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Introduction: Marketing for Hospitality & Tourism 
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What is Hospitality & Tourism Marketing? 
Marketing in the Hospitality Industry 
Undesirable Customers 
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Marketing Management Philosophies 
Marketing’s Future 
The Internet Changes How We Market Hospitality Products 
Great Leaders 

 
Service Characteristics of Hospitality & Tourism Marketing 

The Service Culture 
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Management Strategies for Service Businesses 
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The Role of Marketing in Strategic Planning 

o Nature of High-performance Businesses 
Corporate Strategic Planning 
A Strategic Look at Starbucks Coffee 
Business Strategy Planning 
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The Company’s Micro-environment 
The Company’s Macro-environment 
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A Model of Consumer Behaviour 
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Senior Consumers 
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Business-to-Business E-commerce 
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Nature of Hospitality Sales 
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