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Course track
Track : Attendance
"Attendance" track :
Attendance at lecture / tutorial classes and intermediate / final exams is mandatory. As evaluation of in class work
constitutes an essential element of grading, any absence will be penalized and is taken into account for grading
purposes (see academic rules and regulations).
"Autonomous" track :
Attendance at intermediate / final exams is mandatory, but students are free to attend lecture / tutorial classes.
For all Master programs and all other programs realized in the form of dual internships (apprentissage), attendence at
lecture / tutorial classes and intermediate / final exams is entirely mandatory. Therefore, only the "Attendance" track
can be selected.

Contribution of the course to the educational objectives of the programme
How the course contributes to the programme :

Description
Change is the only constant in tourism. Intensified global competition, sophisticated tourism demand, and the
penetration of the tourism and hospitality industry by new players disrupting the tourism industry are only some of the
current trends transforming tourism and hospitality. Technological advances (such as artificial intelligence, machine
learning, robotics and big data) and changing consumer demands are also only some of the major drivers of change in
the tourism industry. This course aims to introduce the students to the: most recent developments and challenges
facing the tourism and hospitality industry; identify and discuss the factors introducing and supporting change in the
industry; and analyse some of the most effective strategies that tourism firms can adopt for addressing the new
customer demands and competition, but also creating change. To that end, the course will focus and analyse
contemporary tourism issues and strategies in the fields of : tourism experience design (co-creation and transformative
tourism experiences); tourism demand changes ; innovation management and new service development ; smart
tourism services and smart destinations; new technologies and tourism; business models and hospitality services for
surviving in the sharing economy era (e.g. airbnb and uber phenomenon).

Educational organisation
In class
Lectures
In groups
Exercises
Projects
Oral presentations
Interaction
Discussions / debates

Learning outcomes
Upon completion of this course, students should be able to: :
- Outline the profile and behaviour of the wine tourists
- Discuss of the benefits to be gained by connecting wine tourism with other industries such as arts, culture, sports,
tourism, leisure, food
- Develop a critical and creative thinking for innovating and designing wine tourism experiences
- Develop the skills for managing and marketing wine tourism destinations
- Appraise the knowledge to develop and practice entrepreneurial skills in wine tourism

Outline
1 21/1/19 Morning - Wine tourism: definition, understanding of the wine tourism market, impacts of wine tourism (for
firms and destinations) + Designing wine tourism experiences
2 21/1/19 Afternoon
Wine destinations: management and marketing issues
- Winescapes

- Clustering – networks
- Collaboration – synergies
- Mobility & packaging
3 22/1/19 Morning
Designing and planning wine routes: infrastructural issues, product design
4 22/1/19 Afternoon
Social media and wine tourism marketing
Students’ presentations

5 23/1/19 FIELD TRIP

Prerequisites
Key concepts to understand :
• Understanding the profile and behaviour of the increasingly diversifying wine tourism market
• Designing and delivering competitive and innovative wine tourism experiences at a micro- and macro wine
tourism perspective (at a wine firm but also wine destination level)
• Developing competitive strategies for managing, marketing and planning wine tourism destinations
• Developing innovative strategies and practices for marketing and promoting wine tourism
• Designing and promoting wine tourism routes
• Understanding the trends and challenges within the wine tourism market due to globalisation, technological
advances and changing consumer demands and profiles
Knowledge of :
NA

Teaching material
Documents in all formats
Syllabus
Software
MS POWERPOINT
Additional electronic platforms
Slideshows
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Assessment
Intermediate evaluation / continuous assessment 1 : 28th February
written / individual / English / weighting : 20%
additional information : Individual Essay
This evaluation serves to measure LO1.1, LO1.2, LO1.3, LO4.2
Intermediate evaluation / continuous assessment 2 : last session
oral / individual / English / weighting : 30%
additional information : Individual participation and readings
This evaluation serves to measure LO1.1, LO1.2, LO1.3, LO2.1, LO2.2, LO2.3, LO4.2
Intermediate evaluation / continuous assessment 3 : session n°23 January 2019
oral / in group / English / weighting : 50%
additional information : Group Presentation
This evaluation serves to measure LO1.1, LO1.2, LO1.3, LO2.1, LO2.2, LO2.3

Grounds for expulsion from classes
Such behaviors as...

arriving late, leaving early or unannounced leaving of the classroom during class time
disruptive eating or drinking in class
using smartphones and laptops for non class-related purposes
reading non class-related documents
chatting on non class-related issues
showing disrespect towards lecturers

... may lead to expulsion from classes.

