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CURRICULUM

G Digital Tools in Destination Marketing

1 Understanding Digital Marketing Channels for Destinations

1.1 Identifying Key Digital Marketing Channels for Destinations

1.2 Exploring the Role of Social Media in Destination Marketing

1.3 Utilizing Search Engine Marketing to Attract Visitors

1.4 Leveraging Content Marketing to Showcase Destinations

1.5 Analyzing Email Marketing Strategies for Destination Promotion

1.6 Applying Data Analytics to Optimize Marketing Channel Performance

2 Harnessing Social Media Platforms for Destination Promotion

2.1 Exploring the Impact of Social Media on Destination Visibility

2.2 Identifying Key Social Media Platforms for Tourism Marketing

2.3 Crafting Engaging Content for Destination Promotion

2.4 Leveraging Influencer Partnerships to Boost Destination Appeal

2.5 Implementing Social Media Campaigns to Drive Visitor Engagement
2.6 Analyzing Metrics and Feedback to Refine Social Media Strategies

« 3 Utilizing Search Engine Optimization and Content Marketing

1.1 Understanding SEO Fundamentals for Destination Marketing
1.2 Exploring Keyword Research Techniques

1.3 Developing Engaging Content for Tourism Audiences

1.4 Implementing On-Page SEO Strategies

1.5 Leveraging Off-Page SEO and Link Building

1.6 Analyzing and Optimizing SEO Performance

a Global Tourism Trends

5 chapters - 30 classes 65 marks

* 4 Analyzing Data and Measuring Digital Campaign Success

4.1 Understanding Key Metrics in Digital Campaigns

4.2 Exploring Data Sources for Destination Marketing

4.3 Utilizing Analytical Tools for Campaign Evaluation

4.4 Interpreting Engagement Metrics for Success Measurement
4.5 Visualizing Data to Inform Marketing Strategy

4.6 Applying Data-Driven Insights to Optimize Campaigns

< 5 Innovative Trends and Technologies in Destination Digital
Marketing

5.1 Exploring the Rise of Al in Destination Marketing

5.2 Leveraging Virtual Reality for Enhanced Tourist Experience
5.3 Harnessing Big Data for Targeted Marketing Strategies

5.4 Utilizing Social Media Analytics to Boost Engagement

5.5 Integrating Augmented Reality in Destination Promotion

5.6 Crafting Personalized Marketing Campaigns with CRM Tools

0 chapters 85 marks



5 chapters - 30 classes 65 marks

e Innovative Marketing Solutions

« 1 Understanding the Digital Landscape in Destination Marketing — * 4 Implementing Data-Driven Marketing Strategies — 6 classes

6 classes 4.1 Understanding Data-Driven Marketing Strategies

1.1 Exploring Digital Trends in Destination Marketing

1.2 Analyzing the Impact of Social Media Platforms

1.3 Identifying Key Digital Channels for Engagement

1.4 Understanding SEO and Its Role in Destination Marketing
1.5 Leveraging Data Analytics for Audience Insights

1.6 Integrating Innovative Technologies into Marketing Strategies

¢ 2 Creating a Compelling Destination Brand — 6 classes

2.1 Understanding Destination Branding Fundamentals
2.2 Analyzing Successful Destination Brands

2.3 Identifying Unique Selling Points for Destinations
2.4 Crafting an Authentic Brand Story

2.5 Designing Visual and Verbal Identity for Destinations
2.6 Evaluating Brand Impact through Analytics

* 3 Leveraging Social Media and Influencer Partnerships — 6 classes

3.1 Understanding the Role of Social Media in Marketing

3.2 Identifying Key Social Media Platforms for Your Audience
3.3 Crafting Effective Social Media Campaigns

3.4 Engaging with Influencers: Finding the Right Partnerships
3.5 Measuring the Impact of Social Media and Influencer Efforts
3.6 Applying Innovative Strategies in Social Media Marketing

° Leadership in Marketing

¢ 1 Understanding Leadership in Destination Marketing — 6 classes
1.1 Exploring the Role of Leadership in Destination Marketing
1.2 Identifying Key Leadership Traits for Destination Marketing Success
1.3 Analyzing Leadership Styles Impacting Marketing Strategies
1.4 Developing Strategic Vision in Destination Marketing
1.5 Fostering Team Collaboration in Marketing Leadership
1.6 Applying Leadership Techniques to Overcome Marketing Challenges

4.2 ldentifying Key Data Sources for Marketing Insights
4.3 Analyzing Consumer Behavior Through Data
4.4 Leveraging Analytics Tools for Marketing Advantage
4.5 Creating Customer-Centric Campaigns Using Data
4.6 Measuring Success with Data-Driven Metrics

< 5 Innovative Campaign Design and Execution — 6 classes

5.1 Understanding Core Principles of Innovative Campaigns
5.2 Identifying Target Audiences and Their Needs

5.3 Crafting Compelling Campaign Messages

5.4 Selecting Appropriate Channels for Campaigns

5.5 Integrating Technology in Campaign Execution

5.6 Evaluating and Optimizing Campaign Performance

5 chapters - 30 classes 85 marks

« 4 Innovation and Change Management in Destination Marketing — 6

classes

4.1 Understanding the Role of Innovation in Destination Marketing

4.2 Identifying Opportunities for Change in Marketing Strategies

4.3 Analyzing Case Studies of Innovative Destination Marketing

4.4 Developing Change-Driven Marketing Plans

4.5 Implementing Innovative Strategies in Destination Marketing

4.6 Evaluating the Impact of Change Management on Marketing Success

« 2 Strategic Decision-Making in Destination Marketing — 6 classes

2.1 Understanding the Fundamentals of Strategic Decision-Making * 5 Ethical Leadership and Sustainability in Destination Marketing —

2.2 Analyzing Market Trends for Destination Marketing 6 classes

2.3 Evaluating Decision-Making Frameworks and Models

2.4 Identifying Key Stakeholders in Destination Marketing

2.5 Developing Strategic Objectives and Goals

2.6 Applying Decision-Making Strategies to Real-World Scenarios

* 3 Influence and Communication in Leadership — 6 classes

3.1 Understanding the Role of Influence in Marketing Leadership
3.2 Identifying Key Communication Skills for Effective Leadership
3.3 Exploring Emotional Intelligence in Marketing Leadership

3.4 Developing Trust and Credibility with Stakeholders

3.5 Crafting Persuasive Messages in Leadership Communication
3.6 Applying Influence Strategies to Real-World Scenarios

5.1 Understanding Ethical Leadership Principles in Marketing

5.2 Exploring the Role of Sustainability in Destination Marketing

5.3 Identifying Ethical Challenges in Destination Marketing Strategies
5.4 Analyzing Case Studies on Ethical Leadership in Marketing

5.5 Developing Sustainable Marketing Practices

5.6 Implementing Ethical Decision-Making in Marketing Campaigns



e Stakeholder Engagement Strategies 5 chapters - 30 classes 45 marks

1 Understanding Stakeholder Dynamics in Destination Marketing — « 4 Building Collaborative Partnerships for Destination Marketing — 6

6 classes classes

1.1 Identifying Key Stakeholders in Destination Marketing

1.2 Analyzing Stakeholder Interests and Influence

1.3 Mapping Stakeholder Relationships and Interdependencies

1.4 Understanding the Role of Collaboration in Stakeholder Engagement
1.5 Developing Effective Communication Strategies for Stakeholders

1.6 Implementing Feedback Mechanisms to Enhance Stakeholder
Engagement

* 2 Mapping and Prioritizing Stakeholders for Destination Success —

6 classes

2.1 Understanding Stakeholder Roles in Destination Marketing
2.2 Identifying Key Stakeholders for Destination Success

2.3 Utilizing Stakeholder Mapping Tools Effectively

2.4 Analyzing Stakeholder Influence and Interest Levels

2.5 Prioritizing Stakeholders for Strategic Engagement

2.6 Developing a Stakeholder Engagement Action Plan

« 3 Developing Effective Communication Strategies for Stakeholder
Engagement — 6 classes

3.1 Understanding Stakeholder Needs and Expectations

3.2 Identifying Key Channels for Stakeholder Communication

3.3 Crafting Clear and Concise Messages for Stakeholders

3.4 Utilizing Feedback to Enhance Communication Effectiveness

3.5 Tailoring Communication Strategies for Diverse Stakeholder Groups
3.6 Implementing and Evaluating Communication Plans for Engagement

a Strategic Destination Marketing

* 1 Understanding the Global Tourism Landscape — 6 classes

1.1 Exploring Global Tourism Trends

1.2 Analyzing Key Tourism Markets

1.3 Understanding Tourist Behavior Patterns
1.4 Identifying Competitive Destination Factors
1.5 Assessing Global Tourism Challenges

1.6 Applying Strategic Marketing Insights

* 2 Analysing Destination Competitiveness and Positioning — 6

classes

2.1 Understanding Destination Competitiveness

2.2 ldentifying Key Competitive Factors

2.3 Analyzing Market Positioning Strategies

2.4 Evaluating Comparative Advantage in Destinations
2.5 Assessing Brand Image and Equity

2.6 Formulating Strategic Positioning Plans

« 3 Strategic Marketing Planning for Destinations — 6 classes

3.1 Understanding the Components of a Strategic Marketing Plan
3.2 Analyzing Market Trends and Consumer Behaviors

3.3 Defining Goals and Objectives for Destination Marketing

3.4 Developing a Targeted Marketing Strategy

3.5 Allocating Resources for Effective Implementation

3.6 Measuring and Evaluating Marketing Success
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4.1 Understanding Stakeholder Roles in Destination Marketing
4.2 |dentifying Key Partners for Collaborative Marketing

4.3 Cultivating Effective Communication Channels

4.4 Building Trust and Commitment Among Stakeholders

4.5 Developing Win-Win Strategies for Partner Collaboration
4.6 Evaluating Partnership Outcomes in Destination Marketing

< 5 Evaluating and Sustaining Stakeholder Relationships — 6 classes

5.1 Understanding the Importance of Stakeholder Relationships
5.2 Identifying Key Stakeholders in Destination Marketing

5.3 Analyzing Stakeholder Needs and Expectations

5.4 Assessing Relationship Health: Tools and Metrics

5.5 Strategies to Enhance and Sustain Engagement

5.6 Implementing Feedback Systems for Continuous Improvement

5 chapters - 30 classes 85 marks

* 4 Engagement and Experience Design — 6 classes
4.1 Understanding Visitor Engagement Dynamics
4.2 Crafting Personalized Visitor Journeys
4.3 Designing Interactive Experiences
4.4 Integrating Technology in Experience Design
4.5 Analyzing Visitor Feedback for Improvement
4.6 Implementing Innovative Engagement Strategies

* 5 Measuring Success and Continuous Improvement — 6 classes

5.1 Understanding Key Performance Indicators in Destination Marketing
5.2 Analyzing Visitor Satisfaction and Engagement Metrics

5.3 Exploring Data Collection Methods for Destination Insights

5.4 Evaluating the Impact of Marketing Campaigns on Destination Success
5.5 Implementing Feedback Loops for Continuous Improvement

5.6 Developing Action Plans for Enhancing Destination Performance
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