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HSP M 640 

Seminar on Marketing Thoughts 

Fall 2017 

Instructor       Course Meeting 

Rebecca Tang      Meet on Blackboard 

12 MacKay Hall                 

515-294-8489      Office Hours 

rebeccat@iastate.edu by appointment  

        

         

 All the time shown in the syllabus is CST.  

 

COURSE DESCRIPTION 

This is an advanced graduate course on hospitality marketing theories and research. The 

course is designed to provide students with preparatory background in marketing theories 

and thoughts and, by doing so, strengthen students’ critical, integrative, and creative 

thinking for solutions to the marketing problems of hospitality organizations.  

 

PREREQUISITES  

The students are required to have taken HSP M 540, Stat 401, or equivalent (e.g. advanced 

marketing course and statistics course). The students should have background knowledge 

in basic marketing concepts and strategies. Additionally, the students are assumed to have 

good knowledge in basic statistical methods (regression, ANOVA, multivariate statistics, 

SEM, and some non-parametric methods),  

Mission of the HM program: develop and apply marketing techniques in hospitality 

industry. 

 

College of human sciences leaning outcomes: all graduates from the College of Human 

Sciences should be able to demonstrate the general learning outcomes of 1) 

communication; 2) self-assessment/self-reflection; 3) critical thinking; and 4) ethics, 

diversity, and social responsibility. 

 

Department of AESHM learning outcomes: graduate program outcome addressed 

within hospitality marketing thoughts include: concept of marketing, consumer behavior, 

loyalty, branding, consumer satisfaction, and relationship marketing. 

 

Based upon these learning outcomes in addition to participation; and the successful 

completion of course reading, materials, activities, and assignments; by the completion of 

this course each student will be able to: 

http://www.iastate.edu/
mailto:rebeccat@iastate.edu
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Learning Outcomes: 

  

 Build strong marketing-oriented research knowledge 

 Identify theoretical sources of marketing strategies for hospitality and tourism 

industries 

 Discuss the process of developing marketing theories and thoughts 

 Explain how marketing theories are translated into practical marketing strategies 

 Critique and analyze marketing research practices 

 Apply general marketing theories in hospitality and tourism research 

 Improve professional discussion and writing skills 

 

COURSE FORMAT 

This is an online course. The students are expected to read the assigned materials and 

actively participate in interactive discussions and constructive criticism of reading 

materials as well as peers’ viewpoints. The discussion topic changes weekly and 

additional readings and assignments may be given in discussion board on Blackboard if 

necessary. There is no textbook for this course, instead, reading materials for each week 

are selected from a broad spectrum of both general marketing and hospitality journals.  

 

READING MATERIALS AND ASSIGNMENTS 

The weekly reading assignments are outline below, which are available via the ISU e-

catalog and e-journal system. Additional readings and assignments may be given in 

discussion board on Blackboard if necessary, depending upon the progress students make. 

The selected reading materials do not necessarily represent ideal research examples; they 

were selected based on many factors such as recency, citation frequency, and 

recommendation from other marketing scholars over time. 

Topic 1: Embarking on Hospitality Marketing Research (Dhillon Sarah) 

 

Line, N., & Runyan, R. (2012). Hospitality marketing research: recent trends and future   

directions. International Journal of Hospitality Management, 31(2), 477-488. 

Ottenbacher, M. & Harrington, R., & Parsa, H.G. (2009). Defining the hospitality 

discipline: a discussion of pedagogical and research implications. Journal of Hospitality & 

Tourism Research, 33(3), 263-283. 

Morrison, A., & Gorman, K. (2008). Hospitality studies and hospitality management: a 

symbiotic relationship. International Journal of Hospitality Management, 27(2), 214-221. 
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Mehmetoglu, M., & Altinay, L. (2006). Examination of grounded theory analysis with an 

application to hospitality research. International Journal of Hospitality Management, 25(1), 

12-33. 

Yoo, M., Lee, S., & Bai, B. (2011). Hospitality marketing research from 2000 to 2009. 

International Journal of Contemporary Hospitality Research, 23(4), 517-532. 

 

Topic 2: Understanding the Concepts of Marketing (Kent Ciarra Chanel) 

 

Michela, A., & Podesta, S. (2005). Long life to marketing research: a postmodern view. 

European Journal of Marketing, 39(3/4), 386-412. 

Lee, N., & Greenley, G. (2005). The theory-practice divide: thoughts from the editors and 

senior advisory board of EJM. European Journal of Marketing, 44(1/2), 5-20. 

Svensson, G. (2006). The paradoxnoia of top journals in marketing. European Journal of 

Marketing, 40(11/12), 1153-1168. 

Hughes, T., Bence, D., Grisoni, L., O’Regan, N., Wornham, D. (2012). Marketing as an 

applied science: lessons from other business disciplines. European Journal of Marketing, 

46(1/2), 92-111. 

Jackson, R., & Wood, C. (2012). The marketing environment: a new paradigm. Academy 

of Marketing Studies Journal, 17(1), 35-50. 

Topic 3: Consumer Behavior Research (Mann Darwin) 

 

 

Johns, N., & Pine, R. (2002). Consumer behavior in the food service industry: A review. 

International Journal of Hospitality management, 21(2), 119-134. 

 

Mattila, A. (2004). Consumer behavior research in hospitality and tourism journals. 

International Journal of Hospitality Management, 23, 449-457.  

 

Maclnnis, D., & Folkes, V. (2010). The disciplinary status of consumer behavior: a 

sociology of science perspective on key controversies. Journal of Consumer Research, 

36(6), 899-914. 

 

Carlson, J., Vincent, L., Hardesty, D., & Bearden, W. (2009). Objective and subjective 

knowledge relationships: a quantitative analysis of consumer research findings. Journal 

of Consumer Research, 35(5), 864-876. 
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Payne, C., & Wansink, B. (2011). Quantitative approaches to consumer field research. 

Journal of Marketing  Theory and Practice, 19(4), 377-389. 

 

Topic 4: Market Segmentation and Targeting (Miller Amanda May) 

 

 

Kim, T., & Hoon-Young, L. (2011). External validity of market segmentation methods. 

European Journal of Marketing, 45(1/2), 153-169. 

 

 

Chen, J. (2003). Developing a travel segmentation methodology: a criterion-based 

approach. Journal of Hospitality & Tourism Research, 27(3), 310-327. 

 

Dolnicar, S., Kaiser, S., Lazarevski, K., & Leisch, F. (2011). Biclustering: overcoming 

data dimensionality problems in market segmentation. Journal of Travel Research, 51(41), 

41-49. 

 

Tkaczynski, A., Rundle-Thiele, S., & Beaumont, N. (2010). Destination segmentation: a 

recommended two-step approach. Journal of Travel Research, 49(2), 139-152. 

 

Dolnicar, S., & Grun, B. (2008). Challenging “factor-cluster segmentation. Journal of 

Travel Research, 47(1), 63-71. 

 

 

Topic 5: Branding and Brand Equity Management (Nigg Jessica Katherine) 

 

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand 

equity.  Journal of Marketing, 57(1), 1-22. 

 

Gartner, W., & Ruzzier, M. (2011). Tourism destination brand equity dimensions: 

renewal versus repeat market. Journal of Travel Research, 50(5), 471-481. 

Kim, S. & Lehto. X. (2013). Projected and perceived destination personalities: the case of 

South Korea. Journal of Travel Research, 52(1), 117-130. 

 

Martinez, E., & Pina, J. (2010). Consumer responses to brand extensions: a 

comprehensive model. European Journal of Marketing, 44(7/8), 1182-1205. 

 

Round, G., & Roper, S. (2012). Exploring consumer brand name equity. European 

Journal of Marketing, 46(7/8), 938-951. 

 

Topic 6: Loyalty and Market Retention (Yiqi Wang) 
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Liu, Y. (2007). The long-term impact of loyalty programs on consumer purchase 

behavior and loyalty. Journal of Marketing, 71(4), 19-35. 

  
Yoo, M., & Bai, B. (2013). Customer loyalty marketing research: a comparative approach 

between hospitality and business journals. International Journal of Hospitality 

Management, 33(June), 166-177. 

 

Han, H., Kim, Y., & Kim, E. (2011). Cognitive, affective, conative, and action loyalty: 

testing the impact of inertia. 30(4), International Journal of Hospitality Management, 

1008-1019. 

 

Drez, X., & Nunes, J. (2009). Feeling superior: the impact of loyalty program structure 

on consumers’ perceptions of status. Journal of Consumer Research, 35(6), 890-905. 

 

O’ Donnell, E., & Brown, S. (2012). Brand community loyalty: a self determination 

theory perspective. Academy of Marketing Studies Journal, 16(2), 107-118. 

 

Topic 7: Relationship Marketing and Customer Asset Management  

 

(Singh Smita) 

Eiriz, V., & Wilson, D. (2006). Research in relationship marketing: antecedents, 

traditions and integration. European Journal of Marketing, 40(3/4), 275-291. 

Iglesias, O., Sauquet, A., & Montana, J. (2011). The role of corporate culture in 

relationship marketing. European Journal of Marketing, 45(4), 631-650. 

Ward, T., & Dagger, T. (2007). The complexity of relationship marketing for service 

customers. Journal of Service Marketing, 21(4), 281-290. 

Xie, D., & Heung, V. (2012). The effect of brand relationship quality on responses to 

service failure of hotel consumers. International Journal of Hospitality Management, 

31(3), 735-744. 

Sin, L, Tse, A., Chan, H., Heung, V, & Yim, F. (2006). The effects of relationship 

marketing orientation on business performance in the hotel industry. Journal of 

Hospitality & Tourism Research, 30(4), 407-425. 

Topic 8: Advertising and Persuasion (Fanli Zhou) 

 

Petrovici, D., Marinov, M. (2007). Determinants and antecedents of general attitudes 

towards advertising: a study of two EU accession countries. European Journal of 

Marketing, 41(3/4), 307-326. 
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Mortimer, K. (2002). Integrating advertising theories with conceptual models of services 

advertising. Journal of Services Marketing, 16(5), 460-468. 

 

Maldonado, C. (2011). The effect of cultural orientation on advertising effectiveness. A 

comparison among Americans, Mexican-Americans, and Mexicans. Academy of 

Marketing Studies Journal, suppl Special 15(1), 83-95. 

 

 

Hyun,S., Kim, W., & Lee, M. (2011). The impact of advertising on patrons’ emotional 

responses, perceived value, and behavioral intentions in the chain restaurant industry: the 

moderating role of advertising-induced arousal. 30(3), 689-700. 

 

Walters, G., Sparks, B., & Herington, C. (2007). The effectiveness of print advertising 

stimuli in evoking elaborate consumption visions for potential travelers. 46(1), 24-34. 

 

 

Topic 9: Service Quality (Yates Alexandra Svadjian & Parker Frederick Brooks) 

 

 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SEVQUAL: A multiple-item 

scale for measuring consumer perceptions of service quality. Journal of Retailing, 64(1), 

12-40.  

 

Pollack, B. (2009). Linking the hierarchical service quality model to customer 

satisfaction and loyalty. Journal of Service Marketing, 23(1), 42-50. 

 

Ueno, A. (2010). What are fundamental features supporting service quality? Journal of 

Service Marketing, 24(1), 74-86. 

 

Ekinci, Yi. (2002). A review of theoretical debates on the measurement of service quality: 

implications for hospitality research. Journal of Hospitality & Tourism Research, 26(3), 

199-216. 

 

Caro, L, & Garcia, J. (2008). Developing a multidimensional and hierarchical service 

quality model for the travel agency industry. Tourism Management, 29(4), 706-720. 

 

Topic 10: Customer Satisfaction (Xiaolong Shao & Xi Wang) 

 

Ekinci, Y., Massey, G., & Dawes, P. (2008). An extended model of the antecedents and 

consequences of consumer satisfaction for hospitality services. European Journal of 

Marketing, 42(1/2), 35-68. 

 

Braunsberger, K., & Gates, R. (2009). Developing inventories for satisfaction and likert 

scales in a service environment. Journal of Service Marketing, 23(4), 219-225. 
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McCollough, M. (2009). The recovery paradox: the effect of recovery performance and 

service failure severity on post-recovery customer satisfaction. Academy of Marketing 

Studies Journal, 13(1), 89-104. 

 

Cho, C., & Johar, G. (2011). Attaining satisfaction. Journal of Consumer Research, 38(4), 

622-631. 

 

Wong, L., & Wan, Y. (2013). A systematic approach to scale development in tourist 

shopping satisfaction: linking destination attributes and shopping experience, 52(1), 29-

41. 

 

Harrison-Walker, L. (2012). The role of cause and affect in service failure. Journal of 

Service Marketing, 26(2), 115-123. 

 

Nawijn, J. Mitas, O., Lin, Y., & Kerstetter, D. (2013). How do we feel on vacation? A 

closer look at how emotions change over the course of a trip. Journal of Travel Research, 

52(2), 265-274. 

 

COURSE POLICIES 

 

Attendance 
Since this is an online course, no attendance of class is needed. Students only need to 

finish the weekly assignments and final term paper before deadline. 

Special Needs or Accommodations:  

Please address any special needs or special accommodations with me by appointment at 

the beginning of the semester or as soon as you become aware of your learning needs. 

Those seeking accommodations based on disabilities should obtain a Student Academic 

Accommodation Request (SAAR) form from the Disability Resources (DR) office (515-

294-6624).  DR is located on the main floor of the Student Services Building, Room 

1076.  

 

Academic Honesty: 

The University is strongly committed to upholding standards of academic integrity. These 

standards require that students never present the work of others as their own. Any student 

found to have committed cheating or plagiarism as stated in the Student Affairs 

Handbook and Code of Student Conduct is subject to disciplinary sanctions. 

 

Courtesy in Discussion Board on Blackboard: 

It is expected that you present yourself in a professional manner in discussion board on 

Blackboard at all times as this is part of your professional development process. Students 

are expected to participate in the discussion and contribute to the learning process in 

discussion board on Blackboard.  

 

STUDENT EVALUATION/GRADING 
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Article Critique                                                                                       300 points 

Participation in discussion board on Blackboard                                   300 points 

Term paper                                                                                             400 points 

Total                                                                                                       1000 points 

 

If additional assignments are given, the instructor reserves the right to determine the 

contribution % of the assignments by adjusting the percentage of the other components. 

 

COURSE OUTLINE/SCHEDULE (TENTATIVE TO CHANGE) 

 

DATE TOPIC 

Week 1 

Deadline 08/21 

(5:00pm) 

 

Read the syllabus (if any questions, contact the instructor) 

Week 2 

Deadline 08/28  

(5:00pm) 

 

Topic 1. Embarking on Hospitality Marketing Research  

Week 3 

09/04 

 

University Holiday – No assignments 

Week 4 

Deadline 09/11 

(5:00pm) 

 

Topic 2. Understanding the Concepts of Marketing 

Week 5 

Deadline 09/18 

(5:00pm) 

 

Topic 3. Consumer Behavior Research 

Week 6 

Deadline 09/25 

(5:00pm) 

 

Topic 4. Market Segmentation and Targeting 

Week 7 

Deadline 10/02 

(5:00pm) 

 

Topic 5. Branding and Brand Equity Management 

Week 8 

Deadline 10/09 

(5:00pm) 

 

Topic 6. Loyalty and Market Retention 

Week 9 

Deadline 10/16 

(5:00pm) 

 

Topic 7. Relationship Marketing and Customer Asset 

Management 

 

Write down the rough research idea (proposal) for term 

paper in one page and turn in the assignment on Blackboard 

by 5:00pm on Oct 20. 

Week 10 

Deadline 10/23 

(5:00pm) 

 

The instructor will assist each student to polish the research 

idea of term paper by individual meetings, email, or phone 

call in the week 10 

Week 11  
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Deadline 10/30 

(5:00pm) 

Topic 8. Advertising and Persuasion 

Week 12 

Deadline 11/06 

(5:00pm) 

 

Topic 9. Service Quality 

Week 13 

Deadline 11/13 

(5:00pm) 

 

Topic 10. Customer Satisfaction 

Week 14 

11/20  

 

Thanksgiving Break – No assignments 

Week 15 

Deadline 11/27 

(5:00pm) 

 

Prepare the term paper 

Week 16 

12/04  
 

Dead weak- No class 

Week 17 

Deadline 12/11 

(5:00pm) 

 

Due date for Term Paper 

 

EXPECTATIONS 

 

1. Article Critique  

The student is required to submit article critiques assigned to him/her (see the highlight of 

your name in blue in the section of reading materials and assignments above) by 5:00pm 

of Monday for the discussion of that specific topic (see the section of course schedule and 

outline above). The student should submit one document (in word file) which includes the 

critiques of all the articles relevant to a specific topic assigned to him/her through 

“assignments” section on Blackboard. A critique for one article should be single-spaced 

with 1-inch margins in 12 point Times New Roman font.  Please limit your answer to two 

pages for each critique. 

Tips to write a critique: 

A critique in response to an academic paper is a review giving an overall summation of 

quality by revealing either positive or negative aspects of the paper. Writing a critique in 

five paragraphs could be a useful approach to follow for organizing your evaluation.  

Step 1. Introduce the work that you are critique. You need to give a summary of the paper, 

including what problem the paper aimed to solve or what questions the paper intended to 

answer, how did the author generate the idea (see introduction and literature review 

sections), how did the author achieve the research goal (see methodology section), what 

primary results did the author get (see result section), what implications could be gained 

from both theoretical and practical perspectives (see conclusion and implication section), 
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and what are the limitations and future research directions (see limitations and future 

research section).  

Step 2. Present the substance of your arguments in the next three paragraphs. To develop 

your points, keep in mind certain analytical questions about the paper. For example, were 

the authors successful at making their point? Try to keep to one point per paragraph. If 

your analysis includes more than three points, write more than three paragraphs.  

Step 3. Write a conclusion. Tie it all together with a summation of your critique. You can 

do this by stating your overall opinion about the paper. 

2. Participations and Contributions to Discussion Board on Blackboard 

In total 10 marketing research topics are covered throughout this semester. There are 10 

forums in discussion board on Blackboard (each forum targets one of the 10 research 

topics). Each student are required to create at least TWO threads (lead the discussion – 

raise questions or share your opinions on the articles) and give at least FIVE responses 

(reply on the threads) in each forum. The instructor will involve into the discussions and 

may also post additional readings in the forum for the discussion of a specific topic. The 

deadline for all the discussions at a specific forum is 5:00pm each Monday when there 

are reading assignments on the corresponding research topic for that week (the same with 

the deadline with the article critique).  

The participation must be timely, meaningful, and to the point. You also need to 

demonstrate constantly that you have learned and are learning through thoughtful 

participation in others’ learning process. Such demonstration may include, but is not 

limited to, debating constructively with other classmates for different viewpoints, asking 

questions to others and the instructor on relevant issues, and providing additional insights 

or comments to others’ opinions. Learning contribution may take place when sharing your 

original thoughts and experiences with others in the discussion board on Blackboard. The 

instructor reserves the right to determine the scope and quality of each student’s learning 

participation and contribution on the basis of mainly the following criteria: 

 

 Relevancy of the discussion (timeliness, understanding, pinpointing, accuracy, 

and relatedness of thoughts) 

 Originality (new ideas, creativity, extension of readings, and applications to 

hospitality) 

 Critical thinking (analytical skills, integration, problem solving, and logic or 

rationale) 

 Professionalism (conduct in discussion, openness to different opinions, listening, 

patience, control, and attention) 

 

3. The term paper 
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This is an individual assignment. Each student is required to choose one of the weekly 

discussion topics and develop a manuscript for 2018 I-CHRIE conference. Each student 

should email the instructor (rebeccat@iastate.edu) the rough research idea for term paper in 

one page by 5:00pm on Oct 20. And the instructor will assist each student to polish the 

research idea through face-to-face meeting, email, or phone call in the week 10. Each 

student is expected to submit the final term paper in the “assignments” section on 

Blackboard by 5:00pm Dec 11. 

 

When the paper is submitted externally, the student(s) will retain the first authorship and 

the instructor the last authorship. The guidelines for developing an academic paper are as 

follows and they will be discussed more in class or individually: 

 

 

Abstract                                  Summarize your research idea, methodology, findings, and  

potential contributions 

 

Introduction              Generally introduce your research idea 

                                                Explain why your research is significant and important  

 for the hospitality marketing research and industry practice 

Purpose and organization of the paper 

 

Methodology              Sample 

                                                Survey instrument 

                                                Data collection 

                                                Data analysis 

 

Results, Conclusion,               The three parts are NOT required if you do not plan to  

And Implications                     collect data this semester 

     

     

 

 

Your paper will be graded based largely on: 

 Overall quality as an academic paper – goodness for submitting to a conference  

 Logical development and organization of the paper 

 Theoretical soundness of integration and propositions 

 Breadth (coverage by year and # of studies) and depth (elaboration on issues) of 

the review and discussion 

 Writing quality (flow, grammar, clarity, organization, format, etc.) 

 

Required format for your paper: 

 Free of academic dishonesty and plagiarism 

 Use 12 Time New Roman 

mailto:rebeccat@iastate.edu
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 8-15 pages with double space are the general expectations (including the title, 

reference pages, all tables and figures) 

 Follow the APA style strictly 

 Use subtitles frequently for easier reading 

 Edit professionally before submit. 

 

  

 

 


