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HFT2500: HOSPITALITY SALES & MARKETING
General Information:
Professor: Gary L Deel


   Email: GDeel@atlas.valenciacollege.edu            
Location: West Campus, Building 9, Room 129 

   Phone: (845)220-8284
Time: Thursdays, 1800 hrs – 2050 hrs

  
   
Course Description:
The course is designed to aid students in understanding the development of actual marketing campaigns for businesses within the hospitality industry. Emphasis shall be placed on a) analysis of market, competition, and product; b) planning financial budgets, and; c) developing short-term and long-term strategies to achieve desired profit through effective advertising, sales, and public relations planning.
Course Objectives:

At the successful completion of this course, the student will have a firm understanding of:
· Destination Marketing
· Public Relations
· Sales Force Structure
· Advertising and Direct Marketing
· Distribution Channels
· Product Pricing
· Building Customer Loyalty
· Internal Marketing
· Designing and Managing Products
· Consumer Markets and Consumer Buyer Behavior
Required Text:

Marketing for Hospitality & Tourism, Philip Kotler, John T. Bowen, and James C. Makens, 5th Edition, Pearson, ISBN: 978-0-13-504559-6. Note: Five percent (5%) course grade bonus for purchase of eBook instead of hard copy (proof of purchase required). eBook can be purchased at the following link:

http://www.coursesmart.com/0135087023/?a=1773944
Course Credit Hours:

3 Hours

Course Credit Breakdown:

Four (4) Progress Tests



40%


Final Exam





20%


Assignments





15%

Participation




15%
Learning Exchange Project


10%

General Grading Scale


A






90 – 100 

B






80 – 89

C






70 – 79 


D






60 – 69 


F






Below 60

Instructor Office Hours:

Available upon request. Students wishing to meet with the Professor outside of classroom hours must email the Professor to arrange a mutually agreeable time.
Classroom Policies

Attendance…is mandatory in this course. Attendance includes both punctuality and regularity. Attendance will be taken by roll call at the beginning of each class session. Students not present at the time of roll call (e.g. students arriving late to class) shall be marked absent. If a student arrives late to class due to an emergency, it is the responsibility of the student to notify the Professor during a break or after class; even then, exceptions made are at the Professor’s discretion. Students are allowed three absences from class throughout the semester without deduction of attendance credit. These absences may be used for any reason, and no explanation to the Professor is required. More than three absences during the semester without express permission or excuse from the Professor may result in the student being withdrawn from the course and/or course failure. Students are responsible for all materials covered in class, and for obtaining class notes and assignments for any missed sessions.
Participation…includes prepared and active involvement in in-class and online discussions, activities, and initiatives. Participation is not satisfied in any degree by attendance alone. Students will receive credit for participation only by contributing meaningfully to the value of classroom interactions.

Exams…will be held online via the Blackboard Webcourse utility. Exams will be timed. Due to the online nature of exams, the use of textbooks and/or class notes is permitted. However, students are not permitted to take exams in the presence of one another, or to assist each other in any way with exams. Make-up exams will be given only for absences resulting from emergency situations, provided that the instructor is notified in advance. Technology issues will not be grounds for excuse unless the student notifies the Professor prior to the exam deadline.
Assignments…will be posted weekly on the Blackboard Webcourse utility. Such assignments will be posted and opened on the date of each class meeting, and submissions must be made no later than the beginning of the following class meeting. Credit will not be granted for late assignment submissions unless such an incident arises from emergency circumstances and the Professor is notified prior to the assignment deadline. Students are responsible for obtaining class assignments issued during absences; absence is not an excuse for failing to submit an assignment on time.
Academic Honesty and Integrity – Student are expected to treat the Professor, each other, and the school with the highest level of respect. Additionally, students are expected to do his or her own work without any assistance or aid from any other students, unless otherwise instructed by the Professor. Failure to comply with these rules may result in a deduction of course credit up to and including 100%.
Technology – The use of laptops, recorders, and other devices used for classroom purposes is permitted and welcomed provided that they are used responsibly. Course notes, assignments, and video and/or audio recordings, are the intellectual property of the Professor and are not to be published or released to anyone, anywhere, under any circumstances.

Food and Drink – Food and drink may be consumed in the classroom provided that (1) doing so is not a disruption to classmates or the professor (smells and noises) and (2) all foodstuffs, utensils, and trash are properly disposed of before the student leaves the classroom. Students are responsible for cleaning up their messes.

Disclaimer – The syllabus, schedule, and course materials are subject to change any time at the discretion of the Professor.
Course Schedule

	WEEK
	DATE
	ASSIGNMENT TOPIC
	TEXT
	TEST

	
	
	
	
	

	1
	10 Jan
	Introduction: Marketing for Hospitality and Tourism
	C1
	

	
	
	
	
	

	2
	17 Jan
	Service Characteristics of Hospitality and Tourism Marketing
	C2
	

	
	
	
	
	

	3
	24 Jan
	The Role of Marketing in Strategic Planning; Review
	C3
	Test 1

	
	
	
	
	

	4
	31 Jan
	The Marketing Environment
	C4
	

	
	
	
	
	

	5
	7 Feb
	Marketing Information Systems and Marketing Research
	C5
	

	
	
	
	
	

	6
	14 Feb
	Consumer Markets and Consumer Buying Behavior; Organizational Buyer Behavior of Group Market
	C6,7
	

	
	
	
	
	

	7
	21 Feb
	Market Segmentation, Targeting, and Positioning; Review
	C8
	Test 2

	
	
	
	
	

	8
	28 Feb
	Designing and Managing Products
	C9
	

	
	
	
	
	

	9
	7 Mar
	No Class! Spring Break!
	
	

	
	
	
	
	

	10
	14 Mar
	Internal Marketing; Pricing Products: Pricing Considerations, Approaches, and Strategy
	C10,11
	

	
	
	
	
	

	11
	21 Mar
	Distribution Channels; Promoting Products: Communication and Promotion Policy and Advertising; Review
	C12,13
	Test 3

	
	22 Mar
	Deadline to Withdraw with “W” Grade
	
	

	12
	28 Mar
	Guest Speaker; Promoting Products: Public Relations and Sales Promotions
	C14
	

	
	
	
	
	

	13
	4 Apr
	Professional Sales; Direct and Online Marketing: Building Customer Relationships
	C15,16
	

	
	
	
	
	

	14
	11 Apr
	Destination Marketing; Review
	C17
	Test 4

	
	
	
	
	

	15
	18 Apr
	Review For Final
	
	

	
	
	
	
	

	16
	25 Apr
	Final Exam
	
	


 Important Dates College Calendar available at: http://valenciacollege.edu/calendar/documents/2012-13ImportantDatesCalendarFinal.pdf
Guest Speaker
Tentatively scheduled for 03/28/2013. Will most probably be a professional from Visit Orlando (Orlando/Orange County CVB).
Learning Exchange Project

To be discussed in class.
