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AIM OF THE MODULE (content and acquired skills)

The aim of this module is to analyze the particularities of the Web 2.0 environment as a
means of implementing tourism marketing principles. The basic concepts of this section
include the tourism marketing in a digital environment, the tourism experience, storytelling
and traveler buying process. Other topics of this module include the marketing mix and the
social media use.

Finally, students will learn how to design and apply tourism marketing strategies in order to
promote the hotel services.

MODULE CONTENTS (outline — titles of lectures)

1. Web 2.0 use in the hotel industry
Tourism marketing principles

Tourist needs

UGC in the hotel industry

Promoting tourism services

Use of social media in the hotel sector

ounkwnN

TEACHING METHOD (lectures — labs — practice etc)

Lectures and practical application through case studies
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LEARNING OUTCOMES

Upon the completion of this module the student will be able to:

1. To understand the traveler buying process.

N

To understand the use of social media in the hotel industry

3. To apply tourism marketing principles in hospitality with the use of the tourism

marketing mix

4. To design and apply social media promotion strategies in the hotel sector
5. To design and apply web 2.0 means in the tourism distribution channels.

LEARNING OUTCOMES - CONTINUED

Learning Outcomes

Educational Activities

Assessment

Students
Work Load (
hours)

The students will be able to
understand the tourism
distribution channels

Lectures, slides and videos
show and discussion,
study at home

Intermediate
control tests and
assigments

The students will be able to
design and apply social media
promotion strategies in the
hotel sector

Practical exercise, practice
in groups and study at
home

Intermediate
control tests and
assigments

The students will be able to
distinguish the digital and
traditional uses of tourism
marketing concepts

Presentation and practical
application from the
students

Intermediate
control tests and
assigments

The students will be able to
design and apply web 2.0 and
tourism promotion strategies in
the hotel sector

Practical exercise, practice
in groups and study at
home

Intermediate
control tests and
assigments

TOTAL
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