@ UAlg

UNIVERSIDADE DO ALGARVE

English version at the end of this document

Ano Letivo

2018-19

Unidade Curricular

MARKETING TURISTICO

Cursos

GESTAO DE ANIMACAO TURISTICA

Unidade Organica

Escola Superior de Gestao, Hotelaria e Turismo

Cédigo da Unidade Curricular

18041009

Area Cientifica

MARKETING E PUBLICIDADE,FORMAGAO TECNICA

Sigla FT
Linguas de Aprendizagem

Portugués
Modalidade de ensino

Presencial

Docente Responsével

Nélson Manuel da Silva de Matos

DOCENTE

TIPO DE AULA TURMAS TOTAL HORAS DE CONTACTO (*)

Nélson Manuel da Silva de Matos PL; TP TP1; PL1 20TP; 47,5PL

* Para turmas lecionadas conjuntamente, apenas é contabilizada a carga horaria de uma delas.

| Unidade Curricular: [18041009] MARKETING TURISTICO | DATA: 05-09-2018 | 1/8



@ UAlg

UNIVERSIDADE DO ALGARVE
ANO | PERIODO DE FUNCIONAMENTO* HORAS DE CONTACTO HORAS TOTAIS DE TRABALHO ECTS
20 s1 20TP; 47,5PL 168 6

* A-Anual;S-Semestral;Q-Quadrimestral; T-Trimestral

Precedéncias

Sem precedéncias

Conhecimentos Prévios recomendados

N&o se aplica

Objetivos de aprendizagem (conhecimentos, aptidées e competéncias)

Os objetivos da unidade curricular assentam na aprendizagem de conhecimentos que permitam perceber a evolu¢do do conceito do
marketing turistico e identificar as vantagens da sua adocdo nas organizagdes relacionadas com o turismo, compreendendo as suas
particularidades.

Pretende-se ainda que o estudante seja capaz de:

Abordar o Marketing Turistico na teoria e na pratica, com exemplos atuais e reais sobre

procura, comportamento do consumidor, mercado, segmentacao, posicionamento e plano de marketing.
Conhecer as principais aplicages dos conceitos do marketing turistico na industria do turismo.
Desenvolver uma analise das variaveis do mix e da sua operacionalizagdo no mercado turistico.

Elaborar e implementar um plano de Marketing, definindo objetivos e acdes;

Formular estratégias tendo por base o mercado, a segmentagéo e o posicionamento de empresas turisticas.
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Conteldos programaticos

1. Introdug&o ao Marketing

1.1. Conceitos

1.2. O Marketing como filosofia e como atividade
1.3. Marketing estratégico no Turismo

1.4. Qualidade nos servicos Turisticos e a satisfacdo do consumidor
2. O Sistema Turistico

2.1. Caracterizacéo da atividade turistica

2.2. Os intervenientes no sistema turistico

3. Anélise Ambiental

3.1. Andlise do ambiente geral

3.2. Andlise do ambiente especifico

3.2.1 Os mercados Turisticos

3.2.2 Comportamento do consumidor em turismo
4. Segmentacgédo e Posicionamento

4.1. Identificacéo e caracterizacéo dos segmentos de mercado
4.2. Posicionamento do produto turistico

5. O Marketing-Mix

5.1. As variaveis do marketing-mix no turismo
5.2. DecisBes operacionais de marketing

6. O Plano de Marketing

7. Controlo de Marketing

7.1. Variaveis de controlo

7.2. Indicadores de controlo
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Metodologias de ensino (avaliacdo incluida)

A metodologia proposta privilegia o debate, englobado na exposi¢édo dos contelidos programaticos, os trabalhos de grupo e os estudos
de caso.

A avaliacdo da unidade curricular é constituida por uma Componente de Avaliacdo por Frequéncia CAF (peso 40%) + Exame (peso
60%)

Avaliacéo da CAF: Teste: 60%; Trabalho de grupo: 30%; 10% Avaliacdo do docente
Dispensa de exame: CAF>= 12 valores

Caso seja favoravel ao aluno, a nota de exame de época normal pondera com a CAF para o calculo da nota de admissdo a exames
posteriores durante o ano letivo de obtencao da CAF.

Na época especial de conclusdo de curso ou de melhoria de classificacéo, o resultado do exame corresponde a 100% da nota da UC.
O aluno pode utilizar a CAF obtida no ano letivo anterior na UC, mediante solicitagao prévia, por escrito, ao docente.

S6 seréo avaliados os alunos com um numero de faltas inferior a 25% das horas totais de contacto, de acordo com o n.° 3 do artigo 6.°
do despacho reitoral RT 50/2019, de 19 de agosto.

Bibliografia principal

Cohen, S., Prayag, G., & Moital, M. (2014). Consumer behaviour in tourism: Concepts, influences and opportunities. Current Issues in
Tourism , 17 (10), 872-909.

Hudson, S., & Hudson, L. (2017). Marketing for tourism, hospitality & events: a global & digital approach . Sage.
Pike, S. D. (2018). Tourism Marketing for Small Businesses . Goodfellow Publishers.
Sharpley, R., & Harrison, D. (2017). 20 Conclusion: Mass Tourism in the Future. Mass Tourism in a Small World, 232.

Sotiriadis, M., & Gursoy, D. (Eds.). (2016). The Handbook of Managing and Marketing Tourism Experiences . Emerald Group Publishing
Limited.

Material de apoio a fornecer pelo docente
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Academic Year

2018-19

Course unit

TOURISM MARKETING

Courses

GESTAO DE ANIMACAO TURISTICA

Faculty / School

Escola Superior de Gestao, Hotelaria e Turismo

Main Scientific Area

MARKETING E PUBLICIDADE,FORMAGCAO TECNICA

Acronym

FT

Language of instruction

Portuguese

Teaching/Learning modality

Class participation

Coordinating teacher

Nélson Manuel da Silva de Matos

Teaching staff Type Classes Hours (*)
Nélson Manuel da Silva de Matos PL; TP TP1; PL1 20TP; 47,5PL
* For classes taught jointly, it is only accounted the workload of one.
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Contact hours
T TP PL TC S E oT (6] Total
0 /|20 11475 o [0 Ilo 1o Ilo | [tes

T - Theoretical; TP - Theoretical and practical ; PL - Practical and laboratorial; TC - Field Work; S - Seminar; E - Training; OT - Tutorial; O - Other

Pre-requisites

no pre-requisites

Prior knowledge and skills

Not applicable

The students intended learning outcomes (knowledge, skills and competences)

The objectives of the course aims to provide an understanding of the tourism marketing concepts and evolution, and it also seeks to
identify the advantages of its adoption by organizations related to tourism, including its complex features.

The students should be able to:

® Address the Tourism Marketing theory and practice, with current and actual examples through cases to help familiarize the
student with the concepts of demand, consumer behavior, market segmentation, positioning and marketing plan.

Know the main applications of the tourism marketing concepts in the tourism industry.

Develop na analysis of the mix of variables and their operationalization in the tourist market.

Develop and implement a marketing plan, defining objectives and actions.

Develop strategies based on the market segmentation and positioning of tourist companies.
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Syllabus

1. Introduction to Marketing

1.1. Concepts

1.2. Marketing as a philosophy and as activity
1.3. Strategic Marketing in Tourism

1.4. Quality of tourism services and consumer satisfaction
2. Tourism System

2.1. Tourism characteristics

2.2 . The stakeholders the tourism system

3. Environmental Analysis

3.1. Analysis of the general environment

3.2 .. Analysis of specific environment

3.2.1 The tourism market

3.2.2 Consumer behavior in tourism

4. Segmentation and Positioning

4.1. Identification and characterization of market segments
4.2 . Tourism product positioning

5. Marketing -Mix

5.1. The marketing mix variables in tourism
5.2 . Operational marketing decisions

6. Marketing Plan

7. Marketing Control

7.1. Control Variables

7.2. Control indicators
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Teaching methodologies (including evaluation)

The proposed methodology includes the theoretical exposure of the syllabus, group assignments, and case studies.
The assessment of the curricular unit consists of a Continuous Assessment (CA) component (40%) + Exam (60%).
The CA component comprises: Test: 60%; Group assignment: 30%; 10% Lecturer's Evaluation

Students with a final CA grade of >=12 are exempt from the exam.

If favorable to the student, the exam mark from the 1st exam period calculated with the CA grade will be applied for admission to further
exam periods during the same academic year.

In the Special Exam Period for concluding the Course, or for improving the final classification, the exam weighting is 100%.
The student may use the CA grade obtained in the previous academic year by applying in writing to the course unit teacher.

Only students with a number of absence below 25% of the total contact hours will be assessed, according to article 6, paragraph 3, of the
RT 50/2016, dated August 19.

Main Bibliography

Cohen, S., Prayag, G., & Moital, M. (2014). Consumer behaviour in tourism: Concepts, influences and opportunities. Current Issues in
Tourism, 17 (10), 872-909.

Hudson, S., & Hudson, L. (2017). Marketing for tourism, hospitality & events: a global & digital approach . Sage.
Pike, S. D. (2018). Tourism Marketing for Small Businesses . Goodfellow Publishers.
Sharpley, R., & Harrison, D. (2017). 20 Conclusion: Mass Tourism in the Future. Mass Tourism in a Small World, 232.

Sotiriadis, M., & Gursoy, D. (Eds.). (2016). The Handbook of Managing and Marketing Tourism Experiences. Emerald Group Publishing
Limited.

Material de apoio a fornecer pelo docente
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