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N. Promoting Products: Communication, Promotion, and Advertising
(3 hours)

The Communication Process

Establishing the Total Marketing Communication Budget

Managing and Coordinating Integrated Marketing

Communications - Southwest Airlines

Advertising

Major Decision in Advertising
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0. Promoting Products: Public relations and Sales Promotion (3 hours)
1. Public Relations — Taco Bell
2. Major Activities of PR Department

3. Publicity
4. The Public Relations Process

8. Sales Promotion

P. Electronic Marketing: Internet Marketing, Database Marketing, and Direct
Marketing (2 hours)

. Internet Marketing

. Using the Web to Market Tourism Destinations

. Web Site Development

. Business-to-Business E-Commerce

. Developing a Marketing Database System
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S. The Hospitality and Tourism Marketing Plan (3 hours)
. Purpose of a Marketing Plan

Executive Summary

Corporate Connection

Environmental Analysis and Forecasting
Segmentation and Targeting

Objectives and Quotas

Action Plans: Strategies and Tactics

Pricing Strategy

. Resources Needed to Support Strategies and Meet Objectives
10 Marketing Control

11. Presenting and Selling the Plan

12. Preparing for the Future
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Exam 3 (1 hour)

Final Exam -- During Final Exam Week

The final grade will be determined as follows:

points each.

20% Comprehensive multiple-choice, short answer, true/false final exam @
200 points

20% Cm}.u]‘) _n['niﬁ(‘,f @ mn nQian {(yronn nroiect ocreating a markatina nlan far

a proposed hospitality, travel, or tourism business

V. Grading Scale
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Appendix B: Old Syllabus Record

Catalog Description

HRIM 320 Hospitality Marketing 3 class hours
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0 lab hours
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(3¢-0l-3cr)

Students gain an understanding of the principles and concepts of marketing

as they apply to hospitality management. Analyzes consumer behavior related to
the hospitality industry. Students learn to make effective marketing decisions as
they apply to customer satisfaction.

Course Outcomes:

The student will be able to:

L.

2.

Define the role of hospitality marketing and discuss its’ core concepts.

Explain marketing strategies that are useful in the hospitality and travel
industries.

Explain the role of market-oriented strategic planning for hospitality and
tourism industries.

List and discuss the importance of the elements of the hospitality and tourism
industry’s microenvironments including company, suppliers, marketing
intermediaries, customers, and public.

Outline the marketing research process including defining the problem and
research objectives, developing a research plan, implementing the research
plan, and interpreting and reporting the findings.
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6. The Corporate Account and Corporate Travel Manager
Exam 1 (1 hour)

H. Market Segmentation, Targeting, and Positioning (2 hours)
1.Markets
2. Market Segmentation
3. Market Targeting
4. Market Positioning

L Designing and Managing Products (2 hours)
1. What is a Product?
2. Product Levels
3. Augmented Product
4. Brand Decisions
5. New Product Development
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7. Product-Life Cycle Strategies

J. Internal Marketing (1 hour)
1. The Internal Marketing Process

K. Building Customer Loyalty Through Quality (2 hours)
Defining Customer Value and Satisfaction
Relationship Marketing

Retaining Customers

The Link Between Marketing and Quality

What is Quality?

Benefits of Service Quality

Developing a Service Quality Program
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N. Promoting Products: Communication. Pramotion, andgAdyertising .

The Communication Process

Establishing the Total Marketing Communication Budget
Managing and Coordinating Integrated Marketing
Communications - Southwest Airlines

Advertising

Major Decision in Advertising
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0. Promoting Products: Public relations and Sales Promotion (3 hours)
Public Relations — Taco Bell

Major Activities of PR Department

Publicity

The Public Relations Process

Major Tools in Marketing PR

Public Relations Opportunities for the Hospitality Industry

Crisis Management

Sales Promotion
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P. Electronic Marketing: Internet Marketing, Database Marketing, and Direct
Marketing (2 hours)
1. Internet Marketmg
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3. Web Site Development
4. Business-to-Business E-Commerce
5. Developing a Marketing Database System

Q. Professional Sales (3 hours)

Management of Professional Sales

Nature of Hospitality Sales

Sales Force Objectives

Sales Force Structure and Size

Organizing the Sales Department

Relationship Marketing and Strategic Alliances
Recruiting and training a Professional Sales Force
Managing a Sales Force
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R. Destination Marketing (3 hours)
1. The Globalization of the Tourist Industry
2. Importance of Tourism to a Destination’s Economy
3. Tourism Strategies



S. The Hospitality and Tourism Marketing Plan (3 hours)
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Segmentation and Targeting

Objectives and Quotas

Action Plans: Strategies and Tactics

Pricing Strategy

. Resources Needed to Support Strategies and Meet Objectives
10 Marketing Control

11. Presenting and Selling the Plan

12. Preparing for the Future

0 ® N

Exam 3 (1 hour)

Final Exam -- During Final Exam Week

IV. Evaluation Methods
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