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Course GB-34 TOURISM MARKETING
Lecturer: Dr. Luis M. Lépez Bonilla (luismi@us.es)
Co-lecturer: Dr. Jesus Manuel Lépez Bonilla (lopezbon@us.es)

OBIJECTIVES

The aim of this Course is to ensure that students acquire a basic knowledge of the
specialism of marketing within the sector of Tourism. In specific terms, what will be
conveyed to students is the significance of marketing as such, together with the
fundamental marketing strategies applicable to the management of Tourism-related
businesses and destinations. Likewise, the aim is to encourage a capacity for reasoning
in business matters within the context of Tourism-related activities, while developing
skills in assessing specific marketing solutions.

METHODOLOGY

To facilitate the assimilation of the specialist theoretical content required, the
methodology to be employed will be aimed at ensuring active participation on the part
of students, while making them responsible for their own learning. To achieve this, the
syllabus items will be taught with activities backup involving the practical application
of the concepts which are being explored at each moment, such as case studies, issues
for discussion, or commentary rounds on latest sector news, etc. The Course-related
bibliography will become the main point of reference regarding the contents of each
topic, thus enabling students to follow them through by using the manuals provided.

SYLLABUS
BLOCK 1. KEY CONCEPTS

UNIT 1. Introduction to Tourism Marketing
1.1.- The concept of Marketing.
1.2.- Marketing management within businesses.
1.3.- Marketing Services.
1.4.- Tourism Marketing.

UNIT 2. Analysis of Tourism Markets
2.1.- Concept and delimitation of the Tourism market.
2.2.- Quantifying the Tourism market.
2.3.- A market of Tourism consumers.

UNIT 3.- Tourism Marketing Planning.
3.1. -The process involved in Tourism Marketing management.
3.2.- Strategic planning in Tourism Marketing.
3.3. - The Tourism Marketing Plan.

UNIT 4.- Marketing Research: Tourism
4.1.- Introduction to research into Tourism markets.
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4.2.- The process involved in Tourism Marketing Research.

BLOCK 2. TOURISM MARKETING: STRATEGIES

UNIT 5.- Segmentation and positioning strategies within the Tourism market.
5.1.- Segmentation in Tourism markets.
5.2.- The basis of segmentation in Tourism markets.
5.3.- The process of segmentation in Tourism markets.
5.4.- Positioning within Tourism markets.

UNIT 6.- The Marketing-mix strategy (I): the Tourism-based product.
6.1- The Tourism-based product.
6.2- Tourism-based products with trademark.
6.3- The life cycle of the Tourism-based product.
6.4- The new Tourism-based products.

UNIT 7.- The Marketing-mix strategy (l1): Tourism-related pricing.
7.1.- Tourism-related pricing.
7.2.- General methods of establishing Tourism-related prices.
7.3.- Specific strategies for the establishment of Tourism-related prices.
7.4.- The phenomenon of Yield Management.

UNIT 8.-The Marketing-mix strategy (IIl): Tourism distribution.
8.1.- The distribution factor in Tourism marketing.
8.2.- The structure of Tourism distribution channels.
8.3.- Tourism distributors.
8.4.- The selection of Tourism distribution channels.

UNIT 9. The Marketing-mix strategy (IV): Tourism-based communication.
9.1.- Tourism-based communication.
9.2.- The instruments of Tourism-based communication.
9.3.- Personalized salesmanship in the Tourism sector.
9.4.- Tourism brochures and other printed promotional materials.
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ASSESSMENT PROCEDURES
- Written examinations.
- Activities to be carried out.

The system of evaluation is conceived of in terms of these types of Partner-based
Courses to which this Course also belongs, while consisting of both a mid-semester
examination and an end-of-semester examination. At the same time, it is also based on
the on-going assessment of the subject-matter dealt with in class sessions by means of
gradable activities to be carried out during those same sessions. The activities will
involve the completion and handing-in of the already-mentioned practical case studies
as related to the Course syllabus, during class sessions as such.



