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Give your students a real-world perspective on the world of hospitality
marketing with this introductory text that includes tips, checklists, industry
forms, dos and dons, and useful ideas for increasing sales and making
marketing more effective, This revision includes FOUR new chapters on
customer service, electronic marketing, marketing budgets, and marketing and
the law, New exhibits and additional case examples of successful hospitality
marketing practices update this book and increase its relevance for todays
students.
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1 | 09/13 | Introduction Ch, 1 Understanding the Hospitality
Industry

2 | 0920 | Ch, 2 Market Segmentation and the Hospitality
Industry Ch. 3 Positioning in Line with Consumer
Preferences

3 |1 0927 | Ch. 4 The Channels of Distribution Ch. 5
Marketing in Perspective

4 | 10/04 | Ch. 6 Applying Key Marketing Methodologies:
Marketing Research

5| 10/11 | Ch. 7 Applying Key Marketing Methodologies: Sales

6 | 10/18 | Ch. 8 Applying Key Marketing Methodologies:
Customer Service

7 | 10/25 | Ch. 9 Applying Key Marketing Methodologies:
Advertising

8 | 11/01 | Ch. 10 Applying Key Marketing Methodologies:
Public Relations

9 | 11/08 | Ch. 11 Applying Key Marketing Methodologies:
Promotions

10 | 11/15 | AT FHFRA

11 | 11/22 | Ch. 12 Applying Key Marketing Methodologies: Data
Base Marketing Ch. 13 Applying Key Marketing
Methodologies: Electronic Marketing

12 | 1129 | Ch, 14 Applying Key Marketing Methodologies:
Packaging

13 | 12/06 | Ch. 15 Applying Key Marketing Methodologies:
Collateral Materials and Promotional Support

14 | 12/13 | Ch, 16 Applying Key Marketing Methodologies:
Understanding Rates and Fares

15 | 12/20 | Chapter 17 Applying Key Marketing Methodologies:
Pricing Strategies Chapter 18 Applying Key
Marketing Methodologies: Revenue Maximization

16 | 1227 | Chapter 19 Practical Steps to Maximize Marketing
Chapter 20 The Marketing Budget

17 | 01/03 | Chapter 21 The Total Hotel/ Unit Marketing Plan
Chapter 22 The Total Corporate/ Multi-Unit
Marketing Plan
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