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Introduction

[bookmark: _GoBack]This course brings together theory and practice. It covers a wide range of applications, tourism industry and markets, exploring the ways in which marketers respond to situations that demand an innovative response. We have particularly focused on understanding how the fast-evolving area of digital marketing is being integrated into marketing thinking and practice: the emergence of social media and advances in technology that have opened up tools such as m-marketing, s-marketing and f-marketing have made a huge impact on the marketing landscape. We have reinforced the emphasis on corporate social responsibility and marketing ethics, again in line with the increasing importance of these concepts to practising marketers.

The aim of this course is to enable students to critically evaluate the importance and opportunities offered by marketing in the context of tourism, hospitality and events management. Students will be given an opportunity to gain a comprehensive understanding of marketing principles specific to the fields of tourism, hospitality and events. The course will not only analyse these principles from a global perspective, but it will also provide real-life examples that influence the tourism and hospitality marketplace by well-integrated international case studies to illuminate the practical realities of marketing within the field, focusing on the need to create a flexible, adaptive approach to marketing products and services around the globe.

Expected Learning Outcomes

By the end of the curse students should be able to:
· Develop marketing strategies based on product, price, place and promotion objectives.
· Appreciate for the global nature of marketing and appropriate measures to operate effectively in international settings.
· Understand the key players in the global tourism industry and how various micro and macroenvironmental forces shape the tourism industry worldwide.
· Demonstrate an ability to work in a team and to manage a team-based project.
· Examine the concepts, methods and applications of Marketing within the context of the tourism, hospitality and events industries.  

Assessment method

Students' achievements are measured and evaluated by:
· the ability to develop a critical appreciation of the role of marketing in tourism industry;
· the ability to develop team working skills, in particular: organization, negotiation, delegation;
· the ability to build team work; co-operation; leadership; following.

Students’ achievement will be graded according to the faculty and university standard using percentages: 0%- 59% (fail); 60%-100% (pass).

	Ratio of mark (the respective sum to 100%) 
Written exam (mandatory) [60%] 
Team project based on case study assessment (presentation and report are mandatory) [20%]
Short individual papers [20%]
Examination is based upon a written comprehensive individual exam, group assignments and short individual papers.
The following grading system will be used:
Pass with distinction (75% or more)
Pass (60% or more)
Fail (less than 60%).








Syllabus (Indicative content)
The content is grouped into 14 blocks. Each block includes lecture and seminar classes (case-studies).

1 Marketing dynamics
Introduction. Marketing definitions. The marketing concept in the organization. Marketing management responsibilities. Marketing scope.

2 The European marketing environment
The nature of the European marketing environment. The sociocultural environment. The technological environment. The economic environment. The ethical environment. The political and legal environments. The ecological environment.

3 Buyer behaviour 
The consumer decision-making process. Buying situations. Environmental influences. Psychological influences: the individual. Sociocultural influences: the group. Defining B2B marketing. B2B customers. Characteristics of B2B markets. The buying decision-making process in tourism. The buying centre. Buying criteria.

4. Segmenting markets.
The concept of segmentation. Segmenting B2B markets. Segmenting consumer markets. Implementation of segmentation. Benefits of segmentation. The dangers of segmentation. Criteria for successful segmentation

5 Marketing information and research
Marketing research: definition and role. Types of research. Marketing information systems. Decision support systems. The marketing research process. Secondary research. Primary research. Ethics in marketing research.

6 Product
Anatomy of a product. Product classification. Understanding the product range. Branding Product management and strategy. The product lifecycle. Market evolution. Product management and organization.

7 Price
The role and perception of price. External influences on the pricing decision. Internal influences on the pricing decision. The process of price setting.

8 Place 
Channel structures. Rationale for using intermediaries. Types of intermediary. Channel strategy

9 Promotion: integrated marketing communication 
Communications planning model. Communications planning model: review

10 Promotion: advertising and sales promotion
The role of advertising. Formulating the advertising message. Advertising media. Developing an advertising campaign. Sales promotion

11 Promotion: direct and digital marketing 
Direct marketing. Digital direct marketing

12 Promotion: personal selling, PR and sponsorship
Personal selling: definition, role and tasks. The personal-selling process. Sales management. Trade shows and exhibitions. Public relations. Sponsorship. Cause-related marketing

13 Marketing strategy and planning
The role and importance of marketing planning and strategy. Influences on planning and strategy. The marketing planning process. Organising marketing activities. Controlling marketing activities

14 Services and non-profit marketing
Perspectives on service markets. Services marketing management. Cause-related marketing.

Readings:
The main textbook: Essentials of marketing THIRD EDITION (ISBN 978-0-273-72764-4), 2013 by Frances Brassington
Papers: McAlpine, T. (2014) ‘The sharing economy’, Cues, 37(12), December. https://www.cues.org/article/view/id/The-Sharing-Economy (accessed 7 December 2016).
Additional materials
Power points slides, and case studies are in the Appendix. Each lecture is strengthened with a ppt of 20 pages and a printed material for the case study on two pages. 
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