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Hotel marketing is one of the core courses of the hotel major. To
learn hotel marketing courses, you must not only master systematic ho-
tel marketing theory knowledge, but also learn and master a lot of hotel
marketing techniques, understand marketing methods and techniques.
This book is based on this purpose. Through a systematic introduction
to modern hotel marketing methods and technologies, combined with
case analysis and problem discussions, learners can not only systemati-
cally learn the basic theoretical knowledge of modern hotel marketing,
but also master and apply the methods and techniques of modern hotel
marketing. This revised edition continues the basic institutions and
characteristics of the first edition, with rich cases, improving maintain
readers’ interest in learning and provide guidance for students and prac-
titioners of hotel related majors, hotel decision makers and marketing

practitioners.
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