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Promotion of Tourist Destinations

Code: 104962
ECTS Credits: 6

Degree Type Year Semester

2500894 Tourism OT 4 0

The proposed teaching and assessment methodology that appear in the guide may be subject to changes as a
result of the restrictions to face-to-face class attendance imposed by the health authorities.

Teachers

Arena Yáñez Gago

Prerequisites

There are no prerequisites.

Objectives and Contextualisation

By the end of this course, the student will be able to:

To know the most important antecedents of the promotional strategies.
To know how to use the language and the main promotional resources.
To be able to write and to interpret a briefing.
To have enough information to evaluate an advertising campaign.
To analyze the elements of entrepreneurship that the institutions use in the promotion of tourism.
To know the idiosyncrasies and the promotion activity of the main touristic institutions.
To recognize, to highlight and use the particularities of the place, the institution, the season, the
costumer profile, etc.
To know the main information and promotion channels, as well as their effectiveness level depending
on different circumstances, styles and trends, giving special interest on the environmental issues.

Competences

Behave responsibly towards the environment.
Demonstrate knowledge and understanding of the tourism phenomenon from the perspective of
sustainability and quality management.
Develop a capacity for independent learning.
Identify and evaluate the elements of a tourism system and how they interact with and impact the
environment.
Innovate in tourism: both in planning and commercialisation and in the management of organisations.
Manage the concepts, instruments and functions related to the planning and commercialisation of
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Manage the concepts, instruments and functions related to the planning and commercialisation of
tourist destinations, resources and spaces.
Negotiate with different bodies on tourism development projects for particular areas and regions.
Plan and manage activities on the basis of quality and sustainability.
Plan, organise and coordinate a work team, creating synergies and showing empathy.
Use communication techniques at all levels.
Work in a team.

Learning Outcomes

Analyse elements of advanced geography, of regional tourism resources, and of existing methodologies
and techniques and impacts of the tourism system.
Behave responsibly towards the environment.
Develop a capacity for independent learning.
Identify and assess the social impact of tourism.
Identify and evaluate the new forms of tourism: ecotourism, cultural tourism, etc.
Identify and relate tourism resources and regional resources.
Identify public entities' policies on tourism regulation and planning.
Identify the environment as a tourist heritage and determine its characteristics.
Identify the factors that determine tourism development.
Plan and manage activities on the basis of quality and sustainability.
Plan, organise and coordinate a work team, creating synergies and showing empathy.
Single out the most suitable instruments for applying sustainable tourism policies.
Use communication techniques at all levels.
Work in a team.

Content

Unit 1: The history and antecedents of advertising

Pre-modern history
Modern history
Current world

Unit 2: Advertising: concepts and principles

Advertising and publicity
Role of advertising in tourism
General principles of advertising and principles of modern marketing and advertising
Main objectives of destination marketing and advertising
The importance of advertising in tourism

Unit 3: The slogan

The slogan concept
Characteristics of an effective slogan
Types of destination slogans
Destination slogans: case study

Unit 4: The brand and the image

Destination branding
The challenges of destination branding
Developing the brand identity: the brand benefit pyramid
Destination image
Destination life cycle.
Destination familiarity
Future intentions to visit a destination

Destination Reputation Management
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Destination Reputation Management
Overtourism and Reputation
Destination brands and image: case study

Unit 5: Types of promotion

Rational, emotional and subliminal promotion
Destination ads: case study

Unit 6: The advertising campaign and advertising media

Advertising campaigns: concepts, features and making an advertising campaign.
Media channels
Destination campaigns: case study

Unit 7: The advertising brief

Concepts and elements
Destination brief: case study
UNWTO Tourism Highlights

Unit 8: Trendy tourist destinations

Fashion and trend concept
Most fashionable and trendy tourist destinations in 2019
Factors that influence people in their choice of destination

Methodology

Three teaching methodologies will be fundamentally developed:

1. Methodology of the theoretical part of the subject:

The professor will explain theoretical contents of the different subjects of which the subject consists. This
theoretical aspect will be complemented with real examples presented with infographic and audiovisual
support. Part of the subject will be introduced in the Virtual Campus available to the student.

2. Methodology of the practical part of the subject:

Practical excercises will be carried out, inside and outside the classroom, both individually and in groups. The
result of these practices will be analyzed jointly in class and the conclusions of these will be incorporated into
the theoretical contents. Due to the idiosyncrasy of the subject, some exercises will be based on creativity and
new contributions, and others on the analysis of existing assumptions.

3. Methodology of the non-attendance part:

A large part of the information related to the subject will be posted on the Virtual Campus, that is, a part of the
theoretical content, the individual and group exercises to be carried out, the practical cases that must be done
inside and outside the classroom, etc. Even so, complementary references of bibliographic type, infographic,
web pages, etc. will be incorporated.

Students will work in groups on cases that will have to be exhibited in class. Its theme will be related to the
analysis of the promotion of a product and / or tourist destination based on the parameters developed in the
first part of the subject.

In all three methodological sections, there is always the posibility to the analysis of current events.

Activities
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Title Hours ECTS Learning Outcomes

Type: Directed

Oral presentation 20 0.8 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 10, 11, 14

Resolution of practical cases 20 0.8 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 10, 11, 14

Theorethical class 42 1.68 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 10, 11, 14

Type: Supervised

Tutorials 10 0.4 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 10, 11

Type: Autonomous

Assignments 20 0.8 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 10, 11, 14

Resolution of practical cases 10 0.4 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 10, 11, 14

Study and readings 10 0.4 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 10, 11

Assessment

:CONTINUOUS ASSESSMENT

- There will be a  after completing all the units, which represents of the grade. The exam thatfinal exam 50% 
has not obtained a  out of 10 will have to be repeated on the day of the final exam of theminimum grade of 5
subject.

-   represent  of the grade.Individual assignments/class activities 20%

- The   (in groups) represents another  of the grade. This project must be  and final project 20% delivered
 within the agreed date. The project that has not obtained a  out of 10presented in class minimum grade of 5

will have to be repeated (according to the teacher's notes/comments) and delivered again on the day of the
final exam. Important note: partial or total plagiarism will mean the non-accreditation of the entire subject.

-  and  in class represent  of the grade.Attendance participation 10%

To pass the course students must get at least a grade of 5 out of 10 in the final grade.

:SINGLE ASSESSMENT

Instead of continuous assessment, students have the option to choose single assessment as long as they can
prove they are not able to attend classes because they are attending other classes or they are repeat students.
Those must partake in the single assessment will have to inform the teacher by e-mail before March the 1st
and attach the appropriate document/s to justify the change.

Single assessment students will deliver and present the final project within the deadline and will take the final
exam onthe date and time scheduled according to the academic calendar posted in the official academic
program of the school. The grade of the  will be  and  will be the remaining  of final project 50% final exam 50%
the final grade. A minimum of 5 points will be required to pass both the exam and the project.

:RETAKE EXAM

Students with a grade between 3.5 and 4.9 in the final exam will have the chance to retake the exam according
to the academic activities calendar, which is reported in the students' guide or on the school´s website. If these
students pass the retake exam, their final grade will be 5.
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Assessment Activities

Title Weighting Hours ECTS Learning Outcomes

Attendance and participation 10% 0 0 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 10, 11, 14

Exam 50% 2 0.08 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 11

Individual practical assignments 20% 10 0.4 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 10, 11

Practical assignments in group 20% 6 0.24 1, 2, 3, 12, 8, 9, 6, 4, 5, 7, 13, 10, 11, 14
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Routledge. London, New York.
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A rigorous text-topic correlation can not be established since most of the books analyze content and
assumptions applicable to the subject in general. In addition, there are topics for which there is no specific
bibliography, so we must address the analysis of real unpublished assumptions or elements of the network.

Magazines / newsletters to subscribe in order to be up to date with the sector news:

Native Advertising Institute: https://nativeadvertisinginstitute.com
Travel daily news: https://www.traveldailynews.com
Braking travel news: http://www.breakingtravelnews.com
Travel Pulse: https://www.travelpulse.com
Agenttravel: http://www.agenttravel.es/
Comunicatur: http://www.comunicatur.info
Hosteltur: http://www.hosteltur.com
Preferente: http://www.preferente.com
Smarttravel news: https://www.smarttravel.news
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