways ol 
identifying the demand from new groups, knowledge of new entertainment activities 
and training in the new resources needed for entertainment activities: lighting, sound, 
multimedia, etc. Entertainment managers should also continue to improve their 
multicultural knowledge and mastery of foreign languages. 

Operational area Floor senices 

Occupational profile Accommodation manager E 

Definition 
Accommodation managers coordinate the daily work of the reception, floor and 
maintenance departments and in some cases the planning, bookings and 
accommodation departments, along the lines of the room division manager in American 
hotels. Their tasks are. in practice, similar to those of the deputy manager of the hotel. 

Activities 
The main activities of this occupational profile are to: 

plan, coordinate and supenise all services connected with customer accommodation: 
bookings, reception, floor sen-ices, laundry, telephone, maintenance, etc.: 
work with other departments to coordinate all matters connected with the supply, 
booking and sale of rooms; 
monitor room sales, occupancy levels, prices charged, etc.. on a daily basis; 
monitor room availability on a daily basis; 
propose schemes for supplying and selling rooms, and prices and tariffs that are in 
keeping with demand, to managers; 
ensure good communications between all departments responsible for furnishings and 
fittings; 

• 

• 

• 

• 

• 
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• supervise the quality of accommodation services. 

Changes in competences 
Accommodation managers require the following skills: 
• good business training and knowledge of the hotel industry; 
• mastery of the most up-to-date computer programmes for hotel management: 
• leadership skills; 
• spirit ol initiative and forecasting abilities; 
• sense of responsibility; 
• ability to work as part of a team; 
• organisational skills; 
• social skills. 

Training schemes 
Useful qualifications for this job include university-level education together with a 
specialist qualification in business management, tourism or hotel management. Prior 
experience in hotel reception and excellent English are also necessary. During working 
life, continuing and refresher training schemes are needed in the following areas: hotel 
management, especially commercial and economic aspects, new computer management 
systems for hotels, human resource management, the regional, national and worldwide 
supply of hotel senices and multicultural knowledge. 

The three national suneys highlighted a third kind of occupation that has always been 
part of the tourism and hotel industry, but is undergoing far-reaching change from the 
point of view of the content of work and the skills needed for advancement. The 
Spanish study, in particular, looked at the new skills required of staff in restaurant, bar 
and kitchen facilities and economic and financial management, of staff responsible for 
room senices and of the profiles offering health treatments in spa hotels. The views 
expressed on this set of occupations also seem to be borne out by the suneys in die 
other countries. 

Existing profiles 
in the hotel 
industry that 
are changing 

Table S gives an overall picture of traditional hotel profiles that are changing, as 
suneyed by the three national studies. 
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Table 5 
Existing profiles 

in the hotel industry 
that are changing 

Key: 
Employees 
Supervisors 

Management 

Operational area 

Reception 

Floor services 

France 

Reception 
manager 

Reception 
clerk 

Bookings 
clerk 

Room services 
manager 

Chambermaid 

Housekeeper 

Catering 

Administration 

Management 

Special senices 

Hotel manager 

Commercial 
manager 

Italy 

Booking 
centre 
manager 

Welcome 
service manager 

Spain 

Reception 
manager 

Hotel manager 

Medical officer 

Thermal baths 
manager 

4.3.I The French survey prov ides an intentionally exhaustive view of this kind of occupation 
Description of the to show that all occupations have been affected, albeit in a variety of ways, by advances 

occupational in information and communication technologies. 
profiles surveyed 

in France Operational area Floor services 

Occupational profile Chambermaid F 

Definition 
The occupational profile of the chambermaid is employed in customer services and 
prepares and cleans rooms. 

Activities 
Chambermaids are often responsible for thorough room cleaning and lor monitoring the 
quality of their work themselves. The tasks that this occupational profile performs are: 
• cleaning and tidying rooms, bathrooms and common areas; 
• preparing and monitoring rooms; 
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• collecting linen and sending it to the laundry; 

• stocking and managing minibars; 

• providing the various accessories that guests are offered: toiletries and advertising or 

tourist brochures. 

Changes in competences 

In addition to practical qualities (speed, accuracy, discretion), chambermaids have to 

know how to organise their own work with a good deal of autonomy. They must be 

familiar with the products that they use and the operation of cleaning equipment and 

need to be able to interpret the room occupancy schedule. 

Chambermaids should also be able to provide guests with initial answers to their 

questions. 

If new communication technologies are available to guests, chambermaids should be 

able to provide basic information on their use. identify malfunctions and report any 

problems to the personnel responsible. 

Training schemes 

I ρ to now the percentage of trained staff in this occupation has been ven' low. For 

some time, initial education recognised by a Certificai d'aptitude professionnelledupper 

secondary level vocational aptitude certificate) in the hotel sector or a Brevet d'études 

professionnelles (upper secondary vocational studies certificate) in the hotel and catering 

sector has been needed to gain access to the occupation. 

Changes in training needs have been particularly substantial in high-class hotels where a 

knowledge of spoken English and some idea of the new communications technologies 

are highly sought after. Training should therefore include basic training in the senices 

offered to guests, in particular those using the new technologies. Training schemes on 

the equipment made available to guests have been run for staff already in employment. 

Operational area Floor sen'ices 

Occupational profile Housekeeper F 

Definition 

Housekeepers organise and monitor room cleaning and supervise floor staff. 

Activities 

The work of the housekeeper includes the following tasks: 

• superintending, allocating and supenising the work of floor staff: 

• managing room cleaning product stocks and linen supplies; 
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• checking that rooms and bathrooms have been satisfactorily cleaned and that any 
maintenance work has been completed; 

• advising on work to be carried out in rooms; 
• updating the room occupancy and room cleaning schedules; 

taking part in the selection and training of' floor staff. • 

Housekeepers also need to keep abreast of changes in hotel services and must in 
particular be familiar with the use of equipment involving the new information 
technologies. 

Changes in competences 
Housekeepers need to be approachable, gooil organisers and should possess leadership 
abilities. Housekeepers do not just need basic management skills but must also be able 
to understand customers' cultural habits and expectations. Housekeepers working in 
hotels for senior citizens must have considerable interpersonal skills and be highly 
approachable. In such cases, they must have basic first-aid skills so that thev can. where 
appropriate, ask for advice or contact competent stall. 

Training schemes 
In the past, candidates for the occupation of housekeeper required prior experience of 
floor or reception work. Nowadays, a Brevet professionnel {upper secondary vocational 
studies certificate) in the hotel sector is required for entry into the occupation. 
Experience of floor or reception work is also required prior to recruitment. During 
working life, continuing training schemes need to be organised to improve skills in 
communication, general education, foreign languages and management. 

Operational area Floor services 

Occupational profile Room services manager F 

Definition 
Room service managers assist hotel managers in managing the whole range of hotel 
sen-ices (lobby, reception, floors). This occupational profile is be found in hotels with 
two or more stars. 

Activities 
The main activities of the room senices manager include: 
• supenising bookings; 
• arranging for rooms to be prepared; 
• drawing up forward budgets, taking account of the hotel's geographical situation and 

the season, and anticipating customer demand; 
• selecting, training and mentoring staff. 



Room services managers are directly responsible for reception managers, housekeepers 

and technical service and maintenance managers. 

Changes in competences 

like hotel managers, room services managers must have leadership abilities, 

organisational skills, be able to lead a team and be approachable. They must be 

commercially minded and have a good deal of tact and diplomacy so that they can 

resolve problems between guests and the hotel. They must also possess skills in forward 

planning and adaptability based on a considerable degree of familiarity with the habits 

of different types of customer and with local and regional tourist activities. Knowledge of 

computer systems for hotel management and knowledge of at least one foreign language 

complete the competences required of this profile. 

Training schemes 

Like hotel managers, potential room managers require a Brevet de technicien supérieur 

(Advanced vocational training certificate for technicians) in the hotel sector or the 

qualification awarded by the Instituts universitairespivfessionnalisés (vocational 

university institutes) in hotel work or should have attended commercial colleges if they 

wish to work in the major chains with large numbers of subsidiaries. Reception 

managers can enter or be promoted to this post if they attend periods of continuing 

training. 

Operational area Reception 

Occupational profile Reception manager F 

Definition 

Reception managers represent the management of the hotel to guests and are the main 

point of contact for guests. 

Activities 

This occupational profile is responsible for: 

• planning and supenising room occupancy; 

• coordinating reception and lobby staffane! deciding on their hours and tasks: 

• supenising and training staff; 

• supenising day-to-day cash flow; 

• listening to customers' requests and complaints; 

• helping to market the hotel's senices and build up customer loyalty. 
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Changes in competences 
Sought-after qualities include smartness, self-confidence, approachability and good 
communication skills, since reception managers are increasingly being required to 
handle commercial dealings, optimise the hotel's room occupancy, use microcomputers 
and information technology and memorise the cultural habits ol the hotel's various 
guests. 

Training schemes 
In the hotel industry, this occupation provides employment for most of the graduates 
from the BTS (advanced vocational training certificate for technicians) hotel training 
system, who are fluent in at least one foreign language. As reception management is a 
stepping stone for a career in hotel management, this occupational piotile is a major 
consumer of continuing training in foreign languages, accounting, management and 
tourism organisation. 

Operational area Reception 

Occupational profile Reception clerk F 

Definition 
Reception clerks are responsible for booking procedures, welcoming and registering 
guests and answering guests' various questions. 

Activities 
Reception clerks work in two main fields: booking senices and reception and customer 
senices. 

In the area of bookings, this occupational profile includes the following tasks: 
• answering customers' requests for information and bookings in person or by 

telephone or other means of communication; 
• updating booking and room occupancy schedules; 
• keeping floor and catering senices informed. 

In the area of reception and customer senices. reception clerks: 
• welcome customers and find out about their expectations: 
• manage keys and forward messages; 
• record comments and invoice for and collect payment for senices. 

Changes in competences 
Reception clerks must be able to commit people and situations to memory and learn 
about the habits of guests of a growing number of nationalities. This occupational profile 
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has to have good administrative, accounting and tourist knowledge, must be able to use 

the new information technologies and should be very familiar with computer 

programmes for room booking and management. Knowledge of at least one language is 

important, especially in larger hotels. 

Training schemes 

Ι ρ to now this post has provided employment for certificate-holders from general 

education and to a smaller extent lor the holders of a Brevet de technicien hôtelier 

(advanced vocational training certificate for hotel technicians). 

Changes in the hotel industry and the differing requirements of customers from different 

countries require more advanced training in reception skills and in communication, 

foreign languages, management and microcomputing. 

Operational area Reception 

Occupational profile Booking services clerk F 

Definition 

This is a ven' specialist post in large hotels where there is a real bookings senice. The 

task of the booking senices clerk is to maximise the hotel's occupancy rate. 

Activities 

'Fakes bookings not just for individual customers but also for travel agencies, tour 

operators and seminar anil conference organisers. 

Changes in competences 

This occupational profile presents, negotiates and sells the whole range of hotel senices 

from rooms to catering, bookings for conference rooms and sales of special tourist 

products. 

Training schemes 

In addition to sound experience in the hotel industry or in a travel agency, booking 

senices clerks must have at least a Brevet de technicien supérieur (advanced vocational 

training certificate for technicians) in the hotel or tourism sector, should be able to use 

computer systems and should know a foreign language. 

Operational area Management 

Occupational profile Hotel manager F 
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Definition 
The hotel manager manages the hotel as a whole, organising reception and all other 
senices. 

Activities 
Hotel managers organise and allocate tasks among their staff. In particular, thev: 
• coordinate and supervise service provision; 
• select and train personnel: 
• decide on commercial policies; 
• supenise management and draft budgets; 
• supenise the booking system. 

Changes in competences 
Hotel managers need leadership abilities anil good organisational skills. They must be 
able to manage a team and be approachable. The skills of this occupational profile 
include: 
• commercial skills; 
• approachability and tact: 
• skills of anticipation and adaptation based on a good knowledge of the habits ol 

different types of customer and of local and regional tourist activities; 
• ability to use the various computer systems for hotel management; 
• knowledge of at least one foreign language. 

Training schemes 
The job requires a Brevet de technicien supérieur (nôvincvd vocational training 
certificate for technicians) in the hotel sector, a university-level qualification in hotel 
management (ingegneria albergiera) or the qualification issued by business colleges for 
work in the major chains with a large number of subsidiaries. Initial training should be 
supplemented by prior experience in the sector. Reception managers can attenti 
continuing training periods for entry into or promotion to the post. 

Operational area Management 

Occupational profile Commercial manager F 

Definition 
This occupational profile is responsible for promotion and initial contacts with guests, 
travel agencies and tour operators. 

Activities 
Commercial managers manage room bookings for groups, matching demand with 
occupancy forecasts. They organise seminars for businesses, represent the hotel at trade 
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lairs and promote the cultural and tourist products that the hotel offers. 

Changes in competences 
Commercial managers must have a good knowledge of hotel management so that they 
can design packages abiding by agreed budgets and plan conferences from the point of 
view of accommodation, catering and room hire. To carry out their work, commercial 
managers must be familiar with and know how to use the most appropriate computer 
systems. Although not a specialist in communication techniques, this profile must be 
able, where necessary, to use particular types of equipment, find out who can supply it 
and provide information on its use. Skills in marketing and knowledge of at least one 
foreign language are also useful. 

Training schemes 
Basic education may be general (business college, university qualification in 
management and administration). Basic education may be supplemented by specialist 
[raining (hotel colleges, for instance) and by prior experience in the post of deputy 
commercial manager in a hotel. 

Commercial managers with little experience in the hotel sector should attend training 
courses on hotel senices in ortler to gain familiarity with financial aspects as well as the 
content of senices. During working life, further training in language skills may be useful. 

Like the French and Spanish suneys. the Italian survey looked, among traditional hotel 
occupations whose tasks and skills are changing, at profiles in the areas of reception 
(reception manager) and management (hotel manager, commercial manager) and 
concentrated on the profiles of the welcome service manager and the booking centre 
manager. 

4.3.2 

Description 
of the 
occupational 
profiles surveyed 
in Italy 

Operational area Reception 

Occupational profile Booking centre manager I 

Definition 
The booking centre can be contacted by customers throughout the day and evening so 
that they can make direct bookings. Bookings managers independently decide how to 
pursue the general guidelines passed on to them by the management of the business in 
order to achieve the objective of optimising capacity (yield management). 



Activities 
Increasingly sophisticated technological systems and the possibilities opened up by e-
commerce require profiles able to supervise telesales and make the most of this 
commercial channel for direct distribution to consumers. The activities ol the booking 
centre manager include; 
• managing the telesales relationship ami interacting with customers; 
• ensuring that customers receive all the information that they need lo I inalise the sales 

contract; 
• putting yield management guidelines into practice in order to decide on the sale prices 

of hotel senices; 
• ensuring that customers receive all confirmation documents-, 
• ensuring that all information is passed on in order to keep the yield management 

system up to date. 

Changes in competences 
The traditional tasks of this profile are being supplemented by new tasks, especially in 
the area of telesales management anil implementation of yield management guidelines. 
New skills are therefore being required in the areas ol: 
• telesales management: 
• customer analysis methods using remote communication techniques-, 
• techniques for identifying data relevant in keeping yield management systems up to 

date: 
• user systems for remote data processing and transmission. 

Training schemes 
In comparison with traditional booking work, this occupation requires new skills in 
particular in the areas of file management and sales and booking methods geared to 
yield management systems. To work in this context, these workers need appropriate 
training schemes which should cover the use of information technology for research ami 
remote data processing and transmission. 

Operational area Catering 

Occupational profile Welcome service manager I 

Definition 
Workers with this occupational profile are responsible for the rooms 
in which breakfast is served and for the organisation of coffee breaks and buffet-style 
catering for particular events. They welcome customers, allocate tables, 
explain menus, supervise quality, organise the room in which breakfast is served and 
ensure that it is appropriately decorated. They are responsible for designing buffets 
and for arranging food on tables. They coordinate room and kitchen work and are 
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responsible for the whole production cycle from the choice of raw materials 

to the distribution of finished products. 

Activities 

'Lhe main activities of welcome service managers include; 

• managing staff responsible for sening breakfasts, selecting and training employees to 

be allocated to these tasks in keeping with the technical skills and abilities required for 

the kind of production work involved and organising working shifts and controlling 

the quality of work; 

• managing stocks of raw materials for breakfasts, selecting suppliers on the basis of 

parameters in keeping with the type of output that it is intended to provide, drawing 

up and disseminating quality specifications for raw materials and looking after the 

storage of foodstuffs and materials to be used; 

• welcoming and managing relations with customers: welcoming customers as they 

come into the room and allocating tables, explaining menus and helping customers to 

choose, looking alter ¡η-house public relations, visually monitoring the quality of 

foodstuffs and whether these foodstuffs are giving satisfaction and providing 

customers with any assistance they may need while eating; 

• organising the decoration and layout of the room, drawing up menus, kitchen 

preparations and quality standards, arranging and supenising table settings and the 

arrangement of foods on buffets, paying attention to combinations of foods and 

colours geared towards the characteristics of the hotel's customers, looking after room 

furnishings and coordinating their presentation and decoration in relation to particular 

events, supenising the cleanliness of rooms and senice materials and managing the 

store of materials and linen; 

• internal reporting: coordinating room activities with the activities of other hotel 

departments, passing on feedback, ensuring that the breakfast supplied is in keeping 

with expectations, monitoring the level of consumption of raw materials and informing 

the management of any problems that customers encounter during their stay at the 

hotel. 

Changes in competences 

The breakfast welcome service manager must possess the skills needed to handle the 

technical aspects of the occupation and must therefore be trained, among other 

things, in: 

• psychology and sociology of tourism; 

• techniques and methods for raw material quality control: 

• techniques and methods for foodstuffs storage; 

• techniques and methods of welcoming customers; 

• techniques and methods of product merchandising and presentation; 

• techniques and methods of menu composition and design: 
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• table-setting techniques; 
• techniques and methods of stock management; 
• business economics and cost analysis techniques; 
• organisation and management of hospitality businesses. 

Welcome service managers must be able to manage interpersonal relationships with 
consumers and must manage, organise and motivate the human resources for whom 
they are responsible. 

Training schemes 
The requirements for access to the occupation vary depending on the tasks involved. For 
the management of public relations with customers, a good level of general education 
and masten' of at least two foreign languages is needed. Knowledge of English is 
essential if the hotel offers facilities for meetings, presentations, educational events and 
conferences. 

4.3-3 The Spanish sunev notes that the most significant changes in occupations are taking 
Description place in those profiles traditionally to be found in hotels. Occupations such as hotel 

of the occupational manager or reception manager are undergoing tar-reaching changes in terms ol work 
profiles surveyed content and the skills required to perform this work. 

in Spain 
Operational area 

Occupational profile 

Management 

Hotel manager 

Definition 
Hotel managers draw up strategic plans for the hotel business. Thev have 
entrepreneurial functions especially if they work in hotels that are part of hotel chains. 
They have to draw up development plans and implement them, taking account of any 
comments and general policies if the hotel is part of a hotel chain. 

Activities 
The main activities of the hotel manager include: 
• managing human resources through their team leadership abilities. Leadership 

nowadays has more of a horizontal nature entailing coordination based on flows of 
communication rather than the traditional 'order and control'; motivating stall and 
promoting the culture of the organisation are also important tasks; 

• formulating general guidelines for in-house management of the hotel and ensuring 
that these guidelines are being followed; this function is particularly important in 
relation to external or customer services; 

• supenising the quality of services; 
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• promoting and managing innovation, by motivating and involving all employees in 
processes of innovation. 

Changes in competences 
The skills that hotel managers need to perform their jobs efficiently are; 
• technical expertise in the hotel industry; 
• high-level general education; 
• business management skills: 
• strategic vision; 
• ability to take decisions; 
• forecasting ability: 
• ability to lead a team; 
• ability to promote the organisation's culture: 
• ability to listen and open-mindedness; 
• negotiating skills; 
• mastery of one or more foreign languages. 

Training schemes 
This post requires university education, not necessarily in the hotel field, although 
preference tends to be given to graduates in tourism or in hotel management. Specialist 
training may play an important role in candidate selection, although the key aspect for 
recruitment is not specialisation. Previous occupational experience (of at least three 
years) in the sector or in similar jobs is a basic requirement. During working life, hotel 
managers must improve their business knowledge: management, economic and financial 
administration, marketing and legislation in the sector. They must also keep abreast of 
human resource management issues. 

Operational area Reception 

Occupational profile Reception manager E 

Definition 
Reception managers are responsible for supenising rooms, invoicing and for promoting 
all the senices offered by the hotel as well as for traditional booking sen-ices. 

Activities 
The main tasks of the reception manager are in the follow ing areas: 
• providing customers with information not just about accommodation but also about 

what is available in the tourist resort, local facilities, etc.; 
• passing on a good image of the hotel since reception staffare the normal points of 

contact for customers and the face of the hotel; 
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• managing bookings; 
• customer awareness. 

Changes in competences 
Reception managers require the following skills: 
• mastery of at least one foreign language; 
• entrepreneurial expertise in marketing and sales; 
• familiarity with the use ofinformation anil communication technologies: systems for 

bookings, invoicing and hotel management; 
• knowledge of distribution systems, geography, travel, local tourist resources; 
• management and organisational skills; 
• multicultural knowledge; 
• communication skills: ability to listen, tolerance, complaints management: 
• ability rapidly to identify and solve problems; 
• teamworking ability. 

Training schemes 
The post of reception manager requires a higher technical or university qualification 
preferably in tourism. Experience in the industry is considered to be a basic requirement 
for candidates for reception manager posts. During working life, this occupational 
profile requires training in the following fields: 
• languages; 
• refresher training in the use of specific computer systems-, 
• customer awareness techniques: 
• local culture and culture of the location of' the hotel; 
• marketing. 

Operational area Special services 

Occupational profile Medical officer E 

Definition 
This profile, to be found in hotels offering spa treatments, is a specialist in medical 
hydrology and hydrotherapy responsible for organising spa treatments and monitoring 
the health of spa users. 

Activities 
Organises spa treatment programmes. Provides medical advice and monitors patients. 
Works with kitchen managers to formulate diets in keeping with patients' needs. 
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Changes in competences 
The traditional work of this profile has been supplemented by new tasks including: 
• spa management and administration; 
• spa marketing; 

care for persons as spa and hotel customers and not just as patients: 
• knowledge of foreign languages since spas cater for an international clientele; 

responsibility for the physical and chemical properties of waters. 

• 

• 

Training schemes 
These new tasks require new skills and further training in business management, 
marketing, customer awareness, quality control and foreign languages. 

Operational area Special services 

Occupational profile Thermal baths manager E 

Definition 
The task of the thermal baths manager is to welcome customers using the senices of the 
spa and provide them with all due care and attention. 

Activities 
The tasks typical of the thermal baths manager include a welcome senice for customers 
and assistance while they are taking spa treatments. 

Changes in competences 
The traditional skills of thermal baths managers are being supplemented by customer 
reassurance and support abilities in particular. Knowledge of the properties of waters 
and spa techniques, the ability to listen and to handle interpersonal relations, including 
foreign languages, are the most widely required skills. 
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5 
New occupational 
skill requirements and 
the role of trainine 

o 

One of the main findings of the three national surveys was the key role being played by 
the human factor in making the hotel industry competitive and improving its quality; as a 
corollary, the most clear-cut change in occupational skill requirements was the demand 
for better qualifications. Tourism SMEs in particular are keen to obtain a wide range of 
profiles with skills that can be put to use both outside the business (marketing abilities) 
and within the business where the emphasis is on achieving the objective of total quality 
that, in tourism, takes the form chiefly of 'customer satisfaction'. 

Tourism is a complex phenomenon that is difficult to circumscribe and pigeonhole. 
Whereas consumption of tourism was optional in the past, it is now becoming 
increasingly necessary. The traditional basic requirements (bed, food, bath) are now 
being supplemented by new motivations with the result that tourists are tending to look 
for packages of senices that, as well as satisfying primary tourism needs, also help them 
to make good use of their leisure time (museums, monuments, sports facilities, etc.) and 
to discover an area (local transport, information offices, tourist signposting, etc.). 

Better qualifications are being required in almost all operational areas and especially for 
profiles in management, accommodation management, catering, administration, 
technical senices and events and entertainment. For management profiles in catering, 
bar and kitchen areas, the traditional skills are still felt to be essential, although the 
introduction of the new technologies into hotels is shaping a demand for new skills such 
as familiarity with new refrigeration, deep-freeze, pre-cooking and bottling systems, 
cooking appliances, security systems, etc. Improved quality and customer awareness 
also require new skills, for instance in nutrition and dietetics for cooks and waiters as 
well as familiarity with high-quality wine, liqueur and cocktail products. Staffili these 
areas are having to deal with increasingly informed and demanding customers. 



s 

s 

I'he following skills are in particular essential for managers of catering, bar and kitchen 
ireas: 
• marketing for the promotion and sale of banquets, buffets and gastronomic days to 

meet the potential demand from businesses and facilities organising this type of event: 
• use of software packages for hotel and catering management to draw up analyses, 

latislics and inventories, to compare products, to carry out price checks, to organise 
lock transfers and to manage purchases: 
business and in particular human resource management, since these profiles are 
responsible for work teams made up of people in direct contact with customers and 
whose motivation, good performance and willingness to be part of a team are 
essential for the efficient running of these operational areas. 

Candidates lor such posts require, as a minimum, intermediate technician qualifications 
and should have had prior experience in similar positions. There are continuing training 
needs in the following areas: 

languages, at least as regards the language specific to catering: 
refresher training in computer programmes specific to catering; 
technological training for users of new kitchen and catering equipment: 

• training in dietetics and gastronomy: 
• business training. 

The skills required in the operational area of economic and financial management are 
the traditional skills of staff responsible for administration and finance, although there is 
a growing demand for higher-level business management skills and in particular the 
ability to produce strategic business development forecasts. 

Administrative staffilo not just need to produce analyses and monitor the current 
economic situation, but also need to be able to produce forecasts and simulate future 
scenarios using existing computer packages in order to provide support for decision­
making by managers. Skills are needed in the use of yield management software 
packages in order to adapt prices to demand and in purchase management, stock and 
budget control and other aspects of economic management. 

In keeping with the tasks of workers in this operational area, candidates for economic 
and financial management posts need a university-level qualification in economic 
sciences or in business or hotel management. Prior experience in similar positions is an 
essential requirement. Continuing training needs are in the following areas: 
• knowledge of economic management software packages; 
• refresher training in various aspects of marketing and merchandising. 
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The basic service offered by hotels is accommodation. Cleanliness, hygiene, 
maintenance and customer services are and will continue to be a constant feature of 
hotel quality. While staff working in this area have traditionally had lew qualifications, 
better qualifications are now being required, especially in the areas of customer relations 
and communications. Supervisory staff in this area in particular need a new set of 
occupational skills in the areas of: 
• administration and management in order to supervise and monitor the state of 

furnishings, decoration and technology; organisational skills anil the ability to take 
initiative and to supenise are essential; 

• customer awareness: attention to detail, comfort and rapid solving of any problems 
that may arise are a basic value added for customers; 

• human resource management: supervisory staffare responsible for people who have 
to work as a team and also represent the image of the hotel, through their ability to 
sene, their approachability anil their sensitivity to other people's expectations. 

Candidates for such posts require higher technical training, preferably with a 
specialisation in the hotel industry. Management experience is essential. Continuing 
training for these occupational profiles should cover the following areas: 
• customer awareness; 
• foreign languages; 
• multicultural knowledge; 
• health and safety-, 
• human resources. 

It also emerged from the case studies that training efforts were being focused more on 
management personnel than on other personnel. It is felt to be very important to 
encourage training and improved education for hotel workers because of the 
repercussions on the image of senice quality. Training schemes covering business 
culture, customer awareness and improved cultural knowledge are very necessary for 
staff in close contact with customers. 
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The information gathered from the case studies clearly shows, for all three countries 
surveyed, that training schemes need to be designed to consolidate four main groups of 
competences that apply, to a varying extent, to all the occupational profiles analysed. 

I. Knowledge and skills of a general nature, including: 
• the ability to speak and write in the broadest sense (responding to a request for 

information from a customer, correctly drafting a follow-up letter, information note 
or accident report, or a report, etc.); 

• eagerness to learn and improve general education throughout working life, 
especially as regards other peoples and cultures. Multicultural knowledge, which is 
fundamental for hotel staff, should be supported by training programmes that cover 
different cultural values and make staff more aware of local heritage and resources. 
Eagerness to learn obviously also has to cover technical aspects of the occupation: 

• the ability to identify and appropriately solve problems arising in daily work: 
equipment breakdowns, customer complaints, malfunctions, requests for unusual 
senices. etc. This competence also requires a spirit of initiative, the ability to work 
alone and to take decisions and more creative thinking: 

• attention to quality, work well performed and the ability correctly to respond to 
customers' expectations. Quality has to be a constant reference and a basic feature 
of training schemes. 

1. Social skills and abilities including: 
• skills in managing interpersonal relationships: 
• the ability to listen anil understand what other people want: 
• the ability to handle and keep control of situations of conflict: 
• understanding and tolerance: 
• the ability to work as part of a team. 

These interpersonal skills and abilities are even more necessary when staff 
are in direct contact with customers: management staff dealing with in-house 
staff- customers in their own right - and all workers in contact with outside 
customers. Hotel training schemes should therefore include training in teamworking. 
customer awareness, ability to listen, etc. 
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Technological skills. Technology, especially the information and communication 
technologies, has to be central to hotel training plans. This type of training must be 
diversified to cover the new tasks of: 

technical service, safety and maintenance staff; 
managers and administrators to improve business management and planning; 
staff in contact with customers as users of new packages for managing bookings. 
invoicing and data management; 

• staff working in areas where technological investment is greatest, such as rooms, 
kitchens or restaurants, to train them in the correct use and preventive maintenance 
of technical equipment. 

The technological skills and abilities required in hotel work tend to be practical and 
applied. Training methods should not therefore be based solelv on practical work and 
experience but should also make more use of workplace mentoring and assistance 
from colleagues who are more familiar with the use of computer programmes and 
procedures. 

4. Skills in business management. The higher up the hotel hierarchy staffare, the more 
essential these kinds of skills become. Training programmes need to cover all aspects 
of business management, including management, marketing, sales, financial 
accounting, legislation, purchasing, quality, etc. These new competences in business 
management require, however, continuing training in the following particular areas: 
• Business management. Business management skills are essential for managers and 

those in charge of operational areas. Continuing training is required in various 
particular areas: strategic planning, institutional leadership skills, business culture, 
organisation, human resource polities, financial management and commercial 
management. 

• Marketing. The ability to find out about anil pinpoint the demand from outside 
customers, which is very segmented and depends on customers' cultural values anil 
socio-economic status, needs ongoing consolidation. It is also important for training 
schemes to try to develop better skills in understanding and satisfying the demand 
from in-house staff, who are also customers, which varies in the same way as the 
demand from outside customers. If workers receive 'good senice' from their 
supenisors they are more likely to reproduce this 'good senice' for customers. 

On the basis of the training priorities listed above, it is also possible to pinpoint the 
training contents for which there is a growing demand and that could provide a useful 
starting point for the design of business training plans. 

62 



Proposed training contents, by occupational level and group, are as follows: 
(a ) Management staff of hotel chains and hotel managers: 

• strategic planning; 
• business management: economics, human resources, etc.; 
• strategic marketing; 
• leadership of the culture of an organisation. 

(b) Middle managers (in charge of operational areas): 
• human resource management: 
• quality management; 
• application of computer systems to improve management processes: 
• development of social skills; 
• knowledge of foreign languages; 
• multicultural training. 

(c) Other hotel staff: 
• development of social skills: 
• knowledge of business culture; 
• customer awareness; 

multicultural training; 
knowledge and masten' of the use of computer aids; 
knowledge of foreign languages. 

(tl) New recruits: 
• introduction to the business: purpose of the business, sen-ices and products 

offered, cultural values of the organisation, target senice quality criteria: 
• customer awareness, especially if staff are to occupy jobs in contact with 

customers; 
• induction in the actual work to be performed and information on the context: 

working methods, technology to be used, results expected, individual and team 
responsibilities. 
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6 
Conclusions 

The hotel industry has become aware that it cannot be more competitive unless it 
improves the quality oí its product. Businesses are therefore having to invest in quality 
which, to a large extent, means investing in human resources. This is not, however, an 
easy task for hotels. 

Since there is major price competition, many hotels have made significant staff cutbacks. 
These cutbacks have been offset to some extent by the introduction of new technologies 
and also by the consolidation of high-quality hotel service enterprises to which many 
activities and senices can be subcontracted. 

In this context, the versatility of the occupational profiles of hotel workers tends to be 
reflected by the concentration of tasks carried out by different profiles in one person and 
training in ways of achieving this. 

Training is not. however, enough on its own and a new policy is needed for human 
resources of which training is only one aspect. It is necessary in particular: 
• to plan and manage appropriately the human resources needed to achieve planned 

quality and expansion targets; 
• to motivate and involve all workers in achieving the objectives of the business in a 

context of diffuse or micro-management; 
• to encourage workers (in-house customers) to be treated with the same standards of 

quality as outside customers. 

Training, in this human resource development policy, is not merely a way of helping 
people to do things better but a genuine education, i.e. a way of helping people to 
interpret and comprehend the demand from other people for senices and ways of using 
their time, enabling them to play their part in satisfying this demand. 



Annex: set of survev instruments 

A. Outline interview for industry experts 
B. Questionnaire for hotel managers and human resource managers 
C. Questionnaire for occupational profiles 
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Outline interview 
for industry experts 

1. What developments have affected and will affect the tourism and, in particular, 
the hotel industry (phenomena, internal and external variables)? 

2. With which economic (production and senice) sectors does the industry, 
and, in particular, the hotel industry, have the most interaction? 

3. On the basis of the previous questions, what changes from the point of view of 
business organisation and the introduction of new technologies have had and will 
have an impact on the production of hospitality senices? 

ι. What impact has there been on occupational structures and skill models? 
Which are the most innovative occupational profiles and or skills? 

\ What role does vocational training play in this new context and what direction should 
the training supply take? 

d. Checking and verification of the choice of the three proposed case studies against the 
developments identified. 



Questionnaire 

for hotel 

managers/ 

human resource 

managers 

A single survey questionnaire was used as the hotel manager and the human resources 

manager are often the same person. When completing the questionnaire, the letters 

attached to the various questions had the following meaning: 

D questions to be put to hotel managers 

R questions to be put to human resources managers 

DR questions to be put to both profiles 

D-01 Can you identify, for the demand macro-segments listed below, the main senice 

requested and the most important ancillary senices that can improve customers' 

perceptions of quality? 

D-02 Which strategies do you plan to use to develop your business? 

D-03 Can vou identify, for the demand macro-segments listed below, the main sen ice 

requested and the most important ancillary senices that can improve customers' 

perceptions of quality·? 

Business tourism 

Cultural tourism 

Health spa tourism 

Holiday tourism (seaside, mountains, etc.) 

D-O-t What are the most innovative sen'ices ideas that you intenti to introduce in the 

following stages of the production development cycle? 

Remote contact with customers 

advertising information 

Arrival and reception 

Production consumption 

Departure payment of account 

Other 

D-05 Do you consider that you have introduced innovative senices into your 

business over the last three years? 

□ YES D NO 

If ves. what were thev? 
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D-06 What technological innovations have you introduced into the business over the 
last three years? 

D-07 Which services/products do you think you can usefully directly market in your 
business over the next three years and to whom will such tasks be allocatedv 

D-()cS Are you planning to work or integrate with businesses outside the hospitality 
and catering industry'? 

D-09 Which production processes that are NOT TYPICAL of tourism businesses are to 
be imported into your business? 

Functions 

Management 

Marketing 

Merchandising 

Administration 

Data processing 

Reception 

Accommodation 

Lobby 

Kitchen 

liar 

Porterage and maintenance 

Events and entertainment 

Health and fitness 

Shops 

Conferences 

Other 

Description of processes 

Outsourced Performed in-house 
with in-house resources 

D-10 What kinds of organisational change are being or will be entailed by the various 
developments listed above? 



D-11 What are the main problems that you have had to tackle and plan to resolve 
from the point of view of organisational restructuring? 

D-12 Which employees are most involved in innovation and change? 

DR-13 What are the new tasks that employees in the various departments of your 
business will have to perform? 

DR-14 What skills do employees need to acquire to keep up with organisational 
changes in the way in which the sen-ice is produced? 

DR-15 Have new occupational profiles emerged from changes in tourist senice 
production methods? 

DR-lo (a) Among existing occupational profiles, which profiles have undergone 
changes in occupational skills following innovation and change? 

(b) Are there skills that go beyond individual occupational profiles? 
If so, which (for instance quality, security, environment)? 

DR-Γ For which tasks skills of employees do vou feel that specific training is needed? 

DR-18 What should the content of training schemes include? 

(a) for new occupational profiles 

(b) for skills applying to several profiles 
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What are the main activities or macro-tasks that characterise your work? 

Activities 

Activity 1 

Activity 1 

Activity 3 

Activity N 

Tasks 

T.l 

T.2 

T.3 

T.N 

T.l 

T.2 

T.3 

T.N 

T.l 

T.2 

T.3 

T.N 

T.l 

T.2 

T.3 

T.N 

Reference sector 
if other than tourism 

S.l 

S.2 

S.3 

S.N 

S.l 

S.2 

S.3 

S.N' 

S.l 

S.2 

S.3 

S.N' 

S.l 

S.2 

S.3 

S.N" 

Outline 
interview 
for occupational 
profiles 



2. For each individual activity/macro-task connected with the tourism industry, can you 
indicate what skills are needed to perform it appropriately? 

>> 
OS 
H 
(Λ 
3 
Q 
Ζ 
MM 

m» 

H 
O 
χ 

Macro-tasks 

Macro-task 1 

Macrotask 2 

Macro-task 3 

Macro-task Ν 

Skills 

Skill 1 

Skill 2 

Skill 3 

Skill Ν 

Skill 1 

Skill 2 

Skill 3 

Skill Ν 

Skill 1 

Skill 2 

Skill 3 

Skill Ν 

Skill 1 

Skill 2 

Skill 3 

Skill Ν 
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3. What skills are needed for activities or macro-tasks from sectors other than the hotel 
industry? 

Sector Macro-tasks 

Maero-lask 1 

Macro-task 2 

Maero-lask 3 

Macro-task N 

Skills 

skill ι 

Skill 2 

Skill 3 

Skill N 

Skill 1 

Skill 2 

Skill 3 

Skill N 

Skill 1 

Skill 2 

Skill 3 

Skill N 

Skill 1 

Skill 2 

Skill 3 

Skill N 

4. For which tasks skills do you feel that specific training is needed? 

5. What is the normal training route followed by people in your job? 

6. Do you think that training for access to the occupation is: 
D Inadequate D Adequate D Excessive 

7. What areas of access training do you consider inadequate or superfluous? 

71 



ζ 
Cedefop - European Centre for the Development of Vocational Training 

Changing occupational profiles 
in the hotel industry 
Case studies in France, Italy and Spain 
Synthesis report 

Authors: 
Mario GATTI, Maria GRAZIA MEREU and Claudio TAGLIAFERRO 
ISFOL - Istituto per lo sviluppo della formazione professionale dei lai Oratori 

Luxembourg: Office for Official Publications of the European Communities, 2001 

2001-II, 72 pp.-21.0x29.7 cm 

ISBN: 92-896-0003-9 

Cat. No: TI-32-00-047-EN-C 

Price (excluding VAT) in Luxembourg: EUR 8.50 

No of publication: 3012 EN 



Venta · Salg · Verkauf Πωλήσεις · Sales · Vente · Vendita · Verkoop 
http://eur-op.eu.int/general/en/s-ad.htm 

Venda · Myynti · Försäljning 

B F I G I Q U E / B E L G I E ÖSTERREICH EESTI 

Jean De L a n n o y 

Avenue du Roi 202/Koningslaan 202 

B-1190 Bruxol los/Brussel 

Tol. (32-2) 538 43 08 

Fax (32-2) 538 08 41 

E-mail: jean do lannoyiíÇinloboard be 

URI http / /www joan-do-lannoy bo 

La l ib ra i r ie e u r o p é e n n e / 

Do E u r o p e s o B o o k h a n d o l 

Huo do In Loi 244/Wots l raal 244 

B-1040Bruxol les /Brussol 

Toi (32-2) 295 2G 39 

I ¡ix (32-2) 735 08 GO 

f n i i n i ma i ie i i beu rop .be 

URI hl lp ' /www l ibmirop Ilo 

Mon i t eu r b e i g e / B e l g i s c h S taa t sb lad 

Ruo do Louvain 40-42/Louvonsowoq 40-42 

B 1000 Bruxel les/Brussol 

Tol (32 2) 55? 22 11 
Fax (32-2) 511 01 84 

f m.ui ousalosWjus l (gov bo 

DANMARK 

J . H Schu l t z I n f o r m a t i o n A/S 

Hers lodvnng 12 

DK 2620 Albertslund 

Tit (45) 43 63 23 00 

Fax (45) 43 63 19 69 

E-mail s c h u l t / « s c h u l t / dk 

URL http ' /www Schultz dk 

DEUTSCHLAND 

B u n d e s a n z e i g e r Ver lag G m b H 

Vertr iebsabtoi lung 

Amsterdamer Straße 192 

D 50735 Koin 

Tol (49-221) 97 66 80 
Fax (49-221) 97 66 82 78 
E-Mail vo r t r i obwbundosanzc igo i de 

URL http www bundcsanzoiqer do 

ΕΛΛΑΔΑ GREECE 

G C E l e t t h o r o u d a k i s SA 

International Bookstore 

Panopist imiou 17 

GR-10564 Alh.na 

Tel (30 1 )331 41 80/1/273/4/5 

Fax (30 1) 323 98 21 

E mail o lobooks « notor gr 

URL olobooks *f hcl lasnot gr 

fcSPANA 

Bo le t i n Of ic ia l do l Es tado 

rralalgar. 2 / 

E 28071 Madr id 

Tol ( 3 4 ) 9 1 5 38 21 11 (libros) 

9 1 3 8 4 17 15 (susci ipc ionl 

Fax (3-1)915 38 21 21 (libros). 

913 84 17 14 (suscripción) 

E-mail cl ientes i t com boe es 

URL http www boe os 

M u n d i P rensa L i b r o s . SA 

Castello. 37 
E 28001 Madr id 

Tol (34)914 36 37 00 
Fax (34) 915 75 39 98 
E mail l i b rona i tmund ip ronsa OS 

URL http 'www mundip iensa com 

FRANCE 

J o u r n a l o f f i c ie l 

Serviço des publ icat ions dos CE 

26. rue Dosaix 

F 75727 Pans Codex 15 
TOI (33) 140 58 77 31 
Fax (33) 140 58 77 00 
E mail ouropubl icat ionsOioumal-oft ic iol gouv fi 

URL http 'www journal olf iciol gouv tf 

IRELAND 

A l a n Hanna ' s B o o k s h o p 

270 Lower Ralhmines Road 

Dublin 6 

Tel (353 -1 )496 73 98 

Fax (353-1) 496 02 28 

E-mail hannas@iol ie 

ITALIA 

L i c o s a SpA 

Via Duca di Calabr ia. M 

Casel la postale 552 

I 50125 Firenze 

Tol (39) 055 64 83 1 

Fax (39) 055 64 12 57 

E-mail l icosa © l i cosa com 

URL http / /www licosa com 

L U X E M B O U R G 

Message r i es d u l iv re S A B L 

5. rue Raitfeisen 

L-2411 Luxembourg 

TOI (352)40 10 20' 
Fax (352) 49 06 61 

E-mail: ma i lOmd l . l u 

URL http / /www mdl. lu 

N E D E R L A N D 

SDU S e r v i c e c e n t r u m U i t geve rs 

Christoffel Planti|nstraat 2 

Postbus 20014 

2500 EA Don Haag 

Tel (31 -70 )378 98 80 

Fax (31-70) 378 97 83 

E-mail: sdu@sdu.n l 

URL: http:/ /www.sdu.nl 

M a n z ' s c h e Ver lags - u n d 

U n i v e r s i t ä t s b u c h h a n d l u n g G m b H 

Kohlmarkt 16 

A-1014 Wion 

Toi (43-1) 53 16 11 00 

Fax (43-1) 53 16 11 67 
E-Mail: m a n / í í schwinge.al 

URL: http:/ /www m a n / al 

POHTUGA1 

D i s t r i bu ido ra de L i v ros Be r t r and L d . ' 

Grupo Bertrand, SA 

Rua das Torras dos Vales, 4-A 

Apañar lo 60037 

Ρ 2700 Amadora 

Tol (351)214 95 87 87 
Fax (351) 214 96 02 55 

E-mail d lbWip pt 

Imp rensa Nac iona l -Casa da M o e d a , SA 

Sector do Publ icações Oficiais 

Rua da Escola Politécnica, 135 

P-1250-100 Lisboa Codex 

Tol ( 3 5 1 ) 2 1 3 9 4 57 00 

Fax (351) 213 94 57 50 

E-mail: s p o c e ô i n c m pt 

URL http / /www inem pi 

SUOMI /F INLAND 

A k a t e e m i n e n K i r j akauppa / 

A k a d e m i s k a B o k h a n d e l n 

Keskuskatu 1/Centralgatan 1 

PL 'PB 128 

FIN-00101 Helsinki /Helsinglors 

Ρ ./tin (358-9) 121 44 18 

F 'fax (358-9) 121 44 35 

Sähköposti sps β akateeminen com 

URL h t tp / /www akateeminen com 

SVERIGE 

BTJ A B 

Traktorvagen 11-13 

S 221 82 Lund 

TH (46-46) 18 00 00 

Fax (46-46) 30 79 47 

E-post b t jeu -puböb t j se 

URL http 'www bt| se 

UNITED K INGDOM 

The S ta t i one ry Of f i ce L td 

Customer Services 

PO Box 29 

Norwich NR3 1GN 

Tel (44)870 60 05-522 
Fax (441870 60 05-533 

E-mail book orders & theso co uk 

URL http 'www itsotficial net 

ISLAND 

B o k a b u d Larusar B l o n d a l 

Skolavordust ig. 2 

IS-101 Reykiavik 

Tel (354) 552 55 40 

Fax (354) 552 55 60 

E-mail bokabud @ simnet is 

NORGE 

Swe ts B l a c k w e l l AS 

Oston|ovoion 18 

Boks 6512 Etterstad 

N-0606 Oslo 
Tel (47)22 97 45 00 
Fax (47) 22 97 45 45 
E-mail m t o G n o swetsblackwel l com 

SCHWEIZ7SUISSESVIZZERA 

Euro In fo Center Schwe i z 

c o O S E C 

Stamptenbachstraßo 85 

PF 492 

CH-8035 Zunch 

Tel (41 -1 )365 53 15 

Fax (41-1) 365 54 11 

E-mail e ics@osec.ch 

URL: h t t p / ' w w w osee ch'e ics 

BALGARIJA 

E u r o p r e s s E u r o m e d i a L td 

59. blvd Vitosha 

BG-1000 Sofia 

Tel (359-2) 9B0 37 66 
Fax (359-2) 980 42 30 
E-mail Mi lena@mbox cit bg 

URL http / /www europress bg 

CESKA REPUBLIKA 

UVIS 

odd. Publikaci 

Havelkovo 22 

CZ-130 0 0 P r a h a 3 

Tel. (420-2) 22 72 07 34 

Fax (420-2) 22 71 57 38 

URL: http:/ /www.uvis.cz 

CYPRUS 

C y p r u s C h a m b e r of C o m m e r c e a n d Indus t r y 

PO Box 21455 

CY-1509 Nicosia 

Tel. (357-2) 88 97 52 

Fax (357-2) 66 10 44 
E-mail: demetrap@ccci .org.cy 

Eest i K a u b a n d u s - T ö ö s t u s k o d a 

(Estonian Chamber of Commerce and Industry) 

Toom-Kool i 17 

EE-10130 Tall inn 

Tel (372)646 02 44 
Fax(372) 646 02 45 
E-mail: einfo ii koda.ee 

URL: http:/ /www.koda.ee 

HRVATSKA 

Med ia t rade L td 

Pavia Hatza 1 

HR-10000 Zagreb 

Tel (385-1 )481 94 11 

Fax (385-1) 481 94 11 

M A G Y A R O R S Z A G 

Euro Info Serv ice 

Szl . Istvan kn.12 

II emelet 1/A 

PO Box 1039 

H-1137 Budapest 

Tel. (36-1) 329 21 70 

Fax (36-1) 349 20 53 

E-mail: euroinfo@euroinfo.hu 

URL: http:/ /www.euroinfo.hu 

MALTA 

Mi l ler D i s t r i b u t o r s L td 

Malta International Ai rpon 

PO Box 25 

Luqa LOA 05 

Tel. (356) 66 44 88 
Fax(356)67 67 99 
E-mail: gwir th@usa.net 

POLSKA 

A rs Po lona 

Krakowskie Przedmiescie 7 

Skr poeztowa 1001 

PL-OO-950 Warszawa 

Tel (48 -22 )826 12 01 

Fax (48-22) 826 62 40 
E-mail: books ! 19@arspolona com pl 

ROMANIA 

E u r o m e d i a 

Sir Dionisie Lupu nr 65. sector 1 

RO-70184 Bucuresti 

Tel (40-1) 315 44 03 

Fax (40-1) 312 96 46 

E-mail: euromedia ©mai lc i ty com 

SLOVAKIA 

C e n t r u m VTI SR 

Nam Slobody. 19 

SK-81223 Bratislava 

Tel (421-7) 54 41 83 64 

Fax (421-7) 54 41 83 64 

E-mail: europ@tbb1 sltk stuba sk 

URL http: 'www sltk stuba sk 

SLOVENIJA 

G o s p o d a r s k i Ves tn i k 

Dunaiska cesta 5 

SLO-1000L|ub l jana 

Tel ( 3 8 6 ) 6 1 3 09 16 40 

Fax (386) 613 09 16 45 

E-mail: europ@gvestnik.s i 

URL http: 'www.gvestnik st 

TURKIYE 

D ü n y a In fo ic i AS 

100. Yil Mahal lessi 34440 

TR-80050 Bagci lar-Istanbu! 

Tel (90-212)629 46 89 
Fax (90-212) 629 46 27 

E-mail: intotel@dunya-gazele.com.tr 

ARGENTINA 

W o r l d P u b l i c a t i o n s SA 

Av Cordoba 1877 

C1120 AAA Buenos Aires 

Tel. (54-11)48 15 81 56 
Fax (54 -11 )4« 15 81 56 

E-mail: wpbooks@infovia.com.ar 

URL: http:, /www.wpbooks.com.ar 

AUSTRALIA 

Hun te r P u b l i c a t i o n s 

PO Box 404 

Abbotsford. Victona 3067 

Tel. (61-3)94 17 53 61 
Fax (61-3) 94 19 71 54 

E-mail: |pdavies@ozemai l .com.au 

BRESIL 

L i v ra r ia C a m õ e s 

Rua Bittencourt da Silva. 12 C 

CEP 

20043-900 Rio de Janeiro 

Tel. (55-21)262 47 76 
Fax (55-21) 262 47 76 
E-mail: l iv rana.camoes@mcm.com.br 

URL: http: / /www.incm.com.br 

CANADA 

Les é d i t i o n s La L ibe r té Inc. 

3020. chemin Sainte-Foy 

Sainte-Foy. Quebec G1X 3V6 

Tel. (1 -418)658 37 63 

Fax (1-800) 567 54 49 

E-mail: l i be r te@mediom.qcca 

Renou f P u b l i s h i n g Co . L td 

5369 Chemin Canotek Road. Unit 1 

Ottawa. Ontario K U 9J3 

Tel. (1-613) 745 26 65 
Fax (1-613) 745 76 60 

E-mail: order,dept í? renoufbooks.com 

URL: ht tp: / /www.renoufbooks.com 

EGYPT 

The Midd le East Obse rve r 

41 Sherif Street 

Cairo 

Tel (20-2)392 69 19 
Fax (20-2) 393 97 32 

E-mail: i nqu i ryemeobserve r .com 

URL: http:/ /www meobserver com eg 

INDIA 

EBIC Ind ia 

3rd Floor, Υ Β Chavan Centre 

Gen, J. Bhosale Marg. 

Mumbai 400 021 

Tel (91-22)282 60 64 
Fax (91-22) 285 45 64 
E-mail: eb i cmd iaovsn l . com 

URL: http:/ /www.ebicindia.com 

JAPAN 

PSI -Japan 

Asahi Sanbancho Plaza =206 

7-1 Sanbancho. Chiyoda-ku 

Tokyo 102 

Tel. (81-3132 34 69 21 

Fax (81-3) 32 34 69 15 
E-mail: books@psi-japan.co.jp 
URL: http: 'www.psi- japan.co.jp 

MALAYSIA 

EBIC Ma lays ia 

Suite 45.02, Level 45 

Plaza MBf (Lener Box 45) 

8 Jaian Yap Kwan Seng 

50450 Kuala Lumpur 

Te! (60-3I 21 62 92 98 

Fax (60-3I 21 62 61 98 

E-mail: ebic@tm.net .my 

EXICO 

M u n d i P rensa M é x i c o . SA de CV 

Rio Panuco. 141 

Ζ: : - a C a . . - " e - D : 
MX-06500 Mexico. DF 

Tel (52-51 533 56 58 

Fax (52-51 514 67 99 
E-mail: 10 l545 .2361@compuserve .com 

PHILIPPINES 

EBIC Ph i l i pp ines 

19th Floor. PS Bank Tower 

Sen. Gil J . Puyat Ave. cor. Tmdalo St. 

Makati City 

Metro Manil la 

Tel . (63-2) 759 66 80 

Fax (63-2) 759 66 90 
E-mail: eccpcom@giobe.com.ph 

URL: http: 'www.eccp.com 

S O U T H AFRICA 

E u r o c h a m b e r of C o m m e r c e in S o u t h A f r i ca 

PO Box 781738 

2146 Sandton 

Tel. (27 -11)884 39 52 

Fax (27 -11 )883 55 73 

E-mail: in fo@eurochamber.co.za 

SOUTH KOREA 

The E u r o p e a n U n i o n C h a m b e r of 

C o m m e r c e in Korea 

5th F l . The Shilla Hotel 

202. Jangchung-dong 2 Ga. Chung-ku 

Seoul 100-392 

Tel. (82-2) 22 53-5631 4 

Fax (82-2) 22 53-5635 6 
E-mail: eucck@eucck.org 

URL: http: "www.eucck.org 

SRI LANKA 

EBIC Sr i Lanka 

Trans Asia Hotel 

115 Sir Chi t tampalam 

A. Gardiner Mawatha 

Colombo 2 

Tel . ( 94 -1 )074 71 50 78 

Fax (94-1) 44 87 79 

E-mail: ebicsl@slnet. ik 

UNITED STATES OF AMERICA 

B e m a n A s s o c i a t e s 

4611 -F Assemblv Drive 

Lanham MD 20706-4391 

Tel . (1-800) 274 44 47 (toll free telephone) 

Fax (1-800) 865 34 50 (toll free fax) 

E-mail: query@beman.com 

URL: http: "www.beman.com 

ANDERE L Ã N D E R O T H E R COUNTRIES 

AUTRES PAYS 

B i t te w e n d e n Sie s i c h an e i n B ü r o Ihrer 

Wah l 'Please c o n t a c t t h e sa les o f f i ce o f 

y o u r c h o i c e "Veuillez v o u s ad resse r au 

b u r e a u de ven te de v o t r e c h o i x 

Office for Officiai Publications of the European 

Communities 
2. rue Mercier 

L-2985 Luxembourg 

Tel. (352) 29 29-42455 
Fax (352) 29 29-42758 
E-mail: into- into-opoce@cec.eu. int 

URL: http://eur-op.eu.int 

12O01 



Changing occupational profiles 

in the hotel industry 

Case studies in France. Italy and Spain 
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industry in terms ot gross domestic product and one ol its 

leading industries in terms ot job creation. It is an extremely 
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the potential ottered by the new information and 

communication technologies. 

The new" global development strategies and changes in 

production units, represented in particular by small 

enterprises, are both playing a part in tourism's ongoing 
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of wealth and the creation ot new jobs is therefore to be 

expected. 
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