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Status of the subject: Elective

Number of ECTS points: 15

Condition: -

Goal of the subject

Getting to know, through theoretical and practical knowledge and examples, how the destination should
approach strategic marketing planning, who are the bearers of marketing plans and how the plans affect the
construction of the destination image. In this way, it is possible to understand the complex application of all
marketing mix instruments and their synergetic effect on tourist demand. Introduction to guidelines on how to
create a desirable image of a destination, how to re-brand a destination, how to develop a strategic product
portfolio and how to multiply the effects of tourism with the presentation of a marketing model for tourist
destination marketing.

Outcome of the subject

Introducing students to the strategic marketing plan of a tourist destination. Understanding the process of
planning and functioning of the marketing plan, the application of certain communication tools, the importance
of market positioning of the destination itself. Enabling students to manage strategic marketing planning at the
tourist destination level.

Content of the subject

Theoretical lectures

The concept of tourist destination marketing. Tourist destination marketing management. Creating a common
development vision of all stakeholders in a tourist destination. Marketing as an instrument for optimizing the
effects of tourism and the realization of strategic goals. Marketing strategies based on market research. Strategic
development of the brand and competitive positioning of the tourist destination. Realization of strategic
connection of public and private sector at the level of marketing planning in a tourist destination. Challenges of
strategic planning in crisis conditions. Examples and analysis of strategic marketing plans.

Practical lectures

Independent creation of a strategic marketing plan for a tourist destination.
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Number of active classes | Theory: 4(60) | Practice:

Methods of delivering lectures
Oral presentation method, Illustrative-demonstrative methods, Group work, Case study analyzes.

Evaluation of knowledge (maximum number of points 100)
Seminars 50, oral exam 50.




