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PART A: COURSE-SPECIFIC INFORMATION 
 
1 STAFF CONTACT DETAILS 
Ms Amanda Glassop Course Coordinator 
Room: Quad Room 3059 
Email: a.glassop@unsw.edu.au 
Consultation Hours: By appointment. 
Room: Quad 3059 
 
I am only on campus on Tuesday evenings but I am happy to organise a consult at other 
times by mutual agreement. The best way to contact me is to send an email. I look at my 
emails regularly Monday to Friday but only occasionally on the weekend. I will do my best 
to reply to your query promptly but please remember I may be in class or attending 
meetings. Your patience is appreciated. 
 
Staff details: 
Ms Amanda Glassop is a full time educator in the field of tourism and event management 
and a part time lecturer for the School of Marketing, University of New South Wales.  
 
 
2 COURSE DETAILS 

2.1 Teaching Times and Locations 
Lectures start in Week 1(to Week 12): The Time and Location are: 

• Tuesday evenings from 1800 – 2100 
• Law Building - room 275 

 

2.2 Units of Credit 
The course is worth 6 units of credit. 
There is no parallel teaching in this course. 
 

2.3 Summary of Course  
The Destination Marketing and Management (TAHM5013) course explores concepts and 
principles of destination marketing and management. In particular, it begins to introduce the 
structures and roles of destination marketing organisations (DMO). It focuses on addressing 
various marketing initiatives and strategies implemented by DMOs both in Australia and 
around the world through lectures, workshops and assignments. 
 

2.4 Course Aims and Relationship to Other Courses 
TAHM5013 is a core course in tourism of the Master of Commerce. As a capstone course, 
it draws on all previous tourism and marketing courses to enable students to gain a better 
understanding of sustainable destination marketing and management. It will also help build 
skills in evaluating marketing strategies and initiatives of various DMOs that effectively 
attract tourists and encourage their spending. Students will be able to synthesize and 
extend the knowledge gained through previous coursework and to further apply the 
concepts discussed through the course to other related marketing and tourism courses.  
 
The specific aims of the course include: 

mailto:a.glassop@unsw.edu.au�
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• Understanding the application of marketing concepts to tourism promotion 
• Analyse the destination as a tourist product for strategic marketing opportunities 
• Examine the strengths, weaknesses, opportunities and threats that influence 

DMOs strategy development. 
• To present the structure, roles and goals of DMOs existing at various scales of 

operation; and 
• To discuss a range of current ideas and issues in destination marketing initiatives 

 

2.5 Student Learning Outcomes  
 
By the end of this course, you should be able to:  
 

1. Describe the roles and functions of DMOs and analyse their marketing initiatives to 
maximise destination competiveness 

2. Utilise the strategic marketing process to evaluate previous and current tourism 
promotions implemented by DMOs in Australia 

3. Apply tools, techniques and frameworks to evaluate and critically analyse  the 
factors influencing destination competitiveness 

4. Research tourism strategies and different options for creating and promoting tourism 
destinations in Australia and around the world. 

5. Communicate effectively in a professional report.  
6. Collaborate effectively in a team. 

 

These learning outcomes are designed to help students develop skills as outlined on the 
university website.  

 
ASB Graduate Attributes 
 
This course contributes to your development of the following Australian School of Business 
Graduate Attributes, which are the qualities, skills and understandings we want you to have 
by the completion of your degree:  
 

Learning 
Outcomes 

ASB Graduate Attributes ASB GA 
No. 

1, 2, 3, 4. Critical thinking and problem solving 1 
4, 5  Communication 2 
6 Teamwork and leadership 3 
3, 4 Social, ethical and global perspectives 4 
3, 4  In-depth engagement with relevant disciplinary 

knowledge 
5 

6 Professional skills 6 
 
To see how the ASB Graduate Attributes relate to the UNSW Graduate Attributes, refer to 
the ASB website (Learning and Teaching >Graduate Attributes). 
 

http://www.asb.unsw.edu.au/learningandteaching/aboutlearningandteaching/graduateattributes/Pages/default.aspx�
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3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 
This course is structured to help students gain an understanding of the theories and 
principles of strategic destination marketing and management. It places an emphasis on the 
review of the key concepts and fundamental ideas underlying destination marketing 
lectures. It also emphasises the application of these ideas to evaluate marketing initiatives 
of tourism marketing organisations in Australia and around the world through class activities 
and assignments. During this semester the lectures, assignments, class discussions and 
group project are designed to enhance your understanding of key concepts and current 
issues and to develop critical thinking and professional skills. 

3.2 Learning Activities and Teaching Strategies 
This course will include a 1.5 hour lecture where the lecturer will present key theories and 
concepts related to the prescribed topic followed by a 1.5 hour workshop discussion session 
which require students to be actively involved in the learning process.  
 
The lecture will provide the basis for continuing learning outside the classroom. Topics 
discussed in the lecture can be examined in more detail through self study or in informal 
study groups. The lecture material is comprised of the key elements of the learning outcomes 
and will assist in the completion of the assessment items.  
 
It is expected that students will be proactive in class and participate in the discussion and 
analysis of the lecture topics. A reading list has been provided and students are asked to 
read the appropriate journal articles prior to class to enhance the quality of discussion and 
understanding. Library work beyond the course readings is expected. Since this is a 
graduate level course, all work in class and all assignments should be well thought out and 
carefully reviewed.   
 
It is expected that you will spend at least ten hours per week studying this course. This time 
should be made up of reading, research, working on exercises and problems, and attending 
classes. In periods where you need to complete assignments or prepare for examinations, 
the workload may be greater. Don’t leave everything to the final weeks, plan your workload 
effectively. 

Over-commitment has been a cause of failure for many students. You should take the 
required workload into account when planning how to balance study with employment and 
other activities. 
 
4 ASSESSMENT 

4.1 Formal Requirements 
In order to pass this course, you must: 

• achieve a composite mark of at least 50; and 
• make a satisfactory attempt at all assessment tasks (see below). 

 

4.2 Assessment Details 
This course emphasises both individual and team efforts to enhance students’ learning 
outcomes and accomplish its objectives.  
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 Assessment Task Weighting Learning 
Outcomes 
assessed 

ASB 
Graduate 
Attributes 
assessed 

Length Due 
Date 

A Class Participation 5% 1, 2, 3, 4 1, 5 3hrs per 
week 

Ongoing 

B DMO Analysis 
Report 

20% 1, 2, 3, 4, 1, 4, 5, 6 3000 words Week 6 

C Group project and 
oral presentation 

45% 2, 3, 4, 5, 6 1-6 5000 word 
maximum 20 
minutes 
presentation 

Week 11 

D Exam 30% 1, 2, 3 1, 5 3 hours TBC 
 Total 100%     

 
A) Class Participation 

In order for students to be actively engaged in their learning process by participating in 
critical thinking, using communication skills and evaluating material in lectures and 
workshops, 5% of the final mark will be assessed on performance and contribution in class. 
Active participation means coming to class ready to discuss the day’s topic with relevant 
personal experiences and/or timely news events. During class the lecturer will call on 
students who are not participating or Passover students who have already participated.  
 
Summative assessment of the student’s understanding of course material will be assessed 
during class activities and Q &A sessions. The quality of performance and timely completion 
will result in full credit for these activities and will be assigned an equal number of points and 
added to compute this portion of your mark. No make-ups will be accepted thereby requiring 
your regular attendance. 
 
Guide Marks 

Below 80% attendance as required by school 0 

Attendance requirement met but does not contribute thoughtfully to 
class activities or is not prepared. 

1  

Attendance requirement met but only contributes when asked directly 2 

Attendance requirement met and contributes to class activities and 
discussions 

3 

Attendance requirement met and contributes to class activities and 
discussions in a relevant and constructive way. Clear evidence of 
preparation and reading. 

4 

Attendance requirement met and demonstrates excellence in 
contribution to class activities and discussion 

5 

 
B) DMO Analysis Report – Individual (20%) Due Week 6  

 
You are to carefully choose a destination marketing organisation that represents a 
specific tourism region at national, state or local levels either in Australia or around the 
world. Once you have chosen your DMO you are to examine, analyse and describe the 
scope of its structure, the specific roles of the organisation and its current marketing 
initiatives.  
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Specifically you must: 
• Describe the rationale for the establishment of the DMO 
• Discuss the structure, roles and goals of the DMO in the destination 
• Address the key opportunities, challenge and constraints faced by the DMO 
• Describe the strategic marketing planning and tactical initiatives both long and 

short term 
• Evaluate how its current marketing efforts are aligned with its goals and strategic 

marketing planning. 
 

 
The purpose of this assignment is to aid student understanding of the roles and functions 
of DMOs in destination marketing.  
 
Most DMOs will have both a visitor and corporate website which are excellent sources of 
information for this assignment. Other sources of information include periodicals, 
newsletters, reports and marketing materials produced by the DMO. You may also 
consider contacting and interviewing a key DMO individual such as a marketing director 
or PR spokesperson for supplementary information and Q&A. 
 
In addition to the report you must be prepared to present a 15 min overview/summary of 
your report to the class to facilitate discussion on DMO operations from around the world. 
You will not be graded on this presentation. The purpose of this part of the assessment is 
to extend your professional communication skills and expose the cohort to a range of 
DMO strategies. 
 

C) Group Project and Presentation Due Week 11 
 

Team projects enable student to integrate, synthesise and present material through 
collaborative effort. Working as a group facilitates peer learning and encourages students 
to develop analytical and cognitive skills within team dynamics (i.e. conflict management 
and resolution, flexibility, negotiation and compromise, organisation and time 
management skills) that are crucial graduate attributes. In particular this assignment 
allows students to further explore destination marketing concepts and strategies learned 
in lectures and apply them to real life examples. 
 
As part of the course requirements, students must participate in a group project with 3 
students per group. The objectives of this group project are: 

• To give students in TAHM5013 experience in conducting both secondary and 
primary research: and 

• To provide students with experience in working in groups both for oral and written 
presentations. 

 
This assignment requires each group to turn in a written report and conduct an in class 
oral presentation of major findings. Students will be asked to rate the contributions of their 
respective group members, including themselves on the scheduled date of presentation. 
The peer evaluation template will be available on Blackboard. 
 
Groups will be formed and topics assigned in the second lecture (24 July), You must be 
present on that day. If you are absent you will be randomly allocated into one of the 
groups. There will be no changes to groups at any point or for any reason after Week 3. 
 
Written Report (30%) 
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Using various sources of information such as peer reviewed journals, government reports 
or industry publications, each group is to prepare a report that helps the DMO manager 
guide effective marketing strategies for your destination region. In this assignment you 
need to include the following five sections: 

• An overview of the destination of your choice: geography, history, destination 
attributes and international and domestic tourism profiles and statistics. 

• Analysis of market segments and positioning: key market segments, its 
approaches to segmenting and positioning to the current market/s/ 

• Analysis of current destination image: current image, factors that have led to this 
image and marketing initiative to reinforce or overcome this image. You need to 
include examples in this section. 

• Analysis of current destination branding and promotion: current branding and 
promotion strategies and initiatives, use of technology and mass media for 
branding and promotion, and effectiveness of the DMOs branding and promotion 
strategies that contribute to destination competitiveness. 

• Assessment of overall DMO marketing strategies; evaluation of the current 
strategies and suggestion for alternatives. When considering alternatives students 
should look at best case practice and should be creative. 

 
The report makes up 30% of your final grad for this course. Marks will be awarded for the 
following: 

1. Thorough, focused and insightful analysis including integration and application of 
theories learned from readings and lecture materials. 

2. Evidence of wider reading (journals and other reliable sources) 
3. Depth of critical thinking and creative problem solving 
4. Ability to apply theoretical knowledge to a specific case study 
5. Concise written communication skills including structure and presentation 
6. Accurate referencing  

 
Oral Presentation (15%) 
Your group is to make a 25 -30 minute presentation that includes a Q &A session to your 
classmates in Week 12. A copy of your PowerPoint slides or other presentation material 
must be submitted to the lecturer at the beginning of your presentation. 
 
Evaluation of your presentation will includes both individual and group components. Your 
group mark consists of the presentation content, structure and impact. The individual mark 
is on presentation skill. 
 
In order to obtain a higher score: 

• Make use of the audio – visual materials available eg chalkboard, overhead 
projector, slide projector, VCR 

• Consider ways to improve impact such as use of music, interactive components, 
use of visual aids. 

• Rehearse presentation for maximum flow. Reading from notes rarely achieves a 
positive impact. 

• Show the class in advance how your presentation is structured 
• Be creative in planning and implementing your presentation 

 
D) Exam 

There will be an exam held in class during exam period to evaluate your understanding of 
the material discussed in class, including fellow student presentations. The date and time 
will be mutually agreed once the exam timetable is confirmed. Questions will consist of 
both short answer and essay style answers. Further information will be provided in Week 
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12 of class. Essay questions will be designed to evaluate your ability to synthesise and 
apply theory to a case study situation. 
 
There will be no makeup exam unless you have an excused absence as agreed by the 
Online Consideration Committee. Failure to notify the Consideration Committee as per 
the University guidelines will be counted as an unexcused absence. 

4.3 Assessment Format 
 
Reports must be typed with 1.5 line space. Margins should be 2.54cm and a minimum of 
11 point font. Font style should be business like such as Arial, Times New Roman or 
Garamond. The assessment must follow accepted business report format with numbered 
sections, headings and a table of contents. The document must follow APA or Harvard 
citation/reference format. The word limit does not include references or appendices. 
Group reports should include a signed group submission sheet that is available on 
Blackboard with their report. 
 
The report should include a title page which details the course name, assignment title, 
student name and ID number. 
 
For the oral presentation it is not necessary to prepare PowerPoint slides or handouts for 
the class group. It is intended that your presentation will lead discussion on varying 
methods of DMO operation. 

4.4 Assignment Submission Procedure 
Assessments are due at the beginning of lecture on the date stated. Please hand your 
assignment to the lecturer as you enter the classroom. Submissions received more than 
15 minutes after the start of scheduled lecture time will be deemed late submissions. 
. 

4.5 Late Submission 
Assignments handed in after they are due will receive a maximum of half credit. No 
assignments will be accepted for credit more than one week after the due date. 
 
 
 
 
 
 
 
 
 
 
 
5 COURSE RESOURCES 
The website for this course is on UNSW Blackboard at: 
http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp 
 
Prescribed Readings are as follows on pages 10 & 11: 
 
 
 

Quality Assurance 
The ASB is actively monitoring student learning and quality of the student 
experience in all its programs. A random selection of completed assessment tasks 
may be used for quality assurance, such as to determine the extent to which 
program learning goals are being achieved. The information is required for 
accreditation purposes, and aggregated findings will be used to inform changes 
aimed at improving the quality of ASB programs. All material used for such 
processes will be treated as confidential and will not be related to course grades. 
 

http://lms-blackboard.telt.unsw.edu.au/webapps/portal/frameset.jsp�
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Week 1 17th July 2012 
Pike, S. (2008) Destination Marketing: An integrated marketing communication approach 

(pp 98-113) Burlington MA: Butterworth Heinemann 
 
Week 2 24th July 2012  
Pike, S. (2008) Destination Marketing: An integrated marketing communication approach 

(pp 36-75) Burlington MA: Butterworth Heinemann 
Gretzel, U., Fesenmaier, D., Formica, S., & O’Leary, J (2006) Searching for the furtyre: 

Challenges faced by destination marketing organisations. Journal of Travel 
Research, 45 (2) (pp 116 -126) 

Palmer, A (1998) Evaluating the governance style of marketing groups Annals of Tourism 
Research  25(1) (pp185- 201) 

 
Week 3 31st July 2012  
Pike, S. (2008) Destination Marketing: An integrated marketing communication approach 

(pp 308-319) Burlington MA: Butterworth Heinemann 
Getz, D. & Sheehan, L., (1998) Roles, issues and strategies for convention and visitors’ 

bureaux in destination planning and product development: A survey of 
Canadian Bureaux Tourism Management, 19(4) (pp331-340) 

Ford. R. & Peeper, W., (2009) Skills, training and experiences associated with success in 
the role of a convention and visitors’ bureau: An exploratory study. Journal of 
Convention and Event Tourism 10, 1-26 

Ballantyne, R., Hughes, K., & Ritchie B., (2009) Meeting the needs of tourists: The role 
and function of Australian Visitor Information Centres. Journal of Travel and 
Tourism Marketing, 26(8) (pp778-794). 

 
Week 4 7th August 2012  
Pike, S. (2008) Destination Marketing: An integrated marketing communication approach 

(pp 116 – 132) Burlington MA: Butterworth Heinemann 
Narayan, P.K (2000) Fiji’s tourism industry: A SWOT analysis Journal of Tourism Studies 

11(2) (pp15-24) 
 
Week 5 14th August 2012 
Pike, S. (2008) Destination Marketing: An integrated marketing communication approach 

(pp 174 -198) Burlington MA: Butterworth Heinemann 
Balakrishnan, M.S. (2009) Strategic Branding of destinations: A framework European 

Journal of Marketing 43(5/6)  (pp611-629) 
Blain, C., Levy, S., & Ritchie J (2005) Destination Branding: Insights and practices from 

destination management organisations. Journal of Travel Research 43(4) 
(pp328 – 338) 

Morgan, N & Pritchard A (2003) Destination branding and the role of the stakeholders: 
The case of New Zealand Journal of Vacation Marketing 9(3) (pp285-299). 

O’Connor, N. Sheila, F & Gilbert D., (2008) The integration of film-induced tourism and 
destination branding in Yorkshire UK International Journal of Tourism Research 
10(5) (pp423-437) 

 
Week 6 21 August 2012  
Dasj, J & DiRienzo C., (2009) Global Tourism Competitiveness and Freedom of the Press: 

A Nonlinear Relationship. Journal of Travel Research 47(4) (pp470-479) 
Dimitrios, B., (2000) Marketing the competitive destination in the future. Tourism 

Management 21(1) (pp97-116) 
Enright, M.& Newton, J (2004) Tourism Destination Competitiveness: A quantitative 

approach. Tourism Management  25(6) (pp777-788) 
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Week 7 28th August 2012  
Pike, S. (2008) Destination Marketing: An integrated marketing communication approach 

(pp 200-216) Burlington MA: Butterworth Heinemann 
Beerli, A., & Martin J., (2004) Factors influencing destination image Annals of Tourism 

Research  31(3) (pp657 -681) 
Echtner, C & Ritchie J., (2003) The meaning and measurement of destination image 

Journal of Tourism Studies 14(1) (pp37-48) 
Gallarza, M., Saura, I., & Garcia, H (2002) Destination image: Towards a conceptual 

framework Annals of Tourism Research 29(1) (pp56-78) 
 
Week 8 11th September 2012  
Pike, S. (2008) Destination Marketing: An integrated marketing communication approach 

(pp 218-246) Burlington MA: Butterworth Heinemann 
D’Angella, F. & Go, F., (2009) Tale of two cities collaborative tourism marketing: Towards 

a theory of destination stakeholder assessment Tourism Management 
Litvin, S & Mouri, N (2009) A comparative study of the use of iconic versus generic 

advertising images for destination marketing Journal of Travel Research  48(2) 
(pp152-161) 

Loda, M., Coleman B., & Backman K (2010) Walking in Memphis: Testing one DMOs 
marketing strategy to millennials Journal of Travel Research 49(1) (pp 46-55) 

 
Week 9 18th September 2012  
Pike, S. (2008) Destination Marketing: An integrated marketing communication approach 

(pp 350-369) Burlington MA: Butterworth Heinemann 
Bornhorst, T., Ritchie, J., &Sheehan , L (2010) Determinates of tourism success for DMOs 

and destinations: An empirical examination of stakeholders perspectives. 
Tourism Management 31(5)  (pp572-589) 

Pratt S., McCabe, S., &Cortes Jiminez I (2010) Measuring the effectiveness of destination 
marketing campaigns: comparative analysis of conversion studies Journal or 
Travel Research 49(2) (pp179 -190) 

Woodside, A & Sakai M,.(2009) Analysing performance audit reports of destination 
management organisations actions and outcomes. Journal of Travel & Tourism 
Marketing  26(3) (pp303-328) 

 
Additional readings may be discussed in class or placed on Blackboard throughout the 
course 
 
6 COURSE EVALUATION AND DEVELOPMENT 
Each year feedback is sought from students and other stakeholders about the courses 
offered in the School and continual improvements are made based on this feedback.  
UNSW's Course and Teaching Evaluation and Improvement (CATEI) Process is one of 
the ways in which student evaluative feedback is gathered. In this course, we will seek 
your feedback through end of semester CATEI evaluations and informal class discussion.  
Feedback from previous students indicated a high level of satisfaction with the course 
(96%). As a result of this feedback readings from journals replace the necessary purchase 
of a textbook, however a text has been indicated if you wish to have a central source of 
information.  
 
7 COURSE SCHEDULE 
The course schedule is on the next page. This schedule is accurate at the time of 
publication but may alter at the discretion of the lecturer in order to maximize student 
learning opportunities.  
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Course Schedule 
Lectures start in Week 1 and finish in Week 12.  
 

Lecture Schedule  
Week  Topic Readings 

Comments 
Week 1  
17 July Introduction to course outcomes 

Introduction to DMOs 
Week 1 

Week 2  
24 July Roles Structures and Functions of DMOs 

Issues and challenges 

Group formation and topic selection 

Week 2 

Group selection 

Week 3  
31 July Role and function of CVB and VIS Week 3 

Week 4 
7 August Destination marketing strategy SWOT 

analysis and managing tourism products Week 4 

Week 5 
14 August Destination branding Week 5 

Week 6 
21 August Destination competitiveness Week 6                    

Individual Report Due 

Week 7 
28 August Destination Image Week 7                             

Mini DMO presentation 

Mid-Session Break: Week 3-9 September  

Week 8 
11 Sept 

Destination positioning and promotion Week 8 
Mini DMO presentation 

Week 9 
18 Sept 

Measures of DMO effectiveness Week 9                            
Mini DMO presentation 

Week 10 
25 Sept 

DMO Issues and Guest Speaker TBC  

Week 11 
2 October 

 Group project and oral presentation Written report, presentation 
and peer evaluation 

Week 12 
9 October  Revision and Catch up day  

Exam 
Period 

Exam in class on date and time to be 
mutually agreed 

 

 
The weekly readings can be found under Course resources on pages 10 & 11 
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