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Introduction

The course has various examples and small case studies that will help the students understand how experiential tourism marketing comes to life through the conceptualisation and provision of services. New technologies have provided useful tools to enhance the experience, but other aspects pertaining to service delivery and service design, such as local inhabitants' roles or the notion of authenticity, are also elements that contribute to magnifying the experience. The course aims to try to bridge the gap between utilitarian and experiential approaches: the tangible dimensions of the service delivery are seen as enhancers that will allow consumers to experience more fully the emotions and experiential benefits of the tourism product.

Expected Learning Outcomes

By the end of the curse students should be able to:
· Understand the main characteristics of the newconsumer/tourist behaviour and the marketing implications related to them.
· Appreciate the role of emotions in creating a memorable experience and understand how it can be managed to generate a worthy experience.
· Understand the different approaches that aim to measure quality and guarantee a satisfying outcome for the consumer.
· Know the marketing implications, in terms of authenticity, for promoting and improving the image of a destination.
· Compare and contrast the different definitions of satisfaction.
· Define and understand what the flow experience entails and the conditions that prevail for its occurrence.

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 10 blocks. Each block includes lecture and seminar classes (case-studies).

1 A postmodern and cultural approach to understanding the new tourist/consumer 
[bookmark: _GoBack]This block explores postmodern society and consumer behaviour in experiential consumption fields such as tourism. The underlying idea is that the consumer society has changed over the past decades due to postmodernism, which has contributed to the emergence of a tourist who has new expectations of products and services. The aim of this first block is to uncover the shift from modernism to postmodernism and the implications of a postmodern and cultural approach to understanding the new tourist/ consumer. It looks at the foundations of the modern era and its critics, the emergence of a postmodern society and theories of postmodernism, such as the Consumer Culture Theory (CCT), which offer a conceptual framework for defining the main characteristics of the new tourist/consumer and postmodernism in tourism studies.

2 The experiential approach 
This block presents the experiential approach, looking at its foundations and the reason why this theory emerged. After explaining the limitations that some researchers identified with utilitarian approaches in understanding consumer behaviour, the content then explains the foundations of experiential marketing. This approach evolved has tremendously throughout the 1990s, especially with the emergence of the experience economy. The material also looks at the important role of emotions in understanding hedonic consumption and provides several examples that highlight different facets of the experience in various tourism contexts. Those examples include wildlife watching encounters, the Paris Syndrome, and the art of storytelling (case-studies’ seminars).

3 Understanding the quality of the experience 
This block aims to explore another aspect of the experience, focusing on its functional side. Despite their hedonic components, tourism services share commonalities with other types of services. Here we look at the different characteristics of services and various grading schemes that aim to guarantee satisfaction. The SERVQUAL scale and approaches inspired by it are then presented to better understand the advantages and limits in measuring quality. Since customers are present during the consumption process, the chapter also addresses the difficulties of directly managing dissatisfaction on the spot, and then points out the complexity of measuring satisfaction. It particularly questions the fact that consumers might develop specific mechanisms when appreciating a vacation, potentially different from the consumption of other services. Finally, the lecture material looks at the indirect dimension in service delivery.

4 Co-construction in tourism service delivery 
This block brings an understanding of the most recent advances in terms of service provider interactions. It focuses primarily on the Service Dominant Logic approach which brought a new vision of the consumer by restating his role as a co-producer of the experience. It also addresses the recent evolution of those theories which give a wider opening onto the psychological dimensions of the experience. The more recent Customer Dominant Logic approach is then detailed and the notion of auto-construction is addressed with the idea of a continuum that indicates that consumers vary between co-construction and auto-construction in most tourism contexts. Finally the notion of value brings a more general overlook of the various outcomes of a consumer experience. Several examples are used throughout the material, for instance with the development of Smart Phone applications, TripAdvisor, and street theatre festivals.

5 The complexity of satisfaction measurement 
This block addresses the complexity of satisfaction measurement in an experiential context. It first presents several conceptualisations of satisfaction and then addresses the particularities of this concept in the consumption of tourism products and services. It looks in particular at the possibilities that achieving tourist satisfaction might involve consumers'personal strategies, and questions the inability that consumers might have in voicing clear expectations. The concepts of flow and immersion are reviewed to provide a deeper understanding of what lies at the heart of the consumer experience. The different steps structuring the experience are then analysed, highlighted with an example based on a whale-watching experience.

6 The service experience escape 
The block looks at the different senses that can be enhanced in an experience environment and highlights this approach with several examples - the Guinness Storehouse, Hotel lifestyle, and Tree houses. Theming is then addressed, as it represents a key factor in the construction of the experience. The lecture content will present the different facets of theming and will analyse how theming can be developed at both the man-made level of a resort and more holistically at the landscape level. Again, several examples will illustrate those aspects, including ski resorts design in France, forestry landscape management in Ireland and the impact of wind farms on landscapes (seminars’ case-studies).

7 The influence of images in shaping the consumer experience
In this block we describe the influence of images in shaping the consumer/tourist experience. Images and media sources have a strong impact on tourist choices, and influence others in both overt and subtle ways. Content will emphasize the importance of images and films as a tool to promote tourism in a destination. The formation and the influence of the destination image will be described through the following themes: 1) the definition of the concept of destination image through a multidisciplinary and a marketing literature review, 2) the destination image formation process, 3) the impact of media and film experiences on the image of a tourism destination, and 4) the measurement of tourism destination images. The seminars will deal with illustrative examples of two cases of the image of Paris as a tourism destination in two films: The Da Vinci Code and Amelie. The aim of the analysis of these two examples is to identify the way the city of Paris has been displayed, and to examine the film as a marketing tool for promoting and improving the image of a tourism destination.

8 Authenticity and commodification
This block explores the concept of authenticity in consumer research and tourism studies. The main objective is to understand, through a deep literature review, the different definitions authors attribute to the concept of authenticity and the authentic tourism destination. The lecture revolves around theories, and the challenges that tourism professionals face, and the implications of promoting world heritage destination based on the idea of authenticity. The first part of this material contains an outline of scientific research on the concept of authenticity and a summary of definitions in the literature. This depicts why the use of the concept of authenticity is very important for today's postmodern tourists who are looking for real experiences. The second part presents a classification of authenticity through the analysis of two examples in the tourism sector. The third part (seminar) presents the city of Las Vegas as a case study introducing its tourism concept, its story and the tourists' expectations in terms of their quest for authentic tourism experiences.

9 Using locals as ambassadors: how to create a true experience
In this block we explore the role of locals in creating an authentic and a real tourism experience. The idea behind this chapter is to show how different forms of accommodation and guiding may contribute to the creation of a strong relationship between visitors and locals. Lecture revolves around definitions and examples that may help tourism professionals to understand the new tourism trends emerging. In the first par, we will present three forms of accommodations: B&B, guesthouses and gites and a summary of the main differences between these three kinds of accommodation. The second part introduces the role of local guides and the different types of tourism guides. The last part gives examples of three significant new tourism trends within postmodern society, couchsurfing, wwoofing and home swapping, that tourism professionals should take into account in their tourism offers (seminars).

10 Alternative methodologies for studying the tourism experience
This block discusses the research methods in the field of consumer behaviour and tourism studies. It offers both basic and advanced methodologies intended to serve academics, students, and tourism professionals. The block begins with a brief overview of quantitative and qualitative methods in the marketing and the tourism fields and continues with detailed discussions of current thought and practices in qualitative research and data collection methods such as in-depth interviews, surveys via the Internet and mobile phones, projective techniques, ethnography, netnography, etc. 

Readings

The main textbook: 
Marketing and Designing the Tourist Experience Isabelle Frochot and Wided Batat.

Papers:
Durrande-Moreau, A., Edvardsson, B., Frochot, I. and Kreziak, D. (2012), 'Value creation in a composed service system', AMA Servsig
Echtner, C. M. and Ritchie, J. R. B. (2003) 'The meaning and measurement of destination image', Journal of Tourism Studies, 14 (1), 37-48.

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. 
