FARAR Juth FEF - 2 BOUHEERREEER
BDOETTER SRB HSREEIE

56. 5 7(1/2}

L

-0l ,02

HH 3 ] = A2 = 2o |5E
- B E 447 PR B | EER | e |
N BRI Xnte | 2| 2
EPBX{ ' E)‘Eﬁ%ﬁ Yevvon, Yi-Chi, Chang Di%‘ﬂ% 2 EF A/B Bt
.136020300
' mﬁi{ ! Marketing of Tourism JelEE N/A

This course is designed to introduce the marketing concepts in tourism with a practical
marketing-management approach. The contents are supported by research grounded in
P HEE |economics, behavioral sciences, and current management theory. In addition, this course
examines demand and supply of tourism and community based assets with a focus on

in Taiwan marketing tourism and beyond.
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S5 25% Mid-term examination, 25% Final examination, 10% Attendance and in-class and
. * |online participation. 30% Presentation and group report.
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Some recommended readings:
Inskeep, E. (1991). Tourism Planning. An Integrated and Sustainable Development Approach.
John Wiley & Sons, New York.
Cathy, E. & Canine, L. (2002). The Best of Times, The Worst of Times: Differences in Hotel
Performance Following 9/11. Cornell Quarterly, 43(5), 41-52.

Pine, R. (2002). China’s Hotel Industry: Serving a Massive Market. Cornell Quarterly, 43(3),
61-70.

PR Siguaw, J. & Enz, C. (1999). Best Practices in Marketing. Cornell Quarterly, 40(5): 31-43.

E Pellinen, J. (2003). Making Price Decisions in Tourism Enterprises. International Journal of
stz |Hospitality Management, 22(2), 217-235.

Chhabra, D. (1998). Roles and Obligations of a Successful Hotel Brand Yesterday and Today.
Travel and Tourism Research Association Conference Proceedings.

Ritchie, R. & Ritchie, J. (2002). A Framework for an industry supported destination
marketing information system. Tourism Management, 23, 439-454.

Middleton, V. & Clarke, J. (2001). Marketing in Travel and Tourism. Butterworth-
Heinemann, Oxford, UK.
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Week 1 Introduction and review of course outline, and understanding the marketing concepts
Week 2 Marketing services and strategic marketing

Week 3 Strategic Planning

Week 4 | National Holiday and University Anniversary

Week 5 The Marketing Environment

Week 6 The role of research in marketing
Assignment 1: Marketing Research Case Study
Week 7 Organizational behavior and consumer behavior

Week 8 Market Segmentation
Week 9 Mid-Term Examination
Week 10 | The 4 Ps : Product

Week 11 | Distribution/Travel Agents

Week 12 | Pricing

Week 13 | Promotion

Week 14 | Promotion

Week 15 | Group presentations
Week 16 | Group presentations
Week 17 | Group presentations
Week 18 | Final Examination
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