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3.1 LEARNING OUTCOMES

- Students will learn the main marketing strategies and actions for tourist destinations.

4. OBJECTIVES

- Understand the marketing plan of tourist destinations.

- Know the strategic analysis of tourist destinations.

- Know how to put in value the resources of tourist destinations.
- Know the different marketing actions of tourist destinations.
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6. COURSE ORGANIZATION
CONTENTS

1 1. THE NEW REALITY OF TOURIST DESTINATIONS

- 1.1. Evolution of the destination concept

- 1.2. Main components of tourist destinations

- 1.3. An holistic marketing approach for tourist destinations
- 1.4. Towards a sustainable and smart destination

STRATEGIC MARKETING OF TOURIST DESTINATIONS

2.1 Introduction to the strategic diagnosis of tourist destinations.

2.2 External analysis of tourist destinations: opportunities and threats
2.3 Internal analysis of tourist destinations: strengths and weaknesses
2.4. Main information systems for tourist destinations

2.5. Marketing objectives and strategies of tourist destinations

3. OPERATIONAL MARKETING OF TOURIST DESTINATIONS
- 3.1. Tourism resources valorization.

- 3.2. Tourism product clubs.

- 3.3. Tourism promotion tools.

- 3.4. Tourism marketing channels.
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7. ASSESSMENT METHODS AND CRITERIA

Description Type Final Eval. Reassessn %
Exam Activity evaluation with Virtual Media No Yes 50,00
Team work Work No Yes 40,00
Individual participation Others No No 10,00
TOTAL 100,00
Observations

- Individual exam: evaluation, through an exam, of the theoretical knowledge acquired by students (Moodle platform).
- Team work: assessment of students' ability to apply theoretical knowledge in the context of a real tourist destination.
- Individual participation: evaluation of students” participation both in the work group and in the tasks proposed by the teacher.

Observations for part-time students

Students enrolled part-time will be assessed with a written exam and individual practical work (following the guidelines
established in the subject).
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