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HAz4w it Course Description

This course introduces students to the basic principles and practices of marketing management in the
tourism industry. It covers essential marketing concepts, strategic planning, and how these ideas are
applied in real-world travel and hospitality settings. Through interactive lectures, case
discussions, and group projects, students will learn to think critically about marketing challenges
and opportunities in tourism.

The course also explores current trends such as digital marketing and the growing impact of emerging
technologies like generative AI. By the end of the course, students will gain a solid foundation in
tourism marketing and develop skills relevant to both local and international tourism markets.
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Objectives
A WL RF SR A £ 5 A A 93uTo Have a basic knowledge on tourism - recreation and .
leisure industries.
B LA M&{ S BRE A %fr%—?’ﬁ’%iir,'riﬂs*; 4 Studer.lts‘will be able to identify, analyze and .
solve business problems with logical thinking.
C EHARE s A e ER L (e 4 Students will be able to demonstrate effective ®
leadership, communication, coordination and teamwork skills.
D B A RSAT LZE 3 & £ 95 4 Students will be able to communicate in foreign O
languages and have an awareness of the global and cultural diversity issues.
B i ??ﬁ fi#ii\%f? Fa fﬁ?& s 3782 5085 To Use of technology for information gathering,
analysis and integration.
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appreciate tourism and leisure-related strategies and policies.
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I Course Orientation
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Understanding Marketing in Tourism
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The Marketing Environment and Strategy Group forming
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Customer Information and Marketing Research L.
submission
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Travel Consumer and Organizational Buyer Behavior
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Market Segmentation and Positioning
Product Management
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Mid-term reflection
8 2 AR paper due by 5 PM
Branding and Marketing Communication (Please submit a hard
copy and upload a
digital version to the
e-Learning platform)
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Midterm Exam
10 Ri2HR
Advertising and Promotion
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Distribution Channels in Tourism
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Pricing and Customer Value
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Experiential Marketing, Physical Environment, and People
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Destination Digital Marketing
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Final reflection
15 A F g before exam (Please
Final Exam submit a hard copy and
upload a digital
version to the e-
Learning platform)
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Please submit a hard
copy of the group
16 | EBE B AF written report before
Group Presentation class begins, and
upload a digital
version to the e-
Learning platform
before class.
17 e E M AF

Group Presentation
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Note: From the 115th academic year, the semester will be 17 weeks. Please include
flexible teaching activities to meet the required 18 hours per credit.
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Textbook & Other References (Title, Author, Publisher, Agents, Remarks, etc.)
FHE B kF A RBELE RE (F29%) (2023) > ?ﬁfi‘i?i% SR L 2 E
Marketing for Hospitality and Tourism (2021), Philip Kotler, John T. Bowen, and Seyhmus Baloglu,
Pearson Education -
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AACSB information: College Mission, Learning Goals, and Learning Objectives College Mission The
College of Management(COM) emphasizes internationalization, education, and localization, which shapes
its mission to cultivate outstanding management and academic talents who are aware of the impact of
globalization and ethical issues and can integrate a diversity of knowledge and possess the
analytical decision-making and execution abilities to build a brighter future. Students can achieve
the five earning goals derived from the schoo mission, including LGl-integration of a diversity of
business and management knowledge, LG2-analytical decision-making ability, LG3-execution, LG4-global
vision, and LG5-ethics.

The following rubrics will be used to evaluate the students by the guest lecture reflective report
and the individual paper commentary report/mid-term exam for the intended learning objectives of AOL.

LO 4.1- Understand the impact of globalization on the markets
. Needs Improvement: Little evidence in understanding the impacts of globalization on relevant
markets.
Satisfactory: Notice and address some of the impacts of globalization on relevant markets.
Exemplary: Show integrated understanding and well address the relevant impacts of
globalization on relevant markets.

LO 4.2- Equipped with the sensitivity of cross—-cultural management

Needs Improvement: Provide no or little analysis of cultural impact of multinational
management issues

Satisfactory: Provide clear analysis of cultural impact of multinational management issues.

Exemplary: Provide accurate and detailed analysis of cultural impact of multinational
management issues




