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Course Purpose
and Objectives

This course introduces the principles, concepts and systems utilized in the
marketing and sales areas within the hospitality industry.

Learning
Outcomes

After the completion of this course, students are expected to:

Explore the building of customer loyalty expectations and how these
are utilized as marketing drivers.

Develop an understanding of relationship management and its
importance to the sales and marketing strategy of the business.

lllustrate how purchasing decisions can be supported through sales
practices.

Research and explore the various principles, concepts and systems
utilized in the marketing and sales within the hospitality industry.

Identify the elements of brand management and how these impact
customer service and guest expectations.

Define marketing mix theory and strategies and how these relate to
marketing and sales objectives.

Understand the concept of ethics and sustainable marketing

Prerequisites

None

Co-requisites None

Course Content

NOo s~ b=

Introduction: Marketing for Hospitality and Tourism

Service Characteristics of Hospitality and Tourism Marketing
The Role of Marketing in Strategic Planning

The Marketing Environment

Managing Customer Information to Gain Customers Insights
Consumer Markets and Consumer Buying Behavior
Organizational Buyer Behavior of Group Market

8. Customer Driven Marketing Strategy: Creating Value for Target
Customers

9. Designing and Managing Products and Brands: Building Customer

Value




10. Internal Marketing

11. Pricing: Understanding and Capturing Customer Value

12. Marketing Channels: Delivering Customer Value

13. Engaging Customers and Communicating Customer Value
14. Public Relations and Sales Promotion

15. Professional Sales

16. Direct, Online, Social Media and Mobile

17. Destination Marketing

18. Ethically sustainable marketing

Teaching Course topics are presented by a variety of teaching approaches including
Methodology lectures, exercises, multimedia cases, homework case analysis and class
presentations and discussions of assigned readings.
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Assessment = Class participation 10%
» Assignments/Tests 20%
» Mid-term exam 20%
» Final exam 50%
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