KOMITaHisiMH, TakuMmu sk Banco Santander, BBVA Tta Telefonica, ski akTMBHO 1HBECTYIOTh Yy
0aHKIBCHBKOMY Ta TEJIEKOMYHIKaliiHOMY cekTopax JIaTuHChKOI AMepHKH. 3aBASKH KyJIbTYPHUM Ta
MOBHHUM 3B’s13KaM MOJIO/Ib 3 JIaTUHCBKOT AMEpPUKH 4acTO OpIEHTYEThCA Ha IcnaHito A OTpUMaHHS
OCBITH, Y4acTi y mporpaMmax oOMiHy Ta rpaueBiamTyBanus |3, 4].

Kurail € yHIKaJIbHUM MPUKIAZIOM BEIUKOI €KOHOMIKM 3 MIUIbSPJHUM HACEJIEHHSM, e
OCHOBHOIO MOBOIO € KHTalChKa. 3HAHHS KUTAMChKOI MOBH, SIK IPaBWJIO, HE 3a0e3redye Takoi kK
KOHKYPEHTOCIIPOMOXKHOCTI, K aHIVIIHChKA, 3 OIJISly Ha OUIbII 3aKpUTHM XapakTep KUTalchbKOl
eKOHOMIKH Ta ii aKIEHT Ha JieleBy poOouy cwity. BogHodac as KOMIaHii, 110 CHiBIPAIIOOTH 3
KUTaliCbKUMM BUPOOHMKAaMH, 3HAaHHS KUTAlCbKOi MOBM HaJae 3HAuHI KOHKYPEHTHI IepeBaru.
Hanpuknan, npu 3amMOBJICHHI NPOAYKIIlT B KUTaWChKHUX 3aBOJAaX 3HAHHS MOBH Ta KYyJbTYPHHX
0cOOJIMBOCTEH JlorOMara€ MpaBWIBHO 3PO3YMITH Ta YKJIACTH KOHTPAKTH, 3a0e3leuyrouu
BUPOOHUIITBO 3a 0akaHMMHU CTaHIAPTAMH SKOCTI Ta 32 HWXKYOKO MiHOK0. Lle cTBOproe noaaTKOBi
HepeBaru JJisl KOMIaHiH, K1 MOXKyTh BUTOTOBJISAITH ITPOAYKLIIO 32 BUTJHUMHU YMOBaMH.

@paHIy3u BiIOMi CBOEIO IMPHB’A3aHICTIO 10 PITHOI MOBM Ta KyJbTYpH, 1 L€ OCOOJIMBO
MIOMITHO B IXHBOMY CTaBJICHHI1 N0 aHTJiHcbkoi MoBH. Jlyis Garatbox (paHily3iB BUKOPHUCTAHHS
(bpaHIy3pK01 MOBH € 03HAKOIO HAIIOHAIBLHOI TOPAO0CTI. JlOCIiPKEHHS MiIKPECTIOI0Th, 0 (hpaHIly3u
LIHYIOTh CIIPOOU 1HO3EMIIIB TOBOPUTHU IXHBOIO MOBOIO, HaBiTh SKILO Ll MOBa HE € JJocKoHaoo. [lyis
¢bpaniy3iB Habarato BaXKJIUBIIIE MMOYYTH HABITh «IaMaHy» (paHIly3bKy, HIX BIUJIbHY aHTJIHCHKY,
OCKUJIBKH 1€ IEMOHCTPYE MOBAry A0 IXHbOI KYJbTYpU. Y AEAKHUX BUIAJKaX, aHIJIHCbKa MOBa MOXeE
CTaTH TPUTEPOM, OCKUIBKH (PpaHITy3U YacTO CIPUIMAIOTH i SIK «HAaBKEHHIT» CUMBOJ T00aizanmii,
SKUH 3arpoKy€e YHIKaIbHOCTI (paHIly3bKOi KYJIbTYpH. [5]
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JlepxaBHuUl 010TEXHOJIOTTYHUN YHIBEPCUTET
PROFESSIONAL DEVELOPMENT THROUGH THE KNOWLEDGE
OF FOREIGN LANGUAGES: NEW CAREER OPPORTUNITIES
IN THE HOTEL AND RESTAURANT BUSINESS

Knowledge of foreign languages is an important factor that contributes to the professional
growth of hotel and restaurant professionals and increases the competitiveness of establishments at
the international level. In the context of the globalization that affects the tourism industry, the ability
to communicate in foreign languages reveals new opportunities for career development and business
expansion. Let's take a look at the main benefits of foreign language skills in this area.

Firstly, it is improving the quality of service for international customers: hotels and restaurants
often serve foreign guests, and language skills help staff better understand customer needs, respond
to their requests, and provide high-quality service. The language competence of the staff can be
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transferred into the workplace. It contributes to creating a positive impression on the guests, which
increases their loyalty and improves the reputation of the establishment. Speaking the client's
language also helps to avoid possible misunderstandings and makes foreign guests feel more
comfortable.

Secondly, it’s expanding the international customer base: knowledge of foreign languages
allows hotels and restaurants to attract more foreign customers. This is important, especially for
establishments in tourist regions where the international flow of tourists is the main source of income.
The ability to negotiate, advertise services, and interact with customers, handling complaints and
apologizes in different languages allows businesses to be more flexible and accessible to a wider
audience.

Thirdly, you can deal with employee career development: employees in the hotel and
restaurant industry who speak several languages have a better chance of career advancement.
International hotel and restaurant chains value such professionals for their ability to serve foreign
guests, coordinate with foreign partners, and adapt to working in an international environment. Such
employees can be promoted to management positions or work in foreign branches of companies more
quickly.

Then comes expanding professional contacts: knowledge of languages allows hospitality
professionals to establish contacts with foreign partners, suppliers, and colleagues from other
countries. This helps to expand the network of professional connections, share experiences and adopt
best practices, which increases the efficiency of the institutions.

Also adaptation to cultural peculiarities should be mentioned here because it plays a vital role:
knowledge of foreign languages helps to better understand the cultural characteristics of customers,
which is especially important in the hotel and restaurant industry. Different countries have their own
traditions, etiquette, and habits, which can vary significantly. Language proficiency allows staff to
take these differences into account more effectively and create comfortable conditions for guests from
different cultural backgrounds.

International cooperation and franchising: knowledge of foreign languages opens up
opportunities for international cooperation, franchising and joint projects with foreign partners.
Hotels and restaurants can sign contracts not only with local companies but with foreign brands, open
new branches abroad, or operate under well-known global brands, which significantly increases their
competitiveness.

Access to the latest trends and technologies: many modern trends in the hotel and restaurant
industry originate abroad. Knowledge of foreign languages allows managers and employees to access
international sources of information, track innovations and trends in the industry, learn new
technologies and successfully implement them in their establishments. This may relate to such aspects
as service automation, environmental initiatives, or new approaches to guest service, and, to a certain
extent, influence a hospitality brand recognition.

Another key fact to remember is a participation in international conferences and exhibitions.
In other words, professionals who speak foreign languages have the opportunity to participate in
international conferences, exhibitions, and forums where they can represent their establishments,
meet colleagues and partners from around the world, share experiences, and gain new knowledge.
Such events open up new prospects for business development and personal professional growth.

Improving the reputation of the establishment: multicultural and linguistic competence of the
staff significantly increases the prestige of hotels and restaurants, making them more attractive to
international customers. An establishment where employees are fluent in the languages of the guests
inspires trust and comfort, which increases its competitiveness in the international market.

In close analysis and appraisal, we can draw attention to another important point — increased
competitiveness: in the modern hotel and restaurant business, competition is very high, so knowledge
of foreign languages becomes one of the key advantages opening a number of career opportunities.
Establishments with language skills can respond faster and more efficiently to international
customers, offer better service and better adapt to changes in the global market.
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Knowledge of foreign languages is significant in a variety of ways. It is strategically important
for the development of both individual professionals and businesses in the hospitality industry.
Language competence allows businesses to improve service quality, feel more confident and self-
sustainable entering new markets, and develop international cooperation. For employees, language
skills are the key to career growth, opening up new opportunities, and increasing their own
competitiveness. Successful hotels and restaurants operating internationally understand the
importance of language training for their staff, as it allows them not only to attract new customers but
also to maintain a high reputation in the market for many years.

[TonikaprioBa Banepist BomonumupisHa
HaykoBwuii kepiBHUK — KaH]. (ijoc. HayK, qou. Mazopenko M.O.
Jlep>xaBHUI O10TEXHOJIOTTYHHIA YHIBEPCUTET
THO3EMHA MOBA SAK ®AKTOP KOHKYPEHTOCITPOMO>KHOCTI B
CYYACHOMY CBITI

MoBa — 11e OCHOBHA CyTh CIIUJIKYBaHHS B CBITi. € B CBITI JIFOAM SIK1 KaXKyTh 110 MOBa — 1€ T€,
IO BiJIsI€ HAC BiJ TBapuH. B HamoMmy cBiTi € 6arato iHO3eMHUX MOB, aJK€ B KOXKHIl KpaiHi cBOs
HarioHanbHa MoBa (Kurtaii-kutaiicbka, Typuis-typeubka,l py3is-rpy3unceka...). OHaK B HAIIOMY
CBITI € O/IHa MOBA 3aBJSKH SKIH MM MOXEMO CITUIKYBATHUCS 3 IHIIMMH JIIOABMH, 3 PI3HUX KYTOUKIB
CBITY, a caMe i€ aHIUIIHChbKa MOBa. AHIJIiIiCbka MOBa — 11€ KJIFOY JI0 YCHIXYy Ta HOBHX MOXJIMBOCTEN
B XKUTTI JIFOJTUHHU.

Amnrmiiicbka MoBa croyaTky Oyjia MOBOK AHIUII, ane 3aBASKH ICTOPUYHUM 3YCHILISIM
Bpurancekoi immepii BOHa cTaja OCHOBHOIO a00 JAPYrOpsIIHOIO MOBOIO 0araTboX KOJMIIHIX
OpuTaHChKUX KOJIOHIH, Takux sk CIIA, Kanana, ABctpanis ta [amis. B nanuii yac anrmicbka MoBa
€ OCHOBHOIO MOBOIO HE JIMIIE KpaiH, SKUX aKTUBHO TOPKABCS OPUTAHCHKHUU iMmmepiami3m, ane i
0araThbOX IUIOBHUX Ta KyJIbTypHHX cdep, Ae maHyioTh 1i kpainu. Ile moBa ['ommiByny Ta mMoBa
MDKHApOAHOro 0i13Hecy. TakuMm 4nHOM, 11€ KOpUCHA 1 HaBITh HEOOX1AHAa MOBa, IKY OTP1OHO 3HATH. ]

3HaHHS 1HO36MHOI MOBM Ma€ BEIMYE3HE 3HAUYEHHS y Cy4acHOMY CBIiTi. BOHO He TiinbkH
PO3IIMPIOE MOXKIIMBOCTI AJIsl CIIUJIKYBaHHS, aje ¥ poOUTh JIOAUHY OLIbII KOHKYPEHTOCIIPOMOKHOIO
Ha pUHKY mpaui. € Joau SKi KaXyTh, 110 BUBYEHHS AHIJIMCBKOI MOBM Ll Jy)X€ CKJIaTHO, ajie
HAacIpaB/il L€ JIUIIE BIAMOBKH, Tak JeskuM Tpeba 3,4,5 pokiB Ha BUBUYEHHS MOBH, a AeskuM 3,4,5
MICSILIIB 1 BCe, alie Te IO 1€ CKJIATHO 1€ BIIMOBKA, a0u ii HEe BUUTH, 0O SIKIIO Y JIIOJUHU € XUCT Ta
Mpisi, TO B HEl BCe BUiiie BOHa Oy/e BUUTH, 1 Bce OyJie 1 HE BaXKJIMBO CKUIBKH Yacy Ha 1e mijge. Tomy
s Ba)XKalo, 1110 BUBUEHHS aHIJIIHCHKOI MOBH € HAMTOJIOBHIIIMM B KHTTI JIFOJUHH.

Ochb nekiyibKa TPUYUH JJIs1 TOTO 1100 BUBYATH aHTIIIHCHKY MOBY:

[Tpodeciiinuit po3BUTOK: 3HAHHSA 1HO3EMHOI MOBH BIiKPHBA€ HOBI MOXIWBOCTI IS
Kap'€pHOTO 3pOCTaHHS, JI03BOJISIIOUM IMPAIfOBaTH B MIXKHAPOJHUX KOMIIaHISIX Ta OpaTu y4yacTb y
r1100aIbHUX MPOEKTAaX.

Ocsgita: BonoaiHHS 1HO3eMHOK0 MOBOIO Ja€ TOCTYH J0 OLIbII IHUPOKOTO CIIEKTPY HaBYaIbHUX
pecypciB, JIiTepaTypH Ta HAYKOBUX CTAaTeH, 10 CIPHUSE MNIMOMIOMY PO3YMIHHIO IPEAMETY.

Komynikanii: BMiHHS cHiikyBaTHCsS 3 1HO3EMHUMH KOJIEraMM, TapTHEPAMU Ta KJII€EHTaMU
3HAYHO MiJABHINY€E e(hEeKTUBHICTH O13HEC-TIPOIIECIB Ta CIIPHsIE€ HATAr0HKEHHIO MIHUX NpodeciitHux
3B'SI3KIB.

KynbrypHuii oOMiH: 3HaHHS MOBM BiJAKpUBAa€ JABEpl A0 PO3YMIHHS I1HIIOI KyJIbTYpH, IIO
CHpHUs€ PO3BUTKY TOJIEPAHTHOCTI Ta B3aEMOPO3YMIHHS MK HapoJlaMHu.

InnoBanii Ta TexHojorii: B cydacHomy cBiTI 6arato iHHOBalliMHUX iell Ta TEXHONOTIH
PO3pOOIIAIOTHCS 32 KOPIOHOM. 3HAHHS 1HO3€MHOI MOBH JI03BOJIsi€ OyTH B KypCl HOBITHIX TE€HACHIIIN
Ta 3aCTOCOBYBATH iX y CBOIi poOOTI.

[Tonopoxi: HaBuuku BoJIO/IIHHS 1HO3EMHOIO MOBOIO POOJIATH MOAOPOKI KOM(POPTHILINMHU Ta
0e3MeyHIMU, JJO3BOJISIIOTH [NIMOIIE 3aHYPUTHUCS B KYJIBTYPY KpaiHU Ta Kpallle po3yMiTH MiCLIEBUX
KHUTEIIB.
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