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INTERNATIONAL TOURISM MARKETING
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The hospitality and travel industry are undergoing repaid changes; also
gaining focus along the development of Cultural Creative Industry. This
course is to provide students with an understanding of marketing concepts
and issues in tourism & hospitality, and different marketing techniques used
in different sectors of the tourism & hospitality industry, Furthermore,
through case discussion, students will gain insights of tourism & hospitality
practical operations on local, national and global levels,
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1 |BEREL AT SE 00 R Bl Fe oy ik Understand the tourism 3 ACEGI
marketing principles and
methodologies
2 | &R R Fe R LA B L IR LR | Distinguish between micro A5 | ABEFI
and macro tourism
environmental issues,
3 | A SWOT #7,%] £ — {8 % &4 #1 | Complete a SWOT Analysis P6 BEFHI
6 35 AT 4 R wg required to develop a sound
marketing strategy.
4 | AT B AR G0 4T 85 L Perform a marketing analysis P6 BCDEEG
on a destination,
5| %] 8 7 E A AT Y AR R s Develop a sound marketing A6 | BCEFGH
communication strategy.
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101/09/10~ . ) _
1 101/09/16 Course introduction and Overview
101/09/17~ ) ] .
2 101/08/93 Marketing: Creating and Capturing Customer Value
101/09/24~ ) _ .
3 101,/09/30 Marketing Strategy: Partnering to Build Customer
Relationships
101/10/01~ ) ] .
4 101/10/07 Analyzing the Marketing Environment
101/10/08~ ) .
5 101/10/14 Understanding Consumer Behavior
101/10/15~ . ] . .
6 L01/10/91 Managing Marketing Information to Gain Customer
Insights
101/10/22~ ) _
| 101/10/98 Customer—Driven Marketing Strategy
101/10/29~ ] —
8 101L/11/04 Market Segmentation, Target, and Positioning
101/11/05~ ]
9 LA Group Presentation
101/11/12~ L
10 =X B
101/11/18 AP AR
101/11/19~ . .
11 101/11/95 Developing New Products and Managing the Product
Life—Cycle
101/11/26~
12 ; :
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101/12/03~
13 Marketing Channels: Delivering Customer Value
101/12/09
101/12/10~ .. . .
14 Communicating Customer Value: Advertising and
101/12/16 X .
Public Relations
101/12/17~ ) .
15 101/12/93 Personal Selling and Sales Promotion
101/12/24~
16 101/12/30 The Global Marketplace
101/12/31~ ) . . S
17 Sustainable Marketing: Social Responsibility and
102/01/06 .
Ethics
102/01/07~ .
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Gary Armstrong & Philip Kotler (2013), Marketing an introduction (Tenth
%43+ | Edition), PEARSON (3 & TR 3E)
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