
 

Name of the lesson: 

Marketing and 

branding of tourism 

events 

The number of 

units: 

2  

Unit Type: 

Theoretical  

Prerequisite status:  

- 

Expert professor to 

teach: Geographer 

specializing in tourism 

The number of 

hours:  

32 

Type of additional practical training:  

Has it   does not have   Science travel   

Laboratory  Workshop  Seminar  

Goals: Acquaintance with the concepts and approaches of tourism marketing and branding of tourism 

events 

Headlines 

1- Defining the concepts of market and marketing, supply and demand, and value chain in the tourism 

industry 

2- Event tourism marketing process 

3- Typology of marketing in event tourism (Content marketing, targeted marketing, digital marketing, 

social marketing, and geographic marketing or Geomarketing)  

4- Factors affecting event tourism demand 

5- Analysis of demand in event tourism 

6- Identifying and analyzing the factors affecting event tourism marketing 

- Government and private sector 

- Political and security factors 

- Motivational factors 

- Capital flows and services 

- The flow of knowledge and information 

- Spatial flow of tourist movement 

- Competition and status of competitors 

- Manpower and entrepreneurs 

- Prices and costs of tourism 

- Local communities 

- Travel and tourism packages 

7- Definition of concepts related to the brand (Brand, brand identity, brand personality, brand image, 

and special value and branding) 

8- Typology of brand types (Place brand, product and service brand, organizational brand, parent 

company brand, etc.) 



9- Success factors and brand management in event tourism 

10- Branding process and event tourism brand development 

- Tourism brand planning and management 

- Identifying the content and assets of the tourism brand of the event 

- Architecture and development of event tourism brand 

- Product and service brand marketing strategies and tools in event tourism 

11- The role and position of brand and branding in event tourism marketing 

12- Challenges, opportunities, and experiences of product and service brand development in event 

tourism (World and Iran) 

13- Experiences and successful examples of marketing and branding in event tourism (World and Iran) 
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