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Objectives and Contextualisation

The main objective of this course is to provide students with current knowledge and practical skills in strategic
management of tourist companies. This is especially important in order to provide up-to-date applied
knowledge of fundamental strategic issues, their pitfalls, and how to "read between-the-lines" of strategic
management. During the course, we will analyse how external and internal factors shape the company's
strategic approaches, and what tools are available for the companies to define the best strategic options
available to succeed in the marketplace.

The course has the following learning objectives:

® Understand the concept of strategy and the factors that affect strategic decision- making,
implementation and evaluation.

® Understand the relationship between strategic planning and business performance.

® Conduct in-depth organizational, industrial and environmental analysis within the tourism industry.

® Understand how the differences in the economic, socio-cultural, political and legal environments among
countries affect the decision-making process and strategic paths.

® Develop strategies for domestic and international operations.

® Apply the information received during theoretical sessions to current situations involving tourist
companies internationally and/or globally active.

Competences

® Apply the concepts related to tourism products and businesses (economy and finance, human
resources, commercial policy, markets, operations and strategy) in the different parts of the sector.

® Behave ethically and adapt to different intercultural contexts.

® Behave responsibly towards the environment.

® Demonstrate knowledge of the functioning and evolution of different tourism models in order to choose
the most suitable one and apply it in the current environment.



® Develop a capacity for independent learning.

® Display a customer service orientation.

® Have a business vision, pinpoint the customer's needs and pre-empt possible changes in the
environment.

® Plan, organise and coordinate a work team, creating synergies and showing empathy.

® Propose creative alternative solutions to problems arising in the field of tourism management, planning,
businesses and products.

® Show initiative and an entrepreneurial approach to business creation and management in the tourism
sector.

® Take decisions in situations of uncertainty, taking into account potential consequences of these
decisions in the short, medium and long term.

® Use communication techniques at all levels.

® Work in a team.

Learning Outcomes

Analyse and diagnose the situation of a tourist destination, resource or space.

Apply the techniques of budgeting and strategic planning.

Behave ethically and adapt to different intercultural contexts.

Behave responsibly towards the environment.

Develop a capacity for independent learning.

Develop problem-solving skills in business.

Develop skills in leadership and conflict management.

Develop the skills needed to adapt to new business scenarios.

Display a customer service orientation.

Have a business vision, pinpoint the customer's needs and pre-empt possible changes in the

environment.

11. Identify and evaluate new business opportunities in the sector.

12. Identify the resources and capacities needed to develop new businesses.

13. Perform an internal and external analysis to diagnose a business's commercial situation.

14. Plan, organise and coordinate a work team, creating synergies and showing empathy.

15. Take decisions in situations of uncertainty, taking into account potential consequences of these
decisions in the short, medium and long term.

16. Use communication techniques at all levels.

17. Work in a team.
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Content

Introduction to the unit Strategic Management of Tourist Companies
Topic 1: The concept of strategy

Topic 2: The tools of strategic analysis

Topic 3: External analysis

Topic 4: Internal analysis

Topic 5: The five generic competitive strategies

Topic 6: Growth and development strategies

Topic 7: Internationalization strategies

Topic 8: Innovation strategies (Extra topic)



Activities and Methodology

Title Hours ECTS Learning Outcomes

Type: Directed

Public presentation of the Project 4 0.16 2,4,7,6,8,5,16,14,15,9, 17
Resolution of Practical cases 30 1.2 7,6,8,5,614,15,9,10, 17
Theoretical classes 30 1.2 1,13,12, 11,10

Type: Supervised

Tutorials 24 0.96 5,10

Type: Autonomous

Project Development 15 0.6 3,4,7,6,8,5,12,11, 15,10
Resolutions of practical cases 15 0.6 2,3,4,7,6,8,5,13,12, 11, 16, 14, 15, 17
Study 15 0.6 5

The teaching methodology is based on a continuous evaluation, combining theoretical content, practical
in-class activities, research and analysis, presentations, and reports. Assistance and participation in class
during the semester will also be assessed. Therefore, classes will be conducted in seminar format promoting
student's participation. It is important to remark that most of the theoretical material is needed to tackle the
case studies and presentations. Fundamental theoretical notions and special issues in strategic management
will be discussed in class and applied on case studies.

Annotation: Within the schedule set by the centre or degree programme, 15 minutes of one class will be
reserved for students to evaluate their lecturers and their courses or modules through questionnaires.

Assessment

Continous Assessment Activities

Title Weighting Hours ECTS Learning Outcomes

Assistance and participation 15% 0 0 1,3,4,7,6,8,13,12, 11, 16, 14, 15,9, 10, 17
End term evaluation 25% 2 0.08 1,2,8,4,7,5,13,12, 14,9, 10

Practical in-class activities 20% 10 0.4 1,3,8,13,12, 11,16, 14, 15, 17

Project (group) 40% 5 0.2 1,2,3,4,7,8,5,13,12, 11, 16, 14, 15, 9, 10, 17

Continuous evaluation




The continuous evaluation is composed of one evaluation (individual), a project (group), practical in-class
activities, and the participation and assistance in class. To pass the continuous evaluation, students need to
reach a minimum of 3.5 out of 10 in each of the assessments. Otherwise, students will have to do the final
evaluation at the end of the semester.

Unique evaluation

The unique evaluation is composed of three individual assessments to be delivered during the semester, and
the final evaluation at the end of the semester.

Title Weighting

Assessment 1: 20%
Strategic

position project

report

Assessment 2: 20%
Case study
presentation

and video

Assessment 2: 20%
Strategic

choices and
implementation

project report

Final 40%
evaluation

Evaluations (end-term evaluation, final evaluation, and re-evaluation)
The evaluations include the following format in three parts:
® Part 1: Quiz (15%)

® Part 2: Short questions (30%)
® Part 3: Long questions (50%)
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Software

® MS Teams/Zoom
® MS Office

Groups and Languages

Name Group Language Semester Turn

(TE) Theory 1 English second semester morning-mixed

(TE) Theory 2 English second semester morning-mixed




