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GERMAN FOR BUSINESS AS A COURSE IN THE STUDIES OF TOURISM AND HOTEL MANAGEMENT
ABSTRACT

Many indicators in the tourism market speak in favour of including German in the study programme of tourism and hotel management. Within the entire course of studies, this subject constitutes part of the specialist courses that jointly shape the profile of the modern tourism manager. The business German course achieves this goal through several years of high-quality teaching, a suitable timetable, selecting the most appropriate course books, achieving a number of objectives, and good organisation. During the study, the students – future managers – must master forms of oral and written communication which are important for their future job. However, what makes this course within the study of tourism stand out from traditional business language courses is the systematic education of students in the culture and civilisation of German-speaking countries with a view to encouraging and developing openness to other cultures, and preparing them for successful intercultural communication.     
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Introduction:  German for Business – a course that builds the modern manager
The importance of learning foreign languages as part of studies in tourism and hotel management is undeniable, and the manager profile formed by these studies would be unthinkable without the knowledge of several foreign languages. In their day-to-day business life, tourism managers are necessarily involved in various forms of communication in foreign languages, both with guests and with foreign business partners. 
There are several reasons why German, besides English as the main global language of business communication, should be included in this study programme. Germans are the most frequent guests both on the Adriatic coast and in the continental part of Croatia, and German is one of the most frequent languages in Croatian hotel reception areas. On the one hand, the geographic location of Croatia as a Central European country implies strong business connections mostly with German-speaking countries. On the other hand, historically speaking, at the time when Croatia was part of the Austro-Hungarian Empire, German was present in all segments of Croatian social, political and cultural life, thus becoming part of the Croatian tradition. Not so long ago, German could be heard in Croatian homes in the continental part of the country and was considered the “language of our grandmothers”. Even today, many distorted German colloquialisms are used in informal speech (Spiegel, Mehlspeis, Einpren, Knödlen…). In addition, German is the natural choice for most students who learnt German in secondary school, which gives them the opportunity to expand their prior knowledge during their studies by adding a business dimension to it.    
Aims of the course
When planning and designing this course, considering the importance and wide use of German, the question arises about what students who attend the course should learn, since the business school offers a number of specialist courses that build the modern manager and provide the knowledge and skills to perform a management role.
Certainly, one of the most important tasks of this course is to equip students with oral communication skills to enable them to communicate in German with guests and business partners. However, can course leaders be satisfied if their students acquire only oral competences? Do oral communication skills alone contribute to achieving the main goal of this course, i.e. the profiling of a modern tourism and hotel manager? To be satisfied with achieving only speaking competences would mean stopping half way. A good course leader has a number of objectives, and only by achieving them all can German for Business become an essential specialist course. 
In this respect, students at a lower level of language competence should master not only speaking skills, but also written business communication and how to conduct telephone conversations. At a higher level, they should master how to present their own company, how to conduct various types of negotiation, how to take part in intercultural communication and develop a global understanding of specialist lectures delivered in German; they should also be able to read and translate professional literature, and prepare presentations and seminar papers in German for other courses.
Another very important objective which is nearly as important for students of tourism management as the acquisition of speaking and writing competences is knowledge of the culture and civilisation of German-speaking countries. This is a key factor for this course, which should be evenly spread over the five years of study, since good knowledge of the culture and civilisation background of the foreign business partner is not only a precondition for being open to the relevant culture, but also guarantees the success of business discussions and intercultural communication.     
Basic requirements for the success of the course 
An attempt has so far been made in this paper to answer the question of what students should master in this course.  Below, we will consider some basic requirements to achieve these goals, and how to organise activities within and outside the course of study.   
Timetable    
The first and main condition for success is the gradual mastering of speaking, reading and writing skills in the foreign language, which is achieved by several years of learning and practice. Therefore, learning a foreign language within the study of tourism management must be in the timetable throughout the study (3 + 2 years) with a minimum of 60 hours per semester. For teaching to be efficient and to result in satisfied students and a satisfied teacher after the completion of the full 5 years, it must certainly be conducted in small groups with a very high degree of student attendance in the language practice sessions. 
Course books     

Secondly, it is clear that any successful foreign language classes rely on the choice of the most suitable main course book which will help achieve part, or even the major part, of the objectives that have been set in the study programme.  It is not necessary for the selected course book to be fully satisfactory. It is precisely the weaknesses that leave some room for the teacher to engage his or her own creativity. By introducing a personal note and additional material, the course book can be refreshed and enhanced through the teacher’s own contributions. 
The most frequent weakness of German course books, especially those on business German for tourism managers at beginners’ level, is the lack of authentic texts (tourist maps, bus and train schedules, promotional material, brochures, etc.), and the lack of imaginative grammar exercises reinforcing the specialist vocabulary in the course book. On the other hand, course books for more advanced students may often be too demanding and tiring because they imply a high level of prior knowledge, and, consequently, a much fuller timetable. Regardless of the fact that there is no perfect course book, the task of any skilful teacher is to balance the negative sides and bring out the advantages of the selected book. However, one thing is for sure: any good course book must train future managers to communicate in a foreign language by selecting typical situations and the appropriate language for everyday business in tourism. 
Considering the above objectives, it is necessary to mention that, in addition to the set course book, several other textbooks should be used, such as textbooks for writing business letters, a textbook for learning how to make successful official phone calls, an intercultural communication textbook, textbooks for developing negotiation and presentation skills, etc. In terms of knowledge of the culture and civilisation of the German-speaking region as a key objective in the building of a tourism manager, we can apply the rule that the more varied the course books and auxiliary material, the better.
Other factors in the success of the course 
It is not at all simple to teach business German to students of a specialist study. Over the five years, there are periods when slumps in motivation occur, which have to be overcome, and at the same time it is expected that students achieve progress after every examination. Part of the problem lies in the fact that tourism students are not primarily “linguists”, which means that their primary interests do not lie in the language itself and its structure. As far as a foreign language is concerned, they are very pragmatic and specific. Most of them at the beginning of their studies view this course with resignation, sceptically asking a simple question: “Will this course be of any use to me?” And rightfully so, it seems to me, since most of them will have had long years of negative experience in learning German at school. The entire situation is aggravated by the fact that the benefit and everyday use of business English is so prominent that less well informed students question the need to learn any other business language. This is precisely the challenge facing the teacher, whose task is to remove all thus created prejudices and achieve sound results.
The importance of being familiar with the entire study programme 
At the very beginning of planning this course, immediately prior to selecting the most suitable course book, it is important to obtain information about the programmes of other specialist courses and thus obtain an overview of the content of the study itself. Naturally, the main topics of the specialist courses and the relevant specialist terminology will determine the selection of the course book which should in no way be a general business course book, but must, with its selection of topics and terminology, target specifically business German and the forms of business communication that students will actually use in their future job. It must be mentioned here that it is also necessary and extremely useful to obtain information on the most frequent jobs that the students are likely to perform after completing their studies, and on the language needs related to these professions. These understandings will bring us closer to a positive answer to the students’ question about the usefulness of learning German. 

As for the remaining factors affecting the quality of the students’ knowledge, we will focus only on those teaching factors and the manner of organising them which have proven to be highly successful and motivating for students in practice. 
Ensuring the success of oral communication  

The importance of oral communication, as one of the most important objectives of teaching a foreign language, goes without saying, and the manner of implementing it in teaching is continuously being developed. However, when dealing with students who have very scarce or no knowledge of German, and who, on their first serious encounter with German, remain trapped in situations and terminology that is narrowly related to their future day-to-day life in business, this might cause some problems. 

For example, some methodologists deny that it is possible to teach business language at beginners’ level and consider that the level of foreign language of students starting to learn business language should be at the B2/C1 level on the Common European Framework of Reference. But the situation in the market does not support this view, and an increasing number of business language course books for beginners are published. Obviously, there is a need for such course books. The situation where the student may know how to receive a guest, process a booking for a room or a journey, and not know the German words for family members is a trap which must be promptly identified and corrected.   
We all know that small talk has its own significance and place in business talk. Usually, it is this informal conversation that contributes to creating a pleasant and relaxed atmosphere and is most frequently employed as preparation for more serious business discussions. Regularly practising small talk at the beginning of language lessons enables us to avoid one-track linguistic minds in our students. Such auxiliary, informal teacher-student conversation has multiple benefits. Not only does it enable the students to master general language and react spontaneously in a foreign language, but it also contributes to forming closeness between students and teacher, which is an important psychological prerequisite for the success of language practice sessions.         
Just as the consistent use of small talk is important at lower levels, more advanced students must be acquainted with the importance of intercultural communication. This will sensitise them to business partners arriving from different cultural circles, familiarise them with the different conventions, values and stereotypes of this type of communication, and thus help them to avoid potential misunderstandings. 
The importance of knowing the culture and civilization of the German speaking area
When becoming acquainted with the key elements of intercultural communication, it becomes clear that knowing the culture from which a foreign partner comes points students in the right direction towards successful business cooperation. According to some studies, this is actually the deciding factor which creates the conditions for successfully conducting business and provides a competitive edge. This means that a lot of space and time should be devoted to this issue. Since the term culture and civilisation encompasses a very broad area, students must certainly be introduced to this segment of the course as early as in the first year of learning the language. The simplest and most frequent source of information is various types of texts and TV programmes, although texts have some advantages because the supply of texts at various levels of difficulty is quite wide, and texts are also easier to review and adapt to the required level. Short films on DVD that are methodologically adapted, which means that a transcript and listening exercises can be provided, work well and are very motivating for the students. Returning student who have spent some time in one of the German-speaking countries and speak the language very well are also an excellent source of information. On forums devoted to a specific topic, through presentations and discussions, they can, in an interesting way, familiarise the students with the culture of the country where they have spent some of their time.
However, all this must not remain only at an academic level. Students sometimes have to be drawn out of the “lecture room”. They must be regularly informed about events related to German culture and civilisation: the faculty should organise visits to the most important events, students should be encouraged to use the Goethe Institute library, visit German schools in the city, and trips to German-speaking countries should be organised, with students taking on the role of guides.

This interesting and versatile theme may be presented in different ways. It is perfectly clear that this is extremely motivating for tourism students, and that it also represents an excellent respite from demanding language practice sessions.   
The importance of written communication
As opposed to the topic described in the previous section, written communication represents more of the craftsmanship part of this course. Its importance is derived from the fact that the skill of communicating by e-mail and the knowledge of how to write business letters are some of the most important criteria for gaining a job in a travel agency. However, this is not all. According to research conducted by Višnja Špiljak, PhD, and Vera Krnajski-Hršak, MSc, in September and October 2007 on a sample of 85 respondents working in Croatian travel  agencies, 38% of the respondents use only written communication in their job, and 50% use an equal proportion of written and oral communication. Therefore, the task of this study course is to suitably prepare students for their working life. Written communication requires students to know the format of a business letter and to master the characteristic style and language register of business communication connected with tourism. Consequently, students will have to know how to translate and write business letters related to a query, offer, booking, booking confirmation, booking cancellation, or accounts. It must be mentioned that this skill can initially be developed at the very beginning of learning a language, where the students must be taught the basic rules and characteristic style of business letters. This teaching segment is ideal for students’ individual or seminar papers, whether this involves individual translations of business messages and letters supervised by the teacher, business communication by e-mail, or writing their own business letters based on the provided models. During these activities, students should be taught how to use dictionaries, what the characteristics of a good dictionary are, and the fact that a good translation requires the use of several dictionaries. The aim of practising this type of communication for a number of years is for the students to achieve full independence in writing business letters.     
Conclusion

Business German is a course which can achieve its goal – the formation of modern tourism managers – through good organisation and high-quality teaching. Over several years of studying this subject, students should achieve good language competences, and should become very familiar with the culture and civilisation of German-speaking countries. Only a course that is developed in this way can be a winning combination leading to the achievement of the main goal. When they enter for the first time the lecture room, which will become part of the German-speaking area, students set off on a rich and diverse linguistic adventure where the teacher is the best ambassador, and the students become active participants in it, and which, with the setting of a clear goal and systematically implementing high-quality teaching, leads to success.
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